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SUMMARY OF RADIO ADVERTISING IN 

LUBBOCK, TEXAS 

Chapter I, Introduction 

1. Two hundred housewives were selected at random 

and personally interviewed, (page 1) 

2. The survey included housewives of about the same 

social and economic standard, the largest percentage 

being in the middle income group from JlOOO to $4000 

a year, (page 2) 

3. In general the co-operation from the housewives was 

very satisfactory, (page 3) 

4. After questionnaires were completed the answers 

were coded and cards were punched on the International 

Business Machines, (page 3) 

Chapter II. Importance of Radio as an Advertising Medium 

5. It pays to advertise by radio (page 4) 

6. The most obvious advantage of radio lies in its 

capacity to disseminate an advertisement simltaneously 

to a larger number of people than can any other 

medium, (page 5) 

7. Radio Advertising has the advantage of capitalizing 

on the time habits of the public, (page 5) 

8. The advertiser provides both the entertainment and 

the selling message. He is in a position to 

capitalize fully upon the attention and goodwill 

which the program creates. (pa.Te 5) 

9. The broadcast advertiser possesses all of the 



advantages which the spoken word has over the written 

word, (page 6) 

10. Radio suffers certain limitations that magazines and 

nev;spapers escape, (page 6) 

11. There are degrees of danger in radio advertising 

page (7) 

12. Summary of the feelings of the radio listeners who 

were disgusted with the bad taste of so much radio 

advertising (page 8) 

Chapter III. Radio Listeners 
ft 

13. The survey indicated that forty-five per cent of 

the homes visited in Lubbock were equipped with 

two radios (page 10) 

14. The survey shov/ed that the most popular make of 

radio was the Phllco which was owned by thirty-one 

per cent of the families, (page 10) 

15. Eighteen per cent of the families had ov/ned their 

radio for over three years, (page 11) 

16. The largest percentage of the families interviewed 

had an Income between $2000 to ̂ 2500 a year, (page 11) 

17. Sixty-five per cent of the families owned their own 

homes, (page 12) 

18. Forty-six per cent of the families had no children. 

One child was found in twenty-nine per cent of the 

families, (page 13) 

19. Incomes of eip̂ hty-tTvo per cent of the families had 

not increased in proportion to increased costs of 

living, (page 13) 



Chapter IV. Consciousness of the iiistener to Radio 

Advertising 

20. Twenty-one per cent of the housewives did not do 

any type of household work while listening to the 

radio, (page 16) 

21. Twenty-two per cent of the housewives preferred 

sewing, to any of the other household duties, 

while listening to the radio, (page 17) 

22. A large portion of the housewives, who are pre

occupied v/lth work, hear very little of the 

details of the program or the advertisements which 

are being given over the radio, (page 18) 

Chapter V. Time to Broadcast 

23. Like different positions in a newspaper, various 

hours of the broadcasting day have different 

values, (page 20) 

24. The ten o'clock hour in the morning v;as the time 

that the largest group of housewives v;ere 

listening, (page 20) 

25. Children between five and fourteen years of age 

can be reached best either at noon or between 

five and six in the afternoon, (page 21) 

26. The most popular time for the men to listen was 

at ten o'clock at night. (page 21) 

27. The listening audience on Saturday is somewhat 

less than from Monday to Friday. The survey showed 

that thirty-five per cent of the housewives did 

not listen on Saturday, (pa.-e 22) 
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28. The size of the morning audience varies little 

throughout the year, but the afternoon audience 

shows a significant decline in summer, (page 25) 

29. Radio Station KPYO, in Lubbock, was the station the 

housewives most frequently listened to during the 

morning hours, (page 24) 

30. Lubbock Radio Station, KFYO was identified by 

fifty-seven per cent of the housewives as the 

station they most frequently listened to in the 

afternoon, (page 26) 

31. Station WFAA, in Dallas, was ranked by forty-three 

per cent of the housewives as the radio station 

they most frequently listened to in the evening, 

(page 26) 

Chapter VI. Factors in Radio Advertising 

32. Radio lends itself to a number of devices for 

accelerating sales in addition to the basic 

technique of presenting the merits of a product, 

(page 27) 

33. Sixty-one per cent of the housewives said that 

they had never responded to any of the sale 

devices, (page 27) 

34. Sixteen per cent of the housewives had responded 

more times to the contest than to any of the 

other sale devices, (page 27) 

35. The survey shov/ed that twenty-elTht per cent of the 

housev/ives were disinclined to respond to radio 
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advertising, (page 30) 

36. Twenty-seven per cent of the housewives "bought 

new products because they had been influenced 

by the radio advertisements, (page 30) 

37. Sixteen per cent of the housewives changed from 

the brand they had been using to a new one because 

of radio advertising, (page 31) 

38. Housewives preferred to have price mentioned only 

on special articles rather than having it mentioned 

on all the regularly advertised goods, (page 33) 

Chapter VII. Advertisements 

39. The commercial announcement depends on the enter

tainment for its circulation and on the program 

personality for a proper setting, (page 36) 

40. The Straight announcements v/ere ranked as favorite 

type of commercial announcements by forty-three 

per cent of the housewives, (page 35) 

41. Personalized announcement was given by eighteen 

per cent of the housewives, (page 35) 

42. The transition from the entertainment to the 

selling message should be made as naturally as 

possible, (page 37) 

43. Sixty-two per cent of the housewives listen more 

to the beginning commercial, (page 37) 

44. Eighty-two per cent of the housewives preferred 

short commercials, (page 58) 

45. Most programs going over the air are either live 

or transcribed, (page 39) 
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46. Sixty-seven per cent of the housev/ives preferred 

to hear live talent over the radio, (page 40) 

Chapter VIII. Programs 

47. Fifteen-minute programs have rapidly Increased in 

favor and are now greatly in the majority, (page 44) 

48. The half-hour program gives the advertiser more 

opportunity to build up a program with certain 

characteristics and more isolation in the radio 

day. (page 45) 

49. An hour's program, if done well, brings maximum 

prestige and isolation, (page 45) 

50. The programs which are given once a week are the 

most popular among the housewives, (page 46) 

51. Seventy-one per cent of the housewives identified 

the program that they wanted to hear by the time 

of day the program was to be broadcast, (page 47) 

52. Variety programs v;ere given first placement by 

the housewives as the type of radio program they 

most enjoyed hearing, (page 48) 

53. It is usually difficult to sponsor special events 

commercially. Eye-witness accounts of the news 

were preferred by fifty-four per cent of the 

housewives, (page 49) 

54. Listener participation programs were given by 

sixty-two per cent of the housewives -is the type 

of dialo.'Tue programs t::ey enjoyed hearing the 

most, (pa^e 52) 
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55. Semi-classical music was preferred by fifty-three 

per cent of the housewives, (page 54) 

56. Semi-classical music was given by seventy-six per 

cent of the housewives as the type of music they 

liked for the theme songs of programs, (page 57) 

57. Dramatic programs were chosen by forty-one per 

cent of the housewives, (page 58) 

58. The single dramatic presentation is by far the 

most popular among the housewives. (page 59) 

59. News reports v/ere chosen by ninety per cent of the 

housev/ives as the type of current topic they most 

desired to hear, (page 61.) 

60. The war has Influenced the housewives attitude 

toward nev/s. Fifty-one per cent of the housewives 

preferred to hear more war news, (page 62) 

61. Tv/enty-two per cent of the women preferred programs 

on health, (page 65) 

62. Dramatic programs v/ere chosen by sixteen per cent 

of the children, (page 67) 

63. Types of programs for children vary with the 

different ages, (page 69) 

Chapter IX. Findings and Conclusions 

64. The radio advertiser, who advertises over the 

Lubbock Radio Station, may according to the limi

tations of the survey, expect the following: 

A. Two radios found in forty-five per cer.t of 
the middle-claso homes. 

^. Thirty-one per cent of the raaios use: will 
be Philcos. 
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C. The length of time since the largest number of 
families have bought their last radio is past 
three years. 

D, He may be certain that although most housewives 
dislike radio advertising, they accept it as a 
part of the American v/ay of life, (page 70) 

65. In choosing a station the advertiser takes into 

account its coverage, its clientele, and its 

reputation, (page 70) 

66. In arranging his program the advertiser tries to 

provide people v/lth a type of entertainment they 

like, (page 71) 

67. Listeners like showmanship and novelty, and most 

of them would prefer an improvement in quality to 

the great variety of programs now offered, (page 72) 

68. The sponsor knows that the task of inserting the 

commercial into the program requires great skill, 

(page 73) 

69. The future of the radio advertiser depends upon 

his catering to the public tastes, (page 74) 

70. Every listener brings to the radio program his 

own peculiar attitudes, prejudices, emotions, 

repressions, moods, and abilities, (page 74) 

71. To-day radio is no longer a novelty. It is 

universally recognized as one of the major adver

tising media, (page 75) 



CHAPTER I 

INTRODUCTION 

Samplinpr problem. The survey on which the thesis 

was written was conducted in Lubbock, Texas, a city of 

about forty thousand population. Two-hundred house

v/ives v/ere chosen at random in a selected area and 

personally Interviewed. The problem was to select a 

representative sample of the middle Income group of 

housewives v/ho owned radios and to obtain their react

ions to the various questions on radio and radio adver

tising, so that facts might be obtained as to the merits 

of various presentations of radio advertising. 

Selection of the sample. It was decided to select 

for this survey only a certain section of the city. 

The district was composed of the streets running East 

and West from Avenue S to College Avenue and East and 

West from Avenue U to Van Buren Street. The streets 

running South from Thirteenth Street to Twenty-ninth 

Street.-^ This part of the city was selected because 

it was believed that the middle income group of fainllies 

live in that district. Only the families in the homes 

on the north side of the street were interviewed and 

every house on the north side of the bloc"-: v/as included 

in the survey. Adi.iittance was not obtal.ied to every 

1/ As shov/n by the map of Lubcoo.c in the appendix. 



home because many of the housewives were not at home so 

in that case the next one was taken. 

The streets that were covered in the survey are 

shown in the following table. 

TABLE I 

Street Number of Schedules 
Obtained 

13 23 
14 16 
15 12 
16 33 
17 11 
18 21 
21 21 
23 23 
25 19 
27 10 
29 11 

Total 200 

Altogether the survey included two-hundred house 

v/ives of about the same social and economic standard. 

A sample of the questionnaire which was used in this 

study is given in the appendix. The questions were 

prepared v/lth great care and were revised several 

times when the questions revealed danger of misunder

standing. Every home that was visited had a radio. 

By the trial and error method it was found that the 

housewife was more receptive to the interview in the 

afternoon. Several residences were visited in the 

morning between ten and twelve o'clock and t'r.e inter

viewer v/as not so welcome. The change to afternoon 



hours shov/ed a decided improvement in the mood of the 

housev/lfe, for she was more willing to be interviewed 

as shp was not so busy then and could ansv/er the 

questions more readily. 

Questionnaire co-operation. In general the co

operation from the housewives was very satisfactory. 

After admittance was obtained Into the home the inter

viewer proceeded to ask the housev/lfe each question on 

the schedule. The Interviewer was very careful not to 

Influence the housewives' opinion in any way. The 

schedules were set up in such a way that the answers 

could be easily and quickly checked. After the two-

hundred questionnaires were completed the answers 

were coded and cards were punched on the International 

Business Machines. The cards were then run through the 

verifying machine to check for mistakes, then they were 

sorted according to the information needed. Through 

the use of the International Business Machines the 

counting, sorting, grouping, and recording were greatly 

speeded up and the work of obtaining the facts was re

duced and many hours of arduous, pains-taking work were 

saved. These machines expedited the work and assured 

its accuracy. 



CHAPTER II 

IMPORTANCE OF RADIO AS AN ADVERTISING MEDIUM 

It pays to advertise by radio. A study made for a 

large broadcasting company shows that the purchase of 

goods which are advertised by radio is thirty-five per 

cent higher in homes where there are radios than in 

homes without radios;-/ another study shows that goods 

advertised by radio are used twenty-nine per cent more 

than corresponding goods which are not advertised by 
2/ 

radio.-/ It is true that radio has been profitably em

ployed by the advertiser. It is the only advertising 

medium that has grown rather than declined during the 

years of depression following 1929.-2/ Of the estimated 

two billion dollars spent on advertising in the United 

States in 1931, approximately five per cent was spent 

on broadcasting; of the half-billion spent by national 

advertisers in the same year, almost ten per cent went 
4/ 

into radio.—' 

Advantages of radio advertising. The first and 

most obvious advantage of radio lies in its capacity 

1/ Elder, R. F., A Second Measurement of Radio 
Advertising's llffectlveness. New Yorlc: Columbia 
Broadcasting System, 1932. 

2/ Elder, R. F., Does Radio Sell Goods? New York, 
Colum'bia Broadcasting Syste.-n, 1951. • 

3/ Hettinger, H. S., A Decade of Radio Advertising, 
University of Chlcairo Press, Cnicafiro"̂  1953, ' 
p. 134. 

4/ Ibid., p. 135. 



to disseminate an advertisement simultaneously to a 

larger number of people than can any other medium. A 

well-designed sponsored program on a nation-wide hookup 

will reach a considerable proportion of the nations 

listeners. Although an advertiser using magazines, news 

papers, and billboards may eventually reach a large 

audience, his appeal cannot possibly be of so contempor

ary a nature as by radio. The fact that listeners know 

others are hearing the same program at the same time 

helps to create a feeling of kinship, enhancing the 

prestige of an advertiser who can entertain so many 

people at once. 

Besides its capacity for reaching the masses 

simultaneously, radio advertising has the peculiar ad

vantage, unknown to any other medium, of capitalizing 

the time habits of the public. If his program is 

attractive and if it comes at regular Intervals, the ad

vertiser enjoys the extraordinary advantage of having 

people seek his message. Since the advertiser provides 

both the entertainment and the selling message, he is 

in a position to capitalize fully upon the attention 

and goodwill which the program creates. Only in radio 

advertising does the value of the program reflect di-

rectly and exclusively on the product. The fact that 

only a few radio programs can be listened to on a 

given day and that habitual listening further decreases 

the competition from other commercially sponsored 



programs affords the radio advertiser a measure of 

isolation for his sales message that would be hard to 

equal in any other medium. 

The broadcast advertiser possesses all of the ad

vantages viilch the spoken word has over the written 

word, including greater attention value, greater compre

hension under normal conditions, greater memory value, 

and a greater ability to convey emotional content of 

a message. The emotional and entertainment value of 

music also is an invaluable advantage. 

Disadvantages of radio advertising. Radio suffers 

certain limitations that magazines and newspapers escape 

The advertiser is always faced with the danger of com

petition from other advertisers, who may broadcast a 

better program than his at the same time. The printed 

advertisement can be read over and over again, a radio 

announcement can be heard only once, by those who happen 

to be listening at the time it is broadcast. The 

listener cannot go over several words that were not 

quite clear the first time. Radio can duplicate the 

perceptive value and dramatic power of the printed 

illustration only to a very limited degree. This is 

probably the greatest advantage that printed media 

have over spoken advertising. Another limitation of 

radio advertising is that unless the broadcast is 

skillfully handled, the listener may resent the inter

ruption of the entertainment by the commercial 



announcement. These disadvantages, however, do not 

affect the value of radio as an advertising medium. 

For the most part, they merely limit its effective use 

under certain conditions. 

Remarks suggesting disgust with radio advertising. 

Although the housewives were asked no specific question 

on how they felt about radio advertising as a whole, 

many of them expressed the idea that they were listening 

less than formerly to radio programs because of their 

dislike for the advertising which accompanied the pro

grams . 

There are degrees of danger in radio advertising 

under the American system of broadcasting. The broad-

.caster may (1) waste money on listeners who turn off 

their radios, (2) reduce the size of the radio audience 

and the total volume of listening, (3) lose as an 

audience a group who are the natural customers for a 

particular kind of goods, (4) create a vague ill-will 

among customers, (5) arouse personal resolutions not 

to purchase goods associated with unpleasant programs, 

and (6) stimulate an organized boycott against the 

advertiser's goods .-̂  There v/ere a large number of 

housewives who committed themselves in regard to 

5/ Kirkpatrick, Clifford, Report of a Research 
into the Attitudes and Habits of Hadlo 
Listeners, Webb Book Publishing Company, 
1933, p. 43. 
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resolving not to purchase radio advertised goods because 

of disgust with radio programs and the advertising that 

accompanied the program. 

The Reader's Digest in August, 1942 published an 

article by Robert Littell called "Radio's Plug-Uglies." 

While praising radio for bringing "solace, laughter, 

music, and news to millions," Mr. Littell asked why so 

many sales appeals had to be "so insistent and so 

offensive." Listeners were invited to join the plug 

Shrinkers, an amiably exasperated group of listeners 

who proposed to do something about it. 

A summary of the feelings of 15,000 Digest readers 

who had responded to "Plug-Uglies" article in August 

issue was given in the October, 1942 issue. The 

listeners who were disgusted with the bad taste of 

so much radio advertising, were the average citizens, 

a cross section of the American people. 

The lessons which advertisers should learn were 

as follows: Lesson One: Don't use the war as aji 

advertising plug. Sponsors who do, have drawn the 

hottest coals of wrath. The suggestion that any product 

is modern, "like the weapons our fighting men are using," 

or would boost your morale "in these grim war days" is 

violently resented. Lesson Two: Don't underestimate 

either the intelligence or the good taste of the 

American people. Thousands of comments make it clear 

that radio listeners resent being talked down to, and 



resent vulgarity. Lesson Three: Poorly written 

commercials drive so^ie customers away. Lesson Four: 

Sales appeals can be registered In far less time than 

is generally given to them. 

The Industry's most common complaint is that Iilr. 

Littell's remarks "pillory all radio for the sins of the 

few," and fall to take into account the fact that some 

networks have enforced standards of taste and brevity at 

great expense in lost revenue. But, as Mr. Littell 

states-and Plug Shrinkers agree-it is just because 

radio in most of its aspects is so good that its shoddy 

side arouses protest. Scores of enrollees made a point 

of mentioning the well v/rltten commercials of Fibber 

McGee and Molly, the Ford Hour, Jack Benny and Jello, 

and other favorites. Good commercials prove the con

tention: that radio can be witty. Informative, and 

dignified.-^ 

6/ The Reader's Di-est, "Report on Plug Shrinkers". 
-̂  TJHTober 194î , p. 5t-ei. 



CHAPTER III 

THE RADIO LISTENERS 

Number of radios. The survey indicated that forty-

five per cent of the homes visited in Lubbock were 

equipped with two radios. This is important from two 

aspects: Multiple set ownership makes radio listening 

more convenient in any part of the house, thus increas

ing the hours v/hich the sets will be used as a group; 

and different programs can be listened to simultaneously 

by various members of the family. One radio was found 

in 37.5 per cent of the homes, and fifteen per cent of 

the families had three radios. According to the census 

bureau analysis of the 1940 census, more than seven 

out of every ten homes or apartments in the United 

States had a radio. It has been estimated that the 

average size of the radio family (excluding infants) 

is three persons.—' The number of people who actually 

listen to a radio set at any one time has been estimated 

by broadcasters as two in the evening and slightly 

2/ 
more than one in the daytime.—' 

Most popular make of radio. The survey shov/ed that 

the most popular make of radio v/as the Phllco, which was 

owned by 31.5 per cent of the families. The Zenith 

l/ Columbia Broadcasting System, Vertical Study 
of Radio Ownership, 1930-33, New York. 

2/ Xumley. F. H., Measurement in Radio, Columbus, 
Ohio, State University Press, 1934, p. 200. 
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radio was owned by nineteen per cent and R.C.A. radio 

was in eighteen per cent of the homes. 

Length of time since bought last radio. Eighteen 

per cent of the families had owned their radio for over 

three years. Fourteen per cent of the families had 

used their radio for about a year and fourteen per cent 

more of the families had purchased theirs between a 

year and a year and a half ago. 

TABLE II 

RADIO FAMILIES BY INCOG CLASSES 

Annual Income, 1941 

Under i 
$ 500 to i 
1,001 to 
1,501 to 
2,001 to 
2,501 to 
3,001 to 
4,001 to 
5,001 to 

Incomes 

&500 
^ 1,000 

1,500 
2,000 
2,500 
3,000 
4,000 
5,000 
10,000 

Total 

of radio 

Number of 
Families 

1 
6 
27 
37 
46 
34 
28 
10 
11 

200 

listeners • 

Per Cent of 
Total Families 

.5 
3.0 
13.5 
18.5 
23.0 
17.0 
14.0 
5.0 
5.5 

100.0 

Table II Indicates 

that the largest group of the families interviewed had 

an income between $'2,001 and $2,500 a year. The next 

largest group of the families had an Income between 

$1,501 and $2,000, and the third largest group of the 

families had an income between v2,501 and ^3,000. The 

people who have the most money to spend as a ̂ roup were 

also the ones who owned a greater proportion of: the radios 
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The comparisons made between ovmers and users 

of radio sets show a tendency for the middle class to 

listen most, the lower class next, and the higher 

3/ 
Income groups still less."' The wealthy usually support 

churches though they seldom attend them; in the same 

spirit they purchase radios but do not so often listen 

to them. People v/lth fewer privileges make more inten

sive use of v/hat they have. Whatever statistics may 

show concerning the concentration of sets in affluent 

homes, radio flourishes in America because of loyal 

support from the great middle class, and not because 

almost every rich family owns a receiving set. 

Own or rent home. The survey showed that sixty-

five per cent of the families owned their own homes. 

Only thirty-five per cent of them v/ere renting. Taking 

rental value of homes as an index, a survey made by 

Dr. Daniel Starch shows that in the country as a whole 

the economic status of radio families is forty per cent 

higher than that of non-radio families. This differ

ential is twenty-four per cent in the large cities, 

thirty-four per cent in the small cities, and seventy-

eight per cent in smaller communities. 

Number of children ^ the family. The survey in

dicated that 46.5 per cent of the families had no 

3/ Columbia Broadcasting System, I'.cre Facts On 
"" Radio Llstenlnr: By Income Levels, I.'ew Yor.c, 1934. 
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children. One child was found in twenty-nine per cent 

of the families. Eighteen per cent of the families had 

two children, and five per cent had three. Only one per 

cent of the families had four, and none of the families 

interviewed had five children. Children as well as 

adults have become radio fans. In one study of 

children's listening habits it was found that forty 

out of every one hxmdred children Interviewed listened 

to the radio at least a half-hour every day.^ 

Another Investigation reports that children from ten 

to thirteen years of age in New York City spend an 

average of six hours and sixteen minutes before the 

5/ 
loud-speaker each week.-^ 

Advancement of Income to increased costs. At the 

time the interviews were made the housewives were asked 

if the family income had advanced in proportion to the 

increased cost of living because of the V/ar. Eighty-two 

per cent of the family incomes had not increased in pro

portion to increased costs of living and eighteen per 

cent of the incomes had increased. The correspondence 

betv/een the distribution of radio families and buying 

power and trade is almost a perfect one; the radio 

families of the country are the advertisers' most 

likely markets. 

4/ Gruenberg, S. M., "Radio and the Child", Annals 
of Amer. Acad. Pol, and Soc. Scl., January, 
T^35, p. 123. 

5/ Elsenberg, A. L., Children k Hadio Programs, 
Teachers College Bureau of Publications, New 
York, p. 123 
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Reduction in quality of goods. The housewives were 

asked if because of the war they had made any reduction 

in the quality of food, clothing, furniture, and 

lessons. In the case of food sixty-eight per cent had 

made no reduction. A ten per cent cut had been made 

by tv/enty-seven per cent of the housewives. Sixty per 

cent had not reduced the quality any in clothing, while 

twenty per cent had made a ten per cent reduction. 

Eighty-eight per cent of the housewives had made no 

reduction in furniture, and ninety-six had made no 

reduction in any form of lessons they were taking. 

How the radio listeners have reduced their cost 

of living. The housewives were asked if they had re

duced their cost of living by cutting down on certain 

items. Ninety-five per cent of them still had their 

telephones. Fifty per cent had made a reduction in 

the use of their cars .on account of the rubber shortage. 

Fifty-five per cent of the families had reduced travel

ing. Travel was affected by war conditions more than 

any of the other regular family activities. Ten per 

cent of the housev/ives. had reduced their buying of 

furniture. Thirty-four per cent of the housewives had 

reduced their buying of food, and thirty-two per cent 

had curtailed their buying of clothing. Twenty-eight 

per cent of the families had cut down on some of 

their social activities and amusements in order to 

buy war stamps and bonds. 



This curtailment in the purchasing pov/er of the 

listening radio audience v/ill eventually affect the 

amount of money that can be set aside by the manu

factures for the advertisement of their goods over the 

radio net works. Hence, fewer programs will be devoted 

to advertising of nonessentials. 



CHAPTER IV. 

CONSCIOUSl'JESS OF THE LISTEl̂ TER TO RADIO ADVERTISING 

I. Kind of Work Done by the Housev/ives While 

Listening to the Radio. 

The ease of tuning in, together v/ith the lack of 

obligation to listen, has created a nev/ type of auditory 

background for life within the home. The survey showed 

that the majority of the housewives performed their 

household duties to the accompaniment of music, advice, 

and advertising. In the afternoon they would sew, 

read, or play bridge with the same background of sound. 

In the evening, if they were not exhausted, the radio 

would provide a setting against which dinner was served 

and guests were entertained. 

The survey showed that 21.5 per cent of the house

wives did not do any type of household work while 

listening to the radio. Their reason for not listening 

was that it was too nerve-racking to try to listen and 

do something else at the same time. A selection be

tween competing stimuli can be made only at the cost 

of effort. The working "against the radio" may enhance 

the degree of attention given to a chosen task, but only 

at the cost of strain and fatigue.-^ 

1/ Cantril, H. and Gordon, W. A., The Psychology 
~ of Radio,Harper and Brothers Publishers, New 

Yor\si, 1935, p. 25. 
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Sewing. Twenty-two per cent of the housewives 

preferred sewing to any of the other household duties 

while they listen to the radio. The agreeable diversion 

of the radio is not harmful in this type of work v/here 

the task is so simple and habitual that its performance 

does not require a great deal of concentration or in 

some cases no concentration at all. 

House cleaning. House cleaning was listed by 

19.5 per cent of the housewives as the type of work 

they did while listening to the radio. The reason 

which the housewives gave for not listening to the 

radio while house cleaning was that the vacuum 

cleaner caused too much interference with their radios. 

The sounds of the radio are not likely, however, to 

reduce the efficiency of housework. In certain lines 

of manual work required by household duties, a back-

ground of music such as the radio provides has been 

demonstrated to be actualy beneficial. -/ 

Cooking. Cooking was listed by 10.5 per cent 

of the housewives as the principal activity v/hlle 

they were listening to the radio. Dlsh-v/ashlng 

was listed by ten per cent of the housev/ives as the 

principal activity while they were listening to 

the radio 

2/ Diserens, C. !<;., The Influence o£ iuusic on 
" Behavior, Princetion: Princetion UniverTIt:: 

Press, 1926. 
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II. Influence of Radio on the Housewives While 

They are Otherwise Occupied. 

A large percentage of the housewives, who are 

preoccupied with work, hear very little of the details 

of the program viiiich is being given over the radio. 

The loud-speaker emits its stream of sound, but it 

falls on deaf ears. 

Largest percentage of housewives were conscious 

only of what the program was about. The survey showed 

that 50.5 per cent of the housewives, while otherv/ise • 

occupied, were conscious only in a hazy sort of way 

of what the program was about. One can keep the radio 

turned on until he is scarcely conscious of it being 

on at all. Addicts who seldom turn off the radio find 

themselves, unreasonably enough, ultimately complaining 

of the lack of originality in programs. 

Some were conscious only of change of program. 

Twelve per cent of the housewives, while otherwise 

occupied, were conscious only of changes of programs. 

Another twelve per cent of the housewives said that if 

they were working while listening to the radio they 

seldom were conscious of hearing the program but they 

were conscious of the advertisements between programs. 

Although there is a prevailing tendency for the 

housewife to use the radio as a background for other 

tasks 21.5 per cent of the women preferred not to 
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listen because they found that the radio was a 

distraction when they attempted other activities 

while listening to it. 



CHAPTER V. 

TIME TO BROADCAST 

I. Radio Sets in Use at Various Fifteen Minute 

Periods of The Day 

Like different positions in a newspaper, various 

hours of the broadcasting day have different values. 

Although each hour of the day is worthwhile to some 

advertiser, it is necessary that each one select the 

time most Isultable for his own program. On the time 

of the day depends the size and nature of the audience 

and the kind of program that is most effective. 

TABLE III 

HOURS FAIŷ ILIES PREFER TO LISTEN TO THE RADIO 

Rank 
O r d e r 

1 
2 
3 
4 
5 
6 
7 
8 
9 

10 

10 
8, 
7 . 
8; 
7 : 

1 1 ; 
1 1 ; 

6 : 
1 2 ; 

7 : 

' V/omen' 
1 s t . 

: 00 A.M. 
;00 P . M . 
:30 P . M . 
;00 A.M. 
;00 A.M. 
' 0 0 A.M. 
! l 5 A.M. 
0 0 P . M . 
00 P . M . 
0 0 P . M . 

3 C h o i c e Mon. t o F r l . 
2 n d . 

1 2 . 
7 ; 

1 1 : 
1 0 ; 

8; 
9 ; 
6 ; 
9 ; 
4 ; 
2 : 

: 4 5 P . M . 
lOO P.I.I. 
! l 5 A.M. 
lOO P . M . 
00 P . M . 

;00 A.M. 
' 0 0 P.Iv:. 
00 P . M . 
00 P . M . 
0 0 P . M . 

3 r d . 

1 0 : 0 0 P . M . 
8 : 0 0 P .M. 
9 : 0 0 P .M. 
6 : 0 0 P .M. 
8 : 3 0 P .M. 
7 : 3 0 P .M. 

1 1 : 0 0 A.M. 
8 : 0 0 A.M. 

1 0 : 0 0 A.M. 
3 : 0 0 P .M. 

C h i l d r e n ' s M e n ' s 
C h o i c e 

7 ; 
5 : 
3 ; 
4 ; 
7 ; 
1; 
8; 
8; 
9; 
5; 

:30 P .M. 
:00 P .M. 
:30 P .M. 
,00 P.I-:. 
,00 P .M. 
,00 P .M. 
00 P .M. 

:15 P.I.I. 
;00 P .M. 
130 P .M. 

C h o i c e 

10; 
6; 
8; 

12 ; 
5 : 
8 . 
7 ; 
8 . 
8 . 
6 

[00 P .M. 
•00 P .M. 
!45 P .M. 
!45 P.I-:. 
, 45 P .M. 
:00 P . M . 
:30 P .M. 
:15 P .M. 
;45 P .M. 
:00 P .M. 

According to Table III, the ten o'clocxv hour in the 

morning was the time that the largest rroup of house

wives were listening. The twelve to one o'cloc:: hour 
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was the next most popular time chosen by the housewives 

and the hours between seven and ten at night were popular 

times for listening. 

There are striking differences in the sales values 

of different hours. The sales value is proportional to 

the dependability of the time and place habits of the 

listeners. The broadcaster can be comparatively sure 

that between the hours of six to ten at night a large 

portion of the population v/111 be at home and will not 

be greatly preoccupied with other tasks. On the other 

hand, the broadcaster knows that from six to nine in 

the morning most people are busy getting the day started 

and have little time for radio. The mldmorning and 

mldafternoon hours provide the housewife entertainment 

while she goes about her duties. 

Children's choice. Children between five and 

fourteen years of age can be reached best either at 

noon or between five and six in the afternoon. The 

best time to reach young people from fourteen to 

twenty-one years of age is between five and eight in 

the evening, v/hen about fifty-five per cent are 

available. 

Men's choice. The most popular time for the men 

to listen was at ten o'cloc:: at night. This hour was 

chosen by forty per cent of the men as their favorite 

time for listening because of the news broadcasts 
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which were given at that ti-.e. The six o'clock hour 

in the afternoon was second in rank, and third was the 

hour between eight and nine o'clock in the evenir.p:. 

Saturday and Sunday audience. The Saturday 

listening audience is similar to that of any other 

weekday, though there was less listening from one to 

six in the afternoon and from six to nine in the 

evening. The audience on Saturday is somev/hat smaller 

than that of other week days. The survey showed that 

35.5 per cent of the housewives did not listen on 

Saturday. 

The audience was smaller on Sunday mornings than 

on weekdays up to ten in the morning but from eleven • 

in the mornings to six in the afternoon it is uniformly 

greater. The largest number of radio listeners were 

tuned in between seven and nine o'clock at night. In 

fact, fifty per cent or more tuned in their radios 

during this period. 

Seasons of the year. Evaluation of the average 

radio audience at various seasons of the year must, 

be made in terms of specific portions of the day and 

week rather than on an overall basis. The average 

number of sets in use from Monday to Friday is eighty-

six per cent greater in January as in July. The number 

of sets used on Saturdays drops rapidly in April, and 

in July amounts to only about seventj'-eight per cent 
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of the January figure. The Sunday audience shows a 

somewhat smaller variation; the average Sunday audience 

in July is about eighty-two per cent as great as in 

winter.i/ 

The size of the morning audience varies little 

throughout the year, but the afternoon audience shows 

a significant decline in summer. The evening audience 

throughout the entire week is slightly more than seventy 

per cent as great in July as it is during the winter 

months.—' 

II. Radio Stations Most Frequently Listened to in The 

Morning, Afternoon, and Evening 

Every radio station has certain characteristics 

which are the result of a variety of forces: the ex

tent and quality of its coverage, the sum total of its 

programs and the community attitude of mind which the 

station has built up, its promotion in the community, 

and the individuality which it has created by the way 

it conducts the business of broadcasting, even in 

such small items as station identifications. These 

factors predispose a large number of the listeners to 

turn to a particular station unless some outstanding 

program attracts them elsewhere. 

1/ Hettinger and Neff, Practical Radio Advertisin^T, 
"" Prentice-Hall, New York, 1956 p. 103. 
2/ Ibid., p. 103. 
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TABLE IV 

RADIO STATIONS LIST2N3D TO MOST FRE^UrlNTLY EY T: 
HCUSEV;iVES 

Order of Radio Stations Listened To 
Rank 

Morning Afternoon Evening 

1 (Lubbock) KFYO (Lubbock) KPYO (Dallas) '̂ v'FAA 
2 (Amarlllo) KGNC (Amarlllo) KGNC (San Antonio) WOAK 
3 (San Antonio) WOAI None (Lubbock) KFYO 
4 (Dallas) WPAA (Dallas) V/FAA (Amarlllo) KGNC 
5 (Fort Worth) V/BAP (San Antonio) WOAI (Fort V/orth) WBAP 

According to Table --, Radio Station KFYO in Lubbock 

was given by the housewives as the station they most 

frequently listened to during the morning hours. First 

in preference for the afternoon v/as the Lubbock station 

and first in choice for the evening v;as Station VîFAA 

in Dallas. 

Radio stations listened to in the morning. The 

Radio Station KFYO in Lubbock was given by sixty-one 

per cent of the housewives as the station they most 

frequently listened to in the morning. The main 

reasons the housewives gave for listening was that 

the reception over KFYO was clearer than any of the 

other stations, ana they wished to hear the local 

advertisements. Another reason was tl-at'some of the 

women felt that they should show tl:eir loyalty to zhe 
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local station by listening to it. Second in rank 

for first choice was Station KGNC, Amarlllo with 

11.5 per cent of the housewives listening most fre

quently over this station. Third in rank for first 

preference was Station WOAI, San Antonio, with seven 

per cent of the housewives listening most to that 

3/ 
station. 

Radio stations listened to in the afternoon. ..Radio 

Station KFYO in Lubbock was identified by fifty-seven 

per cent of the housewives as the station they most 

frequently listened to in the afternoon. Such a large 

percentage of listeners was probably due to KPYO being 

the radio station that can be clearly heard in Lubbock 

during the afternoon. Second in rank for first choice 

was Radio Station KGNC in Amarlllo which was chosen 

by thirteen per cent of the housewives. They preferred 

KGNC because that station carries the programs of the 

National Broadcasting Company. Eleven per cent of the 

women did not listen to the radio at all in the after

noon because of other activities which required them 

to be away from home. 

3/ Through the several research projects that 
have been conducted along these lines, investigators 
havo found out that the average listener is not 
accustomed to tune in to all available stations. His 
habits at the aial are likely to be rutted: 5.6 per 
cent listen regularly to only one station while 7c.6 
per cent never listen to more than three stations. 
Hettinger, H.S., "Viiliat We Know About the Listening 
Audience", Radio and Education, Chica.To: University 
of Chicago Press, 1933, p. 52. 
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Radio stations listened to in the evening. 

Station WPAA in Dallas was ranked by 43.5 per cent of 

the housev/ives as the radio station they most frequent 1 

listened to in the evening. The Dallas station v/as 

selected by the women because they thought it offered 

better programs and clearer reception. It is possible 

to get stations further away than Lubbock at night 

because radio waves travel better after sundown. 

Second in rank for first choice was Station WOAI in 

San Antonio which was placed by 33.5 per cent of the 

housev/ives and third in rank for first preference was 

Station KPYO in Lubbock. 



CHAPTER VI 

FACTORS IN RADIO ADVERTISH^G 

I. Sales Devices Used in Radio Advertising 

Radio lends itself to a number of devices for 

accelerating sales in addition to the basic technique 

of presenting the merits of a product so lucidly and 

persuasively that a person will want to buy it because 

of these facts. The sales devices listed in the 

survey were contests, box-top offers, club tie-up, 

gifts (called in advertising free give-aways) and free 

sample offers. 

Sixty-one per cent of the housewives said that 

they had never responded to any of the sale devices 

that v/ere used,over the radio. One of the reasons 

the women gave was that they did not want to be bothered 

at a later date with follow-up letters or with salesmen 

who v/ere representing the product as advertised by 

radio. A large percentage of the v/omen just-did not 

want to be bothered with having to v/rlte in to the 

advertiser. 

Contests. Sixteen per cent of the housewives had 

responded more times to the contests than to any of the 

other sale devices. The number of contests on the air 

now is still great, although it has declined somewhat 

from the level of several years ago. As a promotional 

device, a contest is almost certain to create interest. 
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It can stimulate sales, educate prospective consumers, 

and arouse dealer interest. The personal, intimate 

touch of the announcer adds to the interest and appeal 

of the radio contest. Contests have a number of impor

tant disadvantages. The fact that only a few persons 

can win, unless the contest is most carefully con

structed, may result in a certain amount of ill will. 

The detail involved in the administration of a contest 

is tremendous and the expense high. Some times the 

contest becomes more interesting than the product 

itself, so that it does not result in any protracted 

increase in sales. The advertiser may become so in

terested in promoting the contest that he devotes his 

announcements almost exclusively to this purpose, 

overlooking his real sales task. 

The fundamental values of the returns from con

tests and inquiries received in the normal course of 

an advertising campaign are dlfferant. Many of those 

secured by means of the contest are restricted in 

interest to the contest Itself and do not result in 

repeat sales. On the other hand, replies secured by 

a premium offer closely related to the product, or by 

other similar means, may represent a much more 

Interested group of prospects and consequently may 

result in a higher volume of sales. 

Gifts (Known in Advertising as Free Give-Aways). 

Nine per cent of the housewives hai responded more 
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times to the gift idea than to any of the other sales 

devices. The gift usually consists of a booklet, a 

picture, a copy of the program, or something else of 

Interest, which the listener may obtain by writing 

in to the advertiser and requesting that the gift be 

sent to him. Gifts are good ways of reviving interest 

in a program which is beginning to become routine and 

also useful in building up good will. 
r 

Sample offer. Eight per cent of the housewives had 

responded more times to the sample offer than to any of 

the other sales devices. The use of sample offers in 

connection with radio programs has increased within 

recent years. Like contests, sample offers stimulate 

the interest of listeners and can be used directly 

to increase sales and to bring prospective customers 

into the store. The offer should have a definite 

association with the program or the product of the 

firm sponsoring it. Offers should appeal specifically 

to the particular type of listener reached by the 

program. 

II. -Influence of Radio Advertising on the 

Housewives' Buying 

Radio is highly versatile medium, combining 

elements of the theatre, salesmanship, publicity, and 

advertising. It has been put to many specific uses, 

many of which have been highly successful principally 
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because they were based upon a sound appreciation of 

the distinctive characteristics of radio as an advertis

ing medium and because radio was intelligently coordinat

ed with the rest of the advertising and sales programs .i' 

The specific uses of radio advertising, as listed 

in the survey, were: Causing change of brand, intro

ducing a nev/ product, combatting substitution, educat

ing the public to the utility of an article, increasing 

the quantity of the product used, and creating consumer 

goodv/ill. 

The survey showed that 28.5 per cent of the house

v/ives v/ere disinclined to respond to radio advertising. 

The women had refused to purchase items advertised on 

the radio because they disliked radio advertising in 

any form. 

New product. Twenty-seven per cent of the 

housewives bought new products because they had been 

influenced by the radio advertisements. A company 

introducing a totally new or radically changed product 

faces a much more difficult task than the ordinary 

advertiser. It has a pioneering job to do. The 

public must be informed of the new product, convinced 

of its utility, and persuaded that it is superior to 

the other goods in the same class of commodity. If 

the public is told of the new product in an interesting 

1/ Hettinger, H.S. and Neff, W.J., Practical Radio 
Advertising Prentice-Hall, New York, 1938, p. 21. 
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and dramatic fashion, large numbers of people are sure 

to listen, and many people v/lth a particular interest 

in the product will be reached. Housewives, for example, 

can always be interested in any new household appliance 

that is developed. 

Change of brand. According to the survey, radio 

advertising had influenced 16.5 per cent of the house

wives to change from the brand they had been using to 

a nev/ one. Radio affords a ready contact with large 

numbers of potential customers. A skillful presentation 

of the program will win immediate attention of listeners 

for both itself and the new brand. The news aspect of 

radio and the word-of-mouth publicity secured by a new 

program also materially aid the promotion of a new 

product. In addition, the type of program presented 

will assist in setting the tone for the product and 

in establishing brand prestige. Repeated mention of 

the brand name over the air and its incorporation in 

the name of the program will familiarize listeners 

with it. 

Auditory presentations of advertisements are 

very effective for both recall and recognition of 

the product. The purchase of many commodities, es

pecially those frequently used and low in cost, is 

often made without much reflection or deliberation. 

The purchaser simply recalls the name of a brand 

advertised over the radio and asks for it or else 
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recognizes in the counter display the brand whose name 

he has heard on the air. 

Consumer goodwill. Tv/elve per cent of the house

wives expressed the idea that they used certain products 

because they listened to the radio programs sponsored 

by the producers of the products and they felt that 

out of courtesy to the sponsor they should buy those 

commodities. At first radio advertising was used 

merely for creating consumer goodwill and company 

prestige. This particularly effective application 

began to be overlooked with the development of com

petitive advertising. Nevertheless, it still remains 

one of the most effective purpose to which radio can 

be put, and it is again securing attention. 

Education to utility of an article. The survey 

showed that 7.5 per cent of the housewives will use 

more of the product after having learned from the 

radio advertisement the utility of the product. In 

re-educating the public concerning the usefulness of 

an established item, the advertising problem is some

what more simple. The emphasis is placed not upon the 

brand but upon the article as a class. Much less 

competitive detail must be included in the coLiir.ercial 

announcement, and the attractiveness of the sales copy 

is consequently increased. 
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III. Price of an Article as Factor in Advertising 

The survey showed that the housev/ives preferred 

to have price mentioned only on the special articles 

rather than having it mentioned on all the regularly 

advertised goods. 

Special advertisements. Fifty-six per cent of 

the housewives preferred to hear prices mentioned only 

in connection with the "special" advertised. They 

felt that they could obtain prices on regular articles 

from other sources. But they liked to have the prices 

quoted on such commodities as food and clothing 

"specials". 

Regular advertisements. Thirty-three per cent 

of the housewives preferred having a price quoted on 

every item that was advertised. They thought that it 

might aid them in making up their shopping list and 

give them better comparison values of other commodities. 

Dollar-day. Eleven per cent of the housewives 

preferred to have the prices quoted on dollar-day 

specials. The women wanted prices on the dollar-day 

specials for comparison of values and to keep themselves 

Informed of the current prices. 



CHAPTER VII 

ADVERTISSLSKTS 

I. Choice of Commercial Announcements 

The commercial announcement, which constitutes 

the entire sales portion of the program, depends on the 

entertainment for its circulation and on the character

istics of the program for a proper setting. The 

commercial announcement must perform all of the tasks 

commonly assigned to advertisements appearing in other 

media: It must attract attention, arouse interest, 

stimulate desire, and impel action. The message must 

begin with something of immediate interest to listeners 

as an opening wedge. It should illustrate either a 

situation or a problem common to prospective buyers. 

Following this, the transition must be made to the 

desirability of purchasing the advertised product. 

Five types of commercial announcements were listed 

in the survey: Straight announcements, personalized 

announcements, dramatized copy, dialogue, and commercial 

songs. The straight announcements were chosen by the 

largest percentage of housewives for first preference. 

Second In rank for first choice were personalized 

announcements and third were the commercial songs. 

Straight announcements. Straight announcements 

were given as the favorite type of commercial 
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announcements by 43.5 per cent of the housewives because 

they wanted to hear a direct commercial story that was 

smoothly, evenly, and conversationally told in such a 

manner that it was easy to comprehend. The principal 

advantages of the straight announcement are directness 

and a concentrated development of the copy idea. 

Personalized announcements. Eighteen per cent 

of the housewives gave personalized announcements as 

their preference in the type of commercial announce

ments. The personalized announcement differs from the 

straight announcement only in that it is given by a 

member of the cast or by some person especially de

signated for that purpose. This type of announcement 

was liked by the housewives because it could create 

an atmosphere of particular intimacy and the tran

sition from the program proper to the commercial an

nouncement was some what smoother. 

Commercial songs. Fifteen per cent of the house

wives selected commercial songs as the type of commercial 

advertisements they most enjoyed hearing. Commercial 

songs would probably not be as popular at the present 

time as they v/ere at the time of the survey because 

commercial songs were a new form in radio advertising 

and the housewives liked them for their novelty. 

Dramatized copy. Dramatized copy was close in 

ra::k to commercial song, with 14.5 per cent of the 
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housewives preferring that type of commercial. The 

dramatized announcement is the perfect opening wedge 

for the commercial copy; but the principal danger in 

using it is a possible loss of naturalness. 

Some of the housewives did not like the dramatized 

announcements because they thought the announcements 

deceived listeners at the start into believing that 

they were other than a sales message. This undoubtedly 

is true with regard to five-minute programs in which the 

dramatized announcement consumes practically the entire 

period, but it probably does not apply to dramatized 

announcements on longer periods. 

Out of the two-hundred housewives interviewed 

almost everyone of them expressed her dislike for the 

"Skinner's" commercial, which is of the dramatized 

type. 

Dialogue. Dialogue was given last place, with 

nine per cent of the housewives choosing that type 

of commercial. The dialogue is a compromise between 

the dramatized and the straight announcement. One 

of the most popular forms of dialogue is that of 

comedian and stooge. Commercial copy in dialogue 

form can take place between the announcer and a member 

of the cast and the interview also may be used for 

the commercial copy. 
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II. Place For The Advertisement in The Program 

The transition from the entertainment to the 

selling message should be made as naturally as possible. 

The announcer's voice must not be an unpleasant inter

ruption and its inherent interest must outweigh the 

break in the program. The copy should be written in 

the same vein as the entertainment, and it should be 

placed at the most strategic points in the program. 

Beginning commercials. Sixty-two per cent of the 

housewives listen more to the beginning commercial. 

Most of these women identify the program by the beginning 

commercial. They also listened at the start because 

they were afraid of missing the beginning of the enter

tainment part of the program. 

Middle commercials. Advertisements inserted in 

the middle of the program were given by 18.5 per cent 

of the housewives as the commercial which they most 

often listened to during the program. Middle announce

ments can be effectively used since the listener is 

caught unawares when her attention is heightened and 

she will not turn the announcement off for fear of 

missing the remainder of the program. 

Closing announcements. Closing announcements were 

also given by 18.5 per cent of the housewives as the 

advertisement most often listened to on programs. 
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Introducing the commercial during the closing strains 

of a musical number compels the listener to follow the 

melody tlirough to completion; she must allow it to 

make a "closure" and she is therefore unlikely to tune 

out so long as the music lasts, even though she may 

regard such an advertisement as aesthetically repelling. 

III. Length of the Advertisement 

The survey showed that the housewives preferred 

the short advertisement. Second in rank for first 

choice was the medium length commercial and last in 

preference v/as the long advertisement. 

Short commercials. Eighty-two per cent of the 

housewives preferred short commercials. The house

wives expressed the idea that the shorter the ad

vertisement was the better they liked it. The short

comings of present day radio advertising cannot be 

rectified by an arbitrary limit on the number of 

words or minutes that can be used for the selling 

message. Length in Itself is neither a virtue nor 

a vice. It depends upon what is said. Announcements 

generally seem longer to the public than they actually 

are. This is probably because so many of them are 

poorly written and delivered. The listener cannot 

hurry through a radio announcement as he can scan a 

printed advertlseuient. The only way to avoid an 

unpleasant commercial announcement is to turn it o, /ff. 
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Medium advertisements. Fifteen per cent of the 

housewives preferred the medium length advertisement 

Some of the women expressed the idea that they enjoyed 

hearing the medium length advertisement because they 

thought the commercial more entertaining if comparative

ly long. The way the commercial is written has a great 

deal to do with its apparent length. The announcer 

should stop v/hen everything of basic interest to the 

listener has been said. 

Long advertisements. Last in rank was the long 

advertisement with only three per cent of the house

wives preferring this length of commercials. There 

is little relation between the actual length of the 

copy and the listeners' estimates. A great percentage 

of the listeners are annoyed by the commercials, and 

this irritation leads them greatly to overestimate 

the amount of time actually consumed by commercial 

announcements. An important fact regarding the length . 

of the announcement is that listeners do appreciate 

useful information. A long announcement can be 

effective if, for Instance, it describes new and 

Interesting features about the advertised product or 

if it constitutes an educational talk. 

IV. Types of Advertising Rendition 

Most programs going over the air are either live 

or transcribed. A live program is one in v*iich the 
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program is being enacted before the microphone through 

which it is immediately transmitted. A electrically 

transcribed program is one broadcast from what might 

be described as a highly developed phonograph record. 

The program is recorded on a master record from which 

are made as many duplicate copies (known as pressings, 

recordings, transcriptions) as are needed. These 

pressings are sent out to the different stations on 

a schedule. The station plays them on a reproduction 

machine.—^ 

Live talent. Sixty-seven per cent of the house

wives preferred to hear live talent programs over the 

radio. This type of rendition was popular because 

most of the housewives felt that it was their obli

gation to listen to home town talent rather than a 

program that was electrically transcribed. They 

also thought that live talent gave more local variety 

to the program than the transcription type of advertis

ing. The use of live talent on programs over individual 

stations has enabled the advertiser to make full use 

of the popularity of local artists, particularly of 

distinctive personalities such as news commentators. 

Local talent has greater news value than all but the 

most outstanding network programs. Local participa

tions are most effectively sponsored by distributors of 

1/ Kleppner, Otto, Advertising Procedure, Prentice 
Hall, Inc., ̂ êw Yor.<, 1941, pp ••-̂ ".--•̂ 7. 
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foods and household equipment. The use of studio pro

grams has also enabled the advertiser to build his 

broadcasts according to the psychology and preferences 

of local or class audiences. 

Electrical transcriptions. Electrical transcriptions 

were preferred by sixteen per cent of the housewives. 

This type of rendition was indicated because the majority 

of these women thought the electrical transcription 

offered a more professional type of program. The pro

duction of transcribed programs is as centrally con

trolled as if they were being broadcast over a network. 

The program sounds the same over every station. The 

appeal, the talent, the manner of production, and the 

delivery of the commercial announcement are identical 

wherever the program is heard. Commercial copy receives 

a good part of its sales value from the voice quality, 

the enunciation, the rate of delivery, and the emphasis 

of the announcer. 

Some of the advantages offered to the advertiser 

by electrical transcription are: He can have his 

program made just the way he wants, "placed on wax" 

for future use in as many cities as he might want it to 

go to, select the stations he wants in each city, and 

broadcast whenever he wants at whatever time of the 

day or night that he can arrange to do so with the 

individual stations. He can also overca.r.e the 
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disadvantages of the difference in time belts by the 

use of transcripts.-^ 

Announcements. Announcements were selected by 

seventeen per cent of the housewives as the type of 

rendition they preferred. Announcements vary in length 

and in manner of presentation. They are usually sold 

in units twenty-five, fifty, or one hundred to three 

hundred words long. Announcements may be either 

transcribed or presented by a member of the station 

announcing staff. Transcription assures standardized 

delivery as to voice quality, rate of speech, emphasis, 

and so on. A member of the station staff, on the 

other hand, has greater personal appeal, and sometimes 

enables the advertiser to adapt his message more 

completely to local psychology and speech. The ad

vertiser does not try to build up an audience in these 

brief moments; he merely tries to present his story 

as effectively as he can to those v;ho already are 

listening to the radio at that moment. 

A number of special services can be rendered by 

means of commercials some of these are: Announcements, 

time, temperature, weather. Irrigation, news, sports, 

and market reports. Time, weather, and temperature 

reports are usually combined with the commercial copy 

into a single announcement broadcast in the station-break 

2/ Kleppner, Otto, Advertising Procedure, 
- Prentice-Hall, Inc., î ew l̂ or.c, 1941, p. 337. 
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between programs. News, sports, and market reports 

are generally Inserted betv/een individual news items 

or athletic scores. 



CHAPTER VIII 

PROGRAMS 

I. Length of Program Listened to Most Frequently 

Fifteen-minute programs. The survey indicated 

that fifty-nine per cent of the housewives interviewed 

listened most frequently to the fifteen-minute programs. 

The housewives listened to this length of program be

cause station KFYO in Lubbock broadcasts programs of 

fifteen-minutes duration. The housewives preferred to 

listen to the local station because of its clearness 

of reception. 

The fifteen-minute programs have rapidly increased 

in favor and are now greatly in the majority. According 

to a survey made in 1933 fifteen-minute programs con

stituted over half of all broadcasts and represented 

three-quarters of all commercial programs.-/ 

The quarter hour programs have some advantages to 

the advertiser over the longer type of programs. Usually 

three, five, or six, fifteen-minute programs are broad

cast at intervals during the week. The advantages of 

this type of program are its attention and memory value, 

its repetition of the advertising message, and its 

ability to sustain interest. The repetition of the pro

gram either dally or every other day keeps it fresh 

1/ Hettinger, H. S., A Decade of Radio Advertising , 
" University of Chicago Press, 1933, p. 251. " 
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In the mind of the listener and makes it easy to build 

up a regular listening habit. 

Thirty-minute programs. The thirty-minute program 

was selected by 35.5 per cent of the housewives as the 

length of program they most frequently heard. A half-

hour program is short enough to enable a single perfor

mer to dominate it and stamp it with his personality. 

A good example of this is the Jack Benny program, 

which would lose its novelty if it were prolonged for 

more than a half hour. The half hour program is well 

adapted to such programs consisting of a dance orchestra, 

a soloist and orchestra, or a comedian and supporting 

band. The half hour is also ideal for the average 

dramatic program other than the serial. It is hard to 

hold the listener's interest in radio drama for a 

longer time. Although a half hour is a sound, conser-

vative length for a radio program, it does not have 

the advantage of repetition during the week that the 

quarter hour has. It also meets considerable compe

tition from other outstanding half hour shows that 

broadcast at the same time. 

Hour programs. Three per cent of the housewives 

listened most frequently to the hour program. The hour 

program has two principal advantages: prestige value 

and time domination. Its prestige value is commonly 

accepted. The very magnitude of the program, the 

wealth of talent, and the cost command respect and 
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attention. In an hour, more contrast, novelty, and sur 

prise can be secured than in any shorter period. Once 

the audience is secured, it is likely to listen to the 

program to the end. Meanwhile no other sponsor has a 

chance to win the audience' s goodwill or to give them 

his sales message 

II. Favorite Programs 

TABLE V 

FAVORITE PROGRAMS 

Number of 
times Program 
is Given A 
Week 

Once a Week 
Twice 
Three 
Four 
Five 
Six 
Seven 

Percentage 
of Women 
Listening 

35.0^ 
5.0 
5.5 
1.5 
13.0 
18.5 
21.5 

Number of 
times Program 
is Listened 
to . 

Once a Week 
Twice 
Three 
Four 
Five 
Six 
Seven 

Percentage 
of Women 
Listening 

35.0^ 
6.5 
7.5 
3.0 
14.5 
14.5 
19.0 

The programs which are given once a week are the 

most popular among the housewives. Table V shows that 

thirty-five per cent favored programs that were given 

once a week and that thirty-five per cent of the women 

listen once a week. The programs which are broadcasted 

seven times a week are listened to by 21.5 per cent of 

the housewives, but only nineteen per cent of the women 

actually listen seven times a week. The next most 

popular programs were given six'times a week. They were 

preferred by 18.5 per cent of the housewives and 14.5 
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per cent of the housewives listen all six times during 

the week. 

III. How The Housewives Identify the Programs Listened To 

The housewives are able to give plausible directions 

for tuning in future programs from memory. It would 

seem that from habits of listening, from preferences, or 

from announcements given over the radio, these house

wives have learned to select and discriminate among 

programs without listening to unwelcome broadcasts. 

Seventy-one per cent of the housewives identified the 

program that they wanted to hear by the time of day the 

program was to be broadcast. 

Theme song. The theme song was used by 17.5 per 

cent of the housewives to identify the program they 

wanted to hear. It is important that the theme song 

be chosen with great care. A mere jingle regarding 

the product, set to a popular tune, is not sufficient 

and is seldom used today. The theme song must be so 

distinctive as to identify the program and the sponsor 

as soon as it is heard. 

Advertisement. Advertisements v/ere used by 11.5 

per cent of the housewives to identify the program they 

wanted to hear. They heard the advertisement of the 

product and they then knew they had the right program. 
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IV. Program Preferences 

TABLE VI 

TYPES OP PROGRAMS 

Order of First Choice Second Choice Third Choice 
Rank Of Programs Of Programs Of Programs 

1 Variety Current Topics Variety 
2 Music Music Music 
3 Current topics Variety Literature 
4 Literature Literature Current Topics 
5 Talks Talks Religion 

For about three cents a day a housewife and her 

family can listen to a variety of programs, the talent 

and production costs of which amount to more than 

$45,000,000 every year. Thirty-three million radio 

set owners scattered throughout the country avail them

selves of this privilege because they v/ant to be 

entertained. 

According to Table VI, variety programs were the 

housewives first choice of programs. Current topics 

were chosen as first in rank for second preference and 

first for third place was the variety program. Music 

placed as second in the three program preferences. 

Variety programs. Variety programs were given by 

31.5 per cent of the housewives as the type of program 

they most enjoyed hearing over the radio. The 

2/ Hettinger, Herman S. and ueff, ̂ /alter J., 
" Practical Radio Advertising, Prentice-Hall, 
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vaudeville of the air" combines many varied kinds of 

entertainment in one period. The most popular combina

tion seems to be a comedian, one or more assisting 

artists, and an orchestra. Occasionally singers and a 

master of ceremonies are added. The program may also 

include soloists, one or more guest stars, and a dramatic 

sketch. The variety program contains something that 

appeals to almost every type of listener. Because of 

its swift pace and great contrasts, interest never 

lags. The pretentiousness of the program, the famous 

names brought within the space of the single period, and 

the personality of the outstanding character not only 

add to the listener's enjoyment but materially increase 

the prestige of the sponsor. This prestige is further 

increased by v/ord-of-mouth publicity every time radio is 

discussed. It is easy to Insert commercial announce

ments in this type of program and at times the announce

ment can actually contribute to its entertainment value. 

Music was selected by 26.5 per cent of the house

wives and current topics were preferred by eighteen 

per cent of the housewives in their first choice of 

programs. 

V. Special Events 

It is usually difficult to sponsor special events 

commercially. Such occasions do not occur regularly, 

and it is usually impossible to forecast their 
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occurrence any great time in advance. The propriety 

and practicability of sponsoring the presentation of 

public events are often doubtful. 

Sye-v/itness accounts of the news. Eye-witness 

accounts of the news were preferred by 54.5 per cent 

of the housewives. They enjoy hearing any type of 

nev;s programs but nev/s that is broadcasted while it 

is happening has a special type of appeal. News, if 

interestingly presented, appeals to every age group, 

cultural level, and income class. The survey showed 

the nev/s broadcasts were especially appealing to the 

men listeners. 

Special speeches. Special speeches were indi

cated by twenty-eight per cent of the housewives as 

the type of special event they most enjoyed hearing. 

A special speaker of great popularity and prestige 

is President Roosevelt. The housewives and all other 

members of the families enjoy hearing him, and any 

advertiser that has his program before or after his 

speeches has a great opportunity in having it heard 

by a larger majority than v/ould hear it at any other 

time. 

Sports, eye-v/itness accounts. Seventeen per cent 

of the housewive.3 preferred the eye-witness accounts 

of sports. Eye-witness accounts of sports and games 

are among the best types of progra..:s for commercial 
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sponsorship. National advertisers buy the privilege 

of broadcasting particular games in various sections of 

the country over a single station, a regional netv/ork, 

or a group of stations especially joined together. 

Games are seldom broadcasted commercially on a national 

scale, since interest in them varies in different 

sections of the country. 

In sports broadcasts, the chief difficulty is 

that the listener's interest is so intense that the 

commercial announcement may annoy him. Care and skill, 

however, can overcome this obstacle. The average 

sports contest is long enough so that more than the 

usual number of announcements can be inserted during 

the lulls in the action. The sales effectiveness of 

the program can be built up by a series of brief 

single announcements. The listener's great appreciation 

of the sports broadcast in itself creates much good

will. Sports programs also lend themselves readily 

to merchandising. 

VI. Talks 

Since talks are mainly informative, they cannot be 

separated from service programs, which are one of the 

cheapest and most effective means of reaching special 

groups of listeners. Time, weather, temperature, market, 

and crop reports are a few of the many commonly used 

forms of service programs. 



52 

Listener participation programs. Listener 

participation programs were given by 62.5 per cent 

of the housewives as ^he type of dialogue programs 

they enjoyed hearing the most. These programs are the 

latest form of radio entertainment to have become 

popular. Their psychology is sound and they capital

ize upon the intimacy of radio as a medium. These 

programs also cater to the listener's natural curiosity 

regarding his fellow men and his equally strong incli

nation to side with the underdog.-2/ 

There are several types of listener participation 

programs: the first of these programs to be used was 

the "sidewalk interview". The second type was the 

"mass" program v/hich originally appeared in community 

sings and spelling bees. The third type is the 

amateur hour in which the listener tends to identify 

himself and his fellows with the amateurs appearing 

on the program. Another type is the open forum 

discussion in which controversial subjects are con

sidered by selected speakers after v/hich the meeting 

is turned over to the audience without reservation. 

Because the listener participation program is so 
new, it is hard to foresee its future. It has 
strong appeal, but the production problems are by 
no means simple. Perhaps listener participation 
will eventually evolve from a form of program into^ / 
a general viewpoint that will affect all programs*-^ 

3/ Hettinger, H. S. and Neff, J. V»'., Practical 
Radio Advertising, Prentice-Hall, i*ew York, 
1958, p. 151". 

4/ Ibid., p. 152. 
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General culture. Fifteen per cent of the house

wives chose the general culture programs for the type 

of talks they most preferred to hear. General culture 

talks are given on many different subjects which are 

of interest to the housev/lfe. The housewife benefits 

directly from the information furnished her, so she 

listens regularly and is appreciative of the adver

tiser's efforts. 

Educational talks. Fourteen per cent of the 

housewives preferred hearing educational talks. 

According to one investigator, adults prefer radio 

instruction to any other form of education.— They 

find it convenient and agreeable; more than any other 

agency it brings them aspects of culture and thought 

foreign to their accustomed lives. But radio instruction 

cannot be haphazard. It must first of all be adapted to 

the medium. It must be informative and uncomplicated, 

with a suitable blend of repetition, and concrete 

illustration. It should not attempt to cover as much 

ground as might be covered in an equivalent time de

voted to personal instruction, nor should it deal with 

material as abstract as might be understood by reading. 

5/ Dunham, Franklin, "University of Wisconsin 
Studies in Education by Radio", Education Studi< 
on the Air, 1934, p. 335. 
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VII. Music 

It is nov/ possible for everyone to hear every 

type of music, classical and popular, vocal and in

strumental, old and nev/. The increased availability 

of music has doubtless increased its popularity. 

Radio provides unparalleled opportunity for musical 

education. It is safe to say that more people listen 

to better music than ever before in the world's history, 

Listening alone helps to shape people's taste in music, 

but the instruction and interpretations that accompany 

some of the broadcasts of symphonies, operas, and 

chamber music accomplish still more. They assist the 

masses of people in more intelligent listening. 

Semi-classical. Semi-classical music was pre

ferred by 53.5 per cent of the housewives. Semi-

classical music has a wider appeal than classical 

music because its rhythm and melodies are easier to 

appreciate. The huge library of available well-knov/n 

semi-classical music Includes many light operas, 

lighter compositions of classical composers, folk 

music from various countries, and some of the better 

musical comedy numbers. Because the housewives prefer 

music with which they are acquainted, the appeal of 

semi-classical music is great. This is true especially 

among the more mature listeners, in whose lifetime se.ni 

classical compositions have played a prominent part. 

Since semi-classical music does not require the 



concentrated attention de-̂ ianded cy the higher forms, 

it can be offered at almost any ti.r.e. 

Semi-classical music is ii-̂ medlately inteiiigitle 
and ordinarily enjoyable to any person whatever 
his mood. It is, of course, true that among the 
forms of light music he enjoys, the listener's 
preference may lean in the direction dictated by 
his temperament or his present emotional state. 
The love-sick adolescent would probably select a 
luscious melody sung by a throaty torch singer 
rather_than the old-time tunes of grandmother's 
day. His great-aunt Lucy would probably select a 
luscious melody sung by a throaty torch singer 
rather than the old-ti:;.e tunes of grandmother's 
day. His great-aunt ^ucj would probably prefer 
"The Lost Chord" or "Tenting Tonight." But radio 
with its variety of simultaneous offerings is / 
able to cope easily with such variations in taste.—/ 

The fact that little concentration is required 

in a program of semi-classical music makes it easy to 

Insert commercial announcements inoffensively. Since 

the orchestration is usually lighter, the music can 

be played by smaller and less expensive groups than 

are needed for symphony programs. A semi-classical 

program is most effective if the music provides a 

dignified, intimate, and friendly background for the 

commercial announcement and if goodwill is a more 

Important objective than a high-pressure sales message. 

Classical. Classical music was chosen by twenty-

two per cent of the housev/ives. One of the many ad

vantages of classical music is that it affords the 

advertiser an opportunity to reach a selected audience. 

The housewives who choose the classical music were 

6>/ Cantril, n. and Allport, G. W., The rsvcholocv 
of Radio.-, r.arper oc ..-rothers ri:blliners' :;ew 

p. 21S.. 

samallel
Typewritten Text
York, 1935,
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usually of the higher cultural level and standard of 

living. The audience who enjoys classical music is 

an appreciative one. If its interest in the program, 

which is usually concentrated, can be transferred 

tactfully to the sponsor and his product, the result

ing goodwill will be considerable. Classical music 

has a much longer life than popular music, it is 

appropriate at almost any time. Its rich emotional 

content makes it especially capable of inducing moods 

and emotional attitudes in the listeners. Classical 

music also has certain disadvantages. Because its 

audience is necessarily a restricted one, it is usually 

unsuited for a product sold to all classes of consumers. 

The program comprised mainly of classical music seems 

to be most effective in institutional campaigns de

signed to create goodwill and company prestige. It 

lends itself better to higher-priced commodities 

where confidence in the company is of particular im

portance. 

Popular music. Popular music was preferred by 

12.5 per cent of the housewives. Practically all 

listeners over fourteen years of age and under sixty-

five like popular music. More than any other form of 

entertainment, popular music can be listened to at 

any. time and under any conditions. Its rhythm, tempo, 

and simplicity make it a desirable background for many 

activities. The commercial announcements seem less 
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out of place and, therefore, may contain a more force

ful sales message. Popular music has certain disad

vantages from the program builders viewpoint. The 

number of popular orchestras is so great that most of 

them sound very much alike. It is essential, therefore, 

to secure a good orchestra with a popular leader and a 

distinctive way of playing. If possible, the orchestra 

should be supplemented with soloists or other enter

tainers. 

^̂ Q°iQ song. Semi-classical music was given by 

76.5 per cent of the housewives as the type of music 

they liked for the theme songs of programs. The theme 

song should be like a trade mark or a distinctive 

package design. It should identify the program as be

longing to a particular sponsor. To listeners who 

have enjoyed previous broadcasts it constitutes a 

guarantee of satisfactory entertainment. Without 

mentioning the sponsor's name, it associates him and 

the program thoroughly in the mind of the listener, 

further insuring the advertising value of the broadcasts. 

The musical theme or signature not only identifies the 

program but also acts as a border, setting it apart from 

the other programs. The type of music selected largely 

determines what kind of people will listen to it. 

VIII. Literature 

Housewives prefer dramatic programs to other types 

of literary programs. Second in rank for first place 
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were the comedies, and third were the programs con

sisting of readings. 

Drama. Dramatic programs were chosen by 41.5 per 

cent of the housewives. Because it has always been 

expensive to produce, good drama has usually been re

served for the upper economic classes. Radio now pro

vides a type of drama for the masses. Assured of large 

audiences, the radio producers go to considerable 

expense in securing talent and fairly long periods of 

radio time. 

Dramatic programs can be developed for a selected 

audience. The melodramatic programs have a special 

appeal to men and boys. The romantic dramas have won 

a large following among women. Homely drama is par

ticularly liked by small-town audiences for they are 

typically American in their psychology and outlook, 

as they combine the simple pshllosophy and quiet humor 

of the hinterland. Historical drama appeals to every-

7/ 

one. -^ 

In radio dramas, as in classical programs, the 

announcement is an Interrupting idea that must not break 

the listener's mood of enjoyment. The commercial copy 

should come at a normal break in the drama or be con

fined to the beginning and the end. A current practice 

7/ Hettinger, H. S. and Neff, J. W., Practical 
~ Radio Advertising, Prentice-Hall, .̂ ew lork, 

IJob, p. 159-40 
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is to divide the radio play into acts and to insert 

the copy between them, if the program lasts a half hour 

or more. 

Serial drama or single dramatic presentation. The 

single dramatic presentation is by far the most popular 

type among the housewives. The survey showed that out 

of the two hundred women interviewed seventy-nine per 

cent of them preferred listening to the single dramas. 

Only twenty per cent of the women liked the serials 

better. 

The housev/ife prefers the single dramatic presen

tation to the serial program as she is unable to get 

the continuity of the serial program because of her 

household duties that sometimes interfere.at the time 

of presentation. Serial broadcasts also lose listeners 

when they are concluded abruptly at a high point of 

tension. Each broadcast is more popular when it tells 

a complete story. People do not read advertisements 

in a series. They do not listen to programs in a 

series. There are too many programs on the air and 

competition is keen. Furthermore, the mind does not 

retain half a radio story for a week until the rest is 

forthcoming. It is the full story concisely and 

dramatically told that a listener remembers. 

Comedy. Comedies were chosen by 27.5 per cent of 

the housev/ives. 
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Radio causes the comedian a great deal of puzzle
ment and distress. Unfortunately for the funny man, 
the limitations of broadcasting are precisely of 
the sort that affect humorous communication adverse
ly. Humor requires a laugh, and a laugh requires a 
social echo. But radio permits no echoes; it is at 
best a linear, semisocial method of communication, 
eliminating rapport between auditor and comedian. 
The social basis of laughter is destroyed and there
by humor itself is imperiled. Radio comedy is of 
necessity circumscribed. It must be more conventional, 
more familiar, more elementary, briefer, more 
exaggerated, less aristocratic, and less dependent 
upon complex situations than humor on the stage or 
humor in print.-/ 

The type of comedian must be considered most care

fully. A most important idea is to have the comedian 

stop at the right moment, for nothing can so thoroughly 

wreck this kind of program as to have the comedy ex

tend beyond the time when it ceases to be funny to the 

audience. The audience should be left asking for more 

rather than satiated. Humor has many varieties, and 

there is little difference between an outstanding 

success and a complete failure. The attainment of 

humor is entirely a matter of inherent ability, and 

thus the prescription of rules. 

Readings. Readings were chosen by 25.5 per cent 

of the housewives. Readings, which are given by a 

dramatic voice person are enjoyed by the housewives. 

"Meet Your Neighbor" program, which is broadcast over 

KFYO in Lubbock is very popular with the women. Any 

8/ Cantril, H. ana H. V;. Allport, The Psychology 
of Radio, Harper A lirothers Publishers, .̂ ew 
YSrk, 1§35, pp. i:21-26. 
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kind of poetry read with or without music will draw a 

fairly large listening audience. 

IX. Current Topics 

Current topics ranked as second place in the 

housewives' selection of types of radio programs. 

Current topics were divided into three divisions: 

news, sports, and market reports. 

News broadcasts. News reports were chosen by 90.5 

per cent of the housewives. Hiaman curiosity being what 

it is, news is one of the most sought-after commodities 

in the world. Any dramatic, out-of-the-ordinary, humanly 

moving event, no matter how unimportant, is received 

eagerly by an insatiable curious public. 

Several types of news broadcasts are available for 

sponsorship. Some stations make a practice of selling 

announcements interspersed between news flashes at 

certain periods of the day. This type of news program 

is generally unsatisfactory because the listener sus

pects that each item may be nothing more than a dis

guised commercial announcement, and ill-will often 

results.. A more successful form of news broadcast is 

the ten to fifteen-minute period giving brief head

line reports of the outstanding events of the day. 

Usually the commercial announcement is confined to 

the beginning and end of the period. If the program 

lasts fifteen minutes, an additional announcement 
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inserted in the middle of the period can be very 

productive. 

A news period can be made distinctive if one man 

broadcasts the program and is built up as a personality. 

Reading the news requires a certain type of voice and 

delivery, a brisk reading style that commands attention, 

and an ability to convey the drama of an event with 

one or two tense sentences.-/^ 

Among the outstanding news commentators are 

Pulton Lewis, Jr., Boake Carter, Raymond Gram Swing, 

and Gabriel Heatter. A decided, forceful, and at times 

controversial treatment of the news characterizes Boake 

Carter. The building of the background behind the news, 

as practiced by Fulton Lewis, Jr., is an entirely differ

ent approach. Another advantage of the commentator 

type of program, on which Carter has capitalized with 

rare ability, is the apt manner in which the commercial 

announcement can be inserted into the program without 

clear-cut transition from the news itself. 

War news. The war has Influenced the housewives' 

attitude toward news. Fifty-one per cent of the 

housewives said they wanted to hear more war news, 

while 27.5 per cent of the women wanted less news 

and 21.5 per cent of the housewives had neither 

9/ Hettinger, H. S., and Neff, W. J., Practical 
Radio Advertising, Prentice-Hall, :\ew IOTK, 
1938, p. 146. 
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increased nor decreased their listening to news 

broadcasts since the beginning of the war. The war 

has increased the housev/ives' interest in news broad

casts . 

Sports broadcasts. Sports were given by 8.5 per 

cent of the housewives' as the type of current topic 

they preferred to hear. Sports broadcasts appeal 

principally to men and young people. However, more 

and more women are becoming interested in all sports, 

and they must be counted as potential listeners. 

Sports programs easily attract large audiences. No 

build-up is necessary. Initial publicity calling 

attention to the fact that the broadcast will be on 

the air is usually enough, although it is often worth

while to promote the program further. Next to foot

ball and baseball, boxing, wrestling, and track have 

been sponsored most often. 

X. V/omen's Programs 

The housewife, to many program sponsors, is the 

most important member of her family, as witnessed by 

the recent rapid growth in daytime commercial broad

casting. As shown by a recent survey, eighty per 

cent of all purchases having to do with women's 

clothing, draperies, kitchen ware, and women's toilet 

articles are made by women. Women also purchase 

twenty-five per cent of men's furnishings, nearly 



64 

half of the electrical appliances and approximately 

one third of the furniture used by the family.iS/ 

Women are essentially realists; theories and 

emotions only temporarily divert them from the facts 

of a situation. The average woman rationalizes to 

reinforce a decision rather than to dictate it. She 

responds instinctively to immediate situations. The 

daily task of making ends meet serves to intensify 

her practical turn of mind. This attitude is at the 

root of v/omen's interest in radio programs on house

hold economics, child care, health, diet, education, and 

beauty treatments. 

TABLE VII 

HOUSEWIVES CHOICE OF PROGRAÎ S 

Women's Programs Per Cent 

Health 22.0 
Education 18.5 
Household Economics 17.0 
Child Care 9.5 
Interior Decoration 8.5 
Diet 7.5 

According to Table VII, health programs ranked 

first in preference. Second in rank for first choice 

was education; third in rank for first choice was house

hold economics. Child care, interior decoration, and 

diet were very close in first choice for fourth in rank. 

Programs on fashion hints, beauty treatr.ients, and charm 

received a very low percentage of preference. 

10/ Converse, Paul D., Elements of Marketing, 
Prentice Hall, Inc., New lor.:, ̂ i?'iL, pp J.--6. 
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Health programs. The present survey showed that 

of the two hundred housewives interviewed twenty-two per 

cent of the women preferred programs on health. The 

health programs included discussions and information on. 

how to preserve and improve ones' health, setting-up 

exercises, and other such topics. 

The preference for the health programs by the 

housewives indicates that they were defiantely inter

ested in maintaining the health of their families and 

that any radio program on health would be received 

with enthusiasm. This interest in health was probably 

due to the housewives being made more conscious of the 

health of the family through increased effort on the 

part of the advertiser and also on account of govern

ment efforts to teach the citizens the value of good 

health especially in war times. 

Educational programs. Educational programs 

were selected by 18.5 per cent of the housewives. 

Radio advertising is well adapted to the educational 

type of message and it is found that the women welcome 

instructive talks by national advertisers about house

hold products; how to get the best results from labor-

saving devices; how to use trade-marked articles; how to 

make the home more comfortable and attractive. This is 

educational advertising. If properly handled is not 

resented, in fact it has become increasingly popular 

among the housewives. 
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Household economics. Household economics was 

chosen by seventeen per cent of the housewives. The 

housewife is the principal cultural and aesthetic 

force in the home. She attends to the family's 

social life and cultural improvement. As a result 

of their highly personal outlook, women easily become 

rivals. Every woman wants her home and her appear

ance to be at least as attractive as those of friends, 

if not more so. 

Radio commercials urging a woman to excel in 

charm and attractiveness are a challenge that never 

fails to interest her feminine ears. Commercials 

dipicting the signiflances of the product in her own 

home and to her own family likewise rarely fail to 

attract response. 

Child care. Programs on child care were chosen 

by 9.5 per cent of the housewives. This type would 

probably have been given a larger percentage of pre

ference if it were not for the fact that almost half 

of the homes visited had no children; hence the women 

were not so greatly interested in this type of program. 

Interior decoration with 8.5 per cent and diet 

with 7.5 per cent placement ran close for the rank 

of fifth place. 

XI. Children's Programs 

Approximately one quarter of the population of the 

country is between the ages of five and eighteen. 
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Large sums are spent annually by parents for articles 

consumed by their children. Children often determine 

the brand or type of commodity purchased. As children 

reach adolescence their direct and indirect influence 

upon family purchases concerns a still wider variety 

of goods. Children are the rising generation of pur

chasers and as such assume importance as potential 

buyers. — ^ 

Child psychology presents a number of opportunities 

to the program builder. It is comparatively easy to 

design programs for children of different ages. The 

commercial announcement is easily tied in with the 

entertainment since children discriminate less between 

the two than do grownups. The enthusiasm and loyalty 

of children make them especially willing to join clubs, 

participate in contests, and send for special offers. 

This characteristic of all children simplifies the 

task of merchandising the program. 

Children's drama. Dramatic programs were chosen 

by 15.5 per cent of the children. Children find a 

special kind of charm in hearing stories without 

seeing the action. This is due probably to their 

ability to create visual pictures. They like to set 

the stage from the furniture of their own mind. 

11/ Hettinger, H. S. and Neff, Vv. J., Practical 
Radio Advertising, Prentice-Hall, Lew '.lor.c, 
1336, p. 118. 
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Their princesses are more resplendent than any Holly

wood can produce, and their canyons and volcanoes have 

a style all their ov/n. All children seem to enjoy the 

provocative effects of sound, and the freedom it leaves 

them for their creative fantasies. Television will add 

little or nothing to children's enjoyment of radio. It 

will constrain their imagery and tend to displace their 

aesthetic creations with a literal-minded and relative-

12/ 
ly dull reality.— 

Children seem to have difficulty with the identity 

of the characters who take part in radio drama. When 

more than three actors are involved in a conversation 

the children are always bev/ildered. They have special 

difficulty, Ydiich adults do not share, in keeping the 

actors distinct in their mind when there are weird and 

exciting sound effects. Especially when listening 

with other children they become so excited over the 

growls, the whines, and chirrups that they almost for

get to listen to the story itself. 

Story telling. Story telling was chosen by 15.5 

per cent of the children. Seventeen per cent of the 

children were between the age of one to six years, 

which accounts for story telling being as popular as 

it was. Types of programs for children vary with the 

12/ Cantril, H. and Allport, G. \V., The Psycho^o^y 
— ^ of Radio, Harper 5: Brothers Puclisners, ..ew 

Tork, li)35, p. 238. 
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different ages. Each of the periods from three to 

eight, eight to thirteen, and thirteen to eighteen 

years has its ovm particular psychology. Simple fairy 

stories satisfy children of five or six of age if 

they have novelty, if they are funny, and if they deal 

with familiar animals and objects. Boys and girls 

between eight and thirteen prefer adventure. Boys 

have a slightly greater thirst for thrills; girls are 

more interested in heroines. Between the ages of 

thirteen and eighteen, nev/s and sports broadcasts be

come increasingly important. Popular music acquires 

a new attraction as a result of the rise of new social 

relationships wherein boys and girls become important 

to each other. Prom here on, the interests of youth 
13/ 

become more and more like those of the adult listeners.—' 

Too young to listen. In some of the families that 

were interviewed 9.5 per cent of the children were too 

young to enjoy listening to the children's programs. 

Ten per cent of the children, who were between fifteen 

and twenty years of age, were not interested in the 

children's programs. In 46.5 per cent of the homes 

there were no children. 

13/ Hettinger, H. S. and Î 'eff, .̂. J., Practical 
— Radio Advertising, Prentice-.iall, .*ew lorK, 

1^3^ p, lhJ-20. 



CHAPTER IX 

FINDINGS AND CONCLUSIONS 

I. Findings 

The radio advertiser who advertises over the 

Lubbock Radio Station may, according to the limitations 

of the survey, expect the following: 1. The survey 

indicates two radios will be found in forty-five per 

cent of the middle-class homes in Lubbock, 2, He will 

know that about thirty-one per cent of the radios used 

will be Philcos, 3. The largest number of families 

have owned their radio for over three years. 4. He 

may be certain that although most housewives dislike 

radio advertising, they accept it as a part of the 

American way of life and without overt protest buy 

immense quantities of radio advertised goods. 

Effective advertising by radio. In choosing a 

station the advertiser takes into account its coverage, 

its clientele, and its reputation. Almost ninety per 

cent of the listeners prefer programs coming over net

works. This fact is important for the advertiser, 

for even if he is a local merchant and wants only 

limited coverage, he will do well to choose a station 

affiliated with some popular netv/ork in order to 

benefit from the listener's habit of tuning to that 

station for his programs. The time chosen for the 
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broadcast is selected with reference to the popularity 

of different days of the week and hours of the day. 

Saturday seems to be the least desired day, for it is 

then that the housewives' time and listening habits 

are least dependable. The other days of the week 

(Sunday excepted) seem to have uniform appeal, al

though one day may gain temporary superiority because 

it contains some one or two programs of extraordinary 

popularity. This fact is especially .advantageous to 

the advertiser who buys time preceding or following 

the favorite. The effectiveness of Saturday and 

Sunday advertising undoubtedly varies with the seasons, 

for fine weather reduces greatly the size of the week

end audience. Sunday morning advertising is inadvisable, 

for it offends those who listen to church services. 

The morning is the most effective time of day to 

broadcast if the advertiser wishes to reach the house

wives. The hour ten to eleven o'clock in the morning 

provides the largest group of housewives. The largest 

number of men listeners can be found at ten o'clock at 

night. The largest group of children listen between 

six and eight at night. The mid-morning, the noon 

hour, and late evening are the most effective broad

casting times. 

In arranging his program the advertiser tries to 

provide people with a type of entertainment they like. 

If a sponsor wants all t:,'pes of people to hear his 
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program he may use variety, though he should not let 

the program become- unpleasantly disjunctive. Second 

in preference is the news broadcasts and third in 

choice is music, the most popular type is semi-classical. 

Men's tastes differ from women's, and programs that 

young people enjoy often bore their elders. In the 

mornings the listening audience will be composed pri

marily of women, three-quarters of whom are preoccupied 

with household tasks. Morning prograiiis should therefore 

consist generally of light entertainment which may be 

enjoyed with minimum of attention: music rather than 

speeches. If the advertiser is especially trying to 

reach the housewife he should gain their attention by 

offering programs on health, education, or household 

economics. The men prefer evening programs, their 

favorite type of program being the news broadcast. 

Children most enjoy the dramas. With so many programs 

on the air it is difficult to prevent them from be

coming stereotyped and repetitious. Listeners like 

showmanship and novelty, and most of them would prefer 

an improvement in quality to the great variety of 

programs now offered. The clever advertiser studies 

the concentration of programs and avoids during his 

broadcast a duplication of other sponsors' offerings. 

Fifteen-minute programs have rapidly increased in 

favor and are now greatly in the majority. The half-

hour program gives the advertiser more opportunity to 
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build up a "program with personality" and more isolation 

in the radio day. An hour's program, if done well, 

brings maximum prestige and isolation. Commercial 

announcements occupying only a few seconds or a minute 

of time are often effective if they are broadcast over 

popular stations at popular times. The program which 

is broadcast once a week holds its listeners better 

than the program that is given several times a week. 

The sponsor knows that the task of inserting 

the commercial into the program requires great skill. 

The advertiser must face two facts frankly. First, 

his message, in sober truth, does not have any logical 

connection with the entertainment he offers. Second, 

radio advertising is unpopular with the listeners. A 

large per cent of the listeners are annoyed by the 

advertisements and this irritation leads them to greatly 

overestimate the amount of time actually consumed by 

commercial announcements. Remembering these facts may 

save the advertiser ill-will and consequently many 

dollars. He must restrain his natural desire to state 

and restate the virtues of his product; he must tell 

his story in a way that is newsy, graceful, informative, 

or helpful. 

The commercial most often listened to is the one 

at the beginning of the program. It should be short and 

live talent should be used in preference to electrical 

transcription. The advertiser must realize that radio 
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is a medium demanding simplicity and apparent sin

cerity. A dignified program especially requires a 

dignified commercial advertisement and a brief straight 

announcement or personalized announcement of sponsor

ship and of a product's merits is most suitable. 

If a sale device is used, and an advertiser will 

be wise in using one, it will receive the greatest 

response from the housewife if it is a contest or a 

"free-give away". 

The housewife will respond to the radio advertise

ment of an entirely new product more quickly than she 

will change the brand of a commodity she has been 

using. The quotations of price on special advertise

ments are more desired than on regular advertisements. 

II. Conclusions 

The future of the radio advertiser depends upon 

his catering to the public tastes. His advertise

ments should be delivered in a tactful, friendly 

manner. He should present a program appealing to 

the kind of listeners who comprise his market. 

Fortunately, for the advertiser, radio listeners have 

surprisingly varied tastes so that no one program 

ever comes near to monopolizing the radio audience. 

Radio penalizes the mediocre advertiser severely, 

just as it rewards the skillful user royally. 

Every listener brings to the radio pro.rair. 

his own peculiar attitudes, prejudices, emotions, 
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repressions, moods, and abilities. It is these 

characteristics of each listener that determine the 

particular type of psychic experience he seeks from 

the program. The fact that radio has so well satisfied 

so many people is ample proof of its versatility in 

meeting the diverse demands of human nature. 

To-day radio is no longer a novelty. It is 

universally recognized as one of the major advertising 

media. All its developments are reflected in a more 

varied and v/lde spread use of radio advertising to-day 

than ever before in the history. 

-LULgJJJM 
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RADIO LISTEl^R RESEARCH SCHEDULE 

^' 2:one ^ _ ^ Col . 1 

II. Number of radios in the home Col. 2 

III. Make of radio owned Col. 3 

0 Don't know 1 R.C.A. 2 Philco 3 General 

Electric 4 Zenith 5 Truetone 6 Silvertone 

7 Betrolo 8 Brunswick 9 Miscellaneous 

IV. Length of time since bought last radio Col. 4 

0 Don't know 1 Three months 2 Six months 

3 Nine months 4 One year 5 Year and half 

6 Two years 7 Two years and half 8 Three 

years 9 Past three years 

V. Kind of music liked for theme song - to 

identify program Col. 5 

1 Classical 2 Semi-classical 3 Light" 

4 Dance 

VI, How do you identify the programs listened 

to Col, 6 

1 By theme song 2 Hour of the day 3 By 

adver t i sement 

' VI I , Kind of work bes t done while l i s t e n i n g to 

r a d i o ^^^- ^ 

0 None 1 House cleaning 2 Dish washing 

3 Cooking 4 Sewing 5 Washing clothes 

6 Ironing 7 Dressing 8 Any others 

VIII. Influence of radio while otherwise 

occupied ___« — - ^^^' ® 

0 Don't listen 1 Most conscious of change 

tMi. 



of program 2 Most conscious of the adver

tisements 3 Most conscious of specific 

prices and descriptions 4 Most conscious 

of what program was about. 

IX. Effect of the war on listening to programs Col. 9 

1 No change 2 Want more news 3 want less 

news 

X. Which do you enjoy listening to the most__ Col. 10 

1 Serial dramas 2 Single dramatic 

presentation 

XI. Commercial announcement - best liked Col. 11 

1 Straight 2 Personalized 3 Dramatized 

4 Dialogue 5 Commercial Song 

XII. Place of advertisement in program - most 

listened to Col. 12 

1 Beginning 2 Middle 3 End 4 Frequent 

Injection 

XIII. Length of the advertisement - most listened 

to ^ol- 1^ 

1 Long 2 Medium 3 Short 

XIV. Types of advertising rendition - best 

liked _ _ « « _ _ ^°^- ^^ 

1 E l e c t r i c a l t r a n s c r i p t i o n 2 Live t a l e n t 

3 Announcements 

XV. How does r ad io a d v e r t i s i n g Influence your 

buying Col. 15 

0 None 1 Change of brand 2 Lew product 

3 Increased quantity 4 Substitute 5 Better 



XVI. 

XVII. 

XX, 

preparation 6 Consumer goodwill 7 Create 

desire (Cooperative ad,) 8 Education to 

utility of an article 9 Any others 

With which of the following is price 

quotation preferred Col. 

1 Regular advertisement 2 Special 3 Dollar 

Day 

YiHiich one of the sale devices have you 

responded to the most times Col, 

0 None 1 Free Give-Aways 2 Box-Top Offer 

3 Club Tie-Up 4 Sample Offer 5 Contests 

6 Others 

16 

17 

XVIII, Length of program listened to most 

frequently Col, 18 

1 15 mln, 2 30 min, 3 45 min, 4 60 min, 

XIX, Number of times per v/eek favorite program 

is 

(19) 
Given 

1 
2 
3 
4 
5 
6 
7 

Radio 

None 
KWFT 
WiiAP 
KGNC 
WOAI 
ICFYO 
WFAA 
Others 

(20) 
Listened to 

1 
2 
3 
4 
5 
6 
7 

station listened to most 
21 22 

Morning Afternoon 
0 0 
1 1 
2 2 
3 3 
4 4 
5 5 
6 6 
7 7 

Col, 19 
& 20 

frequently Col. 21 
23 22& 23 

Evening 
0 
1 
2 
3 
4 
5 
6 
7 



XXI. Types of Program 

No Choice 
Music 
Literature 
Talks 
Special 
Events 

Current 
Topics 

Women's 
Program 

Children's 
Program 

Religion 
Variety 

First Choice 
(24) 
0 
1 
2 
3 

6 

7 
8 
9 

Second 
(25) 
0 
1 
2 
3 

4 

5 

6 

7 
8 
9 

Col. 24 
25 & 26 

Third 
(26) 
0 
1 
2 
3 

4 

5 

7 
8 
9 

XXII. Music (27) Literature (28) (29) 
0 None 0 
1 Opera 1 
2 Operetta 2 
3 Classical 3 
4 Semi-classical 
5 Light 
6 Dance 

None 
Drama 
Comedy 
Readings 

Talks 
0 None 
General Culture 
Social science 
Dialogue (In
cludes listener 
participation) 
Agriculture 
Educational 
(Voc. sense) 

1 
2 
3 

4 
5 

Special Events (30) 
0 None 
1 Nev/s ( e y e - w i t n e s s accoun t s ) 
2 S p o r t s 
3 Special speeches 

Current Topics (31) 
0 None 
1 News 
2 Sports 
3 Market Report 

Women's Program (32) 
0 None 
1 Household economics 
2 Child care 
3 Health 
4 Diet 
5 Beauty treatments 
6 Interior decoration 
7 Education 
8 Fashion hints 
9 Charm 

Age of Children (35) 
0 None 
1 All under 6 
2 All under 10 
3 All from 6 to 10 
4 All from 6 to 15 

Children's Program (33) 
0 No Children 

Story telling 
Stories told by song 
Children's drama 
To young to listen 

1 
2 
3 
4 

Number of children in 
fami ly (34) 
0 1 2 3 4 5 6 7 8 9 

5 All 
6 All 
7 All 
8 All 

from 6 ' 
from 10 
fro;r. 10 
from 15 

,0 20 
to 15 
to 20 
to 20 
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XXIII 

None 
7: 
7: 
7: 
7: 
8: 
8: 
8: 
8: 
9; 
9j 
9: 
9; 

00 
15 
30 
45 
00 
15 
30 
45 
00 
!l5 
;30 
[45 

'•• Hours 

1 
36-
37 
( 

00 
01 
02 
03 
04 
05 
06 
07 
08 
09 
10 
11 
12 

10:0013 
10:1514 
10:3015 
10:4516 
11:0017 
11:1518 
11:3019 
11:4520 
12:0021 
12:1522 
12:3023 
12:4524 
1 
1 
1 
1 
2 
2 
2 
2 
3 
3 
3 
3 
4 
4 
4 
4 
5 
5 
5 
5 
6. 
6. 
6. 
6, 
7; 
7. 

:00 
:15 
:30 
:45 
:00 
:15 
:30 
:45 
:00 
:15 
:30 
:45 
!00 
:15 
!30 
{45 
:00 
:15 
{30 
:45 
:00 
;15 
!30 
;45 
;00 
. T ^ 

25 
26 
27 
28 
29 
30 
31 
32 
33 
34 
35 
36 
37 
38 
39 
40 
41 
42 
43 
44 
45 
46 
47 
48 
49 
c;n 

Mon. 
2 
38-
39 
W 

.00 
01 
02 
03 
04 
05 
06 
07 
08 
09 
10 
11 
12 
13 
14 
15 
16 
17 
18 
19 
20 
21 
22 
23 
24 
25 
26 
27 
28 
29 
30 
31 
32 
33 
34 
35 
36 
37 
38 
39 
40 
41 
42 
43 
44 
45 
46 
47 
48 
49 
fiO 

during 
- Frl 
3 
40-
41 
) 

00 
01 
02 
03 
04 
05 
06 
07 
08 
09 
10 
11 
12 
13 
14 
15 
16 
17 
18 
19 
20 
21 
22 
23 
24 
25 
26 
27 
28 
29 
30 
31 
32 
33 
34 
35 
36 
37 
38 
39 
40 
41 
42 
43 
44 
45 
46 
47 
48 
49 
.SO 

day 
. 

1 
42-
43 
(C) 
00 
01 
02 
03 
04 
05 
06 
07 
08 
09 
10 
11 
12 
13 
14 
15 
16 
17 
18 
19 
20 
21 
22 
23 
24 
25 
26 
27 
28 
29 
30 
31 
32 
33 
34 
35 
36 
37 
38 
39 
40 
41 
42 
43 
44 
45 
46 
47 
48 
49 
50 

listened 

1 
44-
45 
(M) 
00 
01 
02 
03 
04 
05 
06 
07 
08 
09 
10 
11 
12 
13 
14 
15 
16 
17 
18 
19 
20 
21 
22 
23 
24 
25 
26 
27 
28 
29 
30 
31 
32 
33 
34 
35 
36 
37 
38 
39 
40 
41 
42 
43 
44 
45 
46 
47 
48 
49 
50 

1 
46-
47 
(W) 
00 
01 
02 
03 
04 
05 
06 
07 
08 
09 
10 
11 
12 
13 
14 
15 
16 
17 
18 
19 
20 
21 
22 
23 
24 
25 
26 
27 
28 
29 
30 
31 
32 
33 
34 
35 
36 
37 
38 
39 
40 
41 
42 
43 
44 
45 
46 
47 
46 
49 
50 

Sat. 
1 
48-
49 
(C) 
00 
01 
02 
03 
04 
05 
06 
07 
08 
09 
10 
11 
12 
13 
14 
15 
16 
17 
18 
19 
20 
21 
22 
23 
24 
25 
26 
27 
28 
29 
30 
31 
32 
33 
34 
35 
36 
37 
38 
39 
40 
41 
42 
43 
44 
45 
46 
47 
48 
49 
50 

1 
50-
51 
(M) 
00 
01 
02 
03 
04 
05 
06 
07 
08 
09 
10 
11 
12 
13 
14 
15 
16 
17 
16 
19 
20 
21 
22 
23 
24 
25 
26 
27 
28 
29 
30 
31 
32 
33 
34 
35 
36 
37 
38 
39 
40 
41 
42 
43 
44 
45 
46 
47 
48 
49 
50 

1 
52-
53 
(W) 
00 
01 
02 
03 
04 
05 
06 
07 
08 
09 
10 
11 
12 
13 
14 
15 
16 
17 
18 
19 
20 
21 
22 
23 
24 
25 
26 
27 
28 
29 
30 
31 
32 
33 
34 
35 
36 
37 
38 
39 
40 
41 
42 
43 
44 
45 
46 
47 
46 
49 
50 

Sun. 
1 
54-
55 
(C) 
00 
01 
02 
03 
04 
05 
06 
07 
08 
09 
10 
11 
12 
13 
14 
15 
16 
17 
18 
19 
20 
21 
22 
23 
24 
25 
26 
27 
28 
29 
30 
31 
32 
33 
34 
35 
36 
37 
38 
39 
40 
41 
42 
43 
44 
45 
46 
47 
48 
49 
50 

1 
56-
57 
(M) 
00 
01 
02 
03 
04 
05 
06 
07 
08 
09 
10 
11 
12 
13 
14 
15 
16 
17 
18 
19 
20 
21 
22 
23 
24 
25 
26 
27 
28 
29 
30 
31 
32 
33 
34 
35 
36 
37 
38 
39 
40 
41 
42 
43 
44 
45 
46 
47 
46 
49 
50 



1 
36-
37 
( 

7:30 51 
7:45 52 
8:00 53 
8:15 54 
8:30 55 
8:45 56 
9:00 57 
9:15 58 
9:30 59 
9:45 60 
10:0061 
10:1562 

Mon. 
2 
38-
39 
W 
51 
52 
53 
54 
55 
56 
57 
58 
59 
60 
61 
62 

• Fri 
3 
40-
41 
) 

51 
52 
53 
54 
55 
56 
57 
58 
59 
60 
61 
62 

1 
42-
43 
(C) 
51 
52 
53 
54 
55 
56 
57 
58 
59 
60 
61 
62 

1 
44-
45 
(M) 
51 
52 
53 
54 
55 
56 
57 
58 
59 
60 
61 
62 

Sat. 
1 1 
46- 48-
47 49 
(W) 
51 
52 
53 
54 
55 
56 
57 
58 
59 
60 
61 
62 

(C) 
51 
52 
53 
54 
55 
56 
57 
58 
59 
60 
61 
62 

1 1 
50- 52-
51 53 
(M) (W) 
51 51 
52 
53 
54 
55 
56 
57 
58 
59 
60 
61 
62 

52 
53 
54 
55 
56 
57 
58 
59 
60 
61 
62 

Sun. 
1 
54-
55 
(C) 
51 
52 
53 
54 
55 
56 
57 
58 
59 
60 
61 
62 

1 
56-
57 
(M) 
51 
52 
53 
54 
55 
56 
57 
58 
59 
60 
61 
62 

XXIV. On account of the war will quality be reduced 

Col. 158-61 

None 
10^ 
20;̂  
30^ 
40/"b 
5 0 ^ 
60% 
10% 
m% 
Above 
90:̂  

(58) 

0 
1 
2 
3 
4 
5 
6 
7 
8 

(59) 

0 
1 
2 
3 
4 
5 
6 
7 
8 

(60) 

0 
1 
2 
'3 
4 
5 
6 
7 
8 

(61) 

0 
1 
2 
3 
4 
5 
6 
7 
8 

XXV. Order of reduced cost of living. 

Tele
phone 
(62) 

Auto. 
(63) 

Travel 
(64) 

Furni
ture Food 
(65) (66) 

0 
1 
2 
3 
4 
5 
6 
7 

None 
5-15?i 
15-25^b 
2 5 - 3 5 ^ 
35-50,^ 
50-75/^ 
75-90,^ 
100/^ 
XXVI. Annua l Income (69) 

0 
1 
2 
3 
4 
5 
6 
7 

0 
1 
2 
3 
4 
5 
6 
7 

0 
1 
2 
3 
4 
5 
6 
7 

0 
1 
2 
3 
4 
5 
6 
7 

Cloth
ing ;. 
(67) 

0 
1 
2 
3 
4 
5 
6 
7 

C o l . 62 -68 

• Amuse
ment 
(68) 

0 
1 
2 
3 
4 
5 
6 
7 

0 Under 500 
1 500 t o 1 ,000 
2 1 ,001 t o 1 ,500 
3 1 ,501 t o 2 , 0 0 0 
4 2 , 0 0 1 t o 2 , 5 0 0 

5 2 , 501 t o 3 , 0 0 0 
6 3 , 001 t o 4 , 0 0 0 
7 4 , 001 t o 5 , 000 
8 5 , 001 t o 1 0 , 0 0 0 
9 Over 1 0 , 0 0 0 

XXVII. Do you (70) 

1 . Own Home 
2 . . ient 



XXVIII. Has your Income advanced in proportion to 

the Increased cost (71) 

1 yes 2 no 

XXIX. Card No Col. 72-74 



MAP OF LUBEOGK, TEXAS 

Red lines indicate areas surveyed. 




