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/s American

Gen. Charles Saltzman

ACK in 1920 when radio
broadcasting was first intro-

duced, the “problem” of
who would ultimately pay
for it was immediately recognized.

Doctors, lawyers, communication
magnates, editors, magazine and
newspaper publishers, and many

others, puzzled by the thought that,
though this new medium was en-
tirely worth while, it might be dif-
ficult to locate a sugar daddy who
would keep it in a suitably luxuri-
ous fashion, drew up many pro-
posals.
© Some very bizarre prophecies
were made and some very interest-
ing conjectures were entertained by many of the political big-
wigs because they recognized in radio a particularly strong
1 in carrving their story to their constituents.
circles there is a very rapidly growing tendency
tes that there are some who consider our method
e broadcasting situation most unsatisfactory.
established a broadcasting policy which is com-
from ours and, although it may serve England
we have our doubts about that—it would not
in America.
up to the present time, been operating on a
pects is very similar to our own. But
:1 Canadians has become interested
rnment-owned and operated
. similar to the English sys-
o the system we employ.
ituation, prepared for us
pied the rep -ive of Rapto NeEws at Wash-
= = picture of the proposed Canadian

(Says—-

“In England, broadcasting is con-
trolled by one corporation. I have
listened to British broadcasting.
I think that the corporation gives
the public what the corporation
thinks the public ought to hear.”

By Arthur H. Lynch

Canada’s Radio Revolt

“Spontaneous, vigorous and bearing the endorsement of some
of the best men and minds in Canada, is this movement for the
reorganization and nationalization of the Canadian radio broad-
casting structure launched by the newly formed Canadian Radio
League. To American radio listeners, broadcasters and govern-
ment officials it bears tremendous significance, for in some re-
spects it represents a revolt against American broadcasting
practices under what United States Senator Dill has aptly called
‘Radio by the American Plan.

“Ultimate success of the Canadian Radio League’s campaign
will mean the establishment on the North American . continent
of a somewhat modified counterpart of one of Europe’s great
broadcasting systems, the British Broadcasting Corporation.
The plan contemplates government ownership and operation
of the radio, pure and simple, though the Canadian govern-
ment monopoly would be given the powers of a private enter-
prise and kept as free from political sway as is the British
Broadcasting Corporation under its charter.

“Success of what the Ottawa Citizen calls “Young Canada’s
Cause’” will mean, moreover, that there will be established to
the north of this country—but within tuning range of Ameri-
can receiving sets, since the basic
Canadian stations must necessarily
be of extremely high powers to
serve the Dominion’s widely scat-
tered population—a system of
broadcasting free of all advertising
except the more refined forms that
are undertaken, as are most of the
programs on the American net-
works, by the leading national ad-
vertisers primarily for good-will
purposes.

“The Canadian Radio League's
plans do not contemplate eliminat-
ing advertising sponsorship, but
minimizing it. Presumably, al-
though the League’s report does not
say so, the new government broad-
casting organization would be sup-
ported by such indirect advertising
but also very largely by license fees
on receiving sets, as in England.
The British Broadcasting Corporation, however, carries no ad-
vertising whatever. Canadians must now pay an annual re-
ceiver license fee of only $1.

“Practices that have grown up under the American system
are cited over and over again in the Canadian Radio League’s
pronunciamento as ‘horrible examples’ to be avoided in re-
ordering radio in the Dominion. And these Canadians resent
the fact that ‘American stations cover the whole of Canada’ and
that ‘only three out of five Canadian families can hear Canadian
programs.” Ewven the Canadian programs are unsatisfactory,
for ‘the programs of the best quality are few and the majority
of them are mixtures of advertising announcements and phono-
graph records.” Referring as well to Canada’s present 70 broad-
casters as to the American influence, the report remarks:

“‘Canadian public opinion, so far as it may be influenced
by the radio, is in the hands of irresponsible authorities, how-
ever public spirited, and is at the mercy of American chains.’
This indictment is aimed primarily against Canada’s own broad-
casters and incidentally to those in the United States, but the
Ottawa Citizen goes even further in expressing its fears of
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Should we be taxed for radio, as they are in England and as they seem
to wish to be in Canada, or should we continue to let revenue
from advertising foot the bill?
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the American radio invasion: ‘Commercial interests in the
United States are debasing this new gift of engineering science
to the Hollywood level. . . . The Canadian radio field will be
absorbed into the American orbit, just as surely as the motion
picture field has been absorbed, unless there is national action
through Parliament to hold the fort, during the experimental
years ahead, under public ownership.’

“If any American believes that there is little of substance
behind this radio revolt in Canada, let him glance at some of
the names making up the council of the Canadian Radio
League: Louis St. Laurent, president, Canadian Bar Associa-
tion; Col. J. H. Woods and W. M. Birks, past presidents,
Canadian Chamber of Commerce; Dr. W. Harvey Smith, presi-
dent, British Medical Association; Tom Moore, president,
Trades and Labor Congress of Canada; F. W. Wood, president,
United Farmers of Canada and director of the Canadian Wheat
Pool; Fred N. Southam, president, Southam Publishing Co.;
Gen. Sir Arthur Currie, principal, McGill University; Dr. R. C.
Wallace, president, University of Alberta and the Asso-
ciation of Canadian Clubs; the Rt. Rev. Arch-
bishop Matheson, former Primate of all
Canada, and nearly twice as many more
persons equally prominent. As if their
endorsements were not sufficient, the
Canadian Radio League publishes
a list showing that the leading
national clubs and associations
and several score leading Cana-
dian newspapers are on rec-
ord in support of a national
system of broadcasting for
the Dominion.”

Is Canada Wrong?

Amos

We wonder just how famil-
iar the gentlemen suggesting
this radical departure are with
actual conditions in the ether
as they affect the average
listener-in and how well they
are qualified to act in a .broad
and impartial manner in this work.
We fear that a large percentage of
them may well be placed in that
group of individuals who are
amply supplied with this
world's goods and who are im-
bued with a viewpoint which
we believe to be extremely
conservative. We wonder how
many hours a day these gentle-
men listen to broadcast pro-
grams, if they listen at all.
Isn't it very likely that from
their very stations in life we
can assume that they are one
with correspondingly wealthy

.,
reasons P
the case of Amos 'n’

ville houses until

What are the rights of broadcasters against thea-
tres, dance halls, hotels, railroads who use their
programs to attract the public for commercial
Louis G. Caldwell, former general
counsel for the Federal Radio Commission, cites
Andy, whose popularity
threatened the box offices of theatres and vaude-
those resorts
speakers and offered the noted black-face team
as added attractions, advertising the fact.
advertiser who paid heavily for the program did
not even have the satisfaction of receiving credit,
Mr. Caldwell notes, for the theatres tuned out
the advertising part of the program

conservatives here who believe that there is no enjoyment to
be had from a radio receiver because whatever good might
come from it is overbalanced by the unwelcome and more or
less blatant ballyhoo for someone’s soap, lipstick, cigarette,
flesh reducer, or what not?

There is much to be said for their position and we agree
that a great many of the broadcast programs forced into the
American homes would create a very much more friendly atti-
tude toward their sponsors if the proportion of advertising-to-
entertainment were not only materially reduced but the charac-
ter of the advertising itself very completely altered.

Examples of good and poor types of advertising programs
may be heard almost any night. Our contact with the listen-
ing public, particularly those who take their radio listening
seriously, indicates that a perfectly delightful entertainment
feature can be made to produce extremely bad will by the in-
jection of advertising material which the audience itself be-
lieves to be in poor taste. This contact with the listener-in

also indicates very definitely that the old-fashioned
bugaboo built around direct advertising need
no longer be feared. Doubtless the average
listener-in would wvery much rather hear

a very brief but at the same time very
well-placed piece of direct advertis-
ing than have forced on him the
very thinly veiled, and generally
most futile attempts at stage
setting and transparent dis-
guise designed to introduce

air advertising by what radio

script writers believe to be

subtlety.
What They Do in
England
In order that we may

have a much more compre-
hensive idea of what broad-
casting conditions are like
_abroad, so that we may not
judge too harshly the efforts in
this country, it is interesting to
observe what is happening in Eng-
land, where a system somewhat simi-
lar to that proposed for Canada

has been in use for several
years. The British Broadcast-

ing Corporation is a broadcast-

ing monopoly operated under a
special Government charter.
E\'cr_\' user of a radio receiver

in England must pay an annual

tax of two and a half dollars.
The income derived from this

is split between the Govern-
ment, for relief of taxation,

the (Continued on page 828)
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Post Office and the British Broadcasting
Corporation; the largest proportion going
to the last. The sum received by the
British Broadcasting Corporation is used
for the financing of the broadcasting sta-
tions, the executive organization necessary
for their maintenance and the payment of
regular broadcasting talent. The entire
broadcasting situation in that country is
controlled by a “board of governors’—
a carefully chosen and comfortable col-
lection of “public-spirited” people (inci-
dentally quite well paid) who virtually
leave nearly everything in the way of
policy to the administrative chief, Sir
John Reith, a man of dominating per-
sonality and intense views on certain sub-
jects which some consider almost fanati-
cal.

No advertising is permitted on a Brit-
ish Broadcasting Corporation program
and as the particular gentleman in control
is generally considered to be keenly in-
terested in church movements of one kind
or another, he is opposed to certain types
of broadcasting on Sundays. As a matter
of fact a typical Sunday broadcasting
schedule is very illuminating to us in
America. who, at almost any hour of that
particular day would have our selection
of practically any kind of broadcast en-
tertainment, even up to a very late hour
on Sunday night or, if we must be tech-
nical, Monday morning. Here we have a
summary of what the English listener-in
may expect from the English stations on
this holy day.

No programs until 3 p.m. except on
very special occasions.

3 to 4 p.m.—Bach Church Cantata (no
alternative).

4 to 4.15—Service or “talk for the
children.”

4.15 to 5.30—Classical Music or Cham-
ber Music Concert.

5.30 to 6—Bible Reading (no alterna-
tive).

6 to 8—Dead silence.

8 to 8.45—Church Service (no alterna-
tive).

8.45—Good Cause Appeal (no alterna-
tive).

8.50—News Bulletins (no alternative).

9 to 10.30—Light Classical Music (al-
ternative).

10.30—Epilogue (short religious serv-
ice).

10.50—Close-down.

Dance Music is Absolutely Prohibited
on Sundays.

Just outside London there is a twin 50
kw. transmitter designed to give London
two alternative programs of equal strength
and contrasted in program matter. On
Sundays, except for concerts in the after-
noon and .evening, the two programs wil!
be identical or only alternative as regards
the religious services.

By Arthur H. Lynch

(Continued from page 779)

As a consequence, during the silent pe-
riod of 6 to 8 p.m. several European sta-
tions.put on programs paid for by Eng-
lish firms, the programs being announced
in English in addition to the local lan-
guage.

The statement that no advertising is
permitted “must be taken with a grain
of salt, in very much the same way that
it is generally supposed that the political
party in power will not use local broad-
casting stations to further its own polit-
ical ends. To imagine for a minute that
there is no advertising on English air pro-
grams is pure hallucination. Two exam-
ples will suffice to illustrate this point.

H. M. V, which is. the English abbre-
viation for “His Master’s Voice,” an or-
ganization somewhat similar to the old
Victor Phonograph Company in the Unit-
ed States, and the other leading record
companies, supply the British Broadcast-
ing Corporation with phonograph records
which are incorporated as part of the
broadcast programs; full announcements
of the names, makers of the record and
the actual catalogue number and label,
often follow the reproduction itself. Of
course this is not considered advertising
because the various companies do not pay
for it. But we know just how long that
sort of thing went on in this country be-
fore the broadcasting stations began to
demand a consideration from the record
manufacturers.

A certain newspaper in England has
several fealure wrilers on its staff who
appear before the microphone periodically
and discuss in a very familiar fashion the
same things that are discussed in their
sections of the newspaper. Their identity
is not concealed and the fact that they
are associated in such and such capacities
with such and such a newspaper is made
equally clear. In the English sense this
is not advertising but to do the same
thing in this country it costs some of our
national magazines and some of our news-
papers a very tidy fortune. Single acts
from plays are also broadcast with full
acknowledgment.

So much for the broadcasting itself and
in this connection it seems to us that a
system of this kind controlled by a com-
paratively small group of individuals who
may or may not have a particularly ac-
curate viewpoint of the manner on which
this important subject of public relations
should be based, could be brought to a
point, if it has not already been, where
extremely unfair business practices might

result because of the friendliness of the
control board with certain broadcasters
and its possible unfriendliness to others.
In other words, we see in this system
the possibility for flagrant partisan abuses
which we feel are materially minimized by
the American system even though there
may be some objection to some details in
the latter.

The situation is ably summed up by
General Charles Saltzman, chairman of
the American Federal Radio Commission.
2z follows: “In England broadcasting is
controlled by one corporation. I have
listened to British broadcasting. I think
that the corporation gives the public what
the corporation thinks the public ought
to hear.”

An interesting sidelight on the English
situation may be drawn from the fact that
certain progressive business houses in
England have realized that some of the
programs coming from France and other
parts of the world are securing an in-
creasing English audience. In certain in-
stances some of these programs are con-
sidered to be better than the programs
sent out from the English stations. This
is particularly true during hours when
people would normally like to have some
radio entertainment provided by their
local stations but find it is not forthcom-
ing. Realizing the importance of this
situation some English merchants have
contracted for advertising time on the
air with foreign stations whose programs
reach England in a satisfactory fashion.
As a matter of fact, a great many English
listeners satisfy themselves with programs
from the ‘United States which they are
able to receive on short waves. We do
not believe it impossible or improbable
that some adroit English advertiser, like
Sir Thomas Lipton, would find it imprac-
tical to purchase time on the air with one
of the American short-wave stations for
the advertising value such a program
would have in England. In direct con-
trast to this situation, it is doubtful that
our own system for financing our broad-
casting is so completely bad as some mis-
informed extremists are wont to have us
believe.

Needless to say, an experiment of this
nature in the United States would not en-
joy the lingering death for which our noble
experiment in temperance is now making
us appear ridiculous in the eyes of most
of the world.

In certain circles, particularly circles
outside of the advertising profession it-
self, various attempts have been made to
bring about advertising censorship in very
much the same fashion that censorship of
almost every other type has been sug-
gested at one time or another. As a gen-
eral thing, the individuals or groups be-

(Continued on page 840)
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hind movements of this character have
been of the same honest but misguided
zealots blessed with a superficial knowl-
edge of a particular subject combined
with a complex for imposing their likes
and dislikes upon the rest of us.

Most of them seem to forget the fact
that we have radio censorship at present.
In fact, radio programs are more com-
pletely censored than any other type of
entertainment. In the final analysis, the
success -of any particular program {ea-
ture sponsored by advertising depends
upon the manner in which it is accepted
by the listener. If it is pleasing. the
audience will increase; if it is displeasing,
the audience dwindles rapidly. As a gen-
eral rule the success of advertising pro-
grams in this country is judged by the
“box-office receipts.” There are a great
many instances where the phenomenal
growth of certain business organizations
can be traced directly to radio broadcast-
ing. On the other hand, the selection of
mediocre broadcast material by an ad-
vertising agency lacking in experience and
in a realization of the critical viewpoint of
the listener-in, have resulted in the ex-
penditure of huge sums for the production
of most unsatisfactory returns. We need
no other form of censorship than the very
formidable weapon found in the simple
single tuning dial on the average radio
receiver. The listener is absolute master.

The success of advertising by air de-
pends in no 'small degree upon the an-
nouncer who introduces and acts as mas-

| ter of ceremonies for the program. There

are some perfectly marvelous announcers,
but there are many who irritate most of
us almost beyond words. We find a very
apt summation of these gentlemen in a
recent copy of The New Vorker, which
we quote for your edification and to which
we subscribe most heartily:

“Somewhere in the past we have met
radio announcers before—somewhere ra-
dio announcers came into our life, long
before the radio. The sound of their
voices touches a familiar chord in mem-
ory. We know what chord it is, too;
radio announcers are the little boys of
twenty years ago who used to delight
their grammar-school teacher by reading
‘with expression.” That's it. How well
we remember them, the little sissies. Half
the time they didn’t know the words. but
they read them with expression anyway.
They are still doing it, still raising their
voices on the last word of the sentence in
the ecstasy of putting their personalities
over with teacher. We could have
knocked their little blocks off in those
days. We still can, damn it. Give us
that rock!”

A typical example of the manner in
which a program costing thousands of
dollars for a single hour can fall com-
pletely shy of its mark—and one instance
should suffice, although infinitely more
are available—is found in the reaction to
the recent broadcast of a particularly
popular dance orchestra used in connec-
tion with advertising. During the time
that the band was playing. the music was
so fine that an entire ballroom swayed to

its seductive rhythm. At the conclusion
of one particularly good dance selection,
the announcer broke it with an advertis-
ing harangue. The effect was instanta-
neous and unanimous. The entire ball-
room, filled with people who move in
reasonably fashionable social circles, be-
came babel. Ladies and gentlemen in
evening attire who never could be counted
upon for such action were in the midst
of a complete uproar until the adver-
tising blurb was finished. With the first
few strains of the next number the danc-
ing was resumed. It is doubtful that
more than a half dozen of the sixty or
seventy people in the ballroom were able
to hear anything the announcer said.
Possibly advertising of this nature is ef-
fective, but we believe that such a claim
Lvould be a subject for considerable de-
ate.

Moderation In Our Advertising

We agree that there is room for vast
improvement in the manner of presenting
advertising programs coupled with enter-
tainment features, It seems to us the
height of bad taste to break in on a series
of operatic arias by some golden-voiced
star of world-wide reputation with a
ballyhoo for beds by an announcer whose
voice is semi-effeminate and whose general
demeanor before the microphone is com-
pletely devoid of personality and ob-
viously effected. Instances of this char-
acter go a long way toward bringing about
the criticism which is brought down so
strongly upon the broadcasting stations
themselves, the announcers and the ad-
vertisers who use them. It would seem
that even a superficial study of mass
psychology would penetrate the apparent
mental void of the more self-satisfied and
self-opinionated advertising folk who may
be successful in other fields of advertis-
ing, but who are actually placed at a han-
dicap in dealing with an ether advertising
program.

In-some instances there appears to be
a fairly good reason for the continuance
of advertising policies of this impolite
nature in the return which can be shown
when such programs first come on the
air. But for a long period of time, when
normally sound advertising effort should
be pyramiding its result, we find that the
following of such a policy results in
dwindling audiences, especially when more
acute advertising brains direct a com-
peting program of much the same charac-
ter but with the advertising in better taste
on another chain during the same hour.

Many of the larger advertising agencies
are now specializing on radio broadcasting
and have established regular departments
for the handling of air programs. As a
rule, these departments are operated in
much the same fashion followed in con-
nection with stage presentations. There
is no loss of advertising value and there
is often a building of entente cordiale be-
tween the advertiser and the listener-in.
In spite of the fact that many people be-
lieve that all advertising is obnoxious,

(Continued on page 844)
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clever printed advertising is making many
friends for itself, even among the in-
telligentsia.

Big Business

The National Broadcasting Company
sells advertising time on approximately
seventy-six of the country’s six hundred
odd stations. The time purchased by this
corporation from the outside stations,
which go to make up its chain for pro-
grams sponsored by advertisers, averages
three hours per day. The remaining hours
are sold by the stations themselves; some-
times at a higher rate than the NBC
charges for the same station when it is
used as part of its network.

The revenue derived by the NBC from
advertisers for 1930 is approximately
$18,000,000. This figure includes the rev-
enue from the NBC artists bureau.

The total receipts for the Columbia
Broadcasting System from advertising,
covering the same period, is approximately
$6,700,000. Approximately $720,000 were
spent for talent. This figure applies to
the CBS network of 76 stations.

These programs have given employment
to many thousands of script writers, em-
ployed by the advertising agencies which
handle the programs for the advertisers,
many artists (among whom there are
some whose ability to perform in most
satisfactory fashion before the micro-
phone would not be reflected in anything
like similar remuneration because of cer-
tain characteristics which would make
their performance on the stage or the
screen improbable and in some cases im-
possible), groups of studio managers,
broadcasting station operators and elec-
tricians, to say-. nothing of the many
thousands employed in the sale of time on
the air to advertisers and advertising
agencies.

The importance of this enterprise to
the advertising fraternity becomes appar-
ent, when we consider that 1-5 per cent.
of all of the money spent for advertising
programs goes into the coffers of the ad-
vertising agencies which arrange for plac-
ing the programs on the air. In passing,
we must observe that the advertising
agency which has a clear understanding of
radio as an advertising medium and can
intelligently apply all of the technique
which present-day broadcasting facilities
provide, is in a position to offer an adver-
tising service which we know can be in-
estimably valuable to the advertiser.

Recorded Programs

Another particularly important. new,
but rapidly growing phase of broadcast
advertising, is found in the very marked
development of electrical transcription
which the last year has brought in the re-
cording of entire programs on specially
prepared records or on film. These pro-
grams can be put on at will and make the
entire advertising service much more
flexible. As a typical example of how im-
portant this type of broadcasting is be-

coming, a single large automobile com-
pany placed with one of the record- -pro-
ducing studios a single contract for its
broadcasting requirements for ten weeks
which totaled $800,000. Other important
advertising programs, involving even
larger expenditures, are now being nego-
tiated.

After consider the tremendous strides
that have been made in the radio industry
in this country during the short time it
has been in existence, it seems to us that
we are a little impatient in demanding
perfection so soon. We feel, on the other
hand. that in spite of some of its more
flagrant incongruities, radio broadcasting,
as it exists here today, is on a sound eco-
nomic basis. Its ills are minor ones and
the attempt to convince us that a major
operation is necessary is ill-advised. It
seems to us, also, that if the Canadian
point of view in connection with present
agitation for centralized control in Canada
is likely to have any reflex on American
thought, advertising agencies, advertisers
and broadcasters would do well to utilize
their own facilities in providing the Amer-
ican listener-in with a more complete pic-
ture of the advantages to be gained by a
system such as ours and the disadvantages
which might follow the introduction of
any type of broadcasting monopoly, gov-
ernment guided or otherwise, which
would interfere with its normal function-
ing and improvement. Our present sys-
tem, shorn of its shortcomings, is much
better.

“The Mighty Mite”

(Continued from page 319)

either of these adjustments not result in a
definite peaking of the signal, it will be
necessary to remove or add turns to the
coils L4 or L5 until the peaking is ob-
tained within the range of the small mica
variable condensers. It might be men-
tioned at this time that the adjustments
should be made with the tickler coil L6
out of the circuit, as otherwise change in
tuning will be noted on the adjustment of
R9. This is directly due to the change
brought about in the tuned impedance cir-
cuit of V3. After the intermediates have
been adjusted the tickler is again placed
in the circuit. To produce regeneration it
may be necessary to reverse the leads to
the tickler coil. The number of turns
given for L6, while of the proper value
for the receiver made by the writer, may
be found to vary with different receivers.
In any event, the tickler coil should be
of such size as to cause the detector V4 to
nearly break into sustained oscillation
when the resistance of R9 is all in the
circuit.

Suggestions .
Inasmuch as it is believed that this re-
(Continned on page 346)



