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PREFACE

The present volume is the first attempt on the part of psychologists
to map out from their own point of view the new mental world created
by radio. There have been previous investigations of special psycho-
logical problems related to broadcasting and to listening, but these,
conducted in separate and disjointed fashion, have not succeeded in
giving a view of the subject as a whole. With but a few years of expe-
rience behind us and with the certainty of continuous changes ahead,
it is not easy to prepare a comprehensive survey of the psychology
of radio. Omissions are inevitable; complete prevision is impossible.
Nevertheless, to give the subject its first psychological setting, to list
some of the principal problems encountered, and to study a few of
these with new methods of research, are justifications enough for our
volume.

Social psychology can no longer pretend, as it once did, to solve
the problems presented to it with some “simple and sovereign” formula,
or with a small handful of theories concerning the instincts or folk-
ways of mankind. The science has passed beyond the stage of a priorism.
Definitely, if tardily, it is now committed to painstaking research, di-
rected toward single and salient issues within its vast subject matter.
Its advance can no longer be measured by the number of textbooks
annually produced, nor by the mere plausibility of its pronouncements.
The progress of social psychology must be determined, rather, by the
incisiveness and validity of its analysis of significant social problems.

The radio is a recent innovation that has introduced profound altera-
tions in the outlook and social behavior of men, thereby creating a sig-
nificant social problem for the psychologist. Radio is an altogether
novel medium of communication, preéminent as a means of social
control and epochal in its influence upon the mental horizons of men.
Already its ramifications are so numerous and confused that the psSy-
chologist hesitates to take the risks of error and misinterpretation be-
setting a subject so intricate and so new. But a beginning must be
made some time, and in the interests of scientific knowledge as well
as of practical public policy, the sooner the start is made the better.

Part [ is an analysis of the general psychological and cultural factors
that shape radio programs and determine the responses of the listeners
to these broadcasts. Part II reports five separate experimental investi-
gations in which the mental processes of listeners are studied under
conditions of scientific control. In this part, brief summaries of the
experiments are placed at the beginning of each chapter to aid the
reader whose interest does not extend to the detailed procedures and

vu



viil PREFACE

interpretations contained in the full report. Since so many of the find-
ings reported in Part II depend upon important variables and since
single statements taken out of their contexts may be easily misapplied,
the reader who is interested in using these results is advised to do so
only with due regard to the stated qualifications and conditions.

For practical applications of the experimental work, it would be
safer to consult Part III which summarizes our findings for the lay-
man and for the professional broadcaster. Part 11I also undertakes to
apply the experimental results, so far as they are pertinent, to the solu-
tion of several perplexing problems that face educators, advertisers,
listeners, and psychologists.

In the past decade many writers and many listeners have formed
opinions concerning the proper use and control of radio. Some of these
opinions reflect a mature and studied analysis while others are mere
prejudices. How radio may best be utilized is a question which legis-
lators are bound to face in an era of changing social values. The prob-
lem is one of enormous complexity, involving political and economic
issues as well as matters of technique and organization. Since the psy-
chology of radio is the psychology of the listener and since the listener
is also a citizen, an understanding of his tastes and habits and a knowl-
edge of the way radio affects his everyday life are prerequisite to an
intelligent determination of how this medium should be controlled.
The data here gathered may ultimately aid those public officials whose
duty it is to see that radio achieves its greatest social usefulness.

Without the generous assistance of many representatives of the
radio industry our studies could not have been carried out. The
broadcasting equipment used in the experiments conducted in the Har-
vard Psychological Laboratory was loaned and installed by the Edi-
son Electric Illuminating Company of Boston (Station WEEI).
This station likewise permitted us to conduct certain of our experi-
ments from their studios. The Westinghouse Station (WBZ) in Bos-
ton allowed us access to files and furnished us with much valuable
information for our analysis of programs. The Columbia Broadcasting
System showed us unusual courtesy, and aided throughout the course
of our studies with information and advice. It was especially in their
New York studios that we had the opportunity to study the arts of
broadcasting at close range. Among the officials of the Columbia Broad-
casting System to whom we feel especially indebted are J. J. Karol,
P. W. Kesten, Courtney Savage, Knowles Entrikin, John Carlile,
Donald Ball, Nila Mack, Helen Jolinson, Charles Speer, \V. J. Fagan,
and [Howard Barlow. For similar kindness and assistance we have to
thank certain members of the National Broadcasting Company, par-
ticularly Franklin Dunham and Frances Sprague. Mr. H. A. Bellows,



PREFACE ix

Chairman of the Legislative Committee of the National Association
of Broadcasters, and Mr. E. C. Buchanan, of the Canadian Radio Com-
mission, provided us with important data concerning commercial and
governmental policies and practices. Although we have learned much
that we have included in this volume from all these experts, and have
at times borrowed from their experience and their interpretations, they
are not responsible for the statements and conclusions contained in this
study.

The experiments reported in Part II required a great deal of as-
sistance and collaboration. Throughout all of the experimental sessions,
Dr. C. E. Smith was in charge of the control panel and his constant
and skillful aid was strategic to the entire research. Serving as an-
nouncers and speakers were more than thirty associates, among whom
we would mention especially Dr. H. D. Spoerl, Mr. C. A. Engvall,
Dr. D. W. MacKinnon, and Mr. G. E. Brooks with his colleagues and
students from the Emerson College of Oratory. Besides the authors,
the principal experimenters were Dr. M. E. Carver, George Houghton,
M. Sherif, F. T. Brown, and William Baker. For assistance in arrang-
ing certain experiments we are indebted to Station WEEIL, to Dr.
Kathryn Maxfield, of the Perkins Institute for the Blind, to Dr. A. A.
Roback, of the Massachusetts University Extension. For assistance in
the treatment of our data we are obligated to Miss Charlotte Croon.
Dr. Dwight Chapman and Dr. P. J. Rulon aided with advice on prob-
lems of statistical procedure. For gathering data, we are indebted to
several of our own students who distributed and collated over twelve
hundred questionnaires. If we were to mention the listeners who par-
ticipated in the numerous parts of our study, giving us the benefit of
their judgments and services as experimental subjects, we should have
to add over two thousand more names.

It was often necessary to seek advice and assistance of those who had
acquaintance with some special phase of our subject. Help of this type
was generously given by Clifton R. Reed, of the American Civil Liber-
ties Union, by W. H. Mullen, of the Crowell Publishing Company, by
J. L. Swayze, by Dr. E. P. Herring, of the Department of Government
in Harvard University, by Professor T. H. Pear, a pioneer investigator
in the psychology of radio in Great Britain, and by Mrs. Rupert Emer-
son who aided with translations from Russian. For their assistance as
observant and critical listeners or as readers of the manuscript, we are
indebted to C. E. MacGill, A. L. Gould, M. K. Lyman, Robert Brad-
lee, and G. Radlo.

The studies were executed and prepared for publication with the fi-
nancial aid of the Committee on Research in the Social Sciences at
Harvard. One of the studies included in this volume, Judging Per-
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sonality from Voice, had previously been published and permission to
reprint it with changes and enlargement was kindly given by Dr. C. C.
Murchison, editor of the Journal of Social Psychology. While our
work was under way we received assistance from the reports and
publications issued by the Bureau of Educational Research, Radio Di-
vision, at Ohio State University. The Yearbook of this Bureau, Edu-
cation on the Air, supplies investigators with information concerning
research in progress at various centers. Through the untimely death of
Dr. F. H. Lumley, an active member of the Radio Division and author
of many studies, the psychological investigation of radio has lost an
ardent advocate and contributor.

July, 1935 H.C.
G. A.
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THE MENTAL SETTING OF RADIO
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RADIO: A PSYCHOLOGICAL NOVELTY

ADI0 is the child-prodigy of human inventions. Born less than a
R generation ago of intellectual and commercial genius, it has al-
ready grown from the insignificance of an embryonic idea in the minds
of technicians to the stature of a Goliath in industry and public affairs.
Vigorously endowed and shrewdly directed, it has developed sturdily,
and with lightning speed has fashioned for itself a place in our national
life as important and secure as that of two other spectacular but older
inventions, the automobile and the moving picture.

Broadcasting companies, conscious of their sudden acquisition of
power, have issued embossed brochures which portray with charts,
pictograms, and figures of many ciphers the impressive story of radio’s
growth. They tell us that in this country 100,000 persons are now
employed in the radio industry, that 78,000,000 of our citizens are
more or less habitual listeners, that more than 20,000,000 of them often
listen simultaneously to a single broadcast, and that 21,455,799 homes
are equipped with receiving sets. Most of us have already heard the
sound of a bell striking the hour in Westminster, and a voice issuing
out of the fastness of the antarctic. We realize that the day cannot
be far off when men in every country of the globe will be able to
listen at one time to the persuasions or commands of some wizard
seated in a central palace of broadcasting, possessed of a power more
fantastic than that of Aladdin.

Romantic souls thrilled by these marvels wonder, as they turn the
dials, what the world is coming to. More practical souls invest their
savings in one of the few still expanding industries of the day, and
if they are manufacturers or merchants, they hasten to purchase for
advertising purposes a time-space segment of the ether from those who
now control it. Reflective souls, on the other hand, survey the rapid
growth of radio with a feeling of helplessness and dismay. This gigan-
tic industry, they realize, represents a technological advance and a
commercial achievement of the first magnitude. They know, too, that
it is an agency of incalculable power for controlling the actions of men,
that it marks a revolution in communication, and that it is a gigantic
tribute to human enterprise.

What they do not know, however, and what they would like very
much to know, is the reason for the tenacious grip that radio has so
swiftly secured on the mental life of men. If radio had not somehow
satisfied human wants, it would never have attained its present popu-
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4 THE PSYCHOLOGY OF RADIO

larity. For it is only the interests, the desires, and the attitudes of the
listeners that can vitalize the vast inhuman network of the air. The
technical and managerial aspects of the radio are much discussed and
generally well understood, but the human factors upon which every
radio policy is based, and upon which radio as a social institution
rests, are for the most part the subject merely of guesswork.

The really important problems of the radio now are psychological
problems. Why do people like to listen for hours on end to the im-
personal blare of their loud-speakers, or is the blare for them not so
impersonal after all? What do they like best to hear, and how much
do they understand of what they hear? What is the most effective
way to address the listeners, to persuade them, to lead them? How
long will they listen, and what will they remember? Are the prevail-
ing programs adapted to the mentality of the listeners? Are the minds
of the listeners influenced more by what they hear on the radio, by
what they see on the screen, or by what they read? Does the broad-
casting of concerts and church services keep people away from con-
cert halls and places of worship? Floods of such questions occur to
us and we turn expectantly to the soctal psychologist for answers.
But the radio revolution caught the social psychologist unprepared,
and has left him far behind. Radio is a novel phenomenon, something
new under the psychological sun. It produces audiences of a size
hitherto undreamed of, and plays havoc with the traditional theories
of crowd formation and of group thinking. It eliminates the impor-
tance of the eye in social relations, and exalts the role of the human
voice and the auditory sense to a new pinnacle of importance.

Without a fresh beginning, adapted to the nature of the phenomenon
with which he must deal, the social psychologist cannot find answers
to the questions. The field is unfamiliar and the problems are unique.
The best he can do at the outset is to observe for himself typical
situations which the radio has created and from them frame strategic
questions and devise suitable scientific methods for an orderly attack
upon the labor which has fallen to his lot. Above all he must approach
his problem with a strictly objective and dispassionate attitude, leav-
ing to the reformer and the legislator the duty of weighing the moral
and legal questions radio has created.

AN EVANGELIST AND HIS VOICE
A few years ago a well-known evangelist visited Boston. The large

hall which had been hired for his campaign did not accommodate half
the people who were attracted to his meetings. The enterprising man-
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agers had installed a microphone on the platform and a clear loud-
speaker in a second auditorium, nearly as large as the main hall and
situated directly below it. On one particular evening the principal
auditorium was filled to capacity half an hour before the scheduled
time for the service, and the lower half was filled almost as soon as
the upper. The overflow audience seemed to differ in no way from the
main audience. In both there were the usual loyal supporters, the well-
disposed suburbanites, and the customary admixture of curious on-
lookers.

Here was an ideal occasion for the social psychologist to begin his
observations on the psychological effects of radio. The situation pro-
vided for him a kind of “natural experiment.” There were two equiva-
lent audiences: one listening to the evangelist face-to-face; one hear-
ing his words distinctly, although unable to see him. In this respect
the situation represented the essential contrast between the traditional
type of audience and the modern radio audience.

There were certain differences, to be sure. In this case the radio audi-
ence was assembled in one hall, not dispersed in many homes. The
broadcast itself was local and private, not widespread and commercial.
Another important difference was the fact that the appeal of this broad-
cast was of a more emotional order than is customary over the radio.

In spite of the differences between the present situation and the
ordinary broadcast, the social psychologist hoped that by keeping his
senses alert he might learn some elementary things about the psycho-
logical phenomena of radio. For convenience of observation he took
his stand on the stairway connecting the two halls, and from this
vantage ground could make observations of the behavior of the two
audiences in close succession.

Now the two halls are filled. It is still ten minutes before the evan-
gelist will arrive. The massed choir begins singing familiar hymns
which, thanks to the admirable loud-speaker, are heard quite as dis-
tinctly by the overflow audience as by the principal audience. In both
halls there is a restlessness which subsides more rapidly in the audience
that can see the singers. Some members of the upper group join in
the choruses and soon many are singing. The lower hall remains silent
and impassive while it listens, in spite of the encouragement issued
into the microphone by the song-leader.

Finally the evangelist appears in the upper hall. There is a tumult
of applause, clearly heard by those in the radio audience but not pro-
voking them to any visible or audible response. Why should they
applaud when the evangelist can neither see nor hear them? There
is no possibility of give-and-take between the revivalist and his radio
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audience. The communication between them is “linear” rather than
“circular.”

As is customary with skillful leaders of crowds, the evangelist en-
gages at once in preliminary announcements, jesting, exhortations for
hearty singing, and flattering remarks to his auditors. And, likewise,
as is customary with docile crowds well disposed toward a leader,
the upper audience responds with increasing laughter and applause to
each successive blandishment. The lower audience is more resistant.
By the time the sixth hymn is sung (upstairs with abandon) a few
individuals downstairs are humming, but no one in the lower audi-
torium sings out the familiar words, even though many have their
hymnbooks open before them and all can clearly hear the singing of the
upstairs congregation. At one time when the evangelist makes an
artful witticism, there is loud laughter in the main group, but only a
few chuckles below. Those who chuckle subside quickly, some glancing
rather shamefacedly around. At a telling sally against infidels in gen-
eral and against a well-known agnostic in particular there is prolonged
applause above but only a few timid handclaps below.

Time has come for the collection to be taken, one of the two climaxes
of any evangelical service. After the preliminary appeals, the evan-
gelist suddenly shouts, “All those who are glad that I am in town,
raise your hands.” Nearly fifteen hundred hands are raised in the upper
hall, and only two in the lower. The evangelist immediately issues a
command, “Now while your hands are nice and warm put them in
your purses and give a large contribution toward the success of these
meetings.” The collection basins upstairs overflow with silver well
silenced by bank notes; downstairs they rattle loosely with copper and
nickel.

Soon comes the call for converts. The evangelist makes his most
emotional appeal. A lieutenant appears in the lower auditorium to invite
members there to go up the steps and “hit the trail.” There is an awk-
ward silence, then a fumbling for coats and hats. The group below
begins to disintegrate. Most of its members file out into the street, as
stolid as when they arrived. A few are drawn upstairs to see the man
and the musicians to whom they have been listening. None, so far
as can be determined, joins the forward-moving crowds into the aisles,
to seek salvation (or some other satisfaction) in shaking hands with
the evangelist. There is a striking contrast in the homeward move-
ment, the “depolarization” of the lower group, at the very time when
there is a climax of forward motion and continued polarization of the
principal crowd. With his major congregation the evangelist’s efforts
have been eminently successful, but with his radio congregation they
have utterly failed.
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THE RADIO ORATOR AND HIS CROWD

This episode might seem at first to lead to a surprising conclusion :
that the radio is a complete failure as an agency in forming crowds,
and that it is incapable of controlling mass behavior. But such a gen-
eralization would be too hasty. For reasons already mentioned this
situation was not entirely typical of radio. Nor was the evangelist’s
program designed for broadcasting. It was directed exclusively to the
visible audience. He spoke rapidly, more rapidly than is customary in
radio discourse. His speech was impromptu and therefore not well
organized, and his manner was abrupt, compulsive, and startling. He
worked for immediate rather than long-run results, for emotional
fervor rather than for future action. The members of the overflow
audience were aware that he was appealing primarily to the listeners
who were visible and not to them. Since they felt excluded they were
not responsive.

A radio spellbinder would have spoken quite differently. He would
have used less bombast and more artistry, less brute force and more
cunning. He would have directed his attention to the invisible audi-
ence and would have made each listener feel welcome as a member of
the circle. He would have aroused the listeners’ sense of participation
in the occasion. “Friends, this is Huey P. Long speaking. I have some
important revelations to make, but before I make them I want you
to go to the phone and call up five of your friends and tell them to
listen in. I’ll just be talking along here for four or five minutes with-
out saying anything special, so you go to the phone and tell your
friends that Huey Long is on the air.”

Such a clever opening makes each member of the audience a fellow
conspirator and does much to guarantee friendly attention for the
duration of the speech, especially if the discourse throughout is kept
on an equally informal plane. Colloquial language and homely Ameri-
can allusions help. Speaking of matters of government, Senator Long
does away with all formality and awe. The people are elevated to a
position of equality with high officials, or else the high officials are
reduced to the common level. ““They are,” Senator Long assures us in
plebeian tones, “like old Davy Crockett who went to hunt a possum . . .”

When the voice of the radio orator is as persuasive and self-assured
as that of Senator Long or of Father Coughlin the listener is likely to
believe that the statements he hears are true and that the solutions
offered for national ills are both dependable and basic. The diagnosis
offered is always simple: too many bankers and bank-controlled indus-
tries, too much wealth in the hands of too few people. Slogans point
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the way to salvation. “Share the wealth,” “Every man a king,” “Join
the National Union for Social Justice.” Do as you are told. It all seems
simple and obvious. Since the listener has identified himself with the
orator for the duration of the broadcast, he thinks as the leader thinks,
and the leader is careful to point out that he and the listeners are fight-
ing a common battle. The senator says, “You can reach me at Wash-
ington, D. C.” and Father Coughlin announces himself as “Your
Spokesman.”

A sound argument is always less important for the demagogue than
are weighted words. Senator Long has allied himself in his discourses
with God, King Solomon, Christ, the Pilgrim Fathers, Bacon, Milton,
Shakespeare, Plato, Socrates, and Abraham Lincoln. By the trick of
verbal juxtaposition the glory that is theirs is made to shine upon
him. Father Coughlin’s listeners are “‘brothers in Christ,” but bankers
are “grinning devils,” and Communism has a “red serpent head.”

To be effective a radio argument need not be sound nor complete,
but it must be well organized. It is generally much easier to list or to
outline the steps in a radio argument than in an argument heard at a
mass meeting. This is true not only because the radio speaker (owing
to the value of time) is better prepared, but because he realizes that he
cannot rely altogether upon the excitement of the occasion. Although
Father Coughlin treats his listeners to a few interludes of bombast,
he is as a rule remarkably explicit. His platform has- sixteen points,
a few of which each week give anchorage to his discourse. He reiter-
ates his main points, he uses numerous concrete examples, his recom-
mendations are specific. He tells his listeners exactly what legislation
to support and exactly what to do.

No crowd can exist, especially no radio crowd, unless the members
have a lively “impression of universality.” Each individual must be-
lieve that others are thinking as he thinks and are sharing his emotions.
The radio orator therefore takes pains to point out that the listener
is supported by vast numbers of people. In the course of an hour’s
listening Father Coughlin’s audience is several times made aware of
its size and power. It is announced that millions are listening, that
millions of letters have been received, that millions have joined the
National Union for Social Justice. The prestige of multitudes allays
our misgivings and supports our vacillating decision. Eight million
people can’t be wrong, and eight million follow this leader, so, too,
with impunity may L

Were it not for Father Coughlin’s feat in creating exclusively on
the basis of radio appeal an immensely significant political crowd, one
could scarcely believe that the radio had such potentialities for crowd-
building. In the case of Huey Long, of Mussolini, of Hitler, the leaders

RN
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were well known in advance, and the listeners had ready-made atti-
tudes toward these leaders that needed only to be intensified and
directed through vocal appeal. But in Father Coughlin’s case the
attitudes required creation as well as shaping. He was not a well-iden-
tified leader before he used the medium of broadcasting. His principles
were not known nor were they widely accepted. But even a leader
known through newspapers and popular discussion finds the radio the
most effective agency for enlarging his circle of supporters. After
only four radio appearances it is said that Senator Long received the
names of over 5,000,000 citizens for enrollment in his “Share Our
Wealth Society.” It took only a few months of periodic broadcasting
for Father Coughlin to secure his alleged membership of 8,000,000
in the National Union.

Significant though the radio undoubtedly is—when artfully used—
in forming opinion and in guiding action, it is in many respects unlike
all other media of public control. The massed assembly, the talking
picture, and the printed word likewise exert immeasurable influence
upon the thoughts and sentiments of the people. The unique psycho-
logical characteristics of radio will be seen more clearly if we com-
pare broadcasting with these older and better established methods of
leadership and control.

THE RADIO AND THE ROSTRUM

At a public meeting or lecture people usually object to sitting where
they do not have a good view of the platform. They are anxious to
see what the speaker looks like. If they are observant they notice the
way he walks to the platform, his stride, his carriage, the speed and
rhythm of his gait. When he is on the platform they examine his dress
and make more or less conscious judgments concerning his affluence,
his neatness, and his taste. They watch his face, perhaps decide that
he is a cheerful or a timid soul, that he is intellectual, hard-boiled, or
stupid. From his expression they catch moods and points of emphasis.
If he walks about, they follow his movements with interest; if he
twists his fingers, winds his watch, rattles his keys, clenches his fists,
or runs his hands through his hair, they gain various impressions of
nervousness or eccentricity. All the while they are aware of what he
is saying and how he says it, and their understanding of his message
comes through an inextricable blend of visual and auditory impres-
sions. As members of a congregate audience we are all habitual
watchers as well as listeners, often finding it difficult to follow the
thought of a speaker whom we cannot see.

If we hear this same speaker over the radio the constellation of
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visual cues disappears. Suddenly deprived of the sense of vision, we
are forced to grasp both obvious and subtle meanings through our ears
alone. Except for blind people, this is a curious and unnatural state
of affairs. Seldom before have we been dependent exclusively upon
audition. The cues for judging the personality of a speaker and for
comprehending his meaning have been immensely reduced. The visual-
auditory-social situation of the rostrum has been skeletonized until a
mere fragment remains.

A great many people supply with their own imagery some kind of
visual setting to supplement the bare auditory impression. They may
see in their mind’s eye the glamour of the stage, with its lights and
costumes, as a suitable setting for a radio drama; they may create an
imaginary appearance and set of mannerisms for the unknown speaker
or announcer. In order to enjoy radio humor they may find it neces-
sary to visualize the costume or blackened face of the comedian. The
large demand for tickets to studio-theaters where programs are broad-
cast is probably due as much to the desire to have a complete visual
impression of the performers as to curiosity concerning the technical
details of putting a program on the air. It is probable that the radio,
through giving practice in visualization, is helping to restore in adults
some of the keenness of imagery dulled since childhood.

The situation in listening to music is somewhat different. Its com-
prehension and enjoyment are not to any great extent dependent upon
our sight of the musicians or conductor. Long training with the phono-
graph and with other mechanical renditions of music has accustomed
listeners to its impersonality. It seems natural enough to hear music
over the radio, and musical programs, it will be noted, eclipse in pop-
ularity all other types of broadcasting.

The radio has completely freed the listener from the agelong con-
ventions of the rostrum. As long as he is in the physical presence of
an actor, musician, or speaker he is bound by a kind of “social contract”
to listen attentively and politely, or at least to refrain from overt ex-
pressions of disagreement or displeasure. Heckling and hurling are
distinctly bad form. In the theater the actor is not to be disturbed
excepting by laughter and applause which are encouraged for their
friendly effect upon the actor as well as for the relief they bring to
the spectator. It is a rule of civilization that the auditor, having con-
tracted to attend a public meeting, will show respect for the performer
even at the price of considerable irritation and boredom to himself.

It is otherwise with the radio audience. The listener may respond in
any way he pleases with no more constraint than that imposed upon
him by the few people who may be listening with him. He feels no
compulsion to laugh at stale jokes, to applaud a bad actor, or to cheer
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the platitudes of a politician. He is less directly under the sway of the
crowd situation, and so is able to form a more objective estimate of
the speaker’s points. He can flatly and impolitely disagree, and com-
ment as much as he likes without being considered ill-bred. If he
chooses, he can sing, dance, curse, or otherwise express emotions rele-
vant or irrelevant.

If he has no emotions to express, he can use the sounds issuing
from his loud-speaker merely as a background for some more inter-
esting activity. He does not hesitate to shove the radio performer out
to the very periphery of consciousness, or to pay attention to him only
when he pleases. He is not conspicuous if he reads or plays cards in
front of the radio; he would never do these things before a rostrum
or stage. He can even turn off the program abruptly (and often does)
when it loses its appeal. But it is not good form to walk out in the
middle of a lecture or a play.

This impersonality of the radio creates a marked distance between
the listener and the speaker. There is no direct interaction between
them. The listener does not as a rule feel that he is supporting the
speaker by his presence. A Protestant may listen to a Catholic priest
on the air although he might not attend the same speaker’s service;
a Republican may listen to a Socialist although he would perhaps never
be seen at a Socialist meeting. This freedom so congenial to the listener
is often a nightmare to the performer who knows neither how many
people are listening to him, how attentive they are, nor how well dis-
posed.

There can be no direct give-and-take between the radio performer
and his audience. If he is talking too fast, there is no way for the lis-
teners, through subtle attitudes or strained faces, to indicate the fact;
if some of his points are not understood, he has no cues which might
guide him to repeat or to elaborate his remarks; if his jokes fall flat, he
doesn’t know it. The facial expressions of auditors are potent aids
to brilliant discourse, for the ncds of agreement and sympathetic smiles
of appreciation encourage a speaker to express himself more nat-
urally and emphatically and to give freer reign to his latent thoughts
and feelings. The radio listener at times wishes to ask a question or to
express an opinion, but he is unable to do so. Sometimes he wishes
to have the speaker explain what he means, but he must forever remain
in ignorance unless he takes the trouble to write, and the speaker takes
the trouble to reply. There can be no resolution of the difficulties aris-
ing in the listeners’ minds during an address or an argument. There
can be no emergence of new ideas based upon free discussion during
or after a talk. This complete absence of “circular relationship” helps
account for the fact that speakers often seem to be less challenging
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F1c. I.—The social formation of the congregate assembly, showing circular relation-
ship between performer and auditors, as well as the influence of one auditor upon
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F1c. II.—The social situation in radio. showing the linear relationship between the
speaker and his auditors, and, excepting where listeners are grouped in their own
homes, a complete absence of social facilitation in the audience.
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and provocative in their discourse over the air than in a public
assembly.

A further difference lies in the fact that members of the radio audi-
ence derive little stimulation from one another. There is no touch of a
neighbor’s arm, no exhilarating influence of unexpected colors, per-
fumes, attentive postures, whispered comments, applause, and mere
animal warmth. Always present in coacting groups such influences
create what psychologists call “social facilitation,” an augmenting or
altering of the natural (solitary) responses of each individual mem-
ber. As a rule social facilitation results in an enhancement of activity,
in conservative and conventional judgment, in a labile attention, in less
individualistic and self-centered thought. It tends to make individuals
more suggestible, less critical, and more like everyone else. In the con-
gregate assembly our neighbor’s laughter enhances our own amuse-
ment, and what might have been only a titter becomes a genuine laugh.
At a political rally when we see others favorably impressed we tend
likewise to approve of the current opinion. The tension of other people
in the theater or concert hall reinforces our own tension, and their
appreciation magnifies our own.

Radio presentations come to us unaided by social facilitation. We do
not feel the compulsion to conform or to express the feelings that
others are expressing. We are less emotional and more critical, less
crowdish and more individualistic. Broadcasters have tried to supply
social facilitation artificially through the use of studio-audiences, whose
directed ‘“‘enthusiasm” and frequently forced laughter are heard in a
somewhat ghostly fashion by solitary listeners in their own homes.
This device, however, is only partially successful as a substitute for an
authentic group influence,

The absence of social facilitation is also important from the per-
former’s point of view. He can no longer depend upon the ready
laughter and applause of the jolly fat man in the second row to
help him create a more compact and sympathetic audience. There is
no self-exciting crowd whose members derive quite as much stimula-
tion and amusement from each other as from him. Deprived both of
the circular relationship between his listeners and himself and of social
facilitation among the members of his audience, it is no wonder that
the most experienced public performer often feels perplexed before the
unresponsive microphone. The social situation to which he is accus-
tomed is represented in Figure I, and the social situation of the radio
is depicted in Figure II.

By way of summary it may be said that the radio differs from the
rostrum and the stage in several important respects :
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It places a greater premium upon the use and interpretation of
the human voice.

It skeletonizes the personality of the speaker or performer.

It develops the use of imaginative completion of the situation
in the minds of the listeners.

It places music in the preferred position among radio programs.

It frees the listener from the necessity of conventional polite-
ness toward public performers.

It interposes a serious psychological barrier between the broad-
caster and his audience through the destruction of the normal
circular relationship.

It virtually eliminates social facilitation among the auditors
with the result that they are less crowdish, more critical and indi-
vidualistic.

THE RADIO AND THE TALKING PICTURE

With a weekly attendance of approximately 70,000,000, the talking
picture rivals the radio as a gigantic vehicle for reaching the masses.
But if merely the number of hours which American citizens spend
before the radio and the talking pictures are compared, the radio easily
wins in the competition. From data available, it may be estimated that
our countrymen spend approximately 150,000,000 hours a week before
the screen, but nearly 1,000,000,000 hours before the loud-speaker.
It is difficult to say whether this rough calculation signifies a greater
influence of the radio in forming the opinions, manners, and morals
of the public. For various reasons the influence of the talkie may be
considered to be more intensive if less extensive than that of the radio.

The talkie employs both sight and sound in all manner of effective
combinations and contrasts. It recreates both the song and the lark,
the fury and the battle, bringing both closer to the spectator than
he has ever experienced them in life. The talking picture needs neither
announcers nor captions. The dramatic integration of visual and audi-
tory experience is accomplished, and the impression is realistic and
indelible to the highest degree. The only features customarily lacking
to make the illusion of the screen complete are color and tridimen-
sionality. Producers have already learned how to add these embellish-
ments, but have at the same time discovered that they are unessential
to their audiences.

No one can claim that the radio is able to create an equally realistic
illusion. It is evident that human emotions cannot be so fully depicted
nor so long sustained in auditory presentation. The spectators before
the screen are able to identify themselves with the actors, and to lose
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themselves for hours in a gripping plot whose conflicts and solution
seem profoundly real and personal. By contrast, the radio seems to
deal merely with diverting trivia.

For some reason vision is more favorable than audition to the mental
process known as ‘“‘projection.” Even when all films were silent the
attention of the audience and its addiction to heart-throbs and passion
were phenomenal. The addition of sound to moving pictures has
scarcely enhanced their emotional appeal. Silent love-making is quite
as provocative as audible love-making. Until television is perfected it is
probable that the radio will not be able to arouse certain deeper emo-
tional complexes as effectively as does the moving picture.

There are other differences between the radio and the talkie. The
latter is designed to give the personality of the actor the fullest dis-
play. The star of the talkie is seen and is heard, and in a close-up can
almost be tasted. But the radio star is present only to the ear, and his
personal qualities and appearance must be left in part to the imagination.

Again, the talkie audience is to a certain extent self-exciting, al-
though, to be sure, social facilitation in a darkened picture palace is
much less than in a well-lit hall. Since the audience watching a picture
1s inevitably a congregate assembly, it is bound by tradition and con-
vention in respect to its conduct. Although neither the radio audience
nor the patrons of the talkie are in direct circular relation with the
performer, more of the conventional social influences are present in
the picture theater. But both are less personal, less human, and more
mechanical than the ordinary theater audience and the face-to-face
assembly.

The radio has the advantage of being a cheaper source of entertain-
ment. With a receiving set once in the home, it costs little in time,
effort, and money to turn the dials. Radio offers an easier escape from
unpalatable programs than the theater. It can also command the atten-
tion of more people simultaneously, thereby gaining immense prestige
in the minds of the listeners.

The radio is designed for the home, whereas the talkie provides an
escape from the restraints of the home. For this reason the radio is a
more “moral” agency. The radio is a modern substitute for the hearth-
side, and a family seated before it is obedient to its own conventional
habits and taboos. The radic dares not violate those attitudes funda-
mental in the great American home. It does not dare broadcast pro-
grams dealing too frankly with crime, rebellion, or infidelity. Away
from the home, before the silver screen, these same home-loving folks
may for a time shake off with impunity the very restraints which the
radio, as a visitor to the home, is hound to respect. The faithful wife
may identify herself for one unholy hour with the glamorous adven-
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turess, and the untalented, obedient son may escape from parental con-
trol to see himself as a dashing young hero proceeding from one amor-
ous and professional conquest to another. The talkie caters to those
sides of our nature to which the radio—as yet—does not strongly ap-
peal. In the darkened theater, where each spectator is free to drift by
himself into the succulent fantasy of the screen, he is unabashed by the
presence of others. The same fantasy displayed in the home under the
parlor lamps and the critical eyes and ears of the family would cause
feelings of guilt and embarrassment.

It seems impossible to decide which is the more influential medium in
American social life. Each of the two agencies is immensely important
in standardizing public tastes and values. The radio engages the atten-
tion of more listeners more hours a week, reaches more listeners at one
time, gives more varied programs, and touches more sides of life. The
talkie deals almost exclusively with fantasy, but deals with it in such
a way as to create an illusion of reality. It is more vivid, more personal,
more glamorous. The radio on the whole appeals to the practical inter-
ests of men, and the talkie to the repressed desires. Whether people are
more influenced by realistic mental intrusions or by absorbing day-
dreams of adventure, wealth, and delight—who can say?

THE RADIO AND THE PRINTED WORD

In America, where illiteracy is rare, nearly every person reads news-
papers, magazines, and books to some extent. Yet it is not uncommon to
ask whether the radio may not eventually supplant the printing presses
of the country. Publishers already complain that people are listening
to the radio so much that they no longer require so many novels for
diversion. Educators, both fearing a recession in the meager habits of
study and hoping for greater gains through a new mode of appeal,
have rushed to the microphone in the interests of public enlightenment.
The menace that the radio holds for the printed word cannot be judged
until their intrinsic differences are understood.

Most people read what they want to read. They choose their news-
papers, their magazines, or their library books more or less unaided.
No matter how eccentric his taste, a reader can usually find something
to satisfy his interests. Radio, on the other hand, caters to average
demands. It is too expensive to broadcast programs for the delectation
of individualists. Even the vaunted variety in broadcasting is strictly
limited by the common interests of large groups of listeners. If a
student is attracted to Byzantine culture, he must read about it or seek
out a lecture. If he wishes to know about the life of Goethe, he must
turn to books. Should he by chance find a program devoted to Byzan-
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tium or Goethe, it would be simplified to suit listeners whose interest
in the subject was neither as specialized nor as deep as his.

A man’s reading is fitted not only to his interests but to his con-
venience, while his listening must fit the convenience of the broad-
caster. In spite of the efforts to adapt programs to the average habits
of average citizens, no broadcaster can place his offering at an hour
convenient and inviting to all people. Even though a listener forms the
habit oftuning to a certain broadcast at a regular time, he often finds
it unpleasurable to adjust his mood to the occasion. The young house-
wife who is worried chiefly about a dessert for her evening guests is
not pleased at recipe hour to learn only about fillet of sole and pop-
overs. She consults her old reliable cookbook. The factory hand, just
laid off without warning, is in no mood to listen to a government
official telling him how much the status of labor has improved during
the administration. Instead, he picks up a pulp magazine for a few
hours’ escape from his misery. The printed word is a better servant
than the radio for the infinite varieties of human moods.

Not only may a man choose what he will read and the time to read
it, but he may read it at his own pace. A difficult passage may be read
slowly or twice in succession. If the pages ahead look uninteresting they
may be skipped. The broadcaster, however, forces the listener to keep
the pace thought best for the majority. He does not actually know what
this optimum pace may be, but he imposes his judgment in the matter
upon his public. Naturally the “right” speed will depend upon the
familiarity of the listener with the subject matter, upon his intelligence,
his interest, and his attentiveness. The best speed for one auditor is not
the best speed for another. Only when reading to ourselves can the
proper speed be found and maintained, or varied to suit our mental
state.

Radio broadcasting lacks the permanence of the printed page. The
listener cannot turn back and make the announcer repeat what he has
already said. Nor can he rehear the broadcast at a later date. He must
comprehend everything as it comes. If he misses a crucial point in the
discourse, he may lose the whole argument, and there is no help for it.
The broadcaster tries his best to make every idea clear by means of
illustration and repetition, but in so doing he aims only at the average
man, thus failing to reach the dullards and risking an insult to those of
superior intelligence.

The radio seems to suffer in comparison with the printed word, and
yet the case is not one-sided. Most people prefer listening to reading.
In the study reported in Chapter V, it turns out that nine out of every
ten people prefer to hear a political speech on the radio than to read it
in the newspaper. It takes less effort. In reading, one must first decide
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what to read; over the radio the decision is more limited and there-
fore easier. Tt takes trouble to obtain the particular book or newspaper
one wants; it is simple to turn the dial. The strain and effort involved
in the act of reading are greater than in listening. Therefore, if a
man is not a decided individualist, and is not particular about what he
hears, if he has no guiding interest in seeking out rcading matter, he
will sink contentedly before the radio and abandon his reading, perhaps
permanently.

Not only is the radio easy to listen to, it is likewise more personal
than the printed word. A voice belongs to a living person, and living
people arrest our attention and sustain our interest better than do
printed words. The very transiency of the broadcast possesses fascina-
tion. Printed words endure; they are polished and perfected, and lack
the spontaneity and human fallibility of the single performance. A
voice broadcasting news possesses an intimacy and eventfulness absent
from the evening newspaper. If the voice is that of a well-known radio
favorite, it seems friendly. We respond to it, and even obey its com-
mands. The voice of Seth Parker requesting a minute of silent prayer
in the course of his Sunday evening program has kept whole families
liushed until his voice again broke the spell.

Finally, the listener has an imaginative sense of participation in a
commion activity. He knows that others are listening with him and in
this way feels a community of interest with people outside his home.
He feels less lonely, especially if he is an invalid or if he lives in a
remote spot. Only in a vague sense is the printed word a social stimulus,
whereas the radio fills us with a “consciousness of kind” which at times
grows into an impression of vast social unity. It is for this reason that
radio is potentially more effective than print in bringing about con-
certed opinion and action.

The social psychologist concludes that the radio is by its very nature
markedly different from the rostrum, the screen, and the printed word.
It is a novel means of communication, provoking nowel effects in the
mental and social life of its devotees and requiring novel methods of
investigation.
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THE INFLUENCE OF RADIO UPON MENTAL
AND SOCIAL LIFE

PART from the invention of spoken and written language, which
A took place in some dim prehistoric time, there have been five
major innovations of method in human communication : printing, teleg-
raphy, the telephone, the cinema, and the radio.! Fach innovation has
been followed by social and psychological changes of a revolutionary
character. These changes, so far as the printing press, the telegraph,
and the telephone are concerned, are already a matter of record, chron-
icled and celebrated by historians and sociologists. To a certain extent,
although much less adequately, the epochal significance of the cinema
has been studied. But the changes wrought by radio are virtually
unrecorded, primarily, no doubt, because they are not yet fully
understood.

Many of the trends that followed the earlier inventions are being
speeded and augmented by the radio. The world has become even
smaller. The time elapsing between an event of public importance and
the popular response it arouses has become stili shorter. The clamor for
higher standards of living has been increased through more widely
disseminated knowledge of the world’s goods. And yet, as the preceding
chapter showed, radio is in principle a novel method of communica-
tion and has brought many effects peculiar to itself. It reaches a larger
population of people at greater distances than the other mediums, and
it reaches them both instantaneously and cheaply. Through its own
peculiar blend of personal and impersonal characteristics it relates the
speaker and the auditor in a novel way. These circumstances give it an
original character and produce social effects which in part are different
from those obtained by the older methods of communication.

The scientists who first mastered the acoustical properties of ether
did not know they were preparing a device that within one short genera-
tion would bind the earth in a universal network of sound, that would
be the greatest single democratizing agent since the invention of print-
ing. Nor could they have foreseen to what extent they were placing
public opinion and private taste at the mercy of entrepreneurs. Even
now we do not know the ultimate consequences of radio for civiliza-
tion. We do know, however, that certain important changes have

! Excluded from this list are the agencies of transportation, e.g., the locomotive, the
automobile, and the airplane, for these are primarily concerned not with the communi-
cation cf ideas but with the mobility of people.

19



20 THE PSYCHOLOGY OF RADIO

already been accomplished and that others are under way. But what
will happen after years of adaptation and as a consequence of future
inventions is a matter only for speculation. In the present chapter we
will record those social-psychological changes for which there seems
to be good evidence, although for some there is as yet no demonstrated
proof.?

THE DEMOCRACY OF RADIO

Any device that carries messages instantaneously and inexpensively
to the farthest and most inaccessible regions of the earth, that pene-
trates all manner of social, political, and economic barriers, is by nature
a powerful agent of democracy. Millions of people listen to the same
thing at the same time—and they themselves are aware of the fact.
Distinctions between rural and urban communities, men and women,
age and youth, social classes, creeds, states, and nations are abolished.
As if by magic the barriers of social stratification disappear and in their
place comes a consciousness of equality and of a community of interest.

This consciousness is enhanced by the fact that the radio voice enters
directly into our homes, and has a personal appeal lacking in news-
papers and magazines. It is enhanced, too, by the informality of the
voice, by its conversational rather than oratorical qualities. Although
bright lights and bombast in assembly halls have had their place in
democracy, they are artificial and do not create, as the radio voice does,
the impression of natural equality among men.

When a million or more people hear the same subject matter, the
same arguments and appeals, the same music and humor, when their
attention is held in the same way and at the same time to the same
stimuli, it is psychologically inevitable that they should acquire in some
degree common interests, common tastes, and common attitudes. In
short, it seems to be the nature of radio to encourage people to think
and feel alike.

Tt is true, of course, that mental differences between people are not
easy to eliminate. Nature itself has a way of preferring individuality
to uniformity, and the broadcaster knows that his unseen audience is
not, after all, of a single mind. Blandishments that will be meat to
some of his listeners will be poison to others. This fact creates a
problem for the broadcaster. He knows that he is dealing with a
heterogeneous audience and that in order to make his message effective
for all listeners alike he must discover and exploit the common de-

3The symposium Recent Social Trends (edit. by W. C. Mitchell, et al.. New York:
McGraw-Hill, 1033) lists without discussion (Vol. 1, 152-157) several social changes
for which the radio is in part responsible, The present chapter represents a critical
sifting and an elaboration of this earlier work.
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nominator of their interests. He cannot afford to be either high-brow
or low-brow, he must aim at the average intelligence, avoid subtlety and
sophistication, and yet if possible flatter his listeners. If he can please
them, they will accept his message. His problem is to please everyone
if possible, and if he can’t do this, to please the majority. Music is one
of the solutions to his problem, since music has universal charm. For
the rest, he learns how to use phrases and words as inoffensively as
possible. He avoids controversy, subtlety, and spiciness. He steers a
middle course and appeals to the middle class. He respects the principle
of majority rule. His technique is the technique of democracy.

One of the characteristics of a democracy is the ease with which
individuals acquire a “‘crowd mind.” The radio, more than any other
medium of communication, is capable of forming a crowd mind among
individuals who are physically separated {rom one another. (To a lesser
degree, of course, the newspaper does the same thing. But newspaper
readers do not have as marked an “impression of universality.””) The
daily experience of hearing the announcer say “This program is coming
to you over a coast-to-coast network” inevitably increases our sense of
membership in the national family. It lays the foundation for homo-
geneity. In times of potential social disruption the radio voice of some-
one in authority, speaking to millions of citizens as “my friends,” tends
to decrease their sense of insecurity. It diminishes the mischievous
effects of rumor and allays dread and apprehension of what is un-
known. Through the use of the radio on March 4 and 5, 1933, Presi-
dent Roosevelt unquestionably diminished the force of the financial
panic.

Heretofore “crowds” meant chiefly congregate clusters of people
sharing and giving expression to a common emotion. But now, as never
before, crowd mentality may be created and sustained without tiie con-
tagion of personal contact. Although such “consociate” crowds are less
violent and less dangerous than congregate crowds—the radio can
create racial hatred but not itself achieve a lynching—still to a degree
the fostering of the mob spirit must be counted as one of the by-
products of radio.

It is the federal and national type of democracy to which radio con-
tributes, rather than to the older form exemplified politically in the
town mecting and culturally in the church and grange. In underprivi-
leged communities the radio offers superior opportunities not only for
following the events of the world, but also for hearing musical and
educational programs of greater variety and hetter quality than the
community itself can provide. Every city dweller who has suffered
that familiar boredum which comes after a few days in a rural com-
munity has only to turn on the radio to realize how much stimulation
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it brings into the cultural wastelands of America. On the other hand, in
cities where theaters, symphonies, libraries, and universities are found,
the radio offers—as a rule—inferior spiritual nourishment. If it keeps
the city dweller from participating in these activities, it has a tendency
to level down his cultural outlook. And so radio reflects another of the
peculiarities of democracy: it equalizes the opportunity of enjoying
art, education, and entertainment, and at the same time makes their
level everywhere the same.

In a yet wider sense radio is an agent of democracy. It promotes the
interpenetration of national cultures. Canadians tune to American
broadcasts; the French may listen to Italians, Germans, and English as
readily as to their own countrymen. One continent hears another with
increasing ease. When the opinions, the songs, the dramas of another
nation are a matter of daily acquaintance, its culture seems less foreign.
Radio is no respecter of boundaries. Inherently it is a foe of Fascism
and of cultural nationalism. It presses always toward internationalism,
toward universal democracy. Dictators, it is true, and nationalists of
every description, may exploit the ether to their own ends, but in so
doing they are unquestionably perverting the natural properties of
radio.

RADIO AND THE STANDARDIZATION OF LIFE

Now we encounter a paradox. Radio brings greater variety into the
lives of men, and yet at the same time tends to standardize and to
stereotype mental life. Many topics have been introduced into men’s
circles of interest; they hear a great variety of opinion. There is enter-
tainment and education for all, and those who benefit most are those
whose lives are otherwise narrow. The resources of the theater,
the university, and the concert hall are made available to the poor, to
those who live in remote places, and even to the illiterate. Yet for all
the new horizons that it opens, for all its varied and stimulating diver-
sion, radio, for several reasons, is an agency that makes for stand-
ardization.

Not every shade of opinion can be put on the air, nor can every
variety of cultural interest be represented, although, as we shall see
in the next chapter, the degree of standardization varies in different
countries. If T am to enjoy my radio, I must adjust my personal taste
to the program that most nearly approximates it. I may choose to
listen to a political opinion that is somewhat, though in all probability
not exactly, like my own. I may choose music that is more or less
agreeable, but not exactly as I would have it. I constantly sacrifice my
individuality so that I may fit into one of the common molds that radio
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offers. If I insist on remaining an individualist, I shall dislike nearly
all radio programs. I may, on the other hand, choose my own books,
phonograph records, and lectures.

In its attempt to cater to the greatest possible number of individuals,
radio generally provides typical or modal programs. Music is played
because it is “jazz,” “sentimental,” or “classical”; opinions are given
because they are either “pro” or “con.” Everything tends to be cate-
gorical. The broadcaster attempts to provide a coarse net with which
to capture the favorable attention of many listeners at once. Subtle
shades of appeal are forfeited.

Suppose war is the subject chosen for broadcast, the chances are that
the speech will be one that is clear-cut in its support of militarism
(“preparedness”) or of pacifism. Think of the shadings of analysis
which the subject invites. There might be a dispassionate study of war
in terms of biological, psychological, economic, or historical concepts.
It might be discussed as a problem in instinct, conscience, propaganda,
or patriotism. All such subtler issues are submerged in favor of clear-
cut positions. It is as though people were capable of perceiving only
two colors, black and white, and were blind to all the shades of gray.
Left to themselves the listeners would evolve a large number of atti-
tudes, but under the guidance of radio the potential variety becomes
limited through sharply drawn points of view. One must take sides:
prohibition or repeal, Republican or Democrat, prostrike or antistrike,
Americanism or Comimunism, this or that. One would think that the
universe were dichotomous. Wherever sharp lines are drawn, the com-
plexities of life become oversimplified.

When both sides of an issue are given equal weight, this stereo-
typing is serious enough, but in practice the radio often favors the
emphasis upon only one opinion (for example, in the case of Com-
munism wersus Americanism). On many issues the radio is not ex-
pected to be impartial, but to favor one view only. This tendency grows
more marked, of course, in proportion as the mentality of Fascism
displaces the liberal tradition. The Nazi “evening hour” in Germany is
an example of the standardizing pressure of the radio carried to its
logical extreme.

The radio is likewise responsible, no one can possibly deny, for
further standardization of our habits of living. Experts tell us what to
eat, what to read, what to buy, what exercise to take, what to think of
the music we hear, and how to treat our colds. When the expert signs
off, the advertiser takes up the assault on individuality in taste and
conduct. (Over the air the distinction hetween the expert and the
advertiser is often intentionally vague.) Radio further emphasizes our
time habits. One of the outstanding characteristics of broadcasting is
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its punctuality. Like train despatching, it is on time. This doubtless has
an effect on the already conspicuous habits of punctuality and efficiency
in American life and will encourage such habits wherever radio
penetrates.

Radio is perhaps our chief potential bulwark of social solidarity.
It stems the tide of disrupting influences, and strengthens the ties that
are socially binding. It can organize for action in a few hours the
emotions of sympathy and indignation. It assists in the apprehension of
criminals, in the raising of funds for relief, and in allaying fear. It
is such capacities of radio as these that prompted a broadcasting offi-
cial to declare it to be “one of the greatest solvents of the social prob-
lems of the American people.” There can be no doubt that broadcasting,
by virtue of its standardizing influence, tends to counteract disintegra-
tive forces.

Take the case of the family, the institution that sociologists have
always regarded as the keystone of any society. In recent years its
functions have obviously been weakened. In a modest and unwitting
way radio has added a psychological cement to the threatened struc-
ture. A radio in the home relieves an evening of boredom and is an
effective competitor for entertainment outside. Children troop home
from their play an hour earlier than they would otherwise, simply
because Little Orphan Annie has her copyrighted adventures at a
stated hour. Young people receive many homilies from the radio, the
like of which have not been heard in most American homes for a
generation. The adolescent boy frequently prefers to stay home and
listen to his favorite comedian than to take a chance on the local movie.
Even when father wants to listen to a speech, mother to a symphony,
brother to a comedian, and sister to jazz, the resulting conflict is “all
within the family,” and constitutes an exercise in family adjustment.

One of the abilitics of the radio is its reliable and relatively objec-
tive news service. Since rumors can be authoritatively denied or con-
verted into fact by the announcer, they are not so likely to become wide-
spread and distorted. To a considerable extent, of course, newspapers
have already standardized our information, but radio seems even more
decisive. Whereas newspapers sometimes prolong rumors and heighten
the suggestion of conflict in order to increase their sales, the radio has
more to gain by crisp and conclusive reports. The announcer has little
time to waste on innuendo and the creation of atmosphere. Wood-pulp
paper is cheap but time is precious. Just as radio allays rumor it may
also discourage gossip. The housewife may find the loud-speaker more
entertaining than the back fence as her mind becomes occupied with
affairs of the outside world rather than with those of her neighbors.
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THE RADIO AND AUDITORY HABITS

The ease of tuning in, together with the lack of obligation to listen,
has created a new type of auditory background for life within the
home. The housewife performs her household duties to the accompani-
ment of music, advice and advertising: in the afternoon she may sew,
read or play bridge with the same background of sound; in the evening,
if she is not exhausted, the radio may provide a setting against which
dinner is served and guests are entertained. The same auditory ground
may be found in restaurants, barbershops, stores, hospitals, hotels, pris-
ons, and dormitories. Students often prepare their assignments to the
muted tune of a jazz orchestra (cf. pp. 104ff.). The question naturally
arises whether such persistent use of the radio is having an effect
upon our powers of concentration, upon our habits of listening, and
upon our nerves.

Take, first, the case of the housewife or the student who is com-
pletely preoccupied with work. The loud-speaker emits its stream of
sound, but it falls on deaf ears. The distraction is completely inhibited.
As long as attention does not shift, the radio’s effect, if it has any at
all, is entirely subliminal. In such a case the effort required (and un-
consciously exerted) to overcome the distraction may actually en-
hance concentration on the task in hand. The story is told of a French
mathematician who in the war selected a ruined house within sound
of guns at the front because he found that his attention to his problems
became sharper. Inattention to one stimulus always means attention
to some other; inhibition of one response requires concentration on
another. The stronger the potential distraction the greater is the com-
pensatory attention.

But even when distractions are inhibited they may be nerve-racking
in the long run. A selection between competing stimuli can be made
only at the cost of effort. Recent studies of noise have shown that
although it may be unperceived, as in traffic, factories, and offices, it
has nevertheless an appreciable effect upon physiological processes.® The
incessant use of the radio, inhibited though its sounds may be from con-
sciousness, probably causes similar tension. The conclusion must be,
then, that working ‘““against the radio” may enhance the degree of at-
tention given to a chosen task, but only at the cost of strain and fatigue.

However, attention is at best a restless thing, always waxing and
waning, and shifting from one focus to another. The sounds of the
radio are seldom inhibited for more than a few minutes at a time.
"The mind wanders from the task in hand to the distracting sound, and

* M. S. Viteles, Industrial Psychology. New York: Norton, 1932, 506-511.
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then returns again. The radio provides a secondary focus of attention.
The housewife listens “in snatches,” and the student divides his atten-
tion between “math” and melody. This agreeable diversion is not harm-
ful in those types of work where the task is something so simple and
so habitual that its performance does not require the maximum of
concentration. Obviously the sounds are not likely to reduce the effi-
ciency of the housewife as greatly as that of the student. In certain
lines of manual work such as are required by household duties and in
some types of manufacturing, a background of music such as the radio
provides has been demonstrated to be actually beneficial.*

There is also the phenomenon of accommodation and fatigue in at-
tention. It is possible to keep the radio plugged in until one scarcely
hears it at all. From long continued alternations of attention and pro-
tracted distraction, irritation is felt, and when at last the radio is
turned off, it is with a sense of great relief. Some people reach the
point of radio-fatigue sooner than others. Addicts who seldom sign off
find themselves, unreasonably enough, ultimately complaining of the
lack of originality in programs.

Radio is probably improving the capacity of the average man to
listen intelligently to what he hears. In the experiments reported in
Chapter IX it was discovered that the college student, with his long
training in listening to lectures, is far better able than the untrained
listener to understand and to recall what he hears. His advantage, fur-
thermore, is discovered to be greater for auditory than for visual ma-
terial. It appears, therefore, that intelligent listening is par excellence
the mark of the educated man. Although there is a prevailing tendency
to use the radio as a background for other tasks, when the dial is
turned to a specific program and when attention is directed fully to its
message, an auditory training is provided for millions of people and
its long-range effects may be exceedingly important. For increasing
the world’s population of “good listeners” radio deserves an extra
star in its crown.

SPECIAL EFFECTS

Such are some of the general influences of the radio upon the mental
and social life of men. In addition to these there are many others of a
special order, pertaining only to some one department of human interest
and conduct. In most cases the nature of these special influences is self-
evident as soon as it is pointed out, although here again it would be
difficult in some instances to obtain scientific proof that the change is

¢ C. M. Diserens, The Influence of Music on Behavior. Princeton: Princeton Uni-
versity Press, 19206.
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actually taking place or that it is due exclusively to the introduction of
radio. Social change is usually the result of multiple influences, but in
the events reported in the following schedule the radio is clearly a
factor of primary significance.

Education

Radio has provided without expense or inconvenience to the listener
heretofore unknown educational opportunities. Almost every subject
taught in high schools and colleges finds a place on the air—science,
literature, languages, agriculture, dietetics. Even violin and dancing les-
sons are broadcast. Radio instruction, to be sure, is sketchy and quite
elementary, but when educators have perfected their methods of in-
struction and when more money is available for educational broadcasts,
radio will have to be recognized as an educational force of the first
magnitude.

Since radio instruction is often provided by college instructors, it
fosters a more intimate relationship between the community and the
centers for higher education. The citizens catch glimpses of what goes
on within academic cloisters, and the professor at last talks to the
man in the street.

Radio instruction in time may serve to equalize educational differ-
ences between members of the same family, and to lessen the intel-
lectual and social distance between college and noncollege men. Its
influence is intensely democratic.

Radio instruction stimulates private ambition, efforts at self-educa-
tion, and intellectual discussion in groups whose interests might other-
wise be limited to bridge, movies, and gossIp.

A greater knowledge of strange subjects, of foreign countries, and
of unfamiliar points of view discourages provincialism and prejudice.
The opportunity to hear talks on diverse subjects increases tolerance.
The city dweller, for example, who listens to the Farm and Home
Hour has his attention sympathetically directed toward the problems
of the agricultural population.

It is conceivable that the broadcasting of the best lectures may de-
crease the demand for teachers, particularly in university extension
courses.

Although some educators have dreamt of a national classroom where
all citizens might listen to the finest lectures, there are inherent disad-
vantages in the radio as compared with the rostrum and the classroom
(cf. Chaps. I and VIII) which will probably keep this dream from
coming true.

New pedagogical devices are being invented. The absence of the
blackboard, the lack of circular social relationship, the heterogeneity
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and lack of preparation in the audience, all force new techniques in
teaching. For example, the dialogue is coming into favor. Yet the dia-
logue as compared with the freedom and spontaneity of the classroom
sounds prearranged and stilted. Students are embarrassed by the pres-
ence of a microphone, and the instructor does not feel free to digress.

Music

It is now possible for everyone to hear every type of music, classical
and popular, vocal and instrumental, old and new. The increased avail-
ability of music has doubtlessly increased its popularity. It has been
argued that the surfeit of music would eventually destroy its appeal,
but there seems to be no more support for this prophecy than for that
made centuries ago that the invention of printing would destroy litera-
ture. In the arts it is a safe axiom that appetite grows with eating.

Radio provides unparalleled opportunity for musical education. It
is safe to say that more people listen to better music than ever before
in the world’s history. Listening alone helps to shape people’s taste;
but the instruction and interpretations that accompany some of the
broadcasts of symphonies, operas, and chamber music accomplish still
more. The musical snob, to be sure, is seldom pleased with these “pro-
gram notes,” but for the masses of people they assist in more intelligent
listening.

Since music is a cosmopolitan art, familiarity with it draws favor-
able attention to the culture of other lands. The listener learns to recog-
nize national idioms in music. The styles of various composers become
familiar. And their names become pronounceable.

The radio audience demands novelty and variety. The result is that
niusical broadcasters are exploring the archives of musical literature
as never before. There is also increased incentive for composers, par-
ticularly, of course, for writers of popular songs where novelty is
soon exhausted.

Radio is responsible for the effective revival of old song favorites,
including hearth and home songs belonging originally to the plantation
and to the frontier. The nostalgic quality of these songs and the “‘fond
recollections” associated with them are not without their significance.

The demands of the radio have a selective effect upon artists. The
contralto and baritone are preferred to the soprano and tenor (cf.
p. 1o1f.). Singers with powerful concert voices are no longer at a pre-
mium. The physical appearance of the artist is of no consequence.
Musicians who are frightened by a visible audience have an advantage
before the microphone, whereas those who depend upon an audience
for stimulation are the losers. The operator in the control room be-
comes a musician in his attempts to make up for deficiencies in the
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performer’s radio technique. However, not all performers are pleased
to have their art interfered with by a “mechanic.”

Increased use of phonograph records in broadcasts has encouraged
better recording and reproducing. But there has been a struggle for
supremacy between the phonograph and the radio, with the latter the
victor. In order to survive the phonograph has turned its attention to
class appeal, catering to those connoisseurs who much prefer to have
their albums of standard music available at all hours than to depend
upon the sporadic benefactions of the radio. The enhancement of stand-
ards in the case of the phonograph as a result of competition with the
radio is not unlike that which has occurred on the stage as a result of
competition with the talking picture.

Drama

Because it has always been expensive to produce, good drama has
usually been reserved for the upper economic classes. Radio now pro-
vides a type of drama for the masses. Assured of large audiences, the
radio producers go to considerable expense in securing talent and fairly
long periods of radio time. The popularity of drama on the air is
rapidly increasing and its future is assured. Here is an art form that
is altogether original, something new under the sun. Novelties are being
continually tried, and those that are successful serve as designs for
the future.

Radio drama is opposed to the American tendency toward lavish dis-
play in staging. Since it depends almost altogether upon the effective-
ness and the beauty of the spoken word, it resembles in one respect at
least Shakespearean drama. It is not surprising to learn from British
broadcasters that ““Shakespeare has lent himself better than any other
poet or dramatist to the new medium.”

The absence of scenery, costumes, and gestures reduces the actor to
a single resource—his voice. Radio drama is the antithesis of the pan-
tomime. Vision is altogether subsidiary, its function being no longer
sensory but exclusively imaginal. To be sure, the announcer or the
actor gives some clues to aid the listener in visualizing the scene por-
trayed, but most of the imagery is self-created. When television is
added, the situation will be different, but for the moment radio drama
is quintessentially a vocal art, and as such is undergoing rapid de-
velopment.

There has been a marked enhancement of interest in diction. Both the
actor and the auditor are acutely aware of pronunciation, of inflection,
and of the differences between standard and substandard speech.® Ro-

®Cf. T. H. Pear, Voice and Personality (London: Chapman and Hall, 1931) and
The Psychology of Effective Speaking (London: Paul, Trench, and Trubner, 1033).
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meo may be old and bald, Juliet middle-aged and fat, and still their
romance may be convincing to an audience that hears but cannot see.
But let their speech vary from the standard or their voices quaver and
grow husky and the play is undone.

Religion

Although religious services are seldom listed among the most popu-
lar programs, they are easily available to all who care to listen. Radio
preachers most certainly have a larger congregation than before.
Church attendance has not been appreciably reduced, and some people
who would not otherwise go to church tune in.

The opportunity to listen to representative services of all denomina-
ttons probably encourages religious tolerance and weakens further the
denominational barriers between Protestant churches. By merely turn-
ing his dial on Sunday morning the listener may compare as never
before the services of many denominations.

Radio preachers, in order to widen their appeal, tend to speak upon
current social problems and matters of interest in everyday life. Their
influence in molding public opinion and public policy is thereby in-
creased.

Not infrequently radio preachers receive letters of confession and
requests for guidance in personal problems. The radio has thus become
unexpectedly an agent in providing spiritual guidance and solace to
perplexed souls.

When a church service is broadcast it is necessarily modified. The
preacher must keep the radio as well as the present congregation in
mind. There must be no awkward pauses in the service, no gaps that
are unintelligible to the unseen listeners. The microphone discourages
parading, gesticulation, and bombast. The congregation at the church
is impressed by the importance of a service which is put on the air.
The words that are spoken seem more weighty, and each member feels
that when he sings the hymns he contributes ever so humbly to the im-
pressive occasion.

The broadcasting of services offers a few individuals the excuse to
stay home. By listening to a service on the radio a lukewarm church-
goer may be religious enough to appease his conscience and still lazy
enough to satisfy his Sunday morning lassitude.

Somewhat rarely, perhaps, the family as a group is attentive to a
service, and in these cases the almost extinct function of family wor-
ship is revived.

To those who listen to services in their own homes, the exclusive
religious atmosphere of the church is absent. Attention is not held to
the altar, the pulpit, the vestments, but may be diverted by the antics of



INFLUENCE ON MENTAL AND SOCIAL LIFE 31

the puppy or odors from the kitchen. It is inevitable that under such
circumstances worship becomes secularized and devotion rather flabby.

Ministers report that a certain number of converts are made, and that
some people have regained their lost interest in the church and are again
attending services.

Politics and Government

The radio has provided an additional channel for reaching the public
on political matters. People have an opportunity to hear arguments on
both sides of current issues if they take the trouble to tune in at the
proper times. This opportunity for obtaining balance in partisan com-
munications is greater than that afforded by the newspaper or the
political rally.

Since candidates often broadcast over wide networks, their appeals
are directed more to diversified groups and less to sectional interest or
local prejudice. The effect is to center the voters’ attention upon ques-
tions of wider import and probably to diminish interest in municipal
and neighborhood issues.

In principle, the use of the radio should increase public enlighten-
ment, encourage responsible citizenship, and enhance interest, intelli-
gence, and tolerance among voters. This sturdy support for the demo-
cratic process depends of course upon an honest policy whereby the
rights of the air are open to candidates of all parties, irrespective of
their ability to pay or to confer favors upon broadcasting companies.

Politicians often find their spoken promises more binding than their
printed platform. This is a strange situation, based perhaps on the
greater intimacy involved in speech (cf. p. 156f.). If we hear a promise
we are more impressed than if we read the declaration in a newspaper.®

The radio listener, in his own home, is not as suggestible as the
listener in the congregate audience. Emotional appeals of the barn-
storming type have less effect upon him. The politician speaking over
the radio is forced to be more direct, more analytic, and more concrete
than on the rostrum.

Entering the home, as he does, at odd hours, with listeners less well
disposed than the enthusiastic partisans who attend political rallies, the
candidate’s approach will resemble that of the salesman rather than
that of the spellbinder. He will avoid long speeches, be more informal
and conversational, be better prepared and more succinct.

Radio provides special advantages to officials already in power. The

®“From my own experience in writing and speaking on politics, I know that 99
per cent more persons will react to your speaking than to your writing.” H. V.

Kaltenborn, Radio and Political Campaigns, Education on the Air (edit. by J. H.
MacLatchy), Columbus: Ohio State University Press, 1933, 3.
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air is made readily accessible to officers of the government: they are
often invited to explain their policies. In times of emergency this prac-
tice makes for security; it is often educational ; sometimes, of course,
it is a deliberate display of power.

The radio may be used to gain a swift appraisal of public opinion.
A few minutes after his address on the banking crisis, March 5, 1933,
President Roosevelt began to receive by telegraph unequivocal evidence
of public opinion. Such immediate response cannot fail to have a guid-
ing effect upon public policy.

Radio has influenced certain fundamental practices of political
parties. Nominating conventions have been somewhat modified since
voters themselves may listen in. There is less control by party leaders
and cliques, and more by any speaker who is effective over the radio.
Events are focused into the microphone, and barnstorming suppressed.
To cover the costs of broadcasting, campaign budgets have been greatly
increased.

Radio can be used to spread unwelcome political propaganda across
national borders. The ether is democratic, no respecter of political
boundaries. Its inherent internationalism makes mischief in a world
whose political organization has not kept pace with its mechanical
genius.

Finally, radio has made necessary new legislation, new licenses, new
federal bureaus. Because of its use in the apprehension of criminals, its
significance in internatjonal communication, the menace of monopoly,
the constitutional problems of freedom of speech, and for many other
reasons, governments are vitally concerned with the proper control
and direction of this mighty medium of communication.

News

The latest news is available to everyone, more swiftly even than
through newspaper presses. If a newspaper happens to scoop the first
announcement of an important event, radio news-flashes provide a
supplement; if the radio has the scoop, the newspaper quickly follows
with elaboration. The two agencies interlock and the public definitely
gains. Not so many events escape notice as formerly, and the progress
of a war, a strike, a man-hunt, or a football game can be closely followed.

In certain ways radio is a dangerous competitor of the newspaper.
In America they are both concerned with advertising and with news.
By reaching large audiences quickly, the radio can give the high spots
of news and take away the “punch” of the newspaper. Election returns
and the results of sporting events become rapidly “cold,” and when
broadcast over the radio, fewer papers are purchased. The newspaper
and the radio are likewise lively competitors for advertising booty.

Since radio has come to stay and since newspapers cannot abolish it,
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the solution is found in supplementation of function, and to some
extent in the modification of the policies of newspapers. Radio provides
the high spots of news, and the papers give the story with greater com-
pleteness, more comment, and with pictures. In advertising, newspapers
publish the “follow-up” ads which keep before the public an interest
originally stimulated by the radio, or else invite its readers to tune in
at such and such an hour to hear the Sextette sponsored by Sunkist
Comfits. Many newspapers are meeting the problem of competition
by installing broadcasting stations of their own, or by supplying news
to studios in return for free advertising.”

Popular news announcers speak crisply and briefly. Long comments
and interpretations are discouraged, but the announcer’s choice of items
and his privilege of phrasing them as he wishes place in his hands a
subtle but significant power of influencing public opinion.

Language

The standard of any language is determined not by the written, but
by the spoken word. In some countries “standard speech” is that heard
in the theater, or among the educated inhabitants of a certain city.
But in America no social class or locality has clear-cut prestige in
linguistic matters. The standard set by the stage and teachers of speech
has been affected by the talking picture and it is now quite likely that
standard American English will show most of all the influence of the
radio. Announcers are chosen for both the uniformity and the clarity
of their speech. They must have no foreign accent, no dialect, and no
idiosyncrasy ; above all, their voices must be agreeable. While announc-
ing is in progress the listener’s attention is fixed exclusively upon
speech (which is not true of talking pictures). He hears a pleasing
voice and correct diction ; he hears it several times a day, and day after
day. Consciously or unconsciously he may tend to modify his own
speech in conformity. As the influence spreads, it is quite possible that
local dialects will be suppressed—a result that will have profound
effects in nations that are divided into many speech-communities.

On the other hand, the self-conscious use of dialectical forms and

"In 1934 a Press-Radio Bureau was established as a result of an agreement between
the American Newspaper Publishers’ Association, NBC, and Columbia. The purpose
of the Bureau was “to forestall unfair competition between newspapers and the radio
in the gathering and disseminating of news.” Two five-minute news broadcasts were
provided by the newspapers to the stations with the understanding that the news would
not be sold to advertisers and would not be broadcast until several hours after it had
appeared in the papers. Independently owned press associations were rapidly estab-
lished, selling news to independent stations and through them to advertisers. This
forced the ANN.P.A. to modify its restrictions and in effect nullified the Press-Radio
agreement. (Ci. E. H. Harris, “Radio and the Press,” Annals Amer. Acad. Pol. and
Soc. Sci,, January 1935, 163-169; Isabelle Keating, “Radio Invadcs Journalism,”
The Nation, 1935, 140, 677f.)
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colloquialisms by radio favorites, and the use of deliberately ungram-
matical speech by comedians, keeps substandard speech decidedly alive
and active. But such distortions are generally employed for dramatic
effects or for comedy and are readily recognized as distortions. Even
when they are imitated, it is for amusement and with a clear recognition
of their difference from “good” speech.

Radio probably increases the vocabulary of the average listener, and
for him brings into spoken discourse many terms that previously he had
found only in printed literature.

The increasing use of radio in international communication enhances
familiarity with foreign languages, and the broadcast of language les-
sons adds still more to radio’s supremacy in linguistic affairs.

Children

Now that we know to what extent our children are movie-made,® we
naturally wonder what influence the radio has upon their conduct and
thought. The following effects have been reported by A. L. Eisenberg
on the basis of his study of the preferences, listening habits, and reac-
tions to radio programs of over 3000 children ten to thirteen years old
in New York City.? Further investigations of different ages and in
different populations are needed.

Children, it seems, would rather listen to the radio than read. They
also prefer the radio to the phonograph and to puzzles, and even regard
listening as more desirable than playing a musical instrument them-
selves.’® On the other hand, according to their own report, they prefer
the movies and the funnies to radio listening.

About one-third of the children say that they lie awake in bed think-
ing of things they have heard over the radio. The same number report
that they frequently dream of radio plots : three-fourths of these dreams
are nightmares.

Most children believe that radio has given them many good things,
chiefly new information and skills, desirable traits of character, and
better food and health habits.

Parents report that radio has brought the following benefits to their
children: greater interest in the home, promotion of family ties, in-
creased critical faculties, entertainment, as well as information and
skills, desirable traits of character, and good habits in relation to food
and health.

®H. J. Forman, Our Movie Made Children. New York: Macmillan, 1033.

° Azriel L. Eisenberg, Children and Radio Programs. New York: Teachers College
Bureau of Publications, 1935.

1 P Lazarsfeld reports that fewer Austrian children have learned to play musical
instruments since the advent of radio. (Cf. Hérerbefragung der Ravag. Wien: Ravag,
1632.)
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A small minority of the children, only about one-tenth of the popu-
lation studied, say that radio has taught them bad things: disobedience,
stealing, mischievousness, fear.

Other effects noted by Eisenberg include the increase in the chil-
dren’s vocabularies, their learning of new games and stories, and their
growing familiarity with popular music. He reports likewise a tendency
of children to imitate radio stars, in particular to adopt catch phrases,
mispronunciations, and queer, amusing sounds.

Industry and Vocation

There have been a number of incidental but exceedingly important
effects of radio upon the industrial and vocational life of the nation.
Only a few of these will be mentioned.

Within the past fifteen years it has provided a new occupation for
almost 100,000 people.

Employment and profits in certain competing industries (e.g., the
phonograph) have been adversely affected.

Since radio listening diverts people from other activities, to a certain
extent their consumption of shoes, wearing apparel, automobiles, gaso-
line, magazines, and other commodities may be decreased.

A new medium for writers has been created.

There is more rapid dissecmination of business news and stock market
quotations.

Nation-wide organizations may bring together scattered local agents
to hear pep-talks and to receive instructions from headquarters.

Aviators and navigators are aided by weather reports, radio beams,
two-way communication.

Farmers have profited from agricultural instruction and official re-
ports of market conditions and weather.!!

The ravages of floods and pestilence can be partially averted by
prompt broadcasts from government or state agencies.

In discussing these effects of radio we have not taken into account
the various systems of broadcasting used in different countries. And
we have assumed that the air is everywhere free. In reality, of course,
radio is owned and controlled, and many of the trends listed here vary
with the type of control in force. In the next chapter we shall survey
briefly the differences existing hetween various systems of broadcast-
ing and consider mere specifically how the social-psychological effects
of radio in our own country are ultimately determined by the American
plan of broadcasting for private profit.

M H. Umberger, “The Influence of Radio Instruction upon Farm Practices,” Edu-
cation on the Air, 1032, 27.4-283.
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THE AMERICAN WAY

HE average American listener may at times complain that there are
Ttoo many advertisements, too many crooners, or too many stations
on the air, but he seldom questions the socio-economic principles un-
derlying the institution of radio. Nor does he realize that what he hears,
and therefore much of what he thinks, would be different in a country
where radio is supported differently. Programs are not the same under
a dictatorship as in a democracy, nor the same under socialism as under
capitalism. The composition, the coloring, the variety, and the duration
of radio programs are the expression of complex social conditions.
Virtually none of the psychological phenomena of the radio can be
fully understood apart from the framework of political and economic
philosophy under which the industry has developed. All of the findings
contained in this volume must, therefore, be considered in part as re-
flections of the American system.

OWNERSHIP

In every civilized country the government has ultimate authority
over communications, As soon as radio became a practicable medium
of communication, each government was forced to make a decision.
Should it control the new medium democratically or autocratically?
Should it own and operate all broadcasting stations, or lease them under
contracts calling for conformity to certain rules? Or should it entrust
radio to commiercial enterprise, interfering as little as possible? The
answer, of course, depended ultimately upon the political philosophy
of the nation. The result, as Tables I and II show, has been the adop-
tion in different countries of sharply contrasting policies.

The methods of supporting and controlling broadcasting range from
complete government ownership and regulation as in Russia to a partial
laissez-faire in most countries of the New World. In general, Euro-
pean nations exert more government control. Russia. Germany, and
Italy openly utilize the radio for governmental propaganda. Other
countries, such as England, France, and Austria, regard radio as an
instrument primarily for the education and entertainment of the people,
not for governmental propaganda or commercial profit. Most of the
nations in North and South America have allowed the radio to be de-
veloped almost exclusively by commercial interests.
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TABLE I
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TyrE oF RapIo OWNERSHIP AND CONTROL IN VARIOUS COUNTRIES (1932)!

No. of

Country  stations® No. of sets?
Argentina..... 38 400, 000
Australia. . ... 54 330,000
Austria....... 6 439,322
Belgium. ..... 12 133,016
Brazil........ 22 7,000
Canada.. ..... 66 650, 000
Chile......... 24 35,000
Denmark. .... 4 437,244
France....... 30 500, 000
Germany . .... 30 3,731,048
Great Britain.. 21 5,262,953
Italy......... 12 126, 000
Mexico....... 44 100, 000
Russia........ 80 2,000,000
Spain........ 15 550, 000
Sweden....... 33 461,721

United States..607 17,000,000

*The data contained in Table I

Ownership

Private
Government
(high-power)
Private
(low power)
Government
owns majority
stock in broad-
casting club
Government
Private
5 government
controlled
stations*
Private
Private
Government
13 government
stations
17 private
stations
Government
Public cor-
poration
Private
monopoly
5 government
stations
30 private
stations
Government

Private

Government
Private

Advertising

Permitted
Proh:bited

Permitted

Prohibited

Prohibited
Permitted
Restricted?

Permitted
Permitted
Prohibited
Prohibited
Permitted®

Restricted
Prohibited

Restricted
Prohibited
Permitted

Prohibited

Permitted

Prohibited
Permitted

Revenue

Advertising
License fees?

Advertising

License fees

License fees

Advertising

License fees and
advertising

Advertising
Advertising
License fees
License fees

Advertising®

License fees
License fees

License fees and

sales tax
Public funds

Advertising

License fees and
government
appropriation

Advertising and
private sub-
sidies

License fees

Advertising

were derived chiefly from the following reports:
Commercial Radio Advertising, U. S. Senate Document, No. 137, Washington: U. S.
Printing Office, 1932; Broadcast Advertising in Europe, U. S. Dept. of Commerce,
Trade Information Bulletin, No. 787, 1932; Broadcast Advertising in Latin America,
U. S. Dept. of Commerce, Trade Information Bulletin, No. 771, 1931; Broadcast Ad-
vertising in Asia, Africa, Australia, and Oceania, U. S. Dept. of Commerce, Trade
Information Bulletin, No. 799, 1932.

?The number of stations and the number of sets listed in the table are only ap-
proximations. In some countries there are many small stations not included in this
list. It should also be borne in mind that the number of broadcasting stations is not
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TABLE II
CrassiFicATION OF TypES OF CONTROL IN VARIOUS COUNTRIES
1. Government owned or controlled; little or no advertising; supported by public funds
or license fees.

Australia—high-power stations
Belgium

Canada—j stations

Denmark

France

Germany

Great Britain

Mexico—j5 stations

Russia

Sweden

2. Privately owned; exclusive license; revenue from tax; no advertising.
Austria

3. Privately owned; exclusive concession; license fee; limited adverlising.
Italy

4. Privately owned; all revenue from advertising.

Argentina

Australia—low-power stations

Brazil

Canada—majority of stations not yet nationalized
Chile

Mexico—39 stations

Spain

United States

Table I shows that there are many more radios in the United States
than in any other country. Of the estimated 37,000,000 sets in the
world in 1932, the citizens of the United States owned nearly one-half.
The broadcasting stations in this country represent an invested capital
of over $60,000,000, and in 1931 the gross expenditure of all stations
was over $75,000,000.7 It is inevitable that the owners should adopt
policies that will protect and guarantee a return on investments and
expenditures. The social psychologist must keep this fact in mind in

always a true index of the amount of coverage in a given country because of the dif-
ference in power of broadcasting stations.

? License fees are payments made to the government by owners of receiving sets.

¢ Although only five stations are now controlled by the Canadian government (two
of which are owned and three leased), the Radio Act of 1932 contemplates eventual
government ownership of all large stations.

® The programs broadcast on all networks by the Canadian Radio Commission carry
no advertising.

® The French government has prohibited all radio advertising after January 1, 1035.
Broadcasting expenses will be defrayed entirely from license fees.

" Commercial Radio Advertising, U. S. Senate Document, No. 137, 40-46.
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his study of the influence of radio upon the attitudes, opinions, and
conduct of the listeners.

HOW PRIVATE OWNERSHIP AFFECTS BROADCASTING

Foreign observers are amazed at the abundance of our programs.
We owe this quantity and variety to advertisers and other sponsors who
pay the bills. The manufacturer whose product has national appeal
finds it efficient to advertise on a nation-wide hookup. To this end he
may engage any one of three powerful broadcasting chains which com-
pete for the more lucrative programs. All of them broadcast at the
same time, thus providing the listener with at least three dependable
and expensive programs. The local merchant who wants to cover a
restricted area engages the services of a single station or a small chain
of stations to broadcast his program simultaneously with the pro-
grams of other local manufacturers and national advertisers. Although
no single listener can pay attention to more than one program at a time,
the fact that this duplication of programs pays is proved by the exist-
ence of 607 stations in the United States, almost all of which engage in
commercial traffic. As a consequence, the radio listener in America can
probably hear more programs at every hour of the day than any other
listener in the world.

Broadcasters have had to devise measuring rods by means of which
they can charge their customers for the services rendered. One such
measuring rod is the amount of coverage (listening area) ; another is
the amount of time the customer is on the air. The hour, which can be
conveniently divided up and sold in parts, was selected as the standard
unit.

With programs throughout the country beginning on the hour, the
quarter hour, or the half, it is possible for broadcasters to rearrange
their networks at certain scheduled times when almost all programs in
the country are changing. If an advertiser wants nation-wide coverage,
he may engage the facilities of a large network from eight to nine in
the evening. At nine o’clock, however, various local stations may cut
themselves off the nation-wide hookup and sell their time to local cus-
tomers. From the point of view of advertisers throughout the nation,
this is an excellent system. The national advertiser knows that local
stations will not plug themselves out in the middle of his program.
The local merchant knows that the nation-wide program will end just
before nine and that his program will begin on time. There is no danger
that the introduction of his program will offend the listeners by cutting
them off the nation-wide hookup before an expensive program has
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finished. From the point of view of the station owner, the system is
also highly satisfactory. It is possible for him to sell his time far in
advance with almost complete assurance (except in case of emergency)
that the period his client engages will not be interrupted in any way.

This wholesale interest in “selling” radio time has forced all radio
music, education, and drama to be submissive to the split second. Only
the President of the United States may pardonably end his remarks
several minutes before or after scheduled time. And the following ex-
pression of the listener’s point of view shows that even a President
would have been wiser not to overstep the time limit by too wide a
margin.

Even Americans will rebel if things go too far. At eight-thirty on a
recent evening the populace of the United States, respectful if dubious,
tuned in on Mr. Hoover’s portentous speech in Iowa. At nine-thirty, ac-
customed to the prompt intervention of the omnipotent announcer, the
listeners confidently awaited the President’s concluding words. Confidently
and also impatiently; for at nine-thirty on every Tuesday evening Mr. Ed
Wynn comes on the air. But Mr. Hoover had only arrived at point number
two of his twelve-point program. The populace shifted in its myriad seats;
wives looked at husbands; children, allowed to remain up till ten on
Tuesdays, looked in alarm at the clock; twenty thousand votes shifted to
Franklin Roosevelt. Nine-forty-five: Mr. Hoover had arrived at point
four; five million Americans consulted their radio programs and discov-
ered that Ed Wynn’s time had not been altered or canceled; two million
switched off their instruments and sent their children to bed weeping;
votes lost to Mr. Hoover multiplied too fast for computation. Ten o’clock:
the candidate solemnly labored point number seven; too late to hope for
even a fragment of Ed Wynn. What did the N. B. C. mean by this outrage?
Whose hour was it anyhow? Ten million husbands and wives retired to
bed in a mood of bitter rebellion; no votes left for Hoover. Did the Re-
publican National Committee pay for the half hour thus usurped by its
candidate? If so, we can assure it that $5,000 was never less well spent.®

On the occasion to which this editorial refers sixty stations received
a total of six thousand telephone calls of protest!

The greatest of all broadcasting sins is mistiming. When listening
to an American program, one would think that all of Haydn’s quartets
were meant to be played in 14 minutes and 45 seconds, that all language
lessons are of the same length, and that jazz pieces habitually end by
fading out in the middle of a refrain just as the clock is striking. The
imposition of a rigid time limit on all programs is obviously an arti-
ficial device, designed without regard to the nature of the material to
be broadcast. We have become so accustomed to this system in America

&8The Nation, 1932, 135, 341.
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that we seldom think of it. Although practically all countries use the
hour as an approximate unit, it is most strictly adhered to in the United
States where time is for sale over large areas. In Great Britain there
is no radio advertising, and although programs are adjusted to the
hour, they are not so drastically cut nor so artificially prolonged to fit
a 30-second deadline. If a conductor sees that his program will be too
long, he does not have to change the tempo accordingly, omit the coda,
or fade out.

HOW PRIVATE OWNERSHIP DETERMINES PROGRAMS

Although only about 30 per cent of radio time in the United States
is sold for commercial programs, this 30 per cent is usually the most
effective time to be found in the radio day. That is why it can be sold.
The rest of the day is devoted to “sustaining” programs. The broad-
casting station either gives a certain amount of time to an unpaid
speaker, entertainer, or orchestra, or itself pays the cost of the program.
The expense of these sustaining programs is borne by the companies
for several reasons: (1) They increase the popularity and use of radio
in general. (2) They keep the station on the air and thus increase the
station’s prestige and enhance its value for commercial programs.
(3) They give the station an opportunity to feature certain programs
that might attract an advertising client. (4) They enable the station to
qualify under the “public interest” clause contained in its license.
(5) They build up goodwill, since the broadcaster often includes in
the sustaining time educational, symphonic, or dramatic programs in
sufficient number and of sufficient quality to quiet the rebellious voices
of those who would otherwise protest at programs designed for lower
levels of intelligence. As one radio official has said, “Our facilities are
at their [the educators’] disposal, if only they will help us to build up
the one thing on which our very existence depends—public interest.””®
However, since for the majority of its sustaining programs the sta-
tion must supply the talent and pay the cost of broadcasting, it some-
times has to economize by offering the listeners mediocre entertainment.

If a commercial organization decides to go on the air, it must first
decide what program to put on. The advertiser usually wants to reach
the largest audience possible in his allotted time, and the program he
selects will be one which he thinks will appeal to the public, the “public’”
for him being the largest possible audience that might conceivably pur-
chase his goods. The broadcasting companies engage in surveys to de-

°H. A. Bellows, “Commercial Broadcasting and Education,” Radio and Education,
1931, 58.
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termine the whims and fancies of this public so they may intelligently
advise the potential client in the selection of his program. The client
wants to be sure his program is well liked and widely listened to. Many
sponsors feel that it is economically safer to underestimate than to
overestimate the intelligence of the listening audience.’® Quite natu-
rally they are not willing to take any chances on a program which be-
cause of subtlety or sophistication might repel the majority of the
listeners. Commercial broadcasters are not philanthropists; there is no
reason why they should make an effort to educate the radio audience
to better music, drama, and health, or to progressive political and eco-
nomic opinions. If any one station or network insisted upon an im-
proved quality in all of its commercial programs, it would lose many
advertising clients since at present the supply of broadcasting time is
greater than the demand for it and clients may choose their stations
and networks.

However, both sponsors and broadcasters are aware that a consid-
erable portion of the citizens appreciates symphonies, operas, and other
programs of distinction. The fact that a growing percentage of listen-
ers enjoy these broadcasts of quality accounts for the increasing num-
ber of programs of artistic and intellectual merit. Sponsors find that
it is good business to satisfy these potential customers and the major
broadcasting companies provide a certain number of high class sus-
taining programs to win the favor of this group. Nevertheless, these
quality programs, as well as the more popular variety, are designed for
large sectors of public taste and interest. Programs arranged for defi-
nite and relatively selected portions of the population (e.g., lawyers,
electrical engineers, surgeons) are very infrequently featured over
American stations since such “class’ appeals are inconsistent with the
profit motive of commercial broadcasters.

Another consequence of the American system is the variety and
novelty frequently introduced into commercial programs. In order that
his program may appeal to all classes of people and to all members of
the family, the sponsor often tries to include within the same period a
considerable variety of entertainment. Instead of turning to one pro-
gram to listen to a comedian, another to hear a drama, a third to hear
jazz, or a fourth to enjoy a symphony, we may turn to the Canyon
Tobacco Hour and hear a little of everything. Perhaps no member of
the family enjoys the whole hour, but the chances are that each will

% Whether the level of radio programs designed for the average man is too low is a
question often asked. Judging from the psychological portrait of the average man, given

by H. L. Hollingworth, it would be difficult to underevaluate his abilities and range of
interests. Cf. The Psychology of the Audience. New York: American Book Co., 1935,

126-137.
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like a certain fraction of it. The variety program is the broadcaster’s
ingenious creation to appeal to the greatest number of people during
one period. But a variety program that appeals to the listener “in spots”
is quite likely to repel him in spots.

Since radio time is for sale and since the majority of programs are
designed to attract the attention of the same sort of individuals at all
hours of the day and night, there can be little consistent arrangement of
programs according to the type of entertainment they provide. In most
instances, the listener does not have the assurance that at one time of
day he may hear one type of program (such as old song favorites) and
at another time a different type (such as drama). Instead, he is made
to feel the privilege of hearing a certain sponsor’s program at a certain
hour. In most cases the hour of 3 p.M. is not reserved for education, let
us say, but for toothpaste; the hour of 10 p.M. cannot be counted
on for drama, but for cigarettes. There are, of course, exceptions to this
generalization, particularly in the case of outstanding sustaining pro-
grams and week-end symphonies and operas. But, on the whole, broad-
casting periods are devoted not to types of programs but to advertisers,
whose programs may or may not be consistent over a given period of
time. As one broadcasting company has pointed out to its potential
customers, “Radio advertising, by its very nature, can exploit—power-
fully, intimately, and permanently—the ¢ime habits of the public.”*?
While the sequence of programs in the United States follows the inter-
est of sponsors, in other countries—Austria, England, and Russia, for
example—certain hours are set aside for definite types of programs or
for special groups of listeners.

In order that the reader may appreciate the importance of economic
and political determinism, Table III summarizes the effects of private
ownership upon the American method of broadcasting together with
the effects of three other systems of ownership and control.** The con-
trasts between these four mwethods illustrate the need for social psy-
chology to consider the cultural and economic framework within which
its data are found. Although human nature may be everywhere poten-
tially the same, the ways in which it actually develops are limited by
the constraints of each particular social system. The constraints become
second nature to the individual. He seldom questions them, or, indeed,
even recognizes their existence and he therefore takes for granted the
great majority of the influences that surround him in everyday life.

W “Columbia Broadcasting System,” The Added Increment. New York: Columbia
Broadcasting System, 1934.

“For a more critical and complete comparison of the American Way with other
systems of Broadcasting, see H. S. Hettinger, ¢t ¢l., “Radio: The Fifth Estate,”
Annals Amer. Acad. Pol. & Soc. Sci., January, 1935, 1-90.
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HOW PRIVATE OWNERSHIP FASHIONS THE LISTENER'S ATTITUDES
AND OPINIONS

The problem of the rights and responsibilities of broadcasting com-
panies is a delicate one, for it involves the two explosive issues of cen-
sorship and propaganda. Our interest is not that of the reformer, the
political scientist, or the legislator concerned with the moral and legal
aspects of the problem. We are observers interested in understanding
the psychological mechanisms involved. Radio censorship, for social
psychology, may be defined as the process of blocking the expression
of opinions, and thereby of arbitrarily selecting the listener’s mental
content for him; radio propaganda is the systematic attempt to de-
velop through the use of suggestion certain of the listener’s attitudes
and beliefs in such a way that some special interest is favored.

The prevailing moral and economic sentiments of the nation make
a certain amount of censorship and propaganda inevitable. Neither ob-
scenity nor blasphemy will be tolerated by the majority; the right of
censorship in these directions is seldom questioned. Broadcasters must
also censor programs that would make them partners in crime. As for
propaganda, in the United States the radio depends upon it for its
very existence, for all advertising is, psychologically speaking, propa-
ganda (cf. pp. 60ff.). Neither the Federal Communications Commis-
sion nor the majority of citizens question the right of broadcasters
to issue this particular type of propaganda. Some selection of material
for broadcasting is, then, to be expected. But the line between inevitable
and arbitrary selection is exceedingly difficult to draw. When does spici-
ness leave off and obscenity begin? When does virile language pass the
boundary of profanity? When does freethinking become blasphemy?
When does the propaganda of advertisers cross that indefinite line that
separates polite exaggeration from the criminal offense of obtaining
money under false pretenses? How can the station expect to sell its time
to advertisers for propaganda purposes if it does not also censor pro-
grams that might, if placed directly before or after an advertiser’s
period, prove subversive to that advertiser’s interests? The socio-
economic framework within which radio operates always creates a
temptation for its managers to exert censorship along some lines and
to facilitate propaganda along others.

THE SELECTION OF ATTITUDES:. CENSORSHIP

The particular type of censorship exercised on broadcasting will de-
pend, of course, upon who controls radio. In Nazi Germany, Soviet
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Russia, and Fascist Italy a rigid censorship is maintained by the gov-
ernments. In the United States, where all citizens are theoretically free
to express their opinions, the government does not openly restrict the
freedom of the air. Few broadcasting rules are laid down by the Fed-
eral Communications Commission. In conformity to the policy of this
Commission and to the American creed, broadcasting officials are
anxious to maintain the traditions of liberty. “There is no censorship
on the basis of political, religicus, or other beliefs. Radio has remained
impartial, the means through which the nation may hear all sides to a
question,” write two of radio’s spokesmen.’® A former vice-president
of one of the two large broadcasting companies and a former member
of the Federal Radio Commission has said that “The censorship buga-
boo is a myth from radio’s childhood days, kept alive, like all other
superstitions, by prejudice and ignorance.”**

Although, when all things are considered, freedom of the air in
America is probably as great as in most other countries and is certainly
greater than in some, the claim that censorship does not exist has been
vehemently denied, and quite effectively disproved.!s

The Radio Act and its interpretation.®® Because of the limitations of
the radio spectrum (550 to 1500 kilocycles) there are available to the
607 stations in the United States only 9o clear channels employing 40
frequencies. It is the duty of the Federal Communications Commission
to assign these channels to stations in various parts of the country so
there will be the least amount of interference. The legal maximum dura-
tion of a station’s license is for three years, but licenses are sometimes
issued on a six months’ basis. The Communications Commission, ap-
pointed by the President, has the power to issue and to renew licenses.

The Federal Radio Act of 1927 clearly states that the Radio Com-
mission'” shall exercise no direct censorship. Section 29 of the act says
that

Nothing in this Act shall be understood or construed to give the licensing
authority the power of censorship over the radio communications or signals

* A. N. Goldsmith and A. C. Lescarboura, This Thing Called Broadcasting. New
York: Holt, 1930.

*H. A. Bellows, op. cit. 57.

¥ For example, by Miss Lillian Hurwitz (Radio Censorship. New York: American
Civil Liberties Union, 1932). Some of her examples are given below. The story told
by Miss Hurwitz is retold by James Rorty in Order on the Air (New York: John
Day, 1934) and in Qur Master’s Voice: Advertising (New York: John Day, 1034,
Ch. XVII). A more strictly legal analysis of radio censorship may be found in L. G.
Caldwell’s “Freedom of Speech and Radio Broadcasting” (Annals Amer. Acad. Pol. &
Sei., January, 1935, 179-207).

* For a recent study of this topic, see E. P. Herring, “Politics and Radio Regula-
tion,” Harvard Business Review, 1935, 13, 167-178.

" The Federal Radio Commission created in 1927 was absorbed by the Federal Com-
munications Commission appointed in 1934.
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transmitted by any radio station, and no regulation or condition shall be
promulgated or fixed by the licensing authority which shall interfere with
the right of free speech by means of radio communications.

Theoretically, the act also insures freedom of the air to political candi-
dates. If a radio station permits one candidate to speak, it must permit
all others to speak. But it may legally refuse the air to all candidates.
This apparent freedom is really a negative freedom when one considers
the tremendous expense of hiring a station’s facilities and the usual
meager budget of minority groups. Political freedom over the radio
becomes, legally, proportional to a candidate’s campaign funds or his
credit. According to reports filed in 1934, the Democratic National
Committee still owes the two large broadcasting companies a total of
$155,221 for the 1932 campaign, while the Republican debt is $130,
27418 One wonders whether the same credit would be extended to
radical parties and radical candidates.'®

The single definite form of censorship which the Radio Commission
may exercise is that

No person within the jurisdiction of the United States shall utter any
obscene, indecent or profane language (Sect. 29).

Other provisions of the Radio Act, however, grant the Radio Com-
mission certain discretionary powers in issuing or renewing a station’s
license.

If upon examination of any applicant for a station license or for the
renewal or modification of a station license the licensing authority shall
determine that the public interest, convenience and necessity would be
served by the granting thereof, it shall authorize the issuance, renewal, or
modification thercof in accordance with said finding (Sect. 11).

The Communications Commission is, then, denied “the power of
censorship” and is forbidden to “interfere with the right of free speech
by means of radio communications.” At the same time, it may “deter-
mine that the public interest, convenience, and necessity” shall be
served. Accordingly, the Commission may prohibit broadcasts which
it believes will not promote the interests of all. And “public interest” is
defined chiefly with reference to popular acceptability, interpreted by
members of the Commission.?® Since a new competitor has the right

1 N York Times, June 18, 1034.

® Apparcntly not, according to Upton Sinclair’s statement of his difficulties during
his campaign for the governorship of California in the fall of 1934. “Nobndy in any
of our leadquarters gets any pay, but there arc rent and telephone bills and postage
and printing, and, abhove all, radio time. Our opponents have hired most of it, but
there is still a little left—if we are quick. In order to engage time we have to pay
cash in advance—no favors are granted to disturbers of the social order.” (The

Nation, 1034, 139, 351.)
» Cf. “The Freedom of Radio Speech,” Harvard Law Revicw, 1933, 46, 987-903.
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to challenge the “‘program service” of an existing station and request
that station’s radio channel! for itself, station owners must constantly
be prepared to defend their “program service” and are not anxious to
accept any customers who might give the Commission any cause for
alarm.

The Communications Commission may also exercise broad censor-
ship powers by means of admonition and exhortation. For example,
Commissioner H. A. Lafount has remarked that “Under the radio
act the commission has the right to take into consideration the kind of
programs broadcast when licensees apply for renewals. . . . It is to
be hoped that radio stations, using valuable facilities loaned to them
temporarily by the government, will not unwittingly be placed in an
embarrassing position because of the greed or lack of patriotism on the
part of a few unscrupulous advertisers.”?* In another connection the
same commissioner said that “It is the patriotic, if not the bounden
and legal, duty of all licensees of radio broadcasting to deny their
facilities to advertisers who are disposed to defy, ignore, or modify
the codes established by the N.R.A.”?# There is obviously a distinct
connection between such admonitions and the policies of broadcasters
in scrutinizing the ethics of their clients’ programs and their status.

Thus, although Section 29 of the Radio Act prohibits federal cen-
sorship of programs, it is not surprising that many cases have been
recorded where censorship has been indirectly applied by the Radio
Commission under the “public interest” clause of Section 11. One sta-
tion, featuring the zealous and at times loose-tongued Rev. “Bob”
Schuler who had denounced certain Catholics, local officials, and judges
sitting on current cases, was denied a renewal of its license when the
Commission reversed the decision of Chief Examiner Yost.?® Station
WCFL, owned by the Chicago Federation of Labor, obtained permis-
sion from the Radio Commission to broadcast during the important
evening hours only after two years of proceedings and after a bill had
been introduced in Congress providing a clear channel for a labor sta-
tion.** The Socialist station, WEVD, was granted a renewal of its
license in 1931 after a reversal of the examiner’s report and consider-
able comment by the liberal press.?

% New York Times, June 18, 1934.

= Ibid.

® Federal Radio Commission Order, Docket No. 1043, November 13, 1931, tn re
application of Trinity Methodist Church South, Los Angeles, California, for renewal
of license. J. Radio Law, 1932, 2, 132. Also Federal Radio Commission, Examiner’s
Report, No. 241, 1931.

# United States Daily, September 22, 1931, and May 28, 1932.

® Federal Radio Commission, Examiner’s Report, No. 176, 1031; in re application

of Debs Memorial Fund Inc. of New York City for renewal of license decision and
order of the Federal Radio Commission, Docket No. 919, J. Radio Law, 1932, 2, 119.
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State regulation. Since there are numerous decisions of the Supreme
Court prohibiting states from enacting laws which would interfere
with federal regulation of interstate commerce,®® and since radio waves
are not stopped by state boundaries, state censorship is comparatively
limited. Some states (e.g., California and Illinois) have extended their
laws of criminal libel to cover radio utterances of “false and scandalous
matter with intent to injure or defame.” In New York a bill was pro-
posed to prohibit the broadcasting of any speech or remarks relating
to medicine or using medical terms, or the diagnosing of any disease or
the recommending of any cure, unless the broadcasting were done by a
duly licensed physician.?” In other states legislation has been introduced
in an attempt to equalize the opportunities of speakers by making their
radio appearances less dependent upon their ability to pay high prices
for radio time. A bill was proposed in North Dakota to compel broad-
casters either to grant time to political candidates at $10 per hour or to
face confiscation of their stations. The bill was killed in committee.®
A proposal before the Massachusetts legislature would provide for the
establishment and operation by the commonwealth of a radio station
for broadcasting information and data deemed important for the pub-
lic welfare. This bill, like another in the same state to provide for a
station to broadcast educational programs, was killed in the House.?
Such legislative attempts to increase or to decrease the number of points
of view which should be expressed in the “public interest” are sys-
tematically opposed by broadcasters who are on the whole well satis-
fied with present government policies.

Stations as censors. Since the stations themselves, rather than the
federal or state governments, choose the programs they are to broad-
cast, the selection of the points of view is in a great majority of cases
made directly by the individual broadcasting stations. A Supreme
Court decision in the state of Nebraska has held that the owner of a
broadcasting station is responsible for any defamatory remarks made
by any person broadcasting over the station.** The influence of this
decision has of course, not been limited to the boundaries of the state
in which it was made.

Besides satisfying federal and state restrictions, the station must
continually make an effort not to offend two other important groups—
the listeners and the sponsors. Broadcasters have stated their interpre-
tation of “‘public interest, convenience and necessity” as follows:

P, M. Segal and P. D. P. Spearman, State and Municipal Regulation of Radio
Communication. Washington: U. S. Government Printing Office, 1029.

7 J. Radio Law, 1931, I, 142.

# Ibid., 142.

® J. Radio Law, 1932, 2, 403.
® Radio Act of 1927, Paragraph 18, U. S. Code Annotated, 47, Paragraph o8.
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1. No program shall offend public taste and common decency.

2. No program shall be planned as an attack on the United States Govern-
ment, its officers or otherwise constituted authorities of its fundamental
principles.

3. No program shall be conceived or presented for the purpose of deliber-
ately offending the racial, religious or otherwise socially-conscious
groups of the community.3!

This Code of Ethics adopted by the members of the National Associa-
tion of Broadcasters states further that:

When the facilities of a broadcaster are used by others than the owner,
the broadcaster shall ascertain the financial responsibility and character of
such client, that no dishonest, fraudulent, or dangerous person, firm, or
organization may gain access to the Radio audience.

In putting this code into execution, those in control of broadcasting
stations perforce take it upon themselves to define the “fundamental
principles” of the government and what constitutes a “dangerous”
person.

The form of censorship which broadcasters perhaps use most fre-
quently, particularly in the case of ‘‘dangerous” persons, is to refuse
them any time on the air. One of the writers was asked to participate
in a series of educational broadcasts but was warned by the local sta-
tion that he should discuss nothing of a “controversial” nature. A
speech which a station feels may be unsatisfactory is routed through the
station’s continuity department and the broadcaster thus learns in ad-
vance the content of a speaker’s remarks. If the speech is judged by the
station to be “dangerous” or not in the “public interest,” it may be
rejected. Two examples will illustrate how the listener’s attitudes are
selected in this way at the stations,

Rev. H. J. Hahn was refused permission to broadcast a sermon
entitled “Jesus” Way Out” because the station objected to the “tone” of
the sermon and particularly to passages in which Mr. Hahn advocated
greater taxation of large incomes and an “increasing purchasing power
of the workers.” The station’s action was reported to the Federal Radio
Commission. The Commission sustained the station’s decision and re-
plied that “Generally speaking, the licensee must be permitted to decide
what programs are or are not acceptable.”®? Dr. A. R. Barcelo, former
president of the Porto Rican Senate, was denied the use of a sta-
tion’s facilities when he tried to broadcast an address to Porto Ricans
in New York, urging them to further Porto Rican independence. The

*! National Association of Broadcasters, Broadcasting in the United States. Wash-

ington: National Press Bldg., 1933, 16.
® Hurwitz, op. cit., 44-48.
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station explained that it did not broadcast the talk because “The Radio
Commission might make it hard” for them.*

A more drastic form of censorship occurs when the operator in the
control room shuts off the microphone. Although rare, this method is
not unknown. For example, in 1932, Dr. W. K. Gregory, of the Amer-
ican Museum of Natural History, was to be interviewed by a journalist
on the subject of “Evolution and the Depression.” A subordinate of
the station requested that Dr. Gregory delete the sentence ‘“We have
reckless overproduction of goods and reckless overproduction of people.
We are a beehive choked with honey, yet full of starving bees.” Dr.
Gregory refused to omit the sentence. He was allowed to go on the
air and when he arrived at this sentence in the interview, the micro-
phone was cut off, leaving a period of silence. The station later apolo-
gized to Dr. Gregory.®* Rev. J. M. Gillis was cut off the air after he
had spoken for twelve minutes over a southern station protesting
against injustices to the negro.® This form of censorship is sometimes
the station’s method of attempting to avoid profanity on the air. The
broadcast of a university football team dinner was interrupted three
times by a station in 1931 because of profanity.3® In the same year the
Radio Commission upheld a station when it shut General Smedley
Butler off the air because he used the word ‘“‘hell.””%

Network privileges may be denied certain speakers. For example,
Father Coughlin was unable to hire the network facilities of Columbia
and NBC and had to form a chain of his own for his Sunday broad-
casts. The individual stations in this chain, being well paid, allowed
their microphones to vibrate with his economic heresies.

In a handbook entitled Broadcasting in the United States, prepared
for public school debaters by the National Association of Broad-
casters, the question is asked:®® “Is it true that broadcasting chains
have on various occasions deliberately exercised and imposed an unwise
censorship over remarks which were made over their networks?”
The mythical debater representing American broadcasters answers the
question by citing three instances of alleged censorship. He shows
that one was due to the fact that previous speeches in the program
took up so much time that there was none left for the complainant.
Another instance cited the case of a United States senator who was
cut off the air, not because of censorship, but because of the “universal
radio cry of distress—SOS” which happened to be broadcast at the

* Ibid., 48-50.

UNew Vork Herald Tribune, November 12, 1932.

B Christian Century, December 14, 1932.

® New York Times, October 26, 1031.

¥ New York Times, April 27, 1031.
% Page 174.
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time of the senator’s speech. The third and last example given is that
of a speaker for the League for Industrial Democracy. The broadcaster
admits that there was deliberate censorship of this talk because of its
“critical remarks tending to undermine the faith and confidence of the
people in their government.” The argument is closed with the statement
that “All these instances, exceptional as they are, when bulked together
tend to show how smoothly, and we might say providentially, the spirit
of common sense and the further sense of public responsibility tends
to govern the workings of the American Broadcasting System.” It is
a part of the association’s task to refute charges of censorship, and
its mission takes it into the public school forum.

Influence of listeners. Since each station attempts to gain and hold
popularity, the objections of a large group of listeners to any attitudes
expressed in a program may be further grounds for censorship. For
example, the subject of birth control is frowned on for fear of offend-
ing Catholic listeners. In 1930 the National Birth Control League sent
letters to 115 stations requesting permission to broadcast. Only 27
of the letters were answered. Eight of these replies were favorable,
two being definitely affirmative. Of the refusals, eight were because of
“policy,” two said such talks were unsuitable for broadcasting, five
regretted that their schedules were filled for months in advance, and
the others stated they were “not interested.’’?

Influence of advertisers. Since the advertiser is the man who pays
the radio bills, he is also the man who has the privilege of influencing
the selection of programs. Station owners must look to the future as
well as the present and it is obviously part of their business to please
their customers. Hence they are tempted to guard the portals of the air
in deference to those sponsors who pay them thousands of dollars
a year.

An employee of a station affiliated with a nation-wide network re-
fused to allow Mr. F. J. Schlink, director of Consumers’ Research, and
an enemy of advertisers, to broadcast his talk on the failure of the
NRA to benefit the consumer. A week later, after the refusal had
received considerable publicity, the president of the company allowed
Mr. Schlink to broadcast the same speech.*® Another example of the
broadcaster’s fear of the advertiser was the refusal of a network to
allow one of its clients to urge public support of the Tugwell-Cope-
land Bill. Radio stations receive a large share of their revenue from
food and drug companies and the network stated that “our legal de-
partment has ruled that this is a matter of such controversial nature

® New York Times, March 25, 1930.
® New York Times, January 11, 1934.
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that it is too dangerous to use. As a matter of fact, almost any discus-
sion of the Tugwell Bill at this time is dangerous.”*!

Even the radio humorist may be required to frame jokes so that
they do not conflict with the sponsor’s interest. The Columbia System
received a complaint from a large rabbit company when one of Colum-
bia’s comedians, Colonel Stoopnagle, insinuated that he got the meat
for his rabbit sandwiches by shooting the cats in the alley. A come-
dian received a letter from a Pullman official objecting to his descrip-
tion of the “meanest man in the world” as the one who rocked the
Pullman car when you were trying to sleep. An automobile manu-
facturer would not allow the same comedian, whose program it was
sponsoring, to discuss roller skates in a humorous way, for roller
skates, it was pointed out, are a competitive form of transportation.

Broadcasting monopoly. Since a monopoly, by definition, has exclu-
sive control of a particular line of traffic and since it is not customary
for monopolies to be equally tolerant of all points of view, we should
at least mention the extent to which radio broadcasting has become a
monopoly. In the debater’s handbook mentioned above, the National
Association of Broadcasters answers a question regarding radio mo-
nopoly by pointing out that 72 per cent of all stations were independent
on June 30, 1932, while only 28 per cent were associated with networks.
“These figures,” the phantom debater argues, “definitely show up one
one of the most flagrant mis-statements of fact and string of innuen-
does which has been placed before the American public.” But the de-
bater’s opponent might reply that of the 40 frequencies available in
this country for clear channel broadcasts, 38 are utilized by stations
affiliated with chain broadcasting companies, and only two are avail-
able for all the independent stations together.** The opponent might
mention the fact that the average power of the chain stations on one
network is 10,000 watts while the average power of independent sta-
tions is only 566 watts,*® that 71 per cent of all station “‘units” are
affiliated with the two large networks,** and that the Radio Corporation

“ Rolease of Joint Committee for Sound and Democratic Consumer Legislation.
New York, 1934.

S Commercial Radio Advertising, 65. Since a clear channel is assigned by the Fed-
eral Communications Commission on the basis of service rendered, large broadcast-
ing companies can now best qualify for these channels. Under the present system
of ownership and control it is difficult to see how educational, labor, or independent
commercial stations can compete with powerful financial organizations.

 P. Hutchinson, “Freedom of the Air,” Christian Century, March 25, and April
1, 1931.

“ The unit value of a station is based on its power, time schedule, programs, etc.
(Cf. Federal Radio Commission Rules and Regulations, rule 109.) The percentage
of units affiliated with the two large networks is based upon the report of 1932
(Commercial Raodio Advertising, 66-70, 141-157).
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of America owns and controls 3,800 patents affecting radio trans-
mission.

Censorship in the United States is due, then, not so much to direct
political influence as to the peculiarities of public taste and above all to
the interests of those who (if we overlook the ultimate consumer) pay
radio’s bills. Radio officials, like the publishers of newspapers, may
in principle favor complete freedom of the air. Yet because they are
primarily middlemen between the advertiser and the public they must
show “discretion.” In his pamphlet Order on the Air, James Rorty
summarizes as follows the principal points of view which those in
control of radio try to prevent listeners from hearing over the air.*®

I. Any attacks by Communists or other radical minorities upon our form
of government or upon the specific acts of the administration in power.
(A certain amount of liberal criticism is permitted, as for example on
the sustaining programs sponsored by the National Council on Radio
in Education.) Some exception should also be made for speeches, on
purchased time, by radical candidates for political office. But radical
minority parties rarely have adequate funds for such purposes.

2. Any criticism of advertisers, or of the advertising business in general.

3. Any radical criticism of the power and utility interests which directly
or indirectly dominate the broadcasting industry.

4. Any direct espousal of the cause of a militant labor group involved in a
strike or other struggle for power.

5. Any advocacy, or even any mention of birth control, or especially of the
role of the Catholic Church in opposing birth control.

6. In general, anything that might be construed as “obscene” or even “tact-
less” or “controversial” by (those) who guard the portals of the air in
behalf of the owners and directors of the major broadcasting stations.

Broadcasters reply that such vigorous charges are exaggerations.
And since the impartial observer must learn the other side of the story,
he must know how the broadcasters themselves reply to Rorty’s accusa-
tion. The following statement presenting the broadcasters’ point of
view was prepared for us by Dr. Henry A. Bellows, chairman of the
Legislative Committee of the National Association of Broadcasters.

During the year 1934 two official inquiries were made covering the de-
gree of censorship, if any, which is exercised by radio broadcasters in the
United States. These were (a) the hearings in March before the Commit-
tee on Merchant Marine, Radio and Fisheries of the United States House
of Representatives on the so-called McFadden bill, H.R. 7686 and (b) the
hearings before the Broadcast Division of the Federal Communications
Commission during October under the provision of Section 307 (c) of the
Communications Act.

The McFadden bill was expressly designed to provide opportunity, with-

** Page 25.






