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Presenting
New Thesaurus Artists

Howard Vincent O’Brien — Commentator  Pinky Lee, The Sailor— Comedian

e These outstanding artists have been added to the ever-increasing
list of THESAURUS talent—one of the reasons why THESAURUS
programs\are creating appreciative audiences and pleased

sponsors for the 160 station subscribers using THESAURUS.

e d sy

THE COMMENTATOR

HOWARD VINCENT O'BRIEN. Prominent American journalist, P s - -~ s
columnist and radio commentator, who contributes a series of
brief but highly interesting talks covering a variety of subjects THE COMEDIAN )
from politics to Parisian plumbing. PINKY LEE, THE SAILOR. The diminulive siar of stage and

radio whose humorous experiences are sure-fire laugh provokers.

For information regarding THESAURUS Programs and Service — write

NATIONAL BROADCASTING COMPANY, INC.

A RADIO CORPORATION OF AMERICA SERVICE
Electrical Transcription Service

30 ROCKEFELLER PLAZA, NEW YORK MERCHANDISE MART, CHICAGO
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Expanding your selling range In
New England with one medium

WNAC

WTIC

WEAN
WTAG

WICC
WCSH

WLBZ
WFEA
WSAR
WNBH

WLLH

e

Boston, Mass.
Hartford, Conn.
Providence, R.I.

W orcester, Mass.
Bridgeport, Conn.
Port|and, Me.
Bangor, Me.
Manchester, N. H.
Fall River, Mass.
New Bedford, Mass.

Lowell, Mass.

HE new Yankee Network offers you concentrated coverage
in a_|| of New England’s major markets, with the dominant
station in each locality.

Thirteen out of ninety-three cities in the United States with
populations of more than 100,000 are in New England. Nine of
these cities have Yankee Network studios. Each of the other fo_uI
cities is within the intense listening area of a Yankee Network
station.

Now with added power in the new Yankee Network, you may
be assured of comp|ete market coverage in New Eng|and.

Here are the new members:

WTIC, Hartford — 50,000 watts day and night

WTAG, Worcester— 1000 watts day and night

WCSH, Portland — 2500 watts days and 1000
watts nights

WSAR, Fall River— 1000 watts day and night
WNAC, Boston, the key station, now has 5000 watts daytime.
WEAN, Providence, will have 1000 watts unlimited time.

Dominate the New England sales market with the new Yankee
Network.

THE YANKEE NETWORK, INC. 25800k ne Aberys

EDWARD PETRY & CO., INC,, Exclusive National Sales Representatives

| Published semi-monthly, 25th issue (Year Book Number) published in February by BROADCASTING PUBLICATIONS, INC.,, 870 National Press Bnilding, Washington,
D. C. Entered as second class matter March 14, 1983, at the Post Office at Washington, D. C., under act of March 3, 1879,
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OST advertisers who’ve ever really
tried ‘““spots’ realize that in no other
way can you get quite the same effective-
ness and economy in radio.
By “spots” we don’t necessarily mean 50
or 100-word announcements—though we
can name some companies that have be-
come big shots with little spots.
Buying a network is sometimes like buy-

ing a ‘‘deal” in merchandise — a few ar-

ticles that you really need, plus a few ar-
ticles that you don’t want—all at a *‘bar-
gain price” that’s higher than you’d pay
for the needed articles alone.

But when you buy spots — well, we see
you’re way ahead of us!

Shall we wrap you up a nice assortment of
razor blades, shoe buttons and asthma
remedy? All right, then — tell us what

you do want!

,

Ra\Y FREE & SLEININGER, INC. Ea
yj C@ac/z.o CJf.afz.om CQeﬁVesenfalz.VQs k

JAMES L. FREE, Pres.-Treas. H. PRESTON PETERS, V. P.-Sec.

NEW YORK CHICAGO DETROIT SAN FRANCISCO LOS ANGELES ‘
WHO . (NBC) . . Des Moines WAVE . (NBC) . Louisville KSD . . (NBQ) St. Loui
WGR-WKBW (CBS) . Buffalo WTCN . . . Minneapolis-St. Paul KFWB . Los Angele
WHK . (CBS) . . Cleveland KOIL . (NBC) . . . . Omaha KOIN-KALE (CBS) . Portlanc
KMBC . . (CBS) Kansas City ' KOL . . (CBS) . Seattl|
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Fall Time Sales Point to 100-Million Year

By SOL TAISHOFF
‘Business Is Well Ahead of Last Year in All Branches;

Many Advertisers Replacing Spots With Programs

RIDING a wave of unequaled pub-
licand advertiser acceptance,
sroadcasting is entering the fall
zeason with more business booked
than any other time in history
and with every sign pointing to
the first $100,000,000 year for
fime sales.
| In all branches—network, tran-
H‘uscn_ptlon,_ spot and local — fall
dusiness is running substantially
ahead of last year, which for the
talendar 12 months smashed all
ecords with a gross exceeding
$87,000,000. A survey by BROAD-
CASTING discloses enthusiasm on
avery side over prospects for busi-
1ess — enthusiasm solidly founded
apon contracts in hand and book-
ngs in view.

Tha.t the $100,000,000 mark will
pe eclipsed is revealed in the busi-
ness statistics for the first half of
lhe year (usually the smallest
1alf) of nearly $51,000,000.
| BROADCASTING, Aug. 15.] And
‘hat figure is 12.7% higher than
for the first six months of last
ear.

Network Bookings

TOR preferred evening hours and
or a substantial amount of day-
ime, both CBS and NBC-Red net-
vorks are almost solidly booked
‘eginning this month. The NBC-
3lue is lagging behind somewhat,
et it is offering a dozen new ac-
ounts beginning this month. Mu-
‘nal, newest of the networks, has
hown a considerable increase not
Inly in business but in supple-
nental station outlets over which
hese accounts will be placed. Re-
[ional networks likewise report an
> pswing for the fall.

Checks with major stations in
ey markets, primarily those on
the national networks, disclose vir-
ual sellouts of evening time, due

u;.rgely to clearances for network
rograms plus the unusually heavy
waolume of national spot. The time-
learance problem with them is
‘ecoming more and more acute,
nd in not a few instances it is re-
ected in rate increases based upon
xpanded audience as well as un-
vailability of open periods.
_In the transeription spot field,

Vorld Broadcasting System re-
 orts that accounts literally ‘“are
Jlling in”, as national and re-
:Llonal accounts follow the lead of
ach bellwethers in the spot field
. 3 Chevrolet and Ford by supple-

Mienting ne twork presentations
| ith transcriptions. Moreover, the
piewspaper method of using more

than one outlet of a. medium in
each market to present the adver-
tisers’ story is being adopted by
more and more radio accounts with
resultant increases in spot busi-
ness.

One of the healthiest signs
evolving from current time de-
mands is the gradual reduction in
spot announcements, and substitu-
tion of five and 15-minute pro-
grams. Short spots having often
been frowned upon as least desira-
ble business, broadcasters in the
past have had no alternative but
to accept them in many cases in
such volume as frequently to clut-
ter up their schedules. The diminu-
tion in spots and the correspond-
ing increase in program commer-
cials is striking a responsive chord
not only with the public but with
advertisers, who are becoming
more meticulous about the radio
company they keep and their “be-
fore and after” advertisers.

Another indication of transcrip-
tion prospects was reflected in the
recent important change in policy

by NBC which announced that
hereafter its transcription facili-
ties are available to network
clients for spot transcription place-
ments on any stations they may
select. Because NBC heretofore
has restricted such placement to
its own affiliated stations or to
those non-competitive with affili-
ates, this is seen as a definite step
by NBC to invade spot transerip-
tions on a basis competitive with
others in the “custom-made” field.

More important to the industry
as a whole is the fact that the in~
flux of new accounts to radio is
tending toward weeding out of un-
desirable ones. Laxative and medi-
cal accounts, while not disbarred
under any laws, are still regarded
generally as not in the best of
taste. ‘More than noticeable has
been the pruning down of such ac-
counts, particularly at peak times,
and their replacement with busi-
ness in the more desirable lines.
The increase in symphonic and
other better musical programs is

a notable trend that -will be more
evident this fall and winter.

The Federal Communications
Commission, whose reactions have
been regarded as a barometer, has
not cited a station for several
months, so far as known, because
of program complaints. A year ago
there were a dozen a week.

Affiliates Annoyed

BUT THE rise in business, nota-
bly spot, has also been accom-
panied by a revival of feeling on
the part of network-affiliated sta-
tions over their contractural ar-
rangements with networks. Irked
over their inability to clear time
in many instances for premium
spot business because of network
commitments, some stations have
given vent to their feeling that the
differential between what the net-
works charge for their time and
the amount they receive from the
networks should be narrowed.
Stations naturally are inclined
toward spot business, which brings
national card rates minus sales
commissions, as against network
programs which yield substantial-
Iy less in most cases. Nothing re-
sembling a mass movement on this,
however, has developed, but indi-
vidual station owners have been

Fall Premieres Scheduled on the Networks . . . .

NBC

CBS

Mutual

Sept. 2
Goodyear Tire & Rubber Co., Akron,
Literary Digest Nationwide Poll Results,
Mon., Wed., Fri.,, 7:15-7:30 p. m., 7:45-8
p. m., 11:15-11:30 p. m. respectively
I(JBIHXS)' Agency: Arthur Kudner Inc.,

Sept. 3
John Morrell & Co., Ottumwa, Ia. (Red
Heart dog food), Tea Time at Morrell’s,
hurs., 4-4:30 p. m. (Red). Agency:
Henri, Hurst & McDonald Inc., Chicago.
Bowey's Inc., Chicago (Dari-Rich), While
the City Sleeps, Thurs.,, 5-5:15 p. m.,
Sun., 1:30-1:45 p. m., switching Sept. 29

to Tues., 5-5:15 p. m. (Red). Agency:
Russell C. Comer Adv. Co., Chicago.
Sept. 4

Macfadden Publications Inc., New York
(True Story magazine), renews True
Story Court of Hwuman Relations, Fri.,
9:30-10 p. m., repeat at 12:30 a. m.
I(iRe\';) . Agency: Arthur Kudner Inc.,

Wasey Products Inc., New York (Bar-
basol), Singin’ Sam, Fri., 8:15-8:30 p. m.,
repeat at 11:30 p. m. for Bost toothpaste
I{IReg'). Agency: Erwin, Wasey & Co. Inc.,

Sinclair Refining Co., New York (oil
products), Red Grange, Fri., 10:30-10:45
P. m. (Red); Sinclair Minstrels, Mon..
9-9:30 p. m. (Blue). Agency: Federal
Adv. Agency Inc., N. Y.

Campana Sales Co., Batavia, Ill. (Italian
Balm), First Nighter, Fri., 10-10:30 p. m.
(Red). Agency: Aubrey, Moore & Wal-
lace Inc., Chicago.

(Continued on page 58)
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Sept. 2
H. J. Heinz Co., Pittsburgh (canned
foods), The Magazine of the Air, Mon.,
Wed., Fri.,, 11-11:30 a. m. with repeat at
3 p. m. Agency: Maxon Inc., Detroit.
Sept. 6
Gillette Safety Razor Co., Boston (safety
razors), Community Sing program, Sun.,
10-10:45 p. m. Agency: Ruthrauff & Ryan

Inec.,, N. Y.
Sept. 13
Pittsburgh Plate Glass Co., Pittsburgh
(institutional), Pittsburgh Symphony Or-
chestra, Sun., 2-2:45 p. m. Agency: Bat-
ten. Barton, Durstine & Osborn Inc., N.Y.
Sept. 14
Maltex Cereal Co., Burlington, Vt. (cer-
eals), Treasure Adventures of onald
Ayer, Mon., Wed., Fri., 5:30-5:45 p. m.
Agency: J. M. Mathes Inc., N. Y.
Sept. 15 (tentative)
American Home Products Co., New
York, Mon., thru Fri., 12:30-1:15 p. m.
ﬁgency: Blackett-Sample-Hummert  Inc.,

Sept. 17

Great Atlantic & Pacific Tea Co., New
York (chain grocers), Kate Smith Variety
Show, Thurs., 8-9 p. m. Agency: Paris
& Peart Inc., N. Y.

Chrysler Corp., Detroit (institutional),
Major Bowes’ Amateurs, Thurs., 9-10 p.
m. Agency: Ruthrauff & Ryan Inc., N. Y.

Sears Roebuck & Co., Chicago (mail or-
der house), Golden Jubilee Musical Drama,
Thurs., 10-10:30 p. m. Agency: Stack-
Goble Adv. Agency, Chicago.

(Continued on page 58)

Sept. 2

Crazy Water Hotel Co., Mineral Wells,
Tex. (Crazy Hotel & Crazy Crystals),
Inquiring Reporter, Mon., Wed., Fri., 1-
1:15 p. m.,, on WOR, WSAI, WGR,
CKLW, WFIL, WSM. WCAE. WGAR,
WRVA: WAAB (Sept. 14) ; WBAL (Sept.
28). Agency: Luckey Bowman Inc., N. Y.

Sept. 18
Gruen Watch Maker’s Guild, Cincinnati
(watches) Time Flies With Hawks, Fri.,
8-8:30 p. m., on WLW, WOR, WGN,
CKLW. Agency: DeGarmo Corp., N. Y.

Sept. 27
o Inc., Evansville, Ind.
(Charles Denby cigar), Smoke Dreams,
1:30-2 p. m., on WLW, WGN,
WGAR, WSM. Agency: Ruth-
& Ryan Inc., Chicago.
Sept. 28
Sterling Products Inc.,, New York, Mon.
thru Fri., 2:30-2:45 p. m. on 3 stations.
Iz}rzzency: Blackett - Sample - Hummert Inc.,

Grove Laboratories Inc., St. Louis
(Bromo Quinine), Gabriel Heatter, Mon.,
thru Thurs., 7:45-8 p. m. to WFIL, WBAL,
WCAE, repeat at 9 p. m. for WOR,
WGN, CKLW, WAAB. Agency: Stack-
Goble Adv. Agency Inc., N. Y.

Nov. 4
Murine Co., Chicago (eye wash), Listen
to This, Wed., 8:30-9 p. m. on 7 stations.
Agency: Neisser-Meyerhoff Inc., Chicago.
Lutheran Layman's League, St. Louis
(religious), Lutheran Hour, Sun., 1-1:30
p. m., on 13 stations. Agency: Kelly &

Stuhlman Ine., St. Louis.

H Fendrich
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conferring with network officials
of late with redoubled vigor, it is
reported.

The business this fall, according
to informed broadcasting opinion,
can be attributed not only to gen-
eral business recovery, but to the
sounder promotional efforts on the
part of groups in the industry.
The greater advertiser-awareness
of broadcasting has developed
from the top because of improved
program trends, and because of
the phenomenal successes achieved
by many old-line firms through ju-
dicious presentations of programs
and commercials.

Everything points to greater im-
provement in programs and in
quality of broadcast commercials
as this trend gains momentum. The
increase in institutional programs
of high quality, such as those fos-
tered by department stores and
banks, is regarded as outstanding
recognition of this fact.

The fact that 1936 is a cam-
paign year is contributing to the
income of independent stations
rather generally. In the case of
the major networks, however, po-
litical broadcasts do not mean in-
creased revenue on the whole,
since in many cases regular com-
mercials must be displaced and the
sponsor and talent reimbursed,
though the major parties have
shown an inclination to buy fixed
periods of open time on late eve-
ning schedules.

TranscriptionCampaigns
During Autumn Planned

By Three Shoe Concerns

THREE big St. Louis shoe manu-
facturing concerns have recorded
one-minute transcriptions for cam-
paigns during the fall, all cut by
Premijer Radio Enterprises Inc,
St. Louis, and placed through agen-
cies in that city. Through Jimm
Daugherty Inc., the Central Shoe
Co. (Perfect-Eze and Robin Hood
shoes), a new series will be placed
to supplement its 15-minute Old
Scoutmaster series which will con-
tinue to be broadcast this fall.

The others planning transcrip-
tion announcement campaigns are
Brown Shoe Co. (Air-Step shoes),
through Gardner Adv. Agency, St.
Louis, and Wohl Shoe Co. (Paris
Fashion shoes), through Louis E.
Westheimer & Co., St. Louis.

In addition, Premier Radio En-
terprises has recorded the first 13
episodes of a new 15-minute pro-
gram for Roberts, Johnson &
Rand, a branch of the Internation-
al Shoe Co., St. Louis, for its Poll
Parrot shoes, this program to be
placed on about 100 stations. The
show is The Cruise of the Poll Par-
rot and it replaces the Treasure
Trove series used last season.

National Biscuit Golf

NATIONAL BISCUIT Co., New
York, will broadeast the National
Amateur Golf Tournament at Gar-
den City, L. 1., the week of Sept.
14 on a nationwide NBC-Red net-
work of 64 stations. The broad-
cast schedule will consist of a
daily resume, Sept. 14-18, 5:45-G
p. m., and two programs on Sept.
19, the first 2-2:15 p. m., and an
hour program sometime between
2:15 p. m. and 6 p. m., depending
on progress of the tournament.
The last program will cover actual
play of the final round. McCann-
Erickson Inc., New York, placed
the account.

Network Time Sales Set Record in July;
NBC-Red Tops All-time Mark for Month

JULY revenue figures released by
CBS, NBC and Mutual reveal that
all existing records for the month
were broken, the four networks
accounting for a total of $3,832,-
319 in time sales, although it was
an unusually hot month.

NBC-Red network reported July
receipts of $1,613,148, an increase
of 14.6% over 1935 and the largest
figure any network has reported
for July since the beginning of
broadcasting. Still more, it is the
first time any network has billed
more business in July than in June.
The high percentage of renewals
which NBC-Red has signed, with
sponsors anxious to retain their
time periods, is responsible for this
trend.

While NBC-Red turned in the
greatest amount of sales volume

CBS reported the largest July per-
centage increase, 42%, as com-
pared with July, 1935. CBS July
sales were $1,292,775. This is the
first time that CBS July billings
have run into the million dollar
column and the seventh consecu-
tive month that the percentage
column has shown an increase as
compared with the previous year.
After two months in which de-
clines were shown, NBC-Blue July
receipts recorded a 1.8% increase
over July, 1935, amounting to
$816,835.

Combined NBC sales for July
were $2,429,983, an increase of
10% over July, 1935. Mutual had
July billings of $109,561, 74.8%
above July, 1935. How much basic
and associated stations contribute
Mutual has decided to cease di-
vulging.

Networks’ Gross Monthly Time Sales

% Gain
1986  Over 1935  1935% 1934 1933
J Red  $1,725,172 NEBC
Jan. e 725, - ~ A X - "
Bloe 050,613 } —7.37  $2.893,037  $2,391,667  $1,869,885
Feb. Red 1,697,524\ _ 10 o 3 - -
. Red St 6} 1,60 2,758,319 2,211,637 1,742,784
farch Red 1,915.357 = o -
Red 1.122,51(;} 42 3.025308 2,507,890 1,997,163
April  Red 1.762.201 2 o o 6RO - o
ooa et i 203 2,682.143 2.373.890 1.690,177
May Red 1,650.04G - g
s o org | —464 2,685,211 2475,173 1,662,887
June Red 1.490,.426 | _ . - o (B
] Biae agndtt —2.41 2,380,815 2,177,857 1,512,139
July  Red 1-613-148} 10.01 2,208,933 1,861,42 1,370,99:
Blue 816.835 ) =S 864,420 G
BS
January ........ $1,901,023 7 $1,768.919  $1.405,948 $941,46.
February . ... .. 1,909146 154 1,654,461 1,387,823 SRANTT
March ....... ... 2172382 187 1,829,553 1,524,904 1.016.102
April . ... 1,951,307 208 1.615.389 1.371.601 T75.457
May ... 1749517 359 1,287,455 1,255.887 624,250
June .00 . 1.502768 409 1,066,729 5,036 553,050
July ... ool 1,292,775 42 910.470 630,290 115,414
MBS
January ....... $166,266 155.6 $65.024
February ....... 162,358 142.5 66,946
March .......... 191,483 1138 94,180
April . .0 139834 185 118045 o
May ........... 129907 165 11497 .
June ... ... ... .. 104510 151 90,692
July .o 109561 74.8 62,618

*Prior to Jan. 1, 1936, when NBC inaugurated two coast-to-coast networks, no separ-

ate Red and Blue figures were issued by NBC

J. V. Connolly Is Named

New Hearst Radio Chief

SUCCEEDING
T. J. White, who
has been named
chairman of the
directing board
of all Hearst en-
terprises, Joseph
V. Connolly, pres-
ident of King
Features Syndi-
cate, has been
elected president
of Hearst Radio

A

Co;lnolly

Mr.
and a director
Inc., operating and representing
the 10 Hearst-owned broadcasting

stations, according to announce-
ment Aug. 20. Mr. Connolly, as
president of the Hearst syndicate
subsidiary, also heads Hearst’s In-
ternational News Service, Univer-
sal service and International News
Photos.

Other Hearst Radio officers are:
Emile J. Gough, R. F. McCauley,
Elliott Roosevelt, vice presidents;
0. H. Taunell, treasurer; W. E.
Miller, secretary. Directors are
Mr. Connolly, Mr. Gough, Mr. Tun-
nell, Mr. Miller, Mr. McCauley.
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NEW YORKER GETS
WPEN-WRAX OPTION

AN OPTION to purchase WPEN
and WRAX, Philadelphia, for a
price of $240,000 has been acquired
from the Wm. Penn Broadcasting
Co., licensee, by Russell Feldman,
of New York, who was identified
with the recent sale of KNX to
CBS and who participated in the
arrangements last year for plac-
ing part of the stock of WJR on
the market.

Mr. Feldman, it is understood,
may dispose of the station to other
interests since he himself is not an
operator. The option was acquired
late in July from Paul Harron and
Clarence Taubel, chief stockhold-
ers in the Wm. Penn Broadcasting
Co., who also own WFAB, New
York; who recently purchased
WHOM, Jersey City, and who
operate WTNJ, Trenton, under
lease.

The two stations share the 920
ke. regional frequency with 500
watts day and 250 watts night.
They have specialized in foreign-
language programs.

Disc Spousorships |

To Gain in Autumn
WBS Cutting Campaigns for |

More National Advertisers

WITH NATIONAL transcription
volume reporting a 52.9% gain for
the first half of 1936 over the
same 1935 period, new contracts :
coming into World Broadcasting
System offices point to an even
greater increase for the second six
months of this year.

A dealer cooperative campaign
for General Electric through Max-
on Inc. has been approved, with
the list of stations not completely
set. The program, known as The
Bandmaster, is bein% recorded at
WBS studios, 711 Fifth Ave., New
York. Production is under the di-
rection of Henry Heyward, and
dealers are expected to place the
13 quarter-hour programs in mar-
kets throughout the country.

Sterling’s Fifth Renewal

ONE OF RADIO’S most popular
dramatic programs, Dick Tracy,
has been renewed for the fifth time
by Sterling Products Inc., starting
a second year with WBS. The
present station list of 13 cities
will probably be increased by
Stack-Goble Adv. Agency. The 13-
week renewal calls for 52 broad-
casts, four per week, bringing the
total series to 260 episodes which:
have been recorded by World.

A newcomer to the transcription
field is Montgomery Ward, Chi-
cago mail order house, which is ‘

appealing to housewives in rural
markets through a program titled
The Travels of Mary Ward. The
15-minute dramatic scripts, five a |
week, recorded by WBS in Chi- |
cago, started Aug. 24th. Fourteen
stations in the Midwest are carry-
ing the program. Ferry-Hanly Co.,
Kansas City, is the agency.

E. R. Squibb & Sons Inc., through
Geyer, Cornell & Newell Inc., is}
using WBS transcriptions on four
Pacific Coast and Midwest stations,
the program presenting Rae Giers-
dorf and the music of Frank Corn- |
well’s orchestra. This is a 15-min- |
ute program heard three times aj
week. It started Aug. 10.

Procter & Gamble Co., Cincin- !
nati (Drene) will place weekly
quarter-hour Jack Randolph discs
vecorded by WBS, on 37 station:
through H. W. Kastor & Sons Adv
Co. Inc., Chicago.

For Lava soap, P. & G. wil
place Houseboat Hanna, WBS 15
minute discs.

(Continued on page 60)

Blue aal Disc Series

DELAWARE & LACKAWANN/
COAL Co., New York (Blue Coal
on Oct. 1 will start its annual aut
umn radio campaign using 22 sta
tions in the East. This season th
campaign will be devoted exclu
sively to transcriptions, a 26-weel
series featuring Jackie Coope:
juvenile screen star, as master o
ceremonies with Victor Young’
orchestra. A score of other moviy
stars will participate. A $5,00
contest for high school students i
planned. RCA-Victor cut the qual
ter-hour discs, to run twice weekl
in the early evening on

WRC, WFBR, WNAC, WTAC
WOR, WBEN, WHAM, WGY
WSYR, WHP, WCAU, WJAR, an
once weekly on WCSH, WNBE
WFEA, WPG, WNBF, WIB2
WCBA, WRAW, WORK. Ruthrau
& Ryan Inc., New York, placed th
account.
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