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NEW DEVELOPMENTS IN
BROADCASTING—(Cont.)

service they will then make the profit.
Being commercial stations with competi-
tion all around them, they will force each
other’s hands in keeping up to that pro-
gress and rendering a popular programme
which will govern the income of the
. stations.

In regard to future service, Mr. Ben-
nett said that he was not prepared to pre-
dict. what might happen, but he did
really think that the National service
should not be an entertainment service
in the generally accepted term. It should
cultivate a civic consciousness—a Na-
tional sentiment—inculcate a high ap-
preciation of music into Australian homes.
It should take the place in radio which
the Conservatorium takes in the musical
world. It should stimulate the National
Income by educating the producer for in-
creased production. Whereas the cinemas
and theatres gave entertainment on the
other hand, the Conservatoriums and
Colleges of music were formed to de-
velop the taste for music.

As against that, commercial stations
were fundamentally fitted to deliver popu-
lar entertainment to the people, and with
these complementary services there was
no reason to believe that the existing
scheme of National and commercial sta-
tions would not always continue.

Copyright

" Among the problems mentioned by
Mr. Bennett, experienced by commercial
stations, was that of Copyright. He said
this was wvery acute, and although the
Federal Government had put through an
amending bill to allow for voluntary ar-
bitration between copyright representa-
tives and station owners, nevertheless this
- did not make things much better, as
when one side did not want to arbitrate,
the provision for voluntary arbitration
was utterly ineffective, and therefore it
would be necessary for the stations to re-
quire compulsory arbitration. He men-
tioned, also, that the United States Gov-
ernment had recently moved to dissolve
the Copyright organisation in America,
claiming that it was restraining trade.
One scheme was that the stations should
pay a percentage of their gross revenue,
but this would definitely restrict initiative
and retard development—by penalising
the successful man.

Another complex situation was that
growing one of patents in transmissions.
He suggested that patent holders should
be reasonable and not force the position
too quickly, and that they should not
try to kill “the goose that might lay the
golden egg.”

Mr. Bennett said that the business of
commercial stations was no El Dorado,
and while they were progressing, they
were not making huge fortunes. Some-
body, he said, had claimed that some
stations were having a gross turnover of
£80,000 per annum. These statements
were entirely false, and were rather dam-
aging to the interests of commercial sta-
tions.

Indiscriminate Licensing?

The Federal Government, Mr. Bennett
also said, had not been helpful in the
issuing of broadcasting licences, as these
licences had been issued in a few cases
in too casual a manner. Important coun-
try areas should not be covered by a
licence issued to people who were unable
to carry out their obligations.

Referring to the question of Sunday
advertising, which was previously men-
tioned by Mr. Parkhill and Mr. H. P.
Brown, Mr. Bennett said that these mat-
ters were already receiving the attention
of the Federation and individual stations.
Co-ordination was essential in every direc-
tion. Broadcasters claim that they are
entitled to the freedom of the air the
same as the press or other media, are
entitled to their freedom.

Mr. Bennett stressed the point that the
commercial stations were determined to
clean up their own house, raise up their
own standards, and there was no need
for external bodies wanting to control
their advertising. On Sundays some sta-
tions made their profits. The revenue
they obtained during the week did not
pay their expenses, so that if advertising
was cut out on Sundays, a lot of these
stations would be hit hard. Stations how-
ever, had already moved in a manner
that before long would effectively meet
this criticism.

A higher ethical standard was being
worked for, and the accreditation of ad-
vertising agents was receiving the atten-
tion of the Federation, which is consid-
ering the granting of recognition to
agents who are capable of giving impar-
tial advice to their clients. An Accredi-
tation Bureau was suggested, and all the
evils from the parasitic growth of agen-
cies would probably be eliminated.

Relationship with the press was stressed
by Mr. Bennett. He said that the col-
lection of news was a press function, and
while co-operation was rendered between
the press and broadcasting stations, there
would be no serious antagonism. The
Australian press was very liberal to broad-
casting, and in all States some big sta-
tions were owned by the big newspapers.

Speeding Up Life

very interesting point was brought

up by Mr. Bennett, in that he

contended that radio was speed-
ing up life generally. Things happen to-
day and are put on the air within a few
minutes, and it is necessary that the press
give consideration to presenting their
news in a quicker form. He suggested
radio mobile trucks fitted with micro-
phones to broadcast on short waves to
the stations, which could re-broadcast the
actual description from the scene of the
event.

Dealing with the effective coverage of
broadcasting stations of a commercial
character, Mr. Bennett claimed that proof
of coverage lay in the rapid growth of
licences. He gave some very interesting
instances of his experience in ascertain-
ing coverages by means of surveys, but
as yet there is no reasonable or effective
method of giving the information which
some people think they want.
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Results Count

A survey of a client’s business was. most
necessary. They would analyse the turn-
over this year as compared to last year—
the working costs—how much money was
spent in advertising—comparing the
growth before broadcasting and during
broadcasting. He instanced the case of
the Robinson Crusoe broadcast, where,
in two weeks, there were 18,000 replies,
and they have got up to as many. as
30,000 replies in that period. Dealing
with the Wrigley's Spearmint campaign,
they had between one and two million
wrappers collected as a result of broad-
casting efforts, within 6 months.

Mr. Bennett said that broadcasting had
reached a stage where it no longer pos-
sessed a “‘stunt” appeal. It was no good
going down into mines, up to mountains,
out in a motor boat, or even down to
the bottom of the harbour, to prove
radio to-day. The public demanded en-
tertainment, and even that was passing
through many stages. In the first place
we had the personalities who were very
popular. Now we have the personality
of programmes rather than the personal-
ity of individuals. Programme presenta-
tion was an absolute art to-day, just as
the stage or the cinema, and broadcast-
ing meant hard work to produce it as an
art—of the highest standard.

Extreme attention to detail was neces-
sary, coupled with constant practice in
doing the many things that were required
for a successful programme.

Things done in other countries, could
not necessarily be put over in Australia,
as he instanced the fact that Australians
were too Anglo Saxon to accept, en
tout, similar programmes to those put
over in America. The temperament of
the people was different, and we also
lacked the fire, the imagination and the
initiative of the American broadcasters.

High Fidelity

High fidelity became quite a subject
of interest, and Mr. Bennett said that
high fidelity receivers must come, and
that manufacturers must think ahead, just
as the broadcasting managers had to think
what was going to happen in 1935 and
1936 not what was happening to-day. He
hoped that manufacturers were planning
for high fidelity reproduction, just as
the broadcasting stations were now in

. possession of high fidelity transmission.

This also brought up the question of
studio design. They would probably have
to build studios of their own design and
not just improvise in unsuitable build-
ings. Then the equipment must be in
keeping. Pickups were quite a problem.
Higher power was essential to all stations,
said Mr. Bennett. They had a higher
power in other countries, and we would
have to do the same in Australia.

The progress made in transcriptions of
the best talent available at Hollywood
was truly remarkable. The control of
broadcast programmes demanded intense
consideration and a high degree of watch-
fulness on the part of all concerned.

The creation of sound effects, the fad-
ing and mixing of music in plays—all
these called for consideration. Mr. Ben-
nett believed in a continual change of
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cAttractive “Programmes
cAttract Large cAudiences

By Kenneth

Fickett, Radio Manager, Gotham Advertising
- Company, New York, U.S.A.

N the package of mail which we get regularly in this office
from Australia, I find that the managing editor of “Broad-
casting Business” has paid me the very welcome honor of

suggesting that I may have something of interest to say to his
readers. - An article I wrote for the magazine “Broadcasting”
which in the United States occupies a position very much like
“Broadcasting Business” does in Australia, is responsible for the

invitation.

HE Gotham Advertising Company

is an advertising agency, creating

and placing all forms of advertising
for clients on the usual commission or ser-
vice fee basis followed by most of the
ethical advertising agencies in the United
States, Canada and England, and the
British Empire generally. While to date
we have not placed any radio advertising
campaigns in Australia, it happens that
we are well acquainted with the Com-
monwealth through our association with
the Country Press Co-operative, and our
long-standing, cordial relations with the
Australian press, as well as our many per-
sonal friendships in Australia. Gotham
Advertising Company for many years has
done a large part of its work in what is
known to us as the export advertising
field, and has represented many of the
great business houses of the United States
as advertising counsel in overseas prob-
lems.

In advertising agencies like our’s, de-
partments are highly specialised. Thus, a
radio manager for an advertising agency
is almost as strictly a showman as he
would be were he producing a show for
box-office patronage rather than for re-
tail counter patronage. The advertising
angle of it is taken care of by advertising
experts who handle the same product so
far as newsprint, magazines, billboards,
etc., are concerned. My job as radio
manager—and that is generally true in
all advertising agencies in the United
States—is to make the programme so at-
tractive as to gain an audience large
enough to make the cost of the pro-
gramme worth while paying for.

As readers of this article are well
aware, there is in the United States no
charge of any sort set against the “home
which is equipped with a radio receiver.
All costs must come out of advertising
revenue, and human nature being what it
is, the American radio audience is prob-
ably more captious than almost any other
audience, for the very simple reason that
people invariably are more critical of
what they get for nothing than they are
of what they have to pay for.

Certain rules have worked themselves
out in the dozen years that broadcasting
has been fairly extensive, The main rule

seems to be that broadcasting is a most
profitable form of advertising for articles
low in retail cost and widely distributed;
that is, articles of common enough use so
that they are easily accessible to potential
purchasers, and low enough in cost so
that the majority of people can afford to
purchase them often. Examples are food
and toilet staples, drug sundries, ciga-
rettes, etc. That is not to say that the
radio is not applicable to articles of great-
er cost—automobiles are frequent radio
advertisers—but it is generally true that
cosmetics, food products, cigarettes, and
tooth paste and drug sundries are out-
standing examples of radio advertising
successes.

Three Methods of Procedure
RADIO arrangements for . commer-

- cial programmes in the United

States are made to accord with
the advertising aim. Three methods of
procedure may be followed :

1. Utilisation of the networks.
2. Group advertising.
3. Spot broadcasting.

The network arrangement is attractive
to advertisers whose distribution extends
over a large territory. Both the Ameri-
can chains—The National Broadcasting
Company and The Columbia Broadcast-
ing System—have made it possible for an
advertiser to buy time which will permit
a programme to blanket the United States
and Canada; or to buy time in any one
or more of certain sections of this coun-
try; these sections comprising natural
geographic units such as the Atlantic Sea-
board, the Pacific Coast group, the South-
western group, etc. A typical example of
the use we make of the networks is the pro-
gramme on one of the National Broadcast-
ing networks in the interests of Jack Frost
Packaged Sugar. This takes in what the
National Broadcasting Company calls its
basic network, on one of its two chains,
and reaches homefolk in the east, part of
New England and the Middle West,

Group broadcasting which has become
very popular in this country, consists of
merging of interests so far as entertain-
ment is concerned by more than one spon-

‘reaching such an audience.
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sor, whose products are not competitive.
As for instance, where the entertainment
is designed to attract housewives, it is
readily conceivable that manufacturers of
a variety of grocery staples can well af-
ford to pool their advertising costs in
Thus, they
hire in concert an entertainer or an autho-
rity on a certain subject and pro rate the
cost. E

Spot Programmeé

HE spot programmes, when they

embrace more than one station,

generally employ electrical trans-
criptions. In the making of these trans-
criptions original talent is used, and the
programmes are designed as carefully for
the sponsor as if they were broadcast over
a network. The spot programmes, how-.
ever, have the advantage of flexibility, in
that they can be broadcast on any day, at
any time, and do not need to synchronise
one with the other, no matter how many
stations are used. An example of the use
we make of this form of radio is shown in
our current programme for “Toddy”, a
chocolate malt product of the Grocery
Store Products, Inc. Thirteen radio sta-
tions are being used in this campaign,
each station being used to the best time
advantage of the distributors in their
respective territories.

So much planning, ingenuity, and pre-
paration have gone into these pro-
grammes, particularly so far as transcrip-
tions are concerned, that is now appears
as if some part of this cost is going to be
returned. Take for instance the ““Toddy™
programme, to which reference has al-
ready been made. It is a transcription
programme based on a dramatic theme
entitled “Open Sesame™. The pro-
grammes have been so successful in the
territories where they have been broadcast
that a valuable property has been created
Other advertisers are coming into the mar-
ket to-buy the reproduction rights of this
programme, not only in the United States
but also abroad. It is very likely that
Australia will be hearing the same pro-
gramme only under altogether different
sponsorship. These sponsors will pay a
royalty to the firm which first hired us to
produce them.

There is little doubt, in the opinion of
this writer, that radio programmes which
have been electrically transcribed will be
used increasingly on a world-wide scale.
Where countries have a common lan-
guage it seems reasonable to believe that
what appeals to an audience in America
will likewise appeal to an audience in
Australia, and wherever else English is
the major language. It may be necessary
to couch the advertising appeal in a slight-
Ly different key, due to different popular
viewpoints, but we have that problem
right here in our own country, where in
many cases an entirely different sales ap-
proach is necessary in the Far West or
Middle West than is found to be desir-
able in the East.

Basically, however, entertainment ap-
peal is much the same the world over.
I daresay Australian children listening to
the radio react exactly as do our children
over here. Qur programmes will be in-
terchangeable as our stars long have been.
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