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FOREWORD

Broadcast advertising is modernity’s medium of business
expression. It has made industry articulate. American busi-
ness men, because of radio, are provided with a latcl{key to
nearly every home in the United States. When visiting in
America’s homes by means of radio programs, they are only
asked to conduct themselves as good-mannered guests. An
attentive public ear is attuned to this distinctly unique
method of public information.

The American public owes a great deal to those indus-
tries and businesses whose use of broadcast advertising has,
for the individual citizen at least, provided without fee,
instruction, entertainment and amusement. Night and day
in our country, and in fact in all parts of the world, there
is broadcast a panorama of events in which those who par-
ticipate represent the highest and best attainments in their
respective fields of endeavor. All this the public has come
to expect, without expense, and at the turn of the dial.
Broadcast advertising has been of vast service to the public.

Radio broadcasting when first developed was conceived
as a public service, and is today the greatest medium the
world has yet known to perform that important function.
Since “public service”, in the fullest meaning of the term,
requires that the donor and the benefactor alike should
receive a measure of satisfaction from their participation,
it is a logical outcome that the advertiser and the public
should benefit from broadcast advertising.

Frank A. Arnold, Director of Development of the Na-
tional Broadcasting Company, Inc., is thoroughly qualified

to discuss the many interesting phases of broadcast adver-
XV



FOREWORD

tising. His entire business life has been devoted to publish-
ing and advertising and he brings to this new art a back-
ground of practical knowledge which is unique. His experi-
ence in this newest form of business expression is reflected
in this book, which is an important contribution to radio
and business literature.
Harry P. Davis
Vice President Westinghouse
Electric & Manufacturing Co.
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AUTHOR’'S PREFACE

It was in November 1920 that broadcasting was literally
forced on my attention. I was then in the Advertising
Agency business as Secretary of Frank Seaman, Incorpor-
ated, and, as 1s quite often the case with an Advertising
Agency man, I had been invited to speak before the Pitts-
burgh Advertising Club at one of its noon-day luncheons.
The presiding officer, noting the complete absence of the
Westinghouse group, said by way of apology that the West-
inghouse people were trying out some experiments with
their broadcasting station and had invited a number of
members of the Advertlsmg Club to be present on that
occasion.

Later I discovered that the occasion referred to was
practically a dress rehearsal for the first official broadcast
program from Station KDKA.

During the following year I spoke at various Advertising
Clubs throughout the country and among my wares was a
speech which, for want of a better title, I called ‘“The Ro-
mance of the Radio”. Either because the title sounded in-
teresting or because of sheer curiosity to see what an
advertising man might say on the subject, the fact remains
that practically every address that I gave during 1921 and
1922 was on the subject of radio.

I think it was in 1923 when advertising programs were
being experimented with that I coined the phrase ‘“The
Fourth Dimension of Advertising”, which has since become
a classic and quite generally used as a descriptive title in
connection with Broadcast Advertising.

During the period above referred to I was about the
only Advertising Agency man in the country that was doing
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AUTHOR’S PREFACE

any serious platform work favorable to Radio Broadcast
Advertising. To most of them broadcasting was an inter-
esting stunt—a sort of curiosity, a thing to be featured
while it lasted but without any promise of permanence.
Either because of my New England ancestry or for some
other reason yet to be explained, the love of pioneering has
always been in my blood and I suppose it is because of that
characteristic that I was so strongly attracted to radio and
its possibilities.

In the meantime, radio continued to develop and with
the impetus given to it by the amateur who, in my judg-
ment, is largely responsible for its finally becoming an indus-
try, radio and broadcasting reached a point where industry
took notice, big business lent its financial support, and from
that day things began to happen.

From what I have already recounted, the reader has
gleaned enough not to be surprised at my forsaking the
advertising and publishing business, with which I had been
actively connected for twenty-five years, in order that [
might give my entire time and talent, such as I had, to the
developing of Radio and Broadcast Advertising.

When the National Broadcasting Company, Inc., was
formed in 1926 I was invited to join their executive staff
as Director of Development. During the four years that
have elapsed since that time I have been privileged to be
one of a relatively small group of men who have been mak-
ing history in the development of this great new industry.

To fit advertising into the radio program structure was
no light task and many adjustments were necessary before
anything like a finished product could be presented. Much
has been accomplished in the last four years and still more
will be accomplished and much better work done in the
years to come.

The publication of this book is largely due to the fact

xviii



AUTHOR'S PREFACE

that in the spring of 1930 I was approached by the Faculty
of the College of the City of New York with an invitation
to deliver a course of thirteen lectures on Radio Broadcast
Advertising. I was told that this would be the first course
on the subject to be delivered at a college in this or any
other country. Again, my love of pioneering was weighed
against the tremendous task of gathering material for such
a course and, as usual, the pioneer side won out. These lec-
tures were considered a great success and had the largest
enrollment of any special course in the history of the college.

About this time I was asked by my publishers if I would
write for them a book on the subject, presenting the facts
in narrative form and including in the subject matter such
reactions from the classroom as seemed pertinent to the
subject, making for them a book which should acquaint the
reading public with this great new thing we call Broadcast
Advertising and, at the same time, take into account its
possible college use as a supplementary volume on the sub-
ject. Again I was told that did I write such a book it would
be the first one on that subject written from the viewpoint
of an Advertising Executive and, again, the pioneer side
won out. As a result you have this book, Broadcast Adver-
tising, The Fourth Dimension. It 1s written entirely from
personal experience and with what I believe to be historical
accuracy.

New York

July 15, 1931
Frank A. ARNOLD.
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CHAPTER I

RADIO’'S ANCESTRY

The history of radio may be roughly grouped into five
periods.

The first period comprises the sixteenth and seventeenth
centuries and contains records of primitive experiments re-
sulting in the establishment of some of the basic laws.

The second period covers a little more than a quarter of
a century, 1864-1898, to be exact. This period produced
more experiments and some exceptional apparatus having
to do with the detection of electrical waves.

The third period, 1896-1903, concerns itself with experi-
ments at home and abroad in an effort to determine the
practical place, if any, that radio might obtain in the field
of communications. It was during this period that Marconi
conducted that major experiment which resulted in sending
his famous letter “‘S” across the Atlantic.

The fourth period, 1903-1912, covered the history of
development of marine communications. Practically no
progress in the further development of continent-to-conti-
nent communications was made during this period.

The fifth historical period, 1912-1917, contained the
greatest and most far-reaching technical contributions to
the art. Experiments in the laboratory developed into actual
machinery that worked. It will be remembered that during
this period the United States entered the Great War and
while all laboratory work of this character ceased for the
time being, yet the necessity for means of communication
other than wire or cable resulted in a greater development

I



2 BROADCAST ADVERTISING

of the art of communications during this period than dur-
ing all of the four preceding periods.

Having thus grouped the discovery and early progress
of the art by periods, it may be of more than passing inter-
est to examine a little more minutely what some of these
periods actually contributed to the final development of
the thing we now know as broadcasting.

The first and second periods were crudely experimental,
contributing very little of a definite nature to the object
sought.

During the third period the outstanding achievement was
the consummation of many years of laboratory study by
Senatore Marconi resulting in his successful demonstration
of trans-Atlantic wireless. For many years scientists every-
where had been experimenting with the ether as a substi-
tute for wires in the transmission of messages. In 1896
Marconi was in London conducting experiments and was
successful in transmitting an electrical message without
wires between the General Post Office and the Savings Bank
Department in Queen Victoria Street—a distance of about
one hundred yards. Later on, he established successfully
land transmission without wires over a distance of a mile
and three-quarters. Eventually, by increasing the power of
his instruments, Marconi was able to send land messages
without wires to a distance of eighty-five miles.

The story of how Marconi made history with his letter
“S” is an interesting one and in telling it I quote from con-
temporary history. It was in December 1901 that prepara-
tions were made for the trans-Atlantic test. The English
transmitter was located at Poldhu, England. The site of
the receiving station was on a high bluff in Nova Scotia.
Marconi, who had quietly left England and landed without
announcement at St. John’s, Newfoundland, on December
sth, set up his receiving instruments in the room of an old
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barrack at Signal Hill near the harbor mouth of the City
of St. John’s. He had difficulty in supporting his receiving
wire, his experiments with balloons having been unsuccess-
ful. Finally by the use of a kite he succeeded in maintaining
a wire at an elevation of about four hundred feet. This
constituted what was probably the first receiving antenna
of its kind ever made. This was on December 12th, 1901I.

Before he left England Marconi had given detailed in-
structions to his assistant at the signal station that the test
was to be conducted by the transmission of the Morse tele-
graphic letter “S” represented by three dots. This signal
was to be transmitted at a fixed hour each day as soon as
word had been received by them that the receiving station
at St. John’s was ready. At noon time on Thursday, Decem-
ber 12th, 1901, Marconi sat in his little room in the old bar-
rack waiting for the appointed time to arrive when England
would begin transmitting his signal. There were only two
persons in this receiving room, Mr. Marconi and his assist-

nt, Mr. Kemp. A telephone receiver had been provided
nd was strapped to the inventor’s ear so that the faintest
indication of a signal might be detected. For half an hour
not a sound was heard, then suddenly the assistant, Mr.
Kemp, heard the sharp metallic click of the tapper as it
struck against the coherer. In a moment, faintly yet dis-
tinctly, there came the three little clicks or dots spelling out
in Morse Code the letter “‘S”’, which had been sent out a
fraction of a second before from the sending station in
England. Again and again the signal came through until
both Senatore Marconi and Mr. Kemp were positive that
there could be no mistake.

It was thus that history was made, for on that day the
principle of wireless communication over great distances
was established constituting one of the greatest wonders of
modern science.
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During the fourth period marine communications ob-
tained almost exclusive attention. Trans-Atlantic vessels
were equipped with the Marconi wireless telegraph in con-
junction with land stations originally operated by the
De Forest Wireless Telegraph Company. This established
the first ship-to-shore system of communication. As is often
the case, it took a tragedy to impress upon the world the
value as well as the necessity of marine radio. The sinking
of the steamship Republic on January 23, 1909, and the
flashing of CQD, which was then the call of distress, re-
sulted in the arrival within five minutes of five steamships
which turned from their several courses and reported for
relief. In this instance all the passengers were transferred
safely. The great Titanic disaster of April 15, 1912, was
made less of a tragedy because of radio and at that time
the distress signal had been changed to the S.O.S. call now
so familiar to everyone. .

Once under headway, the merit of this system sold itself
so rapidly that within a comparatively short time all ships
sailing the ocean carrying passengers and cargo were re-
quired by international law to be equipped with radio send-
ing and receiving apparatus.

It was during this period, 1903-1912, that the first trans-
oceanic radio service was put into operation by the Ameri-
can Marconi Company, which erected a high-power station
at Cape Cod, Massachusetts. On January 19, 1903, the
first message sent from this station was from President
Theodore Roosevelt to King Edward VII. History tells us
that the message got through safely and was published by
the London Times the following day as the big outstanding
news item. The successful demonstration of this service nat-
urally resulted in widely extending the use of wireless, devel-
oping ultimately in a system of communication around the
world.
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It was during the fifth period that the art of radio re-
corded its greatest achievements. By this is meant that ma-
chinery and other apparatus was actually built as the
consummation of years of laboratory experiment. Up to this
time radio’s greatest handicap was its inability to cover vast
distances with any degree of certainty. Although enormous
energy could be developed locally, it was impossible to send
this energy over great distances with any certainty of a
proper signal at the point of destination.

Dr. Ernest F. W. Alexanderson was the man who solved
this problem. With the entire resources of the General Elec-
tric laboratory at his disposal and. by the application with-
out stint, of time, effort and money, he finally developed
the high-frequency alternator which bears his name.

The Great War, which broke during this period, con-
tributed through necessity to the rapid development of
devices of this ¢haracter, and the building for experimental
purposes of a §o-kilowatt §0,000-cycle alternator. In 1917
this first alternator was installed in a station located at New
Brunswick, New Jersey. The year following this so-kilowatt
alternator was replaced by one of 200 kilowatts. This
served to amplify the facilities already at the disposal of
the Government during the concluding months of the War,
and also enabled President Wilson to conduct his peace pre-
liminaries with Germany, which led to the signing of the
Armistice. This alternator also made possible radio tele-
phone communication with the President’s ship when on
the high seas en route to France in the spring of 1919.

As it might be expected, the Alexanderson alternator at-
tracted international attention especially from those nations
already engaged in wireless communication, and was the
most widely discussed invention of that period.

At the close of the War the General Electric Company
was ready to manufacture the Alexanderson alternator and
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supply it to buyers anywhere in the world. In this connection
a little bit of history may not be out of place. The British
Marconi Company was really the only customer at that
time that could use the Alexanderson alternator to advan-
tage and it stood ready to place an order amounting to
$5,000,000 provided it could obtain exclusive rights to
the use of the equipment. It is said that President Wilson,
who at that time was in Paris conducting peace negotiations,
sent a delegation consisting of Admiral Bullard, Director
of National Communications, and Captain Hooper, U.S.N.,
to the General Electric Company, to discuss the interna-
tional viewpoint of such a transaction. On April 7, 1919,
the delegation was received by representatives of the Gen-
eral Electric Company at its New York offices. In the pres-
ence of this small group, presided over by Owen D. Young,
now Chairman of the Executive Committee of the Radio
Corporation of America, President Wilson’s representatives
discussed the actual as well as potential injury to America’s
position in the field of international communications if the
Alexanderson alternator was sold exclusively to any foreign’
government or private company outside the United States.
With the far-sightedness characteristic of the man, the
President in his message argued for the opportunity that
America had to retain complete control of the radio com-
munication situation, not only in the United States but also
in Central and South America. Greatly to the credit of the
General Electric officials let it be said that, recognizing the
international significance of President Wilson’s message,
they canceled all pending negotiations with the British Mar-
coni Company, even though vast sums running into the
millions had already been spent in the development and
building of the Alexanderson alternator. This action auto-
matically rendered it necessary for this company to tackle
the problem in an organized way, which resulted in forming
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the Radio Corporation of America, which was organized
with the sympathetic cooperation of our Government and
the pooling later on of patents and rights owned and con-
trolled by the American Telephone and Telegraph Com-
pany, the Weston Electric Company, the United Fruit
Company, and later the Westinghouse Electric and Manu-
facturing Company—all of which joined with the General
Electric Company in forming one great organization for
the cooperation and harmonious use of the principal radio
inventions as well as the research facilities of the combined
group.

Immediately this new Company, both financially and
technically, found itself in position to compete with other
organizations of similar character in the world. The nat-
ural thing was for it to acquire the property and rights of
the American Marconi Company, which it did, and by traf-
fic contracts place-itself on an equally favorable basis with
other companies in competing for wireless business through-
out the world. Later on its field was amplified by the devel-
opment of radio facilities in South America.

At the end of the fifth period the stage was all set, al-
though no one knew it at the time, for the development of
broadcasting and the transmission of the human voice
through the ether in addition to the dots and dashes of the
Morse Code.



CHAPTER 1I

PIONEER DAYS

Two names will always be associated with the pioneer
days of broadcasting, Dr. Frank Conrad of the Research
Department of the Westinghouse Electric & Manufacturing
Company, and Mr. Harry P. Davis, its Vice President in
Charge of Broadcasting.

The original apparatus was very simple, scarcely more
than necessary for laboratory experimenting. Feeling how-
ever that the industry had great possibilities, these two
men with the backing of their associates in the Westing-
house Company, notably Mr. E. M. Herr and the late
General Guy E. Tripp, decided to go ahead and manufac-
ture equipment suitable for broadcasting over wide areas.
Thus it was that in the fall of 1920 a broadcasting station,
known as KDKA, was installed in East Pittsburgh. The
first broadcasting studio was on the roof of one of the
buildings. One day a sudden shower caught the group as
they were broadcasting, which resulted in the setting up of
a tent. Broadcasting was continued in this tent until a little
later a wind storm blew it down. Then it was that the stu-
dios were moved inside the building occupying a loft and,
finding that there was some trouble in broadcasting due to
the structure of the room, a tent corresponding to that
which had been used on the roof was set up within this
store-room constituting what was probably the first sound-
proof studio in the world. It was under such primitive con-
ditions that radio broadcasting was born. At that time no
stretch of the imagination could have visioned the great
service which radio broadcasting was to render the world.

8
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The first program of national importance to be broad-
cast from Station KDKA was the Harding election returns
on November 2, 1920. This was so successful that regu-
lar broadcasts were instituted daily which have been con-
tinued by Station KDKA without intermission up to the
present time.

It is interesting to note that the main objectives of this
pioneer station as laid down by the founders are essentially
the same as are being observed at the present time. These
objectives were as follows:

1. “To work hand in hand with the press recognizing
that only by published programs can the public fully appre-
ciate the broadcasting service”.

. “To provide a type of program that will be of interest
and benefit to the greatest number, touching the lives of
young and old, men and women in various stages and con-
ditions of life”. -

3. “To av01d monotony by introducing variety in music,
speeches, etc.’

“To have distinctive features so timed as to assure
thelr going on at regular periods every evenmg, in other
words as a railroad does by its time-table’’.

“To be continuous, that is, to operate every day of
the year

It is interesting to note the difficulty which these pioneers
encountered in obtaining an audience to listen to the broad-
casts, with the result that quite a large number of simple
receiving outfits were manufactured by the Westinghouse
Company and distributed among the friends and officers of
the company in order to assure a broadcast audience. Thus
it was that the first audience was drafted, and this only ten
years ago, at which time the audience of Station KDKA
constituted mainly a few friends equipped with head-phone
sets.

Among the next great historic stations to be counted
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among the pioneers was WJZ, which sent out its first ofhicial
programs on October §, 1921. Station WJZ was located
at Newark, New Jersey, where one of the Westinghouse
factories housed the goo-watt transmitter, while an old
cloak-room was hastily converted into a broadcasting stu-
dio. Old rugs were used to render the walls sound-proof.
The only musical instrument was a piano which by the way
was rented and, yes, there was an old-fashioned phonograph
with horn attachment—a friend in need when other forms
of programs failed.

At the start there were only four people in the W]JZ
organization. The late Charles B. Popenoe, first treasurer
of the National Broadcasting Company, Inc.; Thomas J.
Cowan, an announcer, now connected with the Municipal
Station WNYC; a technical man and a porter completed
the group.

This was real adventuring, especially as WJZ went on
the air without any assurance as to the length, breadth or
accuracy of its broadcasts. In fact, it was no unusual thing
for a broadcast to begin on the air and end in the studio
with no audience except the artists. But in spite of this the
interest in broadcasting was so great and the attitude of
the public so coodperative that the organization continued
to expand.

Miss Bertha Brainard was the next one to join the staft
of WJZ as Assistant to Mr. Popenoe. This is the same
Miss Brainard who is now Eastern Program Manager of
the National Broadcasting Company, Inc. Later Milton
Cross was lured by the charm of the invisible and began to
sing for the small radio audience, and so on until finally
the studios were moved to the sixth floor of the old Aeolian
building on Forty-second Street, New York City, where
W]JZ continued in operation until September 1927 when it
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was transferred to the National Broadcasting Company’s
building on Fifth Avenue.

In the meantime the American Telephone & Telegraph
Company had not been idle and on July 25th, 1922, what
is now known as Station WEAF was opened at 24 Walker
Street, New York. The original call letters of this station
were WBAY, shortly afterwards changed to the familiar
WEAEF. On August 10th, 1923, studios were opened in
the American Telephone & Telegraph building, 195 Broad-
way, New York, which were considered at that time to be
the last word in modern up-to-date equipment. Soon after
the establishment of this station the tremendous possibili-
ties of broadcasting began to receive attention from the
musicians of the country. The Philharmonic Orchestra was
broadcast in 1922, while music from the stage of the Capi-
tol Theatre became a regular part of the Sunday program
on WEAF.

Station WEAF was also the pioneer in demonstrating
the feasibility of the network system and one of the first
networks to be successfully operated consisted of WEAF
connected with WMAF in Round Hills, Massachusetts, and
with WCAP in Washington. As the result of this experi-
ment there followed a rapid development of the network
idea, leading to a continual expansion of these intercon-
nected lines. On January 1, 1923, the transmission of the
first network program occurred involving WEAF, the
originating station; WGY, Schenectady, owned by the
General Electric Company; KDKA in Pittsburgh, and
KYW, Chicago, both operated by the Westinghouse Com-
pany. By October of that year football broadcasts were
being sent through a network consisting of WEAF, New
York; WGY, Schenectady; WJAR, Providence, and
WCAP, Washington. Three months later the network
included not only WEAF, New York, but WCAP, Wash-
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ington; WJAR, Providence; KST, St. Louis; WDAF, Kan-
sas, and WFAA, Dallas. It was during 1923 that the World
Series baseball games and the Army-Notre Dame football
game were broadcast. Calvin Coolidge was heard reading
the President’s message to the 68th Session of Congress
on December 4, 1923. Microphones were installed in the
House of Representatives and his voice was heard through
this station. This was considered at the time a most won-
derful achievement.

A record of the early days of these pioneer broadcasting
stations makes interesting reading. In 1924 W JZ engineers
picked up the first broadcast from an airplane flying over
Central Park. In 1925 a concert broadcast from Station
21.O in London was picked up and re-broadcast by W JZ.

As might be expected, personalities began to develop and

in the early days of WJZ we find .such well-known names
as the late John B. Daniel, Andy Sannella, Keith McCleod,

Ted Husing, Major Andrew White, Godfrey Ludlow and
others.

The quality of programs kept pace with the improve-
ment in mechanical devices until by the end of 1925 such
outstanding events as the Democratic Convention at Madi-
son Square Garden and the inauguration of President Cool-
idge had been described over the air.

The sponsored broadcasts were still very much of an
experiment. The application of the first advertiser desiring
to use the air via a sponsored program has become a his-
toric episode, but it resulted in the establishment of a code
of principles by the American Telephone & Telegraph Com-
pany which has been largely followed ever since.

It soon became evident to all that with the increasing
use of the radio and the multiplication of sets of all kinds,
shapes and sizes, something would have to be done relative
to stabilization of programs. At the end of 1925 programs
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:were being considered in national instead of local terms.
The rapid growth of network systems at that time covering
more or less adequately the territory east of the Rocky
Mountains necessitated program material that should be
acceptable to a considerable cross-section of the American
audience. This was no less true in the field of the sponsored
or advertising programs, so it was not strange but rather
the result of necessity that out of this chaos the National
Broadcasting Company, Inc., should have emerged.




CHAPTER III

MODERN BROADCASTING

Modern broadcasting, broadly speaking, may be said to
have dated from the organization of the National Broad-
casting Company in 1926. In describing the circumstances
that led to the organization of this company one cannot do
better than to quote from the statement by Owen D.
Young, published in the newspapers of New York City on
November 15, 1926. Among other things Mr. Young said:

“The Radio Corporation of America is interested, just
as the public is, in having the most adequate programs
broadcast. It is interested, as the public is, in having them
comprehensive and free from discrimination.

“Any use of radio transmission which causes the public
to feel that the quality of the programs is not the highest,
that the use of radio is not the broadest and best use in the
public interest, that it is used for political advantage or
selfish power, will be detrimental to the public interest in
radio, and therefore to the Radio Corporation of America.

““T'o 1insure, therefore, the development of this great
service, the Radio Corporation of America has purchased
for one million dollars Station WEAF from the American
Telephone & Telegraph Company, that company having
decided to retire from the broadcasting business.

“The Radio Corporation of America will assume active
control of that station on November 13.

““The Radio Corporation of America has decided to in-
corporate that station, which has achieved such a deservedly
high reputation for the quality and character of its pro-
grams, under the name of the National Broadcasting Com-
pany, Inc.

“The purpose of that company will be to provide the

14
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best program available for broadcasting in the United
States.

““The National Broadcasting Company will not only
broadcast these programs through Station WEAF, but it
will make them available to other broadcasting stations
throughout the country so far as it may be practicable to
do so, and they may desire to take them.

“It 1s hoped that arrangements may be made so that
every event of national importance may be broadcast widely
throughout the United States.

“The Radio Corporation of America is not in any sense

' seeking a monopoly of the air. That would be a liability

rather than an asset. It is seeking, however, to provide

- machinery which will insure a national distribution of na-
' tional programs, and a wider distribution of the highest

quality.
“If others will engage in this business the Radio Cor-
poration of America will welcome their action, whether it

' be codperative or competitive.

“If other radio manufacturing companies, competitors

- of the Radio Corporation of America, wish to use the

facilities of the National Broadcasting Company for the
purpose of making known to the public their receiving sets,
they may do so on the same terms as accorded to other
clients.

““The necessity of providing adequate broadcasting is
apparent. The problem of finding the best means of doing
it 1s yet experimental. The Radio Corporation of America
is making this experiment in the interest of the art and the

~ furtherance of the industry.

“In order that the National Broadcasting Company may

" be advised as to the best type of program, that discrimina-

tion may be avoided, that the public may be assured that
the broadcasting is being done in the fairest and best way,
always allowing for human frailties and human perform-
ance, it has created an Advisory Council, composed of
twelve members, to be chosen as representative of various
shades of public opinion, which will from time to time give
it the benefit of their judgment and suggestion. The mem-
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bers of this Council will be announced as soon as their
acceptance shall have been obtained.”

The National Broadcasting Company made its official
program debut in the ballroom of the Waldorf Astoria on
November 15th, 1926. It was a rare occasion. The list of
invitations read like a roster of New York’s Four Hundred.
Men well known in the scientific and business world with
their families filled the boxes. The inaugural program was
heard by an audience of more than 10,000,000 people.
There were featured such great operatic stars as Titta
Ruffo and Mary Garden, such theatrical celebrities as
Weber and Fields and the inimitable Will Rogers, Walter
Damrosch and the New York Symphony Orchestra, Harold
Bauer, the distinguished concert pianist, Edwin Frank Gold-
man and his band, as well as leading organizations in the
field of more popular music.

The event proved that there were no physical confines to
the broadcasting studios. Mary Garden’s voice was ‘‘picked
up”’ from Chicago, Will Regers spoke from Independence,
Kansas, and the entire program was rendered as though
hundreds of miles did not separate these performers from
the broadcasting station.

In order that the broadcast exercises might be as wide-
spread as possible every available station that could be
mustered into service was hooked up into what was prob-
ably the first great network broadcast of entertainment.

The National Broadcasting Company, Inc., immediately
took over the studios and equipment of WEAF and occu-
pied their quarters in the American Telephone & Telegraph
building at 195 Broadway. These were not large enough to
include studio facilities for W]JZ, the management of which
had been assumed simultaneously with the purchase of
WEAYF, with the result that WJZ maintained its separate
studios in the Aeolian building until the studios of both
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| stations were combined in the facilities of the National
| Broadcasting Company’s new building at 711 Fifth Avenue.
.~ In the meantime the building of networks increased rap-
{ idly. The original red network with WEAF as the key sta-
' tion was extended until it included stations north, south,
east and west, covering the country geographically east of
' the Rocky Mountains. The blue network, with WJZ as the
key station, was also developed, paralleling the red net-
- work in many of its important stations, thereby oftering two
outlets for either sponsored or sustaining programs.

In April, 1927, the Pacific Coast network was formed
with KGO and KPO, San Francisco, as key stations and
' radiating north and south on the West Coast.
~ Other groups had simultaneously been formed to serve
' in an auxiliary capacity in other geographical sections. The
first of these was the Southern group, consisting originally

of Louisville, Nashville, Memphis and Atlanta, later aug-
mented by the addition of Birmingham, Jackson and New
Orleans and called the South Central group. Continued de-
mand for service in other Southern States accounted for the
- formation of the South Eastern group, consisting of stations
in Richmond, Raleigh, Jacksonville, Tampa area and
- Miami. The great Southwestern areas knocked for admis-
sion with the addition of Tulsa, Oklahoma City, Hot
 Springs, Dallas, Fort Worth, Houston, and San Antonio.
Instead of relying on coverage through Chicago, the North-
| west group, consisting of stations in Minneapolis, St. Paul,
| Milwaukee, Duluth, Superior, knocked for admission and
~got it. This left only the Mountain group and the Pacific
 Coast to be accounted for and, obviously, Denver, Salt
Lake City and Phoenix were the Cities to be selected, while
the Pacific Coast was adequately served with stations in
“San Francisco, Los Angeles, San Diego, Portland, Seattle
~and Spokane.
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Thus it was that in a little more than twelve months after
the formation of the National Broadcasting Company the
system had developed to such an extent that programs
could be broadcast literally from coast to coast and the
owners of receiving sets in those areas could obtain a pro-
gram broadcast from studios in New York with the same
clarity as though it originated in their local station. As can
well be imagined, this revolutionized broadcasting and al-
most over-night, as it were, transferred it from an interest-
ing local experiment to a great national medium of enter-

tainment, publicity and advertising of sufficient potentialities
to be taken seriously by all.



i

CHAPTER IV

THE BROADCASTING STUDIO

The studio 1s the workshop of broadcasting. Here every-

fthing in the way of programming begins and ends. It is
‘not the purpose of this chapter to go into the mechanical

or engineering details of the studio other than in the brief-
est non-technical terms.

The modern studio should be so built as to be sound-
proof and air-tight. The sound-proofing of studios is ac-
complished by building one wall within another, the inside

' partition being insulated from the main building by means

of hair felt. This applies not only to the walls but to the
ceilings and floors. An air-tight room must necessarily be
ventilated, and with any ventilation system in operation
the air ducts must also be made sound-proof. The system of
ventilation most commonly used consists of an air washer
where the water used is refrigerated. This also results in
cleaning the air and extracting the humidity so that when
it 1s delivered to the studios it can be at almost any desired
temperature. In the winter time the air is warmed and

in the summer it is cooled to any temperature desired. The

walls of the studio are treated with special materials hav-

ing at least an average absorbing character of 30%.

The floors are completely sound-proofed and drapes are
arranged along the walls for supplementary use whenever
necessary.

The prime essential in studio equipment is the micro-
phone of which there are two types in common use—the
double-button carbon type, and the condenser type. Of the

19
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two it would seem at this writing as though the condenser
microphone is leading in popular use.

All studios built within the last few years contain stand-
ard apparatus connected with the control-room and consist
briefly of the announcer’s panel and special microphone
located in the studio itself and the monitoring apparatus in
the monitor booth just outside the studio and separated
from it by plate glass of triple thickness which gives com-
plete visibility without interfering with sound-proofing. The
engineer at the monitor panel is always in full view of the
studio performance and his regulation of volume and bal-
ance is governed largely by close contact with the produc-
tion manager in the studio who communicates with him
either by a series of pre-arranged signals or by use of the
telautograph.

By the use of microphone faders the engineer in charge
can obtain what amounts to a perfect balance of volume
and tone and when this desirable point is reached the pro-
gram goes on the air.

While studios differ in size and architectural construction
yet basically they are all alike and in operation are gov-
erned by certain fixed engineering rules.

The matter of balance in studio arrangement is very im-
portant. A studio of a certain size containing a known area
in cubic feet of space can be used successfully only as it is
used for a program which in point of numbers of perform-
ers, audience and other fixed quantities comes within the
operating scope of the studio.

For instance, the maximum orchestra in number of pieces
and volume of production would need the maximum-sized
studio in order to preserve a right relation between the vol-
ume of sound and the capacity of the studio in which the
program is produced. The number of people admitted to
a studio during certain types of production is often limited
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to a specific number. This is because engineers have discov-
ered that favorable results on the air are sometimes ren-
dered impossible if the studio contains more than a certain
fixed number of individuals including the artists themselves.

Studio technique is continually developing and broad-
casters are learning new things every day. Much of the
difficulty which originally attended the grouping of instru-
mentalists and soloists has now resolved itself into a matter
of routine. Experiments are being conducted frequently
with new styles of microphones and other essential appara-
tus and there is no doubt but what the next five years will
see perhaps as much improvement over the studio of today
as those now in use are superior to the studios of five
years ago. .

For the purpose of this chapter we would like the reader
to think of the studio in terms of a master workshop where
the great musical, dramatic and educational ofterings are
put on the stage, so to speak, for the benefit of the invisible
audience. By thinking of the studio in this way it will be
easier for the reader to understand subsequent chapters
in which matters of programming are discussed more
intimately.

For the benefit of those of our readers who are tech-
nically inclined, we can do no better in amplifying this chap-
ter than to quote from a paper prepared for the Institute
of Radio Engineers by O. B. Hanson and R. M. Morris,
engineers of the National Broadcasting Company, Inc.

In discussing the design and construction of broadcasting
studios, they say:

“In the past decade of radio broadcasting, tremendous
strides have been made in development of equipment, meth-
ods of operation, and program technique chiefly due to the
stimulus created by its rapid general acceptance by the pub-
lic. We have constantly been faced with the problem of
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providing sufficient facilities, especially from a studio stand-
point, to meet the increasing program traffic requirements
of network broadcasting.

““T'en years ago our ideas on broadcast studios were very
meager compared to our knowledge and information of
the present day. In 1923 what was believed to be quite an
adequate studio layout for years to come consisted of two
studios, one 22 x 3§ ft. and one 16 x20 ft. with a main
control room common to both. Little, if any, time was spent
on rehearsals in those days with the result that the two
studios were sufficient to keep a continuous program on
the air.

“With the coming of sponsored broadcasting and the
necessity for careful rehearsing and well worded announce-
ments, much more time was devoted to rehearsals. As a
comparison it might be interesting to note that on important
programs it is now necessary to have anywhere from five to
fifteen hours of rehearsal for one hour of program on the
air. This fact accounts very largely for the increase in the
number of studios required for one program channel today.

“For the operation of two networks, which would ob-
viously involve an elaborate plant, at least four studios
would be required for program service alone and a number
of others of varying size to handle rehearsals and auditions.

““Since nearly all rehearsals and auditions require prac-
tically the same studio conditions and apparatus necessary
for program service, there is no particular point in pro-
viding studios for rehearsal purposes only. All studios
should be made part of a common system for the creation
of broadcast programs. The variation in number of per-
formers and type of performances necessitate considerable
variation in the size of the studios. It is usually desirable
that the same studio be used for broadcasting as for the
rehearsal, in order that the carefully determined position
of the instruments and microphone in the studio may be
retained for the broadcast.

““The problem of handling the increased number of musi-
cians and performers becomes serious when it is possible
that two or more programs may be conducted simultane-
ously, with several rehearsals also in progress in other
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studios. Such a condition might necessitate the presence
of a total of three hundred or more musicians and other
artists. It is necessary, therefore, to give serious thought
to the placing of studios in order that they may be econom-
ically and efhciently operated not only from the technical
standpoint, but also from that of reducing to a minimum
the confusion which might exist among the musicians and
visiting artists.

“What is considered to be the ideal layout for a group
of studios has been worked up from what may be referred
to as a central control system. This consists primarily of
a central main control room surrounded immediately by
individual control rooms directly adjacent to their respec-
tive studios. The studios are approached on the opposite
side by corridors through which the artists and performers
may enter the studios. This makes for efficiency in the tech-
nical operation of the system and makes the studios readily
accessible from a common point, for the production staff.
An illustration of this fundamental plan is shown in Fig. 1.

“It 1s obvious that with such a layout great pains must
be taken in insulating the individual studio units against
the transmission of sound, in order that each studio unit
may function satisfactorily without acoustical interference
from adjacent studios. Obviously any failure of the sound
insulation system would render these groups useless. It is
not only imperative that sound originating within the studio
be kept within the desired bounds, but also that noises
originating perhaps outside the building be prevented from
entering the studios. Such rigid requirements call for elab-
orate methods of sound control and indicate that studios
should preferably be constructed without windows or open-
ings to the exterior. If it is necessary to provide such open-
ings in studio walls special consideration will have to be
given to making them incapable of sound transmission to
any appreciable degree.

“A brief outline of requirements covering the design of
a group of broadcast studios is given herewith:

(1) LocATiON.

The studio group should be located in that part of a
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metropolitan area which is most accessible to artists. That
1s, of course, adjacent to the theater and concert hall cen-
ters. In the case of New York City, this section would be
bounded on the north by 59th Street, on the south by 42nd
Street, on the east by Madison Avenue, and on the west
by 8th Avenue. It is also desirable for a studio group to be
located on a street well known to the general public.

(2) Type oF BUILDING.

It is desirable to locate in a building which is under
construction, or on which construction has not yet begun,
so that the steel work may be readily modified to provide
the area (clear of columns or supports) necessary for large
studios. Although a studio group could be built on the lower
floors of the skyscraper type of building, this is not eco-
nomical as the cost of steel spans to support the tall build-
ings would be prohibitive. If it is necessary to occupy a
finished building, a location in the upper floor of the loft
type of structure such as used for department stores and
light manufacturing is probably most satisfactory.

(3) SouND INSULATION.

Means must be provided to prevent the transmission of
sound from one studio to another or from the outside into
any studio. Studios should be built as a box within a box,
the inner box mechanically insulated against vibration from
the outer, and the outer, of course, supported on the steel
structure. To be highly effective complete soundproofing
necessitates that the studio floor, walls, doors and glass par-
titions be to all intents and purposes hermetically sealed.

(4) AIrR CONDITIONING AND VENTILATION.

A ventilating system of the ordinary type is not sufficient
for broadcast studios. Large groups of musicians rapidly
increase the temperature and humidity necessitating that
the air be replaced frequently with cooled and dehumidified
air. To accomplish this, a system of air conditioning 1is
necessary.

(5) AcousTic TREATMENT.

Perhaps one of the most important conditions as far as
the production of the program itself is concerned is the
acoustic condition within the studio. It is necessary to pro-
vide within the studio sufficient sound absorbing material
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to reduce the reverberation time to the desired optimum
value. Variation in the amount of sound absorption should
be provided for, to compensate for variations in the size
of the musical groups. The acoustic material used should
of course have a frequency-absorption characteristic satis-
factory over the entire musical range.

(6) LIGHTING.

The individual music stand lighting system used in con-
cert is not adapted to broadcast studios as the location and
size of the groups performing are too varied. Lighting
cables laid on the floor are also somewhat of a nuisance.
The lighting, therefore, must be from overhead and of
sufficient strength to enable the musicians to read manu-
script with ease. It has been found necessary to provide
approximately 20-foot candles. Facilities must also be pro-
vided for supplying power to the portable flood lights used
for taking photographs.

(7) DECORATION OF STUDIOS.

Although this problem does not immediately concern
the engineer except wherein it may affect the acoustic con-
dition, considerable stress should be placed on the impor-
tance of the proper architecture and decoration of the
studios. This has a psychological effect upon the mood of
the artists which influences their performance. In some of
the later designs of the NBC studios, the decoration has
been rather elaborate.

(8) TecHNICAL OPERATING REQUIREMENTS.

In the design of the main control room equipment and
the equipment which is associated with the individual studio
control rooms, it must be borne in mind that all studio
equipment should be electrically interlocked in order to
provide the necessary flexibility. Any studio should be
capable of instantaneous connection with the outgoing cir-
cuits at the will of the master transmission supervisor. In
operating a centralized studio group, it is assumed that a
control operator will be stationed in the studio control booth
of each studio in use to control volume and monitor the out-
going programs, and that a supervisor will be located in
the main control room to superintend general technical op-
eration. It is not intended in this article to describe the
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technical apparatus used in connection with broadcasting
but rather to describe in detail the design of studios and
to discuss factors influencing this work.

The adaptation of the ideal plan shown in Fig. 1 to an
actual building should be of interest as an illustration. Of

. course definite rules can hardly be set down to govern appli-

——— — s - R——

cation of principles. It is a matter of careful study and
thought, in each individual case.”



CHAPTER V

MAKING PROGRAMS

Like the making of books there seems to be no end of
making radio broadcast programs, so tremendously has
the art developed in the last five years. The time was, and
one does not have to go back but a few years, when three
or four hours of programs on the air was considered a
record. Today great national broadcasting units are putting
out an average of eighteen hours a day consisting of pro-
grams, both sponsored and sustaining, of superlative
quality.

The earlier programs put out by broadcasting stations of
ten years ago were largely fugitive in character and depend-
ent almost exclusively on local talent. Every community had
its favorite soloists, a good church quartette, a popular
reader, an excellent organist and a fair orchestra or two.
For a while this local talent answered every purpose but
with the development of the radio art, increasing interest in
broadcasting and the rapidly mounting number of listeners,
there resulted a demand for programs more comprehensive
in character and of greater variety.

With the rapid development of network systems, bring-
ing a national audience within the reach of a single micro-
phone, programming became the most important thing in
broadcasting from the standpoint of the public. Not only
was it found necessary to rapidly increase the number of
program hours but also to develop into the new technique
all available musical talent as rapidly as possible.

The ready acceptance of broadcasting as a medium of
publicity and the increasing demand for sponsored programs
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of high grade resulted in a very rapid increase of the total
number of program hours, until today there is hardly a
five-minute period from early morning until long after mid-
night where the seeker after radio entertainment cannot
find a selection of programs at his disposal.

It should be remembered that at the start no one knew
the technique of programming, nor was anyone sure just
what a cosmopolitan audience such as we have in this coun-
try really wanted in the way of programs. In consequence,
there resulted what was probably the most paradoxical
situation in the history of the amusement world. The broad-
casters were facing a demand for more and better programs.
Very little was known as to audience preference. Programs
must be made that would obtain general acceptance nation-
ally from coast to coast. The local program situation was
bad enough but how much worse when transferred to the
national audience!

In the early days of national broadcasting the thing
which probably saved the day was the discovery that ‘“‘the
great common denominator of broadcasting’” was music.

Among the one hundred and twenty million people or
more now living in the United States, consisting of about
thirty million families, we find a large group where every
known language of the civilized world is spoken and where,
in spite of our system of compulsory education, there are
still sizeable groups to whom English is still a foreign
tongue. In this group there will obviously be found reflected
in the radio audience all grades of society, from the lowest
strata to those who are entered in the Social Registers of
our prominent cities. In this vast audience are also included
great geographical sections—north, south, east and west—
which, because of their environment and historical associa-
tions, have differed each from the other and hold many of
their traditions sacred. Investigation also showed that in
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every strata of society and without reference to wealth or
personal occupation radio receiving sets are being used,
comprising the most cosmopolitan audience from every
standpoint ever assembled within range of the human voice.

It was for this audience that the National Broadcasting
Company, Inc., and other national broadcasters were asked
to provide acceptable programs. Programs of music saved

| the day. Regardless of his mother tongue or his lack of
knowledge of the English language, every one in his group
\knew and apprecxated the language of music. So it was
through music and musical programs that this great na-
tional audience was first approached. The development of
national programs from that time to the present has been
largely by the process known as “trial and error’. In other
words, it was only by experimenting with the audience that
one determined the acceptability of a program.

In this connection it should not be forgotten that the
audience was very patient during this period. Everything
was so new and broadcasting seemed such a miracle that the
very act of receiving a program overshadowed any thought
of criticism. This rendered the process of experimenting
easier and more acceptable to the public at large, and for
the most part they were not aware of the experiment. Au-
dience reactions by mail and through other well-defined
channels gave a fairly accurate indication of the popularity
or permanence of certain types of programs.

Vocal artists of national and international prominence
were attracted to the microphone and after accommodating
themselves to its special technique found this an acceptable
method of reaching millions instead of the concert hall
audience of thousands.

Our great orchestras and symphonies, following the lead
of that great indomitable prophet of music, Walter Dam-
rosch, fell into line.
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Specialists in the musical and dramatic fields came for-
ward with auditions and demonstrated their willingness to
contribute their art, until within a relatively short time the
demand: of the audience, together with the development of
facilities, made possible programs which in point of quality
and excellence would not have been dreamt of a few years
earlier.

The advertiser knocking at the door and demanding a
program of superlative excellence immediately made pos-
sible a type of presentation, musical or dramatic, far beyond
that which would have been possible from ordinary pro-
gram resources, thereby giving the audience on the spon-
sored basis a series of entertainment programs the llke of
which the world had never heard.

Radio programs as they are now being broadcast fall into
two classifications—sustaining programs and sponsored
programs.

Sustaining programs are those which are prepared and
paid for exclusively by the broadcasting station and in which
the advertiser has no participation whatever. These sustain-
ing programs at the present time comprise more than two-
thirds of the program hours broadcast nationally, based on
an output of eighteen program hours daily.

Sponsored programs are those that are prepared for ad-
vertisers or organizations that pay for their time on the
air and also pay for the program that i1s broadcast. Starting
in a very modest way, the sponsored program idea has
developed to a point where many of the outstanding musi-
cal productions of the year are now made available without
charge to the unseen audience as a result of this class of
programming. It should be borne in mind that a sponsored
program, even though paid for by some great business or-
ganization, must in every way meet the standards of the
broadcasting company, both as to type and quality of the
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program itself and the subject matter contained in the
advertising announcements, or ‘‘continuities” as they are
called. It is not always an easy thing to regulate a proposi-
tion of this sort and some of the problems of sponsored
programs will be discussed more intimately in a later chap-
ter. On the whole, however, sponsored programs to date
have contributed so much in the way of superlative enter-
tainment that the audiences have been very generous both in
their acceptance of the advertising message and their criti-
cism of the way in which it has been phrased.

Programs collectively classify themselves about as fol-
lows: musical, dramatic, educational, religious, political,
sporting and international.

The popular audience vote.is overwhelmingly in favor of
musical programs. In this division is included orchestral
music, which has the largest popular choice; programs of
general musical entertainment, which come next; and dance
music, which is third.

Development of the dramatic art and its adaptation to
radio technique is bringing this type of program into the
field of larger acceptance, while short talks, lectures and
programs of an educational character come last. It must be
borne in mind that popular taste is continually changing,
notably in the radio audience field, where the element of
education to higher levels of appreciation is continually go-
ing on.

Dr. Damrosch says that radio broadcasting has done
more to educate the people of this country to an apprecia-
tion of good music in the last five years than all other meth-
ods used in the preceding twenty-five years.

Dramatic programs are finding a field of increasing popu-
larity in proportion as the technique of presentation is
sufficiently improved so that a dramatic episode presented
without visibility and by means of the ear only can secure
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a similar reaction from the listening audience that would
obtain in the case of a stage performance. In order to make
dramatic presentations over the air possible it has been
necessary to develop the faculty of imagination among the
American people, a sense which was becoming almost atro-
phied. It is only as imagination supplies the picture which
is lacking that the words themselves have any significance.
It has been said that radio broadcasting has done more to
restore the imagination of the American people than any
system of education could possibly have accomplished. This,
which was by far the most dificult field of programming,
is now developing constructively along lines which assure
for it a permanent place on the air.

Educational programs are in the making. While many
programs of historical, musical and religious interest have
been educational yet they have been too general in scope to
come definitely within the field of educational programs as
generally understood. The subject of education in its rela-
tion to the American public has always been difficult of
approach. While we have a relatively small percentage of
illiteracy in the United States, yet on the other hand we
have a very large percentage whose education is by no
means complete. Our great industrial areas where com-
pulsory education is in effect show an almost universal ter-
mination of the child’s education immediately the legal
period arrives when he can be put to work. While there is
no doubt as to the need and to some extent the desire of
further education, yet the method of approach is uncertain
and the type of education most desirable difficult to approach
from any angle. This division of programming is very
frankly in the field of experimentation. To be sure we
American broadcasters might follow the plan of the British
Broadcasting System which, being government owned and
controlled, makes up its program along educational lines
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and gives it to the audience “willy nilly”’. But somehow we
are all reminded of the homely expression that “you can
lead a horse to water but you cannot make him drink”, and
while it is very easy to map out a perfectly good educational
program and feed it to the American people yet of what use
is it unless a program of this type is listened to by a sufh-
cient number of people to make it worthwhile ?

In spite of all the handicaps and uncertainties, the seri-
ous-minded broadcasting units are making an excellent start
in this field. One great national system is devoting over
fifty hours a month to definite programs of this character.
From the standpoint of general education, more time is
being devoted each month to speeches from public officials,
heads of government departments, the President of the
United States, visiting dignitaries, all of which have their
direct effect in creating a demand for educational broad-
casting.

As yet programs of national character which have come
directly into the public school systems are few in number.
Perhaps the outstanding instance is the Damrosch Music
Appreciation Hour, which at the time of this writing 1s
reaching weekly upwards of ten million school children in
various grades.

Educational broadcasting is still in its infancy but I am
one of those who believe that once the needs of this vast
audience are analyzed and the situation develops to a point
where we can give the people what they want in the way of
education, and not what we think they ought to have, that
this division of programming will become one of the most
important from the standpoint of the American audience.

Four years ago in addressing a public gathering I made
the statement that eventually the leading colleges in our
country would be endowed with Chairs of Broadcasting, not
that there would be any regular profession of broadcasting,
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; but that the money thus made available would be used for
the purpose of financing universal college broadcasts
whereby a noted lecturer, say, from Oxford, visiting in the
United States for a limited period, could by arrangement
deliver his lectures at stated periods from a central broad-
casting station to audiences gathered in the various colleges
listed for the course. I still believe this is possible.

The development of religious programs early presented
problems peculiar to all forms of united religious effort.
The present policy of the National Broadcasting Company,
Inc., in allowing a national broadcast to be made only from
its studios has resulted in solving a difficult problem with
general acceptance to the national audience. Handled en-
tirely by an inter-denominational committee, the broadcast-
ing company simply making its facilities available, there has
come about the first real union in thought and purpose of
all the great religious denominations that has ever existed.
By this arrangement and on a common platform of broad-
casting ethics the Protestant, Catholic and Jewish faiths are
now using the facilities of network broadcasting and at-
tracting huge audiences to every service.

The advent of broadcasting has practically revolutionized
political campaigning. The first real test was during the
Presidential campaign of 1928, when with the issues sharply
drawn between the two leading candidates it became more
than ever a matter of decision on the part of the American
home. The use of broadcasting, with facilities available to
all parties on exactly the same basis, brought about for the
first time in the history of politics an opportunity for the
American voter to listen to the arguments and presentations
of all parties while sitting quietly in his own home and
without the distracting and sometimes misguiding influence
of political campaigning. There is no question but what
radio broadcasting will be looked upon in future campaigns
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as one of the most important facilities for the use of the
politician.

Sporting programs are in a class by themselves, and in-
terest for the most part a specialized audience, but the tre-
mendous impetus given to broadcasting by portrayal of
great sporting events, like prize fights, football games, base-
ball, tennis, golf, horse racing, etc., has resulted in the
development of a type of program exclusively its own. The
dramatic manner in which an otherwise colorless game can
be described, play by play, with sufficient interest to hold
the listener a thousand miles away is its own answer as to
national acceptance. With the advent of television sporting
events will profit largely and the audience be augmented.
At the present time great sporting events of national impor-
tance are looked forward to with anticipation by the
audience.

This chapter would not be complete without just a word
on international broadcasting. At present nearly all the
larger nations of the world have high-power broadcasting
stations within their borders. Programs of suitable char-
acter have been interchanged between the United States
and these countries. By the use of the short waves there is
no doubt but what this will become increasingly frequent
and as the technique of covering great distances becomes
more highly developed and our engineers find some way in
which to overcome static and magnetic influences, communi-
cations between the nations of the world will become more
frequent and more valuable. At the present time it is easily
possible for the human voice to travel around the civilized
world, and undoubtedly some of the most important inter-
national programs, of which sufficient notice has been given
in advance, have been listened to by many millions of people
in every civilized country.

To illustrate the extent to which programming is having
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the attention of the broadcasting stations of the country, it
may be interesting to note that in the studios of the Na-
tional Broadcasting Company, Inc., alone over six thousand
microphone appearances are made a month, while it is esti-
mated that the broadcasting stations of the United States
total the enormous figure of one million microphone appear-
ances a year.



CHAPTER VI

FOURTH DIMENSION OF ADVERTISING

Commercial broadcasting is the “Fourth Dimension of
Advertising.” The term ‘“Fourth Dimension” is not used
in any technical sense but simply as identifying another
great division of advertising media that has only recently
been discovered.

Go back fifty, seventy-five, or even one hundred years,
and we find the first media group consisting exclusively of
newspapers and, as our country has developed and the
science of advertising kept pace with it, we still find news-
papers ranking as the first group for they still are the bul-
wark of our civilization and the institution upon which
advertising depends for its first great dimension.

The second great dimension of advertising media con-
sists of magazines and periodical literature, that have con-
tributed so largely to the literary culture of our people and
which group over a period of nearly fifty years has held its
position as the second dimension of advertising media.

The third dimension includes all forms of outdoor or
display media, whether electrical, paint and paper, window
display or direct mail.

These three great divisions of advertising media com-
prised, broadly speaking, the entire field of advertising
possibilities up to a short time ago and constituted what
might be called ‘‘the length, breadth and thickness’ of ad-
vertising media.

With the advent of broadcasting, there was added a
fourth dimension, “height”’, a medium actually extending to
the roof of the sky and radiating therefrom to all parts
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of the ether. This I have had the privilege of naming The
Fourth Dimension of Advertising.

The advent of this fourth dimension completes a perfect
unit in that advertising now covers a field where all human
senses are employed and where audible advertising is mak-
ing for itself a worthwhile place.

This fourth dimension, ‘“‘broadcasting,” differs from all
other forms of media in two important essentials. First, the
advertising message is invisible and, second, it 1s audible and
reaches its audience only through the sense of hearing.

Broadcasting is sometimes likened to a magazine of the
air and, while the analogy is not perfect, it is perhaps as
good a one as we can use for purposes of comparison. The
magazine which we read in our homes contains within its
covers a variety of literary material consisting of articles
that are educative, entertaining, amusing—in short, cover-
ing every avenue of appeal to the reader. The modern
magazine also contains advertising skilfully prepared, care-
fully written and beautifully illustrated. Many of these ad-
vertising pages are works of art and the best known
illustrators and most famous painters have contributed of
their best in the making. Some of these advertisements oc-
cupy whole pages, a few spread over two pages and are
known technically as ““‘double spreads.” Still others in single
column and double column style insert themselves tempt-
ingly into the reading pages. The covers of our modern
magazines represent the best artistic talent of the world,
backed with advertisements which in their copy preparation
and cost of white space represent in many instances a small
fortune. With the make-up of the modern magazine all are
familiar, so why carry the description further? Now, take
this great new magazine of the air, Radio Broadcasting.
Its content is its programs and of these there is a great
variety and increasingly large number. The well-balanced
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program sheet of a national network stretching from coast
to coast and furnishing eighteen program hours a day will
show an arrangement of material very similar to that of
the magazine. There are sustaining programs, paid for en-
tirely by the station and consisting of programs of amuse-
ment; education; a variety of musical offerings both vocal
and instrumental; presentations by well-known lecturers,
journalists, statesmen, dramatists, story-tellers, poets, hu-
morists, editors and, in fact, just the type of material that
you will find in a modern magazine and in many instances
supplied by the same individuals. .

Then you have sponsored programs, paid for by the
advertiser, during the presentation of which mention is
made of the advertiser and his product. These furnish both
entertainment and education but at the same time should be
classed as the advertising part of the magazine and located
as such in this magazine of the air.

Broadcast Advertising as it reaches its audience con-
tains more of entertainment and education and dramatic
art, etc., than is possible in the printed advertisement. In
fact, it serves a double purpose of entertainment plus ad-
vertising, never obtainable in the use of printer’s ink.

In our best conducted magazines there is a fixed ratio of
advertising to pure reading matter, varying in amount ac-
cording to the nature and type of the periodical. This same
thing appears in the make-up of the magazine of the air.
At no time is the advertising or sponsored program allowed
to encroach too much on the field of the sustaining program
and the time will never come when the programs of our
great broadcasting systems will be 100% commercial.

As these pages are being written, in the spring of 1931,
figures have been published showing nearly 70% of the total
program hours of one of our great broadcasting systems is
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devoted to sustaining programs, not sponsored by any
advertiser.
The integrity of this new advertising medium depends on

 keeping faith with the public and observing proper division

of time between these two types of programs. This great
magazine of the air, now national and potentially interna-
tional in scope, as already stated counts among its contribu-
tors the leading vocal and instrumental artists of the world
as well as authors, and a long list of others who are making
their contributions to the cultural and social life of mankind.
- So our comparison is not so far fetched, if you consider
that the program builders are the editors of this magazine;
the sustaining or non-commercial programs are the reading
matter, while the commercial or sponsored programs cor-
respond to the advertising.

In considering this new medium of advertising and pub-
licity, one thing should be continually borne in mind and
that is that broadcasting appeals exclusively to the ear. It
is the only medium where a blind man is just as good a
prospect for the advertiser as the man with two good eyes.

For years the national advertiser and his agency had
been dreaming of the time to come when there would be
evolved some great family medium which should reach the
home and the adult members of the family in their moments
of relaxation, bringing to them the editorial and advertising
message. Many efforts had been made to attain this desir-
able objective. The best business and editorial brains of the
country had been used in developing and marketing splendid
magazines addressed primarily to the home. Other pub-
lishers, feeling that specialization would solve the problem,
invested millions in beautifully designed, exquisitely printed
class magazines appealing to certain classes of society and
exclusively devoted to their needs. Others who felt that the
newspaper, as the first great dimension of advertising
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media, was the vehicle with which to reach the home, de-
veloped the magazine idea with the newspaper as its carrier,
developing in some instances into huge circulations of at-
tractive magazine literature entering the home via the Sun-
day newspaper. But none of these solved the basic problem.
No one of them proved to be the universal family medium.

Then came radio broadcasting, utilizing the very air we
breathe, and with electricity as its vehicle entering the
homes of the nation through doors and windows, no matter
how tightly barred, and delivering its message audibly
through the loud speaker wherever placed. For the first
time in the history of mankind, this dream of the centuries
found its realization. In the midst of the family circle, 1n
moments of relaxation, the voice of radio brings to the
audience its program of entertainment or its message of
advertising.

Merlin H. Aylesworth, President of the National Broad-
casting Company, Inc., in answering the question ‘“Who
pays for radio broadcasting in the United States?” says:

“There is no direct charge to the owner of a radio re-
ceiving set, for the American family sits by the fireside in
the winter and on the porch in the summertime and 1s enter-
tained by the great artists of the world, informed of the
greatest public events, reported as the events take place,
while the leading ministers of the land talk for the first time
directly to millions in the peaceful environment of their
homes.

“Many large American industries sponsor programs over
the National Broadcasting Company’s systems which are
made up of seventy-six associated radio stations. Funda-
mentally, there is no more reason why American institutions
or men of wealth should sponsor Grand Opera or endow
institutions of learning and religion, than there is for Amer-
ican industry to make possible radio programs free to the
American people. The business leaders of the United States
have quickly grasped this new instrument as a constructive
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‘force in the development of better understanding, sympathy
and support for the industry and its products by American
families. )

“National radio broadcasting has become a new dimen-
sion in industrial advertising. It is quite different from
newspaper, magazine or billboard advertising and accom-
plishes different results, with a service that is unique and
easily distinguishable from the others. All these media
are important and all go to make up our daily lives. Radio
broadcasting has no conflict with the newspaper or the mag-
azine. Those types of service are entirely different and
serve their specific purposes.

“From the operation standpoint, however, there is no °
great distinction between the National Broadcasting Com-
pany or any other radio broadcasting company or radio
station and the national magazine or daily newspaper. All
of us know that the magazine with its fiction, editorials and
descriptive articles and the newspaper with its important
news of the day, are made possible at a low price because
of the paid advertising of legitimate business firms. This is
as it should be and the same thing is also true of radio
broadcasting.

“So my answer to the question ‘Who pays for radio
broadcasting?’ is that insofar as the National Broadcasting
Company and its many programs including talented artists,
fine music and information sponsored by American indus-(
tries is concerned, the listener pays. He does not pay di-
rectly five or ten cents to receive this ‘Magazine of the
Air,” nor does he pay a regular tax on his radio receiving
set, but by his response to the institutional and indirect
advertising of American industries, he is today paying for
the entertainment he receives over the air. //

“The radio station today which can show a profit is a
rare exception to the rule. Most of the radio stations in the
United States are owned by local interests, whether in the
radio business, newspaper or some other industrial activity,
and the institution so owning a radio station must ordinarily
charge the deficit for the year to goodwill or institutional
advertising.”
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No wonder radio broadcasting has been called the mod-
ern miracle. There has been nothing like it since the world
began. That the voice of a single human being can be so
amplified and distributed that the families of the entire
civilized world can hear the message, taxes both imagina-
tion and credulity to the utmost. It is a tremendous power
viewed from any angle and its development involves great
responsibility.

As an advertising medium to reach the family it is ideal
and today sponsored broadcasts of entertainment programs
are holding the attention of the largest number of people
in the history of advertising. The universal use of the radio
receiving set and the potential audience in this country alone
of over fifty million people makes the broadcasting medium
eagerly sought after by advertisers anxious to obtain access
to the attention and the pocketbooks of the nation.



CHAPTER VII

OBTAINING RADIO CIRCULATION

The term “circulation,” as applied to newspapers and
periodicals, concerns itself with the number of copies of the
publication printed and distributed to its readers. Circula-
tion, as applied to radio broadcasting, is basically dependent
on the number of families owning radio receiving sets in
any given area. The fact that a newspaper or magazine
prints and delivers a certain number of copies to its readers
is, of course, no guarantee that every page is read or that
the entire publication is even superficially examined by the
recipient. The same applies in the case of the radio receiv-
ing set. The fact that a set is purchased and installed in a
family does not mean that all of the programs that are
being broadcast find access to each individual family. It
does mean that the method of obtaining access to that
family is established in much the same way that the mailing
list of a great national magazine establishes the fact, sub-
ject to audit, that a given number of families are regular
subscribers.

The manufacture and sale of radio receiving sets during
the last decade has marked the most extraordinary de-
velopment known to modern business and placed this busi-
ness as sixth in the industries of the nation. Beginning in a
small way, with perhaps an annual sale of $2,000,000
worth of sets scattered rather sparsely over the country,
the growth has been so tremendous that on December 31,
1929, the total money value in terms of sets, parts and
accessories sold during the preceding ten years amounted,

[ in round fgures, to $3,500,000,000. Distribution of these
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sets throughout the entire country has been the most rapid
known in the development of any medium of entertainment
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