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'STANDARDS OF PRACTICE

Dlllgence should be exe:rc:sed to
the end that adveriising copy ac-
cepted for broadecasting comphes
with pertinent federal, state and

. local laws. Acceptance of advertis-

ing should be predicated upon such

considerations as the integrity of
the advertiser, the quality of the
product, the value of service, and
the validity of claims made...

In accepting advertising the
broadcaster should exercise great
care that he is not conveying to
his audience information which is

misleading, dangerous to health

or character, distasteful or con-
trary to the proprieties and cus-
toms characteristic of his audience,
.or in violation of business'and pro-
fessional ethies.
. Advertising copy should contain
no claims - intended to disparage
competitors, competing products,
-or other industries, professions or
" institutions.

Advertising copy should contain
no claims that a produet will effect
a cure,

Good taste gshould always govern
the content, placement and presen-
tation of announcements. Disturb-
ing or annoying sound effects and
devices; blatant announcing and

, over-repetition should be avoided.

Time Standards for

Advertising Copy X
- As a guide to the determination
of good broadecast advertising prac-
tice, the time standards for adver-
tising copy are established as fol-
lows:

The maximum time to be used
for edvertising, allowable to any
single sponsor, regardless. of ‘type
‘of program, should be:
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Between 6:00 p.m. and 11:00 p.m.

5 minute programs 1:00
10 minute programs 2:00
15 minute programs 2:30
25 minute programs 2:60
30 minute programs 3:00
45 minute programs 4:30
60 minute programs 6:00

ATl Other Hours

5 minute programs  1:15
10 minute programs 2:10
15 minute programs 3:00
25 minute programs 4:00
30 minute programs 4:15
45 minute programs 5:45
60 minute programs 7:00

The time standards allowable to
a , single advertiser do not affect
the established practice of allow-
ance for station hreaks between
programs.

All multiple sponsorship or an-
nouncement programs, except as
hereinafter provided, are subject
to the limitation of a maximum of
three minutes of advértising per
fifteen minute segment, excluding
station breaks. Such programs of
half hour, three-quarter hour and
hour duration are subject to ap-
propriate -multiples of that l]ml—
tation,

‘Recognizing that such programs
as shopping guides, market in-
formation, rural news, and the Lke
render a definite service to the
listening public; time standards
for such progranis may be waived
for a total of one hour a broadeast
day, but care should be exercised
to preserve proper program bal-
ance in thelr digtribution.

While any number of products

may be advertised by a single spon-_

sor within the specified time stand-

ards, advertising copy for these
products should be presented within
the framework of the program
structure. Accordingly the use on
such programs of simulated spot
announcements which are divorced
from the progrém by preceding the
introduction of the program itself,
or by following its apparent sign-
off should be avoided. To¢ this end
the program itself should be an-
nounced and clearly identified be-
fore the use of what have been
known as “cow-catcher” announce-
ments and the program should be
signed off after the use of what
have been known as “hitch-hike”
announcements.

Any casual reference in a pro-
gram to another's product or serv-
ice under any trade name, or lan-
guage sufficiently descriptive to
identify it, should, except for nor-
mal guest identifications, be
avoided. If used, it should be con-
sidered ,as advertising copy and,
as sdch, a part of and included in
the total time allowances as herein
provided, '

The. placement of more than one
commercial announcement between
two commercial programs should
not be permitted except in those in-
gtances when one of the two an-
nouncements is a sponsored time
signal, weather report, station pro-
motion or location announcement
of not to excced a total of ten sec-
onds in length.
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‘Contests

Any broadcasting designed to
“buy” the radio audience, by ‘re-
quiring it to listen in hope of re-
ward, rather than for the quality of
its  entertainment - should be
avoided. ) .

Contests should offer the oppor-
tunity to all contestants to win on

the basis of ability and skill, rather
than chance. .

All contest deteils, including
rules,. eligibility requirements,
opening, and termination dates
should be clearly and completely
announced or easily accesgible to
the listening public; and the win-
ners’ names should be released as
soon as possible after the close of
the contest.

When advertising is accepted
which requests contestants to sub-
mit items of product identification
or other evidence of purchase of
product, reasonable facsimiles
thereof should be made acceptable.

All copy pertaining to any con-
test (except that which is required
by law) associated with the ex-
ploitation or sale of the sponsor’s
product or service, and all refer-
ences to prizes or gifts offered in
such connection should be consid-
ered a part of and included in the
total time allowances as herein
provided.

P'remiums and Offers -

Full details of proposed offers

should be submitted to the broad-

caster for investigation and ap-
proval before the first announce-
ment of the offer is made to the
publie.

A final date for the termination
of an offer should be announced
as far in advance as possible.

If a consideration is i‘equirgd,
the advertiser should agree to
honor complaints indicating dis-
satisfaction with the premium by
returning the consideration,

There should be no misleading
descriptions or comparisons of any
premiums or gifts which will dis-
tort or enlarge the_ii: value in the

‘minds of the listeners.
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ACTIVE

Fort Industry Co.
General Electric Co.
Phileco Radio”and Television Corp

' National Broadeasting Co., (New York,

Chicago and Washmgton television
statlons)
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Farnsworth Television & Radlo Corp.
RCA Victor Div. Radio Corp. of Amer-

ica
Allen B, DuMont Laboratories Inc.
%amber%vr Broadcasting Service

Earle C. Anthony Inc

Crosley Corp.

Television Productions Inc,

Ralaban & Katz Corp.

Detroit News )

ARC

CBS

Associated Broadcasters, Inc.
WDSU

News Syndicate Co.

Raltimore Sun

Milwauke Journal Co.

Pulifzer Publishing Co.

Dallas Mornin N‘ewa ! -
Hearst Radio

Jafferson Standard Broadcasting Co.
WEKAI ,

. Kansas City Star Co.

The Houston Post Co.
Twentieth Century Fox

AFFILIATE
Buchanan & Company Inc. .
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Television Broadcasters Assn. Inc.

500 Fifth Ave., New York 18, Telophone: Lackawanna 4-4788

Cecil B. DehMille Productions
William Morris Agency

Weed & Co.

North American Philips Co. Inc.
General Electric Co,

I. du Pont d¢ Nemours & Co.
Amerlcan Telcvision Labs. Inc.
Federal Telephone & Radio Corp.
American Telephone & Telegraph Co.
Telicon Corp. .

Belmont Electric Co.

Mutual Broadcasting Corp.'
MeCann-Erickson Ine,

The Katz Agency \
Marschalk & Pratt Agency

Hooper Inc.
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Yale University
Rutgers University
Syracuse University
Western Reserve Universit
Capitol Radio Engineering Institute
National Radio Institute

New York Technical Institute of N. J.
Television Workshop

Twin City TV Labs. / -
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