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FOREWORD

BROADCAST ADVERTISING is that comparatively new medium
through which advertisers may “reach the ear” of the buying public.
Whatever the object of an advertising campaign, the broadcasting
medium can contribute much to its success.

Broadcast Advertising is a medium that grows while we contemplate
it. It outgrows the very premises upon which we theorize and reason
about it. And so we must grow with it, if we wish to understand it
clearly and avail ourselves of the rich opportunities it affords us.

If its history is given, its growth traced, its present functioning ex-
plained, and its possible and probable future indicated, a sound founda-
tion for consideration of this medium can be constructed.

This book, then, is as brief as it can be; as exhaustive as it must be.
Its function is not to sell Broadcast Advertising but to explain it; to give
its story. The National Broadcasting Company, as the pioneer in the field,
here presents as dispassionate a survey of Broadcast Advertising as can

be given in a book of this nature.
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INTRODUCTION

RADIO—THE MODERN STENTOR

HE Romans were perhaps the first people recorded in History to

devise a satisfactory system of mass communication or “broadcast-
ing” whereby the thoughts and the very words of their thinkers might
be known to the people. Their transmitting “medium” was a professional
announcer, or Stentor, “with lungs like bellows and the voice of a fog-
horn.” But the human voice, no matter what its power, could not cope
with advancing civilization and the subsequent widening of national
boundaries.

Some means of mass communication had to be devised that would
reach the people, no matter how remote from the presence of the thinkers
and leaders. It was only natural then that the sign language technique of
remote times should reappear in the refined form of the printed word.
But this was mass communication by proxy — cold and impersonal. The
printed word, being preserved rather than living thought, lacked the
spontaneity of the earlier stentor system of the Romans.

Today, the very words, the very voice, the very personality, if you
please, of thinking men can be passed on to vast audiences by means of
the electric public address system. And going a step farther, the words
and voice and personality may be carried to listeners in their homes, thus
making the audience of radio— the modern “'stentor”— one of unlimited

proportions.

[9]
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THE EARLY DEVELOPMENT OF
RADIO BROADCASTING

S early as 1905, investigators were experimenting with the crude
A electric arc and cruder microphone in an attempt to transmit the
spoken word through the ether. As imaginative as these men were, prob-
ably none of them conceived of the tremendous industry which was to
grow from their laboratory toys and scientific curiosities.

Finally came the modern version of **Aladdin’s Lamp™—the practical
vacuum tube, a device capable of performing all manner of remarkable
electric functions. Soon the vacuum tube found real work to do in radio-
telephony, replacing the sputtering electric arc as a means of generating
waves of continuous amplitude for carrying voice-molded oscillations.

By 1915 radio had been developed to the point where successful com-
munication was established between United States and France and be-
tween United States and Hawaii.

The World War extended the practical development of the radio tele-
phone and in the days following the war the Westinghouse Electric and
Manufacturing Company undertook a series of experiments with radio-
telephone transmission.

Amateurs—then a mere handful of young men engaged in dot-and-
dash communication among themselves—were invited to listen in. Their
curiosity aroused, various members of their families also listened in. And
so Radio Broadcasting was born.

The pioneer broadcasting station became known as Westinghouse
Station KDKA, located at East Pittsburgh. Programs on a schedule
basis were soon placed on the air, but widespread public interest was not

[13]

www americanradiohistorv com


www.americanradiohistory.com

\\7JZ'S FIRST STUDIO AT NEWARK, N. J., I921

THE SHANNON QUARTETTE AT THE MICROPHONE OF WJZ, 1921

[14]
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aroused until 1920, when returns were reported on the election of Presi-
dent Harding.

In 1921 the Westinghouse organization opened an experimental sta-
tion at Newark, New Jersey. A small building was erected on the roof of
a large factory building for the purpose of housing a 500 watt transmitter.
An erstwhile cloakroom, draped with a few odds and ends, including old
rugs and furnished with nondescript chairs, tables, a rented piano and a
phonograph became the studio. Thus WJZ was born, ready to follow the
steps of KDKA.

In July, 1922, a year later, The American Telephone & Telegraph
Company, anxious to study the possibilities of radio as a means of com-
munication, inaugurated station WEAF in New York City and presented
the first of a neverending flow of programs which have since made
WEAF internationally famous.

Broadcasting was an experiment that became an institution. It seemed

AN ADVANCE IN STUDIO DESIGN—
STATION WEAF AT WALKER STREET,
NEW YORK, 1922
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to be everybody’s business. It was as though civilization had been waiting
for a return to first principles not only for keeping in touch with the
leaders of the nation but also for the purposes of entertainment. Here at
last was a means of combining hundreds of thousands, even millions of
listeners into one great audience. The modern stentor had arisen out of
the past, but with the brain of a thousand geniuses and a voice that car-
ried around the world.

[16]
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HOW RADIO
BECAME AN ADVERTISING MEDIUM

THE rapid growth of broadcasting is so well-known and so recent that
lengthy reiteration is unnecessary. It is sufficient to point out that
there came a time when it was realized that broadcasting could not con-
tinue indefinitely as an experiment; it could not remain a scientific
“Topsy.” Having found a definite place in everyday life, it had to answer
some scheme of law and order. It had to assume a permanent, practical,
stabilized form as a guarantee of its future.

No sooner had the first few big stations been opened than broadcast-
ing stations began to spring up like mushrooms all over the country. They
were operated by newspapers, commercial houses, schools, state bureaus,
and other organizations anxious to use this new medium of keeping their
names before the public. At one time there were 722 such stations in the
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United States. Prior to the formation of WEAF, in New York City
alone 210 requests for transmitter equipment were made to the Western
Electric Company.

Soon these broadcasters were to know the high cost of broadcasting,
for as yet no practical solution of the economics of broadcasting had been
found. The advertising derived from owning a broadcasting station by no
means repaid the operator of a station for the really tremendous outlay
of money that broadcasting entailed.

Realizing this fact, perhaps more fully than most of the applicants,
officials of the A. T. & T. said in effect:

“We wonder if you realize how much it costs to operate a Broad-
casting Station. After all, you desire to advertise your organization.
Why not share some of our broadcasting time? Why not buy a period
from us and sponsor a program of entertainment from Station

WEAF?”

Thus Broadcast Advertising in its earliest form grew from the desire of
commercial organizations to operate Broadcasting stations.

At first the Radio Listener was more interested in trying to receive
stations at great distances, the quality of the Broadcast Program being of
secondary importance in his estimation. But this was only a passing phase
and the members of the Radio Audience were becoming discriminating.
They began to insist on a higher grade of entertainment. The amateur
talent of the earlier days of broadcasting had to make way for professional
talent. Stations in smaller centers which began with an apparently ample
supply of available program material in their community had exhausted
their program resources. Caught between the high cost of broadcasting
and the necessity of paying for talent, many of those who originally took
licenses to operate stations dropped by the wayside. Within about one
year, the number of stations throughout the country had been drastically
reduced.

Other nations, following us in the matter of inaugurating broadcast-

[18]
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“"“BROADCASTING HEADQUARTERS'
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ing service, had turned to the taxing of receiving sets as a solution to the
economic problem. Listeners in many countries were made to pay the
bill and they continue to do so today with very satisfactory results for
listener and broadcaster. The application of a receiver tax had never been
seriously considered in this country, due to the fact that government
subsidy of private enterprise has always been discouraged in the United
States. And so the economics of American broadcasting remained a grave
problem, one which had to be solved by those most interested in the
industry as a whole.

With broadcasters still operating on virtually an experimental basis,
with a growing scarcity of good program material in the small centers,
with an audience of increasing discrimination, with the economic burden
growing to crushing proportions, and with an even further shrinkage in
broadcast forces practically a foregone conclusion, something had to be
done—and done quickly.

No single organization which did not involve the great radio manufac-
turing firms themselves with their technical as well as financial resources,
could hope to accomplish the full development of broadcasting. With
their commercial interests at stake, together with their obligations to a
public that had invested capital and confidence in the permanence of
Radio Broadcasting, the General Electric Company, the Westinghouse
Electric & Manufacturing Company, and the Radio Corporation of
America joined in the formation of a company whose function would
be to provide for the Radio Audience the best programs available.

So, on November 1, 1926, the National Broadcasting Company was
formed, and began its early career with the outright purchase of station
WEAF from the American Telephone & Telegraph Company. WEAF
was then the “key station” of a group of scattered stations, known at that
time as the “Red Network,” utilizing approximately 3600 circuit miles of
special telephone lines. Shortly after the formation of the National Broad-
casting Company, the management of station WJZ in New York, and

{20]
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WRC in Washington, D. C., was turned over to the new organization
by the Radio Corporation of America, and with a number of other sta-
tions the “Blue Network™ was inaugurated, adding an additional 1200
circuit miles.

In April, 1927, the Pacific Coast Network came into existence—cen-
tering in KGO and KPO, San Francisco, and radiating North and South
throughout the Pacific Coast states and their proximity.

This established Radio Broadcasting on a national basis. It ensured
the permanence of this new medium of mass communication and enter-
tainment. No matter how the economic problem might eventually be
solved, it was at least certain that Radio Broadcasting would continue.

Since the formation of the National Broadcasting Company's net-
works, the network field has been augmented by the Columbia Broad-
casting System.

With the advent of the first great NBC network of broadcasting
stations came the realization that here was a national medium with circu-
lation possibilities of tremendous proportions. By purchasing time and
sponsoring programs of entertainment, National Advertisers could reach
millions of people in an intimate way, hitherto impossible by means of the
printed word.

Broadcast Advertising on a national basis is a creation, not of radio
station management, but of National Advertisers. Their demands for the
right to use the Broadcast medium as a means of “reaching the ear™ of the
buying public, together with the realization on the part of owners of broad-
casting stations that good radio programs suffer nothing because of com-
mercial sponsorship, have solved the economic problem of broadcasting.

And with it all, the question “Who shall pay for broadcasting?” has
been answered. American business has discovered for itself that broad-
casting is a new channel of advertising expression which has been called
“The Fourth Dimension of Advertising,” and which also supplements
and emphasizes the value and scope of other media.

[21]
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PRINCIPLES AND PRACTICE
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PRINCIPLES

THE NATURE OF THE BROADCAST APPEAL

THERE is one essential difference between Broadcast Advertising and
every other form of sales promotion, and in this difference lies the
reason for the strength of this new medium. Broadcast Advertising reaches
the ear of the public, while every other form of advertising addresses itself
to the eye. And because Broadcast Advertising appeals to the prospective
purchaser through the medium of his ear instead of his eye, it acts on him
in a subconscious manner, supplementing all other advertising addressed

to him.

Broadcasting Advertising can produce complete mental reactions in
favor of a product being advertised. But its chief value is perhaps that of
familiarizing the audience with the name of the sponsor and his product,
so that the sight of that name in printed advertising produces a subcon-
scious reaction of friendly interest.

This is largely due to the circumstances under which it reaches the
Radio Audience, since the Broadcast Advertisement is a subtle and un-
assuming message addressed to the listener in his home during hours of
relaxation and receptivity.

It is, of course, necessary to create the right sort of impression by ear
appeal, and to dovetail that impression with the impression created
through an approach to the public mind through its eye. In other words,
rather than to strike a different and possibly jarring note, it is essential
that a Broadcast Advertising feature be in complete harmony with the
space and printed advertising of its sponsor.

Broadcast Advertising, then, while stimulating complete reactions of
interest, desire, and action, directs the listener’s friendly attention to all
other sales promotional activities.

[25]
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National and Local Broadcast Advertising

It is obvious that a Broadcast Advertisment can address an audience
either locally or nationally.

Department stores and other retail dealers, manufacturers whose mar-
kets are limited to the effective service area of a single broadcasting sta-
tion, and other enterprises, the appeal of whose services or commodities
is purely local, will ind that a program of Broadcast Advertising which
utilizes a local station is the logical and most effective method of advertis-
ing by radio.

But when a product or service becomes national or semi-national in its
distribution, a different problem is presented. At first thought, it would
seem that by merely purchasing the time of additional stations in the ter-
ritories which are to be covered and putting on a program from each of
these stations, the problem of national Broadcast Advertising would be
solved. But there are certain insurmountable obstacles that make such a
course cumbersome and expensive indeed. If one purchases the time of,
say, a dozen different stations in as many different parts of the country,
there will have to be a dozen different groups of artists, a dozen varying
interpretations of the program, not to mention the uncertainty of the
time factor, the difhiculty of keeping in touch with these various stations,
complicated billing, and the lack of assurance that the program is in fact
being broadcast by all the stations whose time is purchased.

One method for surmounting these difficulties of Broadcast Adver-
tising on a national basis has been to make a phonograph record of a
Broadcast Advertising program and send copies of this record to broad-
casting stations in the territory it is desired to reach. This method has the
virtue, in common with network broadcasting, of eliminating the neces-
sity for a multiplicity of artists and orchestras and ensures a program of
unvarying quality wherever and whenever broadcast. A number of Broad-

[26]
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cast Advertisers are finding this method of securing coverage quite satis-
factory in meeting their peculiar requirements.

But one of the most appealing things about the radio program is its
spontaneity, the feeling that one is listening to living voices; to music just
as it is being played by the artist himself. There is nothing of the set
precision of a phonograph record in the radio program picked up at a
studio microphone and broadcast directly. The little hesitancies of a
speaker, the very realities of human imperfection, even among the finest
instrumentalists, all tend to make the program, instantaneously broadcast,
fascinating and intriguing. These are advantages hardly possessed by
phonograph records.

This brings us to the most widely used method of securing national
coverage in Radio Advertising, namely Network Broadcasting. Here the
program is enacted or played by artists and musicians in a central studio
and is transmitted by telephone wires to broadcasting stations in all parts
of the country. Thus the Radio Listener in San Francisco and in New
York hears the actual artist or musician himself at the very instant he
speaks or plays. Network Broadcasting ensures one covering rate based
upon the total number of radio sets within the effective broadcasting area
of each station in the network. A station log can be furnished the adver-
tiser so that he is sure of the number of stations carrying his message and
the exact continuity of his program. By broadcasting from a central studio
in New York, Chicago, San Francisco or Washington, the network adver-
tiser has a wealth of talent at his command, including musical directors,
continuity writers, announcers, engineers, etc.

With a single program planned and produced at one central point and
broadcast simultaneously from a number of stations, the advertiser is
assured of unvarying quality of artistry and presentation, whether his
program be broadcast over eleven stations or fifty. Moreover, the vast
Radio Audience has learned that network programs give them the best on

[27]
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the air. They tune in on network features with confidence that the talent
will be of high quality and the presentation finished and smooth.

The sound and economic solution of national advertising by radio is
Network Broadcasting. No other system as yet devised threatens the
supremacy of its position. And, unless technical developments in the
future alter the structure of Broadcasting in general, Network Broad-
casting will continue to be the leading method of “reaching the ear” of
the public.

Broadcasting and the National Advertiser

Just what does Broadcasting do for the National Advertiser? Briefly,
Broadcast Advertising—

(1) wins consumer acceptance for a product or service and stimulates
goodwill by creating a better appreciation of the manufacturer;

(2) promotes dealer cooperation and ensures a cordial reception for
salesmen;

(3) increases the value of space advertising by drawing friendly at-
tention to it;

(4) improves the morale of the manufacturer’s personnel.

CreaTING CONSUMER ACCEPTANCE AND Goop-WILL

One of the ways in which Broadcast Advertising helps to create con-
sumer acceptance is by constant repetition—in an entertaining manner—
of the big important sales points of a product or service.

And through the atmosphere of a program, Broadcast Advertising can
precisely suggest the quality of a commodity—whether it be strength,
beauty, utility, refinement or some other essential.

Broadcast Advertising is the only method of “reaching the ear™ of the

[28]
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buying public, it is the conversational medium; the medium of word-of-
mouth contact. To name but one of the many advantages inherent in the
ear appeal of Broadcast Advertising—it may be adapted to the advertis-
ing of concerns and products having names difhcult to pronounce and
spell. Instances of this use of the new medium are furnished by the Seiber-
ling Rubber Company and the Clicquot Club Company. “Seiberling”
and “Clicquot™ are now household words correctly pronounced with
the radio public—a condition never attained before the use of Broadcast
Advertising.

The creation of consumer acceptance for a product which is also sup-
ported by live dealer cooperation and effective distribution is an impor-
tant adjunct to successful selling which more than justifies the use of
Broadcast Advertising to many national advertisers. But there are some-
times cases where consumer acceptance is more especially a factor in the
more complex problem of securing distribution for a new product, or

THE CLICQUOT CLUB ESKIMOS—THEY TAUGHT THE RADIO AUDIENCE TO SAY KLEEKO'

[29]
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even that of obtaining the use of that product as equipment for manu-
factured goods which are in turn sold to the public. In these cases, the
advertiser may not have primary interest in establishing direct contact
with the user of his product, but finds that Broadcast Advertising helps
him in his problem as practically no other medium can.

It has been proved by the Graton & Knight Company of Worcester,
Massachusetts, that Broadcast Advertising is particularly well adapted
for the stimulation of this special type of consumer acceptance and de-
mand. When this concern began to consider the exploitation of their Gold
Spot Spartan Leather Soles, they were confronted with a problem, similar
to that of Palm Beach Cloth, Timken Roller Bearings, Stainless Steel, etc.
That is, they were attempting to advertise an article used only as part of
finished products sold under trade names entirely different from that of the
Graton & Knight commodity. On the occasion of their Broadcast Adver-
tising debut, Gold Spot Soles, as such, were almost unknown to the trade
and totally unknown to the shoe-buying public. It was Graton & Knight's
policy that Gold Spot Soles should be sold only when trademarked by
them. In the shoe industry this policy has never before been successfully
carried out, the resistance of manufacturers to using a trademarked prod-
uct in their shoes having been well-nigh unbreakable. Today Graton &
Knight have signified their conviction that Broadcast Advertising has
made Gold Spot Soles the best-known shoe bottom in the trade. These
soles are now one of the main talking points for a number of large shoe
manufacturers who refer to their product as— "fitted with Gold Spot
Soles.™

The effect of Broadcast Advertising in aiding package identification is
not surpassed by any other advertising medium. When the announcer
says: ““The Ipana Troubadours are wearing their vivid red and yellow
costumes to mark them as the representatives of Ipana, the tooth paste in
the red and yellow striped tube,” a vivid mental image is created in the
listener’s mind. And, when he subsequently sees the Ipana tube on a
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THE IPANA TROUBADOURS, WHO CREATE A VIVID IMAGE OF ' THE RED AND YELLOW STRIPED TUBE

drug store shelf, his recognition of the package is accompanied by pleasant
recollections, so that “the red and yellow striped tube™ stands out in relief
and holds his attention. “You can always identify Crew Levick or Cities
Service Gasolene stations by the black and white pump.” “You can tell it
by the Eskimo on the bottle.” These are package identification slogans
that only Broadcast Advertising could have fixed in the public conscious-
ness with such vividness and permanence. True, slogans of this sort are
printed, but, because the average person is more impressed by statements
he hears than by statements he sees, he will be more likely to act upon
the suggestion of a verbal description than a printed one.

Another aspect of creating consumer acceptance through Broadcast
Advertising is the adaptability of this new medium in stimulating the
imagination of the prospect so that he cloaks an inanimate product in
living personality. The Happiness Boys, the Armstrong Quakers, the
Smith Brothers (“Trade & Mark™), the Happy Wonder Bakers, The
Michelin Tiremen, and the Flit Soldiers illustrate this point. The device of
using a dramatic or musical character to represent and personalize a com-
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modity, virtually permits the product to step right into the home and speak
a part for itself.

As no radio program was ever heard unless it was definitely tuned in,
it is obvious that the Broadcast Advertisement enters the home of a
Radio Listener as a friend, an invited guest, whose presence is desired.
This bespeaks not mere apathetic acceptance of the advertiser and his
feature, but a very real desire to welcome him and his program. Moreover,
it implies genuine confidence in the sponsor. Concerns such as Cities
Service Company, and Halsey Stuart & Company are creating a definite
public consciousness of stability, soundness, and permanence with their
programs. Their programs carry a very tangible atmosphere of quality;
an atmosphere that has built un-
shakable confidence.

Broadcast Advertising can cre-
ate goodwill for an organization to
such a degree that any new product
launched by such a concem has
practically instantaneous accept-
ance. Shortly before December,
1927, radio set manufacturers
brought out what are known as
AC tube radio sets, with the result
that the demand for batteries, or
socket power units to replace bat-

teries tapered Off Wlth extreme A FAMOUS BRAND OF COUGH-DROPS CLOAKED
k-l

sharpness. The Philadelphia Stor-

age Battery Company discontinued all newspaper and magazine advertis-
ing at this time, but they sensed a peculiar advantage in Broadcast Adver-
tising which led them to continue their famous Philco Hour schedule.
They realized that some other product would have to be brought out to
take the place of their socket power unit, and since this could not be done
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over night, the goodwill of their distributors, as well as of the public, had
to be maintained. So, the building up and maintenance of prestige, and
consumer acceptance for anything bearing the name Philco was kept at full
flood, with an energetic campaign of Broadcast Advertising. The result
was that, when the Philadelphia Storage Battery Company brought out
their new Philco radio receiver, they had but to announce it on the air
to secure what amounted to instantaneous public acceptance, and subse-
quent sales of this new set have more than justified the soundness of their

move.

To conclude, consumer acceptance, as created by Broadcast Advertis-
ing, is good-natured and complete. The members of the Radio Audience
feel that they are accepting and purchasing the product of a friend—a
company that has gone out of its way to please and entertain them.

ProMmoTinG DEALER COOPERATION WITH BROADCAST ADVERTISING.

Dealers are members of the Radio Audience just as surely as are their
customers. Consequently, the effect of Broadcast Advertising on the trade
is threefold:

First, the dealer may be entertained and “"sold” on the advertiser’s prod-
uct—he, together with every member of his household, reacts in the same
manner as the rest of the Radio Audience in experiencing feelings of pleas-
ure and good will toward the Broadcast Advertiser; second,—and this is
perhaps more important—he often identifies himself with the sponsors of
the Broadcast Advertising program; and third, the dealer is impressed
with the fact that he is being given concrete assistance in selling the spon-
sor’s commodity.

These same contentions might be made in support of other advertising
media, but only with Broadcast Advertising may they be said to apply
with full force. The dealer may read the Consumer Advertising of a man-
ufacturer whose product he is handling, but he is certainly not entertained
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thereby; he does not react to the appeal of a Space Advertisement in the
same manner as his customers do. Extreme measures are necessary to make
the dealer feel he is associated in the sponsorship of a Space Advertising
Campaign.

On every hand there is evidence of increased dealer cooperation be-
cause of Broadcast Advertising. The Stetson Shoe Company, the Seiber-
ling Rubber Company, the Jeddo-Highland Coal Company, and the
Consolidated Cigar Corporation, makers of Dutch Masters Cigars, are
just a few of the many Broadcast Advertisers who have secured definite
reactions from their dealers in which they testify to the fact that their
appreciation has been aroused as never before.

Almost without exception questionnaires sent to dealers have revealed
that the trade is more partial to this form of advertising than to any other.
Because he 1s a member of the Radio Audience the Dealer’s reaction is at
once that of a pleased listener and active sponsor. Broadcast Advertising
seems to make him genuinely enthusiastic.

INCREASING THE VALUE OF SPACE AND PRINTED ADVERTISING.

As mentioned on Page 32, Broadcast Advertising enters the home in
the character of an invited guest whose presence is welcome. When pur-
chasing the product of a Broadcast Advertising sponsor, a member of the
Radio Audience feels that he is accepting and buying the commodity of
a friend, and it follows that any printed or space advertising by this spon-
sor will be given more sympathetic attention since it is the announcement

of an intimate acquaintance.

Thus broadcast and printed advertising supplement each other. While
the Broadcast Advertisement reaches the ear of the listener, the space and
printed advertisements appeal to the eye. And this coordinating effect
between broadcast and printed advertising obtains, whether or not there
is conscious effort on the part of the advertiser to bring it about. When,

[34]

www americanradiohistorv com


www.americanradiohistory.com

however, an identical theme runs through broadcast continuity, and
printed advertising copy, the coordination for sales promotional effect is
heightened considerably.

Thousands will glance at an Atwater Kent advertisement, for instance,
with the thought in mind that “‘Here is a message from one who enter-
tained me, bringing into my home the greatest artists on concert plat-
form and operatic stage for my approval!™ This thought occurs despite
the fact that for certain special reasons not all Atwater Kent advertise-
ments have made mention of their broadcast programs. Wherever the
Atwater Kent advertisements do tie up with their broadcast programs in
a more direct manner—as, for example, a line or two of type suggesting
that the public tune in every Sunday night—the cooperative effect be-
tween printed advertising and the radio feature is complete.
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THE CIRCULATION OF BROADCASTING
ADVERTISING

ODERN business today is operated on a volume production,
volume distribution, and volume sales basis. These methods have
reduced the unit cost of commodities with the result that manufacturers
are enjoying larger sales, increased profits and, again around the economic
circle, greater production.

Advertising also depends upon volume appeal in keeping pace with
modern business.

Attracting attention, maintaining interest, and creating desire are the
three great basic objects of advertising. The more forcibly attention is
attracted, the more steadily interest is maintained and the more urgent
the desire created, so much greater is the advertising value of the medium
used.

Those media which serve best in performing the three great functions
of advertising are, today, the accepted channels of market contact for the
National Advertiser. )

Broadcast Advertising is the greatest single medium for “reaching
the ear” of the public—transmitted daily, as it is, throughout the year to
millions of listeners. And because of this fact, Broadcast Advertising per-
forms these three functions as efficiently, if not more so, than any other
medium of sales promotion. But Broadcast Advertising is more than a
medium of volume circulation.

If one thinks of the largest crowd ever assembled and then imagines
another crowd hundreds of times larger, a visually-imaged “chart™ of
Broadcast Advertising coverage may be gained. But on this chart, this
vast army of people must be divided into myriads of little family groups—
averaging four to five people in a group—before a true picture of what
we call “the Radio Audience” is constructed. Broadcast Advertising is a
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volume medium, to be sure, but it is also intimate and personal. It reaches
the millions, not as a mass, but as individuals and family groups. It talks
to millions; it appeals to individuals.

For years, advertisers have been seeking some medium that would
directly enter the home circle and reach this intimate and exclusive group,
as a group, without sacrificing the obvious advantages of volume circula-
tion. In Broadcast Advertising, this search has been amply rewarded.

That ideal of the National Advertiser—the home audience receiving
the advertising message in moments of relaxation—is represented by the
typical family group listening to programs which come from its favorite
radio station. And, since Broadcast Advertising brings that message to
hundreds of thousands, even millions of such family groups, it insistently
demands the attention of business men by the sheer immensity of its
coverage.
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FLEXIBILITY—ITS VALUE TO THE
ADVERTISER

BROADCAST Advertising is a medium of unusual flexibility—affect-
ing physical coverage, control of the time element, and audience
selection.

For example, within certain broad limits, determined by the exigencies
of telephone wire circuits, Broadcast Advertising affords flexibility of
coverage which eliminates a great deal of possible waste circulation. This
is a particularly valuable attribute, in cases where a product is not dis-
tributed on a nationwide basis. During certain hours, it is possible, for
instance, to broadcast a program for the North Eastern Industrial States
alone, or for the Pacific Coast alone, or for the Middle West and South
alone. Manufacturers whose principal market lies within the farm belt may
originate a program in a Chicago studio, covering the agricultural West
and going as far South, Northeast, and Southwest as may be desired.
West Coast manufacturers, by way of the NBC Pacific Coast Network,
for example, are enabled to feature their merchandise in a medium, which,
although specifically a vehicle for information and entertainment espe-
cially designed for the self-contained territory west of the Rocky Moun-
tains, during other parts of the day, becomes an integral part of a coast-
to-coast National Advertising medium.

In addition to its physical flexibility, the Broadcast Advertising me-
dium has another great advantage—virtual control of the delivery of a
Broadcast Advertising message at the time and under the conditions most
auspicious for its success.

Think of a magazine or newspaper which could be read, word for
word, simultaneously, by every member of the family. What discussion
and exchange of ideas it would stimulate, if the various readers react in
their own way to the headlines, the pictures, and the advertisements.
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Broadcast Advertising provides just such a medium as that. Visualize a
woman’s magazine guaranteed to be read, and only read, during the morn-
ing hours, when the housewife is in her kitchen active in her household
tasks. What a valuable medium that would be for the advertisement of a
cake flour, of a laundry soap, of a labor-saving kitchen device! Broadcast
Advertising provides such a medium.

Broadcast Advertising is so flexible that it provides both a class and a
mass medium depending upon the time of day you hear it—a matter en-
tirely under the control of the advertiser. Hundreds of thousands of
people regard Broadcasting as a living physical culture magazine—with
its setting up exercises and its enlivening Rise and Shine music. The busy
housewife finds that she can work and listen too, and, as she moves around
her kitchen, an oral housekeeping magazine gives her hints and sugges-
tions and reminds her of the name and qualities of reputable food products
and household aids.

During his mid-day rest period, the farmer relaxes and hears his crop
reports, his produce market movements, and a pleasant blending of his
favorite old songs and music, while along with these welcome items comes
a simple, unobtrusive, yet powerful suggestion of the many things he
wants to buy from his favorite mail order house.

On week-day afternoons, Broadcast Advertising again becomes a
woman’s medium but at the same time more closely resembling fashion
magazines, society periodicals and the like, shades of difference which may
be varied according to the type of program presented. In the late after-
noon, when the children come home from school, Broadcasting gains a
large juvenile audience which stays with it until the early and middle eve-
ning. Toward the latter end of this period there is a true “family™ audience
which includes the men home from work and all except the youngest chil-
dren, as the household gathers for the evening meal.

During the middle and late evening hours, Broadcast Advertising
reaches the adult audience under highly favorable conditions of relaxation
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and receptivity. On Sundays, the afternoon audience closely resembles
the evening audience and is representative of the entire family group.

The selection of the audience, however, does not alone depend on the
choice of time. To make full use of the various “class appeal” aspects of
the broadcast medium, a nice adjustment of time and program is neces-
sary. This brings us to another vitally important phase of the flexibility of
Broadcast Advertising—program content. Independently of the time ele-
ment, it is possible to “‘select™ an audience within certain broad limits by a
skillful choice of program.

Conversely, it is possible to discount the effects of a wise choice of time
by broadcasting an unsuitable program. Grand Opera, presented to the
morning housewife audience would not be the ideal means of attracting
and holding the most desirable type of listener-interest for a message con-
cerning baking powder or raisins. True, the woman in her home enjoys
entertainment during the daytime, but she is also appreciative of an
advertiser’s message, even in detail, when it is so presented as to be help-
ful to her in her household tasks, in the care of her family, or in the
preservation of her personal appearance.

Flexibility exists even in the general evening audience—and this de-
pends almost entirely on the program content. A high quality product
appealing to those with refined tastes should naturally be represented by
a program of similar appeal. A strictly popular product sold to a mass
audience is not only best suited to an evening broadcast but also requires
a program of broad mass popularity.

Flexibility in Broadcast Advertising is also demonstrated in the mat-
ter of closing dates. The deadline for important copy changes is advanced
from a position weeks in advance of the issue date (characteristic of the
other national media) to a matter of days only. Although overnight policy
changes may be taken care of by announcements in newspapers, a very
large and complicated task is presented in order to cover the country
at short notice with sufficient announcements. On the other hand in a
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nationwide network program, an important announcement vital to the
advertiser may be added to the program within a very short time of going
on the air, giving Broadcast Advertising an advantage of several weeks
over any other national medium.

The Philadelphia Storage Battery Company has demonstrated a fur-
ther point of flexibility in connection with commercial announcements.
As described in a previous chapter, this company was able to maintain a
strict continuity of program appeal and yet by means of subtle changes
in commercial announcements to transfer the audience interest from
socket power units to all-electric radio sets.

In conclusion we may touch upon what is perhaps the latest demon-
stration of the flexibility of the medium —its year-round appeal. Now-
adays the summer radio audience is almost as large as the winter audience.
In actual fact, only a small proportion of the population goes away for the
summer and even so radio receivers are becoming almost necessities in
summer hotels, bungalows and camps. The most acceptable summer pro-
grams are perhaps lighter in tone than winter programs but it is possible
to adapt most radio presentations to bring their entertainment appeal into
key with the summer season. With boat races, golf tournaments, and base-
ball games providing special summer attractions, broadcasting loses none
of its appeal during the hot weather. It is flexible and adaptable to the
mood of the moment.

So many advertisers are finding the broadcast medium of exceptional
value because of its adaptability to all seasons of the year that fifty-two
week Broadcast Advertising contracts are now the rule rather than the
exception.
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BROADCASTING AS THE GREAT
COORDINATING FACTOR

IT was earlier stated in this book that Broadcast Advertising increases
the value of space advertising by drawing favorable attention to it.
Broadcast Advertising is not called upon to supply “reason why™ copy,
except in unusual circumstances. That is the province of printed adver-
tising. This difference in function is the main reason why there can be no
question of conflict between printed advertising and Broadcast Advertis-
ing. They are cooperative rather than antagonistic. They draw attention
to each other. They form the sides of a triangle whose base is Sound
Merchandising.

Besides furnishing that ear appeal which makes the mental impression
complete, Broadcast Advertising helps to sell the space copy. It coordi-
nates without encroaching on the older preserves.

The analysis, on the following page, of the amounts spent by different
industries in both Broadcast Advertising and magazine advertising for the
years 1927 and 1928 is reprinted from Sales Management Magazine.

The Broadcast Advertising figures do not include any local expendi-
tures, but only those on the larger networks. This is of course the sound-
est possible basis of comparison since local or spot broadcasting cannot be
regarded as a national medium and therefore is not suitable for com-
parison with magazines.

The analysis shows a tremendous growth in the Broadcast Advertising
figures and a smaller growth in the magazine advertising figures. This is
natural, since magazine advertising is a much older medium and its curve
of growth is naturally less steep than during its period of maximum expan-
sion a number of years ago. However, the analysis clearly indicates that
there has been no decrease in the amounts spent on magazine advertising
since the advent of broadcasting as a recognized national medium.
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TWO YEARS OF BROADCAST ADVERTISING BY INDUSTRIES

* Broadcast
Advertising in the air * Advertising in the magazines
1928 1927 1928 1927

Radio, phonograph and musical

INSEIUMENtS .....ooeveviiiieeiee e $ 2,082,000 $1,103,000 $ 5,384,000 $ 7,065,000
Automobiles ... 1,249,000 423,000 22,937,000 24,524,000
Drugs and toilet ... 978,000 300,000 30,032,000 27,190,000
Foods and beverages ...................... 773,000 428,000 27,284,000 25,603,000
Confectionery and soft drinks ......... 701,000 260,000 3,722,000 4,226,000
Financial and insurance ................... 656,000 471,000 2,969,000 2,803,000
Stationery and books....................... 602,000 171,000 5,676,000 5,450,000
Furnishings ...l 410,000 206,000 17,999,000 17,630,000
TobaCCo ... 387,000 37,000 5,220,000 4,722,000
Petroleum products ....................... 311,000 22,000 3,317,000 2,863,000
Shoes and baggage ... 190,000 33,000 3,503,000 3,450,000
Soap and house supplies ... 182.000 91,000 8.721,000 7.471,000
Travel and amusement ... 99,000 23,000 6,231,000 7,094,000
Clothing and drygoods ..................... 62,000 12,000 7,534,000 9,015,000
Jewelry and silverware .. ... 47,000 27,000 4,950,000 4,892,000
SpOrts 45,000 2,000 3,886,000 3,646,000
Building material ... ... . .. 42,000 30,000 9,816,000 9,895,000
Paint and hardware ...................... 28,000 18,000 3,675,000 4,087,000
Ofhice equipment ......................... 23,000 79,000 2,705,000 2,693,000
Machinery ... 14,000 10,000 2,309,000 2,416,000
Garden ... 5,000 ... 1,268,000 1,090,000
Schools ... 6,000 3,272,000 3,345,000
Miscellaneous ... 1,407,000 7,000 2,791,000 2,519,000

$10,252,000 $3,760,000 $185,205,000 $183,390,000
*Compiled from National Advertising Records.

Moreover, the establishment of the radio industry has resulted in a
tremendous volume of newspaper advertising. In fact, the radio industry
has become one of the largest of all users of newspaper space. In Met-
ropolitan New York it is the third largest classification in volume of
specialized newspaper advertising. The radio industry could never have
developed to this extent, had it not been for Broadcast Advertising, and
the new medium is thus directly responsible for a great increase in the use
of an older medium.

In addition, radio has created a new feature page—the Radio Pro-
gram Page—for the newspapers, and the increasing use of a newspaper
tie-up for radio programs themselves is another field of development in

newspaper advertising for which credit must be given to Broadcast
Advertising.
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Users of Broadcast Advertising frequently recognize that additional
space advertising becomes a desirable adjunct to their broadcast activi-
ties. Indeed Broadcast Advertising sometimes makes possible consider-
able expansion in other media, where hitherto it has not been econom-
ically practical. In 1927 the Broadcast Advertising of an important tire
manufacturer carried the product’s name and prestige so strongly into
small towns and rural communities that the company was able to in-
crease its newspaper advertising list from 600 to 1900 newspapers. The
acceptance accorded to the name as a result of Broadcast Advertising
(which is no respecter of city boundaries) had made advertising in the
smaller newspapers for the first time a profitable enterprise for this
company.

The effect of a good radio program is to coordinate the later reading
of a space advertisement with a favorable and friendly mental reaction.

Thus when reading a magazine the prospect spends a little more time
on the message of a successful Broadcast Advertiser, because the sight
of the trademark or name on the printed page subconsciously recalls
moments of pleasure and enjoyment associated with that name.

Broadcast Advertising paves the way for “reason why” copy. It breaks
the ice of unfamiliarity by its sheer human appeal.

The coordinating influence of Broadcast Advertising is not only based
upon the fact that it opens the minds of those who listen to a degree which
may be developed or capitalized to its fullest extent by coordinated
printed advertising. It is also largely due to its characteristic permeating
qualities.

It knows no distinction of class or occupation. It commands the live
personal interest of consumer, dealer and employee alike. Interest in radio
as a home convenience connotes interest in Broadcast Advertising, since
it is the sponsored programs which provide the larger part of what is best
in radio entertainment today.

Printed Advertising, if it is good, creates a live public interest in the
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product. Generally speaking, if the printed advertisement draws too much
attention to itself for its own sake, its value is impaired as a means of pro-
moting sales. { There have been numerous instances of clever advertising
which has diverted public interest away from the qualities of the
product being advertised and toward the cleverness of the illustration,
the copy, or the layout.]

Good Broadcast Advertising, similarly, should also focus attention on
the product, but advanced radio technique has found ways to capitalize
public interest in the program itself. That is to say, listener interest in the
program for its own sake may be so fostered and developed as to supply a
most valuable sales help.

It has been found that a window display connecting a product with a
popular radio program will invariably attract much public interest. The
dealer, appreciative of the value of an association with such a popular
program will gladly place the display in his window. The dealer’s clerk
will take a more personal interest in the goods he is selling, because they
represent something more than a mere name or trademark. The manufac-
turer’s salesman finds selling easier because the mention of the name of
his firm so often produces expressions of interest in the radio program.
(A frequently quoted evidence of this is that of the Clicquot salesmen,
who have so often been greeted with the words: ““What—the Eskimos!
Come in.”") And so all along the line, the coordinating human appeal of
Broadcast Advertising is felt.

To give a typical concrete example of the way in which Broadcast
Advertising has demonstrated its value as a coordinating medium, we
may refer to the case of the M. J. Whittall Associates, Ltd., sponsors
of the Whittall Anglo-Persians. Broadcast Advertising has most success-
fully coordinated listener interest, potential consumer demand, and dealer
loyalty, over a period of several years.

Radio supplies the guiding theme for two features of the Whittall
dealer tie-in—the “Weekly Radio Bulletin,” and the full program of the
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Anglo-Persians used as envelope enclosures. This bulletin, now in its
fourth year of publication, is mailed each week to dealers within the
territory covered by Whittall broadcasting. Current radio news items or
topical ideas associated with Radio provide front page news interest for
the bulletin. This is supplemented by a full list of the stations carrying the
programs and by six helpful hints on tying-in with the broadcast to obtain
best results in selling Whittall Anglo-Persian rugs. The list of stations and
the tie-up hints remain unchanged each week and their constant repetition
insures their being thoroughly grasped and understood by the dealer.

Another page of the bulletin gives in display type the next week's
Anglo-Persian program. This page is torn off for insertion in a large and
colorful window stand-up furnished to dealers on request.

Highlight details regarding each number on the program are printed
on envelope enclosures which the dealer sends to his customers and pros-
pects, and to his local newspapers, for their information. It has been found
that this has consistently maintained and stimulated interest in Whittall
to the benefit of all concerned.

Another aspect of Broadcast Advertising as “‘the great coordinator”
is furnished by General Motors Corporation and General Electric Com-
pany, where the medium is used to tie in a number of athliated organi-
zations with the goodwill of the parent company. Each week a different
product is featured in these two programs. Thus the General Motors
products—Cadillac, Buick, Fisher bodies, Frigidaire, Pontiac, Oakland,
LaSalle, etc., receive their share of the benefit of General Motors Broad-
cast Advertising, while Mazda, Hotpoint, and a number of other prod-
ucts bearing the General Electric trademark are coordinated and knit to-
gether by the General Electric Hour.

Broadcast Advertising, in its role of coordinator, stimulates the use
of all forms of merchandising helps. In addition to being an effective
medium of Sales Promotion on its own account, it coordinates the sales
building effect of magazines, newspapers, trade papers, billboards, car-
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cards, direct mail, and the personal sales efforts of a business organiza-
tion. Broadcast Advertising sets the stage, furnishes the plot, and rings up
the curtain for a complete merchandising drama.
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PRACTICE

THE RELATION OF THE ADVERTISING AGENCY TO
BROADCAST ADVERTISING

THE role of the agency in Broadcast Advertising is identical with
that of its function in all other forms of advertising. Foremost is the
duty of safeguarding the interests of the client, studying the suitability of
a product or service for exploitation by Broadcast Advertising, surveying
the markets that may be tapped as a result of using this new medium, and
counseling the apportionment of the budget to take care of broadcasting.
These are the principle functions of the Agency in directing the course of a
complete Broadcast Advertising campaign.

But the Agency responsibility does not cease here. The radio program
of the client must be firmly knit to his display and printed advertising.
Upon the skill and thoroughness with which this is done depends to a large
extent the success of a Broadcast Advertising campaign. In fact, the
coordination of display, printed, and Broadcast Advertising calls for a
degree of skill and intimate knowledge of marketing conditions for the
particular product, which only the Agency is in a position to supply.
Then in the matter of programs, the Agency must counsel the selection
of a feature, best adapted to the requirements of a client’s business. Here
again only the Agency is able to “sit on the fence™” and view, as a third
party, the needs of the client and the desires of the Radio Audience.
Through frequent conferences with the NBC the Agency is also able to
benefit by its diversified audience contacts.

In an address before the National Association of Broadcasters, James
O’Shaughnessy, during his term as Executive Secretary of the American
Association of Advertising Agencies, said:

*—those who are engaged in advertising businesses are delighted
with radio, because the set-up today is pleasing to those who look
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forward to the big use of this medium. We all recognize the value
of the advertising agency, and that the advertising agency can build
up this medium in less time than any other factor. The advertising
agency has developed skill today at a low cost with few slips and
faults and with a certainty of every worthwhile success. We wel-
come Radio as a great new medium, greater than any we have
known before.”

There was no service to advertising in newspapers or magazines until
the Advertising Agency came forward with its specialized knowledge, its
trained personnel, and its ample financial resources with which to put a
complete merchandising plan into successful operation.

The Advertising Agency grew under pressure of business demand for
organizations that would make a profession of telling people about things;
influencing the public in its opinions, desires, and decisions. Today that
technique is developed. The Advertising Agency now is little less than
a laboratory where buying likes, dislikes, habits, and situations, are given
empirical study, and where the principles developed by such study, are
put into practical application for the benefit of business and industry.

No one can replace the Advertising Agency man, because he makes a
profession of persuasion; his sole concern is to know how to use every
available medium for influencing the purchases of the public. Even the
tools he uses—psychology, art, literature, and printing—are altered and
adapted to his peculiar needs.

The development of Broadcast Advertising technique also is largely in
the hands of the Advertising Agencies. From them will come many major
advances in using this new medium with telling effect.

Two years ago, there was little marked enthusiasm on the part of
Advertising Agencies for Broadcast Advertising. This is as it should have
been. The medium was new and virtually untried. Agencies are chary of
spending their clients’ money merely to “entertain the public.”

Today the condition is reversed, and opponents of Broadcast Adver-

(511}

www americanradiohistorv com


www.americanradiohistory.com

tising among the Agencies are practically non-existent. The general attitude
is one of enthusiastic acceptance and appreciation. A number of the larger
agencies have built Broadcast Advertising departments into their struc-
ture. These agencies are in a position to conduct a complete Broadcast
Adpvertising campaign. They number among their personnel, trained radio
advertising and merchandising specialists, program directors, and con-
tinuity writers. The allowance of the fifteen percent agency differential on
the cost of time has placed Broadcast Advertising on a profitable parity
with other media. It is therefore possible to spend ample time and money
to service a Broadcast Advertising account.

Some of the larger Agencies write all program continuities for their
clients, select all musical numbers, and in fact take over the entire cam-
paign, but these former activities are conducted in a large percentage of
cases by experienced radio showmen on the staffs of the larger broadcast-
ing companies. These people are thoroughly competent to service an ad-
vertisers’ entire broadcast program.

But only the Agency can forge the complete chain of broadcasting—
listener—dealer—space advertising—printed advertising.

Broadcast Advertising is growing astonishingly fast—and one of the
reasons for this expansion is that the Advertising Agency has studied this
new medium and found it to be sound and effective; a medium that has
demanded its respect and won its hearty cooperation.
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PLANS FOR BROADCAST ADVERTISING

T MAY be stated as a fact that Broadcast Advertising is so flexible

that virtually every commodity or service sold to the general public
may be successfully promoted by this new medium. To glance over a list
of products, the manufacturers of which are using Broadcast Advertising,
is like reading a roll-call of American industries.

At the time of writing, there are—considering General Motors and
Studebaker each as single units—nine auto and auto accessory manufac-
turers, using the facilities of the National Broadcasting Company alone.
Ten separate and distinct NBC features are devoted to the commodities
of food manufacturers. Nine oil and gas companies are heard over NBC
stations, as are nine manufacturers of radio apparatus. The list of com-
modities and service of NBC clients alone, covers everything from soap to
poultry and live stock feed, from investment securities and life insurance
to appliances for the deaf, and from steamship lines to cough-drops.

Nevertheless, consideration of the radio medium stimulates a fair
question that demands an unequivocal answer—

“Is Our Product Suitable for Broadcast Advertising?”

Some products lend themselves to sales development through Broad-
cast Advertising so readily that but little deliberation is necessary. Radio
apparatus and musical instruments, for example, are manifestly products
well adapted for presentation through a Broadcast Advertising program.
Aside from these, package goods of wide distribution—products pur-
chased by brand, commodities of frequent purchase, and service, or mer-
chandise generally bought as the result of cumulative impression are
among the most logical items for Broadcast Advertising programs.

There are, of course, commodities or types of service that do not at
first appear to lend themselves to the broadcast medium at all. Products,
not sold to the public but to manufacturers or industrial customers, for
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use in manufactured articles, or as equipment, fall into this category—
yet, as has been already indicated, organizations making such products
have found that really astonishing results may be expected from Broadcast
Adpvertising. The case of the Packard Electric Company, makers of electric
cable for ignition starting and lighting purposes on autos, buses, airplanes,
etc., furnishes an excellent example of this. The Packard Electric Com-
pany are manufacturers of electrical equipment used in a large number of
fine automobiles. Each year at the time of the Automobile Show in New
York, this concern produces a program, dedicated to the automobile manu-
facturers of America and appealing to the motoring public. The key-note
of their programs is “See that your car is equipped with Packard Cable.”
By creating consciousness of the superiority of Packard Flectrical equip-
ment in the public mind, the technical buyer in those automobile com-
panies using Packard equipment is influenced, for the very simple reason
that he knows the prospective car-owner will be favorably impressed with
that automobile equipped with Packard Cable.

The Dixie Drinking Cup Company have increased the sales of their
Dixie cups to druggists, confectioners, and other trade outlets by means of
Broadcast Advertising. In their program, the “Dixie’s Circus,” this com-
pany offers to give a toy balloon to any one that sends in the name of a
dealer from whom he has endeavored to purchase ice cream or a drink
served in a Dixie Cup. This plan furnished the Dixie Drinking Cup Com-
pany with an exceptionally valuable prospect list. Dealers are approached
by Dixie salesmen who can definitely show the names of persons who have
made requests for the product. In this way, the Dixie Drinking Cup
Company is providing proof of listener interest in Dixies.

These instances leave no doubt that Broadcast Advertising is a uni-
versal medium applicable under the widest possible variety of circum-
stances. It is difficult to conceive of a product or service, the sale of which
cannot be materially stimulated by means of Broadcast Advertising.

Another question of prime importance to an organization, contem-
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plating the use of the broadcast medium—"‘Should We Undertake Broad-
cast Advertising at the Expense of Other Established Media?”

Now an important function of Broadcast Advertising is to win sym-
pathetic attention to a client’s space advertising. In this guise, then,
Broadcasting is the giant ally of the well-rounded advertising campaign.
If we disregard entirely the fact that Broadcast Advertising is a medium
that can stand on its own feet, we must nevertheless grant that it makes
space and printed advertising more resultful. Broadcasting should have a
background of tied-in advertising to make it more effective. For this
reason, it is not surprising to learn that the experience of many Broad-
cast Advertisers has been to increase rather than curtail their printed ad-
vertising. Experience has shown that all space advertising, whether it be a
double page spread in a national magazine, a fifty-line column on the radio
page of a newspaper or a one-color envelope-stuffer, should make some
mention of an advertiser’s radio program. Emphatic attention should be

directed to the network being used (e.g. “Tune in the hour on the
NBC System) so that no opportunity however slight,maybe overlooked in
coordinating the printed and broadcast campaigns. Coordination should
be given the closest possible attention. It is without doubt the greatest
single item upon which hangs the success of a Broadcast Advertising
Campaign.

The answer then is “Do not curtail the printed and space campaign to
take care of Broadcasting. Rather let the new medium reinforce this
printed advertising, so that the full effect of complete coordination may

be gained.”
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THE BROADCAST ADVERTISING
CAMPAIGN

LMOST every possible classification of business and commodity is
A represented today in one form or another by sponsored radio pro-
grams, from table waters to public utilities, and from chewing gum to
travel service. How are these programs built so as to represent the varied
interests involved? How are they prevented from competing? Suppose we
answer these questions by citing a hypothetical example:

A national advertiser decides to go on the air. The selection of stations
to secure national coverage is decided upon and the contract for half an
hour a week for fifty-two weeks signed. Now comes the very important
item of determining what sort of feature shall be used in these fifty-two
different periods, which in all essential details correspond to fifty-two
pages in a national magazine.

First, an analysis of the advertising needs of the prospective Broadcast
Advertiser is very carefully made. This analysis commences with a sum-
mary of all important points connected with the product—its trade name,
price, distribution, the existing advertising, the keynote of the advertising

appeal, etc. It is also ascertained whether the client wishes to apply most
of the effort to stimulating consumer demand or dealer enthusiasm. The
specific reaction which the programs are expected to produce—the im-
pression of quality, product preference, fashion, strength, delicacy, and so

forth is also set down. The information thus obtained is then presented
together with samples of the client’s printed advertising, to a Program
Board of the broadcasting company, consisting of the supervisors of all
divisions whose suggestions are essential to the building of a successful
Broadcast Advertising feature. Various ideas are then thrown into dis-
cussion and worked at from every angle, that of music, continuity, pro-
duction, publicity value, advertising soundness, and the various other
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phases in which the members of the Program Board are individual special-
ists. When each idea has been criticized from every conceivable angle,
the complete plan is then presented to the client. With his approval the
program is then built in detail—talent engaged and a loud speaker
“audition™ presented for final approval before actually going on the air.

As to the type of program best suited for a commodity or service,
where an advertiser’s customers form a particular group or class, or where
an organization’s reputation is founded on a clearly defined characteristic
such as safety, dignity, exclusiveness, quality, and so forth, the basis for a
suitable program is not difficult to find. Products or service having a gen-
eral appeal are more difficult to dramatize in a radio program. Neverthe-
less it is difficult to conceive of the product or service that cannot be
cloaked in personality or symbolized effectively in a Broadcast Advertis-
Ing program. '
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BROADCAST
ADVERTISING COPY

ROADCASTING is peculiar in that its editorial and advertising
copy are combined in the sponsored program—a situation as unique
as 1f a short-story writer in a national magazine were to weave the selling
points of a given product into his narrative. In a Broadcast Advertising
program, there is no transition from editorial matter to advertising copy.
The Radio Listener is more than pleased to attend to the advertiser’s
message—he is anxious to do so. Indeed, we may assume that he purchased
his receiver for the express purpose of listening to Broadcast Advertising,
since sponsored programs are in the majority and are the best features on
the air today. The Broadcast Advertising program entertains the Radio
Listener—pays him well for his attention.

This point is well illustrated by the Broadcasting of the Maxwell
House Coffee Company. In its broadcast message, this organization car-
ries forward the spirit of the Old South; the atmosphere of the famous
Maxwell House in Nashville, Tennessee—the atmosphere which is the
keynote of its printed advertising. Personality is given to the program
and the product by having each program presented in the name of the
Old Colonel, master of the Maxwell House mansion. There is no question
whatever but this program provides satisfactory entertainment for the
majority of the Radio Audience, as thousands of letters testify. The
Radio Listener voluntarily tunes in this program, the very atmosphere of
which is definitely calculated to sell him a branded coffee. There is no
awkward transition from editorial matter to advertising. The continuity
of the program is at once that which entertains and that which “sells.”

It is often asked whether or not Broadcast Advertising can include
enough “copy” to do a good selling job. It is quite generally agreed that
a large proportion of all sales are made because the public is acquainted
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with the product involved. The American public has accustomed itself
to buying definite brands, products, reputation, or prestige. The theory,
that a great percentage of all goods that are sold owe their popularity
to the prior creation of a desire in the public consciousness for the product,
has been amply substantiated in practice. This desire, of course, culmi-
nates in the actual purchase. Copy is being condensed and intensified. The
advertising story should be told quickly. Broadcast tempo therefore is
quite in keeping with the modern trend of advertising—the trend of the
car-card and the poster—where desire for ownership is stimulated by con-
stant repetition of the main talking points of a commodity.

Broadcast Advertisements can and do contain sufficient copy to sell
any idea. The sales message may be brief, but it is intensive, effective,
resembling word-of-mouth recommendation. The recommendation of a
friend loses nothing because it may be couched in a very few words.
Similarly though the actual sales “copy™ of a Broadcast Advertising fea-
ture 1s limited to a few brief sentences, its promotional effect is as power-
ful as 300 words of printed copy. It “highlights” the salient qualities of a
product, its trade-name and the slogan if any, so that these arrest attention
when seen in print.
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MERCHANDISING THE BROADCAST
ADVERTISING CAMPAIGN~

THE development of Broadcast Advertising has now reached the stage
when, as a general rule, the successful program is the well-merchan-
dised program; the feature effectively tied up with its sponsor’s space
and printed advertising.

The primary purpose of advertising is to make the prospect “turn
toward™ the product. In its specialized development it has reached a point
where a well-laid advertising plan will accomplish the three purposes of

Attracting attention
Holding interest
Creating desire.

Broadcast Advertising, in itself, can both attract attention and hold
interest, but the extent to which it actually creates desire for the product
being advertised depends to a large extent upon the intelligence and
thoroughness of the merchandising campaign back of it.

Moreover, it is undoubtedly the purpose of merchandising to carry on
where advertising proper leaves off. That is to say—once the prospect has
been led to express his desire, it is essential to do everything possible to
turn that desire into action. It is necessary to stimulate it into action by
supplementary means.

Merchandising a Broadcast Advertising Campaign is no new art so
far as principles go. The established forms of tie-up successfully practiced
by National Advertisers in support of their campaigns in other media,
lend themselves very readily to broadcast merchandising. Moreover it has
been of particular encouragement, to those whose task it has been to
develop a technique of Broadcast Advertising Merchandising, to find that

* See Note at end of this section.
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radio provides natural advantages to the advertising man when he comes
to present the story to salesmen, jobbers, and dealers.

This advantage lies in the almost universal interest in good radio en-
tertainment —an interest evidenced both by the consuming public and
by the men who make up the distributing and sales organizations of the
advertiser.

Mr. & Mrs. Average Listener have come to know the advertising
programs which are most worth listening to. The advertiser's salesmen
and dealers are ready—eager in fact—to hear about a good radio program
which will give them personal pleasure besides opening up business oppor-
tunities for them. The “copy appeal” for merchandising helps both to
the public and to the dealer is therefore much strengthened by this fact
and at the same time simplified. It resolves itself into three main headings:
(1) the appeal which will direct attention to the broadcasts; (2) the
appeal which will carry over the goodwill produced by the broadcast
programs to the benefit of advertising in other media; and, of course,
(3) taking up the story where the broadcasting is left off and turning
a favorable reaction into an actual desire for the merchandise.

Many Broadcast Advertisers are giving this aspect of their radio
activities the closest sort of study. They are carrying out these three
“tie-in appeals” in newspapers, magazines, car-cards, window displays,
dealer bulletins, broadsides, direct mailing pieces and even into telephone
salesmanship.

Almost all morning and evening newspapers devote approximately
one-half page in every issue to news about radio. Week-end editions—
either Saturday or Sunday—go much further, devoting whole sections to
program listings, items of news about programs, radio stars, criticisms, etc.
This undeniably demonstrates Reader Interest in Broadcasting, and since
Broadcast Advertising programs constitute the bulk of all radio features,
it also demonstrates Reader Interest in Broadcast Advertising. This
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Reader Interest can be and should be capitalized by additional printed
advertising, featuring the advertiser’s Broadcast program.

An extract from NBC records on this point, reads as follows:

“The Stetson Shoe Company gives radio all of the limelight in its ad-
vertising campaign. It is used as the leading inducement for drives on the
part of Stetson salesmen, branch stores, and independent dealers. The
printed tie-in advertising, as well as the program, is built around the band
of the Weymouth Post of the American Legion. For store windows, a
stiff board frame is supplied, into which are inserted advance programs
of their famous feature, the ‘Stetson Shoe Parades.” A small house organ
—bearing the title ‘Stetson Shoe Parades—Bulletin of Broadcasts—is
sent out to dealers each month, giving them hints and timely topics on
selling Stetson Shoes, photographs of particularly effective window trims
and other articles of a promotional nature. Mats are provided for use in
the radio pages of local newspapers. The Stetson Shoe Company’s radio
campaign is also its advertising campaign. This organization bends every
effort toward completely merchandising their Broadcast Advertising.”

To quote a further example:

“Bourjois & Company are perfumers and manufacturers of cosmetics.
They contracted to use Broadcast Advertising for a thirteen-week test
campaign. They commenced with every intention of continuing if, at the
end of this period, indications were favorable and, in order to give broad-
casting every opportunity to prove itself in a comparatively short period,
it was decided to pay particular attention to merchandising their Broad-
cast Advertising. About a month before the first program was scheduled
to go on the air a teaser-card was mailed to retail drug stores, perfumers,
jobbers, and others—a list totalling 16,000 names. This teaser-card talked
of the program rather than the manufacturer. It was planned to excite
interest in a radio ‘Evening in Paris,’ with an additional suggestive line,
——— and there’s a big profit in it for YOU!"

“About five days later a letter was sent to jobbers, announcing the
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Broadcast Advertising campaign, informing them that a strong direct mail
campaign to the retail trade was being conducted. The jobber was urged
to have his salesmen cash in on the special effort, and there was enclosed
a specimen display chart featuring the Bourjois program for the salesmen’s
price book. There was also a sample of a four-page envelope insert with
space for the jobber’s imprint for mailing to his own trade. The complete
line of window display material, featuring the program was also explained
to the jobber, exhibits being sent under separate cover.

“With this letter was enclosed a large broadside, outlining the com-
plete campaign and carrying with it an order form, describing the special
premium offers on certain assortments of Bourjois products—this blank
was intended of course for retailers, but was sent to jobbers for their
information. The entire mailing was enclosed in an envelope which bore
on the outside a brief message from the President of Bourjois & Company.

“Again a few days later, the complete mailing list of retailers, per-
fumers, department stores, and others received the large broadside and the
order blank.

“The next mailing was made to reach its destination within two or
three days before the date of Bourjois’ radio debut. It was sent to all
jobbers and to the retail list and consisted of a window streamer in the
form of a signed radiogram.

“Window display material was sent to retailers only upon request, as
provided for on the order blank. The window display included a large
stand-up, cut to receive a small insert card, giving details of each week's
program, four smaller cards and a small window streamer all designed to
convey a very Frenchy atmosphere and listing the stations carrying the
Bourjois program. With this window display went an announcement,
offering a prize for the window trim best portraying the French atmos-
phere and featuring Bourjois. Those who requested the display material
also received copies of an eight-page booklet, entitled ‘Bourjois Home
Theatre’ to be used by retailers for distribution among their customers.
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“The name of the Bourjois radio feature is “An Evening in Paris.’
Its atmosphere is suggestive of the boulevard, Montmartre, and Parisian
night life generally. The attempt is made to sell the Radio Listener a
consciousness that Bourjois products are thoroughly Parisian in quality.
After they had been on the air some time, the Bourjois Company brought
out a new perfume naming it “An Evening in Paris’ for their Broadcast
Advertising feature. While we are not in a position to quote direct figures
we can say that the line of products bearing this name has met with
phenomenal success.

“Bourjois’ comprehensive coordination of sales promotion, printed
and Broadcast Advertising is further supplemented by announcements in
the newspapers and material for mailing to those Radio Listeners who
comment on the program.”

The two instances above quoted are examples of past practice, but
they have contributed much to the fact that present-day Broadcast Adver-
tisers now regard merchandising as one of the most important factors for
success in Broadcast Advertising.

Note:—So important is this aspect of coordination to the prospective user of the radio medium that the
subject has been given exhaustive analysis in another book. published by the National Broadcasting Company
under the title of "MERCHANDISIN