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Preface

BROADCASTING has been chronicled to the extent of many
millions of words. These words have been devoted to the
education, entertainment and news pouring from receiving
sets throughout the land. Scant attention has been paid
to broadeasting as a business—a business which should
receive universal recognition as a stable, responsible enter-
prise.

The business of radio advertising holds more faseination
for thousands engaged in it than even radio program pro-
duction. It creates the foundation which supports the
whole structure. The business principles, ethics, and prac-
tices in broadeasting differ from any other business.

It is time that they were drawn together into a complete
framework. The following chapters devoted to the buying
and selling of radio advertising will, we hope, chart the
course, and show not only what broadcasting has to sell,
but also how to sell it.

Ned Midgley
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CHAPTER 1
The American System of Broadcasting

More people spend more time listening to radio pro-
grams than they spend doing anything else—except
working and sleeping,.

THAT IS an amazing statement but a true one. It is
both a tribute and a challenge to the American system of
broadcasting. In just twenty-five years, broadcasting has
carved out its place as an American institution, side-by-
side with newspapers, the theatre, the movies, the sym-
phony concert, the county fair, and a chicken dinner every
Sunday. It is not strange that it has done so. When
newspaper mergers were the order of the day, the phrase
“retaining the best features of each’” was coined. Radio
has merged many longer established American insti-
tutions—and retained the best features of each. It has
resuscitated, streamlined, and welded them into a compel-
ling force, giving them new life and deeper meaning. Itisa
blend of advertising, show business, the music world, the
classroom, the politician’s stump, and today’s news, all
united under a modicum of government watchfulness.
Our system of broadcasting must be recognized first
as a commercial enterprise dependent upon advertising
2 revenue for its very existence. It is not a propaganda tool
nor a government-operated activity feeding selected pap to
an uninterested populace. It is a living, vital thing with its
finger on the pulse of the populace, meeting its demands,
catering to its likes and dislikes, building its hopes and
1




2 THE AMERICAN SYSTEM

ambitions. American radio is today—and tomorrow. The
world has never heard broadcasting equal to it.

Broadcasting has faced its first challenge. It seems
something more than coincidence that it became twenty-one
years of age just a month prior to Pearl Harbor. Immedi-
ately it was faced with the most perilous war into which
the nation had ever been plunged.

Sunday afternoon, December 7, 1941, was a normal Sun-
day afternoon—until 2:31 P.M. Eastern Standard Time.
People were doing what they had been doing on other late
fall and early winter Sunday afternoons. Crowds were
gathering at the professional football games; families were
enjoying unrationed Sunday dinners; millions were listening
to their favorite radio programs or otherwise indulging in
week-end divertissements. But at 2:31 P.M., the terse
United Press dispatch, ‘“Washington—White House An-
nounces Japanese Have Attacked Pearl Harbor,” was
broadcast to the nation. From that moment on, it was
not a normal Sunday but “the day of infamy.”

At 3:00 P.M,, the New York Philharmonic Orchestra
was scheduled to start its regular weekly broadcast, but
this was delayed. First, commentator Elmer Davis gave
additional fragmentary details of the news. At 3:03:15
P.M., Artur Rodzinski launched the Philharmonic into the
Shostakoviteh Symphony No. 1 in F Major; but the concert
this day had no coherence for the radio audience. It was
interrupted six times more for additional news, which
seemed to be received so slowly. As the day progressed,
the picture began to fill in more quickly, and the favorite
radio programs served merely as bulletin boards for the
most startling news development of the centuries. War,
which we had dreaded so long, was forcibly thrust upon us.
But radio was ready to go to war—with a maturity, an
ability, and a vigor which no other system of broadcasting
in the world could contribute to its homeland.

Typical of radio’s willingness to serve was the following
radiogram sent to President Roosevelt at 4:05 P.M. on De-
cember 7, 1941 by David Sarnoff, RCA president and chair-
man of the board of the National Broadcasting Company:
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ALL OUR FACILITIES AND PERSONNEL ARE
READY AND AT YOUR INSTANT SERVICE.
WE AWAIT YOUR COMMANDS.

This was the keynote for the entire industry.

And then radio rolled up its sleeves and started to work.
It afforded the government an immediate means of com-
munication with virtually every home in the United States,
an established means of communication with an assured
audience throughout the war. Its facilities were made
available for Presidential talks; its talents were devoted to
War Bond drives; it was a constant vehicle for OWI and
OPA messages; its technical personnel entered the armed
forces; its entertainment personnel appeared at service
centers at home and abroad; its programs were short-waved
to the armed forces overseas; and it reported news while it
was being made. In addition, its regular entertainment
features served as a firm prop to civilian morale on the
home front. And at the war’s end there was no danger of
the Battle of New Orleans being fought after the truce was
signed.!

While these contributions to the war effort were credited
to radio, they could never have been achieved in such
measure without an equal degree of willingness on the part
of the advertisers. It was their co-operation with the
broadcasting industry that made the task phenomenally
successful. Hundreds of millions of dollars in broadcasting
time were donated by advertisers to the government for its
many pressing needs.

During war years, the President, by law, may “. . .
cause the closing of any station for radio communication
and the removal therefrom of its apparatus and equipment,
or he may authorize the use or control of any such station
and/or its apparatus and equipment by any department of

1 By the end of 1814, England and America were ready to end the War of
1812. On Christmas Eve, 1814, both countries agreed to terms of peace at
Ghent in Belgium. It was February 11, 1815 before the news could be car-
ried across the Atlantic to the United States. Just one week before this, on
February 4, Washington learned that a great battle, the greatest of the entire
war, had been fought at New Orleans.
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the government under such regulations as he may preseribe,
upon just compensation to the owners.””? So complete was
radio’s contribution that not once from December 7, 1941
through August 14, 1945 was there the slightest hint that
these powers would be exercised in regard to any domestic
radio station or network.

Thus radio accepted its first challenge, and the results are
history. It faces now the second challenge, in a world at
peace, with newly drawn lines—ever improved service to
its vast listening audience combined with technical im-
provement and expansion. This history will be written
during the next decade. Any predictions made today
might well be dwarfed by actual accomplishment during
the next ten years.

One certain thing is that the extent to which this history
is written will be related directly to the continued effective-
ness and success of commercial broadecasting. To the
most uninitiated observer, it must be apparent that the
bulk of the funds for development of program ideas and for
technical expansion comes from the revenues accruing to
broadcasting from advertising. No network could afford
to present a complete season of concerts of the New York
Philharmonic Orchestra, ‘“America’s Town Meeting,” or
the “University of Chicago Round Table” solely as a
service to the listening public unless there were revenue
available from the sale of commercial time. Station
WMBD in Peoria could not broadcast twenty-six local
high school basketball games simply because of keen lis-
tener interest in the sport if there were no income from
advertising. Bear in mind that radio sets are not licensed
in the United States as they are in many foreign countries,
providing an annual fund from which governmentally
selected programs can be budgeted and prepared.?

Radio is a business, and the inexorable laws of eco-
nomics function in it just as they do in every other business.

2 Federal Communications Act of 1934.

3 In all foreign countries, an annual license fee or tax is charged radio set
owners much as automobiles are licensed by the individual states in this
country. From this fund the government prepares the year’s schedule of
programs which it believes the listeners should hear.
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Radio can now take its place in the ranks of American busi-
ness achievements as one of the most fascinating of them all.
There are thousands of persons employed in the business
departments of radio who have never faced a microphone,
who have never twisted a dial in a control room, and
whose names have never graced a marquee. They work in
a world of anonymity which they desire, but they are the
business men and women who make the whole complicated
system of broadecasting function.

Government Licensing of Radio Stations

To understand the business of radio, it is necessary first
to be familiar with and understand the government’s licens-
ing requirements for the industry. This is met with at
every hand and is the basis for many of the practices and
tenets of broadcasting.

The structure of commercial broadecasting rests on a
foundation of governmental supervision, most recently
revised and summarized in the Federal Communications
Act of 1934 with subsequent additions in 1941. Super-
vision of radio was first vested in the Department of
Commerce. On March 2, 1927, President Coolidge ap-
pointed the first Federal Radio Commission. The sen-
sational growth of the industry and the multiplicity of
details involved resulted in the realignment of authority
provided in the 1934 legislation.

The ““air” over the United States does not belong to any
radio station nor to any network. It belongs to Mr. and
Mrs. American Citizen, and their rights are protected by
this Act. A knowledge of its essential, less technical pro-
visions is necessary for the most effective use of radio as
an advertising medium.

The Federal Communications Commission, which admin-
isters the provisions of the Act, consists of seven mem-
bers appointed by the President for a term of seven years
at an annual salary of $10,000. One of these is appoinied
chairman. None of these appointees may be connected
with any branch of the broadcasting business during his
tenure of office. The Commission is subdivided into oper-
ating divisions: legal, technical, and others, in which are
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prepared all of the decisions and judgments of the group.
An annual budget of approximately $16,000,000 is appro-
priated for this body, which also supervises telephone and
telegraph industries.

It is not as easy to start a radio station as it is a haber-
dashery shop or delicatessen. All stations must be licensed
by the Commission upon proper application. The finan-
cial responsibility and integrity of the applicant and the
method in which he proposes to, operate the facilities are
reviewed by the Commission. If these factors are found
satisfactory and it is deemed ‘. . . the public interest,
convenience and necessity would be served,” the license is
granted. Note the phrase ‘“the public interest, conven-
ience and necessity.” It was taken verbatim from the
Federal Radio Act of 1927, which was the original law
outlining governmental interest in broadcasting. It recurs
frequently throughout the Communications Act of 1934 and
is the guiding principle of most of the Commission’s rulings.
But further, it is the explanation and justification for many
arrangements in commercial broadcasting which are en-
countered from day to day.

A license is granted for a period not exceeding three years.
It specifies the power and frequency (spot on the dial) on
which the station will broadcast and the actual hours of
daily operation. In addition, it assigns the permanent call
letters by which the station will be known.

By international agreement, call letters starting with
“W?” and “K” are assigned to United States broadcasting
stations. (Mexican call letters start with “X,” and Cana-
dian call letters with “C.”) Within our borders, call
letters starting with ““W’’ are assigned to stations east of the
Mississippi River, and with “K” west of the Mississippi
River. There are a few exceptions, of course, to the
general rule; the two most notable are: KDKA in Pitts-
burgh, which is the pioneer commercial broadcasting sta-
tion in the country, and KYW in Philadelphia, which was
originally licensed in Chicago and years later moved to
Philadelphia.

Some call letters have interesting connotations denoting
ownership, geographical location, or just novelty arrange-
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ments of the letters. WTAG in Worcester indicates own-
ership by the Worcester Telegram and Gazette. WEEI in
Boston retains the flavor of former ownership by the Edison
Electric Illuminating Company. WTIC in Hartford is
owned by the Travelers Insurance Company, and WGST
in Atlanta by the Georgia School of Technology. WRVA
is located in Richmond, Virginia, WBAL in Baltimore,
Maryland, and WWVA in Wheeling, West Virginia. Some
of the more novel call letters are WHAM in Rochester,
New York, KOIN in Portland, Oregon, WHO in Des
Moines, Iowa, and KOY in Phoenix, Arizona.

The use of station identifications is prescribed in detail
by FCC Rules and is of particular interest to the sponsors
of commercial programs, for many times these announce-
ments are of necessity an integral part of an entertainment
period. The provisions are as follows:

“83.187 Station identification—(a)—A licensee of a standard
or high frequency broadcast station shall make station identifica-
tion announcement (call letters and location) at the beginning
and ending of each time of operation and during operation (1) on
the hour and (2) either at the half hour or at the quarter hour
following the hour and at the quarter hour preceding the next
hour: Provided, _

“(b) such identification announcement need not be made on
the hour when to make such announcement would interrupt a
single consecutive speech, play, religious service, symphony con-
cert or operatic production of longer duraticn than 30 minutes.
In such cases the identification announcement shall be made at
the beginning of the program, at the first interruption of the en-
tertainment continuity, and at the conclusion of the program.

“(¢) Such identification announcement need not be made on
the half hour or quarter hours when to make such an announce-
ment would interrupt a single consecutive speech, play, religious
service, symphony concert, or operatic production. In such cases
an identification announcement shall be made at the first inter-
ruption of the entertainment, continuity and at the conclusion of
the program. Provided, that an announcement within 5 minutes
of the times specified in subdivision (2) of paragraph (a) of this
section will satisfy the requirements of identification announce-
ments.

“(d) In the case of variety show programs, baseball game broad-
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casts, or similar programs of longer duration than 30 minutes, the
identification announcement shall be made within 5 minutes of
the hour and of the times specified in subdivision (2) of paragraph
(a) of this section.

“(e) In the case of all other programs the identification an-
nouncement shall be made within 2 minutes of the hour and of
the times specified in subdivision (2) of paragraph (a) of this
section.

“(f) In making the identification announcement the call letters
shall be given only on the channel of the station identified thereby.”

The act also provides in Section 317 that:

« . all matter broadcast by any radio station for which serv-

ice, money, or any other valuable consideration is directly or in-
directly paid or promised to, or charged or accepted by the station
80 broadcasting from any person shall, at the time the same is so
broadcast be announced as paid for, or furnished as the case may
be, by such person.”

This might seem to be a curious and unnecessary re-
quirement, for the average commercial sponsor is more than
willing to identify himself and his product. However, it
was necessary to invoke this provision in at least one case.
A patron of music, president of a small manufacturing
company, sought to further the career of a promising young
tenor with his own personal funds. Time was purchased on
Sunday morning on a limited network, and continuity was
submitted containing no mention of the patron or of any
sponsor. It was not until the president agreed to the use
of his company’s name, just the barest mention possible,
that the program could go on the air.

FCC Political Broadcast Requirements

Radio in recent years has become a vital medium for
politicians during election periods. Time for political
broadcasts is purchased the same as regular commercial
program time is, through the same channels and at the same
costs. Placement of these broadcasts is a lucrative busi-
ness for advertising agencies, but there is always the danger
of alienating other clients of opposing political faiths. Asa
protection to radio stations and to secure equality of treat-




THE AMERICAN SYSTEM 9

ment for all candidates, the Communications Act has
prescribed definite provisions on this subject. These are
summarized in the following excerpt from the Rules:

“83.190a Definitions. A “legally qualified candidate” means
any person who has publicly announced that he is a candidate for
nomination by a convention of a political party or for nomination
or election in a primary, special or general election, municipal,
county, state or national and who meets the qualifications pre-
scribed by the applicable laws to hold the office for which he is a
candidate, so that he may be voted for by the electorate directly
or by means of delegates or electors and who (a) has qualified
for a place on the ballot or (b) is eligible under the applicable law
to be voted for by sticker, by writing in his name on the ballot,
or other method, and (1) has been duly nominated by a political
party which is commonly known and regarded as such, or (2)
makes a substantial showing that he is a bona fide candidate for
nomination or office, as the case may be. .

“83.190b General requirements. No station licensee is re-
quired to permit the use of its facilities by any legally qualified
candidate for public office, but if any licensee shall permit any
such candidate to use its facilities, it shall afford equal opportuni-
ties to all other candidates for that office to use such facilities,
provided that such licensee shall have no power of censorship over
the material broadcast by any such candidate.

“83.190c Rates and practices. The rates, if any, charged all
such candidates for the same office shall be uniform and shall not
be rebated by any means, directly or indirectly; no licensee shall
make any discrimination in charges, practices, regulations, facili-
ties or services for or in connection with the service rendered
pursuant to these rules, or make or give any preference to any
candidate for public office or subject any such candidate to any
prejudice or disadvantage; nor shall any licensee make any con-
tract or other agreement which shall have the effect of permitting
any legally qualified candidate for any public office to broadcast
to the exclusion of other legally qualified candidates for the same
public office.

«§3.190d Records; inspection. Every licensee shall keep and
permit public inspection of a complete record of all requests for
broadcast time made by or on behalf of candidates for public
office, together with an appropriate notation showing the disposi-
tion made by the licensee of such requests, and the charges made,
if any, if request is granted.”
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In May 1941, the Federal Communications Commission
adopted a series of eight new rules applicable to stations en-
gaged in chain broadcasting. These new provisions are
now an integral part of the Commission’s Rules and Regu-
lations for Broadcast Services and have had a marked effect
on commercial broadcasting. They will be discussed fur-
ther in Chapter IV.

Most of the other provisions in the Communications Act
are of vital importance only to a station operator. The
interest of the Commission in broadcasting is perpetuated
through license renewal and by punitive measures reserved
to it in case of infractions of the regulations. Through all
of its operations, the Commission operates constantly as
custodian of the air-waves, checking, prescribing, and
making certain that radio is conducted truly “in the
public interest, convenience and necessity” and that it
performs a definite public service.

An excellent definition of ‘“public service”” has been
offered by Station KOIN, Portland, Oregon: ‘‘the successful
communication of local and national ideals (economic,
social, and cultural) according to the peculiar needs of each
station’s listening audience. It is democratic in function,
free from bias, or selfish interest, and inseparable from
every phase of station operation.”

Growth of Radio Stations and Set Ownership

This process of developing the tremendous force of broad-
casting into an effective advertising medium, while still
serving the public interest, has been the story of the business
side of radio for the past twenty-five years.

Most of the first commercial broadcasting licenses were
issued to amateurs, schools, and churches. The amateurs
were technicians, “hams,” if you will, who were interested
in radio from an engineering and experimentation stand-
point. They were men of imagination and vision, as was
Alexander Graham Bell, but they looked upon broadcasting
only as a new and improved means of communication.
They could be forgiven if they did not see in their head-
phones, hand-cranked generators, and crystal sets today’s
gigantic structure of broadecasting. Schools acquired radio
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stations for experimentation and study, and churches ac-
quired them to broadcast their sermons. Transmitters
were set up in barns, outbuildings, and other generally idle
places. The material that was broadcast was mest unin-
teresting, but it was the fact that it could be heard through
the ether without wires that was important.

On election day in 1844, James Polk and Henry Clay
were the rival candidates for President of the United States.
Eight days after the election, the New York Evening Post,
on the basis of incomplete returns, reported that James
Polk had been elected. On election day 1920, listeners to
Station KDKA, Pittsburgh, learned that evening that
Warren G. Harding had defeated Governor James Cox in
that day’s Presidential election. On election day evening
in 1944, 100,000,000 listeners in the United States and
throughout the world learned that President Roosevelt had
been elected for his fourth term, over Governor Thomas
Dewey.

An interesting commentary on the effect of radio listening
upon the course of American politics is seen in the following
correlation of radio sets owned and ballots cast in Presiden-
tial election years, prepared by Robert J. Landry in This
Fascinating Radio Business.*

Election Radio Sets Owned Ballots Cast
1920 Negligible 25,705,340
1924 3,000,000 29,022,260
1928 8,000,000 36,879,440
1932 18,000,000 39,816,522
1936 33,000,000 45,646,817
1940 40,000,000 49,815,312
1944 59,000,000 48,026,170*

_ *1944 ballots cast less than 1940 due to small per-
centage of soldier vote.

These figures do not indicate an inordinately large
number of voters coming of age within each four-year cycle.
They do indicate the rapid growth of set ownership plus the
effect of one of radio’s outstanding nonprofessional person-

¢ Landry, Robert J., This Fascinating Radio Business, page 311. New
York: The Bobbs Merrill Co., 1946.
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alities—the late Franklin D. Roosevelt, who was the vice-
presidential running mate of James M. Cox in the 1920
election.

Immediately following KDKA’s broadeast of the Hard-
ing-Cox returns, the potentialities of the medium began to
evolve in rapid succession. Radio caught on with the
public. People interested in developing it as an advertising
medium began to enter the field either with a new license or
by buying out the original licensees. Some schools and
churches retain their licenses to the present day, but many
transferred them when it became apparent that they could
not fill a sixteen-hour or eighteen-hour broadcast day and
retain the listeners’ interest.

By March 1923, there were 556 radio stations licensed
in the United States. The purchase of receiving sets kept
pace with the increase in stations. Then radio went out to
sell itself as an advertising medium, and advertisers, ever on
the lookout for new and effective means of reaching con-
sumers, began to experiment with it.

4  Broadcasting—The New Advertising Medium

The twentieth century economy of the United States could
not have been written without the functions of advertising.
Individual initiative, imagination, and enterprise, all would
have been lost if the ultimate consumer could not have been
told of industry’s products. All would have been lost if the
ultimate consumer could not have had faith and have
placed his trust in the representations of manufacturers.
Millions of units were produced by mass production; and
they could be sold only by advertising to millions of people
and sold at a cost per unit below any previous dreams.
This represented actual dollar savings to the consumer far
exceeding advertising expenditures. :
Virtually all national advertising in the newspapers and
magazines, on the billboards, on the air, and a high per-
centage of local advertising is prepared and placed through
advertising agencies. The agencies® receive a set 15 per

% Accredited advertising agencies should be distinguished from direct-mail
houses, photo-offset companies, and specialty shops. The established 15 per
cent commission does not apply for these types of advertising services.
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cent commission on the cost of all advertising placed for the
companies they represent. As the advertiser spends, the
agency earns commission. But the commission is not an
expense to the advertiser; it is allowed by the newspaper,
magazine, or radio station in return for the complete
preparation of the advertising by the agency. It would
cost the manufacturer exactly the same amount if he
placed his advertising direct, without benefit of an agency.
This relationship between advertisers and agencies, on the
one hand, and magazines and newspapers on the other, had
functioned flawlessly for years. It was but natural, then,
that radio stations should conform to the same procedure
for broadcast advertising. The advertiser-agency-station
triumvirate ‘was established from the start in the field of
radio.

Then followed years of experimentation, years of trials
and errors. A new advertising medium had been born, and
how to use it to its maximum advantage was the problem of
the day. It was like, but unlike, the old established forms
of advertising. Some of the old concepts and practices
still held and could be transferred, and others could not
possibly be adapted to this new field. National networks
were formed, raising the horizons; and then the networks
joined with the advertisers, agencies, and stations, and
began to chart a true course.

Although many of the original purchases of radio sets
were made because of the novelty appeal, those purchasers
remained to be entertained—and sold! Set ownership rose
and rose, and by January 1948 there were 35,900,000 U.S.
homes with radios.® Many of these owned two, three, and
four sets. By the same date, there were 1,510 domestic
radio stations in the country, exclusive of FM and televi-
sion stations.

After more than twenty-five years, the four interested
parties, radio stations, networks, advertising agencies, and
advertisers, are still working together more closely, perhaps,
than is the case in any other form of advertising. Eloquent
testimony to the success of the business is seen in the annual

¢ CBS Research Department.
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net sale of broadcasting time alone, which totals approxi-
mately $356,000,000.

Paul Porter, upon his appointment as Chairman of the
Federal Communications Commission, said: “I see in
broadcasting a vital "agency for carrying forward our
traditional American policy of free speech and for protecting
and strengthening our system of free enterprise. We are
committed so definitely in the United States to freedom of
speech . . . that there is no vogue for government-owned
radio here. Far more than is generally realized, the radio
executive stands between importunate, short sighted ad-
vocates of this or that, on the one hand, and the general
public on the other. The industry has already perfected
an organization of broadcasters and established canons of
conduct which compare favorably with those of profes-
sional groups with centuries of experience behind them.”




CHAPTER 11
How Big Is Radio?

ALTHOUGH it is difficult to apply any single gauge to
broadecasting and say that radio is “so big,” certain sound-
ings can be taken which will give an accurate definition of
the length, breadth, and depth of the medium. It is known
that there are 53,500,000 home radios and 8,200,000 auto-
mobile radios in use in the United States today. These are
distributed so that there are 35,900,000 homes with one or
more radio sets. Even during war years, surveys showed
that 95 per cent of these were kept in good operating
condition.

This set ownership is not evenly distributed throughout
the United States. While 93 per cent of all U.S. homes
have one or more radio sets, this percentage drops as low as
76.2 per cent in rural-farm areas. A complete breakdown
of set ownership, prepared by.the Broadcast Measurement
Bureau, is shown on pages 16-17.

While these figures by themselves are impressive, when
considered in relation to other national totals they take on
added significance:!

Total U.S. Families............. 37,500,000
Radio Families................. 35,900,000
Automobile Families............. 20,000,000
Bath-tub Families.............. 24,900,000
Telephone Families............. 17,500,000

1 CBS Research Department.
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1946 URBAN, RURAL NON-FARM AND RURAL FARM
Total Urban
Geographic Areas A Radio % Radio
and States Families Radio  Families Families Radio ~Families
New England........ (2,353,000) (96.9) (2,280,000) (1,822,000) (97.9) (1,784,000)
Maine............ 224,100 92.2 206,600 98,700 96.0 94,800
New Hampshire. . .. 135,200 94.2 127,400 79,900 96.1 76,800
Vermont.......... 88,600 93.6 82,900 35,800 97.5 34,700
o Massachusetts. . ... 1,183,400 97.9 1,158,900 1,063,300 98.2 1,044,200
.Rhode Island...... 205,100 97.7 200,300 187,700 97.9 183,800
Connecticut. . ..... 516,600 97.5 503,900 356,800 98.0 349,700
Middle Atlantic...... (7,600,000) (96.9) (7,365,000) (6,022,000) (97.9) (5,897,000)
New York......... 3,759,000 97.6 3,667,000 3,180,000 98.2 3,122,000
New Jersey........ 1,217,000 97.5 1,186,000 1,006,000 97.9 985,000
Pennaylvania...... 2,824,000 95.7 2,512,000 1,836,000 97.5 1,790,000
East North Central... (7,911,000) (95.4) (7,550,000) (5,518,000) (97.4) (5,375,000)
Ohio.............. 2,085,000 95.4 1,989,000 1,476,000 97.3 1,436,000
Indiana........... 1,048,000 93.4 979,000 635,000 96.2 611,000
Illinois. ........... 2,330,000 95.7 2,230,000 1,785,000 97 .4 1,738,000
Michigan.......... 1,596,000 96.4 1,538,000 1,106,000 98.0 1,084,000
Wisconsin. ........ 852,000 95.5 814,000 516,000 98.1 506,000
West North Central.. (3,658,000) (92.0) (3,365,000) (1,916,000) (95.8) (1,836,000)
Minnesota......... 723,500 95.2 689,000 417,500 97.7 408,000
Iowa.............. 682,200 94.5 644,700 343,100 96.4 330,800
Missouri.......... 1,089,400 89.0 969,100 637,500 94.7 603,900
North Dakota. . ... 137,700 93.5 128,800 42,600 96.9 41,300
South Dakota...... 150,600 91.4 137,700 51,700 95.7 49,500
Nebraska.......... 350,800 91.6 321,200 164,200 95.8 157,300
Kansas............ 523,800 90.6 474,500 259,400 94.5 245,200
South Atlantic....... (4,731,000) (80.9) (3,829,000) (2,286,000) (89.0) (2,034,000)
Delaware.......... 81,000 92.6 75,000 44,000 95.5 42,
Maryland......... 563,000 93.3 525,000 355,000 96.3 342,000
District of Columbia 234,000 96.2 225,000 234,000 96.2 225,000
Virginia........... 724,000 81.4 589,000 318,000 90.6 288,000
West Virginia...... 451,000 85.8 387,000 162,000 93.8 152,000
North Carolina. .... 817,000 78.3 640,000 303,000 86.8 263,000
South Carolina..... 455,000 71.2 324,000 160,000 80.6 129,000
Georgia........... 792,000 72.7 576,000 350,000 81.1 284,000
Florida............ 814,000 79.5 488,000 360,000 85.8 309,000
Eagt South Central... (2,718,000) (75.1) (2,040,000) (1,116,000) (85.3) (952,000)
Kentucky......... 688,000 81.0 557,000 286,000 90.9 260,000
Tennessee......... 770,000 79.2 610,000 353.000 87.3 308,000
Alabama.......... 719,000 71.6 515,000 298,000 82.2 245,000
Mississippi........ 541,000 66.2 358,000 179,000 77.7 139,000
West South Central... (3,555,000) (78.8) (2,803,000) (1,751,000) (86.9) (1,522,000)
Arkansas.......... 487,000 72.5 353,000 167,000 83.8 140,000
Louisiana.......... 651,000 734 478,000 326.000 83.7 273,000
Oklahoma......... 571,000 82,7 472,000 274,000 90.5 248,000
Texas............. 1,846,000 81.3 1,500,000 984,000 87.5 861,000
Mountain. . ......... (1,211,000) (88.9) (1,077,000) (606.000) (93.9) (569,000)
Montana.......... 148,400 92.3 137,000 67.600 95.1 64,300
Idaho............. 141,700 92.4 131,000 59,900 95.2 57,000
Wyoming... 73,100 91.4 66,800 32,700 95.4 31,200
Colorado.......... 332,100 914 303,600 196,400 95.3 187,200
New Mexico. ...... 133,400 73.5 98,000 56,000 83.9 47,000
Arizona 169,800 82.4 139,900 70,800 89.8 63,600
Utah.............. 166,700 95.9 159,800 102,800 97.4 100,100
Nevada 45,800 89.3 40,900 19,800 93.9 18,600
Pacific. ............. (3,863,000) (95.5) (3,689,000) (2,711,000) (96.9) (2,628,000)
Washington........ 867,000 94.5 630,000 397,000 95.7 380,000
Oregon............ 412,000 93.7 386,000 227,000 96.0 218,000
California. . ....... 2,784,000 96.0 2,673,000 2,087,000 97.3 2,030,000
United States Total... 37,600,000 90.4 33,998,000 23,748,000 95.2 | 22,597,000
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OWNERSHIP BY GEOGRAPHIC AREAS AND STATES

Rural-Non-farm Rural-Farm:
Geographic Areas % Radio o Radio
and States Families Radio Families Families Radio Families
New England........ (414,000) (94.4) (391,000) (117,000) (89.7) (105,000)
Maine............ 90,400 90.4 81,700 35,000 86.0 30,100
New Hampshire.... 41,400 92.0 38,100 13,900 89.9 12,500
Vermont.......... 33,000 924 30,500 20,000 88.5 17,700
Massachusetts. . ... 98,000 96.0 94,100 22,100 93.2 20,600
Rhode Island. ..... 14,900 95.3 14,200 2,500 92.0 2,300
Connecticut. . ..... 136,300 97.1 132,400 23,500 92.8 21,800
Middle Atlantic...... (1,208,000) (94.4) (1,140,000) (370,000) (88.6) (328,D00)
New York......... 422,000 95.5 403,000 157,000 90.4 142,000
New Jersey........ 180,000 95.6 172,000 31,000 93.5 29,000
Pennsylvania...... 606,000 93.2 565,000 182,000 86.3 157,000
East North Central... (1,350,000) (92.7) (1,251,000) (1,043,000) (88.6) (924,D00)
Ohio.............. 362,000 92.5 335,000 247,000 88.3 218,000
Indiana........... 220,000 914 201,000 193,000 86.5 167,000
Illinois. ........... 324,000 91.7 297,000 221,000 88.2 195,000
Michigan.......... 282,000 94.7 267,000 208,000 89.9 187,000
Wisconsin......... 162,000 93.2 151,000 174,000 90.2 157,000
West North Central . . (787,000) (89.8) (707,000) (955,000) (86.1) (822,000)
Minnesota......... 132,200 92.5° 122,300 173,800 91.3 158,700
Iowa.......coounnn 153,200 92.6 141,900 185,900 92.5 172,000
Missouri.......... 203,500 86.1 175,200 243,400 76.5 190,000
North Dakota. .. .. 41,400 91.5 37,900 53,700 92.4 49,500
South Dakota...... 43,900 89.1 39,100 53,000 89.3 49,100
Nebraska.......... 84,700 89.7 76,000 101,900 86.3 87,900
Kansas............ 128,100 89.5 114,600 136,300 84.2 114,700
South Atlantic....... (1,272,000) (80.3) (1,021,000) (1,173,000) (66.0) (774,800)
Delaware.......... 25,000 92.0 23,000 12,000 83.3 10,000
Maryland. . ....... 150,000 90.7 136,000 58,000 81.0 47,000
District of Columbia — —_ — — —_ —
Virginia........... 199,000 80.4 160,000 207,000 68.1 141,000
West Virginia...... 192,000 84.9 163,000 97,000 74.2 72,000
North Carolina..... 221,000 80.5 178,000 293,000 67.9 199,900
South Carolina..... 129,000 76.0 98,000 166,000 58.4 97,600
Georgia........... 177,000 74.6 132,000 265,000 60.4 160,000
Florida........... o 179,000 73.2 131,000 75,000 64.0 48,000
East South Central. .. (589,000) (76.1) (448,000) (1,013,000) (63.2) (640,000)
Kentucky......... 172,000 79.7 137,000 230,000 69.6 160,000
Tennessee......... 159,000 79.2 126,000 258,000 68.2 176,000
Alabama.......... 164,000 72.6 119,000 257,000 58.8 151,000
Mississippi........ 94,000 70.2 66,000 268,000 57.1 153,000
West South Central. .. (764,000) (76.8) (587,000) (1,040,000) (66.7) (694,000)
Arkansas.......... 106,000 72.6 77,000 214,000 63.6 136,600
Louisiana.......... 146,000 71.2 104,000 179,000 56.4 101,000
Oklahoma ......... 127,000 78.7 100,000 17G,000 72.9 124,000
Texas. ............ 385,000 79.5 306,000 477,000 69.8 333,000
Mountain. .......... (362,000) (85.6) (310,000) (243,000) (81.5) (198,000)
Montana 44,400 90.8 40,300 36,400 89.0 32,400
Idaho............. 39,500 90.6 35,800 42,300 90.3 38,200
Wyoming 23,100 90.0 20,800 17,300 85.5 14,500
Colorado 78,900 86.8 68,500 56,800 84.3 47,900
New Mexico....... 42,600 68.8 29,300 34.800 62.4 21,700
Arizona........... 69,700 81.6 56,900 29,300 66.2 19,400
Utah.............. 42,800 94.2 40,300 21,100 91.9 19,400
Nevada........... 21,000 86.2 18,100 5.000 84.0 4,200
Pacific. ............. (787,000) (92.9) (731,000) (365.000) (90.4) (330,000)
Washington........ 173,000 93.1 161,000 97.000 91.8 89,000
Oregon............ 111,000 91.9 102,000 74,000 89.2 66,000
California......... 503,000 93.0 468,000 194,000 90.2 175,600

United States Total... 7,533,000 87.4 6,586,000 6,319,000 76.2 4,815,000
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The chart on page 15 shows the penetration of radio into
American family life. Actually, except for the very poor
and a small number of cranks who just plain do not want to
own a radio set, everybody owns a radio. The non-owners
do not represent an appreciable market for the goods
advertised on the air.

It is interesting to compare set ownership in the United
States with that in other countries. On the basis of the
latest available figures (1941), the totals were:

Germany............. 14,965,048 radio sets
USSR................ 10,551,361 ¢
Great Britain......... 9,132,200 «
Japan................ 5,369,808 “  «
France............... 5,133,035 ¢« ¢

The vast set ownership in the United States bespeaks
intense listener interest in broadecasting. Fortune magazine
found this to be true. In a survey, it established that
radio ranked first, over all other forms of entertainment—
ahead of movies, magazines and books, hunting and
fishing and sports events, and newspapers. And Fortune
found, also, that for no group of people, by class or occupa-
tion, or by age or sex, was the vote less than 70 per cent for
giving up the movies rather than the radio.?

These facts were confirmed six years later in a survey
made by the University of Denver in which the question
was asked: “If you had to give up either going to the
movies or listening to the radio, which one would you give
up?n 3

The results showed:

Give up movies. . ........... 8497,
Giveupradio............... 119,
Don't know................. 5%

In the same year, book publishers engaged the Psycho-
logical Corporation to conduct a survey of the percentage of

2 Fortune Magazine Survey, 1939.
3 Lazarsfeld, Paul F. and Field, Harry, The People Look at Radio, page 101.
University of North Carolina Press, 1946.
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time people devote to reading, movie-going, and listening
to the radio.* The survey showed:

8% of time devoted to reading books
119, of time devoted to reading magazines
119%, of time devoted to movie-going
21%, of time devoted to reading newspapers
49%, of time devoted to listening to radio programs
(1009, = time devoted to reading, movie-going and listening)

News by Radio

Radio looms large as a medium for disseminating news.
It has been a long time since the newsboys’ cries of “Extra!
Extra!” have been heard on the streets; and radio is to
blame. An important bulletin is now flashed from coast
to coast before it would be possible to stop the presses and
insert the news in the next edition.

In the early years of broadecasting, controversies raged
between newspapers and radio. So intense did these
become that broadcasting set up its own world-wide
news-gathering service during a period when established
agencies refused to supply material for broadcast purposes.
The march of progress eould not be denied. The essence
of good reporting is timeliness, a ‘“‘scoop’ if possible, and
radio could ‘“publish” the news faster than newspapers
could. Just as the linotype speeded up publication, so
radio supplied the next advance. Soon these differences
were composed, to the very evident relief of a number of
newspaper-owned radio stations; and today the major news-
gathering services are available to stations, networks, and
newspapers alike.

During the war years when battle lines literally changed
hourly, listeners found the greatest service in radio news.
In November 1942, a survey made in ninety-five localities
to provide an accurate cross-section of the urban United
States asked:

“Where do you get most of your news about the War: from
talking to people; from the newspapers; from the radio?”

¢ Link, Henry C. and Hopf, Harry A., People and Books, page 113. Beok
Manufacturers Institute: New York, 1946,
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The answers:

Radio..................... ..., 739,
Newspapers..................... 499,
Talking to people................ 5%,

Note: These figures total to more than
1009, as many people gave two sources.®

In some quarters, it was felt that this situation would
not hold in post-war years; yet, a survey made on a nation-
wide basis in the spring of 1946 got the following answers to
two questions:®

1. “Where do you get the most of your daily news about what
is going on—from the newspapers or the radio?”’

619, replied Radio
359, replied Newspapers
49, replied “Don’t know”’

2. “Which gives you the fairest, most unbiased news—the news-
papers or the radio?”’

579, replied Radio
169, replied Newspapers
279, replied “Don’t know”

Yet the same study showed that more people depend on
newspapers for their ‘“most complete news.”

News broadcasters do not editorialize as newspapers do,
and no political party lines are drawn. There is no Re-
publican network or station, and there is no Democratic
network or station. Radio keeps its eye focused on serving
“public interest, convenience and necessity.” It reports
facts, explains them, and remains free from prejudice.
When controversial issues are involved, comparable air
time is given free to the opposing factions, or a debate is
scheduled in which both sides of the issue can be presented.

5 Psychological Corporation Survey, November, 1942,
¢ Lazarsfeld, Paul F. and Field, Harry, The People Look at Radio, page 100.
University of North Carolina Press, 1946.
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Cost of Radio Listening

Radio in this country is unhampered by any license fee
or annual tax. It has been reported that, during the taking
of the 1930 Census, radio set owners in one section of the
country actually hid their sets and took down their aerials
when the census-taker was due. They had received an
erroneous report that the government was about to impose
an annual license fee and that it was compiling a list of
taxable persons as part of the census. It is highly improba-
ble that any such fee will ever be enacted, but there is an
indirect annual fee for radio which, in advertising parlance,
could be termed the “annual subscription rate.” It is the
highest of any advertising medium, and can be computed
from Radio Retailing’s estimates of U.S. consumer expendi-
tures in 1941 as follows:

Forradiosets................ $500,000,000
For tubes and repairs. . ....... 98,000,000
For servicing. . . ............. 75,000,000
For current and batteries. ... .. 220,000,000
Total cost of listening......... $893,000,000

This total divided by the total number of radio families
shows that the average yearly listening cost is $29.47.
Even this voluntary expenditure is a cheap price for the
hours of entertainment, education, and news received in
return.

Extent of Radio Set Use

The saturation of set ownership is meaningless if the sets
are simply owned and not listened to. Manufacturers
would not be interested in broadcasting as an advertising
medium if there were not some evidence as to the extent of
use. Numerous surveys have been made to determine this
all-important factor. One of the most comprehensive and
reliable of these has shown that 28,957,500 U.S. families use
their ‘radios every day: 89.8 per cent of all U.S. urban
families listen every day for an average of 3 hours and 50




22 HOW BIG IS RADIO?

minutes, and 86.8 per cent of all U.S. rural families listen
every day for an average of 3 hours and 26 minutes.”

This same survey has shattered a mistaken impression
of radio listening. It has been held that the bulk of the au-
dience comprises the middle and lower income groups which
could not afford other types of paid entertainment. This
survey shows that the difference in listening time between
the highest and lowest income groups is less than a quarter
of an hour a day. The upper income group listens 3 hours
and 36 minutes daily, the middle income group 3 hours and
37 minutes daily, and the lower income group 3 hours and
50 minutes daily.

For all of these groups, it is so easy to listen to the radio,
1t’s so much fun to listen, and there is so much to listen to,
because everybody and everything that interests people is
on the air. That, too, is why advertising is on the air.
Where there are people, there also is advertising.

4 Use of Broadcasting by Product Types

One of the best gauges of broadeasting is the extent to
which it has been used. This experience is particularly valid
when it comes from America’s 100 leading advertisers—the
country’s most experienced advertisers, with the biggest
stake in advertising. Each year since 1931 these adver-
tisers have increased both their total budget in network
radio and the percentage of their total budget earmarked
for network radio.

In ten years this expenditure rose from $45,193,326 in -
1936 to $154,895,211 in 1946—a 243 per cent increase.
And in 1946 these advertisers placed more advertising in
network radio than in any other medium ($141,209,323 in
magazines and $53,507,000 in newspapers). The share of
their total budget spent in network radio rose from 18
per cent in 1936 to 44 per cent in 1946.

These figures were not compiled by two or three special
types of advertisers for whom radio is particularly effective.
It is interesting to note the breadth of use of the medium

7 Nielsen Radio Index Average projected to total U.S. radio homes by CBS
Research Department.
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and the wide diversity of products which compose the
whole.

s Food advertising has always been the bellwether for all
advertising and one of the best indexes to the vitality of
any advertising medium. Food advertisers today invest
7 per cent more money in network radio for time alone,
exclusive of talent, than they do in all general magazines,
and almost three times as much as they spend in women’s
magazines.

Soap is another low unit-cost produet with universal
demand. The success of the business is dependent upon
volume and more volume. The leading soap manufac-
turers have increased their purchases of network radio
from $6,122,092 annually to over $27,673,497 annuaily
from 1936 through 1946. Mr. Neil H. McElroy, vice-
president in charge of advertising and promotion of the
Procter and Gamble Company, has said:

¥ “Radio advertising has had a tremendous growth in this coun-
try at the same time that magazine and newspaper advertising
have failed to keep pace. To my mind there is one reason for
this; that is that radio demonstrated its ability to give to a larger
number of advertisers more sales per dollar of advertising ex-
penditure.”

Cigarette and tobaceo advertising on the networks
showed an equally steady increase from approximately
$12,000,000 in 1939 to over $16,000,000 in 1946.

The drug and cosmetic industry showed the same
marked increases, year by year, from a total annual ex-
penditure in 1939 of $22,425,000 to over $60,000,000 in
1946.

Soaps, cigarettes, and drugs and cosmetics are low-cost
consumer products. The question has often been asked if
radio could sell high-priced products. A leading linoleum-
rug manufacturer first tested radio in 1938, switched to
network radio in 1941, and since that date has spent the
entire advertising appropriation for that product, in
broadcasting.
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Fine silverware is an expensive product, and visual
presentation of design had always been considered a pre-
requisite for successful silverware selling. Yet one manu-
facturer dared to use radio, and he has this to say about the
results:

“Radio has sold so much silver that we are able to trace the
specific effect of our program on our business, a very difficult
thing to do in the silverware industry. Our business increased
very appreciably on the combinations we featured in the broad-
cast, expensive combinations, retailing at $59.50 and $89.50.”

A good mechanical pencil or fountain pen is not a low-
cost purchase. But one manufacturer began advertising
over network radio, and in four years trebled his sales and
his expenditures for radio time; then he added a second and
a third network program.

Automobile manufacturers, when they have cars to sell,
have been one of radio’s most consistent groups of cus-
tomers. Expenditures from 1942 through 1946 by this
industry were meaningless, although some manufacturers
continued broadcasting without interruption throughout
the war years. During 1947 and 1948 there has been an
increasing use of radio by automobile manufacturers, and
this trend will undoubtedly continue as more cars leave the
assembly lines and the former competitive factors in this
field reappear.

Case history after case history has proved that radio can
sell any. product, whatever its price or repurchase cycle, at
least as effectively as any other advertising medium.

From 1941 through 1945, radio displayed a new charac-
teristic, the ability to do an outstanding public relations
job. During that period, many advertisers whose produc-
tion was 100 per cent war work used broadcasting to keep
contact with their past and future markets. And these
were companies which made tires, watches, electrical ap-
pliances, housing materials, radio sets, and other high-
priced products. It is small wonder, then, that the history
of advertising in the past fourteen years can be told in the
four curves on the graph on the page opposite.
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Distinctive Characteristics of Radio Advertising

There are reasons why radio has been so successful in so
short a time. The size of the audience alone cannot
explain it, for radio’s circulation today is the result, not the
cause, of radio’s effectiveness. And there are reasons for
radio’s effectiveness apart from size.

It has been pointed out that many of the established

precepts of advertising could be transposed in their entirety
to the broadcasting medium. But when it came to using
copy on the air—the commercial announcement—it was
necessary to build a completely new concept of the sales
message because of the wide, new possibilities that spoken
advertising offered.®There are many ways in which radio
advertising differs from space advertising, and there are
many characteristics which radio possesses that no other
advertising medium can offer. Although the exploitation
and proper application of these characteristics in the
broadcasting campaign rests with the creative side—the
producing end of the industry—they should be understood
and recognized by everyone engaged in radio.
4 Only in radio does the advertiser get, full credit for edi-
torial content; the entertainment is provided by him, and
not by the medium. In magazines, the entertainment is
planned by an editorial board; in newspapers, the features
and editorial policy are prescribed by the editor. The
advertiser has no voice in their selection; he buys his space
on his faith in the consistency with which the publication
hits the bull’s-eye of public acceptance. Tragedy, farce,
mystery, horror, or scandal may face a particular advertise-
ment, whatever the mood of the advertisement or the need
filled by the product advertised. The extra dividends
paid by this factor of good will, that is, direct gratitude for
the entertainment received, do not accrue to the advertiser.
They go to the magazine or newspaper.

In radio, this good will and gratitude are a distinect plus
to the advertiser, for there he can make certain of the
selection of the editorial frame and mood which will
surround his own -particular sales message. He is his own
editorial board and editor. He selects the entertainment
which he considers most attractive to the listening audience
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and best adapted to carry his commercial announcements.
He can select comedy, mystery, drama, music, or news to
meet the requirements of his copy. The listening audience
knows that the choice has been his; and good will is built
primarily for the advertiser, not for the network or station.

It should not be inferred that this latitude in program
selection is an unmixed blessing for the advertiser. As the
credit for a popular program accrues to him, just as surely
the censure or blame for an unpopular or distasteful pro-
gram is entered on the wrong side of his ledger. There
have been grievous program failures in radio advertising,
grievous failures on either or both of two counts: (1) failure
to attract an audience, and (2) failure to sell goods. In-
telligence, study, and caution are three guides for any
advertiser in selecting a program for his broadcast series.

Radio offers certain techniques not available in any
other medium for “stepping up” the sales message; and the
most outstanding one is the use of the human voice, with its
impact, inflections, conviction and warmth. There are nu-
merous ways of using the human voice to achieve effective
selling. Some of the most successful of these have been:

1. Flesh and blood dramatizations which make an indeli-

ble impression on the listening audience.

2. Authoritative statements made in person by the quoted

authority directly into the microphone.

3. Testimonials delivered directly by persons who have

used the product.

4. The sales message delivered by the star, with all the

impact of his personality.

It is important to note -that the spoken word is more
effective in many ways than the written word. Carl Van
Doren, noted author, has said: “For most of us spoken
words mean more than written words. The best thing to
do with any great book is to read it, but not everybody
knows how to the best advantage. What we need is to
hear the book read aloud, or at least to hear the characters
speaking. Hearing them, as on the radio will do very well.
We depend on our ears more than we often realize. Some
day when you’re at a play or a motion picture, try first
stopping your ears and merely looking; and then, closing
your eyes and merely hearing. You'll almost certainly
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find that you’ll miss more when you only look than when
you only hear.”’s '

An eighteen-month study, made by Harvard University,
produced some interesting conclusions:?

1.

Straight facts are better understood and more interesting
when heard over the radio than when read on the printed

page.

. Narrative and abstract material, political talks, and exposi-

tions are better understood and more interesting when heard
over the radio than when read.

After twenty-four hours, people recall advertising trade names
better when they have been heard than when they have been
read.

. Numbers and simple words are remembered better when pre-

sented over the radio, but difficult and unusual words are re-
membered better when presented visually.

. Sentences, short or long, simple or complex, are recalled bet-

ter when heard over the radio than when read.
People remember directions better and understand them more
readily when they hear them than when they read them.

. The human voice tends to make auditory presentations more

personal, and greater attention must be given to printed than
to spoken material.

. Material presented over the radio has greater power of sug-

gestion than material on a printed page.

But aside from the findings of such detailed studies, of
which this Harvard report is but one of many, there is
another, simpler explanation for the advantage the ear has
over the eye in the presentation of words, and that is—use.
We learn to talk long before we learn to read. All through
our lives we spend triple the time listening and talking that
we spend reading and writing:!°

Time spent writing. ......... 9%
Time spent reading.......... 169,
Time spent talking. . ........ 30%
Time spent listening . ........ 15%

8 “American School of the Air” broadcast on Columbia Broadcasting S}.'s-
tem, March 1945.
s Harvard University Experiments on Visual vs. Auditory Presentation,

1935.

10 CBS Research Department.




HOW BIG IS RADIO? 29
and the Spoken

Richard Evans, in his recent book,
Word, says:!!

“A generation grows up listening and thus there has been im-
pressed upon us an unforgettable awareness of the sacred trust of
radio in its influences upon the lives of us all. Thoughts are made
and modified by it, and lives are thereby much affected by its uses
and misuses. Of this we have been ever mindful on the air . . .”

A recent survey made by Professor Guy T. Buswell of
the University of Chicago, published in Editor and Pub-
lisher, indicates that most adults have trouble reading.
After studying the reading habits of 1,000 adults, Professor
Buswell found that only about one-sixth of the adults read
as well as the average high school student. Furthermore,
about 40 per cent of the adults do not have better than the
average reading ability of a child in the sixth grade.

People listen to radio together, collectively, in groups;
and this has important results. Psychologists hold that a
person feels, thinks, and reacts very differently when he is
alone from the way he reacts when he is part of a “sympa-
thetic”’ group; this is a fact of group psychology. You
might be watching the funniest farce on Broadway. If you
were the only person in the theatre, the comedy would have
a tough time making you laugh. But when you are with
other people, it is different. You share the humor and
receive mutual enjoyment from it; the response of each
member of the group is greater, because response is infec-
tious.

People laugh more when they are together, respond
more when they are together, are persuaded more easily
when they are together, than when they are alone. When
entire families listen to radio programs together, millions of
family conversations are started by the program, which go
on and on until the product being advertised is purchased.
Radio gets the advertiser to the entire purchasing-board of
the family at one time.

It is not only in the evening, when the whole family is
listening to a program, that radio is heard at a particularly

1t Harper & Brothers, New York, 1945,
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auspicious time. In the daytime, radio delivers advertising
to the housewife at the point of use and at the right time.
Perhaps she is cleaning a clogged drainpipe; perhaps her
wash has just come out tattle-tale gray; perhaps the young-
sters have just implanted sticky fingerprints on the white
woodwork. What better time to tell her the solutions to
her vexing household problems!

Radio programs create habits of attention and ex-
pectation unique in advertising. People know that they
can find their favorite radio programs at a fixed time and at
a fixed place on the dial. They actually anticipate and
seek out advertising on the air. Indeed, radio often creates
for the individual advertisement a ‘“‘preferred position’ in
the very lives of millions of prospects, day after day and
week after week.

The copy used in radio functions differently from that
used in other advertising media, and this must be borne in
mind during its preparation, in order to agchieve maximum
effectiveness. Every line of radio copy is a headline be-
cause it is, at the moment, without competition from any
other part of the advertisement or any other editorial fea-
ture on the same “page.”’

By exposing one line at a time, radio gets maximum
attention on each selling point in sequence. Copy always
comes at a carefully prepared psychological break in the
program, and it never breaks into the middle of anything
else except by design.

Radio actually makes it easier for the listener to hear the
copy than to avoid hearing it. To avoid copy on the air,
the listener must do something about it—turn the dial. But
he knows the show will be back in a jiffy—so why bother?
This is particularly true if the copy has a touch of charm,
interest, or humor, or is intimately woven into the enter-
tainment.

Commercial announcements have only one job to do and
that is to sell. The selling message is always allowed to
concentrate on the product after the program has brought
the crowd to the copy. In effect, the sales-message is
placed directly on the front page, side by side with editorial
content in which the audience is most interested.
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Broadcast advertising is in step with the pronounced
trend in all advertising to use copy long enough to do the
job required of it. Radio gives the sponsor the opportunity
to use three advertisements in one. In a half-hour pro-
gram, for example, there are generally three commercial
announcements—an opening, a middle, and a closing. The
advertiser may develop three entirely different themes for
his product in these three announcements, or he may
advertise three separate and distinct products which he
manufactures, all on the same broadcast.

These are some of the reasons why advertisers have
encouraged the development of the new broadcasting
industry. By understanding and judicious use of its appeal
to listeners, they have built America’s No. 1 advertising
medium. Perhaps it was summed up best by General
Eisenhower, upon his first return to this country after V-E
Day, when he said: “We have long been in countries
where we didn’t understand the language, and later when
we were in Germany, not only were we unable to understand
the language, but the faces were hostile and sullen. You
don’t know what it means to hear language that clinks
sweetly in our ears, to hear commercials on the radio and
all in all it means America to us.”




CHAPTER III

Elementary Engineering Facts

BROADCASTING, stripped to its elements, is essentially
an engineering phenomenon which has literally galloped
from one miraculous achievement to another since the
first successful demonstration of wireless by Marconi in
1895. The development has been rapid; and the forecast
for the future in the whole field of broadcast engineering
and electronics is staggering. Volumes have been written
and can be written for the scientific-minded on the advance-
ments and progress in the field, but there are certain el-
ementary facts and basic concepts which should be under-
stood by everyone concerned with the use of broadcasting
as an advertising medium. They explain the licensing
procedure of radio stations, coverage, and day-to-day op-
eration of both individual stations and national networks.

The broadcasting spectrum can be visualized as a rainbow
in the ether, an arc marked out into well-defined segments
assigned to specific broadcast services. There are indi-
vidual segments, or bands, for AM (amplitude modulation)
broadcasting, FM (frequency modulation) broadcasting,
international high frequency broadcasting, relay broadcasts,
television and facsimile, as well as for the nonbroadcasting
services such as ship, aviation, government, emergency,
amateur, commercial radiotelegraph and radiotelephone,
and experimental services. '

Formerly, commercial broadcasting was limited to the
AM band from 550 to 1600 kilocycles. This is the radio
dial as we know it on home receiving sets. Most sets are

32
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numbered in frequencies from 55 (550 kilocycles) to 160
(1600 kilocyecles).

Commercial broadcasting is now also authorized in the
FM band, a more recently developed system for broad-
casting sound programs for public reception. In addition,
commercial broadcasting is authorized for television and
international high-frequency broadcasting, and we may
expect in the future that facsimile may be authorized as a
commercial broadcast service.

All AM standard broadcast stations within the United
States are assigned specific operating frequencies, called
channels, between 550 and 1600 kilocycles. The channels
are assigned at 10 ke. intervals, there being 106 channels
available between 550 and 1600 ke. There are three gen-
eral classifications of channels: (1) clear, (2) regional, and
(3) local.

There are fifty-nine clear channels assigned, primarily,
between 640 and 1220 kec., and between 1500 .and 1580
ke. Each of these channels is virtually an exclusive as-
signment at 50,000 watts power, and if another station does
operate on the same frequency, it is widely separated
geographically. Some of the clear channels are used
jointly with bordering countries.

There are forty-one regional channels assigned, in gen-
eral, between 550 and 630 kc., between 910 and 980 ke.,
and between 1250 and 1600 kc Regional stations operate
on lower power, generally 1000 or 5000 watts, and the
frequency assignments are not exclusive. More than one
station operates on the same frequency, and it is not
necessary to separate them as widely, geographically, as
in the case of the higher-powered clear-channel stations.
Directional antennas are generally used by regional stations
to minimize mutual interference.

There are six local channels, as follows: 1230, 1240, 1340,
1400, 1450, and 1490 ke. Stations on local channels oper-
ate with the lowest power, 100 or 250 watts, and many sta-
tions can be accommodated on the same frequency within
. rather close geographic limits.

The frequency and power granted to a Qtatlon at the time
it is licensed must be rigidly adhered to at all times and

~
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stations are subject to regular check by FCC monitoring
stations located in various sections of the country.

The four basic technical requirements for a station to
start operating on its license are studios, control room,
transmitter, and antenna. The studios provide a place to
originate broadcasts, the control room monitors and bal-
ances them and passes them along to the transmitter. The
transmitter converts them to electrical impulses and passes
them along to the antenna for dissemination into the ether.

Actually, it is the microphone (or microphones) in the
studio that is the door through which broadcasts pass to the
outside world. The microphone is the standard symbol for
broadcasting in all lands. It is this instrument which picks
up the voice, music, and other sound impulses, converts
them into electrical impulses, and starts them on their
journey through the control room to the transmitter and
antenna by special wires.

The transmitter generates a powerful carrier wave to
serve as a river on which the sound waves from the micro-
phone sail to the receiving sets in individual homes through-
out the coverage area of the station. The antenna governs
the direction of the flow of this river.

The type of transmission most widely used today is AM,
or Amplitude Modulation transmission. Because of the
rapid increase in the use of a different type of transmis-
sion, Frequency Modulation transmission, employed in FM
broadcasting, it is essential to know the difference between
these two types of transmission.

A carrier wave is a steady signal of radio frequency
energy, which, to make a crude analogy, may be likened to a
steady whistle, a fire whistle for example. The whistle
has a given pitch (frequency) and is of a given intensity
(amplitude). The radio frequency signal, however, has a
much higher frequency (expressed in kilocycles) and its
amplitude is determined by its power. The audio signals
which have been converted into electrical impulses may be
coupled to the carrier wave by fluctuating or varying either
the amplitude or frequency of the carrier wave. This
process of imparting the characteristics of the audio
impulses to the carrier wave is called modulation. If the
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amplitude, or power, of the carrier wave is varied, it is
known as amplitude modulation; if the frequency is varied,
it is called frequency modulation. In either case, the car-
rier wave is generated by the transmitter and, after being
modulated, it travels over special wires, known as trans-
mission lines, to the antenna or radiating system. The
antenna radiates the energy into space where it travels at
the velocity of light—approximately 186,000 miles a sec-
ond—to the receiving antenna.

The antenna is a familiar sight in the American country-
side. It is a steel tower with the streamlined thinness of
Cleopatra’s Needle, hundreds of feet high, and usually
illuminated at night with red lights af varying levels as
protection to aircraft. The height of the tower bears a
relationship to the frequency on which the station is licensed
to operate. Antenna towers may be built any height, but
are more efficient as their physical length, relative to the
wave length at the operating frequency, is increased to,
and even exceeds, one-half wave length. Thus for a com-
parable efficiency of radiation, a station operating at a
low frequency (long wave length) must employ an antenna
of much greater physical length than a station operating
at a high frequency (shorter wave length). If a station
operates on a frequency of 1000 ke., the wave length is 300
meters, or 984 feet. A half-wave tower would then be ap-
proximately 492 feet high.

Very few stations combine their studios and transmitter
and antenna tower at the same location, and for very prac-
tical reasons. The studios should be centrally located in
a city with easy access for the vast number of actors, musi-
cians, announcers, commentators, and speakers who appear
before the station’s microphones in the course of a year.
Generally all business and sales operations are also con-
ducted from the studio location.

For purposes of location, the transmitter and antenna can
be considered as a single unit because of their close physi-
cal proximity. In the area immediately surrounding the
antenna, the radiated energy is very strong and may
“blanket’’ the listeners’ receiving sets. It is necessary to
minimize this type of listener interference; for this reason
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the more powerful stations must be located in sparsely
populated areas. The FCC will not permit a powerful
broadcast transmitter to operate in a heavily populated
area.

To produce maximum results, the location and instal-
lation of the antenna should be located on ground hav-
ing good conductivity. Because sea water has excellent
conductivity, many stations on the Atlantic and Pacific
coasts have found it advantageous to locate their antenna
systems in salt water itself, or in marsh lands closely
adjacent. By so doing, the radiated signal gets off to a
strong start.

In installing an antenna system, it is essential that a good
ground system be provided. This ground system consists
of miles of copper wire buried six to twelve inches deep over
an area of many acres. In most cases the ground-system
wires radiate like spokes of a wheel from a hub at the base of
the antenna.

Ground Wave and Sky Wave

The signal radiates from the antenna system in all direc-
tions; the wave which travels along the ground is called the
ground wave, and that which travels into space is called
the sky wave. The conductivity of the ground between the
transmitter and the receiver has an important bearing on
the transmission of the ground wave. This factor, in
combination with the power and frequency of the station,
determines the effective coverage area of the transmitter.
If the conductivity of the soil is poor, the range of the
ground wave is reduced. Soil that is dry, sandy, and rocky
generally has poor conductivity. Soil that is wet and
marshy, or consists of rich moist loam, has good con-
ductivity.

The ground wave remains constant in both daytime and
nighttime broadcasting. The sky wave, on the other hand,
radiates upward into space and is greatly affected by con-
ditions in the upper atmosphere. These conditions are
different-during the day from what they are at night. The
sun’s rays produce layers of ionization in the upper atmos-
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phere. During the daytime, this ionization is quite in-
tense, and the effect of the lower layers of ionization is to
absorb a great portion of the sky-wave radiation at broad-
cast frequencies. Even though subsequent higher layers
reflect, or bend this energy back towards the earth, the
amount of absorption by the lower layers is so great that the
sky wave is dissipated and serves no further useful purpose.
On the other hand, at night, when the sun’s rays are not at
work in this region of the atmosphere, much of the ioniza-
tion disappears and the lower or absorbing layers are not
present. With this hindrance removed, the sky wave
travels to the higher reflecting layer, where, unimpeded,
it is turned back to earth at some point far distant from the
original transmitter. This explains why the radio listener
must always wait for night to hear that “distant” station.

In the daytime, the receiving set picks up only the ground
wave of the radio station. At night, however, reception of
the sky waves is satisfactory at a distance far greater than
is possible for the ground wave, which continues to go only
as far as it did in the daytime.

Therefore, it can be stated generally that a radio station’s
coverage, when using the same power, is greater at night
than in the daytime. From a practical standpoint, this is
true only of the clear-channel stations operating on ex-
clusive frequencies. For the regional and local channels
it is not true. Although the extent of coverage of each of
these stations operating on the same frequency is mechan-
ically greater at night, it cannot be realized by the stations;
for it results in a curious mixture of numerous sky-wave
signals in many areas, as well as a mixture of the sky waves
with the ground wave. Where there is insufficient geo-
graphic separation between stations in these channels,
they must operate on reduced power at night. This
reduces the overlap of signals on the same frequency (the
same spot on the listener’s dial). By reduction of the
power at night, the strength of the ever-present ground
wave is also reduced, so that many regional and local
stations actually cover less territory at night than they do
in the daytime.
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Directional Antennas

A phrase frequently used in discussing radio station an-
tennas is ‘“‘directional antenna.”

The primary use for a directional antenna system is to
prevent a station from overlapping on the coverage area of
other stations operating on the same frequency assignment,
thereby eliminating the necessity of reducing nighttime
power, as previously described. In some instances, the use
of a directional antenna has enabled a station to increase
both its daytime and nighttime power. As a result of using
a directional antenna to eliminate interference to another
station, it is often possible to locate the station so that the
directionalized coverage area will conform more closely with
the population density which it is primarily interested in
reaching.

A few stations have employed directional antennas for the
purpose of reducing radiation in directions where there is no
population. Such an instance would be a station located
on a seacoast, which would normally lay down a signal
pattern that would include a large expanse of nonproductive
water. By the use of a directional antenna, this waste area
can be virtually eliminated and the signal intensified and
extended in other directions where there are large, produc-
tive concentrations of population.

The directional antenna consists of two or more vertical
antennas operating from the same transmitter site. A
single vertical antenna radiates equally in all directions.
When two or more vertical antennas are erected in close
proximity to one another and both, or all, are fed the same
signal from the transmitter, the radiation from one antenna
will add to the radiation from another antenna in one
direction, thereby increasing the over-all radiation in that
direction; and it will cancel, or subtract from, the radiation
of the other antenna in another direction, thereby decreas-
ing the over-all radiation in that direction. Thus the
radiation is increased in some directions and decreased in
others, and we have what is called a directional antenna.

By the scientific calculation of the location of the second
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(or third or fourth) antenna, and by the proper phasing of
the signal from the transmitter in each antenna, the direc-
tional pattern is produced. Directional antenna systems
have made higher power possible for many stations and
have permitted the licensing of many more stations on the
limited number of frequencies assigned to United States
broadcasting stations.

Signal Strength Measurements

With these known characteristics of broadecast engineering
and with technically accurate measurements of ground-
wave and sky-wave coverage, the radio station is in posses-
sion of data extremely valuable in its sales and promotion
work. The coverage supplied by a station is one of the
first concerns of every purchaser of broadecasting time.

To apply some standard to individual and disassociated
engineering appraisals of coverage, the FCC has prescribed
definite engineering standards of good reception in various
types of areas. These standards require a signal intensity
of ten millivolts per meter in thickly populated urban areas,
tapering down to one-half millivolt per meter in sparsely
settled rural areas where reception conditions are improved
and where there is little interference from man-made static.

Each station can determine these limits for its own trans-
mitter by making a field-intensity or signal-strength survey.
This is done with mobile, field-intensity measuring equip-
ment. Normally a number of measurements are made at
various distances along eight separate radials from the
transmitter site. The results are plotted upon a field in-
tensity map to show exaetly where the FCC requirements
are met, where a satisfactory signal is laid down throughout
the entire area, any possible dead spots, and where the
limits of effective coverage end. The measurement is
strictly an engineering measurement and is not concerned
with either program popularity or audience listening habits.
It outlines clearly where the station can be heard but not
necessarily where it is listened to regularly. Surveys of