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Procnavyt PoLICIES OF THE

A Statement to the Public, to Advertisers
And to Advertising Agencies

As radio broadceasting expands its andience and angments
iy influence, there derolves npon the broadcaster and the
frrogram spownsor an ever greater responsibility,

Similarly, as radio continues fo become a more infimate
Jorce i the Lives of peaple. they tend to be nmore sensitive
fo broudcasting they like and to broadcasting they do not
fike. It is incumbent npon the broadcaster coustantly to
exaniine general policy so as to assure steady progress in
beilding and holding radio’s andience. Such watch{ulness
serves the interests of the wudience. of the wdvertiser, and
of the broadcasting companies alike,

The Colimbia Broadceasting Systewr has given particular
consideration to recent trends in two general types of cou-
mercial program: those which are designed for children,
andl those involving nnpleasant discussions of bodily func-
tions, bodily symptoms. or other matters which siuilarly
infringe on good taste. L addition, as a result of expressed
puoblic tuterest, careful stndy bas been given to the amonnt
of time that shounld be wsed by sponsors for their adver-

tising niessages.

CHILDREN'S PROGRAMS

Wide variations in viewpoint exist
among parents as to programs which
they regard as suitable for their children
to hear, and simifar differences exist be-

tween parents and children. The same
divergence of opinion s frequently
found among authorities.

Commercial sponsors of broadcasts

addressed to children are devoting great
effort and much money to creating pro-
grams that merit the approval both of
child and parent. It is also true that
there have been instances of poor judg-
ment and careless execution. To elimi-
nate such faults would be gratifying to
all those who feel a deep responsibility
for the rearing and education of impres-
sionable youth,

The Columbia Broadcasting System
has no thought of setting itself up as
an arbiter of what is proper for chil-
dren to hear; but it does have an edi-
torial responsibility to the community,
in the interpretation of public wish
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and sentiment, which cannot be waived.
In accordance with this responsibility
we [ist some specific themes and dra-
matic treatments which are not to be
permitted in broadcasts for children.

The exalting, as
sters, criminals and
allowed.

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

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

Programs that arouse harmful nervous reac-
tions in the child must not be presented.

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

Recklessness and abandon must not be false-
ly identified with a healthy spirit of adventure.

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

Dishonesty and deceit are not to be made ap-
pealing or attractive to the child.

modern  heroes, of
racketeers  will

gang-
not  be

We realize that distinctions in aes-
thetic values and feeling which may be
wholly obvious between two given
treatments of dramatic material cannot



always be easily specified in words.
Thus, for instance, it is not easy to cap-
ture in definition the fine distinctions
between the pure fantasy which com-
prises some of the world’s greatest lit-
erature for children, and the fantastic
distortion of realities which is unsuitable
for a youthful audience. None the less,
the differences between these forms of
entertainment become rather obvious
when the two are compared side by side.

A program for children of elementary
school age should offer entertainment
of a moral character in the widest social
sense. |t should not obtain its enter-
tainment value at the cost of distorting
ethical and social relationships in a
manner prejudicial to sound character
development and emotional welfare.

In general, it is worth noting that the
literature for children which continues
to find their favor through many genzra-
tions offers heroes worthy of the child’s
ready impulse to hero worship, and of
his imitative urge to pattern himself
after the hero model. Such literature,
whether created 100 years ago or writ-
ten today, succeeds in inspiring the child
to socially useful and laudable ideals
such as generosity, industry, kindness
and respect for authority; it opens doors
into wide worlds that may be reality or
fantasy, but are in neither event ugly
or repellent in aspect; it serves, in ef-
fect, as a useful adjunct to that educa-
tion which the growing and impression-
able child is absorbing during every
moment of its waking day.

It is our hope and purpose to stimu-
late the creation of a better standard
in children’s programs than has yet been
achieved.

ADVERTISING WHICH DIS-
CUSSES INTERNAL BOD-
ILY FUNCTIONS,
SYMPTOMS, ETC.

The Columbia Broadcasting System
has concluded, after sericus considera-
tion, to permit no broadcasting for any
product which describes graphically or
repellently any interna! bodily func-
tions, symptomatic results of internal
disturbances, or matters which are gen-
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erally not considered acceptable topics
in social groups.

This policy will specifically exclude
from the Columbia Network not only all
advertising of laxatives as such, but
the advertising of any laxative proper-
ties in any other product. It will fur-
ther exclude the discussion of depila-
tories, deodorants, and other broadcast-
ing which, by its nature, presents ques-
tions of good taste in connection with
radie listening.

Many programs containing such ad-
vertising in the past have offered enter-
tainment of great merit, judged by the
strictest standards.

Cn the other hand, many people pre-
fer not to hear such advertising over the
radio, regardless of the excellence of
the program. The reason for this view-
point is obvious: radio broadcasting is
heard by mixed and assorted groups of
all kinds, in the home, in restaurants,
and in public meeting places. In cer-
tain groups a listener may find it dis-
tasteful to hear a discussion of some
subject which under other circumstances
he finds wholly fitting and proper.

Similarly, we realize that the per-
sonal and often intimate quality of the
human voice, radio’s medium of przsent-
ing its sponsors’ messages, forbids dis-
cussing subjects on the air in a manner
which might be whelly acceptable when
read in type.

COMMERCIAL
ANNOUNCEMENTS

In the last several years advertisers
and agencies have themselves been re-
sponsible, in many instances, for the
discovery that brief and skillful handling
of the commercial announcement—
rather than obviously excessive and in-
sistent sales talk—creates effective re-
sponse and universal commendation and
good will,

The Columbia Broadcasting System
recognizes, with many advertisers and
with the public, the desirability of
avoiding advertising announcements that
are too lengthy or too frequent.

As a result, numerous advertisers
have condensed their sales announce-



ments to a marked extent, to their own

satisfaction and the demonstrated ap-

proval of the listening audience.
EVENING PROGRAMS

A maximum of 10 per cent of the
total broadcasting period may be de-
voted to the sponsor’s commercial an-
nouncements, including contests and
offers, on programs broadcast after 6:00
P.M. This applies to all full-hour pro-
grams, three-quarter hour programs, and
half-hour programs. A single exception
to the 10 per cent ratio will be made
on quarter-hour programs, on which an
additional allowance not to exceed 40
seconds will be made in recognition of
the fact that the short program neces-
sarily requires as much time as the
longer one for routine identification an-
nouncements.

The following table shows, in minutes
and seconds, the maximum amount of
commercial talk which will be permitted,
under these [imits, on programs of
various lengths broadcast after 6:00
PM.:

Full-hour programs:
Al commercial annowrcenients not to
total more than
6 minutes

Three-quarter hour programs:
Al comniercial amionnceiients Nof to
fotal more than
4 minutes 30 seconds

Half-hour programs:
All commercial anmouncenients Hor to
total more than
3 minutes

Quarter-hour programs:
All commercial amonpcenients vot to
total more than

2 minutes 10 seconds

Unpleasantly rapid delivery of the
sales message, to effect a crowding of
excessive material into the period al-
lowed for the commercial announce-
ment, will not be permitted.

DAYTIME PROGRAMS

The Columbia Broadcasting System
has decided on a lesser curtailment of
the amount of advertising in daytime

programs for a number of reasons. Pro-
grams broadcast during the morning and
afternoon hours serve vast numbers of
women as a medium of useful informa-
tion. Many of these programs are edu-
cative in both cultural and practical
fields. Many of them offer valuable
help in solving household economic prob-
lems, discussion of which requires more
detailed statement of the sponsor’s ser-
vice or product. To deprive the day-
time listener of such discussion would
subtract from the broad usefulness of
radio broadcasting.

Sponsored programs in the daytime
will accordingly be allowed a maximum
of 15 per cent of the total broadcast
period for commercial announcements,
with an additional 40 seconds on the
quarter-hour program.

PUBLIC ACCEPTANCE

We are satistied that the best
thought of many leading advertisers as
well as of the broadcasting industry is
reflected in these policies. They set
higher standards than broadcasting has
attempted before.

We have adopted them after years of
experience and careful consideration of
every aspect of the problems involved.
For these new policies, we ask the full
cooperation of the public, the advertiser
and the broadcasting industry.

BASIC ADVERTISING
POLICIES

The three important new policies set
forth in the foregoing statement repre-
sent an extension of basic Columbia
policies with which advertisers and ad-
vertising agencies have long been famil-
iar, and which have served to maintain
commercial broadcasting on the Colum-
bia Network on a high ethical plane.
These basic points of policy, most of
which have been in effect since the in-
ception of the Columbia Network, are
here re-stated:
claims  foi

1. No false or unwarranted

any
product or service.
2. No infringements of another advertiser's

rights through plaglarism or unfarr imita-
tion of either program idea or copy.
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No disparagement of competitors or com-
pettiive goods.

No lottery or “drawing contest.” No con-
test of any kind in which the public is
unfairly treated.

No programs or announcements that are
slanderous, obscene, or profane, either in

theme or in treatment.

No ambiguous statements that may be mis-
leading to the listening audience.

Not more than two price mentions on a
15-minute program. Not more than three
price mentions on a half-hour program. Not
more than five price mentions on a full-
hour program.

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

No appeals for funds.

No testimonials which carnot be authenti-
cated.

e { @R

No continuity which describes repellently
any internal bodily functions or symptomatic
results of internal disturbances, and no
reference to matters which are not consid-
ered acceptable topics in social groups.

No use of broadcasting time except for
direct or indirect advertising of goods or
services.

No advertising matter, or announcements,
or programs which may, in the opinion of
the System, be injurious or prejudicial to
the interests of the public, the System
and/or its affiliated stations, or honest ad-
vertising and reputable business in general.

The System may waive any of the foregoing
regulations in specific instances if, in its opinion,
good broadcasting in the public interest is
served.

In any case where questions of policy or in-
terpretation arise, the Agency should submit the

same to the System for decision before making
any commitments in connection therewith.

Stations Owned and Operated, or Leased by the

WABC New York ...................
WBBM Chicago .....................
WBT  Charlotte, N. C............ ...
WCCO Minneapolis ..................
WJSVY  Washington ... ... .. .. ...
WKRC Cincinnati ...................
KMOX St Louwis ....................
KNX Los Angeles .................
WEEl  Boston ............. .. . ...

CBS also has an FCC application pe
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ROADCASTING SYSTEM

and operated by CBS.

and operated by CBS.

and operated by CBS.

and operated by CBS.

and operated by CBS.

and operated by CBS.

and operated by CBS.

and operated by CBS.

Owned by Edison llluminating Co.
Leased and managed by CBS.

nding to lease KSFQ, San Francisco.





