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Preface

BROADCASTING has been chronicled to the extent of many
millions of words. These words have been devoted to the
education, entertainment and news pouring from receiving
sets throughout the land. Scant attention has been paid
to broadeasting as a business—a business which should
receive universal recognition as a stable, responsible enter-
prise.

The business of radio advertising holds more faseination
for thousands engaged in it than even radio program pro-
duction. It creates the foundation which supports the
whole structure. The business principles, ethics, and prac-
tices in broadeasting differ from any other business.

It is time that they were drawn together into a complete
framework. The following chapters devoted to the buying
and selling of radio advertising will, we hope, chart the
course, and show not only what broadcasting has to sell,
but also how to sell it.

Ned Midgley
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CHAPTER 1
The American System of Broadcasting

More people spend more time listening to radio pro-
grams than they spend doing anything else—except
working and sleeping,.

THAT IS an amazing statement but a true one. It is
both a tribute and a challenge to the American system of
broadcasting. In just twenty-five years, broadcasting has
carved out its place as an American institution, side-by-
side with newspapers, the theatre, the movies, the sym-
phony concert, the county fair, and a chicken dinner every
Sunday. It is not strange that it has done so. When
newspaper mergers were the order of the day, the phrase
“retaining the best features of each’” was coined. Radio
has merged many longer established American insti-
tutions—and retained the best features of each. It has
resuscitated, streamlined, and welded them into a compel-
ling force, giving them new life and deeper meaning. Itisa
blend of advertising, show business, the music world, the
classroom, the politician’s stump, and today’s news, all
united under a modicum of government watchfulness.
Our system of broadcasting must be recognized first
as a commercial enterprise dependent upon advertising
2 revenue for its very existence. It is not a propaganda tool
nor a government-operated activity feeding selected pap to
an uninterested populace. It is a living, vital thing with its
finger on the pulse of the populace, meeting its demands,
catering to its likes and dislikes, building its hopes and
1




2 THE AMERICAN SYSTEM

ambitions. American radio is today—and tomorrow. The
world has never heard broadcasting equal to it.

Broadcasting has faced its first challenge. It seems
something more than coincidence that it became twenty-one
years of age just a month prior to Pearl Harbor. Immedi-
ately it was faced with the most perilous war into which
the nation had ever been plunged.

Sunday afternoon, December 7, 1941, was a normal Sun-
day afternoon—until 2:31 P.M. Eastern Standard Time.
People were doing what they had been doing on other late
fall and early winter Sunday afternoons. Crowds were
gathering at the professional football games; families were
enjoying unrationed Sunday dinners; millions were listening
to their favorite radio programs or otherwise indulging in
week-end divertissements. But at 2:31 P.M., the terse
United Press dispatch, ‘“Washington—White House An-
nounces Japanese Have Attacked Pearl Harbor,” was
broadcast to the nation. From that moment on, it was
not a normal Sunday but “the day of infamy.”

At 3:00 P.M,, the New York Philharmonic Orchestra
was scheduled to start its regular weekly broadcast, but
this was delayed. First, commentator Elmer Davis gave
additional fragmentary details of the news. At 3:03:15
P.M., Artur Rodzinski launched the Philharmonic into the
Shostakoviteh Symphony No. 1 in F Major; but the concert
this day had no coherence for the radio audience. It was
interrupted six times more for additional news, which
seemed to be received so slowly. As the day progressed,
the picture began to fill in more quickly, and the favorite
radio programs served merely as bulletin boards for the
most startling news development of the centuries. War,
which we had dreaded so long, was forcibly thrust upon us.
But radio was ready to go to war—with a maturity, an
ability, and a vigor which no other system of broadcasting
in the world could contribute to its homeland.

Typical of radio’s willingness to serve was the following
radiogram sent to President Roosevelt at 4:05 P.M. on De-
cember 7, 1941 by David Sarnoff, RCA president and chair-
man of the board of the National Broadcasting Company:
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ALL OUR FACILITIES AND PERSONNEL ARE
READY AND AT YOUR INSTANT SERVICE.
WE AWAIT YOUR COMMANDS.

This was the keynote for the entire industry.

And then radio rolled up its sleeves and started to work.
It afforded the government an immediate means of com-
munication with virtually every home in the United States,
an established means of communication with an assured
audience throughout the war. Its facilities were made
available for Presidential talks; its talents were devoted to
War Bond drives; it was a constant vehicle for OWI and
OPA messages; its technical personnel entered the armed
forces; its entertainment personnel appeared at service
centers at home and abroad; its programs were short-waved
to the armed forces overseas; and it reported news while it
was being made. In addition, its regular entertainment
features served as a firm prop to civilian morale on the
home front. And at the war’s end there was no danger of
the Battle of New Orleans being fought after the truce was
signed.!

While these contributions to the war effort were credited
to radio, they could never have been achieved in such
measure without an equal degree of willingness on the part
of the advertisers. It was their co-operation with the
broadcasting industry that made the task phenomenally
successful. Hundreds of millions of dollars in broadcasting
time were donated by advertisers to the government for its
many pressing needs.

During war years, the President, by law, may “. . .
cause the closing of any station for radio communication
and the removal therefrom of its apparatus and equipment,
or he may authorize the use or control of any such station
and/or its apparatus and equipment by any department of

1 By the end of 1814, England and America were ready to end the War of
1812. On Christmas Eve, 1814, both countries agreed to terms of peace at
Ghent in Belgium. It was February 11, 1815 before the news could be car-
ried across the Atlantic to the United States. Just one week before this, on
February 4, Washington learned that a great battle, the greatest of the entire
war, had been fought at New Orleans.
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the government under such regulations as he may preseribe,
upon just compensation to the owners.””? So complete was
radio’s contribution that not once from December 7, 1941
through August 14, 1945 was there the slightest hint that
these powers would be exercised in regard to any domestic
radio station or network.

Thus radio accepted its first challenge, and the results are
history. It faces now the second challenge, in a world at
peace, with newly drawn lines—ever improved service to
its vast listening audience combined with technical im-
provement and expansion. This history will be written
during the next decade. Any predictions made today
might well be dwarfed by actual accomplishment during
the next ten years.

One certain thing is that the extent to which this history
is written will be related directly to the continued effective-
ness and success of commercial broadecasting. To the
most uninitiated observer, it must be apparent that the
bulk of the funds for development of program ideas and for
technical expansion comes from the revenues accruing to
broadcasting from advertising. No network could afford
to present a complete season of concerts of the New York
Philharmonic Orchestra, ‘“America’s Town Meeting,” or
the “University of Chicago Round Table” solely as a
service to the listening public unless there were revenue
available from the sale of commercial time. Station
WMBD in Peoria could not broadcast twenty-six local
high school basketball games simply because of keen lis-
tener interest in the sport if there were no income from
advertising. Bear in mind that radio sets are not licensed
in the United States as they are in many foreign countries,
providing an annual fund from which governmentally
selected programs can be budgeted and prepared.?

Radio is a business, and the inexorable laws of eco-
nomics function in it just as they do in every other business.

2 Federal Communications Act of 1934.

3 In all foreign countries, an annual license fee or tax is charged radio set
owners much as automobiles are licensed by the individual states in this
country. From this fund the government prepares the year’s schedule of
programs which it believes the listeners should hear.
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Radio can now take its place in the ranks of American busi-
ness achievements as one of the most fascinating of them all.
There are thousands of persons employed in the business
departments of radio who have never faced a microphone,
who have never twisted a dial in a control room, and
whose names have never graced a marquee. They work in
a world of anonymity which they desire, but they are the
business men and women who make the whole complicated
system of broadecasting function.

Government Licensing of Radio Stations

To understand the business of radio, it is necessary first
to be familiar with and understand the government’s licens-
ing requirements for the industry. This is met with at
every hand and is the basis for many of the practices and
tenets of broadcasting.

The structure of commercial broadecasting rests on a
foundation of governmental supervision, most recently
revised and summarized in the Federal Communications
Act of 1934 with subsequent additions in 1941. Super-
vision of radio was first vested in the Department of
Commerce. On March 2, 1927, President Coolidge ap-
pointed the first Federal Radio Commission. The sen-
sational growth of the industry and the multiplicity of
details involved resulted in the realignment of authority
provided in the 1934 legislation.

The ““air” over the United States does not belong to any
radio station nor to any network. It belongs to Mr. and
Mrs. American Citizen, and their rights are protected by
this Act. A knowledge of its essential, less technical pro-
visions is necessary for the most effective use of radio as
an advertising medium.

The Federal Communications Commission, which admin-
isters the provisions of the Act, consists of seven mem-
bers appointed by the President for a term of seven years
at an annual salary of $10,000. One of these is appoinied
chairman. None of these appointees may be connected
with any branch of the broadcasting business during his
tenure of office. The Commission is subdivided into oper-
ating divisions: legal, technical, and others, in which are
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prepared all of the decisions and judgments of the group.
An annual budget of approximately $16,000,000 is appro-
priated for this body, which also supervises telephone and
telegraph industries.

It is not as easy to start a radio station as it is a haber-
dashery shop or delicatessen. All stations must be licensed
by the Commission upon proper application. The finan-
cial responsibility and integrity of the applicant and the
method in which he proposes to, operate the facilities are
reviewed by the Commission. If these factors are found
satisfactory and it is deemed ‘. . . the public interest,
convenience and necessity would be served,” the license is
granted. Note the phrase ‘“the public interest, conven-
ience and necessity.” It was taken verbatim from the
Federal Radio Act of 1927, which was the original law
outlining governmental interest in broadcasting. It recurs
frequently throughout the Communications Act of 1934 and
is the guiding principle of most of the Commission’s rulings.
But further, it is the explanation and justification for many
arrangements in commercial broadcasting which are en-
countered from day to day.

A license is granted for a period not exceeding three years.
It specifies the power and frequency (spot on the dial) on
which the station will broadcast and the actual hours of
daily operation. In addition, it assigns the permanent call
letters by which the station will be known.

By international agreement, call letters starting with
“W?” and “K” are assigned to United States broadcasting
stations. (Mexican call letters start with “X,” and Cana-
dian call letters with “C.”) Within our borders, call
letters starting with ““W’’ are assigned to stations east of the
Mississippi River, and with “K” west of the Mississippi
River. There are a few exceptions, of course, to the
general rule; the two most notable are: KDKA in Pitts-
burgh, which is the pioneer commercial broadcasting sta-
tion in the country, and KYW in Philadelphia, which was
originally licensed in Chicago and years later moved to
Philadelphia.

Some call letters have interesting connotations denoting
ownership, geographical location, or just novelty arrange-
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ments of the letters. WTAG in Worcester indicates own-
ership by the Worcester Telegram and Gazette. WEEI in
Boston retains the flavor of former ownership by the Edison
Electric Illuminating Company. WTIC in Hartford is
owned by the Travelers Insurance Company, and WGST
in Atlanta by the Georgia School of Technology. WRVA
is located in Richmond, Virginia, WBAL in Baltimore,
Maryland, and WWVA in Wheeling, West Virginia. Some
of the more novel call letters are WHAM in Rochester,
New York, KOIN in Portland, Oregon, WHO in Des
Moines, Iowa, and KOY in Phoenix, Arizona.

The use of station identifications is prescribed in detail
by FCC Rules and is of particular interest to the sponsors
of commercial programs, for many times these announce-
ments are of necessity an integral part of an entertainment
period. The provisions are as follows:

“83.187 Station identification—(a)—A licensee of a standard
or high frequency broadcast station shall make station identifica-
tion announcement (call letters and location) at the beginning
and ending of each time of operation and during operation (1) on
the hour and (2) either at the half hour or at the quarter hour
following the hour and at the quarter hour preceding the next
hour: Provided, _

“(b) such identification announcement need not be made on
the hour when to make such announcement would interrupt a
single consecutive speech, play, religious service, symphony con-
cert or operatic production of longer duraticn than 30 minutes.
In such cases the identification announcement shall be made at
the beginning of the program, at the first interruption of the en-
tertainment continuity, and at the conclusion of the program.

“(¢) Such identification announcement need not be made on
the half hour or quarter hours when to make such an announce-
ment would interrupt a single consecutive speech, play, religious
service, symphony concert, or operatic production. In such cases
an identification announcement shall be made at the first inter-
ruption of the entertainment, continuity and at the conclusion of
the program. Provided, that an announcement within 5 minutes
of the times specified in subdivision (2) of paragraph (a) of this
section will satisfy the requirements of identification announce-
ments.

“(d) In the case of variety show programs, baseball game broad-
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casts, or similar programs of longer duration than 30 minutes, the
identification announcement shall be made within 5 minutes of
the hour and of the times specified in subdivision (2) of paragraph
(a) of this section.

“(e) In the case of all other programs the identification an-
nouncement shall be made within 2 minutes of the hour and of
the times specified in subdivision (2) of paragraph (a) of this
section.

“(f) In making the identification announcement the call letters
shall be given only on the channel of the station identified thereby.”

The act also provides in Section 317 that:

« . all matter broadcast by any radio station for which serv-

ice, money, or any other valuable consideration is directly or in-
directly paid or promised to, or charged or accepted by the station
80 broadcasting from any person shall, at the time the same is so
broadcast be announced as paid for, or furnished as the case may
be, by such person.”

This might seem to be a curious and unnecessary re-
quirement, for the average commercial sponsor is more than
willing to identify himself and his product. However, it
was necessary to invoke this provision in at least one case.
A patron of music, president of a small manufacturing
company, sought to further the career of a promising young
tenor with his own personal funds. Time was purchased on
Sunday morning on a limited network, and continuity was
submitted containing no mention of the patron or of any
sponsor. It was not until the president agreed to the use
of his company’s name, just the barest mention possible,
that the program could go on the air.

FCC Political Broadcast Requirements

Radio in recent years has become a vital medium for
politicians during election periods. Time for political
broadcasts is purchased the same as regular commercial
program time is, through the same channels and at the same
costs. Placement of these broadcasts is a lucrative busi-
ness for advertising agencies, but there is always the danger
of alienating other clients of opposing political faiths. Asa
protection to radio stations and to secure equality of treat-
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ment for all candidates, the Communications Act has
prescribed definite provisions on this subject. These are
summarized in the following excerpt from the Rules:

“83.190a Definitions. A “legally qualified candidate” means
any person who has publicly announced that he is a candidate for
nomination by a convention of a political party or for nomination
or election in a primary, special or general election, municipal,
county, state or national and who meets the qualifications pre-
scribed by the applicable laws to hold the office for which he is a
candidate, so that he may be voted for by the electorate directly
or by means of delegates or electors and who (a) has qualified
for a place on the ballot or (b) is eligible under the applicable law
to be voted for by sticker, by writing in his name on the ballot,
or other method, and (1) has been duly nominated by a political
party which is commonly known and regarded as such, or (2)
makes a substantial showing that he is a bona fide candidate for
nomination or office, as the case may be. .

“83.190b General requirements. No station licensee is re-
quired to permit the use of its facilities by any legally qualified
candidate for public office, but if any licensee shall permit any
such candidate to use its facilities, it shall afford equal opportuni-
ties to all other candidates for that office to use such facilities,
provided that such licensee shall have no power of censorship over
the material broadcast by any such candidate.

“83.190c Rates and practices. The rates, if any, charged all
such candidates for the same office shall be uniform and shall not
be rebated by any means, directly or indirectly; no licensee shall
make any discrimination in charges, practices, regulations, facili-
ties or services for or in connection with the service rendered
pursuant to these rules, or make or give any preference to any
candidate for public office or subject any such candidate to any
prejudice or disadvantage; nor shall any licensee make any con-
tract or other agreement which shall have the effect of permitting
any legally qualified candidate for any public office to broadcast
to the exclusion of other legally qualified candidates for the same
public office.

«§3.190d Records; inspection. Every licensee shall keep and
permit public inspection of a complete record of all requests for
broadcast time made by or on behalf of candidates for public
office, together with an appropriate notation showing the disposi-
tion made by the licensee of such requests, and the charges made,
if any, if request is granted.”
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In May 1941, the Federal Communications Commission
adopted a series of eight new rules applicable to stations en-
gaged in chain broadcasting. These new provisions are
now an integral part of the Commission’s Rules and Regu-
lations for Broadcast Services and have had a marked effect
on commercial broadcasting. They will be discussed fur-
ther in Chapter IV.

Most of the other provisions in the Communications Act
are of vital importance only to a station operator. The
interest of the Commission in broadcasting is perpetuated
through license renewal and by punitive measures reserved
to it in case of infractions of the regulations. Through all
of its operations, the Commission operates constantly as
custodian of the air-waves, checking, prescribing, and
making certain that radio is conducted truly “in the
public interest, convenience and necessity” and that it
performs a definite public service.

An excellent definition of ‘“public service”” has been
offered by Station KOIN, Portland, Oregon: ‘‘the successful
communication of local and national ideals (economic,
social, and cultural) according to the peculiar needs of each
station’s listening audience. It is democratic in function,
free from bias, or selfish interest, and inseparable from
every phase of station operation.”

Growth of Radio Stations and Set Ownership

This process of developing the tremendous force of broad-
casting into an effective advertising medium, while still
serving the public interest, has been the story of the business
side of radio for the past twenty-five years.

Most of the first commercial broadcasting licenses were
issued to amateurs, schools, and churches. The amateurs
were technicians, “hams,” if you will, who were interested
in radio from an engineering and experimentation stand-
point. They were men of imagination and vision, as was
Alexander Graham Bell, but they looked upon broadcasting
only as a new and improved means of communication.
They could be forgiven if they did not see in their head-
phones, hand-cranked generators, and crystal sets today’s
gigantic structure of broadecasting. Schools acquired radio




THE AMERICAN SYSTEM 11

stations for experimentation and study, and churches ac-
quired them to broadcast their sermons. Transmitters
were set up in barns, outbuildings, and other generally idle
places. The material that was broadcast was mest unin-
teresting, but it was the fact that it could be heard through
the ether without wires that was important.

On election day in 1844, James Polk and Henry Clay
were the rival candidates for President of the United States.
Eight days after the election, the New York Evening Post,
on the basis of incomplete returns, reported that James
Polk had been elected. On election day 1920, listeners to
Station KDKA, Pittsburgh, learned that evening that
Warren G. Harding had defeated Governor James Cox in
that day’s Presidential election. On election day evening
in 1944, 100,000,000 listeners in the United States and
throughout the world learned that President Roosevelt had
been elected for his fourth term, over Governor Thomas
Dewey.

An interesting commentary on the effect of radio listening
upon the course of American politics is seen in the following
correlation of radio sets owned and ballots cast in Presiden-
tial election years, prepared by Robert J. Landry in This
Fascinating Radio Business.*

Election Radio Sets Owned Ballots Cast
1920 Negligible 25,705,340
1924 3,000,000 29,022,260
1928 8,000,000 36,879,440
1932 18,000,000 39,816,522
1936 33,000,000 45,646,817
1940 40,000,000 49,815,312
1944 59,000,000 48,026,170*

_ *1944 ballots cast less than 1940 due to small per-
centage of soldier vote.

These figures do not indicate an inordinately large
number of voters coming of age within each four-year cycle.
They do indicate the rapid growth of set ownership plus the
effect of one of radio’s outstanding nonprofessional person-

¢ Landry, Robert J., This Fascinating Radio Business, page 311. New
York: The Bobbs Merrill Co., 1946.
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alities—the late Franklin D. Roosevelt, who was the vice-
presidential running mate of James M. Cox in the 1920
election.

Immediately following KDKA’s broadeast of the Hard-
ing-Cox returns, the potentialities of the medium began to
evolve in rapid succession. Radio caught on with the
public. People interested in developing it as an advertising
medium began to enter the field either with a new license or
by buying out the original licensees. Some schools and
churches retain their licenses to the present day, but many
transferred them when it became apparent that they could
not fill a sixteen-hour or eighteen-hour broadcast day and
retain the listeners’ interest.

By March 1923, there were 556 radio stations licensed
in the United States. The purchase of receiving sets kept
pace with the increase in stations. Then radio went out to
sell itself as an advertising medium, and advertisers, ever on
the lookout for new and effective means of reaching con-
sumers, began to experiment with it.

4  Broadcasting—The New Advertising Medium

The twentieth century economy of the United States could
not have been written without the functions of advertising.
Individual initiative, imagination, and enterprise, all would
have been lost if the ultimate consumer could not have been
told of industry’s products. All would have been lost if the
ultimate consumer could not have had faith and have
placed his trust in the representations of manufacturers.
Millions of units were produced by mass production; and
they could be sold only by advertising to millions of people
and sold at a cost per unit below any previous dreams.
This represented actual dollar savings to the consumer far
exceeding advertising expenditures. :
Virtually all national advertising in the newspapers and
magazines, on the billboards, on the air, and a high per-
centage of local advertising is prepared and placed through
advertising agencies. The agencies® receive a set 15 per

% Accredited advertising agencies should be distinguished from direct-mail
houses, photo-offset companies, and specialty shops. The established 15 per
cent commission does not apply for these types of advertising services.
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cent commission on the cost of all advertising placed for the
companies they represent. As the advertiser spends, the
agency earns commission. But the commission is not an
expense to the advertiser; it is allowed by the newspaper,
magazine, or radio station in return for the complete
preparation of the advertising by the agency. It would
cost the manufacturer exactly the same amount if he
placed his advertising direct, without benefit of an agency.
This relationship between advertisers and agencies, on the
one hand, and magazines and newspapers on the other, had
functioned flawlessly for years. It was but natural, then,
that radio stations should conform to the same procedure
for broadcast advertising. The advertiser-agency-station
triumvirate ‘was established from the start in the field of
radio.

Then followed years of experimentation, years of trials
and errors. A new advertising medium had been born, and
how to use it to its maximum advantage was the problem of
the day. It was like, but unlike, the old established forms
of advertising. Some of the old concepts and practices
still held and could be transferred, and others could not
possibly be adapted to this new field. National networks
were formed, raising the horizons; and then the networks
joined with the advertisers, agencies, and stations, and
began to chart a true course.

Although many of the original purchases of radio sets
were made because of the novelty appeal, those purchasers
remained to be entertained—and sold! Set ownership rose
and rose, and by January 1948 there were 35,900,000 U.S.
homes with radios.® Many of these owned two, three, and
four sets. By the same date, there were 1,510 domestic
radio stations in the country, exclusive of FM and televi-
sion stations.

After more than twenty-five years, the four interested
parties, radio stations, networks, advertising agencies, and
advertisers, are still working together more closely, perhaps,
than is the case in any other form of advertising. Eloquent
testimony to the success of the business is seen in the annual

¢ CBS Research Department.
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net sale of broadcasting time alone, which totals approxi-
mately $356,000,000.

Paul Porter, upon his appointment as Chairman of the
Federal Communications Commission, said: “I see in
broadcasting a vital "agency for carrying forward our
traditional American policy of free speech and for protecting
and strengthening our system of free enterprise. We are
committed so definitely in the United States to freedom of
speech . . . that there is no vogue for government-owned
radio here. Far more than is generally realized, the radio
executive stands between importunate, short sighted ad-
vocates of this or that, on the one hand, and the general
public on the other. The industry has already perfected
an organization of broadcasters and established canons of
conduct which compare favorably with those of profes-
sional groups with centuries of experience behind them.”




CHAPTER 11
How Big Is Radio?

ALTHOUGH it is difficult to apply any single gauge to
broadecasting and say that radio is “so big,” certain sound-
ings can be taken which will give an accurate definition of
the length, breadth, and depth of the medium. It is known
that there are 53,500,000 home radios and 8,200,000 auto-
mobile radios in use in the United States today. These are
distributed so that there are 35,900,000 homes with one or
more radio sets. Even during war years, surveys showed
that 95 per cent of these were kept in good operating
condition.

This set ownership is not evenly distributed throughout
the United States. While 93 per cent of all U.S. homes
have one or more radio sets, this percentage drops as low as
76.2 per cent in rural-farm areas. A complete breakdown
of set ownership, prepared by.the Broadcast Measurement
Bureau, is shown on pages 16-17.

While these figures by themselves are impressive, when
considered in relation to other national totals they take on
added significance:!

Total U.S. Families............. 37,500,000
Radio Families................. 35,900,000
Automobile Families............. 20,000,000
Bath-tub Families.............. 24,900,000
Telephone Families............. 17,500,000

1 CBS Research Department.
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1946 URBAN, RURAL NON-FARM AND RURAL FARM
Total Urban
Geographic Areas A Radio % Radio
and States Families Radio  Families Families Radio ~Families
New England........ (2,353,000) (96.9) (2,280,000) (1,822,000) (97.9) (1,784,000)
Maine............ 224,100 92.2 206,600 98,700 96.0 94,800
New Hampshire. . .. 135,200 94.2 127,400 79,900 96.1 76,800
Vermont.......... 88,600 93.6 82,900 35,800 97.5 34,700
o Massachusetts. . ... 1,183,400 97.9 1,158,900 1,063,300 98.2 1,044,200
.Rhode Island...... 205,100 97.7 200,300 187,700 97.9 183,800
Connecticut. . ..... 516,600 97.5 503,900 356,800 98.0 349,700
Middle Atlantic...... (7,600,000) (96.9) (7,365,000) (6,022,000) (97.9) (5,897,000)
New York......... 3,759,000 97.6 3,667,000 3,180,000 98.2 3,122,000
New Jersey........ 1,217,000 97.5 1,186,000 1,006,000 97.9 985,000
Pennaylvania...... 2,824,000 95.7 2,512,000 1,836,000 97.5 1,790,000
East North Central... (7,911,000) (95.4) (7,550,000) (5,518,000) (97.4) (5,375,000)
Ohio.............. 2,085,000 95.4 1,989,000 1,476,000 97.3 1,436,000
Indiana........... 1,048,000 93.4 979,000 635,000 96.2 611,000
Illinois. ........... 2,330,000 95.7 2,230,000 1,785,000 97 .4 1,738,000
Michigan.......... 1,596,000 96.4 1,538,000 1,106,000 98.0 1,084,000
Wisconsin. ........ 852,000 95.5 814,000 516,000 98.1 506,000
West North Central.. (3,658,000) (92.0) (3,365,000) (1,916,000) (95.8) (1,836,000)
Minnesota......... 723,500 95.2 689,000 417,500 97.7 408,000
Iowa.............. 682,200 94.5 644,700 343,100 96.4 330,800
Missouri.......... 1,089,400 89.0 969,100 637,500 94.7 603,900
North Dakota. . ... 137,700 93.5 128,800 42,600 96.9 41,300
South Dakota...... 150,600 91.4 137,700 51,700 95.7 49,500
Nebraska.......... 350,800 91.6 321,200 164,200 95.8 157,300
Kansas............ 523,800 90.6 474,500 259,400 94.5 245,200
South Atlantic....... (4,731,000) (80.9) (3,829,000) (2,286,000) (89.0) (2,034,000)
Delaware.......... 81,000 92.6 75,000 44,000 95.5 42,
Maryland......... 563,000 93.3 525,000 355,000 96.3 342,000
District of Columbia 234,000 96.2 225,000 234,000 96.2 225,000
Virginia........... 724,000 81.4 589,000 318,000 90.6 288,000
West Virginia...... 451,000 85.8 387,000 162,000 93.8 152,000
North Carolina. .... 817,000 78.3 640,000 303,000 86.8 263,000
South Carolina..... 455,000 71.2 324,000 160,000 80.6 129,000
Georgia........... 792,000 72.7 576,000 350,000 81.1 284,000
Florida............ 814,000 79.5 488,000 360,000 85.8 309,000
Eagt South Central... (2,718,000) (75.1) (2,040,000) (1,116,000) (85.3) (952,000)
Kentucky......... 688,000 81.0 557,000 286,000 90.9 260,000
Tennessee......... 770,000 79.2 610,000 353.000 87.3 308,000
Alabama.......... 719,000 71.6 515,000 298,000 82.2 245,000
Mississippi........ 541,000 66.2 358,000 179,000 77.7 139,000
West South Central... (3,555,000) (78.8) (2,803,000) (1,751,000) (86.9) (1,522,000)
Arkansas.......... 487,000 72.5 353,000 167,000 83.8 140,000
Louisiana.......... 651,000 734 478,000 326.000 83.7 273,000
Oklahoma......... 571,000 82,7 472,000 274,000 90.5 248,000
Texas............. 1,846,000 81.3 1,500,000 984,000 87.5 861,000
Mountain. . ......... (1,211,000) (88.9) (1,077,000) (606.000) (93.9) (569,000)
Montana.......... 148,400 92.3 137,000 67.600 95.1 64,300
Idaho............. 141,700 92.4 131,000 59,900 95.2 57,000
Wyoming... 73,100 91.4 66,800 32,700 95.4 31,200
Colorado.......... 332,100 914 303,600 196,400 95.3 187,200
New Mexico. ...... 133,400 73.5 98,000 56,000 83.9 47,000
Arizona 169,800 82.4 139,900 70,800 89.8 63,600
Utah.............. 166,700 95.9 159,800 102,800 97.4 100,100
Nevada 45,800 89.3 40,900 19,800 93.9 18,600
Pacific. ............. (3,863,000) (95.5) (3,689,000) (2,711,000) (96.9) (2,628,000)
Washington........ 867,000 94.5 630,000 397,000 95.7 380,000
Oregon............ 412,000 93.7 386,000 227,000 96.0 218,000
California. . ....... 2,784,000 96.0 2,673,000 2,087,000 97.3 2,030,000
United States Total... 37,600,000 90.4 33,998,000 23,748,000 95.2 | 22,597,000
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OWNERSHIP BY GEOGRAPHIC AREAS AND STATES

Rural-Non-farm Rural-Farm:
Geographic Areas % Radio o Radio
and States Families Radio Families Families Radio Families
New England........ (414,000) (94.4) (391,000) (117,000) (89.7) (105,000)
Maine............ 90,400 90.4 81,700 35,000 86.0 30,100
New Hampshire.... 41,400 92.0 38,100 13,900 89.9 12,500
Vermont.......... 33,000 924 30,500 20,000 88.5 17,700
Massachusetts. . ... 98,000 96.0 94,100 22,100 93.2 20,600
Rhode Island. ..... 14,900 95.3 14,200 2,500 92.0 2,300
Connecticut. . ..... 136,300 97.1 132,400 23,500 92.8 21,800
Middle Atlantic...... (1,208,000) (94.4) (1,140,000) (370,000) (88.6) (328,D00)
New York......... 422,000 95.5 403,000 157,000 90.4 142,000
New Jersey........ 180,000 95.6 172,000 31,000 93.5 29,000
Pennsylvania...... 606,000 93.2 565,000 182,000 86.3 157,000
East North Central... (1,350,000) (92.7) (1,251,000) (1,043,000) (88.6) (924,D00)
Ohio.............. 362,000 92.5 335,000 247,000 88.3 218,000
Indiana........... 220,000 914 201,000 193,000 86.5 167,000
Illinois. ........... 324,000 91.7 297,000 221,000 88.2 195,000
Michigan.......... 282,000 94.7 267,000 208,000 89.9 187,000
Wisconsin......... 162,000 93.2 151,000 174,000 90.2 157,000
West North Central . . (787,000) (89.8) (707,000) (955,000) (86.1) (822,000)
Minnesota......... 132,200 92.5° 122,300 173,800 91.3 158,700
Iowa.......coounnn 153,200 92.6 141,900 185,900 92.5 172,000
Missouri.......... 203,500 86.1 175,200 243,400 76.5 190,000
North Dakota. .. .. 41,400 91.5 37,900 53,700 92.4 49,500
South Dakota...... 43,900 89.1 39,100 53,000 89.3 49,100
Nebraska.......... 84,700 89.7 76,000 101,900 86.3 87,900
Kansas............ 128,100 89.5 114,600 136,300 84.2 114,700
South Atlantic....... (1,272,000) (80.3) (1,021,000) (1,173,000) (66.0) (774,800)
Delaware.......... 25,000 92.0 23,000 12,000 83.3 10,000
Maryland. . ....... 150,000 90.7 136,000 58,000 81.0 47,000
District of Columbia — —_ — — —_ —
Virginia........... 199,000 80.4 160,000 207,000 68.1 141,000
West Virginia...... 192,000 84.9 163,000 97,000 74.2 72,000
North Carolina..... 221,000 80.5 178,000 293,000 67.9 199,900
South Carolina..... 129,000 76.0 98,000 166,000 58.4 97,600
Georgia........... 177,000 74.6 132,000 265,000 60.4 160,000
Florida........... o 179,000 73.2 131,000 75,000 64.0 48,000
East South Central. .. (589,000) (76.1) (448,000) (1,013,000) (63.2) (640,000)
Kentucky......... 172,000 79.7 137,000 230,000 69.6 160,000
Tennessee......... 159,000 79.2 126,000 258,000 68.2 176,000
Alabama.......... 164,000 72.6 119,000 257,000 58.8 151,000
Mississippi........ 94,000 70.2 66,000 268,000 57.1 153,000
West South Central. .. (764,000) (76.8) (587,000) (1,040,000) (66.7) (694,000)
Arkansas.......... 106,000 72.6 77,000 214,000 63.6 136,600
Louisiana.......... 146,000 71.2 104,000 179,000 56.4 101,000
Oklahoma ......... 127,000 78.7 100,000 17G,000 72.9 124,000
Texas. ............ 385,000 79.5 306,000 477,000 69.8 333,000
Mountain. .......... (362,000) (85.6) (310,000) (243,000) (81.5) (198,000)
Montana 44,400 90.8 40,300 36,400 89.0 32,400
Idaho............. 39,500 90.6 35,800 42,300 90.3 38,200
Wyoming 23,100 90.0 20,800 17,300 85.5 14,500
Colorado 78,900 86.8 68,500 56,800 84.3 47,900
New Mexico....... 42,600 68.8 29,300 34.800 62.4 21,700
Arizona........... 69,700 81.6 56,900 29,300 66.2 19,400
Utah.............. 42,800 94.2 40,300 21,100 91.9 19,400
Nevada........... 21,000 86.2 18,100 5.000 84.0 4,200
Pacific. ............. (787,000) (92.9) (731,000) (365.000) (90.4) (330,000)
Washington........ 173,000 93.1 161,000 97.000 91.8 89,000
Oregon............ 111,000 91.9 102,000 74,000 89.2 66,000
California......... 503,000 93.0 468,000 194,000 90.2 175,600

United States Total... 7,533,000 87.4 6,586,000 6,319,000 76.2 4,815,000
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The chart on page 15 shows the penetration of radio into
American family life. Actually, except for the very poor
and a small number of cranks who just plain do not want to
own a radio set, everybody owns a radio. The non-owners
do not represent an appreciable market for the goods
advertised on the air.

It is interesting to compare set ownership in the United
States with that in other countries. On the basis of the
latest available figures (1941), the totals were:

Germany............. 14,965,048 radio sets
USSR................ 10,551,361 ¢
Great Britain......... 9,132,200 «
Japan................ 5,369,808 “  «
France............... 5,133,035 ¢« ¢

The vast set ownership in the United States bespeaks
intense listener interest in broadecasting. Fortune magazine
found this to be true. In a survey, it established that
radio ranked first, over all other forms of entertainment—
ahead of movies, magazines and books, hunting and
fishing and sports events, and newspapers. And Fortune
found, also, that for no group of people, by class or occupa-
tion, or by age or sex, was the vote less than 70 per cent for
giving up the movies rather than the radio.?

These facts were confirmed six years later in a survey
made by the University of Denver in which the question
was asked: “If you had to give up either going to the
movies or listening to the radio, which one would you give
up?n 3

The results showed:

Give up movies. . ........... 8497,
Giveupradio............... 119,
Don't know................. 5%

In the same year, book publishers engaged the Psycho-
logical Corporation to conduct a survey of the percentage of

2 Fortune Magazine Survey, 1939.
3 Lazarsfeld, Paul F. and Field, Harry, The People Look at Radio, page 101.
University of North Carolina Press, 1946.
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time people devote to reading, movie-going, and listening
to the radio.* The survey showed:

8% of time devoted to reading books
119, of time devoted to reading magazines
119%, of time devoted to movie-going
21%, of time devoted to reading newspapers
49%, of time devoted to listening to radio programs
(1009, = time devoted to reading, movie-going and listening)

News by Radio

Radio looms large as a medium for disseminating news.
It has been a long time since the newsboys’ cries of “Extra!
Extra!” have been heard on the streets; and radio is to
blame. An important bulletin is now flashed from coast
to coast before it would be possible to stop the presses and
insert the news in the next edition.

In the early years of broadecasting, controversies raged
between newspapers and radio. So intense did these
become that broadcasting set up its own world-wide
news-gathering service during a period when established
agencies refused to supply material for broadcast purposes.
The march of progress eould not be denied. The essence
of good reporting is timeliness, a ‘“‘scoop’ if possible, and
radio could ‘“publish” the news faster than newspapers
could. Just as the linotype speeded up publication, so
radio supplied the next advance. Soon these differences
were composed, to the very evident relief of a number of
newspaper-owned radio stations; and today the major news-
gathering services are available to stations, networks, and
newspapers alike.

During the war years when battle lines literally changed
hourly, listeners found the greatest service in radio news.
In November 1942, a survey made in ninety-five localities
to provide an accurate cross-section of the urban United
States asked:

“Where do you get most of your news about the War: from
talking to people; from the newspapers; from the radio?”

¢ Link, Henry C. and Hopf, Harry A., People and Books, page 113. Beok
Manufacturers Institute: New York, 1946,
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The answers:

Radio..................... ..., 739,
Newspapers..................... 499,
Talking to people................ 5%,

Note: These figures total to more than
1009, as many people gave two sources.®

In some quarters, it was felt that this situation would
not hold in post-war years; yet, a survey made on a nation-
wide basis in the spring of 1946 got the following answers to
two questions:®

1. “Where do you get the most of your daily news about what
is going on—from the newspapers or the radio?”’

619, replied Radio
359, replied Newspapers
49, replied “Don’t know”’

2. “Which gives you the fairest, most unbiased news—the news-
papers or the radio?”’

579, replied Radio
169, replied Newspapers
279, replied “Don’t know”

Yet the same study showed that more people depend on
newspapers for their ‘“most complete news.”

News broadcasters do not editorialize as newspapers do,
and no political party lines are drawn. There is no Re-
publican network or station, and there is no Democratic
network or station. Radio keeps its eye focused on serving
“public interest, convenience and necessity.” It reports
facts, explains them, and remains free from prejudice.
When controversial issues are involved, comparable air
time is given free to the opposing factions, or a debate is
scheduled in which both sides of the issue can be presented.

5 Psychological Corporation Survey, November, 1942,
¢ Lazarsfeld, Paul F. and Field, Harry, The People Look at Radio, page 100.
University of North Carolina Press, 1946.
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Cost of Radio Listening

Radio in this country is unhampered by any license fee
or annual tax. It has been reported that, during the taking
of the 1930 Census, radio set owners in one section of the
country actually hid their sets and took down their aerials
when the census-taker was due. They had received an
erroneous report that the government was about to impose
an annual license fee and that it was compiling a list of
taxable persons as part of the census. It is highly improba-
ble that any such fee will ever be enacted, but there is an
indirect annual fee for radio which, in advertising parlance,
could be termed the “annual subscription rate.” It is the
highest of any advertising medium, and can be computed
from Radio Retailing’s estimates of U.S. consumer expendi-
tures in 1941 as follows:

Forradiosets................ $500,000,000
For tubes and repairs. . ....... 98,000,000
For servicing. . . ............. 75,000,000
For current and batteries. ... .. 220,000,000
Total cost of listening......... $893,000,000

This total divided by the total number of radio families
shows that the average yearly listening cost is $29.47.
Even this voluntary expenditure is a cheap price for the
hours of entertainment, education, and news received in
return.

Extent of Radio Set Use

The saturation of set ownership is meaningless if the sets
are simply owned and not listened to. Manufacturers
would not be interested in broadcasting as an advertising
medium if there were not some evidence as to the extent of
use. Numerous surveys have been made to determine this
all-important factor. One of the most comprehensive and
reliable of these has shown that 28,957,500 U.S. families use
their ‘radios every day: 89.8 per cent of all U.S. urban
families listen every day for an average of 3 hours and 50
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minutes, and 86.8 per cent of all U.S. rural families listen
every day for an average of 3 hours and 26 minutes.”

This same survey has shattered a mistaken impression
of radio listening. It has been held that the bulk of the au-
dience comprises the middle and lower income groups which
could not afford other types of paid entertainment. This
survey shows that the difference in listening time between
the highest and lowest income groups is less than a quarter
of an hour a day. The upper income group listens 3 hours
and 36 minutes daily, the middle income group 3 hours and
37 minutes daily, and the lower income group 3 hours and
50 minutes daily.

For all of these groups, it is so easy to listen to the radio,
1t’s so much fun to listen, and there is so much to listen to,
because everybody and everything that interests people is
on the air. That, too, is why advertising is on the air.
Where there are people, there also is advertising.

4 Use of Broadcasting by Product Types

One of the best gauges of broadeasting is the extent to
which it has been used. This experience is particularly valid
when it comes from America’s 100 leading advertisers—the
country’s most experienced advertisers, with the biggest
stake in advertising. Each year since 1931 these adver-
tisers have increased both their total budget in network
radio and the percentage of their total budget earmarked
for network radio.

In ten years this expenditure rose from $45,193,326 in -
1936 to $154,895,211 in 1946—a 243 per cent increase.
And in 1946 these advertisers placed more advertising in
network radio than in any other medium ($141,209,323 in
magazines and $53,507,000 in newspapers). The share of
their total budget spent in network radio rose from 18
per cent in 1936 to 44 per cent in 1946.

These figures were not compiled by two or three special
types of advertisers for whom radio is particularly effective.
It is interesting to note the breadth of use of the medium

7 Nielsen Radio Index Average projected to total U.S. radio homes by CBS
Research Department.
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and the wide diversity of products which compose the
whole.

s Food advertising has always been the bellwether for all
advertising and one of the best indexes to the vitality of
any advertising medium. Food advertisers today invest
7 per cent more money in network radio for time alone,
exclusive of talent, than they do in all general magazines,
and almost three times as much as they spend in women’s
magazines.

Soap is another low unit-cost produet with universal
demand. The success of the business is dependent upon
volume and more volume. The leading soap manufac-
turers have increased their purchases of network radio
from $6,122,092 annually to over $27,673,497 annuaily
from 1936 through 1946. Mr. Neil H. McElroy, vice-
president in charge of advertising and promotion of the
Procter and Gamble Company, has said:

¥ “Radio advertising has had a tremendous growth in this coun-
try at the same time that magazine and newspaper advertising
have failed to keep pace. To my mind there is one reason for
this; that is that radio demonstrated its ability to give to a larger
number of advertisers more sales per dollar of advertising ex-
penditure.”

Cigarette and tobaceo advertising on the networks
showed an equally steady increase from approximately
$12,000,000 in 1939 to over $16,000,000 in 1946.

The drug and cosmetic industry showed the same
marked increases, year by year, from a total annual ex-
penditure in 1939 of $22,425,000 to over $60,000,000 in
1946.

Soaps, cigarettes, and drugs and cosmetics are low-cost
consumer products. The question has often been asked if
radio could sell high-priced products. A leading linoleum-
rug manufacturer first tested radio in 1938, switched to
network radio in 1941, and since that date has spent the
entire advertising appropriation for that product, in
broadcasting.
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Fine silverware is an expensive product, and visual
presentation of design had always been considered a pre-
requisite for successful silverware selling. Yet one manu-
facturer dared to use radio, and he has this to say about the
results:

“Radio has sold so much silver that we are able to trace the
specific effect of our program on our business, a very difficult
thing to do in the silverware industry. Our business increased
very appreciably on the combinations we featured in the broad-
cast, expensive combinations, retailing at $59.50 and $89.50.”

A good mechanical pencil or fountain pen is not a low-
cost purchase. But one manufacturer began advertising
over network radio, and in four years trebled his sales and
his expenditures for radio time; then he added a second and
a third network program.

Automobile manufacturers, when they have cars to sell,
have been one of radio’s most consistent groups of cus-
tomers. Expenditures from 1942 through 1946 by this
industry were meaningless, although some manufacturers
continued broadcasting without interruption throughout
the war years. During 1947 and 1948 there has been an
increasing use of radio by automobile manufacturers, and
this trend will undoubtedly continue as more cars leave the
assembly lines and the former competitive factors in this
field reappear.

Case history after case history has proved that radio can
sell any. product, whatever its price or repurchase cycle, at
least as effectively as any other advertising medium.

From 1941 through 1945, radio displayed a new charac-
teristic, the ability to do an outstanding public relations
job. During that period, many advertisers whose produc-
tion was 100 per cent war work used broadcasting to keep
contact with their past and future markets. And these
were companies which made tires, watches, electrical ap-
pliances, housing materials, radio sets, and other high-
priced products. It is small wonder, then, that the history
of advertising in the past fourteen years can be told in the
four curves on the graph on the page opposite.
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Distinctive Characteristics of Radio Advertising

There are reasons why radio has been so successful in so
short a time. The size of the audience alone cannot
explain it, for radio’s circulation today is the result, not the
cause, of radio’s effectiveness. And there are reasons for
radio’s effectiveness apart from size.

It has been pointed out that many of the established

precepts of advertising could be transposed in their entirety
to the broadcasting medium. But when it came to using
copy on the air—the commercial announcement—it was
necessary to build a completely new concept of the sales
message because of the wide, new possibilities that spoken
advertising offered.®There are many ways in which radio
advertising differs from space advertising, and there are
many characteristics which radio possesses that no other
advertising medium can offer. Although the exploitation
and proper application of these characteristics in the
broadcasting campaign rests with the creative side—the
producing end of the industry—they should be understood
and recognized by everyone engaged in radio.
4 Only in radio does the advertiser get, full credit for edi-
torial content; the entertainment is provided by him, and
not by the medium. In magazines, the entertainment is
planned by an editorial board; in newspapers, the features
and editorial policy are prescribed by the editor. The
advertiser has no voice in their selection; he buys his space
on his faith in the consistency with which the publication
hits the bull’s-eye of public acceptance. Tragedy, farce,
mystery, horror, or scandal may face a particular advertise-
ment, whatever the mood of the advertisement or the need
filled by the product advertised. The extra dividends
paid by this factor of good will, that is, direct gratitude for
the entertainment received, do not accrue to the advertiser.
They go to the magazine or newspaper.

In radio, this good will and gratitude are a distinect plus
to the advertiser, for there he can make certain of the
selection of the editorial frame and mood which will
surround his own -particular sales message. He is his own
editorial board and editor. He selects the entertainment
which he considers most attractive to the listening audience




46\ R

HOW BIG IS RADIO? 27

and best adapted to carry his commercial announcements.
He can select comedy, mystery, drama, music, or news to
meet the requirements of his copy. The listening audience
knows that the choice has been his; and good will is built
primarily for the advertiser, not for the network or station.

It should not be inferred that this latitude in program
selection is an unmixed blessing for the advertiser. As the
credit for a popular program accrues to him, just as surely
the censure or blame for an unpopular or distasteful pro-
gram is entered on the wrong side of his ledger. There
have been grievous program failures in radio advertising,
grievous failures on either or both of two counts: (1) failure
to attract an audience, and (2) failure to sell goods. In-
telligence, study, and caution are three guides for any
advertiser in selecting a program for his broadcast series.

Radio offers certain techniques not available in any
other medium for “stepping up” the sales message; and the
most outstanding one is the use of the human voice, with its
impact, inflections, conviction and warmth. There are nu-
merous ways of using the human voice to achieve effective
selling. Some of the most successful of these have been:

1. Flesh and blood dramatizations which make an indeli-

ble impression on the listening audience.

2. Authoritative statements made in person by the quoted

authority directly into the microphone.

3. Testimonials delivered directly by persons who have

used the product.

4. The sales message delivered by the star, with all the

impact of his personality.

It is important to note -that the spoken word is more
effective in many ways than the written word. Carl Van
Doren, noted author, has said: “For most of us spoken
words mean more than written words. The best thing to
do with any great book is to read it, but not everybody
knows how to the best advantage. What we need is to
hear the book read aloud, or at least to hear the characters
speaking. Hearing them, as on the radio will do very well.
We depend on our ears more than we often realize. Some
day when you’re at a play or a motion picture, try first
stopping your ears and merely looking; and then, closing
your eyes and merely hearing. You'll almost certainly
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find that you’ll miss more when you only look than when
you only hear.”’s '

An eighteen-month study, made by Harvard University,
produced some interesting conclusions:?

1.

Straight facts are better understood and more interesting
when heard over the radio than when read on the printed

page.

. Narrative and abstract material, political talks, and exposi-

tions are better understood and more interesting when heard
over the radio than when read.

After twenty-four hours, people recall advertising trade names
better when they have been heard than when they have been
read.

. Numbers and simple words are remembered better when pre-

sented over the radio, but difficult and unusual words are re-
membered better when presented visually.

. Sentences, short or long, simple or complex, are recalled bet-

ter when heard over the radio than when read.
People remember directions better and understand them more
readily when they hear them than when they read them.

. The human voice tends to make auditory presentations more

personal, and greater attention must be given to printed than
to spoken material.

. Material presented over the radio has greater power of sug-

gestion than material on a printed page.

But aside from the findings of such detailed studies, of
which this Harvard report is but one of many, there is
another, simpler explanation for the advantage the ear has
over the eye in the presentation of words, and that is—use.
We learn to talk long before we learn to read. All through
our lives we spend triple the time listening and talking that
we spend reading and writing:!°

Time spent writing. ......... 9%
Time spent reading.......... 169,
Time spent talking. . ........ 30%
Time spent listening . ........ 15%

8 “American School of the Air” broadcast on Columbia Broadcasting S}.'s-
tem, March 1945.
s Harvard University Experiments on Visual vs. Auditory Presentation,

1935.

10 CBS Research Department.
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and the Spoken

Richard Evans, in his recent book,
Word, says:!!

“A generation grows up listening and thus there has been im-
pressed upon us an unforgettable awareness of the sacred trust of
radio in its influences upon the lives of us all. Thoughts are made
and modified by it, and lives are thereby much affected by its uses
and misuses. Of this we have been ever mindful on the air . . .”

A recent survey made by Professor Guy T. Buswell of
the University of Chicago, published in Editor and Pub-
lisher, indicates that most adults have trouble reading.
After studying the reading habits of 1,000 adults, Professor
Buswell found that only about one-sixth of the adults read
as well as the average high school student. Furthermore,
about 40 per cent of the adults do not have better than the
average reading ability of a child in the sixth grade.

People listen to radio together, collectively, in groups;
and this has important results. Psychologists hold that a
person feels, thinks, and reacts very differently when he is
alone from the way he reacts when he is part of a “sympa-
thetic”’ group; this is a fact of group psychology. You
might be watching the funniest farce on Broadway. If you
were the only person in the theatre, the comedy would have
a tough time making you laugh. But when you are with
other people, it is different. You share the humor and
receive mutual enjoyment from it; the response of each
member of the group is greater, because response is infec-
tious.

People laugh more when they are together, respond
more when they are together, are persuaded more easily
when they are together, than when they are alone. When
entire families listen to radio programs together, millions of
family conversations are started by the program, which go
on and on until the product being advertised is purchased.
Radio gets the advertiser to the entire purchasing-board of
the family at one time.

It is not only in the evening, when the whole family is
listening to a program, that radio is heard at a particularly

1t Harper & Brothers, New York, 1945,
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auspicious time. In the daytime, radio delivers advertising
to the housewife at the point of use and at the right time.
Perhaps she is cleaning a clogged drainpipe; perhaps her
wash has just come out tattle-tale gray; perhaps the young-
sters have just implanted sticky fingerprints on the white
woodwork. What better time to tell her the solutions to
her vexing household problems!

Radio programs create habits of attention and ex-
pectation unique in advertising. People know that they
can find their favorite radio programs at a fixed time and at
a fixed place on the dial. They actually anticipate and
seek out advertising on the air. Indeed, radio often creates
for the individual advertisement a ‘“‘preferred position’ in
the very lives of millions of prospects, day after day and
week after week.

The copy used in radio functions differently from that
used in other advertising media, and this must be borne in
mind during its preparation, in order to agchieve maximum
effectiveness. Every line of radio copy is a headline be-
cause it is, at the moment, without competition from any
other part of the advertisement or any other editorial fea-
ture on the same “page.”’

By exposing one line at a time, radio gets maximum
attention on each selling point in sequence. Copy always
comes at a carefully prepared psychological break in the
program, and it never breaks into the middle of anything
else except by design.

Radio actually makes it easier for the listener to hear the
copy than to avoid hearing it. To avoid copy on the air,
the listener must do something about it—turn the dial. But
he knows the show will be back in a jiffy—so why bother?
This is particularly true if the copy has a touch of charm,
interest, or humor, or is intimately woven into the enter-
tainment.

Commercial announcements have only one job to do and
that is to sell. The selling message is always allowed to
concentrate on the product after the program has brought
the crowd to the copy. In effect, the sales-message is
placed directly on the front page, side by side with editorial
content in which the audience is most interested.
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Broadcast advertising is in step with the pronounced
trend in all advertising to use copy long enough to do the
job required of it. Radio gives the sponsor the opportunity
to use three advertisements in one. In a half-hour pro-
gram, for example, there are generally three commercial
announcements—an opening, a middle, and a closing. The
advertiser may develop three entirely different themes for
his product in these three announcements, or he may
advertise three separate and distinct products which he
manufactures, all on the same broadcast.

These are some of the reasons why advertisers have
encouraged the development of the new broadcasting
industry. By understanding and judicious use of its appeal
to listeners, they have built America’s No. 1 advertising
medium. Perhaps it was summed up best by General
Eisenhower, upon his first return to this country after V-E
Day, when he said: “We have long been in countries
where we didn’t understand the language, and later when
we were in Germany, not only were we unable to understand
the language, but the faces were hostile and sullen. You
don’t know what it means to hear language that clinks
sweetly in our ears, to hear commercials on the radio and
all in all it means America to us.”




CHAPTER III

Elementary Engineering Facts

BROADCASTING, stripped to its elements, is essentially
an engineering phenomenon which has literally galloped
from one miraculous achievement to another since the
first successful demonstration of wireless by Marconi in
1895. The development has been rapid; and the forecast
for the future in the whole field of broadcast engineering
and electronics is staggering. Volumes have been written
and can be written for the scientific-minded on the advance-
ments and progress in the field, but there are certain el-
ementary facts and basic concepts which should be under-
stood by everyone concerned with the use of broadcasting
as an advertising medium. They explain the licensing
procedure of radio stations, coverage, and day-to-day op-
eration of both individual stations and national networks.

The broadcasting spectrum can be visualized as a rainbow
in the ether, an arc marked out into well-defined segments
assigned to specific broadcast services. There are indi-
vidual segments, or bands, for AM (amplitude modulation)
broadcasting, FM (frequency modulation) broadcasting,
international high frequency broadcasting, relay broadcasts,
television and facsimile, as well as for the nonbroadcasting
services such as ship, aviation, government, emergency,
amateur, commercial radiotelegraph and radiotelephone,
and experimental services. '

Formerly, commercial broadcasting was limited to the
AM band from 550 to 1600 kilocycles. This is the radio
dial as we know it on home receiving sets. Most sets are

32
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numbered in frequencies from 55 (550 kilocycles) to 160
(1600 kilocyecles).

Commercial broadcasting is now also authorized in the
FM band, a more recently developed system for broad-
casting sound programs for public reception. In addition,
commercial broadcasting is authorized for television and
international high-frequency broadcasting, and we may
expect in the future that facsimile may be authorized as a
commercial broadcast service.

All AM standard broadcast stations within the United
States are assigned specific operating frequencies, called
channels, between 550 and 1600 kilocycles. The channels
are assigned at 10 ke. intervals, there being 106 channels
available between 550 and 1600 ke. There are three gen-
eral classifications of channels: (1) clear, (2) regional, and
(3) local.

There are fifty-nine clear channels assigned, primarily,
between 640 and 1220 kec., and between 1500 .and 1580
ke. Each of these channels is virtually an exclusive as-
signment at 50,000 watts power, and if another station does
operate on the same frequency, it is widely separated
geographically. Some of the clear channels are used
jointly with bordering countries.

There are forty-one regional channels assigned, in gen-
eral, between 550 and 630 kc., between 910 and 980 ke.,
and between 1250 and 1600 kc Regional stations operate
on lower power, generally 1000 or 5000 watts, and the
frequency assignments are not exclusive. More than one
station operates on the same frequency, and it is not
necessary to separate them as widely, geographically, as
in the case of the higher-powered clear-channel stations.
Directional antennas are generally used by regional stations
to minimize mutual interference.

There are six local channels, as follows: 1230, 1240, 1340,
1400, 1450, and 1490 ke. Stations on local channels oper-
ate with the lowest power, 100 or 250 watts, and many sta-
tions can be accommodated on the same frequency within
. rather close geographic limits.

The frequency and power granted to a Qtatlon at the time
it is licensed must be rigidly adhered to at all times and

~
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stations are subject to regular check by FCC monitoring
stations located in various sections of the country.

The four basic technical requirements for a station to
start operating on its license are studios, control room,
transmitter, and antenna. The studios provide a place to
originate broadcasts, the control room monitors and bal-
ances them and passes them along to the transmitter. The
transmitter converts them to electrical impulses and passes
them along to the antenna for dissemination into the ether.

Actually, it is the microphone (or microphones) in the
studio that is the door through which broadcasts pass to the
outside world. The microphone is the standard symbol for
broadcasting in all lands. It is this instrument which picks
up the voice, music, and other sound impulses, converts
them into electrical impulses, and starts them on their
journey through the control room to the transmitter and
antenna by special wires.

The transmitter generates a powerful carrier wave to
serve as a river on which the sound waves from the micro-
phone sail to the receiving sets in individual homes through-
out the coverage area of the station. The antenna governs
the direction of the flow of this river.

The type of transmission most widely used today is AM,
or Amplitude Modulation transmission. Because of the
rapid increase in the use of a different type of transmis-
sion, Frequency Modulation transmission, employed in FM
broadcasting, it is essential to know the difference between
these two types of transmission.

A carrier wave is a steady signal of radio frequency
energy, which, to make a crude analogy, may be likened to a
steady whistle, a fire whistle for example. The whistle
has a given pitch (frequency) and is of a given intensity
(amplitude). The radio frequency signal, however, has a
much higher frequency (expressed in kilocycles) and its
amplitude is determined by its power. The audio signals
which have been converted into electrical impulses may be
coupled to the carrier wave by fluctuating or varying either
the amplitude or frequency of the carrier wave. This
process of imparting the characteristics of the audio
impulses to the carrier wave is called modulation. If the
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amplitude, or power, of the carrier wave is varied, it is
known as amplitude modulation; if the frequency is varied,
it is called frequency modulation. In either case, the car-
rier wave is generated by the transmitter and, after being
modulated, it travels over special wires, known as trans-
mission lines, to the antenna or radiating system. The
antenna radiates the energy into space where it travels at
the velocity of light—approximately 186,000 miles a sec-
ond—to the receiving antenna.

The antenna is a familiar sight in the American country-
side. It is a steel tower with the streamlined thinness of
Cleopatra’s Needle, hundreds of feet high, and usually
illuminated at night with red lights af varying levels as
protection to aircraft. The height of the tower bears a
relationship to the frequency on which the station is licensed
to operate. Antenna towers may be built any height, but
are more efficient as their physical length, relative to the
wave length at the operating frequency, is increased to,
and even exceeds, one-half wave length. Thus for a com-
parable efficiency of radiation, a station operating at a
low frequency (long wave length) must employ an antenna
of much greater physical length than a station operating
at a high frequency (shorter wave length). If a station
operates on a frequency of 1000 ke., the wave length is 300
meters, or 984 feet. A half-wave tower would then be ap-
proximately 492 feet high.

Very few stations combine their studios and transmitter
and antenna tower at the same location, and for very prac-
tical reasons. The studios should be centrally located in
a city with easy access for the vast number of actors, musi-
cians, announcers, commentators, and speakers who appear
before the station’s microphones in the course of a year.
Generally all business and sales operations are also con-
ducted from the studio location.

For purposes of location, the transmitter and antenna can
be considered as a single unit because of their close physi-
cal proximity. In the area immediately surrounding the
antenna, the radiated energy is very strong and may
“blanket’’ the listeners’ receiving sets. It is necessary to
minimize this type of listener interference; for this reason
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the more powerful stations must be located in sparsely
populated areas. The FCC will not permit a powerful
broadcast transmitter to operate in a heavily populated
area.

To produce maximum results, the location and instal-
lation of the antenna should be located on ground hav-
ing good conductivity. Because sea water has excellent
conductivity, many stations on the Atlantic and Pacific
coasts have found it advantageous to locate their antenna
systems in salt water itself, or in marsh lands closely
adjacent. By so doing, the radiated signal gets off to a
strong start.

In installing an antenna system, it is essential that a good
ground system be provided. This ground system consists
of miles of copper wire buried six to twelve inches deep over
an area of many acres. In most cases the ground-system
wires radiate like spokes of a wheel from a hub at the base of
the antenna.

Ground Wave and Sky Wave

The signal radiates from the antenna system in all direc-
tions; the wave which travels along the ground is called the
ground wave, and that which travels into space is called
the sky wave. The conductivity of the ground between the
transmitter and the receiver has an important bearing on
the transmission of the ground wave. This factor, in
combination with the power and frequency of the station,
determines the effective coverage area of the transmitter.
If the conductivity of the soil is poor, the range of the
ground wave is reduced. Soil that is dry, sandy, and rocky
generally has poor conductivity. Soil that is wet and
marshy, or consists of rich moist loam, has good con-
ductivity.

The ground wave remains constant in both daytime and
nighttime broadcasting. The sky wave, on the other hand,
radiates upward into space and is greatly affected by con-
ditions in the upper atmosphere. These conditions are
different-during the day from what they are at night. The
sun’s rays produce layers of ionization in the upper atmos-
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phere. During the daytime, this ionization is quite in-
tense, and the effect of the lower layers of ionization is to
absorb a great portion of the sky-wave radiation at broad-
cast frequencies. Even though subsequent higher layers
reflect, or bend this energy back towards the earth, the
amount of absorption by the lower layers is so great that the
sky wave is dissipated and serves no further useful purpose.
On the other hand, at night, when the sun’s rays are not at
work in this region of the atmosphere, much of the ioniza-
tion disappears and the lower or absorbing layers are not
present. With this hindrance removed, the sky wave
travels to the higher reflecting layer, where, unimpeded,
it is turned back to earth at some point far distant from the
original transmitter. This explains why the radio listener
must always wait for night to hear that “distant” station.

In the daytime, the receiving set picks up only the ground
wave of the radio station. At night, however, reception of
the sky waves is satisfactory at a distance far greater than
is possible for the ground wave, which continues to go only
as far as it did in the daytime.

Therefore, it can be stated generally that a radio station’s
coverage, when using the same power, is greater at night
than in the daytime. From a practical standpoint, this is
true only of the clear-channel stations operating on ex-
clusive frequencies. For the regional and local channels
it is not true. Although the extent of coverage of each of
these stations operating on the same frequency is mechan-
ically greater at night, it cannot be realized by the stations;
for it results in a curious mixture of numerous sky-wave
signals in many areas, as well as a mixture of the sky waves
with the ground wave. Where there is insufficient geo-
graphic separation between stations in these channels,
they must operate on reduced power at night. This
reduces the overlap of signals on the same frequency (the
same spot on the listener’s dial). By reduction of the
power at night, the strength of the ever-present ground
wave is also reduced, so that many regional and local
stations actually cover less territory at night than they do
in the daytime.
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Directional Antennas

A phrase frequently used in discussing radio station an-
tennas is ‘“‘directional antenna.”

The primary use for a directional antenna system is to
prevent a station from overlapping on the coverage area of
other stations operating on the same frequency assignment,
thereby eliminating the necessity of reducing nighttime
power, as previously described. In some instances, the use
of a directional antenna has enabled a station to increase
both its daytime and nighttime power. As a result of using
a directional antenna to eliminate interference to another
station, it is often possible to locate the station so that the
directionalized coverage area will conform more closely with
the population density which it is primarily interested in
reaching.

A few stations have employed directional antennas for the
purpose of reducing radiation in directions where there is no
population. Such an instance would be a station located
on a seacoast, which would normally lay down a signal
pattern that would include a large expanse of nonproductive
water. By the use of a directional antenna, this waste area
can be virtually eliminated and the signal intensified and
extended in other directions where there are large, produc-
tive concentrations of population.

The directional antenna consists of two or more vertical
antennas operating from the same transmitter site. A
single vertical antenna radiates equally in all directions.
When two or more vertical antennas are erected in close
proximity to one another and both, or all, are fed the same
signal from the transmitter, the radiation from one antenna
will add to the radiation from another antenna in one
direction, thereby increasing the over-all radiation in that
direction; and it will cancel, or subtract from, the radiation
of the other antenna in another direction, thereby decreas-
ing the over-all radiation in that direction. Thus the
radiation is increased in some directions and decreased in
others, and we have what is called a directional antenna.

By the scientific calculation of the location of the second
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(or third or fourth) antenna, and by the proper phasing of
the signal from the transmitter in each antenna, the direc-
tional pattern is produced. Directional antenna systems
have made higher power possible for many stations and
have permitted the licensing of many more stations on the
limited number of frequencies assigned to United States
broadcasting stations.

Signal Strength Measurements

With these known characteristics of broadecast engineering
and with technically accurate measurements of ground-
wave and sky-wave coverage, the radio station is in posses-
sion of data extremely valuable in its sales and promotion
work. The coverage supplied by a station is one of the
first concerns of every purchaser of broadecasting time.

To apply some standard to individual and disassociated
engineering appraisals of coverage, the FCC has prescribed
definite engineering standards of good reception in various
types of areas. These standards require a signal intensity
of ten millivolts per meter in thickly populated urban areas,
tapering down to one-half millivolt per meter in sparsely
settled rural areas where reception conditions are improved
and where there is little interference from man-made static.

Each station can determine these limits for its own trans-
mitter by making a field-intensity or signal-strength survey.
This is done with mobile, field-intensity measuring equip-
ment. Normally a number of measurements are made at
various distances along eight separate radials from the
transmitter site. The results are plotted upon a field in-
tensity map to show exaetly where the FCC requirements
are met, where a satisfactory signal is laid down throughout
the entire area, any possible dead spots, and where the
limits of effective coverage end. The measurement is
strictly an engineering measurement and is not concerned
with either program popularity or audience listening habits.
It outlines clearly where the station can be heard but not
necessarily where it is listened to regularly. Surveys of
this type are usually made by an independent firm of
skilled radio engineers recognized by the FCC.
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The signal-strength survey was one of the earliest types
of coverage claims used by stations to sell time; it will be
discussed further, from a selling viewpoint, in Chapter XIII.

Special Lines for Network Broadcasting

These, then, are some of the basic and elementary engineer-
ing facts of individual radio station operation. How the
facilities of hundreds of stations, scattered from coast to
coast, are welded into a national network is an interest-
ing and less complex picture. The vagaries of the ether,
ground waves, sky waves, and directional antennas are
eliminated in building a network, since dependence for
joining the stations rests upon telephone lines specially
assigned for broadcasting purposes. Each of the four
national networks joins its stations together in all sections
of the country by telephone lines leased from the American
Telephone and Telegraph Company on a yearly, sixteen-
hours-a-day basis. These lines are not ordinary telephone
lines but are of a higher quality, capable of more nearly
retaining fidelity to the original broadcast, whether it be
voice or music. Regular telephone lines handle only voice
adequately and do not have the frequency range necessary
to transit music satisfactorily.

A broadcast from the key station of a network passes
through the microphone to the master control room,
where it is routed on two lines—one to the transmitter of the
originating station as previously described, and the other to
the Long Lines Department of A.T.&T. in downtown
New York City. This department is truly the nerve
center of network broadcasting. Programs from four
networks reach it simultaneously and are routed over
separate lines to various sections of the country, according
to instructions and routings previously issued.

Even with this transmission by line, in contrast to trans-
mission by air, the volume and strength of the signal fail.
But with line transmission, it is possible to maintain
booster stations at intervals to build up the volume as the
signal passes along. When the program reaches the dis-
tant station, it is delivered to that station’s master control
room, and then sent by the regular, local station line to the
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transmitter, just as though it had originated in the local
studios.

With this line setup it is possible for the networks to
originate programs in reverse, that is, from many outside
points, and feed them back to the key station. This can be
accomplished from studios of stations associated with the
network, by the minimum of line rearrangement. From
other points, it is necessary to purchase special line facilities,
which are readily available from A.T.&T. on a one-time or
short-term basis. This flexibility and ability to originate
programs from points other than the studios of the key
station is vitally important for well-rounded netweork
operation. It permits the networks to broadcast on-the-
spot news reports, football games, and other special events.
Its importance to commercially sponsored programs will
be discussed at greater length in Chapter V.

Short-Wave Transmission

Short-wave transmission also enters into the network engi-
neering picture. Signals originated and transmitted by
short wave can be received at great distances and retrans-
mitted on the long-wave broadcast band. Short-wave fa-
cilities made possible the outstanding, pooled news broad-
"casts from Europe during the war, the eye-witness accounts
of the landings in France on D-Day, and many other spec-
tacular broadcasts. These facilities are still available to
networks and commercial program sponsors, not only from
Europe but from all corners of the world.

Short-wave transmission is, as its name implies, transmis-
sion on short wave lengths, shorter wave lengths than the
standard broadcast stations. By using these wave lengths,
the short-wave transmitter can send its sky wave to far
greater distances than long-wave transmitters. In such
transmission, the ground wave is a forgotten factor, for it
fades out far short of the limits reached by the sky wave.
Standard broadcast stations measure their frequency in
kilocycles, whereas short-wave stations measure theirs in
terms of megacycles (million cycles). Short-wave stations
are located in a separate portion of the radio spectrum and
cannot be heard on the standard broadcast band of receiv-
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ing sets unless converted. On sets which have short-wave
receiving bands, they can be heard directly if the frequencies
are known.

Short-wave transmissions fall into two categories: foreign
and domestic. Foreign broadcasts are transmitted from
stations overseas and picked up by elaborate short-wave
receiving stations on the east coast or west coast of the
United States. Then they are converted and relayed by
land lines to long-wave transmitters and can be heard on
home receiving sets just the same as regular long-wave
broadcasts. Overseas short-wave broadcasts usually have
a characteristic roar and fading. The signal will ebb and
flow on an instant’s notice, owing to changing atmospheric
conditions at one or more points in the wide area between
transmitter and receiver. Frequently the signal will be
excellent in a test period just prior to broadcast time and
will fail miserably after the start of the program. Foreign
short-wave broadcasts are purchased by networks or
stations through RCAC (Radio Corporation of America
Communications) or through A.T.&T., in units of ten-
minute transmissions.

In addition to the foreign short-wave service, domestic
short-wave transmission for relay broadcasting is frequently
used. This makes possible broadecasts from remote points
which cannot be reached by existing land lines or to which
the cost of installing land lines would be exorbitant. It is
by this means that broadcasts from cabs of locomotives,
airplanes in flight, and play-by-play descriptions of golf
matches, for example, are brought to the radio listener.
There is no set receiving point for reception of domestic
relay broadcasts, as the point is determined by the location
to be picked up and its proximity to telephone lines. The
program is sent out by the short-wave transmitter, picked
up by the receiver, converted, and put on the telephone
line. From there its routing to the transmitter is the same
as in the cases of a foreign short-wave pick-up or of a stand-
ard long-wave origination.

In addition to the use of short waves for relaying pro-
grams for retransmission over standard broadcast stations,
(whether the program is of foreign or domestic origination),
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there are international broadcast stations which transmit on
short waves for direct reception by the public. By means
of these international broadcast stations, people throughout
the world may listen directly to the broadcasts originating
in various foreign countries. Ininternational broadeasting,
highly directional antennas are employed to ‘“beam” the
proadcasts to any desired area of the world.




CHAPTER 1V
Network Broadcasting

N ETWORK broadcasting is to radio what the major leagues
are to baseball, Broadway to the legitimate theatre, Car-
negie Hall to the world of music. But that is only part of
the story—the listener’s part. The radio audience knows
that on network broadcasts they will hear the best dramatic
talent and comedians that radio, Broadway, and Hollywood
can produce; the best musical talent that Tin Pan Alley,
Carnegie Hall, and the Metropolitan Opera can develop;
the best news reporting and analysis that years of journal-
istic experience can provide. They know that they can
hear history in the making from the four corners of the
world—with the promise of seeing it before long. So much
radio listeners take complacently as their due. A click of
the switch—London! A click of the switch—Hollywood!
And the parade of network headliners is on.

This is the listener’s concept of network broadcasting.
But let us look at it as a business. The whole American
system of broadcasting is able to function as it does be-
cause it is supported by advertising dollars, just as news-
papers and magazines are. National advertisers have ap-
propriated millions of dollars to produce the finest radio
programs possible. This, of course, has not been an al-
truistic contribution on their part to entertain the great
American listening public. They have spent these millions
of dollars to attract millions of listeners, knowing that if
millions of listeners are reached, sales of their products will
result, because radio can sell goods. It is a fair exchange.

44
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The money which they pay for time on the air goes to the
networks and supports the entire network structure.

A nation-wide network is more than a group of radio
stations with their individual transmitters and antennas,
buildings, studios, offices, mechanical facilities, and per-
sonnel for producing and transmitting programs. It is
more than these joined together by 15,000 or more miles of
special telephone lines leased on a permanent basis. To be
sure, these are all necessary elements in a successful net-
work operation; but the final requirement is the men and
women who make it work. - Despite its size, network broad-
casting is a highly personalized business.

These men and women are the specialists who engage in
broadcasting as a business. Admittedly, they are selfishly
interested in making it succeed and prosper—and for a
network to prosper it must serve the public interest every
minute of its daily operating schedule, offering listeners
entertainment, education, and news in proper balance.
These specialists compete for the best stations to join their
network. They compete for the best talent awvailable.
They compete for the advertiser’s dollar. They compete
for public favor by producing radio programs that people
will like. They engage in research to improve the art and
technique of broadcasting, and invest heavily in expansion
and improvement of facilities. Radio is not a static business.

Network Organization

A network maintains a large organization of trained tech-
nicians, news-gathering staff, radio writers, producers, and
directors as well as staffs of musicians, vocalists, and actors,
in various parts of the country—most of them in the three
most important talent centers, New York, Chicago, and
Hollywood. It erects and maintains large studios at each
of these originating points—an essential, for not all time
periods are sold to national advertisers. The quality and
appeal of programs, whether commercially sponsored or sus-
taining, must be kept at the highest possible level.
Through the highly trained sales and sales promotion
staff of the network, the burden of selling and sales expense
is lifted from the associated stations. National advertisers
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are sold directly through their advertising agencies by the
network sales staff.

The station relations department is responsible for assem-
bling a group of stations that meets the needs for national
coverage. Once this is done, however, the department’s
task cannot be considered as completed. It must keep
abreast of the constantly changing ownership and power
and frequency assignments of all stations in the country, in
a continuing effort to improve the network’s coverage.

A publicity and public relations department is as neces-
sary to a network as it is to all other types of business today.
Its primary functions are to disseminate schedules and in-
formation about programs to newspapers and magazines,
and to interpret, correctly, the network, and radio in gen-
eral, to the listening publie.

The engineering department of a network must spread
itself over the whole field of electronics. It must handle
routine day-to-day broadcasts and frequent remote broad-
casts from difficult locations; it must maintain the network
on a split-second schedule, and develop all new branches of
the science, such as frequency modulation and television.
It is, indeed, an assignment for a specialist.

On the program department falls the responsibility for
filling all periods in the daily operating schedule which are
not occupied by commercial broadcasts. These programs
must be conceived, rehearsed, and produced, and must be of
a quality equal to that of the sponsored shows. Networks
can ill afford to present sustaining programs which are mere
“fillers” without any genuine eduecational, news, or enter-
tainment value. The program department develops new
talent and new program ideas, and quite frequently net-
work-originated and tested programs are purchased by com-
mercial sponsors. Through this department, broadcasts of
special events, of religious, cultural and social subjects,
of forums, and of talks by govemment officials are arranged.
The program department is in a position to balance the
over-all program fare of the network. If sponsored pro-
grams run too heavily to one type, the program department
can produce in the sustaining programs the variety and
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contrasts needed for a well-rounded broadecasting bill-of-
fare.

The research department is one of the most important
nerve centers in the organization. This division is not re-
sponsible for purely technical research. It covers a wide
variety of investigations and analyses embracing coverage
studies, audience program preferences, reports on competi-
tive developments, as well as the keeping of the day-to-day
history, not only of the network, but of the entire broad-
casting industry. Its findings are of great value to many
other departments of the network.

The news department of a network represents a major
investment in manpower and technical facilities. News-
gathering sources must be developed throughout the world
to provide informed reporting and analysis of each day’s
news.

The development of new phases of the art and science of
broadcasting, such as television and frequency modulation,
is an important function of the network business. These
developments are far from self-supporting and are almost
completely an expense to the network; they are technical
experiments which no one station or small group of stations
could undertake on its own. But they are important for
the advances of the industry.

The operations department of a network must weld to-
gether all the engineering and production units for each in-
dividual program, whether commercially sponsored or not,
and get it on the air.

The continuity acceptance department reviews, though
it does not censor, all script material and commercial an-
nouncements submitted for broadcast. This is necessary
to protect the listener from objectionable or questionable
matertal which, with or without conscious intention, may
appear in the program. Similarly, all musical selections
are cleared for reasons of licensing.

There are other departments included in a network set-
up, but they vary as to name and function with the net-
work.

The above description of the network’s organization
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shows how advertisers’ programs and non-commercial pro-
grams are blended together to make each day’s schedule.
But how does the network arrange these matters with its
stations?

Arrangements with Affiliated Stations

The associated station gets the full benefit of all the net-
work service, including the maintenance of lines (which
runs to approximately $2,000,000 annually per network),
without assuming any of the financial risks—in fact, with-
out making even an indirect payment until it receives
business, in the form of commercially sponsored programs,
from the network. The sponsored programs and network
sustaining programs which the station receives relieve it of
the necessity of producing all of its own broadcasts. These
network programs build prestige and an audience for the
station, so that it prospers both by the network programs it
carries and by doing a more profitable local advertising
business than it would if it had no network connection. The
value of a network affiliation to a local station is shown
graphically in the chart on the opposite page.

The local station compensates the network for these
services by giving the network an option on part of its
broadcasting time in order that the network may make
commitments of time to national advertisers as a uniform
“group-buy.” The local station sells its time to the net-
work at a lower rate than that charged other purchasers for
similiar units of time.

We have pointed out that the income derived by the
networks from the sale of time to national advertisers
supports the network structure. Payments on behalf of an
advertiser are made to the network by the advertising
agency after the deduction of volume and annual discounts
and agency commission. Of each dollar received by the
network, approximately 45 cents is paid to the affiliated
stations. The remaining 55 cents is retained by the net-
work to cover the following expenses:

1. Selling costs

2. Maintenance of lines

3. Maintenance of studios
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=

Sustaining programs (news, entertainment, publie
events)

Staff

Technical development

Research

. Management

The 45 per cent of the income paid by the network to the
affiliated stations is not prorated evenly to each station.
Obviously, if a station is not ordered for a given commercial
program it does not participate in the distribution of the
revenue received from the sale of that period. And the pay-
ments to stations which are entitled to a share of the revenue
vary.

The income that a station receives from a network is
determined by no standard formula; a number of factors
determine the contractual figure for a station’s payment.
Power and frequency and the resulting coverage are im-
portant. The value of the market to national advertisers
must be considered. A high competitive standing in its
listening area is a valuable trading point for a station.
If there are other stations in the city which the network can
use, the negotiating position of the station is weakened.
The management of the station and the extent to which it
devotes time to public service are two of many other con-
siderations. And finally, the bargaining power of the sta-
tion and of the network have direct bearing on the rate
established.

This simple business arrangement is the basis on which
network broadcasting was established and developed over
the years.

% N oo

FCC Rules on Chain Broadcasting

The National Broadeasting Company established the first
network in November, 1926, known as the Red Network.
This was followed just two months later by the establish-
ment of the former Blue Network, also under the aegis of
NBC. The next network to enter the field, in November,
1927, was the Columbia Broadcasting System. The third
network, set up in 1934, was the Mutual Broadcasting Sys-
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tem. And the latest network is the American Broadcasting
Company, established in 1943,

These networks functioned on a competitive business
basis, vying for the advertiser’s dollar and the listener’s
interest, for a number of years until 1941, when the FCC
promulgated a set of eight rules for stations engaged in chain
broadcasting. The following requirements are contained in
the FCC Rules and Regulations for broadeast services and
became operative June 15, 1943.

The first rule states:

§3.101 Exclusive affiliation of station.—-No license shall be
granted to a standard broadcast station having any contract, ar-
rangement, or understanding, express or implied, with a network
organization® under which the station is prevented or hindered
from or penalized for, broadcasting the programs of any other
network organization.?®

24 The term ‘‘network organization’ as used herein includes national and
regional network organizations. See Chapter VII. J. of Report on Chain
Broadcasting.

2 These regulations shall become effective 12:01 a.m., Eastern War Time,
June 15, 1943, unless otherwise required by court order.

The second rule states:

§3.102 Territorial exclusivity.—No license shall be granted to
a standard broadcast station having any contract, arrangement,
or understanding, express or implied, with a network organization
which prevents or hinders another station serving substantially
the same area from broadcasting the network’s programs not taken
by the former station, or which prevents or hinders another sta-
tion serving a substantially different area from broadcasting any
program of the network organization. This regulation shall not
be construed to prohibit any contract, arrangement, or under-
standing between a station and a network organization pursuant
to which the station is granted the first call in its primary service
area upon the programs of the network organization.?

2 These regulations shall become effective 12:01 a.m., Eastern War Time,
June 15, 1943, unless otherwise required by court order.
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The third rule states:

§3.103 Term of affiliation.—No license shall be granted to a
standard broadcast station having any contract, arrangement, or
understanding, express or implied, with a network organization
which provides, by original term, provisions for renewal, or other-
wise for the affiliation of the station with the network organization
for a period longer than two years: Provided, That a contract,
arrangement, or understanding for a period up to two years, may
be entered into within six months prior to the commencement of
such period.®

25 These regulations shall become effective 12:01 2.m., Eastern War Time,
June 15, 1943, unless otherwise required by court order.

The fourth rule states:

§3.104 Option time.—No license shall be granted to a stand-
ard broadcast station which options® for network programs any
time subject to call on less than 56 days’ notice, or more time
than a total of three hours? within each of four segments of the
broadcast day, as herein described. The broadcast day is divided
into 4 segments as follows: 8:00 a.m. to 1:00 p.m.; 1:00 p.m. to
6:00 p.m.; 6:00 p.m. to 11:00 p.m.; 11:00 p.m. to 8:00 a.m.®
Such options may not be exclusive as against other network or-
ganizations and may not prevent or hinder the station from option-
ing or selling any or all of the time covered by the option, or other
time, to other network organizations.”

26 Ag used in this section, an option is any contract, arrangement, or un-
derstanding, express or implied, between a station and a network organiza-
tion which prevents or hinders the station from scheduling programs before
the network agrees to utilize the time during which such programs are sched-
uled, or which requires the station to clear time already scheduled when the
network organization seeks to utilize the time.

27 All time options permitted under this section must be for specific clock
hours, expressed in terms of any time system set forth in the contract agreed
upon by the station and network organization. Shifts from daylight saving
to standard time or vice versa may or may not shift the specified hours cor-
respondingly as agreed by the station and network organization.

28 These segments are to be determined for each station in terms of local
time at the location of the station but may remain constant throughout the
year regardless of shifts from standard to daylight saving time or vice versa.

20 These regulations shall become effective 12:01 a.m., Eastern War Time,
June 15, 1943, unless otherwise required by court order.
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The fifth rule states:

§3.105 Right to reject programs.—No license shall be granted
to a standard broadcast station having any contract, arrangement,
or understanding, express or implied, with a network organization
which (a), with respeet to programs offered pursuant to an affilia-
tion contract, prevents or hinders the station from rejecting or
refusing network programs which the station reasonably believes
to be unsatisfactory or unsuitable; or which (b), with respect to
network programs so offered or already contracted for, prevents
the station from rejecting or refusing any program which, in its
opinion, is contrary to the public interest, or from substituting a
program of outstanding local or national importance.?®

20 These regulations shall become effective 12:01 a.m., Eastern War Time,
June 15, 1943, unless otherwise required by court order.

The sixth rule states:

§3.106 Network ownership of stations.—3No license shall be
granted to a network organization or to any person directly or
indirectly controlled by or under common control3! with a network
organization, for more than one standard broadeast station where
one of the stations covers substantially the service area of the
other station, or for any standard broadeast station in any loecality
where the existing standard broadcast stations are so few or of
such unequal desirability (in terms of coverage, power, frequency,
or other related matters) that competition would be substantially
restrained by such licensing.?

30 Effective date of this section with respect to any station may be extended
from time to time in order to permit the orderly disposition of properties;
and it shall be suspended indefinmitely with respect to regional network or-
ganizations.

3 The word “control’” as used herein, is not limited to full control but in-
cludes such a measure of control as would substantially affect the availability
of the station to other networks.

2 These regulations shall become effective 12:01 a.m., Eastern War Time,
June 15, 1943, unless otherwise required by court order.

The seventh rule states:

§3.107 Dual network operation.—?2 No license shall be issued
to a standard broadcast station affiliated with a network organiza-

32 This section shall become effective April 12, 1944,
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tion which maintains more than one network: Provided, That this
regulation shall not be applicable if such networks are not oper-
ated simultaneously, or if there is no substantial overlap in the
territory served by the group of stations comprising each such
network.

The eighth rule states:

§3.108 Control by networks of station rates.—No license shall
be granted to a standard broadcast station having any contract,
arrangement, or understanding, express or implied, with a net-
work organization under which the station is prevented or hin-
dered from, or penalized for, fixing or altering its rates for the sale
of broadcast time for other than the network’s programs.*

33 These regulations shall become effective 12:01 a.m., Eastern War Time,
June 15, 1943, unless otherwise required by court order.

These rules have had an effect on the development and
progress of broadcasting during the past five years and are

‘still operative. Although they pertain directly to opera-

tions of radio stations engaged in network broadecasting,
their requirements have also been felt by network adver-
tisers. Familiarity with these later FCC rules is essential
for a program sponsor to understand the solutions for many
of the day-to-day problems which. arise in commercial
broadcasting.




CHAPTER V

Network Broadcasting—Commercial

IN THE preceding chapter we have examined the network
business from within; we have seen the foundation upon
which it is built and its relationship with its stations. Now
let us look at the networks from the viewpoint of the na-
tional advertiser, considering them as an advertising me-
dium. '

There are many commercial operating procedures com-
mon to all four networks, which have become accepted
standards of network broadecasting. In order to purchase
network time it is imperative to be familiar with these.

In the first place, networks did not just grow. They were
raised and cultivated. It is not pure coincidence that there
are network outlets in some cities and not in others. They
were planned that way.

Basic, Supplementary, Optional, and Bonus Stations

The minimum purchase is generally what is known as the
basic network. This consists of approximately twenty-
eight stations located in the major markets within an area
bounded by Boston, Massachusetts, Washington, D. C.,
Kansas City, Missouri, Omaha, Nebraska, Minneapolis,
Minnesota, and the Great Lakes. Within this area lie
many markets desired by national advertisers and a con-
centration of population and buying power. The earliest
network line-ups included stations in these cities. The
basic network is the first unit to be purchased in building
a coast-to-coast network.
55
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To the basic network may be added other geographical
groups of stations. The basic optional stations, totaling
about forty-five in smaller cities in the basic network area
previously described, may be added individually for more
intensive coverage. Also, the regional groups are available
—the Southeastern, the South Central, the Southwestern,
the Northwestern, the Mountain and the Pacific Coast -
groups. The number of stations in each of these groups
varies with the number of important markets in the area
and with the network. In each group, certain stations are
required and others are optional with the advertiser.

A coast-to-coast network, then, is purchased by adding
supplementary groups of stations to the basic network and
intensifying the coverage with optional stations as required
by the distribution and sales potential of the individual
advertiser. Each network has a number of what are known
as “bonus’ stations. These are stations which broadcast
network commercial programs, but for which the advertiser
is not charged. Generally they are lower-powered stations
owned by regular affiliated stations in nearby areas. The
bonus arrangement is made to build up audience acceptance
for the ‘“bonus’ stations and to enhance their value for
local sale.

Networks do not have any hard and fast rules as to the
number of stations an advertiser must purchase. Obvi-
ously, the more business they can secure for the largest
number of affiliated stations, the more successful will be
their operation. It has developed that in the peak evening
listening periods a full network is generally required, while
in some daytime periods smaller and split networks may be
purchased.

Once purchased, a network does not have to remain
static during the life of an advertiser’s eontract. Changes
may be made and stations added or dropped. Stations may
be added at any time, and such additions frequently are due
to new stations becoming available on the network or to
the expansion of the advertiser’s distribution. Stations may
be dropped at the conclusion of thirteen-week cycles on
thirty-days advance notice, provided the dropping does not
violate any established group requirements. Caution is




NETWORKS—COMMERCIAL 57

exercised in cancelling stations, for the loss of a single
station may reduce the weekly dollar-volume or station-
hour discount and cause the loss of the full network dis-
count.

Network Rate Structures

The rate structure for network broadecasting appears at
first glance to be a complicated maze of costs and discounts.
Actually, it is not involved ; each of the features is a result of
practical experience and efficient business practice. There
is a uniform pattern running through the rates on all net-
works.

As previously noted, radio audiences in the evening are
larger than those in the daytime and rates for evening
periods, therefore, are higher than for daytime. Networks
charge full gross rates from 6:00 to 11:00 P.M. One-half
gross rates apply from 8:00 A.M. to 6:00 P.M. (except on
Sunday afternoon from 12:00 noon to 6:00 P.M.) and from
11:00 P.M. to 12:00 midnight. The composition and size
of the listening audience on Sunday afternoon closely ap-
proximates that of an evening audience. For that reason,
a rate higher than a week-day afternoon but lower than the
evening rate applies between 12:00 noon and 6:00 P.M. on
Sunday only. If an advertiser should be interested in the
periods between 12:00 midnight and 8:00 A.M., these may
be purchased at one-third of the evening gross rates, pro-
vided that a regularly scheduled program on the network
precedes or follows the period.

The time zones across the country have a direct effect
on station rates, and costs are figured on the time at which
the program is heard locally on each station. An advertiser
whose program is broadeast from 7:00 to 7:30 P.M., New
York Time, is charged as follows:

Eastern Standard Time Zone: local time  7:00-7:30 PM evening rate
Central Standard Time Zone: local time  6:00-6:30 PM evening rate
Mountain Standard Time Zone: local time  5:00-5:30 PM day rate
Pacific Standard Time Zone: local time  4:00-4:30 PM day rate

This difference in time zones is responsible for the re-
broadcast of network programs. If an advertiser broad-
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casts at 8:00 P.M. New York Time, his programs are heard
at 5:00 P.M. on the Pacific Coast and do not reach the
evening audience for which they are geared. In such cases
a repetition of the same program, a rebroadcast, may be
scheduled in a later period in the evening, usually at 11:00
P.M., 11:30 P.M. or 12:00 midnight, New York Time, for
the Pacific Coast stations only, thus reaching them at a
good evening time. This is made possible by the use of
special line facilities maintained by the networks for this
purpose. Of course, in such a case, the advertiser is billed
full evening rates for station time instead of day rates,
which would apply if the programs went straight through
on one performance. The increase in available audience
more than justifies this higher cost. And in many cases
where the program originates in Hollywood, the artists
have insisted upon being heard on the Pacific Coast during
the evening listening hours. ‘

All network station charges are figured from a base of
100 per cent representing the cost for a full-hour evening
period. Half-hour costs are 60 per cent of the hour, and
quarter-hour costs are 40 per cent. Costs for daytime pe-
riods are just half of these percentages. On this basis it
would be most advantageous for the network to sell only
quarter-hour programs. In actual practice it has worked
out that a single advertiser will group his programs for
various products in adjacent periods. Many advertisers
who make two products have purchased two contiguous
half-hours and are charged at the hour rate. This provides
two separate and distinct programs at one-half of the hour
rate (509) for each, whereas another advertiser with only
one product and one program would pay 60 per cent for the
half-hour. This practice of grouping is particularly ad-
vantageous for a daytime advertiser who manufactures four
products, such as the Procter and Gamble Company, and
who can purchase a full hour, assign fifteen minutes to each
product, and allocate costs on his own books for each
quarter-hour on the basis of 25 per cent of the hour rate.
This is in contrast to 40 per cent of the hour rate for the
single-product advertiser.

The minimum period of time sold by the networks is
fifteen minutes. There are some shorter news broadcasts
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heard currently which have been established for many
years; but it is doubtful whether any of the networks will
add to the number of five-minute periods.

Before radio had proved that it could attract an audience
in the daytime and sell goods to that audience, NBC had
experimented with the bulk sale of time. KEach of two
advertising agencies purchased a full hour of morning time
in its own name; one produced the National Home Hour,
the other the Radio Household Institute. The agency
bought at the hour-rate and resold to each of its clients on
a participating basis at one-quarter of the hour-rate for each
fifteen-minute unit, plus a proportionate share of the over-
all talent cost. Four completely dissociated advertisers
participated in the hour’s program, and they made strange
bedfellows! At one time, the sponsors of one program cou-
sisted of the makers of refrigerators, cod-liver oil, umbrellas,
and cake flour. Each advertiser paid 25 per cent of the
hour-rate for the time, in contrast to 40 per cent, which he
would have had to pay if he had purchased the time indec-
pendently and directly from NBC.

This situation placed these two agencies in a “favorcd
nation’ position, in that they were able to sell at lower rates
than NBC card rates and, what was equally undesirable, to
undersell all other advertising agencies. In at least ore
instance, participation was sold to an advertiser who wss
normally the client of another agency but who bought be-
cause of this price differential. This being an untenabl~
position for any advertising medium, such an arrangement
was destined to have a short life.

The experience demonstrated to the whole broadeasting
industry that it was not feasible to sell time at wholesale
rates or on a bulk-purchase basis. As a result, the standard
policy of all networks prohibits the sale of time in bulk to
individual advertisers having no corporate relationship.
Each advertiser participating in a group broadecast today on
the networks must contract individually for his time period.

Discounts on Network Station Costs

There are four types of discounts applicable to network
station costs:
1. Weekly discount
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2. Annual discount

3. Full-network discount

4. Over-all discount

The weekly discount offered by each network is a volume
discount expressed in terms of dollars spent or station-
hours, and applicable to any contract of thirteen weeks or
more. The exact percentage varies with each network, but
in each case it is the first discount on the gross cost of
facilities and is allowed currently.

The annual discount is a uniform 1214 per cent allowed by
all networks to advertisers who use facilities for fifty-two
consecutive weeks. It is due and payable retroactively at
the conclusion of fifty-two uninterrupted weeks of broad-
casting. If an advertiser signs a fifty-two week non-can-
cellable contract, the annual discount is allowed currently
on the weekly billing.

The history of the annual rebate is interesting. Before
its adoption, networks had but one discount, a frequency
discount based on the number of times a program was
broadecast within a year’s period. An advertiser who bought
two programs weekly for twenty-six weeks would earn the
same discount as another advertiser would who bought one
program weekly for fifty-two weeks. Many advertisers
purchased twenty-six-week series starting in January, or
thirty-nine-week series starting in October, punctiliously
avoiding the thirteen-week summer season in July, August,
and September. It was possible at that time for an adver-
tiser to broadcast for twenty-six or thirty-nine weeks, dis-
continue, and return to the air thirteen weeks later in an-
other period just as good as his original time.

Advertisers believed that radio listening slumped alarm-
ingly in the summer months for three reasons: first, recep-
tion was poor due to frequent electric storms and summer
static; second, audience habits in the summer were entirely
different and did not include listening to radio programs;
and, third, radio sets were not readily accessible at many
summer resorts. One of the earliest surveys in the radio
field was made by WCAU-Philadelphia in 1931 and showed :!

t An Analysis of the Summer Radio Audience in the Philadelphia Buying
Area, Station WCAU-Philadelphia, Pa., 1931,




NETWORKS—COMMERCIAL 61

1. The decline in listeners over the week-end seems to be no
more than 10 per cent of the maximum of any week-day,
and those away on vacation do not seem to deplete the po-
tential listener audience on the average by more than 10
per cent.

2. There seem to be slightly more listeners in the morning hours
in the summer and slightly fewer in the afternoon. The eve-
ning audience is approximately the same as it is in other
seasons.

3. With the exception of a slight tendency toward lighter pro-
grams during the summer, there is little appreciable differ-
ence in listeners’ program tastes at different seasons of the
year.

The networks set about to correct this seasonal business
slump—if advertisers did not broadcast during the summer,
it was necessary for the networks to fill the periods with
sustaining programs. Additional studies confirmed the re-
sults of the original WCAU survey and did not disclose an
alarming listener slump in summer. And the combination
of the weekly discount plus the annual rebate for fifty-two
uninterrupted weeks of broadcasting was the answer. This
served as an incentive to eontinuous advertising. And, as
everyone knows, one of the basic requirements for success-
ful advertising is repetition. The threatened loss of the
1214 per cent annual discount had a marked effect on
broadcasting habits.

Other factors have contributed to the vear-round use of
radio by advertisers. First, radio-set design has improved
steadily, lessening the effect of electrical storms and static
on reception. Second, portable radio sets and automobile
radios have been produced and sold by the millions, so that,
today, no one on vacation need be very far from a radio set.
Third, there is too little time available to give an advertiser
any assurance that he can return to the air in as desirable a
period as the one he surrendered during the summer. And
fourth, the summer listening audience can be virtually as
large as that of any other period of the year.

There is one situation that this revision in discount
structure did not meet—the case of an advertiser who
sponsors an expensive evening dramatic or musical program
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using different stars each week. These stars are not avail-
able for summer appearances. Also, a comedy program,
which burns up material at a prodigious rate, may well be
refreshed by a summer lay-off. To such advertisers the
networks offer a Summer Interval, or Hiatus Plan which
allows a “vacation” up to an eight-week maximum. This
plan is available only to advertisers using periods after
7:00 P.M., New York Time, and varies with each network.
Generally, the advertiser immediately forfeits at least his
1214 per cent annual rebate for those weeks he does broad-
cast. However, his original time period is assured to him
upon his return to the air. Although such an advertiser
suffers a severe penalty on his time costs, he makes an
appreciable saving on his high talent expenditure over an
eight-week period.

Few advertisers avail themselves of this plan. The pre-
ferred solution is to continue on the air for fifty-two weeks
in order to earn the annual rebate, but to use a less expen-
sive substitute, or replacement program, during the sum-
mer months. This tends to maintain the listening audience
for the period, forfeits no rebate on station time, permits a
sizable saving on talent, and provides a ‘“refresher’’ period
for the comedian and his seript writers. In addition, it has
provided an excellent opportunity to test new shows and
program ideas.

The full-network discount on network-station-costs is a
relatively new feature which gives an additional reduction
on the charges for all stations purchased, provided the adver-
tiser uses the total number of stations within the continental
United States required by the network’s full-network plan.
This is the only discount which is not figured on the gross
station costs. It is figured on the net, after the weekly and
annual discounts have been deducted from the gross. The
full-network plans have had at least two beneficial results:
they have provided advertisers with complete national cov-
erage at reduced cost; and they have extended network
commercial programs to many smaller stations which ad-
vertisers did not formerly use.

The over-all discount is allowed to large purchasers of
time who spend approximately $1,500,000 for facilities
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within a fifty-two-week period. This is a combination of
the weekly and annual discounts and, in effect, results in the
allowance of the annual discount currently, along with the
weekly discount. This discount was adopted by the net-
works for a very practical reason. Consider, for example,
the case of an advertiser who purchases time at the rate of
$1,500,000 annually, amounting to approximately $29,000
weekly. The annual discount on this amount at 1214 per
cent is $3,625 weekly and totals $188,500 for the year.
Without the over-all discount, this amount is held in es-
crow for the advertiser and becomes a fund that he cannot
use for his current requirements through the year. Of
course if the sponsor qualifies for and is allowed the over-all
discount and his contract commitments are then changed
and fall below the $1,500,000 requirement, he is immedi-
ately short-rated and his contract reverts to the weekly
discount plus annual rebate basis.

All of these discounts are deducted before the allowance
of the 15 per cent commission to the advertising agency.
That is allowed on the final net charges.

Local and Sectional Announcements on
Network Broadcasts

In order to make network service more flexible, local cut-in
announcements may be arranged on any network broad-
cast. This means that any station may cut away from the
network program at a given time, on cue, and substitute
locally the announcements submitted by the advertiser.
This is of particular value to an advertiser who is introduc-
ing a new product or conducting a sales test in a limited
area. Frequently this same result is desired on a sectional
basis, and the network may arrange it for a group of sta-
tions by purchasing additional lines. In fact, some coast-
to-coast programs are sponsored by three or four products
of the same manufacturer, in different geographic areas.
Nominal charges are made for these local and sectional ar-
rangements, and they vary by networks. However, they
do much to meet the individual requirements of many ad-
vertisers.
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Network Contract Cancellation Privileges

Most contracts for network periods are written on the ba-
sis of fifty-two weeks of service. They are cancellable at
the conclusion of thirteen-week cycles by the submission of
notice to the network thirty days in advance of the con-
clusion of the thirteen weeks. Generally, contracts for
fewer than thirteen weeks are not acceptable; but occasion-
ally even one-time broadcasts may be purchased from the
networks for an exceptional program and in a period of
time which is temporarily open.

Network Political Broadcasts

During national campaign years, political programs present,
a unique problem to the networks and their advertisers.
During the pre-nomination period, the networks carry any
important speeches as news features, and this includes de-
tailed and extensive coverage of the political conventions
of the two major political parties. Once the nominations
for President and Vice-President are determined, any cam-
paign speeches are strictly commercial broadecasts paid
for by the National Committees. During the campaign
months, network advertisers may be asked to relinquish
their regularly scheduled periods once or twice for the two
major nominees of each party. The network sells the time
to the National Committee and the National Committee
pays the advertiser for any non-cancellable talent costs.
The network, of course, does not bill the advertiser for
station charges, nor does the advertiser suffer any penalty
on his annual discount for the omission of one broadecast.
Announcements are made at the time of the broadcast that
the advertiser, whose program is normally heard at that
time, has relinquished his time for a paid political broad-
cast and that the regular program will be heard at its sched-
uled time the following week.

Effect of Daylight Saving Time on Network Broadcasts

The annual problem of Daylight Saving Time is one that
the networks must solve for their advertisers and affiliated
stations. During the war years, there was no difficulty, as
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time was frozen on War Time throughout the country—in
effect, Daylight Saving Time on a national basis. Since
the war, this practice has reverted to the pre-war basis of
shifting the clock ahead one hour on the last Sunday in
April, in Daylight Saving areas, and, twenty-two weeks
later, turning it back one hour on the last Sunday in Sep-
tember. This plays havoe with broadcasting schedules both
of networks and of local stations. It means that network
programs are heard one hour earlier in communities which
do not adopt Daylight Time, and frequently they conflict
with immovable local programs in those periods. Major
readjustments are necessary on many stations.

The networks find themselves on the horns of a dilemma.
If 65 per cent of their stations remain on Standard Time
through the summer months, it would appear that the net-
works should operate on Standard Time, as the railroads
do. Yet the remaining 35 per cent of the stations, which
shift to Daylight Time, represent about 50 per cent of the
network’s circulation. As a result, the networks are 50 per
cent wrong, whichever procedure they adopt!

For the first time, in 1948 all four networks have solved
this problem by recording programs at their regularly
scheduled time and, one hour later, playing back the
recordings on the network lines for the Standard Time
cities. The additional cost for lines and recordings is
extremely high, but it is underwritten by the affiliated
stations. In order to make such a plan workable, it was
necessary first to secure the understanding co-operation of
the American Federation of Musicians and the American
Federation of Radio Artists so that no additional talent fees
would be assessed against advertisers and networks.

It appears to be impossible to find any more practicable
solution to the problem short of Federal legislation requir-
ing uniform time throughout the nation. It would not
matter whether it were Standard Time or Daylight Time,
just so long as it was uniform.

Network Origination Points

All networks provide studio facilities for the origination of
programs, at no charge and from stated points—usually
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New York, Chicago, and Los Angeles. If programs origi-
nate from other points, special charges are involved for
lines, engineering services, transportation, et cetera. These
charges are figured on a cost basis and adjusted to allow
for 15 per cent agency commission. They are not subject
to any of the discounts allowed on station costs.

‘Network Produced Programs

In addition to the time and station facilities offered by the
networks, the services of the program departments are
available to national advertisers. Many commercially
sponsored programs on the air today started as sustaining
programs. This is especially true of news broadcasts, as the
networks have developed many excellent reporters, ana-
lysts, and commentators. In the field of entertainment,
“Bing Crosby,” “Duffy’s Tavern,” “Let’s Pretend,” Arthur
Godfrey and even the ‘“Metropolitan Opera’’ had their radio
starts as sustaining network programs.

Frequently, national advertisers are wary about commit-
ting large appropriations for a series of untried and untested
radio programs. Here, then—in the sustaining program
being groomed for commercial sale—is the logical place to
look for well-tested programs, since, as previously pointed
out, the networks must produce programs of their own of
top quality in open periods. They must hold the audience
built by the commercially sponsored programs and must,
very often, compete with sponsored shows on one or more
of the other networks.

The direct line of contact between the national advertiser
and the network runs through the advertising agency to the
network sales department. This department is staffed
with specialists in advertising and specialists in broad-
casting. It is through these men, with their continuous
contacts, that information on time availabilities, costs,
program availabilities, and the hundred other facts essential
to the consideration of a broadcasting campaign can be
secured. Through them the wealth of information avail-
able at the network is at the disposal of the national adver-
tiser and his agency.




CHAPTER VI
The National Broadcasting Company

THE National Broadeasting Company is “NBC,” the
network of the three chimes. It is the network of “Bob
Hope,” “Jack Benny,” “Fibber McGee and Molly,” and
“The University of Chicago Round Table.” It is the
“Radio” of Radio City.

NBC is the pioneer of all national networks. It was
formed in November, 1926, when nineteen stations joined
together in the first permanent network organization. To-
day, nine of these original nineteen stations are still NBC
outlets. They are WNBC-New York (then WEAF), WRC-
Washington, WTAM-Cleveland, WTIC-Hartford, WJAR-
Providence, WCSH-Portland, Maine, WWJ-Detroit, KSD-
St. Louis, and WDAF-Kansas City.

Prior to its inaugural broadcast in 1926, NBC published
an advertisement which outlined the new development of
network broadcasting. It stated:

“The purpose of that company will be to provide the best pro-
grams available for broadcasting in the United States. . . . Any
use of radio transmission which causes the public to feel that the
quality of the programs is not the highest, that the use of radio
is not the broadest and best use in the public interest, that it is
used for political advantage or selfish power will be detrimental
to the publie interest in radio.”

In those days there was a greater variety of talent
available in New York than could be found in Portland,
Maine, or Kansas City; the New York listeners heard more

67




68 NBC

entertaining and varied programs than did listeners in
other parts of the country. It was a logical progression,
therefore, to establish facilities which would make it
possible to share these broadcasts throughout the country.
Currently, 155 stations carry NBC broadcasts from coast
to coast.

While this number seems high in relation to the original
nineteen stations, NBC nevertheless has fewer stations
than any of the other networks. One of the important
reasons for this is that NBC was first in the field and had
virtually a free hand in the selection of outlets. In most
cases the choice was the station which supplied the largest
coverage, with the result that a smaller number of stations
is required to cover the United States.

NBC lived through various vicissitudes of ownership and
partial ownership and emerged as a wholly owned subsidiary
of the Radio Corporation of America. However, none of
these corporate problems affected the steady growth and
progress of the network in any way. NBC owns and oper-
ates six of its stations in key markets.

The roll call of NBC programs featured in the early years
starting in 1926 brings back fond memories to many lis-
teners. Such programs as the “Eveready Hour,” “Whit-
all’s Anglo Persians,” the “Clicquot Club Eskimos,”” the
“A. & P. Gypsies,” “Show Boat,” the ‘“Cities Service
Hour,” and the “Fire Chief,”’” were forerunners of today’s
fine program line-up.

Combined Red and Blue Network Operation

Shortly after the formation of this network, which until
1942 was known as the Red Network, NBC established a
second chain. Because of requests received from other sta-
tions in Red Network cities for an additional national serv-
ice, the Blue Network was organized in January, 1927.
From that date until January, 1942, NBC operated the two
national network services. In 1942, because of the new
rules of the Federal Communications Commission, NBC
arranged the sale of the Blue Network, which now con-
tinues, independent of NBC, as the American Broadcasting
Company.
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In the early days of the dual network operation, NBC
was faced with a weakness which was not serious until the
demand for broadcasting time increased. Although there
were two NBC networks available on a coast-to-coast basis,
there were actually only two separate and distinet basic
networks and Pacific Coast networks; the supplementary
groups of stations were used interchangeably on the Red
and the Blue throughout the country. This meant that
during periods in which the Red Network operated as a
coast-to-coast chain, the Blue Network was limited to a
basic network, and vice-versa. A station in a supplemen-
tary city was the “NBC” station—during one half-hour it
might carry a Red Network program and during the follow-
ing half-hour a Blue Network program.

This arrangement began to be modified as broadcasting
increased. Separate supplementary groups of stations were
set up for the Blue Network. It was unsound economically
to operate under the original plan, by which, for example,
during the most salable hours at the peak of evening listen-
ing, NBC could not offer two advertisers coast-to-coast
facilities. However, it was difficult to secure stations as
strong mechanically or as popular locally as the original
NBC stations or the CBS stations. (In September, 1927,
CBS had entered the national field and built its coast-to-
coast network.) In order to attain comparable listener
acceptance, it was necessary to broadcast popular programs
and merchandise and publicize them intensively in each
individual market.

As an incentive to advertisers to use the Blue Network,
special discounts were established for multiple group pur-
chases. These discounts were higher than the previous
schedule and also higher than, and figured on a different
basis from, the Red Network discounts. The same sales
force sold both networks for many years, and it was not
until 1941 that the Blue Network was listed separately on
its own rate card.

Many of the more popular programs were originally
heard on the Blue Network, “Amos 'n Andy” and ‘“Lowell
Thomas,” to cite but two. Gradually the Red Network
began to exert a stronger appeal to advertisers. Many of
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the Blue programs switched to the Red Network and many
of the new audience-building programs started and re-
mained on the Red Network. This trend continued until
the sale of the Blue Network, by which time the gross sales
on the Red were far ahead.

Prior to the sale of the Blue Network, NBC transferred
the affiliation of many of its higher-powered stations to
the Red Network—such stations as WHAM-Rochester,
WBAL-Baltimore, KDKA-Pittsburgh and WBZ-WBZA-
Boston-Springfield (two stations which are synchronized
and broadeast simultaneously on the same frequency.)
This strengthened an already strong line-up of stations and
offered an advertiser an excellent coverage pattern through-
out the country.

Time Options and Program Acceptability

As network broadcasting progressed and was purchased
in increasing volume by national advertisers, NBC found
itself in the healthy position of having a waiting list for
evening periods during the peak listening hours. This was
known in the trade as the ‘“abeyance list.”” It provided
for the offer of open periods to advertisers, either current
advertisers desirous of improving their time or new adver-
tisers, in a predetermined sequence based on the priority of
the request for time or improved time. This procedure
was administered fairly and equitably for a number of years
to the complete satisfaction of agencies and advertisers.

However, by 1943, with the increased competition be-
tween networks and the growing awareness of program
ratings on the part of agencies, advertisers, networks, and
stations, NBC found it necessary to abolish the abeyance
list. In announcing this in August of that year, NBC
stated:

“Time periods which become open and available will be filled
by programs which we consider most likely to meet the needs and
wishes of the radio audience, regardless of seniority of date of
application for time by the sponsor.”

As a corollary to this, the following procedure was also
adopted:
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“When an advertiser discontinues one program and wishes to
replace it with another in the same period, the new program, as
currently provided in our facilities contract, shall be subject to
the approval of NBC. In the absence of such approval, we will
continue to reserve the right to make the period available for a
more acceptable program submitted by another advertiser.”

This assumption of control over program content was a
forthright solution to a problem which had grown to be
a major concern of all networks. Toc many advertisers
were continuing ‘“‘worn out’’ programs in important time
periods. Others were producing mediocre programs and
depending upon the over-all listener acceptance of the net-
work and the adjacent programs to deliver them an un-
earned audience. The effect of the new policies has been a
definite gain to the listening audience and a mutual benefit
to all NBC program sponsors.

Stations Planning and Advisory Committee

An interesting development in NBC operation has been the
creation of the Stations Planning and Advisory Committee,
which meets periodically with the NBC management. The
cight members of this committee are elected by the NBC
affiliated stations in each of eight regional zones. This
rommittee brings to the attention of the management the
needs and recommendations of the stations, thus insuring
~oherent operation of the network in the public interest.
'he interchange and crystallization of ideas resulting from
ihese meetings have been of the greatest benefit to the
network and to the individual stations.

Managed and Operated Stations

{BC owns and operates the following individual standard
vadio stations:

WNBC New York
WMAQ Chicago

KNBC San Francisco
WRC Washington, D. C.
KOA Denver

WTAM Cleveland
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Station Option Time Periods

Many years before the Federal Communications Commis-
sion prescribed that certain periods of the day and evening
should be guaranteed to stations for local public-service
and commercial programs (Chapter IV), NBC had set up
a voluntary schedule with its affiliates which outlined net-
work- and station-option time. During network-option
time periods, stations cleared automatically for network
commercial programs. During station-option time periods,
the stations were not obliged to accept network commercial
programs. These periods, Monday through Saturday, are:

Before 10:00 AM N.Y. Time Station option time

10:00 AM—12:00 N “ ¢ Network option time

12:00 N— 3:00 PM “ “  Station option time
3:00 PM— 6:00 PM “ “ Network option time
6:00 PM— 8:00 PM “ ¢ Station option time
8:00 PM—11:00 PM “ “  Network option time

On Sunday the only network-option time périods are:

2:00— 4:00 PM N. Y. Time
5:00— 6:00 PM ¢
7:00—10:00 PM ¢ ¢

Rates and Discounts

All rates quoted on the NBC rate card provide for complete
origination of the program at no charge at the network
studios in New York, Washington, Cleveland, Chicago,
Denver, Hollywood, or San Francisco. Origination, in
whole or in part, from any other point can be arranged at
an additional cost, subject to availability of special lines.
This charge is subject only to 15 per cent agency commis-
sion. No discounts or rebates are allowed on it.

NBC rates conform to the general network formula.
Day rates are one-half of rates after 6:00 P.M. The half-
hour rate is 60 per cent of the hour rate, the quarter-hour
rate is 40 per cent of the hour rate, and periods between
12:00 noon and 6:00 P.M. on Sunday are billed at three-
quarters of the evening rate.
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NBC allows weekly discounts for volume on gross sta-
tion costs and an annual rebate for consecutive weeks of use.
The schedule of weekly discounts is allowed for thirteen or
more weeks of broadcasting on the following basis:

Contracted Value of Network Rate of Discount on
Time at Gross Rates Weekly Gross Billings
Less than $8,000 per week............ None
$8,000 or more but less
than $18,000 per week........... 5%
$18,000 or more per week............. 109,

Note: Rate of discount will be reduced 59, on
network programs broadcast between
8:00 and 10:00 PM New York Time and
on their rebroadcasts. (For example,
109, becomes 59%,.)

In calculating the gross billing for an advertiser, all his
contracts may be combined. Thus, both daytime and
evening programs for the same advertiser may be combined
in computing the weekly dollar-volume discount. Only
NBC and CBS reduce weekly discounts for programs in the
peak evening listening hours.

These discounts are allowed currently on weekly in-
voices. The annual rebate of 1214 per cent on the gross
billing for all facilities used consecutively for fifty-two
weeks is not allowed until the fifty-two-week cycle is com-
pleted. This discount is received by the advertiser as a
lump-sum credit. If an advertiser signs a non-cancellable
contract for fifty-two weeks, then and only then is the
annual rebate allowed currently.

NBC allows an annual discount of 2214 per cent currently
to certain advertisers. This discount should not be con-
fused with the annual rebate of 1214 per cent. It is allowed
currently to advertisers whose contracted gross billing to-
tals $1,500,000 or more for a fifty-two-week period, in
lieu of weekly discounts and annual rebate. It represents
a combination of the maximum weekly discount (10 per
cent) plus the annual rebate (1214 per cent}. (It is reduced
to 1714 per cent for programs broadcast between 8:00 and
10:00 P.M., New York Time, and their rebroadcasts.)

£
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If a sponsor receives the 2214 per cent discount weekly
and during the year his contract drops below the $1,500,000
requirement, he is immediately short-rated and his contract
reverts to the weekly discount plus annual rebate basis.

In 1942, NBC adopted a full-network plan which pro-
vided for an additional discount for advertisers using 125
specified stations. This discount is 10 per cent on the net
billing after deduction of the weekly discount and annual
rebate, or after the deduction of the 2214 per cent annual
discount. It is the only discount which is figured on net
station charges. The other discounts and the annual re-
bate are figured on gross costs. The full-network discount
applies both to charges for stations located within the con-
tinental United States and territorial stations as well.
NBC, of course, allows the regular 15 per cent agency com-
mission on all net station charges, just as it is allowed by
magazines and newspapers.

Station Groupings

NBC, as it is currently set up, conforms to the general
geographic pattern of all networks. Station-cities coincide
with the major markets and distribution centers of most
national advertisers. There is a basic network of thirty
stations, which is the starting point for any network pur-
chase. Of these thirty stations, the advertiser pays for
twenty-nine and receives one as a bonus. To the basic
network can be added supplementary groups of stations as
follows:

Basic Supplementary 46 stations—none required; available in-
Group dividually as desired.

Southeastern Group 12 stations—available only as a group of
not less than 5 stations with a gross
hourly rate of $80 or more.

Florida Group 3 stations—available only as a group and
if the Southeastern or South Central
Group is also used—plus three supple-
mentary stations.

South Central Group 20 stations—available only as a group of
not less than 6 stations including Atlanta,
Birmingham, Memphis, New Orleans and
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Southwestern Group

Northwestern Group
Mountain Group

North Mountain
Group

Pacific Coast Network

Arizona Group

Hawaii
Canada
Philippine Islands

NBC

Nashville, plus one other with an hourly
rate of $100.00 or more.

13 stations—available only as a group of
not less than 7 stations, each with an
hourly rate of $120 or more, plus 3 sup-
lementary stations.

2 stations—individually available with
the basic network.

3 stations—available only as a group with
the basic network or Pacific Coast Net-
work, plus one supplementary station.

7 stations—3 paid, 4 bonus; available
only as a group for use with the Mountain
Group or Pacific Coast Network, plus 2
supplementary stations.

7 stations—available only as a group,
plus one supplementary station. If this
group is used with the basie network, the
Mountain Group must be used. The Pa-
cific Coast Network may be purchased
independently of the basic network.

7 stations—available only as a group with
the Pacific Coast Network.

1 station.

3 stations—available individually.

1 station—available individually.

Estimate of Station Costs

An estimate for time costs on NBC must embrace all of
these requirements and the proper application of discounts
and rebates. The following is a typical example of a
broadcasting estimate as submitted to an advertiser by his
agency for a half-hour program from 2:00 to 2:30 P.M.,
New York Time, Sunday, on a full network of 125 stations.
This estimate has been prepared by the J. Walter Thomp-
son Company, New York, for the Radio Corporation of

America.
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J. WaLTEr TrHOMPSON COMPANY

NEW YORK

1948
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May 7, 1947

EstivaTe For RCA VICTOR DIVISION, Radio Corporation
of America, Camden, New Jersey

RADIO ADVERTISING

One-half hour (approximately)—2:00 to 2:30
PM New York Time

52 times—once a week—every Sunday
January 4, 1948 to and including December 26,

Broadcasting to be given over each of the National Broad-

casting Company stations in the following cities:

State City
BASIC NETWORK
Conn. Hartford
Del. Wilmington
D.C. Washington
- T Chieago
Ind. Indianapolis
Ia. Davenport
Des Moines
Ky. Louisville
Me. Portland
Md. Baltimore
Mass. Boston
Springfield
Mich. Detroit
Minn, Minneapolis-St. Paul
Mo. Kansas City
St. Louis
Nebr. Omaha
N.Y. Buffalo
New York
Rochester
Schenectady
Syracuse
Ohio Cincinnati
Cleveland
Toledo
Pa. Philadelphia

Pittsburgh

Statron

WTIC
WDEL
WRC
WMAQ
WIRE
WwOC
WHO
WAVE
WCSH
WBAL
WBZ
WBZA
WwWJ
KSTP
WDAF
KSD
WOW
WBEN
WNBC
WHAM
WGY
WSYR
WLW
WTAM
WSPD
KYW
KDKA

$

Rate

180.00

63.00
117.00
360.00

99.00

81.00
234.00

99.00

72.00
189.00
270.00
Bonus
225.00
180.00
198.00
180.00
171.00
153.00
630.00
180.00
198.00
108.00
540.00
234.00

99.00
216.00
234.00

Amount

$ 9,360.00
3,276.00
6,084.00

18,720.00
5,148.00
4,212.00

12,168.00
5,148.00
3,744.00
9,828.00

14,040.00

11,700.00
9,360.00

10,296.00
9,360.00
8,892.00
7,956.00

32,760.00
9,360.00

10,296.00
5,616.00

28,080.00

12,168.00
5,148.00

11,232.00

12,168.00
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State City Station Rate Amount
BASIC NETWORK (Cont.)
R.I. Providence WJAR § 99.00 $5,148.00
Tenn. Nashville WSM 180.00 9,360.00
Wise. Milwaukee WTMJ 180.00 9,360.00
(29 Stations plus 1 Bonus) $5,769.00 $299,988.00
BASIC SUPPLEMENTARY
111 Peoria WEEK 54.00 2,808.00
Ind. Elkhart WTRC 18.00 936.00
Evansville WGBF 45.00 2,340.00
Fort Wayne WGL 45.00 2,340.00
Terre Haute WBOW 27.00 1,404.00
Kans. Pittsburg KOAM 54.00 2,808.00
Md. Cumberland WTBO 27.00 1,404.00
Me. Augusta WRDO 27.00 1,404.00
Bangor WLBZ 63.00  3,276.00
Mich. Flint WTCB 45.00 2,340.00
Grand Rapids WOOD 72.00 3,744.00
Saginaw-Bay City WSAM 36.00 1,872.00
Minn. Duluth-Superior, Wisc. WEBC 63.00 3,276.00
Hibbing WMFG 4.50 234.00
Virginia WHLB 4.50 234.00
MINN. NETWORK
Mankato KYSM 18.00 936.00
Rochester KROC 18.00 936.00
St. Cloud KFAM 18.00 936.00
Mo. Springfield KGBX 54.00 2,808.00
Nebr. North Platte KODY 13.50 702.00
N. J. Trenton WTTM 45.00 2,340.00
N.Y. Binghamton WINR 36.00 1,872.00
Elmira WENY 27.00 1,404.00
Ohio Lima WLOK 27.00 1,404.00
Zanesville WHIZ 27.00 1,404.00
Pa. Allentown WSAN 54.00 2,808.00
Altoona WFBG 31.50 1,638.00
Easton WEST 22.50 1,170.00
Erie WERC 54.00 2,808.00
Harrisburg WKBO 45.00 2,340.00
Hazelton WAZL 22.50 1,170.00
Johnstown WJAC 31.50 1,638.00
Lancaster WGAL 36.00 1,872.00
Lewistown WMRF 9.00 468.00
Reading WRAW 54.00 2,808.00
Wilkes-Barre WBRE 54.00 2,808.00
Williamsport WRAK 27.00 1,404.00
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MINN, NETWORK {Cont.)
York

S.D. Sioux Falls

Va. Harrisonburg
Richmond

W. Va. Bluefield
Charleston
Clarksburg

Wisc. Eau Claire
La Crosse
Madison
Marinette

(48 Stations)

FLORIDA GROUP

Fla. Jacksonville
Lakeland
Miami
Orlando
Tampa,

(5 Stations)

SOUTHCENTRAL GROUP

Ala. Birmingham
Mobile
Montgomery

Fla. Pensacola

Ga. Atlanta

La. Alexandria
Baton Rouge
Lafayette

Lake Charles
New Orleans
Miss. Greenwood
Hattiesburg
Jackson
Laurel
Natchez
Tenn. Bristol
Chattanooga
Kingsport
Knoxville
*Memphis

(20 Stations)

NBC

Station

WORK
KELO
WSVA
WMBG
WHIS
WGKV
WBLK
WEAU
WKBH
WIBA
WMAM

WJAX
WILAK
WIOD
WORZ
WFLA

WBRC
WALA
WSFA
WCOA
WSB
KSYL
WIBO
KVOL
KPLC
WSMB
WGRM
WFOR
WJIDX
WAML
WMIS
WOPI
WAPO
WKPT
WROL
WMC
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Rate Amount
$54.00  $2,808.00
36.00 1,872.00
54.00 2,808.00
63.00 3,276.00
36.00  1,872.00
31.50 1,638.00
31.50  1,638.00
36.00 1,872.00
54.00  2,808.00
63.00 3,276.00
36.00 1,872.00
$1,804.50  $93,834.00
72.00 3,741.00
18.00 936.00
90.00 4,680.00
27.00 1,404.00
72.00  3,744.00
$279.00  $14,508.00
81.00 4,212.00
54.00 2,808.00
45.00 2,340.00
18.00 936.00
189.00 9,828.00
13.50 702.00
4500  2,340.00
9.00 468.00
9.00 468.00
90.00 4,680.00
9.00 468.00
9.00 468.00
54.00  2,808.00
9.00 468.00
9.00 468.00
13.50 702.00
54.00  2,808.00
13.50 702.00
54.00 2,808.00
144.00  7,488.00
$922.50  $47,970.00
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SOUTHEASTERN GROUP
Ga. Augusta
Savannah
N.C. Asheville
Charlotte
Raleigh
Winston-Salem
S.C. Charleston
Columbia
Greenville
Greenwood
Va. Martinsville
Norfolk

s

(12 Stations)

SOUTHWESTERN GROUP

Ark. Little Rock

Kans. Hutchinson
Wichita

La. Monroe
Shreveport

Okla. Oklahoma City
Tulsa

Texas Amarillo
Corpus Christi
Dallas
Houston
San Antonio
Weslaco

(13 Stations)

NORTH MOUNTAIN GROUP
Ida. Boise
i Pocatello

Twin Falls

Mont. Billings
Bozeman
Butte
Great Falls
Helena

(5 Stations plus 3 Bonus)

NBC

Station

WTNT
WSAV
WISE
WSs0C
WPTF
WSJS
WTMA
WIS
WEFBC
WCRS
WMVA
WTAR

KARK
KWBW
KANS
KNOE
KTBS

KVOO
KGNC
KRIS

WFAA
KPRC
WOAI

KRGV

KIDO
KSEI
KTFI
KGHL
KXLQ
KXLF
KXLK
KXLJ

Rate Amount

$ 27.00 § 1,404.00
36.00 1,872.00
27.00 1,404.00
54.00 2,808.00
126.00 6,552.00
54.00 2,808.00
45.00 2,340.00
63.00 3,276.00
63.00 3,276.00
9.00 468.00
9.00 468.00
81.00 4,212.00
$5904.00 $30,888.00
63.00 3,276.00
9.00 468.00
45.00 2,340.00
18.00 936.00
54.00 2,808.00
126.00 6,552.00
135.00 7,020.00
54.00 2,808.00
45.00 2,340.00
225.00 11,700.00
117.00 6,084.00
153.00 7,956.00
45.00 2,340.00
$1,089.00 $56,628.00
54.00 2,808.00
22.50 1,170.00
22.50 1,170.00
54.00 2,808.00

Bonus ——
54.00 2,808.00

Bonus P—=

Bonus ——
$207.00 $10,764.00



State City

ARIZONA GROUP

Ariz. Douglas
Globe
Phoenix
Prescott
Safford
Tueson
Yuma

(7 Stations)

NORTHWESTERN GROUP

N.D. Bismark
Fargo

(2 Stations)

MOUNTAIN GROUP

Colo. Denver

N. Mex. Albuquerque
Texas El Paso

Utah Salt Lake City

(4 Stations)

PACIFIC COAST NETWORK
Calif. Fresno
Los Angeles
San Diego
San Francisco
Ore. Portland
Wash. Seattle
Spokane

(7 Stations)

PACIFIC COAST SUPPLEMENTARY

Calif. Bakersfield
Sacramento
Santa Barbara

Nev. Reno

Ore. Medford

(5 Stations)

NBC

Station

KAWT
KwWIB
KTAR
KYCA
KGLU
KVOA
KYUM

KFYR
WDAY

KOA

KTSM
KDYL

KMJ
KFI
KFSD

KGW
KOMO
KHQ

KERO

KIST
KOH
KMED

81

Rate Amount
$ 225 $ 117.00
2.25 117.00
76.50 3,978.00
2.25 117.00
2.25 117.00
4.50 234.00
2.25 117.00
$92.25 $4,797.00
90.00 4,680.00
81.00 4,212.00
$171.00 $8,892.00
144.00 7,488.00
72.00 3,744.00
54.00 2,808.00
90.00 4,680.00
$360.00  $18,720.00
48.00 2,496.00
180.00 9,360.00
42.00 2,184.00
138.00 7,176.00
72.00 3,744.00
84.00 4,368.00
60.00 3,120.00
$624.00 $32,448.00
18.00 936.00
24.00 1,248.00
21.00 1,092.00
24.00 1,248.00
24.00 1,248.00
$111.00  $5,772.00
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Total Number of Stations: 161 $12,023.25 $625,209.00
tLess 5%, discount for $8,000 or more
but less than $18,000 weekly 31,260.45

$593,948.55
ttLess 1214% Annual Rebate. Com-
puted at 12149, of the gross billing
on all facilities used during the re-
bate year (January 4, 1948 through
December 26, 1948) except on such
facilities as are discontinued prior to

the end of the rebate year. 78,151.13
$515,797.42

Less 109, full network discount 51,579.74
ToraL TiMe Cost $464,217.68

Amount BroucHT ForRwARD $464,217.68

* Transcribed playback.

t Conditional payment discount 2%,: When charges for facilities are paid
on or after 16th of month following the month of breadecast, the total dis-
count will be reduced by an amount equal to 2%, of the gross charges to
which the discount is applicable. This reduction will not be made when
payments are satisfactorily completed on or before the 15th of the month
following month of broadcast.

Tt The 12149, Annual Rebate is to be allowed weekly by NBC with the
understanding that if time facilities shown herein are cancelled prior to com-
pletion of 52 weeks of broadcasting (December 26, 1948), the 12149, rebate
thus allowed will be payable to NBC as short rate penalty retroactive to
January 4, 1948,

Station time may be cancelled by us at the end of the thirteenth, twenty-
sixth or thirty-ninth week of broadcasting by giving thirty days prior written
notice.

APPROVED: RCA VICTOR DIVISION
Radio Corporation of America
Per:

Date:

This estimate includes 161 NBC stations from coast-to-
coast. All rates shown are based on Sunday afternoon
costs, three-quarters of the regular evening rates for Eastern
and Central Time Zone stations, on which the program is
heard after 12:00 noon, and day rates for Mountain and
Pacific Time Zone stations, on which the program is heard
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before 12:00 noon. The first cost column indicates the
gross cost per program for each station; the total cost for the
fiftty-two-week period for each station is shown in the second
cost column. The total gross cost for all stations for the
year’s schedule is the total of these fifty-two-week costs, on
which all discounts are figured. The weekly dollar-volume,
the annual, and the full-network discounts are deducted
from this sum.

A transcribed playback of the programs is shown for
Station WMC-Memphis. The station was unable to clear
the live broadcast time and, as it fell within station-option
time, was not constrained to do so.

A conditional payment discount of 2 per cent is allowed.
This can be compared with the 2 per cent cash discount al-
lowed by other media and a few individual radio stations
on spot-broadcasting charges. For many years, the Ameri-
can Association of Advertising Agencies, through its radio
committee, urged the adoption of such a discount, pointing
out its value to agencies in making collections for other
forms of advertising. The networks worked out the con-
ditional payment plan. It provides that if invoices are not
paid by the fifteenth day of the month following the month
of broadcast, the total discount normally earned will be
reduced by an amount equal to 2 per cent of the gross
charges for the services billed It would serve as an incen-
tive for prompt payment, if such an incentive were needed.

A clause in this estimate form permits NBC to allow the
1214 per cent annual rebate weekly—apparently contrary
to the rate card, which indicates that the rebate will be
allowed only at the conclusion of fifty-two consecutive
weeks of broadcasting. However, this special arrangement
may be made with any of the networks, provided the agency
and advertiser agree that, if the series does not run fifty-
two consecutive weeks, the 1214 per cent rebate allowed
currently will be payable to NBC as a short rate, retro-
active to the first broadcast in the series.

The Radio Corporation of America also wished to use the
NBC facilities in Hawaii, Station KGU-Honolulu. The
Honolulu stations broadcast network programs in one of
three ways. Either the program is short-waved to Hono-
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lulu for broadcast simultaneous to the mainland broadcast,
or it is short-waved at the time of the United States broad-
cast and recorded in Honolulu, to be played back later the
same day, or it is recorded on the Pacific Coast and the
transcription is sent via air express to Honolulu for playback
one to two weeks later than the United States broadcast.
There is a time differential of five hours between New York
Standard Time and Honolulu Time. This series of pro-
grams would be heard at 9:00 A.M. on Sunday in Honolulu,
if broadeast on a live network basis. The advertiser wished
to reach a Sunday afternoon audience in Hawaii and there-
fore arranged for a delayed recorded broadcast (e.t.—elec-
trical transeription) from 3:35 to 4:05 P.M., Honolulu Time,
on Sunday. The programs were short-waved to KGU at
the time of the United States broadcast, recorded, and
played back later on the same day. The costs for Station
KGU are subject to the same discounts as the continental
United States stations, as shown on the estimate on page 85.

Program Standards

NBC maintains rigid program standards “for the sole pur-
pose of providing programs essentially in good taste regard-
less of the age, sex, race or religion of the listener.” A
working manual has been issued for the guidance of agencies
and advertisers in preparing their broadcasts to meet these
standards. Most of the policies and practices outlined in
this manual are particularly useful to producers, writers,
and others concerned with the preparation of the actual
broadcast material. However, it is important for persons
engaged in the business side of radio to know the types of
business that are not acceptable to NBC. There are four-
teen of these businesses outlined in the working manual as
follows:

1) Professional services. Professions in which it is deemed un-
ethical to advertise. For example, physicians, lawyers, dentists,
osteopaths, chiropractors, oculists, optometrists, and others.

2) Stocks and bonds. All forms of speculative finance in-
tended to promote the purchase of specific stocks, bonds, etc.
Proposed programs advertising the general services of financial



NBC 85

J. WaLTer THoMPsON COMPANY

NEW YORK
May 7, 1947

EstiMaTE ForR RCA VICTOR DIVISION, Radio Corporation
of America, Camden, New Jersey

RADIO ADVERTISING

We authorize you to prepare and place, on our behalf, the
following radio advertising upon the terms and conditions
specified below (including the printed statements at the
bottom of the page):

One-half hour e.t.—3:35 to 4:05 PM—Local Time

52 times—once a week—every Sunday

January 4, 1948 to and including December 25,

1948
City Station Rate Amount
Territory

of Hawaii  Honolulu . KGU $96.00 $4,992.00

Less 5%, discount for $8,000 or more
but less than $18,000 weekly. 249.60
4,742.40

tLess 1214% annual rebate for 52
consecutive weeks of broadcasting. 624.00
4,118.40
Less 109, full network discount. 411.84
Torar Cosr $3,706.56

Program short-waved from San Francisco.

+ The 12%4% Annual Rebate is to be allowed weekly by NBC with the
understanding that if time facilities shown herein are cancelled prior to com-
pletion of 52 weeks of broadcasting (December 26, 1948), the 12149, rebate
thus allowed will be payable to NBC as a short rate penalty retroactive to
January 4, 1948,

Clauses shown on United States estimate dated May 7, 1947 are a parf of
this agreement.

APPROVED: RCA VICTOR DIVISION
*  (Radio Corporation of America)

Per:
Date:
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institutions will be subject to approval in each specific case; if
accepted after consideration, will be subject to Federal, state, and
local regulations relating thereto.

3) Cures. Medicinal products for which claim is made to
cures or which encourage either self-diagnosis or gelf-medication.

4) Cathartics. Cathartics, including foods or beverages ad-
vertised primarily for their value as cathartics. Also products
generally known and used exclusively as cathartics.

5) Hygiene products, deodorants. Personal hygiene products
including body deodorants.

6) Reducing agents. Reducing agents, including foods and
beverages designed solely to perform that function.

7) Restoratives. Products to restore natural color to hair,
eyebrow dyes, hair growers, depilatories, and products advertised
to remove wrinkles. ‘

8) Fortune telling. Fortune telling, astrology, and other
forms of occultism.

9) Mortuaries, etc. Cemeteries, memorial parks, mortuaries,
morticians, casket manufacturers, and other products or services
associated with burial.

10) Wines and liquors. Beer is aceeptable, subject to local and
Federal laws.

11) Firearms and fireworks.

12) Matrimonial agencies.

13) Racing organizations. Horse-racing organizations and rac-
ing publications desiring to use our facilities for the purpose of
giving odds or promoting betting.

14) Employment services; schools. Schools, individuals, and
organizations that imply promises of employment or that make
exaggerated claims for the opportunities awaiting those who enroll
for its courses. Likewise, advertising for employment, except in
particular cases approved by the War Manpower Commission.

Listener Survey

NBC relied for its coverage statistics upon a recurring
series of nationwide postal-card surveys, prior to the time
when Broadecast Measurement Bureau coverage data be-
came available. The first such survey was made in 1941
and the most recent one in April and May, 1944, when a
total of 3,100,000 postcards were mailed to families in every
one of the 3,072 counties in the United States. Double
posteards, addressed and postage paid, were used. One
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half requested the listener’s co-operation and the other
half, the reply card, contained the questions. They were
mailed to telephone-directory listings in cities and to R.F.D.
routes in rural areas in such a manner as to insure adequate
returns from each county.

Two simple questions were asked on the cards:

1. What radio stations do you listen to regularly in the daytime?
in the evening?

9. Which one of these stations do you listen to most in the
daytime? in the evening?

The return address on the cards was Radio Station
Survey, 590 Madison Avenue, New York 22, N.Y., used in
order to shield the identity of the network. Replies were
received from 230,000 families, equivalent to one reply out
of every 140 radio families in the United States.

From a compilation of these replies, NBC determined
regular-listening cireulation figures for all networks and
could map primary and secondary listening areas, night and
day.

From the answer to the question, “Which one of these
stations do you listen to most?”” NBC has prepared two in-
teresting booklets entitled 1077 Cities and How They Listen
at Night and 1077 Cities and How They Listen in the Daytime.
The 1077 cities are all of the cities in the United States
having a population of 10,000 or more, and represent
16,000,000 radio families, or 56 per cent of the nation’s total.

The evening summary shows:

5797, of the radio families listen most to NBC

259, « ¢« ¢ “  most to Network “B”
6% «“ “ ¢ “ “  most to Network “C”
9%, «“ « ¢ “ “  ost to Network “D”

The daytime summary shows:

329, of the radio families listen most to NBC

259, « ¢« ¢« ‘« “  most to Network ‘“B”
189, « “ ‘e “  most to Network “C”’
159 « « “ “ “  most to Network “D”
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NBC has issued a word of caution against improper in-
terpretation of these findings:

“It would be a primary mistake, which we want to guard against
here, to compare the figures of our survey (made in one way) with
the figures of other audience surveys (made in other ways). The
end results of this part of the NBC survey—network rankings—
compare favorably with the end results of other surveys . . . but
the internal figures of all surveys differ simply because of method.”

It is on the basis of this survey that NBC has adopted the
phrase: “The Network Most People Listen To Most.”

With the release of the BMB figures on coverage, NBC
prepared the following summary of audience by listening
levels, i.e., the percentages of the listening audience which
tune in regularly each week to NBC stations:

DayYTIME NIGHTTIME
% of Total % of Total
U. 8. Radio U. 8. Radio
Level Audience Families Audience Families

75% & over 22,856,940 67.2 30,116,240 88.6
50%,—75%, 4,848,730 14.3 964,610 2.8
25%,—50%, 167,550 0.5 044,410 0.1
Less than 259 15,550 0.0 2,680 0.0
ToraL 27,888,770 82.0 31,127,940 91.5

The BMB coverage data is prepared by the Broadcast
Measurement Bureau on the basis of extensive radio re-
search. The Broadcast Measurement Bureau is financed
by the broadecasting industry and heavily endorsed by the
American Association of Advertising Agencies and the Asso-
ciation of National Advertisers.



CHAPTER VII
The Columbia Broadcasting System

THE Columbia Broadeasting System is commonly known
to listeners and the industry as “CBS.” It is the network
of the “Lux Radio Theatre,” ‘“Blondie,” * Arthur Godfreyv,”
“Edward R. Murrow,” ‘“The New York Philharmonic Or-
chestra,” “Ozzie and Harriett,”” and ‘“Helen Hayes.” CBS
is one of the two oldest networks—networks that have the
smallest number of stations and that constitute a type of
setup distinet from the other two multi-station networks.

CBS started operations on September 18, 1927, with a
line-up of sixteen stations. It was the third network to be
formed. It was preceded by the NBC Red and Blue Net-
works by less than a year. This presented two disadvan-
tages at the outset: (1) the first and second most desirable
stations in many important markets were already affiliated
with the Red or Blue Network, and (2) important radio
talent was already being bought and paid for by advertisers
on the other two networks, relieving those networks of
large talent expenditures.

The first problem was not as serious as it would have been
a decade later. If a good station, not necessarily a super-
power station, with intelligent and aggressive management
could be secured in each of the major markets, that would
be the nucleus for growth and development in the area.
Accordingly, many of the early CBS outlets did not operate
on as high power as their NBC Red and Blue Network
competitors, but were well accepted stations within their
markets.

89
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The second problem was a more difficult one, but if it
could be solved, it would, in a large measure, help to solve
the first one. Columbia realized early that the program is
the driving force in building a listening audience, much
more important than any grouping of call-letters or favor-
able wave lengths and power. With the principle of adver-
tisers’ purchase of talent becoming firmly entrenched on the
other two networks and building listener aceeptance, there
were two courses open to CBS. It could go out in the open
market and purchase established talent from stage, screen,
or the concert stage in competition with advertisers, or it
could develop fresh new talent.

The first course would have been disastrous financially,
since it would have meant buying talent until such time as
the list of CBS program sponsors was large enough to take
over comparable commitments. The second course was
also fraught with danger if the wrong choices of new talent
were made. Yet this was the course chosen, and the wis-
dom of the decision can be seen in the list of successful
radio stars and programs developed under Columbia’s
production: “Bing Crosby,” the “Mills Brothers,” ‘“The
New York Philharmonic Orchestra’” broadcasts, ‘“Kate
Smith,” “Duffy’s Tavern,” ‘“Let’s Pretend,” and many
others. With these programs as a foundation, to be fol-
lowed by new personalities and new program ideas, this
newest of networks was soon competing with the other two
networks for every minute of the listener’s attention. Asa
result of this competition, the listening public gained im-
measurably. No one of the networks could develop com-
placency, but, rather, was forced to strive constantly to
produce programs of widest listener interest.

While these problems were being solved, CBS was also
undergoing a revision in corporate ownership. Out of the
negotiations emerged a corporation interested in only one
business—broadcasting—and hampered by no strictures of
a parent organization.

Having established the point that sound programming
will build an audience for a network and its advertisers, CBS
then devoted itself to the serious business of selling broad-
casting time. A glance at the reasons for purchasing net-
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work time in the late twenties would reveal a strange va-
riety of incentives. Basically, there is only one reason for
purchasing time on the air and that is to sell goods. CBS
set out to prove that radio could sell goods—to millions of
listeners.

From the very earliest promotion pieces and research
efforts, the keynote was: radio attracts listeners, listeners
buy your products, and, CBS is the best network for you to
use to reach these listeners. Radio was sold as strongly as
CBS. These promotion pieces did much to establish in the
minds of agencies and advertisers that radio was not a
short-lived novelty but a new major advertising medium.
The titles of some of these early promotion pieces are in-
dicative of their contents:

Added Increment Comments on time-habits and place-
habits in advertising
Baby Austin Overturns ~ Comparison of station power and sta-

Milk Truck tion popularity
Bee As In Broadcasting A success story for summer broadcast-
ing

Clancys and DeLanceys Listening habits by income levels
Does Radio Sell Goods Results of an investigation of radio’s
selling power

Ears and Incomes Measurement of the listening audience
by income levels of four “selective”
programs

How Radio Measures Developments in radio research tech-

Its Audience niques

Roper Counts Customers A study of consumer response to forty
CBS sponsored programs

Very Rich A study of radio listening in high in-
come homes

Having experimented with research once or twice in a
field that was crying for it, it was but natural that CBS
should probe more deeply. The record of CBS research
activities is outstanding in the field. Research has been
conducted to the full extent of the network’s resources.
Every encouragement and support has been given to out-
side projects that gave promise of turning up even one
single new fact about radio. Various techniques in measur-
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ing audience preferences and coverage areas have been used,
refined, and discarded for improved methods. No new
approach in the field of research has been overlooked. As
evidence of the thoroughness of the CBS concept of re-
search, the standard for measuring station audiences in the
United States and Canada—BMB and BBM (the Bureau
of Broadcast Measurement, the Canadian counterpart of
the Broadcast Measurement Bureau)—is based on the CBS
method of determining coverage areas.

As pointed out in Chapter IV, the contributions of the
network research department are invaluable to the sales and
sales promotion departments. From the beginning, they
provided valuable facts, on the basis of which important
sales of time were made; for most years, in the last decade
the gross time sales on CBS have exceeded the NBC Red
Network (NBC) by a comfortable margin.

As the network business progressed, it soon became ap-
parent that CBS and NBC were to become the leaders in
the industry—and the price of leadership, as always, was
responsibility. Responsibility in the network business
means a constant concern for the listening audience and
the establishment of tenets within the industry that are
consonant with serving that audience. In other words,
good broadeasting and good business relationships with
agencies, advertisers, and stations go hand in hand.

Policies on Children’s Programs and Cathartics

In 1935, CBS reviewed eight years’ development of network
broadcasting and recognized some abuses of the medium
which seemed destined to reduce its effectiveness and
weaken it in the eyes (or ears) of the listening audience.
Accordingly, in May of that year, a set of new policies was
announced, designed to improve the standards of CBS Net-
work broadcasts.

The first of these policies related to children’s programs.
Over a period of years, broadcasts in this category had
developed characteristics which were causing grave concern
to parents and to all who felt a deep responsibility for the
rearing and education of impressionable youth. Admitting
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that viewpoints varied widely as to what was and what was
not suitable for children to hear, CBS did not attempt to
establish itself as an arbiter. Instead, the network engaged
an eminent child psychelogist and appointed an advisory
board of qualified members for the purpose of designing
programs which would meet the approval of parents, chil-
dren, and educators alike. The following restrictions on
children’s programs were announced:

The exalting as modern heroes of gangsters, criminals, and rack-
eteers will not be allowed.

Disrespect for either parental or other proper authority must
not be glorified or encouraged.

Cruelty, greed, and selfishness must not be presented as worthy
motivations.

Programs that arouse harmful nervous reactions in the child
must not be presented.

Conceit, smugness, or an unwarranted sense of superiority aver
others less fortunate may not be presented as laudable.

Recklessness and abandon must not be falsely identified with a
healthy spirit of adventure.

Unfair exploitation of others for personal gain must not be
made praiseworthy.

Dishonesty and deceit are not to be made appealing or attrac-
tive to the child.

The second policy announced at this time excluded from
the CBS Network, broadcasting for any product which
describes graphically or repellently any internal bodily
functions, symptomatic results of internal disturbances, or
matters which are generally considered not acceptable
topics in social groups. At about this same time, NBC
announced a similiar policy for both the Red and Blue Net-
works in regard to laxatives, cathartics, depilatories, and
deodorants, but this fell short of the stricter CBS require-
ments.

CBS did not establish these policies just to be arbitrary,
nor just for the sake of the record. They sprang from the
firm conviction that they were for the best interests of the
listening public—and incidentally resulted in the loss of
hundreds of thousands of dollars in advertising revenue.
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They are another example of the good taste, good judgment,
and keen concern for the listeners which have characterized
the development of network broadcasting.

Over-all Program Policies

The third policy announced in 1935 by CBS related to the
length of commercial announcements. The following table
shows, in minutes and seconds, the maximum amount of
commercial talk allowed under the new regulations.

After 6:00 PM Before 6:00 PM
1 Hour 6 minutes 9 minutes
34 Hour 4 minutes 30 seconds 6 minutes 45 seconds
14 Hour 3 minutes 4 minutes 30 seconds
14 Hour 2 minutes 30 seconds 3 minutes 15 seconds

Longer commercial announcements on daytime programs
seemed to be indicated. Many of the morning and after-
noon programs serve vast numbers of women as a source of
useful information and offer valuable help in solving house-
hold economic problems, discussion of which requires more
detailed statement of the sponsor’s service or product.

These are the general limitations on the length of “com-
mercials”’ in programs on all networks and most individual
stations. They are generous and permit the advertiser
considerable latitude in presenting his sales message.!

In addition to stating these three new policies in 1935,
CBS took occasion at the same time to restate ten basic
points of policy which had been in effect since the establish-
ment of the Network in 1927. These are:

1. No false or unwarranted claims for any product or service.

2. No infringements of another advertiser’s rights through pla-
giarism or unfair imitation of either program idea or copy.

3. No disparagement of competitors or competitive goods.

4. No lottery or ‘“‘drawing contest”’; no contest of any kind in
which the publie is unfairly treated. '

5. No programs or announcements that are slanderous, obscene,
or profane, either in theme or treatment.

! Length of commercial announcements on all networks will probably be
changed to conform with 1948 NAB Code effective January 1, 1949.



CBS 95

6. No ambiguous statements that may be misleading to the
listening audience.

7. Not more than two mentions of price on a fifteen-minute
program; not more than three on a half-hour program; not
more than five on a full-hour program.

8. No advertising matter, or announcements, or programs which
may, in the opinion of the System, be injurious or prejudicial
to the interests of the public, the Columbia Broadcasting
System, or honest advertising and reputable business in
general,

9. No appeals for funds.

10. No testimonials which cannot be authenticated.

Recommended Placement of
Commercial Announcements

Again in September, 1943, CBS pointed out a misuse of
network broadeast time which was rapidly leading to un-
favorable listener reactions. Multiple-product advertisers
were engaging in a practice that resulted in a hodgepodge
of commercial announcements within a restricted period of
time.

One of the truisms of broadcasting is that the listener
expresses his appreciation for good entertainment by pur-
chasing the sponsor’s product. Advertisers were over-
loading their programs by an unsound arrangement of
announcements—the listening public was so confused it
could not tell what product to buy!

Let us take, as an illustration, two advertisers, 4 and B.
Each makes three products and each wishes to mention all
three products in varying degree on his program. 4 pur-
chases 9:30 to 10:00 P.M. on the network on Tuesday
nights. B purchases the half-hour immediately following,
from 10:00 to 10:30 P.M. Actually, these advertisers pur-
chase only twenty-nine minutes and thirty seconds of air
time, for the remaining thirty seconds are required for
switching and setting up stations for the next period.

Advertiser A schedules the announcements for produet,
1 during the main entertainment portion of the program.
Product 2 is broadcast at the close, and the program signs
off to all apparent intents and purposes at 9:58:30 P.M.
However, there is still one minute of the advertiser’s time
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left, in which he schedules an announcement for product 3.
To the listener, this product is completely divorced from
the entertainment that has gone before. Such an announce-
ment is called a ‘‘hitch-hike announcement,” because it
takes a free ride on the audience built up by the main por-
tion of the broadcast.

At 9:59:30 P.M., advertiser A’s time is over. During
the following thirty seconds—time which traditionally be-
longs to each individual station—the network rearranges
its alignment for the following period. There is no network
broadcast during this time. However, each individual
station identifies itself, by FCC regulation, which requires
up to five seconds. This leaves the balance of the time for
the station’s use and it is universally sold in the form of a
short station-break announcement, to any advertiser.

At 10:00 P.M. advertiser B’s program starts, but he puts
the announcement for his product 3 at the beginning of his
program. The period opens with a one-minute announce-
ment with no indication that the product has any connec-
tion with the program that is to follow. This type of- an-
nouncement is known as a ‘“cow-catcher,” because it is
placed in advance of the main broadcast.

At 10:01 P.M. the program proper opens with an an-
nouncement for advertiser B’s product 1—and the confu-
sion is'complete in the listener’s mind. Summarizing these
announcements as they would look on the time schedule:

9:57:30—9:58:30 PM  Advertiser 4, Product 2
9:58:30—9:59:30 PM  Advertiser A, Product 3
9:59:30—9:59:35 PM Local station identification
9:59:35—10:00 PM  Local station commercial
announcement
" 10:00—10:01 PM  Advertiser B, Product 3
10:01—10:02 PM  Advertiser B, Product 1

Thus, within the space of four and a half minutes, the
listening audience hears four separate network commercial
announcements, one local commercial announcement and
one local station identification. This is not effective radio
advertising for any of the three advertisers.

CBS asked all of their program sponsors for co-operation
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in correcting this unsound situation and received a univer-
sally favorable response. The intent was not to reduce the
commercial content of any broadcast, but simply to rear-
range the structure of each program in order to eliminate
this overpowering sequence of sales messages. This was
accomplished by absorbing the hitch-hike and cow-catcher
announcements within the framework of their respective
programs and linking them as closely as possible with the
entertainment offered.

In addition to adopting this correetion by network spon-
sors, the CBS affiliated stations voluntarily agreed to make
as much improvement as possible in the local station-break
announcements. This was achieved in three ways. First,
the stations agreed, wherever feasible, to limit station-break
announcements to service announcements, such as time
signals, weather reports, crop bulletins, or some other
information which would be welcomed by listeners in their
particular areas. This had the immediate effect of cut-
ting down the commercial content of the announcement.
Second, the stations agreed to limit the sponsorship of sta-
tion-break announcements to products which do not com-
pete with those advertised on either the preceding or the
following network program. Third, the stations arranged
to allow adequate ““dead air,” or a slight pause, between the
sign-off of the network program and the start of the station-
break announcement. This prevents hurried delivery of
the local announcement and provides a cushion between the
announcements.

- These revisions have been beneficial to the network, the
advertiser, and the listening audience alike.

Time Options and Program Acceptability

CBS sales of time were never handled on the abeyance-list
basis, as at NBC. In all cases, time periods were quoted
to advertisers and the first order received for an available
period was accepted. The network was fortunate in that
the program selections of most advertisers were good.
However, since 1943, with the growing consciousness of
program ratings, CBS, like NBC, has carefully considered
new programs in relation to the over-all program structure.
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It now reserves to itself the right to accept or reject an
order for a given period of time on the basis of the program
the advertiser proposes to use.

Affiliates Advisory Board

CBS initiated in 1943 an Affiliates Advisory Board, which
is composed of nine members elected on a geographic basis
by the affiliated stations. This group meets at regular
intervals with the CBS management and has proved to be
an excellent medium through which to transmit network

problems to the stations and station problems to the net-
work.

Company-Owned Stations

CBS owns and operates the following individual standard
radio stations:

WCBS New York
WEEI Boston

KQW San Francisco
WBBM Chicago
KMOX St. Louis
wWCCO Minneapolis
KNX Los Angeles

Station Option-Time Periods

CBS did not have established option-time periods with its
affiliates prior to June, 1943, when the new FCC Regula-
tions became operative. Now, set periods of network-
option time and station-option time have been set up as
shown below:

CBS TIME SET-UP

EASTERN TIME CENTRAL TIME

CBS N STATION CBS StaTioN
.ZII on. through Sat. Mon. through Sat.  Mon. through Sat. Mon. through Sat.

0:45—12:45 PM Before 9:45 AM 0:45—11:45 AM Before 9:45 AM

1:00— 3:00 PM 12:45— 1:00 PM 12:00— 2:00 PM 11:45—12:00 N
5:00— 6:00 PM  3:00— 5:00 PM  3:00— 5:00 PM  2:00— 3:00 PM
7:00—10:00 PM  6:00— 7:00 PM 6:30— 9:00 PM  5:00— 6:30 PM
0 After 10:00 PM  10:00—10:30 PM  9:00—10:00 PM
After 10:30 PM




EASTERN TIME

CBS
Sunday

10:00— 1:00 PM
1:30— 3:00 PM
4:30— 6:00 PM
7:00—10:00 PM
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CENTRAL TIME

CBS
STATION CBS
Sunday Sunday
Before 10:00 AM 9:30—12:00 N
1:00— 1:30 PM  12:30— 2:00 PM
3:00— 4:30 PM 3:30— 5:30 PM
6:00— 7:00 PM  6:30— 9:00 PM

MOUNTAIN TIME

CBS
Mon. through Sat.

STATION
Mon. through Sat.

10:00—10:30 PM

StatioN
Sunday
Before 9:30 AM
12:00—12:30 PM
2:00— 3:30 PM
5:30— 6:30 PM
9:00—10:00 PM
After 10:30 PM

PACIFIC TIME

CBS
Mon. through Sat.

STATION
Mon. through Sat.

9:45—10:45 AM

11:00— 1:00 PM
2:00— 4:30 PM
5:00— 5:30 PM
A:00— 8:00 PM

0:00—10:00 PM

Sunday

9:00—11:00 AM
12:00— 1:00 PM
2:30— 5:30 PM
6:00— 8:00 PM
9:00—10:00 PM

Before 9:45 AM
10:45—11:00 AM
1:00— 2:00 PM
4:30— 5:00 PM
5:30— 6:00 PM
8:00— 9:00 PM
After 10:00 PM

Sunday

8:45— 9:45 AM
10:00—12:00 N
1:00— 3:30 PM
4:00— 4:30 PM
6:00— 7:00 PM
8:00—10:30 PM

Sunday

Before 9:00 AM

11:00—12:00 N
1:00— 2:30 PM
5:30— 6:00 PM
8:00— 9:00 PM

8:00—10:00 AM
11:00—12:00 N
1:30— 4:30 PM
6:00— 7:00 PM
8:00—10:00 PM

Before 8:45 AM
9:45—10:00 AM
12:00— 1:00 PM
3:30— 4:00 PM
4:30— 6:00 PM
7:00— 8:00 PM
After 10:00 PM

] Sunday

Before 8:00 AM
10:00—11:00 AM
12:00— 1:30 PM

4:30— 6:00 PM
7:00-— 8:00 PM

After 10:00 PM After 10:00 PM

Rates and Discounts

All rates quoted on the CBS rate card provide for the com-
plete origination of commercial programs from the network
studios in New York, Washington, Chicago, and Hollywood
at no charge. Originations from other locations can be
arranged, dependent upon availability of line facilities, at
additional cost. Such charges are quoted subject to 15 per
cent agency commission and no discounts are allowed.

CBS discounts on gross station costs vary in some par-
ticulars from the NBC schedule, but the end results are
quite similar. The CBS weekly discount is a station-hour
discount allowed on all contracts for thirteen weeks or more.
The station-hours are computed as follows:

1 Hour— 1 X nurnber of stations used
% Hour_.ﬁ X {4 14 13 {4
% Hour—.4 % 1] ‘ I ‘%
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Therefore, a half-hour program on a network of 100 paid
stations (no bonus stations are used in computing discounts)
is figured as sixty station-hours, and earns a weekly dis-
count of 5 per cent on the basis of the following table:

Fewer than 25 station-hours per week................. Net
25 or more but fewer than 45 station-hours per week.... 2159,
45 or more but fewer than 90 station-hours per week.... 59,

90 or more station-hours per week.................. 749,

This schedule gives an advantage to daytime advertisers
on CBS, as their discount is the same as it would be for an
equal unit of time purchased after 6:00 P.M. On the NBC
basis, a daytime advertiser earns less weekly discount than
he would for an equal purchase of time after 6:00 P.M.,
since the NBC weekly discount is based on the contracted
value of the network time. The contracted value of a day-
time period is only half that of an evening period of equal
duration. '

All contracts for the same advertiser may be combined in
figuring weekly station-hour discounts. Thus, an adver-
tiser using both daytime and evening programs can secure
the benefit of the combination on each series. CBS charges
a & per cent premium, however, for programs broadcast
between 8:00 and 10:30 P.M., New York Time.

An annual discount of 1214 per cent on the gross station
costs is allowed at the conclusion of fifty-two consecutive
weeks of broadcasting. This discount is figured on the
gross costs, the same as the weekly station-hour discount,
but is not allowed until the fifty-two-week cycle has been
completed. If an advertiser wishes to sign a non-cancellable
contract for fifty-two weeks, the annual discount is allowed
currently on weekly billing, together with the station-hour
discount.

In 1942, CBS also inaugurated a full-network plan requir-
ing the use of 115 paid stations and allowing an additional
15 per cent discount on net station charges. Only stations
within the continental United States may be figured on this
basis. This plan has had several revisions and now requires
the use of 125 stations with gross billing at the rate of
$26,000 per evening hour. As do all networks, CBS allows
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15 per cent agency commission on all net station charges.
In addition to the full-network discount, CBS also allows
two partial-network discounts for station time of programs
actually using stations with gross rates per night-time hour
aggregating the following percentages of $26,000:

909, or more but less than 959%,...... 109%,
959, Or MOTe. ... 12159,

If any stations are unavailable for programs ordering
partial networks, other stations must be substituted in order
to earn the partial-network discount.

An over-all discount of 20 per cent computed on gross
weekly billing is allowed in lieu of station-hour and annual
discounts to advertisers who use a minimum of 8,750 station
hours or $1,500,000 of gross billing for station time during
an established discount year.

Station Groupings

The CBS network pattern is essentially the same as that of
the other three networks. The important markets of the
country are covered thoroughly. There is a basic network
of twenty-nine stations, of which twenty-eight are paid
stations and one is bonus. To this basic network, which is
the starting point of every purchase, supplementary groups
of stations can be added. These groups are:

Basic Supplementary 49 stations (incl. 1 bonus)—none re-

Group quired; available individually as desired.

Southeastern Group 11 stations—available only as a group of
not less than 4 stations.

Florida Group 8 stations (4 paid and 4 bonus)—avail-

able only as a group and when the South-
eastern Group is used.

South Central Group 18 stations (15 paid and 3 bonus)—none
required; available individually as de-
sired.

Southwestern Group 11 stations—available only as a group of
not less than 5 stations, of which Shreve-
port must be one.

Northwestern Group 9 stations (7 paid and 2 bonus)—none
required ; available individually as desired.




Mountain Group
Pacific Coast Group

Alaska

Hawaii

Canada
Philippine Islands
Porto Rico
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18 stations (9 paid and 9 bonus)—avail-
able only as a group, in which two sta-
tions, Denver and Salt Lake City must
be used.

13 stations (11 paid and 2 bonus)—avail-
able only as a group and when joined to
basic network; Mountain Group must be
used.

4 stations.

2 stations (1 paid and 1 bonus).

2 stations—available individually.

2 stations.

1 station.

Estimate of Station Costs

An estimate for broadcasting charges on CBS is based on
all of these discounts and grouping requirements. A typical
estimate for a half-hour evening program between 8:00 and
10:30 P.M. New York Time on a full CBS network of 125

paid stations follows:

14 Hour

Evening
Station City Power  Frequency Time Rate
WCBS New York 50,000 880 E 810
WADC  Akron 5,000 1350 E 114
WCAO  Baltimore 5,000 600 E’ 180
WEEI Boston 5,000 590 E 315
WGR Buffalo 5,000 550 . E 210
WMT Cedar Rapids 5,000 600 C 150
WBBM  Chicago 50,000 780 C 540
WKRC  Cincinnati 5,000 550 E 21D
WGAR  Cleveland 50,000 1220 E 285
KSO Des Moines 5,000 1460 C 126
WIR Detroit 50,000 760 E 525
WDRC  Hartford 5,000 1360 L 129
WFBM  Indianapolis 5,000 1260 C 135
KMBC  Kansas City, Mo. 5,000 980 C 210
KFAB Lincoln 50,000 1110 C 225
WHAS Louisville 50,000 840 C 300
WCAU  Philadelphia 50,000 1210 B 360
WIJAS Pittsburgh 5,000 1320 L 225
WPRO  Providence 5,000 630 E 144
KMOX  St. Louis 50,000 1120 C 345
WFBL Syracuse 5,000 1390 E 132
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Station

WTOP
WTAG
WCED

WTRY
WBNS
WHIO
WHP
WHEC

WCMI
WBAB
WABI
WNBF
WCAX
WCHS
WEOA
WMMN
WFMD
WJEF
WHCU
KSWM
WARD
WDAD
WKZO
WKNE
WFEA
WISN
WPAR
WMBD
WGAN
WTAD
WRVA
WGBI
WSBT
WMAS
KTTS
WIBW
WMBS
WIBX
WBRY
WWNY
WWVA
KFH
WKBN

City
Washington

Worcester
Du Bois

Troy
Columbus
Dayton
Harrisburg
Rochester

Ashland
Atlantic City
Bangor
Binghamton
Burlington, Vt.
Charleston, W. Va.
Evansville
Fairmont
Frederick
Grand Rapids
Ithaca

Joplin, Mo.
Johnstown, Pa.
Indiana
Kalamazoo
Keene
Manchester
Milwaukee [
Parkersburg
Peoria
Portland, Me.
Quincy
Richmond
Scranton

South Bend
Springfield, Mass.
Springfield, Mo.
Topeka
Uniontown
Utica
Waterbury
Watertown
Wheeling
Wichita
Youngstown

CBS
Y4 Hour
Evening
Power  Frequency Time Rate
50,000 1500 E 225
5,000 580 E 120
250 1230 E Bonus
1,000 980 E 120
1,000 1460 E 126
5,000 1290 E 105
1,000 1460 E 105
5,000 1460 E 120
250 1340 E 45
250 1490 E 60
5,000 910 E 75
5,000 1290 E 90
5,000 620 E 60
5,000 580 E 102
250 1400 C 75
5,000 920 E 75
500 930 E 45
250 1230 E 45
1,000 870 E 60
250 1230 C 45
250 1490 E 51
250 1450 E Bonus
5,000 590 E 90
5,000 1290 E 45
5,000 1370 E 60
5,000 1150 Cc - 159
250 1450 E 60
1,000 1470 C 105
5,000 560 E 90
1,000 930 C 75
50,000 1140 E 210
500 910 E 105
5,000 960 C 75
250 1450 E 90
250 1400 C 45
5,000 580 C 120
1,000 590 E 75
5,000 950 E 75
5,000 1590 E 75
1,000 790 E 60
50,000 1170 E 216
5,000 1330 C 120
5,000 570 E 120
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WAIM
WWNC
WRDW
WCSC
WBT
WKIX
WDNC
WBIG
WDBRJ
WTOC
WSPA

WINK
WMBR
WGBS
WDBO
WFOY
WSPB
WDAE
WJINO

WGAU
WGST
WAPI
WDOD
WRBL
WGPC
WNOX
KLRA
WMAZ
WREC
WCOC
wWCov
WLAC
WWL
WGWC

KTBC
KEYS
KRLD
KGBS
KTRH
KOMA
KTSA
KWKH

City
Anderson
Asheville
Augusta
Charleston, S. C.
Charlotte
Columbia, 8. C.
Durham
Greensboro
Roanoke
Savannah
Spartanburg

Fort Myers
Jacksonville
Miami

Orlando

St. Augustine
Sarasota
Tampa

W. Palm Beach

Athens
Atlanta
Birmingham
Chattanooga
Columbus, Ga.
Albany, Ga.
Knoxville
Little Rock
Macon
Memphis
Meridian
Montgomery
Nashville
New Orleans
Selma

Austin

Corpus Christi
Dallas
Harlingen
Houston
Oklahoma City
San Antonio
Shreveport

CBS 105
14 Hour
Evening
Power Frequency Time Rdle
250 1230 E 6D
5,000 570 E 75
5,000 1480 E 60
5,000 1390 E 75
50,000 1110 E 240
250 1490 E 45
1,000 620 E 60
5,000 1470 E 75
5,000 960 E 90
5,000 1290 E 20
5,000 950 E 90
250 1240 E Bonus
5,000 1460 E 78
10,000 710 E 120
5,000 580 E 75
250 1240 E Bonus
250 1450 E Bonus
5,000 1250 E 99
250 1230 E Bonus
250 1340 E Bonus
1,000 920 E 135
5,000 1070 C 105
5,000 1310 C 84
5,000 1420 E 60
250 1450 E Bonus
10,000 990 C 135
5,000 1010 C 99
10,000 940 E 75
5,000 600 C 150
1,000 910 C 60
250 1240 C 60
50,000 1510 C 180
50,000 870 C 240
250 1340 C Bonus
1,000 590 C 75
250 1490 C 39
50,000 1080 C 270
250 1240 C 39
50,000 740 C 210
50,000 1520 C 165
5,000 550 C 135
50,000 1130 C 180
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Statton

KTUL
KWFT

KDAL
KILO
WTAQ
KSJB
KGLO
WCCO
KOTA
KOLT
KSCJ

KLZ
KVOR
KSL
KSUB
KGGM
KVSF
KROD
KAVE
KSIL
KOSA
KFBB
KGVO
KOY
KTUC
KSUN
KDSH
KLAS
KERN
KNX
KARM
KOIN
KOLO
KROY
KQW
KIRO
KXLY
KGDM
KIMA
KCMJ
KSDJ

City

Tulsa
Wichita Falls

Duluth
Grand Forks
Green Bay
Jamestown
Mason City
Minneapolis
Rapid City
Scottsbluff
Sioux City

Denver
Colorado Spgs.
Salt Lake City
Cedar City
Albuquerque
Santa Fe

El Paso
Carlsbad
Silver City
Odessa,

Great Falls
Missoula
Phoenix
Tueson
Bisbee

Boise

Las Vegas
Bakersfield
Los Angeles
Fresno
Portland, Ore.
Reno
Sacramento
San Francisco
Seattle
Spokane
Stockton
Yakima

Palm Springs
San Diego

CBS
14 Hour
Evening
Power  Frequency Time Rate
5,000 1430 C 99
5,000 620 C 105
5,000 610 C 90
500 1440 C Bonus
5,000 1360 C 75
5,000 600 C 90
5,000 1300 C 75
50,000 830 C 315
5,000 1380 M 60
1,000 1320 M Bonus
5,000 1360 C 96
5,000 560 M 165
1,000 1300 M Bonus
50,000 1160 M 225
250 1340 M Bonus
5,000 610 M 90
1,000 1260 M Bonus
500 600 M 75
250 1240 M Bonus
250 1340 M Bonus
250 1450 C Bonus
5,000 1310 M 60
1,000 1290 M 60
1,000 550 M 90
250 1400 M Bonus
250 1230 M Bonus
1,000 950 M 51
250 1230 M Bonus
1,000 1410 P 45
50,000 1070 P 345
5,000 1430 P 60
5,000 970 P 144
1,000 920 P 45
250 1240 P 45
5,000 740 P 195
50,000 710 P 216
5,000 920 P 105
5,000 1140 P Bonus
500 1460 P 36
250 1340 P Bonus
5,000 1170 P 84
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Gross Station Cost (125 paid stations) . . ................. $16,458.00
Less Station-Hour Discount (59, of weekly gross)......... 822.90

$15,635.10
Less Annual Discount (12149, of weekly gross)........... 2,057.25

$13,577.85
Less Full-Network Discount (159, of weekly net}......... 2,036.68

$11,541.17
Plus 59, of Weekly Gross (Premium for 8:00—10:30 PM). . 822.90
Total Net Cost Per Program............................ $12,364.07
Total Net Cost—52 Programs. . ...........covviunnin.. $642,931.64

These figures represent the final fifty-two-week cost to the
advertiser for a series of half-hour evening programs on 125
paid and seventeen bonus stations. But, because the an-
nual discount is not allowed until the fifty-two consecutive
weeks have been completed, the actual per program billing
to the agency would be submitted in the following form on
each invoice:

Gross Station Cost. . ............ .. i $16,458.00
Less Station-Hour Discount (5%, of weekly grossi......... 822.90

$15,635.10
Less Full-Network Discount (159, of weekly net)......... 2,345.27

$13,280.83
Plus 5%, of Weekly Gross (Premium for 8:00—10:30 PM). . 822.90
Total Net Cost Per Program............................ $14,112.73

Billing on this basis is submitted to the advertising
agency, which in turn bills the advertiser $14,112.73 for the
half-hour broadcast. However, the advertising agency re-
tains its 15 per cent comrmission and pays the network only
$14,112.73 less 15 per cent, or $11,995.82, thereby earning
$2,116.91 commission.

At the conclusion of fifty-two consecutive weeks of
broadcasting, the advertiser has earned the 1214 per cent
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annual discount on his gross station expenditures for the
year. A credit memorandum is then prepared to cover the
fifty-two broadcasts which reduces the total net cost per
program to the amount first shown above.

During the entire series, the advertiser has been billed at
the rate of $14,112.73 per program, but he has now earned
the rate of $12,364.07 per program. Similarly, the agency
has retained commission at the rate of $2,116.91 per pro-
gram, whereas, on the lower cost to the advertiser, this
commission is only $1,854.61 per program.

The advertiser is due a credit at the rate of $1,748.66 per
program and 85 per cent of this amount, or $1,486.36, is
allowed by the network. The remaining 15 per cent, or
$262.30, is made up by the agency from the overpayments
of commission which have been received.

The ultimate result, then, is that the advertiser pays
$12,364.07 for each broadcast in the fifty-two week series,
the advertising agency earns $1,854.61 commission for each
broadcast, and the network receives payment of $10,509.46
per program.

Interruptions and one-time omissions are credited on the.

monthly invoices as they occur, or subsequent credit memo-
randa are issued. The 1214 per cent annual discount is not
allowed on any gross costs so credited within the fifty-two
weeks. On the basis of monthly payments, allowance of
the first 2 per cent of gross billing included in the aggregate
amount of discount to which any program may be entitled is
contingent upon payment of charges therefor, on or before
the fifteenth day of the month following the date of broad-
cast.

Summer Hiatus Plan

In order to accommodate advertisers for whom it would be
impracticable or uneconomic to broadcast during the sum-
mer, CBS has had in effect a hiatus plan which in the sum-
mer season of 1948 was as follows:

1. Restricted to programs broadcast at 7:00 P.M., Current
New York Time, or thereafter.
2. Can be taken at any season of the year.




3.

4.

10.

11.
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Notice of intention to take a hiatus must be received at
least 45 days in advance of the first hiatus date.
Coincidentally, a firm order must be placed for a minimum
of 13 consecutive weeks of broadeasting over the same fa-
cilities (or more) following termination of the hiatus period.
Length of earned hiatus is determined by number of paid
stations, as follows:

40 to 45 stations — 4 weeks

46to 55 ¢« —5
56to70 “ —6 ¢
71t090 ¢« —7 «
91 or more —8 “

(No hiatus for fewer than 40 paid stations. Size of net-
work ordered for resumption, rather than that preceding
the hiatus, governs the length of ‘“‘earned” hiatus.)

. An advertiser on the over-all discount basis (8750 station-

hours or $1,500,000 gross billing per annum) loses 5 points
of his discount for 52 weeks less the hiatus period (i.e., re-
duced from 209 to 159, or if he is on full-network, reduced
from 329, to 279,). His other programs which do not take
a hiatus are not affected.

An advertiser on the 12149, annual-discount basis loses the
annual rebate during his established annual-discount year.
Further, if he does not complete 52 weeks, less the period
of hiatus, during his annual-discount year, he owes CBS
12149, of his weekly gross billing times the number of weeks
he lacks of completing 52 weeks, less the hiatus.

The maximum hiatus permitted is 13 weeks, and the adver-
tiser may either buy weeks in excess of his earned hiatus or
borrow hiatus credits from another eligible program not
taking a hiatus.

. An over-all discount advertiser may increase his hiatus by

borrowing hiatus credits from another of his eligible pro-
grams which does not take a hiatus. In such cases, both
programs are penalized.

Hiatus may be taken for only part of a program’s time
(i.e., replacing a 30-minute show with a 15-minute show
during the earned hiatus weeks). In this event, over-all
discount loss is reduced, or annual discount is figured on a
new base—the 15-minute billing.

Since the hiatus plan is a privilege and not a contractual
obligation, CBS must reserve the right to modify it at any
time.
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12. All accounts eligible for hiatus are subject to the conditions
of the CBS hiatus policy then current.

This, then, is an outline of twenty years of growth of the
Columbia Broadcasting System. These two decades have
been twenty difficult years. A briefer summary of CBS
achievement during that span is contained in The Radio
Station by Jerome Sill:2

“Tt [CBS] came into the field some years after NBC was estab-
lished. With the independence of action resulting from its not
being a subsidiary of a vast industrial combine (such as RCA)
and with an unique brittle brilliance characterizing its almost
every move it has pushed ahead in total advertising volume to
first place. The management of CBS headed by William Paley,
Chairman of the Board, and Frank Stanton, President has dis-
played courage, imagination, vision and a daring so far unparal-
leled in the broadecasting field. Hence its meteoric rise in network
prominence. . . . CBS has contributed much to the art of radio
programming. In the field of foreign news coverage and in radio
dramatics, with such sustaining programs as the Columbia Work-
shop, CBS programs have helped radio make marked strides in
the art of radio broadcasting.”

2 §ill, Jerome, The Radio Station, pp. 22, 23. New York: George W. Stewart,
1946.




CHAPTER VIII

The American Broadcasting Comparny

THE American Broadcasting Company is the newest
national network in the United States. No other network
has experienced the vagaries of ownership and threats to its
very existence that this network has. It is, of course, an
outgrowth of the former Blue Network of the National
Broadeasting Company.

Although the Blue Network was formed in January,
1927, as the second network of NBC, predating the Colum-
bia Broadcasting System by nine months and the Mutual
Broadcasting System by seven years, there are few ABC
stations which were associated with the Blue Network in
1927.

In the early years of its operation it seemed destined to
become the leading network in the country. Many of the
outstanding programs of those pioneer years were broadcast
on the Blue Network. Its line-up of stations was strong
and, with the increasing purchase of broadcasting time
year after year, its future seemed assured.

As pointed out in Chapter VI, NBC originally alternated
its supplementary groups of stations between the basic
Red and Blue Networks to provide coast-to-coast coverage.
During the first eleven years of the dual network operation,
NBC did not release separate gross time-sales figures for
the two networks. The combined time sales of the Red
and Blue Networks were reported only as NBC time sales.
It is difficult, therefore, to compare the revenues of the two
networks during this period, but there was a distinct trend
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away from the Blue Network at this time. This was due
to several causes: improvements and extensions of the Red
Network station line-up, greater sales effort on behalf of
the Red Network by the NBC sales staff (for during this
period both networks were listed on the same rate card and
sold by the same selling group), and others less tangible.
The net result was that many of the important Blue Net-
work sponsors shifted their programs to the Red Network
and many of the new, popular programs started on the
Red Network.

By 1938, the Blue Network was established as a complete
coast-to-coast network by affiliation with an entirely new
group of stations in the supplementary areas, divorcing the
Blue Network, once and for all, from the former Red Net-
work supplementary outlets which it had previously been
privileged to use. It was a difficult task to secure strong
groupings of supplementary stations at that time, for, in
addition to the Red Network, CBS had consolidated its
coast-to-coast network and MBS had embarked on its
network-building program. Lower-powered stations were
available, but it required many more of them to produce
coverage approximating that of NBC and CBS.

However, with the separation effective in 1938, NBC
for that year and the two following years issued separate
time sales figures for the Red and Blue Networks. Those
figures show:!

Gross TiME SALES

NBC Blue (now ABC) NBC Red

1938............... % 9,635,131 $31,827,548
1939. ... 8,643,618 36,600,736
1940. ... ... 10,707,678 39,955,322

These are the only three years for which direct com-
parisons of the two networks are available. In 1941, NBC
discontinued the release of billing figures for the Red Net-
work and they were submerged in the annual-income
statement of the parent Radio Corporation of America.

In 1941, the FCC adopted the Rules Applicable to Sia-

1 Broadcasting Year Book, 1947, p. 38, Broadcasting Magazine, Washington,
D.C.
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tions Engaged in Chain Broadcasting, and in Section 3.107
it was provided that no license would be granted to a stand-
ard broadcast station affiliated with a network organization
which maintained more than one network. This was the
death knell for NBC’s operation of both the Red and Blue
Networks. It was immediately apparent, the FCC having
provided that this section would become effective on April
12, 1944, that NBC would be forced to decide which net-
work to continue operating and which network to offer for
sale.

On January 9, 1942, the Blue Network was incorporated
as an independent organization to be known as the Blue
Network Company, Inc., and to use as its identification on
the air, “This is the Blue Network.”

From this time forward, NBC busied itself with grooming
the Blue Network for sale. Many of its experienced sales
staff and key personnel were transferred to the Blue Net-
work where they could expend their full time and talents
on building up that operation. A separate rate card was
issued, and the NBC sales staff sold only the Red Network.
A spirit of competition, previously lacking, was developed
between the two chains. The great disservice that NEC
did to the Blue Network was to withdraw a number of its
most important and most powerful stations and establish
them as Red Network outlets. These, as outlined in Chap-
ter VI, were such stations as KDKA-Pittsburgh, WBAL-
Baltimore, and WHAM-Rochester.

Gross time sales for the Blue Network were released each
year and showed impressive gains:

1941 — $12,858,169
1942 — 15,782,493
1943 — 24,869,048

By the middle of 1943, it was evident that the time
granted to NBC by the FCC for disposal of one of the
networks was rapidly running out and that a responsible
purchaser must be found. Appeals to the courts had
failed and the Supreme Court had found that the appeals
against the FCC Rules did not fall within its jurisdiction.
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However, the Blue Network had doubled its sales since
1941 and represented a more marketable network.

On October 14, 1943, the Blue Network Company, Inc.,
was sold to the American Broadcasting Company, Inc.,
owned by Edward J. Noble, a successful industrialist, well
known for his development of Life Savers, Inc., and pur-
chaser and operator of the independent station WMCA in
New York. Effective December 30, 1944, the Blue Net-
work title was dropped after eighteen years of honorable
and productive service to the American listening public.
Since that date, the network has been known to the trade
and listeners alike as the American Broadcasting Company.

The change in ownership produced few visible changes
in operation. Essentially the same staff was maintained,
the same policies adhered to, and the same acceptance was
received from advertisers. Gross time sales reached a new
high in 1944 and have hovered about the same figure since
then:

1944 — $41,356,129
1945 — 40,045,966
1946 — 40,617,130

During this period of corporate travail, ABC did not
lose step in planning and producing programs which would
attract listeners and serve the public interest. One of the
finest educational programs ever broadcast had its longest
and most successful run on this network. It was the
“Damrosch Hour,” originally entitled, in 1928, “RCA Edu-
cational Hour,” and was a music-appreciation program
broadcast at a time when it could be heard in school and
college classrooms. Collateral material in the form of man-
uals, notebooks, and explanatory helps was supplied to
educational institutions. These broadcasts had wide ac-
ceptance throughout the country and presented a happy
combination of materials and an appealing, authoritative
personality. When Dr. Damrosch retired in 1942, the pro-
grams were discontinued.

Daytime Program Development

Soap operas presented a real challenge to ABC. NBC and
CBS had heavy schedules of the daytime serials and ABC
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had few. First it was whispered about, and later surveys
tended to substantiate the claim, that the daytime audience
of women listened to one serial after another for hours on
end. This is not a condemnation of the women, for they
only listen to their daytime serials in the same manner that
their husbands read every comic strip in rapid sequence
from the top to the bottom of the page in their morning and
evening newspapers.

Several advertisers suspected that women listened to
these programs simply because no other program fare was
offered to them, and they inserted lackluster musical pro-
grams in the parade, which proved to be signal failures.
ABC, faced with a concentration of soap operas on the day-
time schedules of its two strongest competitors, set out to
discover a program appeal which would attract some of this
audience to its own stations. The answer was found in
two of the most popular daytime programs: “The Break-
fast Club,” broadcast from 9:00 to 10:00 A.M., New York
Time, Monday through Friday, and “Breakfast in Holly-
wood,” broadcast from 11:00 to 11:30 A.M., New York
Time, Monday through Friday.

“The Breakfast Club” is a pleasant hour of music han-
dled by a capable master of ceremonies and frequent guest
stars. “‘Breakfast in Hollywood” is a quiz program, con-
ducted in a Hollywood restaurant by a versatile quiz-
master until his untimely death in April, 1948, and distin-
guished chiefly by his pilfering and wearing the hat of some
dear old lady from Iowa and awarding an orchid to her
sister. Both programs have built a tremendous listening
audience for the ABC stations during the morning listen-
ing hours. But, as so often happens in radio when a new
program is thrown into the listening equation, these shows
have attracted new audiences as well as having acquired
listeners at the expense of competing daytime serials. The
whole listening base has been widened, and the number of
sets in use during the morning hours has increased. More-
over, these two programs illustrate a great point in broad-
casting. Radio is so big and the tastes of the listening
audience are so varied that a good program on a good net-
work or station will always attract a profitable audience.




116 ABC

Both “The Breakfast Club” and ‘“Breakfast in Holly-
wood” are sold in “participations” of quarter-hour seg-
ments, and it has been reported that there is a list of
national advertisers waiting to purchase participations. At
least, these programs have brought a variety in morning
listening to the American housewife.

ABC had a position of leadership in children’s programs
thrust upon it for two reasons: first, desirable, late after-
noon periods were available for reaching this audience, and
second, a more tolerant view of program material was en-
tertained than in the case of some of the other networks.
A program of adventure, mystery, or thrills, if kept within
proper bounds and directed to the juvenile audience, is an
excellent radio vehicle for many types of manufacturers.
Much of the ABC revenue during the past twelve years has
come from this type of broadcasting.

Pioneering in Evening Programs

“ America’s Town Meeting of the Air” with George V.
Denny as moderator has been broadcast on ABC since 1935.
In a full hour broadcast, controversial issues and current
national and international problems are debated by expert
and talented exponents of various sides of the question.
Tt is one of radio’s outstanding contributions to service for
the whole nation. For nine years it was presented as a
sustaining program, but in 1944 sponsorship was purchased
by The Reader’s Digest. Doubts were expressed as to
whether its character, quality, and integrity could be main-
tained under commercial sponsorship. The effects of this
purchase have been outlined by Mr. Denny:? '

“After five months of sponsorship by the Reader’s Digest under
a contract with the Blue Network which gives Town Hall complete
freedom as to the selection of subjects and speakers, with the
express provision that the sponsor shall have no control whatever
over the selection of speakers and topics or the content of the
program, I am pleased to say that the sponsorship of a forum

2 Waller, Judith, Radio—the Fifth Estate, p. 136. New York: Houghton
Mifflin Co., 1946.
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program, as we know it, is eminently satisfactory. Instead of
120 stations or less, from time to time, we have 181 stations
carrying the program with the interest and support of nearly all
of these stations, together with the promotion given us by our
sponsor, the sponsor’s advertising agency and the news distribu-
tion service in the various cities throughout the country. By
means of the additional funds made available as a commercially
sponsored program, we have enlarged our production staff and
have a Research Department of four people which supplies factual
material to all of the speakers in advance of each program.”

The net result of the sale of the program rights has been
that the program has been improved and has been extended
to a far wider area. Since the 