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$500,000 » 

More than $500,000 has been expended by 

this organization in originating and developing 
electrical transcriptions. 

Today's widespread usage of electrical 
transcriptions in the commercial life of radio 
stations coincides with the objectives we antici- 
pated in originating this idea four years ago. 

The sales that the transcription industry 
has produced for radio stations throughout the 
nation indicate that the $500,000 capital expen- 
diture has been justified. 

ORIGINATORS AND PERFECTERS Of ELECTRICAL TRANSCRIPTIONS 

TI NALj° ADVERTISI NG 
Inc. 
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Listen' n in . 
Here, there, elsewhere. Finding the local hits of today that will 
6e the big time smashes of tomorrow. That's part of our job. 

More than one nation -wide favorite started as local talent on 
some small station. Built up a following. Got better and bet- 
ter known. Then was picked up by a smart advertiser as a 

pre- tested success. 

No gamble there ! Those advertisers knew what their programs 
would do. Knew it before they went on the air. Chandu, 
Rajput, Black and Blue, Centerville Sketches, among others, 
are examples. 

There are like opportunities today, on Spot (individual station) 
Broadcasting. We know it. Because we've found the pro- 
grams. Followed their results. Watched their success grow. 

If you are thinking of radio advertising - and would like to 
take the gamble out of your program - get in touch with us. 

We have available other programs of pre- tested merit. One 
of these may be just the one for you. 

O1IIDYLI 9171E IN( 
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CHRYSLER BUILDING, NEW YORK CITY 
CHICAGO DETROIT KANSAS CITY BOSTON OMAHA SAN FRANCISCO i 
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WLW Does Pull 
Our Clients PROVE IT DOES 

What better proof could be offered? In our new, 
72 -page portfolio we show letters from advertisers 
telling how WLW has helped their businesses. We 
believe that WLW can be of great assistance in solv- 
ing similar problems for you. The charts, figures 
and illustrations shown will give you a complete idea 
of the benefits of WLW. 

This interesting portfolio will be sent to advertising 
and sales executives, on request. 

THE CROSLEY RADIO CORPORATION 
Powel Crosley, Jr., President CINCINNATI 
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APPEAL like the flights 
of swift arrows to the 
BULLS'. EYES OF YOUR MARKETS 

124 radio stations in this nation -wide 

system are equipped with Western 
Electric Broadcasting equipment. Each 
one is in the center of a market area. 
You can shoot straight into these bulls' - 
eyes (any you select) and be sure of 
hitting them - with unity of effort. 
This is the World Broadcasting System's 
answer to the need for lower costs of 
distribution. Write for full information. 

WORLD BROADCASTING SYSTEM, INC. 

50 West 57th Street, New York City 
179 King St., W., Toronto 6 -242 General Motors Bldg., Detroit 

Washington Bldg., Washington, D. C. 

SOUND STUDIOS OF NEW YORK, INC. (SUBSIDIARY OF WORLD BROADCASTING 
SYSTEM, INC.) WESTERN ELECTRIC LICENSEE 
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USERS OF THIS 
SYSTEM: 

OLDS MOTOR 
FRIGIDAIRE 

HUPP MOTOR 
DUTCH MASTERS CIGARS 
MAXWELL HOUSE COFFEE 

CHEVROLET MOTORS 
OAKLAND -PONTIAC 

LIFE SAVERS 

EDNA WALLACE HOPPER 
PHILLIPS' 

DENTAL MAGNESIA 
LOUIS PHILIPPE 

JOCUR WAVE -SET 

UNITED DRUG 
GENERAL MILLS- BISQUICK 

Western EIQCI ̀l'lC 
NOISELESS RECORDING 
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' Commission Urges Self -Regulation in Couzens -Dill Report; 
Only 612 % of Time on Air Devoted to Sales Talk 
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Limit on Advertising Called Dangerous 
By SOL TAISHOFF 

A REPORT that unequivocally 
favors commercial broadcasting, 
without further governmental in- 
terference, was submitted to the 
Senate June 9 by the Radio Corn - 
mission, in compliance with the 
Couzens -Dill resolution (S. Res. 
129) adopted last January. The 
325 -page volume, exclusive of ex- 
hibits, is based on a six -month in- 
vestigation of all phases of the 
broadcasting industry, with par- 
ticular stress on advertising. It 
is submitted to serve as the basis 
for whatever legislation Congress 
may deem necessary to ameliorate 
the alleged "advertising evil." 

While the report is devoid of 
recommendations as such, it is 
honeycombed with statements, 
analyses and deductions, based on 
replies to questionnaires sent to 
stations, advertising agencies, radio 
advertisers, foreign radio groups 
and others, which show the utter 
impracticability of attempting to 
limit, restrict or curtail advertis- 
ing by legislation or even through 
governmental regulation. A gov- 
ernment -owned or controlled sys- 
tem, suggested in the Senate reso- 
lution, appears to be economically 
impossible if service standards are 
to be maintained. 

"Any plan, the purpose of 
which is to eliminate the use of 
radio facilities for commercial 
advertising purposes, will if 
adopted destroy the present 
system of broadcasting," the 
Commission said in replying 
to the most important of the 
15 questions propounded in the 
resolution. The question asked 
what plans might be adopted 
to reduce, to limit. to control, 
and, perhaps, to eliminate the 
use of radio facilities for com- 
mercial advertising purposes. 

Two Dissenters: 
IN THE letter of transmittal, the 
Commission explained that Chair- 
man Saltzman and Commissioner 
Lafount dissented from the ma- 
jority view that additional legisla- 
tion is necessary to enable the Com- 
mission to limit and control the 
amount of time used for commer- 
cial advertising purposes. They 
held that the Radio Act of 1927, 
under Section 4, gives such power 
to the Commission. 

In every instance the Com- 
mission supported its conclusions 
by evidence procured from the in- 

THE FEDERAL RADIO COMMISSION -Seated, left to right: Com- 
missioners Thad H. Brown, Harold A. Lafount, Maj. Gen. Charles McK. 
Saltzman, chairman; Eugene O. Sykes, vice chairman, and W. D. L. Star - 
buck. Standing, left to right: James W. Baldwin, secretary; Dr. C. B. 
Jolliffe, chief engineer, and Duke M. Patrick, general counsel. 

dustry and its affiliated pursuits. 
Letters from executives of 52 lead- 
ing advertising agencies handling 
radio accounts were included in the 
report. These unanimously ob- 
jected to Congressional tampering 
with broadcast advertising and pre- 
dicted that broadcasting would de- 
teriorate in every department, 
through loss of 75 to 90 per cent of 
the commercial accounts on the air, 
if advertising credits were limited 
to mere mention of the sponsor's 
name or otherwise restricted. 

Allegations of excessive 
sales talks seem to be effec- 
tively exploded by the report. 
An analysis, covering a "typi- 
cal broadcast week," showed 
that only 6.55 per cent of the 
total hours used by 582 report- 
ing stations of the 607 then 
on the air were devoted to 
sales talks or descriptions of 
the commodity advertised. It 
showed also that slightly more 
than one -third of the total 
number of hours used by the 
same stations was devoted to 
commercial programs, with the 
remainder of a sustaining or 
non - commercial character. 
Sales talks consumed 18.11 per 
cent of the hours devoted to 
commercial programs. 
Sales talks and related matters 

consumed 11.27 per cent of the com- 
mercial programs of network sta- 
tions as compared to 20.03 per cent 
of the commercial programs of 
local stations, the report showed. 
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"A flat restriction placed upon 
the amount of time used for sales 
talks without regard to the loca- 
tion, power and activities of sta- 
tions, would, in all probability, 
work inequitable results," the Com- 
mission declared. "Moreover, and 
in any case or class, limitations 
upon the use of time for commer- 
cial advertising, if too severe, 
would result in a loss of advertis- 
ing revenue to stations, which, in 
all probability, would be reflected 
in a reduction in the quantity and 
quality of programs available to 
the public * * *. 

"It would not appear to be 
practicable and satisfactory at 
the present time and in the 
ordinary case, to permit only 
the announcement of sponsor- 
ship of programs by persons 
or corporations." 
The Commission suggested the 

situation should have its cure 
within itself, following in that re- 
gard the recommendations consist- 
ently made by the industry and by 
advertising agencies. It said that 
competition between advertisers in- 
sures the use of the best talent 
available and variety in commer- 
cial programs. Unless broadcast- 
ers correct their own mistakes, the 
report said, they will lose their 
means of support anyway. 

Throughout the report, the Corn - 
mission emphasized that, if Con- 
gress considered remedial legisla- 
tion on advertising necessary, it 

should vest those powers in the 
Commission rather than undertake 
to place directly in the law any 
such restrictions. "We conceive," 
the report said, "it to be advisable 
to enact such legislation as will 
permit the Commission to impose 
such regulations as the circum- 
stances from time to time seem to 
warrant, rather than legislation 
imposing specific restrictions and 
unflexible limitations." 

Viewpoint of Agencies: 
FROM ADVERTISING agencies 
handling radio accounts came gen- 
eral criticism of any attempt to 
regulate or limit advertising and 
expressions of confidence in the 
ability of radio to solve its own 
problems. As an advertising force, 
radio was commended. Objection- 
able sales talks in programs were 
said to be very largely the fault 
of the advertiser, rather than that 
of the station or agency. Any 
limitation, some said, would be 
wholly contrary to the spirit of 
American competition and would 
immediately paralyze the industry. 
Finally, it was asserted that the 
amount of sales talk is a matter of 
good taste and good business judg- 
ment, and neither could be brought 
about by law. A survey of the 
views of the agencies is presented 
on other pages in this issue. 

As an encyclopedia on broadcast- 
ing the report is invaluable. For 
the first time, detailed figures cov- 
ering profits, losses, investments 
and other fiscal data of stations 
and networks are given. Types of 
programs in every class of station 
are broken down for varying rep- 
resentative periods. Card rates of 
stations, methods of computing 
rates and other charges, and the 
manner in which the business of 
broadcasting functions are de- 
tailed from the standpoints of ad- 
vertiser, agency, station and the 
public. Foreign broadcasting is 
covered fully and authentically. 

Investment Figures: 
ACTUAL investments in 571 
stations and the major net- 
works, as of Dec. 31, 1931, in 
broadcasting stations, totaled 
approximately $48,000,000. 
During the same year gross 
receipts of these stations 
amounted to $77,758,048.79 and 
gross expenditures to $77,- 
995,405.68, which included $20,- 
159,656.07 for talent and pro- 
grams, $16,884,436.91 for regu- 
lar employes, $4,725,168.23 for 
equipment and $36,226,144.47 
for miscellaneous items. 
Last year 333 stations reported 

profits aggregating $5,451,717.05, 
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varying from $13.94 to $376,279 
for particular stations. Losses 
were reported by 180 stations, ag- 
gregating $2,200,743.76 and vary- 
ing from $22.50 to $178,535.72 in 
the case of a company operating 
two stations. 

Education Broadcasting: 
THE LAST eight questions in the 
resolution, and the final half of 
the report, related to educational 
broadcasting, to purported monop- 
oly of stations by particular groups 
and to alleged discrimination 
against educational stations by the 
Commission. In these replies, the 
Commission analyzed the alloca- 
tions to and services of the net- 
works. 

The final question asked was 
whether the Commission believed 
that educational programs can be 
safely left to periods donated by 
commercial stations -a question 
prompted by the demand of certain 
educational factions for 15 per 
cent of all waves to be devoted to 
education. The Commission re- 
plied : 

"The present attitude of 
broadcasters, as indicated here- 
in, justifies the belief that edu- 
cational programs can be safely 
left to the voluntary gift of 
the use of commercial sta- 
tions." It supported this by 
statistics from 533 stations, 
which showed they had offered 
their facilities liberally to local 
schools and colleges. 
The inquiry on which the report 

was based was directed by James 
W. Baldwin, Commission secretary, 
head of a special staff which de- 

,What is a Commercial Program? 
HERE is the Radio Commis- 
sion's interpretation of a com- 
mercial program, as contained 
in its report to Congress on the 
Couzens -Dill resolution: 

"A commercial program is a 
program presented by the sta- 
tion for profit. It is sponsored 
usually by a person or corpora- 
tion engaged in either wholesale 
or retail or merchandise with a 
view of gaining the good will of 
listeners and of making direct 
sales. The program content 
usually consists of either or- 
chestra, song, drama, symphony, 
opera or variety, interspersed 
with sales talks or a description 
of the commodity advertised." 

The Commission describes a 

sustaining program as follows: 
"A sustaining program is a 

program presented by the sta- 
tion without compensation and 
at its expense. Its purpose is 
twofold: (1) It serves as one 
method whereby the station can 
qualify under the public interest 
clause contained in its license, 
and (2) it serves as a method 
by which the station seeks to 
enlarge and hold its audience 
and thereby increase the value 
of time available for commer- 
cial programs. The program 
content usually consists of either 
orchestra, song, drama, sym- 
phony, opera, variety, literature, 
science, politics, news, sports or 
special events." 

voted full time to the task. For 
the last two months the Commis- 
sion has been studying the report, 
paragraph by paragraph, before 
submitting it to the Senate. 

The Report: 
IN A PRELIMINARY statement 
the Commission explained that the 
report is based upon information 
gathered from all known authentic 
sources. The bulk of it was based 
on replies to a questionnaire ad- 
dressed to all stations covering the 
typical broadcast week from Nov. 
8 to 14, inclusive, 1931. This period 
was selected with the view of col- 
lecting data for a period of time 
which was previous to the latest 
public discussions on the questions 
contained in the resolution. 

Additional information was pro- 
cured from a separate question- 
naire to companies engaged in 
chain broadcasting, which required 
submission of information covering 
the calendar year 1931; from an 
interrogatory letter addressed to 
the Secretary of State concerning 
the broadcasting systems in certain 
foreign countries; from a like let- 
ter addressed to others, including 
the Secretary of Commerce and the 
International Broadcasting Union 
at Geneva; from questionnaires to 
advertising agencies, radio adver- 
tisers and educational organiza- 
tions identified with radio, and 
from the Commission records. 

Questionnaires were mailed to 
607 stations and replies were re- 
ceived from 583 that could be used. 

Government Ownership: 
IN RESPONSE to the first ques- 
tion of the resolution, asking what 
information there is available on 
the feasibility of government own- 
ership and operation, the Commis- 
sion broke down its answer into 
three separate statements. The 
first, dealing with information con- 
cerning the feasibility of a govern- 
mentally -owned and operated sys- 
tem in the United States, empha- 
sized the utter futility of attempt- 
ing to apply the so- called Euro- 
pean Plan to this country. The 
second statement dealt with sys- 
tems in foreign countries, and the 
third with information concerning 
the system now in use in this coun- 
try. 

Following is the Commission's 
statement concerning a government 
system in this country: 

"There has been no governmen- 
tally -owned broadcasting system in 
North America and consequently 
any information concerning such 
operation must come from the ex- 
periences of certain European na- 
tions 

"Conditions in Europe and in 
the United States are entirely 
different. In Europe there are 
a large number of sovereign 
nations in a relatively small 
area, with different languages, 
different customs, and different 
political interests. The United 
States is a single nation in 
which the population is dis- 
tributed over a large area. To 
apply results obtained in any 
European country to the United 
States would probably lead one 
to entirely wrong conclusions. 
"There are many possible broad- 

Chart Showing Classification and Distribution of Broadcast Hours of 582 Stations 
During the Week November 8 to 14, inclusive, 1931 
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casting systems which could be 
operated in the United States un- 
der government control but the de- 
termination of a proper technical 
system depends on the aim to be 
accomplished. The United States 
is made up of 48 political subdi- 
visions having varying areas, pop- 
ulations and interests. The policy 
adopted might take into account 
the particular interests of the peo- 
ple of the various states with the 
selection of programs in the con- 
trol of each state, or all stations 
could be nationally owned and 
operated with the selection of all 
programs in the control of a na- 
tional organization. 

"Each policy requires a differ- 
ent system of technical operation, 
and it is not possible to formulate 
a definite plan of technical opera- 
tion without a determination of 
policy. For example, it might be 
decided that each person in the 
United States, no matter where lo- 
cated, is entitled to receive the 
same number of programs, each 
with a satisfactory signal free of 
interference. Such a service might 
be accomplished by means of a 
large number of low power stations 
operated in several synchronized 
chains. 

"It is estimated that such a 
system would require approxi- 
mately 1,000 stations for each 
program. To supply three pro- 
grams would require an initial 
cost for installation of ap- 
proximately $120,000,000 with 
an annual technical mainten- 
ance of approximately 5100,- 
000,000. (These cost figures do 
not include cost of talent.) 
"Another possible policy might 

be to give two or more national 
programs which could be heard at 
night throughout the United States 
and provide one or more stations 
to be operated independently by 
each state to give programs of in- 
terest to the states. The national 
coverage could be provided by sev- 
eral high power stations geographi- 
cally arranged so as to give a satis- 
factory rural service. The state 
stations would vary in power de- 
pending on the area of the state to 
be served. To give such a service 
would require an initial investment 
of approximately $50,000,000 with 
an annual technical maintenance of 
approximately the same amount. 
(These cost figures do not include 
cost of talent.) 

"These two plans are simply ex- 
amples which have been developed 
to show the possibilities and to 
give some idea of cost. There are 
many other plans that could be 
conceived, each of which would 
serve a certain purpose and fulfill 
a particular policy. Without the 
policy, however, complete studies 
cannot be made and cost figures 
cannot be estimated accurately. 

"The present system of com- 
petitive operation of broadcast 
stations by private enterprise 
has grown up under the policy 
laid down by Congress in the 
Radio Act of 1927. Under this 
system all the people of the 
United States get some form 
of radio broadcast service. If 
this policy is to be changed, 
then a thorough investigation 
of all the various possible 
methods of serving the people 
of the United States should be 
made and a policy determined 
which would be satisfactory. 
"The Federal Radio Commission 

is ready to prepare detailed plans 

for a technical arrangement to 
meet the needs of any policy which 
may be determined if it should be 
decided that government owner- 
ship and operation of broadcasting 
is desirable for the United States." 

The second phase of the govern- 
ment ownership statement, cover- 
ing foreign systems, was in the na- 
ture of a chronological history of 
their activities. Because practical- 
ly the same information has been 
given in previous issues of BROAD- 
CASTING, there is no need for its 
repetition here. The nations cov- 
ered are Argentina, Australia, Bra- 
zil, Canada, Chile, France, Ger- 
many, Great Britain, Italy, Mexi- 
co, Russia and Spain. The report 
discloses that, despite the fact that 
most of these nations have govern- 
ment control in some way or other, 
commercial programs are coming 
to be more and more in evidence. 

U.S. BroadcastingToday : 

IN THE THIRD section of the 
government - ownership statement 
the Commission reviews broadcast- 
ing in the United States. "Radio 
broadcasting in the United States," 
it says, "has grown to be a very 
large industry. This industry en- 
gages 607 stations located geo- 
graphically so as to insure consist- 
ent radio reception at night over 
about 46 per cent (56.2 per cent 
daytime) of the total area of the 
continental United States and to 
about 89.6 per cent (94 per cent 

Government Radio? 
TO PROVIDE the United 
States with a government 
broadcasting system even re- 
motely comparable to the ex- 
isting system, would mean an 
outlay during the first year 
of around $220,000,000, ex- 
clusive of talent and program 
costs, it is estimated in the 
Radio Commission's Couzens- 
Dill resolution report. To set 
up a large number of local 
stations on several synchro- 
nized chains would require 
about 1,000 stations for each 
program, and to supply three 
programs would require an 
initial cost for installation of 
approximately $120,000,000 
with an annual technical 
maintenance of about $100.- 
000,000. No estimate is made 
of talent costs. 

daytime) of its total population. 
The entire area and total popula- 
tion of the United States receives 
intermittent service at night." 

The Commission explained that 
the industry exists by virtue of li- 
censes granted by the government 
for certain periods (usually 6 
months) to operate radio stations 
in the public interest, and that it 
subsists solely upon the revenue 
derived from the sale of "broad- 

1931 Overhead of U. S. Broadcasting 
ITEM 571 Individual Chain Companies TOTAL Stations 

Talent and Programs__$10,259,022.29 $ 9,900,633.78 $20,159,656.07 
Regular employees__ 12,003,945.09' 4,880,491.82 16,884,436.91 
Equipment 3,364,392.67 1,360,775.56 4,725,168.23 
Other expenditures 11,726,722.632 24,499,421.84 36,226,144.47 

TOTAL $37,354,082.68 $40,641,323.00 $77,995,405.68 

I Including $37,498.15 partly expended for talent. 2Including $46,978.60 partly expended for equipment. 

Station Profits and Losses, 1931 
Station power in watts No. Amount 

(Night power if dif- of 
ferent from day.) Stations 

Under 100w -Profit 22 $ 55,949.07 
Loss 5 7,036.28 

100w- Profit 114 416,693.58 
Loss 72 242,539.76 

Over 100w- Profit 28 364,458.83 
and under 500w -Loss 18 190,452.99 

500w- Profit 67 732,065.08 
Loss 40 343,04136 

1000w- Profit 63 1,545,173.65 
Loss 24 266,664.18 

Over 1000w- Profit 3 40,260.09 
and under 5000w -Loss 

5000w- Profit 16 976,402.68 
Loss 13 562,284.51 

O ver 5000w- Profit 20 1,320,714.07 
Loss 8 588,724.48 

Total Profit 333 5,451,717.05 Loss 180 2,200,743.76 
Figures ignore depreciation. 

Networks' Profit and Loss, 1931 
CHAIN Gross Advertising Gross Expenditures Net Revenue 

N. B. C. $25,895,959.34 $28,137,716.46 -$2,241,757.12 
C. B. S. 11,621,424.31 10,826,699.42 + 794,724.89 
Don Lee 999,832.79 892,270.78 + 107,562.01 
Yankee 779,529.94 784,636.34 - 5,106.40 

TOTAL $39,296,746.38 $40,641,323.00 -$1,344,576.62 
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cast time" for commercial adver- 
tising. All but about 40 of the sta- 
tions are privately owned and pri- 
vated operated, it explained. The 
exceptions are stations that are 
either directly or indirectly owned 
by states and municipalities. 

Stations were broken down into 
their power and channel classifica- 
tions as follows: 237 locals, em- 
ploying six frequencies; 272 low 
power regionals, employing 40 fre- 
quencies; eight high power region- 
als, employing four frequencies; 
and 90 clear channel stations em- 
ploying 40 frequencies. Of the 607 
stations, 389 were authorized to 
operate simultaneously at night- 
time as of Dec. 31, 1931. 

After describing the difference 
between commercial and sustain- 
ing features, the Commission ex- 
plained that what is contained in 
sustaining programs depends al- 
most entirely upon the extent to 
which radio facilities are used for 
commercial advertising. The reve- 
nue thus derived must pay all the 
costs, including generally all sus- 
taining programs, it brought out. 

"Of the total hours used by 
582 stations during the period 
of the survey, 63.86 per cent 
was used for sustaining pro- 
grams and 36.14 per cent was 
used for commercial pro- 
grams," the report declared. 
"Both commercial and sustain- 

ing programs contain much that is 
of an informational and educa- 
tional character. Of the total hours 
used by 582 stations during the 
period of the survey, 12.62 per cent 
was used to broadcast educational 
programs, of which 80.04 per cent 
was contained in sustaining pro- 
grams (58.42 per cent local and 
21.62 per cent chain) and 19.96 per 
cent was contained in commercial 
programs (10.33 per cent local and 
9.63 per cent chain) * * *. 

"The acceptance, by stations, 
of their opportunities and re- 
sponsibilities in matters of 
local interest is favorably re- 
flected in the analysis, which 
shows, in this regard, that of 
the 43,055 hours used by 582 
stations, 32,922 hours (76.46 
per cent) were used to broad- 
cast programs originated local- 
ly, and that of these, 20,765 
hours (63.07 per cent) repre- 
sent local sustaining programs. 
These broadcasts are an im- 
portant factor in the American 
system of broadcasting." 

Chain Broadcasting: 
APPROPOS chain broadcasting, 
the report said that of the 582 sta- 
tions that submitted reports, 187 
during the period of the survey 
were affiliated with networks. "By 
affiliation with chain companies," 
it added, "stations procure pro- 
gram material of national as well 
as local interest. Also this rela- 
tion enables the station to present 
programs constructed by use of the 
best talent available in the large 
metropolitan centers and generally 
at the same time to accept or re- 
ject chain material according to 
choice." 

The report explained that NBC 
and CBS are the largest companies 
in the network field and gave de- 
tailed information concerning the 
number of stations owned, financed, 
leased or operated; the number of 
affiliate stations; classification and 
distribution of programs, and other 
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detailed information concerning 
their activities. 

The Commission took up the 
subject of rates in detail, stating 
that it regarded rates as having a 
general bearing on certain of the 
questions contained in the resolu- 
tion. Based on returns from 583 
stations that furnished such infor- 
mation, it said that 521 stations, 
or about 90 per cent, quote rates 
for paid broadcasts and that the 
practice is reported in every class 
of station. 

For example, 13 of the 44 
educational stations sell time, 
as do seven of the 12 state or 
municipal stations, five of the 
28 religious stations, both of 
the fraternal stations, the sin- 
gle labor station, and the sin- 
gle Socialist station. Of the 
495 stations listed as general, 
493 reported rates. 
The aggregate number of rate 

figures and combinations for all 
stations is very large, but some 
comparison between stations may 
be had for any suitable element. 
Thus of 521 stations . that quote 
rates, 445 quote rates for a single 
quarter hour day program. These 
rates for daytime average about 
$28, but vary between several dol- 
lars and several hundred. For 423 
stations, the rates for the same 
unit night -time average about $48; 
with similar spread. 

National rates average about 50 
per cent above local rates, but sub- 
stantial departures from average 
is the rule rather than the excep- 
tion. The variations range from 
10 to 200 per cent. 

Station Card Rates: 
IN A COMPILATION based on rate 
returns from nearly all stations, 
the Commission showed rate varia- 
tion by station powers and by the 
five radio zones. The figures are 
for one -time use of a quarter hour 
at night, with the national rate 
used for stations quoting dual 
rates on stations. Over 5,000 watts, 
the quarter -hour night rate aver- 
age is $172.95; stations of 5,000 
watts, $99.28; over 1,000 but un- 
der 5,000 watts, $80; 1,000 watts, 
$56.37; 500 watts, $44.11; over 100 
but under 500 watts, $34.02; 100 
watts, $18.80, and under 100 watts, 
$15.32. 

The Commission emphasized that 
these figures are mere averages of 
quoted rates, not weighted means. 
It added that the fact that national 
rates are used for stations report- 
ing national and local rates is not 
significant, since less than one - 
fourth of the stations report such 
dual rates. 

In general, it was brought out, 
higher station rates go with higher 
station power, but the relation is 
irregular and by no means propor- 
tional. As among the radio zones, 
the rates average lower in the 
third and fifth than in the other 
three, this being attributed by the 
Commission to the lower density 
of receiving sets in the southern 
and western sections, as well as to 
sparse population. 

The report also contains a de- 
tailed discussion of network rates, 
covering basic networks as well as 
the supplementary groups. Dis- 
counts, extras, invoice items and 
other auxiliary features of the fis- 
cal side of network operations are 
described at length. 

How land lines are used in 
broadcasting is outlined by the 
Commission. These lines, or pro- 
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gram circuits, it explained, are 
procured by lease, principally from 
A. T. & T. During 1931 A. T. & T. 
furnished such circuits measuring 
more than 44,000 miles, actually 
about 90,000 miles of wire, to 12 
radio networks. Of this total, 
32,500 circuit miles were furnished 
to seven permanent networks oper- 
ating 16 consecutive hours daily, 
6,500 circuit miles to temporary 
networks for service on temporary 
recurring periods, 5,000 circuit 
miles to permanent networks for 
special programs. 

Net-StationAgreements: 
PRACTICES of NBC and CBS in 
fixing charges with affiliated sta- 
tions are not uniform, but both 
companies use a system of debits 
and credits, the Commission brought 
out. NBC quotes flat rates on an 
hourly basis which are net to sta- 
tion; all costs of production, wire 
line charges and overhead expenses 
of every nature are borne by NBC 
regardless of the classification into 
which a particular program falls. 

In the case of CBS, payments to 
affiliate stations are based on a 
number of factors; the company 
pays line costs for the stations on 
its basic network and the stations 
give the first two, three or four 
commercial hours per week with- 
out cost to CBS to compensate for 
line service. Stations not on the 
CBS basic net bear a larger pro- 
portion of the line cost by giving 
the same or more free hours per 
week. From certain stations not 
on the basic net which cannot af- 
ford cash outlay for line expense, 
CBS gets as much as eight free 
hours and assumes the risk of us- 
ing the commercial time. 

For time between 6 p. m. and 
midnight NBC pays affiliate sta- 
tions $50 per hour and for other 
hours $30 for carrying its chain 
commercials. CBS pays at a rate 
arrived at by considering the size 
and importance of the market 
served and the demand for cover- 
age in that market by national 
sponsors of programs. There is, 
therefore, a wide spread in rates. 
The normal rate is reported to be 
$50 an hour, with a few important 
stations receiving two or three 
times this amount. 

NBC collects from affiliate sta- 
tions for sustaining features at the 
rate of $25 per hour between 6 p. 
m. and midnight and $15 for all 
other hours, but bears the total 
cost of production including line 
charges. CBS gives its sustaining 
features without cost but in con- 
sideration therefor the stations 

$15,000,000 forTalent 
ABOUT $15,000,000 was 
spent by NBC and CBS and 
their advertisers for talent 
during 1931, according to the 
Radio Commission's report 
on the Couzens -Dill resolu- 
tion. NBC itself paid $7,- 
645,058.40, and estimated that 
its advertisers paid an addi- 
tional $4,000,000. CBS re- 
ported talent expenditures of 
$1,821,003.31 and estimated 
that its advertisers spent 
about $1,523,848.65. 

bear part or all of the line charges. 
Institutional programs are offered 
by NBC on a no- charge basis. 

Advertising on the Air: 
SLIGHTLY more than one -third 
of the total hours used by the 582 
stations which furnished satisfac- 
tory reports for the typical week 
covered by the survey were used 
for commercial programs, the Com- 
mission brought out in answer to 
Question 2 of the Senate resolu- 
tion. This question asked: "To 
what extent the facilities of a rep- 
resentative group of broadcasting 
stations are used for commercial 
advertising. purposes ?" 

The Commission explained 
that, in all, these stations were 
on the air for 43,055 hours dur- 
ing the year. Of this total, 
27,493 hours (63.86 per cent) 
represented sustaining pro- 
grams, and 15,561 hours 
(36.14 per cent) represented 
commercial programs. Of the 

total number of hours used to 
broadcast commercial pro- 
grams, 78.12 per cent were 
local and 21.88 per cent net- 
work. Of the total number of 
hours used for sustaining pro- 
grams, 75.53 per cent were 
local and 24.47 per cent net- 
work. 
Of the total number of hours the 

stations were on the air, 43,055 
(about 68 per cent) were used be- 
tween 6 a. m. and 6 p. m., and 
about 32 per cent between 6 p. m. 
and midnight. Of the 29,356 hours 
used between 6 a. m. and 6 p. m., 
48.77 per cent were local sustain- 
ing and 16.96 per cent network 
sustaining; 29.57 per cent were 
local commercial and 4.70 per cent 
network commercial. 

Of the 13,698 hours 19 minutes 
used between 6 p. m. and 12 mid- 
night, 47.08 per cent were local 
sustaining and 12.77 per cent net- 
work sustaining; 25.37 per cent 
were local commercial and 14.78 
per cent network commercial. 

"Sales talks or a description 
of the commodity advertised, 
etc.," said the Commission, 
"consumed 2,819 hours seven 
minutes. This represents 6.55 
per cent of the total hours used 
for both sustaining and com- 
mercial programs and 18.11 
per cent of the hours devoted 
only to commercial programs." 
"In the two tables that follow 

are shown, first, the percentage of 
time devoted to sales talks, etc., as 
related to all the broadcast hours 
for local programs and chain pro- 
grams separately and for daytime 
and night -time as to each; second, 
the same information as it relates 
to the hours devoted only to com- 
mercial programs: 

Table, showing percentage of hours and minutes devoted to sales talks, etc., 
as related to the total sustaining and commercial hours for local programs and 
chain programs, separately and for daytime and night -time as to each: 

Local 
Day 

Hours broadcast dur- 

Local 
Night 

Chain 
Day 

Chain 
Night Total 

ing typical week_22,998:24 9,923:36 6,358:15 3,774:43 43,054:58 
Hours devoted to 

sales talks 1,800:41 634:39 159:37 224:10 2,819:07 
Per cent 7.83 6.39 2.50 5.94 6.55 

Table, showing percentage of time devoted to sales talk, etc., as related to 
the total commercial hours for local programs and chain programs, separately 
and for daytime and night -time as to each: 

Commercial hours 
Hours devoted 

sales talks 
Per cent _______ 

Local Local 
Day Night 

Chain 
Day 

Chain 
Night Total 

__ 8,681:27 3,475:38 
to 

1,700:41 634:39 -- 20.74 18.26 

1,379:29 

159:37 224:10 2,819:07 
11.56 

2,025:08 15,561 :42 

11.07 18.11 

Analysis of Operating Costs of Networks 
During Calendar Year 1931 

ITEM NBC CBS Don Lee Yankee TOTAL 
Programs $7,868,692.49 $ 1,329,076.95 $550,351.54 $152,512.80 $ 9,900,633.78 
Regular employees 3,710,122.73 836,767.82 121,029.78 212,571.49 4,880,491.82 
Equipment replacement 713,863.81 615,962.33 30,949.42 1,360,775.56 
Line charges 2,799,916.71 1,939,443.26 101,557.72 84,266.65 4,925,184.34 
International broadcasting Not separable 100,502.67 100,502.67 
Research and development 1,017,542.36 129,011.90 7,195.49 1,153,749.75 
Other expenditures 12,027,578.36 5,875,934.49 119,331.74 297,140.49 18,319,985.08 

TOTAL $28,137,716.46 $10,826,699.42 $892,270.78 $784,636.34 $40,641,323.00 
These figures of chain expenditures, like those of chain investments and receipts, include a number 

of high power stations not represented in the aggregate expenditures previously referred to as for indi- 
vidual stations. Some stations are missing from both sets of figures; these, however, are less than 5 
per cent of all stations in number and are mainly in the lower power groups. 
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Station Variations: 
IN RESPONSE to the question: 
"To what extent the use of radio 
facilities for purposes of commer- 
cial advertising varies as between 
stations having power of 100, 500, 
1,000, 5,000, and all in excess of 
5,000 watts," the Commission sub- 
mitted a detailed compilation based 
on reports from representative sta- 
tions in the various categories. By 
analyzing reports of 201 stations 
in the 100 watt class, it said they 
devote 6.58 per cent of their total 
hours and 19.01 per cent of their 
commercial hours to sales talks. 
The 125 stations of 500 watts de- 
voted 6.85 per cent of their total 
hours and 19.41 per cent of com- 
mercial hours to sales talks. The 
99 stations of 1,000 watts devoted 
6.41 per cent of total hours and 
16.30 per cent of commercial hours 
to sales talks. The 33 stations of 
5,000 watts devoted 4.56 per cent 
of total hours and 14.60 per cent 
of commercial hours to sales talks. 
The 32 stations using powers in 
excess of 5,000 watts used 5.96 per 
cent of their total hours and 13.86 
per cent of their commercial hours 
for sales talks. 

Advertising Control: 
THE CRUX of the Commission's 
report came in reply to Question 4 
of the Couzens -Dill resolution, 
which reads: "What plans might 
be adopted to reduce, to limit, to 
control, and perhaps, to eliminate 
the use of radio facilities for com- 
mercial advertising purposes ?" 

"This answer," said the Commis- 
sion, "is based upon the premise 
that the present system of broad- 
casting will be retained. Any plan 
the purpose of which is to elimi- 
nate the use of radio facilities for 
commercial advertising purposes 
will, if adopted, destroy the pres- 
ent system of broadcasting. 

"Any plan to reduce, limit, and 
control the use of radio facilities 
for commercial advertising pur- 
poses to a specific amount or time 
or to a certain per cent of the total 
time utilized by the station, must 
have its inception in new and addi- 
tional legislation which either fixes 
and prescribes such limitations or 
specifically authorizes the Commis- 
sion to do so under a general stand- 
ard prescribed by that legislation. 
While the Commission may under 
the existing law refuse to renew 
a license to broadcast or revoke 
such license because the character 
of program material does not com- 
ply with the statutory standard of 
public interest, convenience and 
necessity, there is at present no 
limitation upon the use of radio 
facilities for advertising. 

"Such regulation whether speci- 
fically undertaken by Congress or 
delegated by it to the Commission, 
could extend both to the quality 
and the quantity of commercial ad- 
vertising. While the quality of ad- 
vertising might and probably would 
be difficult of adequate regulation, 
the quantity of such advertising 
could be limited to certain hours in 
the day or night and to a certain 
r'*ntier of such hours; also, a pro- 
vision could be made limiting ad- 
vertising matter to a certain per 
cent of the time devoted to total 
programs or commercial programs. 

"Any such system of regulation 
should, however, recognize and ap- 

The NBC Main Control Room in Chicago. 

THIS MAIN CONTROL room is 
one of the showplaces of the Chi- 
cago headquarters of NBC and 
daily attracts hundreds of visitors 
because of its neatness and the 
very rhythm with which the ever - 
busy engineers move. The light 
that filters through a glass ceiling 
on the black and white acoustically 
treated floor forms an artistic pic- 
ture. 

From the observation rooms, a 
visitor can see the equipment which 
occupies two sides of the room. At 
the rear are four booths for oper- 
ators; at the front is the master 
control desk. The supervisor, 
shown in the foreground, sits at 
the master control desk, and keeps 
an alert lookout for any errors made 
in the studios. By telephone and 

telegraph he keeps in constant 
touch with both the studios and 
the stations of the networks being 
served. 

Hung on one wall is a huge map 
of the 48 states bearing red, blue. 
and orange lights -one for each of 
the stations in the red, blue, and 
Pacific NBC networks. Programs 
coming from any of the six studios 
enter the control room and go 
through the room, through an- 
other amplifier, then over hundreds 
and thousands of miles of lines to 
the stations on the networks. 
Lights on the board indicate to the 
supervisor exactly what course 
each program is going over, its 
point of origin, and any errors that 
may be made in the studio equip- 
ment are immediately flashed be- 
fore his eyes. 

ply the differences in the needs and 
requirements of stations of the sev- 
eral classes; i. e., clear, regional 
and local. Also, a basis for classi- 
fication may exist in the fact that 
certain programs are originated 
locally for local consumption, 
whereas others are originated by 
chain companies for the edification 
and entertainment of the country 
as an entirety or at least for very 
large sections thereof. 

"Thus, it will be observed from 
the matter collected in this report 
that while sales talks, etc., con- 
sumed 6.55 per cent of the total 
hours used during the sample week 
by the 582 stations of all classes 
and that such matters consumed 
18.11 per cent of the total commer- 
cial hours of such stations, sales 
talks and related matters con- 
sumed only 11.27 per cent of the 
commercial programs of chain sta- 
tions as compared to 20.03 per cent 
of commercial programs of local 
stations. 

"A flat restriction placed up- 
on the amount of time used for 
sales talks without regard to 
the location, power and activi- 
ties of stations, would, in all 
probability, work inequitable 
results. Moreover, and in any 
case or class, limitations upon 
the use of time for commercial 
advertising, if too severe, 
would result in a loss of reve- 
nue to stations which, in all 
probability, would be reflected 
in a reduction in the quantity 
and quality of programs avail- 
able to the public. 

"The Radio Act of 1927 was ob- 
viously designed to permit the li- 
censees of broadcasting stations 
the maximum of latitude in the 
matter of program material. Such 
licensees are in a singularly favor- 
able position to learn what the 
audience wants to hear and to 
make the necessary changes in pro- 
gram material and in methods of 
presentation that will cause their 
programs to be favorably received 
by a substantial majority of the 
listeners. 

"The adoption of regulations 
of the sort herein described 
should be undertaken only 
when it clearly appears that a 
majority or at least a consider- 
able number of the licensees 
have failed to operate their 
stations in a manner accept- 
able to a majority of the lis- 
tening public. If, in the opin- 
ion of Congress, that time has 
now arrived, we conceive it to 
be advisable to enact such 
legislation as will permit the 
Commission to impose such 
regulations as the circum- 
stances from time to time seem 
to warrant rather than legis- 
lation imposing specific re- 
strictions and unflexible limi- 
tations." 

What Is Done Abroad: 
QUESTION 5 of the resolution 
asked "What rules or regulations 
have been adopted by other coun- 
tries to control or to eliminate the 

use of radio facilities for commer- 
cial advertising purposes." 

"Broadcasting systems in foreign 
countries that are supported en- 
tirely by revenue derived by a tax 
or license fee for receiver -set own- 
ership or by government subsidity, 
do not, as a rule, accept commer- 
cial advertising, whereas stations 
owned and operated by private in- 
terests are supported mainly from 
advertisements and subsidies paid 
voluntarily by the listening pub- 
lic," the Commission replied. 

"Ten of the 13 foreign countries 
that were investigated permit com- 
mercial advertising and, with one 
exception, have laws, rules or regu- 
lations governing such advertising. 
Austria, England and Russia pro- 
hibit commercial advertising." 

Announcement Limits: 
TO QUESTION 6, inquiring 
whether it would be practicable and 
satisfactory to permit only the an- 
nouncement of sponsorship of pro- 
grams by persons or corporations, 
the Commission answered in the 
negative. 

"It will not appear to be 
practicable and satisfactory at 
the present time, and in the 
ordinary case, to permit only 
the announcement of sponsor- 
ship of programs by persons 
or corporations," the reply 
stated. 
"Information made available to 

the Commission shows that spon- 
sorship of programs simply by name 
would amount, in the ordinary case, 
only to good will advertising. A 
few products and their uses may 
be so well and generally known as 
to permit this. On the other hand, 
and as to the majority of prod- 
ucts, such advertising would in- 
volve an expense which national 
advertisers are not now willing and 
in a position to bear. 

"Many products have several 
uses which must be described to be 
understood and appreciated. New 
products frequently need to be ex- 
plained. Nearly every manufac- 
turer seeks to develop concerning 
his product special characteristics 
which set it off from competing 
products and make it more desira- 
ble. Identity of product, descrip- 
tion of uses , and characteristics 
must be woven into and become a 
part of the program to make it of 
value to the sponsor. What applies 
to the national advertiser, applies 
in even greater degree to the local 
advertiser. In such cases, identity 
by name only would be of little 
value to the advertiser. 

"It should be borne in mind 
that if a restriction permit- 
ting sponsorship by name only 
should cause a number of ad- 
vertisers to discontinue the use 
of radio facilities as a medium 
for commercial advertising, 
such non -use would immediate- 
ly and inevitably be reflected 
in a decrease both in the quan- 
tity and quality of programs 
available to the public. A 
serious loss in revenue to the 
stations could, under our sys- 
tem of broadcasting, have no 
other result. 

Broadcasters Have Cure: 
"AS A MATTER of fact, the situa- 
tion should have its own cure with- 
in itself. There should be a keener 
appreciation by both the broad- 
caster and the advertiser that radio 
facilities not only offer perhaps the 
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