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Preface

Close by the Capital in Washington there is a building with a misleading
name — the Library of Congress. Actually it is our National Library. To this
building flows, from all corners of the country, a torrent of books, for the
public laws of the United States state that in order to obtain a copyright on
any work of fiction or non-fiction, two copies must first be dispatched to the
Library of Congress. That explains why, the last time a count was taken, there
were found to be 12,752,000 different titles on the shelves.

For each title, a 3 x 5 card is made out and put into the proper place in
drawers that stretch as far as the eye can see. The drawers are 17 inches deep,
with 98 cards per 1n(‘h except that so many people thumb through these files

\\ that the upper rmht corners of the cards gradually acquire a film of grease

w and dirt. As a result, after a time il is possible to get only 97 cards to the

\ inch. That means 1,649 cards to the drawer and there are 21 drawers of cards
devoted to the single subject: RADIO. :

Those 34,629 books on radio cover every conceivable aspect of the subject.
There is, for example, an entire book just on the fluffs, goofs and boners that
have been made on the air by professional broadcasters. There are other books
devoted exclusively to such specialized subjects as why the radio audience
years ago panicked over a play about an invasion from Mars, and how to make
people laugh if you are a television actor, and how to store sound recordings.
Then there is a book just listing other books on radio — a bibliography —
put out by the National Association of Educational Broadcasters, which discloses
that books on the non-technical aspects of radio are being written and pub-
lished at the rate of almost a thousand a year.

If a young man set out to read the Library of Congress’s mountain of books
on broadcasting and were able to read three a day and worked at it 365 days
a year, by the time he was 50 years old he would still be reading.

In the face of such statistics it may sound presumptuous to claim that this
Encyclopedia is unique. Better to say, modestly. that its aim is to do something
that none of those other books has yet done.

Every single subject treated herein has been dealt with more exhaustively
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in other books, long before now. There are whole shelves of books, for example,
on microphone technique alone, or on writing news stories. What this volume
has set out to do is to cover in these few hundreds of pages the wide range
of subjects that are of intense interest to the young broadcaster — to give
him a sense of the excitement of the broadcasting business — its problems, its
thrills, its sorrows, its rewards — and at the same time to pass on to him
some practical advice on “how to do it” — it being anything from how to get
the best use out of a tape recorder and how to use the human voice for all
its worth, to how to delve for truth and how to acquire knowledge. For those
who want to go deeper into any one subject, a Reading List in Section III
recommends many fine books on specialized matters. In other words, no claim
is made that this is a definitive book on any single phase of broadcasting.

Some of its readers will use it as a textbook, yet one aim in writing it
has been to keep it from sounding like a textbook. Section I, especially, is
meant to be read with enjoyment. Therein are stories about some of the most
momentous broadcasts ever delivered — broadcasts that helped to change
history and channel the course of human destiny. Some of this section has
been lived by the author. The rest has come from observation, from the stories
told by colleagues during moments of reminiscing, and from research.

Samuel Johnson, who had the distinction of making the first dictionary
of our language, once wrote:

“A man will turn over half a library to make one book.”

Months and months have been spent doing research in the Library of Con-
gress, checking facts, figures, dates and statistics.

Section Il has been written with the help of professional broadcasters in
both radio and television, who have been unselfishly eager to pass on to a
younger generation what they have learned — in most cases learned the hard
way — by trial and error, because in their young days good schools of broad-
casting did not exist.

Section 111 is a book in itself. 1t is designed to serve as a ready-reference
library, always close at hand to answer questions about dates, spellings, pro-
nunciations, code regulations.

The Encyclopedia has not been written for any one group of broadcasters
or prospective broadcasters. It is for the man who is already at work in front
of a microphone, as well as for the aspiring broadcaster who is just beginning
to learn the fundamentals of the business.

The hope is that it will interest, entertain, inform and be of instructional
value to those who have chosen for their life-work the fascinating business of
broadcasting.

Robert St. John,
Washington, D.C.,
1967.
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What Is

Communication?

In the north of China, in prehistoric times, when an ancient man called
Homo Erectus Pekinensis (the Erect Man of Peking) indicated to his wife
by grunts what he thought of the meal she had just spread before him on the
dirt floor of their cave . . . that was communication.

Skip 360,000 years and consider all the ways in which modern man com-
municates. The postman rings the doorbell. That is a form of communication.
Then there is what he has in his mail sack, the bell on the bicycle of the Good
Humor Man, the radio in the kitchen, the television in the living room, the
clock on the mantle, the cry of a baby, the telephone, rock and roll coming
from a record player, magazines and books on the library table, a teacher’s
questions on the school blackboard as well as the charts and maps she uses
in her work, the movie at the theater around the corner, the public address
system at the clubhouse, traffic lights, posters on billboards, the policeman’s
whistle, the auto horn, signals used by railroads, the airplane overhead, a
mother waving to her child as he leaves for school, lovers saying it all with an
embrace. The life of everyone is ruled by communication in all its manifold forms.

Fundamentally communication is sharing information, through the media
of sight, sound, smell, taste and touch. The information passed on may be
concerned with hunger (the crying baby’s desire for food), joy (a spectator’s
shout of delight when the home team scores a touchdown, or fear (the call
for help from a ship in distress). It may be a demand for information (a mother
telephoning a doctor to ask what to do for a child who has just eaten rat poison),
or it may be a commercialized spreading of information (a reporter’s discus-
sion of a disaster, communicated to his public by radio, television, or news-
paper).
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Radio Is Talk Mechanized

When the descendants of the Peking Man learned to talk, they invented a
medium of communication that has never been excelled, despite all the wonders
of modern science. The printed word merely puts what one man has thought
and said into a form that can be pored over and preserved, almost indefinitely.
Radio merely enables more people to hear what one man is saying. Television
is a way of illustrating with pictures something a man is saying. (A camera
shot of a half-destroyed building is meaningless until the announcer discloses
whether the building is being shelled by enemy artillery, or is being intentional-
ly demolished in a slum clearance project, or contains the dead bodies of hun-
dreds of earthquake victims.)

Machines can communicate, as well as animals and humans. The hundreds
of dials and gauges on the instrument panel of an airplane communicate con-
tinuously to the pilot during a flight. Computers that seem to possess better
than human brains communicate to their inventors not only facts and figures
but intellectual conclusions.

And yet, communication remains primarily a human function. It is the basis
of all modern life. Each millenium, each century, each year widens the gap
between four-legged creatures and their animal progenitors. Communication
has made possible the conquest of disease, exploration of the ocean’s floor,
and human travel in the space between the stars. Thanks to communication
human beings learned first to come together in clans, then in communities,
then in states, and finally in nations. Eventually man’s development of com-
munication with his fellow man will make possible the organization of a true
community of nations in which warfare may become as outmoded as canni-
balism and then, hopefully, man can devote his intelligence and his energies to
construction instead of destruction,

Illiterate for 79-1/2 Years

If, as the archaeologists say, man has lived on earth for 500,000 years, and
if the first great improvement in communicating was the development of a
picture language called hieroglyphics by the Egyptians in about 3300 B.C.,
it is as if an eighty-year-old man had remained illiterate for 79% years and
had finally learned to write just six months before his eightieth birthday. The
development of modern communication has been that recent.

Thousands of years ago King Solomon (or whosoever else it was who wrote the
Book of Ecclesiastes) put down these words: “. . . of making many books
there is no end.” Yet it was not until a German named Gutenberg invented
movable type in the year 1410 that general literacy became possible. Another
four centuries passed and then Bell invented the telephone, Edison invented
(or perfected someone else’s invention of) the phonograph, Eastman developed
a practical photographic film, and Marconi invented wireless telegraphy.
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Suddenly (thinking the way archaeologists do — in terms of man’s 500,000
years on earth) we had radio, motion pictures, televised pictures, sound films,
color films, television, color television, and, most recently. international tele-
vision, thanks to orbiting satellites.

From Grunts to Groans

That, in several small nutshells, is the history of communication, from the
grunts of Homo Erectus Pekinensis in his cave in the Orient, to the groans of
Homo Erectus Manhattanensis in his fiftieth floor New York City apartment
when he suddenly realizes that the color television program he has been watch-
ing has kept him up an hour past his normal bedtime.

Communication with an s added means, says Webster, “a system, as of tele-
phone, telegraph, etc., for communicating.” This distinguishes between oscula-
tion and oscillation — between the simple way in which lovers communicate
and that complicated. mechanized system of communication involving elec-
tricity, magnetism, waves, tubes, condensors, transformers, cables, antennas, and
— oscillators.

When communications is preceded by the single word mass, or by the words
the media of mass, or when the whole phrase is shortened simply to mass media,
the speaker is probably talking about films, newspapers, magazines, radio or
television.

Communicate Or Die!

In the latter half of the Twentieth Century, especially in the United States,
communicating has become an art, a science, even a fit subject for the learned
theses of doctors of philosophy and doctors of law. Everyday conversations are
sprinkled with various forms of the word. In a subway or bus you can over-
hear one man saying to another: *“He and I simply don’t communicate!”
Many colleges and universities have established communications schools. De-
grees are given in communications. Nations try to communicate, and when
they fail they go to war.

Shanties along the railroad tracks in the slum areas of large cities bristle
these days with television antennas, just as do the Park Avenue apartment
buildings of the wealthy and the suburban homes of the pleasantly prosperous.
Madison Avenue, which used to be simply a street in New York, is now the name
of a profession — that of communicating advertising messages to the millions
of people who rely for information and entertainment on rectangular boxes
that are connected by wires to those antennas.

Hollywood has become a hand maiden if not actually a humble servant of
television. Many Broadway actors and actresses would rather perform elec-
tronically than act before a live audience. And in any large city during the
rush hour when a traffic light suddenly turns red. six cars abreast may brake
to a quick stop; as they do six different booming voices can often be heard;
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not the six drivers shouting at each other, but the voices of announcers on six
different broadcasting stations coming over the radios of those six cars whose
drivers are so impatiently waiting for the green light — and for the next news
bulletin.

The Sky Seems the Limit

As more and more once-great newspapers disappear, licenses are issued
in Washington for the operation of more and more radio and television sta-
tions, and so an ever-growing army of communicators spends an ever-grow-
ing number of hours a day in the living rooms, automobiles, play rooms, bed-
rooms and even the bathrooms of America. Once electronic communicating
stopped there. But the invention of transistor radios and portable television
sets has given the electronic communicators access to the hearts, the minds and
the pockethooks of Americans even when they are lying on bathing beaches,
or walking to work, or battling storms on a sail boat at sea, or {if new under-
water and space transistors prove successful) while scuba diving or space walk-
ing.

That is communication in the last half of the almost unbelievable Twentieth
Century.
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What Is A
Broadcaster?

No language in the world is as rich as English. We have words for every
object, every idea, and every degree of meaning. 1f something comes along
that does not have a name, we soon decide what to call it and that word quick-
ly becomes part of our vocabulary.

Yet we lack one, all-inclusive word that will describe the rewrite man on
a newspaper, the editor of a weekly news magazine, a radio news reporter, a
war correspondent, and a man who writes topical books. The French would
call any one of them un journalist. But the English word journalist does not
cover so many categories and, anyway, it is in disrepute with the very people
who could qualify.

In the world of electronic communication the same problem exists. There
is no single word to describe a disc jockey. a woman who emcees a children’s
television show, a sportscaster, a man who reads news torn off a press associa-
tion machine, a radio commentator, an announcer who reads commercials all
day, and men like Deems Taylor and Walter Damrosch. who gave Ameri-
can radio audiences a love of good music through their appreciation talks.
It is hardly proper to call such people announcers. The best existing word
to cover them all, like a circus tent, is broadcaster, for they all do broad-
cast, and the suffix er at the end of a word generally means “one who”. A
gardener is one who gardens; a farmer, one who farms; a glass blower, one
who blows glass; a seller, one who sells; a baker, one who bakes: a bartender,
one who tends bar. (Please don’t bring up butcher or lawyer.} However, while
the compilers of dictionaries are in perfect agreement as to what broadcasting
means, there is some confusion over broadcaster. Webster says:
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Broadcaster: One who or that which broadcasts;
specifically . . . (radio) an apparatus for broad-
casting or a person broadcasting.

The new Century Dictionary says:
Broadcaster: One who or that which broadcasts.
Funk and Wagnalls says:

Broadcaster: (1) One who owns or operates a
broadcasting station. (2) One who makes broad-
casts.
And so the question remains: What is a broadcaster? Is it an organiza-
tion or a human being; the station or the man behind the microphone?

Those who christened the National Association of Broadcasters took the
former view, for that organization is not made up of talent, but of station and
network management.

Likewise, Harry Bannister, for years a vice president of NBC and before
that general manager of WWJ, Detroit, rarely if ever did any broadcasting
himself, yet he called his published book of reminiscences The Education of
a Broadcaster.

It is also true that the help wanted columns of Broadcasting, the industry’s
weekly news magazine, do not have a classification: BRoADCASTER. Rather,
positions are offered under these sub-heads: MANAGEMENT. SALES. ANNOUNCERS.
TecunicaL. NEws. PropucTioN. PROGRAMMING. OTHERS.

However, in these pages broadcaster will be used to mean — with the authority
of Mr. Webster — a man or woman who does something behind a microphone
or in front of a television camera, be it narrating or ad libbing or announc-
ing; be it concerned with news, sports, politics, editorializing, the introduc-
tion of rock and roll records, giving the weather, emceeing a panel show, re-
porting a fire, or covering a war, as long as it is done on mike or on camera.

Is There a Broadcaster-Type?

As soon as a broadcaster has thus arbitrarily been defined, another ques-
tion immediately pops up: Is there such a thing as a broadcaster-type? Those
who have been successful on the air happily do not fall into any neat pattern
or look as if they came out of any mold. Consider what, if anything, these
phenominally successful broadcasters had or have in common: the dead-pan-
serious television newsmen, Huntley and Brinkley; the exhuberant Bob Hope.
who made a fortune clowning in front of a microphone: Fran Allison. who has
played Aunt Fannie on the Breakfast Club since 1937. and John Cameron
Swayze, whose stock in trade is that he can make a television commercial sound
both interesting and convincing? What do they have in common?

No matter what branch of the business he may have chosen, the broadcaster
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must have certain fundamental qualities. The following list is suggestive rather
than definitive:

Extroversion

An introvert is a subjective person who finds his greatest satisfaction in
the inner life of thought and fancy. Many monks in monasteries are introverts.
So are many poets, and a few actors and actresses.

An extrovert is one whose pleasures grow out of external things — peoples,
places, events.

Both may have great intelligence. Both may experience intense pleasure
and severe pain. It is not impossible for an introvert to become a good broad-
caster, but extroversion helps greatly.

Enthusiasm

Some people have the natural ability to be enthusiastic about even the small-
est experience. Because enthusiasm is generally contagious, those who come
in contact with a vibrant personality immediately become interested. often
against their will. An enthusiastic person can go around the block and come
back with an interesting, perhaps even exciting, story of what he saw, heard,
smelled and experienced, whereas a phlegmatic character could circumnavigate
the globe and return with nothing more to report than “how good it is to be
home.” {Unfortunately phlegmaticism is just as contagious as enthusiasm.)

It matters not whether a broadcaster is reading a commercial, interviewing
an author, covering a sports event, or introducing the mayor on the air, en-
thusiasm is essential. If the announcer sounds bored with the product he is
advertising in the commercial, his listeners are not likely to grab their hats
and rush out to buy. If the interviewer sounds disinterested in the author being
interviewed, listeners are likely not only to ignore the author’s book but also
to switch to another station for more interesting fare. 1f the sportscaster makes
all his football games and boxing matches sound dull, he can hardly expect to
retain his following.

Some people can put enthusiasm into facial expressions and gestures, which
is helpful for those who work on camera. But nothing picks up enthusiasm —
or its absence — like a microphone. Be warned!

Enthusiasm can be manufactured — turned on and off at will — but it is
most contagious if it is genuine; that is, if the man behind the microphone
really feels as vitally interested as he seems to feel.

Ability to Get Along with People

A person who likes people is generally well liked himself. It bounces. Dale
Carnegie made a fortune before his death telling the American public How
to Win Friends and Influence People. His book, although packed with clichés
and sprinkled with truisms, is well worth reading for tips on how to get along
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with people.

The first rule to remember is that everyone worships at the shrine of the
perpendicular pronoun, which is another way of saying that the most important,
most fascinating person in the world to anyone is himself. Listen to two women
talking by telephone, or two men in a cocktail lounge, or two students cross-
ing a college campus. The words they all use the most are I, me and mine,
with we, us and ours running a poor second.

Show someone a group picture and the first face he looks for is his own.
If you mispronounce all the other words in a sentence it will not cause nearly
as much offense as if you were to mispronounce the name of the listener. The
next worse would be, in this order, to mispronounce the name of his wife,
his home town, the street on which he lives, the company for which he works,
or his mother-in-law.

These examples should give the person who wants to get along with people
a clue as to what conversational subject will interest most people the most.

James A. Farley, who has been given more credit than anyone else for
bringing about the nomination and first election of Franklin D. Roosevelt as
President of the United States, owed much of his own success with people to
his amazing memory — especially for proper names. Years ago at a political
gathering in Concord, New Hampshire, 1 heard Mr. Farley, then Postmaster-
General, greet by name every third or fourth person who passed through the
receiving line, even though he had not seen them in years.

Nothing flatters a male, or even a female so much, as to be addressed by
name, especially if it is unexpected. The late manager of the Muehleback Hotel
in Kansas City insisted that his entire staff take courses in remembering,
so that they would be able to say, “Good morning, Mr. Cruckshank!” to a
guest who perhaps last spent a night at the Muehleback five years ago. (By
the time the average Mr. Cruckshank got to his room, after being greeted
in that familiar manner by a doorman, a desk clerk, a porter and an elevator
operator, his ego was so inflated that even if the bed were hard, the room
service terrible and the hot water only lukewarm, he would still feel kindly

toward the dear old Muehleback.)

Personality

Are people born with personalities? Most mothers contend that their
babies are “different,” almost from birth. But after they start going through
the education “factories” it is not long before they take on some of the assem-
bly line qualities of a mass-produced automobile. In a society that tends to
worship conformity, it is dangerous to be too distinctive, too individualistic,
or to have too much personality. A novel, The Man in the Gray Flannel
Suit, about a typical New York suburbanite, became so popular that it gave
the American language an expression for a certain conforming type: the man
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in the gray flannel suit. Such conformity is almost a prerequisite to financial
success in certain walks of life. But it does not apply in the entertainment
field. It is not true on Broadway, in Hollywood. or in the world of broad-
casting. Conformist America wishes its matinee idols, actresses on the movie
screen, the television comedian, the radio news man. even the war correspondent
to be unique, different, distinguished.

Personality, like fingerprints, may be something every baby acquires in
the mother’s womb — from parental genes. !f a person feels the need for
obscuring the personality he has, it can be done, just as a criminal can wear
gloves to avoid leaving fingerprints. Or personality can be developed. Before
the reader reaches the final pages of this volume. many ways of developing
personality will have been suggested.

Powers of Observation

Years ago a professor of psychology at Columbia University devised a way
of testing the power of observation of his freshmen students. One day early
in the semester, the classroom door would burst open, half way through a lec-
ture, and a man dressed in a black double-breasted suit. with a gray cap
pulled down over one eye, would run to the front of the room, pull a small
automatic revolver from his pocket, fire three shots at the professor, turn
to the students and warn them in two short sentences what he would do to
them if any of them moved a muscle, and then, putting the gun into his in-
side coat pocket, would rush from the room. The “wounded” professor would
ask someone to lock the classroom door and then would instruct his students
that while awaiting an ambulance and the police they should each write a com-
plete account of what had happened, describing the gunman and telling exactly
what he had done.

Each year the results were almost unbelievable. Never did any two students
agree as to what they had seen and heard. The gunman’s age would be given
as anywhere from 20 to 60. His headgear was variously described as a cap, a
felt hat or a beret, some students even insisting that he was bareheaded. Few
described the weapon accurately. Each would have a different version of the
actual shooting, what the man had said in addressing those in the room, and
what he had done with the gun as he fled.

The observation powers of college students were thus shown to be so bad that
before long professors around the country. were using similar stunts to emphasize
the point. (On one campus a professor used the device so often that when a
real gunman staged a real holdup, the blasé students, certain that it was just
another stunt, let him escape without even notifying police.)

Keen powers of observation often seem to be inbred, or inherited, but
they can also be developed, if one cares enough, but it takes mental alertness
and a healthy curiosity.
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On some matters women are inclined to be much more observant than men.
Clothes, for example. Most women, after what seems to have been a mere glance
at another member of their own sex, can describe everything she had on and
even tell, within a few dollars, the price she probably paid for each garment.
Women are not quite so perspicacious about a man’s appearance, and yet, in
one glance, many women can take in shoe style, color of socks, whether the
trousers were creased, the buttons on the suit coat, whether the points of the
shirt collar were short or long, the pattern of the tie, how long ago it was that he
last shaved, and whether his hair had been recently combed.

By contrast some men are so unobservant that they can spend a whole evening
in the living room of a new friend and go home without the slightest idea what
was in the room — whether there were any pictures on the walls, whether there
were few or many books, magazines, floor lamps or rugs. An observant person
would have known not only whether there were any pictures on the wall, but
something about the artistic taste of the host and what his literary values
were, from the titles of his books and magazines.

Few qualities are as valuable for a reporter as the power to see much in
a few glances, no matter whether he is a war correspondent for a network or
the employee of a small radio station who only now and then leaves the studio
to cover a local happening of some sort.

The Human Touch

One of the greatest comedians the English-speaking world has ever produced
was Charlie Chaplin, who owed most of his success to his down-to-earth quali-
ties — his ability to identify with his audience, which in turn enabled his
audience to identify with him. His old films were (and still are) popular the
world over. Even after talking pictures replaced the old silent films, audiences
still laughed over Chaplin’s antics, which he played to nothing more than
occasional background music.

By contrast, Herbert Hoover, as able a man as he was in some respects,
caused public relations men more headaches than anyone else who had ever
occupied the White House. While his aides were trying to think up some
stunt to endear him emotionally to the people, a small boy in the West became
a headline figure over night, after the school bus in which he had been rid-
ing was stranded in a blizzard for days and he, alone, was credited with sav-
ing the lives of the entire busload by his cool-headedness, intelligence and
ability to keep up the spirits of the other children.

One of the White House press officers decided that this was a great op-
portunity, so the boy was invited to be President Hoover’s personal guest
at the White House for several days. Of course the boy accepted. But the stunt
boomeranged.

President Hoover, an engineer by profession, lacked warmth of character
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and the human touch. He tried to be polite and friendly to the boy, but it
never came through. The visit was climaxed by the President taking the boy
to a baseball game. The papers next day all carried photographs of the excited
youngster holding Mr. Hoover’s hand and looking up eagerly into the face of
the President for some reflection of his own happiness. But the President’s
jaw was set firm and he was looking straight ahead, scowling slightly, his
mind probably a thousand miles away, concerned with some weighty problem
of state.

To have the human touch one must instinctively like people. No press agent
was able to change Mr. Hoover. No one can transform a mature engineer into
a young clown, or an atomic scientist into a rock and roll orchestra leader.
Yet a human touch can be developed, if a start is made early enough.

An Understanding of Life

Only with maturity comes understanding. of any sort. Therefore, maturity
is a quality every broadcaster should attempt to acquire, for his ultimate suc-
cess depends upon his ability to reach, by microphone and television camera,
the human beings in his audience — their hearts as well as their minds —
their sympathy as well as their understanding. The prerequisite to reaching
people is understanding them.

Some wise literary figure once said that no writer should attempt to do a
book about a person or a group of people unless he knows his subjects so
thoroughly and so intimately — their motivations and their way of thinking —
that he can imagine himself thinking exactly as they thought. acting exactly
as they did, if he had had their background and had been in their situation.
(Of course there would not have been so many hooks written about the Nazis or
the Kennedy assassin if all writers had followed that rule.)

A corollary to that author’s advice is the statement that no broadcaster should
attempt to communicate by radio or television with any audience — with any
group of people — without knowing a great deal about them. A man who had
never been out of the State of Maine would have great difficulty figuring out
how to write a radio commercial that would appeal to the people in a rural area
of Mississippi.

But an understanding of life means much more than that. 1t means not only
understanding the hopes, fears, dreams and aspirations of a particular group
in a particular place. bhut comprehending some of the universal qualities of
human beings — qualities which, despite differences of climate, geography, skin
coloration. religion and cultural background, do not vary from country to
country, continent to continent, nearly as much as nationalists and hate-
mongers would have us believe. Such an understanding cannot be acquired only
by going to college. No university course can be expected to provide the wisdom
that comes from experience. The quest for understanding can and should never
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cease. It must be continuous and continual. The reward comes not in get-
ting high marks on a test, or in acquiring degrees, but in the total enrich-
ment of life. For the broadcaster the reward comes in an ever-increasing ability
to reach deeper and deeper into the hearts and minds of the people with whom
he is trying to communicate.

Sense of Perspective

If 1 were an actress about to play an important role in a television drama,
I would whisper to myself, just before air-time:

“Remember, during the next half hour you are going to entertain more people
than saw the great Sarah Bernhardt during her entire long career on the stage!”

If I were a news commentator in Washington, D.C., 1 would remind myself
before each broadcast:

“Don’t forget that there are more people waiting to listen to you than
George Washington addressed in all the years he was in the Presidency.”

Even the young man who reads the 5 p.m. news each day over a small station
in Twenty-Mile-Stream, Texas, population 3,590, is reaching more people with
his voice (counting in the outlying ranches) than Abraham Lincoln did when he
delivered his immortal Gettysburg Address.

Of course there are two dangers.

The young man in Twenty-Mile-Stream, Texas, may talk like that to himself
so often that he becomes an egomaniac and finally gets run out of town be-
cause no one can put up any longer with his conceit.

Or, the awareness that there are so many millions of people waiting to
listen to him may give the commentator in Washington such a case of stage
fright that he either is unable to go on at all, or stumbles through his script
so badly that the network feels compelled to find a permanent replacement
for him.

Yet it is well and good for broadcasters to realize the power of their medium.
Newton Baker. who was Woodrow Wilson’s Secretary of State during World
War 1. lived thirteen years longer than his chief — long enough to witness the
astonishing growth of radio in the post-war years. This led him to say that
if Wilson had had access to the ears of America by radio, as several Presi-
dents did before Baker died, he could have sat at a desk in the White House
and made his plea for joining the League of Nations into a microphone, in-
stead of having to barnstorm across the country by train. The result, said
Baker, would undoubtedly have been that Wilson would not have contracted
the ‘illness that caused his death and (even more important for the future of
the world) he would have succeeded in selling the League idea to the American
public, with the possibility that thus World War II would have been avoided,
millions of lives saved, and the whole story of mankind changed — for the
better.
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Integrity

Because radio and television do form so powerful a mass medium, there are
daily temptations — even in small towns — to use the microphone for illegal,
illegitimate, or just slightly shady purposes. A music publisher wants his song
plugged and is willing to pay a little under the table to the man who will favor
it on his record show. A politician wants his side of a story played up; his
rival’s viewpoint ignored. Someone involved in a local crime wants the report
killed. Or it may be as minor a matter as a wife who wants her husband to
give more publicity on the air to the activities of her club, and less to “that
stupid club Mrs. So-and-so belongs to that’s always getting so much more space
in the paper than it deserves.”

Integrity may involve refusing to slant news to please those in authority
when their economic and political interests are involved. It may even mean
resigning rather than submitting.

Each broadcaster must early in his career establish his own personal code
of ethics, setting down as a guide for his own behavior what he will and will
not do to hold his job. From then on, his own rule of conduct should be, in
the memorable words of Polonius to his son (Hamlet. Scene 3, Act 1):

This above all: to thine own self he true,

And it must follow, as the night the day,
Thou canst not then be false to any man.

Courage

Early one morning in July, 1930, Jerry Buckley, an announcer on WMBC, a
100-watt station in Detroit. with studios in a small hotel on the edge of the
city’s night life district, finished announcing election returns and went down to
the hotel lobby. Tired from his long night’s work, he slumped into a chair.
As he sat there three men entered the lobby, fired fifteen bullets into the an-
nouncer’s body, and fled.

There were many theories about the murder. Some said the announcer had
had underworld connections. There was even a story that he had communicated
information to rum runners by what tunes he played on his record show.
Others said he had been slain because he was about to expose a gang of racket-
teers.

The day Jerry Buckley was buried it rained in Detroit. Nevertheless, 50,000
of his listeners attended the funeral services.

In World War Il the only war correspondents covering the invasion of
Yugoslavia by the Nazis and the fall of that vital Balkan country. who escaped
without falling into the hands of the enemy. were five men who chose to trade
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their automobile for a 20-foot sardine boat and push off onto the Adriatic.
Of the five, two were killed, one was almost fatally wounded, and another
collected a leg full of machinegun bullets as a souvenir of the campaign.

The first American war correspondent to make a big name for himself in
the Pacific was Cecil Brown of CBS, who was blown off the British Aircraft
Carrier Repulse during the battle for Singapore.

Before the last world war was over, many frontline reporters for radio had
been killed and scores wounded. The death toll was even higher in Korea
and Vietnam, with photographers and reporters for both radio and television
shot up by the dozens, many fatally.

Whenever war correspondents go into action with their typewriters, micro-
phones and cameras, their rate of casualties is often higher than that of combat
troops. And they seldom get either a good military funeral or medals. Natural-
ly, conflicts with the underworld and the hazards of war reporting are not
everyday tests of courage faced by broadcasters.

But there are other sorts of courage that a good broadcaster needs to have —
less dramatic, less heroic.

It may be only the courage of trying to explain to a non-understanding wife
that as glamorous as she thought it would be, being married to a broadcaster
also involves not complaining when the husband gets switched to the dog
watch and can’t leave the studio until 2 a.m. Or the courage it takes to keep
talking into the microphone for hours on end when a throat infection makes
the voice box feel as if it were being massaged with coarse sandpaper. Or
the courage it takes to say “No!” to the mother who thinks her small daughter
can sing better than “any of those flops you have on your record show every
morning, and why don’t you just give my little Elsie a chance?”

Given all those qualities in abundance, any man or woman who also has a
good voice and plenty of ambition ought to be able — after some months of
training by experts — to earn any thing from a living wage to $250,000 a year
in broadcasting, the difference being how good his training was and how much

he really wants to succeed. Also, whether he gets a certain minimum number
of “the breaks”.

Ask Lowell Thomas!

But there are other rewards for those who go into broadcasting. Ask Lowell
Thomas or the man who reads the news on any thousand-watt station. Ask
Howard Miller or a disk jockey who spins records in a small town in Maine
or Mississippi. Ask a hundred people in radio or television and at least 99
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of them will give virtually the same answer. They will agree that above and
beyond what is in the pay envelope at the end of the week, broadcasting has
rewards to be found in no other field.

What other communicator has the broadeaster’s opportunity of reaching
people? The preacher. the political orator, the Rotary speaker, the man on
the lecture circuit — such public speakers may have an audience of some size
here and there, now and then, once a week or once a month. But the broadcaster
has the ears of the public for hours and hours every day of the week.

Who else in the community has the power of the broadcaster? Love of
power can be and is a dangerous disease when it consumes such a man as Adolf
Hitler or the Genghis Khan. But if power is used as the broadcaster uses it —
to enlighten, inform and entertain — then it is power-for-the-good, and the
acquisition of such power by good men is to be encouraged.

Creativity Unlimited

There is reward for the broadcaster in the opportunity to be creative, for
every time he puts a program together, every time he voices a news broadcast,
every time he selects what music to play on a record show, he is making crea-
tive decisions.

There is reward in the chance that broadcasting gives for individualism.
It is true that even the man in a prime spot on a network must operate
within certain restrictive limits and will have both sponsors and network
officials taking an intense interest in what he says and does, but what other
business or profession offers a man or woman such a chance to express personality
and to capitalize on his individualism?

The broadcaster is a respected member of the community. In England,
where newspaper reporters are often treated with a certain degree of contempt
and figuratively if not literally are sent around to the servants’ entrance, the
front door is open to the broadcaster. At a White House news conference, the
gentlemen of the press may be annoyed by the engineers who string wires,
set up lights and install microphones. but the President, no matter who he may
be, is aware that when he is talking into those microphones and looking into
the cameras, he is face to face, mouth to ear, with America, and so no President
has ever treated broadcasters with anything but respect.

Is there anything else quite as rewarding as broadcasting?

Ask the veteran announcer Westbrook Van Voorhis if he is sorry he went
into it. Ask Herb Morrison, the broadcaster who did the celebrated radio
report about the Lakehurst (N.J.) dirigible tragedy. why, 30 years later, he
was still in broadcasting. Ask the d.j. on any small station what he would
rather be.

Broadcasting has great tangible, as well as intangible rewards, for those
who can make it.
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How Many Words
Are Worth 10,000 Photos?

An anonymous Chinese philosopher is credited with being the first one
to say:

“One picture is worth ten thousand words.”

What picture? What words?

Lincoln’s Gettysburg Address contained 268 words. Not worth a single
picture? No picture has ever had such a life as those 268 words.

The Preamble to the United States Constitution is just 52 words long, vyet
those 52 words explained, as ten thousand pictures could not have done, the
reasons for forming this “more perfect Union.”

The entire Constitution contains less than ten thousand words. What
single picture is worth so much?

In the Lord’s Prayer there are only 55 words (Protestant version) or
56 words (Catholic version). Try saying what that prayer says with pictures!

How many words is a picture worth?

How many pictures are ten thousand words worth?

It depends on the words, and also on the pictures.

Words do have, still, the power to change the course of human events.
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3.

This Is How
It All Began

One of the earliest forms of wireless communication was invented by
natives in Africa when they began using drums to talk to each other across
great distances. They had nothing resembling a Morse Code. They did not,
as some people now imagine, spell out words on their drums. Instead, certain tone-
rhythms were used to convey specific messages.

Before drums there was fire. From Dan to Beersheba the ancient Israelites
communicated with each other by a system of signal fires, which they built on
hilltops. (It was the prophet Jeremiah who warned his people that “evil
appeareth out of the north and great destruction” and instructed them to flee
from Jerusalem “and set up a sign of fire in Bathhaccerem.”)

When Troy fell, the ancient Greeks signaled the news home to Athens over
the most efficient wireless network that had ever been established — a series
of beacon fires on mainland mountain tops and on islands stretching all the way
across the Aegean.

The great importance of Galileo’s invention of the telescope (from the Greek
words tele, far off, and skopos, watcher) in the Seventeenth Century was that
now signal fires could be built much farther apart and still be seen.

It was the aboriginal Picts of Britain who devised the system of blanketing
a fire and permitting the smoke to escape in short or long puffs, thus making it
possible to send all manner of coded messages.

When white men landed on the shores of America. their arrival was flashed
by the Indians’ smoke signals across the continent.

A lantern. rather than smoke or fire. was used in the tower of the Old North
Church in Boston to warn that the British troops were coming.

The word relegraph originally meant an apparatus of any sort for communi-
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cating at a distance by signals. In the early days a telegraph station consisted
of an observer with a telescope, who picked up signals from the nearest sema-
phore relay station in one direction and passed them on, by his semaphore,
to the nearest relay station in the opposite direction. A network of semaphore
relay stations was built from Cape Cod to Boston and from Coney Island in
to New York City. Telegraph Hill in San Francisco was thus named because
an observation tower and a semaphore station were built there, the better to
report the arrival of clipper ships.

A Prediction That Came True

[t was much earlier than all this — in 1661 — that a British writer, Joseph
Glanvill, had the prescience to write in his book, The Unity of Dogmatism:

“The time will come, and that presently, when, by making use of the magnetic
waves that permeate the ether which surrounds the world, we shall communicate
with the Antipodes (a group of rocky islands in the South Pacific exactly halfway
around the globe from London).”

What basis he had for such a prediction no one has ever discovered. Of
course, even in 16601 a great deal was already known about magnetism and
something about magnetic waves.

And that takes us back to the real start of the story of electronic communi-
cation.

In ancient Greece, in the days that Homer the Poet wrote about, one member
of a learned group known as the Seven Wise Men was Thales, a philosopher who
spent his life trying to discover the substance from which everything in nature
is made. One day, walking by the sea, he noticed a brownish-yellow object being
tossed about by waves. When he retrieved it and rubbed it on his woolen
robe in order to dry it, he observed that this had caused bits of thread, fluff
and straw to leap up from his robe and cling to the piece of rock. Thus,

accidentally, he discovered the magic quality of the substance we call amber
but which the Greeks called eleksron.

Elektron, or amber, was soon looked upon as a miraculous thing. So, also,
was a heavy black rock — a type of iron ore — that was found in an ancient
country of Asia Minor called Magnesia. (The words magnet, magnetism and
magnetite all come from Magnesia.) Men were awed by the way the stone
attracted metal and so they came to regard it with the same reverence that

the Greeks had for elektron.

The discovery of these two minerals, amber and magnetite, constituted the
first important step in the development of radio, for it led, eventually, to
the science of electromagnetism. But before this knowledge could be put to
any practical use, man had to learn a great deal more about the world in

which he lived.



THIS IS HOW IT ALL BEGAN 19

Elektron — Electrica — Electricity

More than two thousand years after the days of Thales the Philosopher
a British physician. William Gilbert, made an important discovery about static
electricity — that other substances such as glass, sulfur and resin, when rubbed
with a cloth behaved in the same manner as amber. He called these substances
electrica. His discovery was the second important step in the development of
electricity. Not many years later another English physician used the word
electricity for the first time.

Skip a hundred vears and we come to Benjamin Franklin, who not only per-
formed his celebrated experiment with a kite in a storm to prove that lightning
is electricity, but was the first one to use the terms positive and negative about
electrical charges.

The fascinating story of how it all began is now sprinkled with the names of
Italians, Danes, Frenchmen, Englishmen and Americans who made large or
small contributions to the development of communication devices and systems.

Frogs Manufacture Electricity?

There was an Italian professor of anatomy who, during his experiments with
current electricity, fastened the legs of a freshly killed frog to a copper hook,
which he hung over an iron railing and when the legs twitched violently con-
cluded, (wrongly, of course} that it was because the legs contained electricity,
which was released when they touched metal. It was another Italian, this time a
physics professor, Alessandro Volta, who found a better explanation: the chemical
action of moisture on two pieces of different metals, copper and iron, had pro-
duced the electricity. With this established, he built the world’s first battery
and eventually his family name was added to the lexicon of electricity.

Then there was Samuel F. B. Morse, a successful (for a time) portrait painter,
of all things, who got the idea for the electric telegraph while returning from
Europe on a ship, the Scully. After overhearing a dining room conversation
about how some men somewhere had found a way of sending electricity in-
stantly over a wire of almost any length, he spent the rest of the voyage mak-
ing notes. When he left the ship he addressed the captain in these words:

“Well, Captain. should you hear of the telegraph one of these days, as the
wonder of the world, remember that the discovery was made on the good
ship Scully.”

Because Morse lost a commission to do a painting for the Capitol in Wash-
ington, he was soon penniless, but he spent five years giving art lessons, using
all the fees he collected to buy wire for his telegraphic experiments. Unable,
because of his impecunious condition, to purchase any considerable quantity
of wire at one time, he bought short lengths and soldered them together. Un-
able to afford insulated wire, he wrapped the considerably less expensive bare
wire — inch by inch, foot by foot, mile by mile — with cotton thread.
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mouthpiece, “Mary had a little lamb, its fleece was white as snow.” After
one false start, the machine repeated his words back to hint so distinctly that
Edison himself was surprised. while his laboratory assistant nearly fainted.

Two years later Edison gave the world the electric light bulb, but only after
a long search for a satisfactory filament material. He sent agents into the
forests of Japan and the jungles of the Amazon. He even tried using strands of
hair from the red beard of a railroad station agent who had taught him, when he
was a boy, to tap out messages on a telegraph key. The filament of the first
incandescent light was finally made with a piece of ordinary cotton sewing
thread burned to an ash.

The Limit of Human Felicity

In 1888 a New England newspaperman, Edward Bellamy, wrote a book he
called Looking Backward. In it he tried to imagine the world as it might be
in the year 2000. In one chapter a hostess asked one of her guests — the
principal character in the book — if he would like to hear some music and
when he said “yes”, handed him a card listing a great variety of musical pro-
grams. After he had studied the musical menu and made his choice, “she
crossed the room and as far as | could see merely touched one or two screws
and at once the room was filled with the music of a great organ anthem.”

And Then Marconi

In the over-simplification of history, credit nearly always goes to the few.
Dozens of scientists work years — maybe a whole lifetime — on an idea and
then suddenly one man takes all they have done, adds perhaps only a very little
bit more, and gets all the credit. while they, who made it possible, remain
in the shadows of history, nameless, forgotten.

This volume is no place in which to try to redress the wrongs that have been
committed by the historians of communications. There is space to list only the
few who are generally recognized as the principals in the drama.

Gugliemo Marconi was one such. He had an Irish mother and an ltalian
father who, fortunately, was wealthy, so the boy had plenty of tutors and never
had to worry about where to get money to buy wire or any other experimental
material he needed. Some encyclopedias list him just as an inventor, but he was a
developer as well. He took basic discoveries that had already been made by
others and perfected them, ultimately producing a practical wireless telegraphic
or radio system and thereby securing for himself a prominent place in com-
munications history.

The Firsts of Wireless

Marconi was only eight years old when an American inventor, Professor
Amos E. Dolbear, was awarded a U.S. patent for a wireless apparatus and issued
a slatement declaring that by the use of his invention “electrical communica-
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tion might be established between points certainly more than half a mile apart,
but how much farther 1 cannot say.”

When Marconi was just 20 he set up an apparatus of his own on his father’s
estate near Bologna, Italy, and sent messages a greater distance than anyone
ever had until then — two miles — using the earth as one terminal and a great
length of wire reaching up into the sky as the other. Then and there the radio
antenna was born.

That same year a British scientist, Sir William Peerce, addressing the Royal
Society of Arts, declared:

“If any of the planets be populated with beings like ourselves, having the gift
of language and the knowledge to adopt the great forces of nature to their
wants, then they could oscillate immense stores of electric energy to and fro,
in telegraphic order, and it would be possible for us to communicate by tele-
phone with the people of Mars.”

News by Wireless

No man in the history of communications has so many firsts to his credit
as Marconi. One was being the first to establish telegraphic communication
with a ship in motion. His claim caused a slight international incident. He had
performed his feat with the assistance of the Italian Navy. The British Navy
countered with a claim that two years earlier British ships had communicated
with each other by wireless. Marconi investigated and brought to light that
none of the British ships had been in motion, so his first still stood.

There was no connection between this incident and Marconi’s decision to move
his base of operations to England, where he thought there would be more op-
portunities.

In 1898, another first was chalked up when the Daily Express of Dublin
chartered a steamer to follow the yachts in an annual regatta and from a 75-
foot antenna on board sent the first running news report ever transmitted
through the air. Later that year wireless was again used to cover the Inter-
national Yacht Races, held in American waters.

Marconi was only 22 years old when he applied in England for a patent
based on his theory that the distance sound can be communicated will be in-
creased if the height of the antenna is increased — a theory that seems obvious
even to a schoolboy today, but a revolutionary idea then. He was still a very
young man when the patent — No. 7777 — was granted. For the next seven-
teen years No. 7777 remained the most basic radio patent in the world.

Years earlier a Royal Commission had heen appointed to investigate the
practicability of electrical communication between shore and lighthouses, as
well as light ships. Now Marconi helped install wireless sets in lighthouses up
and down the British coast.

Then, in 1899, he sent the first wireless message across the English Channel.
The distance: 85 miles.
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Transatlantic Wireless

Two years later the young Italian inventor decided to try to send telegraphic
signals across the Atlantic. After supervising the construction of a sending
station at Poldhu, on the coast of Cornwall, England, consisting of a cable
stretched between two immense wooden masts, he sailed across the Atlantic
himself.

On Wednesday, December 11, 1901, at St. John’s, Newfoundland, at an ap-
pointed time (noon) Marconi sent up a Kkite, trailing wires, over which he
hoped to hear his colleague in far off Cornwall. They had agreed in advance
that the sound to be sent would be the letter S — three dots — which would sound
something like: dididit . . . dididit . . . dididit . . . Marconi felt that this
would be the easiest possible signal to receive.

Marconi had bad luck the first day, for his kite blew away. But the next day,
Thursday, December 12, shortly after noon, he picked up, at first very faintly,
the sound he had been straining his ears to hear: dididit . . . dididit . . .
dididit . .. S...S...S. This was an important first. For the first time
in history a wireless signal had spanned the thousands of miles separating the
Old World from the New .

As sensational as the story was, nothing appeared in American newspapers
the next morning. Or the next evening. Or the following day. Marconi had
been so afraid of a failure that he had intentionally neglected to notify the
press. But four days later he wrote his own account for a Canadian paper:

On arriving in Newfoundland and installing my station on Signal Hill, at the
entrance to St. John’s, I sent up kites every day this week with the vertical aerial
wire appended by which our signals are received. I had previously cabled to my
station at Cornwall to begin sending the prearranged signal. On Wednesday my
kite blew away, and nothing resulted. Thursday, however, I had better luck. My
arrangement was for Cornwall to send at specific intervals between 3 and 6
o'clock p.m. the Morse letter “S”, which consists of three dots, thus (. . .). The
hours were equivalent to from noon to 3 p.m. at St. John's, and Thursday during
these hours myself and my assistant, Mr. Kemp, received these signals under such
conditions as assured us they were genuine. We received them through a specially
sensitive telephone attached to our instrument, which enables us to detect signals
which the instrument would not record.

The revolution in communications was now really underway. Before long the
United States Navy discontinued the use of homing pigeons and began equip-
ping its ships with wireless. Radio operators, who later would all be nicknamed
“Sparks”, in those days were called Marconimen. The messages they sent by
wireless were not cables or telegrams but Marconigrams. The first regular trans-
atlantic wireless service was opened by the Marconi Company in October, 1907.

Patent No. 887,357

Just after Marconi’s dots spanned the Atlantic, a man whose name has been
almost lost to history — Nathan B. Stubblefield — on a crisp New Year’s Day
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® mors anxlous to enve, and another
and yel others were added to the
ga untl the amount had resched
$10,000, al} In Interest hearing bonda
n last January, when the stook
i was activo, Mr, Boyd grew Inter-
in 1t through Alexander Conried. s
broker, brother of Helnrich Con-
Direclor of the Metropolitan Opera
uny.
(nnder Cot.sried has Do office, and.
r ms known, he has no dirsct con-
n with any brokeroge flrm in  the
* He in whal In known &8 &
Qertng Lroker.” takiung bustness from
he can ket It and patting 1t where

FIRST WIRELESS PRESS MESSAGE ACROSS THE ATLANTIC

Slgnalizing the Opening of the Marconi Service to the Pubilc, and Conveying
a Message of Congratulation from Privy Councillor Baron Avebury,
Formerly Sir John Lubbock.

“THE WESTERN UNION TELEGRAPII COMPANY,

24,000 OFFICES IN AMERICA, CABL_E _S_E_RVICE TO ALL THE WORLD.
tnepany rnannm:mi’ peL Jin LiabUtty, hich Nars boet amened Lo vy thosonder of “‘mmmm';
3 day:

ing & nirewgo bacl

sentcd M n---rr‘- ‘-ﬂym‘ u h--m"tm

eyl Limee Use amouat of tulls petd thereon, wat

NREFEATED nuSAév. and umnmea by roquent of tho pondre, Gder the conditings mamad above,
AT C. CLOWRAY, Prebidont and Cenaral Menager,
== TEE e e T xmes B-

RECEIVED at 213 8ixth uve. Cornar 45th 8t., - )

TELEPHORE | 3907 PATANT,

1B Lr Sn Th & 53 (6lleot D, P R, Lrnd lines;,

London Via ‘arooni Wirelees Jlace Bay N S Oot 17th;
Timea, New York..

This nessage marks opening transatlentio wirelesas hardsd

Narooni company far transmiesion Ireland Breton 1imited 850 worda,

only nond_gruany messages received Times signalimge event'

quote trust introduotion wireless more - 010881y unite people.atatea

Great Britian wno seem form one Nation c¢hough under two govermments

and whose interests are really ddentiocal,

Avev M coewes s £1810 AM OOtLTIN_

8ha.l
ALWAYS. OPEN, MONEY TRANSFERRED BY TELEORAPH. CABLE OFFIOR.

The above

wan by othere which enpeer In
apother columao of Tho Times this morning.

WIRELESS J0L
TWO WOR]

Marconi Transatlantio §
Opened with a Dispatoh
The New York Times,

MESSAGES FROM EMINEN

Prime Minister Clemencea
Duke of Argyll, Lord Ave
and Others Send Greeth

10.000 WORDS THE FIRS'

Marcont In Personal Supe
at Glace Bay and Qn
Pleasad with the Resil

SIR HIRAM MAXIM'S TR

Hls Megsage to Potor Cooper
In New York, Who ts Tryl
Plck Up the Oversea Mesesg

By Maroeni Trasaatianmtie
less Telograph to The New '
Times.

LONDON, Oct. 17T}
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ha $5.000 hia had aliendy put up,

i It 1% rnld he &nve Conred §4.000
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etter and better.  Finaily he fOg-
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trades for Mr. Moyd were fuat the
10 trades’ for all othor allents.” he

Eoyd 013 put up marging for me
Kincka for him, but It jo abeurd to
3t T mado $40,000 n the market for
24 fafled to turn it over to him.
ht copper around J1A and it went
honent othar mocks for him and
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VIPGND DAVIES HURT.

ting Englneer Stops Runaway
aves Children—HIs Hip Broken,

pond Davies, ahlef crnaulting en-
of the Fiudson Tunnel Campany,
sen tn 74 Bownn Avenus, ushing,
Norovgh, had ona hip broken and
A intarant infurles yeaterday morn-
lle proventing a team of runaway
from running down & group of
chlldren.
Dnvies wna on his way through
Stroet, Flushing, to the Main
rallrond station to catch the R0

MARCONI CONGRATULATES THE NEW YORK TIMES

QLACE BAY, NOVA SCOTIA, Oct. 17.—Mr. larconl says; «Congrutulate New York Tioies
on having reccived first westward press message.’’

here for to I
and thenoe to Caps Breton,
Bootla, and New York ‘A
limited to fifty wor la, I ca
at present omly one of the

eived for tranan

FROM THE PRIME MINISTER OF FRANCE.

WEST STRAND, London, Oct. 17, via Marconl Wireless Telegrnph to Glace Day, N. 8.—~Tne New Yomm
Tiuka's Parin correspondent forwnrds to me the following messuge for transmieaion cross the Atlantio by Mar-
conl wircless tolegraph:

“ Danr I an p L4 mnde ds mis B leur les doux
grandea républiquus ne peuvant qua trouver une heureuss occasion de se follcller et de formulsr les vosux
loa pina cordiaux pour te mantien do la paix dans le travall pour e bonhenr des peuples dana la solidarits.”

" CLEMENCEAU."

{Transiation.}

In the Ineuguration of the marvelous meang of communication put at their dleposition from tuls tme forward,
the two great Republics could not but find It & happy occaston to congratulate themseclves and to exprees the
most cordlal wishes for the maintenance of peace tn the work for the happiness of the people in the joint re-
sponsibllity. CLEMENCBAU,

H. P, WHITNEY ARRESTED?

Colorado Authoritiee Accuee Vlisitors
of 8laughtering Deer Wantonly.

Speeiol to Thae Nem York Tumrs.

DENVER, Col, Oct. 17.-Two men who
say they pro Frank Cnmegle, nephew of
Androw Caruegte, snd Harry Payne Whit-
nny of New York, came to Colorado twe
wecks ege to hunt bear. They hlired
muides and started out with n pack aof
hounds. Reaching the game country, they
began to slaughter deer promlscuouety,
both for tha sport and for bait for trapa.

Deputy ‘Warden Rush flnally arreated
the hunteps and thelr guides, took them
befors & Juatico of the l'eace, and proxs-
cuted them for wanten destruction of
decr. Bush srya he hnd an offer of $300
to drop the case hefore ths trinl.  After
the trial begun, he sa)s, tha Justice
was callog out of court hy his wifa, and
when he peturned he dizmirsrd the casa
The Btate Goms Warden is Investigating
the caus

MISS VANDERBILT
MUST TAKE GHANGES

By No Means Certaln She Wil
Be Admitted to Austrian
Court in Vienna.

DEUTSCHLAND STUCK
CLOSE TO HER PIER

Capt. Kaempff Gives Up Attempt
to Get Liner Off After
Three Hours' Work.

A HIGH OFFICIAL SAYS SO PASSENGERS SENT TO BED

Hundreds of Friends Exchange Greet-
with' Them ss Beven
Tuge 8trive In Vain.

Unless Emperor Dispenses with Proof
of Considerable Ancestral Nobll-
Ity 8he WII) Be Shut Out.

Ings

The Hamburg-American 'ner Deutsch-
land from Iismbusk for this port, atuck
‘n the mud laat night In the Ifudeon
Rher, with hor big froeboard actually
scraping ogainst the end of her Iubokan
plar.  After walting for nearly thrae
houra In the hope that the big ehip might

Bpectal Cuhla to THE NEw TORK TINEA.

VIENNA, Oct. 17.—A Court official
of high rank, of whom I Inquired what
would be DMiss Gladys Vanderbilt's
status with respect to tha Court In the
event of her marriage to Count Sze-

ROCKEFELLER TOO SAVING.

Supt. Jongs of Forest HIli Resigns Be-
cause Expenses Ars Cut.

trotn for Lang Istand Ofty, when
sme of horses Lilchod fo oo

to The New York Times ¢
nalize the event. This m
trom Privy Councflior Lor(
bary, formerly Sir John Ld
followss

¢ I trust that ths introdur
the wirelesa will more closely
the peopla of the Unived Stat
Qreat Dritain, who seem to
one nation, though under twe
ernments, and whose interes
really identical. AVEBUR
MARCONI'S8 CONGRATULAT

The above message, re
carly yesterday morning,
quickly followed by one fra
Times's /corrsspondent &t
Bay, as follows:

** Qlace Bay, N. 8, Oct.
“ Mr. Marconl says: ‘Co
ulate New York Times on 1
received first westward pres
sage.’ "
Then came in full the or
message filed by The Tires'
respondent {n Londou, from
the short dispatch above wa
densed, to meet the fifty-word
{mposed by the Marconi Oon
upon the first message ftra
ted TIbe full message follow

MEBSAGES FROM EMINENT

chonyd, satd: ba warped Into her dock. her 500 rabin
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in Fairmont Park, Philadelphia, sent the human voice (his own) a distance of
one mile, without benefit of wires. He claimed that ten years earlier he had
figured out a way of sending the voice through the air, but had waited until
now for his demonstration in order to perfect his method. Had he known what
to do with his invention, had he been a promoter as well as an inventor, he
might have gone down in history as the father of radio, or at least as one of
its co-fathers. But he demanded such an exhorbitant price for his secret that
no one expressed any interest. Six and a half years later he was granted Patent
No. 887,357. That was the last anyone heard of Inventor Stubblefield.

World’s First Radio War Correspondent

In hurrying through these pioneer days, one must not skip over the name of
Lee De Forest, lowa-born inventor, who in the course of his 89 years obtained
patents on more than 300 wireless telegraphy and radio broadcasting inventions,
the most important of them a vacuum tube called a triode or audion, which
amplifies weak sounds and is basic to long-distance radio as well as to televi-
sion. It has often been called an invention as great as that of radio itself.

After the Russo-Japanese War broke out in 1904, the London Times engaged
De Forest as the world’s first radio war correspondent. (Of course his reports
were sent in dots and dashes, not by human voice.)

And then there was Reginald A. Fessenden, a University of Pittsburgh pro-
fessor and former Westinghouse engineer. He is given credit by many historians
for being the first to think up the idea of transmitting musical notes as well
as the human voice through the air without wires. He believed it would be
possible if a machine could be developed that would send out continuous waves
instead of the erratic spark-arc waves Marconi used.

Voice Radio Is Finally Born

Dr. Ernst F. Alexanderson, who was connected with the General Electric plant
at Schenectady, New York, invented a machine which did develop a smooth and
continuous flow of high-frequency vibrations and Fessenden utilized it in 1905
to try to send music and/or voice from a 420-foot tower { actually nothing more
than a tall cylinder, three feet in diameter) which he had erected at Brant
Park, Massachusetts. There radio was really born.

That, briefly, is the story of how it all began. There are other important names.
There were other pioneers. There were many unsung amateurs, over-modest
inventors, little men in big laboratories, big men in little laboratories, and
perhaps some who were intentionally or unintentionally cheated out of the credit
they deserved.

From smoke signals and semaphores to streophonic FM radio and color tele-
vision took only a few generations. . . .

And man had been on this earth, before that. for all of 500,000 years.
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Radio:
The Young & Lusty Years

It was as cold on Christmas Eve, 1906, at sea as it was on land. The
wireless operator on the SS Aroonland, Antwerp to New York, blew on his fingers
occasionally to keep them warm as he translated the dots and dashes he was
receiving into words that he typed onto a piece of paper headed:

WIRELESS NEWS BULLETINS
SS Kroonland
At Sea, December 24-25
It was a dull news night. Nothing very startling seemed to be happening
anywhere in the world. The New York station reported a temperature of 8 above
zero Fahrenheit. The cold wave had already claimed three lives. A New York
police officer had told a Superior Court judge that there were 15,000 pickpockets
operating in New York City. There had been a holdup at the Waldorf-Astoria
Hotel, but the total taken was only $10. In Chattanooga the sheriff and 26 other
men were being held in a lynch case. Back in New York Colonel J. E. Pepper,
“the well-known whisky distiller and Kentucky horseman,” had slipped on a
sidewalk and died of his injuries. In Washington the White House staff was busy

returning Christmas gifts sent to President Theodore Roosevelt — even such
items as “one box of Christmas tree ornaments” — on the ground that a public

official should accept no gifts whatsoever. It was indeed a dull news night.

Suddenly Sparks straightened up, blinked, and put his head on one side,
the better to hear what was coming through his earphones.

Incredible! Were his ears deceiving him? He kept hearing snatches of song
and now orchestral music. It sounded like Handel’s Largo. Unbelievable! He
ran to the door of his cabin. flung it open, and shouted for someone, anyone, to
come and listen. Now a male voice was reading a poem. Before he finished.
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some of the Kroonland’s officers came on the run, eager to take turns with the
earphones. News of “the miracle” swept the ship. Violin music followed the
poetry-reading. Guonod’s O, Holy Night.

It went on and on, this first real radio broadcast of history. It had variety
as well as uniqueness. Finally, as the program ended, a male voice asked those
who might be listening to write to him, telling him where they were, whether
the transmission of voices and music had been clear and distinct, and whether
they would like to hear more another time. They were to address their letter to
R. A. Fessenden. Brant Rock., Massachusetts, which, the announcer explained,
was the point of origin of the transmission.

History Without Publicity

That broadcast by a University of Pittsburgh professor who had formerly
been a Westinghouse engineer made communications history, but there were no
headlines in the papers the next day. Instead, the New York Times devoted its
lead story to an account of a race riot in Mississippi. On an inside page there was
a short item under a small headline:

’PHONE FROM THE STATEROOM

A well-known Wall Street man received a shock the other day. His confidential
agent was scheduled to sail at 11 a.m. for Europe from a pier in Hohoken (N.].) to
put through an important deal. Five minutes before sailing time the telephone
rang in the Wall Street man’s office and the financier, taking the receiver, was
surprised to recognize the voice of his agent.

“Great Scott!” he gasped. “You've missed the ship!”

“No,” came back the answer, calmly. “I’'m talking from my stateroom.”

After a short business talk, the financier rang off and spoke his thoughts aloud.
“I knew you could telegraph messages from steamships without wires,” he said.
“But T never realized you could telephone from a vessel. (The vessel, of course,
was still tied up to its deck.) I've heard that, too, now. What next?”

If reporters for the Times had been on their toes, they could have had a sen-

sational headline on that day’s front page, which would have answered the Wall
Street financier’s question:

THE WORLD’S FIRST RADIO PROGRAM AIRED;
FESSENDEN’S VOICE HEARD FAR AND WIDE

This was not the first time that music or the human voice had been sent
through the air without benefit of wires. Many claimed — some with justifica-
tion — that they had done it hefore. Two years before Orestes Caldwell had
sent his own voice a full city block, using a steel needle on aluminum supporting
wires. Fessenden himself in 1904 at Schenectady, N.Y., had made some success-
ful radiophone experiments. But his transmission that Christmas Eve from
Brant Rock, Mass., a tiny seaside village between Plymouth Rock and Boston,
was an event which communications historians have well noted. for it was the
first attempt at radio programming.

Letters trickled in to Brant Rock in response to that first request by a radio



RADIO: THE YOUNG & LUSTY YEARS 29

station for fan mail. The SS Kroonland had not been the only ship at sea to
hear the broadcast. Other Sparks told by letter how they, too, had picked up the
signal. On land a few wireless amateurs had also heard. (There were only 500
hams in the entire country then, all using spark sets.)

Up a Tower; At the Pole

Fessenden was encouraged. So was De Forest, who in 1909 took his broad-
casting equipment and a talking machine to Paris and from the Eiffel Tower
played phonograph records for those few Parisians able to pick him up.

About this same time Admiral Robert E. Peary, the Arctic explorer, used
radio to send home the historic message: “Stars and stripes nailed to pole!”
{albeit by dots and dashes.)

The next year De Forest took an arc transmitter backstage of the Metropolitan
Opera House in New York and persuaded the great Italian tenor, Enrico Caruso,
to sing an aria or two into his microphone. This “first” was picked up by at
least one ship out on the Atlantic and by a wireless operator in Bridgeport, Conn.
Some fifty listeners who had gathered for the event in the Park Avenue Library
and at the Metropolitan Life Insurance Building also heard. The press covered
the event, but was not enthusiastic. A Sun reporter set a pattern for press treat-
ment of radio which would persist long after the infant had its feet firmly
planted on the ground. Belittingly he wrote:

The guests took turns fitting the receivers over their cars, and one or two of
them thought that they heard the tenor; they were not positive.

Another New York critic. ignoring the historical significance of the event,
wrote:

There was an operator somewhere, carrying on a ribald conversation with some
other operator, greatly to the detriment of science — and an evening’s entertainment.

Conservatism was in the saddle, and men of imagination, as often, were few.
A judge in a Federal court went so far as to point an accusing finger at De
Forest, who was before him in some minor litigation, and accused him of being
a “mountebank” because of his attempt to transmit the human voice without wires.

In 1910 the first radio law in American history was passed, Public Act. No.
262, 61st. Congress, which declared it unlawful for any American or foreign
vessel after July 1, 1911, to leave any American port carrying more than 50
passengers and crew combined. unless equipped with “an efficient apparatus
for radio communication, in good working order and in charge of a person skilled
in the use of such apparatus, which apparatus shall be capable of transmitting
and receiving messages over a distance of at least 100 miles. day and night.”
Two years later the act was amended to require an auxiliary power plant and at
least two qualified operators.
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Radio, But Not for Fun

Late in 1912 Congress passed its first licensing law. Although the word radio
was used, it was obvious that the law makers were not thinking in terms of radio
stations as they exist today, but of radio as a means of transmitting messages.
Wave lengths were standardized, distress signals were made uniform, provision
was made for secrecy of communication, and the Secretary of Commerce and
Labor was authorized to license radio operators.

The American Marconi Company was manufacturing equipment for sending
and receiving wireless messages and two of its retail outlets were the large
New York and Philadelphia stores of John Wanamaker, whose directors de-
cided to promote the sale of this equipment by opening a sending station on
top of their New York store. David Sarnoff, who has gone down in history
as one of the giants of American radio, at this time was manager of the Mar-
coni wireless station at Sea Gate, N.Y., an enterprising young man of 21. Be-
cause he wanted his evenings free to enroll in classes in a Brooklyn college,
he applied for the job of operating the Wanamaker station. That is how it
happened that on the night of April 12, 1912, he was at his key when the radio
operator of the largest ship in the world, the “unsinkable” British Titanic, 1,600
miles northeast of New York, sent out this message, again and again:

COD. COD. SOS FROM MGY WE HAVE STRUCK A BERG. SINKING FAST.

COME TO OUR ASSISTENCE. LATITUDE 41.46 NORTH. LONGITUDE
50.14 WEST. MGY.

CQ was an international radio signal meaning: “Attention all stations.”
When the letter ) was added (CQD) it was the international distress signal.
About this time SOS also began to be used as a distress signal. (Later that same
year at the International Radiotelegraph Conference in London SOS was adopted
as the standard international distress signal.) MGY were the Titanic’s radio call
letters.

The message was first picked up by a 17-year-old Marconi operator, Charles
Ellsworth, at Cape Race, Newfoundland. It was also received by several ships
at sea.

The first SOS was sent out shortly before midnight. Two and a half hours
later the Titanic disappeared below the surface of the Atlantic, taking with it
1,517 men, women and children. The first ship to answer the SOS was the
Carpathia, which picked up the survivors, 705 in all.

Newspapers all over the world put out extras. The New York papers were
kept abreast of developments by the young man at Wanamaker’s who sat at his key
all night. following the story by listening to the dots and dashes and passing
on all that he learned to the impatient reporters who clustered around him.

Praise for Radio

After the shock of the disaster had worn off, many accusing fingers were
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David Sarnoff, who helped the press cover the Titanic disaster.
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pointed, for the Titanic, in attempting to set a new transatlantic record, had
been following a Great Circle course not normally used at that time of the year
because of the iceberg hazard. But praise was heaped on radio. It had proved
its value, for the tragedy would have been much worse had the SOS not been
heard and answered.

Most of the communications developments thus far had taken place along the
Atlantic seaboard, but now a voice went on the air in the West. The Los
Angeles Daily Tribune on December 24, 1912, carried this Page One headline:

WIRELESS PHONE HAS ARRIVED;
CALIFORNIA BOY THE INVENTOR

Years later the Los Angeles county recorder issued a birth certificate that read:

1 hereby declare that Miss Radio was officially born at 8:31 p.m., December
21, 1912, in the county of Los Angeles, California.

The claim was based on a voice broadcast made that day by William A.
Poole, who years later wrote a booklet in which he described himself as “the
forgotten father of radio.” He claimed to have spent half a million dollars of his
own money perfecting various radio inventions, which he never was able to
market. His test in 1912 was from Long Beach to Los Angeles, approximately 25
miles. When his own money ran out and he failed to find backers, he spent
the rest of his days seeking some degree of recognition.

In 1914 two ltalian warships off the coast of Sicily received voice radio
messages from Ireland. This led Marconi to predict that “the day is not far of{
when the human voice will cross the Atlantic.”

That same year the world learned through radio of the assassination of an
Austrian Archduke in Sarajevo, Serbia, which touched off World War 1, and one
month later of Germany’s invasion of France. One week after that German
wireless stations flashed this message to all German ships at sea:

WAR DECLARED ON ENGLAND. MAKE AS QUICKLY
AS YOU CAN FOR A NEUTRAL PORT.

Marconi abandoned all other projects so he could give his time to adapting
radio to warfare, especially using it as a direction finder. But he took time out

one day to predict that “the world will eventually be able to see as well as hear
over a visable telephone.”

A Young Man’s Idle Dream

The war did not discourage dreaming. In 1916, with the Allies and the
Entente locked in a bitter death struggle, young Sarnoff wrote a letter to the
General Manager of the Marconi Company which, fortunately, has been pre-
served and forms one of the most significant documents in radio’s archives.
In reading it, one needs to bear in mind that the writer was a very young man
(just 25}, that he had had no experience in business, and yet, almost every-
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thing he foresaw in this youthful dream eventually came to pass, detail
by small detail.

I have in mind a plan which would make radio a household utility in the same
sense as the piano or phonograph. The idea is to bring music into the house
by wireless. It would be entirely feasible. For example, a radio telephone trans-
mitter having a range of say 25 to 50 miles can be installed at a fixed point,
where instrumental or vocal music or both are produced. The problem of trans-
mitting music has already been solved in principle, and therefore all the receivers
attuned to the transmitting wavelength should be capable of receiving such music.
The receiver can be designed in the form of a simple Radio Music Box and arranged
for several different wavelengths, which should be changeable with the throwing
of a single switch or pressing of a single button.

The Radio Music Box can be supplied with amplifying tubes and a loudspeak-
ing telephone, all of which can be neatly mounted in one box. The box can be
placed on a table in the parlor or living room, the switch set accordingly, and the
transmitted music received. There should be no difficulty in receiving the music per-
fectly within a radius of 25 to 50 miles.

The power of the transmitter can be made SKW if necessary to cover even a
short radius of 25 to 50 miles, thereby giving extra loud signals in the home if
desired. The use of head telephones would be obviated by this method. The develop-
ment of a small loop antenna to go with each Radic Music Box would likewise solve
the antenna problem.

The same principle can be extended to numerous other fields as, for example,
receiving lectures at home; also events of national importance can be simultaneously
announced and received. Baseball scores can be transmitted by the use of one set
installed at the Polo Grounds. The same would be true of other cities. This pro-
position would be especially interesting for farmers and others living in outlying
districts. By the purchase of a Radio Music Box they could enjoy concerts, lectures,
music, recitals, etc., which may be going on in the nearest city within their radius.

The manufacture of the Radio Music Box, including antenna, in large quanti-
ties. would make possible their sale at a moderate figure of perhaps $75.00 per
outfit. The main revenue to be derived will be from the sale of Radio Music Boxes,
which, if manufactured in quantities of one hundred thousand or so could yield
a handsome profit when sold at the price mentioned above.

It is not possible to estimate the total amount of business obtainable with this
plan, but if only one million families thought well of the idea, it would, at the
figure mentioned, mean a gross business of about $75,000,000, which should yield
considerable revenue. This may be roughly divided as follows:

First year, 100,000 Music BOXES ...oocooioorievoreeeeseeeeereresesseesevsevaeas $ 7,500,000
Second year, 300,000 Music Boxes 22,500,000
Third year, 600,000 Music Boxes 45,000,000

Total 1,000,000 Music BoXes ....cocmiveeecniiinrieirereninseeenns $75,000,000
Naught But The Best

De Forest always named 1916 as the year in which he believed “planned and
systematic radio broadcasting’
a factory and laboratory at High Bridge, N.Y., and also installed a transmitter
on the Columbia Gramaphone Building on 38th. Street, New York, over which
he would play Columbia records, in return for free rent. Was this the start of
commercially sponsored radio? Did this qualify Columbia Gramaphone as the
first sponsor of a radio program? Perhaps.

9

actually began. That was the year he opened
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Speaking of those days, De Forest once declared:
“I still cherished the earlier quixotic idea that naught but good music and
good entertainment or education matter should go out over our radio.”

Radio Hangs Its Head

Seldom if ever had an American presidential election sparked such interest
as the one in 1916. President Wilson was running again on the platform: “He
kept us out of war.” His Republican opponent was the distinguished Charles
Evans Hughes. The outcome would effect world history. e Forest remained
at his microphone in High Bridge for six hours election night, broadcasting
returns supplied to him by friends on a New York newspaper. Several thousand
radio amateurs listened to radio’s first attempt at covering an election. Late
in the night De Forest signed off, after announcing Hughes as the winner.
Every state was accounted for but California. The race there was close but
Hughes was well ahead. The next morning the one-man radio station was
greatly embarrassed. Between midnight and the time De Forest got up the
California final vote had come in. Wilson had carried the state by 3,804.
California’s electoral vote would therefore go to Wilson, giving him a slight
electoral majority. Hughes had lost the Presidency by the 3,801 votes cast in
California.

Wooed by Radio

While the United States was still neutral both sides wooed us. Because the
Allies controlled the cables under the Atlantic, the Germans were forced to use
radio as a means of propagandic communication, and as a result of the German
concentration on this medium some advancements were made that might other-
wise not have come for years.

In 1917 the United States went into the war and President Wilson was author-
ized by Congress to seize control of all telegraph, telephone and radio systems
and stations for the duration. By now there were several thousand hams, some
using vacuum tubes instead of spark sets.

In November of 1918 radio assisted in telling the world that the war had
come to an end with the signing of an armistice. Now the new medium could
begin to fulfill some of the dreams of its inventors.

As soon as government control of communications was lifted, Dr. Frank Con-
rad, then assistant chief engineer of Westinghouse, began conducting tests in
voice transmission over an experimental station, 8XK, in his garage, each night
after coming home from work. Dr. Conrad’s interest in communication without
wires had begun in 1915 when, to settle a $5 bet about the accuracy of his
$12 watch, made with a Westinghouse friend, he built a small receiver to hear
time signals from the Arlington Naval Observatory. Later, fascinated by his new
hobby, he installed a transmitter.
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A Presidential Failure

On July 1. 1919, President Wilson. returning home from the Paris Peace Con-
ference on the USS George Washington, attempted to make a transatlantic broad-
cast over the ship’s facilities. His speech. the music of the ship’s band, and
the singing of a sailor quartet were heard by those on the George Washington
and by the crews of fifty allied ships at anchor in the harbor. But because of
some mechanical failure or the weakness of the signal, nothing was heard on
shore, in any direction.

That same year listeners all along the Atlantic coast did hear the voices of
radio operators in U.S. Navy planes on a flight to the Azores.

D.J.s Take Notice

By now Dr. Conrad’s little station had acquired a host of listeners, many of
whom began writing fan letters asking for longer broadcasts and more variety,
and so from now on 8XK stayed on the air a full two hours each Wednesday
and Saturday evening. Next the listeners asked for new music each week, so
Dr. Conrad arranged with a local dealer to supply him with a fresh batch of
discs each Wednesday and Friday, in return for which the name of the shop
was mentioned on the air. The dealer soon reported that the records 8XK played
— whatever they were — outsold all others, first positive proof of the effec-

tivness of radio advertising and songplugging.

Transmitting equipment in garage of Dr. Frank Conrad, radio pioneer.
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Oddly enough. although Dr. Conrad had inspired this historic night of broad-
casting, he himself was not present. Throughout the night he remained at his
old experimental station. 8XK, five miles away, ready to carry on if there
was trouble with the new installation in East Pittsburgh.

Kill the Musie!

In between bulletins received from the Press, the men at KDKA played phono-
graph records, which led some of the Westinghouse people at the clubhouse to
make periodic phone calls asking for less music, more returns. (This was another
first — in audience criticism.)

Most of the election returns were read over the air by a Pittsburgh publicity
man, Leo Rosenberg. a friend of Dr. Conrad, who had hired the young man
to work through the night as an announcer. Twenty years later A. A. Schechter.
news and special events director of NBC, recruited Rosenberg to help broad-
cast the 1940 Roosevelt-Wilkie returns and introduced him on the air as radio’s
first professional announcer. Back in 1920 Rosenberg remained at the micro-
phone all night — until KDKA left the air at noon on Wednesday. Did his
work that night qualify him as radio’s first announcer? The word announcer
must be defined. Salaried or serving without pay? On a scheduled program
or not? Part time or full time? There were many who were the first. Every-
one in radio in the early 1920’s deserves credit, for an announcer in those pioneer
days received little pay, publicity or even praise.

It rained that night on the crowds that stood outside newspaper offices in
Pittsburgh and in many other American cities reading election bulletins as
fast as they were put up in the windows. Those who owned crystal sets not only
got the news of Harding’s victory over Cox ahead of their stay-at-home neighbors,
but they got it “dry.”

This Sparks Got Locked Up

Because radio signals travel better over water than land, many ships at sea
were able to pick up KDKA’s broadcast that night. One radio operator, excited
at hearing election news by voice over his earphones, rushed to the captain’s
cabin and awoke him, only to be locked up for drunkness and disorderly con-
duct on orders of the angry and disbelieving captain.

KDKA had made history that night. Its feat was hailed by the press through-
out the country. Many papers volunteered to print the station’s future program
schedules free. The KDKA success caused a stampede of potential stations for
assignment of wave lengths so that they, also, could start broadcasting. West-
inghouse was swamped with orders for sets and this spurt in business led to
Westinghouse becoming part of the RCA combine, which in turn led to the
establishment of several new and powerful stations, one of which RCA and
Westinghouse owned jointly. David Sarnoff, now general manager of RCA,
was so encouraged by the election night performance that he re-submitted his
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Music Box memorandum, this time to the chairman of the board of RCA,
but the corporation’s conservative directors appropriated a mere $2,000 to make
a model Music Box or Radiola.

First Football Play-by-Play

Soon after the election KDKA hired as its first full-time announcer, Harold
W. Arlin. a handsome young man who often came to work in a tuxedo, stiff-
front white shirt and black bow tie, and who, during his {ive years with the
station, introduced on the air such men as Willian Jennings Byran, Marshal
Foch and David Lloyd George. KDKA claimed for him the title of “the
world’s first full-time announcer” and the first sportscaster to do a play-by-play
of a football game: West Virginia University vs. the University of Pittsburgh.

{In 1921 Arlin was voted “the world’s most popular announcer.” He became
one of the incorporators and first vice president of the Radio Announcers of
America. For years he did most of the announcing for KDKA’s short wave
transmission. When, in 1925, Westinghouse appointed him to an industrial
relations post, the London Times called his voice “the best known voice in
Europe.” In Mansfield, Ohio, an immense stadium was named after him and
when he retired from Westinghouse in 1961 he was given the company’s highest
award, the Order of Merit.)

Circus Tent Radio

Early in its career KDKA tried putting on a band concert. This did cause
the listeners to complain. They could hear nothing, they said, but echoes and
vibrations and something that resembled thunder. For the next concert mem-
bers of the band sat on chairs on the roof under the stars. That lessened acoustical
trouble, except that the stars vanished, the rain came, and the musicians fled
for shelter. (It was fortunate that a phonograph was handy!) For the
next concert a tent was erected on the roof to shelter the band. This experi-
ment was so successful, acoustically, that from then on not only KDKA’s
studio but those of rival stations all over the East were built to resemble circus
tents.

It Was the Cat’s Whiskers

At this point it is appropriate to say a few words about crystal sets and “cat’s
whiskers.” Those who grew up after the early 1920’s missed a very exciting
experience, but it is possible to imagine it. In the early days you made your own
receiver, called a crystal set. It was to a modern radio instrument what a model
T. Ford was to the sleek, high-powered car of today. You took a round card-
board box (Quaker Oats benefitted by the craze, because its box was the per-
fect size and some people bought Quaker Oats just for the box, throwing away
the contents in their eagerness to start the construction job.) The box was con-
verted into a tuning coil by wrapping it carefully with No. 20 wire. One hundred
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and twenty times around was standard. One end of the wire was attached by a
clip to a ground. The other end was atlached to fifty or a hundred feet of wire
which served as an antenna. This wire could be looped around pictures on the liv-
ing room wall, although many people recommended attaching it to the metal bed-
springs with a clip.

The cal’s whisker was a short, stiff wire about the thickness of a cal’s whisker
{from which its name was derived) that was manipulated to find the most
sensitive spot on the surface of a small piece of mineral substance known as a
crystal. The crystal {long since replaced by tubes and transistors) had the un-
usual property of converting radio waves into a form that would produce audible
sounds through a pair of earphones. No electricity was required. No hibes.
No transistors, which, of course, had not yet been invented.

In the beginning it was smart to make your own crystal set. Later, manu-
factured models were available with several sets of earphones, so the whole
family could sit around in a close circle and listen. (This may have been the
origin of the expression “family circle”.) The later crystal sets conlained a
tuning device so that individual stations could De tuned in by tuning the set
to the station’s frequency. One person had to manipulate the tuner. Because it
was still a masculine world in those days, the manipulator was generally father.
Those in the family circle would sit, looking like creatures from Mars, with
heavy wires hanging down from their earphones, expressions of transfigura-
tion on their faces, staring, glassy-eyed, at the phenomenon of hearing voices
and music coming from a distance of perhaps 5 to 10 miles through the air
without wires.

A Swinging Family Circle

/
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After the invention of the vacuum tube radios became much more powerful
and earphones were replaced by loud speakers. The first radios utilizing vacuum
tubes were battery powered but capable of picking up stations located in dis-
tant cities. Now the family circle could gather breathlessly around the loud-
speaker and listen intently as father tuned the set to pick up the faint signal
of a distant station. 1t was not so much what you heard over the speaker —
the program — as it was the call letters of the station you picked up. 1f some-
one outside the family circle entered the room to interrupt, Father would look up
with annoyance and put his finger to his lips, while the others would hiss
“Sh-sh-sh!” in chorus. The next day, whenever two or three people of dif-
ferent family circles would meet. the inevitable question would be:

“What did you get last night? We got. . . .”

Trying to get distant cities was the great American parlor game of the 1920’s.

The Battle of the Century

Boxing Promoter Tex Rickard had announced that it would be “the Battle of
the Century”: Jack Dempsey vs. the French challenger, George Carpentier, for
the heavyweight championship of the world, in an open air arena at Boyle’s
Thirty Acres, Jersey City, across the Hudson River from New York City, on
July 2, 1921,

Sarnoff decided that such a well-ballyhooed event would test how much
appeal broadcasting had — whether it had a future. Because no station existed
yet in the New York area he created one for the occasion — WJZ, a station-
just-for-a-night. The next problem was equipment. When he heard that General
Electric had built a powerful transmitter which had not vet been delivered
he arranged to borrow it. Then he chose Major Andy White, editor of Wireless
Age, to take charge and do the actual broadcasting.

White persuaded the Lackawanna Railroad to let him string an aerial between
two of its towers, then talked Pullman porters into letting him use a metal shack
close to the railroad tracks — a shack in which the porters changed into their
uniforms. The borrowed transmitter and truckloads of other equipment were
moved in.

Almost a First

White was going to be the first man to broadcast a world’s championship
fight, but he had one precedent to go by: three months earlier Florent Gibson,
Pittsburgh Post sports writer, had broadcast over KDKA a blow-by-blow de-
scription of a no-decision fight between Johnny Ray and Johnny Dundee, the
first sportscast of all time.

It rained the day of the fight. from dawn until dusk. Engineers had worked
all the previous night to complete the complicated installation. During the fight
one of the engineers stationed in the shack almost went blind from standing too
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close to the glare of the tubes. Also, one of the tubes got overheated and ex-
ploded. But the fight went on and so did the broadcast, after the tube was re-
placed. It was estimated that between 100,000 and 300,000 boxing fans in and
around New York heard “the Fight of the Century” over WJZ, an almost my-
thical station that had gone on the air just for this event. (The figures were
an estimate because there were no audience-measurement organizations yet.)
The 100,000 to 300,000 fans heard the fight over a fraction of that many sets,
for there were anywhere from two or three to two or three hundred around each
receiver. Most of them agreed that White’s diction was so excellent, his own
excitement so contagious. and his blow-by-blow account so vivid that it was as
good as being present.

Broadcasting was “in.”

After the fight, W]Z lapsed into silence until October of the same year when
it began transmitting from what had been a ladies’ rest room in a Westinghouse
factory in Newark, New Jersey, the walls now hung with shocking-red drapes
to eliminate echoes. There were seven employees at the start. The neighbor-
hood was infested with alley cats that were given to such early-evening howling
that they were the subject of many fan complaints.

“Please turn off the cats!”

Primitive Volume Control

One of WJ]Z’s first engineers recalls the problem of not being able to control
volume except by moving the performer closer to or farther away from the
microphone. One mezzo-soprano’s voice was so piercing and the fear that she
would break WJ]Z’s tubes was so great that she was moved farther and farther
from the mike until, as she went on the air, she was at one end of the long
narrow room, with the mike at the other extremity.

When Ed Wynn, the comedian, appeared at WJZ’s studio one night a few
minutes before air time to do the first broadcast of his life, he suddenly panicked
as he realized he would be almost alone in the studio. Adamantly he refused to
go on until they went out and rounded up janitors, cleaning women, an elevator
man, a relief telephone operator and even a few people who had been passing by
in the street — the first studio audience in history.

And So Who Was First?

WBZ, Springfield, Mass., built to serve all New England, had gone on the air
almost a month before WJZ’s inauguration. Such dates may not seem important
now, but they were then. What was the oldest station in America? KQW, San
Jose, California, once claimed the title on the ground that it had started regularly
scheduled programming as early as 1912. KDKA also claimed to be the oldest.
So did WWJ, the first station in the country to be owned by a newspaper, the
Detroit News. WW] gave its birth date as August 9, 1920. (A quarter of a cen-
tury later the National Association of Broadcasters officially declared WW) “the
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pioneer station.”)

Everything was a “first” in those days. KDKA claimed many distinctions:
it did the first remote, the first regularly scheduled broadcast of a church
service. the first barn dance. the first political broadcast, the first play-by-play
baseball broadcast. the first sportscast, the first remote from a theater, the first
coverage of a Presidential inauguration, the first airing of government market
reports, the first time signal. and the first baseball scores.

Unusual Antics in a Church

The first remote and the first church broadcast were one and the same —
from Pittsburgh’s Calvary Episcopal Church. Recalling the historic day, the
rector, the Rev. Edwin Jan van Etten said:

“All was going well, but on glancing at the choir I discovered strange faces
and noted unusual antics. It was not until later that I learned these were
Westinghouse engineers — one a Jewish lad, the other an Irish Catholic —
garbed in surplices to make them inconspicuous in the midst of my Protestant
Episcopal Church. Even now, as | think of their presence there, it seems to me
that they symbolize the real universality of radio religion.”

Not Attired for the Choir

An engineer for the Canadian Broadcasting Corporation joined the choir
in a more spectacular manner.

In a famous church in Toronto the only place available for the radio equip-
ment, when making a church broadcast. was in a large cupboard at the back of the
choir loft. The door was located two steps up and there was just enough room
for a small table and a chair for the engineer. In a very few minutes the tempera-
ture and air became almost unbearable with the result that once the engineer
was installed in the cupboard it was the custom to remove the coat, shoes, tie
and often the shirt, and to leave the door open part way in order to last out the
service.

On one occasion an engineer (who shall be nameless) was leaning back in
his chair when suddenly the legs in some manner went over the door sill, with
the result that he fell backwards into the choir during the service. The result
can be imagined.

How Crooning Really Began

De Forest claimed that he gave air time to the first female radio entertainer,
Miss Vaughn de Leath of Buffalo, composer, singer, pianist, actress. She broad-
casted over a small station on top of the World Tower Building in New York
City, singing and telling stories, into an immense phonograph horn that served
as the studio mike. More than all that, she claimed to have originated crooning
— not by choice but by necessity. The station’s equipment was so imperfectly
adjusted to picking up the range of the human voice that when she hit high notes




14 ENCYCLOPEDIA OF RADIO AND TV BROADCASTING

she almost shattered the tubes in the transmitting panel, so her engineer ad-
vised her to stay in the low registers — to “croon it.” One of her subsequent
fan letters, commenting primly on this new technique, said:

“You have inaugurated a form of entertainment which no doubt will become
very popular in the future.”

It did.

Kittens for a Birthday

Miss de Leath learned early in her career about the sentimentality of the public
and the power of radio. A guest on her program one night mentioned — on
mike — that the next day was her birthday. Later that evening the guest made
some mention on the air of Miss de Leath’s fondness for Angora cats. When
the singer-actress arrived at the studio the next night she found two truck
loads of birthday gifts awaiting her — from an antique rocking chair to articles
of intimate feminine attire — and a considerable number of Angora kittens,
delivered by some of her fans in person.

Jessica Dragonette, one of the early singing stars of radio, found out
about the power of radio in a different way. Unable to agree with her sponsor
over terms for a new contract, she retired from the air and devoted her time to
concert tours. Her fans in many parts of the country formed J.D. clubs and
took solemn oaths to boycott radio until she returned to the air. In Chicago
150,000 people attended her concert. In Minneapolis, on one of the most bitter
nights of the winter, 15,000 flocked to hear her, despite a blizzard and a taxi
strike.

Only 19, Music

The first transatlantic broadcast was from east to west: London’s Savoy Hotel
orchestra. The event was best remembered for the comment of a radio engineer
in New York who handled the pickup and later said:

“It was epochal but scarcely audible. At a conservative estimate, what we got
1% y g
in New York was 1% Savoy music, 1% interference, and 98% static.”

Nevertheless it was a first, and firsts were important in those days.

Radio in these days was a mass of mechanical, technical and acoustical im-
perfections. Tin horns, mica diaphragms and carbon microphones distorted
sound almost beyond recognition. What came over the earphones was often
a conglomeration of distortion. By contrast a hoiler factory would have sounded
harmonious and pleasant. Much better music could be cranked out of a phono-
graph, and yet more and more people every evening were sitting huddled around
the magic boxes, straining their ears to catch every word, their faces aglow with
ecstasy, despite the cacaphony of spluttering and screeching that passed for en-
tertainment in the early 1920’s.
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KDKA experiments with baloon antenna.



16 ENCYCLOPEDIA OF RADIO AND TV BROADCASTING

But the Baby Needs a Bath!

To be sure, there was a dissenting voice here and there, such as that of the
droll husband who wrote this fan letter to a New York station:

It is 5.25 p.m. You have just finished broadcasting. You have practically finished
breaking up a happy home. Our set was installed last evening. Today my wife
has not left her chair, listening all day. Our apartment has not been cleaned.
The beds are not made. The haby has not been bathed. And no dinner ready for
me!

The year 1921 had ended with thirty stations on the air. By the end of 1922
there were transmitters poking into the sky all over the country — in Chicago,
Denver, Minneapolis, New Orleans, Los Angeles, as far north and west as

Seattle — more than 500 stations in all, with receivers in at least three million
homes.

With some few exceptions the stations with call letters starting with W were
east of the Mississippi; those starting with K west of the Mississippi. Station
letters often did (and do) have significance. For example, WORC is in Wor-
Cester; KSTP, St. Paul; KAVE, Carlsbad, N.M., a city famous for its caves;
KELK, Elko, Nev.; WINT, Winter Haven, Fla.; WEIR, Weirton, W.Va.; WNIL,
Niles, Ohio; WILK, Wilkes-Barre, Pa.; WTMJ, owned by the Milwaukee Journal;
WGN, owned by the Chicago Tribune, which calls itself the World’s Greatest
Newspaper; KUSH, Cushing, Okla.; WBAY, Green Bay, Wis.; WELB, Elba,
Ala.; WIXN, Dixson, 1ll.; WKDZ, Cadiz, Ky.; WNEW, New York, N.Y.; KDLM,
Detroit Lakes, Minn.; WNAT, Natchez, Miss.; WINC, Winchester, Va. Oddly,
WEST is not in a city called Weston, but in Easton, Pa. WELI is perfect for a
station in New Haven, Conn., because that is the home of Yale University,
known as “the Eli.” WIOD stands for the Wonderful Isle of Dreams, near
Miami, and WOOD is a good name for a station in Grand Rapids, Mich., the
furniture city.

Why Spend $135?

The story of the founding of WLW, Cincinnati, is a good one. It is really
the story of Powel Crosley Jr., lawyer, engineer, bond salesman and auto racer,
who wanted to buy a radio receiver in 1921 and found that the cheapest available
cost $135. After building his own set at a cost of $35, he decided other people
might also like to save $100 on a set, so he went into the business of making
radio receivers for the public. In 1921 he built a transmitter with a range
of one mile, which before long became WLW and eventually was able to
boast that it was the first 50,000-watt station in the country; that it consumed
as much electricity as a city of 100,000 people; that it used a million gallons
of water a day to cool its immense tubes; that it had a tower 276 feet higher
than the Washington Monument, a staff of 200 full-time musicians and equipment
that could amplify an electrical current 70,000,000,000,000,000 times before
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sending the waves into the air. But in the beginning WLW was a modest opera-
tion.

What Omniscience!

By the end of 1921 RCA alone had sold enough sets to make Sarnoff’s Music
Box forecast come true uncannily. To save turning back a few pages, here, in
columns one and two, are the predictions he made eight years earlier, while
in the last column is the total volume of actual sales by RCA:

First year 100,000 Music Boxes § 7.500,000 1922 RCA Sales $11.500,000

Second year 300,000 22,500,000 1923 22,500,000
Third year 600,000 45,000,000 1924 50,000,000
Totals 1,000,000 $75,000,000 $83,000,000

More and More Firsts

In the 1920’s firsts came tumbling along, one after the other.

In Los Angeles KHJ hired Douglas Fairbanks to report a Rotary International
Convention.

Schenectady’s WGY covered a race between Gar Wood. the speed boat king,
and the Twentieth Century Limited down 75 miles of the Hudson.

Chicago’s WGN broadcast the entire proceedings of the Scopes evolution trial
at a cost of a thousand dollars a day.

Washington’s WRC did the first radio coverage of an opening of Congress.

New York’s WJZ, in 1923, was the first station to carry a voice that would
someday be recognized the world over — that of Franklin D. Roosevelt.

KSD, St. Louis, did a two-way broadcast between men on the ground and men
in a dirigible, and also put on the air Warren G. Harding. the first President
to broadcast.

WGN was the first to broadcast a national political convention.

On the West Coast KPO chalked up many firsts: the first to broadcast grand
opera from the stage; the first to organize and maintain its own symphony
orchestra; the first to broadcast the play-by-play of West Coast baseball games.

In 1922 the first issue of the first radio magazine appeared: Radio Broad-
cast. It predicted that before the market became saturated there would be
at least five million radio sets in the United States. Some readers were skeptical
of such optimism and said so in letters to the editor. It is to be hoped that the
skeptics lived at least until 1966 when there were 242 million sets in use in the
country, in addition to the many millions of television sets.

Talent Stages a Rebellion

Radio was originally conceived as a device for inducing more and more people
to spend more and more money to buy more and more receiving sets, And it
succeeded in doing just that. But then a revolution broke out. At first talent
had been unpaid. Singers, actors. actresses, ventriloquists, impersonators and
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musicians were persuaded that the prestige and publicity resulting from an
appearance on the air made it well worthwhile, without any other, more tangible
compensation. This was just as well, for there was no income whatsoever in
the beginning to pay for anything. Then one by one many artists decided to re-
volt. As one singer put it:

“Prestige doesn’t buy the baby shoes!”

When talent insisted on being paid, and other expenses mounted, some way
had to be found to foot the bills.

WEAF Tries Passing the Hat
When WEAF, financed by A.T. & T., went on the air in 1922 in New York with

the most expensive equipment yet seen, it frankly — and rather daringly —
billed itself as “a commercial station,” meaning that its time could be pur-
chased. But while waiting for sponsors, WEAF also tried passing the hat by
appealing to the public for voluntary cash contributions. The response was so
feeble that all the contributions received were returned.

When WJZ’s annual budget hit $100,000, one of its parents, RCA (the other
was Westinghouse) conceived the idea of financing radio by assessing manu-
facturers of receivers, and dealers, a certain small percentage of their annual
profit. This scheme also fell through.

Then “narrowcasting” was proposed. A coin box would be attached to the side
of each set. Radio waves would be fed into the home over telephone lines. When
the collector came to empty the coin box once a month, he would disconnect the
radio if proper payment had not been made. This idea was likewise dropped.

A trade journal carried a long pro and con article about advertising on the
air, under this headline:

SHOULD RADIO BE USED FOR ADVERTISING?

When Secretary of Commerce Herbert Hoover heard that some radio stations
were considering advertising he made this unqualified statement :
“The American people will never stand for advertising on the radio.”

Papers & Magazines Hit

The circulation of both newspapers and magazines was dropping, due to
the fact that so many people were spending so much of their leisure time “try-
ing to see what we can get”. Yet the advertisers were still using the papers
- and magazines, along with billboards and even banners hung from the under-
side of balloons.

Various radio stations now began taking money from various sources under
various guises. but WEAF was the first (as far as any communications historians
know) to put a full-blown commercial on the air. It was done, of course, in a
most dignified and subtle manner. The sponsor was the Queenshorough Corpora-

tion of Jackson Heights, N.Y.
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The First Commereial

At 5.15 p.m. on August 16, 1922, the WEAF announcer said:

“Ladies and gentlemen: this afternoon the radio audience is to be addressed
by Mr. Blackwell of the Queensborough Corporation, who, through arrange-
ments made by the Griffin Radio Service. will say a few words concerning
Nathaniel Hawthorne and the desirability of fostering the helpful community
spirit and the healthful, confined home life that were Hawthrone ideals. Ladies
and gentlemen, Mr. Blackwell.”

Mr. Blackwell then pontificated as follows:

It is fifty-eight years since Nathaniel Hawthorne, the greatest of American
fictionists, passed away. To honor his memory, the Queenshorough Corporation,
creator and operator of the tenant-owned system of apartment houses at Jackson
Heights, New York City, has named its latest group of high-grade buildings
“Hawthorne Court.”

I wish to thank those within the sound of my voice for the opportunity afforded
me to urge this vast radio audience to seek the recreation of God’s great outdoors!
There should be more Hawthorne sermons preached about the inadequacy and

general hopelessness of the congested city home. . . . Imagine a congested city
apartment lifted bodily to the middle of a large garden within twenty minutes’
travel of the city’s business center . . . Dr. Royal S. Copeland, Health Commis-

sioner of New York, recently declared that any person who preached leaving the
crowded city for the open country was a public-spirited citizen and a benefactor to
the race. Shall we not follow this advice and become the benefactors he praises?
Let us resolve . . .

It went on and on for a full ten minutes. The Queenshorough paid $100
for that first ten-minute commercial and $100 for each of four more that fol-
lowed. Apparently the results were good, for WEAF before long had several
other accounts. Mr. Hoover turned out to be only partly right. WEAF’s audience
mail contained some complaints, but within four months WEAF had sixteen
clients, including an advertising agency, several department stores and even

the YMCA.
The Networks Are Born

In the early days radio stations were like islands in a vast sea, unconnected
with each other in any way. WEAF became the pioneer station in remotes,
taking its equipment to Chicago to cover the Princeton-Chicago football game,
then sending the broadcast over telephone lines to its transmitter in New York
for airing. This led WNAC, Boston, to suggest that WEAF and WNAC feed
programs to each other by telephone lines, to be broadcast simultaneously. It
was done in January, 1923. By a slight stretch of imagination this can be called
the birth of the networks. It was not very successful, because AT & T at that
time did not have the high efficiency cable required to give such broadcasts
any fidelity. So another hookup was tried: WEAF, NY; KDKA, Pittsburgh;
KYW, Chicago; WGY, Schenectady. This time the results were better.
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Thomas Edison broadcasting over NBC, 1928.
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In 1925 twenty stations were hooked together by telephone lines for a speech
by President Coolidge. This was really the start of the networks. The next year,
on November 15, NBC was inaugurated. The greatest cost in setting up the net-
work was the cost of buying a New York outlet, a million dollars being paid to
AT & T for WEAF,

CBS came along in 1927, Mutual in 1934, and in 1943 NBC sold its Blue
Network. which became ABC.

From Cigars to CBS

Those are the bare facts of the birth of the great networks which today still
dominate both radio and television in America. But behind the vital statistics are
some stories, egsier to remember and more illuminating. Take the way CBS
was born.

Major White, the man who had broadcast the Dempsey-Carpentier fight, and
three of his friends formed a small chain of stations to compete with NBC, which
they eventually called the Columbia Phonograph Broadcasting System. One
of their few network sponsors was the Congress Cigar Company, whose 27-year-
old advertising manager, William S. Paley. was so worried about the popularity
of cigarets and what it was doing to the cigar business in general and La
Palinas in particular that he decided to try radio advertising for 26 weeks.
(La Palinas were the Congress company’s leader.) The results of the radio cam-
paign were so astounding (sales spurted from 100,000 to 1,000,000 per day) that
Paley raised $400,000 — a rather paltry sum — among a few friends to buy the
network. That year CPBS had sold a mere $72,500 worth of time, much of it to
its new president’s cigar company. Almost at once the No. 2 network’s sales
started up. Today they run into the hundreds of millions of dollars a year.

Stunts Galore

In some ways the 1920’s constituted a mad, crazy era. In addition to the
serious firsts. there were stunts. When radio men found how easy it was to do
remotes (broadcasts away from the studio) they took their microphones to the
oddest places they could think of, to do the weirdest pickups they or their
special events directors could dream up. Some were pretty ridiculous. An in-
terview with a monkey in the zoo. The sound of an egg being fried on a cement
sidewalk on the hottest day of the year. An interview with a Pulizter Prize
winner in a hotel men’s room.

One station interviewed a French sirip-teaser at great length on what she
thought of nuclear science, which was not much, and a nuclear scientist on
what he thought of strip-teasers, which was more complimentary.

WOR broadcast a wedding from a plane circling over New York City, the
wedding march being played in the studio and picked up on a radio in the
plane.
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WTMJ, Milwaukee, Wis., picked up deep-sea divers working at the hottom of
Lake Michigan.

Another station loaded two small pianos and two small pianists into a
private plane and gave its listeners the first two-piano concert ever broadcast
from a plane.

Stoopnagle and Budd were taken aloft. each in a different plane, and did
their comedy act in the clouds for the benefit of the radio audience, not even
within screaming distance of each other.

These were, indeed, the mad. crazy vears. Radio was young and radio was
lusty. But radio was on its way, soon to become a force that would win the
respect of good men, the fear of villains, and the dollars of those who had
something to sell,

HORNEDA.  AirConcert .
DTN “Picked Up”
mewsee- | o By Radio‘Here

en Stock Patterns of
nerware~25% Off

. L & -

Victrola musie, ‘played into
the air over a wireless tele-
phone, was ‘picked up” by

YT listeners on the wireless re-
L celving station which was
.o recently installed here for

e e s & patrons interested in wireless =
(bl sale at the same redacion experiments. The concert was

e W heard Thursday night about
10 o’clock, and continued 20
minutes. Two orchestra num-
_bers, a soprano solo——which,
rang particularly high 6 and
clear through the air—and a
juvenile “talking plece’ con-
stituted fhe program.

The music was from a Vie-
trola pulled up close to the
transmitter of & wireless tele-

o E.“”"m-”“‘"‘ h phone in the home of Frank
C rempcmm Conrad, Penn and Pecebles
CH&aY W] avenues, Wilkinsburg. Mr.

B Conrad is a wireless enthusi-
| LM ast and “puts on” the wireless
concerts periodically for the
L. entertainment of the many
If people in this district who

- V-I F 4{" 4 have wireless sets,
This advertisement is believed to be the first ever placed in any publication anywhere
to advertise radios, price §10. Notice the strange synonym used for the verb broadcast,

a word then not yet invented.

*Prcked Up”
i« By Radio Here
P o




23

.

Radio:
The Mature Years

C( hat a joyous, wonderful world radio created for America in the 1930’s!
There was something for everyone; melodic music or Beethoven; grand opera
or soap opera; dance bands that played it soft and sweet; singers who crooned
it or belted it out; quiz shows that sparkled with fast repartee; sophisticated
comedy or pure nonsense; documentaries that came to grips with the funda-
mentals of life; serious-minded commentators who warned of the direction in
which the world was heading; radio reporters who took their microphones
into the chancellories of the world and let the damagogues show themselves up
for what they were.

In the 1930’s American radio began to be mature.

The decade started off grimly, with the country in the slough of the worst
economic despond it had ever known. Then onto the political stage stepped a
candidate for the Presidency who had not only a captivating personality but a
voice that had the power of penetrating deeply into the hearts and minds of
listeners. Because an overwhelming majority of the press was opposed to him,
Candidate Franklin D. Roosevelt began making use of radio. As he traveled into

38 of the 18 states — to dispel rumors and half-truths about his physical
condition — his aides made certain there was always a microphone in front of

him. even when he spoke extemporaneously. Gradually he and those directing
his political life became aware of the tremendous power of this new medium and
made ever-increasing use of it. The election resulted not only in victory for the
man with the golden voice (Roosevelt, 472 electoral votes; Hoover, 59), but
it increased prestige for radio itself in its struggle for recognition.

Three weeks before Roosevelt took office, the country was swept by a
banking panic. By inauguration day 5,000 banks were out of business. Thousands
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of unemployed men were standing in bread lines to get food for hungry families.
Many country men had lost their farms and many city men their homes, out of
inability to meet mortgage payments. Thousands of factories were closed. A
great pall of gloom hung over America.

A Voice Did It

On inauguration day the Washington sky was gray. Now and then rain pelted
the crowds. Bareheaded, with jaw firmly set, Roosevelt was sworn in and then
addressed not only the thousands of people on the crowded Capitol grounds, but
millions clustered around radios all over America, who were waiting to hear
what might be in store for them and the country.

“This is a day of national consecration. . ..”

His voice was strong and inspired confidence, whatever he might say.

“So, first of all, let me assert my firm belief that the only thing we have to
fear is fear itself — nameless, unreasoning, unjustified terror which paralyzes
needed efforts to convert retreat into advance.”

Gradually, as he talked on and on, a miracle occurred across the country.
Millions of people began to take hope. Backs straightened. Despondency gave
way to new resolve. That night nearly five hundred thousand people took pen or
pencil in hand, or sat down to typewriters, and sent the man in Washington
letters of congratulation, praise and thanks.

My Friends . . . . .

But it was to get worse before it got better. Two days after his inauguration
Roosevelt declared a “Bank Holiday,” closing every bank in America. None could
reopen until Treasury officials examined the books, and supplied enough liquid
assets to withstand any run. In the large cities police leaves were cancelled.
Some people were whispering a terrifying word: “Revolution!”

On the night of March 12, 1933, the President, surrounded by his advisors —
now nicknamed by reporters “the Roosevelt Brain Trust” — sat at a table covered
with microphones in the diplomatic reception room of the White House (the
Oval Room) and when a radio engineer gave him the go-ahead signal leaned
forward and in his warm, confiding voice began:

“My friends . . . .”

His audience that night was estimated at 60,000,000, by far the highest ra-
ting any radio program to date had achieved — sixty million nervous, worried
Americans.

“I want to talk to you a few minutes . . . .”

“It is your problem no less than mine . . . .

“Together we cannot fail . . ..”

Herbert Hoover while in the Presidency had delivered a total of 95 radio
talks, but this was the first broadcast from the White House to which so many
millions of people had listened so intently.

29
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The Merit of the Microphone

Harry Butcher of CBS, nicknamed that talk a “Fireside Chat.” The name stuck
and was used for all other talks from the White House made by this man who real-
ly understood the merit of the microphone.

The talk on March 12 did much to still {fear, but the struggle had just begun.
Action had to supplement words, and so the New Deal was born. It involved
drastic remedies for the virulent disease that now infected the body politic.
Opponents would call some of the remedies “socialism” — and worse. It was a
program that needed to be sold to the American public. There was only one way
to do it. Despite the defeat the press had taken at the polls, most papers were
still as hostile as ever to FDR. So he took to the air again and again — seven
times during his first term — seven Fireside Chats. In his calm, inspiring
voice he would explain the problem, outline the New Deal remedy, and ask
the people for cooperation. Most listeners got the impression that he was right
in their living room, talking intimately to them — giving them a personal re-
port. So they listened, then gave the support he asked.

Radio’s Power Proved Again

Overwhelming proof of the power of radio in the hands of someone who
understands how to use it came in 1936. With many metropolitan papers still
in opposition, the President won re-election by a landslide. (Roosevelt, 523
electoral votes; Landon, 8.)

When FDR broke with tradition and ran for a third term, he won by 449
electoral votes to 82 for Wendell Wilkie, which led the trade paper Variety to
comment:

Unquestionably the biggest figure in all show business of 1940 was FDR,
whose radio rating hit a new high with a Crossley rating of 38.7. His election
for a third term demonstrated as nothing else could, the power of American radio.
More than a political contest, the 1940 election was a battle between newspapers
and radio to test which medium exercised the greatest influence on the American
public. When the papers lined up almost 90 per cent solidly against the third
term, Roosevelt took his case to the people by the airways. Newspapers denied
that the victory had been a clear cut one, claiming that the Roosevelt voice
and personality was as much of a factor in the victory as the medium of radio.

Two other world figures also discovered the power of radio in the 1930’s,
Benito Mussolini, former schoolteacher and newspaper editor, and Adolf Hitler,
former paperhanger and house painter.

He Made Radios Tremble

Benito was a master of dramatic poses, the jutting jaw, the clenched fist,
and theatrical actions. He considered himself the greatest Latin orator since
the Caesars. Often when he worked up to a great crescendo, radios all over Italy
would vibrate until it seemed that they were about to explode with excitement.
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Hitler and Mussolini both preferred addressing a mass of people from a bal-
cony. But both were smart enough to realize the power of radio and see that a
microphone or two was always present. The Nazi leader again and again tried
to soften up some country he was about to take over by propaganda spewed into
radio microphones.

Mussolini did one broadcast to America in English, in the 1930’s. It was
arranged by the Hearst organization as promotion for a series of signed articles
Mussolini had written for the Hearst papers. In preparation for the talk, Il Duce
{the Leader), as the ltalians called him, took daily English lessons for months
from an English lady residing in Rome.

Radio as a Revolutionizer

Great changes in the life pattern of mankind have resulted from each ad-
vancement in methods of communication. After hieroglyphics made it possible
for people to write as well as speak, nothing was ever quite the same again. The
invention of papyrus, paper, movable type, the telephone and the telegraph —
each one reshaped the pattern. Inthe 1930’s radio, even more suddenly and more
drastically than those other inventions, made over modern man.

Nothing, not even the advent of the automobile and the airplane, obliterated
state boundaries as radio did. Now people in isolated parts of the country who
did not know a scherzo from a czarda were at least exposed to fine music. Peo-
ple who lived a two-day train trip from the nearest legitimate theater were
able to listen to great drama. Information, entertainment and culture suddenly
were within the reach of all, merely by turning the dial of their radio. No
invention in history had ever served as such a leveler. Poor and rich alike,
city man and country cousin, white-collar clerk and factory worker in overalls
were all now listening to the same programs, laughing at the jokes of the same
comedians, dancing to the music of the same bands, becoming sentimental over
the songs of the same crooner, growing a little nervous over the news reports
of the same foreign correspondents.

Of course everyone had his favorites. Within each category there was plenty
of variety.

The Happiness Boys

The first radio comedian was some anonymous vaudevillian who stepped up
to a microphone and told a joke. The chances are that few people heard him,
fewer laughed, and no one remembers his name. But on October 18, 1921,
WIZ put on radio’s first scheduled comedy program. Ernie Hare and Billy
Jones, without scripts or even notes, sang songs and told jokes for an hour and
a half — 90 minutes non-stop. Fan mail poured in and soon they went on
WEAF as the Happiness Boys, sponsored by the Happiness Candy Stores, the
first team to use a name on the air tied up with the sponsor. Their contract was
for five weeks. They stayed on the air eighteen years, the first five and a half
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for the same sponsor. They always signed off by singing a jingle that became
so much a trademark that school children sang it:

How do you do, everybody?
How do you do?

Don’t forget your Friday date,
7:30 until 8.

How do you do, everybody?
How do you do?

Once they did a song about a four-leaf clover so effectively that within a
few days their fan mail brought in enough real four-leaf clovers to paper the
walls of the studio.

Amos and Andy

Then there was the team of Freeman Gosden and Charles Correll, whose first
broadcasting job was singing songs and telling jokes on WGN, Chicago, from
10 a.m. until 2 a.m. the next day as Sam ’'n’ Henry. Because the station owned
title to the names, they had to think up something else to call themselves when
they switched to WMAQ, Chicago, so they became Amos and Andy. Soon
they were on 45 stations.

By 1929 their annual earnings were $100,000. The expressions they coined
became part of the everyday language of the 1920’s and 1930’s: “I’se regusted!”
and “Check and double-check!” Their humor was droll, slow-moving, with few
belly-laughs. But their appeal was universal. Children enjoyed their black-face
impersonations. University professors found them refreshing. For four years
there was a standing order at the White House that President Coolidge was not to
be disturbed while “the program is on.” He was not the only one. All over the
country were people who refused to answer telephones or doorbells between 7:00
and 7:15 p.m. EST, for fear of missing some of the conversation of the Kingfish,
Madame Queen, Lightnin’ or Amos and Andy, owners of the Fresh Air Taxi
Company.

There were other teams: Fibber McGee and Molly, who kept the same sponsor
for fifteen years; George Burns and Gracie Allen, who started in radio in 1932
and eventually carried over into television; and Lum and Abner, one of the most
popular CBS programs.

Cantor, Bergen, McCarthy, Berle

Also there was Israel Iskowitz, who took the name Eddie Cantor. His first
broadcast was on a New Orleans experimental station singing W hispering. A
Methodist minister in Athens, Tenn., used to advance the hour for evening ser-
vices so he and his congregation need not miss the Eddie Cantor program.

And Edgar Bergen, who started his ventroloquistic career playing voice-
throwing tricks on his mother. During his last year in high school he paid




58 ENCYCLOPEDIA OF RADIO AND TV BROADCASTING

Wynn, who became famous as
“The Texaco Fire Chief”.

Amos ‘0’ Andy

Jimmy Durante, the famous “Schno-
=ola”.
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$35 for a dummy that became Charlie McCarthy and helped him earn his way
through college. By 1941 he and his sophisticated companion with the top hat.
monocle. and white tie were drawing $280,000 a year from Standard Brands,
their sponsor. Charlie’s classic that swept the nation was his growl: “I’ll murder
you! Ya, so help me, I’ll mow you down!”

And Milton Berle, born in a Harlem tenement to an invalid father and a
mother who was a detective in a department store. He began his career when
he won an amateur contest impersonating Charlie Chaplin. He relished his re-
putation as a gag-stealer. One night he opened his network program saying:
“I listened to Jack Benny on the radio last night. He was so funny I dropped my
pad and pencil.”

Crosby and Benny

Bing Croshy, christened Harry Lillis Croshy, got his nickname as a child
playing cowboys with a broomstick for a horse and shouting “Bing!” at the top
of his voice. In his first theatrical role he played the corpse in Julius Caesar
and delighted the audience by coming to life as he jumped up to dodge the de-
scending curtain.

Jack Benny’s stock-in-trade was his reputation of being the stingiest man
in the world. He once described the character he had created for himself as “a
little bit of everybody. including yourself.” Happily he made himself the whip-
ping boy of the airwaves. He summed up his philosophy as a comedian saying:
“The audience sees in us themselves. If someone pulls a gag on me about my
having false teeth, 98 per eent of the audience with false teeth laugh. The other
two per cent would, too, if only their gums weren’t so sore.”” He had one
firm rule: “If it hurts anybody it isn’t funny.” His first appearance, on March
29, 1932, had been on Ed Sullivan’s talent show.

Hope, Wynn, Skelton

Bob Hope was a master at ad lib, yet he hired half a dozen gag writers to
work on his program. One contract paid him a million dollars a year. Born in a
London suburb he emigrated to Cleveland, where at first he taught dancing. He
was 30 years old before he made his first radio appearance. His stock-in-trade
was making himself the butt of his own comedy situations, and feuding with
rivals. Example: on emerging from his home he bumps into mailman with a
hand truck loaded with mail sacks.

“Fan mail, no doubt?”

“Yes . . . for Crosby.”

“If they’re for Croshy they must be girdles!”

Some of the stars twinkled brightly in the sky for a year or two or three
and then faded. For a brief time fans across the country were imitating Jack
Pearl’s characterization of Baron Munchausen (“Vas you dere. Sharlee?”)
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Then Joe Penner’s great question: “Wanna buy a duck?” became part of every-
day slang.

More popular comedians also manufactured catch phrases. Red Skelton con-
tributed: “l dood it!” Ed Wynn, as the Fire Chief, could say “Soooo-0-0!” in
a manner unique. Duffy’s Tavern was so popular that everyone recognized

“Duffy ain’t here. Oh hello Duffy!”
Music, Music, Music

Some of the orchestras America danced to in those days, thanks to radio,
were Fred Waring’s Pennsylvanians, Rudy Vallee’s Connecticut Yankees, the
Cliquot Club Eskimoes, Spitalny’s All-Girl Orchestra (with Evelyn and her magic
violin, Evelyn being his wife), and bands led by Tommy Dorsey, Benny Good-
man, Glenn Miller, Paul Whiteman, Horace Heidt, Sammy Kaye, Ben Bernie,
Abe Lyman, and Rubinoff and his violin. (In the beginning Waring and his
band played for $1 apiece per night. They wound up grossing a million dollars
a year.)

Overly plump Kate Smith, who had started out as a nurse, sang her way into
the hearts of people all over the country, men, women and children alike. She
capitalized on her weight. Once she summed up her professional philosophy thus:
“I like to sing songs that everyone can understand and enjoy. [ feel I'm making
people a little happier, especially people in trouble.” Her drawing power was
such that she once increased her sponsor’s coffee sales up by 25 per cent — to
four million pounds a week.

More serious singers found favor, too. Lawrence Tibbett, son of a California
sheriff killed in a duel with cattle rustlers, went into radio at the age of 29
on NBC, then switched to CBS. Although an opera singer, he liked to sing cow-
boy ballads, negro spirituals, and songs out of Tin Pan Alley, especially American
songs by American composers.

Music Appreciation

To prove that radio could be cultural, NBC in 1926 presented Serge Koussevit-
sky conducting the Boston symphony. It was the first time any network had ever
broadcast such a concert. The audience that listened was estimated to top a
million. Then it employed Walter Damrosch, conductor of the New York Sym-
phony, as its music counsel and gave him network time each week for a Music
Appreciation Hour. CBS countered by taking on Deems Taylor, composer and
music critic, to do the same on its network.

Then there was Nelson Eddy, one-time telegraph operator, cub reporter and
choir boy, who became the great radio star of light classical music. And Milton
Cross, the announcer with the great round voice and an amazing command of
foreign languages and tongue-twisting musical names.

The 1930’s saw the rise of a whole battery of news commentators who would
help shape the thinking of Americans on world affairs. H. V. Kaltenborn {origin-
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ally von Kaltenborn), the dean, was credited with a radio “first” when he broad-
cast a Spanish Civil War battle while hiding in a haystack, caught between the
fire of Loyalist and Fascist troops.

Murrow, Shirer, Howe, Davis

Edward R. Murrow, who started out as CBS director of talks and education,
became European director for CBS, then began his on-the-air career broadcasting
the Austrian anchluss in 1938.

William L. Shirer, who first went to Germany in 1925, reporting the rise of
the Nazis for CBS.

Elmer Davis, whose Hoosier twang and quiet wit made him a favorite across
the country.

Boake Carter, who analyzed the news in a cultured and rather Oxford or Cam-
bridge manner.

Quiney Howe, who had been an editor and author before coming to radio.

Fulton J. Lewis Jr., who pleased conservatives and angered others with his
virulent attacks on people and ideas that displeased him.

There were other news men, not exactly commentators, who informed, educated,
entertained, shocked or comforted their audiences:

Gabrie] Heater, who built up an immense following because so many people
liked his cheerful opening: “There’s good news tonight!”

Drew Pearson, keyhole journalist, who talked as fearlessly on the air about
scandal in high places as he wrote it in his newspaper column, Washington

Merry-go-Round.
Winchell, Thomas, McNamee, Gibbons

Bombastic Walter Winchell, who could make the most trivial piece of news on
a dull Sunday night sound world-shaking, with his clattering telegraph key in
the background and his staccato delivery as he half-snarled into the microphone:
“Good evening Mr. and Mrs. North America and all the ships at sea. Let’s go to
press!”

Suave Lowell Thomas, who “read the news,” specializing in exotic stories
from bizarre places.

Graham McNamee, who was called “radio’s first reporter.”

Floyd Gibbons, with a patch over one eye because of a World War | wound,
about whom it was said “No war is official until War Correspondent Floyd
Gibbons arrives,” heard nightly over WEAF on the Literary Digest Hour.

Intellectual Fare, Too

Some people in the 1930’s would rather have missed eating than miss listening
to Information Please, a program in which the emcee, Clifton Fadiman, and
the unpredictable Oscar Levant, the erudite Franklin P. Adams. the sports-wise
Walter Kiernan and a guest defied listeners to ask them questions that some one
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of them could not answer. In the course of the half hour there was always a
great deal of lively repartee,

Also, for the serious-minded, CBS and NBC put on such programs as the
University of Chicago Round-Table, Invitation to Learning, American Town
Meeting of the Atr, the People’s Platform — all of them designed to increase
knowledge. stimulate thinking. and promote discussion. As a result of network
promotion. 15,000 discussion groups were organized around the country, made
up of people who listened to the broadcasts and then, after sign-off, held their
own group discussions of the subject. The Round-Table ran for 22 years without
interruption. It was almost all talk, with no attempt at showmanship or theatricals.
It set a pattern for intelligent adult discussion of a wide variety of pertinent
subjects.

The Quiz Kids were in a class by themselves. They were child prodigies
ranging in age from six to fourteen, who fielded questions that would have
stumped most intelligent adults, even university professors. On one occasion
they competed on the air with three United States Senators. U. S. Supreme
Court Justice Douglas acted as referee. The evening’s competition ended in a
tie — so Justice Douglas decided. Judging by the audience reaction, even those
represented in the country’s highest legislative body by the three distinguished
Senators were not bothered at their inability to out-answer the Quiz Kids.

Time Marches On!

Radio documentaries were born in the 1940’s. Actual events were often re-
enacted, with actors and actresses taking the roles of such people as Hitler,
Mussolini, Roosevelt and Stalin. The best was March of Time, which appeared
as both a radio feature and a motion picture, with Westbrook Van Voorhis
powerful voice declaring in unforgettable tones: “Time marches on!”

The success of such network programs encouraged individual stations to
write and produce their own documentaries about socially significant local
problems, and these programs often succeeded in arousing public demand for
reform.

Washboard Weepers

This was also the era of soap operas. Born in Chicago, they were properly
called “daytime serials” but in the business they were often referred to as
“washboard weepers.” They poured like a torrent from the Merchandise Mart and
the Wrigley Building, pursuing each other in almost endless succession over all
the networks.

Each program ran for twelve minutes. leaving two and a half minutes for the
commercials, which were generally about soap in one or another of its various
forms. The top listening audience for a soap opera was 20 million. which was
not great. as radio audiences went in those days. but almost all 20 million were
women who were regular purchasers of — soap.
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At the peak of their popularity there were close to a hundred of these daytime
serials, all of them designed to bring vicarious romance and adventure into the
lives of women presumably bored with the routine of housekeeping. or to tell them
stories of troubles and problems so much worse than their own that they would
consider themselves lucky, no matter what their own life might be like.

Everybody Faces Life

The titles alone were clues to the content: Against the Storm, the Guiding
Light, Portia Faces Life, the Right to Happiness. Ma Perkins, John’s Other Wife,
Young Widder Brown. the Romance of Helen Trent. Mary Noble. Backstage
Wife, Big Sister, Vic and Sade, Just Plain Bill, Road to Life.

As uninspired and maudlin as most of them were. and as badly written as
some of them were, they were generally well acted and well produced. Proof
was in the illusion of reality they succeeded in creating. Millions of letters
a year were sent in by listeners who wrote directly to the characters in the
radio serials as if they were real people. The letters offered advice, warned
of how to avoid further trouble, criticized or praised decisions, and in the case
of an actor who appeared on two different serials, married in both cases, the
letters indignantly accused him of bigamy. insisting that he must quickly rid
himself of one of his wives.

Soap operas dominated daytime radio for many years. At one time NBC in the
afternoon had twelve soap operas back-to-back, and CBS was almost as obsessed.
Sponsors paid upwards of $35 million annually for these show windows for
their products.

Soap operas gave the language of Radio Row an expression still in use on
television as well as radio: cliff-hangers, meaning “‘a serial dramatic program
played at a high pitch of excitement on a strong note of suspense.”

Grim, Ghastly, Grisly, Gruesome

No situation was too grim, no tragedy too gruesome, no problem too hope-
less for the soap operas. Day after day they dealt with greed. suicide, insanity,
jealousy, alcoholism, hopeless domestic situations. arson. adultery, and as-
sorted sin. major and minor. Some of the soap operas seemed designed to prove
that there was nothing within the experience or even the imagination of the
female listener as grisly or as grim as what was about (cliff-hanger!) to befall
poor Portia, or noble Mary Noble.

Of course they also talked a great deal about love in its manifold mani-
festations (mother-, carnal-, unselfish-, unrequited-. puppy-, and romantic-.)
There were also frequent references to furs and riches, handsome men with
titles and castles abroad, the glitter of Broadway and the glamour of Hollywood.

For the Men: Wrestling

Then there was wrestling. What many men thought about their wives’ soap
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operas, many women thought about the wrestling programs their husbands tuned
in. Of all the legitimate sports, wrestling was about the last that should have
attracted broadcasters, for when indulged in honestly, there is relatively little
action and the whole proceeding is inclined to be as tedious as a chess match to
everyone but those vitally interested. But in the 1930’s promoters put a
hypodermic needle to it. What resulted was a great deal of savage fakery,
phony theatricals, and melodramatic but manufactured mayhem. Thus wres-
tling found its way onto radio and later into television.

Fame & Fortune for Announcers

The 1930’s were mad, wonderful years along Radio Row. The depression had
come to an end. Network and station income was going up and up. In 19306, for
example, NBC’s gross was $3. million; CBS’s, $23 million. Talent fees had
grown astronomically. Or so it seemed then. Major Bowes, who made dreams
come true for amateurs seeking a career, was getting $3,600 per broadcast;
Eddie Cantor, $7,500; Kate Smith, $8,500. Such announcers as Jimmy Wall-
ington, Phillips Carlin, Ted Husing, Milton Cross, Norman Brokenshire and
Graham McNamee were gaining fame as well as fortune.

In the 1930’s singing commercials suddenly made their appearance, causing
a storm of protest from certain quarters, but many were so contagious that soon,
often against their will, people were singing or humming about double this and
double that, how V-8’s go and go, how Pepsi hits the spot, and something about
not putting bananas in the icebox.

For years — from the very beginning — everything on the networks and on
most stations had been live. NBC had the strictest rule. Even President Roosevelt
during his first two years in office was unable to record his Fireside Chats.
But in 1931 the ban was lifted and NBC offered its stations electrical trans-
scriptions of programs originating in its studios. The way was now open for
the eventual use of the mass of recorded material that today is on networks
and independent stations alike.

The Saga of the Singing Mice

Some of the madness of the 1920’s continued on until the start of World War
I1. A. A. Schechter, NBC’s director of news and special events, devoted fourteen
pages of his book of reminiscences, I Live on Air, to his experience in arrang-
ing an international singing mice competition over the network.

One news story about the contest said NBC had screened 32,000 mice in select-
ing those with sufficient singing ability to qualify as title contenders. All
stations on the NBC network were involved. After it was all over Director
Schechter summarized:

“One reason the International Singing Mouse Contest (sometimes the title
used mice, sometimes mouse) was considered a success was because announcers
in many cities did a grand job of keeping the radio audience entertained. Their
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observation train that followed the shells down the river. so NBC chartered a
plane, broadcasting from just over instead of just beside the racers. NBC had
paid $10,000 for the exclusive broadcasting rights to all national track meets
for four years. On the day of the annual National Amateur Athletic Union
Track and Field Meet, Ted Husing, CBS sportscaster, persuaded the pastor of a
Lutheran Church located on the edge of the athletic field to permit him to erect
a platform on the roof of the church school from which to broadcast as he
watched the meet through' binoculars. Schechter later admitted in print that
he had seriously considered hiring a brigade of small boys to try to blind
Husing by shining hand mirrors into his eyves, but finallv decided against such
extreme tactics.

The vendetta went on for years. Occasionally it even made the papers. This
from the New York World-Telegram:

THAT SPORT BROADCAST FEUD AGAIN

Yesterday WABC (CBS) issued bulletins on how it had shouldered NBC out
of the National Open golf tournament this week-end and how good the broadcast
would be. Today NBC comes hack with counter bulletins on what NBC stations
are doing on sports events that WABC can just try and get into. Starting with
the Louis-Braddock fight June 22, NBC lists everything down to a dog sled derby
up in Canada next winter.

This battle to get exclusive rights to sports events is one fight, for a change,
from which listeners will benefit. The fan will be assured of coverage on one net-
work and the non-fan won’t find his whole radio schedule cluttered up with golf
or corn-husking on all stations.

Then Came REAL War

With Germany’s invasion of Poland and the start of World War 1i, American
radio became more mature than ever. Entertainment programs were not can-
celed, but now news was treated by network officials as an express train is by
railroad dispatchers: it got priority over everything. In network news rooms,
emergency cut-in equipment was installed. By pressing a large red button,
a news man could interrupt any program on the air so he could send a flash or
a bulletin out across the country.

As one European country after another fell to Hitler's Wehrmacht and Luft-
waffe, Americans began to spend more and more time at their radios, listening
to news commentaries, overseas pickups and roundup shows. Would London
be able to hold out, now that she was almost alone? Three young CBS men —
Murrow, Charles Collingwood and Bob Trout — began to build their reputa-
tions in blacked-out London. In Berlin, Bill Shirer, who had already written
Berlin Diary, between doing broadcasts that were masterpieces of fine reporting,
began filling his notebooks with material for what someday would be his great-

est book, The Rise and Fall of the Third Reich.
The Hunger for Insight

America, long accustomed to splendid and happy isolation, even during the
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vears when Hitler was making ready, was suddenly forced to take an interest
in what was happening in such places as Galicia. Hertzegovina, Dobrudja, the
Pelopenisus. Tobruk. Radio needed men who could do something more than
just “read the news.” So radio took men from the faculties of universities,
out of newspaper offices, from the press associations. CBS was the first net-
work to call its foreign correspondents in each night on a round-the-world-news-
roundup. Then NBC hired an erudite. bearded author and world traveler, John W.
Vandercook. to emcee its fifteen-minute nightly pickup of reports from abroad.

The Day That Lives in Infamy

Then came that awful week-end, when a Japanese fleet steamed to a spot
within 200 miles of Oahu Island and sent 360 carrier-based planes against
Pearl Harbor, where seven American battleships and 87 other American war-
ships were lying at anchor. It was Sunday afternoon. No newspapers until
the next morning. And so it was that the news came first by radio. For hours
and hours radio had the story all to itself. All afternoon, all evening and long
into the night millions of Americans stayed close to their radios listening to
the terrible details — 18 American ships sunk, 171 American planes destroyed,
and more than three thousand casualties.

WAR!

Because of the war a certain popular brand of cigarets was forced to change
its packaging and for months, morning. nvon and night, the radio public heard
the commercial:

“Lucky Strike green has gone to war!”

Radio’s First Big War

Broadecasting went to war, too, only the broadcasters didn’t talk as much about
it as Lucky Strike did. Networks and independent stations were all put on a war
footing. There was worry in some places about sabotage and subversion. A
radio station can easily be blown up. Or at least put off the air. So a system
of guards and passes was inaugurated. Most public participation shows were
canceled, for fear spies would convey secret information to the Nazis or the
Japanese by what they said into a microphone. Any guests who were to appear
on local or network shows were carefully screened. Transmitters were under
double guard, around the clock. FBI checks were made of all station employees.

On the positive side, radio began devoting more and more time to morale-
building programs, to scrap iron collections, to letters-to-servicemen campaigns,
to recruitment for the armed forces, and, especially, to the sale of war bonds.

$39,000,000 in 18 Hours

In those days Kate Smith did more than any other one person to prove the
influence of radio. On September 21, 1943, she began a marathon sale of U.S.
war bonds, announcing that she would work at the microphone uninterrupted for
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eighteen hours — from 8 o’clock in the morning until two o’clock the following

morning. And she did! Her regular schedule was one daytime program per day,
and one evening program per week. Her total weekly audience was estimated
at 44 million. Most of them listened to part of her marathon performance,
and many listened to it all. During the 18 hours she spoke for a minute or
two once in every fifteen-minute time segment, urging, begging, demanding
that her listeners buy war bonds. She told, in her own dramatic manner, of
sacrifices by soldiers she knew and generosity by civilians she knew. She
played on the themes of hate and of love. It was obvious to everyone that she
was not working from a script. Listeners felt. as they did whenever FDR
broadcast, that she was talking just to them. Often her voice broke with emo-
tion and when it did people at their radios all over America would swallow
hard or reach for their handkerchiefs. But they did more. By phone, telegram
and letter they agreed to purchase a grand total of $39,000,000 worth of war
bonds. Grand total. Grand performance. Grand woman.

H Hour of D Day

At 3:32:09 a.m. on June 6, 1944, from London, on all networks, came the
official announcement for which news men had been waiting all night:

Under the command of General Eisenhower, Allied naval
forces, supported by strong air forces, began landing Allied
armies this morning on the northern coast of France.

At 3:33:37 a.m. NBC Commentator Robert St. John gave the first network
comment:

“Men and women of the United States: this is a momentous hour in history.
This is the invasion of Hitler’s Europe. This is zero hour!”

There was need, now, of war correspondents who could and would keep talk-
ing while the bombs were dropping. Radio found them. Many did a magnificent
job of war reporting under almost impossible conditions.

War’s Best Broadecast

Radio was well represented at the invasion. The most notable broadcast (in
the opinion of war correspondents themselves) was done by George Hicks
of ABC from the deck of a ship crossing the English Channel in the invasion
armada. As bombs rained down from Nazi planes and as many vessels around
him were hit and sank, Hicks kept talking, giving Americans a sample of what
their sons in the invasion force were experiencing and giving it more vividly by
word of mouth than all the newspaper dispatches, magazines articles and books
that would be written could possible give it.

Radio lost one of its best voices when President Roosevelt drafted Elmer Davis
to head the Office of War Information (OW1), the country’s new propaganda and
counter-propaganda agency.
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Atomic Secret Well Kept.

In 194145 radio cooperated in keeping the secret of what the Manhattan
Project really was, and what was being constructed at Los Alamos, New Mexico.
Many radiomen knew more than they ever admitted — even to wives and sweet-
hearts.

In the spring of 1945 broadcasters took a mass of equipment with them to San
Francisco to cover the creation of the United Nations, most commentators ex-
pressing the hope of people everywhere: that the fifty original signatory nations
would do something — were doing something — to prevent it from ever happen-
ing again, for the world was indeed weary by 1915 of the sufferings and the
heartaches of war.

On the afternoon of April 13, 1945, the bells on printer machines in network
and station news rooms all over the country began to jangle, signaling that a
flash was up-coming. Then the electrically-operated keys tapped out the words:

FLASH ROOSEVELT DIES

It was difficult to believe. It was true that his photographs ever since Pearl
Harbor had shown him getting progressively older and weaker. Shots taken
at Yalta, with Roosevelt seated between Churchill and Stalin, should have given
the warning. Still it was hard to believe. Many a broadcaster that afternoon
was so personally affected that he had difficulty keeping up his running com-
mentary while waiting for more details from Warm Springs, where it had hap-
pened.

Those of us who put the flash on the networks and for the next eight or
ten hours stayed at microphones reading subsequent bulletins and dispatches,
remember best the story of Elizabeth Schoumatoff, an artist who was painting
his portrait as he suddenly fell over in his chair and whispered his last words,
just loud enough for her to hear:

“I have a terrific headache!”

Have No Doubts

Again and again that night we broadcast two sentences from the speech on
which he had been working just before his death — a speech he was to have de-
livered into microphones the next day:

“The only limit to our realization of tomorrow will be our doubts of today.
Let us move forward with strong and active faith.”

It was poetic justice that his first speech as President had contained the

13

immortal words: “. . . the only thing we have to fear is fear itself. . . .” and the
last speech should say: “The only limit to our relization of tomorrow will be
our doubts of today.”

Many programs were cancelled that day, that night and on following days,
and many commercials were eliminated out of respect for the man who had called

his constituents “My friends.”
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Godfrey’s Finest Hour

Hundreds of reporters covered the presidential funeral in Washington, writing
millions of words of description in newspaper stories and talking by the hour
into radio microphones. But the broadcast most listeners remembered best was
the one in which Arthur Godfrey. who had become the brightest radio star of the
1940’s, broke down as he described the simple, flag-draped caisson, drawn by
six white horses, moving up Pennsylvania Avenue.

In August, 1945, radio tried to explain to a stunned and bewildered public
what had been done at Hiroshima and Nagasaki, and why.

Peace, Isn’t It Wonderful!

In September, 1945, many broadcasters kept long vigils at their microphones,
talking, talking, talking, as they waited for rumors to turn into actuality — as
they waited for the positive flash that the most ugly war in the long expanse of
time had finally come to an end. It was an off-again-on-again mishmash, with
many false reports, conflicting announcements, bulletins, denials of bulletins,
confirmations of the bulletins, denials of the confirmations, and confirmations
of the denials. Many broadcasters ate and slept in or near their news rooms.
One veteran of several world wars and numerous minor national and inter-
national misunderstandings decided that in view of his own age and his certainty
that there could never possibly be another world conflagration, the surrender
of the Japanese and the end of World War 11 would be the last really big
story of his life, so he remained either on mike or within a few feet of
the emergency broadcast studio for 72 non-stop hours.

Then it finally came!

Just as most Americans had received the Pearl Harbor news by radio, so did
most Americans learn of the surrender and some days later of the surrender
ceremony on board the battleship Missouri over their radios.

The Transistor Revolution

One of the most important post-war developments for radio was the invention
of that small electronic device called a transistor that does the job of a radio
tube by amplifying the signal picked up by an antenna, although it is only
one-one hundredth the size and weight of radio’s early tubes. Now radios sud-
denly became small enough to put in a coat pocket, or in a lady’s handbag,
or to carry in the palm of the hand.

Thanks to transistors and car radios the actual or potential audience jumped by
millions. From now on, most Americans, wherever they might go, would never
be out of contact with their local radio station. In the car. a flick of a switch
would bring in the latest news from Washington, London or Vietnam, a report
on what the weather would be in half an hour, or a helicopter deseription of
traffic conditions a mile up the road. In the home, now, there would be at least
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Arthur Godfrey

two or three radios, plus another, perhaps, in the garage. There were transistor
radios to take swimming, or on a fishing trip into the north woods, or (and
some did!) to football games “in order to listen to some other game if this
game isn’t exciting enough” or (and some did) to take to a dance “in order
to listen to some other rhythm when this rhythm isn’t hot enough.”

At First, Panic

The transistor and the rise of television forced many changes in the world
of radio. At first there was mild panic. Television (detailed in the next chap-
ter) was a step-brother of radio, at first ignored, then just tolerated. But
as it grew and commanded more and more attention from its parents, it earned
the bitter resentment of radio. Why should radio’s profits be plowed into TV?
Why should the best talent leave radio for television? Why should television
get the spotlight of publicity, the praise, the attention, and the sponsors?

In some radio circles it was called “the monster”. Pessimists said radio was
finished: it could never survive. Others thought that all radio needed was great
imagination and a new look. For a few years radio was obsessed. Mad ideas were
tried. dropped, and then even madder ideas were conceived. One such was a sys-
tem of interviewing called “stop-start taping.” To save wear and tear on a star
interviewer — and thereby at the same time cutting down expenses — a stand-
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in interviewer would ask the questions and the interviewee, trying his best
to pretend that he was facing the star, would give the answers, which would
be recorded on tape. When the show went on the air, the star, trying her best to
pretend that she was facing a live guest and not just a piece of tape on a ma-
chine, would ask the question again and then the tape would give forth the
canned answer. On one stop-start show Margaret Truman was the star interview-
er; the guest with whom she was supposed to talk was Eddie Fisher, who, of
course, had recorded all his answers with the stand-in days before and probably
by now was on the other side of the continent. As the show opened Miss Truman
breezily announced:

“My star companion today is Eddie Fisher. Hi there, Eddie!”

Dead silence.

“Hi there, Eddie!”

More dead silence, for Eddie’s voice was caught somewhere in the tape ma-
chine in NBC’s Radio Central.

Even worse was the day Walter Kiernan was talking with an invisable, far-
away Rosemary Clooney, who had given all ier answers on tape days ago to
a stand-in.

“Did you and your sister Betty start in show business together, Miss Clooney?”
Kiernan asked.
Back from the machine came the sweet voice of Rosemary:

“I certainly do and so does Joe. 1t’s the only way to raise children.”
Needed, a New Diet

Radio had some bad times in the 1950’s and the 1960’s. Then the program
directors, station managers and network officials began to look at statistics
and the situation. Radio was not dying. Radio was not even a little sick. Radio
just needed a new and different diet.

In 1950 there had been fewer than four million television sets in use in the
country. By 1960 there were almost fifty million. It was logical to assume that
there had been a corresponding drop during the decade in the number of radios
in use. In 1950 there had been some fifty million radios in use in the U.S.A.
By 1960 the number was down to ... ? Down to almost 150 million! One hundred
and fifty million! Transistors had been partly responsible. And car radios.
And the custom of having one radio in the bedroom. one in the kitchen. one
in the basement workshop, one in the playroom and one out in the garage.
Plus, maybe, one more somewhere else. Also, now there were radios is such pub-
lic places as filling stations. small shops, the beauty parlor and the dentist’s of-
fice. In the 1960’s radios were outselling television sets two to one. A car
radio had become as essential a piece of automotive equipment as a tail light
or a rear-view mirror. Late in the 1960°s F.M. radios for automobiles further
increased the audience.
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Radio Is for News

And so network officials, station managers and program directors, on the basis
of all those statistics. hegan programming for the audience that actually existed,
rather than for an audience they thought they had lost. They began catering
to Americans on the move. Americans driving to work, Americans carrying
transistors along the beach. or having lunch at a drive-in, or walking to school,
or getting a permanent. or having a tooth filled.

Despite the brilliant performance of the Cronkites and the Huntley-Brinkleys,
radio remains much the superior medium for news. During the war and in the
post-war period, during Korea, during Vietnam, America got most of its news
and information from the radio. Television had done nothing to change it.
Networks and stations, aware of this, began giving their listeners more and bet-
ter news coverage — direct reports from where news was happening when it
was happening: fast interviews caught on the run with tape recorders, then
edited so that the embarrassing pauses, the inconsequential and the nonsense
were all eliminated before the interview was offered to listeners; wide coverage of
special events; frequent summaries of the news, for the benefit of those just
tuning in. Television with its cumbersome cameras, lights and sound equipment,
and the need of processing the film before it was of any value, might be able to
out-perform radio with an in-depth documentary. but it could never compete on
fast-breaking news. Neither could newspapers and magazines, with their rigid
deadlines and infrequent editions.

Yes, news was and is radio’s meat.

Accent, Flair, Dimension

Instead of 15-minute commentaries, as in the past, radio began putting on
three and a half minute and five minute news and background reports, each one
devoted to a single subject. Also, rather timeless one-minute spots covering de-
velopments in such fields as: Education. Health, the Lively Arts, the American
Scene, Behind the Headlines, Capitol Hill, This Modern Age, Women, the Business
World, Science. The very titles of some of these packaged programs offered
to network affiliates and independent stations were interest-compelling, even
exciting: Accent, Flair. Emphasis. Dimension.

Many program directors concluded that while there were some areas of shadow
in which the fields of television and radio slightly overlapped, radio was, is and
would remain the better medium of the two for talk, discussion, conveyance of
ideas.

Music with the Eyves Closed

Then there was music. How much does it add to the enjoyment of a great
symphony orchestra to be able to see the musician’s right hand every time
he strikes the big bass drum? Also. listening to music by radio. one could still
take a cake out of the oven, shave, or even read a book, without missing much.
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Recorded music could give all four members of a family (a family with four
transistors) the possibility of enjoying four different musical programs in four
different rooms of the house: a symphony, rock and roll, a crooner, and
something sentimental, all at the same time. over four different stations.

Sports (more and better coverage), stock market reports, instant weather,
and, latest of all, editorializing (to be covered in a future chapter) — these
were other answers the programmers gave,

Radio, well over its mild. temporary panic, became more vigorous, more
healthy, and more prosperous than ever. In 1945, when television began its
post-war growth. there were 943 licensed radio stations in America. By 1950,
two thousand. By 1960, four thousand. By the end of 1966, approaching six
thousand.

By 1966 there were 242 million radios in use in the country, with 31 million
additional receivers being sold per year. And the end was not in sight, for transi-
tors radios were being built into the brief cases of business men, into baseball
caps, into hunting costumes, into bedroom furniture and even into kitchen ap-
pliances. Soon no home would be up-to-date without a radio-in-your-toaster
and an electric stove that picks up FM music everytime the oven is turned on.

Now radio was more than ever Big Business. Spot radio income for 1965 was
a quarter of a billion (billion, not million) dollars. One sponsor (Colgate-
Palmolive) tripled its spot radio spending that year — from $1,721,000 to
$4.,335,000.

The Radio Advertising Bureau’s president, after a tour of major markets,
reported that radio was fast approaching the saturation point in spot avail-
abilities for national advertising, a rather complicated way of saying that any-
one who henceforth wanted to buy radio time for advertising purposes would
have to get in line.

The communications editor of The Saturday Review wrote:

The added income radio will get from its enormously widening audience will
mean added service to the listener, better programming, quicker pickups from every
corner of the earth — and nothing television can do will ever be able to compete
with radio for instantaneous communication. In short, radio is here to stay, as
much a part of the new American way of life as convenience food and color TV.

Speaking of some of the new concepts in programming, one radio-television
editor wrote:

Radio programming is now far better than it was in 1946; more honestly written,
more intelligently conceived, freer of inhibition, fairer to its listeners, more imagina-
tive in its use of instantancous world-wide facilities and news.

More than all that, American radio had gone through a crisis and had come out
of it free of government ownership, without political control, untroubled by
bureaucracy, intensely independent, a great industry with its roots deep in every
corner of America, from the largest metropolitan centers to towns inhabited by
only a few thousand people — a vital and ever-growing force in American life.
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Television:
The Dream Come True

At the court of ancient kings a place of honor was always given to the
crystal gazer who could stare hard at his glass ball and see (or claim to see)
what was happening at some future time or in some far-away place. This was
the measure of man’s intense desire to see at a distance.

Television means “far vision” or “far-off vision.” It is the dream of being
able to see at a distance — the dream come true. In many ways it is the great-
est of all the modern miracles. Yet, miracle though it still seems to a few, it
has already become such an accepted part of everyday life for the many that when
Americans travel to those areas of the world where television is still unknown,
they feel as lost as if out of reach of running water or sweet-flavored toothpaste.

The story of television actually had its start hundreds of years ago, when
scientists first began experimenting with electricity. 1t is not nearly as simple
as the tale of how the telephone was invented. Many men in many lands played
major roles. Like the splitting of the atom or the development of travel in
outer space. television was perfected by group effort. It is not the one-man story
of a Gutenberg. a Thomas Edison or a Henry Ford.

One of the many Nineteenth Century names that stud the story is that of a
Swedish chemist. Jakob Berzelius. who in 1817 discovered an element he called
selenium, but it was not for another fifty years that anyone realized the great
value of selenium: that, although not a metal, it becomes a strong conductor of
electricity when it is exposed to light. Further experimentation with this strange
substance led to the development of the photoelectric cell, which converts light
variations into electrical impulses, which in turn helped to make television
possible.
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Picture Sent by Wire

Meanwhile, in 1862, an Italian, Caselli, claimed to be the first person in the
world to transmit a picture by wire. Thirteen years later an American named
Carey designed the first television scheme using a group of selenium cells.

In 1884, Paul Nipkow, a Russian living in Germany, patented a scanning disc
for transmitting pictures by wireless. 1t was a mechanical rather than an
electronic device. Between the subject to be televised and a powerful light,
Nipkow placed a disc with a spiral pattern of punched holes. Only the light
passing through one hole at a time could shine on the subject. As the disc re-
volved, light from the first hole would pass across the subject, near the top;
then light from the second hole. a little lower down. By the time the disc
had completed a full revolution, the subject had been completely scanned. The
light reflected from the subject fell on a light-sensitive cell, which set up a
current of electricity varying in strength with the intensity of the light. This
fluctuating current operated a lamp, the brightness of which changed in exact
proportion to the variations in light reflected from the subject. A second disc,
similar to the one used in scanning the subject, was placed between the lamp
and the observer, who was thus able to view a reproduction of the subject. This
was Nipkow’s invention. It explains primitive television.

Transatlantic Coincidence

In 1925 Charles Francis Jenkins, originally from Dayton, Ohio, conceived the
idea of transmitting a picture by combining photography, optics and radio, and
using a scanning disc with vacuum tube amplifiers and photoelectric cells. It
was one of the coincidences of science that at exactly the same time in England
exactly the same experiments were being made by a British inventor, John Logie
Baird. Because impulses were transmitted so slowly by the methods Jenkins and
Baird used, their pictures were neither very clear nor very exciting.

Then came Vladimir Zworykin, a Russian-born scientist employed in the West-
inghouse research laboratories, who applied for and received a patent on an
electronic-beam television pickup which would eliminate mechanical scanning
by making the pickup an all-electronic operation. This led to the iconoscope.
or electronic camera tube. Some years later, Dr. Zworykin demonstrated a
kinescope, which eliminated mechanical scanning from receiving as well as
sending, thus providing the first all-electronic television system. Before long
the iconoscope and the kinescope became standard television equipment.

The first television story with a little human interest to it is that of Philo
Farnsworth, native of a town in Utah with a population of less than 2.000, who
in 1922, at the age of sixteen, told his high school physics teacher about his
own idea for a greatly improved scanning system. Some years later, when
Farnsworth was still a student, now at Brigham Young University, Washington
granted him a patent on his image-dissector, as he called it. It was many more
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years before this and other Farnsworth inventions were finally put to com-
mercial use in television.

First Scheduled Telecasts

Television transmissions over a wire circuit between New York and Wash-
ington were demonstrated by the Bell Telephone Laboratories in 1927. The next
year, on May 11, WGY. Schenectady, became the first station to begin regularly
scheduled telecasts, putting on programs three afternoons a week. One of the
offerings was The Queen’s Messenger, the first television drama ever to go over
the air.

NBC began operating W2XBS in New York City in 1930 as an experimental
station. Because television beams do not bend and follow the curvature of the
earth, as radio beams do, one of the early problems of those sending out tele-
vision programs — as well as those trying to receive them — was getting as
much height as possible for antennas. It was natural, then, that even at this
early date advantage was taken of the great height of the Empire State Building
in the heart of Manhattan. This 102 story structure now began to bristle with
pieces of metal which its architects and builders had never envisioned when
they planned the building in the 1920’s. (By the mid-1960’s television antennas
had added 222 feet to the height of the skyscraper, giving it an overall altitude
of 1,472 feet.)

One of television’s first performers, Felix the Cat, who whirled on a phonograph
turntable in front of TV “eyes.”
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CBS started a regular schedule of television broadcasts from its new station,
W2XAB, on July 21, 1931. Three months later NBC began transmitting from

its Empire State Building studios. For nearly a decade the experimenting went on.

Coaxial Cable Invented

When Bell Telephone Laboratories announced officially that it had developed
a coaxial cable capable of carrying TV signals across a state, or across the coun-
try, men began to dream of networks of television stations that might someday be
as extensive as the radio nets were in the 1930’s.

Seventeen experimental stations were in operation in the United States by 1937.
which was the year German experimenters threw television pictures onto a screen
eight feet wide.

The next year NBC made history by conducting the first sidewalk interviews,
in Rockefeller Plaza. The sound and the picture were played from an RCA tele-
mobile unit to the Empire State Building transmitter and then were telecast to
the few thousand homes and apartments in the New York area equipped with
receivers.

Bright Optimism — Black Pessimism

General Sarnoff was as optimistic about television as he had been about radio.
In 1938, in a spirit of bright phophecy. he said:

“Television in the home is now feasible.”

But there were others who were not so clairvoyant. Radio Guide sent a century

plant to a list of key advertisers with a note that said:

Plant it in a pot. Water it carefully. Expose it to the sunlight. When it
blossoms, throw the switch on the new television cabinet your grandson will have
bought and you may expect to see telecasts offering programs of quality and
network coverage comparable to that of our (radio) broadcasts of today.

FDR on a Telecast
April 30, 1939, was a red-letter day for television. That was the day RCA-NBC

inaugurated a regularly-scheduled television program, its cameras picking up
President Roosevelt as he opened the New York World’s Fair. Five million
dollars had been spent thus far on experimentation by those two organizations
alone, and millions more would still be poured in before there would be any
income worth mentioning.

That summer and autumn pioneer television stations began trying to out-
shout each other in claiming “firsts”. They were like KDKA and other pioneer
radio stations back in the 1920°s. The first major league baseball telecast.
The first college football game. The first professional boxing match. The first
this, the first that, the first something else.

Then Came War

When war broke out in September, 1939, it had a depressing effect on this
infant industry. Experimentation did continue. Many technical improvements
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were made. Some progress was registered, but it was slow.

A coaxial cable was used for the first time on June 24, 1940, between Philadel-
phia and New York, with success. Two months later CBS made the first ex-
perimental color broadcast. On July 1, 1941, the FCC gave its approval to com-
mercial television, and WNBT and WCBW, both in New York City, became the
first licensed transmitters. By the end of 1941 there were half a dozen stations,
three of them in other parts of the United States, three in New York City. By
that time there were 10,000 sets in the country, at least half within the limits of
New York City.

Just a month after the Japanese surrendered, in the fall of 1045, RCA an-
nounced perfection of an image orthicon tube which would make for much
more sensitive cameras. The number of lines per image was advanced to 525.
Other major mechanical improvements were made. The way was now open for
the great American television boom that might, perhaps, be in the offing.

Robert St. John, announcing Japanese surrender, 1945, over television.
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Beyond Anyone‘s Wildest Dream
Y y

Many suspected what would happen when the tensions, the nervousness and the
anxieties of war suddenly came to an end. Many surmised, verbally and in print,
that America would eagerly turns to sports, amusement, spending, enjoying.
But no one was correct in predicting the extent. Television was the great bene-
ficiary of what did happen. People had money, and the time to spend it. They
wanted new thrills, new pleasures.

Even though television sets in the mid-1010’s were expensive by present
standards, antennas began to sprout everywhere, even in the poorest districts.
Sets could be had on the installment plan for a few dollars down, so why worry
about the price! That is how the revolution in the world of entertainment began.

At war’s end there were 16,500 sets in use and still only six stations on the
air. On September 17, 1916, the first post-war television sets went on sale. By
1948 there were 102,000 sets, but two-thirds of them were in and around New
York City. In the next three months the total doubled. By the end of 1948
there were a million sets in use, and they were widely scattered.

Remember the Crysial Set Days!

Television programs in the 1910’s were often crude. The image was not always
clear. Technical difficulties were many. But America was fascinated. Dealers
were unable to get sets from the factories fast enough.

At first, because of the cost and the scarcity of receivers, the place to watch
television was somewhere in public: a restaurant, a bar, a cocktail lounge, a hotel
lobby. Then, gradually. America became obsessed with the novelty of seeing
TV pictures right in the home. Sociologists were delighted, predicting that
this would revolutionize American life: the family would become important
again, for henceforth the family would spend the evening all together in the
living room in front of the television set. all enjoying the same program.

Some Firsts

On January 3, 1917, the first telecast was made of Congress in session.

The next year fifteen television stations, from Boston as far southwest as
St. Louis, carried the inauguration of President Truman.

On September 11, 1948, WTMJ-TV, the Milwaukee Journal station, announced
it would carry programs of four major networks — NBC, ABC. DuMont and
CBS, thus becoming the first TV station to affiliate with four networks.

Television now was beginning to expand and realize its potentialities.

On May 31, 1919, at the University of Pennsylvania, a telecast of a surgical
operation was shown on a closed circuit.

When the Japanese Peace Treaty Conference was opened by President Truman
in San Francisco on September 1. 1951, it was televised.

Then in 1952, for the first time the Republican and Democratic National
Conventions were viewed by the ever-growing number of Americans with TVs.
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The Stampede Begins

As advertisers began adding appropriations for TV to their budget, and as sta-
tions began to have money to spend on talent, the new medium suddenly became
atlractive to film, stage and radio stars, and they began switching over. Grad-
ually television program directors discovered that there were many things be-
sides wrestling matches and hasketball games to televise, and programs improved
perceptibly. The viewing audience grew larger and larger. Stations lengthened
their telecast day from an hour or two to a full evening, then to a full day,
and eventually, in a few cases, to round-the-clock transmitting.

Twenty vears after the end of the war there were 738 authorized commercial
television stations and 147 authorized non-commercial stations. Nearly 300
of the total were UHF'.

Crane camera in ABC studio, New York.
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Canadian TV Sets Some Records

Canadian television service became one of the fastest growing in the world.
By the end of the 1959, stations had increased from 2 to 61 (11 of them CBC-
owned). French and English networks were well established. Overall coverage
had increased from less than 30% of the population to 91% ; set ownership
from 4% of Canadian households to 76% ; CBC program service from 18 hours
a week to more than 100 hours a week on the French and English networks com-
hined. Consistently. most of this service was Canadian-produced.

In the early days of television in Canada, just as in the United States.
there were problems. In Toronto, before the CBC television building was com-
pleted. training and rehearsals were carried out in an old barracks-type build-
ing that was something less than ideal.

For example, there was a pillar. It figured in every production in the old
building. From the beginning every show that was produced had to have a

part written into it for the pillar. It was like the sponsor’s brother-in-law . . . it
was included whether it belonged or not. Sometimes it was a tree . . . some-
times a Dbridge piling or a verandah post . . . but always there and always a

test of the ingenuity and patience of the TV production staff.
Then Came Color

The first demonstration of color had been by the Englishman Baird back in
1928. The next year Bell Laboratories sent color pictures experimentally over
a wire in New York City. CBS campaigned for color and did much experimenting.
RCA gave an experimental color television demonstration in February, 1940.
The conflict between CBS and NBC was over whether programs should be com-
patible, meaning that they could be clearly received in black and white on
regular, non-color sets, as well as in color by color sets. The contest was
long, expensive and bitterly fought. Finally, the National Television System Com-
mittee, representing the entire industry, proposed a set of standards for color
TV, which was adopted by the FCC in 1953.

The first hour-long program in electronic color was broadcast on October
31, 1953. Two months later the Rose Bowl parade in Pasadena, California,
became the first program to be broadcast in color on a national television net-
work.

By 1955 the networks were broadcasting many programs in color. In 1956
WNBQ, Chicago, became the first station in the country to broadecast all its local
shows in color. By the 1960’s all-color programming had become common.

Almost Everyone Watches

By the mid-1960’s 90 per cent of all the homes in America had television sets,
more than the percentage with bath tubs. But manufacturers and dealers did
not see this as the end. The industry kept after the other 10 per cent, as the drive
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Scene from Canadian Broadcasting Corporation variety program.

Canadian Broadcasting Corporation television camera follows Canada’s lead-
ing plastic surgeon as he remakes the hand of 17-year-old factory worker.
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continued to put two or three sets in every home, and to get black and white
owners to change to color.

In 1946 television’s total income from advertising had been little over half
a million dollars. By the late 1960’s it was approaching two billion dollars
a year.

Educational TV

Educational television (covered in a subsequent chapter) was given dramatic
impetus in 1961 when lectures were sent to students in a six-state area from
an experimental plane flying over Indiana. Each year saw more educational
stations being licensed, existing stations expanding their activities, and financial
support coming from more and more new sources.

International televising began in 1961 with the first live television program
sent from Russia to Great Britain. The next year AT & T put into orbit a
communications satellite christened Telstar, which was used to send live pro-
grams from one part of the world to another.

Ultra High Frequency television came into its own in 1962 when Con-
gress passed a law requiring all manufacturers to equip all new TV sets so they
could receive UHF as well as very high frequency channels.

In the 1960 presidential campaign television played a major role when Candi-
dates John F. Kennedy and Richard Nixon debated issues before a nationwide
audience.

Some Scintillating Statistics

At the end of World War 11 there had been 16,500 television receivers in the
entire country. Twenty years later there were 51,000,000 and there was hardly
a home that was out of the range of a television signal, in one form or another.

At the end of World War Il color television was still a dream. Twenty years
later 6.760,000 households had color sets — almost 13 per cent of the popula-
tion — and every day the figures were growing.

Twenty years after the end of the war spot television advertisers were spend-
ing an average of $14.56 for every television family in the country.

Networks were spending $76,000 to produce the average, half-hour, prime-
time show in color.

One network spent $2,500,000 converting one of its Hollywood studios to color.

A cigaret manufacturer allocated $7,500,000 for network and spot television,
just to introduce to the public a new brand name.

A leading beer company decided to spend 100 per cent of its advertising
budget on television.

Another beer company, while spending $7,331,600 on television in a single
year and $1,668,000 on radio, spent a mere $75,000 in newspapers.

Proctor and Gamble in a single year spent 90.6 per cent of its total advertis-
ing budget, or $160,881,000, on television.
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And what of the future?
Flash Trucks

Television will go after news as never before. Already one West Coast station
(KNBC) has built a television-station-on-wheels called a Flash Truck; cost, a
quarter of a million dollars. This mobile unit. with fire engine mobility, is
able to go anywhere. It has maneuverability enough to fight rush-hour conges-
tion. It can stay out all day and get coverage over the air via microwave, with-
out help from outside sources. Other stations will probably copy the idea. Tele-
vision will try to offer radio and newspapers intense competition in the field of
journalism.

Flying Reporters

Next will come flying television studios — helicopters equipped like the Flash
Truck, but unhampered by traffic and able to drop down onto a story; also
equipped to transmit their own pictures.

Video Cruisers

The Video Cruiser is a battery-powered camera and sound recorder, which the
reporter-photographer straps on his back like a knapsack. It weighs only 23
pounds with a full load of tape and rechargable batteries, sufficient for mak-
ing a 33-minute recording, plus 30 minutes of preview time. plus 60 minutes
of standby. With this equipment the cameraman-reporter can navigate ladders,
catwalks, narrow alleys, tight corridors. airplane cockpits and ski lifts. making
him almost as mobile as a newspaperman with a notebook and a Rollifex.

Smaller Transistors

Portable television sets will get smaller and smaller. The pocket set is coming.
An electronic circuit the size of a matchbox has already been developed experi-
mentally. The power to operate miniature sets may come from the human body.
Solar batteries are used by satellites. The human body could supply heat enough
to power a pocket TV,

Big Screens

Some television experts foresee the day when a television picture may cover the
entire wall of a living room: eight to ten feet wide.

New Nets

As new television networks break into the field, the demand for technicians,
talent and television material will increase by geometric progression. (When
only three networks were competing, using up 30 hours of programs per day,
television was buying, producing and consuming more than 10,000 hours of
programs a year nationally. Add to this all the programs local stations were
producing and consuming.)
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Networks, already insatiable, will develop an evergrowing appetite for tech-
nicians, talent and television material.

Foreign Markets

If the saturation point is ever reached at home, there is always the rest of
the world. Leading American manufacturers of color television sets expect to
sell millions of such receivers per year in Western Europe, where color televi-
sion is well on the road to becoming the new status symbol. After Western
Europe, there is still the rest of the world.

Global Television

Some communications experts anticipate that within a few years it will be-
come technically possible to broadcast directly into the listener’s home from
synchronous satellites, which will operate in the UHF band. If placed in orbit
over the Equator a single nuclear-powered satellite could broadcast to the en-
tire population of an area of a million square miles. Thus, only one satellite
would be needed to service all the television sets in Western Europe. One could
cover most of India. Three or four could reach all of continental United States.
To receive such broadcasts, only minor adjustments would have to be made in
receiving sets. A clear signal could be received with a six-foot antenna.

Automatic Translations

Those who dream of television’s future envision the day when a satellite system
will have built-in, automatic language translation. Eventually, thanks to a world-
wide system of communication, one universal language might gradually be sub-
stituted for the hundreds of languages spoken by mankind today.

If some of these predictions sound like fantasy, think of what your own grand-
father would have said if someone had told him 75 years ago that the day would
come when it would be possible for 500 people to get into a single supersonic fly-
ing machine and be whisked from New York to Paris in an hour or two . . . or
that his grandson would live to see the time when human beings would walk in
space and would land on the moon . . . or that someday an actress would sing in
Singapore and be seen as well as heard a split second later thousands of miles
away in Seattle.

In the words of Chaim Weizmann, British chemist:

“He who does not believe in miracles is no realist.”
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Broadcasting’s
Most Significant Hours

Someday play a game: ask three or four elderly people to name the dozen
or more most exciting, most memorable, most significant broadcasts they ever
heard — the broadcasts that kept them from lunch or dinner, or from going
to bed — the broadcasts that sent them rushing to the telephone to call a neighbor
and ask, excitedly:

“Are you listening? Turn your set on quick! You mustn’t miss it!”

If they were born about 1900 they will probably remember all fifteen on the
list that follows. If they were born about the time of the first World War
they ought to remember thirteen of the fifteen. Anyone born during the De-
pression will probably recall about half the significant broadcasts that radio and
television have to their credit.

This is not a definitive list. These fifteen were not broadcasting’s only fine
hours. They are, however, a sample of the high moments. These were fifteen
times when broadcasting delivered something to its public that no other medium
was able to supply. Sometimes it was simply the speed with which news of trans-
cendental importance was given circulation. Sometimes it was the dramatic man-
ner of the telling. Sometimes the broadcast was important because of the great
relief it brought. Sometimes it was the horror of it, the brutality, the arrogance.
Sometimes it was because the broadcast gave people fresh hope and courage to
face an uncertain future. Sometimes it was because the broadcast expressed.
better than the listeners themselves could, the sorrow in their hearts. Then
there were those broadcasts which, by the miracle of sight and sound. took us
off planet-earth and enabled us to imagine that we. too. were in Outer Space.

1920: The First Big One

In the horse and buggy days an automobile that went 20 or 30 miles an hour
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was a whirlwind sensation. In 1920 the mere fact that a new wireless station
calling itself KDKA was broadcasting election returns all evening was in itself
exciting and significant. For people a half century ago, it was as if, never
having seen anything in the sky but birds, they suddenly saw their first flying
machine, or, never having heard of a talking machine, they suddenly listened as
a human voice came from an immense tin horn, which was somehow attached to
an apparatus fitted with a cylinder of hard rubber that turned round and round.
Ladies and gentlemen, it is now apparent that the Republican ticket of Harding
and Coolidge is running well ahead of Cox and Roosevelt. At the present time
Harding has collected more than 16 million votes, against some nine million for the
Democrats, We'll give you the state vote in just a moment, but first we'd like to
ask you to let us know if this broadcast is reaching you. Please drop us a card
addressed to Station KDKA, Westinghouse, East Pittsburgh, Pennsylvania.

If it is difficult to re-create the scene or to imagine how excited the listeners
in 1920 were, it is well to remember that a television program which seems
vital and significant today will probably put people to sleep if they play it on
video tape in the year 2050.

1927: A Spectacular

The Spirit of St. Louis, the single-engine Ryan monoplane in which Charles
Augustus Lindbergh crossed the Atlantic in the spring of 1927, was not equipped
with a wireless transmitter, or even a wireless receiver. For 3314 hours, up
the eastern seaboard, out over the Atlantic, then across the British Isles and
western France, the 25-year-old Michigan boy was alone, without radio to guide
him, to encourage him, or to keep him on his bearings. But by radio the
American public was kept in touch with his progress.

He took off from Roosevelt Field, Mineola, Long Island, New York, at 7:52
am. on May 20, 1927. There were radio broadcasts all day about the flight.
People everywhere were asking aloud, or of themselves; the rhetorical question:
“Will he make it?” Ten days earlier Lindbergh had set a coast-to-coast record,
flying from San Diego, California, to Long Island in 21 hours, 20 minutes, but
he had spent the night in St. Louis on the way. This time there would be no
convenient, half-way resting place. Besides, to win the $25,000 prize that had been
offered by a New York City hotel owner, Lindbergh would have to fly the en-
tire distance, New York to Paris, non-stop.

Early that evening radio gave interested Americans something to worry about.
CHNS, Halifax, made a broadcast which was picked up by American stations and
relayed around this country.

The government wireless station at Cape Race, Newfoundland, reported that
Lindbergh passed overhead at 7 p.m. EST. The weather is reported as poor.

“The weather is reported as poor.” Many Americans went to bed that night
with those words beating through their heads. “The weather is reported as poor”.
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Pessimists were already answering the big question by predicting: “He can’t
possibly make it!”

The next morning almost every radio set in America was turned on. Little
work was done in offices. Factually but sadly radio announcers reported the
news — that there was no news.

WJZ, New York, George Hicks reporting. As Saturday dawns over the vast
Atlantic, the Lindbergh plane is unreported since passing Newfoundland last
night.

It was hours later that radio brought the exciting flash that he had made
it, at least across the ocean:

This is Station 2RF Dublin calling. The Amcrican flier Lindbergh passed
over Dingle Bay on the Irish Coast at a low altitude at 1:30 this afternoon.

Now Americans began asking new questions: Will he be able to make it to
Paris? Has he enough gas? Will his luck hold out? Partial answer came in
a shortwave broadcast from Paris, which was quickly translated by American
stations into English for the benefit of American listeners, but was also put on
the air just as it was picked up:

ICI RADIO PARIS. UN BATEAU A CHERBOURG A INFORMEE QUE L’AVION LINDBERGII
A ARRIVE A LA COTE DE FRANCE

(This is Paris Radio. A ship at Cherbourg has informed us that the Lindbergh
plane has arrived over the coast of France.)

It is nearly 200 air miles from Cherbourg to Paris. The Spirit of St. Louis had
been doing only about 100 miles per hour, and so the American radio audience
had another long wait before anyone could be certain that the slim young air-
mail pilot from the Middle West had actually made it all the way and would be
able to collect the prize money.

Lowell Thomas was one of those who narrated the triumphal chapter of the
story when he took the air just at dinner time on May 21 with this script in
front of him:

This is Lowell Thomas in New York. He made it! Charles A. Lindbergh —
Lucky Lindy, as they call him — landed at Le Bourget Airport, Paris, at 5:24
this afternoon, thus becoming the first person to fly New York to Paris, non-stop.

Echoing the words of Lowell Thomas, millions of Americans said to them-
selves:

“Thank God he made it!”

Not many may have added, “And thank God for radio!” but they should have,
for radio had enabled them to follow the 33V%-hour story from take-off to the
final landing in Paris.

1930: A King Speaks; the World Listens

In the autumn of 1929 the Stock Market crashed with a sickening noise heard
round the world. Desperate speculators sold 16.100,000 shares in a single




O ENCYCLOPEDIA OF RADIO AND TV BROADCASTING

day. By the end of the year government statisticians figured the crash had
cost investors forty billion dollars. Unemployed men were selling apples on
street corners. Banks were failing. Factories were shutting down. In January,
1930, one bright spot appeared on the horizon. The Great Powers seemed de-
termined to cut the cost of militarism not only by limiting but by actually cut-
ing their naval armaments. Optimists were saying that this might be the be-
ginning of a new era of peace for the world. In this spirit American radio
listeners followed the departure of the American delegation to the London
Naval Conference and its arrival in England. Then, on January 21, 1930, they
listened to an historic international broadcast. For the first time, millions
on both sides of the Atlantic were able to hear, simultaneously, history-in-the-
making.

A BBC announcer made the switch, saying:

“We now take you to the House of Lords, where His Majesty, King George the
Fifth, will welcome the delegation of the great naval powers of the world to the
five-power London Naval Conference.”

Then came the royal but quite human voice of a man whose personality sym-

bolized the unity of the world’s greatest empire — a unity which would last
for only a short time more.
It was 7 a.m. in New York — only 4 a.m. on the West Coast — but all over

America people got out of bed to listen to this broadcast which inaugurated a
new method of reporting world affairs.

In London, while the King was still talking, a mechanic in the BBC control
room inadvertently tripped over a wire, causing it to snap in two. For a second
or so the radio audience on both sides of the Atlantic heard nothing but dead
air — silence. In that moment Harold Vivian, BBC control operator, with quick
presence of mind picked up the two ends of the broken wire and held them in
his hands, while an assistant made the repair. During this time the body of an
obscure British radio engineer formed part of the circuit through which the

voice of George the Fifth was reaching millions of people on both sides of the
Atlantic.

1932: A Kidnapping

During the night of March 1-2, 1932, radio listeners were given the news that
the 20-month-old son of Colonel and Mrs. Charles A. Lindburgh had been kid-
napped from his cot in a second-story bedroom of the Lindbergh home at Hope-
well, New Jersey, in the Sourland Mountains, northwest of Princeton. while the
parents were at dinner. Had the victim been the child of some unknown person.
there would never have been such public interest. but Lucky Lindy was still a
national hero. It had been just five years since his epochal flight. Millions
of people had read his first-person story. for which the New York Times had
paid him a quarter of a million dollars. and his book. We. which had been a
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best-seller. Most Americans felt as if they knew him personally. And so for
days America talked about little else but the kidnapping. Would the baby be
returned alive? Had the $50.000 ransom money actually been paid? To whom?
How? What sort of maniac was responsible? If he had only been after money
why didn’t he return the child?

Local stations in the area and the networks alike ignored custom, violated
tradition. and sacrificed thousands of dollars worth of commercials to bring their
listeners full coverage of the kidnapping. WOR, Newark, set a record by broad-
casting news of the tradegy for 72 consecutive hours without interruption. im-
mediately after the disappearance of the baby was discovered.

Newspaper circulation rose to record-breaking heights. But in between read-
ing morning and evening papers, most Americans remained glued to their radios,
well knowing that when there was a break in the case, the news would be
flashed first by radio.

And it was. The break came two months and eleven days after the child’s
disappearance. The body was finally found — dead. But that was not the end
of the story. Eventually there was the arrest of Bruno Hauptmann, the public
debate over whether he was guilty or had been framed, arguments over what his
motive had really been, his long trial, and finally the execution. It was four
years, one month and seven days from the night of the kidnapping to the execu-
tion. During those 1,199 days radio covered the story as it had never covered
news before, and as never before the public had relied on radio to bring it
instant and accurate flashes and bulletins, as well as commentary and court-
room coverage.

Although hundreds of reporters were present at Hauptmann’s trial, Gabriel
Heater’s broadcasts were outstanding and won him not only several awards but
increased popularity with the radio public.

1936: An Abdication

King George V of England died on January 20, 1936, and was succeeded by
his eldest son, the Prince of Wales, who, although .12, a great traveler, handsome,
debonair and popular because of his exceeding charm, had never married. On
December 12, less than eleven months after becoming King Edward VIII, he
abdicated. Other monarchs before him had given up their thrones for one rea-
son or another, but never as dramatically as he did. 1t was a Hollywood-type
love story, except that in this case it was as real as the Tower or the sound
of Big Ben. On December 12 people all over the world stopped whatever they
were doing to listen to the sympathetic, low-register voice of the man who was
King no longer, telling why he had done it.

“At long last I am able to say a few words of my own.”

People in London, in New York, Chicago, Melbourne, Singapore — people all
over the English-speaking world — were clustered around radios in private
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homes, clubs, restaurants, cafes and bars, hanging on every word.

“A few hours ago I discharged my last duty as King and Emperor, and now
I have been succeeded by my brother, the Duke of York. My first words must
be to declare my allegiance to him. This I do with all my heart.”

In New York City it was 5 p.m. Mid-town streets, usually jammed at this
hour with office workers hurrying to subways and buses, were strangely de-
serted. Men and women alike had left their desks early, so they would be home
in time to hear the broadcast, or had remained in their offices to listen. For
the ten minutes that the bhroadcast lasted even telephone switchboards, usually
busy at that hour, showed hardly a light.

“You all know the reasons which have impelled me to renounce the throne.
But I want you to understand that in making up my mind 1 did not forget the
country or the empire, which, as Prince of Wales and lately as King, 1 have
for 25 years tried to serve.”

Historians would later record that no single event in the English-speaking
world had ever transfixed so many people at one time. It was 10 p.m. in
London, 9.30 a.m. in Bombay, 1 p.m. in Chicago. But everywhere there was
a hush, as the world waited for him to make some reference to the real reason.
Finally it came.

“But you must believe me when I tell you that I have found it impossible to
carry the heavy burden of responsibility and to discharge my duties as King,
as | would wish to do, without the help and support of the woman I love.”

At this point many sentimental listeners burst into tears. This was what
they had been waiting to hear. The intense emotion in the voice of a King
who had abdicated for love was what made it a broadcast millions of people
would never forget. Although it was, in some ways, strictly a British Empire
story, America’s interest had been great because “the woman I love” was Wallis
Warfield of Baltimore, Maryland, who less than two months before the abdica-

tion had obtained a divorce from Ernest A. Simpson, an American insurance
agent.

1937: A Disaster

Every reporter has had dreams of being in exactly the right place at precisely
the right time to obtain an exclusive on some great news story. Few reporters
have the opportunity experienced by Herbert Morrison, announcer, and Charles
Nehlsen, engineer, of WLS, Chicago. On May 6, 1937, they flew from Chicago
to Lakehurst, New Jersey, with recording equipment to test the practicability
of recording a special event on the scene of action and then rushing the tran-
scription back by plane to their station for broadcasting a few hours later.
The special event they were assigned to cover was the arrival of the largest
dirigible ever built, the 811-foot Hindenburg. It was a routine event, for the
Hindenburg had crossed the Atlantic 36 times without incident.
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King of England abdicates the threrne because of the love of an American divorcee.
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As the hydrogen-filled gas bag approached its mast on the Lakehurst field,
Morrison began his recording:

The ship is gliding majestically toward us, like some great feather. We're
standing here heside the American Airline flagships, waiting to rush them to all
points in the United States when they get the ship moored. It's practically standing
still — — now they have dropped ropes out of the nose of the ship, and they’ve
been taken ahold of down on the field by a number of men. . . . The rain has
slacked up a bit. The back motors of the ship are just holding it just enough to
keep it from — — (ExrLosioN) It’s burst into flames! Get out of the way! Get
out of the way! Get this, Charlie. Get this, Charlie. It's on fire! IU's crashing!
I’s crashing terrible! Oh my! Get out of the way please. And the folks — —
Oh! It’s terrible! This is one of the worst catastrophes in the world! (ExpLOSION)
Oh— oh—1It’s burning! The flames are going up four, five hundred feet into the
sky . . . . It’s a terrific crash, ladies and gentlemen! (soBs) It's smoke and
flames now, and the plane is crashing to the ground. Not quite to the mooring
mast. Oh the humanity! Oh the passengers! All the people screaming around
here. I can’t even talk to the people. Those friends are out there. I can’t talk,
ladies and gentlemen. It’s a mass of smoking wreckage. Everybody can hardly
breathe and talk at the same time. I'm sorry. Honestly I can hardly breathe.
Pm going to step inside where I cannot see it. I tell you it’s terrible! Folks, I
must stop for a minute. I've lost my voice. It's the worst thing I've ever witnessed!
(pause) Ladies and gentlemen, I'm back again. ... It’s still smoking and flaming
and crackling down there and banging down there. I don’t know how many of the
ground crew were under it when it fell. There’s not a possible chance for anyone
to be saved. The relatives of the people who were waiting here — — ready to wel-
come their loved ones — — who came off this great ship are broken up and they
are carrying them in to give them first aid and to restore them. Some of them have
fainted. And people are rushing down to the burning ship. The fire trucks have
all gone down to see if they can extinguish the blaze whatsoever. But — — but
the terrible amount of hydrogen gas in it — — the tail surface broke into flames
first. Then there was a terrific explosion and then followed by the burning of
the nose and the crashing of the nose into the ground and everybody tearing back
at breakneck speed to get out from underneath it, because it was over the people
at the time it burst into flames. Now whether it fell on the people who witnessed
it we do not know. But as it exploded they rushed back. Now it’s smoking. A
terrific black smoke, floating up into the sky. The flames are still leaping
maybe thirty, forty feet from the ground, the entire eight hundred and eleven
feet length of it. They're frantically calling for ambulances and the wires are
humming with activity — — ah — — ah — — D’ve lost my breath several times
during this exciting moment here. Will you pardon me for just a moment. I'm
not going to stop talking. I'm just going to swallow several times until I can keep
on. (pause) I can imagine that the nose is not more than five hundred or maybe
seven hundred feet from the mooring mast. They had dropped two ropes and
whether or not some spark or something set it on fire we don’t know or whether
something pulled loose on the inside of the ship causing a spark and causing it to
explode in the tail surface. Bul everything crashed to the ground and there’s not

. a possible chance of anybody being saved. I wish to stop in just a moment and
get my breath to see if I can get my breath again. And Charlie, if you'll fade it
for just a minute I will come back with more description, ladies and gentlemen.

The two WLS men stayed on the job for almost three hours. Every fifteen
or twenty minutes Morrison rushed out onto the field, found a survivor or two
to interview, got a revision of the death toll (actually there were only 36 deaths
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among the 106 persons aboard), or picked up a feature story, such as the one
about the radio operator who jumped through a glass window, or the man who
had all of his shoes blown off except the heels and the laces. Then he would run
back to his microphone, often out of breath, and start talking again.

Late in the evening Morrison and Nehisen packed up their equipment and took
a plane for Chicago, where the next morning their full recording was put on the
air. not once bhut often.

NBC at this time still had an ironclad rule against the use of any transcrip-
tions on the network, no matter how good. That day an exception was made.
The most dramalic parts of Morrison’s eye witness account were broadcast over
114 NBC stations, coast to coast.

WLS has preserved for posterity the full broadcast on three, double-face,
12-inch plattérs. Reading the newspapers of May 7, 1937, and then listening to
Morrison’s description is the difference between reading about a bullfight and
seeing one, or reading about a great ballet and seeing it performed on the stage.
Although Morrison in his excitement violated many rules of good reporting, he
passed on to the millions of people who heard his voice over WLS and over the
114 NBC stations the full impact of the tragedy — the sights, the smells, the
sounds, the drama of a disaster.

1938: War Averted

In the early autumn of 1938 the world held its breath. Could a way possibly
be found to avert a second, terrible global war? For fifteen days the fate of
mankind seemed to hang in the balance. Twice in those fifteen days the British
Prime Minister, Neville Chamberlain, went to Germany to consult the man most
responsible for the crisis. Adolf Hitler. After his first visit he spoke these words
into a microphone:

I have come back again, rather quicker than I expected. Yesterday afternoon
I had a long talk with Herr Hitler. It was a frank talk, but a friendly one. I
feel satisfied now that each of us understands what is in the mind of the other.
You won't, of course, expect me to discuss now what may be the results of that
talk. T am going to have another talk with Herr Hitler, only this time he has

told me that it is his intention to come half-way to meet me. He wishes to spare an
old man another such a long journey.

That speech was a cliff-hanger. It only increased the suspense and made the
world-at-large even more apprehensive. The second Chamberlain-Hitler meeting
was in Munich. When the British Prime Minister returned from that visit, he
made this broadcast:

Tomorrow Parliament is going to meet and I shall be making a full statement
of the events that have led to the present anxious and critical situation. But first
of all T must say something to those who have written to my wife and mysel in
these last weeks to tell us of their gratitude for my efforts and to assure us of
their pravers for our success. After my visits to Germany I realized vividly how
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merce, known more simply as the Kefauver Committee. after its chairman. It
was a field-day of sensationalism. Tough gangsters cringed. Racketeers who
were also egomaniacs boasted of their nefariousness. The committee proved that
nationwide criminal organizations were reaping immense illegitimate profits, and
were using this money to enter legitimate business, and were “buying” politicians
and public officials, large and small alike. Its preliminary report said gambling
was taking in twenty billion dollars a year. The full report named two major
crime syndicates in Chicago and New York.

Broadcasts of the hearings were sponsored hy a weekly news magazine over
nineteen television stations and were sent unsponsored to dozens of other sta-
tions across the country. One estimate placed the total audience at twenty mil-
lion. As a result of the telecasts, crime suddenly became the No. 1 topic of
discussion, not only in New York and Washington, but in many other parts of
the United States. Suddenly almost everyone was an expert on how to handle
crime — on “what to do about it.”

After it was all over one commentator pointed out:

“Television, in short, has contributed not only to popular enlightenment, but,
more importantly, to political maturity. . . . TV is a wonderfully potent instru-
ment for arousing the populace, and in this case in arousing it against organized
crime, a fairly non-controversial thing. Next time, though, the question might
not be anything so open and shut as our opinions on criminals.”

1954: Murrow vs. McCarthy

Senator Joseph R. McCarthy of Wisconsin was chairman of various Senate
investigating committees. He attracted attention in 1950 by accusing the De-
partment of State of harboring a number of communists. From then until 1954
he made investigations of alleged communist influence and infiltration into
government, education, defense industries, and other fields. In 1951 McCarthy
and Secretary of the Army Robert T. Stevens were the central figures in stormy
Congressional hearings. Millions of Americans followed the telecasts of the
hearings and McCarthyism became a subject of nationwide debate.

On March 9, 1954, Edward R. Murrow did what he himself and mauny others
considered his most historic broadcast. Using film clips and tape recordings, he
discussed Senator McCarthy’s activities for half an hour on his See It Now CBS
series. The Senator immediately demanded “equal time.” CBS provided the time
and production facilities. Senator McCarthy used his half hour to deliver a
personal attack on Mr. Murrow, to which the CBS commentator replied:

“When the record is finally written, as it will be one dav. it will answer the
question who has helped the communist cause and who has served the country
better, Senator McCarthy or 1. 1 would like to be remembered by the answer to
that question.”

A few months later the Senate voted, 67 to 22, condemnation of Senator McCar-
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thy, for contempt of a Senate elections sub-committee, for abuse of its members,
and for insults to the Senate, “growing out of the Senator’s investigation of alleged
subversive activities.”

1963 : Assassination

One of the blackest chain of events that ever marred American history — the
assassination of President Kennedy, the assassination of the man arrested as the
assassin, then the funeral and burial of the President — presented broadcasting
with an unusual opportunity to prove itself. And because it proved itself so well,
the three-day period from the shooting until the night of the funeral has been
called by many current historians “broadcasting’s finest hour.”

The events are too recent. the memory too fresh, for any recapitulation to be
necessary. Radio and television threw every facility they had into coverage of
the fast-moving tragedy, as the American people turned to the electronic media
to keep them fully informed on each new development. Neither radio nor tele-
vision could lessen the shock or ease the pain. But they did perform a tremen-
dous service in keeping people from losing their heads; in preventing mass hy-
steria or mob violence: in clearing up confusion, as much as it could be cleared
up: in trying to explain some of the weird coincidences and strange contradic-
tions of the situation; in making America more united than it ever had been; and
then in covering the last rites with a solemnity that won universal praise.

From the moment of the assassination until Monday night all networks sus-
pended regular schedules, presenting only programs connected in some way
with the death and funeral. This cost the networks $22,000,000 in coverage ex-
penses and loss of advertising revenue.

1960, 1, 2, 3, 4, 3,6, 7, 8, 9 . . . Space

American scientists were caught napping when, on October 4. 1957, Russia
launched Sputnik 1, the first artificial satellite to circle the earth. So were
American broadcasters. No network, no single station, had on its staff a well-
qualified space expert able to take the air on a few minutes’ notice and explain
a bulletin about a new space development.

The vear 1957 seems, even as this is being written. a long, long time ago.
Since then most of the wildest imaginings of science fiction writers have become
reality. Man has stayed days and days in orbit. Man has walked around in
outer space, miles above the earth. as casually as if he were walking down a
country lane. The moon. once an object of romantic nonsense. has become
man’s outer space suburbia.

Broadcasting has covered — and is still covering — these almost unbelievable
events with maturity and distinction. Space experts have been hired or trained by
the networks. Special television equipment has been brought into play to make

space as visually interesting as possible. Every network news director knows that
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from now on he must cover outer space as thoroughly as he covers fire stations
or the police department, unless he wishes his medium to be left behind in the
reporting of sophisticated news. meaning news of atoms. rockets, communica-
tion satellites, weather satellites, navigation satellites, scientific satellites, launch
vehicles, cislunar space. translunar space, interplanetary space, interstellar space
and, finally, intergalactic space.
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8.

How Broadcasting
Learned a Lesson

One night in the autumn of 1938 broadcasters, in a most spectacular
manner, learned two facts about their medium which the industry has never
forgotten, but which need to be repeatedly emphasized for the benefit of new-
comers.

1. Electronic communicators have much more power over the minds and be-
havior of their listeners than most listeners and many communicators realize.

2. Because of this power, panic can easily be generated, even unintentionally.

This chapter is a detailed description, step by step, of what caused all the
trouble that Halloween night, how listeners reacted, and the morals that were
drawn. It also includes the results of several surveys conducted some time later
in which an attempt was made to answer the big questions: How could it have
happened? Why did it happen?

What Happened

New York Sunday newspapers on October 30, 1938, in their radio columns
carried this program note:

TODAY: 8:00-9:00 P.M. — PLAY: II. G. WELLS’S “WAR OF THE WORLDS” — WABC

The program listings of 91 other CBS stations around the country carried
similar announcements.
That night listeners who tuned in at the appointed hour heard, first, an
announcer who said:
The Columbia Broadcasting System and its affiliated stations present Orson

Welles and the Mercury Theater on the Air, in a special radio adaptation of an
imaginative novel, War of the Worlds, by the British author, H. G. Wells.
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He then introduced the young actor, who, as the radio character “The Shadow,”
was frighteningly popular with millions of young listeners. Welles discussed
for several minutes the possibility that human life exists on other plants.

Then — — the trouble began!

Those who tuned in late heard a routine weather report, followed by this
announcement:

We take you now to the Meridian Room of thc Park Plaza Hotel situated in down-
town New York, for the music of Ramon Raquello and his orchestra. (There is
a Park Plaza Hotel in New York, although it is not “downtown.”)

Dance music continued for a brief time, then it was interrupted by the
announcer:

Ladies and Gentlemen. We interrupt our program of dance music to bring you
a special bulletin from Intercontinental Radio News. (There is no such agency,
but it sounded authentic.) At twenty minutes before eight, CST (it would not he
7.40 CST for another 20 or 25 minutes) Professor Farrell of the Mt. Jennings Ob-
servatory in Chicago (there was no such observatory) reports observing several ex-
plosions of incandescent gas occurring at regular intervals on the planet Mars. The
spectroscope indicates that the gas is hydrogen and is moving toward the earth with
enormous velocity. Professor Peterson of the observatory at Princeton confirms
Farrell’s observations and describes the phenomenon as “like a jet of blue flame
shot from a gun.” We now return you to the music of Ramon Raquello playing for
you in the Meridian Room of the Park Plaza Hotel situated in downtown New York.

When the orchestra came to the end of the piece, the announcer said:

Now a tune that never loses favor, the ever-popular Star Dust. Ramon Raquello
and his orchestra. (Music)

Frequently the music was interrupted by additional so-called news bulletins,
all dealing with the approach of an object from Mars, which, said the announcer,
was forty million miles from planet earth. Suspense was built up until the
announcer, by now almost breathless, broke into the music with a flash that an
immense flaming object had fallen into a farmer’s field near Trenton, New
Jersey.

Back to music.

Then a series of eyewitness reports from New Jersey describing how strange-
looking creatures were emerging from the object, which was now being called a
“space capsule.”

I can see the thing’s body. It’s -— — it’s indescribable. The eyes are black and
gleam like a serpant’s. The mouth is V-shaped, with saliva dripping from its rim-
less lips, which seem to quiver and pulsate. The monster or whatever it is can

hardly move. It seems weighted down by — — possibly gravity — — something.
The thing is raising up. The crowds fall back. They’ve seen enough. This is the
most extraordinary experience. I can’t find words — — I'm pulling this micro-

phone with me as I talk. I'll have to stop the description until I’ve taken a new
position. Hold on, will you please. I'll be back in a minute. (FADE INTO PIANO
MusIc)
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Slowly but effectively a sense of hysteria was being built up. Newspaper and
radio stations scattered across the country later reported that it was at this
point that they began receiving telephone calls from listeners, some of whom
asked, frantically, such questions as:

“What should we do?”

“Is it really an invasion from Mars?”

“Why don’t they call out the U.S. Army?”

Back in the CBS studio in New York the music was interrupted again to
put on the air the voice of a man supposed to be the commander of the New
Jersey National Guard:

I have heen requested by the Governor of New Jersey to place the counties
of Mercer and Middlesex, as far west as Princeton and east to Jamesburg, under
martial law. No one will be permitted to enter this area except by special pass
issued by state or military authorities. Four companies of State Militia are proceed-
ing from Trenton to Govers Mill and will aid in the evacuation of homes within
the range of military operations. Thank you.

The announcer began referring to what was happening as “a great catas-
trophe.” The Martians, he said, were armed with a death-ray that enabled them
to destroy everything in their path, buildings as well as living things. They had
landed at Princeton. They were flooding Newark with poison gas.

A switch was made to Washington to bring in an appeal voiced by the Secretary
of the Interior for calm “so we may confront this destructive adversary with
a nation united, courageous and consecrated to the preservation of human
supremacy on this earth.”

More space vehicles from Mars were reported sighted. In a voice almost out of
control the announcer said:

I'm speaking from the roof of Broadcasting Building, New York City. The
bells you hear are ringing to warn people to evacuate the city as the Martians
approach. Tt is estimated that in the last two hours, three million people have moved
out along the roads to the north. Hutchinson River Parkway is still being kept open
for motor traffic. Avoid the bridges to Long Island. They are hopelessly jammed.
All communication with the New Jersey shore was closed ten minutes ago. . . . Our
army has been wiped out. Artillery, air force, everything has been wiped out.
This may be our last broadcast. We’ll stay here to the end. . .. People are holding
services below us . . . in the Cathedral. (voices siNGING HYMN) Now I look down
the harbor. All manner of boats, overloaded with fleeing people, are pulling out
from the docks. The streets are all jammed. The noise of the crowds is like on
New Year’s Eve in the city. Wait a minute. The enemy is now in sight above the
Palisades. Five great machines. The first one is crossing the river. I can see it
from here, wading the Hudson like a man wading through a brook. A bulletin
is handed to me. Martian cylinders are falling all over the country. One outside
Buffalo. One in Chicago. One in St. Louis. They seem to be timed and spaced.
Now the machine reaches the shore. He stands watching, looking over the city.
His steel, cowlish head is even with the skyscrapers. He waits for the others. They
rise like a line of new towers on the city’s west side. Now they’re lifting their
metal hands. This is the end now. Smoke comes out, black smoke, drifting over
the city. People in the streets see it now. They’re running toward the East
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River. thousands of them, dropping in like rats. Now the smoke’s spreading
faster. 1t's reached Times Square. People are trving to run away from it, but
it's no use. They're falling like flies. Now the smoke's crossing Sixth Avenue.
Fifth Avenue. One hundred yards away. Now its fifty feet. Now . . .
That was the climax. A moment or two later:

AMNNOUNCER: You are listening to a CBS presentation of Orson Welles and the
Mercury Theater on the Air in an original drama of War of the Worlds. by H. G.
Wells. The performance will continue after a brief intermission. This is the
Columbia Broadeasting System. (¥ape ThEME 10 seconns) WABC, New York.
(ENTIRE BREAK 20 SECONDS) ANNOUNCER: War of the Forlds by H. G. Wells, starring
Orson Welles and the Mercury Theater on the Air. (MUsIc)
The second half-hour was in an entirely different vein. It was principally
a dialogue between two of the very few survivors of the Martian invasion, a
Princeton professor and a man called merely “The Stranger”. They held a
discussion so bizarre that anyone except a person under a hypnotic spell would
have known it was make-believe. The surveys conducted later showed that the
program had lost most of its audience by this time.

Audience Reaction

Between 8 and 8:45 p.m. thousands of listeners — perhaps tens of thousands —
telephoned radio stations and newspaper offices for further details. The New
York Times alone received 865 phone calls from frightened people begging for
information about the catastrophe. Police stations and hospitals received many
calls for inhalators and rescue vehicles. Other people called army posts to find
out what was being done militarily to ward off the invasion. Some, worried
about their children who for various reasons were not at home or about aged
persons who lived elsewhere, rushed to “save them.”

In many areas around New York, panicky people ran from their apartments
and houses into the street crying, praying or screaming. Some carried blankets,
food, bottles of water, and their most valuable possessions. Others, in the grip
of emotionalism and irrationality, began moving out their furniture. Religious
families held impromptu prayer meetings. Long distance telephone circuits were
jammed as people tried to phone relatives in other cities.

“We all felt as if the world was coming to an end!”

That was the explanation most often repeated later to newspaper reporters.

In a single city block in Newark, New Jersey, twenty families were so panic-
stricken that they rushed from their homes with wet towels and handkerchiefs
over their faces to protect themselves from the effects of the gas they had
been told the Martians were using. Hospitals in all parts of the country treated
men as well as women for shock and hysteria. Some highways were blocked
by the surge of humanity seeking safety in the country. In Providence, Rhode
Island, frightened residents demanded that their city be blacked out. In the
small town of Concrete, Washington, the power, by coincidence, failed at a
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critical moment during the broadcast, which many took as substantiation of
the invasion report. Widespread hysteria resulted. In Indianapolis, Indiana,
a church service was dismissed when a woman dashed in screaming that she had
just heard on the radio that New York City had been wiped out. In Memphis,
Tennessee, the news staff of the Press-Scimitar was ordered to report for duty to
put out an extra on the “bombing of Chicago and St. Louis and the threatened
> In a hospital in Macon, Georgia, a patient became so
agitated by the program that he leaped from his bed, tearing loose the stitches

hombing of Memphis.’

of his operation. In Pitishurgh, Pennsylvania, a man returned home from work
to find his wife with a bottle of poison in her hand. When he demanded an
explanation she told him:

“l would rather die like this than live like that!” and she pointed to the
radio, which was still giving details of “the invasion.”

Hundreds of members of the New Jersey National Guard reported to their
emergency stations, although the radio had said that the Martians’ death rays
were “burning people to death like ants in a prairie fire.” In many other
states National Guardsmen telephoned their headquarters for instructions. The
Associated Press issued a special bulletin trying to stem the growing panic.

The Day After

The next day newspapers all over the country carried large headlines, long
articles, and (in retrospect) amusing feature stories about local nonsensical
behavior. The New York Times headline, two columns wide at the top of Page 1,
read:

RADIO LISTENERS IN PANIC,
TAKING WAR DRAMA AS FACT

CBS and the 92 stations that carried the program received hundreds of extra
sacks of listener mail in the days that followed. (It could hardly be called “fan
mail,” although on the whole those who wrote in were not bitter. However, some
weeks later a listener in Los Angeles filed suit against CBS claiming he had
suffered damages of $50,000 from shock because of the broadcast.)

The next day Orson Welles held a press conference. The first seven words of
his statement to reporters summed up his own bewilderment:

“I'm very sorry. | had no idea. . . .

There was diversity of professional opinion. Dorothy Thompson wrote tartly
in her column On the Record:

i3]

Nothing whatever about the dramatization was in the least credible, no matter at
what point listeners tuned in.
But that was a minority opinion. Most other writers agreed that the broadcast
was so realistic that it might have fooled — and did — even sophisticated and
well-informed listeners, especially if they tuned in late.
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Radio Listeners in Panic,
Taking War Drama as Fact

Many Flee Homes to Escape ‘Gas Raid From
Mars’—Phone Calls Swamp Police at
Broadcast of Wells Fantasy

A wave of mass hysteria seized
thousands of radio listeners
throughout the nation between 8:15
and 9:30 o’clock last night when a
broadcast of a dramatization of
H. G, Wells's fantasy, ‘‘The War
of the Worlds,’” led thousands to
believe that an interplanetary con-
filct had started with invading
Martlans spreading wide death and
destruction in New Jersey and New
York.

The broadcast,
households, interrupted

which disrupted
religious

| services, created traffic jamis and

clogged communications systems,
was made by Orson Welles, who as
the radio character, *“The Shadow,"
used to give ‘‘the creeps’’ to count-
less child listeners. This time at
least a score of adults required
medical treatment for shock and
hysterla,

In Newark, in a single block at
Hedd\on Terrace and Hawthorne
Avenue, more than twenty families
rushed out of their houses with wet
handkerchiefs and towels over their,
faces to flee from what they be-
lieved was to he a gas raid. Some
began moving household furniture.

Throughout New York fami'ies
left their homes, some to flee to
near-by parks. Thourends of per-
sons called the police, new.papers

and radio staticns here and in other
cities of the United States and Can-
ada seeking advice on protective
measures against the raids.

The program was produced by Mr.
Welles and the Mercury Theatre on
the A.r over station WA.)C and
the Columbia Broadcasting Sys-
tem’s coast-to-coast network, from
8 to 9 o’clock.

The radio play, as presented, was
to simulate a regular radio pro-
gram with a ‘'break-in’ for the
material of the play. The radio lis-
teners, apparently, missed or did
not Msten to the Introduction, which
was: “The Columbia Broadcasting
System and its affiliated stations
present Orson Welles and the Mer-
cury Theatre on the Air in ‘The
War of the Worlds' by H. G.
Wells."”

They also failed to associate the
program with the newspaper listing

of the program, announced as
‘‘Today: 8:00-8:00—Play: H. «.
Wells’'s ‘War of the Worlds'—

WABC." They ignored threec addi-
tiorial announcerents made during
the broadcast emphasizing its fic-
donai nature

Mr. Welles opened the piogram
with a description of the series of
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HOW BROADCASTING LEARNED A LESSON 111

Two years after the night of the broadcast, a Princeton University research
eroup, under a grant from the Rockefeller Foundation to study the role of radio
in American lives, put out a full-length book, The Invasion from Mars, based
on a lengthy. scientific study of the strange psychological aspects of the situation.
The book contained not only this groups own survey, but also findings of the
American Iustitute of Public Opinion.

Why They Panicked

Here are the comments of some of those interviewed. all of them highly
significant for anyone in the broadcasting industry. then or now:

“It didn’t sound like a play, the way they interrupted the music.”

“I knew it was an awfully dangerous situation when the Secretary of State
spoke.”

“When he said. ‘Don’t use Route 23, that made me sure.”

“I believed the broadcast as soon as | heard the professor from Princeton.”

“I have heard other programs interrupted the same way.”

“I started to listen only when the farmer began giving a description of the
landing of the tube.”

“Even after this I still will helieve what 1 hear on the radio.”

“I looked in the icebox and saw the chicken I was saving for Monday night’s
dinner and I said to my nephew, ‘We may as well eat this chicken. We won’t
be here in the morning to eat it!””

Investigators’ Findings

Among the findings of the various investigators were these:

About 42 per cent of the listeners interviewed tuned in late. Most of these
people thought they were listening to news. not drama.

More than 88 per cent of those who heard the program from the start were
aware it was make-believe.

Those who were especially frightened were New Jersey residents who recog-
nized the names of towns, highways and streets used in the script.

Habitual readers of science fiction were more easily panicked than others.

Several hundred social scientists who analyzed the results of the surveys
said they saw proof therein of the general intellectual and emotional immaturity
of a majority of radio listeners.

A famous psychologist said most of the people taken in by the program were,
to varying degrees. neurotic.

Many listeners apparently had been victims of “a contagion of fear.”

Few People Checked

Only 20 per cent of the listeners analvzed the program themselves and decided
not to be frightened because they recognized the voice of Orson Welles. an
actor; or recognized the name of H. G. Wells as a novelist: or for other logical
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reasons knew it could not be factual.

Another small percentage did what an intelligent listener should have done if
he had had any doubts: looked in newspaper listings and discovered that it was
a radio drama, or turned the dials and discovered that other stations were not
carrying the “news.”

Another small percentage did some checking and then became more panicky
than ever, because they had “looked out the window and saw a traffic jam”
or had “tuned in another station and heard people all praying” or had “opened
the window and smelled gas” or had “seen a terrible greenish light outside”,
which turned out later to be the lights of a parked car.

Conclusions
The Princeton group concluded:

The first widespread use of radio in the country was to broadcast election re-
turns. Since that time, important announcements of local, national and inter-
national significance have been repeatedly made. A few short weeks before this
broadcast, millions of listeners had kept their radios turned on for the latest news
from a Europe apparently about to go to war. They had learned to expect that
musical programs, dramas and broadcasts of all kinds would be cut off in a serious
emergency to inform or warn an eager and anxious public. A large proportion
of listeners, particularly those in the lower inconie and educational brackets, have
grown to rely more on the radio than on the newspapers for their news. The con-
fidence people have in radio as a source of news is shown in the answers to a
question asked by the Fortune poll: “Which of the two, radio or newspapers, gives
you news free from prejudice? Seventeen per cent answered “newspapers” while
50 per cent believed radio news was freer from prejudice. The rest thought both
media were the same or didn’t know which was less prejudiced.

The New York World-Telegram expressed the fears of many people when it
said in an editorial:

If so many people could be misled unintentionally when the purpose was merely to
entertain, what could designing politicians not do through control of broadcasting
stations? The dictators of Europe use radio to make people believe falsehoods.

This was 1938. The New York paper was referring, of course, to Hitler and
Mussolini. Americans for years had been seeing at a distance the power of radio
in subverting whole countries. Now, close to home, they saw that it could create
panic as well as pleasure; that it could excite as well as entertain; that it could
induce hysteria as well as happiness.

In some respects it was an expensive lesson. But perhaps it was well that
it happened just when it did, without loss of life or property. From then on most
broadcasters treated radio as the powerful instrument they now had proof that it
was. From now on at least some listeners, as a result of the scare, listened more
carefully and more intelligently to what they heard on the air.
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Critics:
Amateur & Professional

A true critic ought to dwell rather upon excellencies than imperfections . . .
and communicate to the world such things as are worth their observations. —
Joseph Addison, The Spectator, February 2, 1712,

Don’t view me with a critic’s eve,
But puss my imperfections by.
David Everett. 1791.

People ask for criticism, but they want only praise. — William Somerset
Maugham, Of Human Bondage, 1915.

I do not resent criticism, even when, for the sake of emphasis. it parts for
the time with reality. — Winston Churchill, January 22, 1911.

A man who is anybody and who does anvthing is surely going to be criticized,
villified and misunderstood. This is a part of the penalty of greatness. . . .

Elbert Hubbard.

Fie upon those who hear me yet do not have the wits to appreciate me. 1
will spit upon their faces with great delight and then go upon my own merrie

way, unaffected by their oxen-like stupidity. — From the medieval miracle play.

Naught for Nothing.

. one sees the critic as the real helper of the artist, a torch-bearing out-
rider, the interpreter. the brother . . . a valuable instrument. — William James.
Criticism, 1893.
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All creative people at some point in their careers have to adopt a personal
philosophy about criticism. This is no less true of the creative person in broad-
casting than of the author, painter. sculptor, actor or actress.

Who are the broadcaster’s critics? The range is wide. It includes: radio-
television editors. and columnists on newspapers, magazines and trade papers.
Also. the articulate, communicative members of the listening audience, who use
the telephone. Western Union and the United States mail to praise, condemn or
ask for autographed pictures. Also station and network officials, who, because
they foot the payroll, feel they have the right to pass occasional judgement.
Also those wives who think that the privilege of criticizing is an unwritten
part of the marriage contract. Also such self-appointed critics as taxi drivers,
doormen and elevator operators, who recognize the face or the voice, and have
some opinions of their own to offer.

The taxi driver (if a New Yorker) will be most arrogant in his assumption
that sitting with his cab radio going all day qualifies him to be a director-
producer-critic.

Wives Are Predictable

Wives of broadcasters tend to fall into one or the other of two groups:

Those who greet their husbands at the door with face aglow, declaring
ecstatically:

“Darling, it was positively the very best bhroadcast you have done in your
whole life!”

Those who greet their husbhands with some routine complaint about how tired
they are and how troublesome the children have been all afternoon, and then
add casually:

“How did things go at the studio today?”

One distinguished network news commentator, now deceased, after marrying
a girl less than half his age, confided to his colleagues that neither periodic
increases in salary, nor his normally complimentary fan mail. nor anything that
network officials might say to him could equal, as a morale-builder. the eulogies
he received from his starry-eyed hride when he returned home each night from
his broadcast.

Beware of the Cranks!

While audience mail may not be a good indication of how many people are
listening. it does give the broadcaster a sampling of what his listeners think
and is therefore of extreme value. as long as the broadcaster remembers that
as a rule more Ant’s than Pro’s write to their Congressmen or to their news-
papers, as well as to those they see and hear on the air.

In different parts of the country and in different eras, various words have
been used to designate a certain type of person who habitually writes letters:
Crackpot, nut, screwball, crank, eccentric.
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Unfortunately it is not possible to sort fan mail in two neat piles labeled:
CRACKPOTS SERIOUS LISTENERS
In any sack of mail there will be an overlapping. something like this:
CRACKPOTSERIOUS LISTENERS

During the fall of 1940 the NBC news department in New York received a
letter that read:

Last evening about 6:40 I turned on your station to he ready when Lowell Thomas
came on and to my utter amazement there was a man on who is either a Fifth
Columnist. Bundist, Communist or Anarchist, or all, and after some of his anarchist
and inflammatory remarks of hate of the President and Government and some un-
mitigated les about the President and Acts of Congress all of which was highly
applauded by a receptive audience that [ was utterly disgusted and began to think
that after all perhaps Hitler was right that we could not survive as a Democracy if
we permitted such publie speeches berating our Government. So I turned off, did
not even wait to find out who it was.

Now I believe in free speech but I do not believe that Fifth Columnists, Bundists,
Communists and Anarachists should be permitted to use the radio to spread their
venom of the Government to an unwary public and therefore censorship of the radio
should be more severe and inflammatory speeches of Hate of the President and
Government should be barred by yourselves for just as long as you permit it to go on
I can only believe you are in sympathy with these Fifth Columnists, Bundists and
Anarchists.

The letter concluded with the words “Respectively vours” but this was fol-
lowed by an obscene postscript in which NBC was called several unprintable
names by the female listener.

Upon investigation, News Director Schechter discovered that the program she
had heard was a campaign speech by Wendell Willkie, Republican candidate for

President.

Press Animosity Died Hard

It took many decades for broadcasters and the press to get over the feud
that began in the 1930’s, when press associations agreed to give radio a modicum
of news for broadcasting on the understanding that every newscast would be
followed by the announcement: “For further details read your newspapers.”

The more powerful radio grew. the more the press tried to pretend that the
new medium did not exist. The argument was used that every word printed
about radio simply made this new opponent stronger. The establishment or pur-
chase of many stations by newspapers helped to put such nonsense to an end.
When the circulation of magazines devoted exclusively to news about radio, gossip
about radio people and program listings soared into the millions, newspapers
realized their error. They began appealing to those of their readers who were
also interested in radio, for radio now was as popular as a dance called the
Charleston and raccoon coats at football games.

In this period radio critics on some metropolitan newspapers gradually became
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almost as important as film, book and theater critics. Veteran of them all
in New York was Ben Gross. who in 1965 at the age of 75 celebrated his fortieth
vear as radio (laler radio and television) critic of the New York Daily News —
a record that established him as the undisputed dean of critics.

1,039 Famous Friends

Just before this Encyclopedia went to press, Gross tuned in his 100,000th.
broadcast. Although he did not keep track with a mechanical counter, he figured
that he had heard or seen all or a goodly part of ten programs a day, five days
a week (sometimes six). for 18 or 19 weeks a year, beginning in 1925. In
summary he said:

If under such a regime, one's aesthetic taste buds have not atrophied or if
one’s mind has not hecome a mere catalog of trivia, it is only by virtue of this
precaution: one makes his memory a sieve through which all but the most im-
portant or interesting items drain off into the void of forgetfulness. Those events
and personalities remain which live vividly in one's consciousness.

Plenty of people and events did live for Gross. In 1954 he wrote an auto-
biography, I Looked and I Listened, crowded with stories about 1,039 people
who had already crossed his path. (The number was greatly augmented in the
years that followed.)

Gross is not typical of all American radio and television critics, because

p
there is no one pattern, but his career is worth studying, for he reached more
people for more years with more reviews and comments on radio and television
programs than anyone else in the country. Also, because no one even slightly

interested in broadcasting can ignore or belittle the opinions and conclusions
of such a man.

From Murder to Radio

Born in Birmingham, Alabama, Gross started as a newspaper reporter, prac-
ticed law for two years, then went to New York where, unable to crash the big-
time, he took a job as a reporter on a relatively minor daily. Eventually he
landed on the Daily News as a combination police reporter and labor editor.
One day when he returned from covering a love-nest murder in New Jersey,
he was told by his editor that he had to substitute that night for the radio editor,
who was ill. Gross neither owned a radio nor had often listened to one. When
he finally found the radio editor’s receiver he was so ignorant of the mechanics
of the machine that he had to get the building electrician to show him how to
turn it on and adjust it. But his first column was so well done that 41 years
later he was still advising Daily News readers what they should watch and
listen to.

Mr. Radio & Mr. Television
Gross was asked by the editor of The Encyclopedia to think back over his




CRITICS: AMATEUR & PROFESSIONAL 117

long career and answer five questions:

Q. Of all the thousands of voices you have heard coming over your loud-
speaker in these 41 years, which was the greatest?

A. In my opinion Graham McNamee had the greatest voice on radio. During
the early years of broadcasting. he was Mr. Radio himself. just as. later, Milton
Berle became Mr. Television.

Q. What was radio’s most golden moment?

A. It depends on what one is looking for. The coverage of the I)-Day invasion
of France was certainly the most suspenseful. Thousands had relatives in the
invasion army. What would be their fate? Would they succeed or be driven
back? They were playing for the highest stakes of all. 1 have never known, in all
my years of listening, any series of broadcasts that aroused such anxiety. But
V] Day ran a close second. The radio conveyed explosive moments of joy and
relief impossible to describe otherwise.

Television’s Greatest

Q. What was television’s greatest performance?
A.TV attained its high mark with its coverage of President Kennedy’s as-
sassination and funeral, each segment of which should rightly be regarded as

part of the same story. Who can ever forget the early bulletins . . . the frantic
scenes at the hospital . . . LBJ’s departure from Dallas . . . the arrival of the
body in Washington . . . the stark, stunning melodrama of Jack Ruby shooting
Oswald as millions looked in on TV . . . and then the solemn pageantry of the

state funeral?

Q.- In your opinion what is the greatest entertainment program TV has thus
far produced?

A. That depends on the category you happen to like: Drama, Playhouse 90.
Variety, Ed Sullivan. Comedy Series, I Love Lucy. Comedy, Jack Benny. Late-
Hour Divertissement, Jack Paar. Upper Echelon Cultural Entertainment, Omni-
bus. If 1 had to choose only one — which would be unfair, as the categories
are as different as apples and turnips — I’"d name Omnibus.

Q. What was radio’s greatest program?

A. Again, it depends on the category. Variety, Fleischman’s Yeast Hour, with
Rudy Vallee. Comedy Series with Greatest Impact on Listeners. Amos ’n’ Andy.
Musice, Arturo Toscanini’s NBC Symphony Orchestra concerts. Wittiest Series,
Fred Allen. Most Sensational Real Life Program, the Explosion of the Hinden-
burg. Popular Song Program, Ethel Merman and Mary Martin Special. All
these were memorable, but the program impossible to forget is the first network
show of American broadcasting — the one staged for the inaugural of NBC.
This program, aired from the old Waldorf-Astoria on November 15, 1926, of-
fered entertainment that would be difficult to equal even today: Mary Garden,
Will Rogers, Walter Damrosch, the N.Y. Symphony Orchestra, Tito Ruffo,
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Harold Bauer, Vincent Lopez, Ben Bernie, George Olsen, Ben A. Rolfe, etc.,
etc. It served notice that radio was no longer a hobby of school boys but would
become a dominant factor in every phase of American life. This inaugural set
the guide lines which would be followed by broadcasters for years to come.
So I choose this program as the greatest of all.

Husing Versus the Critics

Feuds between critics and broadcasters are not uncommon in New York and
on the West Coast. Some of them have reached almost murderous proportions.
In 1935 Ted Husing, sportscaster, wrote a book of reminiscences, Ten Years
Before the Mike, in which he quoted, verbatim, paragraph after paragraph of
adverse criticism written about him by New York’s radio critics, such as:

Mr. Husing, like several other current announcers, gives promise of being a
pleasing radio personality; but very often the promise is never fulfilled.

The main stumbling block in Mr. Husing’s vocal career is his inability to sound
like himself on the air. . . His voice indulges in unnatural posings, and what would
be most effective statements come out with a deadly stigma of over-smart affection.

Mr. Ted Husing’s announcements took him up countless blind alleys of verbosity
in search of dubious points for altogether impossible quips.

After showing how unfairly (in his own estimation) the critics had treated
him, Husing set out to demolish them. He did not spare even Gross, who had long
been a friend and whose criticisms had been as mild as saying that Husing had
a love affair with a dictionary and that “he was and is enmoured of words, a
circumstance not entirely to his discredit, considering the colorless and limited
vocabularies of some of his colleagues.”

Husing was in a safe position, he thought, because at the time he wrote
the book he was off the air. It was inevitable that the critics, being human,

would wait for an opportunity to take their revenge. It finally came. As
Gross put it:

Many of the tribe repaid him in kind when, after a long ahsence from the air as
a sportscaster, he returned in this role on TV. Because his wordage was as lavish
on TV as it had been on radio, his detractors doused him with arsenic and vitriol.
I, however, would not go to such extremes, recalling, as some of my colleagues
failed to do, that Ted had contributed immeasurably to the development of broad-
casting in this country. There is not one successful practitioner of the art today

who is not his debtor.

It was typical of the majority of New York critics that they used “arsenic
and vitriol” on Husing. It was typical of Gross that he did not. For new
young broadcasters there is a moral to the story. The power of the press may
not be all that it once was, but it is still dangerous to flaunt it.

Cantor Versus the Critics

The feud between the comedian Eddie Cantor and the New York critics
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was more serious, lasted longer. and created deeper wounds. Always sensitive
to adverse criticism, Cantor finally lost his temper and in an interview with
a fan magazine struck back by declaring that all the New York radio critics
except one were either “chiselers” or “log-rollers.” The quickest reaction came
from Nick Kenny, radio columnist of the New York Daily Mirror, who wrote
brilliantly and succinetly:

“Thanks. Eddie. for the compliment!”

The Mirror was the tabloid rival of the Daily News, and so, in a spirit of
upmanship, the managing editor of the News instructed Gross and his assistant
to file suits for $100,000 each. on the ground that as long as Cantor had not
repudiated Kenny’s statement. it was proof that his accusations must include
the two Daily News men, as well as all the other New York critics. The case was
fought up to the New York State Court of Appeals, which finally held that as
there were only a limited number of radio critics in New York, each could con-
tend that he had suffered damages through the blanket accusation. This decision
opened the way for many other groups besides the critics to bring suit for
group-libel. Cantor settled for a nominal amount, but he had to pay a consider-
able sum in legal expenses and court costs,

Sentimental Postseript

The postscript to that broadcaster-critic story illuminates the character of
the two principals in the case. When Gross completed his 25th year as a
radio critic, NBC gave an elaborate luncheon in his honor and Cantor accepted
an invitation to be one of the guests. During a luncheon broadcast, heard by
millions, Cantor shook Gross’ hand and said:

“Ben and [ had a slight misunderstanding some years ago. But you would
never have guessed it from reading his comments on my shows. | may not always
agree with him, but he has been a fair-minded and honest reporter.”

What Jonah Said to the Whale

In listening to 100,000 broadcasts, Gross has heard, then written about many
slips and fluffs. His favorite radio story is about Billy Sunday, the pulpit-thump-
ing evangelist, who was delivering a sermon over a New York radio station.
At the climax of a hellfire and brimstone talk he shouted into the microphone:

“Brothers and sisters, | ask you. what did Jonah say to the whale?”

During the dramatic pause that followed, some engineer pushed a button by
mistake, bringing in a commercial {rom another studio. so that what Billy
Sunday’s radio audience heard next was a persuasive voice saying:

“Take Carter’s Little Liver Pills!”

May a Million Ants Eat You!

Once at the height of Rudy Vallee’s popularity Gross wrote in his daily column:
“After all. Rudy Valee is not the only great singer the world has known.
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What about Enrico Caruso?”

When the reader-mail began coming in, Gross felt a little like an innocent
lamb that had made the error of trying to charge head on into an express train.
One of the mildest reproofs he received said:

“I’d like to tie you to a post and turn loose a million man-eating ants on

(3]

you!
The Singing Dog Fiasco

Rudy Vallee was indirectly responsible for a near catastrophe in Gross life.
A man whose wife kept the family radio blaring every time the crooner and his
Connecticut Yankees were on the air, had to let someone know how he felt, so
he wrote to Gross, saying that he had a hound dog that could yowl better than
Vallee could sing. Gross printed the letter. That started a deluge of communi-
cations by phone and mail from readers who said they had dogs that could yowl
to a piano accompaniment or could actually sing. In a thoughtless moment
Gross suggested that all those with singing dogs bring them to his office at
3 p.m. the next Friday. They did. Dozens and dozens. They came from Man-
hattan, Queens, the Bronx, Brooklyn, Staten Island and even from New Jersey.
Poodles, fox terriers, wirehairs, pointers, bulldogs, setters, cocker spaniels.
Children and adults brought them by private cars, taxis, buses or smuggled
under coats on the subway.

If the dogs had behaved themselves and just demonstrated their singing
ability it might not have been a disaster, but a cocker and a terrier began
fighting, then the others joined in. Gross later reported that men and women
came from all parts of the vast Daily News building to the corridor leading to
his office to peer, and then to run. It was his last attempt at a stunt.

Housewife Wins a Contest

Every now and then politicians get tempted to put up for high office a
man who is so average that he thinks, looks, talks and behaves exactly like
the average voter. Publishers are occasionally bitten by the same idea, the
theory being that a housewife who reads a book now and then ought to be
better qualified than some college professor to serve as a literary critic, for
she should know what would appeal to other women. Years ago the Daily News
ran a contest for the best radio column written by a reader, the prize to be
Ben Gross’ job. The contest was won by the attractive young wife of a chain
store manager in a New Jersey suburb. The Daily News put a two-way tele-
type machine in her home on which each day she would tap out her column.
Gross, at the New York end of the teletype, would take it from the machine and
deliver it to the composing room. His orders were: “Don’t change a word or
even a comma! What we want is real housewife stuff!”

At first her columns were naive and homespun. Then, under the influence
of press agents and publicity cocktail parties, they became more sophisticated,
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less refreshing. Finally the night came when the same managing editor who
had taken Gross off a murder story and made him radio editor reinstated him.

Bryan, Columbus or Moses?

Once Gross asked his readers this question:

“If radio had existed since the dawn of time, and if it had been possible
to broadcast and record the great events of history, which of these would you
have liked to hear today?”

“William Jennings Bryan delivering his Cross of Gold Speech.

“Socrates as he drank the hemlock,

“The words of Christopher Columbus on sighting the New World,

“The remarks of the Pilgrims as they landed at Plymouth,

“The Flood,

“The Creation,

“Moses proclaiming the Ten Commandments.

“The three Wise Men as they followed the star, or

“The Sermon on the Mount.”

That is not the order in which they were listed in the paper. but inversely
it is the order in which the readers voted, most of them wishing they could hear
the Sermon on the Mount; second, the Three Wise Men:; third Moses.

One of the Most Remarkable

Gross was one broadcasting critic who felt he should call a spade a spade
when he thought it was a spade. He found Senator Huey Long of l.ouisiana an
extremely colorful radio personality — a jovial. back-slapping salesman, with
his slogans “Share the wealth” and “Every man a king.” But he also felt Long
was a dangerous American Fascist — and said so. He wrote that one of the most
remarkable broadcasts he ever heard was the one in which the self-styled King-
fish began with this announcement:

This is Huey P. Long, Senator of the United States from the sovereign state of
Louisiana talking to you. Now T want you to do me a favor. Go to the phone
and call up four or five of your friends and tell them to tune in to this station.
They're going to hear something very important. In the meantime, Ul just be
talking along to fill up time. So go right ahead now and call your friends.

And he did. And they did — many thousands of them. That was the broadcast
in which the Kingfish also asked his listeners to telephone John D. Rockefeller.
because Long was trying to get the oil multimillionaire to sponsor his broadcasts.

Perfume by Television?

At one time Gross was disturbed about the effect of television on the mores
of America — and said so.

- soon there may come a time when even young sweethearts will convey their
thoughts only through gestures or some special sign language. We may well be
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the ancestors of a race of silent men, who will be listeners and observers rather
than talkers and doers. Perhaps one reason for the popularity of the late-hour
dise jockeys who discourse volubly on every topic under the sun is that they lift the
hurden of conversation from their listeners.

Yet Gross knew that television was here to stay and years ago made these
predictions: Television will someday transmit odors, such as the frangrance of
the perfume that is being advertised and the smell of sizzling bacon. By tele-
vision, machinery will be set in motion to boil coffee, fry the ham and eggs,
draw the bath water, start the dish washer, propel the vacuum cleaner across the
floor, and if a housewife sees something advertised by a department store on
television, she will merely press a button on her receiver and a few minutes later
will find the parcel in a special TV receptacle on the roof of her apartment
building.

Gross also predicted the invention of a device which will enable television
viewers to react to what they see on their screens. When a politician is talking
they will be able to applaud or boo. When a comedian is performing they can
laugh or shout their disapproval. And such reactions will be heard back in the
studio. Organizations that now measure radio-TV audiences would be put out of

business, of course, and so would television critics. The audience would measure
itself and be its own critic.

A Program Elevator

Another veteran critic was Herschell Hart, who was radio (later radio and
television) editor of the Detroit News from the 1920’s until his death in 1960.
Writing about him in The Education of a Broadcaster, Harry Bannister, general
manager of WW], Detroit, for years, said:

He was the only broadcasting editor of a daily newspaper I have ever encountered
who made a conscious effort to evaluate programs from the point of view of the
audience.

Being a critic of broadcasting for a newspaper or magazine is a frustrating way
of life. The criticisms carry no weight, and are interesting only as reading ma-
terial. Critics of plays, movies, music, books and art have the power to influence
acceptance or rejection by the public. In New York, for instance, the opening-
night review of a play can often make or break it. The television critic has no
such power, nor has the radio critic. Furthermore, most programs will never
he seen again. except possibly as a summer “repeat.” Therefore the criticism
will neither add nor subtract one viewer. Television critics are prone to feel sorry
for themselves because a cruel fate condemns them to watching television. I am
sure most people would regard it as a pleasant way to earn a living.

Herschell Hart’s philosophy of criticism was that it was part of his job to try
and improve broadcasting and that he would do it not only by praising good work
but also by encouraging all who tried. He felt that by so doing in time, the bad
would get hetter, the mediocre would hecome good, and the good might even become
great. Sympathy, kindness and understanding were apparent in his every word. Her-
schell Hart’s daily column in the Detroit News and his daily gossip show on WW]
hrought him recognition and standing throughout Detroit, which, as far as 1 know,
has not been accorded any other critic anywhere.



CRITICS: AMATEUR & PROFESSIONAL 123

Bannister’s opinion that radio-television critics have no power and that their
criticismt “neither adds nov subtracts a single viewer” is not shared by every-
one in the industry.

Variety Is a Bible

For vears Variety, the weekly newspaper of show business. has run reviews
of radio and television shows that are read nervously, eagerly and respectfully
by people in hoth advertising and hroadcasting. The radio-TV editors of Variety
and other publications that make an honest attempt to evaluate what goes out
over the air have tremendous power and their judgement is not ignored by the
men who decide whether to renew contracts for programs already on the air.
or whether to produce another show patterned after one which had won the
applause of critics and the public alike.

Critics Are Important

A radio-television editor who analyzes thousands of programs a year has
an authoritative basis for his judgments. When he points out what in his
opinion is wrong with radio and television, he does so hoping to improve the
medium not to destroy it.

Announcers, entertainers and even the owners of stations owe each radio-
television editor thanks for the ever-continuing notices he gives them. It was
publicity-wise James A. Farley who once said. *1 don’t care how you spell the
name, boys. as long as you use it!” Whether the radio-television editor attacks,
denounces, praises or eulogizes. he is constantly keeping broadcasters’ names
before the public. and that is what is important.

This comment on the Cantor Case makes another good point about critics:

When Eddie Cantor recently pulled his sword and did a Douglas Fairbanks by
challenging all the New York City radio editors single-handed, he at least focused
nationwide attention on a caste of newspaper workers whose efforts on hehalf of
the betterment of broadcasting is not sufficiently credited. Some radio editors
may be inclined to think that their colleagues in the East, being su close to the
radiating centers, use mainly honey in their inkwells, The Cantor case proves
how incorrect this assumption is.

Artistry vs. Salesmanship

In addition to passing judgment on specific programs and giving publicity
to individuals on the air, most radio-television editors feel it is their right-
ful duty to express periodic opinions on how broadcasting is doing. For example,
Del Carnes, radio-television editor of the Denver Post, recently wrote:

If television is to improve appreciably (it is improving now, but far too slowly)
programming decisions must be made by those whose business is showmanship,
not those in the sales department. Artistry and salesmanship are incompatible.

In an angrier, more pyrotechnical spirit, Si Steinhauser of the Pittshurgh
Post wrote:
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There ought to be a law! Against high-hat announcers. Against affectation in
speech. Against employment of sustaining entertainers without pay. Against
hysterical sports announcers, who call themselves “reporters” when they're not.
Against more than half a dozen press agents for one network star. Against re-
peating gags (and they are rightly named!) more than ten times in one evening
and 3,650 times per year. Against putrid advertising blurbs by actors pretending
to be medical and beauty experts. Against smart-alec slang. Against the stupid
and ofttimes putrid conversation of amateur broadeasters. That done radio might lift
its head.

Those who write the scripts for television were taken to task by Charles
Staff, radio editor of the Indianapolis News:

The quality of the writing is poor. Good performers, generally, and good pro-
duction values, even some good aims. But the wriling is gutless, pointless, witless.
Most of it sounds as if it had been pushed through so many strainers that nothing
of substance was left.

Poor programming was attacked by Dean Simpson, radio editor of the Fresno

(Cal.) Bee:

All three networks excuse their dreary programming with the reasoning that
they are giving the public what it wants. Is it the job of television to cater to
the lowest common denominator in taste or should it be the job of networks (and
sometimes individual stations) to attempt to upgrade the often admittedly low public
taste?

Aud by Harry Glover, the Reading (Pa.) Times critic:

Same old complaint, year after year.  Not enough range and holdness in pro-
gramming,

“Too many commercials” is the complaint of many radio-television critics,
and yet the very columns in which they make this point — especially if they ap-
pear on Thursday or Friday — are often almost impossible to find, because they
are buried among so many food and department store ads in 60, 80, or 100-page
papers that seem to be about 90 per cent “commercials”.

John L. Weber, radio editor of the Daily Sentinel of Wellston, Ohio, put
it this way:

Too many commercials in poor taste, and sound level of too many commercials
still to high.

On the same theme, Vernon Scott, UPI radio critic in Los Angeles:

It’s outrageous the way the volume is increased for commercials during the course
of almost all television shows. Commercials should be broadcast at the same sound
level as the entertainment part of the show.

Gossip & Brilliance

Radio critics of the now-defunct New York Daily Mirror (there were many, at
different times) titillated their readers by writing keyhole gossip about broad-
casting stars. Their revelations often skirted the edge of libel, and occas-
sionally may have fallen into that slime-pit. The paper’s hope was that the victim
would know the Farley rule and decide not to sue.

For years the radio critic of the more-recently-defunct New York Herald-
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Tribune was John Crosby, native of Milwaukee, who left Yale for newspaper
work, first on the Milwaukee Sentinel, then to New York as a police reporter,
then a radio critic, although by accident. Home from World War 11, he found
New York City swarming with out-of-work reporters. so when he was offered a
job as a radio critic he took it, albeit he had never owned a radio and rarely
listened to radio. But he wrote brilliantly and within several years his syndi-
cated column was being read by 18,000,000 people.

Attacks Missouri Singer

Crosby, unlike any of the other critics herein mentioned, built his following
not by being informational, or sensational, or controversial, but by heing en-
tertaining, generally at the expense of broadcasters.

When President Truman’s daughter, Margaret, sang with the Detroit Symphony
Orchestra, on March 16, 1947, she was introduced, discreetly, as a young Ameri-
can singer from Washington, who had been born in Missouri. Ten million radio
listeners heard her. The next day Crosbhy wrote:

It was the policy of the Detroit Symphony, declared the announcer, to encourage
promising young American singers and that, he implied, was why Miss Truman
was there. There was no mention of the fact that Miss Truman lived at 1600
Pennsylvania Avenue or that it was a Page 1 story, or that some fifty news-
papermen were sent to Detroit to cover the debut of this promising young singer
from Washington.

Four years later, when Miss Truman did another concert, Crosby dipped his
pen in vitriol once more and wrote:

The defects of the voice ohserved four years ago are still there and perhaps
a little worse. Miss Truman still can’t seem to hit a note anywhere near the center.
The voice is harsh, thin and uninteresting and still gets into grave trouble in the
upper registers. I just can’t help thinking that Miss Truman got on “The Big
Show” because she’s the President’s daughter, a thought which has probably never
occurred to anyone else, especially the people at NBC who booked her.

Shattering, Terrifying!
Readers liked Crosby’s style, for the circulation of his column grew and
grew, but those connected with a show that he was reviewing often trembled

as they read his acidulous comments, such as this review of Romeo and Juliet:

William Shakespeare and the U.S. Steel Corporation, two institutions of massive
respectability, clapsed hands last summer (1948) in a Theater Guild of the Air
production of Romeo and Juliet, which means, of course, that Shakespeare has finally
arrived.

Nevertheless, after hearing Miss Reed declaiming, “Help! Help! Juliet’s dead!”
I felt absurdly comforted for not having been present at the fall of Jericho. The
blare of trumpets on that memorable occasion could not possibly have been
more shattering or more terrifying. With those four words she made a mockery of all
radio. The line would have been just as effective if they had turned off ABC and
opened the windows.

While some radio-television critics give the impression of enjoying their work,
Crosby made no secret of his own personal reaction:
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The worst aspect of the job, I suppose, is the monotony. Nothing resists criticism
so strenuously as radio. A radio columnist is forced to be literate about the illiterate,
witty about the witless, coherent about the incoherent. It isn’t always possible.
My drawers are stuffed with notes about programs which are neither bad enough
nor good enough to warrant comment of any sort. They hover, these programs,
in a sort of nether-world of mediocrity and defy you to compose so much as a

single rational sentence ahout them.

The quotations at the start of this chapter have been put there so that critics
and the criticized alike can take solace. Among those seven aphorisms there
is one to fit almost any situation. The critic who feels his efforts to improve
broadcasting are unappreciated may therein find comfort, as well as the broad-
caster who suffers because he has been unfairly dissected.



/O

P.R.O. =
PA. =
P.T.

Phineas Taylor Barnum, the world’s most celebrated showman, with typical
modesty called his circus “The Greatest Show on Earth.” He was the inventor of
ballyhoo, defined as “a way of bringing a product or a personality quickly and
strikingly to the public’s attention.” Imagination was what the Nineteenth
Century circus man had in abundance. Once when his circus was playing Madi-
son Square Garden, New York, he hired a “public relations staff” of men in
shabby clothes to walk each day from various points of the compass in the
direction of Madison Square Garden dropping shiny pennies through holes in
their trousers’ pockets onto the sidewalk. By the time they reached the Garden
they always had a following. Barnum (“P.T.” to his friends) died in 1891, but
he bequeathed to the Twentieth Century the early tricks of press agentry.

Today it is estimated that there are 100,000 public relations specialists in
the United States, many of them occupying key positions in great corporations.
The growth of their profession has been rapid. In 1931, when Paul Garrett went
to work for General Motors in Detroit he was the only public relations employee
on the payroll. When he retired 25 years later there were 200 men and women in
the G.M. public relations department operating on a budget of more than a
million dollars a year. The Public Relations Seciety of America has a member-
ship of more than 5,000. Many of its members shudder when they hear the ex-
pression: press agent. They tolerate P.R.O. (Public Relations Officer.) They
prefer Public Relations Consultant, or Public Relations Advisor.




128 ENCYCLOPEDIA OF RADIO AND TV BROADCASTING

The Engineering of Consent

Whatever they may be named, the men and women engaged in what has been
called by one of their number “the engineering of consent,” are of vital im-
portance to broadcasting. Every network and large station has a press or public
relations department of its own. (CBS has entirely separate staffs for promot-
ing its news department and its other programs.) The range of their activities
may extend from the routine task of turning out accurate and readable bio-
graphies and glamorous glossies of their stars, to conceiving the idea of send-
ing a cable to Hanoi asking Ho Chi-minh how he feels about peace, on the
long chance that he will reply and give the network an exclusive broadcast.
They also try to smooth the troubled waters when a network or station finds
itself in the center of a storm because of the tempermental misbehavior of
one of is performers, or because a star resigns in a huff over being censored by
Continuity Acceptance.

Edison & Chaplin Bagged

The most celebrated of the networks’ publicists was Alfred F. (“Hollywood”)
McCosker, who had once been an office boy for Arthur Brisbane, and later a
publicity man in Hollywood. He was credited with luring two microphone-
frightened celebrities into the studios of WOR in the days when he was that
station’s public relations genius. One was Charlie Chaplin, who adamantly re-
fused to be interviewed on the air but finally agreed to do an act. In quick
succession, to the delight of those in the studio as well as the radio audience,
he performed first on a piano, then on a violin, then on a clarinet and finally on
a cello. The other was Thomas A. Edison, who had been indirectly responsible
for the miracle of radio, but was as shy as a schoolgirl about appearing on mike.
McCosker, who had a nose for news and P.T.’s love of a stunt, eventually became
president then chairman of the board of Mutual.

Create an Image

In the intense competition for popularity, broadcasting stars employ their
own personal press agents in an effort to get more publicity than their rivals —
even those on the same station or network. {In Chapter 9 a radio-television
critic protested against “more than half a dozen press agents for one star.”)
It is these personal press agents who often go to amusing, sometimes question-
able extremes to keep a star’s name on Page One, knowing that good reviews
by the radio editor and even spicy paragraphs in gossip columns are not enough
to create the image that will result in a mass following. (The press agent’s
rule of thumb is that a one-column bold face news headline on Page One is
worth a dozen items in the gossip columns, which in turn are worth a hundred

puffs. (Puff: an empty expression of praise, esp. one in a public journal. —

Webster. )
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One of radio-television’s most popular singers throughout the 1960’s worked
diligently. with the assistance of his press agents, to create the image of a
two-fisted character who would fight at the drop of a hat or the sound of a
slightly insulting word. Result: much publicity. Result: greater popularity.

ALamb in a China Shop

Another press agent put Fred Waring’s picture in all the papers by having him
lead a live, snorting bull into a Fifth Avenue china shop to prove that there is
nothing to the old adage. The stunt worked. The bull cooperated by behaving
as benignly as Mary’s little lamb.

The kidnapping of Edgar Bergen’s Charlie McCarthy from a New York hotel
room landed both the top-hated dummy and his master on front pages for
several days.

Dinah Shore once led a goat down Fifth Avenue, in the interest of sweet
publicity.

Offers a Tender Daughter

To publicize Dave Ellman’s radio show, Auction, his press agent had an
Appalachian mountaineer write in that he was so poor — so in need of a little
quick cash — that he was willing to have his fair young daughter auctioned off
to the highest bidder.

To introduce a new young singer named Bing Crosby, a dinner party was held
in New York for radio editors, during which one of the guests (later revealed
to be a comedian noted for his “iron stomach”) suddenly went down the table
with a pair of scissors snipping off pieces of the other guests’ shirt collars.
which he promptly ate. (The collarless victims were later taken to a nearby
haberdashery and given the choice of any shirt in the shop.)

Alimony Dodger Entertained

The relationship between radio editors. press agents and broadcasting stars
is such that years ago, when a well-known New York radio-television publicist
went to Alimony Jail for an indefinite time for failing to keep up payments
to his ex-wife, critic Ben Gross rounded up a dozen top radio entertainers,
headed by Bob Hope. and took them to the jail. where they entertained the
incarcerated man for an hour or two, out of consideration of all he had done
for them.

But broadcasters in small cities, as well as in New York, Hollywood and
Chicago, have still another connection with these gentlemen of subtle persuasion.
The average radio listener or television viewer may never wonder how the emcee
of an interview program finds all the people to go on the air with him every day
or every night. A single program like the Merv Griffin Show or NBC's Tonight
consumes interviewees at the rate of dozens per week, hundreds per vear. Of




130 ENCYCLOPEDIA OF RADIO AND TV BROADCASTING

course all guests are carefully screened, then extensively brain-picked, and finally
meticulously briefed, but the raw material is supplied by press agents for book
publishers, music publishers. record companies, non-profit institutions, fund
drives, lecture agencies, night clubs. restaurants, roadhouses, eleemosynary or-
ganizations and educational enterprises. Also labor unions, dance schools and
trade associations.

“Oh Get Me Exposure!”

Not all the 100,000 public relations specialists in the country are interested
in getting their employer’s ideas, products or personalities publicized on the air.
Some few have the even more difficult task of discouraging or preventing public
discussion of their employers’ this or that. But enough of them are con.
cerned with what is called “exposure” to form a long parade past the doors
of any broadcasting house.

Once, the less scrupulous indulged in subtle forms of bribery. Sometimes they
actually attempted to pass money under the table. But this form of persuasion is
rare today. The relationship between the producers of a television show and the
agent is two-way. Such men as Johnny Carson and Merv Griffin are eager to
put on a good show. They are always on the lookout for characters who can
make the audience laugh, cry, shout, scream, shudder or react in any way short of
fainting. (No sponsor wants to lose even part of his audience like that.) If
the agent can produce such a personality, he is assured a place on the program,
even though some mention will have to be made of his latest book or the night-
club in which he is currently singing.

Competition Is Fierce

In the case of women’s daytime interview shows, the competition for articulate
guests is especially fierce. At times, even in New York, the supply is so far
behind demand that a guest may appear on two or three competing programs the
same week.

Authors, lecturers, singers and musicians on tour are good material for
broadcasters in cities they pass through. If their press agents are good and
have an up-to-date list of stations, they will write or wire ahead, giving avail-
ability dates, time of arrival, time of departure, hotel, and the line of interest.

If a broadcaster has the time, ambition and inclination to by-pass the press
agents, or to augment their offerings by doing some scouting on his own. he
can make his program much more off-beat. much less like every other interview
program in the country. This is possible in the big-time or on a small station
far from the beaten path. But it takes work and a technique. Meanwhile. the
Established System manages, somehow, to feed enough talent into the maws of
the hungry machine so that it can continue to function, even though the de-
mands are ever-increasing. For that, the machine should be grateful to the
descendants of old P.T. and all the other pioneers of ballyhoo.
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Supervision
and Ethics

111 the early days of radio there was a station in New York that was
outspokenly anti-Catholic, anti-Negro, anti-Jewish and anti-liberal. When New
York’s Governor, Alfred E. Smith, ran as the Democratic candidate for Presi-
dent, he and his political associates were the victims of weeks of smear broad-
casts over this station. The American Civil Liberities Union begged, urged,
and tried to insist that equal time on the air be set aside for presentation of
the other side of the story. The station owner replied that there was no other
side to the story and shouted about “freedom of speech.” Everyone, from
the Mayor of New York City to members of the newly created Federal Radio
Commission (fore-runner of the present Federal Communications Commission)
was afraid to take drastic action, fearing the charge of “censorship.”

At the height of Eddie Cantor’s popularity. his script for an NBC network
evening show called for his female vocalist, Nora Martin, to sing a current
song, We're Having a Baby, My Baby and Me, and then turn to her husband
(played by Cantor) and thank him for the fact that she was “expecting.”
Cantor was to smile and reply that he deserved no thanks, “because it was a
pleasure!” Then he was to add: ‘““The next ane will be on me.”

NBC’s Continuity Acceptance Department deleted this dialogue from the
script and when the show went on the air cut the sound during the singing of
We're Having a Baby, My Baby and Me.

100

Cantor raised the cry: “Censorship!

Years ago NBC’s Director of News and Special Events advised all his radio
commentators to be “provocative but not controversial.” But who would decide
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Eddie Cantor, the critics’ critic.

exactly where to draw the thin line between the two?

The comedian Fred Allen once submitted a script to his network’s Continuity
Acceptance in which he poked considerable fun at a mythical town that his writ-
ers decided to call “North Wrinkle.” CA insisted on elimination of the name
on the ground that somewhere in some remote corner of some state there just
might be a town called North Wrinkle, even though no map showed it.

Fred Allen called it: “Stupid censorship!”

Years ago a member of the Izaak Walton League wished to do a broadcast in
praise of the worm, as opposed to the traditional fly so dear to the hearts of
most trout fishermen. Controversial? Yes, but at first glance a non-political,
non-religious, non-dangerous controversy, involving nothing more volatile than
worms vs. flies. But the year was 1927. President Calvin Coolidge, whose favorite
sport was fishing, was on a holiday in the Black Hills of South Dakota — fishing.
One day he had called in reporters and handed them each a slip of paper on
which appeared the stark words:

I DO NOT CHOOSE TO RUN FOR PRESIDENT IN 1928.
Now a Draft-Coolidge movement was underway. Coolidge was a devoted user
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of worms instead of flies, so the station manager denied the air to the Izaak
Waltonite. on the ground that the broadcast he proposed to deliver was a subtle
way of talking about a highly political controversy — Mr. Coolidge.

Too Hot to Handle
At certain times on certain stations in certain parts of the country the

following subjects have been considered too hot to handle and a ban was in
effect, at least locally, on any mention of them on the air:

ASTROLOGY FAMILY PLANNING PREGNANCY
ADAM & EVE FORTUNE TELLING THE POPE

BEDS GOAT GLANDS RABBIS

BLOOD HARD LIQUOR SEX

BIRTH CONTROL INFECTIONS STOMACH
CHIROPRACTIC KINGFISH LONG TOWNSEND PLAN
FEMALE LEGS MONKS WETBACKS
FATHER COUGHLIN NARCOTICS WCTU

These disjointed paragraphs illuminate the most worrisome clutch of problems
that American broadcasting has. Many other countries eliminate such troubles in
advance by the simple device of putting radio and television broadcasting in the
hands of the government. In such countries a supreme broadcasting authority
makes arbitrary decisions from which little or no appeal is possible — depend-
ing on how much voice the people have in choosing the political leaders who ap-
point the men who make the broadcasting decisions.

The Demoecratic Solution

The solution reached in the United States is typical of what happens in a
democracy such as ours. Gradually over the years, by trial and error, as the
result of a strenuous tug-of-war between forces pulling in two opposite
directions, a system has evolved which may not please anyone 100%, and which
may not function perfectly at all times, but which, like all democratic com-
promises, has obviated open warfare between those with different points of
view.

This system is partly government control, through the FCC, and partly self-
control and self-discipline on the part of the stations and networks themselves,
through the formation of a trade association and the adoption by members of
that association of a code of ethics and a set of specific rules governing the
conduct of the extremely delicate business of “utilizing electroc-magnetic waves
for the widespread dissemination without charge to the general public of in-
telligence and entertainment appealing either to aural or visual senses, or both.”

How FCC Came to Be Born

Here in a nutshell is the history of government regulation of broadcasting:
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In 1910 Congress passed a Wireless Ship Act covering radios on ocean-going
vessels. (See Chapter 4.) In 1912 Congress passed the first domestic law for
the control of radio in general. These two acts were the forerunners of more
than a hundred resolutions or acts passed by Congress in the ensuing half
century.

When Herbert Hoover became Secretary of Commerce in the cabinet of Pres-
ident Harding in 1921, there were fewer than 50,000 radio receiving sets in the
entire country. Within ten or twelve months the number had jumped to almost a
million, while the first few stations had suddenly mushroomed to 300. As the
transmitters increased power they began drowning out each other. In some areas
it was impossible to get one station at a time. Stations came wholesale — two
or three at the same place on the dial.

Hoover Lays Down the Law

So Secretary Hoover called a conference of manufacturers, broadcasters,
amateurs, government agencies and representatives of the listeners, and told them:

It becomes a primary public interest to say who is to do the broadcasting and
under what circumstances and with what type of material. It is inconceivable that
we should allow so great a possibility for service and for news, for entertainment
and education and for vital commercial purposes to be drowned in advertising
chatter! There is the necessity to establish public right over the radio bands.

The legislation that Secretary Hoover suggested did not get passed for six
years — not until 1927. By that time there were a thousand stations, some of
them engaged in open piracy on the air waves. One Chicago station even took
another’s wave length and defied anyone to do anything about it. So the Dill-
White Act was passed, giving President Coolidge the right to appoint a Federal
Radio Commission, which quickly reduced the number of stations to 708. But
everyone did not respect the authority of the FRC, especially not Aimee Semple
McPherson, California evangelist, whose Temple was almost as much a tourist
attraction as Disneyland would later become. She not only took in an average
of $10,000 a night from sinners who came to repent — and from tourists who
came to watch the sinners repent — but on the side ran a radio station and sold
cemetery lots. When her station engineers began treating the air as if it were
as free as air had been before the FRC, other stations complained. The FRC
several times told Miss McPherson to keep her station on its proper wavelength.
Finally, going over the head of the FRC, she sent Secretary Hoover a telegram:

ORDER YOUR MINIONS OF SATAN TO LEAVE MY STATION ALONE.
YOU CANNOT EXPECT THE ALMIGHTY TO ABIDE BY YOUR WAVE-
LENGTH NONSENSE. WHEN I OFFER MY PRAYERS TO HIM 1 MUST

FIT IT IN WITH HIS WAVELENGTH RECEPTION. OPEN THIS STA-
TION AT ONCE.

Others had more respect for the FRC, but that body lacked the authority to
deal properly with the situation. In 1934 it was superceded by the present
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seven-man Federal Communications Commission which, while occasionally be-
rated and denounced by individuals who have felt themselves unfairly treated, for
a third of a century has regulated all forms of radio, television, telephone and
cable communication within the United States and between this country and
foreign points in a manner generally free of any trace of dictatorial tendencies.
The FCC has left it up to the broadcasters themselves to do their own program-
ming, manage the business end of their operations, and act as their own censors.
Thus radio and television stations and networks have remained private enter-
prise, while at the same time operating in an area — the air — that is legal-
ly considered the property of the people.

Even on the part of some people in broadcasting, there is confusion and un-
certainty about the powers the FCC has. what it can and cannot do, and how it
functions. Here is a summary, drawn largely from FCC publications. (See
Section 11l for a complete bibliography.)

What Is the FCC?

It is the United States Government agency charged with regulating interstate and
foreign communication by means of radio, wire, and cable.
What Is the Object of FCC Regulation?

To provide for orderly development and operation of broadcasting services;
to make available a rapid, efficient, nationwide and worldwide telegraph and tele-
phone service at reasonahle charges; to promote the safety of life and property
through the use of wire and radio communication; and to employ communication
facilities for strengthening the national defense.

Is the FCC Under Any Government Department?

No. It is an independent Federal establishment created by Congress and, as such,
reports directly to Congress.
What Are Its Major Activities?

Allocating bands of frequencies to non-Government radio services and assigning
frequencies to individual stations; licensing and regulating radio stations and
radio operators; regulating common carriers engaged in interstate and foreign com-
munication by telegraph and telephone; promoting safety through the use of radio
on land, water and in the air; encouraging more effective and widespread use of
radio; harnessing wire and radio communication services to the national defense;
and helping to establish a space communication system.

How Is the FCC Administered?

By seven commissioners appointed by the President with the approval of the
Senate. No commissioner can have a financial interest in any business which the
commission regulates. Not more than four commissioners may be members of the
same political party. Appointments are for seven years. The salary of a com-
missioner is $27,000 a year. The chairman receives $28,500.

What Does the FCC Field Staff Do?

It is engaged largely in engineering work. This includes monitoring the radio
spectrum to see that radio station operation meets technical requirements, inspect-
ing radio stations of all types, conducting radio operator examinations and issuing
permits to those found qualified, locating and closing unauthorized transmitters,
furnishing radio bearings for aircraft or ships in distress, and tracing and remedy-
ing causes of interference to radio communication.

How Many Persons Does the FCC Employ?

About 1,500 regular employees, of which more than one quarter are engaged in
field engineering.

What Does FCC Regulation Embrace?
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Consideration of applications; assignment of frequencies, power operating time
and call letters; inspection of equipment; passing upon changes in ownership
and facilities, and renewing licenses after reviewing station operation.

Is the FCC Concerned with Space ‘Communication?

The commission’s regulation of international common carriers operating in this
country, and its obligation to promote new uses of radio, require it to play an
important role in the development of the United States portion of a space com-
munication system for public and private use between the United States and other
nations; approving carrier participation and, later, regulating their rates and
services, Communication is possible over greater distances by being relayed from
man-made earth satellites. Such communication will, in effect, be an extension
into space of present international telephone and telegraph services.

Can Aliens Hold Radio Licenses?

The license privilege, in general, is limited to citizens of the United States.
It is denied to corporations having an alien officer or director or with morc than
one-fifth of its capital stock owned or voted by aliens. In the interest of air safety,
waivers may be granted to non-citizen pilots of aircraft flown in this country.
What Are Some Types of Broadcast Services?

The list includes the older standard or AM (amplitude modulation); FM (fre-
quency modulation) ; both commercial and non-commercial educational. including
stereophonic broadcast; TV, commercial and non.commercial educational, also test
pay-TV on the air; international (other than those operated by the Government) ;
supplemental services such as FM functional music, TV translators, remote pickup
and studio-transmitter links; and experimental and development services. The
commission does not license CATV (community antenna) or closed-circuit (wired)
TV systems, since they do not transmit over the air.

Does the FCC Charge for Its Services?

The commission charges fees for the filing of applications in most of its licens-
ing activities, such income going to the United States Treasury.
Does the FCC License Networks?

Not as such, only individual stations. However, its licensees are subject to the
chain broadcasting regulations adopted by the commission in 1941 to further com-
petition in broadcasting.

How Does the FCC Prevent Monopolies?

The commission prohibits the same interest or group frcm operating more
than one network, or more than one AM, FM or TV station in the same locality,
or more than seven AM, seven FM or seven TV commercial stations throughout
the country. Not more than five of these stations may be in the VHF band.
Does the FCC License Receivers?

The commission does not license sets that are used for reception only. However,
it does impose limitations on their radiations which may interfere with radio or
TV service.

How Are Call Letters Assigned?

International agreement provides for the national identification of a radio sta-
tion by the first letter or first two letters of its assigned call signal, and for this
purpose apportions the alphabet among different nations. United States stations
use the initial letters K, N, and W exclusively, and part of the A series. Broad-
cast stations are assigned call letters beginning with K or W. Generally speaking,
those beginning with K are assigned to stations west of the Mississippi River and in
the territories and possessions, while W is assigned to broadcast stations east of
the Mississippi.

During radio’s infancy, most of the broadcast stations were in the East. As inland
stations developed the Mississippi River was made the dividing line hetween K
and W calls. KDKA, Pittshurgh, was assigned the K letter before the present system
was put into effect. Most of the early broadcast assignments were three letters.
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When this combination became exhausted, a fourth letter was added.

Since many AM licenses also operate FM or TV stations, a common practice is
to use the call letters of the AM station, followed by a dash and FM or TV.
Licenses Are for How Long?

Broadcast stations are licensed to serve.the public interest, convenience and neces-
sity. Because radio channels are limited and are a part of the public domain, it is
important that they be entrusted to licensees who have a high sense of public re-
sponsibility. The normal broadcast license period is three years, but in 1960 Con-
gress authorized the commission to make shorter grants at its discretion. Ap-
plicants must be legally, technically and financially qualified and show that pro-
posed operations are in the public interest. The commission may fine licensees up
to $10,000 for willful or repeated violations,

Does the FCC Control Program Content?

Under the Communications Act it is the responsibility of each broadcast station
to arrange its program structure so that operations will be in the public interest.
The commission does not prescribe any percentages of time which should be
devoted to particular subjects, such as news, education, religion, music, public
issues, ete. That is something which can vary with the locality and is at the discre-
tion of the individual station. However, the commission does periodically review the
overall performance of a station — engineering and otherwise — usually when it
applies for renewal of its license, to determine whether it has lived up to its obliga-
tions and the promise it made in obtaining permission to use the public airwaves.
What Are a Station’s Obligations?

The FCC says that the major elements usually necessary to meet the public in-
terest, needs and desires of the community include: (1) Opportunity for local self-
expression, (2) Development and use of local talent, (3) Programs for children,
(4) Religious programs, (5) Educational programs, (6) Public Affairs programs,
(7) Editorialization by licensees, (8) Political broadcasts, (9) Agricultural pro-
grams, (10) News programs, (11) Weather and market reports, (12) Sports pro-
grams, (13) Service to minority groups, (14) Entertainment.

What About Free Speech?

The commission does not have authority to direct a station to put a particular
program on or off the air. The Communications Act states: “Nothing in this
Act shall be understood or construed to give the commission the power of censor-
ship over the radio communications or signals transmitted by any radio station,
and no regulation or condition shall be promulgated or fixed by the commission
which shall interfere with the right of free speech by means of radio communica-
tion.” The commission has held that freedom of speech on the air must be broad
enough to provide full and equal opportunity for the presentation of both sides
of public issues.

Does the FCC Regulate Advertising?

The commission does not pass upon individual commercials. However, it does
consider whether there is over-commercialization contrary to the public interest.
Under a cooperative arrangement with the Federal Trade Commission, which
has jurisdiction over false and misleading advertising on the air, the commis-
sion notifies stations of advertising cited by the FTC so that these stations may
take any necessary action consistent with their obligation to operate in the public
interest.

What About Political Broadcasts?

The Communications Act provides: “If any licensee shall permit any person
who is a legally qualified candidate for any public office to use a broadcasting
station, he shall afford equal opportunities to all other such candidates for that
office in the use of such broadcasting station, provided that such licensee shall
have no power of censorship over the material broadcast under the provisions
of this section. . . . The charges made for the use of any broadcasting station
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for any of the purposes set forth in this section shall not exceed the charges made
for comparable use of such station for other purposes.” The Act was amended to
exempt from the equal-time requirement appearances by candidates on bona-fide
newscasts, news interviews and other news coverage.

What Is the Payola Amendment?

The Communications Act was amended in 1960 to make it illegal to plug records
and otlter commercial services over the air without identifying those instances in
which money or other consideration is received for so doing. Also, penalties are
provided for those who broadcast deceptive programs purporting to he based upon
knowledge, skill or chance.

Are Lotteries Permitted?

The United States Criminal Code prohibits broadcasting information concern-
ing “any lottery, gift enterprise, or similar scheme; also utterances of ohscene,
indecent or profane language.

Must a Station Sell Time?

A broadcast station is not required to sell or give time to all who seek to go
on the air. Because programming is primarily the responsibility of hroadcast sta-
tions, the commission does not ordinarily monitor or pass upon individual programs,
or require the filing of scripts. However, broadcasters are required to keep a pro-
gram log and a technical log, and a record of all requests for political broadcast
time. The commission does not maintain surveillance of the day-by-day internal
management of stations, or regulate their time charges, profits, artists’ salaries,
or employee relations. It licenses only the stations owners and their transmitter
operators,

NAB Enters the Picture

In 1922, when radio was still in its swaddling clothes, a group of station
owners banded together and formed the National Association of Broadcasters,
which today serves as the self-regulating body of the industry and represents
stations and networks in their relationship with the White House, Congress,
the administrative agencies of government, church groups, electronic manufac-
turers. educators, recording companies, music publishers, and political parties.

In those early days the principal problem was the undisciplined use of the
air waves by the new medium of communication that was suffering from such
acute growing pains. Without adequate channels or frequency separations,
radio was becoming a hodgepodge of sounds in the night, and appeared un-
likely to be able to fulfill its role as a great medium of mass communication.
Laws regulating radio were inadequate because they had been drawn up pri-
marily to cope with ship-to-shore communications and the safety of human life
at sea.

Radio Act of 1927

Partly through the efforts of the new association, passage was obtained of
the Radio Act of 1927, which laid the foundation for the present-day American
system of broadcasting, through station licensing, while at the same time avoid-
ing government control of the station’s business operation and programming.

Since those pioneer days. the NAB has grown until in 1966 its membership
included nearly 3.500 radio and television stations throughout the fifty states,
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and the District of Columbia and Puerto Rico. as well as all seven national
radio and television networks.

The NAB has always reached high in its search for superior leadership. Most
of its presidents have previously held public office. One of its outstanding
leaders was former Governor Le Roy Collins of Florida. under whose aegis the
NAB grew greatly in size and influence.

NAB Accomplishments

The NAB lists among its accomplishments to date:

Instituting voluntary codes for radio and television, which provide broad-
casters with guideposts in determining acceptable programming and advertising
practices.

Upholding the American system of broadcasting, free from government cen-
sorship.

Combating discriminatory legislative proposals.

Obtaining more liberal acceptance of radio and television coverage of public
proceedings.

Improving the industry’s relationship with public service groups.

Achieving fair labor relations laws and wage-hour regulations.

Radio Code

In 1937 an NAB committee hammered out a Radio Code which has been re-
vised many times since then. In recent years. because of rapidly changing con-
ditions, revisions have heen made almost every year.

The Radio Code is prefaced by a Radio Broadcaster’s Creed, which is re-
produced in this chapter, rather than in Section [, because of its great im-
portance. Not only is it radio’s own Declaration of Independence, but it con-
tains the principles that any good hroadcaster should follow in his professional
life, stated succinctly and epigrammatically, and in a style reminiscent of such
celebrated documents as the UN. Charter and the American Declaration of
Independence.

THE RADIO BROADCASTER’S CODE
We believe:

That radio broadcasting in the United States of America is a living symhol of
demaocracy: a significant and necessary instrument for maintaining freedom of expres-
sion, as established by the First Amendment to the Constitution of the United States:

That its influence in the arts, in science, in education, in commeree, and upon the
public welfare is of such magnitude that the only proper measure of its responsibility
is the common good of the whole people:

That it is our obligation to serve the people in such manner as to reflect eredit
upon our profession and to encourage aspiraticn toward a hetter estate for all
mankind: by making available to every person in America such programs as will
perpetuate the traditional leadership of the United States in all phases of the broad-
casting art:

That we should make full and ingenious use of man’s store of knowledge, his
talents, and his skills and exercise eritical and discerning judgement concerning
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all broadcasting operations to the end that we may, intelligently and sympathetically:

Observe the proprieties and customs of civilized society;

Respect the rights and sensitivities of all people;

Honor the sanctity of marriage and the home;

Protect and uphold the dignity and brotherhood of all mankind;

Enrich the daily life of the people through the factual reporting and analysis
of news, and through programs of education, entertainment, and information;

Provide for the fair discussion of matters of general public concern; engage in
works directed toward the common good; and volunteer our aid and comfort in
times of stress and emergency;

Contribute to the economic welfare of all by expanding the channels of trade,
by encouraging the development and conservation of natural resources, and by
bringing together the buyer and seller through the broadcasting of information
pertaining to goods and services.

As a sample of what the Radio Code covers: it places a voluntary ban on
astrology, fortune-telling, mind-reading, numerology, character-reading, occul-
tism, vulgarity, smut, slang words derisive of any race, color, creed or na-
tionality, and the use of words and sound effects (such as “bulletin”, “flash”
and “we interrupt this program to bring you”) except on legitimate news pro-
grams.

Television Code

In the spring of 1952 the first NAB Television Code went into effect. It,
too, has undergone revision almost annually.

As a sample of the problems tackled by those who formulated the rules and
regulations f'?r television, the code says that TV must not attack or ridicule in
any way any religious faith; that reference to physical deformities must be
avoided: that cruelty and greed must not be portrayed as praizeworthy; that
care should be exercised so that “cigaret smoking will not be depicted in a man-
ner to impress the youth of our country as a desirable habit worthy of imita-
tion;” that suicide shall not be depicted as an acceptable solution of human prob-
lems, and that illicit sex relations shall not be treated as commendable.

There are several hundred other rules governing religious programs, con-
troversial public issues, political telecasts, news, public events, children. educa-
tion, culture, community responsibility, premiums. contests, station breaks, and
advertising — rules designed primarily to keep television from being offensive
to any group, large or small, and to help television serve the public interest.

{The full text of both the Radio Code and the Television Code are printed
in Section I11.)

Although all broadcasters do not subscribe to the codes. the latest count
showed their acceptance by 2.350 AM and FM radio stations and all four radio

networks, and by 391 television stations and three national television networks.
100,000 Hours of Monitoring

To demonstrate to the world that self-regulation is not only possible but
that it is a basic principle of the broadecasting industry. the NAB monitors
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more than 100,000 hours a year of broadcasting. on the lookout for violations
of the codes. These violations are brought to the immediate attention of the
management of offending stations and generally cease at once. Otherwise ap-
propriate action is taken.

Two review hoards are responsible for keeping the codes up to date. Although
membership undergoes periodic changes, the 1966 hoards are listed below to
show their wide representation:

TELEVISION CODE REVIEW BOARD
Cram R. McCorrouc, Steinman Stations, Lancaster, Pa. Chairman
Ernest Lee Jannceke, Jr., National Broadcasting Co., New York, N. Y.
Doucras L. Mansiie, WBRZ, Baton Rouge, La.
WiLrakp A. Micnaers, Storer Broadeasting Co., Miami Beach, Fla.
Reeve Owen, WTVC, Chattanooga, Tenn.
Rosert E. Scnmint, KAYS-TV, Hays, Kans.
ALrrep R. ScuNemer, American Broadeasting Co., New York, N. Y.
Harowp P. Sek, Chronicle Broadcasting Co., San Francisco, Calif.
WitLiam H. TankersLey, CBS Television Network, New York, N. Y.

RADIO CODE BOARD
Riciiarp M. Brown, KPOJ, Portland, Ore., Chairman
Joun Avexanper, WFLA, Tampa, Fla.
Micniagn J. Cungen, WDLA, Walton, N. Y.
Crint Forwmsy, KPAN, Hereford, Tex.
Morron H. HEnkin, KSOO, Sioux Falls, S. D.
J. ALLen Jensen, KID, Idaho Falls, Ida.
Miss Grace M. Jonnsen, American Broadeasting Co., New York, N. Y.
Josernn I, Keating, Mutual Broadcasting System, New York, N. Y.
Anprew M. OckersnausenN, WMAL, Washington, D. C.
Mns. Jason T. Parte, WASA, Havre de Grace, Md.
James H. QuerrLo, WJR, Detroit, Mich.

Every year — sometimes every month — new problems confront a self-
regulatory board such as the NAB. One of the most recent was the tendency on
the part of some television advertisers to engage in what the NAB labeled
“derogation.” The two code boards adopted a greatly strengthened provision
urging advertisers to offer products and services on their positive merits and to
refrain from discrediting, disparaging or unfairly attacking competitors, com-
peting products, or other industries, professions or institutions.

Testimonial advertising also came under close scrutiny and to the codes were
added provisions that personal endorsements shall he genuine and that the en-
dorsers must actually have used the product.

Panel of Medical Experts

A scientific panel of medical professionals was formed to help evaluate claims
and statements made in commercials pertaining to the medical profession.

Toy advertising was studied and resulted in an improvement in the content
and treatment of toy commercials.

The use of hypnosis on the air was {orbidden, as was the drinking of wine and
heer. and also the use of physicians. dentists and nurses in commercials for
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products involving health considerations. Certain words were put on a black
list. The Radio Code was changed to provide that on a news program the
listener must be able to distinguish between the news and the advertising.
Henceforth the words “safe” and “harmless” must be avoided in medical com-
mercials.

These are samples — small indications — of the way in which the NAB
strives to keep on its toes, ever eager to spot abuses before outsiders do, and to
eliminate them in the interest of good broadcasting.

The Choice: Code or Laws

The comment on the codes that has pleased the NAB more than any other was
made by Senator Peter Dominick of Colorado:

“If you didn’t have your codes, many of the FCC proposals would be a
matter of law.”

That is exactly what the NAB seeks to avoid: any more laws — any more
control by government. It was therefore with great pleasure that NAB members
listened to Vice President Hubert H. Humphrey say:

“I think that those of you in broadcasting are more than just good business-
men. You're professionals. And, therefore, you must be bound by profes-
sional ethics, professional responsibility, and professional honor to serve the
public interest. . . .

“Government cannot do this for you. And government shouldn’t do it if it
could.”
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/2.

How Audiences
Are Measured

If an advertiser wishes to buy space in a newspaper or magazine, he has no
trouble ascertaining whether 1.987,65} or 1.500,000 copies of the publication’s
last issue were printed, distributed and sold. Of course. if the ad he places
appears on Page 89, he has no certain way of discovering how many readers
will reach Page 89 before falling asleep. However, printed media do have a big
advantage over radio and television: their circulation figures are positive,
definite and precise.

In the early days of radio there were four interesting if not exact ways of
measuring the popularity of a program and therefore the effectiveness of radio
commercials:

1. How much of a spurt there was in the sale of the product advertised.

2. The reaction of wholesalers and dealers.

3. Press comment about the program.

4. Fan mail.

Letters by the Ton

In the 1930’s the networks considered No. -} so important that they hired
trustworthy mail room employees whose sole task was to keep an accurate count,
hour by hour, of how many pieces of mail arrived for each performer. All net-
works treated their mail count as top secret. When the postals, letters and tele-
erams finally reached the star to whom they were directed. he, of course, could
make a count himself. before his secretaries disposed of the communications,
but it was as difficult to try to get someone else’s mail count as it would be
at a later date 1o learn how many atom bombs the Pentagon had in its stock-
pile. Once CBS did, however, give out its grand total: 18,000,000 for that year.
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It had cost the senders over a million dollars in postage and telegraph charges.

This was the first important “rating system.” Mail proved that people were
listening. Obviously, the more mail, the more listeners. If X was getting twice
as much mail as Y, he must have twice as many listeners and so was worth
twice the salary. and time on his show ought to be twice as attractive to prospec-
tive sponsors. If X’s mail count kept growing, while Y’s kept sliding, obviously Y
was losing his popularity, while X was gaining.

There was one fault with this primitive system. It was discovered that a
program beamed to those with the least education, the lowest cultural interests
and the minimum income often received the most mail, while Toscanini direct-
ing the NBC Symphony might draw few, if any, fan letters.

Experience also proved that it was possible to beg for mail on the air and
get it, which might be a good measure of the emcee’s personality-appeal, but not
an accurate measure of the size of the audience. The Ward Baking Company
program once enrolled 20,000 children in a puzzle contest in four weeks, while
WOR’s Uncle Don received in a limited period 100,000 pieces of fan mail from
the children he called his nieces and nephews.

Even BBC Likes to Know

The ignorance in those early days about exactly who was listening was
disturbing, for anyone addressing an audience likes to know how much of an
audience he has — two people or 2,000. Even the British Broadcasting Corpora-
tion, while wholly non-commercial, conducted audience studies as elaborate as
those made by profit-seeking broadcasters in the United States.

The eagerness for some even vague idea so obsessed some of the networks
that they put their own phone operators to work making random calls and
asking sweetly of whomsoever answered:

“Excuse us, but what radio program are you listening to?”

Naturally, Network A never mentioned the results of such amateur surveying
if a majority of those called happened to be listening to Network B or C.

First Poll — A Dud

The first poll even remotely resembling those now used to measure broad-
casting audiences was conducted in July of 1824, the year of a presidential
election, when a straw vote was taken in Delaware. (The expression is derived
from the habit of throwing a straw into the air to see from which direction the
wind is blowing.) The results led the Harrisburg Pennsylvanian to predict that
Andrew Jackson would be the next President of the United States. In the
election Jackson actually did get more votes (155,872) than any of his three
opponents, but as he failed to get a clear majority the contest was thrown into
the House of Representatives, which chose John Quincy Adams. This first
technical failure of a poll to pick the winner did not discourage other news-
papers and magazines. which, during the next century, used the sampling of
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public opinion as a circulation-stimulator.

The Literary Digest was to the 1930°s what Time and Newsweek are to the
present decade. It was a weekly with a tremendous circulation and wide be-
lievability. In the presidential election of 1936 the Republican candidate was
Alfred M. Landon, who had been elected Governor of Kansas in 1932 despite
the Democratic landslide, and had been re-elected in 1931. Now he was op-
posing President Roosevelt in a bitterly fought battle. The Literary Digest
mailed out more than 10.000.000 sample ballots, approximately a quarter the
total number of ballots cast in the 1932 election. The returns were awaited almost
as eagerly as if it had been the election itself. On the basis of its poll the
Digest predicted Landon’s election. On election night the colossal error was
revealed. Landon had been snowed under, getting eight electoral votes to
Roosevelt’s 523. { The popular vote: Roosevelt, 27,751,597; Landon, 16,679.583.)
Partly as a result of this blow to its prestige, the Literary Digest soon thereafter
went out of business.

The error was explained by the fact that the magazine had compiled its mailing
list from telephone books and lists of automobile owners. Families that had
neither car nor phone — about one-third the total population — were over-
looked. And it was this one-third that had voted overwhelmingly for Roosevelt.

Pollsters Not Discouraged

This failure of forecasting did not, however, put an end to the sampling of
public opinion. Elmo Roper, George Gallup and Archibald Crossley had, long
before this, begun making surveys based on carefully chosen quota samples
and intelligent personal interviewing. Their polls accurately forecast Roosevelt’s
re-election in 1936. Although all the leading polls in 1948 incorrectly predicted
that Governor John E. Dewey of New York would defeat Harry S. Truman
by a substantial number of electoral votes, the modern scientific polls estab-
lished a record for a high degree of accuracy, one organization claiming an
average error of less than three per cent over a 25-year period.

That is the story of polls in general. Now about polls as applied to broad-
casting. A few years ago there were 82 sizeable and reputable organizations
engaged in measuring radio and television audiences in various ways, plus
hundreds of others, many of them also reputable if not so sizeable.

Hardly a Love-Fest

At times the pollsters have fought each other as intensely as if they were
rival gladiators in a Roman arena, but without them broadcasters all these years
would have been at a great handicap in trying to sell their product — time — for
sponsors demand to know something about who’s listening, even if two feuding
organizations supply utterly conflicting figures because of the different methods
used.

Before personalities and organizations are introduced, here are the five prin-
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cipal methods of obtaining information. (There are other methods, but they are
minor or peripheral.)

1. Next-Day-Recall

This involves calling people during the day and asking them what programs
they listened to and enjoyed during the past 24 hours. The advantage of this
method is that it is inexpensive, for one call produces information about a
whole day and evening of listening. The disadvantage is that there is too much
reliance on memory. People tend to remember the names of shows that have been
on the air a long time, but are often unable to remember the new ones, even
though they listened to and enjoyed them. This method is not generally used
anymore.

2. The Telephone Coincidental

Under this method people are asked not what they have listened to but what
is on their radio or television at this moment. Advantages: It is quick and
economical, and with the present-day high percentage of telephones in most areas,
it is more reliable than it was years ago. Also there is no trusting to memory.
Disadvantages: The interviewee is likely to be annoyed because he has been
called away from his radio or television, and his replies are likely to be curt or
even intentionally misleading. Also, calls cannot be made during church hours
on Sunday, or late in the evening or early in the morning, for fear of bothering
people. Also, the phone is generally answered by the housewife and it is her re-
action alone that the interviewer obtains. Also, this method does not measure
listening by car radio or transistors out of the home.

3. Personal Interviews

The interviewer goes directly into the home and asks such questions as:

“Were you watching television last night?”

“What program did you watch between 7:00 and 8:00?”

“Between 8:00 and 9:00?”

Some organizations using this method give their interviewers lists of programs
that can be shown to interviewees to jog their memory. (This is called aided-
recall.) Advantages: Round-the clock information can be obtained. Also, the
number of people watching or listening can be determined. Also, their ages,
sex, who liked the program and who did not, and why. Also, it is possible to
ask questions about which commercial had the greatest appeal and which was
found offensive. and even what products are used in the home. Also, the in-
terviewee can be given more time than by the telephone interview to think up his
answers. Also, radio listening in the car, or in public places, can be measured
by this service, as by no other. Disadvantages: This method is slower and
more expensive than interviewing by phone. It is also more subject to human
error, because the interviewer can influence the listener’s responses by the way
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he presents his lists of programs and the way he frames his questions about the
program’s appeal. Also. this method is not effective in higher income neighbor-
hoods because of the unwillingness of many people to he interviewed. Also.
there is a tendency for interviewees to upgrade themselves by claiming they
looked at or listened to better calibre programs than they actually did.

4. Diaries

Printed forms are supplied to carefully selected households. Payment either
in money or merchandise is sometimes made to those filling in the forms. which
show what programs were watched by each member of the family over a given
period. Advantage: The diary may be designed to obtain a wide variety of
information, in addition to listening habits: it covers all broadcast hours; it
can report what individuals are doing vis-a-vis their radios or televisions, not
just what the set is doing. Disadvantages: It is slow. because the diary must
be returned hy mail, then processed, hefore its findings are of any value. Also,
a high percentage of diaries are worthless hecause the people who kept them
were neither prompt nor accurate.

5. Mechanical Devices

This method is similar to the diary except that the information is recorded
electronically on meters or machines attached 10 the radio or TV. Advantages:
There is no guesswork or reliance on memory. The tendency of the listener to
prevaricate is obviated. Disadvantages: Just because a set is on does not mean
that anyone is watching. Also, there is no report of reaction to the program.
Also. mechanical systems are expensive to install and maintain. thus limiting
them in number. Also, sample homes are changed less frequently than with other
methods, giving the same family pattern over and over.

Those are the cold facts about methods. But the story of ratings is also
the story of the organizations that put these methods into effect and the personal-
ities that did battle for the millions of dollars that sponsors and advertising
agencies were and are willing to pay (sometimes are eager to pay) to find
out something mathematical about this communication giant with the large
appetite that they are feeding with their advertising dollars.

Crossley Began It

First there was Archibald Crosslev. an experienced public opinion researcher.
who in 1918 conceived the idea for what he called CAB {Cooperative Analysis
of Broadcasting.) He did not get into radio vesearch until 1927 when an adver-
tising agency asked him to check a Davis Baking Powder radio program to
see how it was being received. One side result of this first attempt at rating
was Crossley’s discovery that some of the baking powder time was heing stolen
for local commercials. Other advertisers asked him to provide a check on their
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audiences. He replied that if thirty companies agreed to pay $60 a month
apiece he would do it. They did, and he did. starting on March 1, 1930. In-
terviews were made during two weeks of each month. listeners being asked
what they had been listening to during the past 21 hours. Ratings were sent
out twice a month to networks and advertising agencies. They were based on
thousands of calls made in 33 cities. For some years Crossley had the field
entirely to himself.

Hooper Was Next

In 1931 a handsome young man out of Amherst and Harvard, Claude Ernest
Hooper. who as a schoolboy had always had trouble with mathematics, began
competing with Crossley. He hired as interviewers former telephone operators
who had become housewives and people who had difficulty finding work be-
cause they were physically handicapped. They were coached in telephone man-
ners before they were permitted to make their first calls.

Hooper developed techniques to adjust for busy signals. refusals, and not-at-
homes. But his most important innovation was to have people asked not what they
had listened to, but what was on their radios at the moment. Each month he
published a list of the ten top shows. By the late 1930’s the stock greeting when
two broadcasters met socially was:

“How’s your Hooper?”

The reply might come back:

“Mine’s up a point this month. How’s yours?”

President Roosevelt became so Hooper-conscious that after he delivered
one of his Fireside Chats he would wait up long into the night for a report on
how many people Hooper estimated had been listening. He kept a Hooper chart
in his study. showing the curve of his own radio popularity. Hooper rated
all of FDR’s important speeches. starting in June, 1936, when he figured the
total listening audience at slightly over six million, to December 9, 1941, when
he estimated 62,100,000 heard the President’s war messsage.

The only two Hooperatings Mr. Hooper himself ever kept in his head were
Roosevelt’s 7.0 and the Louis-Conn fight rating 67.2. (The fight was on June 18,

1041.)
Hooper Made and Broke Them
In those days such stars as Fibber McGee and Molly, Walter Winchell, Fred

Allen, Jack Benny, Kate Smith and even Mayor LaGuardia swore or gave
thanks — gained or lost sponsors — saw their incomes mount or descend —
all because of their Hoopers. Frank Sinatra and Danny Kaye at one time were
dropped by their networks hecause of their drooping Hoopers.

Many people, knowing vaguely something about Hooperatings, could not
understand why they had never received a call. Once, while lecturing in Cleve-
land, Mr. Hooper was challenged by a woman in his audience who asked irately:
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“Why haven't 1 ever been called?”

Patiently Hooper tried to explain.

“We are interviewing in Cleveland, madam, at the present time. but because
of the manner in which we distribute the calls. the chance of your phone ringing
at this moment is about the same as your chance of heing struck by lightning.”

“But | have heen struck by lightning!” the woman screamed back.

Margaret Truman & Hooper

When Miss Margaret Truman appeared on the Detroit Symphony Hour, which
normally had a Hooperating of 2 or 3, the program’s Hooper went to 21.1 while
she was singing, but when she concluded her part of the program it dropped to
13.3 for the rest of the show.

Another rating oddity: There was one show on the West Coast which obtained
a consistent Hooperating of 0.0, meaning that Hooper interviewers were unable
to find a single person who had ever listened to the program.

The editors of at least one dictionary admitted Mr. Hooper to their columns
as a common noun:

Hoorerarine (name of American deviser of the method): a rating of the
popularity of a radio or television performer or hroadeast, determined by a sample
telephone poll taken during the broadeast.

Comedians began to make him the butt of their jokes. Fred Allen was known
to watch his Crossleys and his Hoopers the way a hypochondriac watches a fever
thermometer. On the air he once quipped:

The next time you see a radio comedian gray before his time, his checks sunken
and his step halt. please understand he isn’t dyving. His wife hasnt left him. His
children aren’t sick. He isn’t going hankrupt. He’s been caught with his Hooper
down, that’s all.

On another occasion Allen was asked by his wife, Portland:

“Mr. Allen, who is Mr. Hooper?™

“Mr. Hooper,” Allen replied. “is a fellow who can look in the bottom of the
bird cage and tell you exactly how many erains of sand there are in the Sahara

T R J ST
Desert.”

On still another occasion he called Hooperatings “mvthical fizures which

should be paid attention to only by mythical people.”

Bob Hope’s Definition

On the air Bob Hope once gave his definition of a Hooperating: “An ulcer with
a decimal point.”

Once at a White House press conference the subject of Hooperatings came up
and a newspaperman asked what they were. to which a colleague replied:

“They are an attempt lo measure something that cannot be measured in less
time than it takes to measure it.”
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Radio Critic Jack Gould wrote a column in the New York Times entitled:
The Curse of the Ratings, in which he said in part:

Over the years the ratings have come to fulfill the sinister function of being the
final and absolute eritical standard for radio programming, and it is at this point

that they may be considered detrimental to the medium. . . . Tnstead of programs
making the ratings, the ratings are determining the nature of programs. . . . It

is as though a Rembrandt, a Beethoven symphony, a burlesque comie, a Tin Pan
Alley hallad, a Keats sonnet and a pulp magazine serial all were to he weighed on
the same scales. That would seem to he too much of a package deal even for radio.

For twelve years Crossley and Hooper. although personal friends, fought an
intense battle. The principle at stake was which is better, the Next-Day-Recall
Method or the Telephone Coincidental? Hooper finally won and in the summer of
1946 took over CAB. When Crossley was asked what accounted for his defeat,
he said:

“The fact that my name doesn’t rhyme with anything!”

He was referring. not quite accurately. to the fact that radio slang by now
was well larded with such Hooper words as: Hooperchondriac, Hooperanemia,
Hooper-happy. Hooper-pressure, Hooparade, Hooper-Dooper. Hoopercents,
Hoopermania, Hooperace.

Nielsen Appears on the Scene

About this time the rating business was invaded by Arthur J. Nielsen, who had
been a marketing consultant. but now decided to start measuring broadcast
audiences with a mechanical device. An audimeter had been developed in 1936
at Milwaukee Institute of Technology. It was an instrument that could be in-
stalled in a set and would record on tape the exact time at which the set
was turned on or off and the frequency to which it was tuned. Fach two
weeks each householder who had agreed to the installment of the device would
receive a new tape. which he would insert into the audimeter, sending the old
one back to Nielsen headquarters. As the householder changed tapes, a quarter
would drop from the machine into his hand. as payment for his kindness.

Nielsen purchased rights to the audimeter for a million dollars and spent
much more perfecting it. Then he placed 1,500 in homes across the country to
measure audience flow. He also had his representatives — while they were in
each home — ask questions about such matters as family income. religious
affiliation, type of automobile owned, brand of toothpaste used. how much was
spent on groceries last week.

Democracy in Action

Nielsen called his system “democracy in action.” likening television ratings
to votes in an election. He said “they preserve the public’s voice in TV pro-
gramming by reporting what people prefer to watch.™ Defending measurement
of the nation’s entire television audience by analyzing the viewing habits of
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1,500 families he said:
“People by the millions have witnessed the high accuracy of the political
polls, which are based on samples of about the same size as ours.”

Call for a Merger

In 1918 Edgar Kobak. president of Mutual Broadcasting. took a full page ad in
Variety and Radio Daily to sav:

First we had CAB, then a little later Hooper entered the pictnre. Two methods,
two different sets of results, two sets of costs to achieve one purpose. Then con-
fusion. misapplication of statistics and a tangle. Finally CAB bowed out. But
look, Nielsen hove in sight. So again, two methods, two sets of results which don’t
coincide, double cost. ... We should have only one rating service. | think Hooper
and Nielsen should merge.

The Hooper-Nielsen feud was even more bitter than the Hooper-Crossley
fizht had been. finally reaching the personal level when Hooper charged Nielsen
with having inspired publication of a joke in a New York newspaper’s radio
column about a man who was being interviewed on the telephone by a Hooper
representative:

“What program do you have on?” the Hooper man asked.

“The Happiness Boys,” the man replied.

“But they haven’t been on the air for years and vears.” replied the surprised
Hooper man.

“I know. But you see, I've got quite an old radio.”

Fire Dept. Standing By

About this time Advertising Age, commenting on the fact that Nielsen and
Hooper were appearing on the same platform as speakers at a convention. re-
ported:

“Of course the fire department is standing by.”

Finally. in 1950, Hooper sold his national service to Nielsen, retaining the
right to do ratings for local markets.

During the 1950%s Nielsen dominated the national ratings field. But one by
one other national raters found their wav in.

American Research Bureau

The American Research Bureau had been established in 1049, It hegan using
the diary method to report on 210 television markets scattered across the
country. It also now uses a mechanical device called an Arbitron. a small elec-
tronic unit placed in approsimately 125 sets in the New York area. connected
by direct wire with ARB headquarters in New York. At frequent. evenly-spaced
intervals during eaclt quarter hour. an interrogation signal is transmitted to
cach Arbitron, which replies instantly. disclosing whether the set is turned on. and
il =0 o which channel. A computer receives this information. then analvzes
and tabulates it.
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One of ARB’s specialties is called “The Arbitron Overnight Special.” A re-
port is given to a client the morning after a telecast, based on instantaneous
Arbitron measurements, plus estimates received from coincidental telephone in-
quiries conducted at selected sampling points across the country. Eventually ARB
hopes to provide instantaneous Arbitron service on a nationwide basis.

Trendex

Another speed service is that offered by Trendex, which uses Hooper’s
telephone coincidental method in major metropolitan markets. tabulating the
returns overnight and giving a TV popularity rate the next morning.

Pulse

Operating in 250 markets containing 70 per cent of the United States popula-
tion, Pulse claims to provide the largest cumulative sampling of any research
service. “Because we interview personally, we can measure not tuning but
listening; not sets to which nobody may be attentive, but the attention itself,
by all members of the family. They enable us to elicit information regarding
audience makeup, buying habits, product use and interest, at the very same
time we measure listening.” Where there are minority groups of a racial or
ethnic character, Pulse attempts to have families interviewed by a member of
their own group. Listening done between 6 a.m. and 6 p.m. on Tuesday (for
example) and between 6 p.m. and midnight of the preceding day (Monday)
is surveyed between 6 p.m. and 9 p.m. on Tuesday.

Schwerin

An entirely different method of measuring the radio-television audience was
inaugurated in 1946 by Schwerin Research Corporation, headed by Horace
Schwerin, who during World War 1l was credited with saving the country
$110,000,000 with studies he made for the Army on how to conserve food.
Three hundred men and women, chosen at random, are invited to spend an hour
or more in a Test Theater, serving as members of a jury. First they are asked to
fill in a questionnaire giving such personal information as age, education,
occupation. Then they are given an opinion ballot and a reaction sheet on which
to score programs that are presented to them on a large screen. When numbers
flash on the screen. they are to take their pencils and record their reaction
by making check marks. One of the early forms gave them these choices:

[ Interested [] Mildly Interested [1 Not Interested

In 1966 Schwerin introduced an innovation he called Channel Choice. Two
ccreens were installed in full view of the audience. Each respondent (Schwerin
calls members of his audience respondents) is given earphones and a switching
device which he rests on his knees. He can look at either television screen and
switch to the sound of either program. As he does. his choice is recorded
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on lape and the entire audience’s behavior is summed up on a totalizer. Chan-
nel Choice makes it possible to determine how many people switch to Screen
No. 2 when the commercial appears on Screen No. 1.

This method of testing is recommended for stations or networks interested
in picking a stronger replacement for a program that is faltering on the air, or
determining which teaser scenes get the program off to the best start, or for
screening actors for the leading roles and supporting parts in a new series. or
for testing alternative titles and stock openings. or for deciding whether the
introduction of a fresh secondary character will strengthen an established pro-
gram.

Tricky Commercial Testing

Before exposure to a commercial, each respondent checks which of several
major brands of a product he wishes to receive if he is the winner in a
drawing. The prizes are substantial (perhaps $10 worth of food) so the re-
spondents generally think long before making a choice. Then the drawing is
held.

Next the audience views a 30-minute control program that has not vel been
shown on the air. It contains the commercial being tested and two other com-
mercials of non-competing produets. After the program ends the respondents
are given a second chance to choose a brand and a second drawing is held. The
difference hetween the hefore and after choices is called the measure of the
commercial’s effectiveness. Sometimes a commercial will bring no significant
change-preference and occasionally one will hoomerang, fewer people chosing the
brand after seeing the commercial than had chosen it before.

Some of the questions SR tests attempt to answer are: Can shorter commer-
cials be used without loss of efficiency? Can a single commercial sell more than
one product? What copy appeals should be stressed? What programs are the
right vehicles for the product?

Several thousand commercials a vear are tested in the SR centers in New
York, Chicago, Toronto and Hamburg. So far more than 35,000 in all have
been tested, plus many programs. If the test calls for a specialized group, in-
vitations are sent only to children (for example) or teenagers. or smokers, or
car owners,

Many, Many Others

Media/scope, a trade paper published by Standard Rate & Data Service. re-
cently listed what it considers the twenty most important services that measure
broadeast or print audiences. The list includes, in addition to those already
named:

Branp Ramive Researcit Corvoration: Based on interviewing 10,000 adults,
its reports cover 100 nighttime and 50 daytime network television programs. Data
is also provided on radio.
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Bruskin ASSOCIATES: Interviews 2,500 homes six times a year on product and
brand usage and advertising recognition before and after viewing of television.

Ganur & Rosinson: Collects information on recall commercials the day after
telecast through telephone interviews from a probability sample of 1,000 adult
women and 1,000 adult men in the Philadelphia area.

Howme Testing Instirures/TvQ:  Produces three services dealing mainly with
network television programs, including information on awareness and degree of
enthusiasm for network TV programs.

Extc Marpen Associates: Collects information concerning awareness of products
and attitudes toward products before and after television viewing through 2,000
completed double telephone interviews,

Marker Evaruations: Reports one to four times a year on a total of 1,800 inter-
views on reaction to advertising.

Mepia Stamistics: Carefully selected people record in diaries their own radio
and television activity no matter where or when it is done.

ALrreEp Porrtz Mepia Stupies: Provides a semi-annual national survey of the
performance of individual television programs in terms of reach, frequency and
selectivity.

Psycnorocicar. Corvorarion: Collects information on national and local television
audiences by means of television interviews conducted the day after the telecast.

W. R. Stmmons & Associates Researcii: Publishes annual television report based
on sampling 18,000 adults about all daytime and evening network programs.

SiNpLINGER & Company:  Makes telephone interview calls over WATS long-
distance lines from five central locations throughout the country. Currently, 550
interviews a day in over 450 countics.

SRDS Date Diviston: Conducts 875 interviews each month about television view-
ing for previous six days, using roster and TV Guide to jog the memory.

Viprobex: Makes reports based on diaries kept by 600 persons on local television
programs.

Misuse of Ratings

The men who do the rating complain that the information they supply is
often misused. The American Research Bureau, for example, says:

“Rating alone cannot and should not carry the entire burden when appraising
a show for sponsorship or continued broadcasting. Fortunately. however, the
growing sophistication on the part of both advertisers and broadcasters has
minimized this problem in recent years.”

One example of the fact that low-rated shows are sometimes the best buy
for sponsors is the experience of advertisers with daytime women’s shows, which
disclose that the program, the personalities, the commercial message and the
product may be so well matched that they reach and sell a large part of a com-
paratively small, loyal audience of housewives, proving that the lowest cost per
prospect is not necessarily found in the highest rated programs.

Another problem of ratings was brilliantly illustrated by Hugh Beville, Jr.,
NBC vice president of research and planning, when he said in a public address:

What is the most popular show on Broadway? This question came up not long
ago when 1 was having hmeh with a group of friends. Their answers illustrated
the problems of measuring popularity, whether in a Broadway show or television.

One of them chose The Seven Year Itch, which had run more than 800 per-
formances, longer than any show then playing. Another said the most popular
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show was Pujuma Gane. which was the hardest to get tickets for. Still another
~aid that the number of standees was the acid test, and on this hasis he put Tea-
house of the August Voon on top of his popularity roster. A fourth picked Can-Can
becanse this show had grossed a million and a half dollars more than any other.
For my part 1 chose Peter Pan. which first opened in 1905, and in revivals sinee
then had been seen by more people than any <how running.

So there we had five different answers to a simple question. The correct answer.,
of course. was that there is no single answer. It depends entirely on what you are
trying to measure. This applies to television just as it applies to a Broadway play.

Evidence that no one is quite certain what everyone is trying to measure was
given by James W Seiler. director of the American Research Bureau in a public
address in which he said:

Stll another problem is that the industry has never defined exaetly what it
wants measured. ...

1 some 20 odd years in the measurement business | have never
vet heard a definition, an official definition. of what a television viewer is —
and we are meazuring television viewers. We don’t know what one is: whether
i someone whe lives in a house where a set is on. whether it is someone who is
exposed to the sound and picture of the set in the room and paving attention —
for one minute. two minutes, ten minutes. ten seconds — or whether it is someone
who can hear the audio but isn’t watehing the picture. How do vou classify these
prople? We don’t know. No one has ever really defined o us what should he
measured.

Congressional Investigation

Concern over the quality of the rating services resulted in a Congressional
Investigation in 1963, A special investigation sub-committee of the House Com-
mittee on Interstate and Foreign Commerce held hearings for five and a half
weeks in Washington. Among the complaints investigated was one that ratings
were susceptible to manipulation. The practice is known as “hypoing” and
was blamed largely on the local station which learns. because it is paving for
the survey. the precise dates its market is heing checked

and acts accordingly.

Another complaint. in the words of the chief counsel for the committee. was that
once the field work. such as it is. gets back to the rating company. all kinds
of fascinating things happen. Certain techniques, variously described as “edit-
ing.” “weighting,” “averaging” and “smoothing out unexplained fluctuations.”
came in for considerable criticism by the sub-commitiee.

The committee counsel told the Advertising Research Foundation in its 1963
annual conference that a congressional investigator, when he sets out to try to

-9

understand the broadcast audience research business. is reminded of the defini-
tion of a philosopher:
A philosopher is a blind man in a dark cellar at midnight looking for a black
cat that isn't there. He is distinguished from a theologian in that the theologian
finds the cat. He is also distinguished from a lawver. who smugeles In a cat in his
overcoat pocket, and emerges to produce it in triumph.
The most important document submitted to the House Committee was prepared
by a study group appointed at the request of the commitiee chairman by the
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president of the American Statistical Association, made up of three eminent
authorities on statistics and ratings, which came to this conclusion:

“. . . in overall evaluation of the rating services . . . they are, on the whole,
doing a good technical piece of work for the purpose to be served.

Martin Mayer, author of Madison Street, U.S.A., in a booklet published by
the Advertising Research Foundation and entitled The Intelligent Man’s Guide to
Broadcast Ratings,* says that an ideal rating service would employ 2,000 well-
trained, reasonably intelligent, highly responsible ghosts.

What with the length of the broadcast day, and the fact that a rating service
can offer most interviewers only part-time employment, there would be about 500
ghosts on duty at any one time. Each . . . would be assigned, say, six homes to
visit every quarter-hour. To do its work the ghost would enter the household, note
the channel to which the television set was tuned, and the number, age, sex, etc.
of the people sitting before it, estimate the degree of intensity with which they
were watching, and by trained examination (supplemented, perhaps, by a dip into
whatever family papers may be visible through the desk drawers) slot the family
into appropriate categories of size, income, education, and so forth.

A skilled ghost could do all this quickly, without influencing in the slightest
the habits of the family, which would not even know it was there. If speed
was desired, the ghost could communicate the findings immediately, by extrasensory
means, to a programmed ouija board which would promptly pass on to clients, every
15 minutes, detailed information about who is watching what.

At a blow a ghost service would eliminate almost all the problems faced by existing
ratings suppliers:

There would be no problem of non-response. The ghost would simply drift through
the walls of every home in the sample and observe.

There would be no problem of false response: no interviewer effect, no plain or
fancy lying.

There would be no problem of insufficient response. The ghosts’ reports would
give not only numbers but also the sort of demographic and psychological informa-
tion that makes numbers meaningful. It might even be possible to relate the con-
tents of the family larder and drug cabinet to the commercials observed on the
screen.

A ghost ratings service would drive every existing service out of business within
a matter of weeks, if not days. One can just hear, from far off, the disembodied
voice of the sales manager for the service:

“I’ve been human, and I know how tough it is. I think our competitors are doing
a marvelous job — given their limitations. But if you want Total Information,

there’s no substitute for ghosts!”

*Copyright 1962, Advertising Research Foundation, 3 East 54th Street, New York 22, New
York.
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Educational
Television

It was a distinguished gathering. Many of Houston’s leading citizens were
present, for everyone was aware that it was an event of great future signifi-
cance — the inauguration of the first television station in the world committed
by law to be both non-commercial and educational. Almost on schedule, an
engineer threw the switch that was supposed to put the station on the air.
Everyone waited, but nothing happened. Then a technician gave a non-func-
tioning piece of electronic equipment a lusty kick, and the station stuttered into
life.

Thus KUHT was born. The date: June 8, 1953. This first ETV (Educational
Television) station was licensed to the University of Houston and the Houston
{Tex.) Independent School District.

Exactly thirteen years later, in June of 19606, there were 115 educational tele-
vision stations in operation, reaching a populatien area of 140,000,000 Ameri-
cans, and by this time it was estimated that 15,000,000 students in more than
two thousand educational institutions — including elementary and secondary
schools, and institutions of higher learning — were receiving at least part of
their instruction through television.

The Neglected Step-Child

Even more important, in the autumn of 1966 educational television, until
then the neglected step-child of the communications industry, seemed about to
fall heir to a great deal of money from various sources. As a result there were
loud predictions that finally the dreams of the visionaries would begin to be
realized — that the most exciting communications medium mankind had yet
devised was soon to be put to really significant cultural and educational uses.
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Behind those facts and figures lies the story of how American educators
failed to seize their opportunities in the early days of radio. and how they were
almost left behind when the television era first began.

Universities Were Pioneers

In many parts of the country university engineers had helped to construct
some of the nation’s pioneer AM broadcast stations and many early AM licenses
were issued to educational institutions. By 1925 educational groups and in-
stitutions held 171 such licenses. but for various reasons they went off the
air, one by one. until. when the FCC was created in 1934 to regulate the in-
dustry, there were few of them left. Those still in existence then made the
fatal error of giving the owners of commercial stations the impression that they
might constitute a threat to radio-for-money. A proposed amendment to the
Communications Act, which would have set aside 25 per cent of all radio fre-
quencies for educational purposes, contained a clause that would have permitted
an educational station to “sell part of the allotted time to make the station
self-supporting.” That was what ultimately caused the defeat of the amendment,
for commercial radio saw therein a double threat: first. the more good wave-
lengths that went to educational stations, the fewer there would be left for com-
mercial broadcasters. and, second, even if they were called “non-profit-making,”
it would cut into the potential of the commercial stations if they were permitted
to sell any of their time at all. And so the bill, known as the Wagner-Hatfield
Amendment, was defeated, 12 to 23.

The FM story was not so grim. In 1941 the FCC allocated five channels for
non-commercial FM broadcasting, and by the autumn of 1966 there were more

than 300 educational FM radio stations under license, as well as 21 educational
AM stations.

ETV Lobby Made Hay

The freeze on television channel locations in effect from 1048 until 1952 gave
educators a chance to organize one of the most successful lobbying campaigns
they had ever staged. Fortunately for their cause, they were able to enlist the
support of a sympathetic FCC commissioner, the late Frieda Barlin Hennock. who
made ETV her own special interest. They received full support from the United
States Commissioner of Education. They employed able attorneys to present
their demands, one of which was that a VHF (very high frequency) channel
for education be set aside in each of the 168 metropolitan centers with a popu-
lation of 30,000 or more, plus an additional channel for each of the nation’s .16
major education centers. This meant they were asking for 20 per cent of all
available channels.

ETV paraded 71 distinguished witnesses before the FCC: Senators, Congress-
men, labor leaders, medical men. important men and women from every walk
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of life. They introduced into the record communications from such people as
a former president of Harvard and the Governor of lllinois., Adlai Stevenson.
Only one of the 71 made the error of suggesting that ETV should have the
right to sell some advertising time.

The opposition. organized by commercial broadcasters, introduced 76 wit-
nesses, but only five of them opposed setting aside channels for ETV.

ETV Allotted 129,

When the FCC in 1952 decreed an end to the freeze and opened up hundreds

of new channels so television could expand, 212 channels — almost 12 per cent
of the total allocations at that time — were given to ETV. (This number was

later increased to 309.) At that time the FCC said:

. many of the educational institutions which are engaged in aural hroadcasting

are doing an outstanding job in the presentation of high quality programming, and

have been getting excellent public response. . . . the potential of television for

cducation is much greater and more apparent than that of aural broadeasting,

and the interest of the educational community in the ficld is much greater than

it was in aural hroadcasting. . . . The public interest will clearly be served if these

stations are used to contribute significantly to the educational process of the nation.
But the figures belied the actual situation, for 181 of the channels allotted
to KTV were ultra high frequency (UHF) and even a decade later only 15 per

cent of the TV sets in use in the country would be equipped to receive UHF.

A Slow Start

There were some dreamers who imagined that all available channels would be
quickly snapped up by educational and community groups, and that almost
immediately many hours per day of exciting and culturally-important programs
would be available over ETV stations for anyone in America to enjoy. But
it did not happen quite that way. Three years later there were still only 18
educational TV stations in operation. Fourteen years later there were still only
116. This led to pressure by commercial interests to reconvert some of the
valuable VHF channels back to commercial use, a move that was defeated largely
through the efforts of Senator Charles W. Tobey of New Hampshire, for years
a champion of ETV.

Gradually during the 1950’s and 1960’s ETV grew. Established commercial
stations began to see that KTV was no real threat and that having channels
reserved for ETV was for them a safeguard. since if those channels were to be
released for commercial use and were used by new stations, it would mean
additional commercial competition for the commercial stations already on the
air, whereas. under the law. ETV stations could never pose an economic threat.
And =0 not only did opposition to ETV drop ofl, but many commercial broad-
casters actually helped ETV stations get started in various parts of the country,
by contributing to them millions of dollars worth of equipment.
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ETV Operation Described

Exactly what is an ETV station? How does it function? In what ways does it
differ from a commercial station? Is a small ETV station an expensive opera-
tion? Who supports ETV? Many people in commercial TV are unable to answer
such questions and so here is a summary.

An ETV station has certain precise characteristics that distinguish it from
the others. It does not operate to make money. It is forbidden to sell any
of its time to anyone. It cannot carry advertising. About one-third of all ETV
stations are owned by private community groups, one-third by colleges or uni-
versities (most state universities own ETV stations) and the final one-third
by school systems, (as in Denver and Miami) or by the State Department of
Education or a State Television Commission (as in Alabama and Oregon.)

At first virtually all were VHF but by 1966 more than half the total on the
" air were UHF.

ETV programming varies considerably from station to station. It ranges from
in-school instruction to performing arts programs for the home-viewing audience.
Cultural programming is broad in scope and includes public affairs programs,
many of a probing and controversial nature, interviews with people from all
walks of life, presentations of the performing and plastic arts. and programs
for special groups, such as children, teen-agers, and adults with various special
interests. Educational television does not usually compete with commercial tele-
vision, for it does not attempt to reach a mass audience with programs represent-
ing a common denominator. Instead, it tries to reach a large spectrum of
minority-viewing groups with special interest programs.

Eight Hours a Day

A typical community station is on the air eight hours a day, Monday through
Friday, devoting morning and early afternoon hours to classroom instruction in
such subjects as history, science, mathematics and foreign languages. In the
late afternoon there may be a program of home economics and just before
dinner a program designed to appeal to children, such as a popular series en-
titled How It Began. During the dinner hour there may be a concert of semi-
classical music. The early evening program will include such offerings as a
play, folk dancing, lectures, and discussions of controversial local, national and
international problems.

Few if any ETV stations can afford to subscribe to the various professional
rating services, so the exact size of their audiences is only a guess. Some uni-
versities, however, have made surveys and estimate that ETV stations often
reach a quarter of the total listening potential with at least four programs a week.

The cost of equipping even a small-sized station approachés a quarter of
a million dollars and the annual operating cost will run from an absolute
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minimum of $80,000 up to as much as $2,000,000, with the average about
$370.000.

Financing Is the Big Headache

Stations operated by colleges and universities and by school systems obtain
75 per cent of their income from direct budgeted support; those operated by
state agencies get 95 per cent of their funds from state appropriations; com-
munity stations receive 75 per cent from gifts, grants and services, the latter
primarily for the production of in-school programs.

From the start the FCC recognized that most ETV stations would have
serious financial problems, but predicted that they would somehow ultimately
be solved.

Newton Minnow, appointed chairman of the FCC by President Kennedy, gave
in his book, Equal Time, an example of the unique financial problem of ETV
stations. WETA-TV, Washington, D.C., was assigned a UHF channel at a time
when very few sets were equipped to receive UHF and when a converter was too
expensive for most people to afford, so WETA struggled through its entire first
year on the air “on a budget less than the cost of one hour of commercial net-
work prime-time programming.” Somehow it survived. Despite such prob-
lems, said Minnow, only one ETV station had ever failed and gone dark.

Ford Foundation Plays Fairy Godmother

Late in 1955 the Ford Foundation made a grant of $6,250,000 to the Educa-
tional Television and Radio Center. to act as coordinator for the exchange of
programs among ETV stations. Later the foundation gave each ETV station
a valuable video tape recording unit. By 1966 the foundation had given a
total of $100,000,000 to ETV and was continuing its support at the rate of
$10,000,000 a year.

The Educational Television Facilities Act of 1962 provided matching federal
funds grants of a maximum of $1,000,000 per state (a total of $32,000,000)
for the construction and expansion of ETV stations.

In 1966 the National Council on the Arts awarded ETV $875,000 of federal
funds if the money was matched by private contributions.

Networks Go into Operation

By 1966 network ETV was on its way. The first regional network in opera-
tion was EEN (Eastern Educational Network) supplying live evening pro-
gramming (as well as in-school programming) to stations in Maine. New Hamp-
shire. Massachusetts and Connecticut, with plans to cover, eventually, New York.
Delaware. Pennsylvania and the District of Columbia as well. Midwest Edu-
cational Network was about to go into operation that year. NET (National Edu-
cational Television) was providing its 100 affiliates with five hours per week
of newly produced programs. two and a half hours of children’s programs,
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and access to a large library of re-runs. NAEB (the National Association of
Educational Broadcasters) had established a tape network arrangement. Various
regional associations were also supplying ETV stations with material. The ETV
stations of almost every state in the country either had established or were
planning to establish an inter-connected state network. Oregon was one of the
first pioneers in the live network exchange of instructional material. Most
states by 1906 had established educational broadcasting offices or commis-
sions. Virtually every college and university in the country had a person or a
group responsible for ETV development or use,

Instructional Television

From the start educators themselves were not in full agreement about how/
whether/when/if television should be used for instructional purposes. One pro-
fessor remarked: “An electronic tube can never understand a child!” Others.
however, were aware of the potential value of the tube as an academic aid,
and of its possibilities in helping to solve the problem of teacher scarcity.

In 1961 the Midwest Program for Airborne Television Instruction Inc.
(MPATI) experimented with transmitting educational programs by UHF from
a plane flying over Montpelier, Indiana, to students in schools in Indiana and
parts of Ohio, Kentucky. Illinois, Michigan and Wisconsin. Fach day a DC-6
would circle lazily overhead, beaming video-taped instruction to thousands of
children in the six states. During winter storms the plane had a better attend-
ance record than the average live teacher and it was “absent because of illness”
less frequently than many teachers. In 1066 MPATs application for six ITFS
(Instructional Television Fixed Service) channels was approved.

Advantages of ETV Instruction

After hundreds of experiments in all corners of the country, il was generally
agreed that ETV instruction can equal and sometimes even surpass conventional
teaching, and that a resourceful teacher can now do a better job for children in
less time and at less cost than ever hefore, because of instructional TV. which
can now take a superior teacher, by air, into remote rural schoolhouses. The
big, unanswered question seemed to be whether educators could and would
exploit the potentialities of this powerful new means of instruction to its limit.

Spodight on ETV

During the summer of 1966 a spotlight was suddenly turned on ETV.
McGeorge Bundy, who had bheen a White House adviser, went to the Ford
Foundation as its new president. Fred W. Iriendly, who had resigned from
CBS after officials of that network had decided not to interrupt a commercially
sponsored program to put on an important Senate hearing about Vieltnam.
became the foundation’s television advisor. Friendly conceived and Bundy
presented a proposal that a non-profit satellite system be set up. which would use
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the earnings from the relay of commercial TV programs to finance educational
TV. Suddenly newspaper editorial writers, columnists and politicians, many of
whom had given little thought until now to ETV, were uttering or writing such
statements as these:

When the FCC and Congress finally make their policy decisions, we trust they
will, while protecting the public from monopoly, open opportunities for educational
television with the financial strength to offer the people programming of unexcelled
quality.

By stepping out of its role of poor relation to the mass media, educational tele-
vision could begin to play an effective part in elevating public tastes and under-
pinning public knowledge.

The practice of talented professionals and performers moving readily from com-
mercial to educational television, without leaving affluence for the poorhouse,
would strengthen both branches. It would also make up for the paucity of imagina-
tion that has contributed to the sterility of much of educational TV up to now.

As the debate over how to finance ETV went on, one thing was certain: finally
there was agreement that educational television is here to stay; that it must
somehow receive adequate support; that it can do much to provide the public
with a different sort of television fare than that being offered by commercial
stations.

Meanwhile, educational television officials, always on the lookout for bright
young broadcasters with imagination, talent and ambition, pointed out that
ETV is a field which will probably be expanding much more rapidly in the
next few years than commercial television, and that while it may never offer as
high talent fees and salaries as its more wealthy relatives (the commercial
stations) it does give the opportunity for exciting employment to those who
have imagination and are looking for an opportunity to put it to use.

Some of ETV’s Firsts, Oddities & Peculiarities

Educational television came to the metropolitan aree of New York City in 1963
when WNDT began transmitting from the top of the Empire State Building.

The Parma (Ohio) Board of Education and the Mineola (Long Island) School Dis-
trict were the first to go on the air with instructional television. Date: Sept. 28, 1964.
Two years later twelve systems were broadcasting and construction permits had been
issued for 150 more.

The jirst non-commercial educational TV grant was made July 23, 1952, to the Kansas
State College of Agriculture & Applied Science (KSAC-TV) at Manhattan, Kansas, but
the station was never built.

Operation of low power (10 watt) FM educational stations was authorized in 1948
by the FCC. With such low-power equipment easily installed and operated, a school
system may begin broadcasting to an area with a radius of five miles for an outlay of
a few thousand dollars, adding higher power equipment as funds may come available.
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AM. Other FM advantages are thal virtually all static is eliminated, mnaking clear
reception possible despite thunderstorms and the interference often caused by
electrical equipment.

FM's greatest disadvantage is that its signal does not follow the curve of the
earth. FM stations can be received only as far as the horizon. This defect. how-
ever. can be remedied hy booster stations, some of which operate automatical-
Iy, without the need of engineering personnel to regulate them.

Although a patent on frequency modulation was issued in 1902, the FM
principle had been known long before that, but its advantages for broadcasting
were not developed until shortly before World War 11. The FCC in October,
1910, granted construction permits to fifteen FM stations simultaneously. By
the end of the year 25 authorizations had been issued. FM broadcasting began
January 1, 1911. _

FM stations originally were assigned call letters followed by numerals, but
in 1943 the present letter system was adopted. The optional suffix FM is used
to distinguish FM and AM stations under joint operation.

Originally all applicants for FM licenses who were already operating AM
stations had to agree to broadcast for at least a few hours a day programs dif-
ferent from those carried on their AM stations. The industry finally persuaded
the FCC to drop this requirement.

To enable FM broadcasters to obtain additional revenue, the FCC in 1955
authorized them to supply supplemental background music to subscribers, for
reception on special sets in such places as factories. offices, restaurants and
other places of business. The FCC called it piggy-backing.

In 1961 the FCC authorized FM stalions to engage in stereophonic broadcast-
ing. This involves dual transmission and receplion to give more realistic ef-
fects to music and other sound. The day stereo M became effective, June 1,
1961, two stations began regular operation: WGFM, Schenectady, N.Y., and
WEFM, Chicago.

Because the high frequencies on which FM operates do not ordinarily reflect
back to earth on ionospheric waves (skywaves) it is possible for many scattered
FM stations to use the same frequency without interfering with each other.

FM cannot be heard on AM receivers without special adapters, because of the
difference in their spectrum locations and the systems used. Likewise, AM broad-
casts cannot be heard on sets made for 'M. There are. however, combination
sets covering both bands and both systers.

One development late in the 1960’s that greatly increased the potential FM
radio audience was the decision of some automobile manufacturers to equip
new automobiles with FM radios. A nationwide survey conducted in 1966 dis-
closed that 41.1 per cent of adults do some FM listening, while 10.2 per cent of
them said they now listened to M more than heretofore.
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Community Antenna Television (CATV)

Community Antenna Television is almost as old as television itself. It is a
system of bringing a clear. perfect signal to homes which find it difficult if
not impossible to get satisfactory television reception because of their loca-
tion. CATV is similar to a master antenna on top of a hotel. It takes off the
air programs from a number of channels and pipes them over a cable into
individual homes. Subscribers are generally charged an installation fee, which
may be as much as $100. and then a monthly subscription fee, which may be
as low as $2 or $3 or as high as $10 or $15. with the average ahout $1.

During the 1950s and 1960°s CATV mushroomed into a multi-million-dollar
industry. Even a daily newspaper would be reckless to publish statistics about
CATV. because. before the ink on the paper was dry. the figures would he wrong.
By 1962 CATV had passed the million mark in the number of homes served.
At that time there were more than 500 separate companies in the business,
with an investment approaching a million dollars each. They were billing their
customers more than $51.300,000 a year in subscription charges. But during the
following few years the growth of CATV was so great that each of these figures
was more than doubled.

Broadeasting, the trade magazine, often prints a solid page in fine print
headed Community Antenna Activities of news about companies applying for or
receiving franchises for new CATV services. Here is a typical report:

Mjcannette, Pa—WHJB Cablevision (Mel Goldberg, president), Greensburg, Pa.,
(WHIB), has been granted a 25-year exclusive franchise. The firm will provide
10-12 channels, one to he set aside for weather, news and community services pro-
grams: monthly service charge is $4.75. WHJB will pay the city 3% of gross revenues
up to 1,499 subseribers; 4% up to 2,999; 7% up to 4,500: 10% up to 5,000 and
13% thereafter. Council rejeeted a bid from Centre Video Ine., State College, Pa.,
which offered a flat 3% of annual gross receipts.

CATV has faced many knotty legal problems during its short existence. Own-
ers of CATV systems contend they are not in the business of producing and
selling programs: that they are, in effect. merely in the transportation busi-
ness. But the American Society of Composers, Authors and Publishers disagrees
and says CATV should pay music-licensing fees. A New York federal judge
agreed with ASCAP and ruled that CATV systems were liable for copyright
fees. Another legal question was whether the networks have property rights in
their own programs. CBS and NBC in the past have claimed they do. If so,
they have a legal right to prevent these programs from being piped through
CATV systems.

In 1966 the FCC asked Congress for authority to regulate CATV directly.
Meanwhile, the FCC’s control extended only to preventing CATV from in-
terferring in any way with licensed radio and television stations. For example,
a San Diego (Cal.) TV station complained that three CATV systems were ad-
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versely affecting its business by piping into San Diego TV programs from Los
Angeles stations. The FCC issued an order against the CATV systems. which
was overturned by a federal judge.

Some amateur prophets predicted that such legal in-fighting would go on in-
definitely, while others foresaw the possibility that CATV operators would
eventually become “cable-casters,” originating programs of their own. especial-
ly for communities that now get no local coverage on their nearest TV stations.

Pay-TV

Nothing in the entire history of communications has ever caused quite such
a controversy, such name-calling, such emotionalism, as the proposal for pay-
TV. One indication of the confusion is the fact that there are at least a dozen
nicknames for it, among them: fee-see. subscription television, coin video, box
office television, pay-see. Also, there are many names copyrighted by corpora-
tions hoping to make a fortune out of pay-TV, such as: Subscriber-Vision, Phono-
vision (sometimes called Phoney-Vision by its critics), International Telemeter.
Subscription Television Ine., Teleglobe.

It began as far back as 1931. when Commander Eugene McDonald, founder
of Zenith Radio Corporation, unhappy with the state of radio, advocated quality
programs for which subscribers would pay a fee. Twenty years later he began
testing the idea as applied to television. He proposed sending programs over
telephone circuits so scrambled that they would be unintelligible to anyone whose
receiver was not equipped with an unscrambling device. McDonald died in
1958, but his place was taken by others who perfected inventions, organized
corporations, sold stock, and predicted that the millenium in entertainment
would arrive as soon as the government authorized pay-TV and the public
accepted the idea.

In 1957 the FCC announced it would accept applications from commercial
stations that wanted to conduct pay-TV experiments, but there were many re-
strictions. The trial period would be one year. Authorizations would be limited
to cities which already had four existing commercial TV stations. Each pro-
posed pay-TV system could be tried out in only one city. No more than one
system could be tried out in any one area. Until the FCC decided whether to
authorize pay-TV on a regular basis. the public must not be called upon to
purchase any special equipment.

Before any applications were received. a storm broke. The FCC was deluged
with mail. So were Senators and Congressmen, who in a short time introduced
27 bills into the 85th. Congress. most of them condemning the whole idea. None
of the bills was passed, however. The angry chorus of opposition was largely
based on misunderstandings and misinformation.

The proposed systems differed mainly in the manner in which the programs
would be sent over the air in scrambled form and how they would be decoded
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by a special device attached to the subscriber’s set. Under some systems the
decoder would he rented; under others, purchased. The systems differed in
whether coin boxes, punch cards or a tape recording would be used in deter-
mining the cost to the subscriber. But all systems provided that the subscriber
would pay a set fee to watch a play, a sports contest or a cooking lesson, just
as one pays to attend a movie.

One misapprehension was that the subscriber would be blacked out from re-
ceiving regular commercial programs. The FCC specifically ruled that the sub-
scriber must not be restricted to pay-TV alone.

On February 21. 1961. the FCC, after a hearing, granted an authorization for
toll-TV to WHCT. Hartford, Conn., and the station began sending its programs
on June 29, 1962. On October 3 of that same year a second test authorization
was given to KCTO, Denver, Colo.

During the 1960’s there were many experiments with pay-TV. by cable and
over the air. Some were deemed successful: some were utter failures. In the
latter class was the experiment in Bartlesville, Oklahoma. population 28,000,
where 800 homes were wired and subscribers were charged a flat fee for a single
program service, take it or leave it. The experiment lasted only eight months.
The company lost almost a third of a million dollars.

Even those advocating pay-TV had their disagreements, especially over
methods. A wired system avoided FCC control, but it required permits from the
city. the possibility of regulation by a public utilities commission, and a capital
investment of as much as $50 for every home wired. Another problem was
getting enough programs so superior that subscribers would consider them worth
paying for. While a family might eagerly pay several dollars for an evening of
My Fair Lady, how often does such a play come along?

Pay-TV was fought by the motion picture theaters, commercial television, and
by many individuals and their political representatives who liked television just
as it was. It was supported by those who expected to make money out of it,
including writers, actors, actresses, musicians, and motion picture producers,
and by many individuals and their political representatives who did not like
television just as it was.

Rodney Erickson, director of radio and TV for one of the large New York
advertising agencies, made this prediction:

“Pay-TV: It’s inevitable for bringing first-run movies into the home unin-
terrupted by commercials. 1tll tip-toe in via CATV systems. Pay-TV will not
take away from free TV. But it will be a substitute for going out of the home.”

COMSAT

Who owns outer space? That question was hotly debated on the floor of Con-
gress in 1962 during a filibuster against passage of the Communications Satellite
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Act. Specifically, the question was whether a satellite system should be public-
ly or privately owned. The act was finally passed, despite the filibuster, and
was signed by President Kennedy. It authorized what has been nicknamed
COMSAT, a corporation half owned by the general investing public, half by
private communications companies, It is regulated by the FCC and three of its
fifteen directors are appointed by the President of the United States. lts purpose is
to develop a communications satellite system for the transmission of telephone con-
versations, television pictures, and business communications across oceans and
continents,

In 1962 the United States had orbited Telestar, a communications satellite
owned by AT&T, to send television programs around the world. Thanks to
Telestar millions of people here and abroad saw live and simultaneously the
FEcumenical Congress. big league baseball games. sessions of the UN, and
night life in Paris. During its first four months of continuously successful opera-
tion Telestar circled the globe 1,242 times, before becoming silent, due to the
effects of radiation on its transistors. It was succeeded by Relay, which car-
ried to Europe the unveiling of the Mona Lisa by President Kennedy and the
awarding of honorary U.S. citizenship to Winston Churchill.

In 1965 Comsat launched the world’s first commercial communications satel-
lite, Early Bird, owned by an international consortium of 17 nations, with
Comsat representing the United States. It was a prototype, designed to gain
information for a commercial system scheduled to begin operation the end
of 1907 or the start of 1968. On May 7, 1965, President Johnson spoke to
Europe via the satellite and eleven days later Early Bird heamed the first color
transmission senl across the Atlantic via satellite. Early Bird also enabled
Europe to see on television Pope Paul’s visit to the UN. and a heart opera-
tion in a hospital in Houston, Texas.

CONELRAD

The Control of Electromagnetic Radiation is the full name of a system under
which, in a war emergency, all FM and TV stations would cease operation. on a
radio alert, and would remain silent until the all-clear signal. Designated AM
stations would remain on the air to broadecast official information and civil
defense bulletins, on 610 and 1210 kilocycles, with the signal switching from
one to the other. in order to conceal the location of the transmitters. thus making
it impossible for enemy aircraft to ride in on the heam. CONELRAD has al-
ready been used in time of disasters. such as hurricanes. tornadoes and floods.
to alert listeners to danger. All stations having transmitters operated by remote
control must be able to switch automatically to their CONELRAD frequency.
The FCC publishes a special CONELRAD Manual. which should be in the pos-

session of all announcers.
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The Human Voice,
A Wondrous Apparatus

Voder, short for Voice Operation Demonstrator, is an electronic mecha-
nism that imitates human speech. When an operator presses various keys, de-
vices using two special-type vacuum tubes create almost lifelike sounds. The
vodor can imitate the voice of a man, woman or child, as well as the bleat of a
sheep, the grunt of a pig and the tapping of a woodpecker. It can pronounce
even such difficult words as Albuguerque and can enunciate entire sentences.

Someday, in the mechanized. computerized 2lst or 22nd Century, such ma-
chines may to a certain extent replace the human voice, but it is unlikely that
the day will ever come when a machine can be devised that will be able to
perform the miracles that are built into the voice of man.

Almost all animals have voices and many of them use sounds to communicate
with each other. Dogs whimper when begging, growl when angry, and bark
eagerly when happy. Chimpanzees are even more highly developed in their use

of voice. But only man — using innumerable arrangements of consonants and
vowels — is able to convey every possible nuance of thought and emotion to his

fellow man by the sounds that he sends through his lips.
Hitler Proved Something

The voice alone can command attention, hold interest. convey a message, and
overwhelm the listener with fear, hope, despair, or even hatred. The owner
of the voice need not be seen — the words that the voice utters need not be
understood — for the voice to have a profound effect. Anyone who ever heard
the voice of Adolf Hitler delivering one of his major radio addresses in the
1930’s remembers how, in rapid succession, he could be bitingly sarcastic.
thunderingly angry. quietly pleading, or plaintively self-pitying. He was able
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to hypnotize a whole nation, not so much by what he said (his speeches are
dull and unconvincing when read in translation) but because he knew so well
how to use his voice and obtain exactly the effect he wanted. He spoke slowly
and incisively when he set out to demolish an enemy with sarcasm. His pitch
rose and fell and rose again as he made a bombastic appeal to patriotism and
emotionalism. Never was there better proof of how easily specious ideas can
be sold to the public if the man doing the selling is a good psychologist, knows
his audience, and, most importantly, has the ability to use the human voice for
all its worth. Good ideas can be advanced in the same way. It is concomitantly
true that poor delivery — ignorance of how to capitalize on the magic powers
of the human voice — can result in defeat for the most noble cause in the world.

One great fault with many speech teachers and experts in diction is that
they turn out assembly-line voices — young men and women who may have
mastered the techniques but in the process have lost their personalities, and
read a dramatic speech or a radio commercial exactly like all the rest of the
class. Such people may become successful. but only in a moderate way. They
will go much farther than untrained people, but they will never be outstanding.

What Is the Common Denominator?

Consider what it is that the following men and women have or had in com-
mon: Milton J. Cross, David Brinkley, Bill Stern, John Cameron Swayze, Bob
Trout, Chet Huntley, H. V. Kaltenborn, Gabriel Heater, Fulton J. Lewis Jr.,
Walter Winchell, Ulmer Turner, Eddie Cantor, Gracie Allen, Fran Allison,
Walter Cronkite, Arthur Godfrey. Ed Wynn. Westbrook Van Voorhis, Mary
Margaret McBride, Howard Miller, Ted Husing, Mel Allen, Martin Block, Grant-
land Rice, Earl Gillespie.

Most of those men and women today have a broadcasting income some-
where between $100,000 and $1.000,000 a vear — or did have. at the
height of their careers. These are a few of the outstanding successes in broad-
casting. These are the men and women who made it.

Before deciding what it is that distinguishes them, go over the list, pause
at each name, and try to recreate the voice in vour ears. As you listen, ask
yourself this question: Did these 25 people parading past your ears sound like
a class in a school of dramatics or oratory? 1f not, what was it they had in
common?

The most obvious answer is that they all sounded different; that they had
nothing in common. Superficially that is true. And yet their very difference
is exactly what they do have in common. Each one is a distinct personality.

Perfect Command of the Voice

When Arthur Godfrey is talking you know you are not listening to Chet
Huntley. Fran Allison sounds not a bit like Gracie Allen did. When you hear
Walter Winchell you know it cannot possibly be anyone else but — Walter Win-
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chell. Each one is a dynamically different individual.

But there is another common quality less obvious to the non-professional:
all these men and women have (or had) perfect command of their vocal organs.
They know exactly how to get the effects they are after; when to turn on volume;
when to whisper; when to speed up:; when to slow down; how to use the
voice to make their own excitement contagious; how to read an earth-shaking
piece of news without causing the audience to panic; how to read a minor
piece of news and make it seem important; how to do a commercial in such
a unique manner that it will stand out from all the run-of-the-mill commer-
cials and really sell the product.

They tell a story around Radio City, New York, of how a young woman named
Grace Allen in 1930 applied for an audition at NBC. Across the report of her
audition the examiner wrote: “The voice is absolutely unfitted for radio. Much
too squeaky.” Several years later. after having appeared as guests on the Eddie
Cantor Show, Gracie Allen and her husband, George Burns, were grossing $10,000
for every broadcast they did.

It’s Personality That Counts

The moral of the story is that a woman may have such a great personality
that even a squeaky voice is not an impediment to success. The squeaky voice
may even be an essential component of the character. But to achieve success
the personality must know exactly what to do with the squeaky voice — how to
project it, how to make it perform and obey commandments. That is where
training comes in.

When one listens to the great personalities of broadcasting, the theater, Holly-
wood or the lecture platform, they often sound so “natural” and appear to
be speaking with such little effort that one feels they never had as much as even
one hour of instruction in what to do with the voice. They just seem to be
talking. This proves conclusively that their training was good. The man or
woman on the air who sounds as if he or she has just completed an eight-month
course in elocution is not likely to be heard often again.

It’s like ice skating, or running a restaurant, or playing a violin, or writing
a book. When done by someone who has undergone months, maybe years of
training, it looks so easy that people instinctively say to themselves:

“There doesn’t seem to be anything to it at all. I’ll bet I could do it myself,

if T half tried.”
Before the Swan Dive, Comes . . .

When Huntley and Brinkley talk back and forth so easily, when Winchell
snarls out his bits of gossip, or Godfrey chats about a commercial product as
if he were sitting on the back fence talking to a neighbor, you can rest assured
that these men spent years in perfecting their timing, tempo, pitch, phrasing,
inflection. intonation, and all the other intricacies of voice-use.




176 ENCYCLOPEDIA OF RADIO AND TV BROADCASTING

Chet Huntley



THE HUMAN VOICE, A WONDROUS APPARATUS 177

David Brinkley
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Another point that needs making: You can’t do a swan dive or a jack
knife until you have learned how to swim. You can’t write the great American
novel until you have learned the fundamentals of English grammar and how
to use either a typewriter, a pencil or a pen. And with rare exceptions you can’t
become a network broadcasting star until you have learned to use the tools of
the announcer’s trade, the most important of which is the human voice, and
until you have served an apprenticeship. This may perforce be on a 250-watt
station in some remote spot where the staff announcer is expected to have an
average-good voice capable of handling everything from a memorial service for
some deceased local dignitary to a red-hot sports contest. On the first and second,
and perhaps even the third job, there may be little opportunity to be anything
more than a thoroughly competent announcer with a well-trained voice — “and
no attemplt, please, at throwing your personality around.” But on the way to
stardom, that first or second job is essential.

Don’t Be an Imitator

Part of voice training involves studying the work of those who already have
achieved success — listening to them on radio, watching them on television —
just as a man who wants to write reads books by such successful authors as
Hemingway, Faulkner, Truman Capote and a man named Shakespeare. Some
of the tricks of the successful can be learned. Some of their mannerisms may
brush off and enrich the style of the newcomer. But such watching and listening
will be ruinous if the newcomer becomes a mere imitator. .

A good voice should be. . . . ? Each of the networks has its own list of
the attributes that the perfect NBC, CBS or ABC voice ought to have. Adver-
tising agencies and sponsors have their own ideas. too. So do many managers
of stations, large and small.

If a voice had even 50 per cent of the qualities which follow, it would be
good. If it had 75 per cent, it would be great. If it had 80 per cent, it would
be the voice of a Franklin Delano Roosevelt, a Charles Laughton, or a John
Barrymore. If it had 90 per cent, the owner of the voice could probably write
his own ticket on any network in the world.

Personality

Every voice is as different from every other voice in the world as every
personality is different from every other personality, for voice is a projection
of personality. While it is impossible to define exactly what would constitute
the perfect personality, it is likewise impossible to define the perfect voice. Yet
there are some characteristics that an audience finds attractive, others that create
negative reactions. Voice training consists partly of stressing the positive
and obliterating as far as possible the negative, thus making the bad better;
the fair, good; the good, wonderful.
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Some experts say that vitality is so important to personality that the two
words are interchangeable: that personality is vitality. A voice without per-
sonality is like a gun without a bullet, or a fire without a flame. Being vital
means having a healthy, intense interest in the subject at hand — the sports
evenl being reported, the commercial being read, or the child being inter-
viewed — and then passing that enthusiasm on to the listener. This is done
principally with the voice.

Enthusiasm

There is a difference between vitality and enthusiasm. Enthusiasm is more
subtle. It involves, more than vitality does, belief, whether in a cause or a
product. Inner conviction. In the case of a radio announcer, enthusiasm is
vitality under intellectual control. It is almost impossible to be enthusiastic
about a thing or a person, an idea or a product, without knowing a great deal
about the object of the enthusiasm. That’s why the best commercial announcers
are those who know their products and even make daily use of them, because
they honestly believe them to be good.

Rapport
The entire concern of anyone on the air — on radio or television; male or
female; actor, commercial announcer, newscaster or sportscaster — is to com-

municate with his audience. If the man behind the microphone is not communi-
cating, a great deal of somebody’s money and electricity is being wasted. In
order to communicate, the man behind the microphone must establish a rapport
with his audience. He does it by acquiring or developing all the qualities on
this list. He does it, even on television, principally with his voice. If the voice
fails to establish this rapport, the script, the commercial copy or the lines of
the play will be wasted, no matter how brilliantly written. The CBS instructions
for prospective announcers stress that “the announcer’s manner of speech must
not hinder communication; must be acceptable to the listener in his most re-
laxed surroundings — his home, his car, etc.” This is another way of saying that
rapport must be established.

Friendliness

Radio is the most personalized form of communication there is, between strang-
ers. Often the announcer and the listener are alone together, under most inti-
mate conditions — perhaps in a dimly lit living room or a totally dark bedroom.
Without the television picture to destroy illusion, the listener can let imagina-
tion run wild. (And it often does, as any broadcaster’s fan mail will reveal!)
Because of this intimacy, the radio broadcaster has a special responsibility.
He must constantly remind himself that he is not addressing a political rally
or a foothall stadium full of people. He may be a guest at the dinner table
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with only two or three others present. More often he is alone with the listener,
driving down a country road in an automobile, or taking a hath, baking a cake.
working in a basement hobby shop, or tossing in bed unable to sleep. This
is one reason the radio announcer must have an intimate, friendly voice. It
should be so friendly that the listener will now and then actually want to answer
back. Because of the greater intimacy of the medium, radio broadcasters gen-
erally receive more fan mail and telephone calls than those on television. Radio
listeners have always identified themselves closely with the broadcasters to whom
they listen. They send them not only letters full of compliments (or complaints)
but gifts, good wishes, and other evidences of friendship. (The author of this
Encyclopedia used to end his quarter-hour NBC broadcasts with a semi-humorous
news item — “my favorite story of the day.” One morning in 1945 he apologized
to his listeners for dispensing with the whipper-snapper (a term then used to
describe such terminal stories) saying: “It is impossible to be funny this
morning, for I am on my way in a few minutes to Illinois to attend the funeral
of one of my favorite listeners. She never failed to tune in this program. She
was my mother.” Fans of those days still write occasionally and say: “We
very well remember the morning your mother died.”)

It is the duty of the broadcaster to reciprocate the friendliness of his listeners
by the friendliness he puts into his broadcasting voice. This friendliness in-
volves liking people. Although there is one radio character who has commer-
cialized on his dislike of people and his ability to snarl at his listeners, his
success is one of the few exceptions to the general rule. Broadcasters who have
a contempt for people had better quickly change vocations, for the microphone
with its great sensitivity will strip him naked before his public and reveal
him for what he is.

Sincerity

The most apocryphal story in radio is the one about the emcee on a children’s
program who said a sweet, sentimental good night to his little listeners and after
signing off, in a relaxed mood, thinking the microphone dead, sighed and said:

“Well, I guess that that ought to hold the little bastards!”

Only the microphone was not off and his words were heard by all the little —
children.

The story originally was told on WOR’s Uncle Don. He repeatedly denied that
it had ever happened. Then another fat, jolly favorite of the children in Atlanta.
Georgia, was purported to have been the one who said it. He, too. issued formal
and informal denials. Tt is an amusing but unlikely story, for it is improbable
that anyone could be as successful as Uncle Don was with millions of children
and still have the contempt for them that the remark implied.

The story was told of a world-famous golfer who was playing before a large
gallery in an important tournament. After a bad putt, he called for a cigaret.
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Someone, aware that his face and endorsements were appearing in hundreds of
full page ads for Cigaret X, offered him a package of that brand. He threw the
package to the ground, shouting, for all to hear: “l wouldn’t put one of those
damn things in my mouth! Give me a Y!” (naming a rival brand.) The gal-
lery laughed.

No radio announcer could get away with such insincerity and become success-
ful. One of the best salesmen on the air is Arthur Godfrey, simply because his
listeners are convinced that he really means what he says when he talks about
a product.

Warmth

Many of the qualities in this list overlap. Warmth is a component of friend-
liness.

The voice of Ben Grauer. NBC’s veteran announcer, is an example of warmth
without any hint of what would corrupt it — condescension or intrusiveness.
Grauer’s secret is that whether he is announcing a symphony concert or doing
a sidewalk interview, he makes the listener feel that he is a friend of the orchestra
conductor. or the child being interviewed, and the listener as well.

Culture

When this word is applied to voice it has a special meaning. Ed Herlihy,
for almost a quarter of a century an NBC announcer on such programs as
Strike It Rich, the Sid Caesar Show, and the Children’s Hour, has listed voice-
culture as one of the three most important qualities that an announcer should
have.

Voice-culture does not mean talking like a Beacon Hill Brahman or an
Oxford professor. It does not necessarily have to do with correct pronunciation
or not talking through the nose. It does not mean that a male announcer should
sound like the program chairman of a ladies’ literary society. It does mean
that the voice should have what the advertising world calls “quality.”

Color

This quality can be partly voice, partly material. When Lowell Thomas, in
one of his evening news broadcasts. mentions some exotic place he knows in-
timately from having adventured there, his voice suddenly takes on an entirely
different quality. With voice-color, as well as with the descriptive words he
uses, he begins to paint a picture which he makes so vivid that even the dullest
wit among his listeners could hardly fail to react in some way. Voice-color can
turn the most ordinary broadcast into an exciting listening experience, if used
with skill and restraint.

Cheerfulness

Joseph Alsop, Washington columnist and occasional broadcaster, justly or
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unjustly acquired a reputation as an apostle of doom. Other writers and broad-
casters have tried to relate the truth, even when the truth as they saw it was
bitter and difficult to take. At the other extreme was Gabriel Heater, who used
to start every broadcast with the catch-phrase: “There’s good news tonight!™
{Sometimes during World War 11, when American and allied troops were in
retreat, the opening seemed more ironic than realistic.)

Voice-cheerfulness does not mean distorting the news, or being saccharin-
sweet at all times. It does mean waking people up in the morning in a manner
that makes them glad to be alive. It means putting an up-beat rather than a down-
beat tone into the voice. It could mean the difference between contract-renewal
and contract-cancellation.

Intimacey

Actors, actresses and lecturers often have trouble on radio and television
because they have difficulty in adjusting to the idea that they are no longer
speaking to or in front of several thousand people. Surveys show that the aver-
age radio audience is a small fraction over one person per radio, while the
average television audience is 2.8 persons. Also, the broadcaster is never more
than a few feet from his audience.

Arthur Godfrey, while in a hospital recuperating from an operation years ago,
spent hours each day listening to radio programs. This experience led him to
the conclusion that some announcers are far superior to others because they
create a feeling of intimacy. After he left the hospital, Godfrey put the observa-

tion into practice, with a spectacular effect on his popularity and his financial
success.

Relaxation

Proper use of the voice cannot be achieved unless the broadcaster is relaxed,
but it is also important that the man behind the microphone give his listeners
the impression that he is relaxed. Most listeners are uncomfortable if they

sense strain or undue tenseness, for no apparent reason, in the voice to which
they are listening.

Authoritativeness

Bob Stanton, a pioneer announcer who broadcast\ the first Army-Navy game
and the first World Series on television, and for years announced Robert Mont-
gomery Presents, has often said that “the ring of authority” is one of the most
important qualifications that a young announcer should have. But, adds Stan-
ton, the announcer should remember that he did not invent the sport he is re-
porting.

The words authoritative and authoritarian have two quite different mean-
ings. They are used to describe a well-grounded, well-informed person who gives
the impression that he knows from study and personal experience what he is
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discussing, or a person who is arrogant and dictatorial, because he thinks he
knows it all. It is possible, whatever the announcer is doing with his voice,
to give it the positive qualities of authoritativeness, without heing negatively
offensive.

Adaptiability

The announcer’s first job may call for more versatility than he will ever
be required to show again. The smaller the station the more true this will be.
Adaptability means the ability to use the voice in many different ways, suiting
style to program requirements. Flexibility is another word for it. The voice
an announcer uses on a wake-up program at 6 o’clock in the morning should
not be the same voice he uses to broadcast an exciting baskethall game at
8 o’clock in the evening or to announce slumber music at midnight. The prob-
lem is to become a man of many voices without losing that Identifiable Per-
sonality.

Interest

Blasé is a French word that has been taken over and made part of the English
language. It means having one’s interest so dulled by experience that one is no
longer able to enjoy those things that normal people enjoy. This is something
to be avoided at all times by all announcers. The voice quickly tells the
listener whether the speaker is blasé or really interested in his subject.

Interest can be cultivated. Next time you are in conversation with someone,
try to show interest in what the other man is saying, instead of just listening
half-heartedly while waiting for a chance to talk yourself. Also, when you are
speaking, try, by the use of voice-intensity, to give your own words a ring of
interest. Suddenly, even idle conversation will take on a new dimension.

Spontaneity

Try reading this sentence aloud: “As I was walking down Main Street on my
way to the studio early this morning, [ suddenly noticed a most amazing sight
in the corner of a large department store window.”

When the speaker conveys to his audience the sudden excitement of some-

thing, without restraint, that is VOICE-SPONTANEITY.
Conviction

C. Y. Harrice, announcer on such popular programs as Right to Happiness
and Cavalcade of America, advises young announcers that not only must they
know what they are talking about, but they must use “voice-conviction” in com-
municating with their listeners.

Salesmanship

Instructors in salesmanship like to tell the story of the small boy who tried
selling afternoon newspapers by going from room to room in a large office
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building saying to everyone he approached: “You don’t want to buy a paper,
do you mister?” And almost everyone gave the boy the reply he asked for, by
the way he framed his question: “No, sonny, I don’t!” Another boy with
identical papers, working an adjacent building, sold his entire bundle of papers
in a few minutes, using a positive rather than a negative approach.

Voice-salesmanship involves putting a positive instead of a negative quality
into the voice.

On radio and television the salesman has an extremely limited amount of
time in which to (1) gain the listener’s attention, {2) hold the attention while
making his sales appeal, and, (3) stir the listener to action, which may mean
persuading him to go to the telephone and call someone for an appointment,
or write down the address of a store or office.

What NOT To Do With the Voice

1. Don’t kill your chance of becoming a personality in your own right by
aping your favorite voice on the air.

2. Don’t let your woice convey the impression that you are bored, blasé
or aloof.

3. Don’t exude so much vitality that you cause trouble for the engineer
at the controls.

4. Don’t let irritability, a headache, morning-after-troubles, or what your

wife said to you as you left home for the studio, show in your micro-
phone voice.

5. Don’t be so natural and relaxed that the voice loses all its vitality and
color.

6. Don’t let your voice betray insecurity or ignorance, for then all believ-
ability will be lost.

7. Don’t give the listener the idea that you are talking at him, rather than
to or with him.
8. Don’t let your voice give the impression that you are cocky or over-
impressed with your own importance.
9. Don’t talk as if you were addressing a crowd in Madison Square Garden,
~or even a hundred men at a meeting of the local Rotary Club. Instead,
pretend you are sitting across a table from a good friend, explaining some-
thing to him. (Or “her” ([ that makes it more pleasant.)
10. Don’t let the voice ever sound either colorless or monotonous, remermn-

bering always how litdle lisiener-effort it takes to change the position
of the dials.
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The Voice:
How To Use It

Only one in every twenty persons has a pleasing and effective voice.
Most Americans are notoriously sloppy speakers, slurring. mumbling, dropping
letters or whole syllables, and talking so indistinctly that their messages are
often incomprehensible.

Realizing the importance of being able to talk properly, large industrial
organizations have employed teams of speech specialists to train executives and
salesmen alike in the use of their voices.

Many graduates of broadcasting schools, who have gone into work other
than announcing, because of the offer of tempting salaries, have found that
the voice instruction they had received gave them great advantages over as-
sociates who had never had such training. and as a result of these advantages
they progressed more rapidly and climbed more quickly into high income
brackets.

How the Mechanism Functions

Some men’and women know instinctively how to make their vocal mechanisms
work for them. but it helps even such people to know something about the organs
involved.

Man’s main sound-producers are his vocal cords — two small bands of tissue
extending across the larynx or voice box. one on each side of the windpipe
opening. The vocal cords are stretched or relaxed by muscles in the larvnx.

When a man breathes, he relaxes his vocal cords. forming a V-shaped opening
that permits the passage of air. To speak. he uses the larynx niuscles to pull
the vocal cords and narrow the opening. Then. as air is driven from the lungs
through the larynx. it vibrates the tightened vocal cords and the result is
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sound. The more tightly the cords are stretched, the higher the sound. The more
relaxed the cords, the lower the sound.

Pitch is determined by the size of the larynx. The reason women’s voices
normally are higher then men’s is because the vocal cords are shorter. The
vocal cords of boys and girls are approximately the same size until the boys
reach puberty, whereupon their voice boxes suddenly grow larger and so their
voices grow deeper. .

Sounds are shaped by the tongue. lips and teeth, while the nasal cavity
gives the voice resonance and color. Straining the voice affects the vocal cords.
So does general muscular tension, which may be caused by nervousness.

It is generally agreed that it is more important to be able to control the
voice machinery than to have exceptional voice quality. Most essential is the
ability to relax the vocal cords and the muscles of the throat and neck, other-
wise the range of the voice is greatly limited and effective intonation is im-

possible.
Breathing

Watch a sleeping baby. What rises and falls is not the chest but the abdomen,
which forces the air in and out of the lungs. This is the natural way to
breathe. And the natural way is the correct way for a broadcaster.

Many people are dissatisfied with their speaking voices. The most frequent
complaint is that they are too high-pitched. Even worse, the pitch seems to go
up still further as the day progresses. One-third of the trouble is tension. The
other two-thirds results from chest breathing.

To practise breathing with the diaphragm, push the abdomen out, in order
to force air into the lungs. Stretch the ribs fully on each deep breath. When
exhaling or speaking, the diaphragm should act as a bellows. This is an exer-
cise that can be practised in odd moments while riding a bus, waiting for an
elevator, or standing at a street corner watching for the traffic light to turn
green. Gradually deep breathing will become a habit.

Old-time orators were taught to take deep breaths through the open mouth.
This is impossible for an announcer. because the sound would be picked up by
the microphone. The broadcaster must inhale more quickly, through the nose or
above the tongue. If the breathing is done properly. the listener will never be
conscious of it, but if done improperly, it may be so distracting that it will
ruin the program.

The broadcaster should never empty his lungs completely. It is especially
important for the commercial announcer to have a reserve supply of air, be-
cause of punch lines that require more volume than do the words of a routine
news show or weather report.

Some professional broadcasters make a practice of singing in the bathroom
while shaving or taking a shower, reaching for the highest and lowest possible
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notes. They claim this not only makes the vocal organs more flexible, but also
teaches proper breathing.

Many broadcasters just before going on the air take half a dozen deep
breaths, filling the lungs to their utmost capacity, and then do a neck exercise
by bending the head over to one side as far as possible and rotating it slowly
in a wide circle. This makes for relaxation, which in turn aids proper breathing.

Pitch

The first step in attempting to bring color into the voice is to cultivate the
lowest tones that the voice can possibly reach. A man should be able to reach
four or five whole notes below the central pitch of his voice. To determine the
central pitch, say this sentence emphatically: “How are you?” The pitch of the
voice as it dwells on the word you is the central pitch.

It is the habitual pitch of an individual’s voice that classifies him as a
tenor, a baritone or a bass; a woman as a soprano, alto or contralto. Singers are
judged by the range of their voices. A soprano who can go from middle C to C
above high C is said to have a two-octave singing range. Range is important in
a speaker as well. for the wider the range the more varied and subtle are the
effects that can be achieved by changing the pitch of the voice.

A lullabye, with all the notes within a limited range, is monotonous and
therefore sleep-producing. By contrast, wide variations in pitch can be refresh-
ing and attention-compelling.

Many people have never used the lower tones of their voice and at first may
experience some difficulty in producing such tones. They often mistake their
own lower middle tones for their lowest tones, which they have seldom if ever
heard.

Use of the tones produced by abdominal breathing will pay rewards in the
greater relaxation of the speaker and lessening of tension. Professional singers
and broadcasters have known this for years.

The young announcer should practice his lower tones even during ordinary
conversation with friends. In a short time he will find that his voice has
taken on added depth and authority. ’

Variations in pitch are attention-compelling and can keep a broadcast —
almost any broadcast — from sounding monotonous.

The most pleasing pitch for the male speaking voice on radio or television
is in the baritone range; for women, the contralto range. The proper pitch for
any individual is the lowest pitch he can achieve with comfort. But a little
leeway should always be left, so that the broadcaster can throw his voice still
lower if he wishes to emphasize a certain word or phrase.

VYolume

The most obvious voice-control is that of volume. Even a child knows the
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effectiveness. on occasion. of shouting or whispering. Each person has his own
natural volume level — the loudness of his voice under normal conditions. Some
voices are naturally heavy or thin, strong or weak.

One advantage a broadcaster has is that the volume as well as the pitch
of his voice. as it goes out over the air. can to a certain extent be controlled
mechanically and electronically by the sound engineer. But it is still important
that the broadcaster himself keep his volume within certain well-defined limits.
This is technically known as “maintaining a level.” This does not mean that
the voice must he monotonous. However, the two unpardonable offenses in
the eves of the station engineer are not coming up to level. or. in engineering
parlance, bending the needle, which means exceeding the volume limit.

In testing voices for radio or television, talent scouts are always on the
lookout for voices that are a little heavier than the average in volume.

There are limits to how much difference training can make in hoth pitch
and volume — limits imposed by the size and shape of the individual’s voice
organs. But everyone, if he tries diligently enough, can greatly improve the
end-product of the voice that nature gave him.

A safe rule-of-thumb for an announcer is to speak into the microphone with
about the same volume he would use while engaging in conversation with a friend
in the quiet living room of his home.

Resonance

In music, resonance is the intensification and enriching of a musical tone
by supplemental vibrations called overtones. 1f a human voice has color, warmth
and vitality we call it resonant. 1f the sinuses and nasal cavities are larger than
normal, the voice may have great resonance; if smaller, the voice may lack
resonance. Training cannot change such physical peculiarities, but it can
increase resonance by overcoming bad voice habits and such psychological causes
of resonance-deficiency as nervousness and lack of self-confidence.

Tempo

Broadcasters must be masters of time. in many ways. Variations in timing
constitute one of the best ways of achieving emphasis. A word can be spotlighted
by pausing just before or just after enunciating the word. Or the word itself
can be stretched. The same technique can be used on a whole phrase or even
a sentence.

Accelerated tempo, if used with discretion, is a most effective way of gain-
ing listener-attention, or of conveying excitement. The veteran sportscaster,
Clem McCarthy, was a master of this device. The most valuable skill in any
announcer’s bag of tricks is change of pace.

In reading commercials it is customary to decrease the tempo slightly for
the punch phrase. In reading the speed-up passages of a commercial, the ex-
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perienced announcer will glide lightly over those words he considers of minor
significance.

Time is important in quite another way. The red sweep-hand on the studio
clock rules the life of every broadcaster.

One morning in an NBC studio in Rockefeller Center, New York, the director
turned to the black-bearded commentator who had just finished his daily quar-
ter-hour commentary and said:

“Maybe it will make you happy to know. St. John, that you are the favorite
commentator of nearly all the NBC directors.”

With his chest swelling out like a bantam rooster, the commentator put his
arm around the shoulder of the director and said warmly:

“You really like my comments, do you?”

To which the director replied, gruffly::

“Who said anything about your comments? 1 mean, you get on and off on
time!”

It is essential that a broadcaster know how to stretch or to speed up. On
television, when a program is nearing its conclusion and suddenly starts running
behind schedule, the announcer may be called upon to give the credits in one-
half the previously allotted time, and still keep them intelligible. This calls
for a special sort of skill. Or the announcer may be asked to stretch it.

When stretching, the inexperienced broadcaster will put the white space —
the pauses — between words, phrases or sentences. The expert will actually
stretch out the words themselves, thus avoiding dead air. 1f the announcer is
working on his own, without a director and producer, he must know how and
when to stretch or speed up. A good sense of timing is inherent in some people.
The rest of us can acquire it.

One-minute spot announcements generally run 100 words; 30 second spots,
50 words: 20-second spots. 35 words. Announcers average 110 words a minute
on scripts that run to any length. Some newscasters occasionally reach a speed
of 225 words a minute. Franklin . Roosevelt, who, incidentally, was a tenor,
spoke 100 to 125 words per minute. Ted Husing once reached the almost un-
believable record of 100 words per minute. NBC requires its announcers to
average between 135 and 140 words a minute. On American radio the average
is about 160.

Too fast a pace results in slurring, in unconsciously dropping the final let-
ters of words, and in the voice getting ahead of the eye, on the script. Too
slow a pace results in loss of audience-interest and eventually in loss of audience.

An announcer on a small station may be called upon to change his tempo
frequently. A newscast, a slug commercial, a sportscast and the introduction
of slumber music would each require a different speed of delivery.

A newscaster who reads his own commercials should make it a point to change
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his tempo, especially just before and just after shifting from reading news to
doing the spot announcement.

Enunciation and Articulation

Webster defines them like this:

Enunciate: To pronounce with distinctness of articulation.
ArticuLate: To utter in distinct syllables.

The key word in those definitions is distinct. Faults of enunciation become
habits, such as dropping the final g in words ending in ing; not giving the full
value to the vowel tones in the dipthongs ou and ow (as in how and you) ; hiss-
ing the letter s; popping the letter p; telescoping syllables (as in comfortable
and particularly) ; dropping consonants (as in probably, government, hundred,
recognize) ; dropping vowels (as in figure and peculiarly); under-articulating
d’s and ¢’s.

One cause of blurred articulation is lip-laziness, jaw-laziness, mouth-laziness.

Vocal exercises should be done in front of a mirror so the formation of words
can be watched. Notice that many words are formed at the front of the mouth,
that some require the puckering of the lips, that some require a great deal of
jaw-action. Amateurs tend to keep all their voice organs too tight for good
articulation. The jaw, especially. should be relaxed. Many broadcasters, just
before they go on the air, do an exercise of simulated yawning and intensive
jaw-waggling.

One trick to improve voice techniques is to talk to family or friends for
a quarter of an hour a day, entirely in whispers. yet loud enough to be heard
across a dining room table. This will force you to open your mouth wide,
activate the tongue and extend the lips, and it will help overcome the normal
tendency to slur and garble words by poor articulation.

Emphasis
Practically everyone who reads the Gettysburg Address emphasues the three
preposmons in the sentence:
. this government of the people, by the people, and for the people . . .

But a man who was present at Gettysburg disclosed before his death that Mr.
Lincoln himself did not stress the prepositions, but instead emphasized the word
people each time:

. this government of the people, by the people, and for the people . . .

Another example of emphasis. A new NBC newscaster, doing a program spon-
sored by the Peter Paul Candy Company, was drilled for hours on how to read
a commercial for Mounds candy bars that wound up:

WHAT A BAR OF CANDY FOR FIVE CENTS!
He was told that the sponsor insisted the word what be hit with the force of a
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sledgehammer. The first day he did all the rest of the commercial perfectly, but
when he came to the final punch line, he read it like this:

WHAT? A BAR OF CANDY FOR FIVE CENTS?
P.S. That was the last commercial he was ever given to do.

Another example. Read the following sentence three times, putting the stress
the first time on the first word, the second time on the second word, etc.
I am going!
I am going!
I am going!
Notice how you have given three entirely different meanings to that short
sentence, all depending on emphasis.
Emphasis can be bestowed on a word, a phrase or a sentence by using pitch,
tone, volume. timing, quality, inflection or change of key.

Rhythm

Every language has a rhythm or combination of rhythms all its own. Modern
Hebrew tends to accent the last syllable of each word. This gives the language
a unique cadence or rhythm. Englishmen pronounce the proper name Cholmon-
deley: as if it were spelled CHUM-ley, and St. John as if spelled SIN-gin, which
illustrates their tendency to sluff off the last one, two or five syllables of a word.
People in the Deep South tend to telescope words, calling you-all yawl, which
gives their dialect a distinct rhythm.

The language spoken by a majority of Americans has an exceedingly strong
rhythm. Foreigners, with their objective ears, hear melody in our language
which we may not recognize ourselves. The good broadcaster will make sure
that he does not destroy the natural ryhthm of the prose he is reading.

Diction

Good diction implies the absence of such speech faults as excessive sibilance,
fuzziness of enunciation, excessive nasality, affectation, or regionalism. It also
implies the positive qualities of accurate pronunciation, polished articulation
and careful choice of words to express the precise thought being communicated.

The highest compliment a broadcaster could hope to receive would be that he had
excellent diction.

Prolongation

This is a voice trick to bestow added importance upon a word or phrase. It
imparts an aura of distinction to what is being talked about. It consists of
emphasizing the word or phrase, while at the same time slightly increasing
volume, slightly lowering pitch, and inserting a decided pause before and after
the word or phrase.
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Quality

If a voice has quality, it captures the listener’s attention immediately, be-
cause it is rich, pleasant, inoffensive, interest-compelling, and free of those
ugly voice qualities that grate on the ears of a sensitive listener. It is quality
which sets one voice apart from all others. But the one characteristic of a
voice with quality that will kill all the advantages will be for the owner of
the voice to give the impression that he knows he has a voice of quality.

Naturalness

The man driving home from work listening to his car radio wants the broad-
caster to talk to him as if he were in the car beside him, making a personal re-
port to him on the news, the weather and the stock market situation. To achieve
the naturalness demanded, the announcer must get himself into a state of complete
relaxation.

The arms and body should be moved just as freely as when talking to a live
audience. This will make for more naturalness and will help in the emphasis
of important points. (The wife of a certain Chicago commentator knew his
style and mannerisms so well that she could tell, just by listening on the radio.
what he was doing with his hands, arms, shoulders and eyebrows.)

Being natural does not mean being colorless and dull. It means being gay
when the occasion permits it, seriously informative at other times, or enthu-
siastic and excited if that is the mood of the program.

It is also important to smile as much as possible while doing most radio broad-
casts. This will not only relax facial muscles, but will help generate a warmth
of personality that the listener will subconsciously feel. But beware of insin-
cerity, for the microphone — even the cheapest — is sensitive enough to pick
up the slightest trace of “putting on an act.”

Inflection

Altering the pitch or tone of the voice is called inflection. It is done for
emphasis or to express feelings as diverse as disbelief, indecision, or irony.
A rising inflection implies: “l have more to say on this subject. Don’t go!”
A falling inflection implies that the speaker has concluded that thought.

Read these two sentences aloud:

Rain is desperately needed. For example, three suburbs of Boston have already
rationed water.

Rain is desperately needed. Three suburbs of Boston have already rationed water,
for example.
Notice the upward inflection that you automatically used on for example
in the first sentence, and the downward inflection in the second.
Young announcers should guard against falling into inflectional patterns.
Even in reading poetry, the repetition of rhythmical patterns results in monotony.
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Phrasing

The world of music gave the world of broadcasting the word phrasing, which
originally meant: “Act, method, or result of grouping the notes so as to form
distinet musical phrases.”” In like manner the words of a broadcast must be
grouped. to allow for breathing and to permit the main ideas to be stressed
while the minor ones are treated in a subordinate manner. In addition to the
usual punctuation marks of written English, the broadcaster makes extra use of
slash marks, dashes, series of dots, parentheses, and frequent underlinings to
indicate to himself when he is to make a short pause, a long pause, drop the
voice, raise the voice, throw away a group of words, hit a word lightly, or
drive a word home.

In any well-written commercial, news story or other radio script, the words
naturally fall into groups. This is John Jones, foreign correspondent for would
fall into one group, while the next words. Station WTIP, Charleston, West Vir-
ginia, would fall into a second grouping. These are called “breath groups.”
Phrasing has a double purpose: for the broadcaster, it permits him to breathe, to
cast his eye ahead in his script, and to decide exactly how he is going to “play”
the next grouping of words: for the listener, it enables him to comprehend and
react to what has just been said, while waiting the small fraction of a second
for what is to come.

Silence

In England before the introduction of commercial broadcasting, BBC seldom
worried about dead-air, because it had no competition and it was impossible
for the listener to turn to any other wave-length, except another BBC wave-
length. Therefore, it was not unusual, after one program ended, for there to
be as much as a full minute of utter silence before the next program began.

In the United States radio has always had a dread of dead-air, because dial-
twisters tuning in at that particular moment might go on to another station.

Nevertheless, silence is a most effective tool of the broadcaster, if he uses it
with discretion. A good commercial announcer is well aware that a definite pause
is often needed to permit his machine gun harrage of facts to sink in. before
he goes on. .

Silence on radio is like white space in newspaper advertising. A rock-and-roll
station that clutters up the air with continuous. uninterrupted noise for a full
60 minutes in every hour is like a popular department store that fills every
square inch of space in a newspaper ad with descriptions and prices of bar-
gains. each item trying to outshout all the others on the page. By contrast. there
is a quality shop on Fifth Avenue that often buys an entire newspaper page and
uses one square inch in the very center of the page to advertise something like
a $50.000 necklace, leaving the rest of the page blank. This technique. applied
to radio. means using silence for emphasis. A pause before a word or phrase
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makes what follows seem much more important. lt whets the listener’s appetite.
It creates suspense and encourages expectancy. It is a very effective form of
billboarding. A pause after a word or phrase gives what has bheen said a
chance to be intellectually and emotionally masticated. The proper length of such
pauses? Only experience can answer. The more expert the broadcaster, the
better he will know the answer.

VYoice Tricks

There is no end to the surprise effects the voice can produce. Breathiness,
breathlessness, hoarseness. huskiness, exaggerated pitch and whispering are just
a few. They can illustrate a commercial, enliven a news report, or startle listen-
ers into attention. But they should he used very discreetly.

Avoid These Voice-Traps, If You Wish To Succeed

1. Don’t stress words on the air that you would not stress in private conver-
sation. If you do, youwll soon damage the illusion that you are talking
intimately in a conversational manner with your listeners.

2. Be careful not to treasure individual words in a script. I’s the necklace
that is important, not the individual pearls.

3. Don’t be so natural and folksy that you become careless with the English
language.

4. Avoid pitch patterns and pitch inflexibility.

N

. Remember that it is the mark of an amateur to read a minor news item with
the excitement that should be saved for the biggest story of the century.
6. Don’t ever breathe directly into the microphone, unless you are inten-

tionally trying to imitate the sound of a tornado or blizzard.

7. Work hard to avoid talking through the nose. This is a common national
failing, which sitll does not make it o.k. for a broadcaster. The most im-
portant nasals, m, n and g, should be sounded distinctly. One way to
remind yourself would be to write “income” in your script inn-come,
“speaking speakingn. efc.
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Announcer
Techniques

Every occupation, every profession has its tricks-of-the-trade. There is
an easy way to change the ribbon in a typewriter, as every good typist knows.
If two pieces of iron pipe seem impossibly rusted together. an experienced
plumber knows exactly how to separate them. A well-trained lumberjack can
make a tree fall exactly where he wants it to fall. Until the novice learns these
techniques of the trade his mistakes will mark him as a bungling amateur.

Because broadcasting is “just talking,” the outsider may think that there
is “nothing to it.” But the chronometer-like precision of most network broad-
casting does not just happen. It is the result of exactly what is responsible for
a successful rocket launching — excellent training and skillful performance.
This chapter aims at giving the reader some of the techniques currently used by
top broadcasters.

Mike Fright

If a broadcaster says he has never heen nervous just before going on the air,
he is either not telling the exact truth or he is a very rare person. If he tells
you that he remains nervous all the time he is reading his lines into the micro-
phone, he is either not telling the exact truth. or he is a very rare person, or
he is an amateur, for nearly all professionals, once the director has given them
the go-ahead signal, lose their mike-fright as they concentrate on the job-at hand.

Oldtime radio engineers, directors and producers in New York say Ed Wynn
was the most frightened man who ever faced a microphone, the first time.
His script called for him to use the word “So.” What came out was “S0-0-0-0.”
In his nervousness he could not seem to shut it off. What was worse, at the
same time his voice went falsetto. Some astute director persuaded him to make
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this falsetto “So0-0-0-0-0” his trademark, and he did. 1t had a great deal to
do with Ed Wynn becoming a multi-million-dollar radio personality.

Helen Morgan was so nervous the first time she appeared on mike that she
burst into tears. Helen Hayes began her stage career as a small child facing
large audiences, vet for vears. as an adult. she had cold chills before every
radio appearance. Claudette Colbert, another veteran of Hollywood and Broad-
way, had a complete nervous breakdown as she was about to speak into a
microphone the first time. Ford Bond got a sudden tightening of his throat
muscles just before beginning his broadeast of every big-time football game.

The worst time for any broadcaster is the final sixty seconds before air-
time. The heart seems to beat faster, the palms get moist, breathing becomes
more difficult. A partial cure is to loosen the collar and tie, take long deep
breaths, and concentrate on exactly how you are going to articulate the first
few lines of the script.

Mike fright is principally the result of a mental state. Most people become
self conscious as they grow from childhood into their teens. As proof, children
almost always behave much more naturally and spontaneously than adults,
when they are before a microphone. Self consciousness of this type usually dis-
appears with practise and experience.

Mike Position

Most announcers — especially when doing commercials — prefer to stand.
An opera singer is often required, because of the action involved, to sing
important arias in peculiar positions — lying in hed dying of tuberculosis, or

being carried across the stage like a sack of grain in the arms of the villain.
But the ideal position for either singing or speaking is standing, with one
foot slightly ahead of the other, but with the weight evenly balanced on
both feet. The head should be tilted slightly back, the chest out, the spine
fully extended, the abdomen and lungs uninhibited in the task they must do.

Most commercial announcers like to talk up to the microphone. holding their
scripts up and beyond the mike. Talking with the head bent down, the chin
pressed against the chest, causes the throat to become tense and strained. If
the announcer switches from radio to television, he will be required to talk
standing up, so he had better get used to it on radio. If it is necessary to broad-
cast sitting down (perhaps while interviewing a guest or emceeing a panel
show) sit as straight as possible so as not to cramp the diaphragm. As one
speech teacher put it: “Sit tall, stand tall!”

Mike Technique

There are many types of microphones, with many different pickup patterns.
A good announcer will spend as much time as necessary getting intimately
acquainted with all the various microphones on which he will be working in
a new station. Some pick up sounds trom all angles: others are effective only
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in a heart-shaped area. In large stations engineers handle the placement and
movement of the mikes and will advise on the proper technique for each. On
smaller stations the announcer himself must make the adjustments and work
oul the techniques.

The ideal number of inches between mouth and mike depends on the micro-
phone itself, the person broadcasting, and the type of program. Supreme
Court Justice Charles Evans Hughes had such a hooming voice and was so
accustomed to public speaking in pre-radio days. that station engineers in Wash-
ington. D.C.. would never permit him to stand closer than six feet from the micro-
phone.

Women, because their voices are generally weaker than men’s voices, must
work closer to the mike. But men’s voices vary greatly in pitch and projec-
tion. and so mike distance is different with each individual. In general, six
to twelve inches is ideal.

Whether the mike is directional or not, it is well to talk directly into
the center of the instrument. A broadcaster with a perfect voice can and
should stand close to the mike and aim his voice at the heart of the instrument.
The microphone will pass on his voice not only without distortion but with its
resonance enhanced. A less-than-perfect voice is often made to sound better if
the speaker stands at right angles to the mike.

Watch an experienced singer working with a microphone. He or she will
move close in, on intimate bars of the song, and then back far away when
going into a great crescendo. A speaker can do likewise if he is able to keep
his mind on his script and what he is saying, while at the same time giving
thought to his mike technique.

In general: hody position may be shifted at will, as long as the distance be-
tween the lips and mike is not changed. Bobbing, weaving. and turning the
head while speaking are habits that infuriate any engineer. Do not rock back
and forth. because when you sway backwards your voice will grow weaker, and
when you come forward. you may create a blast — a sudden surge of volume —
which is the unpardonable sin in the book of most engineers. (Blast is an over-
loading of the equipment, which results in discordant noises that are passed on
all the way to the listener.)

H it is necessary to look at the studio clock, the eyes should be raised but
not the head. Nothing and no one should be permitted to touch a mike when
it is live. (Governor Alfred E. Smith of New York was so uncontrollable in his
use of gestures that he habitaully knocked over the microphone on the table in
front of him, until engineers learned to bolt it to the table when they knew he
was going to be on the air.)

Some Other Suggestions

Never put a watch on the studio table during a broadcast and do not wear a
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watch on the wrist of the hand holding the script. (Microphones seem to de-
light in picking up and amplifying the tick of a watch.)
Guard against heavy breathing, gulping and sudden inhalations.

Mike Mentality

One of Announcer Andre Baruch’s suggestions to young announcers is that
even if they are not the best in the business, when they get before a mike they
must at least think they are, in order to have that self-confidence so necessary
in such an extravert field.

All professional announcers are aware of the danger of paying so much
attention to delivery — to how the copy is being read — that the meaning of
the words is ignored. Also, if the copy is familiar, having been used many times
before, the announcer’s mind may wander from it. To avoid this trap, he should
concentrate on the meaning of the words and the mood they are supposed to
be creating. Or he can concentrate on his listeners.

Reading the Script

The ambition of every public figure who uses a prepared text in delivering
a speech is (or should be) to read and yet appear not to be reading. This also,
should be the aim of the good announcer. If his listeners get the impression he
is reading, something is wrong, and he may soon not have many listeners.

Harold W. Arlin, world’s pioneer announcer



ANNOUNCER TECHNIQUES 199

Even in the best universities. professors complain constantly about the in-
ability of students — including those who have passed College Board Entrance
Examinations with high grades — to read intelligently.

The simplest sentences in English have subjects, verbs and objects. Boy
kit dog. But sentences written for the ear may lack a verb. What a bar of candy
for five cents! The person reading the sentence must get in tune with the per-
son who wrote the sentence. in order to be able to convey what the writer was
trying to say.

Some announcers — even on the networks — read with correct pronuncia-
tion. accenting the right syllables, and yet their voices betray that they really
have no comprehension of the true meaning of the words. A good announcer
gets out of each word he utters its full meaning and value.

Some announcers read a piece of copy as if they had never seen it before,
hopping from word to word, phrase to phrase, like a grasshopper. If the an-
nouncer fails to grasp the full meaning of the message he is trying to impart,
his listener is not likely to, either.

If a young announcer can find someone to listen — wife, sister or mother —
he should spend at least half an hour a day reading aloud, to train himself in
comprehension of the written word and in that most important of the three r’s:
reading.

Seript-Marking

There are no fixed, official, international rules about marking up a script.
(Most good broadcasters would not think of going on the air without spend-
ing considerable time annotating a script.)

Proper names can be marked diacritically, or can be spelled out phonetically
just above the typed word.

A sample marked-up script is shown on another page in this chapter. Here
is an explanation of the markings:

PARENTITIESES ( ): A throw-away phrase or sentence. Drop the voice.
nypHeN (-): Connects words that are to be run together.
sTROKE (/) : Pause for breath.

FIGURES (20) : Elapsed number of seconds to this point.
cAPITAL LETTERS: Emphasize. Hit it!

gLLirses (. . .): Pause.

raRAGRAPH MARK (9): Change of thought.

TEPEE ( A): Build up to crescendo.

CIRCLE AROUND A worD: Be careful of this word!

wiceLY LINE: This is all one thought.

QUOTATION MARKS (¥ ”): Use prolongation on this word.
SINGLE UNDERLINE OF WORD: Emphasize.

DOUBLE UNDERLINE OF WORD: Strong emphasis.

TRIPLE UNDERLINE OF WORD: Extra-strong emphasis.

The announcer should use any device or symbol on his script that will help
him give a better interpretation to the piece of copy.
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NOVEMBER—THE—ELEVENTH/VETERANS DAY/PARADES/.MARTIAL MUSIC/
FLAGS/SPEECHES/SPECIAL SERVICES AT THE TOMB OF THE UNKNOWN
el — Ll e T T Y B T T
SOLDIER IN ARLINGTON NATIONAL CEMETERY HERE ON THE EDGE OF
WASHINGTON. AND YE'I/HOW MANY ARE AWARE OF THE HISTORY OF
PN NN

VETERANS' DAY?WON NOVEMBER THE SEVENTH lng)A GERMAN ’20

b4
ARMISTICE DELEGATION WENT TO THE }EﬁDQUARTERS OF FRENCH

®MARSHAL FOCH IN THE FOREST OF COMPIEGNE, FRANC}%\ND WERE
voo A
GIVEN THE ALLIED TERMSA EVACUATE=ALI~ENEMY=TERRITORY,
SURRENDER=ALL=ARMS—AND=WARSHIPS, WITHDRAW=ALL=—FORCES=WEST
OF=THE=RHINE, RETURN=ALL=ALLIER=PRISONERS, PERMIT—ALLIED—'/?/ﬂ
TROOPS-TO-OCCUPY—GERMANY.7’I‘HEY WERE GIVEN 72 HOURS TO REPLY.
-—
WON NOVEMBER NINTH THE ABDICATED AND FLED TO HOLLAND.
LA LA

THEN ON NOVEMBER 1148 YEARS AGO ’I‘ODA9 (IN A DRIZZLING

RAIN)'I‘HE GERMAN DELEGATES RETURNED AND IN A RAILWAY CAR

IN THE FRENCH FOREST/SIGNED_ THE ARMISTICE//FIGHTING STOPPED @

AT 11 A.M. ON THE ELEVENTH/WORLD WAR ONE (THE MOST TERRIBLE

OF ALL WARS UP TO THAT TIME) WAS OVER//’I‘HERE WAS DANCING IN

THE STREETS OF A THOUSAND CITIES! 37 MILLION CASUALTIES/BUT

THE WAR WAS OVER! THE WAR TO END ALL WARS.%EFORE THE NEXT

YEAR WAS OU’I‘/PRESIDEN’I‘ WILSON PROCLAIMED NOVEMBER 11 AS 20

ARMISTICE DAY..."A DAY OI\V‘WHICH AMElﬂlANS WILL/PE REM/}IDED

OF TAE TRAG%IES OF AR IN 1954 ITS NAME WAS CHANGED

eVE'I‘ERANS DAY..TO HONOR ALL U. S. VETERANS. #VETERANS DAY

IS A GOOD TIME TO MENTION A CERTAIN WARD IN WALTER REED

T0

HOSPITAL,HERE IN WASHING’I‘ON/ IO THIS WARD HAVE BEEN BROUGHT 44/
? —

VETERANS OF VIETNAM WHO HAVE LOST HANDS/ARMS/FEET/LEGS/
L4 [4

AND/OR EYES/ NO MAN IN THE WARD HAS ALL OF THOSE THINGS THAT
———

NATURE GAVE HIM/ EVERY ONE OF THEM IS MISSING SOMETHING..AN
LA LLAY

Sample Marked up Script.
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Directors’ Signals

Networks and larger stations employ directors whose task is to get the pro-
gram on and off on schedule, to keep the pace lively, and to give instructions
to those on the air by hand signals. Some directors devise their own code of
signals, but the following are in general use:

Index finger pointed directly at broadeaster: Start talking.

Index finger on end of nose: You are exactly on time.

Wiggling of all ten fingers: Show more life, more animation.

Fingertips barely touching, then hands pulled slowly apart, as if stretching a rub-
berband hetween them: Streteh it out; you are ahead of schedule.

Letter T formed by one finger on top of another: Begin the theme song.

Circular motion of index finger: Speed up.

Raising one hand, palm up: Increase the volume.

Lowering the hand, palm down: Make it softer.

Lowering both hands, palms down, then spreading them apart: Fade.

Upraised fist: Play to the end of the selection.

Hands extended, wrists crossed: Stop the rchearsal.

Forming a circle with the thumb and index finger, held at arm’s length: Perfect!

Three fingers held aloft: Three minutes left to go.

Crooked finger held aloft: Half a minute to go.

Index finger drawn across throat: Cut.
Ad Libbing

This is a special announcer technique requiring quite different qualifications
than those stressed up to now.

You are covering a space launching and have written out enough carefully
prepared copy to fill the time that has been allotted to you, and you are just
ready for the count-down, when suddenly it is announced that there is going to
be a ten-minute delay. Over your earphones your news director sends vou this
three-word instruction:

“Ad lib 1t!”

Or you are a disc jockey and have been quite successful hecause of a jokebook
from which you have been “stealing” the material for the fill between records,
but one day just before air time vou discover that someone has stolen the book
out of your desk drawer.

Or you are covering the arrival of the President of the United States at
your local airport and just as you get the air it is announced that the plane
will not land for another five minutes.
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Or you are on your way to the studio from a routine assignment with a tape
recorder slung over your shoulder when a disaster begins to take shape in
front of your eyes — perhaps a tornado or a fire.

Or — or — or —

To be a competent ad-liber a man must have, first of all, a quick eye that
can take in a hundred details at a single glance. Second, he must instinctively
realize which details to ignore as irrelevant and uninteresting, and which to
stress because of their importance or human interest appeal. Third, he must
have the ability to transform what he is seeing into words which the listener,
when he receives them, will be able to transform back into a visual image. The
broadcaster thus performs the same function as a television camera and trans-
mitter that transform something visual into electrical currents that are trans-
formed back to something visual again when they go through a receiving set.

While Herb Morrison’s description of the Hindenburg disaster is a classic
of American radio (see Chapter 7) broadcasting has come a long way since
then and is now much more mature. Any New York, Chicago, or Los Angeles
radio-television news man who got as rattled as Morrison did and violated as
many rules of good reporting would probably lose his job.

The ad-libber must have good news judgment, an appreciation of human
values, a knowledge of what will interest and what will bore, and then he must
be able to put it all into vivid, grammatical English, with no ah’s, eh’s or
awkward pauses, no repetitions, no split infinitives or other speech errors, and not
too much slang.

Before his eyes will be passing an ever-changing series of images. It will
be like watching a movie film being run at double speed. He must put each
one of these frames or pictures into words so brilliantly vivid that they will
make the listener think he is watching it himself. The ad-libber needs to have
an extensive and flexible vocabulary, a rich background, and an understanding
of the effects of the occurrence he is describing.

While ad libbing it is easy to be unconsciously offensive — to make a
remark that later you would be willing to give a thousand dollars to be able
to withdraw. One day in 1931, Ty Tyson, assistant manager of WW]J, Detroit,
and one of radio’s earliest announcers, was broadcasting a baseball game between
the Detroit Tigers and the Boston Red Sox. At an exciting moment in the game he
was unable to resist this quip:

“We have Greenberg batting, Wahlberg pitching and Moe Berg catching.
I wonder where’s Ginsherg?”

The innocent but thoughtless remark was taken by some members of the
Jewish community of Detroit as offensive. Harry Bannister. WWJ manager, later
said the incident taught him the lesson that what is important is not so much the
motive of the broadcaster as the effect on the listener. 1t is also a lesson in the
dangers of ad libbing.
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Trademarks

203

Read the following quotations and then write on a piece of paper the name of
the person you identify with each numbered quotation:

15.
16.

=R R =T R i A et

So long until tomorrow.
Sorry about that.

. Goodnight, Chet. Goodnight, David.

. That’s the way it was, Tuesday, November 13th.
. I’ze reguested.

. Heigho, everybody.
. I love to spend this hour with you.
. There’s good news tonight.
. T dood it.

. Ya wanna buy a duck?

. Hello everybody. L — — — — speaking.

. Well as I live and breathe.

. Good evening Mr. and Mrs. North Amcrica and all the ships at sea. Let’s

go to press.
I'm a ba-a-a-d boy.

This is —— — — — — — — —

pleasant dreams.

. 80-0-0-0- (The answer has already appeared in this chapter.)

and all the lads wishing you a bit of

If you have failed to identify any of them. show the list to father, mother,
uncle, aunt, or grandparents. for some have not been current for yvears. 1f you
wish to check your answers, turn this page upside down.
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Those sixteen broadcasters put themselves into the $100,000 to $1.000,000 a
year bracket partly by creating trademarks of a few words each by which the

public would identify them. In some cases they used them as a sign-on or a

sign-off. Tip to young announcers: As well as striving to be a personality.

think up some identifying words you can use on the air as your own personal
trademark.
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Tips from the Pros . . . . .

Here are some suggestions from broadcasters with many years of radio
and/or television experience, from the world’s first radio announcer, from
the father of electrical communication, and from a celebrated speech coach:

Harorp W. ARLIN, the world’s pioneer announcer, KDKA, Pittsburgh, written
especially for readers of the Encyclopedia: The best advice I can give
young announcers is to articulate well, remain calm under all conditions,
be familiar with your broadcast subjects, and always be courteous.

WEsTBROOK VAN VoORNIS, the original voice of The March of Time: 4 wise
broadcaster will always see that a second copy of his seript is in the hands
of the engineer. An engineer is one of your toughest critics and can be
one of your best friends.

PauL MiLLs, actor and speech coach for radio and TV: We hear most of
what we say through our head bones, not our ears. So if you will bend one
ear over and forward, holding it tight against the head, you will hear

yourself exactly as others hear you. I venture to say you will not be
pleased.

FraN ALLISON, of Kukla, Fran & Ollie fame and Aunt Fannie on the Breakfast
- Club: Do you enjoy other people? Do you find it easy to communicate
with others? Radio and ielevision mean communication. Are you observant?

Are you a good listener? When interviewing it is a very important thing
to listen.

Bor STANTON, veteran TV announcer: Remember that you are the guest in
millions of homes, so talk and act as if you were there in person.

UrnmER TURNER, 40 years a radio and television news analyst: When broad-
casting wear shirts half a size larger than you normally wear, for nothing
inhibits easy breathing as much as a tight collar. For the same reason
suspenders are better than a belt. Just before starting to talk, wet both
the upper and lower lips with your tongue.

BiLL Dossox, Free-lance TV announcer: Reconcile yourself to becoming a
slave of time. The broadcasting industry uses a stop watch in place of a

whip. If you are not willing to become a clock-watcher, you had better
choose some other profession.

ALEXANDER GRaHAM BELL, inventor of the telephone: Consonants give in-
telligibility to speech, but vowels give beauty of utterance. Consonants con-
stitute the backbone of spoken language — vowels the flesh and blood.
You cannot do without either.
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Television
Announcing

Television is still a very young industry — a wide open field — a land
of rich opportunity. On any given day of the month, the FCC in Washington
has, in hearing, license applications for dozens of new television stations. The
total is often as high as sixty or seventy. In addition, waiting in line for con-
sideration, are generally a hundred or more applications from individuals and
corporations wishing to open new stations. The demand for television announcers
is, therefore, constant and continuous.

A television announcer must have all the talents of a good radio announcer
(intelligence, reading ability, microphone personality and a good voice) and in
addition must have stage presence, some acting ability, a pleasing appearance,
the ability to memorize, even better mastery of the voice than radio requires,
more broadcasting experience, and must be able to get through a month with
very few bloopers and errors chalked up against him. Some of these prerequisites
are considered in detail below.

An Announcer’s Functions

The television announcer serves as the thread that links together the various
elements of a television program. He opens the show, introduces actors and
actresses, does off-camera commentaries, reads the commercials, interviews
guests, reads the credits, and signs off the show. He is, without any question,
the most important person on the set.

Off-Camera Announcing

The chores of television announcing are performed off-camera, from the
announcers’ booth. They include reading some off-camera commercials, giving
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stations breaks, talking over slides and films, doing promotional spots, reading
narration, and handling openings and closes. Because of his radio training, any
experienced announcer will be able to perform these chores with ease.

When working with slides and film, precise timing is essential, for the
words must be fitted exactly to what is being seen. This is generally done by
watching the monitor.

One new technique the TV announcer needs to learn, even when off-camera,
is taking cues by voice over earphones, instead of by hand signals.

Appearance

Television has been in business long enough now to have proven that neither
men nor women need look like Hollywood movie stars to be a success on TV.
What counts most is a pleasant, honest, sincere face, an average body, with no
marked physical deformities or defects, and an out-going personality. Because
the television broadcaster will often be working with other people on camera,
he (or she) should not be excessively tall, short, thin, fat, or be eccentric in
any other way. These are general rules. It is possible that as these words are
being set into type some new television star will appear on the horizon who
is homely, fat, short and has a noticeable physical defect. If so, the success
is due to a personality that overshadows all those minor qualities.

While the radio announcer can come to work looking like a Greenwich
Village beatnik, and loosen collar and tie (if any) while on the air, the television
announcer, when he steps in front of the camera, must be impeccable, with hair
well combed, clothes neat and in order, mustache (if any) well trimmed, and
makeup (if any) on correctly, for he will be judged now not only by what he
says but by how he looks.

Dress

Directors the country over have their own ideas about what should be worn
by those appearing on camera, but these are rules that apply in general every-
where: MEN: Avoid ties, shirts and sports jackets with designs that are too busy.
Black and white are also out of favor. White flares or bleeds. (See Dictionary,
Section II1.) The perfect shirt for black and white TV is pale bilue. WOMEN:
Dresses with large floral patterns are to be avoided. Black and white contrast-
ing costumes should never be worn on TV. Pastel colors are o.k. Medium shades
are best. Remember that on black and white TV, red comes out black.

COLOR TV: Both men and women should check with the director to make cer-
tain that colors and fabrics being worn harmonize with what is being worn by
others on the set. Some materials reflect the light in a most undesirable man-
ner and should be avoided. Women should avoid accessories such as hand-
bags, hats, veils and jewelry that will detract attention from the woman herself
and what she is saying.
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Makeup

In the early days of television makeup was much more important than it is
today, thanks to improved photography, lichting and television techniques.
But even today, in every network studio and on big city stations at least one
professional makeup man is available for every important show, to do whatever
he deems necessary to make the broadcaster appear at his best on camera. It
may mean tinting a beard or mustache that is so white that it glares. It may
mean touching up some gray in the hair, which, untouched, looks like a bald
spot when the light hits it. It may mean, for a woman, a thoroughly Hollywood
or Broadway job. A pancake base may be daubed on the face of a man who
has to shave often, in order to avoid the appearance of “five o’clock shadow.”
Men and womeh with deep set eyes will have to lighten up the entire eye area
with makeup. Old-fashioned stage grease paint is never used in television.
Pancake, which is standard, comes in various shades, each bearing a number.
Most women will instinctively know what number they should use. The make-
up expert will tell male broadcasters what their proper numbers are. There is
a special makeup technique for use on men with a receding hairline. Al-
though most men resent the idea of using makeup it is a necessity for achiev-
ing a natural appearance on television. Actors playing character roles may
have to sit in the makeup chair for thirty or forty minutes having lines put
in or lines taken out.

Idiot Boards and Tele-Prompters

The Tele-Prompter is a mechanical device fastened to the front of the
television camera. It resembles the two rolls on which the film is wound in an
ordinary, old-fashioned camera. The sheet of paper that travels from one roll
to the other has the text of the commercial printed in letters large enough to
be read at a considerable distance. The rolls are turned — the paper moves —
at the exact speed the announcer sets by the tempo of his reading.

Cue cards — in television slang called Idiot Boards — are of heavy paper
or cardboard. On them are written simply cues, or the entire text with many
words abbreviated, or the complete text, all written out. The cards can be as
small as 5 x 9 inches, or several feet square. The larger they are, the farther
from the camera lens the announcer’s eye must wander.

Thirteen top announcers not long ago collaborated on an excellent book, How
to Announce for Radio and Television (see Suggested Reading List, Section I1I).
In it they agreed on many matters, but there was much divergence of opinion
about whether it is best to memorize a television commercial, and if not, whether
to use cards bearing simply a few cues or idiot boards bearing the entire com-
mercial.

Bob Stanton (Robert Montgomery Presents) said he used cue cards because
“it’s better to be safe than sorry.” C. Y. Harrice (The Right to Happiness, the




208 ENCYCLOPEDIA OF RADIO AND TV BROADCASTING

Cavalcade of America) was on the side of complete memorization, contending
that the extra degree of assurance an announcer gets from knowing that he does
not need to depend on anyone else for his lines is so great that the average
listener feels it. Also, it enables the announcer to look directly into the eyes
of his audience. This makes his message that much more convincing. Even
if cue cards are held as close as possible to the lens of the camera, the an-
nouncer’s eyes (as when he uses a Tele-Prompter) are not looking directly into
the eyes of the viewer. Also, memorization ends the nervous agony of — “What
will happen if the Tele-Prompter turns too fast or someone mis-shuffles the
cards?”

-

_E“r_

John Cameron Swayze on location
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Yet it is true that there is a disasterous rupture of communication between
viewer and announcer if the latter, at the height of his pitch, suddenly forgets
a word and starts fumbling.

Announcers who read news-shows from a script held in the hand or spread
out on a desk in front of them, soon learn how to establish as much eye-contact
with the audience as possible. The rule-of-thumb is that the eye should be on
the camera at least for thirty seconds out of every minute.

What To Do In An Emergency

On television, far more often than on radio, things go wrong, because there
are so many props and pieces of equipment that can malfunction. The tendency
to do more and more video taping of shows keeps the viewing audience from
seeing many of television’s most embarrassing moments. But the announcer
should remember that although the cameras can be stopped and a re-take ordered,
it may cost the station or the sponsor a pretty penny in time costs.

If your guest suddenly develops stage fright and words no longer come from
his mouth, or if the Tele-Prompter bhreaks down just as you reach your big
crescendo, or if the door of the refrigerator you are using in your commercial
refuses to open, the moment has arrived when you and everyone else will see
whether you really are a pro. The amateur will bumble, mumble and stumble.
The pro will have at the tip of his tongue the perfect bon mot to get him
gracefully out of the embarrassing corner.

Don’t Declare War on the Camera!

The amateur on television makes many mistakes in his relationship with
the camera. First, if two or three cameras are heing used, the announcer should
make sure which one is on him at the moment. On the front of every camera,
not far from the lens, there is a red light called the telly light. When it goes
on, it is a signal that this camera is being used — that what this camera sees
is going out over the air. When the director switches to another camera, this
light will go out.

There is nothing quite as amateurish-looking as the announcer who, halfway
through a spot, suddenly realizes he is looking into a dead camera and turns in
embarrassment (for all to see) to the live camera.

As the director changes from camera to camera, the professional announcer
shifts his gaze smoothly from one to the other.

The announcer should also be careful that the camera does not suddenly
catch him in some very unattractive pose, doing something quite embarrassing
as he waits for a cue that has already been given but which he missed.

On Broadway and in Hollywood, actors and actresses are trained never to look
directly at the audience, except in special cases, for the action ordinarily is
supposed to be going on quite independent of who may just happen to be looking
on. This is also true of television dramas. It is the world of make-believe. But
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the newscaster, the sportscaster and the commercial announcer are all required
to do the exact opposite — to try to establish an eye-to-eye relationship with
the viewers, the more intimate the better.

Facial Expression

The facial expression should be a pleasant one — a radiation of goodwill
and camaraderie. But beware the perpetual smile! The insincerity of it will
be apparent to almost all viewers.

The face should be relaxed as much as possible. Tenseness will make the
viewer tense, too. The expression should change according to the mood of
the copy. The facial expression should also be a projection of the announcer’s
own personality. And the personality should be a friendly one. The announcer
should never give the viewer the impression that he is staring at him.

Don’t Fight the Pictures

Perfect television is a happy marriage between sound and sight — between
voice and pictures. An amateur announcer often behaves as if he considered the
visual elements of the show as competition. There needs to be a pleasing
balance between what is said and what is seen. They must compliment each
other. Often the announcer will have to pause, to let the picture establish itself,
or to ease off the power he puts into certain lines, to permit the action on the
screen to do the real punching. But in the end, it is up to the announcer to
clinch the argument with the final word. The picture is still nothing without
the voice that explains it and sells it.

Microphone Technique

Even on the smallest station an engineer will decide how he wants the micro-
phones arranged. If the announcer is on-air he will work with either a lapel
mike, or a small microphone hung around his neck, or over a boom mike.
The boom mike — its position, its height, its very presence — should be com-
pletely ignored. That is the engineer’s concern. Never look at it. Forget it is
there. Inexperienced television announcers, if they have had some radio train-
ing, worry because the boom mike is so far from them and give their voices
much more volume than they should. This is unnecessary, for the ribbon mikes
used on booms are sensitive enough to pick up the drop of a pin.

Movements and Gestures

Nothing is more important in television than naturalness, for naturalness
leads to believability, and believability enables the announcer to sell his product.
All movement of limbs and body should be easy, graceful, relaxed and without
affectation. Television broadcasters should practice standing, walking, sitting,
getting up and greeting people with an easy dignity.

The amateur’s worst problem is what to do with the hands. One suggestion:
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hold a pen or pencil. But hold the object unobtrusively. If you continuously
fiddle with the object you are holding you will drive director and viewers
alike into distraction. The hands should be used in an easy natural manner
when the announcer is actually talking, but remember that television is inti-
mate. Gestures should be small and tight. The gestures of a political orator
on a platform are utterly out of place on television.

In general, try to behave on television as if you were a guest in the home
of a good friend, with two or three other persons present. Do not act as if
you were on a lecture platform.

Registering emotion by facial expression is a perfect television technique.
The lifting of an eyebrow, the wrinkling of the forehead, the slightest shake of
the head will often make a point better than anything else you can do. But
be warned that the camera will catch every nuance, so the facial gestures must be
natural and should not be exaggerated.

Mannerisms

Few of us are aware of our own mannerisms. Often ihey are the distinguish-
ing marks about us that are best remembered. That does not mean they are
good. Actually they may be very annoying to our associates. This is especially
true on television. The announcer who is always pulling the lobe of his ear, or
scratching his head, or twitching an eyebrow, or blinking his eyes, or playing
with his nose is interferring with the communication he is supposed to be
establishing, even if he may be creating a trademark. He is like the shop-
keeper who put a sign in his window reading:

I PAY 815 FOR
’ 1930 PENNIES

Whenever anyone came in with a 1930 penny, he would demand:

“Where are the other 1,929?”

It brought a great many people into the shop, but the end effect was not
very good; it won him more enemies than new customers.

Ask your best friend to tell you frankly what your annoying mannerisms are.
(Only your best friend is likely to tell you.) Then try to abolish them.

Talent Fees

If an advertiser specifically requests that a certain staff member be assigned
to do a certain commercial, the station will generally pay a special talent fee, over
and above regular salary. Such a fee will range from as low as a dollar up to a
considerable sum on a metropolitan station. When an announcer is offered a
job on a TV station, he should always ask if the station pays talent fees and how
much they are for specific shows and commercials.
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Television Tips

L. Always be on time for rehearsals.

2. Be prepared to work long and strange hours.

3. Try rehearsing commercials at home before a full-length mirror.

4. See and hear yourself on video tape whenever possible.

5. Remember: the smaller the station the more varied the experience.
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Words
In Action

; i ords rule the lives of modern men. They are more powerful than swords,
biological weapons or hydrogen bombs. Everywhere we turn, words spring at
us — from billboards along the highway, from car radios, from television sets,
from public address systems. Words-in-print, like waves of the ocean, roll in
on us unceasingly, sometimes almost engulfing us — a ten-pound Sunday news-
paper, a plethora of paperback books, a mailbox full of magazines, direct-by-
mail advertising, letters appealing for funds.

Words are the tools of teachers, preachers, public officials, politicians seek-
ing office, and other communicators. But they are also used as poison by
demagogues and tyrants seeking to pervert and corrupt the minds of free men.

Words at War

In the late 1930’s, the Spanish Civil War was an excuse for Germans and
Russians to test their latest military devices. It was also used for trying out
a relatively new communications device — radio. Battles were fought with
microphones as well as with machineguns and rifles. Government stations kept
up a steady bombardment of the rebels with words, and whenever the rebels
captured a radio station they returned the verbal fire.

When the Nazis took Austria, their first move was not to murder Chancellor
Dollfus (they did that later). nor to silence the press, but to seize the powerful
Vienna radio station.

Almost every time in the past quarter century that a government has been over-
thrown by revolution in Europe, Asia, Africa or Latin America, the rebels have
seized the country’s broadcasting stations first of all, knowing that public opinion
can be controlled and the masses moved to action by loudspeakers.
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In some military courses, soldiers are taught to take a machine gun apart
and reassemble it while blindfolded. When one is using words as a lethal weapon,
or as a tool in a constructive enterprise, or as a means of earning a living,
it is important to know their nature, their peculiarities and what it is possible
to do with them, as well as the soldier knows the component parts of his gun.

There’s Beauty in a Cellardoor

Joseph Conrad, celebrated British sea story writer, was born Josef Theodor
Konrad Maecz Korzeniowski, in a town near Kiev, Russia, and his mother tongue
was Polish. He chose English as his adopted language after overhearing two
British sailors talking in the dark.

The British novelist John Galsworthy once said that English would sound
like a friendly language even to someone who could not understand a word of it.

A Spanish lady who knew no English was asked to listen to two Englishmen
conversing and to interrupt them when she heard them use a beautiful word. She
held up her hand for silence when one of them said:

“Cellardoor.”

Words Are for Enjoyment
Read these sentences aloud:

Round the rugged rock the ragged rascal ran.

What weird womanly whim led him to whimper, whisper and whine?

She sings sibilant slumber songs sonorously as she saunters slowly, seductively
and sensuously along the shaded seashore.

Buy bread, buns, hutter and bacon for breakfast.

Lefty Louie lugged lots of lifted lumber lengths to the last, lofty, land-locked
lighthouse.

Theophilus the successful thistle-sifter, while sifting a sieve full of unsifted
thistles, thrust three thousand thistles through the thick of his thumb. See that
thou, when sifting a sieve full of unsifted thistles, thrust not three thousand thistles
through the thick of thy thumb.

These are all exercises in articulation, but they are more than that. Each
contains commonplace English words, which, as they are slowly mouthed, take
on the same simple beauty that the Spanish lady heard in cellardoor. Listen
again to rugged rocks and womanly whim and sibilant songs. These are phrases
that a poet could use and a broadcaster should not “throw away.”

Some of the best words in the English language are one-syllable Anglo-Saxon
words that are used so constantly and so thoughtlessly that no one really says
them anymore and few of us hear them at all — that is, the sound of them.
Take, for example, good. It has been so over-used and has come to mean so
many conflicting things that it has no meaning at all. But say it slowly, at the
same time making a forceful, downbeat gesture with the hand and putting
full-bodied meaning into the enunciation. Suddenly it takes on depth and real
meaning for the first time, and implies much more than the negative virtue of
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not cheating at cards or violating the seventh commandment. If a bhroadcaster
senses the inherent beauty in individual words, he can give a much richer
interpretation to phrases, sentences and whole scripts.

Like a Tree, It Grows

English is a vibrant, living language, especially the English spoken on this
side of the Atlantic. It is constantly adapting itself to changing customs and
new world conditions. Wars, disasters and the adventures of Peace Corps volun-
teers add strange place-names to our vocabularies. Science invents new terms.
LST becomes an accepted word — as much as if it had a vowel, like its more
conventional neighbors in the dictionary.

The good broadcaster must keep abreast of living English, and perhaps oc-
casionally make his own contributions to the language, while at the same time
remaining aware of the great responsibility that rests on his shoulders of keep-
ing it uncorrupted. Cartoons, comic hooks, popular magazines and even re-
spectable newspapers often cheapen the language, but the broadcaster is expected
to pronounce words properly, use correct grammatical constructions and set
an example in how the American language ought to be spoken.

The Power of Words

Read the following sentence quickly:
WE SAW PRESIDENT JOHNSON LAST WEEK

Which of the six words did you subconsciously stress? Why?

Read the sentence again, stressing the first word. (You mean it was you,
not someone else.) Read it again stressing the second word. (You mean you
saw him, you didn’t just hear him.) Stress the third word. (You mean you saw
President Johnson, not some other Johnson.) Stress the fourth word. (You
mean you saw President Johnson, not the President of Mexico, who also was in
town.) Stress the fifth word. (You mean last week, not this week.) Stress the
final word. ( You mean it was last week, not last month.)

Now notice what can be done with a little two-letter word: No. Say it with
a rising inflection. You have put a question mark after it and have made the
word express doubt. Say it with a descending inflection. You have put an
exclamation mark after it and have made it definite that you mean No! Now
say it sarcastically. This time you have given it an up-and-down inflection. One
little two-letter word: three meanings.

Sloppy Joe English

You climb into a taxi and the driver asks: “Wur-ya-wanna-go?” (*Where do
you want to go?”) At work a fellow worker doesn’t understand something and
asks: “Watcha-doon-ere?” (What are you doing there?”). Other examples:
“Doncha?” (*“Don’t you?) Idinnical.”™ (“ldentical.”) “S'pose.” (“l suppose.™)
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Many people commit a double atrocity by using incorrect grammar or slang,
then slurring it into an incoherent mass. For example: “I-yea-go-no-soop.” (*1
ain’t got no soup” which should have been, “I don’t have any soup.”) Or,
“Bar-me-a-buc.” (“Borrow me a buck,” meaning, “Lend me a dollar.”)

We have heard these and other common expressions so often that we generally
understand each other. But many times we are completely unaware of just how
incoherent our speech has become. If our words become garbled and slurred
because of lazy, careless speech habits, we are not communicating as well as we
should. Our meaning may be lost and our efforts wasted.

In printed advertising the potential customer can re-read, if he misses some-
thing. Not so on radio and TV. He hears the message once, with no chance to
go back if he fails to grasp the meaning of something. This is why every word
must be pronounced correctly and distinctly. The mispronunciation of a single
sound in a single word can change the meaning of a whole sentence, and even
of an entire commercial.

Dialects and Regional Pronunciation

Most people are unaware of their own accent-peculiarities, because perhaps
no one ever called them to their attention. The “other person” is the one who
speaks queerly. (It was a Quaker who is supposed to have said to his wife:
“All the world is queer save me and thee; and sometimes 1 think thee is a little
queer.”)

Language authorities estimate that 26 million Americans speak the various
dialects of the South; 10 to 11 million speak dialects of New England and other
eastern areas, while 90 million speak what is called General American, described
as the language of the Central and Western states. The remaining millions speak
various other regional accents.

The question of accent or regional dialect is tackled head-on in the introduc-
tion to the second edition of the NBC Handbook of Pronunciation, edited by
Dr. James Bender and published by Thomas Y. Crowell. (The third edition,
published in 1964, is available through booksellers everywhere.) Dr. Bender,
now dean of the School of Business of Adelphi University, Garden City, New
York, says in the introduction:

That pronunciation is best which is most readily understood and that pronuncia-
tion is most readily understood which is used by most people. Thus a standard
of pronunciation for the American radio and television broadcaster is reasonably
based upon the speech heard and used by the audience that the broadcaster reaches.
This means the broadcaster would use the pronunciation that is spoken by the edu-
cated people of the area served by the station. If the station is a local one, the broad-
caster would do well to pronounce words as the educated people of his community
pronounce them. Otherwise he might run the risk of being difficult to comprehend
or of alicnating the approval of his audience. When a broadcaster speaks over a
powerful station or on a nationwide hookup, he desires to use a pronunciation that
is most readily understood by the majority of his listeners. In such event, the broad-
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caster would be well advised to use a pronunciation widely known among phoneti-
cians as General American.

Dr. Bender describes General American as the way English is spoken by edu-
cated persons among the 90 million who speak without distinct dialects. This is the
only pronunciation used in the NBC Handbook and is the one appearing first in
most other dictionaries.

English Without an Aeccent

In the days of President Franklin Roosevelt, most speech teachers pointed to
the language of his Fireside Chats as a good example of General American
English. Professor Lee Emerson Basset, Department of Speech, Stanford
University, said of him:

No one could say he comes from the South, the East or the West. He is just an
American citizen who uses English well. He is an example of what speech can and
should be —- the speech of an educated and cultured man.

Broadcasting schools discover that many of their students are aware of how
to speak correctly, but are too self-conscious, or too afraid of being considered a
snob, to correct their own speech faults.

Governor Alfred E. Smith’s trademark was his East Side New York mis-
pronunciation of such words as thoid for “third,” “choitch for “church” and
hoid for “heard”. He received more than 15 million votes when he ran for
President, and yet it is doubtful whether he could ever have gotten a job as a radio
or television announcer.

Correct pronunciation, like good English, is a mark of the educated man.
Radio and television announcers have a place in the communities in which they
work, no matter how small or how large, because it is assumed they know what
is going on; they know the news before anyone else does; they know what weather
to expect; they know whether the sponsor’s product is really good. But to
maintain this respect they must sound intelligent. This means, principally, speak-
ing correctly. And speaking correctly means pronouncing words as they are pro-
nounced by most cultured people in the community, or in the country at large.

Pronunciation Test

The second edition of the NBC Handbook on Pronunciation gave a pronuncia-
tion test for broadcasters. It is reproduced below with the permission of the
editor and the publishers. It is to be read at a normal reading speed, preferably
into the microphone of a tape recorder, in order to check your pronunciation
with the NBC Handbook or a dictionary later.

Penelope Cholmondeley raised her azure eyes from the crabbed scenario. She
meandered among the congeries of her memoirs. There was the kinetic Algernon,
a choleric artificer of icons and triptychs, who wanted to write a trilogy. For
years he had stifled her risibilities with his dour moods. His asthma caused him
to sough like the zephyrs among a tamarack. He insisted on being the cynosure
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even after a virulent attack of alopecia areata left him glabrous. He was an econom-
ical donor to her eleemosynary interests, Yet he had his facets: he taught her the
alveolar and palatal consonants. (She was always a devotee of Thalia.) He
decorated her draughty cabana with two mischievous-looking borzois and with really
Herculean efforts gave his castoff clothes to her infantile nephew. Yet she was
glad to give him his congé, for he left her with oervicodynia.

A most extraordinary personage was her bovine viscount, a polygot cosmopolite
with sybaritic propensities. His gustatory delectations ranged from minestrone
avec fromage to gooseberries flavored with thyme. After an equestrian morning
he was wont to lunch alfresco. For years he had vanquished senility by playing
the xylophone and arranging the leprechauns of Eire in categories. Truculent as
a ghoul in goal, he would go berserk, fulminating against the argot of philately
or the cerements of geisha dancers. But his trades were never really risque, never
sacriligious. He was avuncular, obese and plethoric as Santa Claus. Oh pshaw, she
said, my psychiatrist would call this all quite schizophrenic! [ must get down
to business and amass the details of my autobiography. I'll use mnemonic devices
to resurrect the dramatis personae of my rococo existence. Her chef-d’ocuvre
would be published in de luxe format, promoted by her infamous impresario, Joe
Green, who liked to be called Giuseppi Verdi. (At times he would assume an
alias and travel incognito.) Naivete would be taboo. Hers would be a style comme
il faut. And she was obdurate anent other details, too; she would omit her cicatrix,
carved by an appendectomist’s scapel during an umbilical contemplative mood.
Neither would she mention the saturnine anaesthetist who talked ahout syndromes
in a gibberish that smacked of Elizabethan jargon.

Shaking her head in dubiety, our heroine cascaded her pyramidal coiffure down
the nape of her columnar neck, leaving her a psyche between two petite, conched
auricles. “I think T’ll affect this coif instead of a chapeau in the Caribbean scene
and wear my furred redingate in the Himalayan montage,” she said. With these
words came the decibelic echoes of the maestro’s baton, and she must hide her
autistic reveries behind more rouge pomade. With langour she headed for the
camera, resolution high that today her pantomimic efforts would be Promethean.
“Carpe diem,” she sighed, “and I must not forget to be photogenic either.”

If, after checking your pronunciation of any doubtful words, you find you
made some mistakes, be not disturbed. No one ever makes a perfect score on that
test. Ten mistakes or less is good. Seven or less is excellent. Five or less is
phenominal. The one word you may not be able to check is Cholmondeley, but
you should have known the correct pronunciation from having read Chapter 16

of this book.
Make It Simple!

Hyperbole (from a Greek word meaning to “over-shoot”) is “an extravagant
exaggeration of statement.” Euphuism is “artificial elegance of language; high-
flown diction.”

Anyone who uses tonsorial parlor for barber shop, or nuptials for marriage
is guilty of both those rhetorical sins. Even more common is the habit some of
us have of using three-, four- or five-syllable words when a one- or two-syllable
word will do just as well — perhaps even better. The words in the second and
fourth columns below should not be eliminated from your vocabulary. There is
nothing wrong with most of them. But the words in Columns 1 and 3 will do
the same job even better. It is not always a question of length, but rather of
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familarity. Id and erg and ut are short words that are unknown to most
people. whereas newspaper and radio reports of diverce trials have made in-
compatability common, and bridge has made vulnerable known to most people.

ASK  ccvveninnsisssnisse s IDQUITE HELP assist
ATTACK  coveineieeneeneenenreneenen assault HIDE conceal
AWARE . . cognizant HOLE aperture
BEGIN . inaugurate HOME . residence
BREAK . fracture INCLUDE  coeureereeensenesencenens comprise
BRUISE contusion JAIL incarcerate
BURIAL . . interment LIE . pervaricate
BUY . purchase LOSS . bereavement
CALL . summon NEED .. require
CHARITY  eoreeeeeereereeemaneraenene henevolence OIL aorveieeereemeteaesoneaseeseneanens lubricate
CLASS . . category OWN .. . possess
cuT . laceration PAY remunerate
DEAD . deceased PEOPLE . populace
DRINK (V) i imbibe POSSIBLE  ..ouoeciienesaecenenenens feasible
DRINK (n) . heverage QUESTICGN . interrogate
END . terminate RAISE elevate
ENOUGH . sufficient RIDDLE ... . enigma
visage remark
cascade . witness
. trepidation SEND transmit
. inundate STEAL . . purloin
acquisition THINK  arecvvirereeseessessesnsensens ponder
.. obtain TOOTHPASTE ... . dentifrice
GIVE . contribute TRY endeavor
GIVE UP .. . relinquish WET . moisten

Shun the Flowery Phrase

There is a single word which will express just as well — perhaps better —
what these phrases are trying to say. Write the word in the white space after
each phrase.

AFFIXED HIS SIGNATURE
ALL AND SUNDRY

ALL TOO SOON

A SUFFICIENT NUMBER OF
AT THE PRESENT TIME

AT THE INTERSECTION OF
AT ONE FELL SWOOP
BEAT A HASTY RETREAT
DURING THE PERIOD FROM
ENGAGE IN CONVERSATION
FAIR SEX

IN THE EVENT OF

IN TITE TMMEDIATE VICINITY OF
IN NO UNCERTAIN TERMS
MADE IIIS ESCAPE

MANY AND VARIOUS
NIPPED IN THE BUD

PUT IN AN APPEARANCE
RENDER A SELECTION
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SNARE AND DELUSION
TOOK ACTION

WAS THE RECIPIENT OF
WITH BATED BREATH
WITH LITTLE COMMOTION
WRAPPED IN MYSTERY

Avoid Gobbledygook

Broadcasters must deal with all sorts of people. Many of them, especially in
government, will have been bitten by the great bug Gobbledygook. (The word
was created by Congressman Maverick of Texas, after the gobbling of turkeys,
to mean “inflated, involved and obscure verbiage characteristic of the pronounce-
ments of officialdom.”)

While the broadcaster may have neither the time nor inclination to do any-
thing about the malady in others, he has a duty to translate the press releases
and official statements he receives into the language of his listeners. No ordinary
man in his daily conversation uses such words as promulgate, facilitate, ex-
pedite, implementation and finalize. These are gobbledygook words. There are
plenty of simple, one-, two- and three-syllable words for each of them.

Eschew Journalese

When radio in its early days set up its own news departments, it hired
newspaper reporters and rewrite men, who had been trained to write for the eye
rather than the ear. They brought with them all the slang and trade expressions
of written journalism. Radio (and now television) has had a difficult time,
even after twenty or thirty years, shaking off this influence. Some newscasters
still talk on the air about “going to press” (even Walter Winchell, because he is
essentially a newspaperman, has been guilty of this), and about “headlines,” and
about news “hot off the press” — expressions that are meaningless in the world
of electronic communication.

When a man on a newspaper copy desk writes a headline, he often has a space
problem. The word investigation is too long to fit into most headlines, so the
word probe was devised. Accord will often fit, where agreement would not.
There are hundreds of other short headline words, among them: quits, slays,
quiz, flees, hails, clears, cites, curb, bar (for prevent), blast (for criticize), scan
(for scrutionize), score (for criticize), rift, bare (for expose). This list may be
augmented by looking over any edition of any newspaper in any city in the
country. These are words seldom used in conversation and therefore should be
avoided on the air, for the broadcaster is supposed to be talking the language of
his listeners.

The Oxford Accent . .

Nick Kenny, radio editor of the new-defunct New York Daily Mirror, once
recommended “banishment, drawing and quartering, strangulation and incinera-
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tion for all Americans affecting the Oxford accent.” What he was protesting
especially was radio announcers pronouncing plan as if it were spelled p-l-a-h-n.
Or passage as if it were spelled p-a-h-s-s-a-g-e.

George Bernard Shaw said that while it was supposed to be a compliment to
say someone spoke “the King’s English,” if the King himself were ever to talk
over the radio with an Oxford accent (this was in the days before Elizabeth)
“his people would instantly arise in rebellion and proclaim a republic.”

Words to Watch

In English, perhaps more than in any other language, there are words which
look or sound so much like other words, that some people use one when they
mean the other, often to their own great embarrassment. Here are some pairs
of similar words. If you ever use any of them, be sure you use the one you mean.

ALLITERATE ILLICIT MARITAL
ILLITERATE ELICIT MARTIAL
ANTIDOTE IMMIGRANT MORALITY
ANECDOTE EMIGRANT MORTALITY
CALVARY INGENUOUS NAVAL
CAVALRY INGENIOUS NAVEL
CORRESPONDENT INTERVAL PRECEDENCE
CORRESPONDANT INTERVALE PRECEDENT
DEPRECATE INTERPOLATION STATIONERY
DEPRECIATE INTERPRETATION STATIONARY
EUPHUISM INTERPRETIVE THESPIAN
EUPHEMISM INTERPRETATIVE LESBIAN
GOURMET INTIMATE VAPID
GOURMOND INTIMIDATE VAPOROUS

Proper Names

A Guide to the Pronunciation of Proper Names and Place Names will be
found in Section I11. A word of caution, however. Names of cities that are spelled
alike may be pronounced quite differently, depending upon location.

In Egypt it is KY-roh, but in lllinois it is KAY-roh. In Austria it is Vih-EN-uh,
but in Georgia it is VYEN-uh. In Spain it is Muh-DRID, while in Iowa it is
MAD-rid. In France it is Ka-LAY; in Maine, KAL-uhs. Prague rhymes with frog
in Czechoslovakia, but in Oklahoma it rhymes with plague. In France it is
Ver-SIGH, but in Kentucky, Ver-SAYLZ. In South America they say Puh-ROO,
but in Ilinois, PEE-roo. Many Frenchmen are named Pierre and they all call
themselves Pe-AIR, but the capital of South Dakota is plain PEER. Most of the
Berlins in America (and there are many!) are called BER-lin, although the
original in Germany is Ber-LIN. In Ohio and New Jersey it is NU-erk, but in
Delaware it is NEW-ARK. The Greeks in Turkey call Ismir SMUR-nuh, but
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New Smyrna in Florida is called NEW SUH-MERN-uh (three syllables, please.)
It is Gruh-NAH-duh in Spain and Nicaragua, but Gruh-NAY-duh in Mississippi.

Then there is Elgin. In Illinois the g is soft, where in Texas and Scotland it is

hard.
Diacritical Markings

In Section I1I there is a table of diacritical markings. These are the signs used
over letters in most pronunciation guides to indicate how the word is to be pro-
nounced. These are the same markings used in most dictionaries, except Web-
ster’s New Seventh Edition. For a further study of the American pronuncia-
tion of English, the reader is referred to the preface of most collegiate or un-
abridged dictionaries.

Announcers should also be aware that there is an International Phonetic
Alphabet (IPA) which transcribes all sounds into symbols. In this new alphabet
there is one symbol for each different sound. IPA is used in the NBC Guide

to Pronunciation.

Dual Pronunciation

The accent on many words changes, depending upon whether the word is used
as a noun, an adjective or a verb. For example: desert is accented on the first
syllable if a noun, on the second if a verb; produce on the first if a noun, the
second if a verb. Sometimes the change is in pronunciation of vowels or conso-
nants rather than in accent. Use as a noun is pronounced use, but as a verb it is
uz. Here are some other words which can be looked up in a dictionary, if you
cannot call to mind the two different pronunciations of each word, and which is
which: Absent, abstract, accent, addict, aged, adept, alternate, annex, buffet,
compact, insult, minute, produce, progress, refuse, subject.

Consonant Errors

There are many common consonant errors such as:

DROPPING A CONSONANT: [ibary for library; eas for east; deps for depths;
goin for going; beginin for beginning; suggesion for suggestion; rekonize for
recognize; musmelon for muskmelon; sumarine for submarine; punkin for
pumpkin.

WRONG CONSONANT SOUND: indiviyaul for individual; likorish for licorice;
architect for arkitect; cellist for chellist; concerto for concherto; crescendo for
creshendo; awright for alright; awready for already.

SOUNDING A SILENT CONSONANT: glisten for glisn; toward for tord; often for
ofen; comptroller for controller.

Accent Errors

Most pronunciation errors result from accenting the wrong syllable of words.
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It is amazing that a word used as frequently as cement should ever be mis-
pronounced, yet some people insist on putting the accent on the first syllable
instead of the second.

Here are some words, all properly accented on the first syllable, which are
often mispronounced by accenting the second or third syllables: comparable,
autopsy, affluence, admirable, deficit, formidable, infamous, intricate revocable.

Here are several words properly accented on the last syllable: adept, crevasse,
robust.

Perhaps some will be surprised to know that:

The only possible pronunciation of gelatinous is with the accent on the second
syllable.

Gondola, whatever its meaning, must be accented on the first syllable.

If you accent the second syllable of hospitable it will be all right in England
but not in the United States.

If you pronounce impotent with the accent on the second you not only will
be wrong, but you may be accused of being intellectually IM-potent.

Many people incorrectly pronounce incognito, with the accent on the third
instead of the second syllable.

A word commonly used on the air and commonly mispronounced is narrator,
which can be accented only on the second syllable.

Vowel Errors

The most common errors of pronunciation are of vowels. Is it ultimatum or
ultimatum? (Answer: The a is long, as in may.) Is to toomato or tomato?
(Both are correct.) Can roof be pronounced ruf? (No. It is roof.)

There are hundreds of others. Listen to other bhroadcasters and to educated
people around you. Whenever you hear a pronunciation that conflicts with your
own, check it in the dictionary or pronunciation guide.

Speech Exercises

There are five speech agents: the teeth, lips, tongue, hard palate (just behind
the front teeth on the roof of the mouth) and the soft palate (the softer area
of the roof of the mouth, lying back toward the throat.) Most people neglect
their speech agents, permitting them to grow weak and lazy through lack of
use.

Beneath the skin of the face lies an intricate network of nerves and muscles
which enable one to move the various areas of the face. To speak clearly,
distinctly and with no regional accent, one must learn to control the facial
muscles, especially those around the mouth.

The best speech exercise is to practice contorting the face. Look in a mirror
and see how many faces you can make at vourself. Bring the lips forward.
hard, as far as possible. Then draw them back in a semi-smile as far as possible,
saying the word “Why? Why? Why?” From this position, bring them forward




224 ENCYCLOPEDIA OF RADIO AND TV BROADCASTING

again, saying, “Yeow! Yeow! Yeow!” Try working the lips forward, then back-
ward, then forward, saying, “Why, Yeow. Why, yeow. Why, yeow.” Don‘t worry
about feeling foolish or embarrassed. Work hard at loosening up the muscles of
the mouth. Work on all the speech agents. Make them as pliable as possible. This
is just a beginning. Invent your own variations. Try to bring every muscle of the
face into play. Practice this every day.

Paul Mills, veteran actor and speech coach for radio and TV, has this basic
rule: “To improve your speaking voice be mellow, like a cello.” He explains
that a cello’s rich tones come from its long, thick strings (similar to vocal
cords) and its large, hollow body (similar to the spaces in the throat, mouth
and nose.) By opening the mouth wide and moving the lips vigorously, the size
of the voice takes on a deeper, richer quality. Richness can be acquired, also, by
stressing consonants, such as the first letters of wwwonderful, yyyoung, rrrich,
llloving, mmmumering.

Remember, your voice is what you make of it.
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Reporting
The
News

In 1917, when President Woodrow Wilson asked a joint session of Con-
gress for a declaration of war, the news did not reach some remote regions of
the country until weeks later.

In 1941, when President Franklin D. Roosevelt asked a joint session of
Congress for a declaration of war, radio listeners in the mountains of north-
east Oregon heard his voice sooner than Congressmen in the back row of the
hall in which he spoke.

The power to transmit news instantly and to the farthermost corner of the
land has had profound affects on the life of Americans. Broadcasters regard
news as their chief responsibility. It has been of prime importance since the
day in 1916 when Dr. Lee deForest broadcast to a few amateur radio enthusiasts
the early returns of the Wilson-Hughes election, and two years later when
Station 8MK Detroit (now WW]) broadcast Michigan’s primary election re-
sults, in 1920, when KDKA did its celebrated night of broadcasting the Harding-
Cox returns.

From those first pioneer news broadcasts to the instantaneous, worldwide
news coverage which broadcasters are now able to provide by bouncing signals
off communication satellites orbiting through Outer Space, the story is one
of almost half a century of spectacular progress in informing the American
people electronically about what is happening in the world around them.

As more and more newspapers die or disappear through consolidations,
broadcasters have an increasingly happy opportunity to demonstrate their ability
to handle news. Forty years ago there were 522 cities in the United States
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with competing newspapers. Today there are only 55. In nearly half the states
in the country there is not a single city with competing newspapers. At the
rate of more than one per year, metropolitan newspapers are being swallowed
up by rival papers or are simply going out of business. And rarely is a new
daily paper started. This has created and is continuing to create an ever-greater
vacuum, which is being filled by electronic news reporting.

What Is News?

There is a myth about the word news — that it is an abbreviation of the
four points of the compass. While it is true that news does flow in from north,
east, west and south, the word is actually derived from new, with an s added.
One of the best definitions of news says it is “tidings or intelligence of new
and hitherto unknown things.”

An entire book could be written just answering the question: What is news?
It depends upon many considerations. News for whom? What is news in
Milwaukee is not necessarily news in Moscow or Madrid. What is world-
shaking news to a woman (a decree by Paris fashion houses that hemlines will
go down six inches) may be utterly boring to a man, while what is vital news
to many men (a drastic change in federal interest rates) may be of no interest
whatsoever to a woman. What is news to a farmer (a frost prediction) may be of
no interest to a teacher. What excites a prince may bore a pauper.

For generations newspaper editors have told young reporters that while
stories involving sex, murder, mystery and rags-to-riches (a London charwoman
winning a million dollars in a lottery) may be of interest to x percentage or
y percentage of their readers, the weather is the perfect story, bcause it is
of interest to everyone. Yet even this generalization is false, for patients in
a hospital may not have the slightest interest in the outside temperature or the
possibility of rain.

What are the qualifications for something to be considered news by a broad-
caster? There are nine fundamental elements. Rarely will any one story have
all nine. Many that make the air have only one of the nine.

Timeliness

News is more perishable than a pail of ice cream on the back porch on a
sizzling summer day. Or, news is like a cheese souffle; it must be served up
while it is still hot.

Radio news has killed the “extra” editions of newspapers, and one-minute,
two-minute and five-minute spot news broadcasts throughout the day have gone
far in lessening the readership of lengthy newspaper articles. The script of last
week’s radio news show is as worthless as last week’s newspaper — except for
lighting a fire.

News has been called history on the wing. Yet if someone walked into a
radio station with a well-authenticated letter written by Lee Oswald telling
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why he was going to assassinate President Kennedy it would still be a big news
story, despite the lack of timeliness, just as the discovery of the Dead Sea
Scrolls or the opening of King Tutankhamen’s tomb were once news, although
both concerned ancient history. The future can also be news. Example: if a
scientist were to predict that within ten years, by use of a new atomic dis-
covery, the Saraha Desert would be converted into a Garden of Eden.

Propinquity

Surveys prove that the word used more than any other during telephone con-
versations is I, with me and mine the runners-up. My car. My family. My
friend. My house. The more intimately the news affects the life of the listener,
the more interest there will be in it. That is why stories about the weather are
the most important items of all. Anything that affects the listener’s pocketbook
is also high on the list.

Propinquity can also be geographical. The publisher of the Philadelphia
Record, now defunct, used to tell his staff: “A runaway horse on Broad
Street, Philadelphia, is of more interest to readers of the Record, than ten
thousand people drowned in a flood in China.”

1f Albert Einstein were to have said that American teen-agers are more in-
telligent than any other young people he ever met, it would have been worth a
sentence on a newscast over Station XYZ, Anytown, U.S.A. But if Einstein, on
a visit to Anytown, had said in an interview that he considered the teen-ager
of Anytown more intelligent than any other young people he ever met, the
story would have been worth far more than a sentence on Station XYZ.

A meeting at which the City Council of Anytown decides to purchase voting
machines and build a municipal swimming pool is likely to be of more interest
to Anytown listeners than a U.N. meeting in Geneva at which a decision is
taken that will settle the fate of several small nations. Yet a U.N. meeting
may suddenly take on great importance for Anytown if a decision is reached
that will bring thousands of American soldiers home from remote parts of
the world, including a number of men from Anytown.

Prominence

The prominence may be of people. 1f the daughter of the mayor of Any-
town is kidnapped it is obviously a more important story then if the victim is
the daughter of an obscure family, whereas it would be even more sensational
if the girl were the daughter of the President of the United States.

The prominence may be of place. The most important street in the world is
the street on which the listener lives. If an accident occurs on that street, it
is of more interest than if it happened on the other side of town. In like man-
ner, if someone falls from the top of the Empire State Building or the Statue
of Liberty — structures known to all radio listeners — it is of more interest
than if he fell from the roof of a factory in Brooklyn.
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Certain place names have more interest than others. Listeners know (or know
about) The Strip, Las Vegas; the casino, Monte Carlo; the Loop, Chicago;
Fifth Avenue, New York; Pennsylvania Avenue, Washington; the Champs
Elysees, Paris; Picadilly Circus, London.

There is more news appeal if the violin that was lost was a Stradivarius;
if the painting that was stolen was a Picasso: if the manuscript of an un-
published novel just discovered was by Hemingway. -

The Cult of the Personality in America does not mean what it means in
some other parts of the world, but it does mean that radio and TV listeners are
interested in names — in people — in famous athletes, actors, actresses, moun-
tain climbers, explorers — yes, and broadcasters, too. Interested in what
they eat, with whom they elope, what they wear to sleep. how they made their
first dollar, where and how they would like to spend their last hour on earth.

Tens of millions of people in the summer of 1966 spent tens of millions of
hours watching on television the wedding of President Johnson’s daughter. A
great many other girls were married that same day, but the public showed
slightly less interest in them than in Luci Baines Johnson.

Conflict

War is conflict. So is a sports contest. Every conflict has listener-appeal,
even if it is only a conflict between man and nature, which is what a flood
is, or a fire, a tornado or a sea disaster. The most common conflicts between
humans are wars, revolutions, race riots, strike troubles, street fights, cops-
and-robbers battles, and husband-wife altercations. An election contest is
conflict. So is a proxy fight of stockholders. So is a Miss America beauty
contest or a squabble between two Washington dowagers over which is going
to have the Vice President for dinner on the thirteenth.

Suspense

Interest in a news story builds. There was worldwide interest the night of
the kidnapping of the Lindbergh baby. But as days went by and there was no
trace of the child, interest mounted and mounted. Few news stories in Ameri-
can history have had the elements of suspense over so long a period as the
Lindbergh case — until the body was found, then the kidnapper was captured,
tried and finally executed. There is suspense when miners are trapped under-
ground, or an explorer is entombed in a cave, or rescuers try to reach injured
mountain climbers on the top of a Swiss Alp. Murder trials often have interest
because of the suspense over what the verdict will be.

Consequences

Provincialism has come to mean the quality of having the limited interests of
an isolated, rural part of the country. But airplanes, radio, television — rapid
transportation and instantaneous communication — have obliterated provin-
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cialism in America. In Anytown there may be as much interest in national
and world affairs as in New York or Los Angeles. Also, there is an ever-
growing awareness that what is done in Congress, in the U.N. Building in
New York, or in international meeting places thousands of miles from these
shores, not only may but surely will affect what Johnnie will do when he leaves
college, and whether the family will be able to afford a new car next year, and
what life will be like after Dad retires on his pension. Stories about new
drugs, space achievements, unusual uses for computers and atomic energy,
and transportation developments are all of interest because of probable con-
sequences in the life of Everyman.

Oddity

The fundamental rule of American journalism is that if a dog bites a man,
it is not news, but if a man bites a dog it is. If twins are born in a helicopter,
if a deacon robs a church, if a “dead man” appears at his own funeral, if a
police chief is arrested for speeding, if a temperance leader is found guilty
of intoxication. if a bridge player with thirteen spades loses his bid, if an
iceberg appears off the coast of Florida — that’s news! An exotic, off-beat
story about a haunted house. a flying saucer, a ghost, a pirate ship, buried treas-
ure, or a reformed cannibal going into the restaurant business is always welcome,
as a kicker at the end of a newscast.

Human Interest

Stories that appeal to basic human emotions are said to have human interest.
A dog that takes up a vigil beside the grave of his master. A duck that leads
seven ducklings across a busy highway, while hundreds of cars screech to a
halt. A child who runs back into a flaming building to rescue her doll. The
artist without arms who has his first exhibition of watercolors. There is no
end to stories that pull at the heartstrings, cause laughter, stir sympathy, create
envy. spark a burst of generosity, or cause the listener to say: “Now wasn’t
that just too wonderful for words!”

Sex

The word sex is taboo on some stations, but the subject cannot be avoided.
The male-female relationship underlies news stories of crime, romance, marriage,
divorce, and sometimes even politics and international affairs. In whatever
guise, it has great listener-appeal.

The Perfect Story

The reason radio news editors devoted more attention to the Lindbergh kid-
napping case than to any news story until then was because it combined all
nine of those elements. Timeliness was in the frequent fresh developments.
Propinquity was in the identification that parents all over the country made
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with the case. (“What if it had been our baby?””) Prominence was in how well
known the Lindberghs were. Conflict was in the police-kidnapper battle of
wits, as the man responsible for the crime was being hunted. Suspense was
in the many long weeks it took to catch him. Consequences was in the fact that
the case would eventually lead to passage of a federal anti-kidnapping law.
Oddity was in such angles of the case as the home-constructed ladder left be-
hind by the kidnapper. Human interest was in such side-stories as the one
about the mother of twin boys who offered to give one of them to the Lindberghs
to take the place of the murdered child. And there was even romance, for
only three years earlier the public had followed with great interest the court-
ship and marriage of the modest young flier and the daughter of a millionaire
official of the banking firm of J. P. Morgan and Company.

Speed

News has been called “history in a hurry.” All reporters work against clocks —
or calendars. But broadcasting reporters have special problems. The newspaper
in Anytown may have three editions, so the reporter has to meet just one of
three different deadlines. The television reporter may be working to get his
film shot and processed in time for a 7 p.m. news show. But the radio reporter’s
goal is to get the story onto the air at the earliest possible moment. He has
no deadlines of any sort. He is always “right on a deadline.” The radio re-
porter has competition from all sides; from newspapermen, from television re-
porters, and from rival radio stations. All the more reason for speed!

This need for speed gives the radio reporter the most exacting and difficult of
all news-gathering tasks. He rushes to the scene of the story. If he is going
to use a tape recorder, he may have certain mechanical details to worry about,
such as a strong wind fouling up the tape, or the batteries suddenly going
dead. If he is working with a mobile unit, there may be even greater technical
problems. Yet he must go after facts the way a hound dog does after a rabbit.

Reporters are rarely on the spot when something happens. The first tip
probably comes from a listener. At the scene the reporter finds a thicket of hub-
bub and perhaps even hysteria. He must push his way through the crowd, us-
ing his police and radio credentials, and start collecting facts from policemen,
firemen, doctors and rescue workers. He should try to question the top man
on the spot — the fire chief, the senior police officer present, the driver of
the death car, or the prisoner who has just been arrested for the murder.
Whatever the nature of the story, he must remember the reporter’s old
Five-W-Rule: Who? Where? When? Why? What? To which should be
added: How?

Accidents

Whether it is an automobile accident, the collapse of a scaffolding or a rail-
road wreck, the prime questions to ask are, in the order of their importance:
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How many killed? Their names and addresses.
How many injured? Their names and addresses.
What caused the accident?

Exactly what did eyewitnesses see?

What is the property damage?

Have there been any arrests yet?

Will an investigation be made?

After those questions have all been answered (or while in the process of
getting the answer) the reporter may begin picking up human interest angles.
The seriously injured child still clutching her doll. The newspaper on the front
seat of the death car with a big headline about an almost identical accident.
The fact that the accident happened in front of 1313 Thirteenth street, on
Friday the thirteenth.

Be careful in reporting the accident not to place the blame on either car
involved in the collision. Do not say that Car A crashed into Car B, or that
either driver was on the wrong side of the road, went through a traffic light,
or was driving under the influence of liquor. or even that he was speeding.
These are judgments that only a court can make.

Should a broadcaster announce on the air, before next of kin have been
notified, the name of someone killed in an airplane or automobile accident,
or who met death in a disaster, or who was found murdered? Neither FCC
regulations nor NAB Code rules cover this paint. It is a matter of policy ——
the policy of the individual station or of the local authorities, who may refuse
to give out the names of the dead until the news can be broken to relatives
more gently than by letting them hear it by radio or television.

Fires

Most of the accident questions also apply to fires, explosions and similar
occurrences, but these additional questions should be asked:

Were any firemen overcome by smoke or injured? How? Get names and com-
pany number.

How many fire companies responded? Was it a 3-11 or 4-11 alarm?

How much of the property loss was covered by insurance?

Even if there were no deaths, injuries or great property damage, there may be
a story in off-beat circumstances, such as the explosion of a bottle of nail
polish remover in a beauty shop, sending terrified lady clients with their hair
in curlers rushing into the street.

Suicides

Great caution should be taken in reporting what may appear to have been a
self-imposed death. In the case of a fall from a high building, there is often
uncertainty as to whether it was an accident or suicide. If there were no
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witnesses, no one may ever know positively what happened. If the reporter
says fell it implies an accident; if he uses jumped it makes it intentional.
The safe word, although trite, is plunged. Always quote by name someone —
preferably a police official — as saying what happened. To avoid encouraging
others to commit suicide, details should never be given of the method used,
such as saying that the poison taken was a certain brand of weed Kkiller
obtained at any hardware store.

Disasters

On every news room wall there should be posted a complete list of all news
sources and contacts, kept up to date, including the name, address and tele-
phone numbers of all hospitals; local, county, state and federal law enforcement
agencies; civil defense and relief organizations; the Red Cross and the Na-
tional Guard; airports, air line offices and air traffic control towers; city,
county and federal officials living in the community. In the case of organiza-
tions, the names of at least two key individuals in each one should be listed,
with home addresses and phone numbers.

At the first report of a disaster, calls should be made to the competent
authorities, offering the services of the station in informing the public, assist-
ing in rescue work, and preventing the spread of panic. Most officials will
be eager to cooperate, knowing that in such an emergency radio is the one
communications medium that can get information quickly to the public and
help mobilize the community’s resources.

Interviews

There are three ways of interviewing: by telephone, by personal confrontation
and by mass interview, such as a White House news conference. The interview
may be news worthy because of the importance of the person being interviewed.
(An exclusive interview with the President of the United States would be a
real scoop, even if he said nothing more important than that he was now doing
some landscape painting in his spare time.) Or because of the importance of
what the interviewee says. (Even if a minor official of the Federal Aviation
Agency said that the airport in Anytown was to be closed permanently, it would
be important news on Station XYZ.) Or the entertainment value of the inter-
view may make it news worthy. (A small child might give such amusing replies
to serious questions that the interview would have wide listener-appeal).

In any community, however small, there are men and women who would
make good subjects for interviews, if the reporter has the imagination to ask
questions that will produce news-worthy answers. Then there are always people
passing through town: a well-known athlete, inventor, explorer, scientist or
film star, who may have come to deliver a lecture, visit a sick relative or
attend a convention.
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If there is enough advance notice, the radio-television reporter should pre-
pare for the interview by looking up the background of the celebrity and
writing out questions to ask that will lead the interviewee into revealing, com-
menting or predicting in a news-worthy vein. The questions should be on sub-
jects the interviewee 1s qualified to discuss. Generally, an architect should not
be asked about women’s styles, nor a Paris dress designer about flood con-
trol, nor a film actor about American foreign policy, although at times an in-
terview can be given a fresh twist by doing exactly that.

The broadcasting reporter has an advantage over his newspaper colleagues if
he is working with a tape recorder. because he does not have to scribble with
a pencil. He can focus all his attention on the interviewee. He can look him
directly in the eye when asking questions, and he can at least pretend to be
interested in the answers. Also, if his words have been recorded on tape, the
interviewee cannot claim later that he was misquoted.

News Conferences

For years the pen-and-pencil reporters resented the presence of electronic
reporters at news conferences, because the cameras, lights, wires, microphones
and other equipment interferred with the old question-and-answer routine. By
now they have learned to live with these annoyances, just as they earlier learned
to tolerate the annoyance of photographers’ flashbulbs.

If there are no microphones present, the interviewee may give some off-the-
record answers to reporters’ questions. The expressions for background only
or not for attribution means that the answers may be printed but the reporter
himself must take responsibility for the statements, or must attribute them to
a government spokesman or some other semi-anonymous source, not even im-
plying the identity of the real source. Reporters are on their honor not to
violate such agreements.

Sidewalk Interviews

Long before the days of radio and television, newspapers conceived the idea
of printing short, thumbnail interviews of several sentences. generally on a
single subject, under a caption The Inquiring Reporter or The Inquiring Photo-
grapher. The question asked is generally about some local matter, such as:
Do you think Anytown should have a new municipal swimming pool? Inquiring
Radio Reporters and Inquiring Television Cameramen have put new life into
this form of interviewing.

In doing sidewalk interviews, keep the questions short. Encourage short,
snappy replies. 1f the tape recorder does not have balanced imput, judge
carefully the strength of the interviewee’s voice and hold the microphone at
the correct distance from his or her mouth. Be sure to ask name and full
address. Tell where the interview is taking place. Don’t let the answer drib-
ble off in a series of ak’s and eh’s. Break it off clean with a bright “Thank you!”
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Lectures and Speeches

Hardly a day or an evening passes, in even the smallest community, during
which talk does not make news. 1t may be an outstanding sermon by a minister,
priest or rabbi; statements made at a political rally, a convention, a lodge
meeting, a revival, a Rotary luncheon, a session of the City Council or a public
lecture. Sometimes radio and/or television will cover such events live. Or
a tape recorder may be used and pertinent excerpts used on a newscast later.
Or the radio-television reporter may cover the event with pencil and notebook.

Most speakers, especially politicians and public officials, speak from pre-
pared texts and supply reporters with copies in advance. If a news report
is based on such an advance, care must be taken to use such expressions as “pre-
pared for delivery at . . .” for the speaker may become ill, drop dead, send
his regrets, or change his mind and say something quite different from the text.

Shorthand

Public speakers will rattle off as many as 200 words per minute. Writing
longhand, it is difficult to take down more than forty words per minute. Yet
direct quotations are valuable. They enliven the report of a debate or a speech.
This raises the question: Should a reporter know shorthand — Gregg, Pit-
man, Speedwriting or one of the other complicated systems? Some news direc-
tors say “No!” because it makes mere stenographers out of reporters. Others
think it is an advantage. Most experienced reporters have their own private
shorthand systems. Here is how a reporter’s notes might look:

?oﬁ %‘fm ve W d~9-m\ 0d. .BSM«/3 Ror. B-R

Sl 0u O s by o om @ﬁ/

"%“S/Ess IF X O, vsﬁ*e—gx
+ Bun. LA US clay Dink ot 2c- 3

Translated into broadcast-English, the notes mean:

Robert Johnson, vice president of the New Hampshire Savings and Loan Asso-
ciation, addressing 350 members and guests at the weekly Rotary Club luncheon
today in the Hilton Hotel, declared:

“Since February, the entire world has been suffering from a great strangulation of
credit, which is now beginning to affect the United States. It is essential if we
are to have credit expansion, for us to have a great revolving fund, with western
Europe, Latin America and the United States closely linked in an integrated
economy.”

Quotations

Direct quotations improve any story, but great care must be taken that every
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word quoted is exactly as uttered. There is one exception to this rule. It is
standard practice on newspapers, as well as in radio-television reporting, to
clean up the English of the speaker. Even the most polished and best-educated
speakers, when talking extemporaneously, make grammatical errors. If the
quotation is on tape, it must be used as uttered, but when a reporter in his
own voice quotes a speaker, it should be in proper English.

Objectivity

Reporters are human beings, each with his own private collection of hopes,
fears, dreams, likes and dislikes, phobias and prejudices. Reporter A may be a
white Catholic of Irish background, a conservative Republican, father of five
children. strongly opposed to birth control, socialized medicine, admitting Com-
munist China to the United Nations, parking meters, women wearing slacks
and bussing children to integrated schools. Reporter B may be a Negro Bap-
tist, a liberal Democrat, with one child, and an ardent advocate of birth con-
trol, socialized medicine, Chinese membership in the U.N., parking meters,
women wearing slacks and bussing children to integrated schools. Each of
these men is put to a test when reporting a political rally or a debate in which
subjects are discussed about which he has strong feelings. Yet objectivity is
an essential of good reporting.

Listener Tips

Because the human voice is more intimate than the printed words, radio news-
men soon acquire a much greater personal following than do newspapermen,
and they often receive tips by telephone. These calls must never be considered
as anything more than clues to tracking down a possible story. Nothing
should ever be put on the air based merely on a tip from a listener. Even
if the call purports to come from some official, the information should not
be used without calling back, unless the newsman knows the voice well enough
to be certain he is not the victim of a hoax. Radio stations receive much false
information, especially if they encourage listeners by offering prizes for news
tips. Some stations pay policemen, firemen, taxi drivers and minor officials
for tips, either openly or “under the counter.” In some cities radio stations
have working agreements with certain newspapers, involving the exchange of
news tips. In other cities there is cut-throat competition between radio-television
stations and the press.

Alibi File

Every radio-television newsman should have two folders in his desk, one
marked Current and the other Last Month. In the current file he should put
the raw material of all his stories: texts of speeches, handouts, his own notes,
etc. On the last day of the month the contents of Last Month should be thrown
away, and the contents of Current put in the Last Month folder. This is called an
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Alibi File. In the event of a complaint about a news story (for example, {from a
speaker who claims he was misquoted) the Alibi File may enable the reporter
to prove that his story was correct as broadcast. (If there is never any need to
refer to the Alibi File, so much the better.)

News by Mail

The news department of any well-established station is flooded each day
with so-called news releases, from commercial firms, non-profit organizations,
clubs, committees, boards, commissions, agencies and leagues for this-and-that.
Ninety per cent will be (should be) consigned to the wastebasket. But each day
somewhere in this mass of printed material may be a good item for a local news
show. There are no rules for dealing with this flood of words. Much depends
on the nature of the station’s news format.

Calendar of Events

Many stations devote a specific period each day (or each hour) to reading
notices of forthcoming local events that have been sent in by program chairmen
and those in charge of meetings, luncheons, dinners, lectures, dances, conven-
tions and other non-profit-making affairs. This can win many friends for the
station. If overdone, it can also lose many listeners who tune to another station
for news or music.

Morgue

To an undertaker a morgue is a place for dead bodies; to a newspaperman it
is the paper’s library and reference room. Many large broadcasting stations
have established such rooms. Nothing is more valuable to a reporter who, for
example, is about to sit down to write a story about the death of the mayor,
than to be able to look over an envelope full of newspaper clippings about the
subject of his story. In addition to clippings, the envelopes in a broadcasting
morgue should contain carbon copies of previous broadcasts about the sub-
ject. How much manpower is expended keeping a morgue up to date depends
on the station’s finances, on how much importance is given to news, and on
whether management is aware of how valuable a morgue can be in a news

operation. If the morgue is a good one, the envelopes or folders under the
letter D might be headed:

DALE, ROBERT

DANISH CONSULATE

DAUGHTERS OF THE AMERICAN REV.
DAYLIGHT SAVING TIME

DELTA AIR LINES

DEPT. OF DEFENSE

DISTRICT ATTORNEY

DISTRICT COURT
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DODD, MAYOR JOHN
DOGS

DOLFFUS, A. B.
DRAFT BOARD

News Room Library

If there is no morgue, there at least must be certain books available in
the news room. If the station can afford only one book, it should be the first
on the list; if only two, the first and second; etc.

UNABRIDGED DICTIONARY. This is the bible of anyone using words as a tool.

THE WORLD ALMANAC. Approximately 900 pages of invaluable reference ma-
terial. An annual.

AN ATLAS. Should contain maps of each state as well as of foreign countries.

WHO’s wro. Published every two years. Invaluable.

N.Y. TIMES INDEX. Even if no file of the paper itself is available, the Index at
least tells exactly when and where things happened.

WHO Was WHo. This is made up of the biographies removed from Who’s Who
after people have died.

YEAR BOOK. Each encyclopedia publishes an annual, covering events of the pre-
vious calendar year around the world.

ENCYCLOPEDIA. The Britannica is the most exhaustive, but it can also be exhaust-
ing for anyone looking for a quick fact. The World Book Encyclopedia is kept
more up to date than any other, each of the 21 volumes being revised annually.
Most entries are short and concise.

FACTS ON FILE. Pages to be inserted in a looseleaf binder are sent bi-monthly.
They give a summary of the news for that period by date, place and subject
matter. Cumulative indexes are supplied monthly, quarterly and annually.

READER’'S GUIDE TO PERIODICAL LITERATURE. This gives a list of all magazine
articles published, by subject matter.

THE BIBLE. [t is often necessary to check Biblical quotations.

Plus state and local year books, directories and guide books.

Futures File

It can be a box file, a drawer in a steel cabinet or a large date book, but
whatever form it takes, it is the most important accessory of the news director
of a broadcast station. If it is a file, there must be a folder or compartment
for each of the 365 days of the year. Into this file will be put letters, news re-
leases, notifications, reminders of events occurring on that particular day which
may be worth reporting. These may concern such diverse matters as a divorce
trial, a special Rotary meeting, a church revival service, the start of Jewish
high holidays, a partial eclipse of the moon, a basketball game, an important
marriage, the opening of the fall session of court.
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It Happened Today

A good one-minute to five-minute spot can be written each day if the news
room library is equipped with one of the many books available that give,
chronologically, from January 1 to December 31, the various events that have
happened in the past on that date. Look over the various books of this category
in your local public library then send for the one that pleases you best. At
the same time the alive broadcaster will start compiling a date book of local
events and anniversaries. Include the birthdays of prominent local people, who
will be flattered to have their birthdays mentioned on the air along with those
of such important people as the President, Einstein, the Governor, Lincoln,
Washington, Roosevelt and other world figures. From other sources the broad-
caster should compile lists of special days and weeks. (Groundhog Day. Na-
tional Poetry Week.)

Exposes

How much initiative a station shows in handling news may vary from the
extreme of just tearing copy off a press association machine and reading it
on the air periodically, to the other extreme of editorializing (see Chapter 36)
and conducting periodic exposés and crusades. A few stations have won prizes,
have greatly increased their listening audience, and have helped revolutionize
community life by campaigning against certain local conditions or local abuses.
The exposé can be of such diverse matters as bad housing, corrupt politics,
overcrowded jails, inhumane treatment of patients in a mental hospital, fire-
traps, dirty beaches, vote frauds, payroll padding, prostitution, nepotism, gambl-
ing or unsanitary conditions in local restaurants. Reporters and photographers
are assigned to gather facts and film, which are blended into provocative docu-
mentaries. Such exposés can be either on radio or television or both. They
can spark weeks of controversy, follow-up stories, local excitement and possibly
ultimate reform.

Some newspapers carry a Platform under the masthead at the top of the
editorial column. Some radio and television stations have also devised, pub-
licized and broadcast platforms for a Better Anytown.

Invasion of Privacy

Newspapers, fiercely competing for circulation, have often violated their
own code, which says: “A newspaper should not invade private rights or
feelings without sure warrant of public right as distinguished from public curios-
ity.” Radio-Television newsmen have thus far been less guilty.

Wives and children of criminals and those involved in unsavory news stories
should not he hounded by reporters and photographers. However, it is a
matter of station policy whether the names of victims of rape or attempted rape
should be used; whether to mention the place of employment of arrested per-
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sons; whether to use on the air the name of a hotel or place of business in
which a crime has been committed; whether to use the names of juvenile first
offenders.

Respect Confidences

Important news is often given with the understanding that its source will
not be disclosed. There have been court cases in which an attempt has been made
to force reporters to violate such agreements. In general, a newsman should
and must respect confidences if he expects to be given inside tips.

Whether it is legitimate for a reporter to use subterfuge to gain news is an
ethical question that each newsman will have to decide for himself, taking into
consideration all the circumstances.

The Two Extremes

The NAB, as an illustration of the extremes in the handling of news, de-
scribes two actual operations, although the call letters of the stations are
not given:

A top power radio-TV outlet in a highly competitive Midwestern metropolitan
market employs 34 in its news department. This department functions for hoth
radio and television. Sixteen staff news writers prepare newscasts. Three two-
man camera crews and two film editors supply the ingredients for four 15-minute
TV shows daily and two half-hour TV local summaries on weekends. Among those
working under the news director are a TV news editor, a radio news editor, an
assignment editor, a special events director, and a three-man news bureau. This
particular station also subscribes to a 40-reporter news bureau in its city. A
dozen radio newscasts ranging from five to 15 minutes each are produced daily.
One writer is assigned to each radio and TV news show.

A low power radio station in an East Coast summer resort consistently scores
local “beats” against heavy competition from a nearby bhig city. Yet this station
operates with only a one-man news staff, plus the help of the program director on
special events and feature stories, and the legwork of all other station personnel
whose cars are equipped with police radios and two-way broadcast units.

A Typical News Room

In between those two extremes is WFAA-TV, a very progressive stations in
Dallas, Texas. Travis Linn, news manager of WFAA-TV, wrote the following
description of his operation for the Encyclopedia:

The WFAA-TV news department consists of nineteen men, most of them “photo-
grapher-reporters” who primarily move around the city and the area, gathering
and filming news. A handful of specialists stay in the shop for writing, editing
and production.

The television news department works closely with a seven-man radio news de-
partment. While both departments work in the same room, they are kept separate
in their functions. Frequently, both will cover the same story independently, then
share the results of their coverage. At other times, they’ll cover a story together.
So, while they are separate departments, they are not competing departments.

Whenever a story of major importance or interest to Dallas-Fort Worth de-
velops, WFAA-TV usually puts together a topical “news special” on the subject.
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For example, the station recently aired a special on encephalitis, while the
epideinic was at its pedk. A special unit composed of a photographer and a writer-
producer handles this task. The special unit also puts together approximately
twelve documentaries each year on a more long-term basis.

The television news department supplies news for an early morning news sum-
mary at 0:55 a.m., forty-five minutes of news at 5:45 p.m. and a thirty-minute
news block at 10:00 p.m. This, of course, is in addition to network news pro-
gramming.

Plans for the future include increasing the amount of news on the air, and
concurrently increasing manpower and facilities in the news department. The
so-called “instant specials,” such as the special report on encephalitis, are considered
very important, and an increased effort will be made to make them meaningful
and current.

Radio-TV Scores a Scoop

Shortly before noon on August 1, 1966, a student at the University of
Texas went beserk and turned the campus into a shambles, shooting from the
highest building in Austin with a rifle at those he spotted through a telescopic
sight. It was one of the most sensational shootings in the annals of American
crime. The part that radio and television played in getting the news to the world
was told by Broadcasting, the business weekly of television and radio, in its
issue of August 8, 1966. The article is reprinted below with permission of the
copyright owners:

THE AUSTIN STORY

It was'nt very long ago that the broadcast newsman would be the last man
anyone would call to find out what was going on when a big story unexpectedly
broke in any community. Now he’s apt to be the first.

Take, for example, the story that broke in Austin, Tex., on Aug. 1 when Charles
Whitman began shooting from the University of Texas’s tower. The main source
of news for the nation and the world was KTBc-AM-TV Austin.

KTBC broadcast its first radio bulletin on the sniper at 11:59 a.m., four minutes
after the first police report of firing, and its first television hulletin two minutes
later. Within 20 minutes it went live, on botl radio and TV, to the university
campus, and stayed there until the assassin had been killed and taken from
the tower. (KTBC-TV’s coverage was enhanced by the use of a live camera provided
by the educational TV facility at the university. Krsc has no live remote TV camera
of its own.)

In addition to programming its own stations, xTBC provided audio feeds to
CBS Radio and to hundreds (nobody kept an exact count) of radio stations that
called from all over the U. S. and Canada. It supplied a four-minute edited tele-
vision feed to CBS-TV and NBC-TV for their early evening news and provided
action footage that was used later that night on a CBS-TV news special and the
next day on NBC.TV's Today show and a special report.

For a while, during the siege on the campus, the United Press International
bureau in Austin quit filing its own reports to UPI's Dallas regional office and
simply put a radio set tuned to KTBC by a telephone connected to Dallas.

KTsc’s own 6 p.n. regular evening news show was devoted entirely to coverage
of the murders. At 10:30-11:30 p.m. the station broadcast an hour special that
included tapes and films of the scenes of the shooting, live interviews with key
figures in the story and reports on Whitman’s background and the notes he had
left—a detailed wrap-up of a shattering story that had begun less than 11 hours
before airtime.
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Krtsc was able to rise to an occasion it could never anticipate hecause of the
journalistic talent it has attracted and kept—a dozen newsmen who can report,
shoot film and appear on the air, headed by Neal Spelce, director of television news,
and Joe Roddy, radio news chief. Several of the station’s journalists have ad-
vanced degrees, and others are studying for them.

There are many other stations that could do as well—and for the same reasons.
The spread of professionalism through broadcast journalism has made the difference
between a medium that once took its news from someone else and a medium that
everyone else now turns to.

It’s a long time hetween stories as big and terrible as Austin’s story of Aug.
1. But there is plenty of other news—Iless dramatic but probably more important—
going on all the time in every community. It is worth covering as expertly as
KTBC covered Whitman, and it demands quality work from qualified journalists.

Libel

Accuracy and objectivity are not always enough to protect the reporter {from
being sued for having committed the sin and the crime of libel. The Supreme
Court has ruled that while the First Amendment guarantees freedom of speech,
no one has the right to “infringe upon the rights of another” or to injure
another’s “private reputation.”

The libel situation is different in each of the 50 states. A conscientious
broadcaster — who also wants to stay out of jail — will ascertain exactly what
is and is not permitted under the libel laws of the state in which he is working.
For example, some states forbid attributing depravity, criminality, inchastity or
lack of virtue to members of religious or racial groups.

In order to collect libel suit damages, it is not necessary to prove that a
deliberate attempt to injure someone was made.

If a broadcaster says: “Mr. X says that Mr. Y is a thief” and if Mr. Y
sues the broadcaster, it is not enough for the broadcaster to prove that this is
exactly what Mr. X said. The broadcaster must further prove that Mr. Y is,
in fact, a thief. The moral is, the broadcaster must never quote a person as
saying something that he. the broadcaster, knows to be untrue or even questions.
He should ask himself: “If sued, could I prove that what he is saying is true?”

Here are some words that are libelous per se (in themselves) if used about
a person who has not been convicted of the crime: firebug, quack, drunkard.
gambler, shoplifter, traitor, loan shark, scab, smuggler. thief, abortionist, de-
generate. conspirator. forger, deserter, cardsharp, adulturer, crook, imposter,
grafter, burglar, counterfeiter.

It may be libelous in your state to say a person is or was a Communist. a
pink, a fellow traveler., an anti-Semite or a Nazi. unless there is proof that
will stand up in court.

Street addresses are important elements of a story. but a reporter can get
himself and his station into great trouble by making an error of even one digit,
saying 123 Main street” when it should have been 1236 Main Street.” Some
stations skirt around this danger, as some newspaper also do, by instructing
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their newsmen never to use the precise address, but to say, for example: “the 1200
block on Main Street.”

In general a dead man cannot be libelled, but there is an odd exception. A
son can sue (and probably collect) if a broadcaster says the his deceased
father had a veneral disease, because most veneral diseases are hereditary and this
would make the son the victim of the libel.

The best defense in a libel case is to prove (a) that the statement was true,
{b) that it was privileged (made on the floor of Congress, in court, or in an
open meeting of a governmental body, or by the head of a law enforcement
agency), or (c) that it was used with good motives for justifiable ends.

Under the law in some states, the amount of damages may be reduced if an
apology has been made and if it was given the same importance as the original
statement.

In-Depth Programs

Television’s greatest contribution in the news field has been in presenting
periodic quarter-hour or half-hour programs that explain in words and pictures
the background and significance of a current news event. All the networks now
have such programs, which take weeks of planning, filming, cutting, editing
and voicing, and may involve thousands of miles of travel by a large crew
of photographers, newsmen, producers, directors and technicians. Such a pro-
gram may be about a single situation in a single country, or may be a patchwork
of film shot on the same subject in many different parts of the world; for

example, a documentary on the conversion of sea water to fresh water by atomic
energy.

News Directors

The key man in any station’s news operation is the news director, who should
have (and generally does have) these qualifications: (a) a good background in
actually reporting, writing and broadcasting news, (b} good executive ability,
{¢c) a knack for making quick decisions when news is breaking fast, (d) an
extrovert personality that will help him win the cooperation of a small army
of tipsters, (e) the imagination to create new programs, different from those
of the competition, () a keen sense of curiosity, and (g) an interest in people,
who are the raw material of every news story.

How to Get a Scoop

A scoop is the act of obtaining a piece of news before one’s competitors get it.
Ulmer Turner, veteran Chicago broadcaster, who has had many amazing scoops
in his years on the air, gives this recipe for /low to Get a Scoop:

Scoops result from hard work and digging out the facts yourself, or from tip-

sters along the way. Cultivate sources of possible tips, such as police officers,
city or village fire fighters, hotel clerks, in large cities hotel press agents, neighbor-
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hood druggists, lifeguards at public beaches, and especially railroad conductors,
engineers and porters. (You’d be surprised how many really good tips newsmen have
had in the past from this source!)

Police all over the nation are more astute today than they formerly were. Many
have college degrees; some have post-graduate degrees. Treat them accordingly
and next time an officer has a scoop, he just might call you!

All the tipsters in the world, however, would not be of any use if they couldn’t
reach you the moment they think they have a good hot tip. Naturally you will
have your personal calling card to give to any and all possible future news sources.
On this card, include two things the average newsman seems to overlook. In ad-
dition to your office or station phone number, give them your home phone number
and one other number where you may be reached if you are not to be found any-
where else. News is a 24-hour operation. Play it that way. Let your tipsters
be able to reach you, night and day.

Some Do’s and Don’t’s

Some of the following taboos are unwritten rules of reporting, whether for
newspaper, radio or television. Others are based on legal prohibitions. Some
apply only to the electronic media.

1. Avoid any words referring to race, color or religion that would be offensive,
such as greaser, nigger, spick, dago, wop, mick, kike, wetback.

2. Avoid using dialect, such as faith an’ begorra (Irish). dese and dem (Brooklyn),
you-all and suhs (Deep South), jolly good show, {English), ach and ja (Ger-
man), mamma mia (Italian), velly-velly (Chinese).

Newscaster Ulmer Turner
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3. Avoid profanity and obscenity. (Newspapers can be subtle and use dashes.
“He called hima —— — — — — —— — — " or “War is h— — —." Elec-

tronic reporters must either invent their own subtleties or avoid even implying.
4. Beware of stories about epidemics, riots, ghosts, miraculous cures, invasions
from other planets,-and predictions of the end of the world.
5. Never broadcast rumors, even to deny them.
6. Remember the jingle of the British editor:
“Thrice blessed is he whose statements we can trust,
But four times blessed is he who gets his news in fust.”

A Newsman’s Prerequisites

Paul White, for years the aggressive news director for the entire CBS
network, once said that the radio-TV newsman needs integrity, curiosity, energy,
good health, intelligence, objectivity, resourcefulness, “and the ability to
survive innumerable toasts at a Russian banquet.”

Why the Electronic Impact

Harry Reasoner, one of the top CBS newsmen, once made these remarks about
broadcast-news in addressing a group of aspiring young broadcasters:

Broadcast-news if it is carefully and imaginatively built by people who believe
in what they are doing can dramatize the events of our time in a2 way no news-
paper or magazine can do. It has an impact when it is done right that should
give everyone connected with it a feeling of reverent respect. It can also be dull

and cowardly and inconsequential. If you come into the news-reporting fraternity,
see that it gets better.

What Makes for Success

Lowell Thomas, who broke into broadcasting in 1930, once gave the secret
of his third-of-a-century of newscasting success in these words:

I avoid gossip, scandal and as much crime as possible. One should first of all,
I believe, attempt to entertain. Except in time of war, crisis, plague or catastrophe,
information should be put across in the form of entertainment. A brilliant states-
man once told me, “My boy, you’ll win if you'll always buoy your philosophy on
a sea of humor.” I try to play the role of troubadour, giving the story of the day
by day adventures of mankind. I try to avoid mannerisms in my delivery. [ think
stylized speaking is good only as a novelty. It's all right for once-a-week broad-
casting, but it is tiresome if heard every day. I try to avoid the pontifical, both in
material and delivery, for some of my listeners always know more about the subject

than I do.

Shirttail
As the NAB puts it:

. we will succeed or fail as media of communication according to the skill,
accuracy, objectivity and speed with which we cover the news.

We must accept the responsibility of constantly improving our use of radio
and television’s reportorial tools — the microphone, camera and other technical
equipment — in covering public affairs.
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2.

Writing and
Broadcasting
The News

Foreign correspondents scattered around the world and reporters in every
corner of the United States feed an endless stream of news to the Associated
Press and its rival news agency, UPI. After being processed, rewritten and put
into language for the ear, this news is distributed to almost six thousand
radio and television stations over machines that resemble electric typewriters.
They click and bang and rattle away, day and night, activated by electric im-
pulses that come in over copper wires. These are the machines that enable
broadcasting stations to keep the public informed about what is going on at
all times and everywhere — in the next county, halfway around the world,
or even in QOuter Space.

But the six thousand stations do not all do the same thing with the endless
miles of yellow paper they tear from the machines. On some small, under-
staffed stations the one man who is combination station manager, staff an-
nouncer, receptionist, and engineer, may, once an hour, take the latest five-
minute news summary from the machine and read it into a microphone, con-
signing all the rest of what the machine has turned out to the wastebasket. At
the other extreme there are big-city stations employing what newspapers would
call rewrite men, who take the press association copy and use it as the raw
material for original news shows, which they write in their own style and in
their own language, playing up stories they decide are significant, putting a
local angle into other dispatches, brightening up a feature with a twist or phrase

the AP man in New York somehow didn’t think of.
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Something for Everybody

There are some radio stations so small that they may not even own a
typewriter and why should they, for there is no time for any sort of writing.
But there are other stations that turn out as much as a hundred thousand words
of original copy a day. This chapter will be of no interest to those two
extremes. It is meant, instead, for men and women who are working (or soon will
be working) on stations in between — stations in which at least some writing
is done.

Both AP and UPI supply a wide variety of material: 15-minute world and
national news roundups, five-minute world and national newscasts, one-minute
headline summaries, hesides bulletins and flashes when big news is breaking.
Then there are sports features, farm shows, weather news, market reports, science
news, religious programs, business news, women’s programs, commentaries,
news analyses, and even a disc jockey special. All this copy is designed to be
read just as it comes from the machine. But many large stations, in cities
where the radio-TV competition is keen, want to sound different from the
thousands of other stations getting this same material. So they employ writers.

Newscasters, Analysts, Commentators

The men who put news on the air can be divided into three general classifica-
tions: announcers, who are often called newscasters when they are doing a news
show; news analysts, who are supposed to broadcast “factual and balanced ana-
lyses of the news without direct personal editorial comment,” and commentators,
who generally have clearly defined opinions and range from far-right conserva-
tives to far-left liberals, and who are privileged to interpret the news from their
own personal points-of-view.

Whereas newscasters and even news analysts may be anonymous, a commenta-
tor is generally a newsman with years of experience at home and abroad, whose
name is well known, who has probably written books on foreign affairs. whose
background qualifies him to make comments on what has happened or is like-
ly to happen, and who is billed by his network or station accordingly.

In principle news analysts and commentators write all their own scripts,
although they often have writers to assist them. They select which news items
to use, concentrating on those that will provide springboards for their comments.

This Is How They Differ

The news analyst who does his job well does not rely entirely on the press
wire for his facts, but does some independent research. perhaps in the city library
or the station’s morgue. When he writes his script, he discusses the pros and
cons of the subject and gives all the various points of view, then permits his
listeners to make up their own minds on the matter.

The commentator will pad out the bare skeleton of news items he uses with
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some of the wealth of information he has, from having been in the place men-
tioned, from having known the persons involved, or from having studied the
situation carefully over a long period.

Some commentators will actually say: “I think that. . . .” or “My opinion
of the matter is that. . . .” Others will editorialize more subtly.

A newscaster or news analyst should never make predictions. A commentator
often will, on the basis of his own knowledge or on information he has re-
ceived from his own reliable sources.

A fair and conscientious commentator will make it clear to his listeners
which statements in his broadcast are factual and which are strictly opinion.
Some network commentator programs are divided by a station break and a com-
mercial or institutional announcement, to make the division between fact and
opinion even more clearcut.

Selection of News

The selection of what news items to include in any specific broadcast de-
pends on such factors as: (a) length of the broadcast, (b) time of day, (c) the
interests of the audience (for example, at 10 a.m. the average audience would
be predominantly women and this should affect the selection of news stories
for the program), (d) the material available.
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The radio newsman covering a local story has a much more difficult task
than a reporter on a local paper. Because he is working against time, he has lit-
tle chance to sort out his notes, analyze his thoughts, and decide what facts
to emphasize and what to discard and how to organize his story. Often he must
be on the air the minute he has finished writing his story. He therefore must
combine the skills of reporter, rewrite man and copy desk editor, for unless the
station is a large one, there will be no one to check his script before he makes
the broadcast.

Writing the Local News Story

Any child who has finished grammar school can write, but to write effective-
ly is both a science and an art. It takes experience and skill. Writing for radio
and television is quite unlike writing for the eye.

Let’s take it step by step, starting with putting the piece of copy paper
into the typewriter. Set the left hand margin at zero and leave it there permanent-

ly. Now type this line:
THIS IS FREDERICK JACKSON, STATION WCAB, ANYTOWN, BRINGING YOU ANOTHER

Those are ten average-length words. Notice that the right-hand margin now
reads 70. 1f when you start work each day you make sure your left hand mar-
gin is at zero and your right hand margin at 70, you can type fifteen lines of
script to a page and know that you will have a total of 150 average-length
words on the page, or one minute, at the average speed of the average an-
nouncer in reading average news copy. (Of course some lines will run a few
letters over 70 and some will run a few letters short of 70, but they will balance
out.)

Now set the machine for triple spacing. This will allow plenty of room for
making corrections and voice-marks.

If you are going to estimate the length of news scripts by counting lines.
do not indent for paragraphs. You can mark pauses and breaks in other ways.

{See Chapter 17.)

You Must Be Involved

To write a good story, for radio, television or any other medium, the reporter
should be interested as a person in the story he is reporting. He ought to feel
the urgency, pathos, excitement, humor or importance that makes the event news-
worthy. Then he must make the listener feel likewise.

But even more important is accuracy. Check and recheck all figures, facts
and name-spelling. Make certain you tell the listener the source of the informa-
tion. When accusations or charges are made, or controversial issues are dis-
cussed, be doubly sure you put all responsibility on the person making the
statements quoted.
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Remember Orson Welles

Be careful in handling inflammatory situations, such as racial disturbances
or situations which might contribute to community unrest. The same is true
for hurricanes, floods and tornadoes. If you sensationalize the news, you can
panic entire communities. Never go beyond the words of official sources.

Economic items are another sensitive area. The fact that employees have
been laid off at a local industrial plant should not tempt you to talk of re-
cession or depression or to hint that the plant may move or shut down. If
industry or union officials comment, their balanced statements are significant.
You must never go beyond the facts. You should always try to view the
entire picture, and keep it in sharp focus.

Hear How It Sounds

As you write the story read it aloud. This will assist you in getting the
proper meanings in your head and the proper inflections in your voice. It will
also give you an idea how it will sound on the air. Also, any tongue-twisting
words and phrases will be uncovered. (Sometimes they are difficult to spot just
looking at the typewritten copy.)

If you are writing a lengthy and involved story about the local mayor, for
example, and are reporting his views on a subject, you should identify the re-
marks as being the mayor’s several times during the story. The item might

start out: Mayor Smith said today that. . . . A little later he should be identi-
fied again by saying: The Mayor said. . . . or The Mayor added that. . . .
And again, several sentences later: The Mayor stated. . . . At the conclu-

sion of the story the remarks should be identified a final time as all having
come from the Mayor. Repeating the name so often keeps the listener from
being in any doubt about the source of the remarks. Also, any listener tuning
in late will not be perplexed.

A Suspect Is Not a Criminal

In writing about crime remember that under American law a suspect is
innocent until proven guilty. It would be safe to say: William Smith was arrested
and questioned. But it would be libelous to say Thief is caught! or Police have
found the criminal. When no indictment, information or warrant has been
issued, the story should be a simple statement of the actual facts: William
Jones was arrested and is being held in connection with the case. Remember,
until a charge is filed, circumstances do not usually permit more than a state-
ment that the police are holding whomever it may be for questioning in con-
nection with a crime that has been committed.

To Sparkle Is No Crime

Let us not look down our journalistic noses at the word entertaining. A
good news presentation must have plenty of sparkle. If it is dull. the listener
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may turn to another station. A reader who has paid for a paper or a magazine
may feel obliged to read it, but a listener is likely to tune out one station
and tune in another the instant he is annoyed by something. The newscaster may
have only a fleeting crack at the man who has his fingers on the dial.

Each item in a newscast should be short. The shorter, the more items, mak-
ing possible the variety that most listeners seem to like, even in a one-minute
news summary.

No news story on radio or television should contain too many ideas. Before
starting to write, pick out the most news-worthy feature of the story and forget
the rest.

Take advantage of the fact that radio is immediate in its reporting. Use
phrases like: Just a few minutes ago the mayor announced that. . . . or As
this program went on the air. . . . or: Just minutes before air time. . . .

Boy . . . Hit . . . Dog

When writing for the ear it is essential to remember that the mind of the
average listener may be on the cake she is baking, or the traffic light that is
about to turn green, or other distractions that leave you and your broadcast
with perhaps no more than 10 per cent of the listener’s attention. Also, the
listener cannot do as we all do when reading — occasionally go back and read
a sentence over again.

The simplest construction for the ear to take in is: subject, verh, object:
The boy hit the dog. When the sentence hegins with the subject, the ear
subconsciously listens for the verb. (The boy did what?) When the verb comes,
the ear and mind are ready for the object. (The boy hit whom?) After the
object has been given, a secondary fact can be added: after his mother told him
not to. If the adverbial phrase is put first, as sometimes happens in writing
for the eye, it becomes much more difficult for the ear and mind to follow
the thought. (Although his mother told him not to, the boy hit the dog.) And
so, in general, the more simple the sentence construction, the better.

Short But Not Choppy

Robert Louis Stevenson once wrote: “If there is anything said in two
sentences which could have been as clearly and as engagingly and as forcibly
said in one, then it’s amateur work.”

When writing for radio or television, treat words as if they were costing
you a rental fee of $10 per word. When you go over your own script with a
blue pencil, see how much you can save by eliminating unnecessary words.

Sentences should be kept short. But a broadcast entirely of short, choppy
sentences can be as annoying as the rhythm of machinegun fire. The good broad-
caster varies the length of his sentences — some short, some medium-long.

Most high school composition teachers and even some college professors
insist on complete sentences, but in radio there is no such rule. Often incom-
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plete sentences are the most effective. (There was no sound as the caisson bearing
the President’s body came in sight. Silence. Dead silence. Bare-headed crowds.
People weeping. And silence.)

Pronouns Are Dynamite

Pronouns in a radio script are as dangerous as dynamite. Shun them unless
they are absolutely necessary. There are always people just tuning in, who
have no idea whom you mean by he or she. Repeat the name or the title of
the person as often as necessary.

When writing for the eye it is acceptable English to say:

“After I finish this address, I am taking a plane for Texas,” the President
announced at today’s White House Conference.

But this would be bad broadcast-writing. Always put who said it before the
quotation, instead of at the end or in the middle.

At today’s W hite House Conference, the President announced: “After . . . etc.

(2]

Save the Superlatives

Adjectives should be used sparingly; adverbs even more so. It is enough to
say a woman is beautiful. It is not necessary to say very, very beautiful, or even
very beautiful. Superlatives are the most obvious characteristic of amateurish
writing. A rough Chicago city editor once wheeled around on a young reporter
who had just turned in a story about an underworld murder and in a voice drip-
ping with sarcasm said:

“Mr. Jones, I am well aware that this murder is one of the most important,
sensational, exciting, stupendous news stories of all time, and I am delighted
that you used so many superlatives in describing what happened, but you should
have saved just a few of them, because you are young and while it is doubtful
that a story to equal this murder will ever occur in your lifetime, it is just pos-
sible that you will live to see the second coming of Christ, and so you ought
to save just a few superlatives for that story.”

Active, Present Tense Verbs

Use active instead of passive verbs. (The policeman struck the prisoner is
better than The prisoner was struck by the policeman.)

Use the present tense whenever possible, (The President is in Anytown this
morning is better than The President came to Anytown this morning.) The
present tense gives a sense of freshness and immediacy.

Avoid writing into a script words that will be difficult to articulate on the
air. Especially is better than particularly. Sibilants like reminiscences are bad.
Words that look simple on paper, such as wrist and thrust, are difficult to
say aloud.

Use round numbers whenever possible. (Nearly nine million dollars is better

than $898,675).
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Write out one-word figures. (Eight dollars and ten cents. But: Nine dollars
and 97 cents.)

Use three dots to indicate a pause or a break in thought. (It rained today . . .
tonight it was still raining. Or: In Havana . . . Prime Minister Castro tonight
said . . )

We, Us and Ours Are O.K.

It is impossible to avoid all figures in news broadcasts, because often the

figures are the essential element of the story. (Ten dead in. . .. A five per cent
increase in taxes. . . .) But avoid figures whenever possible, because the ear

is not nearly as good as the eye in conducting figures to the brain.

The words we, us and ours are seldom used in newspapers, but they are ac-
ceptable on radio, because radio is a much more intimate medium.

Use words that are familiar to such people as the 16-year-old next door,
the man who delivers the milk, and the woman who cleans house for your
mother, because these people listen to radio, as well as the preacher, the doctor,
the lawyer and the president of the First National Bank.

If the nature of the story makes it necessary to use an uncommon word, ex-
plain its meaning parenthetically.

Qualify, But Carefully

It is dangerous to put a qualifying phrase at the end of a sentence. (The world
will come to an end in ten days, a speaker at the Rotary luncheon said today.)
The danger is that some listeners will turn off the radio, switch to another sta-
tion, or be interrupted before they hear the qualifier, and will quote the broad-
caster as the one who said “The world will end in ten days.”

But it is equally dangerous to put the qualifier at the start. During the Lind-
bergh kidnapping case. there were many rumors that the child’s body had been
found, days before it actually was. The wire services would put out a denial
and radio stations would put the denial on the air instantly:

THE NEW JERSEY STATE POLICE ANNOUNCED TONIGHT
THERE 1S NO TRUTH TO TIIE REPORT THAT
THE LINDBERGH BABY’S BODY [1AS BEEN FOUND

But hundreds, perhaps thousands of people, tuning in as the announcer was
taking a quick breath after the first two lines, heard only the last seven words
and excitedly passed the rumor around, thus starting a brand new rumor,
based on each listener’s absolute knowledge that he had heard with his own
ears a reputable newscaster on Station XYZ say:

THE LINDBERGH BABY'S BODY IIAS BEEN FOUND
Here are some other examples of bad radio-writing. Read these six items
first without a pause. Then read each one again, pausing for breath where it says
(pause). Imagine the shock some listeners would receive if they tuned in at the
pause and heard only the last part of the sentence. but assumed they had heard
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the entire news item. As in the Lindbergh example, it is not enough to have a
disclaimer or qualifying phrase at the start of an item.

The chauffeur of (pause) the well-known banker, John Jones, was arrested today,
charged with drunkedness, disorderly conduct and rape.

A bulldog owned by (pause) Mayor John early today bit several small children
and was shot by police.

The submarine christened last month by (pause) Miss Mary Robinson with a
full compliment of sailors ahoard disappeared in the waters of the Gulf of Mexico
today.

A client in the motel owned by (pause) Richard Herman disappeared this morning
after dropping a cigarette which set the motel on fire. Police are searching for him.

Private Detective John Smith, who once guarded the home of (pause) The
British Ambassador, Sir William Cholmondeley shot and killed himself today in
a fit of despondency over charges his wife had made against him.

Paris. Andre Citroen, the French (pause) Henry Ford died today in a hospital.

In writing radio news it is necessary to word each item so it cannot possibly
be misunderstood, no matter when a listener may tune in. The Lindbergh
item could have been written:

The rumor that the Lindbergh haby's body has been found is untrue.
The suicide item should have been written:

Private Detective John Smith shot and killed himself today in a fit of despondency
over charges his wife had made against him. The detective had once guarded the
home of the British Ambassador, Sir William Cholmondeley.

No Cliches, Please

Avoid bromides, clichés, stereotypes, trite expressions, hackneyed English.
A few examples. Don’t say someone was as pretty as a picture, or as fat as a pig,
or as fresh as a daisy, or as brave as a lion, or as stubborn as a mule, or as smart
as a whip, or as cool as cucumber, or as high as a kite. Such expressions may
have been considered scintillating the first time they were used. But that was a
long time ago. The main complaint against a cliché is not that it is a bad figure
of speech, but just the opposite. It was so apt and so good and was therefore
used so much that it became worn out through overuse. Either invent your own
figures of speech, or just say that she was pretty, fat, fresh, brave, stubborn,
smart, cool, or high.

It is common when typing to underline words for emphasis. But it takes time
to move the carriage of the machine, in order to underline. It saves time, which
may be precious to the broadcaster, if you capitalize words or phrases you
want to emphasize, instead of underlining them.

Don’t Call a Spade a Spade

Most books on how to be a good newspaperman list pages of trite phrases to
avoid. They should be avoided equally by those writing for radio and tele-
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vision. A few samples: conspicuous by his absence; skeleton in the closet;
needs no introduction; sweet sixteen; telling effect; thunderous applause; caught
like rats in a trap; call a spade a spade; time immemorial.

There are two theories about how a radio news item should commence. Some
broadcasting specialists say: ““Hit the story on the head in the first sentence;” ie.
Five hundred people were drowned in a flood today in. . . . Others advise
news writers to throw away a few words — a phrase — even a short sentence —
before giving the listener the hard fact, on the ground that it takes a listener a
few seconds to get oriented from the last item to this one. CBS, for example,
in its handbook, Television News Reporting, gives three examples of how to
communicate the meaning or significance of a story to the listener in the first
sentence, and then in the second sentence give the news itself:

Hopes for three new city schools suffered a jolt today. The city budget manager
said . ..

In Washington, still another hat is in the political ring. Senator Blurt announced
today that he is available.

The French are at it again. For the twenty-second time since World War I,
the French Government has fallen.

Skip the Five W’s

The maximum length of a sentence in a radio news script should be twenty
words. There are, of course, exceptions. But it is a good general rule that the
longer the sentence the more simple the grammatical construction should be.

Most newspapers want their reporters to answer the five-W questions in
the first one or two sentences of the news story. This rule does not apply to
radio and television news.

There is one danger in the advice that a radio-television newscaster should
try to sound as if he were telling the news to a group of friends in his own
living room. It is a good idea to try to write conversational English, but most
people’s conversation consists of dull, colorless sentences, well larded with
clichés and trite figures of speech. (After all is said und done . . . As luck
would have ir . . .) The solution, however, is not to call a cat a feline animal or a
fire a conflagration. There are some words for which there are no synonyms
and any attempt Lo create them makes the writing sound juvenile.

Because all hroadcasters are merchants-of-words, they should study how
language is constantly being enriched by other merchants-of-words. Walter
Winchell for decades coined expressions that were sparkling and incisive when
he first used them, although when others over-used them they quickly became
clichés. One of Winchell’s best was his description of two friends who were, he
said. closer than twenty minutes to cight. A radio movie critic once gave this
six-word review of Cecil B. De Mille’s Samson and Delilah:

SAW THE MOVIE. LOVED THE BOOK.
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Another critic, commenting on the work of the lead actress in a new play,
said:
SHE RAN THE GAMUT OF EMOTIONS — FROM A TO B

While originality and colorful language are to be encouraged, cuteness for
its own sake is out of place in almost any radio-television script.

Keep It Clean

Some veteran broadcasters take pride that their scripts, after they have
finished editing them, look as if a chicken with dirty feet had wandered back
and forth across the paper. A good broadcaster may be able to read such a
script, but, like a dog standing on its hind legs, while possible it is not very
pleasant. The young broadcaster should try to keep his script clean, to save
himself from fluffing. When pencilled corrections are necessary, they should
be written legibly enough for a stranger to read them, then there will be
no difficulties. Instructions for marking up a script have already been given
in Chapter 17. Here is one additional suggestion. When timing a script, use
colored pencils and draw a red line across the full width of the page at the
end of each minute, and a green or blue line at the end of each half minute.

Seript Arithmetic

The ability to type without looking at the keyboard is a decided advantage, but
touch-typing is not an essential skill. With two or four fingers, a man can type
forty to sixty words per minute, which is about as fast as the average news-
man is able to think what he wants to make his fingers say.

A newspaper reporter writes about 1,000 words a day. The average newspaper
rewrite man may go as high as 3,000 words a day. A radio newsman often
reaches 4,000.

The chart below will save a lot of figuring. The first column shows reading
speeds in number of words per minute. The second and third columns show
the number of words needed, at those speeds, for five-minute and fifteen-
minute news shows (minus a fifteen-second opening and a fifteen-second closing
in each case):

4.30 min. 14.30 min.
140 wpm 630 2,030
145 653 2,103
150 675 2,175
155 698 2,248
160 720 2,320
165 743 2,393
170 765 2,465
175 788 2,538

180 810 2,610
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Television Writing

There is one fundamental difference between writing news shows for tele-
vision and radio. If the TV news item is to be introduced merely by a back-
ground still picture, the writer can do the script almost as if there were no
visual. But if the text describes what the viewer is actually seeing, care must
be taken not to insult the intelligence of the viewer by telling him what he can
see that he is seeing. (If the Prime Minister is entering an automobile it is un-
necessary to say “He is entering an automobile.”) The CBS handbook has this
to say of television news:

The television news writer does not have an easy task. Working against time,
he has to produce scripts which are exactly clocked. In spite of limited show
time, he must somehow manage to cram in all the pertinent facts, often dealing in
twenty seconds with events which a newspaper covers in twelve column inches.

When Is It a Bulletin?

The staff member handling a station’s news operation must decide when a local
story breaks whether to use a bulletin, which would mean interrupting whatever
program is on the air. Two people have been killed in a local automobile
accident. In a large city like New York, a tragedy of this extent would not be
considered of such importance that it would be treated as a bulletin, but would
simply be used on the next program of local news, if the dead were people of
importance. However, in a small city the seriousness of the accident would
warrant bulletin treatment. All bulletins should be brief — not more than two
sentences — and should always end: “Further details will be carried in our
next regular local news program at such and such an hour.”

The cerder in which news is presented is a matter of local custom or style.
The general rule is to give international or world news first, then national, state,
and local news, in that order, concluding with a short human interest story.

Standards of Practice

All broadcasters and aspiring broadcasters should be aware of the provisions
of the code drawn up by the Radio and Television News Directors Association,
which states:

1. The news director, as a key figure in the broadeasting industry, has the public
interest as his foremost responsibility. His principal purpose is to keep the
public well-informed.

2. Complete coverage of the news is the news director’s prime objective and the
emphasis should be on scope and understanding, particularly as it concerns
the news within his own listening area.

3. Material selected for newscasts must he judged on its news merit alone.

4. News presentation must be accurate, factual, in good taste, and without bias.
Writer and newscaster should cooperate to avoid sensationalism in reporting,
writing, editing and broadcasting.

5. The use of the word bulletin should he limvited to labeling only those reports
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of such transcendental interest that they warrant interrupting the regular broad-
casting schedule. The word flash must not be used contrary to its historic meaning
in news coverage.

6. Commentary and analysis must he clearly identified in all news broadcasts.

7. Editorial material must not be mixed with factual news reporting, and when it is
used, it must be clearly labeled.

8. The race, creed, color or previous status of an individual in the news should
not be mentioned unless it is necessary to the understanding of the story.
9. No story, either wire copy, or locally written, should be used until the news-
caster has read it understandingly. The only acceptable exception would he a
late-breaking story of such importance that the news director or the newsman

on duty considers it is must for a news program already on the air.

Voicing the News

After compiling and writing a news show, the broadcaster should use the
dictionary to look up words about which he is unsure. Mark all break points and
underline important words that require special attention. Some newscasters
spend as much as fifteen minutes marking up a five-minute newscast. The
script should be rehearsed as many times as possible to minimize fluffs and
hesitations.

When presenting the newscast on the air, keep your voice active and color-
ful. No one enjoys listening to a passive voice. The newscaster’s voice should
also ring with authority.

Speed of Delivery

Two factors put a limit on the speed at which a radio announcer can and
should speak: (a) the maximum number of words per minute he can make
his voice mechanism utter distinctly, and (h) the maximum number of words
per minute the listener can comprehend. An announcer can train himself to
rattle off as many as 100 wpm, but the average listener can only comprehend
about 150 wpm. Faster than that and the newscaster loses him; the listener
gets only a vague impression that something has happened somewhere to some-
body, for there is more to comprehending than merely hearing.

In his heydey Walter Winchell gave the impression of firing at his listeners
about twice as many words per minute as any of his colleagues. Actually his
word-count was less than that of many others doing news on the same network.
His trick was to shoot words out in machinegun style, in staccato accents, but
to take long pauses beween phrases. sentences and paragraphs.

Newscasters and even news analysts are supposed to broadcast in a complete-
ly neutral tone. They are to disclose no bias in the wording of their scripts
and they are also supposed to read their scripts in a neutral voice. (Even the
most innocent-looking script can be turned into partisan propaganda by voice
tricks. Senator Goldwater said that if elected he would not let the Pentagon
Building run the country, is a simple statement, but if a pause is placed before
and after the word said and if said is read with a sarcastic. rising inflection.
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political bias is injected into an innocent item. Commentators often do disclose
their attitude toward news by voice intonations.

1f a newsman is writing a script to be read by someone else, he should indicate
by underlining or capitalization the words that are to be emphasized. A classic
example of what improper emphasis can do is the story of the man who put
this sign in his window:

MY NAME 1S FINK

WHAT DO YOU THINK

I PRESS SUITS AND PANTS
FOR NOTHING

The sign attracted attention and brought in many clients, but when they
asked about the free pressing service, Mr. Fink would read the sign to them,
putting in the punctuation and emphasis:

MY NAME IS FINK.
WHAT DO YOU THINK,

1 PRESS SUITS AND PANTS
FOR NOTHING?

Voicing TV News

The TV newscaster’s main problem is to maintain eye-contact with his view-
ers. This necessitates skill in the eye getting enough ahead of the voice to
permit looking at the camera every x number of seconds. Some TV newsmen
manage to ad lib remarks now and then that add to the informality of the
program and help establish a better rapport between broadcaster and viewer,
but it can be disastrous for anyone who is not an experienced professional.
The good TV newscaster must be able to give the impression that he is the
master of the slides, maps. film clips and all the other visuals being used; not
the reverse.

Gadgets, Gimmicks & Competition

If rivalry between broadcasting stations is intense (in Atlanta, Georgia,
population less than half a million, there are, as the Encyclopedia goes to press,
28 competing radio and television stations) the news departments may offer
each other considerable competition. Many stations use sound effects, filter
microphones for datelines, echo chambers, the sound of a telegraph key or a
teletype machine at the opening and close of the news program, and/or between
each item, or other more original gadgets and gimmicks, in an effort to attract
an audience.

Beeper phounes are used by many stations for spot coverage. There is no
longer any listener-antipathy to news on tape, and so more and more tape
recorders are being used. By judicious editing of tape, the guts of a long
interview can be excerpted and used in a news show.

The Huntley-Brinkley format has been copied in many cities around the coun-
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try, with two, three and even four newsmen throwing the ball back and forth to
each other. This often makes for pleasing variety.

News shows can be sparked in many ways: by short man-in-the-street in-
terviews, round-table discussions of news developments, direct reports from the
scene of news developments, in-depth reporting by experts on matters in the
news.

It should be remembered, however, that radio and TV news reports will lose
their believability if they are turned into three-ring circuses.

News broadcasts are and should remain informational, not “entertainmental.”

Tips from the Pros

1. Don’t use stories of local accidents in which the victims are as yet unidenti-
fied. Wait until all identifications are made and you can announce names of
victims. (See warning in Chapter 20 about using names of deceased.)

2. Don’t bother about ages of persons involved in the news, unless the age
is a factor in the story. (An exception: listeners like to know the age of
the deceased. )

. Morbid detail, especially in crime and sex stories, should be avoided.

4. Keep it fair and factual.

W




International
Reporting.

Zanzibar, a spice island in the Indian Ocean, was no more, no less than
a word out of exotic novels to most Americans — until 1964. One day in
January of that year revolution broke out, the Sultan was overthrown and driven
into exile, and the predominantly Arab government was veplaced by Russian,
Communist Chinese and East German experts. For a split second in history the
eyes of the world were focused on this dot of land just off the southeast coast
of Africa.

America was interested because on Zanzibar we had an important satellite-
tracking station. What would happen next? In the three-way struggle to estab-
lish or maintain a foothold in this strategic spot, who would win out: the
Communist Chinese, the Russians or the Americans? The story was Page
One in the newspapers, a colorful spot for television, and was worth at least
a hundred words in every five-minute news roundup for days.

And so men with tape recorders, cameras, transformers, portable lights and
other equipment set off by plane from the nearest broadcasting centers (Johan-
nesburg, Cairo or Rome) and within hours the color of the story — told by
words and pictures — was being served up to America over thousands of tele-
vision and radio stations.

Broadcasting the Wars

The most glamorous and the most dangerous part of international reporting
is covering violence in its many forms: war. revolution, insurrection. uprisings,
rioting, and other major and minor blood-letting. Radio has covered four im-
portant wars: the Spanish Civil War, World War 11. Korea and Vietnam. Tele-
vision’s first war, which from the start she covered brilliantly, was the fight-
ing in Vietnam.
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Howard Tuckner, NBC, covers funeral at Ruddhist pagoda in
Vietnam

ABC’s Peter Jennings in Vietnam
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Garrick Utley, NBC-TV, interviews American

troops following a Vietnam battle 1EC Wer Co'responde:t Lo_u Cw'ffz oA
Vietnam

NBC News Correspondent Ron Nessen interviews Premier Cao Ky
of South Vietriam
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CBS War Correspondent Dan Rathor War Correspondent John Lauvence, CBS
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Foreign Correspondent Charles Collingwood, CBS, in the Far East.

Foreign Correspondent Hughes Rudd, CBS, in Moscow.
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Foreign Correspondent Irving R. Levine, NBC, in Rome.
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It was exactly 25 years from the day H. V. Kaltenborn hid in a haystack
and broadcast the noises of battle between Spanish Fascists and Spanish Re-
publicans to television’s first real documentaries and news shots, which came
out of Vietnam in 1963. Between 1938 and 1963 a great many American radio
and television war correspondents were shot up, captured by the enemy, blown
off ships, killed in plane accidents, or met death in other ways as they struggled
with censors, communications problems, weather and unsympathetic military
commanders, to keep America informed about what was really going on. Those
who survived were decorated with medals, wrote best-selling books, became
lecture-platform favorites, and achieved top success in still other ways,

Wars Made Some Men Famous

The late Edward R. Murrow, who rounded out his career as head of the
United States Information Agency, might never have won renown had it not been
for World War II and his memorable broadcasts from blacked-out London.

William L. Shirer, who achieved both fame and fortune as the author of
Berlin Diary and The Rise and Fall of the Third Reich, is another veteran of
the CBS staff of war correspondents.

Walter Cronkite, now one of the most respected and best paid men in tele-
vision news, first made a name for himself in World War 11. He landed with
allied troops in North Africa, took part in the D-Day invasion of France as an
accredited war correspondent, dropped with the 101st Airborne Division in
Holland, and was with the U.S. Third Army in the Battle of the Bulge.

ABC’s Howard K. Smith covered the allied sweep through Europe and was in
Marshal Zhukov’s headquarters in Berlin on the day in 1945 when the Ger-
mans surrendered to the Russians.

NBC’s Merrill Mueller was the voice of the world radio pool on two historic
occasions: the D-Day landing in Normandy and the Japanese surrender on the
USS Missouri. In addition to World War II, he reported the Vietnam fighting,
the Korean war and the Spanish Civil War.

Go down the list of the top men of radio and television news today. Nearly
all of them have been at sometime in the past foreign correspondents or war
correspondents.

How Radio-TV Covers the World

In addition to being served by the worldwide facilities of AP and UPI, most
American radio and television stations belong to one of the networks, and all
networks (as well as some individual stations) have bureaus abroad in such
key cities as London, Tokyo, Paris, Rome, Johannesburg, Cairo. In each of-
fice there may be from one to five Americans, plus some local staff. Their
lives are seldom dull. Their home offices keep them constantly on the jump.
If there is no big story breaking in England, for example, a broadcast crew
may be sent from the London bureau to cover a crisis somewhere in the Mid-
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dle East. Thanks to the jet age, nowhere in the world is more than a few hours
by plane from the nearest American network office. Once out on a story —
no matter whether it is a war, a disaster, an election or a revolution — the
broadcast reporters and photographers may have to go with little sleep for
days — sometimes weeks.

When operating from their home base, they do their actual broadcasting from
the studios of the state-owned radio network of the country. In London, for
example, BBC studios are often used. Or sometimes a commercial hookup is
arranged. Headquarters in New York will order up a circuit and inform the
bureau abroad by cable, which may read like this:

CIRCUIT 20.30 ONE MINUTE 30

The minute and a half broadcast is often used live in America, although
tape recordings are always made in New York of all foreign broadcasts, be-
cause if the bulletin is hot enough it may be used over and over again on news-
casts, until it is superceded by a report of the next development.

Foreign Correspondent Tips

Here are some miscellaneous tips for broadcasters who aspire to a foreign
assignment:

1. You must learn to keep abreast of developments in every corner of the world,
so that if you are interviewing a man, for example, about the international
water shortage situation and he mentions Hong Kong, you have at least a
vague idea about the water situation in Hong Kong.

2. You must have some knowledge of the events of the immediate past, so that
if, for example, you are interviewing King Hussein of the Hashemite King-
dom of Jordan and he says he is afraid he may meet the same fate his grand-
father did, you know he is referring to the fact that King Abdullah, his
grandfather, was assassinated by one of his own countrymen years ago.

3. You must become a genius with a stopwatch. When we were broadcasting
from London during the war, we would wear earphones over which we could
hear New York. It worked this way: Our voice would go from London by

land line to a BBC transmitter — maybe in Liverpool, Birmingham or Man-
chester — they kept changing transmiters, to keep German bombing planes

from riding in to London on the radio beam. From the transmitter the voice
would go almost 3,000 miles across the Atlantic to the tip of Long Island,
then by land line into the RCA Building in New York City, and then it would
be fed back, over that same route in reverse until it got to London again.
The time it took for the 6,000-mile trip was a fraction of a second. 1f we
were saying “Kalamazoo,” about the time we reached zoo, in the earphones
we would hear our own voice saying Kal. The purpose of the feed-back
line was so that New York could give us a go-ahead signal to commence
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talking, and, also, so New York could talk to us, while we were actually broad-
casting. Often a voice from the NBC control room in New York would come
on, saying, “Tokyo’s coming up early, so cut 30 seconds. Switch to Tokyo
at 20.30.15 instead of 20.30.45.” It takes quick thinking to keep right on
talking, while trying to figure out Just what to cut, in order to sign off at
precisely the right second.

4. In your spare time, try to learn one foreign language well. If you have al-
ready studied a foreign language in high school or college, converse with
someone in that language as often as possible. It will double your chance of
success abroad if you know even one foreign language.

. Become a past master at the technique of interviewing.

First, Whom to Interview? The prime consideration in picking some foerign
dignitary to interview is that he must be able to speak English. Several years
ago I took a tape recorder to Africa and tried to get an interview with the
head of state in each country I visited. 1 succeeded quite well until I came
to little Mali. Because Mali had been a French colony, those who spoke any
foreign language at all spoke French. I tried the President, then the Prime
Minister, all the cabinet members, the mayor of Bamako, the capital city, the
chief of police, and the owner of the only hotel. Finally I got down to taxi
drivers and hotel clerks. But no one in the entire country, as far as I could
discover, spoke English. French, maybe. English, sorry. So 1 left, without
anything on tape but my own voice. Another rule about whom to interview:
the man must be so important a personage that anything he says is worth
recording, or what he says must be so important that it doesn’t make any
difference whether he is a personage or not. If you could have obtained a
tape interview with Winston Churchill a few weeks before his death it would
have been carried on every radio station in America, even if he had talked
about nothing more vital than British weather, whereas, if some French of-
ficial were to give you an interview in which he announced that starting tomor-
row American commercial planes would no longer be permitted to land on
any French airfield, that broadcast would also be a sensation, even if no one
had ever heard the name of the official making the announcement.

Next, What to Ask? The day has passed when smart-aleck reporters would ask
a Nobel Prize winner in physics, on his first visit to America from Europe,
what he thought of American women’s hats or legs. We are more mature,
more serious, nowdays. A reporter — especially a foreign correspondent —
must ask questions in depth about matters on which the interviewee is an
expert. A good interview will always make news. For example, in interviewing
the leader of an African country at war with another African country, an
astute reporter might ask a leading question about whether the leader would
be willing to sit down for a peace talk with the head of the rival country. If
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he were so say “Yes.” it would be big news. Even if he were to say “No,” it
would still be a story. Many a top-of-the-news broadcast has been produced
by a reporter asking the Provocative Question.

Next, How to Ask It? lIn interviewing foreigners, it is essential that the
professional broadcaster ask his questions slowly and in simple English. 1f
there is any danger that the listening audience will have difficulty in under-
standing the reply, it is well for the interviewer to repeat the reply. For example:

Q. Mr. President. do you think war between your country and Bolivia is likely?
A. I think it is very, very porutznsgi. . . .

(). Mr. President, did we understand you correctly? Did you say that you
do think that war is probable?

Now, Where to Do the Interviewing? Nothing gives such an air of authenticity
as sound effects. 1f vou are interviewing the winner of a famous European auto-
mobile race just after his victory, it helps to hear the sound of automobile en-
gines in the background. An interview during a revolution is spiced-up if
there are sounds of shooting in the background. But watch out that the sound
effects do not ruin the entire broadcast by drowning out the words of the per-
son being interviewed.

Here are a few more tips on interviewing: Many foreigners are not as
microphone-conscious as American officials and may not realize what happens
w