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WHERE YOU HAVE GROUND TO COVER 

- 

?CENTRAL BROADCASTING COMPANY 

. 0. Maland, Mgr. Des Moines, Iowa Phone 3 -1147 

National Representatives: FREE & PETER S, Inc. 

New York, Detroit, Chicago, Los Angeles, San Francisco 

For dainty gestures, finger howls may be adequate. But for a real 
clean -up, bigger facilities are preferred -hence the natural preference 
of radio advertisers for the 50,000 -watt facilities of WHO. 

In contrast to the compact, vertical markets covered by many 
eastern radio stations, WHO's market is broad, horizontal. Iowa's 
largest city, Des Moines, has less than 6% of the state's population. 
Buying power, spread over the entire state, flows through a score of 
important trading centers. In selling Iowa, you have ground to cover. 
And where you have ground to cover, one good till) is worth a dozen 
finger bowls. 

I l' _'.1 _1 . _!__!il 
ESSENTIAL TO COMPLETE RADIO 

' -_ JL_ .t_1 
COVERAGE OF IOWA OR THE MID -WEST 

LEARED- CHANNEL- 5A,000 WATTS - FULL -TIME 
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WAAB 
Boston 

WTHT 
Hartford 
WSAR 

Fall River 
WSPR 

Springfield 
WLBZ 
Bangor 
WFEA 

Manchester 
WNBH 

New Bedford 
WLLH 
Lowell 
WIXBS 

Waterbury 
WEAN 

Providence 
WICC 

Bridgeport 

COLON IAL 
NETWORK 

ill New England markets 

where sales are made 
SUCCESSFUL sales coverage 

of the rich New England 
market presents a problem in 
sales economy. 

New England's great buy- 
ing power, because of the wide 
population spread, is divided 
among many retailing centers. 
Selling New England calls for 
intense local sales effort. 

How can this vast market be 
approached economically and 
at the same time effectively? 
The Colonial Network is de- 
signed to solve this problem. 

It is a network of strong 
local stations offering direct 

access to eleven key markets 
from northern Maine to south- 
ern Connecticut. 

WAAB, the most popular 
local* Boston station, is the 
key station, serving the radio 
homes of 80 cities and towns. 
The other Colonial Network 
stations are comparable in 
popularity and sales influence 
in their respective areas. 

For low cost New England - 
wide coverage, route your 
program over the Colonial 
Network. Reach an 1l- station 
audience in the very markets 
where sales are heaviest. 

*Local station -not carrying full schedule of major network programs. 

The Colonial Network is a member of the Mutual Broadcasting System and will 
take programs from or feed programs to this network without line charge. 

The COLONIAL NETWORK 
21 BROOKLINE AVENUE, BOSTON, MASSACHUSETTS 

,D WA RD P ET RY ee CO. INC., Exclusive National Representatives 

Published semi -monthly, 25th issue (Year Book Number) published in February by BROADCASTING PUBLICATIONS, INC., 870 National Press Building, Washington, 
D. C. Entered as second class matter March 14. 1933. at the Post Office at Washington, D. C., under act of March 3. 1879. 



"ORIGINALITY, IDEAS 

AND SALESMANSHIP" 

A cereal company's agency writes to KDKA: 
"We have had this offer on about twenty sta- 
tions and I think that your scripts show more 
originality, ideas and salesmanship than those 
we have received from any other station." Pro- 
grams plus audience preference for KDKA 
have resulted in great sales for this client. 

K DKA PITTSBURGH 
Completely programmed by NBC 
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Nf l !! / O Ar G f S 7f/f TO Pl / 0 0 A FA , N /N U l f 
185,484 

250 PER MINUTE 

1935 

400 PER MINUTE 

1936 

t :ought this was a big pile (185.484 Budweiser bottle caps) 
1935 but look where 1936 pile would come (dotted line) 

Harry Goldman, Budweiser distributor and George F. Tilton, advertising director of Anheuser Busch 
help pile the results of Second Annual Budweiser Band Contest. 300.360 Budweiser bottle caps -over 
one ton in weight. Tilton was so pleased with 1936 contest that he awarded $100 in extra prizes, bring- 
ing total awards to $1,100. 

400 BUDWEISER BOTTLE CAPS per minute! That is the aver - 
ge return of the Second Annual Budweiser Band Contest over 
IRNT, Iowa Network station in Des Moines. We think it is a new 
ecord for twenty -six 1/7 hour broadcasts on a single station. 

Remember, every one of these 300,360 Budweiser bottle caps rep - 
sents a 15 -cent or a 25 -cent purchase, approximately 50% in each 
ice class. Which means that the program sold $60,000 worth of 
udweiser beer -or $80 worth every minute. The entire cost to the 
'onsor for everything: Station time, prizes, traveling expenses and 
lent, was a little over $9 per minute. From the standpoint of known 
.les the program was profitable -and no one will question that the 
the caps represent only a small part of the benefits accruing to 

I e sponsor. 

The program idea back of the Budweiser Band Contest is simple. 
own bands compete for $1,000 in cash prizes. The bands broadcast 
irect from their own bandstands -swell local angle! Studio talent 
I.pplements the band music on each program. Listeners vote for 
eir favorite bands with Budweiser bottle caps. 

However the execution of the idea is not so simple. Bands must be 
cured, telephone lines arranged for, and dozens of unpredictable 

hazards overcome by announcers and engineers working under strange 
conditions. "The success of the Budweiser Band Contest bears elo- 
quent testimony to the aggressiveness of the KANT organization," 
says George F. Tilton, advertising director of Anheuser Busch. 

This same aggressiveness, on one station or a network, is ready 
to do a job for your product. Write today for facts, or get in touch 
with the nearest office of E. Katz Special Advertising Agency. 

HERE ARE THE RESULTS OF 2ND ANNUAL 

BUDWEISER BAND CONTEST 

300,360 Budweiser bottle caps, which represents approximately 
450,540 pints of beer sold; or 
S60,000 retail value. In addition program received 
426 inches of newspaper publicity (not paid advertising), 
156 inches of which appeared on the front pages. 

SHE IOWA NETWORK 
Two Network combinations available: WMT. Cedar Rapids -Waterloo linked with either KRNT or K50 in Des Moines. 

; R O A D C A S T I N G Broadcast Advertising 

k 
CBS Basic NBC Basic Blue 

KS 
NBC Basic Blue 
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 Undl now t&cit frcJeoAt iti omt ...! 
Lots of advertisers seem to have forgotten that 

mid- morning in New York and thereabouts is 

getting -up time for millions of other more 

Westerly prospects - 
-that the noon lunch -hour goes on for four 

long hours all across America, yet occurs only 

once in each locality -that SPOTS are the only 

sure way of getting ALL the people at the time 

when they're most receptive to one's own par- 

ticular product. 

That's why spot broadcasting is getting more 

and more recognition from smart advertisers 

. . . also the reason we've qualified ourselves 

as experts on the entire subject. Shall we ana- 

lyze the possibilities for you? Address the 

nearest office shown below. 

FREE, JOHNS & FIELD, INC. 
Associated with Free & Sleininger, Inc. 

/ 
. 

claw C-aftolz resell/afaves 

NEW YORK CHICAGO DETROIT SAN FRANCISCO LOS ANGELES 
I10 East 42nd St. 180 N. Michigan New Center Building III Suffer C. of C. Bldg. 
Lexington 2 -8660 Franklin 6373 Trinity 2 -8444 Sutter 4353 Richmond 6184 

WIS . . Columbia WDRC Hartford WMBD Peon 
WHKC Columbus WKZO Kalamazoo WPTF . Raleig 
WOC . 

WDAY 
Davenport 

Fargo WNOX . Knoxville K TU L' . Tub 

K TAT . . Fort Worth KFAB . . Omaha - Lincoln KVI . . . Tacom 
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ANA Seeks Data on Cost - Per - Listener 
By J. FRANK BEATTY 

National Advertisers Want More Complete Facts on 
l Coverage to Learn What They Get for Radio Dollar 
AFTER a decade of profitable ex- 
perience with radio as a national 
advertising medium, members of 
the Association of National Adver- 
tisers, meeting for their 27th an- 
nual convention Oct. 8 -10 at the 
sreenbrier, White Sulphur Springs, 
W. Va., showed intense interest in 
what they are buying for their ra- 

il lio dollars, going deeply into the 
subject from a technical and cov- 
?rage standpoint. 

These key figures in the adver- 
tising field, who control the spend- 
ing of several hundred millions of 
Sollars annually for broadcast 
time and talent, white space, di- 
rect mail and outdoor promotion, 
are becoming increasingly radio - 

dnindedl as evidenced by the lengthy 
iscussion of radio and the meth- 

ods by which it can be employed 
most effectively, as well as by their 
mounting radio budgets. 

Closeted behind locked doors, 
with all outsiders excluded, a 
group of some 60 ANA members, 
'ed by Robert V. Beucus, advertis- 
'.ng manager of Andrew Jergens 
Co., Cincinnati cosmetic and soap 
manufacturer and a big radio user, 
Heard suggestions during the after- 
noon of Oct. 8 on how radio cover- 
age can be measured from a cost- 
per-listener standpoint and then 

eld a roundtable at which adver- 
:iser problems were debated. 

Work of Joint Committee 
MR. BEUCUS previously had 
given a brief resume of ANA ra- 

o studies, having told the full 
convention at the morning session 
)f the work accomplished by the 
Joint Committee of 15, composed 
)f five members from the ANA, 
:he National Association of Broad - 
.asters and the American Associa- 

F :ion of Advertising Agencies. His 
'report had referred to program 
popularity studies of the Coopera- 
:ive Analysis of Broadcasting, a 
3ureau operated by the ANA 
which employs the Crossley statis- 
:ical organization to conduct the 
¡research. The Crossley studies are 
: eld in high regard by ANA mem- 
aers, who receive frequent reports 
an program popularity in 33 cities, 
asing the coincidental method. 

I A. W. Lehman, of the ANA ex- 
ecutive staff, presented a series of 
:harts during the secret afternoon 
session. While no official announce- 
ment was made of his radio re- 
search activities, it was under- 
stood that he offered data show- 
ing the percentage of time during 
which radio sets are turned on but 

not listened to, a type of study 
new to ANA members. This was received with interest, it was 
learned, since the percentage of 
non - listening while the set is 
turned on is regarded as lost 
money by those interested in lis- 
tener -hour data. The percentage, 
it was learned, was small but 
worthy of study. 

In addition, Mr. Lehman is un- 
derstood to have made an analysis 
of the Crossley studies from a tal- 
ent cost standpoint. His charts on 
this phase of his research are said 
to have shown that program popu- 
larity is not directly based on the 
amount of money spent for talent. 
His studies are to be published at 
a later date. 

ANA members, for the most 
part, have shown a liking for big 
names when they buy radio and 
they have held to this view despite 
the growing cost of big shows and 
better known artists. 

The Crossley reports for the Co- 
operative Analysis of Broadcasting 
are growing in favor among ANA 
members, it was brought out, the 
number of subscribers to the re- 
ports having shown a steady in- 
crease in the last year. The re- 
ports are based on 400,000 phone 
calls a year, covering 33 cities. 
During the year a check was made 
of the accuracy of the Crossley 
method, an intense survey over a 
three -day period in which 40,000 
calls were made by the same or- 
ganization having confirmed the 
regular Crossley results within a 
few percentage points. 

Other Coverage Proposals 
TWO ENTIRELY different meth- 
ods of checking radio station cov- 
erage were presented to the ANA 
radio group. Edgar H. Felix, ra- 
dio coverage consultant of New 
York, and A. C. Nielsen, of A. C. 
Nielsen Co., Chicago, publisher of 

Banks Evince Growing Interest in Radio 
As Plans for Cooperative Series Mature 
WITH banks over the country 
showing growing interest in radio, 
final plans for the cooperative 
series to be sponsored on CBS by 
large banking houses have been 
announced by Stanley Wessel, of 
Wessel Co., Chicago agency ar- 
ranging the series [BROADCASTING 
Sept. 1]. Already some 35 banks 
have signed for the series and 
about 50 are expected by the time 
it goes on the air later in the 
autumn. 

The 39 half -hour programs will 
be heard on a nationwide CBS 
hookup Fridays, 10 -10:30 p. m., 
with the Philadelphia Orchestra as 
talent. Participating banks are 
said to have resources of more than 
six billion dollars. 

Besides this series, banks have 
been queried on proposals for a 
transcription series using a sym- 
phony orchestra and adaptable to 
any community for local sponsor- 
ship. This project has been favor- 
ably received, it is understood, but 
local banks have been unable to 
agree on the type of program. 

The Human Side 
THE NETWORK cooperative se- 
ries will be strictly institutional in 
character, making no attempt to 
solicit deposits or other banking 
business, but confining the commer- 

dal copy to the job of portraying 
the bank, not as a structure of 
stone and steel for the purpose of 
storing up the wealth of a com- 
munity, but as a human institution 
whose operations are of the ut- 
most value to the community 
which it serves. Each piece of 
commercial copy will be custom - 
built to fit the particular needs of 
each sponsoring institution and 
will be read by a local announcer 
against a background of theme 
music broadcast from Philadel- 
phia. A bank in one city may be 
discussing foreign exchange at the 
same time FHA loans are being 
described by another bank in an- 
other part of the country. These 
localized announcements will be 
sent out each week to each station, 
together with a cue sheet showing 
the announcer just where in that 
particular program he is to cut in. 

Each program will consist main- 
ly of the music of the Philadelphia 
Orchestra, with Leopold Stokow- 
ski and Eugene Ormandy as con- 
ductors. Mr. Stokowski will con- 
duct the opening program and will 
continue as conductor until mid - 
December, when he will leave for 
Hollywood to make a picture for 
Paramount, turning his baton over 
to Eugene Ormandy. This part of 

(Continued on page 81) 

food and drug indices, appearing 
as invited speakers at the secret 
meeting. 

Mr. Felix suggested that the 
audience be determined by multi- 
plying program by coverage value. 
He took the position that listeners 
are not wedded to a program but 
that in general they prefer an 
average program with good recep- 
tion to a better program with a 
weak signal. 

Advising advertisers to study 
the cost of reaching each listener 
through each station, he pointed 
out that he had found the varia- 
tion in cost to run as high as 30 
to 1. While no entirely satisfac- 
tory method of evolving the cover- 
age of stations has been developed, 
he said that considerable progress 
had been made in the last three 
years and he foresaw the day when 
highly accurate coverage data will 
be available. 

This viewpoint proved attractive 
to ANA radio -minded members, 
who peppered Mr. Felix with ques- 
tions on how they can compute cov- 
erage on the basis of cost per ra- 
dio set family reached. He ex- 
plained his own coverage system, 
used by a number of agencies. It 
is based on the Joint Committee of 
15 census of radio homes, com- 
pleted last summer [BROADCAST- 
ING, July 1], as well as personal 
signal strength studies in some 
300 cities, 1930 U. S. Census fig- 
ures on radio homes and all corre- 
lated with audience mail data. 

Mr. Nielsen, who is understood 
to have acquired rights to the auto- 
matic device for listener habits de- 
veloped last year by Prof. Robert 
F. Elder, of Massachusetts Insti- 
tute of Technology and first used 
by John Shepard 3d, envisioned the 
day when several thousand of the 
devices will be in constant use in 
a manner which will provide con- 
tinuous nationwide reports on audi- 
ence habits and station popularity. 

Cost of the undertaking, it was 
indicated, was a factor retarding 
its execution. Experience gained 
in tests made in Boston and Chi- 
cago will prove helpful in selection 
of the sample used for surveys 
employing Prof. Elder's device, it 
was pointed out, since income 
groups and other factors are care- 
fully studied before the automatic 
recording devices are installed in 
receiving sets. 

Types of Campaigns 
INTERVIEWS with radio- minded 
ANA members during the three - 
day convention suggested that ad- 
vertising managers rely heavily on 
their agencies in designing radio 
campaigns and selecting method of 
rendition as well as markets and 
stations. A number stated that 
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they are becoming more interested 
in spot advertising owing to its 
adaptability to market and sales 
problems as well as providing a 
chance for intensive coverage at 
particular times. For example, a 
proprietary representative w h o 
uses a big network jumps into lo- 
calities with spot campaigns when 
a noticeable increase occurs in 
prevalence of the common cold. 

ANA members continue a liking 
toward name talent and big shows 
where justified by volume of busi- 
ness and advertising budget, but 
their growing interest in coverage 
data revealed that detailed mat- 
ters of plotting radio campaigns 
are interesting them more and 
more as they use the medium. 

Less attention was devoted to 
radio the last two days of the con- 
vention, during which representa- 
tives of agencies and media were 
invited guests of the ANA. Among 
speakers at the Oct. 9 sessions was 
Lee H. Bristol, of Bristol -Myers 
Co. (Sal Hepatica, Ipana, Minit- 
Rub), who is a member of the 
ANA board of directors and chair- 
man of the board of the Advertis- 
ing Research Foundation, a joint 
ANA - AAAA agency which has 
been making market, copy and 
media studies. 

The Foundation, in testing effec- 
tiveness of advertising copy, uses 
five methods, which he described 
as follows: 

1. The recognition and identifi- 
cation tests, that is, tests made by 
actually showing advertisements. 

2. The recall test, unaided, aided 
and triple associate, in which peo- 
ple are asked such questions as: 
What cereal advertising have you 
seen or heard recently? What prod- 
uct does Major Bowes advertise? 

3. The order of merit test, also 
known as the consumer jury or 
controlled opinion test. 

4. The coupon or inquiry tests, 
involving some voluntary action on 
the part of the consumer. 

5. Sales tests, both campaign 
and mail order. 

The first four of these studies 
have been prepared and are being further analyzed by a technical 
committee. They are to be pub- 
lished in a few months. 

Another study by the Founda- 
tion is the project for creation of 
a uniform definition of retail trad- 
ing areas, since it is becoming in- 
creasingly necessary for national 
advertisers to have basic statisti- 
cal information regarding the ex- 
tent, size, quality, population and 
buying power of each market, and 
these data must be developed on a 
uniform and comparable basis. 

"I know in my own case," Mr. 
Bristol said, "that I want to know 
more about `the intricate business 
of making advertising pay'. I 
agree with Walter Thwing (of 
Walter E. Thwing Inc., New York 
agency) that I don't believe we 
can continue to justify advertis- 
ing on theory or accept it on faith. 
Of course, I know it pays me to 
advertise. But I also know that as 
advertising costs continue to rise, 
as they have a way of doing de- 
spite depressions or the ANA, I 
am going to have an increasingly 
difficult task to make it pay." 

Guest in the Home 
IN AN ADDRESS earlier in the 
day Mr. Thwing had brought out 
that "too many space buyers are 
primarily interested in what a me- 
dium offers its advertisers and not 
in what it offers its readers." He 
was including radio in this thought. 

Continuing he said: "Advertis- 
ing may help a medium to keep 

ANA Officers 
AT ITS Oct. 8 -10 convention, 
the Association of National 
Advertisers elected the fol- 
lowing officers: 

Chairman of the Board - 
Allan Brown, Bakelite Corp. 

Vice Chairmen - Harold 
G. Thomas, Centaur Co.; 
George C. Congdon, Jones & 
Laughlin; W. P. Rogers, 
California Packing Corp. 

President-Paul B. West. 
Treasurer - A. T. Preyer, 

Vick Chemical Corp. 
Directors- Gordon C o 1 e, 

Cannon Mills; M. H. Leister, 
Sun Oil Co.; Stuart Pea- 
body, Borden Co. ; Lee H. 
Bristol, Bristol - Myers Co.; 
Turner Jones, Coca Cola Co. 

body and soul together, but it 
isn't the body and , the soul of a 
good magazine, or a good newspa- 
per or a good radio program. Ad- 
vertising is like a guest in a home. 
It can be tolerated if its manners 
are good, even welcomed if it is 
helpful. But, in the long run, if it 
abuses its privileges, it will wear 
out its welcome. 

"When an advertiser assumes 
the pompous role of host at a ra- 
dio entertainment, and, with com- 
plete disregard of the elementary 
rules of etiquette, insists on bor- 
ing his guests to death with a per- 
sistent recital of his own virtues 
and an importunate demand for 
contributions to his support, the 
radio entertainment loses its real 
identity and becomes nothing but 
a side show barker whose job is to 
lure the customers. Will that 
method attract a quality audience? 
Doesn't it cripple radio for the ad- 
vertiser? Wont the domination of 
advertising over the real function 
of radio ruin the medium for the 
advertiser? You remember the 
fable of the man who filled his hat 
so full of treasure that the hat 
broke and he lost it all." 

G. O. P. Station Breaks 
REPUBLICAN National Commit- 
tee, Chicago, launched a series of 
station break announcements Oct. 
5 over WJR, WGAR, WBEN, 
WMCA, WXYZ, WIRE and WISN, 
with more stations to be added. 
From two to five 30- second an- 
nouncements are used daily on 
each station. 

SITE IN HOLLYWOOD 
ACQUIRED BY CBS 
CBS, through Donald W. Thorn- 
burgh, vice president in charge of 
West Coast activities, on Oct. 10 
announced purchase of an entire 
city block in the center of Holly- 
wood for new KNX studios and 
offices. Plans for the various units 
are nearing completion and actual 
construction work will begin early 
in January. It is estimated 
$1,000,000 will be spent on the new 
broadcasting center, to be ready 
for occupancy in October, 1937. 

The studio site takes in the full 
block between Gower and El Cen- 
tro Sts. and fronts on Sunset 
Blvd. In addition to studios and 
offices the new building will- have 
several large auditoriums for the 
use of programs heard on CBS 
coast -to -coast network as well as 
west coast broadcasts. Experi- 
mental television studios will be in- 
cluded. 

The new KNX studio was de- 
signed by William Lescaze, who is 
in complete charge of construction 
plans. Preliminary drawings indi- 
cate that Mr. Lescaze will intro- 
duce new structural materials, 
such as glass brick, into the ex- 
terior and interior design. 

Network Billings Rise 
FROM unofficial preliminary 
sources, BROADCASTING has learned 
that CBS will report September 
billings totaling $1,860,000, which 
is a 65% increase over September, 
1935. The combined NBC network 
totals will show a 35% increase 
over the same month a year ago, 
or $2,800,000. Of this amount the 
NBC -Red accounts for $1,900,000 
and the Blue for $900,000. More 
than doubling its billings for the 
same month last year, Mutual 
Broadcasting System has reported 
total revenues of $168,919 for Sep- 
tember, bringing its cumulative 
total for the first nine months of 
1936 to $1,294,904. 

Lee & Perrins Spots 
SCHWIMMER & SCOTT, Chicago 
agency is lining up stations for a 
national spot announcement cam- 
paign for Lee & Perrins Inc., New 
York (Worcestershire Sauce) to 
start the latter part of November. 

CBS HOLLYWOOD STUDIOS - This is an architect's drawing of the 
new CBS studio to be erected in Hollywood. On the left will be the 
offices and studios, in the center are the entrances to the auditoriums, 
and on the right a large restaurant will be located. Walls of the office 
and studio building will be constructed of glass brick. William Lescaze, 
architect and designer of the interiors of the three CBS playhouses in 
New York, is in full charge of construction of the building. 
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ReferendumCalIe( 
On NAB Session: 
Membership to Decide Mont 
For Annual Conventions 
A REFERENDUM vote of th 
NAB membership of some 400 sts 
tions, to determine the month i 

which the annual NAB convex 
tions should be held, was authoi 
ized Oct. 2 by the NAB board c 
directors at its meeting in Wasl 
ington. 

Simultaneously the board, wit 
a half -dozen members absent, d< 
tided against NAB participatio 
as an organization in the Oct. 
allocations hearings and authoi 
ized President C. W. Myers t 
notify the FCC chairman. The res, 
son given was that the hearing 
were of such a character that th 
NAB could not present testimon 
on an industry -wide basis. 

The board also discussed legit 
lation and decided that a legislx 
tive committee of five should b 
designated. Appointments on thi 
committee will be made by Pres'. 
dent Myers prior to the convenin 
of the next session of Congress i 
January. 

Copyright Bureau 
MR. BALDWIN told the board o, 
routine developments since the las 
convention and gave a progres 
report on the NAB bureau of cops 
rights which has been functionxn 
for the last three months in con- 
piling public domain music as th 
first phase of a three -point pla 
designed eventually to relieve th 
industry of its dependence upo 
ASCAP. Mr. Baldwin expresse 
optimism over the outlook. 

The referendum on the conver 
tion time was ordered at the sug 
gestion of Mr. Baldwin, who dE 
Glared there appeared to be n 
present unanimity among men' 
bers. Prior to 1935, convention 
were held during the fall. Station 
complained about this because the . 
came at a time when fall busines 
schedules were beginning, or a 
the busiest season of the year. Th 
last two conventions have bee 
held in July, and there has bee 
some complaint about summe 
heat. Sentiment seems to favor lat 
spring or early summer, but th 
board decided that the membershi 
should be asked to express itsel 
with a majority vote to govern. 

Present at the meeting, in add 
tion to President Myers and Mar 
aging Director Baldwin, were Vic 
Presidents John Elmer, WCB 
Baltimore, and Gardner CowlE: 
Jr., KSO, Des Moines; F. R. Rus 
sell, NBC; Harry C. Butcher 
CBS; John J. Gillin Jr., WOW 
O m a h a; Alfred J. McCoske; 
WOR, Newark; T. W. Symons Jr 
KFPY, Spokane; J. O. Malanc 
WHO, Des Moines; W. Wrigl: 
Gedge, WMBC, Detroit; Edwar 
A. Allen,_WLVA, Lynchburg; Gen 
O'Fallon, KFEL, Denver; John I 
Patt, WGAR, Cleveland; Ralph I 
Brunton, KJBS, San Francisco. 

Absent were Harold V. Hougl 
WBAP, Fort Worth, due to i 
ness; Edwin W. Craig, WS 
Nashville, due to illness; Arth 
B. Church, KMBC, Kansas Ci 
L. B. Wilson, WCKY, Cincinna 
and Gordon Persons, WSFA, Mon 
gomery. 

NATIONAL Pharmacy Week w 
be observed Oct. 19 -24 with near 
all drug and cosmetic progra 
using tie -ins. 
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