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DILL AND DAVIS DISCUSS ADVERTISING

Menbers of the Americar Association of Advertising Agencies, mem-
bers of the Federal Radio Commission, officers of the National Associa-
tion of Broadcasters and others heard the subject of advertising by
radio discussed by Senator Clarence C. Dill of Washington, and Repre-
sentative Ewin L. Davis of Tennessee, chairman of the House Merchant
Marine, Radio and Fisheries Cormittee, at the closing session of the
annual meeting »f the American Association of Advertising Agencies in
Washington on Friday afternoon.

Both congressional radio leaders spoke plainly and frankly of
their views on the subject of radio advertising and the American Plan
of broadcasting. Both found abuses in some present advertising prac-
tices but they disagreed as to how public criticism, waich botn ad-
nitted exists, could be minimized and eliminated.

Chairman Davis was of the opinion that Congress will have to reg-
ulate advertising practices while Senator Dill was of the opinion that
"brains will win at this game just the same as in everything else.'

Excerpts from both addresses are given in this Bulletin and each

nember is urged to read them carefully.
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FRED GAIELE PREIDND

Fred Gamble, capable and energetic executive secretary of the American Associ-
ation of Advertising Agencies, presided over the radic session of the Association.
He outlined briefly the purpose of the meeting, stating that agencies, members of
the Commission, and broadcasters have mutual interests in radio advertising. All
three groups, he said, are interested in getting at first hand the opinions of
radio leaders in the Congress, He referred to the investigation now in progress
under the provisions of the Couzens-Dill resolution and said the American Associ-
ation of Advertising Agencies was in accord with the co—-operative attitude of the
National Assoclation of Broadcasters with respect to the investigation.

EXCERPTS FROM SENATOR DILL!S TAIK

I am very much interested in the advertising side of radio not because I am
rersonally concerned as to advertising as such but because I believe that it will
determine to a large extent what the future policy of the Government will be in
regard to radio, and under the plan that we use now, advertising is the financial
foundation of radio broadeasting. It is the only fowdation of radio broadcasting
which I can conceive that will be satisfactory to the American people if radio is
to continue under private ownership in the United States. If we can not maintain
radio in this country by advertising then it seems to me we will be driven to the
operation of radio by the Government in some one or other of the forms that is
used in practically every other country of importance in the world.

I don't want to go into a discussion of the methods used in foreign countries
or to attempt to discuss radio as it exists in foreign countries, yet I feel a few
vords might be appropriate. Iast Summer I spent a few weeks in the leading
countries in Europe, at least those most active in radio and I attempted to learn
at first hand about radio broadcasting in those countries and I had the assistance
of the ambassadors and ministers and particularly our own Government and commercial
agents and as a result I was able to secure an unusual large amount of information
in a comparatively short period of time,

Ls you all know there is practically no advertising on radio in Eruope as we
understand advertising on radio in the United States. In Fngland no advertising
at all as such. In France some stations are run by advertising but entirely
different from our spomsored programs. In Germany it is entirely separate. There
they put on programs and two or three minutes aro used for purely advertising in
which they do nothing but talk advertising, and the people who get advertisement
ray a certain fixed amount. Practically no advertisement in Deamark or Sweden,
Very little in other countries. In Holland they run their stations largely by
contributions from their listeners, voluntary contributions. The difference of
course is qrite great when you depend on contributions; when the Government provides
radio entertainment it is provided from a fund from the listener in the form of a
tax on the receiving sets. In this country the listener pays also but pays by
another method and that leads me to call at:iension to the fact that the interests
of the broadcasting station and advertisers are closely allied. A fadio station
owner wants to make his station populer, wants good-will and the primary purpose
in securing good-will is that he may make a proper showing, when his license ex-
pires, to the Radio Commission and also that ane may be able to keep the advertiser
to pay expenses, and good-will is the dominant note in the owner's operation of his



station anu Juct so the advertise ¢ 7 i 2z Jor good-will, He wants good-will -

he must s.11 g.ad: to als 1. shtenere and if re iea't able to s2il goods by advertis—
ing he canrot afford to contimue % - advertise.

I do not want to teil you me:r who are in ivhe business the kind of advertising
you ought to put over the radio., I want to remind you, however, of this fact.

Radio advertising is under severe attack from a number of sources, Tane motive back
of the attacks is not the same in all cases but the purpose of it is the same,
namely, to get advertisers off the air., I suppose thet the one source that has the
greatest field of publicity against radio advertising is the newspaper and the news—
paper fights radio advertising oftentimes vecause it belleves that there is a con—
flict betwcen newspaper advaertising and radio advertising, I think Mr. Aylesworth
recently in a rather lengthy address said that there is mo conflict but failed to
convince scveral newspaper publishers to that effect.

I only want to suggest this that there is a rather wide difference between
radio advertising and newspaper advertising. Out in my Statc we have a man who is
rather a wnrofessional political booster, always around trying to get you to boost
tlie candidate. He has a phrase that has always stuck in my mind. "I want to work
for you because I want to campaign by mouth to ear, I want to do mouth to ear
advertising.," He wants, in other words, to talk individually. And it seems to me
hat the difference between newspaper advertising and radio advertising is that
the newspaper is through the eye to the mind, and the radio is through the ecar to
he mind, and that being the case it would seem that the advertiser would, if
possible, iavent and create a 1little different method of resching the prospective
customer through the ear then through the eye,

Then you have the educational forces of the country fighting advertising.
Their primery purpose is to secure, as they say, better facilities for broadcasting
cducational programs that are now possessed by commercial stations, (programs
sponsored by advertisers). So these educators are quick to try to find anything
objectionable they can in order to build up popular scentiment against further
grants of radio facilities for commcrcial stations to advertise. They have not the
money witih which to bulld great stations and maintain them even if the Radio Com-—
mission were to give them the facilities they ask, and they have not a plan suf-
ficicntly prepared and sufficiently financed to educatc the people by radio even
1T they were given these facilities and could maintain the stations. Theilr objection
to the free grant of time over the aif is that while tlic station owner does not
censor their programs or does not attempt to interfere with what they want to put
on the air, the educators feel under obligation and do not feel the freedom to pre-
pare educational programs over the air as they do for use in the school room., I
really think that many of the educators feel quite strongly that they are hindered
in building up their radio programs.

Then tuere are the "reform" peopie, if I may usc that term. The people who
are looking for something to reform and they seize upon anything they can find in
advertising which they claim is objectionable to the morals of the people or made
to appear hwurtful to the young people.

When you consider these three phases, newspapers, educational forces and
"reform" forces fighting alvertising you are pretty well surrounded by those who
are looking for weakmesses in your work.

When I was a member of the House of Representatives I remember when Champ Clark
came in the KHcuse one day and sald "Some of ry enemies out in Missouri are saying' ~
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Someone ia errptedl hiw and said “Mr. Socaler, you donfh mean to say that you pay
any attent.on to your cnemies?" Ie said. "Yos, your caemics always strile you
where you are weal:, not wherc you arc strong.® Wowspapessco not attac: radio ade
vertising vherc you are strong, cducational forces do not atteclk where you are
strong, but pick .ut thc objectionable things and build up sentiment to the point,
if possible, of malking the listenecrs forget the many desirable featurcs which ad-
vertising ~ basis of radio support - gives in the covelopment in the radio art or
radio broadcasting in this country.

Again I hcsitate to talk about different programs, yct I do want to call
your atcention to some of the programs that have caused thc most outcry. The kind
of programs they arc. Taerc are a number of »rograms on the air by noteblc ad-
vertisers that scem to be designed to moke a deep impression upon the listener, in
the intcrest, or rathcr by the use of a particular performer, instcad of impressing
the advertising matter itself,

I am thinlting particularly of the Cremo Cigar program. People who listen to
it, do not talizx about Cremo cigars - the thing that remains in their min’s is "20
words, no morc no less," and it scems to me tiiey lose sight of the recal advertising.
Amos and Andy is malking Bill Hay more notable tlian Amos and Andy themselves. Then
the Iucky Strike have becen under such severe criticism, because of the usc of
"totacco for the good of the throat, ecte." and now they have a commentator Waltcr
Winchell and we have come to think of the Imcky Strike program as "OKAY, somcbody
or other" than the ILucky Strike. I am mentioning it because it seems to me tl.at
the criticism of it has some justification in this because tley arc driving home
certain personalities or performers in a way only to do one thing: impress the name
of the compeny rather than arousing real interest in the thing sold., It may be it
wins customers and I am not able to answer that.

But alongside of that I want to call attention to another kind of program and
wiich in my judgment is a most natural form of advertising. I am thinking of the
Davey Tree Surgery Program. But there is this about it, there is nothing in it
that grates or arouses the sensibilities about anyone. When I was in Ohioc a few
wecks /I 5aw Mr. Davey. He was lecaving for New York for his program. I asked him
why he did not broadcast over the station in Cleveland - WTAM ~. He replied that
I can't get the talent in Cleveland that I can in ew York., Then I asked him why
he didn't bring the talentto Cleveland. He said he necded certain organ melody
in order to back up his program., "When I tallt about trees I want to arnuse little
sentiment in the people who listen and so if I have an organ background it gives
a little sentimental touch to what I say and I hope that the people who listcn to
me will get in tune with the idea I give. If I can increase the love of trees in
that way I have done a great service to the people and a great service to my
business, For if people are interested in trees they will wish to tale better care
of them and will go to an expert for advice - when they go to an expert for edvice,
that is business for us."

I tell you this as an illustration of advertising that seems to me docs not

arouse objection, It is done in a way that harmonizes with the subject of ad-
vertising.

Now, R-K~0 Theatre of the Air programs are very natural., The actors, singers,
speakers who advertise a theatre are themselves theatre people., So it seems to me
if the advertisers will think in terms of their advertising, they will be able to
remove much of the objection aroused by the policy of using too much advertising



and give those who want to gtvilze down rad o ~dvertising no wcapons.

There is another Izind of advertising that has preved gquite ropulor ond that
is the sporsoring of nctable charactercs. Place on the progran notable peopie,
singers wishing to secure good-will., Very littie criticism over that kind of ad-
vertising.

There lLias been t0o much driving to scll something on the air, That I thinl
has been somewhat toned dovm.

I remember as a young man in Cleveland on a newsnaper. I recad a sct of ine
structions gotten up by Mr. Marlin Pew, at that time he was editor of the Scripps
newspapers, and I never forgot what he said to his editorial staff., He said"the
ideal newspaper would be a newspaper in which every line in it was of inbterest to
every rcader, We can never hope to reach that ideal but if we build our newspaper
so that a larger and larger percentage of what we print in the papers is read, we
shall more nearly meet the people!s demand®.

When I was a student, we were aslzed to give our reasons as to who was the
greatest orator. When all the rcasons were read, the professor said M"you were all
wrong." ELe sald the "greatest orator wes Jesus Christ. I say it because the record
proves it." lIe was then asked why. "0Of all the men who heard him speak, and wrote
a record of it, none of them cver mentioned anvthing except what he said., Nothing
was sald about vhat he wore, about his voice, etc.'

It seems to me the problem of the radio advertiscr is to present his advertis-
ing so as to malke his listencr plessed and with a fceling of good-will and kindness
and so he will remember primarily the advertiser and not so much the particular
method of advertising.

I don't Imow that I have talled about anything at all; I don't kmow vhose toes
I have tramped on, whose advertising progrems I have praised or hurt. (Asked to
cormpare the merits of British and Amcrican programs, Scnator Dill continued as
follows).

I have not the time to go into discussion of programsin England, but I can
ansver you probably safest in this way. In all England there are or were 17 sta-
tions when I was there. At no timec could you ever hear more than two programs in
England. They had one program on the high nower station and another program on
the low power station, I had a set placed in my room in the Hotel.

Onc¢ Saturday afternoon I came in abecut 2 otclock, turncd on the reio and could
not get any programs at all, I called up the man vho had installed the set. I
told him I could not get anything on the set. He said -~ "Well, there is nothing
on the air. This is thc City of London. If you will turn over to the lonz wave
length you may get somcthing from Paris.” I then looked in the newsnapers and found
there was no program on from 1 to 3 in the City of London. And this was in the
City of Lomdon on a Saturday afternoon at 2 o'clock,

There is a failure in those countries to supply radio programs and their pro-
grams are stiff, formal., The kind of programs they put on are censored by the
Board of Censors. ILast Swmer they were feeturing plays and they have extremely
fine rusic, And here is something to say aboat that. A notice was to the effcet
that their orchestra the following weelk would have but half of its members, as the
other half was leaving on vacation and that ouly half of the regular orchestra
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would be cu the air to play. Mnd at %1 . ol - 0 the vasation thosc wuuld be back
end the otler half wonll go away. They have a limiteod arcunt of money and in the

o

sccuad place the Faglich are naturaliy coaservative atout what they put on the ailr.

Therc was congiderable fceling existent whila I was there,bccause of the money
that was raised by the taxcs on the receiving scts,a large part of which was kept
in the Troasury. 60% to radio and 40% to the Post Office Department for collecting
it.

In the Zouse of Cormons thc question was raised as to what arc the plans of
the Department as to allowing lerger percentagse for radio »rescntations. There
are some publicationg devotel to radio,

The broadcasting cormany refuses to give to the newspapers any advanced pro-
grams except after they are placed in tlie "Rad:o Times" and the otlhier pudlications
and the papers cannot get those progsroms until after they have been published by
the "Radio Times".

Over in Germany they take 5C% of the money collected from radio sets for
naintaining tlie government and the other 50% gocs to the radio.

In Demmork they take the eantire fee for ralio, Temnark was fartaer advanced
in the way of variation of programs then mny other country in which I listened to
radio programs. Then therc is thie lack of frecdom in development. In this country
you are coatinually experimenting in the radio field, coatinually trying out new
phases, if they prove wnpopuler they are dropped — if popular, others talze them up.

I did not come here to show that the American Plan was better but merely to
call your attention to safcguard what you have.

EXCERPTS FROM THE SPEECII BY JUDGE DAVIS

I am in accord - ith what Senator Dill has said and I believe that that
represents pretty well the congressional viewpoint. e are the legal custodians
of the law regulating radio. Because of the situation with which all of you arc
awarc it was necessary for some functionary form or tribunal to rezulate radio.
For reasons waich are apparent to all that service could be rendercd solely by the
national govermment ,and the Federal Government having neccssarily and properly
asswicd jurisdiction over the subject ,there ~oes with that authority a certain
responsibility and obligation,

The Federal Government is the trustec for all the people in providing for the
allotment to different citizecas of the right to use the air throush the instrumen~
tality of the radio, It is assumed that the air belongs to all the people, that
no one individual has any vested rights thercin; and that radio consequeatly is a
matter of jublic interest, Consequently, radio should be regulated and administercd
in the intercst of and for the bencfit of the eatire public including all classes
of citizeas.

Those of us in Congress fecl, thercfore, that it is our duty to approach this
subject from that standpoint. The intercst of cthers is only incidental so far as
the intcrest of the whole public i1s concerned. Now as I unterstend, I am cxpected,
as Was 3enator Dill, to talk witkh you with particular rcfercnce to radio advertis-
ing., I certainly would not be able to tallz to a convention of expert and cxperienced
advertisers upon any other feature of their work even if it is true, which is Dro-
ably not true, that I am capablc of discussing this onc phasc of your profession



and provlerms.

In the first place I wish to statc that with Scaator Dill I am a believer in
the Anericon system. In fact, I chink it is alvays better for functions of any
xind, uanless they De strictily governmental, to Le administered by privatc citizens
than by the goverament. I think that that applies to radio., However, I am very
decidedly of the opinion that the use of it should be and rust be rcgulated in the
public interest, AnC, of course, as wc have a system now which is largely predi-
cated upon advertising, or rathoer funds raised from edvertising, the question of
advertising enters very éefinitely and immortantly into the subject. I always
undertaize to talk very frankly either publicly or privately. I may be too candid
sonetimes but that is simply my nctlod and I never mean anything very offensive
ty it. I shall probably say some things that many of you ¢o not approve but what-
ever I may say will be said in an eatirely kindly and friendly spirit. I am in no
sense hostile to advertising or advertisers in tle proper place and proper kind.
However, I state without hesitancy that we have decidedly too rmch sales tallr over
the radio and I think that is gencral public opinion, I think that is proving
Larnful not only to the radio industry, to the broadcasting stations but to the
advertisers themselves.

Senator Dill enumerated certain powerfvl factors vwho are making a crusac.e
against so rmch advertising over the radio., I have in mind a rmeh lerger, a ruch
rore important and to my mind in the final analysis a much more influential group
than those which he mentioned. I refer to the rank and file of the listeners.

llaving been for 12 or 13 years a nermber of the Cormittee of the House wiich
has jurisdiction over radio legislation, I have given the subject as much consider-
eticn and as rmuch investigation as I could. At all times wherever I have been, I
have been on the alert to lecarn what I could with rcspect to the public psychology
as related to radio., Comscquently for years and ycears I have to the best of ny
ability been studying the public viewpoint, and I am surc that Senator Dill end I
have somewhat more opportunity to get a general cxpression and a general kmowledg
upon that subject from various sources than is true with respect to the ordinary
individual.

Because of our connection with the subject of radio legislation, we receive
letters constantly from evcrywhere gziving the views of the listeners and the
various other citigens upon the subject. In adcdition to that people talk with us
frequently an? constantly ambout the subject and I Imow my colleagues who come from
every scction of tiie United States talk to me about the matter., They give their
own reaction and they give the reaction of their constituents which they reccive
through pnersonal contact and throush correspondence. And in the light of that
study and information coming through thosc various sourccs I am convinced that there
is a very considerable dissatisfaction with it and reaction to the amount of sales
talks going over the radio. When that situation is being constantly aggravated
and whea that feeling is bPeing fanned by the asgressive elements which Senator Dill
ment ioned, in my opinion it will reach a momentun that something will have to be
done with the present system. I want to reform this system not only that we may
be able to retain it but that in order that it will render the public servicc which
radio can and should do.

Now my friends, radio is not maintained to sell goods, There is no Jjustifi-
cation for the Federal Government “o maintain an agency for the purpose of ad-
vertisers to use in a cormercial sense. The only Jjustification for advertising for
the commercial use of radic is the use of it in such a way and to such an extent
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thas it mars be meintaived finarcially for Jhe purpose of rendering a greater and
larger pub.ic service., Those are my views. Aadl I waat to state furthermore that
I do not Dbelieve that the public will stant for any other usc of it in the final
analysis.

With respeet to the amount of sales talkk that is heing incdulged in, morc than
t%0 ycars azo I began giving public warnings along this line before there was any
nronounced public reaction, I talked with many of those engaged in the broadcasting
industry. I have discussed it with them since. Many of them having said all along
"1 think you arc correct", "I agrece with you but we will handle the situation our-
selves'.

Iowever, instead of that situation which is causing criticism being remedied,
it has grown steadily worse. Thaere is nore advertising tallk over the radio tocay
according to my observation than there has ever been before. O0Of course, you gentle-
men naturally feel that I am not capable of giving you any advice with respect to '
acvertising.

As I indicated before, I think that ruch of the advertising going over the
radio now is overdone to such an extent that it has the opposite effect rather than
that sought by the advertiser, ie purpose of advertising is to win good-will, for
this, that or the other comodity or scrvice. When it coes that, it is successful
advertising., When it creates ill-will, it has the opposite effect, and it is a
very commor. expression to be in a group wvhen a radlo program is coming over the ailr
to hear expressions of diszust on all sidecs on the part of the audience. In cascs
of that kind, that advertising is doing the advertiser more larm than it is good,
and it is certainly doing that broadcasting station or that chain systen a great
deal more haim than it is good.

Not only that, whencver you indulge in so rmch of that advertising talk in-
terspersed through a program, you are going to lose listeners more and morc.

Now, Itll tell you what my idea is, that you will get very rmmch better results
oy having a moderate amount of advertising than you will the amount that is gener-
ally given out. TFor instaance, this is something that ordinarily happens. After
the wmention of some cormodity, a very brief statement, then they go into the pro-
gram of music, the auditors will listen to 2ll of it, but when they kmow from ex—
berience that when this announcer starts to talk that he will talk two or three
minutes, do these listeners sit there and listen? = they do not - they go to talle—
ing to each other about something else and continue on even after the progran is
resuned, so that the advertiser is losing the cffect of even having them listen to
what 1s being said.

Now, if you give the public only so rmuch sales talk, so rmch advertising as
they are willing to listen to and to absorb, you arc doing infinitely better for
yourself than you would when you malze it so lengthy. In other words, I an firmly
convinced that a proper curb of advertising will not cnly be in the interest of
radio generally but even in tiic intcrest of the advertisers themselves.

I dont't kmow what experience you have hal but ny observation has becen such
that I have become absolutely convinced of the sentiments which I have expressed.
Now another thing, as I suggested before.

I heard ruch of these contests today. They arouse interest. You can always
arouse interest with a lottery. The Federal Government could gzo into the lottery
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tusiness ard could condict a grzat naticaal Léttery end ran the Federal Government
without amy taxcs, that could be done bat we canunot afford to do it. We cannot
afford to raise public revenue in that wsy, thereforec we cannot afford to license
individuale to do the same thing.

If we regulate and rnaintain radio broadcasting upon a sane, sound basis and
in a manner that it will render a service that is acceptable to the massecs of the
people, there won't be any difficulty of continuing the present Amcerican system,
at lcast in principle. But if we fail to maintain it on that plane, you may rest
assured that there will be such a rcaction that the system will inevitably be
changeC. I do not want to sec that donc aad so I have given tiie warnings which I
have today and heretofore, with the view of preserving tihic systom and avoid the
destruction of it, but as I said before, I am convinced that there is room for
rcform, there is room for correcticn of evil.

I have discussed tis subject and they have come and discussed with me, many
men encaged in broadcasting and in other branches of the radio industry, incluling
executives of broaldcasting stations and broadcasting systems. Almost without ex-—
ceptions, they agree that I am correct in principle, that they approve all of it,
but then speak of the difficulties. They say that the advertising asencies insist
upon itore sales talk than we think is »rover. I uncCerstand that the advertising
agency says that it has trouble with the insistence of clients, I don't Imow just
now that is, I expect that is correct., I suppose the average individual advertiser
is obsessessed with the ilea that if he is to pay for 15 minutes on the air he wants
to talk just as rmuch as they will let him about himself and 1is gools. 3But he is
locking at it in a selfish indivicdual standpoint and so perhans the alvertising
agency feels that he is wanting too much advertising and he will politely curb him
and perhaps agree to more than he thinks he should. I supposc the same thing takes
Place between the alvertising asency and the broadcasting station, Now there is an
cpportunity and a duty for everybody involved. DPut he will frankly say, with even
a grecat ceal of faith, that it is possible for the industry itself to entirely
eradicate excessive anmounts of sales talk.

Even if a majority of advertisers and a majority of advertising agencics and
a majority of the broadcasting stations and systems werc aware of the situation
which I have mudertaken to describe, and were disposed to prevent an excessive
emount of talk, yet there would certainly almost be a considerable element who would
persist in an excessive amount of sales tallc, And so one advertiser will go to one
station or azency and he will talk this rmch, and another will not be permitted to
engage in so much talk at another station.

I have very often been convinced of the fact that both executives of troad-
casting stations an’ advertisers themselves, realize that tials is carried t-0 far
and yet they are in somewhat of a vise; they are driven morc or less by corpetitive
conditions and forced frequently *o agree to something which they themselves do not
approve. Consequently, I woull frankly state, as I have heretofore, that I helieve
that the one rcform absolutely necessary to preserve the prescat system will have
to be regulation by Congress itself, or rather somc criterion laid down for the
Radio Cormission so as to treat everybody alilze, that everybody be on the same
basis, and in my opiaion not result in hurting radio stations or advertisers, but
would really help both,

Consequently I co not comnsider any suggestions that I make in this regard are
hostile to either. Of course if permitted to run in an unbridled way it is doubt-
less true that perhans for the time being more revenne may be received, but I am
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veldking abcnt e futare. L oam discussing what may result in the final analysis.
We are going to be confronted witn it =nd in a nos too Jistant day. T have thought
over this matter a great deal, I hiave discussad thie guastion of the method of
regulation to a great meny people in all brarnc.aes of the ralio industry as well as
those who are not in the incustry, but who are interested in the service and in
the success of radio broadcasting. I think that it ie¢ pretty generally recognized
with all of thkose with whom I have discussed the subject that the practices cannot
go on to the extent they are now with respect to ezcessive advertising and I would
iike for us to correct this situation before it reaches the vpoint that the public
will not be satisfied with the correction but will want to use the guillotine in-
stead of the »runing knife.

I dont't expect all of you gentlement to concur in these views and conclusions
but as you were Liind enough to ask me to talk with you I felt that you wanted my
real candid views and did not want or exvect rme to come down here simply for the
purpose of attermpting to entertain you. So I have, in this very informal way,
given you briefly and incohcrently some of the thoughts which I have upon the sub-
Ject and I believe that that expresses the sentiment of a very large segment of the
public not to speak of the interests that perhaps will have a dirferent motive and
which were described by Senator Dill.

Now insteal of "killing the goose that lays the golden egg!" let us work to-
gether towards the perfecting instead of destroying a great American system of
radio control,



