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PREFACE 

The profession of radio programming is more important today than 

at any other time in the history of the industry. There are more sta­

tions, the broadcasting day is longer, and the listening public is more 

demanding. 

Most of today's senior citizens in radio broadcasting "played it 

by ear" back in the 1920's and 1930's . There were few home receivers and 

even fewer broadcasting stations. Due to the novelty of the new inven­

tion, listeners were anxious merely to "tune in." They would accept al­

most anything that was audible. The passage of time, however, wrought 

many changes. Unqualified public acceptance of the new mass communication 

medium resulted in more and more stations being built. The struggle for 

individuality among stations focused attention on the programming product. 

Listeners responded by acquiring and demonstrating a taste for greater 

program selectivity. 

All went fairly well until the early and middle 1920's when some­

thing occurred that was destined to have a profound effect on the future 

direction of radio broadcasting in the United States . A few daring entre­

preneurs paid for and used radio time to call attention to their merchan­

dise. The initial adventurer was a real estate firm which was able to 

sell building lots on Long Island over WEAF, then in New York City. The 

success of this experiment and others that were to follow in rather quick 

succession opened new horizons for radio broadcasters. Suddenly, radio 

was a money-making business instead of being merely an exciting and glam­

orous hobby. It could be used to make money for merchants with wares to 
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sell; it could make money for the broadcasting station owners as well! 

And the floodgates opened. 

iv 

In the 1930's and 1940's literally hundreds of broadcasting sta-

tions were constructed yearly. In every moderate-sized city, thousands 

of back orders for receiving sets and parts--binding posts, variable con-

2 
densers, tube sockets, tubes, switches, and taps--were not uncommon. 

Although the audience was increasing phenomenally, the . growth of broad-

casting stations was even greater; not in comparative numbers, of course, 

but in proportion to the quantity of audience available to each new 

station. 

It has now been fifteen years since the Federal Communications 

Commission held its first hearing on the economic aspect of the radio 

broadcasting industry. It was in this investigation that the term "audi-

ence fractionation" was first heard. It applied to the circumstance of 

fewer and fewer listeners being available to each station as more and more 

outlets continued to come on the air . A great concern was arising as to 

whether a given community would be able to support economically any 

further increase in numbers of stations . Nevertheless, the growth con-

1My memory of this event is very vivid . It had been written up 
briefly in the press and I can, yet today, see roy father laying aside his 
paper and saying something to the effect that "if this works we'll have 
no more newspapers." We heard the broadcast, of course, and with con­
siderable awe . We also later read that the first "selling" radio program 
had been a success. 

2one of our favorite radio parts shopping centers was Alexander 
Grant's Sons on East Genesee Street in Syracuse, N.Y. On Saturday after­
noons, father and I stood in long queues that nearly always reached out 
into the street. Several of these lines were handled by two or three 
harrassed clerks. Occasionally we could secure one or two in a long list 
of wanted items. There were times when we returned five and six Saturdays 
before obtaining all the parts required to complete our latest model re ­
generative receiver. 
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tinued. Today in the United States there are over 4000 AM and FM radio 

stations on the air. Total radio advertising expenditures reach a new 

high with each passing year. But, with few exceptions, the individual 

broadcaster's share of each advertising dollar becomes smaller and smaller. 

While this startling history was being made, the early broad-

casters continued to play their management and programming roles by ear. 

New personnel streamed into stations and were pushed into chairs behind 

waiting desks or in front of microphones that were hungry for words and 

music.
1 

There was little or no time for training because there was so 

much else to be done. Furthermore, who had had any training and who 

could train whom? 

With the advent of television, radio broadcasting suffered its 

first major setback. As the phonograph was neglected when radio came 

upon the scene, so were radios forgotten with the arrival of television. 

Radio, which had unwittingly meandered into a withering cross fire from 

two substantial foes--audience fract i onation and economic anemia--now 

faced a third adversary. In the eight years between 1950 and 1958, radio 

lost nearly one-half of its audience. But it has survived; and there is 

evidence that some stations are resuming their roles of responsible and 

meaningful servants. 

lThis is another crystal-clear recollection among my memories of 
early radio. My "audition" for announcing came about in precisely this 
manner--being pushed into the studio that was on the air and in front of 
a live microphone. I had been visiting WSYR, which was then on the 
eleventh floor of Hotel Syracuse. A performer failed to show up. Some­
one pulled several yards of copy from the newsprinter, thrust the armful 
of material and me into the "gold" studio. For fifteen long and harrowing 
minutes I read about the Memorial Day auto race classic to be held in 
Indianapolis. I shudder to this day, realizing that the miserably mis­
pronounced names of foreign racing cars must still be out there in space 
somewhere, however weak. 



INTRODUCTION 

The author has been part and parcel of the rise, decline, and re­

covery of the radio broadcasting empire through thirty years of uninter­

rupted service, and with a fair share of winning efforts and also-rans. 

Because of this, and since there is little or no complete, delineated lit­

erature devoted exclusively to radio programming, the decision was made 

to try to prepare a book on the subject. 

A prospectus was prepared that outlined the complete book. There 

are to be twenty-three chapters divided into three sections. Section I 

is to be devoted to stage-setting: a description of the battleground, 

background, and foreground that characterize the radio scene: the Com­

missions, rating races, codes, and organizations that have a direct bear­

ing on the programming activity of a radio broadcasting station. Section 

II will be largely intuitive, dirt-farming material that has accumulated 

through years of trial and error, successes and failures, and other first­

hand experiences. Section III will cover forms, orders, vital recorns, 

and applications for construction permits and license renewals--all from 

the programming point of view. 

It was decided that Section II might be suitable for this thesis 

since it should contain more original material and should therefore make 

a greater contribution to radio broadcasting literature. 

Bookshelves are rather devoid of current literature relating to 

radio broadcasting. This is especially so in the specific area of pro­

gramming; What little current literature exists relates to the technique 

of sound, and radio station management. 
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In preparing a thesis on Radio Programming: The Role of the Pro­

grammer, there is a danger of rehashing and rewriting what has already 

been written by others. This is not the purpose of the thesis or the 

book. There is another danger, that of remaining so fundamental, so 

basic and rudimentary, that there is little or no reward for the pur­

chaser or reader. 

Perhaps the objective of what follows is most simply and clearly 

stated by saying that an effort will be made to go behind the scenes to 

explain everyday problems and practices. Ask the average aspirant to 

the program director's role what it is that determines the kind of pro­

gramming in which a station should engage and he will invariably say, 

"Audience." Ask him how he will justify his position and he will say 

something about "putting on good programs." He is not wrong, but he is 

only in the general foyer on the ground floor of a many-storied and com­

plex structure. After he has been on the scene a few years, he may begin 

to suspect that there are many not so obvious factors that affect program­

ming and to which he must give serious consideration if he is not to be-

come a "me-too" broadcaster. 

Another example may help to clarify the direction of the thesis. 

Literature can be found that will show what a log looks like, and there 

will be pictures of program titles and the names of commercial announce­

ment advertisers entered into the logs. It is the intention of the chap­

ter on Traffic, in which logs are discussed, to proceed onward from those 

points, explaining the several purposes of logs and describing details of 

a simple, trouble-free traffic system that will save time and money and 

promote greater efficiency. After several years of experimenting with 
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and news--with which the thesis will be concerned. These are the major 

timbers in radio programming's structure. Where other literature can be 

implemented or supplemented, it will be done, but always from the view­

point of having been there, and having done most or all of the work in 

person. 



CHAPTER I 

THE PROGRAM DIRECTOR AND HIS STATION 

There are few broadcasters today who are not aware of the manner 

in which radio stations are categorized. "Rock 'n Roll, " "Middle of the 

Road," "Adult," "Serious Music," "Long-Hair, " and "Family-type" are some 

of the terms in common use. It is not proposed here to try to learn why 

any given station wears its present mantle. It is more important to look 

at other strong and unalterable factors that affect programming regardless 

of what "type" a station may be. Program directors who bring with them to 

their positions an awareness and understanding of these universal problems 

will be better equipped to assume their roles. Let us examine the factors 

that affect programming. 

In the 1920's and the pre-network era, when there were far fewer 

stations than today and no chain broadcasts, almost anything that could 

be coaxed out of the air-waves was a contribution to the enjoyment of 

those who owne d a radio set and a pair of headphones. The best status 

symbol of all was confirmation from a very distant station proving that 

its programming had been heard. An inscription in a "radio home" in 

Syracuse, New York in the late 1920's illustrates this point. Beauti-

fully hand-lettered on a paper tape about two inches wide, and tacked high 

on the wall from one end of the room to the other, it read, "Some people 

would rather hear a flea sneeze in California than listen to a symphony 

out of New York." Public interest was high in anything that came in over 

the radio. 

1 



All over the United States, boy s excited by stories o f war -time 
radio were tinkering with sets. Some were building receivers, care­
fully winding wires around empty Quaker Oats boxes. They listened 
to everything •••• Thousands of sets were bought .••• In 1920 
and 1921 the public spent millions of dollars on sets. Manufac­
turers could not meet the demand •••. A radio station was thought 
of as a novel and inexpensive means of publicity for any sort of 
company. A hotel or department store or newspaper might put a 
transmitter on its roof and outfit a small room or closet with 
amplifying or control equipment, microphone and phonograph. 

2 

Personnel needs worried no one. All you had to have was an engineer. 
He would play records and sometimes read newspaper items .••• 
Radio listening had a restless pattern. Stations assumed, correctly, 
that most listeners were constantly scouring the dial, trying to get 
Denver, Cincinnati, Detroit, Cleveland, Pittsburgh, Minneapolis. 
There was therefore no reason for a station to think about program­
ming.l 

Americans went in droves to the market places for radio sets and 

parts. They bought at least one standard model set and built others. 

Almost hourly there were new listeners. This public response was matched 

and eventually exceeded by the broadcasters themselves. In 1920 there 

were three rad io stations in the United States. Four years later there 

were five hundred. As of July , 1963 there were 4354 amplitude modulated 

stations and 1398 frequency modulated stations--a total of 5752--on the 

air, holding construction permits, or with expressed intent to construct 

2 
new facilities. No one knows or can determine precisely at what point 

in this great growth of radio broadcasting stations there were "enough" 

stations. But the hour came--and went--unnoticed. Few broadcasters were 

1Erik Barnouw, Mass Communication (New York: Rinehart and Company , 
Inc., 1956), pp. 31-32. For related material, the reader is referred to: 
Charles A. Siepman, Radio, Television and Society (New york: Oxford Uni­
versity Press, 1956), p. 5; Sydney W. Head, Broadcasting in America 
(Boston: Houghton Mifflin Company, 1956), pp. 106-109, 116-124; Walter B. 
Emery, Broadcasting and Government (East Lansing, Michigan: Michigan State 
University Press, 1961), pp. 10-24. 

2"summary of Commercial Broadcasting," Broadcasting (August 5, 
1963), 100. For additional material, the reader is referred to Siepman, 
op . cit • , p. 46 • 







tune in less frequently? It is not acceptable, without proof, to credit 

television with all of this defection. 

Station Power 

5 

The size or power of a station is another factor that affects pro­

gramming. This is particularly true of on-the-air going concerns that 

increase their power. New villages, towns, and hamlets--even cities, per­

haps--will be brought within the new coverage fold, Will it be a cultural 

or industrial element that is added? Shall the music policy be altered? 

Has the news staff been expanded so that the "news rounds" can be made? 

How much effect will a new music and news policy have on the nucleus of 

listeners who liked the station before it increased its power? 

Will the new and higher power call for directional antenna opera­

tion at night? If so, some of the audience served in the daytime will be 

eliminated at night. News, public affairs, and live programming will be 

affected by this modification, since the audience that normally might 

listen during the day may not be able to hear the station after sunset. 

Finally, with regard to power, there is another problem of an in­

ternal nature. Stations publish coverage maps. Contour lines depicting 

-primary and secondary areas are sometimes "stretched" or "expanded" so 

that the station looks more powerful than it actually is. The station's 

program director should be concerned -about this. He should know the 

actual coverage of his station, and program to it. 

Station Location 

There are many radio stations in the fringe areas of large cities, 

in large towns and small cities that are more or less satellites of the 
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larger community. This circumstance creates another programming problem. 

The program director must decide whether to program for the entire market 

or concentrate on the "home town community." The freedom to make this 

major decision nearly always rests with owners or managers. This do es 

not, however, excuse the program director from responsibility. Once 

again the news, public affairs, and live programming policies will differ 

in the major market vs. small home town concepts. All other things being 

equal, it is recommended that the local market be wooed and won first be­

fore programming to the larger area is contemplated. In any event, pre­

vious successes and failures in similar circumstances should be studied 

carefully before reaching a final conclusion. A pound of planning here 

will be worth a carload of cure later on. 

Owner Management 

The roles of station owners, general managers, and managers among 

factors that affect programming should not be difficult to understand. 

If they do not provide the funds to finance a respectable programming 

product, little can be expected in the way of responsible radio broadcast­

ing. In defense of management, though, it should be remembered that its 

prime responsibility is to make a reasonable profit on the capital in­

vestment. 

Whatever conclusion is reached is bound to have an effect on pro­

gramming. Some managers are sales-oriented exclusively. Sales come 

first. The stations are programmed for advertisers. There is little or 

no live talent, an absence of discussion features and controversial or 

editorial content. The news is "ripped and read." The station says that 

it has the B I G S 0 U N D. Studios are lined with wall-to-wall chatter, 



and large blocks of programming time--usually three to five hours at a 

stretch--are devoted to the same type of programming. If there are ed­

itorials they are probably of the prefabricated variety purchased from 

some thought factory a thousand miles away, and they generally take a 

stand in favor of motherhood or in opposition to sin. 

7 

Program-centered stations offer a variety of fare. The record­

spot-record-spot image is avoided as much as possible. Announcers are 

more knowledgeable. They speak well and with confidence and authority. 

Music is station controlled. Advertisers conform. The station's news is 

not of the "me-too" variety. The schedule is balanced. The sound is 

mature and respectful. 

In a sales-slanted station a program director will have little 

opportunity to direct; his work will be predetermined, prescribed in ad­

vance. The station will probably adhere to a strict formula. The pro­

gram director may, in fact, be called upon to devote much of his time to 

announcing, and to the news directorship function as well! 

Facilities 

Generally speaking, the stations with the best equipment and 

facilities are also the stations with the better programs. Good equipment 

is no automatic guarantee, of course, of a superior broadcasting product 

because personnel bears the responsibility of getting the most out of the 

equipment. It follows, however, that where personnel is equal, the better 

and more completely equipped station has a generally superior sound. Good 

high fidelity taping and recording accoutrements, top quality mobile news 

facilities, traveling studios, excellent turn-tables, and input and output 

equipment, subject to regular and thorough maintenance, make a radio sta-
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tion sound better and look better. On the other hand, well-trained and 

experienced program and production people will be laboring almost in vain 

and at prohibitive odds if they are confronted with wow, flutter, low 

fidelity, scratch, hiss, high noise level, and other undesirable by­

products of cheap and poorly serviced tools of their trade. Even the 

best efforts will sound poor. 

The Federal Communications Commission 

Chaos reigned before the regulating commissions were born and it 

would ride high, wide, and handsome again were their authorities to be 

relaxed. Preachers, doctors, soothsayers, and con men once reaped a har­

vest. "Doc" Brinkley peddled his goat gland medicine and prescribed sur­

gery via the air waves for patients half a continent away. Tea Lea f Kitty 

from Jersey City would answer any question (in a plain envelope) or tell 

any fortune (just send a dollar). 

The Federal Communications Commission affects programming. And 

the program director should familiarize himself with pertinent sections 

of 'the Federal Communications Act of 1934, and with specific program rules 

of the Federal Communications Commission, particularly those areas relat­

ing to the do's and don'ts of programming, copy, commercials, sponsor and 

station identifications, contests, and controversial material. The sec­

tion relating to political programming is a major document in itself. In 

addition to being familiar with its contents, the program director should 

be conversant with some of the more important policy-making decisions of 

the Commission. And he should have his very own personal copy of the 

Political Catechism prepared and distribut ed by the National Association 

of Broadcasters. 
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When the number of overtime hours reached a certain point it was more 

advisable--and there was still money enough--to hire a new full-time em-

ployee. Generally spiraling costs, and restrictions and assessments lim-

iting overtime or making it financially impossible, now make it necessary 

for more and more stations in the middle and lower income brackets to 

discard creative projects in favor of record programs. In stations where 

the programmers still talk and dream about the better and more original 

programs, cost is a paramount concern and ideas that otherwise might have 

blossomed into worthwhile enlightenment die on the drawing board . 

Perhaps it is only the senior programming and management broad-

casting citizens who feel this way, but there is something economically 

cancerous in a circumstance that prescribes precisely who shall and shall 

not move a microphone, push a button, and bring out or return recordings. 

It is not enough, therefore, for the program director to be aware of cur-

rent rules, regulations, and restrictions on his personnel. He must be 

alert almost to thought processes and "ideas in the making" by unions 

that will in any way circumscribe his sphere of creativity. He must be 

able to react quickly and intelligently when, prior to contract negotia-

tions, unions submit their demands. 

Compet ition. The spice of American business life is competition 

and to some it is the only factor that affects programming . There are 

broadcasters in most of our fifty states who are simply outclassed by com-

petition. These broadcasters started out on a small scale, never made an 

impression in the market, and remained small. Income and profit have been 

so meager that little or nothing can be invested in the programming prod-

uct. In other cases, among stations that are more or less equal in their 

!I -----
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share of public attention, one station may make a break toward off-beat 

or bizarre programming, only to have many or all of the other stations 

follow suit. If one station broadcasts Bingo, another hurries to put on 

Zingo. Games, give-aways,, and stunts provoke emulation in kind. On the 

other hand, some stations are forever striving to serve their communities 

with better and more enlightening programming fare. It is necessary, 

therefore, that all stations have funds available for the creation, pro­

duction, and airing of original and meaningful programs of their own re­

gardless of what the other fellow does. 

Budget. If no funds are earmarked to buy talent, writers, remote 

lines, or any of the other ingredients that are vital to the creation and 

execution of program features other than the usual run of disc jockey 

shows, the station will have little or no distinction. Where there is a 

budget--and many stations have none--it must be used wisely. Demands on 

the program director's creativity and administration generally vary in 

direct proportion to the amount of programming money available. 

There are other factors that have a direct bearing on the kind of 

programming that a station must do. Many stations in larger markets find 

it profitable and desirable to program exclusively to ethnic groups. 

Some stations forego English-speaking features altogether; others concen­

trate exclusively on Negro programming. Some stations are strongly sports 

oriented, particularly where the market is large and the audience especi­

ally partial to sports features. In the midwest, stations specialize in 

agricultural programming and assistance to those interested in animal 

husbandry. Were these same program directors to migrate to New York, 

Boston, Philadelphia, or similar metropolitan areas, it would become nee-

-- ,---- - - --



essary for them to change their programming directions, particularly if 

employed by a station with low transmitting power. 

12 

Programming directing is a study of the audience, real and poten­

tial, of the station's location and power, its owners and manager, and of 

its facilities and its competition. The good programmer will be aware of 

the history of the Federal Radio Commis sion , the Federal Communications 

Commission, and of the individual commissioners and chairmen who have 

served on these bodies. He must remember that unions have a right to 

live. To contest that right is wrong but, in recognizing and opposing 

demands that are likely to depress the programming product, the program 

director will be defending the integrity of his work. 
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Nearly forty years ago, Samuel L. "Roxy" Rothafel of radio's old 

"Roxy's Gang" was sensitive to and directed himself to this specific 

point. 

We have all manner of broadcasters, from the billion dollar com­
munication company to the proud though ignoble owner of a wheezy 
twenty-watt contraption who enjoys the same rights and privileges 
as the more able dispensers •.•• There is no altruism in broad­
casting. It is a cold, commercial thing squirming under the un­
merciful heel of exploitation.l 

Later on, in his now thirty-eight year old book, he wrote: 

The architecture of program construction is perhaps the most 
sadly neglected phase of broadcasting today •.•• One cannot help 
but wonder when broadcasting will be able to claim a genius who 
will fabricate a program with the deft deliberation of a seasoned 
impressario.2 

Good programming do es not materialize magically from typewriters 

and microphones. It requires people--many people--working together . Eric 

3 
Barnouw, in one of his books, refers to the "Production Team." The pro-

duction team is but a small part of the programming team. Skornia, Lee, 

and Brewer make the programming function quite clear: 

Commercial stations are interested in the largest audiences pos­
sible and can prosper only if they maintain these audiences. Program 
directors ••• know that the flow of programs must be such that 
listeners do not drift away from the station, driven elsewhere by a 
succession of weak shows ••.• Contrary to the opinion of many 
people, there is no accident about good programming.4 

The same authors also point out that: 

1samuel L. Rothafel and Raymond Francis Yates, Broadcasting, Its 
New Day (New York: The Century Company, 1925), p. 15. 

2Ibid., p. 28. 

3Erik Barnouw, Handbook of Radio Production (Boston: D. C. Heath 
and Company, 1949). 

4H. J. Skornia, Robert H. Lee, and Fred A. Brewer, Creative 
Broadcasting (New York: Prentice -Hall, Inc., 1950), p. 7. 
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man operation, he jots a reminder to himself on his calendar pad or in a 

personal diary and thus keeps in step with appointments, deadlines, can­

cellations, new insertions, changes in advertising copy, and scores of 

other minutiae that are, nonetheless, important to each broadcasting day. 

In a large department, with two or twenty other employees dependent on 

days, places, dates, times, assignment schedules, and a score or more of 

other vital details, the memorandum with copies to all concerned assumes 

even greater importance if the department is to function smoothly and 

efficiently . 

Finally, before turning to the more important individual sections 

within the program department, something should be said about interdepart­

mental relationships. Historically, program departments have been embayed 

on all sides by other departments in the station, not excluding manage­

ment. And the experience has been neither pleasant nor productive of good 

broadcasting. Sales departments have been hypercritical of program de­

partments, accusing them of being non-commercial in the programs they 

create, and of not cooperating in the general interests of the station. 

Naturally, with the sales department being concerned only with the dollar, 

everything else is irrelevant and unimportant. And this includes the 

program department. Engineering departments, likewise different in nature 

and objective, also rear up and claw from time to time. The music could 

be better, the news is not always as crisp and updated as other stations', 

and the studio employees are totally inconsiderate of the delicate nature 

of the electronic equipment with which they work. Of course, the program 

department is not without its share of belligerence. 

The program department should earn respect and fight to retain it. 
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It is then management's lot to cast the die, so to speak. If it agrees 

that the program is the thing, if it acknowledges that one sure way to 

profit is through good programs, if it is attempting to establish a def­

inite image in the public's eye through programming, then the program de­

partment must be and remain king, and be aided and abetted by management. 

There is yet another way of saying the same thing. If through 

knowledge of its audience and a general awareness of sports activities in 

the area, for example, the program department in concert with the manager 

decides that sports results and reports should be part of newscasts--that 

to schedule and fill up a fifteen-minute time block with sports palaver 

would be detrimental to maximum audience patronage--then so be it and so 

it should remain. It often happens, however, that a sports -happy sales­

man and sports-minded merchant get together and, before anyone can demur, 

a signed and sealed contract for an across-the-board sports show is on 

the manager's desk. This, then, becomes the moment of great decision: 

who programs the station, the sales department or the program department? 

Of course, such a crisis can be avoided by having general staff meetings 

and policies clearly expressed in advance. But many times it is not, and 

more often than not the programming of the station is governed by the 

sales potential. When this takes place, the pure programming function 

atrophies, and one by one the programmers disappear from the scene. 

I 
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CHAPTER III 

TRAFFIC 

"Traffic" in a radio station can be (a) a system, (b) an indi­

vidual, or (c) a desk-and-file area. The traffic system is the method ­

ology by which radio operations logs materialize for use by announcers, 

engineers, and the sales staff, and which act as a guide to the minute­

by-minute, hourly, daily, and weekly programming of a radio station. 

Major program titles are copied from the logs and serve as a source of 

information for publicly distributed program listings and for use by the 

promotion and advertising departments. The original program log, used by 

announcers to record the beginning and end of each program and announce­

ment, must be filed intact and unedited for a period of at least two 

years. Later, at .license renewal time, the F. C. C. will designate seven 

days in the preceding two or two and one-half years which make up what is 

called the "composite week." From these logs the station must extract 

specific information, which is presented to the F. C. C. for purposes of 

license renewal. 

Traffic personnel refers to the staff member or members who do the 

work of maintaining a master log, and who transfer each day's broadcasting 

schedule to a fresh log form. In a very small station, the individual as­

signed to traffic may have other duties. In a large operation, one or 

more full-time staff members may be needed to perform the traffic func­

tion. This is particularly true of large 50,000-watt stations that broad­

cast around the clock or when an FM s tation is supplementary to the main 

22 
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orderly arrangement and file system will come new operations logs and the 

answers to scores and scores of daily inquiries. 

Information: Sources and Methods 

No matter how carefully the function is protected, the traffic 

desk eventually becomes a catch-all for communiques, memoranda, hastily 

scribbled notes, over-the-shoulder or off-the-cuff remarks, and telephone 

calls. Word-of-mouth instruction should never -be tolerated unless fol­

lowed immediately with a note of confirmation. This is a basic rule. Its 

violation will result in chaos. Commercial announcements and programs 

particularly should get on the air when scheduled, and should not run be­

yond termination date. The station that is constantly "making up" an­

nouncements lost through scheduling inaccuracies quickly acquires a poor 

reputation among station representatives and advertising agencies. A 

tarnished image is hard to live down. 

Memoranda, sales orders, and production orders are the most common 

methods of getting information to traffic. The program director usually 

employs the formal memo to advise traffic of program changes. These memo­

randa should contain all information relative to the day, date, time, 

length, frequency, title, source, and personnel involved on the program. 

Copies of these memoranda also serve to alert all other persons who will 

have any connection whatever with the program, announcement schedule, or 

other requirements. One memo must suffice, with copies for all other 

people or departments involved. 

Just as orders for program changes originate with the program di­

rector, sales orders will come to traffic from the sales department. 

Sales orders should be complete, setting forth name of account and agency, 
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valuable account from the signing of the contract to the eventual collec­

tion of monies due for services rendered. 

All important order forms are punched for permanent filing in a 

large three-ring hard-cover book. Traffic especially will use one or 

more of these books, alphabetized for quick reference. Subsequent amend­

ments and revisions should be stapled in chronological order to the orig­

inal instructions. 

Sustaining and commercial announcement and program information 

account for only a portion of the data with which traffic is concerned. 

Production or Recording Orders are important to traffic since this infor­

mation must become a part of each day's log. Whenever a tape or disc is 

to be cut, personnel, studios, equipment, and suppliers are involved, and 

as much of this information as is pertinent to orderly operations should 

appear on the log. Recording orders also help to establish a control sys­

tem on tape inventories . If a station establishes a regulation that no 

tapes a re to be cut unless authorized by a signed recording order, fewer 

tapes will disappear, and those that are made can always be traced. 

The Log--Its Purpose and Form 

The log performs at least four important functions in that it 

provides: (1) a schedule of on-the -air material, announcers' shifts, 

taping sessions, etc., (2) a basis for the following week's log, (3) a 

permanent record of statistics for composite week data to be filed with 

the F. C. C., and (4) authority for billing. 

There are many varieties and sizes of logs. The F. C. C. does 

not specify what kind of log a station shall use as long as it reveals a 

true record of the station's day-to-day broadcasting activities and can 
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disclose the kind of programming that has been done. Perhaps the most 

satisfactory manner o f arriving at the kind of log to adopt is to obtain 

a copy of F. C. C. Form 303, which is an Application for Renewal of Broad-

cast Station License. From it two very helpful bits of information can be 

gleaned. First, in Section IV, page 4, there are eight important defini-

tions: a commercial program, a sustaining program, a network program, a 

recorded program, a wire program, a local live program, a non-commercial 

spot announcement, and a spot announcement. On page 1 of the same sec-

tion is a breakdown of programming by categories--entertainment, religi-

ous, agricultural, educational, news, discussion, talk, and miscellaneous. 

Knowledge of the kind of information requested by the F. C. C. when a sta-

tion applies for renewal of its license will be very helpful in determin-

ing the size and coding system of logs. 

It is also suggested that program and traffic personnel be re-

quired to read and to review from time to time the references to logs in 

the Federal Communications Commission Rules and Regulations. Many old-

timers in the broadcasting business, who follow this practice, are always 

being surprised by the amount of information they have forgotten, and 

sometimes by rules they never knew . 

The Daily Schedule. Everything that is to be broadcast should 

find its place into the station's log. Every network and local program, 

all remote and studio shows, announcements, newscasts, scheduled time 
I 

signals, etc. should be t yped into the log and coded. The log is the I 
i! 

bible of the station's daily operation. It should be an accounting of 

what is scheduled to be aired. Corresponding times, written in and 

signed by each announcer, attest that what was planned was performed. 
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Any changes in the log should be made by an authorized person. The fewer 

hand-written inserts that each day's log contains, the better. Emergen­

cies, naturally, fall outside this restriction. In case of a severe storm 

or other major catastrophe, the wise program manager arranges for supple­

mentary clerical help to assist in keeping an accurate log. 

Following Week 1 s Log_. Traffic desks retain file copies of daily 

logs. Each will be used again with insertion and de letion data, record­

ing orders, sales service orders, etc., to make up a new log for the 

seventh day hence. This Monday's log is used for making up next Monday's, 

and so on for each remaining day of the week. This system is simple, its 

physical size is small enough to be locked in the average desk drawer, 

and it is almost as foolproof as an adding machine. In addition to the 

current log, two accordion fiJes are needed . Each should have pocke ts 

numbered from 1 to 31 corresponding to the days of the month. The files 

can be labeled "IN" and "OUT ," or "START" and "END." As each new program, 

production, and sales order is received, it is dropped into the "IN" or 

"START" file in the numbered space corresponding to the day of the month 

on which it is to begin. Deletions, cancellations, and expirations are 

handled in similar manner with the remaining file . The old log is then 

up-dated with any new file information, changes penciled in, and a new 

log typed therefrom. The old log can then be destroyed and the orders 

r emoved from the numbered files for permanent storage. 

The Composite Week. Once every three years , each station must 

give an accounting of its stewardship in applying for license renewal. 

Seven days are selected at random by the F. C. C. from the previous two 

or three years of operation. These become a "composite week" for careful 
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analysis by the F. C. C. How much entertainment has been provided? How 

much talk, news, discussion, education, etc.? How much network, recorded, 

wire, and live programming was broadcast? How many spot announcements ap­

peared during the composite week? How many fifteen-minute periods were 

interrupted two, three, four, and five or more times by commercial an­

nouncements? 

This is not an easy task or one that can be quickly solved, It is 

important, therefore, that all information and proper coding are made part 

and parcel of every log as it is typed. Some stations analyze each day's 

log before it is filed away, thus keeping a running account of daily and 

weekly performance. 

Authority for Billing. Every log, finally, has a very important 

bread and butter function. Each log is the bookkeeping department's sole 

authorization for billing to advertisers. If it is noticed that the com­

mercial program or announcement was broadcast as scheduled, that its be­

ginning and ending times have been written in and initialed by the an­

nouncer assigned to it, an entry is made in the station's billing ledger 

indicating that service has been performed as promised. Then the proper 

bills are sent out at the end of the week, month, or other billing period. 

Logs perform other important functions as well . One of these is 

that they provide a source of availabilities. What areas of the schedule 

are currently open for business? How many news adjacencies are available? 

Perhaps there is a good news adjacency opening in two or three weeks. One 

of traffic's functions is to provide this information to the sales depart­

ment each week . Information on availabilities is used not only by local 

salesmen and the sales manager, but by the station's sales representatives 
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as well. 

The programmer or chief announcer will find the station's daily 

log to be a convenient method of assigning work shifts to announcers and 

maintaining a record of hours worked. Many stations assign shifts di­

rectly on the log. Air personnel can see at a glance the blocks of pro­

gramming time for which each is responsible, also any special shows or 

recording sessions which have been assigned. When time sheets are made 

out at the end of each week, they should correspond to the work schedule 

indicated in the log. Any additional time worked is accounted for by an 

explanation on the time sheet, 

A traffic system, the log, and an availabilities formula can be 

no better than the people assigned to the task--the traffic girl and her 

working conditions, the program director under whose supervision the log 

takes shape, and the sales department and other personnel responsible for 

providing intelligent, intelligible, timely information from which each 

day's tog is built. The best system will be worthless without good people 

to make it perform properly. 



CHAPTER IV 

COPY 

This chapter is concerned with the commercial announcement, vari­

ously referred to as copy, continuity, spot announcement, plug, or blurb. 

Whatever the name, its prime function is to sell services and move mer­

chandise. 

The conception and construction o f an effective commercial is an 

art. The program director faces one of his biggest personnel problems in 

finding and retaining good commercial writers. They must be in love with 

the task, exhilarated by constant challenge and heavy pressure, immune to 

boredom, and gifted with imaginative, facile minds. Where are these 

people? Some are born with the ability; others can be taught and trained. 

It is with the latter prospect that this chapter is concerned. 

Applications to radio stations for the position of commercial 

writer are few . And when an applicant has been found who can be "per­

suaded" to take a commercial writing job, the training process is slow 

and demands surveillance, patience, and painstaking explanation. Experi­

enced writers know that there are many "rules" in commercial copywriting. 

Can and should these be inflicted on a neophyte? Eventually, perhaps, but 

not at the outset. 

Among the many rules, there are two that are readily grasped and 

understood by the beginner. First, but almost universally neglected and 

disregarded, is the incontrovertible fact that radio commercials are for 

the ear, and the ear alone! They should be read and reread as they are 

31 




















































































































