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LIS TENERS’

SURVEY OF RADIO

An unprejudiced survey recently conducted by the author on behalf
of an independent market research organization has uncovered
some facts which should be of particular interest to all those
concerned with the planning and production of sponsored programs.
Some of the major findings are set forth here, together with a
few of the charts and tabulations taken from the complete report

LMOST every day broad as-
sertive statements concern-
ing the public’s reaction to
radio programs appear. The basis upon which

these statements are founded is usually clouded in mys-
tery.- Are they “psychic” revelations of those who see a
menace to their own interests in the success of radio as a
medium of exploitation, or are they conclusions drawn
from study of facts scientifically obtained from the listen-
ers themselves? Do they express a cross-section of the
opinions of the radio audi-
ence or do they merely ex-
press the preconceived ideas
of a few who presume to
interpret the tastes of all
listeners?

Derogatory statements of
these kinds, concerning the
effectiveness of radio as a
medium, are doubtless swal-
lowed “hog-whole” by many,
including some disappointed
sponsors of unsuccessful
radio programs who have
not seen results increase to
the extent they anticipated
when they decided to “go
on the air.” It is obviously
unfair and dangerous to accept, without question, these
reflections upon the effectiveness of the newest and least
understood of all mediums for reaching the public.

A radio columnist recently set forth the argument that
the difficulty of producing a program which would enter-
tain and exploit while at the same time gppealmg to
widely differing classes of listeners was turning sponsors
back to the safer and more efficient mediums of exploita-
tion. A scientific collector of facts and an unbiased inter-
preter of their significance, who has no axe to grind,
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By Affie Hammond

“Radio listeners are not ‘wp in
arms’ against-advertising on the
Air simply because it is adver-
tsing. . . . They do resent radio
advertising practices that are
abusive to common intelligence.”

feelz called upon to challenge these
“Doubting Thomases” who are so
very obviously ready to condemn.

Perhaps the first step in following up the challenge
should be in a bold discussion of the alleged shortcomings
which have been checked up against radio. The first of
which it stands accused is:

All inclusive coverage which creates the necessity of
reaching all types of listeners by means of the same pro-
gram; a difficulty stressed by this columnist.

It is pertinent to point out
that certain types of newspa-
pers and magazines go only
into certain types of homes.
An advertiser with a product
having an appeal for a diver-
sified market uses many of
these mediums in order to ob-
tain complete coverage. In
the case of radio, sponsors are
not so handicapped. They can
by giving their program a uni-
versal appeal use the national
networks and enter as many
tvpes of homes as are repre-
sented among radio owners
throughout the country. Itis
true that no radio program on
the air pleases every individual radio listener, but it is also
true that no written material appearing in any medium is
read and approved by every person who buys the medium.

By giving their programsauniversal appeal—therein lies
the problem of successful radio programs, commercial or
otherwise. Sponsors acquainted with their unseen audience
can meet this challenge and know the satisfaction of see-
ing their radio appropriations translated into increase re-
sponse to their programs and in sales, if that is looked for.

The course of universal appeal is not uncharted. There
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WHAT LISTENERS CRITICISE IN
. BROADCASTING
A BREAKDOWN OF CRITICISMS OF BROADCASTING Fioure 1. From this chart is seen that
1 . i
AND ADVERTISING PRACTICES on‘?y 23 percent of the listeners avho
FROM COMMENTS OF THOSE INTERVIEWED offered criticism of the broadcasi fare
directed this criticism at the amount of
time consumed in advertising talk. An
TOTAL T ‘!Hmm";'-‘”;]““l [T equal amount of criticism concerned the
NUMBER 54 o (] ‘ 46 ofo 11| |‘|I1 1100 type and make-up of the selling talk and
OF ——— MISCELLANEOUS —|| ‘ (l 'ADVERTIS[NG H lH‘ g more than half of all criticism avas
CRITICISMS LT L |: ik directed at the program material itself
Radio history itself, short though it is,
TOTAL does not lack examples of programs
NUMBER OF 100% which have won their success through
CRITICISMS achievement of universal appeal. This is
TOO MUCH SR indicated by the results of a personal in-
- terview survey among radio listeners of
MONOQTONOUS |—xo= 13 % all classes. Those programs which rate
POOR TASTE ||| T highest in numbers of listeners are pro-
' (Il J\ 12% CRITICISMS OF grams relatively high in favor among all
7 classes. As we go further down the line
UNETHICAL 7 9% ADVERTISING in degree of popularity there is a propor-
TUNE OUT J 9 PRACTICES tionate disturbance of balance among the
3 2 various classes of listeners. :

Another criticism of radio as an adver-

CELL 1% tising medium is:

Listeners do not buy radios to “lis-
ten to advertising.” They buy them
to provide entertainment and educa-
tion for themselves and their families,

TOTAL This is no more true of radios than of
NUMBER OF 100% newspapers, magazines and other mediums.
CT;]CISMS There is no proof that the public buys
(EJROSN'?\F]K% these in order to read advertisements any

Low more than there is proof that they do not
STANDARD buy radios in order to hear advertising.
LACK OF
VARIETY - LI Listeners’ Views
cRow STace | 1% MISCELLANEOUS ) o
) CRITICISMS _In the survey prev 101.1515’. referred to
WS 3 b ere i3 no definite indication that the
VOICES J9 OF RADIO eners i i
eners are up in arms against ad-
TALK 8% ENTERTAINMENT g, simply because it is advertising.
R ir criticisms are qualitative, quanti-
VULGARITY N 8% tative and, on the whole, intelligent.
RELIGION = The chart shown in Figure 1 indicates
the extent to which those interviewed
PERSONALITIES criticised advertising by radio and ex-
ANN&SNCERS L lains the specific nature of their criti-
‘ . A study of these criticisms indi-

are classic examples of its achievement throughout the his-
tory of man’s existence. Political success is often achieved
by those who make themselves “all things” to “all men.” What
chance would a political candidate have of election if he were
unable to sell himself and his platform to a nation made up of
every type of voters? And how is he able to influence these
voters? He knows their interests, their prejudices. He knows
the universal characteristics of human beings which do not
vary with class, creed or locale. If he knows these things
sufficiently well he can steer a clear course.
Successful stage productions strike re-
sponsive chords in the hearts of those who

cates that the problem of achieving an
advertising radio message acceptable to
all listeners is a comparatively easy task.

To offset these criticisms of advertising are many expressions
on the part of listeners to the effect that they helieve sponsors
who provide entertainment are entitled to time in which to put
across their messages. It is also significant that few of the ob-
jectors to methods of radio advertising are in favor of a tax on
radios or of government control or censorship. All they ask is
a little restraint and consideration on the part of advertisers—a
little more appreciation of the intelligence of listeners.

In connection with the plea of listeners for a little more

sit in the galleries as well as in the hearts
of those who occupy the choice seats. CLASS OF YEAR‘?HggEr;]'IR%ETFEEDEfgSSEE%%UGHT
LISTENER
BEFORE] !
1923 | 1923 | 1924 [ 1925 | {828 | 4927 ] 4928 | 1929 | 1930 | 1931 | 1932
MAKE-UP OF THE RADIO '
AUDIENCE CLASS A [14% | 2% | 14% [ 2% | 5% | i5% | 8% | 22% | 1% | 2% | 5%
JIr"‘r'_r.u.'!re 2. During the past three years
amilies with small incomes have been
joining the radio audience in much ].'f:;-v- CLASS B 0% | 4% | 1% | 4% | 5% | tas | 8% | 20% | 18% | 9% | 1%
ter proportions than those avith larger
mecomes.  This is an important fact to
r/m_u- who are concerned in the p{;:’un- CLASS C Weh | 4% | T% | 5% | 8% | 24% | 8% | 15% 2% | 8% | 1%
tation of sponsored programs. The in-
come classifications are: A—Qwer $5000;
B—$3000 1o $5000; C—$1000 10 $3000 - CLASS D 3% - 3% | = 3% | 10% | T% | 21% | 38% | 10% | 5%
D—under $1000
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WHO WRITES FAN MAIL?

Figure 3. Only 19 percent of those inter-
ziewed have ever aritten a fan letter.
Those awith the lowest incomes are the
most prolific letter awriters—partly because
radio is a more wital factor in their
lives, and partly due to the prizes and
sample products obtainable by =vriting
for them. Obwiously fan mail is not an
entirely dependable” barometer in judg-
ing the popular appreciation of a pro-
gram because, as shown by this chart,
it does not represent a irue cross section
of the radio public

appreciation of their intelligence, the find-
ings of this survey indicate that adver-
tisers, in their desire to pigeonhole the
public and put most of the inhabitants of
this fair land away as morons, have clas-
sified even the morons as a bit more
moronic than they are. Unless those who
disseminate advertising propaganda wake
up and use their own brains more than
they are doing, conceivably, they may
learn too late that their morons
have evolved and squirmed out of
their pigeonholes.

Times have been hard for most
people during the last few years.
Necessity has made the once-con-
tented public begin to #hink in
order to survive. Using any part
of the body develops that mem-
ber. This applies to that mag-
nificent organ, the human brain.
Full-grown bodies do not thrive
on infant diet. Mature, normal

333

-.f
g
b
r

;
-

e,
%

100%

CLASS
A

100 %

CLASS
B

CLASS
c

o,

RS

tagete!
008%. ?s

o
<

CLASS
D

- Those who have written fan letters.
Those who have not written fan letters.

i5.5 %
DISLIKE

minds do not accept childish or
moronic ideas. The difficulty in
radio advertising is not with the
physical medium, but with thosé
who make misguided use of it!

39.2 ofo
UNFAMILIAR S 2
(UNABLE TO s ot

TELL
DIFFERENCE)

The following is a lucid example
of misguided use of radio adver-
tising: A large advertising agency
turned over the entire manage-
ment of the radio program of one of its
clients to a youth, fresh from college,
who had no advertising experience, no
knowledge of dramatics and no experience
with radio broadcasting. Result: the
program was a flop. The sponsor, blam-
ing radio, deserted the air waves forever.
Examples are plentiful of radio execu-
tives who, when they decide to go on
the air, depend upon their personal tastes
in entertainment to guide them in ar-
ranging their programs. Perhaps they go
a little further and invite their friends—
as like themselves as peas in a pod—to
an audition and rely upon their reactions

ELECTRICAL TRANSCRIPTIONS

Figure 5. A feww years ago the broad-
cast of phonograph selections «cas
heartily disliked.  Today 85 percent
of the listening public like them as
well or better than other programs.
The remaining objection is probably
the result of the few stations wwhich
have not installed modern cquipment
for reproducing the recorded programs

METHODS LoD CLASS | CLASS | CLASS | CLASS
INTERVIEWED IN A B c D
SELECTING PROGRAMS
NEvfg’gQPER 73 % 64 % 44 34 %
BY SOIlNG AROUND 45 % 4 o 41 s 44 %
OTHER M I_I_SﬁngIgANEOUS ol 8% 3% 3%
(Some gave more than one method)

to guide them. This is much like
adding ten ears of corn to ten ears
of corn and expecting to get
something besides twenty ears of
corn.

Others rob radio entertainment
of freshness and interest by copy-
ing successful programs already
on the air! The result is that
their programs are so like others
that it is beyond the powers of
listeners to remember who spon-
sors which or how! Still others,
in an effort to achieve universal
appeal, devise a hodge-podge pro-
gram partaking of the successful

5 elements of many programs. They
d think they will thus achieve va-
riety and so attain the interest ‘of
all types of listeners. The result
is that the programs have no defi-
nite character of their own and
contain something which may cause
everybody to tune out. And yet others,
imbued with the idea that listeners ob-
Ject to advertising on the radio, employ
the expedient of acting as if they, too,
think advertising a “lot of hooey” and so
engage a comedian to kid the advertising.
This practice takes away the dignity due
the sincere exploitation of any meritorious
product. The listeners may get a kick
out of the program, but it is doubtful
whether they are moved to go out and
buy the brunt of the comedian’s jokes.
_ Other advertisers apologize for intrud-
Ing on the listeners’ time and thus put
into their minds the idea that they are
being imposed upon. In a breathless
voice, like a child speaking out of turn,
the announcer (Continued on page 372)

HOW PROGRAMS ARE SELECTED

Figure 4. In general the newspaper
program pages are the most commonly
used means for program selection. Hoao-
ever, the proportion of “dial tawisters”
is still quite high, particularly in the lows-
est income group, awhere neswspapers are
not so commonly found in the home. It
appears that where nexespapers are avail-
able they constitute the most popular
reference
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GAMBLE
A DIME. ..

save /
dolflars of time
Right now clip a thin

dime to the coupon and put
an end to radio soldering

worries. The dime will
bring you our no-profit
trial size coil of Kester

Radio Solder (plastic rosin
cofe). And Man . .. what
a combination of solder
and flux—fact is, it does
all the important soldering
jobs in the radio industry—
passed the most critical
laboratory tests and came
out smiling.

Come on—gamble a dime
and save dollars of time—and
do better soldering of course.
After that—you can buy the
big 1 pound spools at your
hardware, radio or electrical
supply dealers.

f r e e With every

trial size package of Kester
Radio Solder we will send a
completely illustrated pamph-
let showing many soldering
“kinks.” It's full of good
“stuff.” Don't miss it.
KESTER SOLDER COMPANY
4201-D Wrightwood Ave. Chicago, Il

Send This Today/

j KESTER SOLDER COMPANY, 1
4201-D Wrightwood Ave., Chicago, lllinois. l

I () oil ster Radio Solder,

§ (200 [ ¢ Radio Solder and |l
trinl roll enclosed. Send me

1 ol threat ]
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LAPEL MICROPHONE

MICROMIKE *

The ideal microphone for
Address Systems or any ¢
such as broadcasting or home rec
Small in Size—Light in Weight

Perfect Reproduction
Introductory Price .. .. $10.00

Write for Bulletin
RADIO RECEPTOR CO.

Sole Manufacturers

108 - 7th Avenue New York, N. Y.
* Registered U. S. Patent Office

types of Public
1 icati

INC.
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Y-RELIABILITY
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KEZ\'YO.\'_ Labora-
tory Standard
Audio Components
used in the Heavy
Duty P. A. System
are available at
your local distribu-
tor.

Write for labora-
tory schematic dia-
grams for 845-50
Watt. 250, 245 46
class 3 power am-
plifiers. ~ Free for
the asking.

Kenyon Transformer Co.

122 Cypress Ave., New York, N. Y.

"ORDr

A column devoted to
the commercial opera-
tor and his activities

Conducted by GY

UT in the streets the snow flickers
and falls quietly—cold blasts of air
go through clothing—brrrrr! On HQ

circuits the atmosphere is filled with plenty
hooey: Hlo thr—hw r u— hope yr freezing
—nice dwn hr—warm—went bathing last
go swimming
s0 long, hope

night—yeh, well, I'd rather
than ice skating anyway—wl,
u swelter—righto—ge.

If we gadgets think we ha
on putting QR)
istaken. he

h

er in each
the sweet woman still loves us whilst we “go
down to the sea in ships.” But will we
know from which port the heartbeats
come, eh?

Hear ye, all ye faithful: Uncle Sammy’s
mailboy brings greetings from Mervyn R.
Rathbone, the kingpin of the American Radio
Telegraphists Ass'n., informing us that not
only does he like this colyum (tks OM), but
also will aid with articles and other interest-
ing information, His first bit of news is
that English ops employed by the Marconi
Company are paid whether or not they are
on a ship. Sometimes an op stays on the
beach for as long as three months on full
pay. Now, don’t be going English, gang.

Shuffling through the deck of mail, here’s
a few excerpts: Red Geale (GL) flash from
the Orient, short-circuited his plans to go
home and see how the mortgage was going.
It’s still there—on the roof—so Red’s look-
ing for a soft billet with the Airways.
Here's how, Red: write to Dept. of Com-
merce for an application and you will be
rated according to your experience.

Tsk, Tsk. “Boy, break out the towel.”
Vidrine (JL), who brass-pounded his way
to a billet on the S.5. Kishacoquillas, is
weeping the blues. An aunt dies—leaves him
a pot of gold—he buys a house and lot—
takes his femme out—biif, bang, boom—no
more dough. He is now looking for another
berth where he can rest and think over what
he should have done with the lucre. Best
wishes, OM; we live and learn, what?

The spirit of the month is “for all things
(zood or bad) we duly give thanks.” Let’s
see . . . what must we be thankful for?
A good hearty appetite? Some one who still
remembers us (especially the guy to whom
we still owe that fiver)? That there is a
Rapro NEws magazine which is giving Free
a book of “23 Lessons in Radio”? (Sh—
get in touch with me and Tl tell you the
se-crut!) Anyway, gang, find something for
which to be thankful—this holiday only
comes around once a year—so cheerio and
happy holiday—73’s—GY.
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Listeners’ Survey
(Co-ntz‘nued from page 333)

pleads “for only sixty seconds.” Among the
persons interviewed in this survey, few were
opposed to granting sponsors a reasonable
amount of time in which to tell of their
products. Their opposition was toward the
methods used. If an advertiser who pays
for time on the air in which to tell the pub-
lic about a good product would sincerely,
interestingly and expeditely present the es-
sential facts, the indications are that he
would gain the confidence and respect of
the folks in the armchairs who are, by and
large, a reasonable lot.

Proceeding from the general discussion of
the mistaken practices of radio advertisers
to specific presentation of facts obtained
from radio listeners, some of the more inter-
esting data are here presented. Those spon-
ho depend upon fan mail to guide
- find something to interest them in
ving: Each person interviewed wasg
en he bought his first radio set. The
Figure 2 shows the age (in terms
, ownership) of the audience covered
rvey, by income classes. It will be
that the bulk of the lower income
e with an annual income of less
) a vear) is a comparatively new
he the radio audience. In these
A listeners have incomes of
B. incomes from approxi-

3 X 323000; Class C, incomes
from $1000 to 33000; Class D, incomes under
$1000. The extent of influence this new ele-
ment has exerted on the quality of radio
entertainment is indicated in the analysis of
fan mail shown in Figure 3.

The survey shows that the radio audience
of today is a discriminating audience is in-
dicated by the methods used in selecting
radio programs as shown in Figure 4.

An alternative to devising a program of
universal appeal, advisable in the instance
of products adapted only to the needs of
certain localities—such as farm machinery—
is open through the use of electrical tran-
scriptions on various selected stations reach-
ing the special markets. The attitude of the
listeners interviewed by the survey toward
electrical transcriptions is indicated in the
chart in Figure 5.

Some advertisers, in their desire to achieve
a popular program, seem ot lose sight of
the importance of effectiveness, translated
into terms of recognition of sponsorship and
incentives to buy.

The findings of this survey show that the
programs most often mentioned as programs
regularly tuned in are not always high on
recognition of sponsorship and sales for the
products advertised. Most all of us have
met salesmen who were likable, entertaining
chaps but not very efficient salesmen because
they lacked that most necessary sales aid—
the ability to use the clincher. Some radio
programs are like those salesmen, as indi-
cated by the following observations:

1. Advertisers who cngage outstanding
personalities, well known on their own ac-
count, often find themselves and their prod-
ucts overshadowed by the stars on their
programs.

2. Programs which vary their routine,
either in time of broadcast or talent en-
gaged, confuse their listeners so that recog-
nition of sponsorship is diminished.

3. Advertisers who engage artists pre-
viously identified with other commercial
programs take a.risk because listeners are
inclined to associate an artist with his first
program,

4, Children’s programs, directed to inter-
est children themselves rather than their
parents, obtain a higher percentage of rec-

(Continued on page 373)
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Radio Physics Course

(Continued from page 3653)

of the excess proton left in the atom pre-
dominates. This unbalanced electrical state
of an atom due to the removal of one or
more of its electrons changes the atom to an
ion. The process of accomplishing this re-
sult is known as donization. As the excess
electrical charge remaining on the ion is posi-
tive, this ion iz known as a positive ion.
The electron which has been removed from
the atom becomes a jfree electron, free to
move about wherever it is attracted by the
charges. Of course, the unbalanced positive
charge remaining in the ion exerts a force
tending to attract it back, this force dimin-
ishing as-the square of the distance between
them. If the free electron becomes attached
to a neutral atom, the amount of negative
charge or electricity in the atom becomes
excessive, and this atom exhibits a resultant
negative charge as in C of Figure 3. It is
then known as a negative ion. The actual
substance of an ion remains the same, since
the protons—which contains the mass of the
atom—are not removed or combined. How-
ever, some substances exhibit increased chem-
ical activity when in an ionized condition.
It is evident that the more electrons that
are removed from each atom during ioniza-
tion of a substance, the greater becomes its
unbalanced electrical charge.

Electrolytic Action

When salts or acids are dissolved in water,
the act of solution separates or diss
many of the salt or acid molecules, each
molecule yielding a negatively charged atom
(— ion) and a positively charged atom (-4
ion). Thus when sulphuric acid (H.SO.)
mixed with water, there are present in the
solution the positive hydrogen ions H+, H*
and the negative SO, ions 504. We might
say that the SO, ion takes an electron from
each hydrogen ion,

Listeners’ Survey

(Continued from page 372)

ognition of sponsorship and sales results
than do programs for parents about their
children.

5. Dramatic sketches with a continuous
plot carrying over from broadcast to broad-
cast rate high in effectiveness. However, a
drawback to this type of program is the
difficulty of maintaining a standard of fresh-
ness and interest over a long period of time.
Listeners show a tendency to lose interest
in such programs after a certain length of
time.

The findings of the survey seem to indi-
cate that there are many good hours going
to waste, while advertizers diminish their
chances for a full audience by clustering in
comparatively few hours which have come
to be considered as most profitable.

The findings of this survey among all
classes of radio listeners indicate an active
interest in radio as a means of entertain-
ment and e acation, a tolerant attitude
toward good and nen-abusive advertising on
the air, and a desire for more vital and
diversified programs of a higher standard!
Also, indications are that whatever faults are
now checked up against radio as a means of
exploitation ought rightly to be checked wup
against the advertisers who blindly try to
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Jhe Qreat New
WHOLESALE

RADIO Ca&z(oy/

Latest, greatest edition of radio’s bargain_hook—
Jjust off the press! WHOLES
SERVICE ('O\II‘\\\""-?
crammed full of bargains.
at _the lowest twholesale ps

catalog is

AFAY D
RECEIVERS, TRU TEST P: \RT‘\ tubes, speak
ers, kits, accessories, sho +f sets and  ap-
paratus, amplifiers, public systems,

REPLACEMENT PARTS, etc.
FREE catalog TODAY,
Build your own Lafayette
ceiver. Complete parts av lowest WHOLE-
SALE prices. Write for FRE 2 at once!

Also complete parts for Van Leuven Pocket Diagnometer

Send for your

1 Midget 8 tube re-

e e e e e s e e e e e ey

Wholesals Radio Service Company,
100 Sixth Ave., Dept. M.12,
New York, Y.
Rush new 1933 cataloz, TREE.

Check here you want full details
regarding Lafayette Modern Midget 3
Tube Receiver.

SPECIAL!

Complete Parts for the Name i
LAFAYETTE MODERN - g . e”d
MIDGET Addres 1 J
Three Tube Receiver b R o MR State....... 1 ztﬂam/
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A NEW WAY TO
LEARN
THE CODE

MAKE YOUR OWN RECORDS
EASY TO MAKE
EASY TO READ

WITH THE

< NEW MASTER

ELEPLEX

ELEPLEX records your own sending in visible dofs and dashes and then repeals
headphones.

5,000 wor: tape and the number of tapes unlimited.
This marvelous new invention learning the cod 1 exceedingly pleasant task No previous experi=-
ence nece Anyone ¢ aster the code and pa government examinations very quickly.

The nt ever made that will record your own sending

new

\I\ TER T LEX is the only instrun

f-l:me was not int TELEPLEX CO., I-12

lTl-‘ rue Ill!ll

use it was too Kot
velope r the United States S 76 Cortlandt St., New York, N. Y.
for claseroom dngbriction. Hpwexe Please send me your free booklet

lated a plan whereby you may master the code with-
out buying this machine,

Send in the coupon today for booklet R-12. It
is free and places you under no obligation.

TELEPLEX C0. Rei’Vorkw.*Y.

information of the New

reach an audience not only unseen, but also
unknown!

Save One Half on Auto
Public Address Costs

This new Mobile Public Address System, with
20 watts output, is entirely battery operated—no
expensive converter or gencrator needed, Costs
less to buy, to transport, to operate. Just the
thing for sound trucks, or can be made all elec-
tric with Webster Power Pack Type W20
(extra). All equipment, including batteries and
tubes, furnished at low list price. Inwvestigate!

Write for Our Catalog

Describes the full line of Webster-Chicago amplifiers,

Equipment includes
two |2-in. dynamic
speakers, micro= public address systems and accessory equipment.
phone, cables and  \7o1aple suggestions for installation and uses. Write

cords not shown in

illustration. on your letterhead.

THE WEBSTER COMPANY

858 Blackhawk St., Chicago, U.S. A.
Export Dept. 308 W. Washington St., Chicago

Webster-Chicagoe Sound Amplifiers =™

WEBSTER
CHICAGO




