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Preface

“Everybody wants to get into the act,” quips comedian
Jimmie Durante. And why not? Why shouldn’t today’s
talented young people want to express themselves .in some
phase of the performing arts? Some youngsters want to ‘“do
their thing’’ on radio, others prefer the sight-and-sound
medium. Either way, it’s show business, and that’s good! I got
into ‘“‘the act’” years ago and I have never regretted my
decision. Ask the Hopes, the Bennys, the Skeltons and other
famous names in show biz. They'll concur that this is a soul-
satisfying profession. And broadcasting, of course, is a very
real branch of show business.

Could YOU, perhaps, be one of the thousands of talented
young persons with a happy attitude and natural aptitude to
spin and chat, flip switches and twist knobs for a livelihood in
this fascinating world of instant communication? You could!

Following the publication of my two broadcast handbooks,
it was suggested that I write another volume, a book expressly
formulated to serve a dual purpose: a lesson-by-lesson course
for classroom instruction and a self-teaching guide for the
student disc jockey who prefers to go it alone, with his tape
recorder, in the privacy of his own home. This comprehensive
volume, “How To Become a Radio Disc Jockey” is the result
of that suggestion. It follows the outline I use for my tape-
recorded correspondence course. The classroom instructor
will notice the inclusion of easy-to-copy line drawings and
diagrams for blackboard-illustration purposes. The sections
on production practices, timing etc., may be directly applied
to students’ on-the-job training in a school's campus broadcast
station.

Finally, let me say this to the serious-minded reader.
Ahead of you lies a boundless dimension to explore, a
challenging world to conquer—a populous region called show
business, with its lights and shadows, gags and gimmicks with
commercial overtones, and literally, old-fashioned fame and
fortune. Yes, broadcasting is a powerful combine, abundant



with opportunities for the worthy. Herein lies the essential
technology peculiar to our zany profession, to which I have
added a few personal pros and cons and a recounting of my
experiences as guidance on your goal-searching adventure. I
will at all times be greatly interested in your progress.

HAL FISHER



Contents

INTRODUCTION

HOW TO USE THIS BOOK

STOP, THINK, RELAX

HOW TO‘ROLL” YOURWAY TO RELAXATION

HOW TO DEVELOP A FORCEFUL SPEAKING
VOICE

HOW TO ACQUIRE IMPECCABLE
PRONUNCIATION

HOW TO ATTRACT & HOLD LISTENERS

DEVELOPING A PERSON-TO-PERSON
APPROACH

ANALYZING A COMMERCIAL ANNOUNCEMENT

PUTTING YOUR IMAGINATION TO WORK

WORDS HAVE CHARACTER

YOU—THE LIVING SLIDE PROJECTOR

SALES POINTS & CUSTOMER BENEFITS

HOW TODEVELOP ADYNAMIC PERSONALITY

THE PAUSE

INFLECTION

21

24

30

35

41

50

57

69

74

79

83

86

N

96



AN AUTHORITATIVE NEWSSTYLE

TECHNIQUES OF THE INTERVIEWER

HOWTO BECOME ANADLIBBER

THE CONTROL ROOM

OBTAINING YOUR FCC LICENSE

GETTING STARTED

EFFECTIVE BUSINESS LETTERS

CLASSIFIED ADS

YOUR PROFESSIONAL PRESENTATION

HOW TOWRITE A RESUME

THE INTERVIEW

RADIOSALES & THE DJ

BROADCASTING—A WOMANS WORLD

HOW TO BUILD YOUR POPULARITY

PRODUCTION PRACTICES

THE ARTSOF TIMING

A GUIDE TOGOOD TIMING

A FINALBRIEFING

15 PROFESSIONAL SCRIPTS

20 COMMERCIAL ANNOUNCEMENTS

101

109

115

126

146

160

17

175

178

181

185

193

202

207

212

224

228

230

233

245



We believe:

That radio broadcasting in the United States of America is
a living symbol of democracy; a significant instrument for
maintaining freedom of speech, as established by the First
Amendment to the Constitution of the United States. . . That it
is our obligation to serve the people in such a manner to reflect
credit upon our profession and to encourage aspiration toward
a better estate for all mankind by making available to every
person in America such programs as will perpetuate the
traditional leadership of the United States in all phases of the
broadcasting art. . .

(Excerpted from the NAB Radio Broadcaster’s Creed)



Introduction

Broadcasting spells BIG business for those who dare to think
big. Do you? We have big thinkers in this mighty montage of
art, science and craftsmanship who earn close to $1 million a
year! They are the energetic artistes, the human dynamos,
who sweat through their make-up under the blazing lights of
Hollywood’s TV-film sound stages, and they do this for 50-plus
hours a week. These performers revel in popularity and
prestige; they bask warmly in the glamour and idolatry ac-
corded the Hollywoodian image; they are securely anchored
in the financial happiness of movie stars.

Preferred artists, they are, because of their talents and
training, and because of their showmanship and experience
gained while playing to the eagle eye of the television camera.
Importantly, they are where they are because they didn’t fear
to think big. You, the radio disc jockey, should not hesitate to
visualize your goal way up on top of the broadcast heap.
Remember, this is show business, and it’s not mere lyricism
when I say, ‘“there’s no business like show business for a
career of rare fulfillment!”

DOES IT PAY?

Charlton Heston, President of the Screen Actors Guild,
recently stated, ‘‘Income from members of the Guild breaks
down like this: $25 million a year from making films, $31
million from making entertainment television and $53 million
from making television commercials.’”’ In Hollywood’s TV-
commercial studios, photogenic Thespians sing and act, sip
Cokes, munch on potato chips, flash their “whiter-than-white’’
dentures, or simply look pretty for the TV camera. They do
this thing at the rate of a ‘“'starving’ $125 for an 8-hour-day’s
work ; off-camera work pays a ‘“‘measly’’ AFTRA scale of only
$90 a day. A salary figure of $25,000 a year is not at all un-
common. A chosen few boast of incomes amounting to $50,000
(and T wouldn’t doubt them), while a half-dozen or )
“preferred’”’ ones demand and receive as much as $60 for an
hour's work on a commercial, which when timed will run
exactly 60 seconds on the tube.
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One of the profession’s highest paid off-camera an-
nouncers, aman with a ‘‘thousand’’ voices, has proved that he
can do any type of commercial in any dialect required of him.
For this reason, it's said, the “‘king of commercials,” as they
call him on Madison Avenue, earns between $500,000 and
$750,000 annually. He's one of the industry’s preferred artistes,
and rightly so. His is not raw talent, but a highly skilled voice.
Allen Swift is his name, and you never see the fellow.

About those cute baby commercials, in which a little one
may do nothing more than goo goo, or reach for some toy out of
grasp, or gurgle for the microphone, the child earns as much
as $139 a day. When you add residuals to a baby’s earnings,
some tiny actors clock an annual income of $20,000. Of course,
there are rules and regulations which apply exclusively to
baby actors; one of them stipulates that babies may be worked
only 10 minutes at a stretch. What do the tykes do in between
takes? Why, they nap, naturally. More on TV-commercial
making later.

Speaking about preferred artistes, as you probably know,
DJs enjoy the enviable popularity and prestige, as well as the
fabulous earnings of Hollywood’s finest. Salary figures of
famous disc jockeys are not readily available, but I did learn
that a most personable jock by the name of Hal Lewis, better
known as Aku to his thousands of radio fans in and around
Honolulu, recently was signed to a long-time contract at an
annual salary of $400,000. His 6 to 10 AM show is the preferred
one on the Islands. Lewis—I mean, Aku—is considered the
highest paid disc jockey in the United States. I would guess
that broadcasting’s number-2 man-about-LPs might be WOR’s
John Gambling, but it’s difficult to say for sure; too many
deejays wallow in dollar signs.

EMPLOYMENT POTENTIAL

The employment outlook for radio and television has
never appeared more promising! Let me substantiate that
statement by quoting a few statistics from a United States
Department of Labor bulletin: Broadcasting employs more
than 90,000 full-time artists and craftsmen. According to the
latest report, about 21,000 part-time workers find broadcasting
a highly profitable field. It's an excellent means of sup-
plementing their incomes from other sources, and it helps
students to pay for four years of college. Here’s an important
point: More than 55 percent of the figures I have just given you
apply to persons employed in radio broadcasting, and less
than 45 percent do things in the sight-and-sound medium. In
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addition to staff employees, there are the free lancers (many
of them), musicians, writers, office personnel, and the
others—top-name announcers, narrators and commentators.
There are overseas news correspondents who work on special
assignments for the network and press-wire services, and
broadcast journalists and camera crews who on a moment'’s
notice are flown to the war zones of far-off Asia, to the tinder-
box in the Middle East or other areas of global conflict, for
firsthand, graphic accounts of battle and bloodshed.

This is a vast industry, and your field of operation lies
before you. Almost every community of 10,000 or so, supports
at least one broadcast station, usually radio, of course. It
should be of interest to you that about one-third of all radio
stations serve broadcast areas of less than 10,000 population;
most of these are one-station markets. That’s good news for
the young broadcaster who seeks a start on the local level. We
find television outlets in communities of more than 25,000, but
three-fourths of the TV stations are located in areas of 100,000
and more. In contrast, over 60 percent of all radio stations
serve areas of less than 100,000.

Now, let's examine the employment outlook in this
business of broadcasting. More than 14,000 men and women
work behind mikes, most of them in radio stations. Over 20,000
supervisory technicians busy themselves in both radio and
television. The weekly salary figure of broadcast personnel
breaks down to an average $155 on a 40-hour-per-week basis.
In addition to base salaries, announcers in larger operations
are paid talent fees for special commercial assignments.
Starting salaries vary according to station size, local market
conditions, etc. They run from the minimum hourly rate of pay
as stipulated by law (usually observed by only a few, very
small local outlets) to perhaps $75 to $100 weekly for
newcomers and broadcast-school graduates with some ex-
perience.

The radio profession reports an annual turnover of about
33 percent and the visual medium about 28 percent. As
evidenced by the above percentages, there’s a constant ebb
and flow, a going and coming, of radio and television per-
sonnel—a healthy situation. In my opinion, the above turnover
is due to a steady up-hill climb to the top of the heap by the
ambitious and talented. This advancing trend should prove
interesting for the beginner. The men and women who move
up, up and away to greater broadcast heights clear the way for
the advancement of talented and trained newcomers to the
profession. After you read this book, I suggest that you write
for a copy of Bulletin 1150-115, Employment Outlook for Radio
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and Television Broadcasting. Order it for ten cents from the
Superintendent of Documents, U.S. Printing Office,
Washington, D.C. 20402. The information is priceless.

Getting back to statistics, there are more than 6,000
commercial AM and FM stations on the air today and ap-
plications for new construction permits flow into the Com-
mission’s office with regularity. About 600 television towers
beam signals across this great land. That’s your field of
operation. In an industry the magnitude of broadcasting, you
may be sure that there is, and will continue to be, a real need
for qualified broadcasters to keep abreast of the profession’s
phenomenal expansion. It must be remembered, however,
that it’s the trained engineer, the developed disc jockey, the
schooled broadcast journalist who is wanted and to whom the
industry will gladly pay premium salaries. Raw talent won’t
do.

Student counselors continually put the emphasis on two
factors conducive to success in any trade or profession.
Because a youngster likes to spin discs on his record player, or
because he has collected a stack of choice rock tunes, in itself,
doesn’t indicate that he possesses the essential attitude and
aptitude for a successful broadcast career. The aspirant, for
his own good, should realize that his life’s work is at stake, and
the occupation he chooses must be followed over a 30- or 40-
year period. That’s a long time to grind away for a mediocre
living in a profession for which he is unsuited. If he lacks ar-
tistic talent, maybe he’s the scientific type, basically equipped
for an exciting career in that wonderful world of electronics.
And the commercially minded chap may find advertising
salesmanship an exceptionally profitable field. You see,
there’s something for all of us to do in broadcasting.

We can’t all be captains—some must be crew.
There’s something for all of us to do.
—Anon.
THE MODERN DJ

Let me give you a brief profile of the modern disc jockey
and what he must do to make a living. Today’s successful jock
is a hard-working, energetic, fast-thinking, resourceful chap
of several talents. He must be all these things to properly
function in the complexities of today’s control room. What
does he do between chatter? Too many things. He must pull,
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spin and file away his own recordings. He is plagued with
every imaginable type of telephone call. At a most confusing
moment someone will call to inquire, ‘“Was that an ex-
plosion?’’ The jock is supposed to know. And this kind of thing
goes on throughout his entire working day. The jock must take
half-hourly transmitter-meter readings and, in keeping with
FCC rules and regulations, make notations on as many as
three logs. Besides rehearsing copy and reading commercials,
spinning records and such, the jock prepares his own
newscasts, unless he is fortunate enough to have a news editor
on duty.

In case of equipment or power failure, a civilian defense
alert or other emergency, or should fire break out in the
transmitter room, the DJ must know what to do and do it
pronto! He must be resourceful. Just about anyone can be
taught to spin records; therefore, the jock would be a surplus
commodity if it weren’t for his talent and training in the
techniques used in professional announcing and authoritative
newscasting. I have watched personable chaps with pear-
shaped tones in their voices fail miserably as disc jockeys
simply because they failed to cope with the mechanics of the
business or because they were the lethargic type—plain lazy.
Yes, today’s deejay is a complex personality with rapid-fire
reflexes.

In broadcasting there’s little margin for error, no
allowance for tardiness, and plain laziness cannot be
tolerated. Lethargy is taboo in this split-second business.
There’s never a dull moment in a control room, and the DJ
must constantly be on his toes. To keep tension under control,
and to keep himself mentally and physically alert, the
broadcaster should cultivate sensible living habits. More on
this later. The jock who opens up in the morning is called the
“‘morning man’’; the earlybird who must rise and shine at 5
AM, perhaps earlier, if he lives in the suburbs, Sign-on at six
sharp means 6:00:00, not a second earlier or later, and that’s
precisely how it must be entered on the logs: ““On the air at
6:00:00."" If the station is what is known as a ‘“‘daytimer,” the
jock’s hours will vary with the seasons.

A daytimer is licensed to operate from average local
sunrise to local sunset. During the wintertime with its short
days, such a station leaves the air in the late afternoon; its
broadcast days are lengthened with the approach of spring
and summer. A definite FCC daytime operational schedule is
(or should be) posted on the control room wall and must be
strictly observed. Daytime operation calls for half-hour to 45-
minute adjustments, from month to month, in keeping with
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average local sunrise and sunset, with a standstill in mid-
summer and again in midwinter. But it seems the control
room clock never holds for the DJ; he fights it eight hours a
day, five days a week. The going may become rough at times,
but I have yet to know a disc jockey who didn’t like his work
behind the mike. Maybe that’s because it's show business.
More on the DJ and his control room in Lesson 18.

By the time you complete work on this book, you'll have to
answer four questions. Think about the four A’s as you read:
Aspiration, Attitude, Aptitude and Action.

1. Do I really aspire to a career in broadcasting, or am 1
only superficially interested in the work?

2. Will I be able to maintain the necessary menta: attitude
over a long period of time as a broadcast careerist?

3. Do I have the necessary, basic qualifications (talent,
educational background, etc.) for a broadcast career?

4. Am I in a position, financially or otherwise, to carry
through on long-range plans to reach my goal? Do I have the
determination and perseverence required for success?

The more you know, the farther you go! You are fortunate,
indeed, if your high school offers its student body a com-
prehensive course in communication and practical experience
as gained behind the mike in a campus radio station. Insofar
as a general educational background is concerned, I may
safely say that a high school diploma is the minimum
requirement. Some college training is preferred; if possible, a
liberal arts education should be sought. Your school may be
considering a course in communication and the inauguration
of a campus radio station, hence the following information
material about educational broadcasting may prove ex-
tremely interesting, and for the educator, encouraging.

EDUCATIONAL RADIO

The advantages offered to the talented and ambitious by
educational radio are many and varied. Increasing numbers
of high schools across the land, in classrooms and in campus
broadcast stations, busily prepare precollege-age students for
the day when the freshmen, on a new educational level and
with great aplomb, will take their places in commercial radio
stations near their campuses to ease up on the rising cost of
their four years of college life. More on this later. If reaching
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WRHS 540 KC

The Voice of Robbinsville High School

P. Q. Box 576, RoOssINSVILLE, N. C. 28771
PHONE 479-2919

et et e v
STA 1D | Oli 1 _OFF | PBOGB_A‘H TITLE/ANNCMT SPONSOR TVPE_‘ ON_‘ OFF

7:55 7:57 { Sign On ( (
7:57 8:00 Headline News N
8:00 8:25 Musical Interlude E
8:25 8:30 News N
8:30 8:55 America Emerqes E0
8:55 9:00 News N
9:00 9:25 Exploring Science ED
9:2§ 9:30 News N
9:30 9:55 A Horld of Brothers R
9:55 10:00 News I N I
10:00 10:25 Famous Moments in History ED |
10:25 10:30 News l N
10:30 | 10:55 | Growina Up )
10:55 11:00 News ‘ N l l
11:00 11:25 Careers Unlimited ‘ ED l
11:28 11:30 News N
11:30 11:55 When Men Are Free 0
11:55 12:00 News I N
12:00 12:25 Meet the Music Masters l E-1
12:25 12:30 News N
12:30 1:00 Information Unlimited ED
1:00 1:25 A Pocketful of Tales E
1:25 1:30 News N '

Note half=nourly news polacy.

Typical campus radio station program log. Notice the
half-hourly news policy.
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for a college diploma lies beyond your grasp, and the cost of a
higher education seems out-of-bounds for you, a high school
communications course and some campus broadcast-station
activity may well prepare you for part-time employment as a
deejay, newscaster or in some other capacity in a commercial
operation to help you earn that doctorate or lesser degree.

Incidentally, it’s generally supposed that a college degree
or even a college diploma is essential for success in this
profession. In all fairness let me put it this way: A diploma
and a degree are admirable and applausive achievements and
undoubtedly impressive in appearance on a job application,
but from what I have learned from personnel managers, a
diploma or a college rank is no longer necessarily accepted as
“proof of performance” as it were. So don’t overemphasize
the importance of acquiring a degree. A high school education
and graduation? Yes, by all means, as I have, complete your
general education before you start specialized training. It also
bears repeating that the industry cannot use raw talent; it
must insist upon talent plus technology and training. Most
certainly, educational radio with its campus stations should be
applauded and encouraged to continue bringing broadcasting
and its techniques into the classroom. How we broadcasters of
the old school could have used such preparatory instruction!
for us it was swim or sink, trial and error, but then, it’s said
that experience is the best teacher. I wonder.

The steadily growing interest in and, understandably, the
nationwide expansion of educational radio and TV, as I see it,
represents a truly remarkable contribution to commercial
broadcasting. Our industry is duly aware of the great strides
being undertaken on broadcasting’s scholastic level; the
profession proudly extends a welcoming hand to the
classroom-trained neophyte. High schools all over America
are emulating colleges and universities by inaugurating
campus broadcast-station operations, expressly to ready able
students for communications work during their 4-year stay in
institutions of higher learning.

Educational radio and television havecome a long way
over the years. The National Association of Educational
Broadcasters, founded in 1925, today has a membership of
3,000 and the National Educational Radio Network has 170
affiliate stations. At present 180 colleges operate campus radio
stations and 116 maintain television facilities. Additional in-
formation on educational broadcasting may be obtained
directly from the National Association of Educational
Broadcasters, 1346 Connecticut Avenue, N.W., Washington, D.
C. 20036.
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Young deejay at the WRHS console. Students assisted the
school’s electronics instructor in constructing the
equipment (Asheville (N.C.) Citizens-Times photo.)
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The first educational radio station to go on the air was
WHA, at the University of Wisconsin at Madison in 1919. In
1925,—171 stations were beaming signals operated by
educational organizations, and currently there are more than
400 educational radio stations licensed or with construction
permits. The scope and limits of educational radio today are
clearly controlled by the medium’s economic base. It’s in-
teresting to note that almost half the stations operate on
budgets of less than $20,000 per year. ‘“‘Educational radio has
begun at last to respond with a budding aggressiveness to the
almost overwhelming challenge of television. Like its com-
mercial counterpart of a decade earlier, it is awakening to the
realization that no one medium can be all things to all men all
the time, and that there is a legitimate, important role that it,
too, can play in this complex, changing American society.
Educational radio is the Hidden Medium,” concludes the
NAEB.

To reinforce the concept of practical application in school
radio and television workshops, educators parallel such actual
on-air activity with comprehensive classroom courses in the
areas of speech, electronics, personality development, writing
and related subject matter. Students learn the basics from
textbooks and classwork, then, under the guidance and
direction of instructors expressly trained in teachers’ colleges
for this highly specialized phase of broadcasting, they gain
practical, behind-the-mike experience under simulated,
professional broadcast conditions. On the air in a fully
equipped control room, the neophyte develops the intricate
techniques conducive to professional announcing,
newscasting, board work and production. The scientifically
minded youth is able to investigate, first-hand, the intriguing
mysteries of electronics. Students achieve the essential know-
how of expertly handling and operating sensitive and costly
professional broadcast equipment found in the ‘‘workshop’’ of
the budding disc jockey. At graduation time, the precollege-
age student is prepared to advance another step in the
direction of commercial broadcasting. He is sufficiently ac-
climated and adjusted, both physically and psychologically, to
the broadcast environment; he has developed that human
quality of self-corfidence to a point where it will lend itself
favorably to success on a higher level. The student is well
versed in good and proper broadcast practices, and in all
probability, he has studied the National Association of
Broadcaster’s Creed and its code of ethics, as well as the
fundamental rules and regulations of the Federal Com-
munications Commission. Hence, the graduate is ready and
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Students get on-the-job trainin
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g at the WRHS Campus
radio station control board. (Asheville (N.C.) Citizens-
Times photo.)



able to accept his first job in a commercial broadcast station.
Incidentally, my remarks, here and throughout this entire
book, are equally directed to women of talent. Broadcasting is
a woman's world, too. Milady’s place in this profession will be
discussed in a later section.

School boards wince when educational radio is suggested.
Some educators are of the opinion that the cost of construction,
operation and maintenance of a campus broadcast project
comes excessively high. Actually, the expenditure for such an
installation and its operation need not run out of bounds. Let
me cite a striking example: Radio Station WRHS, owned and
operated by Robbinsville High School, in Robbinsville, North
Carolina. The WRHS success story is an extremely interesting
and long one; I can but touch on it here. It seems that Henry
W. Lamb Jr., Robbinsville’s band-radio teacher and Walter
Denton, electronics instructor worked out a plan to inaugurate
a campus radio station in a spare room of the school. ‘‘That’s
way out, man!” was the cry, but for the two pioneers of
educational radio in North Carolina, the idea was in. It wasn’t
wishful thinking for Lamb and Denton; these men had cold
facts to prove that it could be done. Armed with a handful of
facts and figures, they approached the Robbinsville School
Board and won their case. How? By uttering the phrase, ‘It
can be done on a shoestring,”” and so it was done on a
shoestring!

A free-for-all construction project, students pitched in
with saws and hammers to get their campus radio station on
the air without delay. Lamb and Denton made their point: In
modest proportions, a campus radio station can be put into
operation at an amazingly low cash outlay. Quite unique is the
fact that the station’s special programs are piped into
classrooms where such group instruction coincides with the
educational material being broadcast over the area’s power
lines. “‘It’s great experience for the kids,’’ said Lamb, “‘gives
them ‘on-the-job’ training, you might say.” As you will notice
from the WRHS program log, the station features half-hour
newscasts. Mr. Lamb told me recently that he will gladly send
any interested educator or school board a comprehensive fact
sheet showing, in dollars and cents, how Robbinsville High
School did it ‘‘on a shoestring,”’ and, as he put it, ‘“‘Anyone can
do it.”

Today’s commercial world, as I'm sure you know, is
educationally minded, and rightly so. True, the accent is on
youth and we welcome the new thoughts they bring the
profession. Yet the overzealous youth who drops out of classes
to prematurely seize a business opportunity, to jump the gun
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on his colleagues, for what he considers a headstart, will
surely regret his hasty decision; in fact, he may have to
retrace his steps. If you believe you have certain talents,
natural aptitude, which may qualify you for a career in
broadcasting—excellent! But get all the general education you
can before you seek specialized training in the broadcast arts.
It's the same, old advice: Stay in school; don’t drop out. As I
said, broadcasting spells big business for those who dare to
think big. To think big you need something worthwhile with
which to think, and that would seem to indicate the need for a
solid education in its related ramifications,

I don’t want to go overly statistical here, but you do have
big things to think about—the industry as you will know it in 20,
30 and 40 years from now. In 1970, broadcasting celebrated its
50th anniversary; the business has come a long, long way. For
the record, let’s go back to 1958. Department of Commerce,
Office of Economics reports, show that broadcasting’s
national income during that year totalled $769 million. “Un-
believable,’ we said. Only seven years later, in 1965, national
advertising billings jumped to a walloping $1 billion, 228
million, and we thought that was insuperable. Recently,
Advertising Age released the information that the world’s ten
largest advertising agencies reported estimated total billings
for 1969 in the staggering amount of $4 billion, 62 million, 900
thousand dollars for handling the nation’s radio and television
accounts. What will the figure be in 19807 And in 1990? Ad-
vertising billings in the future may well zoom to $8 and $10
billion as new towers of steel keep shooting skyward. That’s
what I call Thinking BIG. What a promising career you have
chosen!
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How to use this book.

To expedite progress, this book is arranged in three main
sections: Technological, Consultative, and Operational. The
informational material which accompanies the technical
portion of each lesson may be read verbatim for instruction en
masse. The material contained in the third category, e.g.,
production practices, timing, how to seek work etc., may be
applied directly to students’ training in campus broadcast
stations, or it may be used for lecturing purposes. The student
working in the privacy of his room may read and study the
operational information at leisure, and use it as a refresher
during his early days as a working jock.

As you will notice, each week’s lesson concludes with a
suggested practice schedule. The group instructor may copy
schedules on the blackboard for notation. The home-study
aspirant who must be his own teacher, as it were, should try to
adhere to a minimum, one-hour-daily practice session, five or
six times weekly. Rest on Sunday. Unless you are able to
devote full time to your self-improvement program, your
schedule, in time, may become top heavy. Should this happen,
simply decrease the allotted time of each segment of your
schedule, or you may, for example, alternate pronunciation
with enunciation. Also in your daily practice session, include
from five to fifteen minutes for the reading of news accounts.
This reading should be done aloud to an invisible listener to
develop a story-telling style.

Lessons 6 through 15 deal with the seven basic techniques
conducive to professional air work. Starting with Lesson 6,
devote one full week (read instructional text daily) to each
lesson and its drills, etc., then proceed to the next lesson. Be
sure that you carry forward the technique acquired to each
succeeding lesson; lessons must merge. By the time youreach
Lesson 15 you may already, automatically, employ all ac-
cumulated techniques. Their merging, as it is sure to happen,
will result in that professional sound. Listen for it. Make a
convincing test. Today, before you read Lesson 1, record one
or two of the commercials in the book. Then, after you have
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completed Lesson 15, again record the same announcements.
You’ll be amazed at the improvement in only fifteen weeks of
study.

Incidentally, use your tape recorder with discretion—it’s a
sound mirror. As you well know, a person may become ap-
pearance conscious if he habitually criticizes his reflection in
a mirror. By the same token, it’s possible that you may
become voice conscious—become over-critical of your
abilities—if you make it a practice to constantly tear yourself
apart via tape. Please follow this tried-and-tested advice on
the matter of using your tape recorder to its utmost ad-
vantage: At the end of each day’s practice session, record the
commercials or some news—the day’s finished product. Avoid
use of your tape recorder during your study period. At the
close of your daily practice session, when you do record the
finished product, don’t judge your work harshly, but listen for
your improvement to help build up that important self-
confidence. Notice errors and try to correct them the next
time around. Introjection must be avoided, so if you wish to
monitor your tape on headphones, fine, but wear them only on
playback, never during your practice session and when
recording. This is explained in Lesson 6 where we discuss
projection, the opposite of introjection. Relative to the
mechanics of broadcasting, flipping discs, cueing in LPs,
twisting knobs and pushing buttons—you’ll learn all that
quickly enough. If your school maintains a campus station,
you’ll grasp the mechanics long before you make commercial
broadcasting.

For classwork, students may practice the vocal exercises
and relaxation drills as a group. Ilustrations and diagrams,
as suggested, may quickly be copied on the board. Of course, a
tape recorder should be available in the classroom. To fill the
average school term, the 25-lesson series may be arranged as
follows: 1st week, blend Lessons 1 and 2. Lessons 3 through 17
will require one week (three hours) each. The consultative
material contained in Lessons 18 through 25 may be used as
lecture subject matter, for blackboard notations, or in any
other way the instructor sees fit. Insofar as press wire news
copy is concerned, your local radio station will probably be
willing to supply students with discarded wire copy, unwanted
public service announcements and other scripts which
eventually reach the copywriter’s wastepaper basket.
Students may be asked to clip newspaper and magazine ad-
vertising for home-study purposes and subsequent classroom
reading and teacher critique.
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Think about your vocal apparatus as a wonderful in-
strument, the highly sensitive equipment with which
humans—and only humans— communicate their thoughts to
others. Remarkable is its construction, with resounding
chambers, echo spots, some call them. You’ll learn all about
them later. There are the delicate vocal cords and the air
supply. Actually, your vocal apparatus encompasses the
entire area from the top of the head down to the solar plexus.
Please remember that as a speaker or singer, you play upon
your instrument in much the same way as the musician plays
on his violin, trumpet or clarinet. As the result of years of
tedious practice devoted to bowing, pizzicato and the other
techniques, the violin virtuoso produces soulful passages or
displays technical dexterity. The artist who plays a wind in-
strument worked diligently and tirelessly on sustained tones,
scales and other uninteresting exercises to develop his en-
durance and a flexible embouchure for the production of a
pleasing tonal quality. As the musician becomes expert in the
various techniques of his specific instrument, so must you, the
deejay, endeavor to work ceaselessly on your vocal apparatus.
Strive to develop an effective, easy-to-listen-to, yet convincing
and forceful, sales instrument behind the mike. Take care of
your marvelous voice as the virtuoso preserves his priceless
Stradivarius. Your instrument is priceless, too. The ob-
servance of sensible living habits will keep your vocal in-
strument sounding youthful and vibrant.

I have repeatedly affirmed that announcers are not born
(as some people seem to think). They are made! Talented,
yes; but a gift in the rough won’t do in our highly competitive
field. The untrained and frustrated deejay, despite his pear-
shaped tones, simply piddles his way as a mere speaker
through a career of mediocrity. Expertly trained and wat-
chfully guided by a professional instructor, he may have
become a premium product—the artiste.

You now know how to use this book. It contains the
knowledge, wisdom and understanding applicable to the
various areas in which you may find yourself as you travel to
the top. Serious application to the studies, as I have outlined
them, will bring you the finesse of the professional. Richly
rewarding experiences will follow.
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Lesson 1

Stop, Think, Relax!

Cougism, which embraces the faith that mind supercedes
matter, like metaphysics, hypnosis, Yoga and other life
sciences, is no longer dubiously viewed with tongue in cheek as
the hocus-pocus machination of a philosophizing crackpot. We
now know for sure that autosuggestion works! And we shall
put it to good use during this course of study. Couéism has
ceased to be considered a shallow, speculative philosophy.
Actually, the 19th century, French psychologist, Emile Cou€
gave the world an active philosophy—a practical psychology.
M. Cou€ proved, unequivocally, that the superconscious, or
the subconscious, is insuperable. The French
psychotherapist’s comprehensive findings have been accepted
by the scientific world and hailed as sweeping and brilliant
research in the field of psychological therapy. It was a
phenomenal success, a statement with which any ardent
student of psychology will concur. His technique is ex-
ceedingly simple. It is impossible, in a self-teaching volume
such as this book, to delve any deeper in the subject of
Couéism, however, the interested reader may check, ‘“How To
Use Autosuggestion Effectively” by John Duckworth. Mr.
Duckworth covers the psychological principles thoroughly and
expertly explains M. Coué’s teachings. Because it has
repeatedly been proved, and many times during my own
broadcast career, that mind does rule matter, that our
mentality effectively dominates the physical. Consequently, I
place the mental aspect of relaxation first.

The serious-minded student will do well to develop, to the
bestof his ability, the art of relaxation, and it isan art. So, let’s
get started on a tried-and-tested way to induce mental
relaxation, and, subsequently, physical reaction. Remember:
thoughts are things. The title of this lesson is a three-step
formula, namely: stop (thinking wild thoughts), think (about
relaxation) and you’ll r-e-l-a-x. Simple? Yes, it is. Your
subconscious mind is your obedient servant. Very much like
an electronic computer, you may feed it what thoughts you
wish—good, bad, constructive or destructive thoughts. Don’t
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be deceived. Your servo mechanism will accept whatever you
feed it; it doesn’t know good from evil, negative from positive.
Your subconscious will materialize the condition, your thought
pattern. Let me put it this way: thoughts become things. Yes,
think success and in some mysterious manner, success will be
yours. Think failure, and you’ll fail. (See ‘‘Psycho-
Cybernetics,’”’ an excellent treatment of the subject matter, by
Maxwell Maltz M.D. This book is now available in a paperback
edition.)

To produce complete relaxation of mind and body, we will
work with the monosyllable, pen, which is a contraction of the
states of mind we wish to attain, namely: Poise, Ease, and
Naturalness.Concentration on the word pen and its meanings,
with practice, will produce that very comfortable feeling of
complete relaxation. Relaxation may also be induced by
means of self-hypnosis, but for our purposes, autosuggestion
coupled with your imagination will do. Poise is defined as a
suspension of motion, an absence of activity; ease refers to
freedom from tension, restfulness; naturalness is charac-
terized by friendliness, sincerity, calmness, and unaffected
behavior.

Psychotherapists say that every person is ‘‘suggestible”
to some degree, at least. Obviously, this is true. To be
awakened in the middle of the night by a telephone ring gives
some folks the jitters; their imaginations run wild. In city
housing developments where the cry is: muggers, rapists,
burglars, an unfamiliar knock on the door or stealthy footsteps
quickly panic a lone woman occupant. Try to get some much-
needed sleep after you ‘‘program’’ your mind with, *‘I hope I
can sleep tonight. I'm not a bit tired.”” You won’t. If we can
mentally create fear and panic, and cause psychosomatic
illnesses and sleepless nights by overworking our power of
imagination, why can’t we put our thinking to good use—to
produce complete, mental and physical relaxation? We can!
Here’s how it’s done.

Seated in a comfortable chair or in a reclining position,
loosen all tight clothing, belt, collar, tie,etc. Close youreyes
and allow your imagination to soar. Visualize your body as
weighted down with concrete, or imagine that your body is
being deflated by a heavy, stone slab. Try to ‘‘see’’ this in your
mind’s eye. Get that ‘‘sinking-in’’ feeling. To completely relax
your body in preparation for the mental exercise which
follows, start with the scalp, then the ears, facial muscles,
throat, shoulders, chest and so on down to your toes. As you
concentrate on each part, say to yourself, “‘relax!’’ At first you
may not be able torelax as easily as you want to, but make it a
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daily ritual, and before long you’ll condition yourself, as
psychologists term it, for reflex action. That is, when you think
about relaxation, you’ll r-e-l-a-x completely. It’s mind over
matter, of course, but Coue proved that autosuggestion will
work for anyone who’ll sincerely and properly apply the
required suggestions. Try it. Now, to the second part of this
exercise.

Remain relaxed. Close your eyes and imagine that you're
watching a white motion picture screen. Visualize, on that
screen, some restful scene such as, the calmness of a moun-
tain lake, a grazing herd of cows in a pastoral setting, or a
lonely cowboy on his horse slowly making his way across the
sands of a desert. Allow the quietude of it all to become im-
pressed on your subconscious mind. Then, think about the
word PEN and the meanings as I have given them to you.
Keep sensing that very comfortable feeling of mental and
physical relaxation. Next, devote 10 minutes, later 15 minutes,
to reading aloud from your newspaper to an invisible listener.
Don’t read words; tell him the news story. (News technique is
thoroughly explained in Lesson 15.) After your news
‘“‘reporting,” practice the commercial announcements which
follow. The techniques will come later. For now, be con-
versational and friendly in your delivery to acquaint you with
standard forms of commercial radio copy. Carry this routine
over into your second week. (See this week’s practice
schedule.)

Relax mind and body completely. Take an informal,
conversational style.

There’s only one headache remedy ... aspirin. .. and the
finest aspirin is made by WHITEHALL. Yes, with the flu
season here and for fever due to colds and for the relief of
muscular aches and pains, reach for your bottle of
WHITEHALL aspirin. There’s no finer! You see,
WHITEHALL aspirin is all aspirin . . . no fillers. That's
why WHITEHALL aspirin goes to work so fast . . . that's
why WHITEHALL aspirin so effectively relieves the pains
and discomforts that usuvally accompany colds. So when
you get that feverish feeling, don’t wait! Take two
WHITEHALL aspirin tablets every four hours, get plenty
of bed rest and drink plenty of water. Because
WHITEHALL aspirin is the world’s best, there’s no
better, no quicker way to get rid of that annoying cold than
to take time-tested WHITEHALL aspirin. At all druggists.
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There’s nothing that tastes quite so good on a cold winter’s
day than, SMITH’S New England style clam chowder.
Hearty and lusty, SMITH’S New England clam chowder
is nutritious, too. Besides being downright good eating,
SMITH’S New England clam chowder contains all the
natural vitamins and iron to build strong bodies in many
ways. For a tasty and satisfying snack or lunch for the
children make it a bow! of steaming clam chowder, but be
sure it's SMITH’S New England clam chowder. Add a
hefty sandwich, and presto! you have a nutritious and
taste-tempting lunch for the hungry. Either way,
SMITH’S New England clam chowder is a quick heat-and-
serve treat whenever anyone says, /I’'m hungry, Ma!"’ At
your supermarket.

There’s a special technique we use to do a commercial of
this type. Try to acquire that quiet, confidential tonal quality
in your voice.

Your youthful complexion can grow lovelier day after day
if lavishly nurtured with a new, remarkable face cream
called FLUFF. FLUFF is water soluble, that means it's
not greasy. You apply FLUFF to the face before you
retire, wash it off in the morning . . . that's all. In weeks,
you'll notice those aging lines disappear. Your skin will
glow and the precious bloom of youth will again be yours.
The reason this new FLUFF works wonders, is because it
goes deep down into the skin to remove impurities and
collected dust particles that even soap and water cannot
reach. Yes, new FLUFF is guaranteed to do just that. If it
doesn’t . . . if after only two weeks of faithful application
you don’t see some improvement in your complexion, if by
then you aren’t convinced that new FLUFF is a miracle
skin conditioner, return the unused portion of the jar and
receive a complete refund of your purchase price. We
want you to try new FLUFF . .. Get the trial size jar of
creamy, non-greasy FLUFF today then watch how new
FLUFF puts its skin-cleansing powers to work for a more
youthful tomorrow. FLUFF promises you skin beauty.
Try FLUFF. It works!

Also practice this commercial almost whispering the
words as though you were conveying a secret process {0 new
skin beauty to your listener.
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Again, feel your mind at ease and your body completely
relaxed. Take a moderate rate of speed and speak in a
friendly, conversational yet convincing voice.

Now, restful sleep can be yours on the newest, most
comfortably designed mattress ever! Yes, CUSHION, in
your choice of twin or full-size mattresses and box springs
atonly $59! Here are fabulous values for you. Fine quality
innerspring mattresses and box springs at their lowest
prices in our store’s history. See these CUSHION mat-

tresses today . . . fine quality bedding at down-to-earth
budget prices. You’ll find deep, resilient spring con-
struction in these fine CUSHION mattresses. . . . heavy

durable ticking. And the innersprings are hand-tied for
lasting sleeping comfort. Matching box springs are in-
cluded. CUSHION also makes foam mattresses in all the
popular sizes, tastefully covered with heavy-duty ticking.
Same price, for both mattress and box spring ... only $59!
And that’s for both pieces, mind you! Yes, use your
convenient credit card at CUSHION FURNITURE, 1677
Delaney Road, across the street from the post office in
Allentown. CUSHION FURNITURE is open from 9 to 9,
and on Saturdays until 10 PM. CUSHION FURNITURE
will never be undersold. You can’t do better elsewhere.
See CUSHION first for bedding of every description . . .
they’re bedding specialists . . in the furniture business for
over 65 years! CUSHION FURNITURE MART 1677
Delaney Road, opposite the post office, in Allentown. Open
tonight until 10 PM. Plenty of free parking space.

PRACTICE SCHEDULE—1st WEEK

1. RELAXATION Untense yourself before starting each
day’s study period as explained in this lesson. Allow about 10
minutes for this.

2. READING ALOUD Make newspaper reading aloud a
daily practice. Tell an invisible listener about the news. Work
for a factual, reportorial style. The techniques will be ex-
plained later. Start with five minutes.

3. COMMERCIALS Each lesson, up until Lesson 18,
contains commercial announcements or other exercises.
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From Lesson 18 on, you will work with fresh copy daily, ad-
vertisements clipped from newspapers and magazines, to
develop versatility. The techniques conducive to professional
announcing will follow in a few lessons. For now put the
mental attitudes or states of mind to use in the commercials.
Assume a poised mental attitude, feel at ease and work for
naturalness—conversational delivery. Allow about 20 minutes
a day for this.

4. Read lesson text daily, when possible.

5. Sometime during this week review briefly the section
“How To Use This Book”

6. When your week comes to a close, take time out to in-
dulge in a bit of retrospection. This survey of the past week’s
activities—especially noting your improvement—will tend to
build your much-needed self-confidence. Tomorrow you will
benefit from today’s trials and errors.
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Lesson 2

How To "Roll” Your
Way to Relaxation

This exercise will quickly loosen up the muscular area
surrounding the vocal cords to prepare you for the drills which
follow. It should be done daily and should always follow the
suggestions given in Lesson 1. Use it any time when relaxation
is indicated, before going on the air, for example, in con-
junction with some deep breathing to r-e-l-a-x you.

Standing or sitting, dangle your arms. Loosen the shoulder
muscles by making circles with them for 10 or 15 seconds. Feel
your scalp, eyes, ears, facial muscles completelyrelax. Allow
your jaw to drop of its own weight. When you feel that com-
fortable loosened-up sensation, you're ready. Without force of
any kind, allow your head to slowly drop forward onto your
chest until you feel your chin make contact with your
breastbone. Manipulate your body by bending slightly from
the hips so that your head, of its own weight, will roll s-1-o0-w-1-y
clockwise over your right shoulder, across your back, over the
left shoulder back to the starting position. Repeat. Then pause
for a minute and repeat the entire exercise in a counter-
clockwise direction. Two revolutions in each direction will
suffice.

Don’t force the head rolling, guard against using the neck
muscles to move your head. This would tend to exercise them
and strengthen such muscles, when actually we want to get
them to r-e-l-a-x. Before you start the humming exercises in
the next lesson, test with your fingers to see if your gullet is
flexible and relaxed. You should be able to jiggle it from side
to side. Breathing should be effortless and quiet.

Because of the ultrasensitivity of today’s microphones,
care should be taken to breathe silently. It can be done;
there’s no special trick to breathing inaudibly. When the soft
palate is properly raised during speech passages (as ex-
plained in detail in Lesson 3), breathing is an easy and quiet
process, as you will note in Fig. 2-1. When a person suffers
from a cold or a sinus condition, the voice takes on a nasal
quality, because the soft palate, swollen and irritated, drops
toward the tongue, allowing the vocal vibrations to escape into
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Fig. 2-1. CORRECT AND INCORRECT BREATHING.
The illustration at the left shows the soft palate lowered—
tongue raised. Notice how an obstruction at the entrance
to the throat (arrow) causes noisy breathing. Illustration
at the right shows the soft palate raised—tongue
depressed. An open, unobstructed throat makes mouth
breathing effortless and silent.
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the nasal passages. (See illustration in Lesson 3.) The swollen
nasal passages cannot resound, hence the nasality. The echo
spots in the head are temporarily deadened. Mouth breathing
then becomes snoring. Constantly keep your soft palate—the
velum—raised when you speak to produce a resonant voice
and to make mouth breathing free and easy. Of course, the soft
palate automatically drops when voicing the nasal continuants
M and N, and the digraph NG.

Sometimes uncontrollably noisy breathing or night-time
snoring can be traced to adenoids, or to polyps or some other
obstruction, in which case minor surgery may be indicated,
but most times a lazy soft palate is all that needs correction. If
you wish, make a test right now. Close your nostrils with the
fingers and intone the vowels, AH, AY, EE, OH and 0O. There
shouldn’t be the slightest tinge of nasality. If you notice a
slight nasal quality, try it again. Be sure to draw the soft
palate up and away from the tongue to form a dome-like
structure inside the mouth. Be especially observant on
playback of the close-formed EE sound. Some students labor
under the false impression that they must cultivate a well-
developed lung capacity. For the vocalist, yes; he must
sustain long tones. But a large lung capacity is unessential for
speech purposes with its clippy articulation and opportunities
to breathe freely; whiffs of air taken at commas and periods
suffice to carry the speaker along. For broadcast purposes
such quick breaths should be taken through the mouth, not the
nose. Nose breathing, no matter how carefully it’s done, may
sound like the sniffles. To practice silent breathing, record the
following news item, which has been liberally marked for
breathing-practice purposes. Now, raise your soft palate—all
the way up. Remember to breathe through the mouth, and
make such breaths very short whiffs.

President Nixon, in his State of the Union address to Congress
(BREATHE) said that every effort would be made to make
America free from air and water pollution. (BREATHE) In
regards to a recession, (BREATHE) the President said: “‘Our
economy is as strong as it ever was.” (BREATHE) In Boston
yesterday (BREATHE) during a heavy snow storm,
(BREATHE)...

Listen closely. Was your breathing inaudible? When you
start out with a moderate air supply, a whiff per line should
carry you through a commercial as well as a long newscast.
Never build up an uncomfortable excess of air which you must
expel noisily. Avoid breathlessness and gasping. To allow your
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lungs and diaphragm to function freely, sit up straight—don’t
slouch. Keep chest and shoulder muscles relaxed, the soft
palate raised. If you wish, insert vergules (/) between
phrases as breathing cues in your copy, or be guided by
commas and periods. If you take short whiffs of air through
the mouth, breathing will become a comfortable, effortless
and noiseless achievement.

Keep your soft palate raised. Listen for resonance. Mark
in breathing spots using the vergule (/).

Let me ask you a question. Why shouldn’t your hands look
as lovely as your face? Well, they will, if after washing
dishes with today’s strong detergent, you pamper them
with a quick beauty treatment. I’'m speaking about
DREEM, a new kind of hand cream. You see, we put
expensive face-cleansing oils into DREEM. Your lovely
hands deserve the same, fine treatment you give your
face. DREEM makes your hands feel silky and
smooth...like they used to feel, remember? DREEM is a
moisturizing agent, that restores the natural oils which
strong dishwashing detergents remove. If your hands
aren‘t as smooth and silky as your face...DREEM is your
answer. Give it a try.

The next time you get the kids together and smiling, reach
for your SNAPIT automatic camera and press the button.
It's that simple to take pictures with a SNAPIT automatic
camera. We made it simple to operate. No need to adjust
the shutter speed...it’'ll take care of itself, and there’s a
built-in electric eye to give you perfect pictures every
time! The SNAPIT loads instantly. No threading. Drop in
the cartridge and you‘re ready to shoot picture after
picture. You’ll be amazed at the professional touch in
picture making with SNAPIT. A SNAPIT kit, including
camera, film, flash bulbs and instruction book costs under
$20. See it at your nearest SNAPIT dealer. What a
Christmas gift for the whole family!

PRACTICE SCHEDULE—2nd WEEK

1. RELAXATION Mental and physical as explained in this
lesson.
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2. BREATHING Devote a few minutes, each day, to silent
breathing, as explained in this lesson.

3. READING ALOUD Read aloud from your newspaper or
magazine. Increase the time to 10 minutes. Sound factual, yet
friendly. Visualize a listener.

4. COMMERCIALS Use your commercials this week to
practice inaudible mouth breathing. See Fig. 2-1 again, and
review the instructions on proper breathing. 20 minutes.

5. Review the entire Lesson 2 each day if time permits.

6. Your practice period should run at least 50 minutes this
week.
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Lesson 3

How To Develop a Forceful
Speaking Voice

If you have the basics with which to work, humming exer-
cises—if properly practiced—will surely result in a resonant,
convincing and forceful speaking instrument. As dif-
ferentiated from the untrained speech apparatus of the non-
professional, you will command attention and admiration, so
essential in professional broadcasting circles.

With the soft palate raised to prevent that throaty quality,
hum the 5-tone scales. Start in your middle register, then
move up one tone at a time. Also practice hums in your lower
register. The neck muscles and gullet should always be
relaxed. The inside of the mouth should resemble a dome-like
structure (Fig. 3-1). If privacy permits, sing aloud short scales
using the vowels: AH, AY, EE, OH, 00. Alternate the above
humming drill with the following. Sing the four words listed
below. Dwell well on the M, N and NG. Like this:

meaning—MM-ea-NN-i-NNGG
mining—MM-i-NN-i-NNGG

moaning—MM-0a-NN-i-NNGG

mooning—MM-00-NN-i-NNGG

As you develop, you’ll feel strong vibrations evident in the
forehead, neck and chin and in your upper chest area. Like
loudspeakers, these echo spots amplify the lower, medium and
upper registers of your voice. When you speak, sing or hum,
project to the front of the head, to the lips, cheeks and
forehead. Keep the soft palate raised. Make a before-and-after
test. Record a brief reading today before you start to practice
any of the techniques presented in this book. Then, one month
from today repeat the reading. Notice the improvement in the
quality of your speaking voice! (See Fig. 2-1 in Lesson 2,
proper breathing.)

EXERCISE

Start on middle C. Hum up and down the 5-tone scale six
times. Repeat, starting on D, then to E, until a comfortable
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Fig. 3-1. CORRECT AND INCORRECT WAY TO VOICE
DEVELOPMENT. lllustration at the left shows the soft
palate lowered. Vibrations escape into the nasal area,
causing nasality and impairing resonance. lllustration at
the right shows the soft palate raised—tongue com-
fortably depressed. Produces dome-like structure inside
the mouth for full, resonant vocal quality. Vibrations are
shut off from the nasal area.
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limit in register has been reached. Also practice hums in the
lower register.

Gmm
Fmm mmF
Emm mmE
D mm mmD
Cmm mmmmmm C

Key of C

Amm
Gmm mm G
F mm mmF
Emm mm E
Dmm mmmmm D

Key of D etc.

Alternate humming exercises above with the singing drill
below. Instead of 5-tone scales, practice on 4-tone chords as
illustrated. Repeat each chord six times, then move one tone
higher. Also sing the vowels in lower register.

ah ay
ah ah ay ay
ah ah ay ay
ah ahhhhhhh ay ayyyyyy
Key of C Key of D
ee oh
ee ee oh oh
ee ee oh oh
ee eeeee oh ohhhh
Key of E Keyof F
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00

00 00
00 00
00 000000h
Key of G

The soft palate must remain raised at all times for resonance.
Test with your fingers. Close your nose. If a nasal, stuffy tone
results, the soft palate is not raised.

Be patient. A cultured voice, as any schooled singer
knows, results from days, weeks, and years of diligent
practice. Even those persons to whom we refer as “naturals”
must take specialized training to qualify them for professional
broadcasting. A pleasing, cultured voice is only one of the
numerous qualifications demanded by a critical profession.
Today’s standards are high: resourcefulness, attractive
personality, a good general and specialized educational
background, indisputable references, etc. In television they
also stress the importance of a photogenic quality and the
ability to quickly memorize.

Seemingly, the baritone voice is preferred, but there are
numerous good deejays who are tenors. If your voice is
unusually high-pitched, the relaxation exercises in Lessons 1
and 2 and the humming drills in this lesson may very possibly
help to relax it and subsequently lower it. Sometimes an ab-
normality causes an exceptionally high-pitched voice.

A college student who telephoned for a lesson appointment
surprised me when he called in person the following week. I
expected to meet a girl. In regards to his high-pitched voice, I
suggested that he consult a laryngologist, or that a speech
therapist might be able to help. A talented person with a high-
pitched voice may not be chosen for air work, but there’s much
to be done in other areas of broadcasting. This is a
multifaceted industry. Those with speech disorders and voice
difficulties should write to The American Speech and Hearing
Association, 9030 Old Georgetown Road, Washington, D.C.
20014, for free information on help and services available in
their communities.

Keep your soft palate raised when you practice these
announcements. Listen for resonance on the words containing
N, M and NG.

If you don‘t believe there’s anything new under the

sun...see the new 1970 WHEELER washer-dryer. The
WHEELER is unique! You wheel it about, wherever you
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want it, and it stores in almost any closet. Listen! The new
WHEELER washer easily rolls up to a sink and is quickly
attached to a mixing faucet. That’s all there is to it. Plug
in the cord, and you‘re all set for your first load of clothes.
Takes only seconds to hook up. Takes only six minutes per
load...four to wash, and two to spin dry. If you live in a
mobile home or in a small apartment...the WHEELER is
for you! But don’t take my word for it. Your local
WHEELER dealer will gladly do a test run for you to
prove how efficient, how simple this new WHEELER
washer operates. See him soon. Look for his name in your
telephone directory under...appliances. WHEELER's the
name...a famous name in home appliances.

Dry skin your problem? Well, | have news for you. Good
news. Do you know that there’s a skin lotion on the market
today called SHEEN which guarantees to heal any dry
skin problem within one month, at the longest, or the
makers will refund twice the price you paid for it? Yes,
unbelievable, but it’'s true! SHEEN goes to work in-
stantly...it goes down deep into the under layer of the skin
and heals even cracked skin due to dryness. Shouldn‘t you
investigate new SHEEN? Ask your doctor. He knows! He
has probably recommended SHEEN to his patients. S-H-
E-E-N at your druggist.

You may also clip advertising from newspapers and
magazines for additional practice material. Another reminder
that your local radio station may be happy to furnish you with
unwanted announcements and press wire news copy.

PRACTICE SCHEDULE—3rd WEEK
1. RELAXATION Mental and physical. 10 minutes.
2. BREATHING Devote a few minutes daily to proper
breathing. If necessary review ‘‘proper breathing’’ in Lesson
2.

3. VOICE DEVELOPMENT Hum short scales. Alternate with
singing the vowels, as instructed. 10 minutes.

4. READING ALOUD Increase your reading time to 15
minutes. Always picture an invisible listener. Imagine that
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your microphone is a miniature TV screen upon which you see
a listener to whom you speak.

5. COMMERCIALS Strive for noiseless breathing. Mark in
breathing spots. 20 minutes.

6. Review lesson material daily, if possible.

7. Study the diagrams in this lesson. Notice the functioning of
the soft palate.

8. Don’t overlook your weekend review of accomplishments.
Give yourself a mental pat on the back when you deserve it.

9. Your study period should now run approximately 60
minutes.
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Lesson 4

How To Acquire Impeccable
Pronunciation

Be careful how you pronounce it. Watch your enunciation.
Pronunciation and enunciation are easily confused. To
properly pronounce a word means to speak the word
correctly; to properly enunciate a word means to speak the
word distinctly. When we hear the word, library voiced,
“liberry”’ or “libree,” or when someone speaks about a
“television progrum,’’ when the viewer refers to a program,
we wonder if his pronunciation is faulty, or if he has a lazy
tongue—or both.

No one can become perfect, but we should work toward
perfection as our goal, without becoming a perfectionist. To
actually achieve impeccable pronunciation would require a
lifetime of study devoted to the subject, orthoepy, the art of
correct pronunciation. When I started in broadcasting, I
bought a pocket-size notebook in which I jotted down,
phonetically, any words of which I was unsure as to either
pronunciation or meaning. I worked with a good dictionary at
my side. It was a daily ritual to run down the increasing list of
words until I felt absolutely certain of a word. Only then did I
cross it off the list. The two pages of words frequently
mispronounced will get you started on your personal list of
words. I suggest that you read Chapter 11, “‘Pronunciation and
Enunciation’ in The Man Behind the Mike. This study of
pronunciation, articulation and enunciation is a very in-
teresting and essential one for the serious minded student.

Keep a good dictionary by your side for ready reference.
Only a good edition carries a complete pronunciation guide,
list of foreign names and places, a pronouncing gazetteer, and
other valuable information you should have at your finger tips.
In the pronunciation guide, for example, you’ll notice that the
word, dog, sometimes pronounced ‘‘dawg’’ is erroneous. The
‘0’ in dog should be voiced midway between the vowel sounds
in the words, dock and dark. The word, half, should not be
pronounced ‘‘haaf’’ or ‘‘hahf’’ but in between the vowel sounds
in the words, ham and harm. Here is a brief rundown on the
vowels and their variations:

41



a — ATE i— FIN

a — BAND i— FINE

a — LAUGH o — BOAT
a — AIR o — NOT

¢ — END o — ORBIT
¢ — EAT oo — FOOD
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oo — FOOT
u — USE

u — BUT

u — URN

oi — COIN
ou — HOUSE

Do some of the following belong to you?

TELEPHONE not tulluphone

LEND not lind or lund
AWFUL not awrful
ISN'T not ain’t

TIME not tahm or tam
AMERICA not Amurica
WILL not wahll

CAN not kin or kaan
LEARN not loin

BEAUTIFUL (BEW-tih-ful) not bewdeeful

MONDAY (MUN-dih) not Monday

SAYS (sez) not says

AGAIN (agen) not agin or agane

GENUINE (jen-yu-in) not gen-you-wine

MY not mah

LAUGH not laaf or lahf
MAN not main or maan
YES not yeah

HALF not hahlf

MA not maw

NEW not noo

BILL not beel

FINE not fan

FARM not fam

FAST not fahst
TWENTY not twenny
TURN not toin

DOG not dawg

PA not PAW

TIMES not tams
CAN'T not cain’t
WATER not wadder



FINE not foin
=~— SUBDUE not subdoo
ENGINE not ingine
YET not yit
CAN'T not cahn’t
LAW not lah
FIVE not fav
FAST not faist
HARM not ham
TOMORROW not tomahrow
TEN not tin
OIL not earl
GETTING not gedding or gettin’

How about these?

Do yousay ‘‘BACON’’ when youmean — baking?

Do yousay “‘SANE’’ when you mean — saying?

Do yousay “WEDDING’’ when you mean— wetting?
Do yousay ‘“‘PUDDING’’ when you mean — putting?
Do yousay ‘‘COIL” when youmean — curl?

Do yousay “WOOL” when you mean — will?

And watch these, too. Don’t drop them!

WH in when, who, why, where
ING in going, saying, making

D in sand, land, band

STS in tastes, wastes, lasts, masts
TT in getting, letting, meeting

CH in much, such, lunch

I know of an excellent book which covers the subject of
grammar, spelling and everyday pronunciation for the
secretary, letter writer and public speaker. Ask your
bookseller for Grammar and Spelling Simplifiedby Edward C.
Gruber (ARCO Publishing Co. N.Y.) A student brought this
publication to my attention and it looks good to me. Wish it had
been available when I started in the business!
Occasionally, a student encounters difficulty when voicing
sibilants, the S as in the word, sun, for example. The result is
an annoying hissing which sometimes resembles a whistle.
This is possibly due to ill-fitting dentures or to the improper
placement of the tongue and formation of the lips. The latter
causes of this vocal disturbance may easily and quickly be
corrected with a few interesting exercises. There are dif-
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ferences in opinion on the placement of the tongue: (1) against
the upper teeth, (2) against the lower teethridge. The
pronunciation guide of the dictionary gives both placements. I
think you'll agree that placing the tongue against the upper
teethridge all too easily produces the interdental fricative TH,
making the word this sound like thith, as does a speech defect.
If your Ss hiss, try this: With your lips relaxed and spread in a
smile, place your tongue flatly against your lower teethridge.
Guard against curling the tip of your tongue and withdrawing
it. The tongue should not flutter freely between the teeth! It is
precisely the cause of hissing when the S is voiced. To clarify
this point, notice that when voicing the SH the opposite for-
mation of the lips and the tongue placement should be ob-
served. Lips are rounded, and the tongue is withdrawn. Notice
in the following exercises how easily the lip formation and
tongue placements of S and SH may become confused. Smile
and place your tongue against the inside of your lower teeth.

s0 — show sack — shack
sane — shame sell — shell
assume — assure sin — shin

sop — shop sewer — sure
sue — shoe seen — sheen
sign — shine subtle — shuttle

Now, roundyour lips, and slightly withdraw your tongue:
mush, much, chicken, chin, check, jog, jungle, jerk, stretch,

jingle, China, shrug, shriek, snatch, match, lodge, dodge,
judge.
To produce agility, practice the following set of words

slowly. Increase the tempo as the ease of tongue and lip
movements is noted.

situation persuasion
conscientious station
suspension selfish
emancipation satisfaction
sludge insatiable
sensation succession
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Now, give the following tongue twisters a try:
1. Sister Susie’s sewing silk shirts for sick soldiers.
2. She sells seashells by the seashore.
3. Some shun sunshine. Do you sometimes shun sunshine?

4. Shiny silk sashes shimmered when the sun shone on the
shop signs.

Check the next lesson for additional tongue twisters.
Consult the section on microphone technique. Also check the
pronunciation guide of your dictionary.

How do you pronounce the following words?

Cuisine (kwee-ZEEN)
__acumen (a-KEW-m’n)
program (PROH-gram)
news (NEWS not NOOS)
acclimate (a-KLY-mat)
elite (ay-LEET)
attache (at-a-SHAY)
corps (KOHR)
address (ad-DRESS)
curator (KYOQO-ra-tor)
joust (just)
harass (HAR-ass)
apricot (AY-pri-cot)
crises (CRY-seez)
harbinger (HAR-bin-ger)
gondola (GON-doh-la)
sacrilegious (sack-re-LEE-jus)
fungicide (FUN-jih-side)

_ pro rata (pro-RAY-ta)
strata (STRAY-ta)
dacron (DAY-cron)
incognito (in-COG-nih-to)
retroactive (ret-tro-ACK-tiv)
bronchial (BRONG-kih-al)

— Pago Pago (PAHNG-0o PAHNG-0)
incomparable (in-COMP-ar-abl)
culinary (KEW-lih-ner-ih)

__ charge d’affaires (shar-SHAY-de-FAIR)

__ coup d’etat (koo-day-TAH)
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discharge (dis-CHARGE)
—ignominy (IG-no-min-ih)
hiccough (HIK-up)
inextricable (in-EKS-tric-a-bl)
orchestral (or-KESS-trl)
—cupola (KEW-poh-la)
quintuplets (KWIN-tu-plets)
---tarpaulin (tar-PAW-lin)
diabetic (di-a-BET-ic)
indict (in-DITE)
—victuals (VIT-ls)
says (sez)
data (DAY-ta)
controversial (con-troh-VER-shal)
— sacrosanct (SACK-roh-sahnt)
ration (RAY-shun)
frugal (FROO-gl)
architect (AHR-kih-tect)
associate (a-SOH-shee-ate)
clique (KLEEK)
equitable (ECK-wih-ti-bl)
——comptroller (con-TROHL-er)
New Orleans (Nyew OHR-le-ans)
Terre Haute (Ter-a-HOTE)
February (FEB-ru-er-ih)
genuine (GEN-you-in)
raspberry (RAZZ-berry)
suite (Sweet)
ignoramus (ig-no-RAY-mus)
exquisite (EKS-kwih-zit)
despicable (DES-pic-a-bl)
lamentable (LAM-en-ta-bl)
preferably (PREF-er-ab-lih)
precedent (PRESS-ih-dent)
superfluous (syew-PER-flu-us)
grimace (grih-MAYS)
—naphtha (NAF-tha)
Worcester (WOOS-ter)
-—chiropodist (ky-ROP-o-dist)
rebuttal (ree-BUT-1)
Chicago (Shih-KAW-go)
diptheria (dif-THEER-ih-a)
err (ur)
—Thames (Tems)
arctic (ARK-tic not AHR-tic)
radiator (RAY-dee-ay-tor)



— mercantile (MUR-kan-till)
_—engineer (en-jih-neer)
—Puget Sound (PYEW-git Sound)
Louisville (LYQU-ee-vile)
__—~chasm (KAZ-um)
absolutely (AB-soh-lyut-lih)
hospitable (HOS-pih-ta-bl)
mischievous (MISS-chih-vus)
precedence (pre-CEED-ens)
_—damask (DAM-sk)
finance (fih-NANS)
exemplary (ex-EMP-lar-ih)
—exigency (EK-ih-jen-sih)
— Gloucester (GLOS-ter)
bona fide (BOH-na FYE-dee)
depot (DEE-poh)
coupon (KOO-pon)

Now, you have an excellent start for your list of words
frequently mispronounced. Keep adding to your list as you
encounter words with which you are unfamiliar as to
pronunciation and-or meaning. You’ll soon be admired for
your impeccable pronunciation.

Speaking of correct pronunciation, I want to touch briefly
on something which has bugged radio announcers right from
the start, namely, the correct pronunciation of foreign names
of people, places, foreign musical titles, etc. Insofar as news is
concerned, the press wire news services are quite aware of the
problem and liberally furnish phonetic spellings to aid the
newscaster or deejay in that respect. At least once a year
press wire services furnish broadcast stations with phonetic
spellings on not only foreign places but the correct pronun-
ciations of people who make the news, such as sports figures,
internationally famous persons, etc. Despite the universal
usage of the correct pronunciation of say, Vietnam (Vee-et-
NAHM), it is voiced as ‘“‘Vet-nam” by people who should know
better. Of course, an erroneous pronunciation of some foreign
place isn’t a crime, yet you should make every effort to learn
the correct pronunciations of foreign places and people. It
adds distinction to your work and lends authority to your
newscasting.

In regard to concert programs, the announcer on the
evening trick of a middle-of-the-road or a good-music station is
supplied, as a rule, with scripts which also give the phonetic
spellings to aid the deejay. For example:
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One of the first compositions of Johann Strauss (YOH-hahn
SHTROWS) was his Wein, Weib und Gesang (Vine, Vipe oont
ge-ZAHNG). Rimsky-Korsakov (REEM-skee KOHR-sah-
kuff) on the other hand came into...

Top good-music stations must choose announcers for their
linguistic abilities, or at least because of their fluency and
accomplished working knowledge of several foreign
languages in relation to music and composers. I can safely tell
you that top good-music stations make auditions real tough,
indeed. One time I auditioned for WQXR in New York, a good-
music operation which I consider one of the best, if not THE
top station in its class. The reception room was packed with
tensed announcers. Each applicant was handed a
mimeographed audition script. Besides French, German,
Spanish and Italian names, with which many announcers are
generally familiar, the script included Hungarian and little-
known Dutch names of musical compositions and composers.
It was the roughest audition ever; infact, I was surprised to be
chosen one of three finalists. We were asked if we wanted to
compete in a deciding test to eliminate two of us. That wasn’t
necessary. The job was only a summer replacement assign-
ment, so two of us bowed out. In case you're wondering,
WQXR’s audition material does not contain any phonetic
spellings. Either you know your languages or you muff it. You
get it right the first time, or you get the Don't-call-us,-we’ll-
call-you treatment;

Be conscious of your pronunciation. Watch the endings of
words, the final ‘s’, the ‘ing’, and the ‘t’ in beauTify, ferTilize.
Make it LUCKurious, not LUGurious, etc.

Bring new beauty to your garden this summer with
colorful flowering shrubs. At NELSON'S GARDEN
SUPPLY, 110 Mullberry Road in Claremount, you have
your pick of shrubs for border and specimen plantings.
NELSON'S is your headquarters for fertilizers, garden
tools, sprayers and sprinkling systems. NELSON'S is the
complete garden center...no need to go elsewhere. And
now you can see the new 1970 GARDENALL tractor on
display at NELSON’S GARDEN SUPPLY. This new
tractor does dozens of jobs from mowing lawns to discing
and plowing. For the most beautiful lawn in town use
GREENWAY grass seed and fertilizers. They’ll work
together to beautify your home grounds in a jiffy. And
now’s the time to plant grass seed. By July you’ll have the
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thickest, most luxurious lawn ever. If it’s something for
the home garden or farm, you’ll find it at NELSON'S
GARDEN SUPPLY, 110 Mullberry Road, in Claremount.
Look for the famous NELSON greenhouses, just outside
town.

Get set for party time... the holidays are on the way!
Spruce up your home now with new traditional or modern
furniture, whichever your taste dictates. WILLIAMS
FURNITURE MART now offers the public the greatest
money-saving sale ever! Listen to this. Living room
groups from only $189! Regularly $298, you save $100! A
four-piece contemporary bedroom set, in choice hard-
woods and beautifully hand rubbed must go for only
$189...you save $50! Bookcases, recliners, platform
rockers, desks—all must go this week end at WILLIAMS
FURNITURE MART on route 102, Millersville. Store
opens at 8 tomorrow morning. Hurry!

PRACTICE SCHEDULE—4th WEEK
1. RELAXATION Mental and physical. 5 minutes.

2. VOCAL DRILLS Humming exercises and singing of vowels.
10 minutes.

3. PRONUNCIATION Each day this week check the list of
words frequently mispronounced. Study six words daily for
correctpronunciation. Also this week start your own collection
of words frequently mispronounced. 10 minutes.

4, READING Become a storyteller, not a reader of words. 15
minutes.

5. COMMERCIALS Follow the special instruction preceding

the announcements. 20 minutes. Reread this lesson daily if
time permits.
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Lesson 5

How To Attract and Hold Listeners

The disc jockey with a well modulated voice, enhanced by a
striking personality, needs only a well articulated delivery to
be easily understood, to attract and to sustain audience in-
terest.

In the example exercise illustrated below, start mouthing
the word very slowly, accentuate the lip and tongue
movements to develop articulation (Fig. 5-1). Increase speed
gradually until you can pronounce the word rapidly yet clearly
and distinctly. For a test, record the finished product in a
whisper. On playback, if every syllable is audible and crisp,
the desired improvement is evident. Become syllable con-
scious. Speak toward the lips, not down in the throat. Make the
lips work to form vowels and consonants. Form the three
tongue-point stops—the voiceless t, d and n—distinctly. Round
the mouth well when pronouncing the sh sound, as in the
words, tension, shop, shark. The lip nasal continuant m should
be voiced with the lips tightly squeezed closed (for practice
purposes) to accentuate the articulation. Also check the
pronunciation guide in your dictionary for other details.

Pronounce the following word at the varying speeds
indicated, six times in each case.

tran...scen...den...tal...is... m
tran..scen..den..tal..is.. m
tran.scen.den.tal.is. m
transcendentalism
Watch out for these and other similar words in everyday use:

poem - POH-em (not pome)
different - DIF-er-ent (not DIFrint)
interesting - IN-ter-est-ing (not IN-trist-ing)

Athletic - ath-LET-ic (not ath-a-LET-ic)
film - film (not FILL-um)

50



Q
'\

NASAL PASSAGE

PALATE

7

Fig. 5-1. YOUR SPEAKING INSTRUMENT. These are
the articulators with which you produce distinct, easy-to-
understand speech.
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Apply the method illustrated for transcendentalism to the
following. Diligent practice on a half-dozen words daily will
suffice.

Cal-i-for-ni-a Lou-is-i-an-a
pro-nun-ci-a-tion in-ves-ti-ga-tion
del-i-ca-cies sta-tis-ti-cal
re-or-gan-ize cer-ti-fi-ca-tion
ep-i-dem-ic na-vi-ga-tion
con-sul-ta-tive cer-e-mo-ni-al
de-lib-er-ate di-ver-si-fied
ir-reg-u-lar e-lim-in-a-tion
e-nun-ci-a-tion con-sti-tu-tion-al
per-so-nal-i-ty ac-cu-mu-la-tion
sim-i-la-ri-ties dy-na-mite
e-co-nom-i-cal e-lec-tric-i-ty

When the last letter in a word is a consonant and the first
letter of the word following is a vowel, the tendency is to slur
both words, often causing a drastic misunderstanding. Here
are a few examples:

BIG GUYS (big eyes)
BORE A GASSET (boric acid)
A DISH AND A LAID (additional aid)
LONG GEARS (long ears)
MARRY DURLY (married early)
Another bad speech habit is sounding the ING as INK:;
GOINK up (going up)
SINGINK (singing)
- LOOKINK (looking)
Exercises:
going, seeing, looking, wanting, making, speaking, taking,
painting, cooking, baking, writing, driving, steering,
reading, studying.

Now, to multisyllable words, to be practiced, six a day, as
illustrated previously.
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EXERCISE

totalitarianism materialization
individualization constitutionality
transilluminate meteorological
democratization ophthalmologist
superserviceable individualization

How do you pronounce these?

engine not INgine which not witch
going to not gonna when not wen

get not git whether not weather
had to not hadda while not wile

got to not godda can not kin

doing not doin’ just not jist

going not goin’ new not noo

what do you not whatdya suppose not spose
getting not gedding really not reely

And there are hundreds more. Avoid dropping syllables and
adding them. Peculiar to our language, there are stressed and
unstressed forms of certain monosyllables. Under the con-
dition of sense stress, these words may require any degree of
stress, from the lowest to the highest. This subject of strong
and weak forms, which create a naturalness in your speech, is
fully explained in the pronunciation guide of your dictionary. I
urge you to check on it. Here are some of them: at, for, from,
to, am, are, has, must, he, your, me, her, etc.

The strong form of a monosyllable is always used when
the word stands alone, I shallL. We weaken it when it becomes a
part of the context, I sh’ll not. The stressing and weakening of
words should not be confused with slovenly enunciation, as
when the careless speaker pronounces the word, can as Kin, or
when the word, getis provincially voiced, git. Incidentally, the
unstressed form of the word, can, is ¢’n, but not kin. “Un-
stressed words make for a rhythmic succession of
monosyllables to produce a natural flow of speech, without
which, the announcer would sound stilted and amateurish.”
(The Man Behind The Mike, page 129) Example:

AS WRITTEN: Give him the benefit of the doubt
ASSPOKEN: Give ‘m th’ benefit ‘v th’ doubt

Here's an illustration of how the preposition, to, in one sen-
tence, appears in both the strong and weakened forms:
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AS WRITTEN: It began to move to and fro from the east to the
west.
AS SPOKEN: It began t’ move to ‘nd fro fr'm th’ east t' th’
west.

Keep your vocabulary under control. You see, in broad-
casting we speak blindly to listeners of many intelligence
levels with diverse educational backgrounds. We must also

" consider the ethnic angle, the multilinguistic group in our
audience with a limited understanding of our language. Strive
to speak distinctly. Devote a few minutes daily to enunciation
drills. Undoubtedly, an attractive speaking voice and striking
personality are powerful assets, yet, basically, you must be
easy and effortless to understand to attract and hold listeners.
Try the technique on the following commercials. The un-
derscored monosyllables should be weakened as explained
previously.

Springtime is paint-up time. And MORRISON'S, the house
of colors, has a complete line of paints and varnishes,
stains and enamels, exterior and interior paints to give
your home that fresh, new look. Now, during
MORRISON'S April-sale days, stock up on exterior latex
paints at only $3.96 a gallon. This is top-quality paint, one-
coat guarantee, regularly on sale at $4.74 a gallon. And to
help you do the job better, get yourself a new wooden or
aluminum ladder, tray and roller set, brushes, drop
cloths...everything to do a professional job. MORRISON’S
also carries famous names in wallpapers in the season’s
newest patterns. If you have a special decorating problem
bring it to MORRISON'S PAINT AND BUILDING
SUPPLY on Fairmont Drive in Sunland. The folks at
MORRISON'’S have been helping their friends and neigh-
bors for more than forty years. For paints, wallpapers,
home-decorating tools and supplies, see MORRISON'S
PAINT AND BUILDING SUPPLY in Sunland. Open from
7 to 9 PM, Monday through Saturday. Plenty of free off-
street parking.

Take a load off your mind and off your budget! If those
monthly bills are getting you down, stop paying them!
What | mean is, go to your nearest FAMILY BUDGET
office and borrow the money you need to pay ALL your
bills at once. Then pay back your loan to FAMILY
BUDGET in easy monthly payments plus a small interest
charge. Everybody’s doing it! Why not you? Your nearest
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FAMILY BUDGET office wants to serve you. See your
local FAMILY BUDGET office...today!

After rehearsal, record this announcement. Listen for clear
enunciation. Check if all underlined monosyllables were
properly weakened. Try it again.

A classical example of confusing articulation is the
childish prattle which goes:

““Mairsey doats and dosey dotes and lillamsy divey...”” (Mares
eat oats and does eat oats and little lambs eativy)

This is another example of how consonants slur over into
vowels unless we are especially vigilant and conscious of our
enunciation. Tongue twisters have long been used by public
speakers and in classrooms as excellent material for the
development of a nimble tongue. Included here are several of
the popular ones. We are not interested in speed; rather, in
clarity and distinctness of pronunciation. Relax the tongue
and lips. All them to function freely. Start very slowly, then
gradually increase speed. Repeat each six times.

1. Peter Piper picked a peck of pickled peppers.
2. She sells seashells by the seashore.

3. Theda and Theodore thought that the athletes were
enthusiastic.

4. Ethel’s thread and thimble were thrown straight
through the thatches thicket.

5. The whale wheeled, whirred and whirled in the
whirlpool.

6. We whispered while the whale wheezed and whimpered.

7. Shiny silk sashes shimmered when the sun shone on the
shop signs.

8. Thrice six thick thristle sticks thrust straight through
three thrushes.

9. Amidst the mist and the coldest frosts with stoutest
wrists.
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10. Some shun sunshine. Do you shun sunshine
sometimes?

11. The old scold sold an old school coal scuttle.
12. The seething sea ceaseth to seethe and it sufficeth me.

13. She shrilly shouted when she saw the shining shark
near the shore.

It is suggested that you include a few of the above exer-
cises, repeating each at least six times, in future lessons. Start
very slowly. Don’t hurry.

PRACTICE SCHEDULE—5th WEEK
1. RELAXATION Mental and physical. 5 minutes.
2. VOCAL DRILLS As per previous instruction. 10 minutes.

3. PRONUNCIATION Check the list of words frequently
mispronounced. Study six words a day. Have you started your
own list of words yet? 10 minutes.

4. ENUNCIATION As instructed, practice on three
multisyllable words daily. Also practice on three tongue
twisters a day. When your schedule becomes too heavy, you
may alternate tongue twisters with multisyllable words, or
alternate pronunciation with enunciation. 10 minutes.

5. WEAK AND STRONG WORDS Study this section well.
Check your dictionary for detailed explanation on the use of
stressed and unstressed monosyllables. Did you obtain a good
standard dictionary? Five minutes.

6. READING Continue your daily reading to an invisible
listener. Your local radio station will gladly furnish you with
discarded teletype news copy. 15 minutes.

7. COMMERCIALS Observe carefully your articulation, the
endings of words, etc. 20 minutes.

8. Do a daily review, whenever possible, of the week’s lesson.
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Lesson 6

Developing A
Person-to-Person Approach

There are two types of theatrical productions—presentational
and representational. They are opposites. The presentational
production is so called because the speaker presents
something to the audience. In the representational production
the performer represents something for the audience. The
presentational type of production may be referred to as the
personal approach, the representational as the impersonal
theatrical approach. Let’s discuss them individually.

In the presentationalcategory we find the public speaker,
deejay, politician, auctioneer, school teacher, salesman,
newscaster, etc., who present something to the audience—
instruction, news, campaign issues, merchandise, etc. These
persons make and maintain contact, eye-to-eye contact—with
their listeners. To lose such contact will sever their invisible
lines of communication. This is the person-to-person approach
that has to be developed for effective communication through
word power. Speak to one listener. It’s impossible to address
more than one person at a time. Even in a group of three, you
must shift your gaze from person to person. The podium
speaker scans his audience; he cannot address his audience as
a unit. Your radio approach, in every respect, should parallel
the method you use when you chat over the telephone with a
personal friend.

In the representational theatre, we find the motion pic-
ture, TV film, panel show, actor and the others who represent
something for the audience. Let’s take a stage play as a
working example. The audience, through an invisible fourth
wall, impersonally, views a tragedy affecting the lives of the
actors on stage. The onlookers take an objective view of the
story because they are not participants. The DJ speaks to an
individual The stage actor performs for a group.

Projection is the number-one technique to be mastered
(Fig. 6-1). In radio it may be likened to the eyeball-to-eyeball
treatment of the TV announcer. The jock who habitually wears
phones while he speaks does not project, he introjects; he
speaks to himself and for his own benefit (Fig. 6-2). Some
jocks may not admit it, but they wear phones to monitor and
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NO PRQJECTION
NO IMPRESSION

SUBCONSCIOUS MIND

Have y’ had y’ soup today?

SUBCONSCIOUS MIND

Have you..had YOUR..soup.. TODAY?
Fig. 6-1.
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admire their own work. Tests have proved that when phones
are worn during speech, a DJ may become his own harsh
critic; he may develop an inferiority complex, or he may
sound so satisfactory to himself that he fails to project. Eithe
type DJ, without phones, may well feel self-conscious—
insecure on the air. It’s a difficult habit to break. Headphones
should be employed to serve specific purposes such as,
monitoring the network, when no loud speakers are available,
when inserting a local tie-in on a network program, when
speaking over music, etc. In my opinion, when it becomes
hecessary to wear headphones to speak a simple, station
identification, the announcer has developed a bad habit. (I
know jocks who do this.) The absence of projection is
noticeably evident to the listener.

When a television announcer’s voice is synchronized with
action on the screen, the commercial is called a voice-over
announcement, which means that the announcer speaks over
the action. A voice-over commercial employs both the
presentational and the representational techniques; hence, it
is doubly effective. The old proverb applies: One picture is
worth a thousand words, and TV knows it well. The radio disc
jockey, minus video to assist him, must create and project his
ownpictures, wordpictures, a subject which will be dealt with
in a later lesson.

We are concerned here with projection and how it can be
achieved. Let me illustrate briefly:

AS WRITTEN

Doyou want to save money?
Here’s how you can take part.
Are you tired of waxing floors?

AS PROJECTED

Do YOU...want to save money?
Here’s how YOU...can take part.
Are YOU...tired of waxing floors?

As you can see, an invisible line of personal communication is
established using a cleverly placed pause and gently lifting the
word, you. The technique is just as effective as the eyeball-to-
eyeball approach of the television announcer. When you
practice projection, if it will help, point to your invisible
listener when you emphasize the word, youor yoursetc,

How would YOU (POINT)...like to earn $20 a day in YOUR
(POINT)...spare time?
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Make your ONE listener feel that you are addressing only
HER and no one else in your audience. That’s true com-
munication.

Here is a list of exercises to develop the person-to-person
approach. A student of mine devised a gimmick to still further
help him get the picture. He stood in front of a full-length
mirror, then as he spoke the line, he pointed to his image to
feel the person-to-person contact. Try it. I usually suggest a
mental exercise to produce the same effect. The deejay should
mentally picture one listener looking directly at him from his
microphone, as if his mike were a miniature TV screen.

EXERCISE

1. Are YOU...wondering if it’s YOUR...bad breath that’s at
fault?

2. Are YOU...tired of waxing floors? Let me tell YOU...about
GLOSS.

3. Have YOU...received this year’s Christmas Seals yet?
YOU'LL.. .like them.

4. How many times have YOU...said, ‘I wish I could play the
piano.”’?

5. Taste it just once...then YOU...be the judge. YOU’LL...like
it.

6. If money is YOUR...problem, I have good news for YOU!

7. Have YOU...had YOUR...soup today? YOU...should try
some soon.

8. Now, YOU...can pour yourself a vinyl floor. Saves
YOU...work.

9. Money problems got YOU...down?

10. What do YOU...do when a headache strikes?
11. Stop wasting YOUR...money.

12. Here’s how YOU...can be a winner.

13. Will YOU...know what to do?
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14. Are YOU...a modern thinker?
15. What is it worth to YOU?

16. Do YOU...know what to think?
17. How can YOU..help?

18. YOU'LL...be surprised!

Note: the pauses which follow the lifted word, YOU or
YOU'LL, are momentary in duration, for about as long as it
takes you to snap your fingers. The longer the pause, the more
emphatic becomes the word preceding it. Now, practice the
presentational approach—the person-to-person technique—on
the following commercial announcements.

Yes, a headache can get you down, feeling low and
miserable. If that’s the way YOU feel—don’t wait! Reach
for that blue and white bottle of BLUE CROSS aspirin, for
quick, long-lasting relief. You see, BLUE CROSS aspirin
offers you fast flaking action. That means that YOU get
immediate relief from the nagging ache or pain. It's
comforting to know that YOU have BLUE CROSS aspirin
handy in YOUR medicine chest. Can YOU afford to be
without BLUE CROSS aspirin? Of course, not! Here's
another important thing: BLUE CROSS aspirin cannot
upset YOUR stomach because it contains a special buf-
fering agent to give YOU gentle, fast relief every time. So,
for the fast relief from the agonizing pain of neuritis or
arthritis always reach, first, for YOUR bottle of BLUE
CROSS aspirin, world’s best aspirin. YOU’LL find BLUE
CROSS aspirin at drug counters from coast to coast, but
be sure to ask for it by name...BLUE CROSS aspirin.

Here's another:

Only YOU can prevent forest fires. Yes, a thoughtless
flick of a cigarette butt...a smoldering campfire...little
things like that may destory millions of dollars of
America’s valuable timberland. YOU can play it safe.
Because only YOU can prevent forest fires by using
precaution. It's YOUR America...preserve it!

Project on the bold typed words:

If YOU'RE particular about YOUR taste, you don't
have to shout from the rooftops to prove it! No sir! Simply
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smoke WALTON cigarettes. Why? Well, sir, WALTON'’S
natural mildness give YOU smooth, pleasing flavor. What
a smoke! You see, when YOU smoke a longer cigarette,
YOU smoke a cigarette that’s long in taste, too. Sure!
Shouldn’t YOUR smoke be WALTON? Outstanding and
mild, WALTONS are the smoke for YOU. Wherever you
find particular folks you’ll find WALTONS. Again | ask
YOU...shouldn’t YOUR smoke be... WALTON?

Now, repeat the above announcement. This time smile
broadly; try to look off into space using the eyeball-to-eyeball
technique of the television announcer. Point sharply with your
free hand every time you use the word you or yours, then take
the same approach on the following announcement. These
announcements should be repeated several times each day for
one full week before proceeding to Lesson 7. Smile and now
PROJECT!

Have YOU had YOUR soup today? Good! Yes,
MORELL soups are all downright good eating. Mmmm.
Delicious. MORELL soups are good and good for YOU.
Fifteen garden-fresh vegetables, just the right amount of
seasoning to give MORELL soups that old-world flavor,
and YOU'LL enjoy those old-fashioned egg noodles, oodles
of noodles in MORELL soups. MORELL offers twenty-
three kinds of delicious soups. YOU'LL find one YOU like,
that’s for sure. So, the next time YOU’RE in your favorite
market, look for MORELL soups...they’'re the greatest!

In the following announcements the words to be projected
have been left unmarked. PROJECT!

Have you heard about the new DICKENSON way to
smoother, effortless shaving? For a shave without drag
and pull, two things are needed. A good, keen blade and a
DICKENSON ultra-smooth blade holder. What counts is
the angle at which the blade is held by the razor, and
that’s exactly what DICKENSON has perfected...a razor
expressly designed to hold a blade just right for smooth
shaving. Furthermore, the ultra-keen blades made by
DICKENSON are engineered to work perfectly in the new
DICKENSON razor. It's a combination you just can't
beat! The new DICKENSON razor is a precision in-
strument, featherweight, and so easy to handle. It lets
you stroke across your face with no pressure at all. Now
you know why the DICKENSON way of shaving has
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caught on so fast. Yes, men find shaving a pleasure and
not a distasteful chore. Try a DICKENSON shave
tomorrow morning. What a surprise you’ll get!

Now—for the first time in ten years—TV CENTER
proudly announces a giant money-saving sale on all name
black-and-white and color TV sets. Take your pick of
tamous names, Zenith, RCA, Sylvania, Eureka...name
your favorite brand, we have it! See the entire line of
famous TRUETONE TV sets in rich, handcrafted
cabinets in ten elegant stylings to enhance your living
room, and TRUETONE’S 1970 models feature that ex-
clusive set-it-forget-it color adjustment. That’s all you do,
adjust your set only once, then forget about it. The ad-
justor automatically tunes in a beautifully color-balanced
pictureon all channels every time. TV CENTER'S money-
saving sale starts today!

PRACTICE SCHEDULE—6th WEEK
1. RELAXATION 5 minutes.
2. VOCAL DRILLS 10 minutes.

3. PROJECTION Person-to-person drills. Six lines a day. 10
minutes.

4. PRONUNCIATION Continue your daily check on six words
frequently mispronounced. 10 minutes.

5. ENUNCIATION Continue work on multisyllable words.
Alternate with tongue twisters if time is limited. 10 minutes.

6. READING Continue indefinitely as instructed. 15 minutes.

7. COMMERCIALS Apply the presentational approach as
explained in this lesson. Carry all techniques forward from
less to lesson. They will merge. 20 minutes.

8. Give this lesson a daily reading, if time permits.

9. Keep up your weekly survey on your progress. Don’t
become over-critical of your work. Learning is a process of
trial and error. You cannot become perfect. Do the best you
can—that’s enough. Disregard those ‘‘off days.” We all have
them.
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Lesson 7

Analyzing A Commercial
Announcement

Every commercial follows a special style, one chosen by the
copywriter to best sell the advertiser’s product or services. To
do a good selling job from a piece of copy, a simple analysis,
sometimes referred to as ‘“‘interpretation,” is in order. To do
this, three points must be taken into consideration: the nature
of the product or service, the sex group to which the product
will appeal and the average age of the group—potential
purchasers of the product. Here are a few examples of what is
meant by selling style.

Male listeners won’t be offended if you laughingly shout,
“Five o’clock shadow! You’ve got to shave, man!”’ But you
can’t take the same approach with a product for women:
*‘Gray hair? It makes you look old, lady!’’ So the copywriter
adopts a special style to sell hair dye. ‘‘Tired of gray hair?
Well, wash it away. Look and feel your youthful, lovely self
again.” Of course, a cosmetic announcement takes a soft-
spoken, almost whispering tone of voice, as for the following:
“New Swan soap will keep your skin so soft, so baby soft, so
kissable, so caressable...” For the commercial slanted to
teenagers, take a light and lively tack, ‘‘Hey, kids! Enjoy fun
in the sun this summer with a Coke. That’s good, man—real
good!”’ If it’s a medical product, your potential purchasers
may be quite mature folks who seek relief from some
discomforting illness; therefore, drop the smile and speak in a
conversational, friendly voice, as a pharmacist or the family
doctor would. You must be versatile. If you have a copy of The
Man Behind The Mike, read Chapter 7 ‘“The Art of In-
terpretation.”

Analyze the following sample commercials. Try various
types of deliveries. Decide on the one which would best sell the
product.

1. Has a headache got you down? Feeling low and
miserable? Don’t wait! Take BLUE CROSS ASPIRIN for
fast-acting, long-lasting relief.
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2. Have you had your soup today? Good! Yes, WAGNER'S
make twenty-three kinds of soups, and they’re all
downright delicious eating.

3. Worried about graying hair? You needn’t! Wash that
gray away with GLOSS for a more youthful, lovelier you.
It’s so easy and quick, too.

4. Are you smoking more now but enjoying it less? Then
switch today to PIEDMONTS, for smooth smoking
pleasure. A satisfying smoke.

5. Today is your last chance to take advantage of SMITH’S
bargain days. Everything must go at 30 to 40 percent off!
Don’t wait! Act today!

6. Wherever young folks gather, there you’ll find ice-cold,
refreshing POP COLA. In summer, what could be better
at the beach or picnic than POP COLA?

Number 1 sells a medical product; therefore, it requires a
friendly, factual voice. Number 2 should carry a very definite
smile to reflect satisfaction and to stimulate the listener’s
appetite. For number 3 use a subdued, between-us-gals type of
delivery. Number 4 takes the same voice as does number 2. On
number 5 become very enthusiastic and emphatic. Number 6
calls for a lively, brisk tempo and plenty of smile and highly
colored words. The technique of characterization and color is
explained in Lesson 9. Practice analysis on newspaper and
magazine advertisements.

Before you start practicing these commercials, analyze
each one of them. What style (conversational, informal,
confidential, enthusiastic, etc.)? What age group? What sex?

Stainless steel has been around for a long time...nothing
new, but it's what the makers of KEEN blades have done
to stainless steel that makes shaving a pleasure, well,
almost. Ah, man! What a smooth, no-drag shave you’ll get
with these new, stainless blades by KEEN. Try ‘em
tomorrow morning. You’'re in for a surprise! Believe me!

Did you smile with satisfaction on that one? Did you take a
moderately fast, a bright pace, with an enthusiastic ap-
proach? Try it again.

66



Ladies! Are you tired of gray hair? Does it make you look
older than you really are? Well, confidentially, do
something about it. Rinse that gray away with KOLOR.
Sure, it's so easy. Shampoo your hair as you usually do,
rinse it with KOLOR. That's all! Look forward to a
brighter and more youthful tomorrow. Be your former
youthful self again. Rinse away that aging gray today!
Get new, easy-to-use KOLOR. Your druggist has it...now!

If you took the whispering, between-us-girls tone of voice, you
were right. When you do this type of sotto voce delivery, work
closer to the microphone, the lighter the whisper, the closer.
The harder the sell, the farther from the mike.

Now! Yes, now you save dollars and dollars on home
furnishings during WILSON'’S big, big fall clearance sale.
Everything must go! Prices slashed to the
bone...unheard-of buys for the economy-minded
homemaker! All sales final! WILSON'S big fall clearance
sale is now on, so hurry, hurry, hurry to WILSONS, home
of fine furniture for more than fifty years!

How will you handle this commercial?

For a wonderful and bright spirit, say, KOKE! Yes,
KOKE is still America’s number-one drink for the young
and for those who think young. You see, wherever you find
happy, carefree people, there you’ll find that friendly
bottle of COKE. Folks just naturally love that ice-cold
goodness...that satisfying light taste...that thirst-
qguenching goodness that only a bottle of KOKE can give
you. For that weekend party, at home, for the picnic, at
the seashore...take along a carton or two of frosty,
delicious taste-tempting KOKE. Now in family-size
bottles and in cartons of a dozen. At your market, now,
But be sure you say, KOKE, please. You bet there’s a
difference!

Come back to these commercials for practice when you study
Lesson 9, Characterization and Coloring.

Are you smoking more than you should? Well, it could be
that you’re simply tired of your present cigarette. Maybe
a change to MENTHOS will enliven your taste buds. You
see, MENTHOS are made with the world’s best domestic
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and imported tobaccos, plus just the right amount of
menthol to give you the coolest, most satisfying
smoke...ever. You’ve got to try a pack of MENTHOS to
really know how good a cigarette can taste. MENTHOS
with the pure white filter, in king and extra-long sizes for
better, more satisfying smoking. Yes, those in the know
changed to MENTHOS when they smoked more than they
should. Shouldn’t you change, too?

PRACTICE SCHEDULE—7th WEEK
1. RELAXATION 5 minutes.
2. VOCAL DRILLS 10 minutes.
3. PROJECTION As instructed in Lesson 6. 10 minutes.

4. PRONUNCIATION Continue daily check on six words
frequently mispronounced. 10 minutes.

5. ENUNCIATION Multisyllable words. Alternate with tongue
twisters. If necessary, alternate enunciation with pronun-
ciation 10 minutes.

6. READING 15 minutes.

7. ANALYSIS Work daily on the exercises on interpretation.
Also devote some time daily to advertisements in newspapers
and magazines. Notice the different types of commercials. 10
minutes.

8. COMMERCIALS Analyze each message before reading.
Apply the person-to-person technique of projection. Carry
techniques forward. 20 minutes.

9. Read the text daily. Pay no attention to ““fluffs,”’ as errors
are called in broadcast jargon. A name announcer on a major
network once introduced President Herbert Hoover as
“Hubert Heever.” Another famous voice called the A & P
Gypsies, the “A & G Pippsies’” and a nationally known
newscaster read a bulletin: ‘“‘An English battleship was left
stinking in the English Channel!” Are you still concerned
about an occasional error? We all make them. Make them—
forget them.
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Lesson 8

Putting Your Imagination To Work

You now know that to do an effective selling job on the air,
some interpretation is necessary. To be able to project a
commercial announcement with genuine enthusiasm and
believability, the various aspects of the message (its
character, mood, etc.) must firmly be established in your
mind. You, primarily, must be convinced of the worthiness of
the product or services as presented in your copy. Your
listener will believe you in proportion to how much you believe
yourself. It is for this very reason that sponsors quite
frequently supply announcers with samples of their products.
For instance, while in New York, I was assigned to the
production staff of a program sponsored by the Lambert
Pharmaceutical Co., manufacturers of Listerine antiseptic.
Through its advertising agency, the sponsor sent me a carton
containing his entire line of products.

Most professionals take their advertising seriously.
Frankly, I dislike superlatives in commercials. Such words as,
amazing, astounding, incredible and other strong modifiers
sometimes tend to overrate a product. One of the most con-
scientious performers in our midst, veteran radio and TV
personality., Arthur Godfrey, in a public statement not too
long ago, said he ceased to recommend a certain washday
soaker. ‘‘It's a good product, and all that,”’ he said, ‘‘but, now I
am told it contains a polluting agent.”” Mr. Godfrey felt it was
against his principles to speak highly about a product unless
he could personally vouch for its merits. I admire his candid
action. Undoubtedly, he’ll again sing its praises when' the
offending ingredient is removed.

Yes, we have performers in this profession who take a
very strong stand on ethics and personal principles, and Mr.
Godfrey is one of them. As a longtime conservationist, he
acted precisely as his conscience and common sense dictated.
There are many professionals, who act likewise when they
harbor any doubts as to the efficacy or integrity of a product or
if they can’t seem to whip up enough enthusiasm about it. To
mask negative feelings about a product, and yet rave and
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shout in glowing terms about its outstanding qualities,
requires the performance of an actor. I firmly believe that to
do justice to a sponsor, his product and to an audience, the
deejay should feel a profound respect for whatever it is he is
selling. The store owner proudly displays samples of his line of
merchandise because he, too, believes in the worthiness of his
inventory. Ethics and principles in this business of broad-
casting are important.

Some years ago, the Mentholatum Company sponsored
one of my newscasts. Knowing that Mentholatum was (and
still is) a high-quality cold remedy, I felt pleased to be com-
mercially associated with the product. That winter I
developed a bad cold. When our program director heard me on
the air through sniffles telling the audience about the efficacy
of Mentholatum, he called me to his office. “How do you ex-
pect your listeners to believe what you say about Mentholatum
as a cold remedy when you, yourself, struggle through
wheezing and sniffling on the air?”” He was right. I had never
thought about it that way. A substitute took over for a week,
while 1 used Mentholatum to clear up a stuffy nose and
congested sinuses.

Speaking of principles, when the Debbie Reynolds show
bowed in during the Fall of 1969, cigarette advertising ap-
peared on the screen that first evening. Quite upset about it,
Miss Reynolds flatly stated that she disapproved of the
practice and demanded deletion of such commercials, or else.
It seemed that the star simply did not wish to be associated
with a production which promoted the sale of tobacco and
encouraged the smoking of cigarettes. Incidentally, as I write
this, cigarette advertising has been banned from the broad-
cast scene. The industry reports this will cost it a loss in ad-
vertising revenue of about $250 million a year, about one-
eighth of its current national billings.

You see, this is an unpredictable business, maybe zany is
the better word. During my very early days in the profession, I
was assigned as announcer to a band show which originated in
a hotel just outside town. The show clicked and I looked for-
ward to the following week’s program, until a colleague in-
formed me that the ‘‘hotel” had a local reputation of being a
swanky, hanky-panky establishment. And I had actually in-
vited our listeners to ‘“‘put fun in your life—come on over...” I
quit the assignment. If you feel a lack of moral soundness or
dishonesty about a product or service, and yet wish to accept
the assignment, you’ll have to be a good actor to sound con-
vincing. To register sincerity and believability, I think an
announcer should feel that he’s telling the truth, and that he is
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not merely mouthing a conglomeration of words, the handi-
work of an ingenious advertising-agency writer.

To develop the ability to mentally see, hear, smell, taste
and, in your mind’s eye, closely examine a product or a ser-
vice, I devised a certain exercise to be used for practice only. I
have found the eye closure method, as used in the development
of ESP, very satisfactory. It helps you stimulate your
imagination. In other words, close your eyes and on an
imaginary white screen, visualize the product or services in
action. It’s the next best thing to actually seeing and using the
product.

Don’t become confused at this stage of your progress.
Analyzing a commercial, determining its mood and character,
activating the imagination, conjuring up mental pictures—in
other words, all the steps preparatory to doing a good selling
job from a piece of typed copy—will very soon become a one-
stepprocess. That is, you will be able to quickly read through a
commercial, then, in a flash, determine the fitting and proper
manner in which to handle the account. A few readings or two,
a few markings to guide, you and you’ll be ready to send those
mind picturesout to your listener. As I said in the beginning of
the book, all techniques will merge. For practice purposes and
to simplify instruction, we must necessarily study and develop
the techniques one at a time.

The deejay or commercial announcer must sound just as
believable as does the play-by-play sportscaster, yets these .
techniques differ slightly. Let me explain. The sports ar-
nouncer has the advantage, he is able to SEE the action on the
field, in the ring, at the track, on the court. He simply converts
the action he SEES into WORDS; he makes word pictures. The
sports fan listening to his radio, via his imagination, recreates
the sports event, as though he were observing the action on the
TV tube. You might say the listener is seated on the 50-yard
line through the eyes and ears of the play-by-play announcer.
While announcing, the deejay cannot see his product in action
as does the sportscaster, yet he, too, must create lifelike word
pictures. The announcer sees only a piece of paper with words
typed on it, symbols which he must convert and use as building
blocks to construct his word pictures. That’s precisely why the
power of the imagination is of utmost importance to the deejay
or commercial announcer. When the deejay’s projected word
or mind picture is well defined—clear, distinct and
believable—the listener is ‘‘sold,” convinced! Lesson 10
explains this in detail. On one hand the sportscaster SEES
what he is describing, while the announcer or deejay uses his
IMAGINATION to ‘‘see’’ what he describes. Both project word
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or mind pictures; the effects are identical. The sports fan
eagerly watches the scoreboard, the passes and fumbles and
the bargain-conscious homemaker observes the day’s market
buys, all via the magic of mind pictures.

Now, to a well-tested method to develop your ability to
‘“see” in your mind’s eye. Relaxation is important; so is a
quiet atmosphere. Be patient. Results may not be forthcoming
on your first try, but daily practice will do it. First, read one of
the groups of descriptive words several times. Then, close
your eyes, relax completely in a comfortable chair, imagine
that you are sitting quietly in a motion picture theatre, looking
at the blank screen waiting for the picture to begin. Allow your
imagination to create a picture—a moving picture—in ac-
cordance with the descriptive words you memorized. For
example, when you visualize the mental picture of a creamy
dish of chocolate ice cream in all its tasty goodness, just
waiting to be scooped up, your mouth should water. When it
does, you are mentally conditioned to do a good job of selling
ice cream; you’ll sound believable because you ‘‘ex-
perienced’’ tasting its goodness. All right, let’s try mind
picture number 1:

1. This is the picture of a bowl of steaming-hot, home-
cooked, hearty, old-fashioned chicken soup with oodles of
noodles. It has that rich, tantalizing, chickeny flavor.

2. This description depicts a mouth-watering helping of
delicious chocolate ice cream, overflowing with thick mar-
shmallow topping, like lava cascading: down the sides of an
erupting volcano. On top sits a bright-red, sweet maraschino
cherry.

3. Here is a murky and gloomy torture chamber deep
down in the musty dungeon of a crumbling, medieval castle,
dank and moldy with age.

4. This time visualize the bone-chilling, frozen wasteland
of the Arctic. Look out upon a desolate iceboundhorizon.

Because Lessons 8 and 9 are so closely related, include the
exercises in this lesson in next week’s work. Carry this
imagination technique over into your next lesson.
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4.

5.

PRACTICE SCHEDULE—8th WEEK

RELAXATION 5 minutes.

. VOCAL DRILLS 10 minutes.

PROJECTION 10 minutes.
PRONUNCIATION 10 minutes.

ENUNCIATION 10 minutes.

6. IMAGINATION Work daily on the exercises as instructed.
10 minutes.

7.

READING 15 minutes.

8. COMMERCIALS During this week apply all the techniques
you have acquired so far to the commercials contained in
Lessons 1 through 7. You may now check on your original
recording and make a comparison. 20 minutes.

9. Reread this lesson carefully. It has a very definite bearing
on your next lesson.

10. Notice that your schedule now runs 90 minutes. If you must
limit yourself to one hour, decrease numbers 2, 3,4,5,7 and 8
by 5 minutes each.
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Lesson 9

Words Have Character

Make it real—speak in living color! It’s easy. The technique
with which we are concerned in this lesson, I call coloring,
which sometimes is referred to as characterization. Shun the
monotony of black and white. The world is color-conscious. So,
color your speech for interesting conversation and believable
reception. On the street, on radio or TV, you communicate
thoughts, and such thoughts, to be properly translated in the
subconscious of your listener, must be transmitted alive in
living color! When you practice imagination as explained in
Lesson 8, apply coloring, then simply speak descriptive words
as you see them. It’s that simple! Don’t over color, though.
When a TV set is not properly adjusted, blues become too
deep, greens, muddy, and a picture becomes unbelievable.
Tintyour words. Here’s an example: The word smooth, should
be characterized as, smooth but not smooooooth, the word
grip, as you would see a tire grip the road when brakes are
applied, would appear to grrip but not grrrrrrrip the
pavement, and ice cream would be described as creeamy but
not creeeeeeamy.

When using coloring words, such as, white, black, muddy,
dismal etc., pitch plays an important part in the technique. In
your mind’s eye see the color white as spoken in an upper
register, and the word, black, voiced on a lower level. The
words coldand hotare both spoken in your lower register but
to make the word cold sound collld, a slight shiver in the voice
should be evident, and the word, hottt should sound slightly
breathless and ‘“‘perspiring.” Yes, words have character—
make them live!

EXERCISE
soothing sooothing
smooth smoooth
long-lasting lonngg-lasting
quick (say it quickly)
slowly-cooked slowwwly-cooked
delicious deeelicious
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striking (strike it hard)

amazing amayyyzing!

gripping grrripping

exploding (explode it)

crash (make it crash)

tremendous tremmmmenndous!

millions milllions!

clean (make it sound clean)

fresh (Make it sound fresh)

new (not noo) (Make it sound new!)
It has that fresh taste. What an easy life.
Your mouth feels clean. Do it instantly!
Here’'s something brand new! Tires grip the road.
What delicious food. A wonderful world.
That’s remarkable! It’s ice-cold.
An amazing invention. New exciting!
It’s a smoother smoke. Very refreshing.

What a cool day.

IN YOUR LOWER IN YOUR HIGHER
REGISTER REGISTER
dark gloom airy cool
black murky brisk bright
dismal foggy white snowy
brown down dainty filmy
murder  cold light fluffy
tomb frozen lacy gay
depths clammy frilly frivolous

In addition to the announcements here, include the
exercises in Lesson 8. You are now working with projection
(the person-to-person) technique, characterization and
coloring. Use your imagination to KNOW your product.
Analyze each commercial to determine the treatment. To
assist, the words to be characterized appear inbold face.

Now, there’s a brand new tire with a broader tread, NO
SKID! Yes, NO SKIDS are unconditionally guaranteed for
life. When other tires skid on slippery pavements, NO
SKIDS grip the road...bring your car to a safe, fast stop.
See this new, this amazing NO SKID tire, the last word in
automotive development. . . Today!
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Did you make the word NEW sound new? Did you make the
guarantee sound unconditional? Did you make your listeners
“see’” a tire GRRRIP the road? Were your listeners
‘“amazed”? They were if you pronounced the word,
“aMAYYYYzed!” Here’s another:

The Danes know good beer. . .they cherish the old. That's
why PRIDE OF DENMARK is still the finest, thirst-
quenching brew in the world today. They still brew it
today as they did over a hundred years ago. PRIDE OF
DENMARK has that old-world flavor, the cooling, smooth
taste found only in a premium beer like PRIDE OF
DENMARK. Creamy, golden-amber PRIDE OF DEN-
MARK hits the hot spot on a sizzling-hot summer’s day.
Try PRIDE OF DENMARK...You’ll see what | mean
when | say, PRIDE OF DENMARK is still the tastiest
brew in the world.

Don’t fail to go back to the announcements in Lessons 6, 7, and
8 for characterization practice. Fig. 9-1 shows a student’s
markings to insert inflections, pauses, and characterization.

For practice purposes, descriptive words which should be
characterized will be left unmarked in the following com-
mercials. After analyzing the announcements, underscore the
proper words.

Hurry..Hurry..Hurry! This is your last chance to buy a
1971 Hudson for the low, low price of only $2250! That's
right! Every car on our showroom floor must go im-
mediately! Hardtops, sports models, sedans...They’re all
here! For smooth riding qualities, for the utmost in
automotive convenience and traveling comfort, test drive
the new 1971 Hudson. Feel how easy it steers, how quickly
its brakes bring it to a stop, how economical Hudson is to
operate. See this new, 1971 Hudson, on display at all
BISHOP showrooms..now!

Did you mark them all? Hurry, last, low, only, right, im-
mediately, all, smooth, utmost, new, feel, easy, quickly,
economical, now. The line should read; ‘‘Feeeel how eeeeasy
it steers...how quickkkly it brakes..”” Pronounce the word
quickly—QUICKLY!

Have you tasted new, KRISPY TOAST! You haven't?
Lady, you're really in for a surprise! Nutritious? Yes!
Delicious? Yes, again! KRISPY TOAST snaps and
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It's sheer magic .hat a arop of LYLLO can ao for rea, ured
eyes. Yes, bYelLO quickly clears uj. that irritatea look in your K
eyes due to fatigue ano overwork. LYLLO works amazin fast
y gu > gly ;
too. Mak: 1 bi brighter, And b
00 es your eyes look 1gger/yf_u.r_1’_ge;r,/ r’_g’/r he
]

effect last anu lasts for hours. EYRLU is non-staining and

—— —
absolutely safe to use. Clear up your eyes tomorrow morning. EYELO

—— Y:.-’_\ h

brings sheer magic to morning eyes. GetfrYLLO in tvo sizes, the
convenient pocket-sizea bottle and the larger,/ family-sized plastic

container for your medicine chest. ETELO . . . at druggisty everywhere, !

—_—
—_—

J5 Seconds

If il takes you morc than fiflecen minutes Lo get to slecp, then

take two/DuUmSk tablets for a night of safe and restful slumber,

LitOWSL tablets are non-habit fcrming . . . cunnol upset your stomach.,
—— —

Ko hangover, either. . . . just natural sleep. If business tension

or everyaay nervousness keeps you awake, Lake LROWSE. Hext thing you

knou/i!.'s morr.ing../ Why twist and turn half the night when two DROWSE

—=

tablets will quickly bring on blessea sleep! DROWSef D-R-UW-5-b . . .

—_

at all drug count.ers/nou.’/
=

¢z

Fig. 9-1. Copy markings to denote inflections, pauses and
characterization.

77



crackles. It's sweet and tasty. The kids’ll love KRISPY
TOAST and they’re downright good for them, too. What an
idea for a midnight snack! You’'ll say they’re great! Try
KRISPY TOAST tomorrow morning. KRISPY TOAST at
grocers and supermarkets...everywhere!

PRACTICE SCHEDULE—9th WEEK
1. RELAXATION 5 minutes.
2. VOCAL DRILLS 10 minutes.
3. PROJECTION 10 minutes.
4. PRONUNCIATION 10 minutes.
5. ENUNCIATION 10 minutes.
6. READING 15 minutes.
7. CHARACTERIZATION Devote as much time as possible on
this important subject, also called coloring. Work well on the
drills. Also review the process of imagination and develop-

ment. 10 minutes.

8. COMMERCIALS Your commercials should now begin to
reflect that professional sound. 20 minutes.

9. Try to do a daily reading of the lesson text.
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Lesson 10

YOU — The Living
Slide Projector

Is there an analogical relationship between the process of
projecting a colored image on a screen and on-the-air
broadcast techniques? Yes, definitely! Because this is a
truism, I say PROJECT! Don't introject! When you wear
phones you introject. Forget about yourself and how well or
poorly you sound to your own ears. Instead, concentrate upon
one listener and communicate a believable word picture to
her. If you can’t feel a genuine interest in your product, or if
it’s difficult to believe in the product’s merit or proof of per-
formance, be an actor! (The successful announcer must be a
good actor.) Make what you say sound believable.

It's imperative that the serious student relaizes that there
is a relation of likeness between a slide projector and himself,
a correspondence of function, as it were. Whether you, the disc
jockey, create and effectively communicate word or mind
pictures, or whether you use a projector to show colored slides
on a screen in your living room, the process is basically the
same and the result is identical. A living image in lifelike color
is registered and impressed upon the viewer’s (listener’s)
subconscious. It may be different, structurally, but you can’t
change the resemblance one iota. Mentally, the com-
munication is tantamount. A comparison should prove in-
structive and interesting.

The Slide Projector The Broadcaster

The colored slide This is equivalent to well-written
copy from which the DJ reads and
speaks—the original.

The electrical current Controlled breathing in well-
spaced places for an ample air
supply, taken in whiffs.
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The illumination = This may be likened to a cultured,
resonant speaking voice, forceful
enough to register clearly.

The lens The human ‘“lens” is the mouth
through which pass the vowels and
consonants as formed by the lips
and distinctly articulated.

The focusing Think of this as technology:

device the person-to-person approach,
the use of attention-getting devices etc.,
to project a clearly-defined word

picture.
The screen The listener’s subconscious mind.
The projected The projected (word) picture, an
image effective sales message.

By now you should be convinced of one thing: you're in show
business—you're an actor!

Here’s an example of a poorly projected word picture.
Let’s assume that the announcer read too quickly; that he
failed to use any attention-getting devices; and that his ar-
ticulation was slovenly. His delivery impressed the listener’s
subtonscious with little more than a poorly-formed, ‘‘washed
out”, blurred image. It sounded something like this:

“Hizzaboggin ywoon wanna miss.
Yikingit toofiti pricea one.
Gitchaintri blan’ ‘day.’

Exaggerated? Not too much. I heard something quite
similar on radio last week. Here’s how a trained jockey, using
the various techniques conducive to professionalism, would
deliver the same lines:

Here’s a bargain...you won‘t want to miss!
You can get two...for the price of one!
Get yourself an entry blank...today!

This jockey obviously took a moderate tempo to do a
selling job with color and characterization. He made the word
bargain sound like a BARGAIN! He used pauses and in-
flections, the techniques of which will be explained in later
lessons. You might say, that he cleaned the lens, removed the
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finger smudges from the slide, turned the illumination up full
and focused the picture sharply to project a living image of
his product. Yes, in a very real sense you are a projector of
pictures.

Following is a test for clarity and projection. Watch the
endings of the words, dressing, advertising, according, etc.
Observe the WH in the words, why, where, when and what.
Notice the momentary pauses and color the words, smoothly,
clean, free, greasy, pleasantly scented, etc. Get a smile into
your speech and project on you, your, and you'll. In other
words, apply all the techniques learned thus far. When you
record these commercials, listen on playback for a well-
defined, understandable message.

According to the advertising one reads these days, one
brand of hair dressing will get you a girl...the other...will
get you that job you've always wanted. It makes one
wonder what's a hair dressing for in the first place? Well,
the way | look at it, a hair dressing is made to keep your
hair neatly in place, smoothly groomed, all day long.
Right? Sure..and that's why you should wuse
STAYKREEM. You see, this new STAYKREEM won't
leave your hair greasy looking. STAYKREEM conditions
your hair...keeps your scalp feeling so clean..absolutely
free of annoying dandruff. Why don't you try
STAYKREEM? Yes, it's a real, he-man’s hair dressing
without that strong, smelly perfume, but pleasantly
scented with a masculine freshness. STAY KREEM comes
in two sizes...the trial and regular sized tube as well as in
attractive plastic jars. Ask for...STAYKREEM wherever
drugs are sold. You'll like...STAYKREEM.

Did you give each of the words, first, right, sure, greasy,
he-man’s, without, perfume, freshness, like, a gentle em-
phasis—a lift? Inflections, upward inflections, they are called.
More on inflection in Lesson 14. Please record the
STAYKREEN commercial again. This time add another touch
of professionalism. Plant (as it’s called in show business) the
product’s trade name or the name of the sponsor in the sub-
conscious mind of your listener. You’ll make a lifelong friend
of an advertiser if you give his name prominence in the
commercial, or if you highlight the trade name of his product.
How do you do it? Simple! Use the attention-getting device,
the pause, but do it subtly. Pause momentarily before, and lift,
the name of the product or the name of the sponsor, like this:
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1. This new..STAYKREEM / is non-grasy!
2. For the lowest prices in town...MILLER / is the name'

3. Only...OAKLAND MOTORS / can make you a deal like
that!

Notice also the brief pause after the name of the product
or advertiser. There’s a very definite rule for use of the pause
to be explained in Lesson 13. The use of pauses, inflections,
coloring and the other professional techniques give top name
announcers that finesse. Deejays speak about finesse, but they
don’t know how to acquire it. They know it sounds great, but
how to get it? That’s the question. You are acquiring it right
now. By the way, I think now’s a good time to start clipping
advertisements from newspapers and magazines. From
Lesson 18 on, you’ll practice with fresh copy every day to
develop your skill at analyzing, and working with, various
types of commercials—a seasoning process. You may, if you
wish to put variety into your practice sessions, add a few
magazine and newspaper advertisements as I suggested in an
earlier lesson.

PRACTICE SCHEDULE—10th WEEK
1. RELAXATION 5 minutes.
2. VOCAL DRILLS 10 minutes.
3. PROJECTION 10 minutes.
4. PRONUNCIATION 10 minutes.
5. ENUNCIATION 10 minutes.
6. CHARACTERIZATION 10 minutes.
7. READING 15 minutes.
8. COMMERCIALS 20 minutes.

9. Daily reading of the lesson.
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Lesson 11

Sales Points & Customer Benefits

A sales point, itself, may arouse the potential customer’s
attention, but to actually sell the product the announcer must
place importance on how the customer will benefit from the
sales point. Of course, a good copywriter will see that both
appear in the copy. The sales point in an aspirin commercial
may read, ‘It has fast flaking action!”’ To clinch the sale the
customer benefit must be emphasized: ‘‘That means that
BLUE CROSS aspirin goes to work fast to relieve your
headache in seconds!’’ Here’s another example: To exclaim:
“Yes, BREEZE is different from other deodorants...it’s
better!”’ won’t tell the customer much. You must still tell her.
why it’s better, and in which way it’s different by “selling”
this line: “BREEZE gives you long-lasting protection—48-
hour protection; that’s why it’s different from old-fashioned
kinds of deodorants.”” Now, you’ve answered both questions.
You have stated a sales point and bolstered it with a customer
benefit.

Another sales point may be the fact that this new
BREEZE deodorant now comes in an unbreakable plastic
bottle. Of course, everyone knows that a plastic bottle won’t
shatter; still, the customer benefit must be strongly indicated,
“Yes, no more messy spills to mar your dresser tops...”” Let
me give you a BREEZE commercial. Notice the many
customer benefits in the message.

Does your present deodorant give you 24-hour protection?
If not, you owe it to yourself to give new BREEZE a trial.
BREEZE is different...entirely different! BREEZE is
guaranteed to kill the germs that cause..body odor.
BREEZE gives you long-lasting protection. You get that
fresh...clean feeling all over. No stickiness...BREEZE
dries immediately! And BREEZE lasts, and lasts...and
LASTS! New...improved BREEZE is now at your
druggist’s.

Notice that the sales point, ‘“‘new BREEZE is entirely dif-
fer