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NEW DEVELOPMENTS

IN

SPOT BROADCASTING

Nearly ninety progressive, forward-looking Radio Stations from
coast to coast have prepared for new developments which
have taken place in perfecting sound reproduction for radio
broadcasting. They are being equipped with a completely
standardized sound reproducing system. For the first time in
the history of radio broadcasting, this step will guarantee a
uniform high excellence of broadcasting from discs, provided
the discs are made under a system which matches this new
reproducing equipment.

Write or phone any of our offices for a list of stations thus
equipped, or for further information regarding radio and
radio stations.

SCOTT, HOWE, BOWEN, Inc.

274 Madison Avenue

NEW YORK CITY
Ashland 7356 — 7357 —7329

106 Fisher Building 180 N. Michigan Ave. 10 High Street
DETROIT, MICHIGAN CHIGAGO, ILLINOIS BOSTON, MASS.
Northway 2727 State 5224 Hancock 4324

All of our offices are prepared to demonstrate to advertisers
and their agencies the latest development in sound reproduc-

tion, in direct comparison to any other present-day recordings.




“...coming to you from
the studios of---

KSTP”

Advertisers and lisieners select KSTP programs because of superior qualily

made possible in a large part by the staff orchestras such as the group piclured

above, a' complement of the only full-time radio station staff orchestra organi-
zation in the Northwest.

St. Paul and Minneapdlis and the adjacent Northwest vote for KSTP

first in preference to any other local programs. And quite naturally, the

NBC entertainment and service features have the majority of followers of STUDIOS
network productions. KSTP admittedly is first—nearly 709 of the St. Paul Hotel
listeners as against 179 for the station named second choice. The KSTP St. Paul
orchestra organization of thirty-five artists includes selected groups, which i
present everything from symphonic classics to the latest popular selections, ®

and, is the only full-time radio station staff orchestra in the Northwest. In 1

addition to this most important asset, KSTP gives most to the advertiser and STU DIOS
listeners becatise it has the largest musical library—the largest technical staff Hotel Radisson
—the most complete research, merchandising, sales, program, publicity, con- Minneapolis

tinuity, music and dramatic departments. The KSTP advertising department

. : ; . = . X 8
will be pleased to submit a detailed radio advertising plan without obligation.

Executive Offices:
St. Paul Hotel, St. Paul, Minnesota

NORTHWEST’S
LEADING RADIO STATION

June, 1930
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PRESTIGE
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WMAQ, through its years of fidelity to an ideal of service, its
quality programs, its respect and concern for the great radio au-
" dience, has created a listening habit in the Chicago and midwest

radio market. Like The Chicago Daily News—the newspaper that
gave it life—WMAQ adheres rigidly to certain carefully studied
policies, which have proved their worth in the interests of ad-
vertiser and public alike.

LIST OF ADVERTISERS

National:

Endicott-Johnson Corporation
Bunte Candy Company

Eskimo Pie Corporation

Packard Motor Car Corporation
Thos. J. Wobb Coffeec Company
linois Coal Buresu

Elgin National Watch Company
Freeman Shoe Company

Local:

Chicago Board of Trade
Boston Store

O'Connor & Goldberg
Nahigian Brothors

Thomes J. Hay, Inc. {Willys-Knight)
Premior Malt Sales Company
Gabriel Snubber Company
Martin-Senour Company

National Rug Mills, Inc.

Pabst Brewing Company

Robinson Furnace Company

B. F. Goodrich Rubber Company

Hinckley & Schmitt

The Davis Company

C. D. Peacock, Jewelers
Vaughan's Seed Store

If your schedule calls for the use of broadcast time in Chicago
WMAQ offers you the advantage of a strategically located
cleared channel—an audience whose listening habit is WMAQ
broadcast—and the satisfaction of knowing your message is in the
best of company. Address

WMAQ, Inc.
The Chicago Daily News Broadcasting Station

400 WEST MADISON STREET CHICAGO, ILLINOIS

Broadcast Advertising
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440 South Dearborn Street, Chicago, HI.

Subscription, $2.00 a year.

Single copies,’ 20c.

Issued monthly on the 15th. G. W. Stamm, Publisher and General Manager;
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Broapcasting Is

VIGOROUS.
EFFECTIVE.
SUCCESSFUL

Says L. Ames Brown®

President, Lonp & THomas AND Locan and
Chairman AAAA Committee on Broadcasting

I ROADCAST advertising has
fully established its claim to a
place in a balanced advertising

program. It is a going concern-

igorous, successful, effective. The
skeptics of yesteryear have given
place to the alert investigator, the
analyst, and to the scout. The scout
is the man who is on the lookout
for promising talent—for another

Anfos and Andy—another Real

Folks—another team or feature that

will bring home the bacon for the

client sensationally.

Broadcasting is no longer a
shrinking violet. Grave discussions
take place about rates and rate in-

An address delivered before the
annual convention of the American

Association of Advertising Agen-

s at Washington, May 16, 1930.
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creases. [Elaborate analyses arc
made of circulation. Claims are
made and then debunked and the
residue divided into fractions, and
yet there remains a tremendous re-
sponsive audience ready to enhance
brand values, to pile on priceless
good will for the manufacturer and
his distributor. The bears may have
it their way in other markets, but
on the Broadcasting Bourse the at-
mosphere is distinctly bullish.

The advertiser who has a coast 10
coast hook-up on one of the big
chains at a good time has a valuable
franchise, and he knows it. His
broadcasting budget is one of the
last items he will cut in 1930,

Broadcasting is no longer the
Little Orphan Annie of the media
group. We have heard about the

L. Ames Brown

fourth dimension of advertising and
we have been schooled to think of
broadcasting in the fourth place
with newspapers number one, mag-
azines number two, and outdoor
number three. Broadcasting vol-
ume, however, has grown so rapidly
and appears to be gaining,-in 1930,
at such a rate that the gap between
broadcasting volume and outdoor
volume is being rapidly closed.

The figures furnished me by the
outdoor people show 875,000,000
was spent in this medium in 1927,
the same amount in both 1928 and
1929, and $75,000,000 to $100,000,:
000 is estimated for 1930.

\What has been happening in
broadcasting in this period? In 1927
and 1928 the amounts were, of
course, nat comparable to.the out-



door amounts. lLast year, however,
one radio manufacturer estimated
that $75.000,00 was spent on
broadcasting. That was just a “‘blue
sky” estimate, 1 suppose. Complete
accurate information is not avail-
able. The reason for that is the
inadequacy of reports from the lo-
cal broadcasting stations as to local
or spot broadcasting. A statis-
ticlan whom your committee as-
signed to the work obtained figures
from the national networks. made
test irsvestigations among selected
local stations and reached the con-
chision that approximately $45.0C0.-
000 was spent on broadcast adver-
tising in 1929. That estimate is ac-
cepted as reasonable by such author-
ities as* Mr. Caldwell, editor of
Radio Retailing: Mr. Ferrel of
Denny Records and Mr. Baker of
the National Association of Broad-
casters. Mr. Bowen, the spot broad-
casting specialist. estimnates that lo-
cal broadcasting alone runs close to

Your committee, therefore, ad-
vances -$45,000,000 as a sound esti-
mate ‘of total broadcast advertising
expenditures in 1929. The national
chains estimated from 35 to 50 per
cent increase in volume for 1930.
I believe these estimates to be well
grounded. They may be exceeded
and later in this report reasons for
this opinion will be submitted.

}IT IS too early to forecast the
1930 development of local broad-
cast advertising. Should it hold
pace with the national advertising
that goes over the medium, you will
see that broadcasting will come dan-
gerously near to sharing third posi-
tion with the outdoor medium.
These facts are brought out in no
spivit of unfriendliness to the out-
door medium, Most of us are
familiar with some of the reasons
which have hampered the growth
of the medium—reasons happily re-
moved. It is logical to predict that
outdoor advertising. which unques-
tionably does things for the adver-
tiser which no other medium can
do, will move out of its stalemated
position of the past three years
without long delay. Broadcasting
if it hopes to establish itself in
third position, next to magazine
volume—will have to maintain and
perhaps accelerate its pace. That it
should even threaten outdoor for
third place, however, is significant

4

small -

ROBABLY the world’s smallest

radio station is WPRC, over
which Ted Husing described the
Penn relays and, more recently, the
Kentucky Derby. The outfit is
packed in a traveling bag about
three feet long, with a one-inch
brass pipe, the aerial, protruding
from one end and resembles a
soldier’s pack and rifle as much as
anything. This station broadcasts
short waves, which are picked up
by a receiver at the end of the field
and re-broadcast in the regular
manner. For outdoor events it is
a great help, as it enables the an-
nouncer to move about the field,
following the action from point to
point.

of the way it has grown and the
way advertisers are turning to it
for definite results.

The prosperity of the broadcast-
ing medium in a vear of business
restriction- and of advertising cur-
tailment is due mainly to the feel-
ing among advertisers that its time-
liness, its flexibility, with change of
national copy appeal possible at an
hour’s notice—its comparative live-
liness, its growing circulation and
increased responsiveness—that these
qualities make it a medium where
the advertiser has a fine opportunity
to hroaden his markets in places he
might not otherwise be able to
reach. There is a big volume of
broadcast entertainment—a great
many features appealing to the set
owner—but collectively broadcast
advertisers feel that their medium
1s not congested, but that their
chance for attention is no less sub-
stantial than that in other mediums
and, furthermore, the advertiser
likes a sporting chance of finding
hig results and a pot of gold on
the air.

Broadcasting has appealed to ad-
vertisers from the start. For many
a big executive it combines business
with pleasure. Its romance and big
potentials fascinate him: the artist
in him is stirred. Now with a back-
ground of experience and with data
on results such as no medium has
provided in a comparable length of
time, the broadcast advertiser feels
more than ever sure of himself—
more confident of a charted way.

I talked with a very large broad-

cast advertiser the other day. He
had proposed th nditure of an
additional millien on broadcasting.
The total figure seemed to shock
one of his associates but this execu-
tive denied that the figure was ex-
orhitant. Ile said that the burden
of proof was on him if, with a
budget as large as his, he did not
srend the proposed amount in a me-
diwm which had so directly and so
conclusively demonstrated its sales
creating possibilities.

ROADCASTING definitely

passed one mile post in 1929.
It emerged as a full fledged adver-
tising medium. Doubts as to the
acceptability of the advertising per
se were dispelled pretty generally.
Ouestions as to whether broadcast-
ing was a practical, workable me-
dium of advertising or a hybrid me-
dium—in the middle between pub-
licity and advertising—were an-
swered conclusively. The broad-
casting programs which stand out
as unmistakable successes—the pro-
grams which head the lists on every
research tabulation—are programs
which carry their definite, frank,
unvarnished quota of advertising.

The American public has demon-
strated an intelligent willingness to
have the advertiser profit from his
investment. The most elaborate re-
search made in 1929 and in the
early months of 1930 resulted in
this finding. which I quote:

“The public enjoys good adver-
tising prepared in a virile, interest-
ing manner.”

[ subscribe to this finding and 1
call attention to its implications.
both positive and negative. The
public enjoys good advertising. The
public doesn’t enjoy poor advertis-
ing. The public doesn’t respond to
advertising over the air that is trite
or insipid.

Broadcast advertising copy must
be subjected to the same tests, no
inore. no less. that apply to adver-
tising in other mediums. There is
a premium for originality, for real
ideas, for mastery of technique.
There is silence and unresponsive-
ness for advertising too blatant or
too cautious. It is distinctly not
true that advertising needs to be in-
sinnated into a program, sugar-
coated, concealed. Quite the con-
trary! In fact, I think that the one
thing the public is suspicious of and

(Continued on page 18)
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How WESTINGHOUSE Uses

Other Media fo
Merchandise Its
Radio SALUTES

By J. C. McQuiston*

General Advertising Manager,
WestiNGHoUsE Brectric anp ManuracTurinG Con

S ADVERTISING men we all agree that build-
ing a radio program is only part of the job. \Ve
must merchandise that program if our companies

are to reap the greatest benefit from it. In othes words.
we must sell our program before it goes on the air.

Merchandising divides itself into two general classes
—first, the advertising to create an audience for our
program, and second. the promotion of the program to
dealers and retailers. Principles of merchandising to
dealers and retailers are well known to all of us. It is
important that these outlets know exactly what is being
done and be supplied with material which they can use
in identifving ourselves with the ‘products advertised
ver the radio. Promotional material takes the form
of window displays, folders, booklets, posters and
newspaper advertisements.

Various means are adopted for creating an audience
for radio programs. Newspaper and magazine adver-
tising can he used when the program is of interest to
the general public. The promotional material supplied

dealers and retailers, of course, will help create an
audience. And the program should have sufficient in-
terest to make it of appeal to the. newspapers as a
news itern.

In planning promotional activities for the Westing-
house Radic Salutes to Industries we were confronted
with a somewhat different problem than generally faces
a radio advertiser. These programs are conceived with
the idea of telling about the importance of our great
industries, to create good will for them, to tell the part
electricity plays in their efhcient operation, and of the
Westinghouse contributions to the industty. The his-
tory of our great industrial enterprises and their every-
day operations is filled with things of interest to the
man in the street. By presenting these facts in a color-
ful and impressive manner an interesting and instruc-
tive program is built in which music forms a back.

ound and the voice tells of the accomplishments of
the industry. As a guest speaker, an acknowledged

Excerpts from an address before the Broadcast
Association, Advertising Federation of America, at
Washington, D. C., May 20, 1930.

June, 1930

J. C. McQuiston

ledder of the industry is invited to deliver a short ad-
dress, telling something about the present and future
of his industry.

To create an audience of the general public, the
newspapers are used. When the programs were
launched, a large newspaper advertisement called at-
tention to the new feature on the air. Several feature
stories were also released previous to the broadcast of
the first program, to build up interest in this activity.
Each week a news story about the Westinghoute Salute
is released for the radio page. This activity brings
the Westinghouse Salutes to the attention of the gen-
eral public every week.

UR primary audience, of course, is the industries ;

not only the industry saluted, but -all the indus-
tries of the country, because in these days every wide-
awake industrial man is interested in what other in-
dustries are doing. So we advertise the Salutes in the
leading technical and trade papers of the country. In
addition, notices are sent to the editorial departments
of the magazines. including the remarks of the guest
speaker and a general description of the subject matter
included in the program.

Mailing pieces are prepared for distribution through-
out the industry saluted, in which is included an an-
nouncement and a description of the program. Some

(Coutinued on page 20)
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SOUIBB Sells [ts

PROGRAMS

1o the Trade

R. D. Keim

T'S COSTING E. R. Squibb

and Sons $500 a minute for Will

Rogers. The entire program,
counting time on the CBS network,
music, announcer, and all, is cost-
ing about $12,500 each Sunday
night of the series of 14 talks given
by the cowboy humorist for the
well known manufacturer of med-
icinal preparations. And Rogers
never says a word about Squibb’s
products during any broadcast.

‘But it’s worth it!”" declared
R. D. Keim, director and general
sales manager of E. R. Squibb and
Sons, addressing the Radio Broad-
cast Session of the Advertising
Federation of America on May 20.

It's worth it in the general pub-
licity scheme of the company, ac-
cording to Mr. Keim. Only seven
of the Rogers’ appearances had been
made at the time of his talk, so that
the direct results in sales cannot be
measured. Yet the sales manager
of Squibb asserted that his com-
pany is “well satisfied.”

6

“In the meantime, the sales curve
continues satisfactory,” he said.
“We probably won’t tell the results
until after the whole series is com-
pleted, but we have high hopes. A
competitor told us of not getting
any results until months after his
broadcast had become established.”

The enthusiastic tenor of this
sales executive’s talk revealed the
trend toward broadcasting among
major commodity producers whose
products are peculiarly adapted for
broadcast promotion. For the most
part, Mr. Keim dealt with the ex-
tensive tieup with periodical adver-
tising, counter and window cards,
mailed notices and intra-sales force
competition upon which E. R.
Squibb and Sons embarked with the
launching of the Rogers series.

Following is the full text of Mr.
Keim’s talk:

HEN my firm concluded to

place a broadcast program
upon the air, including as its fea-
ture that world famous character
Will Rogers, we found ourselves
with a period of less than three
weeks between the time of that de-
cision and the time of our initial
broadcast. This, necessarily, forced
us to develop a merchandising plan
to back up this program more rap-

T S e
DON'T MI1SS

WILL
OGERS

presented by
SQuUIBB & SONS
mleh S-nd-y evening at o'elock
over Siation ond 34 other
stations from cosst to eoast,

A typical newspaper radio page
advertisement

idly than was desirable. Neverthe-
less we feel satisfied that we have
been able within the period allotted
us to quite thoroughly plan and re-
lease the propaganda that was es-
sential to a thorough-going mer-
chandising hook-up.

In squaring off to this problem
we found that we must reach in as
complete form as possible four dif-
ferent classifications of individuals.
We determined that our message
must, in as great a measure as it
could, capitalize the renown of our
featured figure. We knew that it
would be unnecessary, as in the case
of so many other programs, to build
up a knowledge of the feature
itseli ; in fact, the very reason we
had determined upon the use of
Will Rogers lay in the fact that,
even though at an exceedingly high
price, we were nevertheless pur-
chasing national good will that
would begin working for us irom
the minute the program started.

Coming back to those whom we
had to contact, we found that they
fell readily into—first, the general
public; second, the professions as
represented by physicians and den-
tists ; third, the retail trade; fourth,
our own field staff. 1 will describe
how we carried the message of the
Sqnibb Program to each of these
groups, beginning with the smallest
and leading up to the largest, the
general public.

Our field staff, being the direct
representatives of the House, neces-
sarily required complete informa-
tion. in full detail, of all that was
to transpir¢ in order that they in
turn might impart the information
into the broadening stream of the
retail druggists of the country. In
order that we might emphasize. at
the very beginning, the importance
of this program in our own minds,

Broadcast Advertising



To Sell Its

PRODUCTS

To the Public

an initial announcement was sent to
the staff in the form of a telegram
under the signature of the vice-
president of the company, calling
for the full co-operation of each
member in the furtherance of our
merchandising plans.

The staff then received a series
of letters and printed articles in a
House bulletin which we release
weekly, describing in detait the pro-
grams, the stations upon which they
were to appear and the merchandis-
ing and display material that had
been prepared as a hook-up to the

program. So that they might vis-
uvalize clearly and explicitly to their
trade the scope of Rogers’ appear-
ance upon the air, we prepared a
portfolio for our staff which illus-
trates clearly all of the various steps
involved. In this portfolio we de-
scribed the various individual pieces
of merchandising support which
we were offering and illustrated the
more important of these. A map
of the United States covered a
double page spread in this portfolio,
indicating the stations and call let-
ters and time each would appear in
each section of the country. Fur-
thermore, and of utmost impor-
tance, a description of the Squibb
products that were to be featured
in the announcements was included
and a description of the method
through which we would offer the
booklet containing Will Rogers’
talks upon the receipt of a request

Counter cards
and window posters
were sent to

53,000 druggists with

the suggestion tune in _— System |
that they be backed mr'()(;a' J J \ |
up by displays ,‘"umma 7 . - Py £
. St §7vush das®
Squibb products. N o) u =
o NECE N o~
= . \
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accompanied with the face of one
of our dental cream cartons.

In order that we might definitely
hold the attention of our staff
throughout to the importance of
merchandising this program, we de-
veloped a sales contest with the
broadcasting feature as its theme.
Each representative on our staff
was designated as a station in a na-
tion wide Squibb network. He was
given a sales quota in terms of kilo-
watt power and each week during
the period of the -contest his com-
parative standing with his fellows
would be gauged in the ratio of his
percentage of quota attainment.
This contest serves, naturally, a
two-fold purpose; it stimulates the
sale of our products, particularly
those that are being featured in the
broadcast by the announcer, and it
keeps our men constantly radio-
minded and aware of the signifi-
cance of our Will Rogers program.

This contest, and other data
stressed the marketing factors in-
volved ; that is, that we were devel-
oping through this program definite
sales stimuli upon the part of the
consuimers who listened in, and that
those retailers who co-operated
most closely with the House would
be the ones to profit to the greatest
extent.

HIS now brings us to our sec-

ond job, which was to fully ac-
quaint the retail trade with, and to
gain its co-operation toward the
merchandising of, the Will Rogers’
program.

To this end we utilized all means
immediately at our command. We
prepared a broadside which was
sent to every retail druggist in the
country. The purpose of this mail-
ing was two-fold; it announced
graphically to the trade this coming
event and of its value to them, and

7



it was so worded that when opened
and stuck upon the window of the
store it hecame a poster notifying
the public of this new treat that
they could hear in their homes Sun-
day evenings. A poster, similar in
character but slightly different in
wording, was released at the same
time to the pharmacists in Canada,
this being &onsidered necessary
since we had a Toronto station upon
our list, and in addition all of the
northern stations in the United
States are readily receivable in vari-
ous parts of Canada.

A lithographed full-color counter
card was prepared which used a
portrait of \Will Rogers as the at-
tention gaining feature., and an-
nounced the. broadcasting system
over which he would appear. Since
we wished these to be in the hands
of the trade as quickly as possible,
we forwarded supplies of each to
our field representatives in all parts
of the country, who in turn saw to
it that they reached the counters of
their own gustomers.

Since our first broadcast was upon
April 6th we found it advisable to
place an insert in all of our April
statements that went out on the first
of the month, again calling the
trade’s attention to this new fea-
ture. To follow this through and
to keep our broadcasts constantly
before the eyes of our trade we
prepared a small colored sticker giv-
ing the theme of the program,
which hoth our home office and
branches placed upon all invoices
and correspondence going out, and
still do so.

We have a regular publication en-
titled “The Squibb Message,” in the
form of a newspaper, which goes
out to 65,000 retail druggists and
clerks throughout the country. The
leading news article in the first
available issue of that publication
was given over to a discussion of
this broadcast feature and what it
would mean to the trade if properly
utilized. The back. page of this
same issue was given over to a full
page advertisement describing the
five products of this House that
were represented in the broadcast.
with natural comment upon the
availability of these products for
display during the period of Rog-
ers’ appearance.

We carry a very complete sched-
ule of advertisements in the trade

Q
o

Kynett Brands Summer
Slump as Legend

EASONAL variations in broad-

cast listeners’ interest and in

effectiveness of broadcast copy,
were branded as a legend by H. .
Kynett of the Aitkin-Kynett Com-
pany. Philadelphia, discussing ad-
vertising agency relations with
broadcasting at the Broadcast As-
sociation session of the Advertising
Federation of America on May 20.

“The legend of summer static,”
said Mr. Kynett, “has persisted as
an obsession since the days of the
old tine radio sets. Reception is
now excellent throughout the year.
From the advertisers’ standpoint.
my conviction is that the strength
of bhroadcasting lies in its consisten-
cv and continuity. [ don’t hesitate
for a moment in saying that ac-
counts should stay on the air the
year around.”

Mr. Kynett's informal talk evoked
much questioning from his audi-
ence. Asked whether he believed
the advertising agency should han-
dle the entire program, he replied in
the affirmative; it should have the
copy specially prepared and talent
specially trained, for radio adver-
tising employs a technique all its
own, he said. Agencies should also
have a commission on talent as well

publications and we saw to it that
our ads carried reference to the
program, wherever space permitted.
Since it was of general interest to
the drug trade, a news announce-
ment went to the trade publications
and received general recognition in
the editorial columns of these pub-
lications.

The final hook-up through the re-
tail store is in the form of a photo-
graph of Will Rogers, mounted
upon easel back board, of sufhicient
size and attention gaining value so
as to be used as the centerpiece in
a window display. These center-
pieces were allocated to our differ-
ent sales territories throughout the
country with instructions to repre-
sentatives to see that they reached
the best possible locations in the
windows of their customers.

Going from the retail trade to the
professions, we faced a different

as on time. “If there is one place
thev earn the commission, it is on
talent.”

Lack of understanding of the
other fellow’s problems is the chief
difficulty confronting the agency
group, according to Mr. Kynett.
“The advertising man is trying to
measure radio in the sense that he
has -measured magazine and news-
paper advertising, seeking a cri-
terion for coverage. How many
years did it take for an approach to
an acceptable criterion in periodical
advertising, and how much criticism
do we still hear today?”’

The speaker was enthusiastic
about broadcasting as a medium of
advertising.  Its possibilities, he
said. are illimitable. Even hours
may not be exhausted, for the hints
of synchronization have given the
promise that many stations may op-
erate all over the country on the
same wave length. which may mean
more networks being formed, he
said.

Mr. Kynett added that at the
University of Pennsylvania, where
he lectures on advertising. no sub-
ject has ever aroused greater inter-
est than radio broadcasting.

problem. With the retailer we were
requesting co-operation and show-
ing reasons why-it would be to his
advantage to give it.  With the
physicians and dentists. on the other
hand, no such thought was in mind;
we merely wished to bring home to
them the existence of the program
and to interest them. We therefore
placed an invitation to these two
groups to listen to this broadcast in
a hox on the front page of our two
publications that go to them. Since
the circulation of these magazines
covers all of the physicians and den-
tists in the United States, we felt
that our aim was attained through
that means. This was particularly
so since the same material that was
planned for the general public would
also reach these particular groups.

Coming to the last and greatest
audience of all, the general consum-

(Continued on page 22)
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Boston Survey Shows

[rs the PROGRAM

not 74e

TATION

that Gets the Listeners

ROGRAMS, not stations, are what Bostonians

listen to: Amos ‘n" Andyv is their favorite pro-

gram and dance music their most popular type of
radio entertainment. At least that’s what a recent sur-
ey of Boston's radio-owning families showed.

The survey was conducted for the Shepard Stores,
owners and operators of radio stations WNAC, Bos-
ton. and WEAN, Providence, by Emerson Knight.
Inc., a research organization. Investigators visited
homes equipped with radio sets and asked questions
about the family's favorite station, program and type
of program, and what time of day the set was used.
As nearly as possible, says their report, one out of
every twenty ralio-owning families was interviewed.
Successful interviews totaled 4,122 (about one to every
sixty Boston set owners).

An unusual feature of this survey is that the listeners
are classified into occupational groups. Class A--8
per cent of the total—includes the families of mer-
chants, professional men. executives, manufacturers.
etc. Class B--73 per cent of the listeners interviewed

is made up of families of skilled and clerical work-
ers, salesmen, city living farmers, retired, and small
merchants. Class C—19 per cent—takes in the fam-
ilies of laborers, domestics, clerks, and non-employed.

The returns to the question, “\Vhat is your favorite
program?” were tabulated as follows:

FAVORITE PROGRAM

————— Per cent
First choice— All families A B C
Amos 'n” Andy . .............. 24.36 21.04 2391 27.47
True Story ..... e P 0 ol0) F = 11.09 9.15 11.01 12.20
Atwater Kent Hour . ... ........ 3.35 6.100 3.48 1.67
Lucky Strike ............... . 192 274 173 231
Old Gold Hour on bl .o 1173 1.2 1.82 1.41
Roxy Programs ........... .. 1.63 274 1.69 90
Walter Damrosch . ............ 1.60 3.96 1.63 51
Collier’s Hour ......... oo een o JEEEEIED OE S 1N33 1.03
Mr. and Mrs. Ginters. . ey 1.16 91 1.06 1.67
No choice ............... ... 3299 29.57 34.23 29.6%
Miscellaneous ................ 1892 21.05 18.11 21.18

Well, not much doubt as to what the most popular
program is in Boston, is there? It is also interesting
to note that such programs as Lucky Strike, Old Gold
and Collier’s, which are designed to have a universal
appeal, rank just about the same with all three groups
The more “highbrow” programs—Atwater Kent, Roxy
and Damrosch—are more popular with Class A, while
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True Story and Mr. and Mrs. Ginters get the largest
vote from Class C.

Now, what type of entertainment does each class
prefer> The answers to this question sum up as fol-

lows:

FAVORITE TYPE OF PROGRAM

————— Per cent
First choice— All families A B C
Popular Music (Dance-Jazz).... 25.60 ' 18.29 24.03 34.66

Good Music (All Kinds)....... 14.61 1860 1493 11.68
13.83 1555 14.00 1243

Varioty ..........coceesannnns
Clascal . ...........0..00 ... 12.69 1646 13.83 6.68
SIS | i s mas s o oo od R 8.66 5.79 8.62 10.01
IDTMBM (5w bs oo onins § s s ol 468 - 396 4.68 35.01
Semi-Classical ................ 4.27  4.57 4351 3.21
Sketches, Dialogues, Monologues. 2.81 274 232 3.98
Voo MISIC o o oi oo o i daenliieand 2.28 .61 229 295
Comedy and Comic Sketches.... 2.18 244 229 1.67
Old Time Music.............. 1.50 91 146 193
Lectures and Talks............ 1.04 1.83 1.00 .90
Miscellaneous .. .............. 481 642 4.69 448
NONChORC® .av. ... viv - motn 1.04 1.83 113 .39

Comparing these results with those above, some ap-
parent discrepancies are noted. Dance music heads
this list, yet the most popular dance orchestra received
less than 2 per cent of the vote for favorite programs.
which is a long way short of the 25.60 per cent award-
ed this type of entertainment. Oh ‘the other hand
Amos 'n’ Andy, with hearly a quarter of all the votes
for the most popular program, come under the head
of either dialogues or comedy. hoth of which classes
rate less than 3 per cent in the second list.

The much discussed question as to whether people
listen to a particular station or dial around to find the
kind of programs they like gets a pretty definite an-
swer. Two-thirds of those-interviewed have no choice
of station; one-third have no favorite program; but
only 1 per cent have no favorite type of program.

“From these facts,” says the report, “you cain safely
conclude that the character or type of program plays
a far greater importance in the majority of families’
selection of radio entertainmerit than does thé radio
station, this, of course, being based on the same recep-
tion being enjoyed.” An interesting verification of
this conclusion is illustrated on the .chart of station
popularity, which shows the station carrving the Pep-
sodent program gaining GO per ceént in listener prefer-

(Continued on page 26)
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COOPERATION

between Newspapers and Radio

Urges Earl D. Baker

Business Manager, WasHINGTON DaiLy NEews

Earl D. Baker

€6 E WELCOME your
success.”

In all the hullabaloo
that is being raised in certain news-
paper circles about the “menace” of
radio as a competing medium of ad-
vertising, no more sane and sound
view was ever expounded than that
voiced by Earl D. Baker, business
manager of the HWashington (D. C.)
Daily News at the Broadcast Asso-
ciation session of the Advertising
Federation of America on May 20.

Apparently Mr. Baker spoke the
viewpoint of the Scripps-Howard
Newspapers en bloc, for he made
frequent allusions to Scripps-How-
ard policies. “The Scripps-Howard
Newspapers,” he said, “believe that
radio and the newspapers comple-
ment one another. Each has much
to gain from the other, for adver-
tising begets advertising.”

It was Mr. Baker's thesis—and
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there was general concurrence with
his views—that cordial relations
with radio broadcasting should be
maintained by the newspapers. The
printing of programs, with the
names of the sponsors, is regarded
by Secripps-Howard as being strict-
ly in the category of news, he said.
And the newspapers have much to
gain from radio.

Quoting louis Wiley, business
manager of the New York Times,
as having stated that the radio in-
dustry has undisputably contrib-
uted much to advertising, Mr.
Baker foresaw more and more use
of newspaper, trade paper and mag-
azine linage for the advertising of
particular programs. Just as the
néwspaper profits from the show
business, which is a steady source
of revenues, the newspaper stands
to profit from regular and special
display advertising of sponsored
programs, he maintained.

“The more successful radio, the
more successful the aggressive
newspaper must be,” declared Mr.
Baker. In the discussion that fol-
lowed his talk, the point was em-
phasized more vigorously; the one
medium inevitably must comple-
ment the other; it is a shortsighted
policy of any editor to “buck” the
advance of radio, for its advance
cannot be stayed. “You may as
well try to stop time itself,” one of
his audience remarked.

\Vith respect to newspaper own-
ership of broadcasting stations, Mr.
Baker said he saw no more need
for that than that newspapers
should own motion picture theaters,
department stores or street car
lines. This was said in no dispar-
agement to the newspapers deemed

fortunate enough to own radio sta-
tions, but rather as a reply to those
who believe that the newspapers’
only safeguard from radio is to ob-
tain the control of the radio sta-
tions of the country.

Excerpts from Mr. Baker’s ad-
dress follow :

HE radio industry has been
aptly described as “the greatest
phenomenon in all business records”
and “the industrial marvel of ' all

ages.”
New dictionaries, according to
the Ralph H. Jjones Company,

promise to contain a new definition
of the word “it.” “It” has become
a noun that means “that mysterious
something that makes for popular-
ity.” The radio industry, less than
ten years old and with the Ameri-
can public having invested three bil-
lion dollars in radio equipment,
could undisputably qualify as hav-
ing “it.”

The very reason that radio is dif-
ferent than the newspaper, different
than the book, different than the
telephone, different than the tele-
graph, is sufficient to make the
radio accomplishment over-shadow
the accomplishment of other indus-
tries. Yet this vast difference ordi-
narily would have been a barrier to
progress, rather than a vehicle. The
fact that it is something we never
knew existed before, and because
of its highly technical and highly
scientific aspect, would have been
sufficient reason for the general
public to have been content to go
on without it. It was the manner
in which the use of radio was dem-
onstrated as an addition and an en-
largement of the things which these
agencies did beforehand, that has

Broadcast Advertising



placed your industry on its high
pinnacle

True, there are publishers who
regard radio as a competitor, yet
others consider it a strong ally. 1
feel sure that Scripps-Howard con-
siders it as such, believing the radio
and newspaper complement one an-
other; believing further, that each
one will benefit by the development
of the other, and acknowledging the
rule that advertising begets adver-
tising, Thus, it is believed that the
more successful radio is, the more
successful the aggressive newspaper
will be.

Someone has declared that the
general depression from which we
are emerging was a securities panic,
not a business panic. Roger Bab-
son says, “Advertising can revive
business quicker than anything
else.” As an illustration, the East-
man Kodak Company has been a
regular advertiser for more than
forty Yyears. In 1888, their first ap-
propriation was less than $10,000.
Now the company invests more than
a million dollars a year. George
Eastman, chairman of the board,
says that during the years the East-
man Kodak Company has been in
business there have been  several
times when at the outset of one of
these years they have faced what
seemed to he abnormally bad con-
ditions in general business. On these
occasions the question of retrench-
ment in advertising naturally came
up for discussion. The decision of
the Eastman Kodak Company in
each case was to spend a little more
money, and to do a little more hard
work.

It is a matter of economic his-
tory that in time of business dull-
ness many new business leaders are
born. Present leaders, made ultra-
conservative by their ranking posi-
tion. rest on their oars waiting to
see what will happen. Others go
into the competitive battle with un-
diminished selling effort—with an
effort, which is, if anything, more
intensive and carefully planned.
During such periods the advertising
dollar has less competition than in
the period of great prosperity, for
the unfortunate practice still pre-
vails, to a certain degree. of adver-
tising chiefly when business is good
and sales are easy.

Mr. Louis Wiley, business man-
ager of the New York Times, sev-
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blame -

SUALLY when a last minute

change in schedule causes the
actual broadcast to differ from the
program as printed in the daily
paper, the listener fusses with his
set, takes another look at the radio
page, mutters something about
“these papers never get anything
straight,” and that’s the end of it
But station WAIU, Columbus,
Ohio, in such cases, absolves the
papers with the following announce-
ment:

“Because of an emergency,
WAIU has been forced to make a
change in its schedule as announced
to the newspapers, and therefore it
is through no fault of the radio edi-
tors that this station’s schedule ap-
pears incorrectly in today’s papers.”

eral days ago said before a group
of business men, “We often hear
of the contribution of advertising
to industry. We hear less often, if
at all, of the contribution of an in-
dustry to advertising.”

Radio undisputably has made a
contribution of a wider dimension
than ever made heretofore. News-
papers today are possibly more in
tune, more advantageously situated
to assist advertisers in curving the
force of the recent economic de-
pression than they would have been
capable of doing in past years.
Linage of radio manufacturers, as
well as that of program sponsors,
has opened a vast new range and
has therefore contributed to news-
paper efficiency. E

N SAYING that the radio and

the newspaper complement one
another, I can direct your view to
the nationwide broadcast of the
Dempsey-Tunney fight as spon-
sored by Scripps-Howard. The re-
sult of that broadcast demonstrated
that broadcasting was not a menace
to newspaper circulation—on the
contrary. it was a help. It was re-
ported that in Chicago, where not
only 150,000 saw the fight, but
practically the entire public heard
it over the air, the newspapers were
completely sold out, and even on
the morning following it was diffi-
cult to secure a newspaper. -Ac-
cording to estimates furnished, ap-
proximately sixty million people
listened in to the description of this
battle, and thousands of sets were

sold on the day of the fight. So
successful was the broadcast from
the standpoint of the sponsors that
similar other hook-ups followed, as
you well know.

All of you are no doubt equally
familiar with the attitude of these
newspapers in the printing of radio
programs and the names of the
sponsors of programs. Their de-
cision that “the public was entitled
to know” placed this information
strictly in the category of news, and
as such was fully entitled to its
place as part of the editorial con-
tent of Scripps-Howard news-
papers. Nor did they limit their
obligations to readers with the pub-
lishing of programs.

In the case of the Washington
Daily News, a daily radio weather
forecast is carried which is of un-
told value to the public, as well as
the radio dealer. Seemingly few
people realize the importance of fa-
vorable climatic conditions to satis-
factory reception. It is the purpose
of this daily forecast to inform the
public the kind of performance to
expect, and when necessary, warn
them against long distance recep-
tion. Incidentally. this method of
educating. the public on this subject
is saving the Washington radio
dealers much time and money that
would be unnecessarily spent on
service calls in an attempt to-satisfy
unjust complaints about their re-
ceiving sets.

Radio shows, as sponsored by a
number of newspapers, have already
grown to be institutions in them-
selves. Many of our newspapers
are holding their sixth or seventh
show this year.

Washington saw a Distributors’
Show last October, which was spon-
sored by The Daily News and held -
in the ball room of the Mayflower
Hotel. So successful was the show
that upon its second day the ex-
hibitors voluntarily presented a peti-
tion requesting the show be repeat-
ed this vear and authorized space
reservations. Plans are now being
made to make this a much larger
and more elaborate show this fall.

Robert Browning wrote that
“Love, hope, fear and faith make
up humanity,” and how true that is.
If humanity loses any of these four
qualities, the civilized world will
cease to exist. Think of the love.

(Continued on page 24)
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ImpPrESs Your Company’'s NAME
oN PusLic Minp witH Rabio

Butcher Tells Broadcast Association

at Washington Meeting of A. F. A.

Harry Butcher

€€ T HAS been definitely estab-
lished that toothpaste and
cigarettes and perfume ad-
vertised through the medium of the
radio program are being specified
by the consumer.”

\With this statement, Harry
Butcher. director of the \Vashing-
ton office of the Columbia Broad-
.casting System, summed up the ef-
fect of broadcast advertising as it
is seen by the advertisers using this
medium.

In his talk, which was an address
of greeting to the Broadcast Asso-
ciation .meeting of. the Advertising
Federation of America, at \Wash-
ington. May 20, Mr. Butcher dis-
cussed the activities of Columbia’s
Washington office, outlined the
growth of this network concerning
advertising. and spoke as follows:

AS IS true with newspapers and
magazines, revenue from ad-
vertising enables the Columbia Sys-
tem to carry on what public re-
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sponse indicates as worthwhile pub-
lic service. A study of the pro-
grams presented by the Columbia
System during a typical week shows
that 78 per cent of our 16 hours a
day for the seven days was devoted
to *“suistaining” or non-advertising
programs, whereas 22 per cent of
the time was devoted to *“sponsored”
or advertising programs. The 78
per cent devoted to ‘“‘sustaining”
programs_was made up as follows:
26 per cent was utilized for pres-
entation of symphony, opera and
chamber music; 2 per cent for civic
programs; 4 per cent for religious
broadcasting; 14 per cent for in-
structive or educational matter; 3
per cent for dramatic presenta-
tions, and 29 per cent for popular
music.

The meteoric growth of Colum-
hia in advertising revenue may be
illustrated by saying that in the 19
months from July. 1928, when the
present ownership and management
hecame effective, to April of this
year, contracted-for time on Colum-
bia increased practically 900 per
cent. Business continues to in-
crease.

We have some opportunities to
sign contracts for advertising pro-
grams that we cannot accept. Re-
cently we received the following
telegram from a man in Narth
Carolina:

“Please wire me cost of broad-
casting news throughout the United
States and Canada daily for a week
or ten days of couple charged with
white slavery and desertion stop
will then wire you full description
both of scoundrel and my deserting
wife.”

Results from broadcast advertis-
ing have been hest when the adver-
tising has been supplemented by
other media. A part of the broad-
cast advertising that we have done
has been successful alone, just as

some other forms of advertising
have been successiul alone, but we
do not claim to do an all-embracing
job for the advertiser by ourselves.
\We advocate a well-balanced pro-
gram for best results.

For example, take the broadcast-
ing of Devoe & Reynolds, the paint
and varnish company. Its adver-
tising department felt immediate
benefit from its initial broadcasts
over the Columbia network. Mr.
Vincent Claussen, advertising man-
ager, says that during his nine years
with the company he has been active
in apportioning many millions of
dollars for advertising and sales
promotion. [ quote his words:

“All forms of advertising media
have been used. including news-
papers, magazines, bulletin boards.
poster advertising, direct-by-mail.
But we have never before used an
advertising medium that has met
with such a great reception by our
dealers. They have literally ‘gone
wild’ over it. . .. I do not know
of a single advertising medium that
has the merchandising value of
broadcast advertising. I would cer-
tainly recommend it as a tonic to
the merchandising and advertising
program that needs something new
and startling to pep it up.”

That’s how broadcast advertising
affects the advertiser’s dealers. It
gives the dealer an additional con-
tact with the consumer, especially
with his present customers.

TAI\'E for example the Macfad-
den magazine, True Story. This
magazine, by use of newspaper and
magazine advertising, merchandis-
ing and improvements in editorial
content reached a circulation of
about two million copies. Accelera-
tion of its growth and retention of
its increase was the next thing to be
considered. Broadcast advertising
was chosen as the medium that
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could do best the job of “reaching
home.”

In July, 1928, True Story went
on the air over the basic Columbia
network.  Graduallv the facilities
were expanded until the True Story
Hour was being heard from coast
to coast. An excellent job of mer-
chandising in window display cards,
newsstand posters, newspaper and
magazine advertisements, etc,
brought the program before a part
of the public that might have over-
looked listening in.

Puring the year broadcasting was
used, the newsstand sales showed
an increase of 21 per cent over the
agnual sales when no True Story
Hour was on the air.

Even more phenomenal is the
story of Macfadden's True Detec-
tive Mysteries. In April, 1929, this
magazine was five vears old. Vari-
ous promotional and advertising
nethods had been employed to build
circulation, including dealer mail-
ings, large-size newspaper space.
and so on. The circulation was 190,
000 when in April, 1929, the sub-
ject of broadcast advertising was
broached to the Macfadden execu-
tives. Like the True Story Hour,
the plan was a definite “sampling”
of the product—through the drama-
tization of stories from current
1ssues.

The public response was imme-
diate. Advance merchandising of
the programs bore fruit at the out-
set and dealers everywhere shared
the public enthusiasm. In a little
more than six months the circula-
tion of True Detective Mysteries
increased to 690,000—a gain of half
a million copies.

That seems to be a pretty con-
clusive argument for broadcast ad-
vertising. But even more than that,
it is a very definite proof that
broadeasting can definitely arouse
“name consciousness,” for the con-
sumer had to specify True Detec-
tive Mysteries to his- dealer as
against any number of magazines
of similar type, such as Detective
Stories Magazine, etc., etc.

€< AME EMPHASIS” is one

of the chief functions of
broadcast advertising. In fact, it
is about the only way in which the
dvertiser can be credited with his
sponsorship of the program, for di-
rect selling, lengthy dissertations on
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soil - - -

HE right kind of soil is impor-

tant in growing cotton or corn.
Everyone knows that. But did you
know that the right kind of soil is
important in broadcasting? Neither
did the United States Department
of Agriculture until a manufacturer
of radio transmitting apparatus
asked to see their soil-survey maps
as a guide to locating broadcasting
stations. He explained that radio
transmission has been found better
over moist soil than over ground
that is drier, probably because the
dry soil absorbs the radio waves to
a greater extent.

products, etc.. are banned from the
air.

Name emphasis takes different
forms. Some are designed to build
institutional good-will, but the bulk
of it is designed to impress a trade-
mark or product name upon the
public. The. advertiser who im-
presses his company’s name on the
public finds that the respouse of the
audience is - directed to the com-
pany ; the one who features his
trade-mark receives most of his mail
through the audience mail division
of the broadcasting system.

\Whether broadcast -advertising
carr sell products or not can only be
judged by the demands for those
products by the consuming public.
And it has been very definitely es-

tablished that toothpaste and cigar-

ettes and perfume advertised
through the medium of the radio
program are being specified by the
consumer.

We'll take just one more brief
example—the Bourjois “Evening in
Paris” broadcasts. The name of
the company is dithcult for the av-
erage person to pronounce. Hence.
the dispensers of perfumes report-
ed that people were coming into
their stores and asking, not for
“Bourjois” periume, but for “Eve-
ning in Pans,” which is the des-
ignation of the weekly program.
The manufacturer very sensibly
changed the name of his best seller
to conform to the public demand

\We are doing some intensive con-
centration on summertime broad-
casting. We have recently added

WPG, Atlantic City, “The World’s
Playground.” This station will be
valnable to Columbia all year 'round
but it will be especially valuable to
advertisers in summer, because it
not only covers Atlantic City, which
occasionally has as high as 400,000
visitors during the peak of the sea-
son, but the New Jersey vacation
resorts and much of the Atlantic
coast.

We believe that listening to the
radio in the city does not fall off
more than 15 or 20 per cent during
the summer. Improved radio sets,
greater -power of broadcasting sta-
tions and the use of second sets in
summer homes make the summer
audience potentially as 1arge as that
of other. seasons.

In addition to WPG, we have re-
cently added WL.BZ at Bangor,
Me.. and WBCM, Bay GCity, Mich,
not only with a view to’strengthen-
ing and filling out our coverage but
because they aid us cower vacation
and camping territory.  Columbia
feels that the advertiser cannot be
separated from his prospects this
summer because the radio program
will reach them no matter where
they are.

1f expansion of the radio indus-
try continues as in the past, we
would not be surprised if some day
there might be a radio station at
the Pearly Gates of Heaven and
perhaps another on the banks of the
River Stvx, so that no matter where
your prospect goes, radio may
reach him.

* * *

Following Mr. Butcher. D. S.
Tuthill, general sales manager of
the National Broadcasting Com-
pany, urged closer cooperation be-
tween the advertising agencies and
the national radio networks. The
N. B. C.. said Mr. Tuthill, had 207
advertisers in 1929, of which 156
were handled by agencies. Some-
thing more than $11,300,000 was
expended by the 205 accounts for
time alone; of this amount, $11.-
000,015 represented agency ac-
counts.

Camels on Air Over N. B. C.
Network

THE R. J. Reynolds Tobacco Com-
pany of Winston-Salem, N. C, is

sponsoring a new scries of weckly broad-

casts over the National Broadcasting

Company’s network, advertising Camel

cigarettes,
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RADIO AS AN AID TO
THE UTILITY STORY

Humanize Big Business wits Broadcasting
and Win the Good Will of the Public

Advises Joseph B. Groce*

THe EnisoN ELectric ILLuMINATING CoMPANY oF BostoN

S WE all know, the tendency
in our business (public utili-
ties) is toward combinations.

The holding companies are getting
larger all the time, and the trend
is more and more toward central-
ized control. I do not believe there
will ever be a power trust in the
United States, but the continuous
cry of “wolf” sooner or later has
its effect on the public mind. Any-
thing. therefore, we can do to con-
vince the public that even though
we are connected - with larger and
larger companies and combinations
we are still human beings moved by
the same impulses and motives as
themselves, and having similar
ideals, the better will be our public
relations.

We who are engaged in the in-
dustry and know personally the ex-
ecutives who are guiding the indus-
try realize that the idea of a heart-
less, soulless corporation is “bun-
kum.” How best, then, can we get
to the people of these United States
this knowledge which we possess
in regard to the executives who are
responsible for the management of
these big corporations? My answer
is, through the radio as well as
through the right kind of news-
paper advertising.

I know what radio broadcasting
can do to humanize a big public
utility with its customers in Eastern
New England. I am sure the same
results can he obtained all over
the country by the same ineans.
Through radio broadcasting we are

Excerpts from an address deliv-
cred before the Public Utilities Ad-
vertising Convention in Washing-
ton, D. C., May 21, 1930.
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able to send the human voice into
the home with a message which tells
people that we are human beings
just like themselves. We entertain
themy, it is true, but we also help
them. We give them educational
instruction; we give them history;
we give them timely news; we give
them religion; we give them direct
messages from the President and
other leaders in political affairs, and
we give them national sporting
events which perhaps they appre-
ciate as much as-almost anything
else with the possible exception of
Amos 'n” Andy. But besides all
this, we help them in their civic af-
fairs. We make appeals for the
Red Cross, the Salvation Army, the
Legion, the hospitals, and raise
thousands and thousands of dollars
over the air. All this helps hu-
manize us with our people.

They come to us for help, and
through broadcasting we can be of

just imagine -

S a hotel, operating central re-

ceiving sets to supply its guests
with entertainment, infringing on a
copyright if it happens to pull a
copyrighted song out of the air?

The answer to that riddle is now
being sought by the Supreme Court
of the United States. The plaintiff
is Gefie Buck, representing the
American Society of Composers,
Authors and Publishers; the de-
fendant is the Jewell-La Salle Realty
Company, operator of the La Salle
Hotel in Kansas City, Mo.; the sta-
tion broadcasting the song was
KWKC and the piece was *“Just
Imagine.” The district court, in-
cidentally, answered “No.”

inestimable value to them in a way
which otherwise would not be avail-
able to them. [et me give you a
concrete example:

Some years ago they had a dread-
ful flood throughout Northern New
England, especially in Vermont. At
that time we had a portable broad-
casting station on a Reo speed
truck, We sent it into Vermont
with a crew and broadcast for near-
ly 24 hours news in regard to flood
conditions and the definite location
of families separated from each
other by the calamity. Though this
was done several years ago, we still
hear the praises of this work from
people in New Hampshire and Ver-
mont.

E HAVE a Boston Edison

Big Brother Club with over
50,000 children as members. The
voung man who runs this club has
become a nationally known figure
in broadcasting. He is known far
and wide throughout New England
as the Boston Edison Big Brother.
These children, when they grow up,
will be the future users of Boston
Edison current and the coming
voters in New England. 1 do not
believe I need to amplify this story
any further, but I am very sure
that the Boston Edison Company
has been humanized to these chil-
dren through its representative, Big
Brother Bob Emery.

Rightly used, the human voice
has a more intimate appeal than the
printed page. Personality and in-
dividuality can be reflected through
the human voice as in no other way.
Through the medium of radio the
human voice can carry messages to

(Cantinued on page 28)
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NationarL ReacTtions To

NETWORK ADVERTISING
Are Discussed by N. B. C. Director

PEAKING on the subject, “Na-

tional Reactions to Network

Advertising,” Mr. Frank A.
Arnold, director of development of
the National Broadcasting Com-
pany, New York, told the Adver-
tising Federation of America of his
tour of 85,000 miles covering 40
states, speaking in nearly every key
city of the country and making 325
platform addresses in addition to
numerous conferences with smaller
groups. Reactions obtained in this
way are reasonably accurate, as they
bring one continuously in close
touch with cross sections of the
radio audience upon whose verdict
depends the success or failure of
the industry.

Mr. Arnold emphasized the rapid
growth of the industry, quoting fig-
ures to the effect that the total num-
ber of radio receiving sets, parts
and accessories sold during the nine
years ending December 31, 1929,
amounted to upwards of $3,000,-
000,000.

The development of broadcasting
from a laboratory experiment to a
well defined, thoroughly organized
business, with national coverage,
was explained by the speaker, and
also the very important part played
by the National Broadcasting Com-
pany in developing network cover-
age, and supplying worthwhile pro-
grams to the entire nation. Today,
as never before in the history of
the world, it is possible for the
President of the United States, a
great reformer, a political candidate,
a national preacher, or any other
individual of importance with a
worthwhile message, to address
what amounts to the entire popula-
tion of the United States, and
through short wave connections, a
very large portion of the civilized
world.

A revised survey of radio broad-
casting has been prepared for the
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National Broadcasting Company by
Dr. Daniel Starch of Cambridge,
Mass. This survey covers the en-
tire United States and was obtained
by individual canvassers, 18,024
families being visited, and from this
group, scientifically located by cross
sections of the country, basic facts
and figures of the radio industry
were obtained for the first time.

It is now a known fact, said Mr.
Arnold, that 12.824,800 families in
the United States, or 43 per cent.
own and operate radio receiving
sets, representing a radio audience
of 52,581,680. On the Pacific Coast
there ge 1,069,700 {amilies owning
radio receiving sets, which figures
60.5 per cent of the total families
on the coast.

Some very interesting human re-
actions were obtained as a result of
this survey. For instance, the qual-
ity of sets is evidenced by the fact
that over 75 per cent have over five
tubes per set. Also, it was discov-
ered that more than 52 per cent of
those interviewed had had their sets
more than two years, while 30.41
per cent bought their equipment
within twelve months.

F THE radio-owning families

in the United States, 81 per
cent listen in two hours or more
daily, an average of 830 hours a
year. In designating the most pop-
ular hours, there is just the natural
conflict of opinion that would be
expected, due to occupations of
families, their geographical location,
social demands, etc., but by far the
maximum of listening takes place
between 8 and 10 p. m., while the
noon hour and the dinner hour
bring about an equal number of re-
sponses, farmers especially making
practical use of the period between
noon and 2 p. m.

The preference for particular eve-
nings of the week manifested an
nnusually even balance.  Nearly
three-quarters (73.41 per cent) of
the families owning receiving sets
said that they listened about equally
all evenings of the week, while an
additional 24 per cent reported
listening more on Saturday and
Sunday. This expression of pref-
erence on the part of those owning
receiving sets guarantees an audi-
ence every evening of the week of
over 7,000,000 people.

The popularity of sponsored pro-
grams was shown inasmuch as 8l
per cent prefer feature programs
such as Eveready, Walter Dam-
rosch, General Motors, Collier’s,
Maxwell Hour, Ipana, and pro-
grams of like nature, and 26 per
cent report purchase of goods as the
result of listening to sponsored pro-
grams.

The use of the radio in the sum-
mertime has always been a matter
of dispute, with no proof offered in
evidence. This survey has revealed
conclusively the fact that the radio
receiving set is in use nearly as
much in the summer as in any other
season of the year. -Of the families
interviewed, 78.80 per cent stated

(Continued on page 31)
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Rapio—Past, PrREsENT AND FUTURE
Codel’'s Book Surveys Entire Field

Reviewed by R. B. Robertson

HAT is radio?
The answer to that ques-
tion depends on the point of
view. To the fan, radio is a means
of entertainment and edtfcation. To
the advertiser it is a new medium
of expression; to the broadcaster,
a business. . To military ofhcials,
radio is a means of communication ;
to receiving set manufacturers, an
industry. To the government it is
a utility requiring careful legisla-
tive control; and to the scientist a
field for experimentation and re-
search.

All of these points of view are
considered in “Radio and Its Fu-
ture” (Harper & Brothers, $4). a
collection of twenty-nine articles by
as many. authorities, edited by Mar-
tin Codel, Washington newspaper
correspondent and director of the
Radio News Bureau. The volume
might well have been titled “Radio,
Its Past, Present and Future’ for
the subject is covered from the time
of Clark Maxwell’s prediction of
the existence - of electro-magnetic
waves.. through all the ramifications
of its present state to prophesies for
its future.

For convenience, the book is di-
vided into five sections: Broad-
casting, Communications, Industry,
Regulation and Scientific Considera-
tions. Each section, or for that
matter each article, may be read
separately, but any one who is in-
terested in gaining a broad view of
the radio picture will be well repaid
for the time spent in reading the
entire work. If you take this re-
viewer's advice, however, you will
1ot try to consume the complete
contents at one sitting. for thie re-
stilt is sure to be a severe case of
mental indigestion.

The majority of the readers of
this magazine are primarily inter-
ested in broadcasting. According-
ly, the rest of this review deals with
the part of Mr. Codel's book de-
voted to that subject.
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(13 HOEVER controls radio

broadcasting in years to
come will control the Nation.
Overshadowing and outreaching all
other means of communication,
radio has become the unrivaled
master of human destiny.”

So declared Representative Reid
of Aurora, Ill., in a resolution be-
fore the House of Representatives
providing for the assignment of
cleared channels to the departments
of Agriculture, Interior and Labor.

HE first chapter in this section

is an article on American Be-
ginnings. by H. P. Davis, vice-pres-
ident of "the \Vestinghouse Electric
& Manufacturing Company, where-
in he discusses that company’s war
activities in radio and its post war
search for a means of cashing in on
its investment, which resulted in the
establishment of the first permanent
radio broadcasting station, KDKA,
at Pittsburgh.

The Radio Structure is described
by Martin Codel from the ecarly
chaotic davs to its present form.
Regarding the future, he points out
that the chain system of today may
at any time be completely changed
by the perfection of synchronized
broadcasting. Another development
that may modify the presentget-up
to a considerable degree is “wired
radio,” a field that is even now be-
ing exploited by a company organ-
ized for that purpose.

In more detail, the story of Na-
tional Broadcasting is told by the
president of the National Broadcast-
ing Company, Merlin Aylesworth:
how men rushed to enter the
“charmed circle of broadcasting,’
how they found it all expense and
no profit, and how the problem was
solved with “toll broadcasting”
which resulted in the founding of

first the National and later the Co-
lumbia networks.

William S. Hedges. president,
National Association of Broadcast-
ers. sums up his contribution, The
Business of Broadeasting, as fol-
lows :

““‘Broadcasting is probably the
most regulated business in the
United States. . . . Nevertheless.
it has accomplished two great things
in less than a decade of existence. It
has solidly established itself in the
life of the American people. and it
has become an important business
with a reasovably sound economic
basis.”

The article on Audible Advertis-
ing, by Roy S. Durstine. vice-presi-
dent, Batten, Barton, Durstine &
Osborn, while necessarily elemen-
tary, still covers the situation in
thorough fashiom. Pointing out the
unique characteristics of this me-
dium. he says:

“Broadcasting contains most of
the older problems of advertising as
well as some new ones of its own,
which is why it is interesting.” The
agency’s place is summed up thus:
“If broadcasting is to be a perma-
nent success in this country it must
hoth please the public and pay the
advertiser. That is where the ad-
vertising agencies have their oppor-
tunity. Long before anyone ever
heard of broadcasting, the advertis-
ing agencies had learned how to do
both.”

Discussing Radio and FEntertain-
ment, William S. Paley, president,
Columbia Broadcasting System. tells
how theatrical and motion picture
men began by fearing radio and
wound up by using its developments
to improve their own performances.
At present, he says, they are await-
ing the advent of television with a
fear that is equally groundless, for
“the home can hardly be expected
to be transformed into a modern
theater.”

J. E. Morgan, editor, Journal of

(Continued on page 26
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BroaDCAST PERSONALITIES

G. 0. Shepherd, WWNC, Asheville, N. C. E. H. Gammons, WCCO, Minneapolis

Robert S. Pool, WFAA, Dallas

Hurry F. Paar, KWCR, Cedur Rapids H. J. Brernnen, WIAS, Pittsburgh Harry A. Hitchinson, KVOO, Tulsa
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BROADCASTING IS
SUCCESSFUL

(Continued from page 4)

resentful to is that type of clever-
clever advertising which attempts to
put the sales message over on the
assumption that the listener doesn’t
know that he is being sold some-
thing. Again we may read from
the Crossley report that “the public
enjoys good advertising prepared in
a -virile, interesting manner.”

Broadcast advertising copy must
not be too long. It must be inter-
esting and newsy as far as possible.
The nearer you can get the news
interest, the better. It is never wise
to attempt to duplicate entirely in
broadcasting the advertising text
used in other media. Of particular
importance in connection with the
advertising message is announcing.

Here we are developing an art
within an art. It is of vital im-
portance that the announcer be per-
sonally interested in the message.
There must be a ring of conviction
and a driving force in his utterance.
He must believe what he is saying.
I have known many excellent pieces
of advertising copy prepared for
Im‘gdcasting to fall flat because of
a fatuous or hesitant delivery on
the part of the announcer. In many
cases we have found that an an-
nouncer who is perfectly suited, in
fact ideal, for handling other con-
tinuity would fall down completely
when the advertising message was
reached. It very often happens that
the same man is incapable of telling
the story of an opera, and with
equal force and effectiveness driving
over an advertising point.

In some cases it is advisable,
therefore, to use more than one an-
nouncer on the same program. Too
little attention has been given, per-
haps, to this phase of the broadcast
advertising problem. I know of one
advertiser who has gone to unusual
expense to achieve results with his
announcing. The announcer has
been personally familiarized with
the manufacturing process described
in the advertising. He is an in-
tegrated member of the sales force.
He has the feel of the thing. He is
part and parcel of the movement to
spread conviction and build sales.

ROADCAST advertising is vig-
orous and successful bhecause
there are so many fine programs on
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protest -

LLOWING the change of
Amos 'n’ Andy on W]R, De-
troit, from 7 p. m. to 10:30 p. m,,
the Toledo News-Bee asked its
readers for opintons and received
9,000 objections in ten days. The
Pepsodent Company and N. B. C.
were notified and promised to co-
operate in changing the time back
again.

the air—so many new things to in-
terest the set owner—presidential
speeches, international broadcasts.
\We can .even listen in occasionally
on a very personal and private con-
versation between Mr. David Sar-
noff and Countess Marconi.

Broadcasting, indeed, from the
public standpoint, is more entertain-
ing, more varied and more useful
than ever before, and somehow we
all feel that it is just on the
threshold of greater usefulness, not
to mention television and the great
ultimate integration in point of
service of the entertainment indus-
try, theater, motion picture, broad-
casting.

It is because of this latter possi-
bility that we see lines of coopera-
tion already extending between
these industries and the music pub-
lishing industry. The end, however,
is not vet. The time is not far off
when the author will reserve the air
rights to his book along with the
scenario rights and the other rights
which the experts of the Authors’
Ieague so carefully protect.

One development that is already
beginning and which we will see
more of as time goes by is the bet-
ter balancing or blocking off of the
collective program of a broadcast-
g network. More and more the
broadcast companies must accept
the responsibility of determimng
the nature of the entertainment to
be offered by an advertiser at a
given period. It is not in the inter-
est of the advertiser or of broad-
casting to have two or three or four
of a kind lined up one after another
on the same evening. The time
may come when the broadcasting
men will say to the advertiser : “You
can have half an hour at 9:30 on
Friday for a symphonic program or
you can take 15 minutes on Tues-

day at & for coxnedy'?work, or a full
hour at 4 p. m. on Thursday for
the dansant music.”

The daylight broadcast audience
is growing rapidly in numbers and
the faithfulness of this audience is
notable. A research which we re-
cently conducted showed that 82.8
per cent of the wotnen in urban
telephone homes listen to radio in
the daytime. More than one day-
time broadcaster now numbers his
daily inquiries in the thousands.

HE TREND is definitely to-

wards shorter periods for broad-
casting. Locally and nationally,
there are a great many quarter-
hour periods, and some of them
even shorter. The value of repeti-
tion on the air is receiving more
and more attention. This and many
other factors in broadcasting suc-
cess are being studied by research
men and merchandising men with
a degree of interest and intensity
seldom manifested in the history of
advertising.

In passing, it might be said that
one of the dangers in connection
with broadcasting is that there ap-
pears to be a tendency in some quar-
ters to apply the yardstick of re-
search and checking even more se-
verely than it is applied to any
other of the older media. Perhaps
this is due largely to the degree to
which broadcasting has attracted
the interest of the really big men of
business.

There are some programs on the
air so successful that everyone talks
about them, every advertiser studies
them, and every breadcasting man
strives to -duplicate their success.
But below this group stands an-
other and much larger group where
solid values are being provided,
where a genuine and sustained serv-
ice is being rendered to the listening
public and where the advertiser is
getting his money’s worth in full
measure. Advertisers in this class
wisely refuse to speculate. They
are not likely to give up their “good
buy” without a hard-boiled test of
new ideas which are offered as a
means of getting them into the
group of super-successes.

We have said that the broadcast-
ing audience is growing. No doubt
we will get some very interesting
data this year from the census,
which for the first time will cover

Broadcast Advertising



From Every Part
of the United States

and Canada

Continental is receiving highly congratulatory letters and telegrams—and what
is more, orders for its sustaining programs for radio stations.

There are several reasons for this: In the first place, Continental transcrip-
tions offer talent so decidedly outstanding that they can be easily sold to your
local advertisers. Second, Continental recordings age as near perfection as
it is possible to make them. No evidence of surface noise or needle scratch
is heard over the transmitter and it is impossible to tell Continental electrical
transcriptions from the live talent in your own studio. Third, it is possible to
offer vour local advertisers, through Continental’s electrical transcriptions, out-
standing programs at about one-tenth of the cost of live talent for comparative
programs. Continental is developing only listening-in audience builders, and
with that aim in view it pledges itself to offer only the best.

We are Delighted, of Course,

to send samples of the different Continental transcriptions to radio stations and
to advertisers alike. The best way is to test them out over your own trans-
mitter, listen to their true quality and the excellence of their programs, and we
feel assured that you will become a member of Continental’s Royal Family of
Boosters.

A very attractive brochure descriptive of Continental's talent offering has been
prepared for your perusal. Write for your copy today. There is no charge
or obligation. These features are prepared in sustaining programs of 15-
minutes, 30-minutes and one-hour duration on 33-1/3 r.p.m. transcriptions.

*“When better electrical transcriptions are made—they will bear the name

CONTINENTAL."

As for the placement of your radio programs—Continental now offers a com-
plete coverage of the United States and Canada, with a selection from over
250 stations. We shall be pleased to submit further particulars. Full co-
operation to recognized advertising agencies.

Ponlin

.
o

/Broadcaslin'q @

3 Corboraliom

Qﬂmwwcn@m

6425 HOLLYWOOD BLVD
>
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radio set ownership, not by any em-
pirical research method but actually
by an individual record of every
set-owning home.

In the past twelve months the
American consumer has purchased
a tremendous number of radio sets.
It is true that the market was glut-
ted with radio merchandise to the
disadvantage of the manufacturer,
but from the standpoint of broad-
casting the situation has been de-
cidedly improved. as many homes
have bought good sets at attractive
prices which in the past were either
non-radio homes or else were de-
pendent on sets providing low qual-
ity reception.

There is évidence at hand of a
tremendous buying movement in
radio in the second half of 1930.
With new models and new lines be-
ing developed, with sets achieving
a degree of efficiency and clarity
that will make millions of older sets
obsolete, with some of the greater
names of industry appearing for the
first time in the roster of radio
manufacturers, with all of the in-
finite variety and attractiveness of
broadcasting marching steadily
ahead, there is every reason to be-

lieve that the year will end with a
record-breaking advance in effective
broadcasting circulation.

HOW
WESTINGHOUSE
USES OTHER
MEDIA

(Continued from page 5)

are made up to be used as posters
throughout the mills and plants of
the industry. Where the importance
of the industry warrants, a spe-
cial personalized announcement is
mailed to a limited number of the
executives. These announcements
are imprinted with the names of the
men to whom they are addressed.

The form of the mailing pieces is
sometimes changed to appeal more
specifically to the industry. For ex-
ample, upon the occasion of the
salute to the Newspaper Industry,
the announcement took the form of
a miniature newspaper.

When the industry assumes par-
ticular importance in one of our
districts, our district advertising
managers prepare special advertis-
ing material with which to more
thoroughly merchandise the pro-

gram to their industries. It some-
times becomes mecessary to release
special publications, as for instance
upon the occasion of change in the
hour of the broadcast from 7 :30
p- m. on Wednesday to 10 p. m.,
Tuesday.

In addition to mailing pieces, our
dealers and agents are supplied with
posters to put up in their windows
and stores. Small stickers are dis-
tributed for correspondence during
certain periods.

The associations and technical so-
cieties of the industries have taken
a great deal of interest in the West-
inghouse Salutes. ‘In some cases
the secretaries amnounce the pro-
grams in their regular bulletins
which they send out to their mem-
bers. Sometimes special bulletins
are prepared and in many cases the
associations distribute our - broad-
sides to their members. They have
even gone so far as to advertise the
Westinghouse Salute by paid space
in trade papers.

The industrial concerns them-
selves also have taken an interest
in promoting the program to their
customers. In many instances they
have printed and distributed their

000
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JWhat the Radio

Institute Says-

HE R adio Household

Institute, operated by
Young & Rubicam, Incorpor-
ated for a group of their
clients, has been using station
WTIC, Hartford, at 11:15
A. M. every available week
day since January, 1928.

“The Radio Household Insti-
tute has found the listeners of
station WTIC very respon-

sive and we' feel that your
station has been particularly
effective in helping us cover
the New England territory.

“In fact, from the thirty-three
station network that is used
by the Radio Household Insti-
tute, WTIC ranks among the
first ten from the standpoint
of listener interest and
returns.”

THE TRAVELERS

Broadcasting Service Corporation
HARTFORD, CONNECTICUT

WTIC

Consistent Covera e

June, 1930

of New England

50,000
walls
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own: announcements, running into
many thousands of copies. We
have had many requests from the
industries for copies of the booklets
containing the speech of the guest
speaker for distribution to their
customers and employes, and our
fan mail sometimes indicates that a
very thorough job of stimulating
interest among employes has been
done by some large units of the
various industries.

No advertising campaign is com-
plete without a follow-up, and our
follow-up consists of a booklet con-
taining the remarks of the guest
speaker, together with a few words
regarding the Westinghouse contri-
butions to the industry and the
story of the Westinghouse Salute.
Wide distribution is secured for this
hooklet by referring to it in the pro-
gram, and in addition, many copies
are distributed over our mailing
lists and through requests from as-
sociations and technical societies.

We have found that an active.
thorough merchandising of our
broadcast advertising programs is
well worth while. The fan mail re-
flects it. We get more and mbre
requests for the booklets containing
the speech. The response from the
industries reflects it. They are ap-
preciative of the programs, and they
are promoting these Salutes to their
employes and customers. And the
interest shown by the technical as-
sociations and societies reflects it.
They are telling the story of the
Westinghouse Salutes to their mem-
bers and to their industry.

SQUIBB SELLS ITS
PROGRAMS

(Continued from page 8)

ing public, we had two media which
we used in proportion to their
availability. The first was our own
space in magazines and newspapers,
which we were using for our vari-
ous products and supplementary ad-
ditional space which we purchased.
The second was the news value that
lay in the fact that Will Rogers was
going upon the air, over a national
network, in a series of weekly talks,
for the first time.

The first of these, of course, was
ours to command and we therefore
placed a box in all of the advertise-
ments which we were able to catch,
announcing to the general public the
date that this program would start,
as well as the hour and the broad-
casting system over which it could
be heard. Where space permitted,
such as in our full page rotogravure
advertisements, we carried this a
step further and listed the 36 sta-
tions on the network that we were
using. In newspapers in the differ-
ent cities, in addition to the above
announcement we gave the time of
the broadcast in the community and
the call letters of the nearest local
station.

Still further to assure ourselves
that the public was aware that this
program had come into existence,
we purchased space upon the radio
page oi all the Sunday newspapers
in all cities where we had a broad-

casting station and in other addi-
tional key centers.

That ended our direct efforts to
reach the consumer, but appreciat-
ing the news value of the Rogers’
broadcast we forwarded to news-
papers throughout the country press
material which was available for
their use when and where they de-
sired it. Without any volition upon
our part whatsoever, additional
editorial matter inspired not by our-
selves but by Rogers’ own talks has
appeared frequently. Press com-
ment of this nature has naturally
helped to broaden the general
knowledge of and interest in the
Squibb program.

This, 1 believe, covers in great
measure the steps which we have
taken to create a well rounded mer-
chandising plan te support this
unique broadcasting program. I
might say, before closing, that since
we felt that we had the world’s best
known and foremost humorist as
our feature we considered it ad-
visable to hold throughout to a sin-
gle motif in all of our propaganda,
that being the features of Will
Rogers himself, and an appropriate
commentary upon his personality
and career.

Represents Sound Studios in
Detroit

H. NEEBE, formerly of the Camp-
JO bell-Ewald Company, Detroit, adver-
tising agency, has opened an office in
that city as mid-western representative
of Sound Studios of New York.

go into Kansas homes.

---On the Air---PLUS! - - -

WIBW is a part of the greatest publishing house in Kansas.
Every month 3,500,000 copies of Capper Publications

What does this mean to

Here’s the answer!

the advertiser?

—WIBW———

Keeps its listeners informed of the advertisers’ programs. Com-
plete Daily Radio Page in THE TOPEKA DAILY CAPITAL and
KANSAS CITY KANSAN. Weekly radio page in THE KANSAS
FARMER and CAPPER’'S WEEKLY. The moral is easy to dis-
cern—"Get on the Air in Kansas where you get Service Plus.”

“~ The —

CAPPER PUBLICATIONS

- TOPEKA -
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WBBM Sales Soar Steadily

Apr.

No “Retrenchment” nor
“Summer Slump’” Here!

T a time when every advertising

medium is being put to a severe
test—when every advertising dollar
must prove its worth, or remain un-
spent—WBBM sales have mounted
steadily to a new record.

Of course there’s a reason, and here it
is: Advertisers in constantly increas-
ing numbers are discovering that
WBBM “pulls” — when ordinary
methods fail.

Business isn’t falling into anybody’s
lap now-a-days—but business is good
for those who go after it in the right
way. And this condition has been a
rather fortunate one for us, because it
has enabled us to prove the worth of
WBBM to many advertisers who had
heretofore been willing to “slide
along” and “let well-enough alone.”

“Hard times” have created many radio

- converts. When are you going to hi
Comparison of WBBM’s revenue for - Eas) y g gt pe
the first five months of 1930. the “ether trail”?

389.4 25,000 Watts
Meters Clear Channel

410 North Michigan Ave., Chicago

June, 1930 23



LET'S COOPERATE,

SAYS BAKER

(Continued from page 11)
hope, fear and faith that go into
industry.

The many evolutions of mod-
ern business at times are naturally
resisted, even feared. I helieve that
this was true of publishers when
the linotype machine was intro-
duced years ago, and yet the use of
these machines has revolntionized
the printing industry. So it is my
belief that the relationship which
newspapers and radio have toward

each other and the possibilities of
extending the cooperation between
the two will result to the ultimate
improvement of each.

Three New Sponsors on Maga-
zine of the Air
THE Hurley Machine Company,
maker of Thor washing equipment,
began broadcasting through the Magazine
of the Air of the National Radio Home-
Makers Club, on May 27. Other adver-
tisers whose initial broadcasts will soon
be heard on these programs are the
United States Shoe Company, manufac-
turer of Red Cross shoes, and the Liquid
Veneer Company of Buffalo.

KFKB

€

Pioneer Station of Kansas

—_— —

The outstanding station of

Kansas with

programs that

are so diversified they appeal
to the middle west farmer as
well as to the city dweller.

5000 Wartts . —
— 1009, MobuLATION

CRYSTAL CONTROL

1050 K1LOCYCLES

More Power than any other
Kansas Station

Rate Card Mailed on Request
Member National Association of Broadcasters

KFKB

Broadcasting Association Inc
MILFORD, KANSAS
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Butman Is Now Radio
Consultant
Il\‘ a recent letter to “Broadcast Adver-
tising” Carl H. Butman, former sec-
retary of the Federal Radio Commission,
writes in part as jollows:

“In case you shomld get any inquiries
as to what 1 am doing, | want you to
know that | am a radio consultant, ad-
vising broadcasters amd others on mat-
ters concerning Federal Radio Commis-
sion procedure. This includes checking
their applications, advising them of prog-
ress and the channel granted, or the set-
ting for hearing of their application.
Sometimes 1 am able to correct applica-
tions for clients, thus avoiding delays
and frequently eliminating the necessity
of expensive hearings. I do not pose as
a legal counsel, but recommend the re-
tention of counsel when it seems
desirable,

“To date | have about twenty clients
from all parts of the country who are
very much interested and express their
appreciation of the service | render
them.”

“Broadcast Advertising” is glad to pass
this information along to any of its read-
ers who may he interested.

Exporters Go on Air
ROADCASTING has proved its
ability to stimulate domestic com-

merce: now it is bemg used to increase
foreign trade. The American Manufac-
turers’ Export Assoeiation is sponsoring
a series of weekly talks over station
WEAF, New York, using part of the
time usually given to the United States
Chamber of Commerce. The first ad-
dress was given on May 31 by Edward
N. Hurley, president of the association.

WCCO and WDAY Offer Joint
Service

DVERTISERS wishing to reach

the Central Northwest radio audi-
ence may now make use of a hook-up
between WCCO, Minneapolis,  and
WDAY, Fargo, whereby the same pro-
gram may be bhroadeast simultaneously
over both stations. This became possible
when WDAY joined the Columbia Sys-
tem and the two stations were conpected
by wire.

Station KFWM Becomes

KROW

OLLOWING the istallation of the

new 1000 watt, erystal-controlled. 100
per cent modulated transmitter  at
KFWM, Oakland, Calif., the Education-
al Broadcasting Company, owner and
operator of the station, has changed the
call letters to KROW.

WTAM Appoints Smith
W. SMITH, formerly in charge
¢ of the hroadeast activities of the
Firestone Tire & Rubber Company, Ak-
ron, Ohio, has recently been appointed
assistant manager of radio station

WTAM, Cleveland.
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“RADIO AND ITS
FUTURE”

(Continued from page 16)

the National Education Association,
writing on Radio and Education,
lists the many contributions radio
can bring to education and, although
he does not overlook the vast
amount of experimentation that
must be made before this can be
accomplished, concludes by saying:
*Inescapably, this new tool of learn-
ing will find its place in the school-
room and the home.”

The final chapter of this section
deals with International Broadcast-
ing. Its author, C. W. Horn, gen-
eral engineer, National Broadcast-
ing Company, tells of the work
already done and the technical dif-
ficulties still to be overcome. This
done and television perfected, “we
will be able to see with our own
eves and hear with our own ears
great events as they occur in differ-
ent countries. Our impressions will
be the result of first-hand observa-
tion, for we will be actually there.”

One more chapter must be men-
tioned, L.ee De Forest’s, on The
Future of Radio. This pioneer sees
radio power transmission as a pos-
sibility, television as a certainty.
The telephoto will revolutionize the
newspaper business; great improve-
ments in vaccum tubes and loud
speakers are sure to come. All pas-
senger vehicles will be equipped
with radio telephones; radio will
largely remove the hazard from fly-
ing. He continues :

“And with all I have here men-

tioned, I still believe the story of
radio’s future is far from complete.
There are so many fields to which
radio technique can be applied—in
geology for the locating of mineral
deposits; in agriculture for accel-
erating plant growth and for ex-
terminating insect pests; in indus-
try for refining rare metals in
vacuum induction furnaces; in di-
agnosis and medicine because of the
peculiar curative properties of cer-
tain high frequencies; in surgery
because of the proved value of the
radio knife, which sears its way
through flesh, cauterizing as it goes ;
in fine measurement work in the
laboratory.- Indeed, no man can
prophesy the future of radio with
any degree of success.”

KGRV Educates Merchants in
Use of Broadcasting

ADIO station KGRV, Harlingen,

Texas, is educating the merchants in
its territory and incidentally helping itselt
by a series of attractively printed book-
lets about broadcasting. Omne of the more
recent ones is a reprint of an article,
“What About Radio Advertising tor the
Retail Store?” by the advertising man-
ager of a Dallas department store from
the Southwestern  Retailer.  Another
stresses the large radio audience in the
region and contains excerpts from letters
of satisfied users of broadcasting.

Emil Brisacher and Staff Get
Ravoli Account

HE San Francisco office of Emil

Brisacher and Staff, advertising agen-

¢y, has been appointed to handle the ad-

vertising of the Delray Corporation’s

ravoli. Broadcast, newspaper and out-
door advertising in the Western states
will be used.

I'T’'S THE PROGRAM
NOT THE STATION
GETS LISTENERS

(Continued from page 9)

ence during that fifteen minute
period, with a corresponding loss
for the other stations.

The investigators found that
45.63 per cent of the set owners
listen in during the morning; 60.63
per cent are within range of the
loud speaker in the afternoon ; 96.29
per cent have their sets in operation
between six and eight in the eve-
ning, and 97.23 per cent hear those
programs broadcast between eight
and midnight. After midnight only
4 per cent listen regularly and 80
per cent not at all. All classes have
practically the same listening habits.

To this reviewer, the outstanding
feature of the survey is the division
by classes. Many advertisers are
interested in only one class of
listeners, and such studies as this
should make their task of program
planning a great deal easier, as well
as more efficient.

The Advertiser Pays the Bill

HIRTY-SEVEN per cent of the

total number of broadcasters in the
United States, or 229, receive their en-
tire support from the broadcasting of
sponsored programs.

Rice Joins De Forest Sales Staff

HE appointment of Charles A. Rice,

former sales manager for the Cham-
pion Radio Works, as eastern sales man-
ager of the De Forest Radio Company,
has recently been announced.
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This new KMBC coverage map was made from tens |
of thousands of letters comprising the January and |
February (1930) listener response. It indicates a cov-
erage considerably in excess of the normal radius that
has been claimed for the station.

It is a significant fact that most national
spot advertisers, in selecting a Kansas City
station, have chosen KMBC.
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RADIO AS AN AID
TO THE UTILITY
STORY

(Coutinued from page 14)

the family fireside, and there is no
thought in the mind of the listeners
that a soulless, heartless corporation
is talking. Of course, much de-
pends upon the kind of message
which is put out over the air. No
public utility should use radio for
propaganda nor for any other pur-
pose than to tell a straightforward,
honest story of its business such as
it would print in the pages of a
newspaper.

We in Boston have had a pecu-
liar psychological reaction from our
listeners in the matter of our broad-
casting station. \We receive, in the
course of a year, many, many thou-
sands of letters and we also receive
many thousand telephone calls. This
in itself humanizes us with the peo-
ple, but the psychological develop-
ment is that a large number of our
listeners seem to feel that our sta-
tion is no longer the Boston Edison
station, but their station; that we
have no right to take away from

Announcing
a greater

KYA

San Francisco’s
Newest and Most Modern
Radio Station

The first Screen-Grid Trans-
mitter for Pacific Coast
broadcasting — 1000 watt
R-C-A. 1230 kcys.—243.7
meters. Unlimited time.

Programs of
interest.

outstanding

Electrically transcribed ad-
. vertising programs solicited.

Send for Rates |
and Schedules

Pacific Broadcasting Corp. |
‘ Prospect 3456

988 Market St.

| San Francisco, Cel. l

them certain programs which they
like. When we have done this, they
have communicated with us. most
frankly and told us we had no such
right. The station, therefore, has
become a very vital thing in the
lives of these people, and 1 am sure
this is true of practically every
broadcasting station in the country
which gives decent programs. Ever
since Doctor Cadman went on the
air, our station has broadcast him
on Sundays. I would not dare take
Doctor Cadman off the air because
of the public sentiment that would
he aroused by such a move.

There are several other large
public utility companies in the coun-
try besides ourselves who are doing
this same kind of work with their
stations. There have been a num-
ber of public utilities who have
hired time from broadcasting sta-
tions to produce notable programs
which have, to a greater or lesser
degree, produced similar results. An
outstanding example of an indi-
vidual program produced everv
week by a great public utility is the
Cities Service program on the
“Red” network of the National
Broadcasting Company. 1 happen
to know that direct results in large
volume have come from these so-
called advertising programs, but 1
am very sure that intangible results
in good will and friendliness have
also come from these programs,
which are of more value to the
Cities Service Company than any
monetary return.

Mr. Wagner, in Baltimore, estab-
lished a broadcasting station three
or four years ago. lHis call letters
were WBAL, an abbreviation for
Baltimore. From the very begin-
ning the name of his own company
which was running the station was

r = —

WJAC

Johnstown - Penna.

‘ The only station that con-
sistently covers the Johnstown |
area—center of the iron, steel
and coal industry—during day-
light hours.

Owned and Operated by

Johnstown Automobile Co.

Write for Rate Card

P

omitted. The purpose of the sta-
tion was to help make a bigger and
better Baltimore. "It was run for
the glorv of Baltimore, and pains
were taken to have outstanding mu-
sical programs for the station. Does
anyone here believe that the public
relations of the Baltimore Gas &
Electric Company have not been
helped by this enterprise; that the
thinking people of Baltimore do not
approve of what Mr. Wagner has
done and is continuing to do®> Mr.
Lindsay, in Cleveland, is doing a
similar work through his broadcast-
ing station WTAM, and Mr. In-
sull’'s great station in Chicago, if
given half a chance with its cover-
age in the Middle West, could prob-
ably do a greater work along this
line than any of us.

IT 1S my belief that in the pres-
ent condition of affairs, when
the public utilities are being at-
tacked so viciously, if the right kind
of a radio program could be broad-
cast throughout the country, telling
something of the men who have
made this industry great, human-
izing them with the people of these
United States, public sentiment to-
ward the public utilities would be
strengthened immeasurably. There
is no industry in the country that
has greater romance attached to it
than the public utility industry. and
there are few human souls who do
not love romance. No other me-
dium could put over to the people
of this country the romance of this
industry better than the radio.

The romantic story of Mr. Edi-
son’s life, from a poor boy selling
newspapers on a railroad train to
the celebration last year of the 50th
anniversary of the invention of the
incandescent lamp, though the story
of the country’s greatest benefactor.
and the greatest figure in our indus-
try, is only one of the romantic
stories of the men who have made
our industry what it is today. Radio
should be used to tell these stories,
for radio can humanize these men
to the people and thereby help hu-
manize the public’s attitude toward
the industry.

This, it seems to me, is the great-
est problem of the industry today.
When we can make the people
realize that the combinations which
are being made today are being
made to give greater economies and
more dependable service, that the

Broadcast Advertising




A

Complete

Service
for

Radio

Advertisers
and

Advertising '
Agencies
A.T. SEARS & SON, INC.

520 N. MICHIGAI\ AVE.
CHICAGO

NEW YORK CLEVELA ND DETROIT

STATION
REPRESENTATIVES

RECORDINGS
CONTINUITIES
PROGRAMS




purpose of the men who are mak-
ing these combinations is to extend
the benefits of electricity to more
people in these United States, not
for more profit but from a personal
sense of duty to do their job the
best they know how—the majority
of the people will trust us to con-
tinue our job as we are doing i
now. The true story of the indus-
try and the men who run it, told
throughout the country over the
radio, will, it is my sincere belief,
humanize us with the American
people and solve this problem.

BT
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DISCUSSES REAC.
TION TO CHAIN

ADVERTISING

(Continued from page 15)
they used the radio in the summer
either taking their own sets and in-
stalling them whenever the summer
sojourn made this possible, or ob-
taining access to radio programs
through use of a portable set or the
radio in the hotel where they were
spending their vacation.

Another question of dispute was
the extent to which the “DX” or
distance seeking radio fans were
continuing to be a factor in the situ-
ation. It will be remembered at
one time the desire for obtaining
distance was so strong as to create
in many cities what was known as
the “silent night.”  This survey
shows that 73.49 per cent owning
radio receiving sets tune in regular-
ly to one or two favorite stations.

A question which brought out
some umexpected facts was this ‘Do
you enjoy talks on agricultural sub-
jects >’ Those voting “yes” included
72 per cent of the farm families in-
terviewed, 31 per cent of the town
families, 23 per cent of medium
sized city families, and 18 per cent
of the families in our large metro-
politan centers, or a weighted aver-
age in families of all groups of 36.3
per cent of those interested in and
enjoying talks on agricultural sub-
jects.

The speaker touched upon the
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growing use of the air, through
sponsored programs, by national
advertisers, and the increasingly fa-
vorable reactions to such programs
by the radio audience. During the
year 1929 over $15,000,000 was
spent over the networks by national
advertisers for time alone, while the
cost of programs amounted to near-
ly as much more. Mr. Arnold em-
phasized the fact that radio broad-
casting was no longer an experi-
ment, but that it ranked alongside
of our well established industries.
It is also a significant fact, he said,
that the leading newspapers of the
country now regard it as an efficient
co-operative factor in the news and
advertising picture, rather than com-
petitive, thereby bringing. about a
situation reacting favorably on all
parties concerned.

Advertising Service for Broad-

cast Accounts Reorganzies

HE United Broadcast Advertising

Service, Inc., New York City, has
recently been formed to take over the
business of the United Radio Advertis-
ing Service. The incorporators are Ed-
ward M. Griffen, president of the former
company, Dr. Louis H. Levy and Erma
R. Griffen. The service will handle, pre-
parc and place broadcast advertising. It
maintains an artist bureau and prepares
its own recordings.

Honolulu Hotel Broadcasts

ROADCAST advertising. supple-

mented by newspapers, direct-mail
and outdoor, will be used to advertise
the Alexander Young Hotel, Honolulu.
The account is directed by the Mellon
Associates, advertising agency of that
caity.

Air Races Appoint Landis
EED G. LANDIS COMPANY has
been appointed to handle the adver-

tising and publicity of the National Air
Races which will take place at Chicago,
August 24 to September 1, 1930. News-
papers, magazines, outdoor, motion pic-
tures and radio broadcasting will be used.
Arrangements are being made to handle
an attendance of one million people,
which will make the air races'the biggest
sporting event in the world.

Olson Rug Weavers at KDKA

NEW series of weekly' musical

broadcasts, sponsored by the Olson
Rug Weavers, began May 29, over sta-
tion KDKA, Pittsburgh.
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Molasses to Go on Air
ROADCASTING, newspapers and
magazines will be used to advertise
Grandma’s Old-Fashioned molasses and
a new table syrup, Grandma’s Lassup.
The manufacturer, American Molasses
Company, has appointed Ewing. Jones
& Higgens, New York advertising agen-
cy, to direct the account.
Jennings Joins Carney Radio
Studios
FRANK R. JEXNNINGS, for more
than sixteen years advertising and
business manager of The Reotarian, has
been appointed advertising manager of
the Al. Carnev Radio Studios of Chi-
cago.

VALUABLE!

to National Advertisers

WWNC

coverage in the famous

“LAND of the SKY™

Coverage that extends also well
into East Tennessee, into South
Carolina and Virginia—a tern-
tory occupied predominantly by
native born white citizens, and
where radio exerts a powerful
influence.

for SPOT
PROGRAMS

Western Electric

Sound Reproduction
Eqmpment

We are completely equipped to give

SERVICE to time buyers, with 1000

watts on 570 kilos—and a sixteen
hour daily schedule.

CITIZEN BROADCASTING
COMPANY, Inc., ASHEVILLE

North Carolina

Motor Fuel to Broadcast Over
Pacific Coast Network

EEKLY broadcasts over a network

of Pacific Coast stations are planned
as part of a campaign to advertise the
new General Ethyl Motor Fuel. - The
campaign also calls for space in two
nundred newspapers and direct mail and
service station display material. The
General Petroleum Corporation of Cali-
fornia has appointed Smith & Ferris
Los Angeles advertising agency, to han-
dle the account.

Nate Caldwell Joins Blackett-
Sample-Hummert
ATE CALDWELL. announcer and
program director at various Middle
Western radio stations almost since¢ the
beginning of broadcasting. and more re-
cently engaged in the producing end, has
joined the radio department of Blackett-
Sample-Hymmert, 1nc, Chicago adver:
tising agengy.

Requests Television Station

HE AMiiwaukee Journal, now operat-

ing station WTM]J, has filed an ap-
plication with the Federal Radio Com-
mission to erect a television broadcast-
ing station at Milwaukee to operate on
the 2800 kilocycle television channel.

Winter Adds Radio Department

HE N. A. Winter Advertising

Agency of Des Moines, lowa, has
recently added a radio department with
Edward Breen, Jr., as manager. Mr.
Breen has bheen closely associated with
broadcasting for the last threc years as
program builder, announcer and con-
tinuity writer at station WHO, Des
Moines.

Five Stations Will Broadcast
Kroger Programs
CALLING for a new hook-up of hve

stations, the Kroger Grocery &
Baking Company inaugurates its series
of fifty-two broadcasts on June 4. The
programs will originate at WLW, Cin-
cinnati, and will be rebroadcast by sta-
tions WTAM, Cleveland: WJR, Detroit:
WIL, St. Louis, and KQV, Pittsburgh.
The Geyer Advertising Company, Day
ton, is directing the broadcasts.

HEINL

Keeps You Informed

on the

National Situation

Heinl Radio Business Letter
Insurance Building

Washington, D. C.
PRICE $10 A MONTH

Gold Seal Stores Begin Series
Over CBS

HE Gold Scal Stores are spinsoring

a series of ﬁf(y-t\vo broadcasts over
the Golumbia, Broadcasting Systemn, be-
ginning Friday, June 13. The series will
feature cxciting maments in the lives of
famous -adventurers.

Assistant Secretary Named

OHN B. REYNOLDS. formerly

assistant. clerk at the Department of
Justice under James W. Baldwin, who is
now secretary of the Federal Radio Com-
mittee, has been appointed assistant sec-
retary of the commission, at which post
he succeeds Frank H. Lovette, resigned

—_——

Program
Director

Available

|| Top notch pro-
duction, program
or continuity man
is now available for
advertising agency
or first class broad-
casting station.

Five years’ expe-

rience in the New
York offices of the
National Broad-
casting Company,
followed by two
years as program
manager for a
prominent New

York station.
Age 34.

Excellent connec-
tions and contacts.
First class refer-
ences.

For interview,

| H
Write Box C ¢/o

Broadcast Advertising
440 South Dearbon Street
CHICAGO
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