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MONEY IN THE AIR

Just how is radio advertising accomplished and how does it
affect radio broadcasting in the United States? Some interesting

facts that bear importantly on these

questions

and their

solutions are brought to light for the benefit of our readers by—

HE growth of broadcast ad-

vertising in the United States

has been tremendous. With-

in the brief period of radio’s existence the vast

amount of time sold on the air and the large incomes

derived therefrom have earned for broadcasting a secure
footing under the classification of “big business.”

This progress was by no means an easy achievement.

Station operators and owners had a real job to develop

and nurture the new field.
There were no precedents
to follow. Obstacles arose
everywhere. And after the
long-sought goal of a profit-
making enterprise was
achieved, the stations found
that in addition to compe-
tion amongst themselves,
they were looked upon by
many news publishers as
invaders in the field of ad-
vertising. VYet, broadcast
advertising soared and,
even through the depres-
sion years, the gross
amount of time sold kept
climbing consistently
higher.

In broadcast advertising,
America has obtained and
maintained world leader-
ship. In the few other na-
tions where commercial
broadcasting is permitted,
radio authorities look to
the United States for for-
mulas and rules for making
their own broadcasting sys-
tems successful.

Yet, despite this achieve-

ment in the commercial

Merle S. Cummings  world,
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the question has frequently
arisen as to whether the broadcasters
were neglecting public service, uplift,
education, entertainment and general interest in their
quest for 'the sponsor’s dollar.

The United States Senate, through a resolution submitted
by Senator Couzens, on January 7, 1932, ordered the Fed-
eral Radio Commission to make a surv ey and report to the
legislative body on the use of radio facilities for commer-

cial advertising.

The resolution sought in-
formation on the feasibility
of Government ownership
and operation of stations.
It sought plans to reduce,
limit, control and, perhaps,
eliminate the use of radio
for advertising. It also
sough definite information
on the use of radio for edu-
cational purposes. In addi-
tion, it requested a vast
amount of statistical data.

On June 9, 1932, the
Federal Radio Commission
transmitted its report in
accordance with the resolu-
tion. The Commission had
previously mailed question-
naires to 607 stations and
received replies from 583
that could be used for the
report.

The report disclosed that
actual investments in
broadcasting as of - Decem-
ber 31, 1931, totalled ap-
proximately $48,000,000.
During 1931, gross receipts
amounted t0 $77,758,048.79
and gross expendltures
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MUSIC’S GOLDEN STREAM FLOODS THE ETHER
The tinkling sounds of money are musical to ordinary ears, but the radio advertiser has a different versiosi; he knows

that music—good music—means money in his pocket.

Therefore the broadcast studios should be the source of the finest

music in the air—if the adwvertisers’ wiewpoint is correct

amounted to $77,995,405.68. The latter sum included $20,-
159,656.07 for talent and programs, $16,884,436.91 for regular
employees, $4,725,168.23 for equipment, and $36,226,144.47 for
miscellaneous expenditures.

With the exception of forty stations owned directly or indi-
rectly by states or municipalities, all of the stations are pri-
vately owned and operated. The stations are divided into four
general classes: “local,” “low-power regional,” “high-power
regional” and “clear channel.” Of the 607 stations, only 389
are authorized to operate simultaneously at night.

The report divides programs into two classifications—com-
mercial and sustaining. The two types are defined as follows:

“A commercial program is a program presented by the sta-
tion for profit. It is sponsored usually by a person or cor-
poration engaged in either the wholesale or retail of merchan-
dise with a view of gaining the good will of listeners and of making
direct sales. The program content usually consists of either or-
chestra, song, drama, symphony, opera or variety, interspersed
with sales talks or a description of the commodity advertised.”

“A sustaining program is a program presented by the station
without compensation and at its expense. Its purpose is two-
fold: (1) It serves as one method
whereby the station can qualify under

phony, opera, variety, literature, science, politics, news, sport
or special events.”

Of the total time used by 582 stations during the survey, 12.52
percent wasused to broadcast educational programs of which 80.04
percent were sustaining. Of the total programs on the air over the
582 stations, 36.14 percent were used for commercial programs.

A group of 187 stations was affiliated with companies en-
gaged in chain broadcasting. It is mentioned that, through
chain affiliations, stations procure program material of national
as well as local interest. This method also brings the best
talent of metropolitan centers to local stations. The two
largest chains are the National Broadcasting Company and
the Columbia Broadcasting System, both maintaining head-
quarters in New York. Both the NBC and the CBS own,
finance, lease or operate several stations in various parts of
the country. The remaining stations are affiliated with the
networks through special agreement.

The report states that any plan for the elimination of adver-
tising from the air would, if adopted, destroy the present system
of broadcasting. The statement is based on the premise that
the present system of broadcasting will be retained. It was
explained that any plan to reduce,
limit and control the use of radio fa-

the public interest clause maintained
in its license and (2) it serves as a
method by which the station seeks to
enlarge and hold its audience and
thereby increase the wvalue of time
available for commercial programs.
The program content usually consists
of either orchestra, song, drama, sym-

cilities for advertising to a specific
amount of time or to a certain per-
centage of the total time used by the
station, must have its inception in
new and additional legislation which
either fixes and prescribes such limi-
tations or specifically authorizes the
Commission to do so under a general

BROADCAST COVERAGE

Above is a map of the Co-
lumbia Broadcasting System
chain throughout the United
States. At left and right, re-
spectively, are the Red and
Blue chain netaworks of the
National Broadeasting Com-
pany
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S=miecd prescribed by that leg-

uopon the use of radio facilities

educational value and rich in en-

plant and all circulation facili-

for commercial advertising.” ties must be handled privately,

S=ce= The report explains this 700 tertainment only in a degree mea-
s s follows: sured by the revenue derived
~Waile the Commission may from the sale of time for purposes
ames the existing law refuse to 600 573 of commercial advertising.”
====w a license to broadcast or This comparison with news-
s=wuke such license because the 2 500 papers is not readily relished by
==racter of program material S publishers who cannot see a fair
22es not comply with the statu- i basis for such comparison.
tory standard of public interest, » 400 Firstly, a newspaper is published
convenience and necessity, there & entirely at private expense. The
I= at present no other limitation g 300 ink, the paper, the mechanical
g
2
z

In order to find whether it €00 entirely financed by the pub-
would be practicable and satis- lisher and not infringing on pub-
factory to permit only the an- 100 licly owned rights or property
nouncement of sponsorship of anywhere. The radio station, on
programs by persons or corpo- 0 the other hand, produces pro-
rations, the Commission wrote 8 RoF 88 § e ioEgh grams at its own (or sponsor’s)
to agencies placing time on the S e e R b e B P expense and broadcasts into the
two networks, asking for their YEAR publicly owned and government-
opinions on this matter. controlled atmosphere. The

The Commission’s comment, BROADCASTING STATIONS IN THE U. S. stations’ only expense is “getting

in part, on this matter follows:

“The American system of
broadcasting is predicated upon
the use of radio facilities as a
medium for local and national
advertising. Upon this use depends the quantity and quality of
commercial and sustaining programs. The competition between
advertisers insures the employment of the best talent available
and a variety in kind of commercial programs. The commercial
programs furnish the principal source of revenue to stations. The
quality and character of sustaining
programs are dependent upon the rev-
enue received from the sale of time
for commercial advertising purposes.
The daily newspaper furnishes a par-
allel: A newspaper can be sold to
the subscriber at a cost greatly under
the cost of production because it is
used as a medium for advertising, and
what it contains of a news, edu-a-
tional, literary and entertaining value
depends almost entirely upon the rev-
enue received from the sale of space
for advertising purposes. Similarly, a THAT FURNISHED REPORTS
radio broadcast station can present 582

sustaining programs that are of great |
NUMBER OF HOURS OPERATED
DURING SEVEN BROADCAST DAYS

the program out.” The station
must make no provision for see-
ing that the programs are re-
ceived. The newspaper, how-
ever, must be distributed
through well-organized channels in order to be successful.

If a reader dislikes a newspaper, he can cease buying it. If
a listener dislikes a program or station, he can tune it out.
But the unwanted program or station may continue to function
on the public channel that may be used for better programs
as far as public welfare is con-
cerned.

Of course, the agencies were vir-
tually unanimous in opposing any
limiting or curtailing of commercial
announcements. Their reasons were
based on good business logic and
sound common-sense reasoning. It
was pointed out that the object of
the air advertiser is to sell more
merchandise. To the sponsor, radio
is just andther advertising medium
that should be in the same category
as newspapers, magazines, billboards,
car cards, etc. The mere announce-
ment of (Continued on page 444)

This chart prepared by the Federal Radio Commis-
sion shows the warying numbers of broadcasting sta-
tions from 1922 to 1932, inclusive

HOW THE AIR IS USED

The chart below shows classifications of the
uses that the ether is put to hourly, day and
night, during a representative week at the
height of the season last awinter. The -chart
is based upon reports from 582 broadcasting
stations in the United States
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HOW TO BUILD, TEST

Radio Construetnon
Library

Including Television and Short-Wave Receivers
3 Volumes, 6 x 9—993 pages, 561 illustrations.

This practical Library includes: PRACTICAL
—The fundsmental principles of radio,
understandable manner. Illustrated with working dia-
grams.  PRACTICAL RADIO CONSTRUCTION AND
REPAIR—Methods of locating trouble and reception
fzults and making workmanlike repairs. Discusses mod-
ern Short Wave Receivers fully,. RADIO RECEIVING
TUBES—Principles underlying the operation of all
remote control

RADIO
presented in an

vacuum tubes and their use in reception,
and precision measurements,

The Library is up-to-the-minute in every respect gnd
fs based on the very latest developments in the design
and manufacture of ecquipment.

10 Days’ Free Examination
Easy Terms

Free Examination Courox

McGraw-Hill Book Company,
330 West 42nd Street,

Send me the new

Inc,
New York
RADIO CONSTRUCTION
LIBRARY, three volumes, for 10 days’ free exami-
nation. If satisfactory I will send $1.50 in ten
days, and $2.00 a month until $7.50 has been paid.
If not wanted I will return the books.

Name ..
Home Address
City and State
Position

3 .
CE T DL T

\g3eee o
REPLACE BURNT-OUT
DEFEC"VE BALLAST‘S

\
and other standard hnes
need ballast Replacement
NOW.

JOBBERS AND SERVICE
ORGANIZATIONS

Send for our plan outlining
Ballast Replacement Market and
Money Making Plan. Also Vol-
ume Control Replacement Data
Book.

CLAROSTAT MFG. CO., INC.
285 N. 6th St. Brooklyn, N. Y.

SERVICEMEN-DEALERS

“Send 25¢ for Our Handbook and Catalog™
Complete Stock of NEW
Radiec Replacement Parts

Hard to Get Parts—We have them.
your repair work for estimate.
‘Grant Radio Laboratories
, Chicago, Il

Send us

Money in the Air
(Continued from page 395)

sponsorship, they believe, would tend to
make the “ad” a good-will gesture rather
than a strong sales effort.

Since the time of the Commission’s report
to the Senate, many changes have taken
place in broadcast advertising.

The most important change of 1932, per-
haps, was the abolishing of restrictions
against price announcements on CBS and
NBC programs. The chains first lifted the
ban on daytime programs and shortly after
lifted the ban on evening programs as well.

William S. Paley, president of the CBS,
prepared a limitation schedule which follows:

“(a) Not more than two price mentions
on a 15-minute program provided that the
total length of all sales talk shall not exceed
one and a half minutes.

“(b) Not more than three price mentions
on a thirty-minute program provided that
the total length of all sales talk shall not
exceed three minutes.

“(c) Not more than five price mentions on
a sixty-minute program provided that the
total length of all sales talk shall not exceed
six minutes.”

The CBS executive emphasized that the
mentioned prices must be of the article or
articles advertised and must be in no sense
competitive or comparative.

In addressing the 1932 Convention of the
Advertising Federation of America, Roy C.
Witmer, NBC vice-president in charge of
sales, urged that all commercial credits on
programs be checked against the following
list of essential requirements:

“1. If straight commercial announcements
are used, do they give the listener some in-
teresting and worthwhile information about
the product?

“2. Do they tell the story in a pleasant
manner ?

3. Are they positive, or do they have a
tendency to belittle a competitor’s story?

“4. Do they ring absolutely true?

“5. If you were actually calling on the
listeners personally, would the same story
be used in the same way? ©

“6. Are they sufficiently untechnical so
that the layman understands and is inter-
ested?

“7. Are they in good taste? Human na-
ture does not like to hear or discuss disagree-
able things unless compelled to.

“8. Does the commercial part of the pro-
graim harmonize in spirit and tone with the
rest of the program?

“g, Is the result of the foregoing check-
ing, a program, or a program “with” com-
mercial credits? It should be a program
full of entertainment and interest from first
to last.”

In the writer’s opinion, one of the greatest
abuses in radio advertising is the disguising
of commercial “plugs” as entertainment.

Commercial theme songs and dialogue ad-
vertising lines in dramatic programs often
hamper otherwise well-conceived programs.
When intelligently handled, the advertising
plug can be put across inoffensively. The
average radio listener is a good sport and is
willing to give his attention to a decent
commercial announcement as his payment
for the entertainment given him. But a
sponsor must not work against his intelli-
gence, lest he forsake the program, the prod-
uct and even the station.

At the time of this writing it is quite cer-
tain that the CBS and NBC will surpass
their 1931 high incomes in 1932. Reports
of numerous independent stations likewise
show increases. Even though the CBS and
NBC had fewer accounts in 1932 than in 1931,
the amount spent by the individual adver-
iser was great enough to help surpass the
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Read Classified Advertising—It Pays .

Advertisements in this section twenty-six
cents a word for each insertion. Name
and address must be incliided at the above
rate. Cash should accompany all classified
advertisements unless placed by an ac-
credited advertising agency. No advertise-
ments for less than 10 words accepted.
Objectionable or misleading advertise-
ments not accepted, Advertisements for
these columns should reach us not later
than 1st of 2nd month preceding issue.
‘" TECK PUBLICATIONS, INC.

222 West 39th St. New York, N. Y.

—
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Correspondence Co urses

USED Correspondence Courses and Educational Books
sold or rented. Inexpensive. Money-back agreement.
Catalog listing 3000 bargains—FREE. (Courses bought).
\Imnmlln I‘x-,- ah, Alabam: .

Fm' Invem‘ms

INVENTORS—Sell your inventions before
Use our legal form for recording proof of
Write W. T. Greene, 956 Barrister Building,
ington, D. C. fate
S st Sl e s .
hwenttans

INVENTIONS, COMMERGIALIZED. Patented or un-
patented. \‘\ule, Adam Fisher Mig, Co,, 278 Enright,
st Louis, '\IO
Szl

FARSREERRIE U EO

patenting.
invention.
Wash-

T

. ]

T S ——
Microphone Repairs
GUARANTEED MICROPHONE REPAIRS—Any make

or Model—24- hour service. Stretched diaphragm  double
button 16-1; 30, Others, $3.00. Single button

repairs, \\ rite for 1933 Catalog th diagrams.
Universal \Iirrop’mn. Co., Lt(l In::Immu:l California.
e P B = s

Patent A ttorne neys

PATENTS, TRADE MARIKS—AIl cases submitted
riven personal attention by & member of the firm. In-
formation and booklet free. Lancaster, Allwine & Rom-
mel, Suite 414, 815 15th 8t., N, W., Washington, D. C.

PATENTS—Advice and booklet free. Highest refer-
ences. Best results, Promptness assured, Watson B,
Coleman, I t Lawyer, 724 ‘lh Street, “a un;.rmn D. C.
I~ L ==

Pocket ]#gr!tos

“Pocket Radio,’
\lmmnl.m

GUARANTEED $2.00.
10e. Neil Tas| ker, l'onnsxl ania,

Radio Er,ber:meuter s Club

Catalogue,

]

JOIN the Radio Experimenter's Club of Canada. Free
Circuits, adviee, ete. American members welcomed.
Write, Secretary 6 Gould Street, Toronto,

MAILING LISTS

Pave the way to more sales with actual
names and addresses of Live prospects.

Get them from the original compilers
of basic list information—up to date—
accurate—guaranteed.

Tell us about your business. We'll help
you find the prospects. No ob-
ligation for consultation service,

60 page Reference
Book and Mailing
LIST" CATALOG

Gives counts and prices on
8,000 lines of business.
Shows you how to get special lists by ter-
ritories and line of business. Auto lists of
all kinds.

Shows you how to use the muails to sell
your products and services. Write today.

R. L. POLK & CO.
Polk Bldg.—Detroit, Mich.

Branches in Principal Cities
World’s Largest City Directory Publishers

Mailing List Compilers. Business Statis-
tics. Producers of Direct Mail Advertising,

TRICKS WITH ELECTRICITY
A

idmb

Make electric lights obey voice, make things spin,

jump, kick, run, vibrate, buzz, shoot, shock, flas

mystify—all by electrmty Make window novelt
floating ring spirit rapping, all kinds amusing
prac d; LC'~ Book tells how to do 200 stunts with
110 volts / Postpaid $1.00.

CUTTING & SONS. 13-B St., Campbell, Calif.

GEARS

In stock—immediate delivery
Gears, speed re
B thrust bearings
Dulleys., e
narrierl

CHICAGO GE-'LR \A-OR.\_
763-773 W. Jacksen Bivd Chacage B
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NOW!
File Your Copies
Of Radio News

THE problem of keeping copies of Radio
News in good condition and preventing
important issues from being mislaid is
solved easily by the use of this durable
magazine hinder,

N respense to many requests from our

subscribers we finally have completed ar-
rangements to supply these binders—in which
twelve issues of Raedio News may be in-
serted for easy reference—at the unusually
low price of $I1.

HIS binder is covered with neat-ap-

pearing, washable fabrikoid. It is
strongly constructed, all in one piece (no
extra parts to become mislaid) and copies
of Radio News may be inserted quickly.
Furthermore, when opened, every page of
the copies inserted is fully wisible.

Here’s How To Get
This Binder Free!

Knowing that many of our readers would
appreciate having one of these binders, we
are_making this limited, special offer: Sub-
scribe to Radio News for 1 year at the
regular  subscription price of $2.50 or 2
's at the money-saving price of $4 and

we will send you this serviceable binder,
postage prepaid, absolutely frec!
subscriptions will be accepted.

Renewal

Supply Limited—Order Today

RADIO NEWS, Dept. 1-B
222 W. 39th St., New York, N. Y.

Enclosed please find $oma .. for which
please enter my subscription to Radio News

1 ¥y $2.50
for (( ))2}}‘:;5% si.00 and send me a
binder free,

If renewal subscription please check ( ).
Enclosed please find $........ for which
please send me binders at the
special low price of $1 each.  (Foreign
price $1.25,)

Name...........
Address, ............ A R %

BTENY o v g o mivans i v State.. ...
Canadian  Subscriptions $3 one year—35
two years. o ~

Foreign Subscriptions $3.50 one year—3$6

two years.

1931 total income, The 1931 income of NBC
was $25,607,041, The same year, the CBS
income was $11,895,039. Both of the totals
should be surpassed in 1932, on the basis of
income the first nine months of the year.
The much larger NBC earning as compared
to the CBS is largely due to the fact that it
includes the “red” and the “blue” hook-ups,
one keyed by WEAF, the other by WJZ.
The CBS chiefly functions as a single net-
work keyed by WABC, although there are
some exceptions when the chain is split for
conveying more than one program simulta-
neously.

As far as the broadcasters are concerned,
there is certainly money in the air! But to
keep on getting it out of the air, the pro-
grams must improve in interest so that lis-
teners will continue to listen!

Modern Auto Radio

(Continued from page 413)

quality of what otherwise would be good
amplifiers,

Returning to the circuit again, we find
the output of the -85 tube is fed through a
coupling condenser and the volume control
to the grid of the —37 tube. This tube is
used as a driver for the two -38’, operating
as a Class A amplifier. This type -38 tube
supersedes the LA type which was used in
the model 7T474 receiver.

While the LA type tube had some excel-
lent characteristics, including a very low
plate impedance, which was an important
factor in adjusting the load impedance for
minimum third harmonic distortion. It was
a filament type Pentode tube and was more
costly to use in conjunction with a vibrator
type power pack. The -38, using a cathode
heater, eliminates the use of additional filter-
ing which is necessary in a filament tube
such as the LA.

The maximum output of this receiver is
about 214 watts, This is a far cry from
the first automobile receivers, which with
their little horns strained and squeaked under
700 milliwatts,

The model 61 differs from the 88 only in
the audio circuit, as shown in Figure 4. The
r.f. circuit is identical with the 88. The out-
put circuit of model 61 consists of a single
—41 tube. This is a new pentode which has
been developed by the Everready tube divi-
sion of the National Carbon Co., with the
co-operation of the Motorola engineers.

The model 61 receiver is designed to sell
at a lower price and to meet the needs of
those who do not require a receiver with
the output of the 88.

Both models are remote controlled by a
unit clamped to the steering column, The
tuning condensers are driven by a flexible
shaft with a pinion gear on both ends. One
end of this shaft meshes with the large gear
on the condenser shaft in the receiver. The
other end engages with the toothed cellu-
loid scale in the control unit. As the gear
ratios are the same at both ends, the scale
is always in exact step with the condensers.

Volume is controlled by a 500,000-ohm
variable resistor in the control unit. The
power is controlled by a lock switch also in
the control unit. All external wiring of the
receiver is shielded 100 percent.

Before being presented to the public these
receivers have been tried out in practically
every known make of automobile in this
country.  These installations have been
studied and observed by factory engineers
and considerable information collected on
the peculiarities of the different makes of
cars. This information is available to Mo-
torola servicemen and gives the necessary
steps to be taken to insure quiet operation
in every make of car.
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CHI-RAD offers
the NEW HAMMARLUND

Custom COM ET “PRO ¥y

Built

Outstanding
Features

Meets Exacting Requirements of
PROFESSIONAL OPERATORS
t-tube  guper-heterodyne  eirenit for  A.C. opera-

E
1 tion, uging sereen-grid detector tubes and varisblesmu
intermediate stages using the new type 57 and 58 tubes,

2—Band-spread tuning ot all frequencies within the range
of the receiver.

3_1ntl‘rmrd5!n(e oscillutor for C,W. code roception.  Also
o valuable aid in loeating phone and broadeast signals.

#—Smooth contzol of sen ty; also tone control for noise
suppression.  Vernier tuning controls,

s_I’IImn_a jack on panel; speaker commection nt back of

hassis
G —Isolantite coil forms, coil sackots and condenser insuln-
tion, Litz wound intes. Metal chassis, Com-

plete ghieldine,  Ventilated walnut or metal cabinet
With instrument type control panel,

The *“PRO" is extraordinerily sensitive, keenly selec-
tive, quiet and easy to tune, and moderately priced for &
custom-built recciver of the highest order. Write Now
for CHI-RAD PRICES.

Send 10c for catalog of shert-wave sup-
plies, replacement parts, electric clocks, ete.

CHICAGO RADIO APPARATUS CO.
417 8. Dearborn St. Dept RN-13 Chicago, 111

rCERTIE

nent Guidt

Replace

a totally different
Replacement

Resistor Guide

with these important new features

1. Complete data for over 925 modern receivers.
2. Resistance value and wattage listed for each unit.

3. New simplified system of listings saves time
and prevents errors.

4. Complete technical discussion of resistor uses
in modern receiver design.

Get your copy todni'! Enclose fifty cents wit
coupon below, or ask your jobber for it. Free
the Continental Replacement Kit.

End resistor troubles this easy way
‘Why take chances of losing profits
good-will by installing replacem.

unknown brand. When buying re<
the green Continental *Certified"

[[ConTiNENTAL CARBON Tnc |

13904 Lorain Ave.—Clevel
Canadian Factory—T

Enclosed please find fif:
to be sent, postage pm
Continental Replacem




