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Yankee Network
POPULARITY

Confirmed By

TELEPHONE
dw. 12,404 \werviews
SWNS in Metropolitan Boston

BOSTON STATION POPULARITY PERCENTAGES BROKEN DOWN INTO ONE AND TWO HOUR PERIODS

**ALL
WNAC WAAB WEEI WBZ OTHERS
9-11 A.M. *34.7%, 24.8% 16.5% 11.6% 12.4%
11 1 P.M. 33.8%, 13.9% 32.9% 10.7% 8.7%
1-3 ¢ 36.69% 19.1% 23.6% 16.7% 4.0%
3.5 « 19.8% 48,19, 20.7% 7.8% 3.6%
B¢ @ ® *25.4% *31.0% 22.5% 17.1% 4.0%
T Q) 19.2% 9.3% 22.0% 46.39%, 32%
8-10 28.4% 12.6% 31.49% 25.7% 1.9%
All day average 27.2% 22.6% 25.3% 20.6% 4.3%
Tables computed and authenticated by Walter Mann & Staff.
*Programs originated by the Yankee Network. Y o Metonoe Boso, 20d WLEY.

Similar survey conducted in Providence, R. I., showed WEAN (Yankee Network
Station) substantially leading in popularity.

We now have on the press a comprehensive book on New England and
the Yankee Network. Write for a copy on your business letterhead.

SHEPARD BROADCASTING SERVICE, Inc., BOSTON
Business Office— One Winter Place

Exclusive National Sales Representatives: SCOTT HOWE BOWEN, Inec.
New York-Chicago-Detroit-Kansas City-San Francisco-Omaha




WILW:s New

Kield Merchandise Serviece
Removes Guesswork from
Radio Advertising

To educate the wholesaler and retailer in the use of broadcast-
ing to sell goods; to arrange effective tie-ins with the adver-

Wholesalers and, retailers tiser’s radio program; to install timely display material, are only
ia"n“‘fysi‘%'lfn“'fhe°a‘l%“§a%? a few of the functions performed by the Field Merchandise
ages O cooperat.ln'g 5 A 5 %

el duoiens Service pioneered by the great 50,000-watt Radio Station

WLW.

From the individual reports of every call made, the advertiser
can tell from week to week just what his advertising is accom-
plishing.

This department is supervised by a radio merchandising expert
Window displays and of national prominence. The results have been phenomenal.

other promotional ma-
terial is installed. Dis-

tribution is ex tended A request from advertising and sales executives will bring the
entire plan and our splendid 72-page portfolio. Write us today.

Tﬂh ,'i_ Ms? |

NEAR THE CENTER
OF POPULATION

NEAR THE CENTER
OF THE DIAL

The entire radiv adver-
tising ecampaign is ex-
plained and the retailer
is shown how it helps
him sell goods.

THE CROSLEY RADIO CORPORATION

POWEL CROSLEY, Jr., President CINCINNATI
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The Fall Selling Campaign

Commands Your Immediate Attention

® There is unmistakable evidence of an upturn in business.

Inventories are low and buying will be going strong in an-

other thirty days.

| ® Retailers will be guided in their selections of merchandise
by the support given through well planned advertising
} schedules.

® The vast middle-western market served by Station WMAQ
includes 6,000,000 radio listeners representing a huge buy-

ing power.

® An advertising schedule on WMAQ will produce results.

|
’-' Let us help you make your fall campaign a success.

70 Kilocycles .. Full Time MERCHANDISE MART
[ationally Cleared Channel . . Chicago, lllinois . .
100% Modulation Phone: . . Superior 8300

\» NATIONAL BROADCASTING COMPANY NETWORK STATION

=0
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WHAS—Voice of the Louisville Cour-
ier Journal and. The Louisville Times,
Kentucky’s largest and most success-
ful newspapers.

[ ]

WHAS—Virtually in the middle of
the dial, 820 kec.; 80-odd miles from
the center of the nation's population;
midway between the Gulf and the
Lakes, NOW—25,000 watts.

WHAS—Whose enormous audience
response to its high ideals of public
service is legendary.

L ]

WHAS—Affiliated with Columbia
Broadcasting System, this old pioneer
dominates a rich and most attractive
area.
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IN A FINAL attempt to reach a
compromise on the assessment of
license fees for the performance of
copyrighted music prior to Sept. 1,
the American Society of Compos-
ers, Authors and Publishers and
the NAB negotiating committee,
representing the broadecasting in-
dustry, will reopen negotiations
ithin the next 10 days. As
I'ROADCASTING went to press, Tues-
day, Aug. 23, was tentatively set
as the date of the next meeting.

The agreement to reopen the de-
liberations, which have been in
progress since April, came after a
deadlock apparently had been
‘eached and on the heels of an an-
nouncement by E. C. Mills ASCAP

eneral manager, that he would
leal with stations individually,
rather than through the NAB, on
'a percentage-of-gross basis, plus a
readjusted sustaining license.

Position of NAB
| S
30TH SIDES are hopeful that an
amicable settlement will be made.
T'he negotiating committee, headed
oy P. W. Morency, WTIC, Hart-
‘ord, is anxious to arrive at a tem-
dorary settlement on a flat rate
asis, along the lines of that which
t proposed for an increase of 25
der cent over the present $966,000
n fees paid annually by broadcast-
:rs to ASCAP. The larger sta-
ions and the networks would bear
he brunt of the boost.

‘Such a proposition had been ac-
epted by ASCAP for one year
rom Jan. 1, conditioned upon a
legislative truce” in Congress. But
he NAB board of directors natu-
ally refused to accede to the legis-
tive truce proposal and asked
hat the $1,250,000 filat rate be
greed to for two years, during
vhich time the groups would at-
‘empt to work out a new yard-
tick. That plan was rejected by
+SCAP July 26 in a letter to the
egotiating committee in which
Ir. Mills broke off the negotia-
ons.

In the background of the nego-
ations always has been the legis-
itive threat in Congress that
.SCAP has tried to dispel through
>mmitments from the negotiat-
i1g cornmittee. That is why it was
Hllmg to accept a one-year in-
-ease of 25 per cent, provided
1ere would be a legislative truce.

!

WASHINGTON, D. C/
Society to Reopen Negotiations With NAB

By SOL TAISHOFF

The NAB, on the other hand,
through its board, refused to con-
sider such a demand because it can-
not call off legislation that Con-
gress has in mind and probably will
pass during the December session.
To use the language of sponsors of
the Sirovich bill and the proposed
Chindblom amendment, the legisla-
tion would end the “copyright
racket” and the ‘“‘extortionate tac-
tics” of ASCAP and lesser copy-
right cliques.

Society Alters Proposal

ASCAP, on the other hand, in a
letter to the negotiating commit-
tee Aug. 3, stated that while the
Society was willing to reopen the
negotiations it “had in mind” a
variation of its original percent-
age-of-gross proposal, plus a sus-
taining license, downwardly read-
justed, but now based entirely on
station power. Such a plan would
increase tribute paid by broadcast=
ers between 300 and 500 per cent.

The willingness of ASCAP to re-
open conferences after Mr. Mills
had bluntly broken off the nego-
tiations is construed as indicative
of a compromise on a fiat rate
basis. Whether the 25 per cent in-
crease proposal will prevail is con-
jectural, but since such an increase
was agreed to by both NAB and
ASCAP a fortnight aco with cer-
tain reservations which neither
group then would accept, it is logi-

Compromise on Flat Rate Basis Believed in Prospect;
Meeting Tentatively Set For Aug. 23 in New York

al to expect that the two parties
Ean reconcile their differences with
the increase to $1,250,000 as the
basis.

In a long distance telephone in-
‘terview with the writer, Mr. Mills
said Aug. 10 that a number of sta-

tions already have “accepted” new

‘hcenses on the percentage-of-gross
plan,—i.e., 3 per cent of gross for
the first year, 4 per cent for the
second year and 5 per cent for the
third year and each year there-
after, plus a readjusted sustaining
license based on power, if three-
year licenses are accepted, and a
flat 5 per cent, plus sustaining li-
cense, if for only one year.

Stations Not Revealed

MR. MILLS would not disclose the
identity of these stations on the
ground that they would be embar-
rassed in the eyes of other broad-
casters and the networks if it be-
came known that they went over
the head of the NAB negotiating
committee. He did say, however,
that “some very important broad-
casters” are in the group. Mr.
Mills said that he had been dele-
gated full power by ASCAP to deal
with the broadecasting copvright
situation, and that he was “prac-
tically irrevocably” favorable  to
the percentage-of-gross basis.
Following receipt of a letter
from the NAB negotiating com-
mittee dated July 29, but which

time this issue
of BRO AD-
CASTING
went to press,
President Hoo-
ver had not yet
announced his
appointment

of a fourth

Mr. Heinl zone commis-

. sioner to suc-

ceed Maj. Gen. Charles McK.

Saltzman, Radio Commission
chairman, who resigned July 19.
It was expected, however, that
the appointment would be made
public momentarily—most like-
ly early in the week of Aug. 15.

Most prominently mentioned
for the post at this writing are

Saltzman Successor Awaited
UP TO THE— Robert_D. Heinl,

D)

of Indiana,
\\ashmgton newspaper corre-
spondent specializing in radio,
endorsed by Everett Sanders,
former secretary to President
Coolidge and now campaign
manager for Hoover; William
S. Hedges, manager of WMAQ,
Chicago, endorsed by Senator
Glenn, Col. Frank Knox, pub-
lisher of the Chicago Daily
News, and various newspaper-
radio interests; Carl Ferguson,
of Shenandoah, Ia., endorsed by
Senator Dickinson and Henry
Field, Republican nominee for
the Senate from JIowa; and
James W. Baldwin, of Indiana,
secretary of the Radio Com-
mission, understood to bear the
endorsement of Senator Watson.
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was not received by Mr. Mills un-
til Aug. 1, Mr. Mills informed the
committee two days later that he
was willing to reopen negotiations.
The NAB letter, signed by Mr.
Morenecy and A. L. Ashby, NBC
vice president and general attor-
ney, and Edward Klauber, CBS
first vice president, who constitute
the committee, requested opportun-
ity to reopen the negotiations, and
from the tenor of Mr. Mills’ reply,
sought a temporary agreement
which might serve as a basis for
a permanent solution, perhaps af-
ter the whole matter could be con-
sidered at the NAB convention in
St. Louis next November. The
NAB letter was not made public.

Mills Answers NAB

IN HIS LETTER of Aug. 3, Mr.
Mills essayed to answer, paragraph
by paragraph, the contents of the
NAB committee letter thus reveal-
ing the unannounced arguments of
the broadcasters.

“In the first, third and eighth
paragraphs of your letter,” Mr.
Mills wrote, “you refer to an ac-
ceptance by the NAB of a propo-
sition made by us for a 25 per
cent increase in the license fees of
broadcasters. Just so that the rec-
ord may be kept absolutely
straight, T beg to remind you that
the proposition of the 25 per cent
increase was made by your com-
mittee to us and it was accepted;
but when your committee returned
to your board of directors it re-
fused to ratify your action in mak-
ing the offer. Your board of direc-
tors then authorized you to offer
us the 25 per cent increase pro-
vided the term during which it
should be effective was extended to
two vears instead of one, which
was the veriod provided in the pro-
posal which we accepted. We re-
jected this latter proposal.

Urges Income as Basis

“THE TRIAL period of establish-
ing license fees to which the second
paragraph of vour letter refers
has now extended for a term of
approximately eight years. Out of
that period of experience we have
learned—and quite agree with vou
—that the present basis or formula
which governs the fixing of rates
is unscientific and it should be
changed.

“QOur carefully studied opinion is
that the rate charged for the use
of copyrighted music should bear
some relation to the amount of

(Continued on page 20)

Page 5



Reduction of Radio Districts
To Five Under Consideration

15 Employes Dropped in Washington, Field Force
Faces Cut; Commission Moves Cautiously

REALIGNMENT of the radio field
force with a view to reducing the
number of radio districts from nine
to possibly five—one in each radio
zone—is being considered by the
Radio Commission as the next step
in the general reorganization plan
prompted by its recent acquisition
of the Radio Division of the De-
partment of Commerce and the
sharply reduced appropriations for
radio regulation. About a score of
field employees, it is expected, will
be released to slash approximate-
ly $40,000 from the annual payroll.

The Commission’s reorganiza-
tion program was launched July
20, immediately after it was in-
structed by President Hoover's ex-
ecutive order to take over the
Radio Division. It immediately
created the Division of Field Oper-
ations, which absorbed the entire
Radio Division, and placed William
D. Terrell, director of the old divi-
sion, in charge. William E. Dow-
ney, assistant director, was named
assistant chief on Aug. 2, when
the Commission announced the
second phase of its reorganization.
Commissioner Brown, delegated
supervisory authority over the di-
vision, is working out the reorgan-
ization plans, subject to Commis-
sion approval.

Forced to reduce salary expendi-
tures in Washington by $35,000 a
vear, aside from the $40,000 reduc-
tion necessary in the field, the Com-
mission Aug. 2 released 15 em-
ployees and abolished its Investi-
gation Division. Wilfred G. Clear-
man, chief investigator, whose sal-
ary was $4,800, and G. Lyle Hughes,
attorney, whose salary was $3,800,
were released, as an economy mea-
sure, and the functions of the divi-
sion were transferred mainly to the
Division of Field Operations. Ralph
L. Walker, examiner, was trans-
ferred to the Legal Division as
senior attorney. Other employees
dismissed were stenographers and
clerks, five of whom were in the
Radio Division.

In redistricting the field force,
the Commission is moving cau-
tiously. The most necessary func-
tion of the field force is the in-
spection of radio apparatus on out-
going vessels as a safety of life
factor. For that reason, most of
the district headquarters are at
large seaports, with about a score
of suboffices at other seaports.
Broadcast measurements are made
from the district offices by means
of secondary frequency monitoring
equipment and from the new pri-
mary freauency monitor at Grand
Island, Neb. In addition, the
“Black Marias” of radio—the field
service cars——cruise about for ad-
ditional inspections.

Districts Inspected

PREPARATORY to its final con-
sideration of consolidations and re-
movals of district headquarters,
several commission officials made
inspections in the fiel.!. Commis-
sioner Brown visited the Boston
and New York district headquar-
ters, accompanied by Dr. C. B. Jol-
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liffe, chief engineer, and James W.
Baldwin, secretary, on Aug. 3 and
4. Meanwhile V. Ford Greaves, as-
sistant chief engineer in charge of
the broadcast section, inspected
the Grand Island station, and was
joined on Aug. 8 by Mr. Baldwin
in Chicago, where they inspected
that district headquarters. Other
districts also are to be inspected.

Preliminary plans are under-
stood to provide for consolidation
of the New York, Baltimore and
Boston districts into a New York
district, and the reduction of other
supervisors’ offices to subdistricts.
Because of the importance of Bos-
ton as a seaport, however, there
was some doubt about this move
following the inspection.

In Zone 2 the present headquar-
ters are at Detroit. Consideration
is being given to its removal to
Cleveland, but some difficulty is be-
ing encountered in connection with
the leasehold on the quarters in the
former city. In Zone 3 it is con-
sidered likely that the Districts at
New Orleans and Atlanta will be
merged, with the main office at
New Orleans. Zone 4 headquar-
ters are expected to remain in Chi-
cago. In Zone 5 a consolidation of
the San Francisco and Seattle of-
fices is contemplated. with new
headquarters at San Francisco.

Duties of New Division

WHETHER any of the nine super-
visors will be released under the
reorganization, or whether only
junior employees will be affected,
has not yet been decided. Under
the executive order the Commis-
sion cannot reduce the salaries of
employees retained and therefore
1s required to release outright
those employees “not indispensable
to the service.”

In connection with its reorgani-
zation, the Commission Aug. 2 pre-
scribed the functions of the newly
created Division of Field Opera-
tions as follows:

“To inspect all transmitting ap-
paratus to ascertain whether in
construction and operation it con-
forms to the requirements of the
Radio Act of 1927, as amended, the
rules and regulations of the licen-
sing authority, and the license un-
der which it is constructed or
operated; to make measurements
of frequencies and to make field
intensity measurements when re-
quired; to maintain records inci-
dent to the monitoring of radio
stations: to conduct examinations
for applicants for operators’ licen-
ses; to investigate and report to
the Commission facts concerning
alleged violations by station oper-
ators of such laws, treaties and
regulations as might result in the
suspension of their licenses; to re-
port to the Commission from time
to time anv violations of the Radio
Act of 1927, the rules and regula-
tions or orders of the Commission.
or, of the terms and conditions of
any license; and to perform such
other duties as may hereinafter be
assigned.”

Representative Davis

RADIO NEWS STAFF
KQYV Discloses Ambitious Plans

at Commission Hearing

ORGANIZATION of its own news
reporting staff, to develop and
cover local news for the radio audi-
ence in the same manner that
newspapers handle such articles, is
planned by KQV, Pittsburgh. Alex-
ander L. Sherwood, general mana-
ger of the station and formerly of
the Westinghouse stations, dis-
closed his plans at a hearing be-
fore Chief Examiner Yost of the
Radio Comimission on August 2 in
connection with the KQV applica-
tion for full time.

Mr. Sherwood said a staff of two
or three reporters would be formed
and assigned “beats” as well as
special assignments. Local news-
papers will not be depended upon
for news or “leads,” he said. He
added that other stations present
only brief digests of national, in-
ternational and local news, where-
as it is the purpose of KQV to
specialize on full coverage of local
news exclusively for its listeners.

$100,000 Demand Bars
Broadcast of Olympics

LISTENERS not only in the Los
Angeles area but in the country at
large were deprived of broadeast
reports of the Olympic Games di-
rect from the Olympic stadium be-
cause of the demand of the Olym-
piad committee for $100,000 for
the radio rights. Stations and net-
works had recourse to special re-
ports and summaries obtained
through their newspaper affilia-
tions or from their own special
correspondents.

NBC has carried nightly resumes
by Grantland Rice from KFI, Los
Angeles, and CBS carried summa-
ries obtained by wire from its own
correspondent and made the basis
of nightly comments by Ted Hus-
ing. In Los Angeles the failure to
obtain a cooperative arrangement
with the Olympic committee caused
some of the announcers to wax bit-
ter during the course of their
broadcast reviews.

Move to Salt Lake

REMOVAL of KLO from Ogden
to Salt Lake City, Utah, was au-
thorized Aug. 9 by the Radio Com-
mission. It is understood that
KDYL will protest.
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Ewin Davis Loses

Reelection Contest

Bland May Head House Radio
Committee After March 4

A VICTIM of reapportionment of
the House, Rep. Ewin L. Davis,
chairman of the House Merchant
Marine, Radio & Fisheries Com-
mittee and author of the contro-
verted Davis equalization amend-
ment to the Radio Act, apparently |
has been defeated in the Demo- °
cratic primaries in Tennessee.
The legislator, also co-author of
the Radio Act of 1927 and an out-
spoken opponent of commercial
broadcasting, high power and clear
channels, was defeated by Rep.
Ridley Mitchell, on the basis of un-
official returns. The fourth Ten-
nessee district, represented by Mit-
chell, and the fifth district, which
Davis has represented since 1919,
were combined under the redis-
tricting required by reapportion-
ment. Rep. Mitchell’s unofficial
majority was 1500 votes.

Possible Successors

DIRECTLY in line for the chair- |
manship of the important Mer- |
chant Marine and Radio Committee
is Rep. Schuyler Otis Bland, of
Virginia, ranking Democratic mem- |
ber. He is the logical successor
should the Democrats retain control
of the House. Should Rep. Bland
decline the post, Rep. Clay Stone
Briggs, of Texas, would be next in |
line. In the event the Republicans
regain House control, Rep. Fred-
erick R. Lehlbach, of New Jersey,
would receive the chairmanship.
With the legislative passing of
Rep. Davis, which will occur next
March 4, if Rep. Mitchell’s lead is
sustained, the House will have no
member outstanding in general |
radio legislation. However, Rep.
Davis, according to Tennessee re-
ports, is contesting the election re-
turns. . |
In the present Congressional
campaigns over the country a num-
ber of radio figures are in the run-.
ning. Henry Field, operator of
KFNF, Shenandoah, Ia., is the Re-
publican nominee to succeed Sena-
tor Brookhart, but he faces a stiff.|
election battle against his Demo: |
cratic opponent in November. In'-
California the Rev. Robert P.
Schuler, deposed pastor-broad-
caster, whose station, KGEF, Los
Angeles, was deleted by thg Com- |
mission a year ago, is running for|
the seat now occupied by Senator |
Shortridge, and has registered for%
both the Republican and Demo:
cratic primaries. Dr. Frank El;v.!
liott. former manager of WHO-
WOC. Des Moines-Davenport, Ia,
is the Republican nnminee for Cor_l-l
gress from that district, and hlsl
chance of election Is conmderedr
good. ;

Brinkley’s Hat in Ring |

IN KANSAS Dr. John R. Brinkl
former operator of KFKB, Milford
and later the operator of XEl
Villa Acuna, Mexico, is running 0B |
an independent ticket for the go¥ |
ernorship. Two years ago he pollet }
more than 180,000 votes when hi
name had to be written on the bak l
lot. He conducted his entire carr |
paign over the air. His license iy,
operate KFKB was revoked in 19SOI
by the Commission. {

N




Radio as an Advertising Medium for Banks

By PETER MICHELSON*

Advertising Manager, Bank of America National Trust and Saving Association

How the Bank of America Brought Return of Confidence;
Fears of Undignified Publicity Are Held Foolish

identified with banking, I have
been trying to discover wherein
bankers differ from the ordinary
‘run of men.

Our human reactions are about
ithe same as Tom, Jim or Jack. We
}i suffer from the same ills; our sym-

"IN THE years that I have been
|
I

sathies are stirred in the same way
3s theirs; the same causes arouse
ur resentments; we enjoy the
same amusements together. What
would happen to the golf courses
bf America if bankers maintained
the same character at play that
some do in office hours?

Why, then, are we apart from
‘he rest of the business world?

I mean this seriously. As adver-
iising manager for one of the
:ountry’s great banks, it is my job
o tell Tom, Jim or Jack about my
ank in language that Tom, Jim
o Jack can understand—their own
anguage—if you please, the lan-
zuage of the golf course, of the of-
‘ice, of the shop. And this, any
pank advertising man will tell you
fs the hardest thing we have to do.

Question of Dignity

YOU MAY ask what all this has
o do with my subject, which is
Radio As a Medium for Financial
“nstitutions.” It has everything
o do with it.

I have never discussed radio ad-
‘ertising with a bank group that
‘omeone did not raise the question
Is it dignified for a bank to go on
he air ?”

% These same men would not hesi-
ate to adopt a new posting ma-
/hine that would increase efficiency
‘v add to safety. The explanation
't that bankers understand the
“losting machine, but they have
jot yet familiarized themselves
“Iith the modern approaches to
“lablic opinion, or rather, they have
‘ot yet learned how to help the
. Srublic to become acquainted with
L Edankers.
2~ Bankers, if we are to assert the
=\ Jadership the people expect of us,
< st become articulate. We will
ave dto get down and mix with the
owd.

\ The Part of Radio

& " EXISTING barriers are to be
vercome, all the recognized and
‘oven forces of modern publicity
.ust be put to work. The job is
g enough for all; all are needed.
Radio, which has been described
. the new dimension of advertis-
Y = g, has its part—a very import-
't part, too, in a program of the
ope and character of this one.
it right now, let me say that
ither I nor the institution I rep-
sent, believes that radio could be

e whole or even the major part

‘Recent address before the financial ad-
-tising departmental of the American In-
‘ute of Banking convention.

THE AUSTERE dignity with which bankers view
their vocation is given a jolt in this article by a
representative of one of the largest western banks.
In urging his colleagues to employ advertising
media as a means of restoring confidence in finan-
cial institutions and thereby prosperity, Mr. Mich-
elson gives some ideas that might well be used by
broadcasters to persuade local bankers to take time
on the air. The eampaign inaugurated in California,
he points out, is spreading over the country.

of the advertising job. In fact, I
would go even further by saying
that we consider our newspaper
advertising, with its constant ap-
peal through repetition, as the
backbone of the campaign.

We need not concern ourselves
with the question of dignity. Dig-
nity—I would give my radio listen-
ers “A Hot Time In The Old Town”
if that would convey my message
better than the aria from Aida.
Good taste and common sense are
the prime considerations in pre-
senting a bank program to the
family group. We need only con-
duct ourselves as we would if we
were guests in that home. The
unwelcome guest can be effectually
ushered out through the simple
operation of the radio dial.

A Pattern for Others

WITH THIS brief introduction,
perhaps, it will be helpful to you
if I briefly sketch the Bank of
America’s radio programs giving
its whys and wherefores.

When A. P. Giannini returned to
the Bank of America as chairman
of its board of directors, he called
the advertising staff together and
told them that he wanted Bank of
America to do something construc-
tive, somehing in a big way that
would be helpful to California, his
native state. He said that he felt
that fear, more than any other in-
fluence, was holding back recovery
from the depression and if people
could be made to forget their fears
and return to normal habits of liv-
ing, which meant saving with the
banks—all of the banks—and buy-
ing thinks they needed, the battle
would be more than half won.
Money returned to banks would en-
able banks to release credit, which,
in turn, would revive industry and
increase employment.

He said that we need not worry
if other banks profited as a result
of our advertising effort; we would
derive our just share, anyway, and
even if we did not the prosperity
of other banks and the state, gen-
erally, could not help but bring
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Mr. Michelson
better times to our own institu-
tion.

Origin of a Name

MR. GIANNINI said that a move-
ment such as this, started here in
California, which has suffered less
than other states, might spread be-
yond our own borders and Cali-
fornia could easily lead the nation
to a sound prosperity.

“We'll call it, ‘Back to Good
Times,”” said A. P. in his quick,
incisive manner.

And that was how the “Back to
Good Times” movement, which has
since been officially adopted by the
state of California and carried for-
ward by civic groups and thousands
of b}lsmess houses, received its in-
ception.

As a part of this state-wide
movement, it was believed that a
vadioc program, combining fine
music with speakers, representing
various industries and organiza-
tions throughout the state, would
act as a powerful spearhead.

We held that while, of course,

the program itself would influence
some deposits, its primary purpose
would be to give inspiration and
leadership to the people of the
state, the personnel and stockhold-
ers of the bank.

Along with this primary purpose,
a radio program would also help
to develop momentum for the
movement by securing the endorse-
ment of prominent leaders and
would stimulate interest and fav-
orable comment.

This plan led naturally to the se-
lection of prominent citizens to
sponsor this movement by speak-
ing over the air on our program.
In selecting speakers, it was felt
that:

(1) They should represent as
wide a range of interest and stand-
ing throughout the state as possi-
ble; (2) They should be equally
divided between the northern and
southern parts of the state; (3)
They should be proven speakers
who could deliver an important
message in an interesting and con-
vincing way.

Music Carefully Chosen

[N ADDITION to the speakers, we
decided that the finest music ob-
tainable should be used and that
the musical numbers selected
should be sympathetically related
to a confidence building program.
With this in mind, a concert orches-
tra, under the direction of Emil J.
Polak, a nationally famous conduc-
tor, was organized and the orches-
tra supplemented by a group of
talented soloists and ensemble
singers.

Each musical number is careful-
ly selected to maintain the stand-
ard of the programs, to develop
the right emotional feeling, and at
the same time appeal to the widest
group of listeners.

The program announcer, Mr.
Kilgore, was selected by voice test
from among seven announcers, as
best suited to represent the bank
in speaking to the public. The
bank’s announcements, which Mr.
Kilgore reads, are carefully writ-
ten and tested by reading out loud
to express and reiterate in vary-
ing forms, how California can lead
the nation to sound prosperity.
Following proven advertising pro-
cedure—the key messages are be-
ing repeated each week-—variation
being obtained by changes in the
method of presentation and in the
musical programs. As an addi-
tional variety feature, special
guest artists have been added from
time to time.

Other Media Used

THE OTHER forms of advertising
used in this “Back to Good Times”
campaign are newspapers, bill-
boards, lobby and store displays,
and direct mail. Since the cam-
paign commenced on March 26, we
have carried the advertising theme
into 321 California newspapers in
weekly advertisements.

The same general message,
briefed of course to fit the particu-

(Continued on page 22
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