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Preface

Radiobroadcasting can prove to be a most satisfying career
for the man of talent, technique, and training; this keenly
competitive advertising-entertainment combine offers today's
talented youth unprecedented opportunities for a life's work
offun andprofit. I have written thisbookto guide the serious-
minded individual to his goal. The informational material
contained between these covers represents a course of in-
struction in radiobroadcasting for the man who must work
on the air.

If success seems to evade you, it is worth noting that the
arresting influences of frustration, complacency, uncer-
tainty, boredom, and similar negative states of mind are
not peculiar to the newcomer in this profession. On the con-
trary, the progress of the seasoned broadcaster may also
bog down because he allows himself to be stalemated—de-
tained from reaching his goal because of his negative think-
ing. A mental roadblock is not at all uncommon and may
easily be removed. Thus, it is obvious that a source of
guidance and inspiration is needed at all levels—from be-
ginner to professional, and it is the purpose of this book to
offer detailed study methods and drills to develop the talents
of both individuals just starting as well as "old-timers' look-
ing for a shot in the arm.

Whether your goal is to be a newsman, disc jockey, com-
mercial announcer, program director, or executive, you
must have a thorough understanding of the fundamentals. The
information in this book is presented to help you determine
your aptitudes, and it will tell you what you must know and
how you can develop your talents along the line of greatest
aptitude. The first five Chapters deal with broadcasting in
general, explaining the opportunities available and how each
may be attained. The next 12 Chapters describe the tech-
niques of the professional, the mechanics, so to speak, used




by every successful broadcaster. Since thisisnotanovel, it
shouldnotbe read as a novel. Take time to absorb the ma-
terial; don'trush through the vital sections on thought com-
munication, interpretation, pronunciation and enunciation—
they are essential to achieving any degree of success. Drills
are included at the ends of several Chapters, intendedto be
used frequently as a means of developing certain desirable
and necessary qualities. In fact, the serious student will
try to follow religiously the practice schedule immediately
preceding Chapter 1. This schedule is designed to help you
achieve the greatest improvement in the shortest possible
time. But it is futile to practice half-heartedly or to try to
cram or rush the learning process. The beginner must have
patience; he must give himself time to grow and develop—
a process that just can't be hurried. On the other hand, the
individual with some experience will notice almost immed-
iate improvement if he can spot his weaknesses and attack
them with some vigor. For those whose progress has been
arrested, it is hoped that the material in this book will help
to move them off dead center and on the road to success.
Of course, if one is to succeed he must advance, and the
last four Chapters deal with advancement. The beginner
will find encouragement and the professional will discover,
hopefully, whathasbeen causingrepeatedfailure in attempts
at securing better positions. The methods suggested have
been tried over and over again with positive results, sothere
is no reason why they won't work for you. But, again, you
can't advance prematurely, without developing the "product”
you're trying to sell. The material you need to know to be-
come a good broadcaster is here—the rest is up to you!

Hal Fisher
November, 1967 Winter Park, Fla.
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A PRACTICE SCHEDULE

RELAXATION

P-E-N: Chapter 9 Head rolling exercise: Chapter 10
VOICE DEVELOPMENT

Humming exercise: Chapter 10

PROJECTION

Person-to-person drill: Chapter 6
CHARACTERIZATION

Drills for, and color: Chapter 8
PERSONALITY

Smiling, creating believability, etc.: Chapter 9
PRONUNCIATION AND ENUNCIATION

Words frequently mispronounced: Chapter 11
Enunciation drill: Chapter 11

Articulation drill: Chapter 11

NEWSCASTING

Authoritative news drill: Chapter 12

READING

Tell the news stories as you read from your newspaper




9. COMMERCIAL DELIVERY
Practice on at least 6 commercials daily using the above
techniques.
At least one hour-15 minutes should be allotted to the above
practice schedule. The working announcer may delete No. 8 if

he wishes.



CHAPTER 1

Is Broadcasting for You?

About this business of broadcasting—how promising a future
does the profession offer you? How good are your chances
for success in this fascinating branch of show business?
Invariably new students pose these questions. My answer
always is an honest and logical one; namely, your chances
to become successful in this highly-competitive profession,
basically speaking, depend upon what you have to offer
radiobroadcasting! Talent? Training? Finesse? A
solid educational background? Hard work?

OPPORTUNITIES IN BROADCASTING

Success in broadcasting, as in every other field, will
not come looking for you, searching for you. You must
pursue it. Obviously, success in any worthwhile under-
taking must be attended by determination and perseverence
—that old-fashioned stick-to-it-ive-ness! You see, the
radiobroadcasting profession has grown too competitive for
any halfway measures. You've got to stay with it all the
way! As a serious-minded individual you are considering,
or perhaps already are engaged in broadcasting, a career
that may well prove a most fascinating and profitable under-
taking for you. Yes, a richly-rewarding experience may
well be yours, depending upon your innate talents and the
ability to develop those gifts, and how thoroughly you train
yourself in the techniques conducive to effective commer-
cial speech. Nor must you overlook the success factors of
a pleasant disposition, sincere personality, good charac-
teristics, and that happy capacity to get along with people.

A solid educational background is essential if you really
want to get to the top of the heap. You should seriously con-



sider a liberal arts background. If, for some reason, you
cannot avail yourself of such an education, don'tgive up that
easily. Join a local dramatic group. Check your local
adult education program for coursesin journalism, English,
and other related subjects. Offer your services as master
of ceremonies to church and other groups for their fund-
raising shows. If you play music, join a band or start one.
Take part in public forums. The point I am trying to make
is that you should become accustomed to working before the
public, for one thing, and at the same time work for your
self-development along the lines of an entertainer. After
all, radiois a branch of show business and as abroadcaster
you must be an actor. The above experiences will build
your self-confidence. And the more you have of that, the
better. I shall deal at length with the art of gaining self
confidence in a later Chapter.

If you are abeginner, let's consider some of the many ways
in which broadcasting can be of service to you. Ihave stu-
dents who supplement their weekly earnings with part-time
work in farmers' markets and discount centers announcing
the ""buy of the hour'" over a public address system. Some
have used this means of gaining actual public-speaking ex-
perience before moving on to actual radiobroadcasting, and
I heartily recommendthis sort of thing as a period of appren-
ticeship. This kind of job is not an easy one. The neo-
phyte announcer must be on his toes, sometimes working
from notes, sometimes from memory, sometimes hurried-
ly writing his own copy. The typical farmers' market
hours run from 6-10 PM on Thursday and Friday and from
2-10 PM on Saturdays. The announceris paidon an hourly
basis, usually ranging from $1.35 to $1.50 per hour at the
time of this writing. The remuneration may not be attrac-
tive, but then, you must remember that you gain experi-
ence and get paid for it. Girl announcers also are doing
excellent work in discount centers as P.A. announcers.

If you are of pre-college age, I strongly advise that
you make every effort to get on the staff of your local radio
station on a part-time basis. Outlets near college cam-
puses hire part-time staff men on an hourly basis, and I
can't think of another profession offering a college student
such a pleasant and profitable opportunity to put his higher
education on a self-paying basis. After completion of your
college activities, you may follow broadcasting as a career,
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or keep using it to supplement your weekly paycheck until
you're firmly established in your chosen line of work. I
now have a student—an executive with a Detroit utility
company—whoworks three evenings per week as announcer-
operator on the staff of one of the city's top-rated, good-
music stations. For this man, broadcasting offers an ex-
cellent outlet for his talents—a diversion. I expect this
student to move into the field as a professional, on a full-
time basis, at any time he chooses.

There are no short cuts to getting into profitable, top-
flight broadcasting. It's not enough for you to be just as
good or a little bit better than the next fellow. In this
highly-competitive business youmust decide right now to be-
come immeasurably better than your colleagues— your com-
petitors. That should be your goal! The best advice any
professional man will offer you is to get yourself some
solid training before you start angling for a so-called '"lucky
break." An announcer, like a musician, actor, or other
artist, is not born as such; rather, his talents are devel-
oped—he must train and educate himself. If you plan on
attending a school of announcing, do not allow yourself to
be deceived by colorful brochures. Be wary when you re-
ceive follow-up literature. Watch out for those '"limited
time only" deals.

Yes, there are reputable schools, of course, but then
you must be the judge and judge carefully. How? Ask the
school for testimonials and names and addresses of former
students. Write these men and ask questions. Send along
a stamped-addressed envelope for reply. School courses
can be costly indeed. There's room and board when you
live away from home. Sometimes a school will offer an
elementary course, an advanced course, and a few other
advanced courses. I have a student right now who spent
$1,500 on school instruction over the past four years. In
fact, a number of my students have been graduatedfrom
schools of announcing. I am not implying that broadcast
schools, all of them, will take advantage of the neophyte.
The point I want to make is that you must be vigilant. Be
careful about signing agreements, and usediscretion before
you advance any registration fees. Let it be understood
from the start that you may discontinue without any obliga-
tion or loss of money should such a move become necessary.
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I honestly don't believe a student need spend huge sums
learning the techniques of announcing, newscasting, and
allied subject matter. Idobelieve, though, that he will make
splendid progress working with a professional instructor,
whether thatteacher stands before him ina school classroom
or whether in private in the instructor's studio. Develop-
ment is basically up to the student himself—that is, his
talents and his earnest application, plus daily practice and
determination to succeed. The instructor imparts the know
how; the student applies it to himself.

Now, a very important word of warning! Before you
advance any payments or registration fees—before you sign
anything—you owe it to yourself and your pocketbook to as-
tablishthe factthat you have the necessary qualifications (in
the rough) and financial backing to succeed in this business
of broadcasting. I know from personal experiences over
the years of the heartaches and disappointments when stu-
dents learn they lacked the basic requirements right from
the start. I cited one such case earlier. Isn't it advis-
able to get an objective opinion of your ability and talents
before you start getting yourself involved in time, effort,
and money? Of course, itis! Most schools offer prelim-
inary voice tests, but such tests are not at all conclusive.
With some schools this is a mere formality—routine, you
might call it. Of course, it wouldn't harm if you took such
a test to get some kind of opinion on your first attempts.
Usually, there's a $2.00 charge for such a test. I strongly
advise you to visit your local radio station and ask for one
of their announcers whose work you have followed on the air
and in whom you feel you can confide your plans. Ask him
to listento your work. Tell him of your general educational
background, your hobbies, your plans, etc. Certainly,
such a man will gladly give you an objective opinion. If
you wish, consultanannouncer on still another station. Get
three such opinions. The criticism offered by relatives
and friends may lead you astray. You see, it'sonly nat-
ural for mother and dad, and friends, too, to tell you that
you sound great! They mean well, but their opinions
may be biased. Are friends and relatives qualified to of-
fer a critique on your work?

When one of my girl students began studying with me by
tape recordings about a year ago, she became quite enthu-
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siastic about a career in radiobroadcasting and hastened to
tell her English instructor at school about her plansto be-
come a girl deejay. Immediately the teacher discouraged
her. "Frankly, I think you're simply wasting your time, "
he told her bluntly, "I doubt that you'll ever make goodin
radio!" Such a remark would have dulled the ambitions of
the average student, but not so with this girl. Ina letter
she told me that as a result she was more determined than
ever to succeed—and she certainly made good her promise!
After her fifth lesson, I suggested she get the feel of
broadcasting by seeking summer workasa receptionist in a
local radio station. Instead, she applied for a summertime
job as a deejay on her own afternoon program—and she got
what she wanted! As I learned later, the station plans to
engage her services on a permanent basis justas soon as
she finishes her high school education. Shehas accepted
my advice and will put her radio earnings to good use paying
for her higher education at a college near her home. And
totop it off, she studied for her Third-Class Radiotelephone
Permit while all this was going on and passed onher first
try!

ASSESS YOUR APTITUDES

Now, let's consider qualifications. Are you the artis-
tic or the scientific type of person? Do you play amusical
instrument? Have you studied voice? Have you done any
writing, for your school paper, for instance? Do you en-
joy entertaining people as a story teller, pantomimist,
poetry reader, etc. ? Have you appeared in school plays,
or taken part in public forums? Have you participated in
little theatre group activities? Do you paint, carve, or
collect antiques? Have you addressed PTA, social, fra-
ternal, service, or church membership gatherings? As a
student, do you or did you rate fairly well in such subjects
as, English, languages, speech, etc.? If you lean to-
ward any of the above subjects, then definitely you're the
artistic type and should do well for yourself behind the mike,
as a writer, program director, public relations man,
music librarian, or similar work. However, if you pre-
fer to work with figures and enjoy working out higher mathe-
matical problems, scanning blueprints, schematic dia-
grams, and other mechanical drawings, then you should
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give engineering primary consideration as your first achieve-
ment.

I needn't tell you that competent radio engineers are
increasingly in demand. If, after getting your first-class
ticket, you still feel a desire to do airwork—fine! Combo
men, trainedin both phases of broadcasting, may command
attractive salaries! ButI have knownseveral top-flight engi-
neers, who, despite their serious desire to do announcing,
never quite made the grade. They tried hard, studied
diligently, but somehow, it would seem, they simply did
not have that inborn talent for the arts with which to work.
Sometimes I wonder why an expert engineer, thoroughly
schooled in the intricate subject of electronics, expertly
capable of pulling down equipment and reassembling it ac-
cording to schematic diagrams, chooses to.add the tension
of announcing duties to his busy schedule. Of course, this
holds true with some announcers who try hard to get that
coveted first-class ticket up on the transmitter room wall,
but fail to get a passing mark. The explanation is a logical
one. These men are simply not the scientific type, just as
some engineers, even though they like art, do not have ar-
tistic talents. I bring this matter to your attention now at
the start because it may save you time, money, and wasted
effort. If you feel a distaste for things mathematical, my
advice to you is to forget about engineering. You'll find it
no problem getting yourself a third-class permit, which
you'll need as an announcer-operator, because the examina-
tion for thattype of radiotelephone permit is relatively simple
and not at all technical in nature.

You see, we must all face the fact that it isn't always
what we want to be, or what we wantto doas ourlife's work.
Aptitude is what counts! Save yourself heartaches and find
out exactly the type of work for which you're best suited.
Radiobroadcasting offersthe newcomer quite a latitude. Un-
fortunately, too many young people find themselves frus-
trated in lines of work in which they simply do not belong,
insofar as success in that endeavor is concerned. The
worst announcer I ever heard was a brilliant engineer who,
wanted to be behind the mike more than anything else in the
world. He had schooled himself in the mechanics of the
then new television medium. One morning, I called him
into my office and asked him what on earth he was doing
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behind a mike instead of following through on an engineering
career. 'Do I sound that bad?" he asked me. I had to be
blunt for his own sake. ''You don't belong behind a mike
anymore than I do in the transmitter room!' was my reply.
1 then explained the splendid opportunities in television ac-
tually awaiting him. And this chap knew television—he had
studied television photography—and here he was trying to be
an announcer. Why? As he put it, announcers enjoy pres-
tige and popularity. This young man completely overlooked
the success factor and his responsibilities to his wife and
children. Because of my candid discussion that morning,
this chap today is in television with a top-rated New York
metropolitan station and doing extremely well for himself.
This sort of thing is not uncommon. You find so many
square pegs tryingtofit into round holes on the stage and in
motion pictures, too. Let me repeat: It isn't what you
want in the way of a career, it's choosing the line of work
for which you and your talents are best suited. As Douglas
Malloch put it in his poem '"Be The Best of Whatever You
Are':

"Success is not a matter of size or occupying a lofty
place in life, it's being the best of whatever you
are!"

And how true that is.

What about financial returns for all your time and ef-
fort? Well, disc jockeys, top-flight jocks, command the
fabulous salaries of movie stars and bask comfortably in
the spotlight of popularity and enviable prestige. But, we
all can't make the top rung of the ladder—Ilet's face it! But,
on the other hand, who is going to stop you from trying to
get to the top of the heap? No one! Perhaps you're a
working announcer with a nonprogressive operation in a
small market. You're stalemated and frustrated—stagnant.
You gripe about the hours, the amateurish copy you must
read, equipment that requires attention, etc. You're won-
dering why on earth you can't throw off the shackles and
start getting somewhere in this promising business of
broadcasting. There is a way out for you, and before you
finish reading this book, I'm sure you will have gained an
entirely new and refreshing concept of the meaning of the
word "success' and how to achieve it.



How far you will go as a broadcaster is entirely up to
you—your talents, training, personality, ambition, drive
and determination, and perseverance, to mention a few
success factors. I mentioned earlier that an announcer,
deejay, sportscaster, newsman, and others who work be-
hind the mike selltheir services. Yes, your services con-
stitute your product. You will not sell your name at first,
eventhough you may present an attractively-composed bro-
chure or a professional-appearing resume and handsome
photograph. Basically, talent buyers buy talent—broad-
cast services. Your measure of success in this industry
will depend upon your ability to produce such services of
top quality, backed up by experience. Let me repeat that:
That "product" must be of top quality if you expect to pin a
Fifth Avenue price tag on it. If your auditions consistently
fail to produce results for you, then something must be
amiss somewhere. Now, don't become discouraged.
We'll discuss audition failure and its possible causes later.
Every problem has a solution. The poet sizes it up this
way:

", . . we can't all be captains —some must becrew.

There's something for all of us to do. . . Make
most of what you have . . . it's being the best of

whatever you are!"

FUTURE UNLIMITED

Here are a few facts and figures which should prove of
interest to both the neophyte and the professional broad-
caster holding a negative view insofar as his success and
betterment in broadcasting are concerned. Deejay, an-
nouncers, newscasters, professional women, and others
trained in the essential techniques conducive to success in
this industry, are increasingly in demand in this steadily
expanding profession! 1It's a fact! Listen to this; As of
this writing, there are4,118 AM radio stations in operation
with authorizations granted by the FCC for an additional 114
such outlets! At present, there are 1,642 FM stations on
the air, with 327 new FM operations in various stages of
construction. Regarding the visual medium, at present
616 TV stations are beaming signals in every direction of
the land, and new UHF (ultra high frequency) TV station
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authorizations are being granted by the FCC with some
regularity right now. There you have your field of opera-
tion! And, if you wish to take a speculative view on the
basis of the marvelous results obtained through Telstar,
you someday may see a communications satellite in orbit—
a relay station out in space with live engineers on duty at
the controls!

Obviously, the growing number of broadcast stations
must be manned by competent, trained personnel. You
see, the industry has come toofar and has grown too mature
for the time-consuming task of teaching newcomers the in-
tricacies of broadcast operation. When I first started in
broadcasting, anyone with what was termed a '"gift of gab"
found a welcome spot in the profession. The man with
pear-shaped tones in his voice, the actor, singer, sales-
man, all found a welcome in the radio stations of that day.
There were no broadcast schools as we know them today.
Microphone techniques were virtually unheard of. Everyone
was learning this fascinating business of broadcasting. The
blind led the blind. Anyone with a flair for showmanship
could "get into the act." It is quite the opposite today.
The profession needs, wants, and demands trained person-
nel! 1It's true, of course, that in some small remote
areas, a few radio stations offer the untrained and inex-
perienced newcomer an opportunity to learn the ropes in
exchange for a minimum wage—a reciprocal deal, after a
fashion, but actually a money-saving arrangement for the
operators. To the neophyte, getting a start in the profes-
sion that easily—without training, without experience—
would seem like the ''big break,' the golden opprotunity to
learn the business while getting paid for it! Good as it
sounds, though, this sort of arrangement has its drawbacks.

From my experience with students who have had this
"on-the-job" training, it was obvious that little, if any,
technical know-how had been gained. Actually, while it
does afford the newcomer a chanceto get a much-needed
start, it is "bargain training" whereby the beginner de-
velops undesirable broadcast habits, such as slovenly pro-
duction, running over on time, careless handling of equip-
ment, etc. What about announcing techniques? Editing
news? Timing of shows? The neophyte is virtually left
on his own to learn as best as he can. Just recently, one
of my California students told me that he called on the man-
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ager of a southern California station—a small, independent
outlet—and applied for work as an announcer. He explained
that he had no experience and no training at all. To his
amazement, he was hired onthe spot. After a few minutes
briefing on control room operation, the newcomer was left
entirely alone in the control room while the manager went
out selling time. Unbelievable? It would seem so, but
it's true!

The aspirant to broadcasting will do far better for him-
self to plan his career in two steps: One, technical train-
ing, and two, secure a period of apprenticeship. The op-
portunity will present itself to the trained young man!
Truly, there's no such thing as a "lucky break." Now is
a most propitious time for the talented youngster in radio!
Fresh voices are always in demand. New personalities are
being sought constantly. Trained youngsters are auditioned
daily. Talent buyers are always on the alert for star
material!

For the woman of talent, radiobroadcasting presents
an equally promising picture. There's the TV actress
dramatizing the dynamic cleaning power of the cleanser
calledtheWhite Tornado, the girl announcer demonstrating
the cleansing properties of a new facial cream, the vocalist
singing the commercial jingle, the woman network com-
mentator in the halls of the U, N., the girl news interviewer,
and so on. Behind the scenes you have the advertising
agency gals doing copy, the talent buyers, personnel man-
agers, publicity directors, programmers, promotion
agents, and others. More and more women are being as-
signed the responsibility of radio station management, and
why not? Yes, women are ably handling all types of as-
signments these days. Frankly, I find my female students
just as responsive to instruction as the boys.

SET YOUR SIGHTS

From the very start you should set a mental blueprint
for yourself. A "flight plan" I prefer to call it, a success
plan you intend to follow throughout your career, just as a
builder follows his blueprint when constructing a dwelling.
More on this later, but at the present, suffice it to suggest
that you start today to put a plan on paper for a successful
career. Start visualizing what it is you want to accomplish,
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where you wish to go, how you plan on getting your start.
Please bear in mind that there are no short cuts to success-
ful broadcasting. That fact still stands. But, delays
may prove costly, detours time consuming. The accent
is on youth; therefore, no time should be lost in formulating
plans for a career. Look forward—never look behind you.
What happened yesterday cannot be undone. Today counts!
Profit today from the mistakes of yesterday. Tomorrow
you will work with the experience gained today. That's the
way we learn, by making errors and profiting by them. So,
set a goal for yourself and keep your eye on it, and don't
allow anyone to discourage you. Friends sometimes un-
meaningly will do preciselythat by offering advice on a sub-
ject of which they are ignorant. An electronics engineer
assembles equipment working from a schematic diagram,
the pilot follows his flight plan to a ‘T.' You, too, must
adhere to your flight plan—your mental blueprint—until you
safely reach your destination, your goal!

By the way, don't fear making mistakes. If you do,
you'll actually delay your progress. Assume a positive at-
titude as you "see" success as an accomplishment already
materialized. Don't say "I will be successful." When you
use the word "will" you are placing your success off in the
distance, at some indefinite future time. Rather, assume
the mental attitude that you are successful right now! Re-
member, it's today that counts, not yesterday and not to-
morrow, but today! Each day you are successful, and not
will be successful. You'll have "off'' days when it may seem
as though you're not getting anywhere at all, but don't let
them worry you. Just keep plugging along diligently, and
you'll continue to make steady progress, 1 promise you.
You see, it's like depositing a dime into a piggy bank each
day. It may seem like a trivial amount to save, and yet,
in time those dimes will add up! Won't they? All right,
let's get to the next Chapter to discuss a successful career

in this business of broadcasting for YOU—the man behind
the mike!
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CHAPTER 2

Yourea V. . P.

Yes—you are a Very Important Person—make no mistake
about that! You see, there's only one being on earth who
thinks, reasons, observes, reacts, interprets, looks,
speaks, etc., precisely the way you do, and that V.I.P. is
you. It's true—you are unique! Think about that for a
moment. Now then, take myadvice: Rightfrom the outset,
consider yourself a Very Important Person! I wanttoin-
still afeeling of self-confidence in you. You'll needitin this
business, believe me—too many broadcasters lack self as-
surance. Because you are unique—talentwise—consider
yourself different in some respect and to some degree from
your broadcast colleagues, the men with whom you will com-
pete throughout your career for those commercial assign-
ments and promotions. And, because thisis so, you should
feel assured that you have just as good a chance to succeed
as does your fellow broadcaster.

FIND YOUR NICHE

Everyone is born into this world with a life's mission to
perform, and you'll find a niche into which you'll fit perfect-
ly! But, you must search and work toward that proper
place in this wonderful scheme of things: Keep youreyes
and ears open for those opportunities.

Most broadcasters start out as staff announcers, and
very likely so will you. Sooner or later you'll start thinking
in terms of specializing. You may lean towards sports-
casting, news, or programming, or you may be a '"natural"
as a disc jockey. Then, too, some announcers develop an
unusual interest in copywriting or sales, eventually moving
up to the position of Commercial Manager. Your aspira-
tions may well lead you into the program office, and good
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Program Directors are not at all plentiful; in fact, there
are hardly enough to go around. But for now, remember
—regardless of your specialty at some future time—you
are unique! Become aware that you have something dif-
ferent—something refreshing—to offer the profession
Here's an affirmation for you; memorize it and speak it to
yourself mentally as often as you wish—believe it!

I...AM A VERY IMPORTANT PERSON! I'M
UNIQUE! NOTHING . . . ABSOLUTELY NOTHING
CAN STOP ME FROM BECOMING SUCCESSFUL IN
THIS BUSINESS OF BROADCASTING!

This statement is loaded with mental drive. You should
feel confident right now insofar as a successful career is
concerned. Don't lose sight of the important fact that to
really succeed, in broadcasting or in any otherline of en-
deavor, you must set a goal for yourself, and that goal
should be in the kind of work for which you know you are
best suited in order to become really successful. Remem-
ber, it isn't always what we want to do; rather, we mustask
ourselves the question, "What specialty do I have to offer
the profession?'" Then, work toward that goal.

Over the years I have met crack salesmen who started
out as announcers, but who never got anywhere behind the
mike. Then, they tried part-time sales and discovered
that salesmanship was what they should have followed right
from the start. On the other hand, I have come across
time salesmen, for example, who switched to announcing
and sportscasting and catapulted themselves into profitable
broadcasting. I know of a number of good, top-flight an-
nouncers and deejays who started out as engineers only to
discover that they had other talents to offer the industry;
therefore, they switched over to airwork. Almostevery
radioman starts out jiggling switches, spinning records,
twisting knobs, and taking readings. The neophyte is a
kind of announcer-deejay-production man-engineer-news-
caster, as it were. He works out his apprenticeship that
way, but eventually he will develop aleaning in some speci-
fic direction, perhaps toward news work or commercial
announcing, or he may be a natural to move on to a larger
market and a more powerful station as a full-fledged disc
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jockey. If you're a working staff announcer on your first
or second station, perhaps you'regiving serious considera-
tion to taking another step upward. That's good! But,
before you make the move, do you have a goalin mind?
Do you know precisely what it is you want to do, something
you do well? 1If you're in doubt, take stock of yourself and
your talents. Be honest with yourself. Time is of utmost
importance, and the accent today is on youth! You're a
serious-minded individual, you want to get somewhere in
this business without wasting valuable time and money.

DON'T TRY TOO HARD

Let me pose an important question: Are you working
for perfection? Don't! You see, trying to become per-
fect makes for self-consciousness, and destroys the very
qualities you must develop—self-confidence and assurance.
For years I boasted about being a perfectionist. I thought
it an admirable quality to want to be perfect in everything I
did. As I look back on those days I realize how utterly
ridiculous I must have appeared to my coworkers. Now
I can understand why some of my letters of application went
unanswered. Who wants a perfectionist around? Try as
hard as you will, you'll never become perfect. Simply do
the best you're capable of, and no one will expect anymore
of you. When you make an error, profit by it. Chalk it
up to experience. Discover how and why it happened. Find
a solution, and try to avoid making the same error again.
Stop carrying a chip on your shoulder. This makes for
tension on the air; it saps your energy. So, don't even
try to become a perfectionist. Relax! Trying too hard
makes for frustration, and makesyou your own biased critic
—precisely what you do not want. Any critique of your
work should come from an objective source.

Perfectionists are sometimes difficult to work with, and
if they are bosses, many times they are difficult to work
for. You see, working for perfection as they do, they ex-
pect everyone else never to make an error. And strangely
enough, as has been my experience, the perfectionist is
prone to making glaring mistakes simply because hetrys too
hard to avoid errors; hence, he becomes tense, irritable,
and frustrated. So, if you've been bragging about being a
perfectionist, thinking of it as an admirable trait—don't do
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it! To most persons, the word ''perfectionist' has an un-
desirable sound.

THE DRAWBACKS OF SELF-SATISFACTION AND
COMPLACENCY

Recently, a well-known television personality jokingly
quipped that colleges should offer announcers degrees in
egoism. Of course, what he meant was that inthis business
one needs all the get up and go and self-confidence he can
get to reach the top of the heap. It's truethat we mustal-
ways feel completely assured that we are succeeding, that
we are making progress and will get to the top. But, we
should not get that feeling of self-satisfactionand complac-
ency—contented, as it were, to allow success to come
looking for you. It won't come looking for you; youmust
pursue success.

Complacency has an insidious way of creeping up on
one. Let's not forget the fact that we never stand still;
rather, wefall behind. Sometimesa broadcaster, announ-
cer, deejay, or newsman finds himself comfortably situated
on the staff of a local station in a medium-sized townina
small market. After a few years, he establishes a home
there and makes a number of friends. Eventually, he is
the senior staff member, others having moved on to bigger
and better broadcasting. Unaware of it, complacency has
taken over. He is looked uponas the "professional" by
younger staff members. While the newcomers learn from
him, he becomes stagnated, stalemated.

This sort of thingis not uncommon. How often have
you heard a really good voice, with network quality, on a
small, local station? 1 have many times, and have won-
dered why on earth such a man remains self-satisfiedand is
not on the staff of some metropolitan operation. Of course,
it may be that such an announcer or newsman wants to re-
main in that town, to raise a familythere and makeit his
home. In that case, fine! But, if you, a working an-
nouncer, are stalematedin a small market and simply can-
not move on to bigger and better broadcasting, hard as you
have tried, then there is something amiss somewhere.
This condition need not exist for you, and it is one of the
purposes of this book to point out the various ways and means
to overcome audition failure. I sincerely hope that you
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willfind a solutionto your problem inthe following Chapters.

The answer to your problem may concern one or a com-
bination of such problems, namely, the appearance of your
presentation, a professional-looking resume, techniques,
the tools of the trade, your pronunciation or slovenly enun -
ciation, etc. It's like a jig-saw puzzle, from your first
letter of applicationto your meeting withthe new boss, each
little piece must fall into place, without forcing, to com-
plete the picture. In other words, your success in making
headway depends upon the writing of an effective classified
ad, a professionally-worded letter of application, a neat,
standard type of resume, a good photograph, proper choice
of audition material, properly organized presentation, an
effective interview with your prospective employer, and,
of course, your broadcast services, which is your product,
and that product must be tops!

Unless you make a contact through an employment
agency or through the efforts of a personal manager, you
must be your own salesman to sell your services, your own
publicity agent, promotion manager, business manager,
etc., besides being the producer—the professional artist.
Unfortunately, the artistically inclined are not usually
businessmen.

To get that job you're after, should you resort to solici-
tations? Should you quote your salary requirements in your
first letter? Should your photograph be an informal snap-
shot or a posed studio picture? Should you tryfor a jump
from a 250 watter to a 50-kw station because someone told
you that you are network material? All of the above ques-
tions will be answered and the attending problems discussed
in the Chapters that follow.
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CHAPTER 3

What Makes a Good Announcer?

What are the qualifications of a good announcer ? Well, for
one thing, there seems to be an erroneous impression that
the man withthose pear-shaped tones has the basic makings
of a good radio announcer. This is a false impression, and
the same holds true, too, relative to a handsome profile.
Good looking features do not necessarily spell a television
career. Pear-shaped tones and good looks are assets,
that's true, but there's more—far more—in the way of
qualifications than a good voice and handsome appearance.

PROJECTION

Speaking with a rich, resonant, and forceful voice is
only one of the qualities with which the announcer works.
The effective announcer works scientifically; by applying
various techniques he uses words as building blocks to
create pictures—word pictures.

The "tools" used by the accomplished announcer are
numerous, just as a portrait painter is equipped with vari-
ous kinds of brushes, tubes of oils, thinner, etc. The pro-
fessional artist transfers his thoughts to a canvas—just as
the eye of a camera, the lens, transfers what it "sees" to
the sensitive film behindit. In the art gallery, the painting
impresses itself upon the subconscious mind of the art con-
noisseur.

The sportscaster does likewise. He uses descriptive
words to color his speech. His moving pace fits the ex-
citement he observes on the field. The play-by-play an-
nouncer uses changes in pitch and volume and other attention-
getting devices to communicate word pictures to sports
fans who, at home, absorbthe sportscaster's word pictures
and ""see'" precisely what the announcer sees on the field.
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The same technique—communication of one's thoughts
through word power—call it projection if you like—is used
by the commercial announcer, the disc jockey, and news-
caster, too. The announcer must project word pictures of
his product in living color in order to impress apower-
packed sales message upon his listener's subconscious.
The newsman uses an authoritative tone of voice and a be-
lievable delivery, plus attention-getting devices, to take his
listener to the scene of the news story! Television pro-
duces this effect with the use of film clips and a commenta-
tor speaking directly from the scene for a first-hand account
of the story.

As a radio broadcaster you don't have a picture to as-
sist you; therefore, you must do all the work: Youmust
transmit your own pictures—word pictures. The technique
of communicating one's thoughts may be likened to speaking
in person to one listener at a time. I prefer to make ref-
erence to this technique as the person-to-person approach
of the announcer, newsman, sportscaster, jock— anyone
working behind a mike—even of the public speaker address-
ing a live audience. Effective announcing is professional
conversation. All the techniques mentioned in passing
through this Chapter will be covered in detail in another
part of this book. I am now merely citing the essential
qualifications of an accomplished announcer.

CHARACTERIZATION

Another tool of the trade used by the announcer  with
know-how is characterization. Think of this technique as
what is called definition by the professional photographer—
the proper balance of light and shadows, rather than an
overly light or muddy, dark, overexposed picture. Such a
photo may be compared with the delivery ofan announcer
speaking in monotonous black-and-white minus inflections
and coloring.

If a tire is manufactured with a special tread to prevent
deadly skids, surelythe accomplished announcer will create
a word picture of a speeding car suddenly skidding on a
slippery pavement. In so doing, he will compare, men-
tally, the qualities of the skid-proof tires with those on the
skidding car and see the advertiser's product as tires that
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GRIP the road! He will read the line this way:

""Yes, NONSKIDS are made to save your life. They

GRRRRIP . . . the road!"

Another highly effective, attention-getting device is the
pause. Note the momentary pause placed after the word
"grip." Making this ever so slight pause placestremendous
importance upon the word it follows, in this case, anin-
delible impression of a skidding automobile and another one
whose tires safely GRRRRRIP . . . the road.

"Make your ONE listener "SEE*
your word picture.,”

sowsk:d TIRES

PARR, Fhe Rowd

Notice too, in the following commercial line, the importance
of timing—a slight slowing down of the tempo—to further
impress the listener with the importance of the message:

"Yes . . . NONSKIDS are made . . . to save/your/
life, over . . . and over . . . and over! NON-
SKIDS grip . . . (GRRRIP) the road!"
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BELIEVABILITY

As you now can understand, it takes more, far more
than pear-shaped tones to do a good selling job, to make a
good announcer. You'll find one dominant quality in every
top-flight announcer—believability. The good professional
believes in both his product andin himself! Andthat goes
for disc jockeys in the top brackets. If you are a beginner,
do not be deceived into thinking that glib ad libbing and
quipping is all you need know to become a disc jockey.
Nothing could be farther from the truth. The disc jockey
is a highly-trained broadcaster, a most versatile man be -

hind the mike who must be a talented commercial air sales-
man. And the same techniques used by the commercial an-

nouncer and deejay are used by the sportscaster andnews
reporter.

If it is at all possible, get yourself a liberal arts educa-
tion. As you can see, the accomplished announcer knows
he is in show business and is an actor. Like the stage,
film, and television actor, the announcer must sound real
and believable.

DON'T BECOME A FLOATER

So far we have touched lightly on the technical qualifi-
cations of a good announcer. I would like to mention here
a few other important qualities to work for. Do not be-
come a floater. When you decide to make a change of posi-
tion make it in the right direction, toward your goal. Don't
merely change jobs because you're bored with the station's
routine, for instance. Make each move count. This very
important subject is covered in the final Chapter. Plan
each move so that you make each change count! Watch out
for delays and detours: Check station formats and policies
carefully before accepting a position. The good announcer
is a reliable chap. He's on time, never late for rehearsals,
and he checks his copy in advance. He getsto work a little
ahead of time to check on the day's log, his assignments,
new programs, changes, etc.

Now—for the young broadcaster just starting out: Don't
be misled by the would-be advice of wiseacres who claim
that it isn't what or how much you know but who you know to
get the breaks. This is a misleading statement. In the
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first place, there is no such thing as a lucky break. What
is erroneouslytermed a'lucky break is in reality anoppor-
tunity, and when such an opportunity does present itself, it
will mean either win or lose, depending upon how well you
prepare yourself for that rare opportunity. If you're a
trained broadcaster and have that professional sound, you'll
stand a fair chance along side your competitors. If unpre-
pared, you'll have to miss the boat.

JT'S WHAT YOU KNOW

It's true, of course, that contacts are of utmostimpor-
ance; no one can deny that you must establish good contacts
as you progress throughout your career—that holds truein
any profession or business, of course. For example, the
contacts of the store owner are his customers, but if the
merchant overprices his goods or tries to pan off inferior
merchandise, eventually he'll have to go out of business. By
the same token, if you, as an announcer, attempt to sell
your services (the product), knowing that they are not of
top, professional quality, to your contacts (talent buyers,
program directors, and others), eventually, you will find
yourself out of business—that is, unemployed. It's that
simple. From this you can see that the right people—the
talent buyers—will buy the right product at the right price.
So, don't deceive yourself into thinking that to be success-
ful is a2 mere matter of knowing the right people. Your
success in this business of broadcasting depends upon how
much you know and your contacts! The man at the top of
the heap is well aware of this fact. He has worked hard—
very hard—to get to where he is. It wasn't easy going,
you may be sure of that!

Again, if you're a beginner, make every effort to get
all the formal education you can before you become actively
engaged in the business, that is, on a full-time basis. As
the working announcer will agree, once you get started
with a commercial broadcast station, you'll workan 8~hour
day jammed with all sorts of energy-consuming duties.
It'll be work, but you'll enjoy it; however, you may find
little time and inclination to complete your education during
your off hours. It's so true that you simply cannot expect
to get something for nothing, regardless of what line of
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work you choose. Would you apply to a radio station for
the position of engineer without first having trained your-
self in electronics? Of course, you wouldn't! Still, how
many times have I had a man apply to me for work asan an-
nouncer or disc jockey, confident that he was capable of
doing the job because his friend told him he sounded likean
announcer, or because he liked to spin records and prac-
ticed withhis record player. Before you can sell a product,
you must first produce it. And the amount on the price tag
must be commensurate with the quality of your product!

THE IMPORTANCE OF PREPARATION

While discussing what makes a good announcer, here's
an experience you may meet up with someday on a 50-kw net
outlet: When competitive auditions are held, generally the
entire staff, sometimes numbering as many as twenty men,
is notified of the upcoming audition. Usually, a number of
free-lance announcers participate, also. I personally have
participated in such competitive auditions, and recall one for
a national advertiser in which 27 top-flight voices vied for
the commercial assignment. When these auditions start,
each man taking part is handed a copy of the commercial or
continuity well in advance to enable him to give the copya
thorough going over for markings and so forth. He may
check on pronunciations or confer with the producerin charge
as to exactly what style of delivery is preferred. Usually,
the contestants, as you might call them, mill around in the
hallways rehearsing their copy aloud until called into the
studio for a reading. This is a common sight in large
metropolitan stations.

Once inside the studio, behind the mike, the partici-
pating announcer faces a battery of serious-faced listeners
in the control room. Among them he will see an agency
representative, a director, perhaps someone representing
the sponsor, an engineer, station production man, and
others. Being on display, as it were, won't feasethe pro-
fessional man. He's armed with self-confidence. He's
trained in the techniques and is prepared to use them. He
will stand relaxed and at ease because he has been trained
howto relax mentally and physically simply by willingtoas-
sume such an attitude. Before he speaks his piece he be-
lieves in his product and in what he will say about it.
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Naturally, the man to be chosen for the assignment will
sound believable, sincere, natural, and conversational.

It certainly seems strange that the professional man,
with all his experience and seasoning, deems itadvisableto
rehearse his copy, news, continuity, or commentary, even
though he could do a good job reading on sight. Yet, some
newcomers feel so sure of themselves that they rush head-
long into a studio, already late, breathless and unprepared,
and attempt to do justice to a piece of copy. As itis, the
copy used in most small-station operations isn't too easyto
read. Is it any wonder then that advertisers fail to renew
contracts or feel reluctant to buy spots on some small-
market outlets?

Speaking of preparation, this morning over a local
station I heard a newsman walk intothe name Pago Pago
and pronounce it precisely as written. Had he checked, he
would have learned that Pago Pago is pronounced Pahngo
Pahngo. You can take my word for it, it's neither admir-
able nor smart—nor is it a display of professionalism—to
read copy '"cold." The good announcer doesn't!

Of course, the same professional qualifications of the
commercial announcer apply equally to the disc jockey, the
newsman, sportscaster, and even the copywriter. The ac-
complished news reporter, for instance, knows that to
build up a following he must do more than merely read the
news. His listener is ablé to do that for himself. There-
fore, he employs the technique of the raconteur and tells
the story; he takes his listener to the scene of the accident,
battlefield, tragedy, or other news event. This is pro-
fessionalism! And, the sportscaster does likewise. From
the time he hears the starting whistle, he transports sports
fans in their living rooms to seats on the 50-yard line.
This takes preparation. You see, the professional man
leaves nothing to chance—he can't afford to take chances.
The neophyte will do well to emulate the successful profes -
sional broadcaster on this point.

DEVELOP GOOD SPEECH HABITS

Needless to say, I suppose, the man who has the mak-
ings of a top-flight announcer, disc jockey, newsman,
sportscaster, or commentator, must put forth every effort
to attain impeccable pronunciation and clean, crisp enunci-
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ation. Such an accomplishment as a professional public
speaker simply spells good grooming. Slovenly speech
habits have no place in good broadcasting.

The young broadcaster most likely to make good inthis
business will not linger longer than is necessary onthe staff
of a small, local station. Neither will he desire to become
a floater. He'll know better than to do that. He'llknow
precisely whenhe's ready to take another step upward. Put-
ting it another way, when you reach a certain stage in your
development, and have gained sufficient experience in a
radio station, you'll feel the urgeto take on more responsi-
bilities—greater challenges—in a larger market with a
more powerful operation. As one of my students aptly put
it, it's like "outgrowing a pair of pants!'" The good radio-
man will realize early in his career that he must become a
specialist. He may eventually want to become a News Edi-
tor, getinto TV, etc. Copywriters are in demand, and so
are program directors. Unfortunately, many small-station
program directors have a limited knowledge relative to good
programming, audience promotion, publicity, listener-
building gimmicks, buying good talent, handling personnel,
etc. Selling, too, offers the ambitious announcer an op-
portunity for added income on a part-time basis, or he may
eventually lean toward copywriting, many do. For the lat-
ter reason an entire Chapter on the important phaseof
writing good copy is included in this book.

In closing this Chapter, I realize, of course, that
there are still other qualifications which haven't been men-
tioned, but they'll be discussed at a later time. One of the
most desirable and distinguishing qualities of the newcomer
most likely to succeed is old-fashioned stick-to-it-ive-ness.
Remember, radiobroadcasting is a competitive profession
—a tough one to crack. Despite stumbling blocks and dis-
appointments, you'll have to stay on top of it all the way.
Never stop learning! When you do, you'll not merely stand
still; on the contrary, you'll fall behind. That's the way
it works. Seek the advice of those who have gone before.
Work with men who know more than you do—notthe other
way around. Let their experience rub off on you. Be the
professional; act the professional. Let your motto be:
"Once a student—alwaysa student!" Please accept this ad-
vice from one who knows that—THERE'S NO SHORT CUT TO
BECOMING A GOOD ANNOUNCER!
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CHAPTER 4

Should You Be a D. J.?

If you have decided that you have the basic qualifications of
a good disc jockey, and want to follow through onthatphase
of broadcasting, that's fine. But, think it over carefully.
It seems from all the inquiries I receive for instruction that
every young person with a home record player wants to be
a deejay. For now, though, let's assume that you have
what it takes to become a good deejay, and consider your
chances for success.

SET REASONABLE GOALS

You have chosen a profitable and most fascinating branch
of show business; that's for sure! You must be aware of
the fact that top-flight jocks are in the enviable position to
command the fabulous salaries of movie stars! Yes, more
than that: They bask in the warm spotlight of prestige and
popularity comparable to the ovations showered upon royalty.
But, let's not lose sight of still another fact, namely, that
every deejay, talented and popular as he may feel himself
tobe ina small market, may never reach suchgreat heights,
but not because of his lack of ability. Why is it necessary
for one to be in New York, Chicago, or Hollywood to con-
sider himself a complete success? Why not set your sights
on the splendid opportunities in other fine cities and their
modern and progressive broadcast facilities? What's
wrong with Cleveland, Boston, Indianapolis, Philadelphia,
Detroit, etc. Are these small towns? Not from my ex-
perience.

I knew, personally, of a young announcer in a small town
of 10,000 or so on a medium-sized combined transmitter-
studio operation. This man had talent, was well trained,
displayed professionalism, and definitely had that profes-
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sional sound. His deejay work was tops. He ran a solid,
tight show, and when assigned to news occasionally I ad-
miredhis versatility in being ableto switchfrom a glib dee-
jay styleto the authoritative delivery of a veteran newsman.
This broadcaster tried time and again, perhaps for almost
ten years, to crack New York radio, and vowed to me that
if he couldn't make the Big Town, he'd rather stay put
for life. Very unfortunately, indeed, New York competi-
tion was just too keen for him it seems, and he kepthis
word. He '"'stayed put." When I last heard from him, he
dropped broadcasting as a career, perhaps frustrated and
disappointed. Too bad. His colleagues went on to other
cities and are happy and quite successful there.

If you're a working jock, I would suggest that you profit
from my friend's experience and ultimate disappointment.
Think of success as something you yourself create, re-
gardless of whether you do it while on the staff of a 250
watter in a town of 10,000 or a 50-kw metropolitan opera-
tion in a city of 5 million. This I can safely tell you: If
you're a good radioman you'll find the welcome mat out any-
where. As Walt Mason puts it in his poem, The Welcome .
Man:

"There's a man in the world who is never turned
down wherever he chances to stray. He gets the
glad hand in the populous town and out where the
farmers make hay. He's greeted with pleasure
on deserts of sand and deep in the aisles of the
woods. Wherever he goes there's the welcoming
hand. He's the man who delivers the goods."

Deliver the goods! That's the success factor—any place,
anywhere.

PRESTIGE BUILDERS

The successful deejay needs prestige and popularity,
right? Then, be your own press agent, publicity man.
Start a scrap book. Make it professional looking. When
you do interviews with some local official or itinerant
record personality, arrange with your local newspaper to
have a staff photographer present. Write up a brief piece
of copy on your interview. If you can't get this coopera-

36



tion, keep a flash camera handy and have someone around
the station take the picture. Pictures are important.
Paste photographs neatly into your scrapbook using rubber
cement to prevent curling. Also, try to get newspaper
coverage if you can. Clippings always look good, and a
well-organized scrapbook always makes a most favorable
impression.

Here are a number of ways and means with which you
may quicklyincrease your prestige, stepup your popularity,
and up your audience rating, too. First, doyoukeep your-
self abreast of what's going on in the music and record
business? You should via the trade papers. Also, check
your local newspapers in reference to new films and plays
opening in your city, special exhibitions in museums and
art galleries, and such. Public notices add distinction to
any show. Try these ideas on newscasts, too. Announce
upcoming sports events, club meetings, PTA gatherings,
weekly Rotary, Kiwanis, Elks, and other club meetings.
Interview club officials to promote their public-spirited
undertakings and ask them to announce the broadcast at their
membership meetings; they probably would do that anyway.
Askthem to run a promotional inthe newspapers and remind
them to mention the broadcast. All this makes good pub-
licity for you and added material for your scrapbook.

As a good deejay you'll need quite a collection of gags
and quips. Type these neatly on 3-by-5-inch file cards,
one gag to a card; then, get yourself a two-drawer file
cabinet and file them alphabetically under type or classifi-
cation. If you want to get a good start on your collection,
check the classified sections of trade publications such as
BROADCAST MANAGEMENT/ENGINEERING, BROAD-
CASTING-TELECASTING, BILLBOARD, VARIETY, etc.,
for available gag files, deejay folios —services that furnish
jocks with good, professional comedy material. These
services will keep you supplied regularly, on a scheduled
mailing basis, with fresh quips and material prepared by
men who know how to write effective comedy material. Do
everything you can to give you and your show that profes-
sional sound.

If you have jokes of your own, streamline them. Avoid
drawn out, detailed stories. Don't overtalk yourself.
Wordy stories tend to slow a show down. Hold your audi-
ence by keeping your show moving and well balanced. Be-
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ginners, and some professionals, seem to be of the opinion
that the air must constantly be filled with talk and more talk.
This is a fallacy. You see, unless you have something of
genuine interest to relate, atimely anecdote abouta current
motion picture playing to SRO, for instance, you may bore
your listeners with too much talk. Many deejays are una-
ware of this and simply talk too much. The old axiomin
show biz holdstrue in broadcasting, namely, don'tgive them
too much. Make them applaud for more! It isn't how much
you say, but rather how you say it. Get to the punch line
quickly, and be careful not to slur over the punch line. A
lost punch line is a lost joke. Remember, you'll never be
criticized for speaking sparingly; in fact, you may well be
admired for your thoughtfulness and good taste. If you
work on a small ""one-man'' station, your voice dominates
that frequency for perhaps eight hours straight, day after
day. Understandably, your sound could become monoto-
nous.

It's also good production, when possible, to hitch-hike
a quip onto an announcement or song title, but avoid doing
this with a commercial; the advertiser might resent it.
What I mean is this: Let's assume that you have a Radio
Free Europe spot to read, and the closing words are these:

", . . and your dollars to Radio Free Europe will
help raise the iron curtain of Communist aggres-
sion."

If you have a well-organized gag file, it's a simple matter
to look under the heading of ""Communism' and come up with
a quip such as this one:

"Great organization Radio Free Europe. Like
Clifton Webb said recently, there's only one coun-
tryinthe world safe from Communist aggression—
Russia!" (MUSIC)

See what I mean? Of course, you must consider your audi-
ence when quipping. A late afternoon audience will have
teenagerstunedin, whereas a mid-morning show will play to
housewives, etc., so, know your audience and work accord-
ingly. The working jock is quite aware of this. Ifyou are
playing to teeners, quip on things they can understand, for
instance:
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'"T wonder how many of you gals know how many lips
you can make from one lipstick? Huh? . . . the
answer is 200! Count 'em sometimes." (MUSIC)

Here's another example:

""Here's one for you bubblegummers . . . do you
know whatyou're chewing? Well, the stuff'scalled
—Jeluton, and comes all the way from the jungles
of Thailand. Still want to chew Jelu—I mean,
bubble gum ?"

When playing to the homemaker on a morning show, gags
such as the following get chuckles:

"Now, a question. Why are husbands like auto-
mobiles? Answer: The better you take care of
'em the longer they'll work!! No?" (MUSIC)

"Hear about the maternity ward nurse who brought
out thetriplets to the new father in the waiting room.
'Here they are!' she announced. 'Okay,' said the
father, 'We'll take the middle one!' Oh, yeah?"
(MUSIC)

Here's a streamlined version of a story from my collection,
The original joke runs six lines:

"A listener says it's a fact—there's a little Paris
side-street shop witha signinthe window—'We buy
junk,' and underneath, another sign—'We sell
antiques.'" (MUSIC)

"Definition of a perfectionist: One who takes great
pains and gives them to others.'" (MUSIC)

Some deejays prefer to work with interesting facts such as:

"Do you know what five persons have the most books
written about themselves? The Library of Con-
gress says they are: Jesus Christ, Shakespeare,
Abraham Lincoln, George Washington, and Napo-
leon the First—in that order."
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Here's another:

"Want a palm tree around the house? It's easy.
Place the top of a pineapple in a pint jar of water.
In a few days—Presto! Before long you'll have an
exotic palm tree. Try it sometime."

When holidays roll around, pick appropriate quips:

"Say, tomorrow's Hallowe'en, and if you want to
keep your store window clean, trythis. Get your-
self a sign reading: 'If this window is clean to-
morrow morning, I will donate $10 to the Little
League's uniform fund.' It works, too! Tryit."

So much for quips and gags. I thinkyou get the idea.
Now we come to an important section mentioned briefly in
passing earlier, ideas and gimmicks —ways and means of
increasing your prestige, building popularity, and stepping
up your audience rating. I am goingtotouch upona number
of such ideas, several of them tried and tested personally
as Program Manager in keenly-competitive markets. Some
of the following gimmicks may be used by newsman and
some will be more appropriate for the jock. You be the
judge.

FROM 6TH TO 2ND

Whenl took over as Program Manager of a 5-kw network
operation in Syracuse, New York, a number of years ago,
the station rated number 6in a six-station market; in other
words down at the bottom of the Nielsen rating chart. So,
standing before the owners in the General Manager's office,
I promised action just as soon as it was humanly possible.
The station put out a good, clean signal; the engineering
staff definitely was expert and professional. The studios
were excellent; they occupied an entire floor of a modern
office building, and the staff was most capable. In other
words, everything was big-time, except the rating.

I .engaged the services of a top-flight promotion man.
Together we analyzed the situation and planned a program
which we felt couldn't help but work. We spoke to people in
various parts of the city at every chance, andwe did a tele-
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phone survey of our own and discovered that some persons
had no idea of the station's frequency, others had never
listened tothe station, some listened evenings, others tuned
us in early morning for the news and the weather, and so
it went. The solution stared us in the face-—promotion!
Immediately we set up a newspaper advertising campaign,
which was tied in with a special program where listeners
were called onthe phone and asked a question. If they came
up with the right answer to a simple question, we played a
few bars of a ""mystery tune" and ran down a whole list of
prizes and sponsors. A department store along the main
stem agreed to set up the prizes in one of their show win-
dows in return for free commercials, a reciprocal deal.
A professional window dresser did the job, and what a job!
Silver ribbons, glittering signs, our microphone in the
center, prizes amounting to $1,000 on pedestals of purple
velvet, anda spotlight focused on our call letters. Among
the prizes were a toaster, iron, set of venetian blinds, a
large ham, a complete beauty treatment, toys of every de-
scription, portable radios, and other prizes. In glittering
letters the name of the program, station, and time were
prominently displayed as the backdrop. The show carried
thirty sponsors who renewed and renewed their contracts.
When someone came up with the title of the mystery tunewe
made a big thing of it both over the air, in the department
store window, and in the newspapers. That worked fine!

To acquaint new listeners with our frequency we bought
a four-tone chime set. When announcers gave a station
break, they sounded a chime after each numberin our fre-
quency. Here's what I mean:

"This is WKAL Syracuse, New York. One (CHIME)
four (CHIME) five (CHIME) oh (CHIME) on your dial
Time—38 o'clock."

As youcanunderstand, the chimes emphasized the frequency
—the dial position-——causing it to register on the listener's
subconscious. We carried through on this sort of thing for
two months.

While all this was going on, promos were written for
every staff member and the entire staff was called in for a
recording session. Using a 16-inch transcription, wedid a
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series of 20-second chain breaks. Morning men promoted
their showsto evening listeners and evening men, news, and
sports reporters introduced themselves to the morning audi-
ence. These promos went something like this:

"Hello, there! This is Johnny Miles. 1I'd like to
invite youto hear my morning show at seventomor-
row. You know, news, weather, and for the fish-
erman, fishing news and tides. That's at seven—
tomorrow morning!"

Our newsmen and sportscaster did something like this:

"Hi! This is Bill Nevins, Idoa program I call—
Spotlight on Sports. I'm on at 6:45 evenings fol-
lowing the Six O'clock News with George Evans. If
it's sports, you'll hear it on Spotlight on Sports,
tonight at 6:45."

Our Saturday ratings were good when Syracuse University
sports activities were broadcast, butwhenthe ball games
ended our rating dropped. So, we tried another promotional
idea. I learned that both the Liederkranz and Arions, two
singing societies withthousands of members, metfor dinner
in their clubhouse dining rooms at 7:30 every Saturday. I
knew, too, that dinner music was being fed into these dining
rooms by Muzak. Therefore, I planned a format for a new
program series entitled, "An Evening in Vienna, " a half-
hour show featuring music by Strauss, Lehar, Schumann,
Lincke, other composers of German waltzes and lieder.
Before scheduling the show for broadcast, I called the music
service and asked them to pick up the program and pipe it
into both the Liederkranz and Arion dining rooms on Satur-
day evenings at 7:30. They were very cooperative and I
agreedto keep the show strictly sustaining. I then called
the Presidents of both clubs, explained whatI had done, and
told them frankly that this new show was being slanted ex-
pressly to their members. They were delighted and
promisedto announce the musical offering to their member-
ship. Also, I had officials of both clubs record public ser-
vice announcements, such as Red Cross, MarchofDimes,
etc., for broadcast. As I learned later, they urged mem-
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bers and friends to listen for their radio appearances. Presto!
Up went our Saturday evening ratings!

Employing a number of such audience promotion ideas in-
creased our rating so rapidly that by the twelfth week we
stood second place on Saturdays in this keenly-competitive
market. However, I couldn't stay around to observe the
improvement because of previous committments in New York.
But, I honestly believe we could have moved this station to
first place in another twelve weeks.

If you're a Program Director, work with local clubs to
build up your station's ratings. One excellent audience pro-
motion is a series I called ""Club Nite," a half-hour once-
weekly session donated to clubs for their talks, bands, or-
chestras, glee clubs, etc.

PERSONALIZED PROGRAMMING

Personalize your programming. A wise ProgramDirec-
tor will feature jocks as "stars.'" Instead of calling a show
"The Afternoon Record Review," entitle it "The Jack White

Show.'" Then, watch your announcers produce when given
the initiative to work out a good format and go original. I

happen to know for a fact that many excellent deejay talents
are wasted—their efforts stymied—because they must adhere
strictly to stereotyped formats—introductions and endings
lacking originality; they must spin records as chosen by
someone else. Andtotopit off, copyis hardly ever chan-
ged, and it is poorly written at that. Is it any wonder that
some stations have a constantturnoverin personnel? Some
years agol asked a Program Director why he didn't give his
announcers more latitude for self-expression ontheir shows.
His answer was, "Because these guysdon't know any better.
I haveto tell them what to play land what to say." I don't be-
lieve thisistrue. It may be soif a station hires rank begin-
ners, butif a P, D. engages deejays with forethought, and
insists upon experienced men, surely they should be per-
mitted to produce their own shows from start tofinish.
Sometimes this shortsightedness is a matter of station
policy and originates in the front office.

Basically, programming can make or actually break a
broadcast station financially. This highly-specialized de-
partment should be placed in the hands of a thoroughly ex-
perienced showman. Good audience rating is contingent
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upon good programs! A low rating meansless revenue;it's
that simple. When time salesmen find it difficult to sell a
station, first thought should be given to the station'spro-
grams and it's subsequent rating. Stagnant production,
poorly-written copy, and stale programs may be at fault.
Personalize your programming, then watch for the change
to that professional sound!

Here are some tried and tested program ideas and gim-
micks for anyone who must work behind themike. See which
one of the following may well do the trick for you and step up
your popularity, and increase your audience rating as a re-
sult. First, this one, made to order for the deejay. Make
contacts for personal appearances. Offer to do short talks
at PTA meetings, for instance. Suggest yourself as MC for
a church or fraternal show of some kind. Attend record
hops. Drop in unexpectedly on holiday proms and other
parties. If offered a partinalocal stage play, take it with-
out question. At every chance try to meet your audience in
person. This is extremely important and most effective in
building your prestige quickly.

If you can get the cooperation of your local newspaper,
agreetodoa weekly columnforteeners. Your subject mat-
ter, naturally, will concern records and what's new with
record personalities. You might even include letters from
readers and answer their questions briefly. Or you might,
in your column, suggest that they listen to your show and
that you will answer them over the air.

A monthly newsletter to your listeners, which can be

stenciled and mimeographed easily and mailed out as third-
class mail, could contain some of this teen talk—and that

sounds like a splendid title, "TeenTalk.'" Also, encourage
post cards from your listeners, and keep a file on addresses
for your newsletters.

As a professional jock, you know that every youngster
with a record player, or so it seems, wants to be a disc
jockey. Why not give them the chance? Let them share
the spotlight with you! Set aside a portion of your show,
either on a daily, or better yet, on a three-times-weekly
basis, and call it, "So, You Want To Be A Disc Jockey!"
Usenewspaper publicity andairpromos and announcements
on your own show. You'll find no problem getting your young
gueststo come on the air. The news will spread like wild-
fire and you'll be the greatest! Of course, your young dee-
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jay will work in the studio and you will be in control of your
shows and things mechanical. Ithink you should permit the
kids to pick out their own tunes, with suggestions from you
as to properly worded introductions and closings, etc. IfI
were a jock active in broadcasting today, I certainly would
give this idea a trial run for, say, a month or so. If suc-
cessful, let it ride on. If not, take it off the air. Do you
remember the Sammy Kaye show: '"So, You Want To Lead
A Band?'" Why shouldn't your '"So, You Want To Be A Dee-
jay" prove equally successful? Think about it.

If you need quips and gags, let your young listeners come
in onthe fun. Announce that you will award albums and 45s
each day or each week for gags and quips used on the air,
and give them credit when you use a gag or joke. Every
station has a stack of doubles in 45s or albums and R and R
tunes lying around. Usethese as prizes. Watchthe coop-
eration. Watch your gag file multiply, and audience, too.

Here's a tried-and-tested program idea which worked
tops for us. We entitled this Saturday morning half-hour
series "The Teentimers.'" Hosts on the show were two high
school seniors—a boy and a girl—with quite a flair for show~
manship. These youngsters ran the entire show, with the
exception of handling controls and spinning records. It's
surprising the interesting information two youngsters can
bring toa microphone. They promote their own audiences at
school, andincrease your rating. What dothey speak about?
Proms, sports events, new teachers, parties, outings,
exams coming up, the boy and girl mostlikely to succeed,
and, of course, the new records releases of the month.
There's no end to the informational material they gather and
broadcast weekly. But, let them pick their own music.
They work best, and build their audience most rapidly, when
they play requesttunes. You'll find that a teentimers show
is a safe bet on a Saturday morning.

I have never tried the following program idea myself,
however, I know that it has proved itself highly effective on
a number of stations. Have you ever watched an " open house"
show onTV? You might wantto giveit atry on radio some-
time. Young people are invited to the studios on Saturday
afternoons for dancing, Cokes, and potato chips. The
"Open House Party" goes on in the large studio while you
carry on, as usual, in the control room. Cokes and chips
are furnished by the station—a minor item, considering how
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easily the salesdepartment can sell spots to advertisers such
as The MaltShoppe, Playland, skating rinks, bowling alleys,
and others. 1It's wortha try. For the sake of your own
publicity, identify yourself with the show by asking your Pro-
gram Director to call the series "The Johnny Smith Open
House Party" for example. This idea sounds good to me,
and would seem to be worthy of consideration.

Another means of stepping up your popularity, even in a
small market, istostart aJohnny Smith Fan Club." Start
the ball rolling by having a few hundred photos of yourself
printed up. I don't meanthe regular contact photos; rather,
have a medium-sized cut made of the original, then hand it
to your printer for copies. You may wantto have the photo-
graph on a membership card, in which case it could be a
small picture. If you prefer to offer your photograph te
your young listeners, be sure to autograph the original one
before having a cut made. Fan clubs have worked just fine
for movie and record stars. Why won't a fan club work for
you? You won't know the answer unless you start one.

Make your program informative. Use human interest
material. Keep an eye on your local newspapers for such
items as: High school student wins achievement award!
Local marine home on leave! Local resident celebrates
100th birthday! Schoolboy saves dog from drowing! Fire-
man displays unusual courage! 4-H member receives state-
wide recognition! Service Club awarded plaque for meritori-
ous service! These personshave stories-——real-life stories
—to tell yourlisteners. Tapethem. Givethem the publicity
they so well deserve!

Get in touch with your local high school and offer time on
your show, or a period at some other time of the day if you
wish, for a round-table discussion withapanel consisting of
six students—three boys, three girls. Of course, you will
act as moderator. Allow the students to choose a subject

matter of current interest. You'll be amazed at how much
these young people know about suchtopics, the keeninterest

they display in world affairs. An effective audience builder ?
Yes, very much so!

Here's an idea I know will work wonders for you. Speak
to school officials about sponsoring one of their students asa
school reporter. This boy or girl will appear on your show
once ortwice a week with choice information about school and
students. One of my students wanted a foothold in the busi-
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ness, sol suggested the school reporter idea to him. He
approached his local radio station and offered to doaonce-
weekly 15-minute school news show. They grabbed the idea
pronto! When that boy or girl school reporter appears on
your show, youmay feel confident that virtually every student,
teacher, and parent will be tuned to the Johnny Smith Show.
Students tell me that school officials cooperate wholeheartedly
when approached with an idea of this kind.

To step up your prestige and popularity, encourage fan
mail and collect a trunkful if you can. As I suggested
earlier, start a scrapbook. When you pose for pictures,
stand inthe center. Be certain that your station's call let-
ters face the camera. You see, suchpublicity pictures may
be used to a tremendous advantage should it ever become
necessary for youto verify an employment statement inyour
resume. Photographs depicting an announcer or newsman
interviewing very important persons are priceless! One of
my Illinois students sent me a professional 8 X 10 publicity
shot showing him interviewing President and Mrs. Johnson
when they visited Springfield. Being a pro news editor, he
held his hand mike toward the President with the call letters
directly facing the camera. A mostimpressive shot, indeed!
It looks great hanging in my galaxy of student photos onthe
studio wall. So, when you get those publicity shots, have
them printed on glossy paper, heavyweight stock, and of
course, blown up to professional 8 X 10 size.

It's virtually impossible in a book of this type to avoid
redundancy; therefore, may I repeat: The most effective
and quickest way to succeed in this business of broadcasting
is to share your spotlight with others. This policy es-
pecially holds true in show business. After all, broad-
casting is show business. And you are an actor!
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CHAPTER 5
You're in Show Business

Broadcasting is show business and broadcasters should be
actors, or at least make every effort to develop those es-
sential, twin qualities of the thespian—namely, sincerity
and believability. Many broadcasters think of radiobroad-
casting as basically an advertising medium with entertain-
ment and public service as secondary. Of course, without
commercial sponsorship a station would soon go out of
business; however, the fact remains that without good pro-
grams and public service a station would soonfind itself
without listeners. Therefore, a radio station, and TV,
too, primarily should give every possible thought to first
getting and holding an audience, and in order to establish
an audience with good listening habits, showmanship must
of necessity be the keyword for successful operation of any
broadcast station.

IMPORTANCE OF THE PROGRAM DEPARTMENT

First thought should be given to furnishing the station's
listening area with entertainment, informational material,
and public service. If this is carried out, the station's
sales department will find little difficulty selling advertising.
Many operatorstackle the business of broadcasting the other
way around. Their first thought concerns getting signed
contracts on spot and time sales. This may be likened to
having an automobile salesman hand you his pen to sign on
the dotted line before you've even seen the car. The radio
station salesman musthave—as any other salesman—acom-
modity, a product to present for sale. And, before he can
sell anything, he must be able to prove that his station has
a solid audience. In newspaper advertising it's circulation,
the radio account executive's product is showmanship!
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Good Program Directors are in the minority. In many
small operations, the P. D. is little more than a staff an-
nouncer with seniority. Simply because a man can type out
music sheets, dictate a few letters, and hire an announcer
occasionally, he is not necessarily a Program Director,
even if his name stands out in bold letters on the program
office door. A talented, experienced Program Director is
a highly-specialized key man. Many Managers, although
excellent commercial executives, make the grave mistake
of appointing themselves programmers with little if any
background in showmanship, instead of allocating this re-
sponsibility to a trained and experienced program man.
This would constitute good business administration.

As I see it, the program department is the heart—the
nucleus —of a broadcast station's operation, aroundwhichre-
volve all other departments, publicity, promotion, sales,
etc. Radiobroadcasting is show business and must be
handled as such. IfI were to invest money in a broadcast
station, my first official move would be to interview the
station's Program Director asto his views ongood program-
ming and his experience inthis specific field. He would have
to be tops! To my announcers I would extend every latitude
for self expression. As I have done over the years, the
front office door would remain open tothem for consultation.
When a deejay is not given freedom to conduct his showona
personalized basis, you may be sure his stay with you will
be temporary. He will feel shackled and frustrated, to put
it mildly.

Another important—extremely important—talent in this

business of broadcasting is a writer. Writers make the
stars, and unfortunately good copywriters are not plentiful

although it may seem otherwise. One thing I never wil.
understand is this: A station operator will go all the way t¢
pay top salariestothe very best voices obtainable. He wil
insist upon experience and a good selling ability, but he wil
not give a second thought to having his receptionist, for ex-
ample, take over as copywriter, or hire a second-rate
writer and expect his announcers to give out with that pro-
fessional sound. How can they? Furnishing a top-fligh
staff with amateurish copy is sheer false economy and poos
management. A producer wouldn't think of putting a poorly:
written script into the hands of a famous name. Chances
are the star would turn down the part anyway. Still, this
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sort of thing happens every day in too many broadcast
stations; announcers find amateurish, poorly-written com-
mercial copy waiting for them to give it that professional
sound. Unfortunately, there's nothing the announcer cando
about it except to ad lib a bit here and there and hope that
he is doing some justice to the copy for the sake of the ad-
vertiser who pays the bill. An announcer will sound ex-
actly as good and professional as the words put into his
mouth by the writer.

A BROADCASTER IS AN ACTOR

Many of today's top broadcasters are former actors,
either trained in schools of the theatre or by participation
in the activities of little theatre groups, or perhaps they
gained some experience behind the footlights on their high
school or college auditorium stages. Idon't mean toimply
that you should take off for some large city for a coursein
dramatics, but I do strongly suggest that you take part in
dramatics with some local drama group if you feel the need
for showmanship and naturalness in speech. Perhapsyour
own church sponsors such a group for fund-raising purposes.
Youmighttry offering your services as master of ceremonies
to local fraternal and social organizations. If you're still
in school, by all means join in group discussions, apply for
a partinschool plays, participate inpublic functions. This
experience, I assure you, will lend itself favorably toward
success in your career as a broadcaster, regardless of the
phase of the business you choose.

Just as the professional actor plays 'for real,'" you, the
broadcaster, must employ precisely the same technique.
What is this technique? You'll remember itwell if you will
think of the word PEN. P—for POISE, E—for EASE and
N—for NATURALNESS. It's mental! When you think
about poise and the deep meaning of that word, you'll feel
poised. When you think about the word ease and what it
really means, you cannot help but feel at ease. And when
you consider the meaning of the word naturalness, you'll
feel unaffected and natural. All three of them —poise, ease,
and naturalness—add up to one extremely important word—
relaxation! In alater Chapter I shall pass along an almost
magical way to bring about that glorious feeling of complete
relaxation. You'll never again feel tense on the air. It's
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mental, and I have proved this point many times over to
students.

Sit down before your television screen sometime with
the purpose of studying the makings of the professional an-
nouncer. Note that he is a showman. He displays his
ease by smiling directly into the lens of the camera, the eye
of the viewer. He works unhurried. He makes difficult
assignments sound simple, doesn't he? I make reference
here to all types of air personalities. The accomplished
musician does likewise. The virtuoso will play a most
difficult composition, and seemingly without effort, with ap-
parent ease. That's professionalism! And you, too, can
acquire such a professional sound. Suffice it to sayfor the
moment that you must remember that magic word PEN—
poise . . . ease . . . naturalness. Recall it many times.
It will remind you to relax—R - E-L - A - X, Be the
actor; be the professional.

BROADCASTING IS SHOW BUSINESS

Speaking of showmanship, the very reason why famous
story tellers, such as Sam Levenson, Myron Cohen, Jack
Carter, Georgie Jessel, and others, are the successes
they are as raconteurs is because they sound believable—
they are actors—not merely story tellers. They know how
totell a story and they tell it "for real,'" so real that one
cannot differentiate between an actual happening anda fic-
tional anecdote. Obviously, these entertainersare poised,
sound at ease, and speak naturally. There, again, you
have the word PEN! See how important it is? Youcan do
the same. Why not? Whether you are a disc jockey, a
commercial announcer, a sportscaster, or a newsman, if
you are the man behind the mike, please remember these
words:

TO SOUND SINCERE AND BELIEVABLE YOU MUST
FIRST BELIEVE IN YOUR PRODUCT: BELIEVE IN
WHAT YOU SAY ABOUT IT, IF YOU WISH TO
SOUND CONVINCING AND SINCERE IN YOUR DE-
LIVERY.

Believe me, you cannot fool your listener. Youmust sound
sincere. You must sound believable, and that convincing
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quality comes from within yourself when you express your
emotions in mind pictures, or call them word pictures, if
you like.

Anton Pavlovich Chehkov, famous story teller and
dramatist, founder of the renowned Russian school of the
theatre, advocated surrender of the actor to the character
he is portraying. You might say that John Smith should
not act the part of Charles Jones; rather, for the duration
of the play, John Smith assumes that he is Charles Joues.
He must react, reason, interpret, and assume all the
idiosyncrasies of the character in the play. The actor
must play "for real" to produce the effect which drama

critics term as a '"'convincing performance!"” The actor
must permit the character to take over. In theatrical
language we say the actor ''steps into character." Having

studied with a student of the famous Maria Ouspenskaya,
stage and screen star, I am thoroughly familiar with the
Russian method of dramatics and dwell on this point be-
cause of its application to effective and successful announc-
ing. Instead of making believe that you recommend a cer-
tain brand of toothpaste, for instance, you must surrender
yourself and assume the attitude that you do believe and
know that your toothpaste is the finest in the world! Only
then will you give a convincing and believable performance.
Now, do you understand how the technique of acting applies
directly to announcing?

Suppose you are assigned to do an automobile commer-
cial. Whether you own or do not own the brand of car men-
tioned in your copy, you must deliver a power-packed sales
message. Your personal feelings are unwanted—they're
unimportant. Remember, you are an actor and you're in
show business, so be the actor and start believingin this
automobile, using your imagination. See this car as the
best automobile buy of the year. Play your copy "for real."
Does an actor admire and wish to be a thief or murderer?
Of course not! But, if that is the character in the play,
if he's an accomplished actor, he will do everything possi-
able to be such an undesirable character for the durationof
the play. He wants the audience to hate him, and the more
the audience hates him the better will be his performance.
By this same token, you, the broadcaster must assume
the mental attitude and convince yourself, for the duration
of your comme rcial message, that the automobile you will
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sell is the best, the finest manufactured. See it mentally;
believe it to be the best. Play it 'for real."” Tell your
listener, and mean it:

" . . acar to give you trouble-free performance for
years to come! For economy, for smooth per-
formance and airflow riding qualities . . . no other
car today can match . . . ."

Allow your enthusiasm to ride high. Let your imagination
soar. Think of a purring, smo-o-oth, and comforting
ride. Believe it!

Let's take another example in applying the technique of
the actor to announcing. You may smoke two packs of
cigarettes a day, again you may detest the smell oftobacco
smoke; yet, you must do a cigarette commercial. Regard-
less of your personal feelings, you must sell cigarettes;
and whetherit's your brand ornot, sellthem you must. So,
again you become the actor and allow yourself to surrender,
as it were, to a character who enjoys smoking the brand
mentioned in your copy. Allow enthusiasm to take over.
Get a smile into your voice to convey pleasure. We smile
when pleased and frown wheun displeased. That smile will
come through if you let it. Speak your piece with smoking
pleasure and downright smoking satisfaction in every word!
Be the actor and play it "for real."

" . .and enjoy the smoothness of a real cigarette.
Yes, rich tobacco flavor found onlyin MARVELS.
Only pure white touches your lips. An outstanding

smoke so satisfying . . . somild . . . so good to
your taste! . . ."

If you're sellingice cream, make word pictures of ''creamy,
delicious, mouth-watering, flavorful ice cream.'" If it's
soda pop you're selling, bethe actor and make your listener
see a frosted bottle of '"refreshing, ice-cold, thirst-quen-
ching Coke," and so forth. This business of speaking in
living color and making word pictures will be explained in
detail later.

Let me remindyou again about the two types of theatrical
productions: Stage and television dramas, panel shows,
forums and discussions, and such fall into the classifica-
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tion of representational theatre where the audience merely
observes the action through the invisible fourth wall and is
actually disassociated from what is taking place on stage.
The platform lecturer, night club MC, radio and television
announcers, story teller, after-dinner speaker, behind-
the-counter store sales person, and others use the pre-
sentational approach. They address their remarksdirectly
to one person. Remember, that as an announcer you are
a professional conversationalist, using techniques to im-
press word pictures upon the subconscious of your listener
—ONE listener at a time. The professional announcer
knows how to use attention-getting devices, such as the
pause andtiming, in orderto be an effective public speaker.
All of these techniques will be explained in later Chapters.
For the moment know that you are in show business—know
that you must be an actor and play "for real''—and that from
this day forth your on-air work will be communicated to
ONE SINGLE LISTENER—never to a group. You are a
professional conversationalist—you are an actor!
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CHAPTER 6

Thought Communication
Through Word Power

The transmission of thoughts to another individual mind is
the basis of true projection, an essential technique condu-
cive to effective speech—successful announcing. You may
want to think of this technique as mentally focussing your
message toward one listener—concentrating upon an indi-
vidual, rather than an audience or group of listeners. Your
thoughts must reach the subconscious mind of one listener
in the form of word or mind pictures. Your message will
become impressed on the listener's mind and remain there
to be recalled in a flash by that listener because you—an-
nouncer or newscaster—implanted a suggestion. In occult
literature we read how such suggestions work on the sub-
conscious, and find that reference is made to that portion of
our spiritual counterpart that retains past events as the
"seat of memory,"

THOUGHT PROJECTION

The word education stems from the Latin word educare,
from which we derive our English word educe. And if you
will check your dictionary you'll find that the word educe
means: to lead forth, to draw out, bring out, evolve as
something latent. Hence, to educate a person you implant,
impress, or impart an idea inthe subconscious mind of that
person; and if properly imparted, the impression willlast
indefinitely. And, in the case of a radio listener, your
sales message, actually your suggestion will be acted upon.
We are all suggestible to some degree. All advertising, if
properly carried out, is a psychological process. This is
precisely the technique used by the successful hypnotist—
namely, sustained concentration upon a single point and the
monotonous repetition of sleep talk until his subject falls in~
to a deep hypnotic state. Then, and only then, is the psy -

55



"Beam your message to ONE listener... ONE-

ver to a group.” L ‘STE'\)£R



chologist prepared to implant therapeutic suggestion upon
the subconscious mind of his subject. To first induce the
hypnotic trance, any student of hypnotism knows that com-
plete concentration is an absolute, essential factor.

As I see it, projection means concentration. To properly
project your message or news story, you mustconcentrate;
and to properly concentrate, you must assume the proper
mental attitude, and stand adamant in the realization that
you are addressing your remarks to one listener! You can't
project and introject simultanedusly, because projection and
introjection are antonyms-—direct opposites! Constantly
wearing headphones while you work produces this undesir-
able adoption of externals into the inner self, anddestroys
the person-to-person approach so conducive to effective air-
work. You see, you simply can't concentrate on ONE lis-
tener as you speak while you concentrate on yourself, lis-
tening to the sound of your voice on "cans.'" The reason is
obvious. The act of concentration embodys mental applica-
tion—attention on one point! That focal point must bethe
subconscious mind of your one listener. It stands to reason
that when you monitor your voice on phones, instead of cre-
ating an impression upon your listener's subconscious as
you should, you make an impression upon your own inner
self —for better or worse, most times overcritically. You
produce, as I call it, a mental feedback, a vicious practice
which breaks down one's self-confidence!

When a working announcer or deejay consults me as to ten-
sion and that uneasy feeling when on the air, Iask him, '"Do
you wear cans while working?" Quite often the answer is in
the affirmative. Of course, there are times when phones
must be used, e. g., cueing records, monitoring the net,
listening for a remote cue, talking over music, etc. But,
when a broadcaster becomes so accustomed to working with
phones, so much so that he can't do even a station break
without listening to himself, I suggest that he start breaking
this habit, thereby developing listener-consciousness in-
stead of self-consciousness. Become genuinely interested
in your listener; concentrate on getting your message across
instead of being your own harsh critic, and all tension and
nervousness will vanish as if by magic! PROJECT!

SPEAK TO ONE LISTENER
Try this mental trick. Imagine that your mike is a miniature
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TV screen. On that screen visualize that one listener when
you speak. Make that image of your one listener a close
friend, because we always feel relaxed when chatting with
those we know well, don't we? It's all mental. Another
analogy, insofar as concentration is concerned, is the act of
placing a magnifying lens between the blazing sun and a
piece of paper. Focussing the glass produces an intense
concentration of heat that results in smoke and fire very
quickly. The person-to-person technique produces a simi-
lar effect upon the subconscious of your one listener. If
your sales message failed to produce results, you might
say you were simply "out of focus. "

Speak to your listener as you would to a friend on the
street, in your living room, over the back fence, in her
home; speak sincerely, friendly, and believably., Remem-
ber the word pen—poise, ease, and naturalness. You see,
the television broadcaster uses this person-to-person ap-
proach by simply looking straight at the lens of the camera,
thereby creating the desired effect on the TV screen—name-
ly, looking the viewer "straight in the eye." In radiobroad-
casting, you don't have video assistance; therefore, via
your technical ingenuity you must create the desired effect
and establish that person-to-person contact with your voice
and mental attitude; you'll never do it if you think in terms
of speaking to an "audience." True, you do have an audience
and you are speakingtoa group, but the effect you must make
upon them is that you are conversing with each of them in-
dividually—just as personally as though you visited each
listener in her living room. Remember, as a broadcaster
you are a professional conversationalist.

PROJECT "YOU"

When you use the word "you' in a piece of copy, project
that word to one listener. A good copywriter will use this
technique when writing commercials. Listen to good adver-
tising agency copy. Note how it is written for projection.

"Are YOU,..in need of money?"

"MOTHER!...give your child a laxative that's. ., "
"YOUNG MEN!...The army needs experienced. .."
Do YOU.. .have a high school diploma? Then..."



The dots following the capitalized words designate a momen-
tary pause as an attention-getting device (explained in a
later Chapter). How utterly ridiculous it would seem for an
announcer to introject, forinstance, onreading line 2 above
addressing himself as "mother," or instead of projecting
person-to-person toteenagers(line 4) he introjects and asks
himself the question: 'Do YOU...have a high school di-
ploma?" At the end of this Chapter are several pages of
practice material on this person-to-person technique, the
art of projection versus introjection.

Try an interesting experiment to prove to yourself that
it's impossible to address more than one person at a time,

"How's your enunciation...
are you easily understood?”

When you next find yourself in a group of three or four per-
sons, try to direct your conversation to the entire group—
as a unit, You'll have to shift your gaze from person to
person as you speak. This is exactly the broadcast tech-
nique of projection — speaking person-to-person—com-
municating with one listener at a time instead of speaking
to an audience as a unit!

The lecturer on the podium, the instructor in the class-
room, the politician, courtroom attorney and others who
addresslive audiences are well aware of this person-to-per-
son approach and its effectiveness. The public speaker
shifts his gaze from face to face as he scans the auditorium.
Adopt this technique; put it to use on the air at once, andI
promise you that before you know it, you'll feel completely
relaxed and at ease on the air. You'll develop that friendly,
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conversational, and informal style your audience will love,
Yes, and anticipate favorable comments and compliments
from your superiors and colleagues on the sound of the new
YOU!

May I again remind you that this person-to-person air ap-
proach is an essential technique for use by all who work be-
hind the mike. When the TV newsman, for instance, looks
you in the eye, he's projecting to you personally. He
doesn't merely read from news copy; he tells you the news
story —perseon to person!

A striking example of person-to-person projection is au-
dible in the work of the sportcaster. The play-by-play man
impresses word pictures, colored and characterized with
all the enthusiasm of life itself, upon the sports fan's sub-
conscious mind. Thetop-flight sportcaster is highly trained
in the art of finding the right word to say the right thing,
He is completely relaxed and let's himself go as he projects
picture, after picture, after picture—in kaleidoscopic fash-
ion—of the action he is witnessing on the field or in the ring!
He isn't concerned how he sounds to himself. He is con-
cerned with the obligation to get every detail of the action
across to his listener at home. His job is to communicate
word pictures to take sports fans to the game just as a news-
caster mentally transports his listeners to the scene of his
story and the commercial announcer takes his listener into
the supermarket where his product is on display. That's
projection; that's professional, effective broadcasting!

Did you ever think of yourself as a "slide projector?" As
an analogy, you are a projector. The illumination is the
sound of your voice; the slide may be compared with the
thought, idea, or commercial copy; the lens is your lips as
you speak, and the screen is the subconscious mind of your
listener. The projected image is your spoken word picture
as it impresses your listener's mind and is registered
there. A blurry, poorly-defined image on the screen may
be compared to a lack of projection on the part of the an-
nouncer, newscaster, or sports announcer; it may be the
result of slovenly enunciation, poor voice quality, faulty
pronunciation, sloppy speech habits, and such. If the pro-
jected imagedoesn't stand out sharply defined on the screen,
the projector is out of focus. So is the announcer. Of
course, toproperlyproject you must consider putting inter-
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pretation and your imagination to work. They will be dis-
cussed presently.

GET A SMILE IN YOUR VOICE

Before you start a commercial or news story, take a mo-
mentto assume the mental attitude that you will speak to one
person. Smile before you start speaking, and get that
smile into your work. You are not on television where
viewers will see your smile; therefore, you must make
your speech smile all over: Your listener must hear you
smile, Make a test for yourself on tape. Speaking of re-
cording, a word of warning here. Don't allow yourself to
become voice conscious through the improper use of your
recorder. Think of your recorder as a mirror—a sound
mirror. It reflects your voice precisely as a wall mirror
reflects your physical appearance. You know what happens
to the person in the habit of gazing into a mirror at every
chance. By the same token, if you overdo this business of
checking yourself on a recorder, you'll soon develop anin-
feriority complex, add to your tension, and unnecessarily
be your own harsh critic. You cannot offer a logical cri-
tique on your own work. This must be done by an objective
party.

The sensible way to use a tape recorder to the best advan-
tage is to make a tape of your work at the close of your
practice session daily, or occasionally do a tape of your
work while actually on the air, but use it sparingly. Don't
live with a recorder. Listen for improvements. Try tode-
tect that smile in your voice. Note your person-to-person
approach. Also check on those "you'" words. Are theysin-
cerely voiced? Do theyproject? Do they attract your atten-
tion? Yes, use your recording equipment wisely!

In closing this Chapter, let me leave this thought with you:
speak outward —think outward. Project—never introject.
Make that person-to-person contact with your one listener.
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PERSON~TO-PERSON DRILL

Address the following lines to one person; visualize one lis-
tener. Assume the mental attitude that you are speaking
personally to ONE person standing in front of you when you
speak these lines. Observe the momentary pauses as atten-
tion-getting devices. Try to sound sincere, natural, and
conversational as though you were speaking to a good friend
over the back fence, in your living room, or on the street.
Point with your finger if it will help you to project. Don't
introject.

1. YOU...yes, YOU can wax your floors in half the time!
2. Are YOU...smoking more now but enjoying it less?

3. LADY...here's good news! Save time and money...
now!

4. Do YOU...need money fast? Then call Personal Fi-
nance.

5. MOTHER...don't wait another minute! Put aBand Aid
on it!

6. Are YOU...wondering if it's bad breath or something?

7. Now, YOU...can pour yourself a vinyl floor. YOU...
can do it.

8. MANT!,..Get with it! Try those new Schick steel blades.

9. Have YOU...tried new DOVE for that schoolgirl com-
plexion?

10. Would YOU...like to save time and money? Ofcourse,
you would!
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After giving the above drill a good workout, apply the same
technique of communicating your thoughts or ideas to ONE
person, using the commercials on the following pages.
Don't forget the smile and observe the pauses and under-
lined words for upward inflections.

Are YOU wondering if bad breath is YOUR...problem?
Don't take chances! Play it safe with time-tested SEPTIC
as your personal mouthwash...just to be sure. It's a fact
that germs...are the cause...of bad breath! And SEPTIC
is guaranteed to kill germs by the millions when gargling.
Start YOUR. ..day right with SEPTIC. It leaves your mouth
clean. ..your breath fresh. Try SEPTIC... just to be sure!

Have YOU.. .had YOUR bowl of soup today? Good! Yes,
and if it was MRS. WAGNER'S soup, it was doubly good...
doubly delicious with fifteen garden-fresh vegetables. Try
all MRS. WAGNER'S soups. They're all good...Mm-m-m
good and good for you!

Have YOU...received this year's Christmas Seals? YOUR
contribution to this worthy cause will help fight deadly tu-
berculosis. Send YOUR dollars today to Christmas Seals,
in care of your post office. Help to fight for better health.
YOUR help...YOUR dollars are needed. . .now!

YOU...yes YOU can prevent forest fires. Each year, care-
lessness costs millions of dollars in damage and destruc-
tion to our precious forest lands. Put out camp fires. Be
sure your cigarette is out. Don't flick lighted cigarettes
from car windows. Remember, YOU...can prevent forest
fires. It's up to YOU!

Mister! Stop wasting YOUR money! If YOU want to look
years younger, don't squander your time and money on
creams, lotions, and other preparations supposedly to
bring back a healthy head of hair. Instead, do it the smart
way with a custom-made hairpiece. ..made just for YOU by
EDWARDS of Fifth Avenue. You see, EDWARDS matches
your own hair exactly in texture and color. And you have
your choice of a number of styles, one just right to fit your
personality. = Want more information? Then, write

64



EDWARDS of Fifth Avenue, 23 Fifth Avenue, New York
12987, and ask for the confidential booklet' Your Hairpiece."
No one will call on you. Read the booklet carefully. Learn
how you may wear your EDWARDS hairpiece all the time
and no one will ever know you're wearing false hair. Get
the facts this very day. Send for your booklet. Write
EDWARDS, 23 Fifth Avenue, New York 12987.

What do YOU...do when a headache strikes? The sensible
thing is to have time-tested, SOOTHALL tablets handy in
your medicine cabinet, ready and waiting just in case you
need speedy relief. Two SOOTHALL tablets with a little
water is all you need to get instant, soothing relief from a
variety of body aches and pains. Millions of bottles of
SOOTHALL tablets have been sold over the past sixty years.
And because they're pleasant tasting, children like to take
them. Don't worry...SOOTHALL tablets are safe for per-
sons of any age. Buy the big family-size bottle of 200
SOOTHALL tablets and save money. See the big SOOTHALL
display on the counter of your favorite druggist.

If you're a modern cigarette smoker, you'll want to try new
ROYAL kings...an entirely different kind of smoking sen-
sation. Yes, there's nothing...like these new ROYALS.
That's what they're saying from coast to coast. Smokers
everywhere are raving about ROYALS.. What's so different
about new ROYALS? The flavor...true tobacco taste.
Twenty fine tobaccos are blended right...aged right... to
produce America's new cigarette. Shouldn't you give these
new ROYAL kings a try? Pick up a pack tonight, then sit
back in that easy chair and join the millions of smokers who
say, there's no other cigarette quite like ROYAL kings.
You be the judge. Pick up a pack of ROYALKings. . . tonight!

Are YOU dissatisfied with your present deodorant? Let me
put it another way...is your present deodorant giving you
twenty-four hour protection? It should...you know! You
owe it to yourself to try...HUSH! This new HUSH is guar-
anteed...to give you more...than a full-day's protection.
If it doesn't do just that...ask for a refund of your purchase
price. Yes, that's the kind of guarantee you get with...
HUSH! HUSH must do what it's supposed to do...keep you
cool and dry...kill the bacteria. thatcauseperspiration odor
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...and if it doesn't do just that, you get your money back!
HUSH is not sticky, it dries on contact. Softer andfluffier,
new HUSH is made with a vanishing cream base, so it can-
not stain clothing. Safe for all kinds of skins, too. Use
HUSH with complete confidence. Use it daily for complete
twenty-four-hour-plus protection. Don't be half safe...use
HUSH!
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CHAPTER 7

The Art of Interpretation

The vitally important art of interpretation is frequently
overlooked in commercial announcing and newscasting.
Especially is this true, of necessity in many cases, in the
smaller operation, sometimes jokingly referred to as a
"one-man station'" because an announcer-operator is on
duty for an 8-hour stretch, during which time he virtually is
in complete charge of operations. Between reading meters
and keeping logs, flipping records and answering telephone
calls, and diverse control-room duties, the small station
broadcaster finds little spare time to do more than rush off
to the newsroom for a "rip 'n read'' newscast coming up in
a minute or so.

Insofar as doing justice to his copy, and he must plow
through a stack of it each day, he finds himself tight on time,
and does the best he can in the way of rehearsing copy and
checking through wire service copy. Many a small station
announcer is further hampered with having to contend with
poorly-written, amateurishcopy. Evena past master in the
art of interpretation would fail to give such copy that pro-
fessional sound. But there will come a time when the
serious-minded broadcaster, the man with a keen eye onhis
goal, will move on to a more progressive operation em-
ploying professional talent. Working with a larger staff,
the ambitious announcer or newsman will have more free
time to devote to the preparation of his material.

WHAT 1S "INTERPRETATION?"

Today's top broadcasters know fully well the importance
of interpretation. So does the connoisseur of the arts, the
drama critic, and the book reviewer. Actually, we all use
a form of interpretation when we examine the contents list-
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ing on the label of a can of food on a supermarket shelf, or
when we check the analysis on a bottle of vitamins. An in-
terpretation of anything is your conception or explanation,
translation or definition, or understanding of the subject.

The musician, especially concert and symphony men,
couldn't possibly create tone poems, sonatas, and other
moods in music, without being well versed in the art of in-
terpretation. Inthe case of the larger musical aggregations,
symphony orchestras, for instance, much of the interpreta-
tion is left in the hands of the conductor. Holding his baton
in his right hand, he carefully sets the tempo and measures
out the beats in each bar. With his left hand he conveys
coloring to his players in the form of shadings, crescendos
and diminuendos, accents, and emphasis. I have personally
noted that many times a player may quickly 'feel' the mood
of a musical passage by glancing at the face of the con-
ductor. He may close his eyes and cause his head to sway
in time with the music, or he may even smile slightly or
frown, thereby expressing his emotions.

Because music is so closely akin to speech, let's speak
of interpretation as it is applied to that medium of self ex-
pression. In the first place, at the very top of the score
the composer places a brief phrase, usually in Italian, de-
scribing the mood and character of the opus. It may read
"cantabile con moto, allegretto, largo, prestissimo,
sustenuto,” and so forth. At the beginning of the staff, the
musician finds what is called, the signature—that is, aclef,
or key showing the sharps and flats and a tempo mark, e.g.,
2/4, 3/4, 6/8, etc. As the musician plays on, he observes
symbols all along the way to further guide him in the proper
interpretation. He observes pause marks, crescendo and
decrescendo marks, slurs, staccato, and other symbols.
Without them, a piece of music would sound like nothing
more than a mess of notes without mood nor meaning—ama-
teurish, as it were. By the way, when I first started in
broadcasting I used musical symbols as guides in news copy
and commercial copy, but for practice purposes only. Of
course, you shouldn't mark copy that other staff members
may have to read. Marked-up copy may make sense to you,
and assist you in doing a good selling job, but to your col -
leagues those marks and underscored words may be utterly
confusing. It's best to restrict your marking to wire news
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copy and to such commercial announcements which you, and
only you, will have to read.

With the exception of some advertising agency copy, or
when an agency director is in charge of a commercial re-
cording date, you may expect little help in the way of inter-
pretation. If your station is fortunate enough to have a
talented copywriter, he may hint occasionally as to howa
commercial should be handled. If you should need any help
on this score, be guided by your copywriter as to how a
sponsor prefers to have his advertisement handled.

WHO IS YOUR LISTENER?

To properly interpret commercial copy, first considera-
tion should be given to the type of product or kind of service
you are about to sell, and with practice only a few moments
are required to do an "interpretation' on a piece of com-
mercial copy or news story. In other words, before you
can employ the projection technique, discussed in the pre-
ceding Chapter, you mist determine the type, sex, and
age bracket of the person to whom you will speak. For ex-
ample, selling so competitive a product as an automobile
takes an entirelydifferent approach from singingthe praises
of a safe, effective deodorant or laxitive, or gently hinting
to milady that her graying hair makes her look older than
she really is. One commercial takes a hard sell, the other
an intimate approach. Convincing a man he should gét rid
of that greasy looking hair takes an entirely different ap-
proach than creating an unquenchable thirst for a Coke or a
yearning for a crispy potato chip. Telling a listener how to
quickly get rid of that nagging backache takes a distinctly
different delivery than trying to suggest to a homemaker
that she throw out her present refrigerator and buy one of
yours,

Putting interpretation in another way: You cannot go on
the air with a hair coloring product and shout:

"Lady! Do you know you look old with gray
hair? Then, do something about it . . ."

but, you can use that approach talking to a man:
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"Don't you think it's about time you got rid of
that greasy looking hair? Sure! Thentry. . ."

In one case you take the masculine approach, in the second
the feminine approach. Of course, no sane copywriter
would write a commercial telling a woman she looks old
with gray hair, but he would say the same thing by wording
the commercial something like this:

"Tired of watching your hair turn gray? Tired
of looking older than you really are? Then
shampoo that gray away this veryday with,.. "

When doing a commercial to a woman listener, take the
"between-us-girls'' approach. When assigned to do a mas-
culine type of commercial, assume the attitude that you are
speaking from barbershop chair to barbershop chair. Your
message must be given the proper treatment.

If you must play to the younger set with products such as
soda pop, bubble gum, candy, games, and things like that,
let your enthusiasm ride high! Get into the mood. Smile
broadly and let out with a hefty:

"Hey, kids! Here it is! Yes sir. .. some-
thing great, a new taste sensation. Mmm-mm!
Next time you want refreshment , , . !"

Should your product be a chocolate-flavored laxative, think
of how a doctor or pharamacist might explain the efficacy of
a product of this type. On television they would depict a
man in a white jacket quietly advising a mother on how gen-
tle and natural-acting RELAXO tablets are. On radio, you
must create the same effect. Take the intimate—but not
necessarily whispering—aquiet kind of delivery to do a sell-
ing job. You must create the effect that you are speaking
to one person in your audience, and that person, in this
case, will be someone interested in this intimate product,
someone requiring an iron tonic for his or her iron-poor,
tired blood. Selling automobiles, soap products, after-
shave lotions, razor blades, and such gives you greater
latitude for a harder sell. As you can see, interpretation
must start with your product, because then, and only then,
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will you know the type, sex, and age group of yourlistener
and how best to approach him, whether it is in the modern
sotta voce, half-voice, intimate fashion used with products
such as hair coloring, deodorants, blemish removers, lax-
atives, and similar types of products, or whether youare
about to sell razor blades, automobiles, appliances, and
other items of this kind that demand more enthusiasm, more
voice, harder sell.

THE USE OF EMBELLISHMENT PHRASES

Certain phrases used by the copywriter will determine
quickly if the copy should be done in a down-to-earth, in-
formal style. I use embellishment phrases, as I call them,
freely in my copy because they do two things: One, they
create an informal mental attitude on the part of the an-
nouncer; and, two, they make for more natural speech. Let
me show you what I mean,

"Doyouwant to make money and make it fast? Of course,
you do! Well, listen to this: In your spare time, mind
you, youmay earnupto as much as $50 and more dollars
a week! That's right! And what's more, you need not
leave your home . . . Sounds easy, doesn'tit . . . and
believe me, itis easy. Here's what you do. Listen!.,."

If you will read the above lines, first skipping the under-
lined words, then re-reading it leaving in the underlined
words, you'll notice that much desired informality and
friendliness creep into your work, giving it that conversa-
tional, person-to-person approach. I used to add these
brief informal phrases as a staff announcer. The word
"well, " the phrases "of course,' and '"that's right" add that
professional sound, but a word of warning, Don't overdo,
or it may have the opposite effect. No doubt you'veheard
interviewees start every answer with a "'well . . .'" and it
sounds horrible. Also, never add nor delete a single word
from advertising agency copy. I tried that only once, and
how well I remember the verbal slap in the face. When an
agency writer delivers copy to you, you may be assured
that that copy has been written and rewritten many times —
changed around and then some more, until the sponsor's
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representative finally put his stamp of approvalonit. Every
word and phrase, every expression and punctuation mark
was exactingly set down on paper to produce a certain sales
result. Should an announcer decide to elaborate on the copy
or delete a word of whose pronunciation he is unsure—it
may raise havoc between advertising agency and sponsor.
No, your best bet when doing a piece of agency copy is to
stick to the script.

Let me cite one of my personal experiences with agency
copy. When I first landed in New York with my first net-
work 50-kw operation, I was more than anxious to please.
On a station break I had a chain spot which contained abrief
testimonial to the effect that the Dionne Quintuplets had
thrived on this particular product. Being a stickler for im-

"Whoe.esam | going to sell...what?”

peccable pronunciation, and according to my list of words
frequently mispronounced, I knew that the correct pro-
nunciation of the word quintuplet was KWIN -tu-plet—not
kwin-TUP-let. And that's precisely what I did —pronounced
it correctly. Within a few minutes I was called into the
office of the Production Supervisor. He asked me to please
pronounce the word quintuplet with the accent on the second
syllable. "That would be pronouncing it incorrectly!" I
protested. '"Maybe so,' he said with a smile, "You know it,
I know it, and the advertising agency knows it, but the way
they and the sponsor feel about it, the average person pro-
nounces the word quin-TUP-let, with the accent on the sec-
ond syllable—and the customer is always right!' Knowingly,
I had to mispronounce that word repeatedly for months on
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end to keep the advertising agency and sponsor happy. No
further mention was ever made of the so-called error. In
fact, you'll find matters of this kind handled quietly and con-
fidentially with little importance attached to them whenyou
get into bigtime.

THE USE OF PAUSES

Although the following reference rightfully is related to
timing, I'd like to touch briefly on the importance of making
a pause, when asking a question, to allow time for a mental
response from your listener. Here's what I mean. The
three dots denote a momentary pause

"Do you take vitamin products but still feel
tired? . . .

Then, why not give ENLIVO a trial, You
see ., , ."

During that momentary pause your listener responded with
a mental, "Yes, I do!" Conversation is an exchange of
thought, isn't it? A chain reaction of thoughts, as it were.
Here's another example of how a flash of a pause gives
character to a message:

", .. and now you can buy them for only
$2.95 each. . . that'sright, only $2.95alow,
low price . . . "

By making that slight pause at the end of line 1, you give
your listener a chance to repeat the amazing price of only
$2.95, to which you react with a ""that's right!" in complete
agreement with your listener,

When selling such products as beauty aids, hair coloring,
makeup, facial soaps and face creams, deodorants, in-
timate garments, medical products, laxatives, and similar
products, make your delivery smooth and soft—take the
friendly conversational approach. When selling household
cleaners, automobiles, appliances, cigars and cigarettes,
razor blades, shave creams and such, take a more en-
thusiastic delivery. Should your product be something that
appeals to the senses, if you're selling soups, ice cream,
smokes, chewing gum, perfume, candy, in fact, any prod -
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uct that appeals to the taste, smell, appetite, etc., get that
smiling quality into your voice. Make your words smile,
Remember, when we are pleased about something we smile,
and when we are displeased, or if something strikes us as
distasteful, we frown., Obviously, if you wish to sell the
merits of a rich, satisfying smoke, or a creamy, delicious
ice cream, or the mouth-watering goodness of acan of soup,
or the glorious, thirst-quenching refreshment of anice-cold
bottle of pop—smile, and play it '"for real!'" To help you
with interpretation, ask yourself six simple questions ?What
product? Sex of listener? Age group of listener? Subdued
delivery? Medium sell? Hard sell?

DEVELOPMENT TAKES TIME

If you feel somewhat concerned about trying to remember
the techniques already given you, and those to come, let me
assure you right now that all the techniques will merge
eventually to produce that professional sound, much the
same as the many mechanics of operating an automobile
come perfectly natural to you as an experienced driver.
Each movement is performed almost involuntarily in con-
sequence of an impulse—a reflex action. Your eyes spot a
red traffic light, and in a flash the thought is transmitted to
the motor mechanism of the brain and the muscles of your
foot lift it onto the brake pedal for a safe stop. You need
not stop to give consideration to whether or not you should
bring your car to a halt and how to do it, You simply do it.
Likewise, with announcing techniques. There will come a
time in your development when you will no longer be con-
scious of projection, injecting your personality, making
pauses inthe right places, using an upward or downward in-
flection, interpretation, characterization, etc. You will
have developed what might be called a reflex pattern. Just
when this time will come is entirely up to you and how well
you apply yourself to your studies, I think it's worthy of
note here to clarify an important point.

When studying an art, whether that art is music, painting,
ceramics, singing, dramatics—any art, it is a process of
orderly development of the mental and physical counterparts,
rather than the gaining of mathematical genius. The musi-
cian must study for hours on end, daily, for many years
before he reaches virtuosity. Any great skill in the prac-
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tice of the fine arts demands patience, dogged stick-to-it-
ive-ness, daily application, and a relentless thrust forward
toward success. But what a richly-rewarding experience
such success can be!

The engineer, too, with his facts and figures, finds him-
self in a demanding profession. As does the announcer or
newsman, he must resolve to maintain the determination
and perseverence to succeed -come what may. The pointI
wish to make here is that the process of the development
of the artist and his talents is an entirely different one from
the development of the scientific mind and its relations and
properties of numbers, solution of equations, continued
fractions, polynomials, and such. The jargon of the elec-
tronics engineer —although intriguing—does fascinate me,
despite the factthatI lean toward the arts. I hold a deep ad-
mirationforthe radio engineer and his rare ability to glance
at a schematic diagram to troubleshoot a technical difficulty
and find the culprit at first try. The artist must remember
that his development must be one of orderly progression.
He cannot cram. Nature simply will not be rushed. The
musician knows this all too well.

Yes, talented indeed is the broadcaster who can qualify as
both artist and scientist—announcer and first-class engineer
—and turn in an admirable job all around. I have known only
a few such men during my career. As a coach I have seen a
number of excellent engineers make good as announcers;
then again, some of them, it would seem, did not have that
artistic capacity. As to announcers desiring an electronics
background, some required two and three tries to get their
third class permits. It would seem that engineering and
announcing aren't overly compatible. I know of a few highly-
skilled radio engineers who, if they could, would rather be
behind the mike, whereas several of my students have told
me they took FCC examinations for radio-telephone permits
only because they had to in order to work for a transmitter-
studio operation, or to gain some security, or to supple-
ment weekly incomes, but not because they especially cared
for engineering work. So it goes.

Whether you wish to study announcing first or get your
radio-telephone license as a starter is up to you; however,
I would suggest that you avoid getting involved in both
courses of study at the same time. Both are time-consum-
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ing, and unless you can devote full time—day in and day out
—to your studies, your best bet is to decide on one branch
of broadcasting for study at a time. Preceding Chapter 1
there is a tried-and-tested practice schedule for you, for-

mulated to produce maximum results in the shortest amount
of time,
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CHAPTER 8

Make Them Believe You

It's easy to make your listener believe you, but you must
remember this rule: Your listener will believe in you and
in what you say only in proportion to how much you believe
in your product and in what you say about it; in other words,
it all depends on how much you believe in yourself! Please
remember that well —it's the keynote of successful broad-
casting. You cannot fool your listener! Ask any top-flight
pro, he knows. Your voice will reveal your emotions with-
out your being aware of it. Your voice will expose your
true feelings —turn informer. As one famous radio and TV
veteran puts it: Voice and appearance are important, but
even more important is belief in your product. When an
announcer believes in his product, that belief is sostrongly
conveyed to his audience that they believe what he says.

You must be an actor—and be a good one, too. Justas an
actor studies the character he must portray in order to be
convincing and believable in his role, so you, the announcer
and newsman, must study your material. To rush headlong
and unprepared into reading copy on the air before you have
had a chance to acquaint yourself with the mood and inter-
pretation of the subject matter will amount to little more
than parrotting a page of words —meaningless and ineffective.
True, you may be an excellent sight reader, in itself quite
an admirable accomplishment, but still it's necessaryfor
the broadcaster to create and transmit word pictures —not
mere words. You must sound convincing in your delivery,
and that desired quality isn't something to be slipped on and
off like a mask. That conviction must come from within

yourself!

CHARACTERIZATION AND COLORING

Your imagination must be put to work. Conjuring up men-
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tal images of your product, news happening, or service,
you must "observe'" all its fine qualities, You must see
these images in your mind's eye, precisely the way the
sportscaster observes the action on the field. These images
must appear real to you. Certain feelings about your pro-
duct or service must be established within yourself, "Feel"
the delicate texture of imported tapestry. 'Hear" the snap,
crackle and pop. "Smell' the aroma of rich coffee. ''Enjoy"
the exotic fragrance of an East Indian perfume. ''Taste" the
creamy goodness of fine ice cream, "Sip" the taste-tempt-
ing goodness of nutritious chicken noodle soup. Mmm-mm,
how that wispy curlycue of chickeny steam entered your
nostril and tantalized your taste buds., Also "inhale" the

"In your mind*s eye “see" your product,
"taste” it, "smell" it,"
rich aroma of longer-aged tobaccos, and "observe' the

elegance, styling, and good taste of French provincial furn-
iture.

SPEAK IN "LIVING COLOR"

The world is now color conscious—colored cars, colored
snapshots, colored homes, gaily-colored clothes, and color
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television. Even supermarket sales have soared now that
manufacturers utilize color in packaging. Yes, the trend is
to color and more color. Science has established the fact
that colors radiate a vibration; each shade and hue emits a
distinct vibration of its own. Hospitals have experimented
with a variety of colors and now use green freely in wards
and operating rooms because of its restful and relaxing in-
fluence on the mentality.

The use of color in speech is justas effective as the use of
color in any other form of merchandising. For example,
if your product is a new tire guaranteed skidproof under
any and every condition, then, in a flash, "'see" a speeding
car racing into the foggy night. Suddenly, a sharp turn!
The driver panics. He jams on his brakes and brings the
car to a safe halt—without a skid. You are amazed! You
have used your imagination to convince yourself of the skid-
proof qualities of this new tire. In your mind's eye the
tires did more than merely grip the road —they brought the
carto a stop almost immediately, and it is this feat that you
must make your listener see by creating a vivid word pic-
ture:

"These new, amazingly different WOODWARD
tires are wunconditionally guaranteed to
GRRRRIP . . . the road under any highway

condition. Don't you owe itto yourself and the
safety of your loved ones to rideon WOOD-
WARDS. Sure, you do! WOODWARD tires
GRRRRRIP . . . the road!

This is speaking in living color! This is truly communicat-
ing your feelings about this fine automotive product, the
projection of a word picture, alive and in motion! Take an-
other example: The product this time is ice cream . . .

GORDON'S ice cream. Picture a dish of this melting good-
ness, overflowing like a volcano with pure, white marsh-
mallow and topped with a bright red maraschino cherry.
Looks good, doesn't it? And it tastes as good as it looks!
Mmm . . . thetastiest, creamiest ice cream in the WHOLE
WORLD! Your mouth should water—and probably it does,
because you're convinced! Now, do a convincing word pic-
ture on the following spot.
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" ... and here is ice cream at it's finest.
Creamy (CREEEAMY), delicious (DEEELI-
CIOUS), good tasting and good for you. Yes,
tonight enjoy the real (REEEAL) fruitflavors

. . twenty-four of them in GORDON'S ice
cream! It'smm-mmm good! GORDON'S ice
cream for those who want the very best!"

If you're about to sell a mouthwash—make them believe you!

"If you think it's bad breath holding you back,
don't take chances! Give MINTGLOW a trial.
You see, MINTGLOW is guaranteed todestroy
millions of germs which are the causeof bad
breath. Sure, and MINTGLOW will give you
long-lasting relief. It has that clean
fresh taste. For a bright start tomorrow
morning, gargle with MINTGLOW, , . just to
be sure!

Did you make a picture of a mouthwash that's GUARANTEED
. + . to destroy MILLIONS (not hundreds but MILLIONS) of
germs that CAUSE bad breath. Did you tell them that
MINTGLOW will give LONNNNNG-LASSTING relief. And
that it has a CLEEEEAN, FRESSSSH taste. Did you tell
them that for a BRIGHT (voiced on a high note and sounding
bright) start, gargle with MINTGLOW just to be SHURE ! !
If you did—you made them believe you. This is character-
ization—living color!

To speak in what you may call black and white is ineffect-
ive and makes for a monotonous-drone kind of speech,
Quite the opposite effect is obtained when the broadcaster
makes use of characterization and coloring. It gives your
work that truly, professional sound, Because you, the
radio man, do not have video and color to assist you in put-
ting across your message or projecting a colored word pic-
ture, you must color and characterize your words. It's
that simple--and it really works! I modern merchandising
finds it advisable to use color to increase sales and to at-
tract buyers, doesn't it make good, common sense for the
commercial announcer to use the same technique. It cer-
tainly does! Once you try this coloring and characterization
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treatment, Ipromise you'll never again speak in monotonous
black and white,

SET THE MOOD

The musician uses notes to create tone poems, waltzes,
rhapsodies, symphonies, and so forth. You, the broad-
caster, regardless of your specialty, use words toconstruct
phrases and sentences to communicate pictures in the form
of conversation. Remember, effective announcing is simply
professional conversation., The musician through theclever
manipulation of his lips, bow, fingers, and interpretation
makes his audience "'see' a group of dancing fairies, happy
elves at play, theserene atmosphere of a monastery garden,
the babbling voices in a Persian market place, the fro-
licking antics of a grinning clown, the depressing gloom of
a funeral dirge, the impending danger of flash fire, sorrow,
remorse, love, hatred—all kinds of musical pictures.
Yours, too, is such a creative art, If you're not express-
ing yourself to the fullest, by all means do so this very day.
Let's do so right now, Practice with the following descrip-
tive words:

smooth  pronounce it SMOOOOOTH

amazing " " AMAAYYYZING!!!
gripping " " GRRRRIPPING
astonish " " ASTONNNNISHING! !!!
cooling " " COOOOLING

clean u " CLEEEAN

sparkling " " SPAAARRRKLING! !
wonderful (i (] WONNNNDERFUL! ! 1!

Atthe close of this Chapter you'll find exercises, which will
benefit you greatly, for the development of this technique,
Make a list of descriptive words of your own and practice
them daily until coloring and characterization come per-
fectly natural,

As you develop, though, care must be taken so that you
don't go to extremes. You should color effectively, yet in
light shades of color. Think of the proper application as
you would tint a snapshot. Color film manufacturers
recommend that color pictures be taken in open sunlight,
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rather than in shadows. The latter condition producesdark,
muddy colors. Color the word as you, personally, feel it
should be colored or characterized. For instance, agentle
upward inflection on the word 'remarkable" will convey
your feelings. There is no need to increase volume—the
upward inflection will take care of that. However, if you
are using a hard-sell approach on the following commercial,
the descriptive words must be emphasized:

"You've never seen such an amazing, such a
remarkable, truly outstanding buy inall your
life. Yes, and this new refrigerator never
requires defrosting! Unbelievable ? Maybe so,
but . . . "

"Make your word picture live...
speak in living colorl"

Now, read it again, but this time really lift—hit the words,
amazing, remarkable, truly outstanding, all your life, Hit
each one with a momentary pause between them: all . . .
your . , . life! Also lift the word "unbelievable' and leave
it up there with a big question mark:

UNBE

In other words, you must use your own discretion as to how
much you should characterize or color words and phrases;
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it depends upon how much of an impression you wish to
make upon your listener. Butplease, never resortto shout-~
ing at your listener. That's precisely why we use charac-
terization. When you give your words character and color,
there's no need to overplay or go hammy. Don't do it with
volume —do it with your technique of characterization and
simply speak in living color!

Whenever you use two adjectives in succession, a <ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>