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PREFACE

When a medium of mass entertainment such as
broadcasting claims the attention of millions of
Americans for several hours each day, that situa-
tion should arouse the interest of all intelligent
citizens. What kinds of programs do radio and
television provide for the listening public? How
do these programs influence listeners? What basic
values does broadcasting offer, and what are its
shortcomings? In particular, can the product of
broadcasting be improved, and if so, how?
These are important questions to those who
listen to broadcast programs and to all who are
interested in the possibility of raising the stand-
ards of radio and television service. Those who
attempt to find answers to these questions need,
first of all, a broad understanding of the system
of broadcasting we have in the United States.
They must be aware of how that system works
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vi PREFACE

and of the many complex factors affecting the kinds of programs
offered. To provide such an understanding of American broad-
casting—both as a social force and as a form of business enterprise
—is the purpose of this book. Major topics include coverage of
the characteristics of the system itself, the directions in which
broadcasting has developed over the years, the organization and
operations of stations and networks, and the ways in which
economic considerations affect those operations and the selection
of programs to be put on the air.

Some of the major criticisms directed at the service provided
by radio and television are presented, as are the efforts being
made to meet those criticisms. Attention has also been given to
the philosophies of regulation applied by government agencies,
to the importance of broadcasting’s activities in the area of public
information, and to proposals for future improvement in station
and network programming.

It has been our purpose in writing this book neither to
condemn nor to defend the system of broadcasting that has
developed in the United States. We are aware of its many values
and of its shortcomings. Our intention has been only to provide,
as objectively as possible, a wide background of information
about broadcasting and the broadcasting industry that will enable
each individual reader to make his own appraisal of this form of
mass communication, which has become extremely important in
our national life.

We want to express our appreciation to the A. C. Nielsen
Company for authorizing the use of Nielsen data in several of
our tables, to the many individual writers who have allowed us
to quote some of the materials used in the final chapter, and to
the editors of the Bulletin of the American Society of Newspaper
Editors, the Centennial Review, the Columbia Journalism Review,
Fortune, the Journal of Broadcasting, Television magazine, Tele-
vision Quarterly, and Variety, for permitting the use of materials
taken from their publications. Our special thanks go to Richard
Goggin of New York University, Kenneth Harwood of the Uni-
versity of Southern California, Leo Martin of Michigan State
University, Harold Niven, Assistant to the President of the Na-
tional Association of Broadcasters, Paul K. Taff, Director of
Program Operations for National Educational Television, M. C.
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Topping of Oklahoma State University, and J. Clark Weaver
of Florida State University, who were kind enough to read early
drafts of the manuscript and whose suggestions and criticisms
have been extremely helpful.

R.E.S.
H.B.S.
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1

THE IMPORTANCE
OF BROADCASTING

At almost any hour from early morning until
late at night, men, women, and children in mil-
lions of American homes are listening to the
radio or watching television. At any given time
during the day, the audience for broadcast pro-
grams includes 20 to 30 million; at night, the
number runs as high as 50 to 60 million. The
people of the United States spend hours every
day being entertained or informed by radio and
television.

In fact, in the more than 50 million homes
equipped to receive television programs, the
television set is in use for an average of at least
five hours a day, 365 days a year. And people
also listen to radio. Some radio set in the average
home is in operation for well over an hour and
a half a day; this does not include the time
Americans spend listening to radio sets in auto-

1



2 BROADCASTING AND THE PUBLIC

mobiles, at the office or beauty shop, or anywhere else outside
the home. These are figures reported by the A. C. Nielsen Com-
pany, one of the leading organizations in the field of radio and
television audience research, and the Nielsen estimates are con-
firmed by those of other researchers.

These figures do not mean that every member of the family
is listening to radio or watching a television program every
second that the set at home is in use. The Nielsen figures deal
with the use of sets, not with the numbers of individual listeners.
But various other studies indicate that housewives devote an
average of from.five to five and a half hours a day to television
viewing or radio listening. Men are at home for fewer hours
each day and do less listening; however, they spend an average
of at least three hours a day with television or radio, including
their out-of-home radio listening. School-age boys and girls are
also exposed to broadcast programs for an average of some
three hours each day—more hours in the course of a year than
these same children spend in the classroom. It is safe to estimate
that American adults are spending an average of from 25 to 30
hours a week—and children and teen-agers at least 20 hours a
week—watching, listening to, or giving at least some degree of
attention to materials broadcast on radio and television.

Twenty to thirty hours each week is quite a substantial
amount of time. The figures become even more significant when
compared with the amounts of time Americans devote to other
sources of information and other forms of entertainment. Reader-
ship studies indicate that adults spend an average of perhaps
25 to 30 minutes reading newspapers every day, with not more
than five or six hours a week devoted to reading books, maga-
zines, and newspapers combined; children do even less reading
than do adults. Attendance at motion picture theaters totals from
40 to 50 million paid admissions per week, which means that
Americans spend an average of less than one hour each week
at motion picture theaters. Another two hours per week would
probably more than cover average church attendance and time
spent at public lectures, at concerts, and at stage performances.
And an additional hour or two per week would take care of
the average American’s attendance at spectator sports events as
well as the time he devotes to actual participation in outdoor
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sports. Time required for all of these activities combined, from
reading to playing golf, will average no more than ten or twelve
hours each week, or roughly half as many hours as the average
American spends watching television and listening to the radio.
Radio and television have become extremely important elements
in our national life, and elements that undoubtedly exert con-
siderable influence on the interests, the tastes, and the standards
of value of the average American.

Effects of Broadcasting

A study conducted in an Eastern city each year over a
ten-year period shows the extent to which the introduction of
television influenced the habits and interests of those who had
access to the new medium.! Men and women in television-
equipped homes reported that after they had purchased tele-
vision sets they went much less often to motion picture theaters
or to the legitimate theater; spent less time attending lodge
meetings, club meetings, and social gatherings; and did less
visiting with friends and neighbors. In addition, nearly half of
the new owners of television sets stated that they devoted less
time to reading books and magazines than they did before they
had access to television programs. These changes in behavior
patterns continued throughout the entire period covered by the
study.

Effects on other forms of entertainment. Such changes in habit
patterns, produced by the availability of home entertainment,
have had striking effects on other elements in our national life.
The rise in the popularity of radio in the late 1920s and early
1930s helped bring about the disappearance of vaudeville, the
theatrical stock company, and the traveling tent theater. Both
radio and television have contributed to the decline of the
Broadway stage. Although in the decade from 1921 to 1930 there
was an average of no less than 218 new productions on Broad-
way each year, in the period from 1956 to 1965 the average

1 The First Decade of Television in Videotown, 1948-1957. Cunning-
ham & Walsh, Inc., New York, 1957.
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number of new offerings each year had dropped to 57, of which
only 36 were new plays, the remainder being musicals or revivals,
Motion pictures have been similarly affected; although from 1946
to 1948 paid admissions to motion picture theaters averaged ap-
proximately 90 million a week, average weekly attendance in
1964 and 1965 stood at only a little more than half that figure.
It is significant, too, that since 1950 almost all of the small
neighborhood motion picture theaters operating in that year, as
well as many first-run houses in larger cities, have been forced
to close their doors.

Television has had a decided influence on the popularity
and the financial success of spectator sports. Most experts be-
lieve that the broadcasting of football and basketball games has
stimulated interest in these sports and has helped produce an
increase in the number of paid admissions to intercollegiate
contests. Authorities in the field also attribute much of the recent
popularity of professional football to the fact that many of the
professional games are broadcast by television stations. Interest
in golf and bowling has been greatly increased by the broad-
casting of these sports; the same is true, although in more limited
degree, with respect to sports-car racing, skiing, and ice hockey.
But with boxing and baseball, the story is different. Small local
boxing clubs have not been able to compete with television, and
what was once the major source of boxing talent has all but
disappeared. And with major-league baseball games available
both on radio and on television, attendance at minor-league
games has sharply declined, with the effect that only a few of
the minor leagues have been able to survive.

Effects on newspapers and magazines. Broadcasting has had its
influence, too, on the form and content of newspapers and large-
circulation magazines. From the 1930s on, radio’s greater speed
in bringing information about important events to the public
has forced American newspapers to make substantial changes
in the materials provided for their readers. With almost no
exceptions, newspapers have greatly increased their use of pic-
tures; they have treated major news stories in more detail than
can be provided in ordinary news broadcasts on radio and tele-
vision; they have offered more syndicated articles by well-known
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columnists; they have greatly expanded their use of non-news
feature materials, from “advice” columns to comic strips. Maga-
zines, too, have been forced to modify their content. Since the
short stories, once their most attractive offerings, have had to
compete with dramatized “stories” on radio and television, prac-
tically all of our popular magazines have reduced their use of
fiction in favor of more feature articles and human-interest
materials.

Equally great has been the economic impact of radio and
television on the printed media. Newspapers and magazines
depend for most of their revenues on the sale of advertising;
income from subscriptions and newsstand sales is rarely more
than enough to cover costs of distribution. And competition of
networks and stations for the advertiser's dollar grows more
intense each year. In 1940, radio’s revenues from advertising
amounted to only a little more than 150 million dollars; today,
national and local advertisers are spending two billion dollars
a year for radio and television time, not counting the amounts
paid for the production of programs. Much of that increase in
advertising expenditures in broadcasting represents money that
might otherwise have been spent for newspaper and magazine
advertising. At least partly as a result of this competition from
radio and television, many newspapers are operating on an ex-
tremely narrow profit margin, and the number of large-city daily
newspapers is decreasing, year by year. Similarly, the loss of
potential advertising revenues coupled with constantly increasing
costs has forced several long-established mass-circulation maga-
zines to suspend publication. The growing importance of radio
and television has had a decided effect on newspapers and
magazines, as it has on major forms of out-of-home entertainment.

s

«

Effects on politics. Broadcasting has had an influence on many
other elements in our national life. Radio’s ability to reach and
to influence millions of people was evidenced in striking fashion
in the “fireside chats” presented by President Franklin D. Roose-
velt, which made it possible for him to calm the fears of a
nation beset by bank failures, unemployment, and economic
disaster. Presidents since Roosevelt have used radio and tele-
vision to explain their philosophies of government to the Ameri-

O
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can people, and to win popular support for measures presented
to Congress. And naturally, broadcasting has become a major
factor in national political campaigns—candidates can reach a
far greater number of voters through a single appearance on a
national television network than through all other agencies of
communication combined. As a result, campaigns for national
candidates in recent years have been conducted largely over
television and radio, from the first announcements of candidates
for party nomination until the night before the election in No-
vember. Even the national nominating conventions are now
planned by party organizations to take advantage of the special
opportunities created by broadcasting, with “important” proceed-
ings such as keynote speeches, nomination of candidates, and
actual balloting scheduled at hours when the largest numbers
of radio and television listeners are available. Many political
experts believe that the personalities of rival candidates, as they
are brought to voters by television, are at least as important as
the campaign issues in determining the winners of national
elections. %

Broadcasting and the Listener ®

Radio and television not only affect many of the elements
in our everyday life, but they also exert a direct influence on
the individual listener and on listeners collectively. This influ-
ence must be considerable, if only because of the number of
individuals reached and the amount of time during which they-
are “exposed” to radio or television. Radio sets are to be found
in approximately 95 per cent of all American homes and in 70
per cent of the automobiles on our highways; in 1965, an esti-
mated 93 per cent of all homes had television receiving sets—a
considerably larger proportion of homes than had bathtubs or
telephones, or than received daily newspapers. And as noted in

2 Throughout this book, the term “listener” will refer to any individual
giving attention either to radio or to television programs. Those who watch
television also listen; in fact, attention studies indicate that very frequently
television “viewers” do not watch the picture tube continuously, although
they do hear and give some degree of continuing attention to the sound
portion of the program.
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earlier pages, the individual men, women, and children living
in those homes spend an average of at least 20 to 25 hours each
week listening to radio or television. To a much greater extent
than any other agency of mass communication, broadcasting has
an opportunity to influence the American public.

Furthermore, the listener to broadcast programs is usually
willing to be influenced by what he hears or sees. Most of his
listening is done in his own home; since he listens largely for
entertainment, he is relaxed; his mental guards are down, and
he listens more or less uncritically. The ideas offered in the
programs he hears are not presented impersonally in print, but
are conveyed by the voices of people—in most cases, people with
whose voices and personalities the listener is already familiar
and whom he tends to regard at least as acquaintances, if not
as personal friends. In addition, the listener has a high degree
of confidence in the reliability of the broadcasting media—of tele-
vision in particular. This has been shown repeatedly in studies
of listener attitudes. In one such study, conducted in 1964 by
the Elmo Roper organization, men and women throughout the
country were asked, “If you got conflicting reports of the same
news story from radio, television, the magazines, and the news-
papers, which of the four versions would you be most inclined
to believe? Of those reached by the Roper interviewers, 41
per cent would believe television in preference to any of the
other sources; 23 per cent would accept the newspaper version,
and 10 per cent would believe the account printed in a maga-
zine.®* Radio, overshadowed by television in recent years, still
was considered most reliable by 8 per cent of the respondents;
the remaining 18 per cent expressed no preference. This willing-
ness to accept the ideas presented in television programs offers
striking evidence of the extent to which broadcasting can influ-
ence listeners.

Listener Evaluations of Broadcasting

What kind of an influence do radio and television exert on
their listeners? This is a most important question, but one about

3 Results of the study published in The Public’s View of Television
and Other Media. Television Information Office, New York, March 1965.
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which opinions differ widely. Some critics of broadcasting be-
lieve that radio and television programs leave much to be de-
sired and that operators of networks and stations have failed
to make effective use of broadcasting’s tremendous potential as
a force to raise the cultural standards of the American public.
Most listeners, on the other hand, seem to be fairly well satisfied
with the service that radio and television provide. In the 1964
Roper study already referred to, when men and women were
asked their opinions concerning television’s performance, 62 per
cent of the respondents believed that television stations were
doing either an “excellent” or a “good” job, as compared with
55 per cent who gave a similar rating to newspapers and only
47 per cent who had an equally good opinion of the activities
of local governmental agencies. The public’s general approval
of broadcasting is indicated even more strikingly by the fact
that television and radio sets are in use in the average home
for a combined total of more than six hours a day. Of course,
even the most enthusiastic listener to radio or television pro-
grams usually has some criticisms to offer, just as he can find
things to criticize in his favorite newspaper or magazine or in
our system of public education. We don’t expect perfection in
life; we can find shortcomings even in institutions and agencies
which, on the whole, win our hearty approval.

Every listener makes his own personal evaluation of the
things he hears on the air. Primarily, he forms judgments with
respect to individual programs. Some programs he especially
likes; they arouse his interest or entertain him, and he tries to
listen to them regularly. Others he accepts as being moderately
good or at least satisfactory; he will listen to them when more
attractive programs are not available and will derive some pleas-
ure from listening—but he makes no special effort to “catch”
them. Still other programs fail to interest him at all; some of
them arouse his active dislike. Rather than listen to programs
in this third group, he will turn off his radio or his television
set completely.

The listener makes his own evaluations of programs—or
perhaps in the case of radio, of the stations that supply those
programs—but on the whole, his evaluations are based almost
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entirely on the entertainment values of the programs considered
and the extent to which he finds them attractive and interesting.
Rarely does the average listener give much thought to the de-
sirable or undesirable aspects of the content of programs—aside,
of course, from those programs to which he listens for informa-
tion—or to the manner in which the programs he hears may
affect his attitudes or standards of value or tastes, or the atti-
tudes and tastes of other listeners. If radio and television supply
a substantial number of programs which, for him at least, have
high entertainment values, then broadcasting is “doing a good
job” and its weaknesses are of minor importance. But if he finds
very few attractive programs and a large number of programs
that he dislikes, then the listener tends to become critical of the
entire broadcasting industry and of the service it provides the
public.

Perhaps this tendency is logical and reasonable; most
Americans think of radio and television primarily as sources of
entertainment, like the motion picture or the theater. But enter-
tainment is not the only factor that should be considered. Pro-
grams broadcast by radio and television stations exert some
degree of influence on the tastes and attitudes of the listening
public, and the nature of these influences must be taken into
account. In many respects, at least, radio and television have
had a wholesome effect on our society, especially in the wide-
spread dissemination of information. The American public today
is probably better informed than are any other people on earth,
and at least some of the credit must go to broadcasting. But
radio and television also have their weaknesses and imperfec-
tions. And it is the obligation of every intelligent listener to
examine critically the programs radio and television offer and
the functioning of our system of broadcasting, and when im-
provements are possible, to use what means are available to him
to help correct the weaknesses he finds. Of course, he must be
realistic in his appraisal; not all of the conditions that he may
regard as shortcomings can be eliminated. Some of these condi-
tions are the result of our commercial system of operation or of
the prevailing economic or social climate, but others may reflect
errors in judgment—and these at least can be corrected. To help
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broadcasting serve the interests of the American public more
effectively, intelligent listeners should accept the responsibility
of encouraging good elements in broadcasting and of expressing
their disapproval of elements that fall short of the requirements
of good taste.



2

SYSTEMS OF
BROADCASTING

In every nation, institutions and organizations
are shaped by the country’s history, its geogra-
phy, its economic development, its cultural pat-
terns and traditions, and its philosophies of
government. These factors have exerted a tre-
mendous influence on the systems of broadcast-
ing organization found in the various nations of
the world. Throughout most of Europe, and in
other countries where governments exercise a
high degree of control over the lives and eco-
nomic affairs of citizens, broadcasting is a gov-
ernment monopoly; radio and television stations
are owned and operated by an agency of the
government. In the United States, following our
traditions of individual freedom and competitive
enterprise, broadcasting facilities are owned by
private individuals and are operated for profit,
with a minimum amount of government control.

1
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In Canada, Australia, and Japan, where traditions of monarchy
still exist—although the governments are highly democratic—sys-
tems of broadcasting have been developed in which privately
owned commercial stations compete for listeners with stations
owned by central government agencies. In many Latin American
countries that have adopted at least the governmental forms de-
veloped in the United States, national governments own only a
few major broadcasting stations; a far greater number are pri-
vately owned and operated for profit. However, in these countries
radio and television are sometimes subject to very direct control
by government agencies, and in many Latin American countries,
nearly all stations are owned by a few powerful corporations—
a situation very unlike that existing in the United States. In
every country, the system of ownership and control—in combina-
tion with cultural patterns, institutions, and philosophies of gov-
ernment—also exercises its own influence on the type of broad-
casting activities undertaken and on the types of programs made
available to listeners.

THE EUROPEAN SYSTEM OF BROADCASTING

This book deals with the system of broadcasting we have
in the United States and with the factors affecting the types of
programs provided for American listeners. The nature of radio
and television programming in this country is, partially at least,
a product of our system of broadcasting. For an understanding
of the American system, it is helpful to compare some of its
features with those of what can be called the European system
of government ownership and control of broadcasting.

Strongly centralized government based on the institution
of monarchy is the political inheritance of Europe. Even in
countries highly democratic today, the tradition of centralization
and government control remains. For example, most railroad
and electric power systems throughout Europe are operated as
government monopolies. In all European nations, the govern-
ment maintains not only the postal system, but also the national
systems of wire communication—telephone and telegraph. It is
hardly surprising, then, that in these countries broadcasting—a
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form of wireless communication—was almost immediately taken
over by the government and has been retained as a government
monopoly. To be sure, the degree to which centralized control
is exercised over radio and television programs varies widely
from country to country. In the Communist nations of Eastern
Europe, a member of a government ministry exercises direct
supervision over every program broadcast. In countries with
democratic governments, there is almost no interference by gov-
emment officials with the day-to-day operations of broadcasting
stations; however, programming activities are expected to con-
form to long-range policies formulated by government committees.

Characteristics of the European System

Allowing for minor—or occasionally major—variations, gov-
ernment-owned broadcasting systems in Europe are alike in five
important respects. First, broadcasting facilities, including sta-
tions, network transmission lines, and usually studios and studio
equipment, are owned by the central government. Second, the
system is monopolistic; all broadcasting operations are conducted
by a single government agency with no competition for the at-
tention of listeners from privately owned stations, at least from
within the boundaries of the country operating the system.
Third, programming is highly centralized; practically all pro-
grams are originated in a “Broadcasting House” in the nation’s
capital and are sent out over telephone lines, coaxial cables or
microwave relay systems for simultaneous broadcast by stations
throughout the nation. In most European countries, no broad-
casting originates at local stations; where local broadcasts are
permitted, they make up an extremely small proportion of the
average station’s schedule. Fourth, broadcasting is essentially
noncommercial; at least it is not primarily a business enterprise
operated for profit, although a few countries allow paid com-
mercial announcements on government-owned radio or television
stations. Finally, a major portion (and in most countries, all)
of the money used to maintain the government broadcasting
system comes from a special tax levied on each household in
which a radio or television receiving set is used.

Except for Spain, in which practically all stations are
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owned by private commercial companies, every major nation of
Europe has a broadcasting system with all or most of these five
basic characteristics: government ownership, monopoly, central-
ized programming, noncommercial operation, and support from
an annual tax on receiving sets. Programming is not centralized
in West Germany, where broadcasting stations are operated by
the separate states making up the German Federal Republic.
In both West Germany and Italy, the policy of noncommercial
operation is somewhat modified by the fact that government-
owned stations accept a limited number of paid advertising
announcements, but advertisers are not permitted to sponsor
entire programs. In Great Britain, a commercial television service
on government-owned but privately programmed stations oper-
ates side by side with the noncommercial television service pro-
vided by the government; British radio, however, conforms
completely to the five characteristics of European broadcasting.

Direct government control systems. Although European broad-
casting services are in the hands of government agencies, the
structure of organization and control varies from country to
country. In all of the Communist countries—Russia, Poland, East
Germany, Czechoslovakia, Rumania, Hungary, Jugoslavia, and
Albania—broadcasting facilities are owned directly by the govern-
ment, and broadcasting activities are under the immediate super-
vision of a government minister or of an administrative official
directly responsible to a council of ministers. This system makes
for immediate and complete control of all program content; in
Communist countries, news broadcasts, propaganda broadcasts,
and even entertainment programs conform rigidly to the current
“party line.” The same system of direct control by a government
minister is found in Belgium and Turkey, although in Belgium,
changes in the political complexion of the government seem not
to be reflected in the content of programs broadcast. Outside
Europe, broadcasting is under the direct control of a government
minister in such countries as India, Pakistan, Israel, Iraq, and
Communist China.

Government-corporation systems. Many of the more democratic
European countries have a form of broadcasting organization
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that makes radio and television much less subject to pressures
from the political party in control of the government. In these
countries, broadcasting facilities are operated by a corporation
which, although government owned, is almost completely inde-
pendent of the ministry in power. The officers and directors of
the corporation are appointed on a long-term basis and continue
in their positions regardless of political changes. This govern-
ment-corporation system was first developed in Great Britain,
where the organization in charge of broadcasting is the British
Broadcasting Corporation (BBC). France, Denmark, Norway,
and (with some modifications) Italy have the same general
system. The Netherlands and Sweden have systems resembling
in some ways the government-corporation structure of control.
In both countries, stations and equipment are owned by the
government, which also provides engineering services; programs,
however, are produced by private corporations or associations,
with programming operations subject to periodic reviews by a
government committee. Outside Europe, the government broad-
casting monopoly is administered by a corporation in Egypt,
South Africa, and New Zealand. In addition, government corpo-
rations are responsible for broadcasts over government-owned
stations in the “dual system” nations of Australia, Canada, and

Japan.
Broadcasting in Great Britain

Great Britain exemplifies the workings of the European
system at its best. Government-controlled broadcasting began
formally in Great Britain in 1922, with the creation of the British
Broadcasting Company. Technically, this was a private company;
its stock was owned entirely by British manufacturers of radio
receiving sets and equipment. Otherwise, however, the Company
had all of the characteristics of the European system of broad-
casting. It had a monopoly on broadcasting activities, program-
ming was on a centralized basis, its operation was noncommer-
cial, and support was provided by a government-imposed tax
on radio receiving sets. In 1928, the British government took
over the stock and facilities of the Company, reimbursing the
private owners for the amounts each had invested. To replace
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the Company, the government created a new, government-owned
agency, the British Broadcasting Corporation, which has had
complete control over government broadcasting in Great Britain
since 1928,

In theory, the BBC is responsible to the British government.
Directors of the Corporation are appointed by the ministry in
power; stations owned by the BBC are licensed by the Post-
master General, who legally has veto power over broadcast pro-
grams. In actual fact, however, the BBC is an almost completely
independent organization. Directors are appointed for fixed
terms and continue to serve regardless of changes in the party
in power; policies are determined by the Corporation’s board of
directors; day-to-day operations are carried on without regard
for political considerations, and the veto power of the Post-
master General has almost never been used. Operations of the
BBC are noncommercial, being supported by a special annual
tax imposed on owners of receiving sets.

British radio broadcasting. Radio in Great Britain is a govern-
ment monopoly, with all programs originated and broadcast by
the British Broadcasting Corporation. Since 1946, the BBC has
provided three separate radio program services, with each serv-
ice carried over a separate national network of stations. The
BBC Light Service specializes in light entertainment features;
the Home Service offers a mixture of popular entertainment and
more serious programs, including the BBC’s principal news
broadcasts, educational programs for in-school use, and some
serious music; the Third Service presents a schedule consisting
chiefly of classical music, serious drama, and talks—what the
BBC describes as “a programme for the educated.” The Third
Service provides programs only during evening hours; in the
daytime, the same network and station facilities carry instruc-
tional and “hobby” programs, and on weekends, play-by-play
accounts of major sports events.

Television In Great Britain. Television developed somewhat ear-
lier in Great Britain than in the United States, probably because
of our delay in deciding on engineering standards for the new
medium. As early as 1936, a BBC station in London was pro-
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viding regular, daily television. This station continued operating
until 1939, when war conditions made it necessary for the BBC
to discontinue its television broadcasts. After the war, however,
television developed less rapidly in Britain. Although the London
station returned to the air in 1946, the BBC had only five tele-
vision stations in operation by 1932, as compared with no less
than 129 stations in the United States at the end of the same
year.

Television created a serious financial problem for the BBC.
Practically all its revenues come from a special annual tax on
receiving sets, amounting at the end of the war to £1, or $2.80,
for each home equipped with a radio set. Later, to pay the
costs of increased television operation, the fee for a combined
television and radio license was set at £4, or $11.20. However,
one of the four pounds was an excise tax that went into the
public treasury, so that after costs of collection and the /(1
allowed for the providing of radio service had been deducted,
somewhat less than £2, or $5.60, a year was available for the
support of television. During the year ending in March 1953,
the television tax was paid by set-owners in approximately 2.15
million homes, providing revenues for BBC television of only
about $12 million a year—not a very impressive figure when
compared to the 1952 gross revenues of $324 million reported
by American television networks and stations. However, there
was increasing demand in Great Britain for a second television
service to give listeners a choice of programs, and this could
not be provided with the money then available to the BBC.

The result was that the British government was forced to
abandon, for television at least, two of the principles basic to a
system of pure government ownership and operation of broad-
casting: monopoly in broadcasting operations and noncommer-
cial programming. In 1954, Parliament passed an Act creating,
side by side with the BBC, a second government corporation,
the Independent Television Authority. In conformity with the
Act’s provisions, the Independent Television Authority, usually
referred to as the ITA, has constructed and provides all engi-
neering services for a system of television stations, one in each
major population center in Great Britain and Northern Ireland.
These stations are leased by the ITA to private commercial
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companies or contractors; the contracting companies build and
maintain their own studios, provide programs for broadcast, and
sell commercial announcements to advertisers. For several hours
each week most of the ITA stations are linked together for
network broadcasting; at other times, stations are programmed
independently with films or locally originated programs.

During the spring of 1964 the British government author-
ized a second BBC television service and provided for the con-
struction of stations to carry the new network’s programs. To
finance the new network, the radio-television license fee was
raised in 1965 to $14.00 a year. As a result, listeners in the
larger cities of Great Britain have had access since April 1964
to three television services; two BBC noncommercial services,
and a commercial service offered by the ITA stations. Needless
to say, there is vigorous competition among the three services
for audiences, with both BBC networks carrying a substantial
proportion of entertainment programs. So since 1954, Great
Britain has had a mixed or “dual” system of broadcasting for
television. But as regards radio, the British government has held
fast to all of the essential features of the European system of
organization and control—government ownership, monopoly, cen-
tralized programming, noncommercial operation, and financing
provided by an annual special tax on receiving sets.

Advantages of the European System

For those countries in which it is used, the European system
of ownership and control offers several obvious advantages.

To begin with, the European system offers economy in
programming. With a few exceptions, notably in Great Britain,
programs are provided on a network basis only; a single pro-
gram produced in national headquarters is carried by stations
throughout the nation, instead of each station’s having to provide
its own programs. Money available for programming can conse-
quently be spent to provide programs of better quality than
would otherwise be possible. In addition, with only a single
employer of broadcasting talent, there is no competitive bidding
for the services of such personnel as writers, actors, producers,
directors, and musicians; artists’ fees and program costs are kept
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at a much lower level than is possible in the United States. The
combination of monopoly and centralized programming also con-
tributes to national unity; the influence exerted by radio and
television is applied in exactly the same way, and through the
same programs, in every section of the country.

The system of government ownership and control also al-
lows broadcasting to be used as an instrument of culture and
mass education to an extent not possible under a commercial
system. The government broadcasting agency can present operas,
concerts by major symphony orchestras, and dramatic programs
using the classics of the theater; it can provide talks by educa-
tors, scientists, or leading literary figures. Programs chosen for
their cultural or educational values actually do make up a con-
siderable portion of the offerings of both radio and television
in nearly every country using the European system of broad-
casting. There is no pressure from advertisers who demand large
audiences, and for the most part there is no competition for
listener attention from programs with greater popular appeal.
With broadcasting a monopoly, the listener tunes in the one
program offered at any given time, or he doesn’t listen at all.

Disadvantages of the European System

But in that same lack of choice on the part of the listener
lies one of the weaknesses of the European system. In the United
States, at least, we like to make our own decisions with respect
to the programs to which we listen. We do not like to be told
what we must do, or to have a government commission to
decide what radio or television programs we may hear. But in
countries where broadcasting is a government monopoly, the
controlling agency decides what is to be broadcast, often with
little regard for the preferences or interests of the listening
public. Lord Reith, Director General of the British Broadcast-
ing Corporation for more than twenty years, expressed the phi-
losophy of the European system in these words: “It is occasionally
indicated to us that we are apparently setting out to give the
public what we think they need—and not what they want. But
very few know what they want and very few what they need.”

A second weakness in the European system is the lack of
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stimulus to experiment with new programs and new program
forms—a lack resulting from the absence of competition. It must
be admitted that in some countries, notably Great Britain, im-
provements in production techniques for dramatic programs
came at least as rapidly as they did in the United States. But
European broadcasting has been conspicuously slow to develop
new types of programs; until the end of World War II the only
radio program forms in use in most European countries were
those that had existed in the United States before 1930. Comedy
variety programs, serial drama, quiz programs, situation come-
dies, audience participation programs, panel discussions—these
forms of entertainment were not provided by European sta-
tions before 1945. Since the war, European broadcasting has
borrowed heavily from the United States, and most of the pro-
gram forms that have been used in this country are also offered
by European broadcasting systems. But without competition be-
tween stations or networks for audiences, there is no particular
reason for European broadcasters to experiment with new ideas
or new forms in programming.

The introduction of commercial television in Great Britain
has had a decided effect on the television programming offered
by the BBC; the government system has been forced to compete
for the attention of listeners by offering a substantial amount of
the same kind of entertainment programming provided on tele-
vision in the United States.

A third and serious shortcoming of the European system,
at least from the point of view of those interested in democratic
government, is the ease with which a government-owned system
can be made an instrument of political propaganda. Hitler, after
becoming Chancellor in 1933, made extremely effective use of
* radio to indoctrinate the people of Germany with his Nazi phi-
losophies. In Communist nations today, radio and television are
used primarily for propaganda in support of the particular party
group currently in power. On the other hand, in the countries
of Western Europe, there is little if any overt propaganda in
support of government policies, although the opportunity to use
broadcasting for such purposes is always present. The charter
of the BBC, for example, provides that the British Broadcasting
Corporation is required to broadcast “any announcement” re-
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quested by “any department” of the government. But even with-
out overt propaganda on the government-owned broadcasting
facilities, news broadcasters in most countries are probably some-
what cautious in their reporting of events that reflect unfavorably
on the government or on the party in power. And although
radio and television time is provided freely for speakers who
support government policies, most European broadcasting sys-
tems—Great Britain is an exception—are less likely to provide
time for speakers who are vigorous in their criticisms of current
government activities. Even in highly democratic countries, there
is always the possibility that the government-owned broadcast-
ing facilities will become an instrument for direct or indirect
propaganda in support of the party controlling the government.

THE AMERICAN SYSTEM

The system of broadcasting in use in the United States
contrasts strongly with the European system. In this country,
stations are owned by private individuals or private corporations,
not by the government. A few stations are owned by tax-sup-
ported universities or by branches of state government; others
are owned by municipalities or local school systems. But no
station engaged in domestic broadcasting is owned or operated
by the federal government, and stations licensed to municipal
or state agencies make up only a small percentage of the total
number in operation.!

Not only are nearly all stations privately owned and ap-
erated, but there is a high degree of diffusion of station owner-
ship.- ¥ some countries with private ownership, such as Spain,
Mexico, and Chile, 20, 30, or more important stations may be
licensed to a single owning corporation. In the United States,
by government regulation, no individual or company may own
more than seven standard radio stations, seven FM stations, and

1 Out of a total of 6,515 AM, FM, and television stations on the air
in December 1965 and listed in Broadcasting Yearbook for 1966, only about
222 stations were owned by tax-supported state universities, local schiool
districts, or other agencies of state or local government. All but seven of the
222 stations were operated on a noncommercial basis.
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seven television stations. Consequently, the more than 6,000 com-
mercial radio and television stations operating in this country
at the beginning of 1966 were owned and controlled by nearly
4,000 separate individual owners or ownership groups. Although
a few large companies own several important stations each, sta-
tion ownership on the whole is widely -diffused i1 the United"
States.

Centralized programming or centralized control of pro-
gramming simply doesn’t exist in our country. We have national
networks, and these networks provide most of our outstanding
programs, especially in television. But the three television net-
works are owned by three separate companies that compete vigor-
ously with one another. Certainly they do not cooperate in the
planning of their programs. Moreover, the three television net-
works supply only some 60 per cent of the programs broadcast
by the nation’s commercial television stations, and the four radio
networks account for not more than 10 to 15 per cent of the
program time of our commercial radio stations. Most programs
broadcast in this country—both radio and television considered—
originate locally, with each station determining for itself what
programs it will produce and what network or syndicated pro-
grams it will put on the air. Certainly, there is no centralized
control over programs in America of the type that exists in
countries operating under the European system.

Next, American broadcasting is commercial. We do have
noncommercial stations, nearly all owned by educational institu-
tions, community educational associations, or religious groups;
at the beginning of 1966 there were approximately 400 such
stations, with the number of noncommercial FM and television
stations steadily increasing. But these are decidedly in the mi-
nority; nearly 95 per cent of all American radio and television
stations are commercial. These stations, like our national net-
works, depend for their revenues on the sale of time to adver-
tisers. They receive neither appropriations from government nor
funds from a tax on receiving sets. To survive in this country,
broadcasting must operate on a commercial basis.

Finally, broadcasting in the United States is highly com-
petitive. Stations compete both for advertising revenues and for
audiences. To be attractive to advertisers, a station must first
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have listeners; to get those listeners, it must provide programs
that can compete effectively with the programs offered by other
stations. National networks compete with one another for adver-
tising revenues, for outstanding programs, for the most popular
entertainers, and for affiliations with the best stations available
in each community. American broadcasting is decidedly com-
petitive.

So, as contrasted with the European system, the American
system of broadcasting also has five distinctive characteristics.
Stations are privately owned; there is wide diffusion of owner-
ship; there is no central planning of programs or centralized
control over programs; stations are commercially operated; and
there is a high degree of competition between stations and
between networks.

Advantages and Disadvantages of the American System

Like the system of broadcasting used in Europe, the sys-
tem that has developed in the United States has its advantages,
and also its disadvantages. It cannot operate on any unified,
predetermined plan; wide diffusion of ownership makes system-
atic central planning impossible. Lack of such planning has re-
sulted, especially in the case of radio, in the construction of a
far greater number of stations than are needed to meet the
real needs of listeners—in fact, there are more stations than can
be supported adequately by the advertising revenues available.
Such an absence of central planning and control is uneconomic;
there is tremendous duplication of effort by stations and net-
works; network competition for programs and for outstanding
entertainers has forced program costs to levels far above those
existing in countries with broadcasting monopolies.

Problem of cultural programs. Another major weakness is found
in the field of cultural programs. No one would argue that the
American system allows full use of the potentialities of radio
and television for raising our standards of literary and musical
appreciation. Symphonies, complete operas, and dramatic pro-
grams of outstanding literary value are common in European
broadcasting, but much less common in the United States. With
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relatively few exceptions, cultural programs in this country at-
tract small audiences. As a result, the advertiser who wishes to
reach the greatest number of listeners possible is not usually
interested in sponsoring such programs. Lacking advertiser sup-
port, cultural progams tend to be crowded out of the schedules
of American networks and stations by programs with stronger
mass-entertainment values.

Listener influence on programming. The situation with respect
to cultural programs illustrates a feature of the American system
considered by some to be an advantage, by others a disadvan-
tage. In this country, each individual listener selects from a
considerable variety of programs those that satisfy his own spe-
cial interests and tastes. On a larger scale, the public collectively
selects the programs that best satisfy the public’s collective
tastes. If substantial numbers of listeners tune in a particular
program each week, the program remains on the air. But if a
program fails to attract a reasonably large audience, that pro-
gram will usually be dropped, and networks and stations are
not ordinarily much inclined to introduce other programs of
similar type. By listening or not listening, the public in effect
votes for or against continuation of each program offered, and
for or against the scheduling of other programs of the same
general type. In other words, the listeners themselves determine
collectively the kinds of programs that stations and networks
will offer. In a European system, the public gets programs that
those who control a government agency think that listeners
“ought to have”; in the system used in this country, listeners
get the programs that they themselves want, or at least programs
that are attractive to major segments of the total listening public.

Whether this feature of the American system is an advan-
tage or a disadvantage is a matter of individual opinion. It does
result in the broadcasting of fewer cultural programs, and critics
of broadcasting charge that radio and television cater to the
tastes of the mass audience while ignoring the interests of intelli-
gent minorities. But good or bad, our method of selection of
broadcast programs is essentially the same as the method used
to select our state and local officials, our members of Congress,
and the President of the United States himself.
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Discussion of public issues. Perhaps the greatest advantage of
the American system of broadcasting lies in the very fact that
it is a system of private ownership, with programs free from
government control. True democracy demands an informed pub-
lic, and broadcasting has become the most important agency
through which the public may be informed. Under a system of
government ownership, information is not always provided on a
two-sided basis. At its worst, broadcasting may be used as an
agency for out-and-out government propaganda; at its best, the
broadcasting organization can hardly be expected to take posi-
tions highly critical of government policies. But here in the
United States, broadcasters do not depend on the government
for support; they are as free to criticize as they are to commend,
and they take full advantage of that freedom. Radio networks
provide commentary programs, some of which are highly criti-
cal of the party in power. Television networks schedule several
programs each week dealing with national affairs; in some, gov-
ernment spokesmen are called upon to answer the frequently
embarrassing questions posed by a panel of interrogators; in
others, analyses of government proposals are presented in docu-
mentary form, with as much attention given to weaknesses as
to possible values. In addition, owners of many stations use
their facilities to present editorial opinions that may be critical
of actions of the local or national government as often as they
may be favorable.

The possibility of free discussion of vital public questions,
and the resulting wide dissemination of information on issues of
importance, is one of the major advantages inherent in the Ameri-
can system of broadcasting.

THE AMERICAN SYSTEM AND PROGRAMS

In the system of radio and television that exists in the
United States, programs do not conform to any central “master
plan.” No single agency of government, or of the broadcasting
industry itself, decides what programs will be offered or the
general types of programming that should be provided at any
given time. Nor is the decision—in the long run, at least—one
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made by network officials, by program directors of stations, or
by advertisers. Programs, to be successful, must win the approval
of listeners; the listening public makes the final decision con-
cerning each individual program, or programs of any given type.

Changing Patterns in Programming

But even though listeners determine the fate of individual
programs, other factors enter into the total programming situa-
tions. The kinds of programs provided by networks and stations
change, and change tremendously, with the passing of time.
Radio stations once offered listeners a wide variety of types of
programs: serious drama, variety shows, quiz programs, popular
orchestras, comedy programs, broadcasts of sports events. Today,
most radio stations offer few programs other than recorded
music and short, capsuled news summaries; some also provide
broadcasts of baseball games and other sports events; others
offer various types of talk programs to provide a change of pace.

In the short history of network television, we have wit-
nessed the rise and the decline of half a dozen program types.
For example, during the winter of 194849, national television
networks devoted from 12 to 14 hours of evening time each
week to broadcasts of sports events such as basketball, boxing,
wrestling, and bowling. Today, no sports events whatever are
scheduled on a regular basis at night by any of the three na-
tional networks, and although baseball, golf, and football are
used extensively on Saturday and Sunday afternoons, the net-
works offer no broadcasts of wrestling or boxing matches. In
1950 and 1951, network schedules included more than 20 hours
of evening variety programs each week; ten years later, only
about six hours a week were devoted to programs of this type.
During the early 1950s, anthology dramatic programs using dif-
ferent actors and different situations each week were among tele-
vision’s most popular offerings; in recent years, the anthology
dramatic form has almost completely disappeared. We have
seen the rise and later the decline in the popularity of audience
quiz programs, of “private-eye” detective dramas, of “interna-
tional spy” adventure stories, of “gangster-type” crime dramas
and of “adult Western” programs, to name only a few. In recent
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years, on the other hand, evening schedules of television net-
works have shown a marked increase in the number of situa-
tion comedies, of hour-long medical or “courtroom” dramas, and
of tongue-in-cheek “spy” dramas, with some trend toward an
increase in the use of dramatic series with social-problem themes.

Reason for Changes

These constant changes in the types of programs offered
for the approval of listeners are characteristic of American broad-
casting. We had such changes in radio in the days when radio
was the dominant form of broadcasting; we have the same type
of changes in television today. The question is, why do these
continual changes take place in the types of programs offered on
radio and television? Even a casual analysis of the situation
shows that the types of programs provided by networks or by
stations at any given time are the result of a variety of different
factors—technological advances, changes in economic conditions,
changes in the structure of the broadcasting industry, and
changes in the preferences of the listening audience.

The organization of national radio networks in 1926 and
1927, for instance, made possible the offering of much more ex-
pensive and elaborate programs than could be provided by a
single station; without networks, the comedy variety programs
that attracted millions of listeners during the 1930s would never
have been included in station schedules. The musical programs
presented by nationally known orchestras and vocalists and the
major dramatic programs with Broadway or Hollywood stars in
featured roles would also have been impossible without the net-
works. The economic depression of 1933 and 1934, attended by
bank failures and drastic reductions in expenditures of local
advertisers for radio time, forced many stations throughout the
country to accept programs featuring self-styled astrologers or
programs inviting listeners to “send in their dollars” to stations
in return for real or imagined benefits. Refusal of national press
associations to sell their news services to radio stations during
the middle 1930s practically drove local news programs off the
air; adjustment of the difficulty a few years later, combined with
public concern over the threat of this nation’s involvement in
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the war in Europe, resulted in a tremendous increase in the
use of news programs both on station and network schedules.

In more recent years, two factors have largely shaped the
type of programming offered by radio stations throughout the
country. First, the rapid development of television after 1950
brought with it an abrupt decrease in the amount of network
programming available to radio stations, making it necessary for
radio outlets to provide local programs to fill from 80 to 90
per cent of their daily schedules. And second, competition from
television combined with a tremendous increase in the number
of radio stations on the air brought about substantial reductions
in average station revenues. With more hours to fill each day,
and with limited revenues, radio stations were forced to turn
to the lowest-cost program material available, with the result
that most radio stations today offer a schedule consisting largely
of recorded music.

In similar fashion, changes within the broadcasting industry
have had their effects on the types of programs offered on tele-
vision. For example, the development of the image orthicon cam-
era tube, one requiring far less light than did the tubes used in
earlier cameras, led to greatly expanded offerings of televised
baseball, football, and other outdoor sports. Excessively high
costs of network television programs placed sponsorship of com-
plete programs out of the reach of most national advertisers.
This forced networks as well as stations to present programs on
a “participating sponsorship” basis, with advertising messages for
a number of different sponsors included within each broadcast.
This, in turn, has encouraged the scheduling of network pro-
grams 60 or 90 minutes long, and the presentation by networks
of motion picture features that can include the commercial an-
nouncements for as many as thirteen or fourteen advertisers. The
tremendously heightened interest in color television on the part
of both broadcasters and advertisers around 1965 has resulted
in more extensive network use of programs that particularly lend
themselves to use of color—variety programs, Westerns, and ad-
venture programs in exotic settings.

Two factors in particular seem to have an important and
continuing effect on network television programs. One is the
tendency of broadcasters to copy successful programs developed
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by others. Let one new program be introduced with a fresh
idea or different “twist” that catches the fancy of the American
public, and within another year or two, network schedules will
include at least half a dozen other programs exploiting that same
basic idea. A highly popular $64,000 Question brings other big-
money quiz shows into being; a successful Gunsmoke creates a
vogue for “adult” Westerns; a situation comedy like Bewitched
starts producers looking for other comedy vehicles using a theme
involving fantasy. So network television, like network radio be-
fore it, is characterized by programming trends; every successful
new program leads to a new trend in programming.

The other basic factor in programming operates in exactly
the opposite direction. Every program and every program idea,
no matter how great its popularity when first presented to listen-
ers, tends sooner or later simply to “wear out.” It loses its
freshness and novelty; after a time it loses the outstanding ability
it once had to attract and hold the attention of listeners. And
when the public will no longer listen, the program is taken off
the air. Program forms wear out, no less than individual pro-
grams; when a program form has lost its power to attract,
programs using that form disappear from station and network
schedules. Before the war, almost every radio station had a daily
“man-on-the-street” interview program; dropped at the begin-
ning of the war, they largely failed to reappear. Around 1948
or 1950, most radio stations scheduled telephone quiz programs,
but the telephone quiz idea ran its course, and today such pro-
grams are carried by only a few stations. What became of the
once-popular television network programs featuring puppets or
marionettes? Or of the wrestling programs so extensively used
in the early days of television? Or of costume-type adventure
dramas? Or of programs dealing with crime-solving exploits of
private detectives, or the more realistic police dramatizations
for which Dragnet was the inspiration? Dozens of other illus-
trations could be offered. Program forms, like individual pro-
grams, wear out; as they lose their ability to attract and enter-
tain listeners, they are dropped from network schedules and
must be replaced by something new.

Presumably in countries using the European system of
broadcasting, listeners also tend to lose their original enthusiasm
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for some of the types of programs presented by government
stations. Novelty wears off in Europe no less than in the United
States. But in most European countries, the public has little to
say about the types of programs provided, and so changes in
program forms take place less frequently than in the United
States. The broadcasting system itself has a very definite influ-
ence on the types of programs provided for listeners.
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THE DEVELOPMENT OF
AMERICAN RADIO

Broadcasting in the United States did not
become an important agency of mass communi-
cation overnight. Like other forms of communi-
cation and entertainment, it developed slowly,
and after nearly half a century broadcasting is
still changing.

For several years before 1900, scientists had
experimented with the transmission of wireless
signals. In 1901, Guglielmo Marconi succeeded
in sending a signal in Morse code across the
Atlantic Ocean, and in the next few years, wire-
less was increasingly used as a means of point-to-
point communication. In 1910, radio had so far
developed that Congress passed a law requiring
installation of wireless equipment on certain pas-
senger vessels sailing under the American flag.
In the same year, Lee deForest, who had earlier
invented the audion tube, which made possible
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the transmission of music or of the human voice, put on the air
what was possibly the first broadcast—the voices of opera singers
Enrico Caruso and Emmy Destinn from the backstage area of the
Metropolitan Opera House in New York. For the next half dozen
years, various types of program materials were transmitted by
other experimenters; following our entry into World War I
in 1917, however, the government took over all wireless instal-
lations and brought experimentation with radio temporarily to
an end.

When radio transmitters were returned to their private
owners early in 1920, equipment manufacturers and amateur
radio enthusiasts renewed their experiments with the broadcast-
ing of radio programs—talks, vocal music, or music from phono-
graph records. These transmissions, like the deForest experiment
in 1910, were early forms of broadcasting—the dissemination of
radio signals intended for reception by the general public, as
opposed to point-to-point communication by wireless. Most his-
torians consider that regular broadcasting in the United States
began on November 2, 1920; on that date station KDKA at
Pittsburgh reported the Harding-Cox presidential election re-
turns by radio and inaugurated a regular daily program service.
By January 1922, a number of other stations were also broad-
casting regularly, and radio was beginning to be recognized as
an agency of mass communication.

THE NONCOMMERCIAL ERA

During 1922, interest in radio increased tremendously. By
the end of that year, licenses had been issued to 666 stations,’
and receiving sets were in use in nearly a million American
homes. The new medium had little resemblance to the agency
of entertainment and information it was to become even half a
dozen years later. Equipment was primitive; most stations op-
erated with power of no more than 10 to 50 watts; only a
very few stations were broadcasting on a regular daily basis,
and those provided programs for only two or three hours each

1 The First Decade of Broadcasting. Broadcast Pioneers, New York,
1958.
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day. During those early years from 1920 to 1922, American radio
was nothing more than an interesting novelty.

Early Radio Stations

Between 1923 and the end of 1925, the Department of
Commerce issued an additional 766 licenses, bringing the total
number of stations authorized to more than 1,400. Not all of this
number, however, actually went on the air, and many surren-
dered their licenses within a few weeks or months after the
authorizations were issued. The 1925 Annual Report of the De-
partment of Commerce indicates that only 571 stations were
actually operating at the end of that fiscal year. Even the sta-
tions that stayed on the air had financial problems; until the
late months of 1925, radio was almost completely noncommercial,
and operating costs had to be borme by station owners them-
selves. Perhaps 30 or 40 of the “big” stations of the period were
relatively well financed; these were outlets licensed either to ma-
jor electronic companies that manufactured radio receiving equip-
ment, or to insurance companies, large-city department stores,
or major newspapers, which received advertising value from
the operation of their stations. But most of the early radio sta-
tions were small-time affairs, licensed to local radio repair shops,
hardware stores, small daily newspapers, sometimes to operators
of ballrooms or local motion picture theaters, frequently to pri-
vate individuals who were simply “interested in radio” or who
wanted the satisfaction of presenting their ideas over the air.
Up to the end of 1925, licenses had also been issued to no less
than 153 schools and colleges and to 71 local churches or other
religious organizations. These smaller stations frequently oper-
ated for only an hour or two each week, often on a completely
irregular basis. While owners of major stations provided budgets
of several thousand dollars a year for their broadcasting opera-
tions, the annual expenditures of smaller stations were usually
limited to a few hundred dollars. Even this was more than many
licensees could afford; throughout the period, scores of stations
surrendered their broadcasting licenses each year, to be replaced
by other small stations.

In spite of the limited service available to listeners, the
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radio audience continued to grow. During 1923, the number of
receiving sets more than doubled; by the late autumn of 1926,
an estimated 5.5 million families owned radio sets. Practically
all of the radio receivers produced before the autumn of 1925
were battery sets, using one “wet” storage battery similar to
those used in automobiles, and two smaller dry cells; “plug-in”
alternating-current receiving sets were not yet in general use.
Each set was equipped with a pair of earphones, allowing only
one person to listen at a time. Tuning was a complicated opera-
tion, requiring accurate adjustment of three tuning dials to bring
in the signal of any desired station. Reception was usually
marred by static or by interference from signals of other stations.
But primitive or not, these early sets did bring in programs
provided by broadcasting stations, and during evening hours
they could pick up stations hundreds of miles away.

Early Radio Programs

Radio programs of the early 1920s reflected the conditions
existing at the time—equipment was primitive, listening condi-
tions were unsatisfactory, and in particular, almost no money
was available to be spent on programs. Since radio was non-
commercial, radio stations had no outside sources of revenues;
what money a station owner was willing to spend usually went
for improved technical equipment. So for programs, station op-
erators depended on materials that could be provided without
cost: talks and amateur musical recitals. Some of the larger sta-
tions did provide programs of other types, such as remote pickups
of band concerts or sometimes of concerts by symphony orches-
tras; many also placed microphones in hotel dining rooms and
broadcast dinner music by string ensembles or small orchestras.
And of course some stations in larger cities experimented with
broadcasts’ of baseball and football games or boxing exhibitions.
But for all stations, talks and musical recitals accounted for at
least 90 per cent of all programming.

THE RISE OF COMMERCIAL RADIO

If programs were to be provided on anything but an
amateur-talent basis, stations had to find outside sources of
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revenue. The money might come from a government-imposed
tax on receiving sets, following the precedent already established
in Great Britain, or it might come from sale of time to adver-
tisers. Use of the first method would involve either government
ownership of stations or at the very least a high degree of gov-
ernment control over privately operated stations; neither seemed
consistent with our theories of democratic government. So fol-
lowing a series of conferences arranged by the Secretary of
Commerce, the idea of government support was definitely dis-
carded; broadcasting stations were left to finance themselves by
the only other alternative available to them, the sale of time to
advertisers.

Possibly the year 1927 can be designated as the one in
which American radio became really “commercial”; it was the
first complete year of operation of permanent commercial radio
networks. For some years before 1927, however, a few stations
had operated on what was at least partially a commercial basis.
Station WEAF ? in New York broadcast advertising programs
as early as the autumn of 1922; other broadcasters followed
WEAF’s example, and by the winter of 1924-25 a number of
advertisers in large cities were using radio on a regular once-a-
week basis. But sponsored programs made up only a small pro-
portion of the total program offerings even of major large-city
stations. During a typical week in January 1926, station WJZ,
one of the two or three leading stations in New York City,
broadcast a total of 123 programs, of which only six were pre-
sented on time paid for by advertisers. Radio was becoming
commercial, but through 1926 no station had advertising reve-
nues large enough to pay ordinary costs of station operation.

However, the fact that even a few programs were sponsored
had a decided effect on owners of radio outlets. If advertisers
were willing to pay stations to carry their advertising messages,
then broadcasting might in time become a profitable business.
So by 1925 or 1926 station owners had a dollars-and-cents reason
to spend money for improved equipment and to increase the
power of their stations, in the hope of making their operations
attractive to advertisers.

2 Now using the call letters WNBC; WEAF later became the key
station of the NBC Red Network.
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Station Licensing

Prior to 1926, broadcasting stations operated under authori-
zations granted by the Department of Commerce and issued on
the basis of a 1912 act of Congress, which required licenses for
stations engaging in point-to-point radio communication. When
hundreds of applications for broadcasting licenses were filed in
1922, the Department, in an effort to hold interference to a
minimum, adopted the policy of specifying for each new station
the frequency that station might use and the hours during which
it might stay on the air, In 1926, however, a federal court held
that the Department of Commerce, under the Act of 1912, had
no power either to require stations to broadcast on assigned
frequencies or to limit their hours of operation. The result was
chaos; stations changed frequencies at will and broadcast when-
ever they chose, regardless of conflicts with signals of other
nearby stations using the same frequencies at the same time.
Interference became such a serious problem that Congress was
forced to take action. The result was the Radio Act of 1927,
creating a Federal Radio Commission and giving the regulatory
body authority to specify in each broadcasting license the fre-
quency to be used, the hours during which the station could
operate, and the transmitter power permitted.

The newly created Commission took immediate steps to
correct the situation. Many of the stations that had held Depart-
ment of Commerce licenses were taken off the air entirely. Those
remaining were forced to comply with the Commission’s restric-
tions on frequencies, power, and operating hours. By the end
of 1928, broadcasting licenses issued by the Commission were
held by 620 stations; 325 of the total shared time with other
stations using the same frequency and located in the same gen-
eral area, while the remainder were authorized to operate on a
full-time basis. Among stations on the air during the autumn of
1928 were 53 outlets owned by colleges or universities, seven
operated by public school systems, and 49 others licensed to
churches or other religious organizations. Practically all of the
educational or religious stations were part-time operations, on
the air for only two or three hours a day.

Most broadcasting stations licensed before the end of 1922
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used power of 100 watts or less. Between 1925 and 1927, many
stations—a majority of those still on the air in 1928—made in-
creases in the power used by their transmitters, to enable their
signals to be heard over larger areas. By 1925, most of the larger
stations broadcast with power of from 1,000 to 5,000 watts. In
1927, WGY, the General Electric outlet in Schenectady, became
the first station to operate with power of 50,000 watts—the maxi-
mum permitted for standard AM stations today. When the Fed-
eral Radio Commission announced a general reassignment of
stations to new frequencies in 1928, power increases were au-
thorized for some 200 stations; ten major stations were licensed
to operate with power of 50,000 watts, and 17 others to use
power of 10,000 watts or more. However, in December 1928,
approximately 150 stations were still broadcasting with power
of less than 100 watts and some used as little as five watts or
ten watts of power.

Improvements In Equipment

At the same time that operating power was being increased,
stations were making improvements in transmitting equipment
and in studio facilities. Many stations built studios large enough
to allow the origination of programs by full orchestras; some also
made provision for the seating of studio audiences of as many
as a hundred people. Typical of the improvements in equipment
was the replacement of the early carbon microphones by more
effective types; by 1930, velocity or “ribbon” microphones had
become standard in all but the smallest stations.

Equally important were improvements made between 1925
and 1929 in home receiving sets. New sets offered for sale in
1925 and 1926 had much improved circuits, which lessened static
and interference problems. By 1926, too, the earphones of earlier
years were being replaced by loudspeaker systems, allowing the
entire family to listen at the same time. Most sets sold after
the summer of 1927 were built to use alternating current so that
a receiving set could be plugged into any regular electric outlet
in the home; in cities, at least, cumbersome batteries were no
longer needed. Another major improvement was the introduc-
tion, around 1927 or 1928, of single-dial tuning, replacing the
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three-dial system required on earlier sets. All of these modifica-
tions encouraged family listening; instead of merely attempting
to tune in distant stations, people increasingly were listening to
the programs that stations offered.

Development of Networks

With stations operating more efficiently, with improved re-
ception and resulting increases in total listening, conditions were
favorable for the next bold experiment in the development of
radio—the establishment in 1926 of the first permanent radio
network. The idea of linking stations together by telephone lines
for simultaneous broadcasting of programs was nothing new;
as early as January 1923 the first recognized “chain” broadcast
had been presented over facilities of WEAF in New York and
WNAC in Boston. Five months later, a program originated by
WEAF was carried over an experimental network that included
WQGY in Schenectady, KDKA in Pittsburgh, and KYW in Chi-
cago. By 1924 network broadcasting had so far developed that
during the winter of 192425 and again during the following
season two different groups of stations were operating on an
informal network basis; stations in each group broadcast pro-
grams simultaneously three, four, or five evenings each week.
One of these informal networks had WEAF, then owned by
the American Telephone & Telegraph Company, as its New York
originating station; the other was under the leadership of WJZ,
also in New York, and owned by the Radio Corporation of
America. Most of the stations in each group were owned by
electronics companies.

The success of these informal networks or chains of sta-
tions led to the incorporation in November 1926 of the National
Broadcasting Company, a wholly owned subsidiary of the Radio
Corporation of America created for the express purpose of en-
gaging in network operation. The new company inaugurated
service on November 15th, 1926, with programs fed by telephone
lines to a group of 20 stations making up what was to be known
as the NBC Red Network. Originating station for the chain was
WEAF in New York, which RCA had purchased from A.T.&T.
a few weeks earlier. On January 1, 1927, six weeks after the
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start of NBC-Red, the NBC Blue Network * commenced opera-
tions, with WJZ serving as its New York key station. For the
first few weeks this second network group consisted of only five
stations, all in cities in the Northeast or North Central states,
as were the stations making up the NBC Red Network. During
1927 service from both network groups was extended to several
stations in Southern or Southwestern states.

In September 1927 a second company, now called the Co-
lumbia Broadcasting System,* entered the network field, provid-
ing service to another group of stations. The first CBS program
was fed to 16 affiliates, more than half of them located in cities
having NBC stations. During 1927 none of the three networks
had lines extending further west than Omaha or Kansas City
in the Plains states or Dallas in the Southwest, although NBC
was establishing a Pacific Coast network with affiliates in major
cities from Seattle to Los Angeles. Coast-to-coast network service
was inaugurated by the NBC Red Network in December 1928;
within a few months, both NBC-Blue and Columbia were also
linked up with stations on the Pacific Coast.

Programs before 1930

Before the winter of 192425, practically all programs pre-
sented by radio stations fell within the broad categories of talks,
musical recitals, and remote pickups, with some stations pro-
viding music from phonograph records. During the middle 1920s,
as larger studios became available, several of the more important
stations began to provide more elaborate types of programs.

3 The Blue Network continued as a part of the National Broadcasting
Company until February 1942, when it was formally organized as a separate
corporation. In October 1943 the new company was purchased by a group
headed by Edward J. Noble. The Blue Network name continued to be used
until June 1945, when the corporation was officially designated as the
American Broadcasting Company.

4 The company was originally incorporated as the United Independent
Broadcasters. Prior to the network’s inaugural program, the company was
purchased by the Columbia Phonograph Company and given the namne
Columbia Phonograph Broadcasting Company. In 1928, the network com-
pany was sold again, and in January 1929 it officially became the Columbia
Broadcasting System.
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Four or five stations in the Middle West and South developed
late-night programs using a loose variety form. Others scheduled
programs featuring local dance orchestras. A few—\VGY in Sche-
nectady in particular—experimented with dramatic programs pre-
sented by amateur actors; materials used were in most cases
one-act plays written for production in theaters. A new form for
radio was the program featuring a “song-and-patter” team, bor-
rowed directly from vaudeville. Several such teams of entertain-
ers traveled from station to station on a sort of organized
“circuit” basis, each team remaining not more than a week or two
in any one city. During 1927 and 1928, a few stations carried
weekly or daily variety programs on a semisponsored basis; an
advertiser paid the costs of presenting the program, which car-
ried his advertising messages, but no payment was made for
station time. The earliest sponsored programs for which adver-
tisers paid for both station time and production costs were usually
straight talks. However, for a year or more before the establish-
ment of permanent networks, many stations in large cities were
presenting weekly sponsored musical programs, usually featuring
small orchestras or novelty musical groups.

When national networks were organized, it was natural
that their schedules should include a number of the programs
already being presented on the networks’ key stations in New
York, usually programs featuring musical organizations. In addi-
tion, several elaborate new programs were developed, some paid
for by sponsors, others provided by the network company on
a sustaining basis.®* During January 1927, the weekly schedules
of the two networks operated by the National Broadcasting
Company included a total of 22 hours of evening programs, of
which 16 hours were sponsored. Among the programs presented
by advertisers were a one-hour variety program, an opera broad-
cast by the Chicago Civic Opera Company, a concert by a
symphony orchestra, twelve hours of popular or concert music,
and two half-hour talk programs. Evening sustaining programs
included a two-hour symphony program, a 60-minute musical

5 A sustaining program is not sponsored and contains no advertising
announcements; consequently it brings in no revenue to the network or
station. In most cases, production costs of sustaining programs are paid by
the station or network presenting them.
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comedy, two hours of concert music, a 30-minute hymn program,
a religious talk, and a 15-minute commentary on Washington
politics. Daytime programming was limited to four hours of sus-
taining religious programs on Sunday afternoons, and three 15-
minute, sponsored cooking talks on weekday mornings. There
were no dramatic programs, no daily news broadcasts, no audi-
ence participation programs.

As the number of network programs increased during the
next two years, music continued to dominate evening network
schedules, and daytime offerings consisted entirely of various
types of talks. However, a few new program forms were intro-
duced. By the winter of 1928-29, evening programs included a
minstrel show, two programs featuring comedy patter teams
supported by popular orchestras, and seven or eight dramatic
offerings. Patterns of network programming were beginning to
show the types of changes that were to characterize the next
decade.

Revenues from Advertising

Although during the middle 1920s some stations carried
sponsored programs, station advertising revenues were small.
During 1926, all radio stations combined probably received no
more than $200,000 from sale of commercial time. But after per-
manent networks had come into being, expenditures for radio
advertising showed a rapid increase. In 1927, radio’s revenues
from sale of time totaled $4.82 million; in 1928, the figure had
reached $14.1 million; and for the year 1929 network and sta-
tion revenues totaled approximately $26.8 million, of which all
but $7.6 million went to network companies. Probably by the
end of 1929 the two network organizations were on a fairly sound
financial footing. But the same could not be said of individual
stations, whether network affiliates or independents. With annual
station revenues averaging only about $12,000 per station—in
addition to whatever payments were made by the networks to
their affiliates—it is doubtful whether more than 80 or 100 of
the 618 stations on the air at the end of 1929 had revenues
great enough to cover costs of operation. Broadcasting promised
a bright future, but in most cases the operation of a radio station
was not yet a profitable undertaking.
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THE DEVELOPMENT OF AN INDUSTRY

However, by the beginning of 1930 the foundation had been
laid for what was to become an important American industry.
Stations provided program service for listeners from coast to
coast; national networks had been organized; radio had proved
itself an effective advertising medium; and most important of
all, people were listening to the programs that networks and sta-
tions were providing. From 1930 until this country’s entry into
World War II in December 1941, radio found itself in a period
of phenomenal expansion, becoming probably the nation’s most
important source of entertainment, an increasingly used vehicle
for the carrying of advertising, and in the later years of the
decade a highly significant source of information for the people
of the United States.

The Expanding Audlence

Radio’s possibilities as an advertising medium were natu-
rally dependent on the number of prospective buyers of adver-
tised products who could listen to broadcast programs. From
1930 to 1941, the number of radio-equipped homes increased
steadily. In 1930, homes with radio receiving sets had reached
a total of nearly 12 million—more than double the number re-
ported four years earlier. In 1935, almost 23 million families had
access to radio; by 1940, there were nearly 30 million receivers
installed in listeners’ homes, and more than seven million auto-
mobiles were equipped with radio sets. As the number of radio
homes increased, the amount of listening done by members of
family groups was also becoming greater. In 1930, the average
radio set was probably used no more than an hour or two a
day, partly because networks and many stations offered only a
limited amount of daytime programming and partly because the
number of outstanding evening programs was still decidedly
small. But by 1940, average listening per home had increased
to at least three or four hours each day; more good programs
were available, stations were operating on a full-time basis, and
people had developed the habit of depending on radio as their
major source of entertainment. In 1940 any evening network pro-
gram of average quality attracted an audience of from four to
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six million families, while such favorites as the Jack Benny Show
or the Edgar Bergen and Charlie McCarthy program had listeners
each week in nine or ten million American homes.

Network and Station Revenues

As radio listening increased, so did network and station
revenues from the sale of time to advertisers. As shown in
Table 1, the industry’s total revenues doubled over the five years

TABLE 1

REVENUES OF RADIO NETWORKS AND STATIONS FROM
SALE OF TIME—1930 TO 1945 (IN THOUSANDS OF DOL-
LARS)

For calendar years
1930 1935 1940 1945
From sale of time

by networks 27,694 39,735 73,789 133,973
From sale of time
by stations
national spot — 13,805 37,140 76,696

local advertising 12,806 26,074 44,757 99,814
Total net time sales
for the year 40,500 79,614 155,686 310,483

From annual reports of the Federal Radio Commission
and the Federal Communications Commission.

from 1930 to 1935, and almost doubled again between 1935 and
1940. Almost equally important was the fact that throughout
the period a constantly increasing proportion of the industry’s
revenues from advertising went directly to stations, instead of to
network companies. National advertisers, during the early 1930s,
began to divert some of their radio advertising dollars to what
has become known as national spot advertising, buying time for
programs or in some cases for commercial announcements di-
rectly from stations in the areas or “spots” in which special ad-
vertising coverage was desired. Use of national spot advertising
continued growing, and local merchants kept increasing expendi-



THE DEVELOPMENT OF AMERICAN RADIO 47

tures for local radio advertising, so that starting with the year
1935, station revenues from sale of time exceeded the amounts
spent each year for network advertising.

The Station Situation

For several years after 1930, the number of radio stations
remained practically unchanged. The economic depression and
bank failures of the early 1930s resulted in a serious drop in
local advertising and in station revenues. At the same time, oper-
ating costs increased, in part because new engineering standards
announced by the Federal Radio Commission required stations
to install additional and improved equipment. Nearly all stations
lost money; some were forced off the air. And although a num-
ber of new stations had received authorizations, only 605 radio
stations were in operation in January 1935, as compared with
620 to which the Radio Commission had assigned frequencies
in the autumn of 1928,

However, after 1934 the economic situation improved, and
from 1935 to 1940 the number of stations steadily increased. The
1940 issue of Broadcasting Yearbook shows a total of 754 sta-
tions within the continental limits of the United States on the
air in January of that year. Although in 1928 more than half of
all stations shared time with others in the same general area,
only 90 operated on a time-sharing basis by 1940; however 97
others in 1940 had licenses for broadcasting during daylight
hours only.

As shown in Table 2, increases in station power during
the 1930s more than kept pace with the increase in the number
of stations. In 1928, ten stations had been authorized to use
maximum power of 50,000 watts. In 1935, a total of 27 were in
the 50,000-watt category, and another was blanketing half the
nation with full-time power of 500,000 watts—the highest power
ever used by a standard AM station in the United States.® Five
years later, the number of 50,000-watt stations had increased to

8 For nearly five years between 1934 and 1939, station WLW in
Cincinnati was licensed to operate experimentally with power of 500,000
watts. At the end of its period of special authorization in 1939, the station
returned to its earlier power of 50,000 watts,
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39, and an additional 140 stations used 5,000 watts power or
more.

The amount of power used is a matter of considerable im-
portance to standard AM radio broadcasting stations. Although
power is not the only factor determining a station’s coverage,
high-powered stations serve substantially larger areas and pro-
vide stronger signals in their home communities than competing
stations with less power; as a result, they usually have con-

TABLE 2

RADIO STATIONS IN VARIOUS POWER AND OPERATING
TIME CATEGORIES, 1928 TO 1940

November 1928 February 1935 February 1940
Stations using (authorized) (on the air) (on the air)

daytime power of ;| Share Day Full Share Day Full Share Day
time time only time time only time time only

500,000 watts — —_— —_— 1 — —_— - —_ —_
50,000 watts 8 2 — 22 5 — 34 5 —
5,000 watts? 35 30 — 26 14 4 114 12 14
1,000 watts 36 49 — 119 38 19 89 26 30
250 watts 65 131 —_ 79 55 18 270 21 41

100 wattsz 151 113 — 85 75 20 60 26 12

Totals 295 325 — 332 187 61 567 90 97

1 Power classifications of 5,000, 1,000 and 250 watts include
a few stations authorized to use power somewhat higher than the
amounts given; for example, a few stations using 10,000 or 25,000
watts power are included with those with power of 5000 watts.

2 This category also includes some stations broadcasting with
less than 100 watts power.

Figures for 1928 from the Second Annual Report of the
Federal Radio Commission; those for 1935 and 1940 from
listings in Broadcasting Yearbooks for those years.

siderably larger audiences than other stations in the area. This
in turn makes the high-powered station more attractive to national
advertisers, so at least in the case of AM radio stations, increased

power generally results in larger total revenues and substantially
greater profits.
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Networks

The economic depression of the early 1930s had little real
effect on the two national network companies. The nation’s major
advertisers were becoming more and more convinced of the effec-
tiveness of radio advertising; as a result, network revenues con-
tinued to increase in spite of the depression. As shown in Table
1, network revenues from advertising expanded considerably
over the period from 1930 to 1935, and almost doubled between
1935 and 1940. In 1934, the two network companies already in
the field were joined by a third, the Mutual Broadcasting Sys-
tem, originally consisting of only four stations, WXYZ in Detroit,
WOR in New York, WGN in Chicago, and WLW in Cincinnati.
In 1936, Mutual added already existing regional chains in New
England and on the West Coast, and the new network became
an active competitor with NBC and CBS in the sale of time to
national advertisers.

By 1930, approximately 130 stations were affiliated with
NBC or with CBS, including all of the stations licensed for the
use of 50,000 watts power. At the beginning of 1935 NBC's two
networks provided service to 89 stations, CBS had contracts with
96 outlets, and Mutual still included only its four original sta-
tions.” By January 1940, a total of 386 stations were affiliated
with networks, including all 39 of the 50,000-watt stations and
116 others with power of 5,000 watts or more. Most stations
without network connections were stations with limited power
or outlets operating on a part-time basis.

As the size of networks increased, so did the number of
programs provided for affiliated stations. In January 1930 the
three then-operating national networks offered a combined total
of approximately 60 hours of sponsored programs each week,
including seven hours of daytime programming. Five years later,
the four national chains supplied a total of nearly 125 sponsored
hours each week to their affiliates; about 80 hours represented
sponsored evening programs, and the rest were programs broad-

7 At this time WLW in Cincinnati, broadcasting with 500,000 watts
power, was a member of the Mutual network; however the station also
carried both NBC-Red and NBC-Blue programs and occasionally, by tran-
scription, programs from the CBS network.
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cast during the morning or in the afternoon. In January 1940
the four networks combined carried sponsored programs totaling
156 hours a week, including 87 hours of daytime programs.
Time devoted to sponsored evening programs decreased some-
what between 1935 and 1940, but the increased number of af-
filiates meant that each program was broadcast by a larger
number of stations and that network revenues from sponsored
programs were correspondingly greater.

The figures given refer only to sponsored programs provided
by the various networks for their affiliates. In addition, schedules
of each network included a substantial number of sustaining
programs, which individual stations could broadcast or not broad-
cast as they wished. For example, in January 1940 the four net-
works supplied approximately 40 hours of evening programs and
80 hours of daytime programs each week on a sustaining basis—
three-fourths the number of hours devoted to commercial pro-
grams. Many of these sustaining network offerings were inexpen-
sive presentations of talk or light music provided simply to fill
gaps in the networks™ schedules. But others were programs of
considerable importance, produced each week at network ex-
pense. During the early months of 1940, for example, the net-
works’ sustaining offerings included 18 hours of serious music
each week—a broadcast of a complete opera as well as concerts
presented by ten of the nation’s leading symphony orchestras.
Also carried by the networks without sponsorship were several
religious programs, four or five weekly discussions of important
public issues, a farm information program six days a week, a
few educational programs for children of school age, and about
30 news and commentary broadcasts each week.

The Expanding Industry

With four coast-to-coast networks, more than 700 commer-
cial stations, and revenues from sale of time totaling more than
$150 million a year, radio by 1940 had become a major business
enterprise. Equally important, it had become a very complex
business involving a wide variety of special services beyond those
provided by networks and stations. To secure network time,
and in many instances to develop and produce programs for
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their clients, the major advertising agencies were forced to cre-
ate special radio departments. News-gathering agencies originally
established to provide a wire service for newspapers expanded
their activities to serve broadcasting stations.

Scores of new enterprises came into existence, some to act
as sales representatives for stations in dealing with national ad-
vertisers, some to provide libraries of transcribed music for the
use of broadcasters, some to develop and produce “package”
programs to be carried on network schedules, and some to pro-
vide transcribed programs for use by stations on a syndicated
basis.® Music-licensing agencies were established to collect royal-
ties from networks and stations for use of copyrighted music;
research organizations were set up to provide information con-
cerning the number of listeners reached by sponsored network
programs. Radio had its own national trade association, the
National Association of Broadcasters (NAB), and most states
had their own associations of broadcasters. And, of course, as
the industry’s revenues increased, unions were organized to rep-
resent network and large-city station employees of almost every
type, from actors to musicians and from writers and directors of
programs to technicians and engineers. Administrative personnel
and those engaged in sale of station or network time were not
represented by unions.

Industry Problems

The development of radio into an important industry
brought new problems into being for operators of networks and
stations. One such problem involved the use by broadcasting
stations of news from the wires of national news-gathering agen-
cies—the Associated Press (AP), the United Press (UP), and the
International News Service (INS). Disturbed by the increasing
number of news programs carried by stations and networks dur-
ing the early 1930s, publishers of newspapers determined to cut
off the supply of news materials used on such programs. Pressure
was exerted on the three news services; the result was that in

8 Functions performed by many of the most important components
of the broadcasting industry are discussed in more detail in Chapter 5.
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1933 the three news agencies announced that they would no
longer accept radio stations or networks as subscribers, and that
the news materials they provided could not be used even by
stations owned by newspapers. The following year, a compromise
arrangement was worked out between broadcasters and the news
services under which a newly created organization, the Press
Radio Bureau, would supply a limited amount of headline news
each day to broadcasting stations, which in turn were required
to advise their listeners to read local newspapers for complete
details. The arrangement did not satisfy the radio industry;
networks moved in the direction of setting up news-gathering
organizations of their own, and many stations subscribed to a
newly created news service, Trans-Radio, which undertook to
provide national news for the exclusive use of radio stations.
Within two or three years, UP and INS gave up the fight and
again made their services available to networks and stations. In
1939, AP formally withdrew restrictions on the use of its news
on radio, and a year later activities of the Press Radio Bureau
came to an end.

Another problem for broadcasters involved royalties to be
paid for the use of copyrighted music. Even before radio became
important in the economic field, holders of music copyrights had
been organized in the American Society of Composers, Authors
and Publishers, or ASCAP, to collect royalties from theaters,
ballrooms, and producers of motion pictures for public perform-
ance of music. When radio became a commercial undertaking,
ASCAP issued licenses allowing stations to broadcast music in
return for payment of annual fees usually based on station reve-
nues. As revenues of stations increased during the 1930s, license
fees also increased. In 1937, ASCAP officials announced that
when existing contracts with radio stations expired in December
1939, the new contracts would call for annual payment of license
fees equal to five per cent of total station revenues. At this, the
broadcasters rebelled. The NAB was authorized to set up a new
licensing agency to provide music for radio use. The new or-
ganization, Broadcast Music, Inc., or BMI, came into existence
in 1939; it entered into contracts with a number of composers
and music-publishing firms designating BMI as licensing agent
for the music they produced. However, very little BMI music
had become available by the end of December 1939 when the
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ASCAP contracts expired; for several months during 1940 net-
works and stations were forced to depend primarily on music
in the “public domain” for the programs they presented—music
on which copyrights had expired and which was not under
ASCAP control. The competition provided by BMI ultimately
forced ASCAP to moderate its demands, and since 1941 most
broadcasting stations have had licensing contracts with both
organizations.

A third problem faced by broadcasters in the late 1930s
involved relations with the most powerful entertainment-industry
union of the period, the American Federation of Musicians. To
make work for its members, the Federation in 1937 announced
its intention of requiring broadcasting stations to employ as
regular staff members a number of union musicians, the number
employed by each station to be determined by a quota arrange-
ment based on the station’s annual revenues. The following year,
contracts were signed with most stations, putting the union’s de-
mands into effect. Networks and recording companies werc
forced, under threat of strikes, to refuse program service to any
station failing to meet the union’s requirements. The contracts
with the union were declared illegal by the United States De-
partment of Justice, so upon their expiration in 1940 they were
not renewed. However, the pressures on networks and recording
and transcription companies continued, so even without contracts
stations found it expedient to employ their previously assigned
quotas of union musicians. Finally in 1946 Congress amended
the Communications Act, specifically outlawing any use of threats
to require any broadcasting station licensee to employ “any
persons in excess of the number. .. needed to perform actual
services.”

An event of major importance to the broadcasting industry
was the enactment by Congress of the Federal Communications
Act of 1934, replacing the Federal Radio Commission with a
new seven-member Federal Communications Commission as the
regulatory body for radio. The new agency was granted sub-
stantiallv the same powers over radio that had been exercised
by the Radio Commission; in addition, the Communications Com-
mission was given the responsibility of regulating interstate wire
communication by telephone and telegraph.

Of importance, too, was the reorganization in 1938 of the
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National Association of Broadcasters, making the organization a
much more powerful and influential representative of the broad-
casting industry. In 1939 the NAB adopted a new and much
more vigorous industry Code of Ethics, setting up rigid standards
with respect both to program content and to advertising and cre-
ating a Code Compliance Committee to insure station adherence
to provisions of the code. From the late 1920s to 1935, the NAB
code had related only to “fairness” in advertising; in 1935, pro-
visions were expanded to include some aspects of programming;
the 1939 code was expanded even more, and included among
other things specific limits on the time that might be devoted
to advertising in any broadcast program.

Network Programs, 1930 to 1941

If radio’s economic development during the 1930s was im-
pressive, the advances made in network programming during
the period were little short of spectacular. Broadcasting had
become an important advertising medium; if network advertising
was to be effective, programs carrying advertising messages had
to capture the attention of large numbers of listeners. Networks
were forced to develop more attractive programs than the talks
and musical offerings provided during the first ten years of
radio’s history. With advertisers willing to pay the bills, money
was not a limiting factor. So beginning in 1929 and 1930 radio
entered an era of program experimentation, invention, and de-
velopment without parallel in any other period in the history
of broadcasting, or of any other branch of the entertainment
industry. Within six or seven years more than a dozen new pro-
gram forms appeared on network schedules—new at least to
radio, since some were borrowed from the theater, the motion
picture, or the vaudeville stage. In fact, almost every type of
program used on television today, from variety to situation com-
edy and from quiz shows to documentaries, had its broadcasting
genesis in the radio developments of the 1930s.

A stimulus to program experimentation was the tremendous
success of the Amos 'n’ Andy series, first scheduled on the NBC
Blue Network during the season of 1929-30. The combination
of comedy, excellent characterization, use of the same leading
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characters in a continuing dramatic series, and effective use of
radio’s ability to stimulate the imaginations of listeners brought
Amos ’n’ Andy a tremendously large and loyal audience; during
its first two seasons on the air, it is estimated that the program
was heard each evening in more than half of all radio-equipped
homes.

Variety and music. Almost as attractive to listeners were radio’s
new variety presentations. An early form of variety had been
introduced on NBC'’s schedules before 1930; each week’s broad-
cast offered a different general type of material, from short dra-
matic sketches to debates between Congressmen. Closer to pres-
ent-day forms on television were (1) a vaudeville type of variety,
first introduced in the autumn of 1930 and using a different
lineup of “guest” acts from vaudeville each week, and (2) the
comedy-variety form, built around a featured “name” comedian
and one or more permanent secondary characters, which ap-
peared a year later. By the winter of 1933-34 more than a
dozen comedy-variety shows were presented by national net-
works each week, featuring such established comedy stars as
Eddie Cantor, Al Jolson, Will Rogers, Ed Wynn, and Fred Allen,
along with a comparative newcomer named Jack Benny. Other
variety forms introduced during the early 1930s included the
“barn dance” or “country and Western music” type of program,
the form of daytime variety used in the Blue Network’s Breakfast
Club (which started its long network run in the autumn of
1932), and the “amateur contest” form, of which the Major
Bowes Amateur Hour was the most successful radio example.
No really new forms appeared in the field of musical pro-
gramming, although by 1934 or 1935 the novelty musical groups
of early network days had disappeared, their places taken by
popular dance bands. A substantial number of concert-music
programs were carried during the 1930s, but the form used was
essentially that of the concert hall, transplanted to local and net-
work radio in the middle and later 1920s. One new idea did
make its appearance in the field of popular music with the
introduction of the program Your Hit Parade in the autumn of
1935; in each broadcast, the Hit Parade program presented in-
strumental or sometimes vocal versions of the “top tunes” of the
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week. Possibly this program was the inspiration for the “top 40”
concept of formula program so widely used by radio stations
in the late 1950s and early 1960s.

Dramatic programs. Broadcasts of dramatic materials became
increasingly popular during the 1930s as network program fare.
Radio’s first dramatic offerings were anthologies, using a new
situation and a completely new set of characters in each broad-
cast. The earliest network anthology series was Collier’s Hour, first
presented in 1927-28 and using dramatized adaptations of short
stories appearing in current issues of Collier’s magazine. But
the dramatic anthology had by far its greatest success in the
Lux Radio Theater program, which started a run of more than
20 seasons on network schedules in the autumn of 1934. The
anthology idea was also used in a number of programs of the
detective or adventure type, from Empire Builders and True
Detective Mysteries, hoth carried on network schedules as early
as 1928 and 1929, to the Warden Lawes series, Gangbusters,
and Famous Jury Trials, all introduced several years later.
However, only a very small proportion of radio’s dramatic
programs during the 1930s and later were presented in anthology
form. Far more successful were the new types of programs intro-
duced during the 1930s; these programs, like Amos 'n’ Andy,
used the same leading character or characters in each broadcast
in a series—situation comedies, adventure programs, crime-de-
tective programs, late-afternoon “action” programs for children,
and certainly women’s daytime serials. Showing the prevalence
of imitation in programming is the fact that although 30-minute
situation comedies were offered in the late 1920s, the phenome-
nal success of the 15-minute Amos 'n’ Andy caused network
comparnies to offer situation comedies only in 15-minute serialized
form until the pattern was broken by the introduction of The
Aldrich Family in 1939. And although evening crime or adven-
ture dramas—Sherlock Holmes in 1930 and the highly successful
Lone Ranger starting in 1934—were presented as 30-minute pro-
grams, the 15-minute serial idea dominated late-afternoon “ac-
tion” programs for children throughout the 1930s. But serials
reached their greatest importance in daytime dramatized “stories”
presented for women listeners—programs presentcd in 15-minute
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episodes, five times a week, and usually with a woman character
in the leading role. Interestingly enough, the earliest “daytime
serials” for women were presented in early evening hours—
Muyrt and Marge, The Goldbergs, and Clara, Lu and Em, all
introduced during the 1931-32 season.® But serial stories for
women, once introduced as daytime features, rapidly dominated
daytime network schedules; by the beginning of 1940 no less
than 57 different serials were being presented five days a week,
all but four of them carried either by CBS or by NBC’s Red
Network.

Other types of programs. Most of the program forms used on
radio or later on television were direct borrowings from other
and older agencies of entertainment: musical programs from the
concert stage, the recital hall, or the ballroom; variety programs
from the vaudeville stage or from the Broadway revue; anthology
drama from the legitimate theater; serial drama from the action-
suspense two-reel serials presented in motion picture theaters.
The continuing dramatic series used on radio and presenting
the same leading characters in each broadcast was probably an
adaptation of a similar form used in motion pictures, especially
in Western shorts and occasionally in full-length family dramas.
But one category of radio programs that developed during the
1930s was original with radio and had no counterpart in any
other medium of entertainment—the group of programs involving
audience participation and depending largely on human interest
values to hold the attention of listeners. Some of these programs
were simply interviews with “ordinary people”; others, like Pro-
fessor Quiz or Old Time Spelling Bee, both introduced during
1936-37, made use of a contest or quiz element and were the
forerunners of the “game shows” extensively used on daytime
television in recent years. Still others were presented for comedy
values; Truth or Consequences, first broadcast in the autumn of
1940, made use of various “stunts” by people selected from the
studio audience. A variant on the audience-participation idea
was introduced in 1938 in Information, Please; the program

9 The Goldbergs had been carried on network evening schedules dur-
ing the two preceding seasons, but as a once-a-week, 15-minute program,
presumably not using serial form.
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used a quiz format with questions directed at a permanent panel
of “celebrities”; it was the first of the “panel shows,” which were
later to become popular on television.

Along with entertainment features, radio networks offered
news and commentary programs. Such programs had been in-
cluded on network schedules from the beginning of network oper-
ations in 1926. However, the programs of Frederick William Wile,
H. V. Kaltenborn, and David Lawrence were presented only
once a week. They were limited to commentary conceming
events in Washington and other capitals and made no attempt
to provide up-to-the-minute coverage of the day’s news. Network
news broadcasting in the strict meaning of the term dates from
the autumn of 1930, when NBC’s Blue Network scheduled a
15-minute, early evening news series five times a week featuring
Lowell Thomas; CBS followed with a similar program a year or
two later. News, however, did not become a really important
part of network service until the late 1930s, when events in Eu-
rope created an intense interest in national and international
affairs and when the ending of the Press-Radio war increased
the availability of news materials for use both on networks and
stations. One important innovation was the introduction on CBS
during the 1931-32 season of the March of Time, a weekly 30-
minute program dramatizing some of the major news happenings
of the week. This program, modeled after the newsreels shown
in motion picture theaters during the 1930s, was radio’s first
documentary series and was the forerunner of the broadcast
documentary programs used on television today.

As might be expected, the introduction of a wide variety
of new program forms combined with changing economic and
political conditions brought about significant changes in the
makeup of network schedules during the period from 1930 to
1940. As shown in Table 3, music decreased in importance; there
was a continuing increase in the use of variety programs and
in various types of dramatic offerings; and in 1939—40, twelve
hours a week were devoted to quiz and audience-participation
programs, forms not yet developed in 1930. Introduction of the
daytime serial form during the early 1930s was followed by a
tremendous expansion in the use of such programs to the point
where they practically filled the daytime schedules of at least
two of the four national networks. And the threat of American
involvement in the war in Europe stimulated interest in news
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TABLE 3

HOURS PER WEEK DEVOTED TO VARIOUS TYPES OF NET-
WORK RADIO PROGRAMS, 1930 TO 1940

(During a typical week in January in each of the seasons
indicated)

Season Season Season
1929-30 1934-35 1939-40

Evening or Sunday-afternoon programs

Variety, all types 8.0 210 21.0
Serious music 175 16.5 13.0
Popular music 335 37.0 220
Quiz programs —_ — 8.0
Human-interest programs —_ 15 4.0
General drama 45 8.0 100
Informative drama 0.5 1.5 35
Comedy drama 3.0 25 5.0
Action, crime, mystery drama 1.5 9.0 10.5
Women's serial drama —_ 3.0 —_
Sports events — —_ 1.0
News, commentary 1.5 45 145
Miscellaneous talks 6.5 125 19.0
Daytime programs
Variety, all types —_ 10.0 12.5
Popular or serious music 6.5 215 225
Human-interest programs —_ 1.0 15
General drama 1.5 15 —_
Informative drama — —_ 4.0
Comedy drama —_ 35 1.0
Women'’s serial drama — 12.0 75.0
Children's programs 35 8.5 7.0
News, commentary —_ —_ 3.0
Miscellaneous talks 125 24.0 115

Figures compiled from newspaper program listings for the
weeks indicated and from programs listed in reports of
national rating services; the table includes both sponsored
and sustaining programs.
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and public affairs; by the beginning of 1940, networks were
devoting more than 17 hours each week to news and commen-
tary programs and presenting seven programs a week for dis-
cussions of important public issues.

Local Programming

Development in local radio programming was less spectacu-
lar than that on the network level; however, new forms were
introduced and steady progress was made, especially after 1935
when stations were no longer seriously affected by the depression.
Many of the program forms introduced on network schedules
were originally developed by local stations; stations in turn
“borrowed” many of the ideas made popular by the networks.
By 1940, station programming was highly diversified. To begin
with, station schedules included a wide variety of network offer-
ings; more than two-thirds of all stations had network affiliations,
and were devoting from eight to ten hours a day to network-
originated programs. In addition, a number of syndication com-
panies had been organized to provide non-network musical pro-
grams, complete dramatic programs, and even daytime serials
for station use. Network affiliates in 1940 devoted an average of
perhaps an hour a day to the broadcasting of transcribed pro-
grams provided by these syndication concerns; non-network sta-
tions, of course, made considerably greater use of syndicated
materials.

Almost half of all station hours in 1940, however, were
used to present locally originated programs. Nearly all stations
carried several hours of “live” music each week; as a result of
demands of the American Federation of Musicians, practically
every station employed a few staff musicians on a regular basis,
and used these musicians to present organ recitals, music by
small orchestras, or in some cases fairly elaborate local variety
programs. Many stations serving rural audiences scheduled “live”
programs of country and Western, or “hillbilly,” music. In addi-
tion, nearly all stations made considerable use of recorded or
transcribed music. Most stations subscribed to a transcription
library service; the music “library” included from three to five
thousand selections ranging from semiclassical and operetta mu-
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sic to novelty numbers and old familiar hymns, and most pro-
grams of recorded music were built from selections in these
libraries rather than from recordings of current popular numbers.
Around 1936 or 1937, many stations developed local amateur
contest programs presented once a week; by 1940, however, most
of these amateur programs had disappeared from local schedules.

Practically all stations depended heavily on the use of
“talk” programs. Nearly every station had its “women’s program”
director who conducted a daily homemakers’ program. Almost
all stations that reached farm audiences had full-time farm pro-
gram directors who presented farm market reports and other
information of interest to farmers. Many stations had special
programs for children, often combining storytelling and the sing-
ing of children’s songs. A considerable number of radio outlets
scheduled regular weekly programs developed in cooperation
with local civic, educational, or women’s groups. Interview pro-
grams were popular; perhaps half or more of the stations operat-
ing in 1940 carried a daily “man-on-the-street” program, in which
a staff announcer interviewed passers-by from locations on down-
town streets. Many stations also had regular programs that of-
fered an opportunity for studio interviews with local leaders or
with important visitors to the community. Of course, on Sunday
every station broadcast at least one locally originated religious
program and often one or more transcribed programs provided
by national religious organizations.

News by 1940 was a staple in local offerings. Most stations
scheduled at least three local news programs each weekday, in
addition to the network news and commentary programs. A rela-
tively small number of stations broadcast play-by-play accounts
of local sports events on a regular basis; network commitments
made such broadcasts difficult for affiliated stations except on
Saturday afternoons. A few stations offered local weekly quiz pro-
grams; some also attempted locally produced dramatic programs,
usually in cooperation with schools or colleges. In spite of the
development of numerous new program forms on networks, sta-
tions for the most part depended on talks and musical programs
to fill the time not required for network presentations, but these
local offerings were of more varied types than those carried ten
years earlier.
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Prewar Television

Although public attention was centered on radio during
the 1920s and 1930s, the foundation was already being laid for
a new form of broadcasting that after the war was largely to
replace radio as a source of home entertainment. As early as
1923, Vladimir Zworykin secured a patent on an experimental
iconoscope tube using the principle of electronic scanning. Two
years later, Charles F. Jenkins made the first wireless transmis-
sion of a motion picture—the earliest real “television broadcast”
in this country—using the mechanical scanning method he had
developed. In 1928, the General Electric Company broadcast
the first television drama. Three years later, the Zworykin method
of electronic scanning was being used in regular broadcasts by
an experimental television station in New York owned by RCA.
By 1937, 17 television stations were operating under experimental
licenses; in 1939, the RCA station in New York presented regular
daily broadcasts from the New York World’s Fair and also experi-
mented with television pickups of major league baseball and of
a college football game. In 1940, a television station in Chicago
broadcast portions of the Democratic national convention, held
in that city; in addition, remote pickups were made from the
Republican national convention in Philadelphia, with televised
materials carried by coaxial cable to New York and broadcast
by the RCA experimental television station.

Commercial television was introduced in 1941. In that year,
the Federal Communications Commission issued orders fixing
technical standards for visual broadcasting and establishing the
channels on which stations might operate. In addition, the Com-
mission announced that it would grant licenses for stations desir-
ing to broadcast on a commercial rather than an experimental
basis; the beginning of commercial operation was set for July 1,
1941. Between July and November, five stations were granted
commercial licenses: WNBT, now WNBC-TV, in New York, the
former RCA-owned experimental station which had been trans-
ferred to NBC; WCBW, now WCBS-TV, also in New York, a
CBS station; WPTZ in Philadelphia, owned by the Philco Cor-
poration;, WRGB, the General Electric Company’s station in
Schenectady; and WBKB, owned by the Balaban and Katz motion
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picture theater interests, in Chicago. Other television stations
continued under experimental licenses.

Although these five stations held commercial licenses, their
operation during 1941 was only nominally commercial. WNBT in
its first week of broadcasting in July had only four sponsors;
from July through December the station took in less than $7,000
from its sale of time to advertisers. Other stations had even
smaller commercial revenues. The reason was obvious: fewer
than 10,000 television receiving sets were in existence even at the
end of the year, and the audience which could tune in any
television program was much too small to have commercial sig-
nificance. With the entry of this country into the war late in
1941, commercial operation was practically abandoned; stations
simply marked time, broadcasting for only a few hours each
week until normal conditions returned and regular operation
could be resumed.

RADIO DURING THE WAR

During World War II, both industry and the American
public were subject to wartime restrictions. Like most other
forms of economic activity, broadcasting was directly affected
by wartime conditions. Manufacturers of electronic equipment
shifted entirely to production of materials used by the armed
forces; private broadcasting stations were unable to secure new
transmitters or technical equipment, and no new receiving sets
or replacement tubes were produced for civilian use. In spite
of shortages, there was some increase in the number of operating
radio stations; by December 1945 approximately 940 stations
were licensed and on the air. The number of radio homes also
increased from an estimated 30.8 million in 1941 to almost 34
million in the autumn of 1945. Presumably some of the sets in
the added homes had previously been second sets in the homes
of relatives. In many of the 34 million radio-equipped homes,
however, receiving sets were not in working condition by 1945,
since in most communities radio tubes and other replacement
parts were not available.

A major change in the network situation took place early
in 1942. Complying with the “duopoly” order of the Federal
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Communications Commission that prohibited operation of more
than one national network system by a single company, NBC
turned over its Blue Network system to a separate corporation,
which was later sold to a new group of owners. The new com-
pany ultimately became the American Broadcasting Company
(ABC), while what had been known from 1926 to 1942 as the
NBC Red Network remained as NBC, with no color designation.

Revenues from Advertising

In spite of the war, revenues from the sale of time to
advertisers increased tremendously. As shown in Table 1, adver-
tising revenues doubled between 1940 and 1945; of the approxi-
mately $310 million received by stations and networks in 1945,
more than 43 per cent went to the four national networks and
another 24 per cent represented “spot” advertising placed on
stations by national advertisers. The increase in radio advertising
was in part a result of a wartime shortage of newsprint that
made it necessary for most newspapers and magazines to limit
the number of pages in each issue and consequently the amount
of advertising carried. Another highly important factor was the
wartime federal tax structure, which imposed a tax of as much
as 90 per cent on excess profits of corporations. Companies
earning high profits from war production could, as a result, buy
broadcast advertising at an actual cost of only ten cents for
each dollar’s worth of radio time; the rema?hing 90 cents would
otherwise go to the government in taxes. Other factors undoubt-
edly contributed to the expansion in radio advertising as well,
but no matter what-the cause, during the war years radio net-
works and stations enjoyed the greatest period of prosperity that
broadcasting had ever known.

Wartime Programming

Naturally, the war had its effect on programs. No major
new program forms were introduced, but the fact that the nation
was at war was strongly reflected in the content of programs
offered, especially at the network level. A number of variety-
program series were presented on a regular basis with service-
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men as participants: The Army Hour and Meet Your Navy were
typical titles. Service bands appeared each week on network
schedules. Quiz shows and audience-participation programs had
Army and Navy enlisted men as participants, almost to the ex-
clusion of civilians. Documentary or informative dramatic pro-
grams dealt with activities of the Air Force, the Scrvice of Sup-
ply, and various other military services; “plot” dramatizations
made extensive use of wartime themes. All entertainment pro-
grams, whether carried on network schedules or locally produced,
carried “war messages” provided by the Office of War Informa-
tion and the War Advertising Council urging listeners to con-
serve fats; to save copper, tin, and aluminum; to enlist in the
various women’s auxiliary military services; to contribute to the
Red Cross or the United Service Organizations; or to buy gov-
emment War Bonds. At the same time, certain types of material
were excluded from the air by broadcasters on the basis of
guidelines provided by a government-established Office of Cen-
sorship; the ban covered information conceming troop move-
ments, dates on which convoys were to sail, figures concerning
production of war materials and supplies, even information con-
cerning weather conditions. In addition, broadcasters were urged
to take all possible precautions to see that unknown or unau-
thorized persons did not have access to microphones. As a result
of government restrictions, all weather broadcasts were discon-
tinued, as were interview programs of the “man-on-the-street”
type and programs of recorded music in which either “request”
numbers were played or in which numbers used were “dedi-
cated” to friends of listeners who suggested such dedications.
War conditions also produced changes in the extent of use
of programs of certain types on network schedules. In January
1941, the four networks devoted approximately 13 hours each
week to news and commentary programs, all but five of these
hours on a sustaining basis. Four years later, news accounted for
a total of 34 hours a week—as much time as was used to present
evening dramatic programs—with nearly 18 hours of the total
sponsored. Almost equally dramatic increases were made in the
areas of informative drama and of serious music; advertisers
whose companies were engaged in war production showed a
strong interest in sponsorship of “prestige” programs, with the
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result that by January 1945 networks were carrying nearly five
hours of sponsored informative drama each week and more than
15 hours of advertiser-supported concert or classical music, in-
cluding four weekly broadcasts by symphony orchestras.

As the war continued, however, network schedules also
reflected the need of listeners to forget for a time the problems
of everyday living, accounts of battles in faraway places, and
the tragedy of casualty lists. Programs offering escape increased
both in number and in popularity. Time devoted to evening
comedy variety increased from four and a half hours to eight
hours per week between 1941 and the beginning of 1945. Situa-
tion comedy programs showed a similar increase, most of it after
1943. And evening “thriller” dramatic programs—Westerns, adven-
ture stories, crime programs not related to the war situation—
jumped from nine hours a week in 1943 to nearly 15 hours in
January 1945, although “problem” dramatic offerings decreased
in nearly the same ratio.

Other changes in network and local station schedules were
also taking place, some of which were to continue in the years
ahead. By the start of the 194546 season, the war had ended.
But for the American radio industry, new and critical problems
were ahead.
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BROADCASTING
SINCE 1945

At the close of World War 11, radio occupied an
enviable position, both as an important and
growing industry and as an influential American
institution. Between 1940 and 1945 radio’s reve-
nues from sale of time to advertisers had prac-
tically doubled, reaching $310 million in 1945,
Even more important, radio enjoyed the confi-
dence and approval of the American people to
a degree rarely attained by any other institution
in the nation’s history. When listeners in a na-
tionwide study in 1945 were asked about agen-
cies that they felt were doing an “excellent job,”
a “good job,” a “fair job,” or a “poor job,” 82 per
cent of the respondents from coast to coast ex-
pressed the opinion that radio stations were do-
ing either an “excellent” or a “good” job.! In

1 Paul F. Lazarsfeld and Harry Field, The People Look
at Radio, University of North Carolina Press, 1946.
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comparison, churches received a similar vote of confidence from
only 76 per cent, daily newspapers from 68 per cent, public
schools from 62 per cent, and local government agencies from 45
per cent. Further, four out of five of those questioned believed
that radio was “generally fair” in presenting both sides of public
issues; only 39 per cent expressed a similar feeling with respect to
newspapers.

But radio after the war was confronted with serious prob-
lems, problems that were to produce revolutionary changes in
programming and in the structure of the broadcasting industry
itself.

THE POSTWAR ERA

Most historians of radio and television accept the year 1952
as marking the end of the era of radio dominance in American
broadcasting and the beginning of the age of television in the
United States. There were, of course, television stations and tele-
vision networks before 1952, but that year the Federal Communi-
cations Commission ended its 42-month-old “freeze” on the
licensing of additional television stations, and permitted new sta-
tions to come on the air. Moreover, in 1952, the combined an-
nual revenues of the national television networks were for the
first time greater than those of the four long-established radio
networks.

Radio was a thriving and expanding industry during the
years immediately following the end of the war. Receiving sets
could again be purchased by the public, and the demand was
tremendous; during 1947 alone, nearly 20 million new radio sets
were produced by American manufacturers. By 1952, radio re-
ceiving equipment was available in an estimated 46 million homes
(almost 97 per cent of all homes in the United States); at least
half of the families in America owned two or more sets. Reve-
nues from sale of time increased steadily in the postwar years,
from $310 million in 1945 to $453 million in 1950—a gain in five
years of nearly 50 per cent. In 1952, revenues of radio networks
and stations reached a total of $473 million; radio revenues were
still increasing, but at a less rapid rate than in earlier years.
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Radio Network Problems

Networks in the postwar period were providing service to
a constantly increasing number of affiliates. By 1952, NBC and
CBS were serving from 180 to 190 stations each; the American
Broadcasting Company had approximately 275 affiliates; Mutual
had contracts with nearly 400 stations. In addition, a fifth net-
work company, the Liberty Broadcasting System, had been or-
ganized in 1946 and three years later was providing a limited
program service to some 300 stations. But radio networks were
hard hit by the rapid expansion of television after 1948. National
advertisers shifted their accounts from radio to the newly or-
ganized television networks. As a result, the financially shaky
Liberty radio network was forced to suspend operations in 1951,
and the long-established radio operations of NBC, CBS, ABC,
and Mutual showed serious drops in revenues. In 1948, radio
network revenues from advertising totaled $141 million for the
year; four years later, national advertisers spent only $110 mil-
lion for radio network time, as compared with $138 million for
time on television networks.

Contributing greatly to the radio network problem was a
decline in listener interest in programs offered on radio, accom-
panying the greatly increased interest of the American public in
television. Ratings * of radio network programs dropped sharply
as new television stations came on the air. In January 1948, the
ratings of the ten most popular programs carried on national
radio networks averaged 24.9; in other words, each program
was heard each week in an average of approximately one-fourth
of all of the radio-equipped homes throughout the nation. But
four years later, the ten most popular radio programs then car-
ried on network schedules had average ratings of only 13.2—
only a little more than half of the figure reported in 1948.3
Listeners were shifting from radio to television; in the circum-

2 A program “rating” is a figure representing the percentage of radio-
equipped homes (or in the case of television, of television-equipped homes)
in which, on a given date, sets are tuned to a specific program. A detailed
explanation of the methods by which rating information is secured is given
in Chapter 9.

3 Averages in each case have been computed from rating figures re-
ported in the national Nielsen Radio Index for the month indicated.
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stances, it was inevitable that advertisers’ interest in the use of
network radio would decline.

Radio Stations

But while radio networks were suffering losses both in
revenues and in public acceptance of programs offered, the situ-
ation of individual radio stations was, on the surface at least,
more encouraging. The volume of advertising placed directly
with stations rose from $176 million in 1945 to a 1952 total of
$363 million. But the increasing prosperity of radio stations was
more apparent than real, as a result of the tremendous expan-
sion in the number of stations among which revenues had to be
divided.

In January 1945, there were 933 standard radio stations on
the air, practically all of which had eamed very substantial
profits during the preceding five-year period. Station operation
was obviously a promising field for investors. The result was
that following the war, when transmitters and technical equip-
ment were again available, there was a rush to secure authoriza-
tions for new broadcasting facilities. Frequencies were available,
since the Federal Communications Commission had modified its
engineering requirements to reduce the mileage separation be-
tween stations assigned to the same channel. By the end of 1947,
more than a thousand new stations had been authorized; by
January 1950, a total of 2,086 standard-band radio stations were
actually in operation; and by the beginning of 1952, there were
2,331 standard stations on the air with 70 others under construc-
tion.

At the same time, there was an equally impressive increase
in the number of frequency modulation stations.* Frequency
modulation was not new; as early as the summer of 1940, there
were roughly 50 FM stations on the air, all operating on an
experimental basis. Regular or nonexperimental frequency mod-

4 “Standard” or amplitude modulation radio stations occupy fre-
quencies between 540 and 1600 kilocycles; FM or frequency modulation
stations are assigned to much higher frequencies and also use a different
method of modulating the signals transmitted. The two types of radio
stations are ordinarily referred to as “AM” or “standard-band” stations,
and as “FM” stations.
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ulation broadcasting was authorized by the Federal Communica-
tions Commission in 1941. Because of the war, however, there
was little FM development during the next five years, although
by the end of 1945 most of the existing FM stations held regular
licenses. But following the war there was a rush for construction
of new FM stations, partly at least as a result of the encourage-
ment given to the new form of broadcasting by the Communica-
tions Commission and the fear of some broadcasters that AM
broadcasting might be dropped entirely by Commission order,
to be replaced by service provided by FM outlets. In any event,
by January 1950, a total of 733 commercial FM stations were in
operation, in addition to a number of noncommercial educa-
tional stations. Almost all of the new FM stations were owned
by operators of AM facilities in the same communities and car-
ried the same lineup of programs used by AM stations under
the same ownership. Consequently, frequency modulation oper-
ations brought no additional revenues to their owners, and after
1950 the number of FM stations took a downward trend that
continued for several years. Even so, at the beginning of 1952
there were 637 commercial FM outlets on the air, bringing the
total number of AM and FM stations to nearly 3,000—three times
as many commercial stations as the number in operation seven
years earlier. Radio station revenues increased after the war, but
the number of stations increased even more rapidly so that aver-
age income per station showed a marked decline.

Postwar Radio Programs

Only one really new program form appeared on radio net-
works in the years following the war: the “press conference”
type of public affairs program, of which Meet the Press, intro-
duced in the autumn of 1945, was the most important example.
However, important modifications were made in forms already
used. The success of Break the Bank in 1945—46 started a trend
toward use of “big money” quiz programs. A year later, the
audio-taping of the Bing Crosby Show marked the first network
use of a radio series in which complete programs were produced
and recorded in advance of the time of broadcast. In 194748,
“disk jockey” programs were included for the first time on net-
work schedules. Use of telephone calls to listeners as a feature
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of network quiz programs was introduced in the highly popular
Stop the Music program in the autumn of 1948. And in 1950-51,
the Arthur Godfrey Digest series on CBS inaugurated on network
radio the use of recorded reruns of programs broadcast on
earlier dates—a practice to become widely used on television
networks a few years later.

Changes in network programming. Even more important were
changes that took place in the relative use of various types of
programs between 1945 and 1952. Sponsored variety and musical
programs showed a sharp decrease, largely as a result of the
shift of advertiser interest to television. Quiz programs were
more widely used from 1946 to 1950 than in any other period
in radio network history; by 1952, however, only three such
programs were sponsored each week on evening network sched-
ules. The number of “thriller” dramatic programs increased tre-
mendously; in January 1932, no fewer than 53 “thrillers” were
presented each week during evening hours. However, only half
of this number were sponsored; since “thrillers” could be pro-
duced at a relatively low cost, they were used as sustainers to
fill holes in network schedules created by the disappearance of
sponsored evening variety and musical programs. The number
of daytime women’s serials continued to decrease, although in
January 1952 more than 30 such programs were still carried by
national radio networks. Replacing the canceled serials were day-
time quiz and human interest programs; by January 1949, pro-
grams of these types filled 13 half-hour periods a day on network
schedules. Light variety programs were also used during daytime
hours; such programs as Arthur Godfrey on CBS and Breakfast
Club on ABC occupied several hours of network time each week,
and continued to hold their attractiveness for listeners. In fact,
daytime network radio up to 1952 was not greatly affected by
the competition of television; although evening radio network
programs were rapidly losing popularity, the ratings of daytime
programs showed only a slight decline, and the total number
of sponsored hours of daytime network programs per week re-
mained almost unchanged between 1945 and 1952.

Local radio programming. Local radio station programming, like
that of radio networks, changed materially over the seven-year
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period after the war. The constantly decreasing number of spon-
sored evening network programs created gaps in schedules of
local affiliated stations; in most cases, these gaps were filled by
the least expensive and most easily produced kind of local pro-
gramming available—recorded music. For a time at least, loss of
evening network programs created no financial problem for sta-
tions; revenues from sale of spot announcements on these local
platter shows were usually greater than the amounts networks had
been paying the stations for the time used by canceled network
programs. So stations affiliated with networks turned partly—
increasingly as sponsored network programming decreased—to
the use of recorded music, still depending on networks to provide
a variety of programs of other types, especially during daytime
hours. .

However, the tremendous expansion in the number of radio
stations meant that not all could secure network affiliations. A
majority of the more than 2,300 AM stations on the air in 1952
operated as independents. These non-network stations were
forced to provide programs locally to fill their daily schedules,
and they naturally turned to the type of program material most
readily at hand and the type that could be produced at lowest
cost—recorded music. By 1952, radio stations fell, on the basis
of the programming they offered, into two basic groups. One
group, affiliated with networks, provided a considerable amount
of variety in programs offered and used recorded music only
to fill the portions of each day’s schedule when network programs
were not available. The second group, made up of independent
stations, used recorded music all day long, almost without inter-
ruption. For these independents, program diversification of the
type that had characterized almost all radio stations before 1945
was simply impossible; they broadcast “good” music, or “popu-
lar” music, or “Dixieland and jazz,” or sometimes “country and
Western” music~but their schedules were filled with recorded
music.

Postwar Television

Television got off to a slow start in this country after the
end of the war. Between 1941 and 1945, ten television stations
had been licensed to operate commercially, but in January 1946
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only six of the ten were actually on the air. At the end of 1945,
not more than 10,000 television receiving sets were in existence,
all produced before 1942, and since tubes and repairs were not
available during the war period, few of these sets were still in
working condition. During 1946, a few thousand additional sets
were manufactured. But set production on any large scale had
to wait until final decisions were made by the Federal Communi-
cations Commission concerning the channels to be used for tele-
vision broadcasting. Originally, in 1945, 13 channels in the “very
high frequency” (VHF) band had been set aside for commercial
television operation; however, the same channels were also to be
shared with the military and other nonbroadcasting services.
Not until 1948 was the problem of channel allocations finally re-
solved; the Federal Communications Commission dropped chan-
nel 1 from the list to which television stations might be assigned,
but reserved channels 2 to 13 in the VHF band for the exclusive
use of television broadcasting stations. This allowed electronic
companies to go ahead with the manufacture of television receiv-
ing sets; in 1948, a million receivers were produced, and more
than 10 million additional sets were manufactured during the
next two years. These early sets had very small picture tubes,
usually only from seven to ten inches in diameter; some of the
higher-priced sets, costing from $350 to $400 each, featured
twelve-inch tubes. But receiving sets were available, and the way
was open for the development of television as an agency of mass
communication.

With very few receiving sets in the hands of the public,
construction of new television stations was slow for several years
following the end of the war. At best, the construction of a
television facility was not too promising an investment. To build
and equip a station cost its owners from $750,000 to $1.5 million;
after the station was on the air, it had to operate at a loss until
enough receiving sets were owned in the community to make
the station attractive to advertisers. So in addition to the six
stations operating commercially at the end of the war, only one
new outlet was built during 1946, and ten others in 1947. But
with uncertainties about channels finally resolved and receiving
sets in production, 1948 saw more broadcasters willing to gamble
on the future possibilities of television; 33 new facilities were
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added, so that by the end of the year a total of 50 stations
were providing programs for viewers in major cities.

In October 1948, the Federal Communications Commission
ordered a “freeze” on the processing of applications for new
television stations, partly to permit the assignment of channel allo-
cations for different communities throughout the nation, and
partly to allow decisions to be made on requirements of color
broadcasting and on the possible future development of educa-
tional television stations. The freeze lasted for nearly four years,
until April 1952; during that period, no construction permits
were issued for new television stations. However, at the time
the freeze was imposed, 109 stations were operating or had
been authorized; by the early months of 1952, all but one of the
109 stations had been constructed and were on the air.

Encouraging to owners of stations was the rapid increase,
after 1948, in the number of television-equipped homes. By the
end of 1949, receiving sets had been installed in an estimated
2.8 million homes; by January 1952, 15 million families were able
to receive television programs. The new sets were better adapted
for family viewing than those available even a few years earlier.
By 1952, manufacturers were producing sets with 20-inch
screens; picture quality was much improved; “locked-in” tuning
was standard on all sets, greatly simplifying the process of bring-
ing in a good picture. Prices of the new sets were roughly the
same as those charged in 1948; most of the 20-inch sets manu-
factured in 1952 were sold at retail for from $320 to $350,
although some with smaller picture tubes could be bought for
$275 or less.

Television Networks

National radio networks were not organized until hundreds
of radio stations were already on the air. With television, the
situation was different; networks existed almost before stations.
As early as 1945 and 1946 when fewer than a dozen commercial
television stations were on the air, television networks were be-
ing organized by four different network companies. One of the
four was headed by Allen B. DuMont, owner of one of the
pioneer television stations in New York City. The other three
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concerns were companies already operating national radio net-
works: the American Broadcasting Company, the Columbia
Broadcasting System, and the National Broadcasting Company.
Each of the four television network organizations secured con-
struction permits for network-owned stations in each of several
major cities; in addition, the radio network companies urged
their affiliates throughout the country to apply for television au-
thorizations, and long before the new stations went on the air
their owners had signed television affiliation contracts.

By 1948, each of the four television network companies
operated an Eastern network linking together stations in cities
along the Atlantic seaboard; in addition, ABC, CBS, and NBC
had set up Midwestern networks to provide programs for tele-
vision outlets in Chicago, St. Louis, and Milwaukee. In January
1949, the American Telephone and Telegraph Company com-
pleted a coaxial cable connection between New York and Chicago
allowing Eastern and Midwestern networks to be linked together.
In September 1951, A.T.&T. completed microwave relay facilities
to the West Coast for television network transmission, so that
programs originating in New York could be broadcast simultane-
ously by stations from coast to coast. However, not all affiliated
stations in 1952 had physical network connections; in many
cases, A.T.&T. lines had not been installed to link these stations
with the cable or relay systems used by the various networks.
Network programs for these “noninterconnected” stations were
provided in the form of kinescope recordings—films made from
pictures appearing on the kinescope or picture tube of a tele-
vision receiving set—shipped by mail or express to stations using
them.

The Television Industry

Television’s rapid growth between 1948 and 1952 was stim-
ulated by a number of conditions that had not existed during
radio’s early years. Radio in the 1920s was a new form of com-
munication; its development as an advertising medium had to
wait until receiving sets were available in millions of homes and
until advertisers became aware of the advantages radio offered.
Services essential to the growing industry were developed slowly;
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even the ideas behind most of these services were completely
new. But television was not, in any similar sense, a new under-
taking. Television was simply an extension of radio, a somewhat
different and perhaps improved form of radio broadcasting. The
newly born television industry of the late 1940s was built on a
foundation created by radio; its patterns of operation and most
of its services had already been developed as parts of the radio
industry. Of the 108 television stations on the air in the early
months of 1952, 87 were owned by licensees of radio stations;
three of the four television networks were operated by compa-
nies that owned established radio networks. Advertising agen-
cies, station representatives, equipment manufacturers, program
“package” production concerns, syndication companies—all of
these already existed, and had only to extend their operations
into the television field. Even the program forms used on tele-
vision were forms already developed on radio.

Equally important, the financial support necessary for the
establishment of television was provided in large part by radio.
Profits earned by radio networks and major radio stations went
into the development of television and the construction of tele-
vision stations. When a new television station went on the air,
it necessarily operated at a loss for several months or even years;
the public bought receiving sets only after the station was on
the air, and was making programs available. These losses, in
most cases, were paid for out of earnings of radio stations whose
owners had constructed the new television stations.

Television’s development was at the expense of radio in
other ways as well. Television was new, exciting; radio was al-
ready established. So network and station owners gave their
first attention and devoted their energies to the new form of
broadcasting; they largely ignored the needs of their radio opera-
tions. Advertisers were encouraged to shift their expenditures
from network radio to television to help develop the new
medium. Radio’s most popular programs were moved to tele-
vision networks—and no one bothered to develop interesting new
programs or new program forms to fill the places left vacant on
radio network schedules. In financing, in program development,
in interest and attention, the broadcasting industry robbed Peter
to pay Paul, and contributed directly to the decline of network
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radio and the drop in listener interest in programs that radio
still provided.

However, television benefited from the situation, and the
development of the new television industry was rapid, even
though networks and stations were forced for several years to
operate at a loss. In 1947, combined revenues of the 17 television
stations on the air at the end of the year were less than $2
million; expenses were many times greater. The following year,
television stations and networks had a combined operating deficit
of nearly 315 million; in 1949, with more stations, the deficit
was more than $25 million. In 1950, television stations collectively
had revenues large enough to equal expenditures, but networks
were still operating at a loss. Finally, in 1951, television operators
were making money; networks reported net profits of $12 million
on total revenues of $132 million, and the 92 stations not owned
by network companies had revenues of $107 million, of which
$31 million represented profits.

Early Television Network Programming

In programming no less than in finance, television owes
a tremendous debt to radio. Practically all of the program forms
used on television were first developed on radio. Not only pro-
gram forms, but actual programs that had won popularity as
radio offerings were moved over bodily from network radio to
network television. During the first two years of television net-
work operation, more than 20 of television’s most popular
programs were taken directly from radio network schedules—
programs such as Arthur Godfrey’s Talent Scouts, Suspense,
Studio One, The Life of Riley, Lights Out, The Goldbergs, the
Fred Waring Program, Break the Bank, The Aldrich Family,
and the Martin Kane detective series. The use of programs
already established on radio contributed in no small measure
to television’s early success in attracting loyal audiences.

But although television networks borrowed heavily from ra-
dio to fill their program schedules, television was a new medium,
different from radio, and television producers were forced to
learn from experience what types of programs the public would
find most attractive. So between 1948 and 1952, network sched-
ules changed tremendously from year to year. As has already



BROADCASTING SINCE 1945 79

been mentioned, in 1948-49, the first full season of network
operation, more than 30 per cent of all sponsored evening net-
work programs were broadcasts of sports events—basketball,
boxing, bowling, and wrestling—perhaps reflecting the fact that
during that season, a large proportion of television receiving sets
were located in bars and taverns. A year later, however, with
sets installed in a much greater number of homes, sports broad-
casts accounted for less than five per cent of evening network
hours. Emphasis had been shifted to early-evening children’s
programs, reflecting the greater use of television in the home.
In January 1950, children’s programs made up more than one-
fourth of all sponsored hours between 6:00 p.m. and 11:00 p.Mm.
on schedules of television networks; like sports broadcasts the
previous year, however, they retained their position of impor-
tance for only a single season.

Network programming in 1950-51 was strongly influenced
by the early successes of such variety shows as the Milton Berle
program and Ed Sullivan’s Toast of the Town; in January 1951,
no less than 24 hours on evening schedules were devoted each
week to the presentation of sponsored variety programs. But
once again, after one season programming patterns were changed.
Most of the network variety shows involved the use of vaudeville
acts, and the supply of such “acts” was quickly exhausted. So
by January 1952, time devoted by national networks to evening
variety shows had dropped to 15 hours a week, and the number
of variety programs decreased even further in later years. Re-
placing variety as the dominant form in 1951-52 were dramatic
programs; during that season anthologies, “thrillers,” and comedy
dramatic programs filled nearly 40 per cent of the networks’
evening schedules.

Locai Television Programming

From 1945 to 1952, television stations provided a substan-
tial amount of local programming—a larger proportion than in
later years, when network offerings had been increased and
when large numbers of syndicated programs were available. With
station revenues limited, the need was for programs that could
be produced at a low cost. So stations experimented with various
types of disk-jockey programs—usually with little success, since
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use of recorded music failed to provide visual attractiveness.
Nearly all television outlets scheduled news broadcasts; almost
as widely used were programs of weather information, usually
five to ten minutes in length; weather maps and other reports
were better adapted to use on television than on radio. Most
stations devoted from 30 minutes to an hour each day to home-
makers’ programs, usually originating from fully equipped
kitchen sets. Another hour or more a day was used to present
programs, often featuring puppets, for young children. Many
television outlets had daily programs of “live” music presented
by small vocal and instrumental groups; a few provided fairly
elaborate variety programs, often using amateur talent recruited
in the community; several had daily or once-a-week local audi-
ence participation shows. Probably a majority of the stations
on the air before 1952 invested in “remote” broadcasting equip-
ment—special trucks or buses, cameras, lighting and control
equipment—to pick up local sports events or to broadcast portions
of public meetings or other events. In most cases, the “remote”
trucks failed to justify their costs and were little used after
the first year or two the station was in operation.

Of course, even during the early years, stations made some
use of syndicated filmed materials. Many of the two-reel comedies
and short subjects originally produced for use in motion picture
theaters were available to television stations. The success on
television of some of the early motion picture Westerns—Hopa-
long Cassidy in particular—led to the filming and leasing to tele-
vision stations of a number of adventure or Western series pro-
duced especially for television use. In addition, in 1950 a few
old theatrical feature films were released for television syndi-
cation; by the winter of 1951-52, about 300 such complete fea-
tures were available for broadcast. But network programs and
syndicated filmed materials filled only a part of the broadcasting
day; television stations in 1952 had to depend heavily on locally
produced “live” programs.

BROADCASTING SINCE 1952

During the years since 1952 the same trends evident in
the postwar period of broadcasting have continued. Television
has grown steadily in popularity and in importance as an adver-
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tising medium; the position of radio has become increasingly
less secure.

The Problem of Radio

The radio situation since 1952 has been filled with apparent
contradictions. Radio has continued to grow almost at the same
rate as in the years following the war. Sale of radio sets has
continued at a high level; from 1960 to 1964 an average of
19 million units were sold each year. The number of radio
stations has grown tremendously; by January 1966, more than
4,000 AM stations and 1,400 commercial FM stations were on
the air. Industry revenues have also increased; as shown in Table
4, the estimated total revenue from sale of radio time in 1962
amounted to nearly $662 million, and the figure has been even
higher since that year.

TABLE 4

ANNUAL TOTAL TIME SALES OF RADIO AND TELEVISION
NETWORKS AND STATIONS, 1950 THROUGH 1962!
(IN THOUSANDS OF DOLLARS)

For calendar years
1950 1954 1958 1962
Radio time sales

By networks 134,898 83,684 46,519 33,954
By stations
national spot 108,315 120,168 171,939 208,455
local 182,144 247,478 323,207 419,468

Total radio sales 425,357 451,330 541,665 661,877
Television time sales

By networks 35210 241,224 424500 520,200
By stations
national spot 25,034 176,766 345200 539,500
local 30,385 120,131 181,300 242.800

Total television sales 90,629 538,121 951,000 1,302,500

1 Figures represent gross billings, before deductions of com-
missions to advertising agencies and station representatives.

From annual financial reports released by the Federal Com-
munications Commission covering the years indicated.
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But even with this expansion, radio has found itself the
victim of circumstances that have seriously injured many seg-
ments of the industry. As television developed, listeners have
spent more time watching television and less time listening to
radio. As this decrease in audience size became evident during
the early 1950s, national advertisers shifted their advertising ex-
penditures from network radio to television, and as the attractive
sponsored programs disappeared from radio network schedules,
radio listening declined still further. And although advertising
revenues of stations more than doubled over the period between
1950 and 1962, the increased number of outlets to be supported
by those revenues and lack of balance in the distribution of
advertising money between strong and weak stations have cre-
ated serious financial problems, in the years since 1938 or 1959,
for half or more of the radio stations on the air.

Even greater difficulties have confronted the four national
radio networks. As a result of television competition, the com-
bined annual revenues of the four network companies dropped
from an all-time high of $141 million in 1948 to only one-fourth
that amount in 1962. The decrease in revenues of course resulted
from the steady disappearance of sponsored programs from net-
work schedules. First to go were the popular programs of the
pretelevision era. The winter of 1955-56 found the four national
networks providing a total of only 35 hours of sponsored evening
programs each week; even these disappeared over the next few
years, so that by 1960 only a few, long-established news programs
still remained on evening schedules. Daytime programs lasted
a few years longer; as late as the autumn of 1955, the four
radio networks still had sponsors for some 70 hours of daytime
programming each week. But even these daytime programs were
soon to disappear; by 1964 or 1965 radio network service to
affiliates was limited for the most part to headline-type news
programs and short-talk features, with each network supplying
an average of little more than two hours of programming a day
to its affiliated stations.

As television replaced network radio as a source of attractive
programs, the amount of time devoted to radio listening naturally
decreased. Reports released by the A. C. Nielsen company show
that in the spring of 1949, receiving sets in radio-equipped homes
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were in use for an average of roughly four and a half hours
a day. By 1953, average use¢ of such home sets had dropped
to three hours a day, and by the spring of 1962 the time devoted
to radio listening on plug-in sets in the home had decreased
to an average of hardly more than an hour and a half a day.
Nielsen figures did not include out-of-home listening in auto-
mobiles or other places, of course, or in-home listening to transis-
tor or other battery-powered sets; allowance for such listening
might add considerably to the figures reported. But there is no
question that since the advent of television and the decline of
network radio, the amount of in-home listening to radio has
shown a striking decrease.

The decline in radio listening, competition from television
for advertising revenues, and the tremendous increase in the
total number of stations among which radio’s advertising reve-
nues must be divided have all contributed to the financial difhi-
culties of many radio stations in recent years. Some radio stations
still have substantial revenues from sale of time and still eamn
very satisfactory profits on each year’s operation, especially those
with high power and large-city locations. But half or more of
all radio stations eke out a precarious existence by cutting pro-
gram and operating costs to the bone and then either losing
money on the broadcasting operations each year or earning at
most a few thousand dollars. Obviously, the difficulties of such
stations have had an effect on the quality of radio programming.
So serious has the situation become that in 1962 the Federal
Communications Commission attempted to deal with the prob-
lem of station overpopulation by ordering a partial freeze on
the authorization of certain types of new AM broadcasting sta-
tions until more effective long-range policies could be formulated.
The freeze, however, was by no means complete. New AM
stations still came on the air at a rate of approximately 100 a
year, and in July 1964 the FCC brought to an end its freeze
on new authorizations.

Radio Network Programming

In the years since 1952, the type of programming provided
by radio networks and stations has changed almost completely.
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Networks have lost their once-popular evening entertainment
programs; most had disappeared by 1955 or 1956. Daytime net-
work programs lasted a few years longer; around 1956, radio
networks were still offering affiliates some daytime variety shows,
audience-participation programs, daytime serials, and sponsored
religious programs on Sunday mornings. Most of these left the
air during the next few years; by 1960, almost the only con-
ventional programs remaining on daytime schedules were ABC’s
Breakfast Club, the Arthur Godfrey program on CBS, a program
or two of light music or chatter, some paid religious programs
on Sundays, and a considerable number of news programs, most
of them five minutes in length.

One network innovation that has proved at least moderately
successful is the program form used in NBC's Monitor, a week-
end combination of recorded music, news, and short features.
Both CBS and ABC also provide a variety of short features to
their affiliates, usually to be taped from the network line and
inserted in local programs of recorded music. But network sched-
ules today include little that resembles the type of entertainment
programming provided for radio listeners during the 1930s and
1940s.

Local Radio Programming

During the early 1950s, stations affiliated with national
radio networks still depended on the networks for most of their
important programs. But as network programs went off the air,
stations filled their daytime as well as their evening schedules
with local programs of recorded music—the same types of pro-
grams already widely used by nonaffiliated stations. A few well-
established “old line” stations did attempt to preserve some
degree of program variety by scheduling local talk programs,
audience-participation shows, or even daytime variety programs.
But these attempts were usually not long continued; by the
late 1950s probably 80 to 90 per cent of all radio stations were
filling most of their program time with recorded music, inter-
rupted at intervals by short capsule news summaries either taken
from network lines or provided by the station itself. But stations
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did differ both in the type of music used and in the general
manner of presentation. Most stations played nothing but cur-
rent popular music—the “top 40” tunes of the week. Others made
heavy use of “standards,” or numbers popular in earlier years;
still others featured “country and Western” music. Some large-
city stations used highly paid “personalities” as disk jockeys and
included almost as much “disk-jockey chatter” as actual music in
each program; others permitted only a minimum of talk by
announcers. Many of the “top 40” stations tried to be different
and to attract listener attention by using a variety of “gimmicks”
—special sound effects to identify news programs or to accom-
pany station identification announcements, “lucky number” give-
aways, organization of teen-age “record hops,” shrill-voiced
announcers, elaborate contests used as station promotion.

After 1957 or 1958, however, at least the beginning of a
trend away from “top 40” popular music became evident. Many
radio stations throughout the country began to aim their pro-
grams at various special audiences. A considerable number ad-
vertised themselves as “good music” stations, filling their
schedules with show tunes, old “standards,” and sometimes semi-
classical or even classical music.

Some broadcasters gave special attention to farm audiences;
many of these made heavy use of “country and Western” music
in addition to expanding the time used for programs of farm
information and weather reports. A considerable number identi-
fied themselves as “Negro-appeal” stations, with much or all of
their programming aimed at the interests of colored listeners.
Many stations gave increased emphasis to broadcasts of sports
events and described themselves as “sports stations.” Others
expanded their local and national news coverage, and broadcast
several 15-minute or 30-minute news presentations each day
while continuing to give five minutes of “news on the hour.”
A few stations in major cities became “all-news” stations, filling
their entire schedules with news broadcasts or news commen-
tary—with varying degrees of success. A somewhat larger number
became “all-talk” stations; in addition, at least one station in
almost every major market introduced daily “all-talk” programs
ranging from 60 minutes to as much as four hours in length,
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including telephoned questions from listeners directed at speak-
ers appearing on programs. By 1962 or 1963, a few stations were
even experimenting with dramatic programs; one or two syndi-
cation companies were supplying stations with taped or tran-
scribed dramatizations based on scripts of old network radio
“thrillers” or of once-popular daytime serials. It is difficult to
characterize the radio programming of the early 1960s except to
say that it was in a state of experimentation and change.

Many stations, of course, continued to use the “top 40”
formula—in large cities, with few exceptions, the “top 40” stations
attracted the latgest audiences. However, by the middle 1960s
local and national advertisers were beginning to be impressed
by reports of various research organizations that audiences of
“top 40” stations were made up largely of teen-agers and chil-
dren. A Chicago report by Mediastat, for example, shows that
during June 1965 the highest-rated station, using a “top 407
formula, was heard by an average of approximately 120,000
individuals during each hour of the broadcast day, of whom
only 60,000 were 18 years of age or older. The second most
popular station, offering a varied type of programming, attracted
an average audience of only 87,000 individuals—but of this num-
ber, 85,000 were adults.

The Expansion of Television

While radio was facing difficulties after 1952, television
was experiencing a period of rapid development in number of
stations, in size of audience, and in annual network and station
revenues. In April 1952, the Federal Communications Commis-
sion ended its freeze on the licensing of new television stations,
at the same time releasing an allocations table indicating the
channels that could be used for commercial or educational tele-
vision stations in each of about 1,300 communities. Since it was
evident that the twelve VHF (very high frequency) channels
already in use could not accommodate the number of stations
that might be needed in the future, the allocations table pro-
vided for use by television of an additional 70 channels in the
UHF (ultra high frequency) band. One channel in each of some
240 communities was reserved for use of noncommercial educa-
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tional stations; the remaining allocations were for stations to be
operated on a commercial basis.

TABLE 5

BROADCASTING STATIONS IN OPERATION ON JANUARY
FIRST OF EACH OF SIX SELECTED POSTWAR YEARS

On January first
1946 1950 1954 1958 1962 1966

Radio stations!
Standard AM stations

Commercial 913 2051 2487 3156 3653 4018

Noncommercial 35 35 34 39 40 32
FM stations

Commercial 48 733 560 537 960 1446

Noncommercial 6 48 112 141 194 269

Television stations!
On VHF channels

Commercial 6 97 228 408 461 491

Noncommercial — —_ 1 22 44 61
On UHF channels

Commercial — — 121 84 84 107

Noncommercial —_ — 1 5 18 44

1 Number of stations in each case includes those licensed and
on the air plus those operating with construction permits.

Figures supplied by the Office of Reports and Information
of the Federal Communications Commission.

New television stations. By 1952, television was established as
potentially a very profitable type of business enterprise; conse-
quently when the Commission’s freeze ended, there was a rush
to secure authorizations for new stations, especially in larger
cities in which VHF channels were still available. Within a
month of the date on which the freeze was ended, no less than
521 applications for new stations had been filed with the Federal
Communications Commission, with many applicants competing
for the same channel in most of the larger communities. By the
end of the year, 17 new stations, including UHF stations,
had gone on the air. By January 1954, there were 356 com-
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mercial television stations in operation, and almost 300 others
had been authorized.> Expansion was less rapid thereafter, since
the more desirable VHF channels in larger cities were already
taken. However, by the beginning of 1960 there were 525 com-
mercial television stations on the air, and by January 1966 a
total of 598 stations, 107 of which were operating on UHF
channels.

Both revenues and net profits of television networks and sta-
tions increased tremendously in the years following 1952. In
1936, television revenues from sale of time and from other
sources totaled $897 million, as compared with the $324 million
received by networks and stations in 1952, only four years earlier.
Profits earned in 1956 were approximately $190 million, before
federal taxes. For the year 1960, the television industry’s total
revenues had risen to $1.27 billion, and profits were approaching
the $250 million figure. By 1964, industry revenues had increased
still further; reports of the Federal Communications Commission
showed network and station revenues for that year of almost
$1.8 billion, and total operating profits had skyrocketed to more
than $415 million.

Not all television stations shared in the industry’s growing
prosperity. Nearly all of the stations that had gone on the air
before 1952 showed consistently high earnings; all were VHF
stations, and with few exceptions they occupied the choice, large-
city locations. But a considerable number of the newer stations
found conditions less favorable. Some had gone on the air in
large cities as fourth or fifth stations, too late to secure network
affiliations—with only three national networks after 1955, only
three outlets in any one community could be network affiliates.
Others were located in very small markets in which the adver-
tising potential was limited, a few of them in small cities with
populations of no more than 30,000 or 40,000. Especially acute
was the problem of the new UHF stations. Many had been
constructed in small, one-station markets; others were usually
forced to compete with VHF stations located in the same com-

5 At the beginning of 1954 there were also two noncommercial edu-
cational stations on the air; one of the two, however, discontinued opera-
tion before the end of the year, and surrendered its license to the Com-
munications Commission.
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munities, and the relatively limited coverage of UIIF outlets
combined with the fact that only a small proportion of television
receiving sets before 1964 had UIIF tuning placed the UHF
stations at a serious disadvantage. In fact, of the approximately
190 UIHIF commercial television stations that had gone on the
air between 1952 and 1964, only about half were still in opera-
tion in January 1965. So even the usually profitable business
of operating a television station has not always proved profitable;
some stations have extremely high rates of earnings, but a
considerable number of others have had financial problems.

Network developments. For the first few years after 1952, tele-
vision stations received program service from four networks:
ABC, CBS, NBC, and DuMont. But the DuMont network—and
to a lesser extent the American Broadcasting Company—ecncoun-
tered problems. During the carly and middle 1950s only a half-
dozen cities had more than three stations; many important
markets had only two. The result was that NBC and CBS “cap-
tured” the most desirable stations, leaving ABC with few primary
affiliates except in three-station markets; DuMont was placed
in an even weaker position. Since DuMont had never been able
to offer many sponsored programs (and none of the big, out-
standing “audience-pleasers” other networks were providing), Du-
Mont was never able to secure more than a few stations that
were willing to carry its commercial schedule. Naturally, lack
of stations made it difficult for DuMont to find advertisers will-
ing to sponsor the programs the network could present. During
the winter of 1953-54, DuMont was scheduling hardly more
than a dozen sponsored programs a week; a year later, the
number had dropped to only three or four. So after the spring
of 1955, the DuMont company gave up its network activities
entirely, leaving only three television networks in the field.

In 1953, the competitive position of the American Broad-
casting Company’s network was improved when the company
merged with United Paramount Theaters, providing a much-
needed increase in operating funds. But even since 1953, the
ABC network has been at a disadvantage in lining up primary
affiliates, although the steady increase in the number of major
cities with three or more commercial stations has allowed ABC
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to secure stations in most of the country’s important markets.
In recent years ABC'’s position has been further improved by
the popularity of programs included in its evening schedules.
During the autumn of 1964, the ABC network for the first time
caught up with its rivals in the average number of homes tuned
to its evening programs each week, and although charges for
time are still considerably lower than those of the other two
chains (as a result of its smaller number of affiliates ), the Ameri-
can Broadcasting Company has won a solid position as a national
television network,

Further to strengthen the financial position of the American
Broadcasting Company, arrangements were completed in the
autumn of 1965 for a merger of ABC-Paramount Theaters with
the International Telephone & Telegraph Corporation, a $2 billion
concern, subject of course to approval by both the Federal Com-
munications Commission and the Securities and Exchange Com-
mission of the federal government.

Color television. The development of color television has been
the occasion for another type of network rivalry. During the
period of the television freeze, the Federal Communications
Commission asked manufacturers of television equipment to
demonstrate the color systems they had developed. In 1950,
the FCC gave official approval to the system proposed by the Co-
lumbia Broadcasting network, involving the use of a revolving
color-disk both on cameras and on receiving sets. Unfortunately,
the CBS system was not “compatible”—programs broadcast in
color could not be received at all on black-and-white receiving
sets. As a result, equipment manufacturers made no attempt
to produce receiving sets using the CBS color system, and in
the autumn of 1951 CBS gave up its efforts to secure industry
and public acceptance of its color technique. The Radio Cor-
poration of America, meanwhile, had continued to work on its
own color system—one using electronic scanning and producing
color programs which could be received in color on special
color sets or in black and white on ordinary receiving sets. In
1953, the Federal Communications Commission gave official ap-
proval to the RCA method of providing color, and in November
of that year the National Broadcasting Company—a company
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owned entirely by RCA—fed an experimental program in color
from New York to the West Coast. Since 1954, NBC has provided
a substantial number of color programs each weck, both “spe-
cials” and programs carried on a regular series basis. During the
season of 1964—65, the network was making an average of from
35 to 40 hours of color programming available to listeners each
week and during the autumn was even broadcasting football
games in color.

But the season 1965-66 was the one which marked the
real breakthrough in the use of color by networks. Encouraged
by the presence of color sets by early 1965 in nearly 3,000,000
American homes and by research reports showing that ratings
of color programs were 80 per cent higher in homes with color
sets than in black-and-white-set homes, the National Broadcast-
ing Company announced in the summer of 1965 that all but
two of the programs on its evening schedule, as well as a ma-
jority of its daytime offerings, would be presented in color. The
other two networks, which had made little use of color in earlier
years, were forced to follow the NBC lead; CBS in the autumn
of 1965 was presenting nearly half of the programs on its eve-
ning schedule in color, and ABC used color for a little more
than a third of its evening offerings.

Television Network Programs after 1952

No entirely new program forms have appeared on network
television since 1952. However, some partially new patterns have
been introduced that were not previously used on network radio.
One was the “talk variety” form, combining rather lengthy in-
terviews or talk features with variety materials, introduced in
1952 and used on NBC’s Today and Tonight shows. Others were
“live actuality” broadcasts and filmed documentaries carried on
a series basis: NBC’s Sunday afternoon Wide, Wide World
program, introduced in 1955, and the CBS Twentieth Century,
appearing two years later, were the earliest representatives of
these types. Another form new at least from the standpoint of
emphasis was what might be called “satire variety”; the one
example was the series That Was the Week That Was, a net-
work feature for two seasons starting in 1963. In addition, a
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modification of the adventure drama form was borrowed from
radio and first introduced on television network schedules in
the autumn of 1955: the “adult” Western, usually dealing more
with human problems than with adventure as such.

Major program trends. As might be expected, many important
changes have taken place in the extent of use of programs of
different types on network schedules; Table 6 gives an idea of
the nature of the changes that have taken place in network
programming. As shown by the table, nondramatic children’s
programs, sports broadcasts, and sponsored talk programs have
disappeared entirely from evening schedules; anthology drama
has been largely replaced by general dramatic programs of the
Ben Casey type, using the same leading characters in each
broadcast. Crime-detective programs and adult Westerns reached
a high point of popularity around 1969; since that year, the
number carried on network schedules has been considerably re-
duced. Major gains since 1960 have been registered by general
drama (already mentioned), variety programs, “talk” variety—
as representcd by NBC’s Tonight show and its ABC counterpart
in 1964 and 1965, After Dark—and motion picture feature flms,
now a regular part of network evening schedules. Time devoted
to news has also increased, with two of the national networks
expanding their early evening news broadcasts to 30 minutes.
Quiz shows, panel shows, and audience participation programs
have shown a consistent drop in evening use since 1955, although
continuing as popular features on daytime schedules.

One major change in television network programming not
shown in the table is the extent of the trend toward longer
programs. In January 1955, the four networks then operating
broadcast a total of 129 sponsored programs per week between
7:30 and 11:00 p.M.; aside from sports broadcasts, 14 of these
programs were 60 minutes in length, 88 were half-hour programs,
and 22, including news broadcasts, were only 15 minutes in
length. Ten years later, the three national networks scheduled
three two-hour programs each week—all motion picture feature
film presentations—one 90-minute \Western, 49 hour-long pro-
grams, and 45 programs (most of them situation comedies) 30
minutes in length. Between 7:30 and 11:00 at night, 15-minute
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TABLE 6

QUARTER HOURS PER WEEK OF SPONSORED PROGRAMS
OF MAJOR TYPES ON SCHEDULES OF TELEVISION NET-
WORKS

January January January January
1950 1955 1960 1965

Evenings, after 6 p.m.

Variety programs 38 48 20 42
“Talk™” variety — — 30 64
Musical variety, light music 19 14 22 22
Anthology drama 26 56 32 4
Other general drama 4 6 2 24
Crime-detective-mystery drama 12 24 46 28
Action-adventure drama 2 6 20 20
Adult Western drama —_ —_ 66 22
Situation comedy 6 56 34 66
Theatrical feature films — — - 24
Quiz, panel, or game shows 25 42 26 10
News broadcasts 1" 24 1" 26
Talks, forum discussions 7 7 — —
Documentaries, informative drama — 6 10 8
Piay-by-play sports broadcasts 21 22 8 —
Children’s programs, cartoons 24 19 6 10

Total quarter hours 195 329 333 370

Daytime, Monday through Friday

Daytime variety or music — 70 20 10
“Talk” variety — 80 40 40
General drama —_ — 20 10
Women’s daytime serials — 85 90 90
Reruns, filmed evening programs — — 70 100
Game shows, panels, human interest 10 80 120 120
News, 15 minutes or longer —_ —_ — 10
Talks, miscellaneous 50 25 —_ —
Children’s programs 10 35 25 20

Total quarter hours 70 375 385 400

Figures for 1955, 1960 and 1965 based on sponsored pro-
grams listed in national Nielsen Television Index for months
indicated: those for 1950 on sponsored programs listed
in New York TV Nielsen-Ratings for January 1950.
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programs had disappeared entirely from network schedules. The
trend toward longer programs was undoubtedly related to the
decline in sponsorship of programs by a single advertiser and
the increasing use of multiple-sponsored or “participating” pro-
grams.

A second major trend in network programming since 1952
has been the increasing use of programs produced on film, as
compared with “live” presentations. Particularly has this been
true in the case of evening dramatic programs. Of the approxi-
mately 60 sponsored dramatic programs carried on evening net-
work schedules in January 1952 only 18 were filmed programs,
most of them of the action-adventure type that could not
readily be produced in television studios. By 1960, practically
all evening dramatic programs were on film. In addition, in
recent years many of television’s variety and musical offerings
have been filmed presentations; the remainder, along with day-
time serials and many network “game shows” and audience
participation programs, have been presented by means of video-
tape recording. The extent of the trend away from “live” produc-
tion is indicated by figures quoted in Broadcasting Yearbook
for 1966: during the 1954-55 season, 85 per cent of all network
hours were used to present “live” programs; by the spring of
1965, “live” presentations accounted for only 24 per cent of the
networks’ weekly schedules, with the remaining time divided
equally between filmed programs and those recorded on video-
tape.

Other programming features. Four other features of network tele-
vision programming since 1952 deserve special mention. One is
the rise and fall of “big-money” quiz programs over the period
between 1955 and 1958. Programs like the $64,000 Question
achieved tremendous popularity during their first two years on
network schedules, but audiences decreased rapidly, and pro-
grams of that type disappeared from the air after the discovery
in the summer of 1958 that contests on some of the programs
had been “rigged” in advance. A second feature has been the
increased use of special programs. In 1954, NBC broadcast the
first of a long series of color “spectaculars”—a one-time musical
comedy, Satins and Spurs, starring Betty Hutton. For the next
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few years, both NBC and CBS broadcast elaborate “spectacular”
entertainment programs on a regularly scheduled basis. Since
1957, such “spectaculars” have been dropped from regular
schedules; however, each of the national networks has made
frequent use of one-time entertainment “specials” featuring the
top stars of Broadway, Hollywood, and network television. In
addition, networks have made extensive use of documentary
programs; during the winter of 1961-62, five or six documenta-
ries were presented in evening hours each week on a regularly
scheduled basis. Since 1962, the trend has been away from the
presentation of such programs in regular once-a-week series;
however, the national television networks have usually managed
to schedule a hundred or more documentary programs each
year, in most cases as one-time “special” programs.

A third important trend in network television programming
has been the increased use of theatrical feature films in evening
schedules. The trend started in the autumn of 1961 when NBC
inaugurated a weekly Saturday Night at the Movies program;
in 1962 ABC followed suit with a Sunday-evening program. By
196566, feature films were being scheduled on four evenings a
week, and network companies were paying rental fees of from
$500,000 to $750,000 per picture for the features presented. To
insure a supply of first-run films for its programs, CBS in De-
cember 1965 arranged with Warer Brothers to finance produc-
tion of ten new theatrical features each year, budgeted at from
a million dollars to $1.5 million per picture; the films so produced
were to be shown in motion picture theaters as well as on the
network’s programs.

A fourth conspicuous feature of network programming in
recent years has been the tremendous increase in the broad-
casting of sports events on Saturday and Sunday afternoons.
Boxing and wrestling, popular as evening offerings in the early
days of network television, have disappeared entirely as network
features; indeed, no regular broadcasts of sports events have
been included in recent evening schedules. But each of the
television networks has filled several hours of Saturday or Sun-
day afternoon time each week with broadcasts of major-league
baseball, of college or professional football games, and of
professional golf and bowling tournaments, with a variety of
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minor sports ranging from curling to European sports car “rallies”
thrown in for good measure.

Local Station Programming

The types of programs provided by individual television
stations have reflected the changes in the availability of network
and syndicated programs. Around 1950 or 1952, networks offered
their affiliates a reasonably full schedule of sponsored evening
programs but only a limited number of sponsored daytime shows.
Stations as a result had to depend on local live programs and
syndicated materials to fill half or more of their total broad-
casting hours. But by the middle 1950s, network offerings had
substantially increased; on weekdays during the winter of 1962—
63, NBC was providing its affiliates nearly 13 hours of sponsored
programs a day, CBS nearly twelve hours, and ABC approxi-
mately nine hours. Until 1958 or 1960, the supply of syndicated
materials available to stations also increased; in recent years,
however, few new filmed television series have been produced
for syndication, and the backlog of theatrical feature films avail-
able for first-run showing by stations is rapidly becoming ex-
hausted.

Surveys of station programming published in Broadcasting
Yearbook for 1966 suggest the extent of changes that have taken
place in the materials included in station schedules. In December
1953, network-affiliated stations were on the air for an average
of 80 hours a week; of this total, 39 hours represented network
programs, 14 hours were devoted to showings of theatrical feature
films, 9 hours were used for other syndicated filmed materials,
and stations produced nearly 17 hours a week of local live
programs. In June 1960, average broadcasting hours had in-
creased to 108 each week, of which 68 hours were used to
present network programs. Use of syndicated filmed or taped
programs had also increased to 28 hours a week; only 12 hours
a week represented local programming. In June 1965, average
hours on the air had increased to 119 each week, with 75 hours
of network programming included in the schedule. Syndicated
materials represented some 29 hours a week and an average
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of between 15 and 16 hours a week were devoted to programs
produced locally.

So television stations in 1965 were still supplying approxi-
mately the same number of hours of local programming each
week as during 1953 or 1954. And for the most part, there
has been little change in recent years in the types of local
programs provided. Nearly every station schedules at least two
local news programs a day, Monday through Friday; many have
increased the length of at least one daily news program to 30
minutes. Weather information is still important, and most stations
offer separate sports news summaries once or twice a day. Some
stations have farm information programs, usually scheduled be-
fore eight o'clock in the morning; a much larger number present
daily “women’s interest” local programs, although the “kitchen”
programs of earlier years are no longer extensively used. Nearly
all stations devote from 30 minutes to an hour of time a day
to programs intended for younger children; clowns and puppets
are still widely used, and many of the children’s programs in-
clude short filmed cartoon features or other short filmed subjects.
In recent years, a considerable number of stations have experi-
mented with “live” locally produced daytime variety shows on
a daily or weekly basis; a few others carry local ad-lib dramatic
courtroom programs; a somewhat larger number carry programs
featuring interviews with local people or with important visitors
to the community. But the expansion in network programming,
together with the fact that a considerable amount of syndicated
material is available, has resulted in a reduction in the propor-
tion of time, although not in the actual number of hours per
week, devoted to local live programs on television.
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THE BUSINESS OF
BROADCASTING

Under the system of private ownership and
operation of broadcasting stations that exists in
the United States, broadcasting is a business
undertaking. The licensee of a broadcasting sta-
tion is a businessman. Like other businessmen,
he naturally hopes to make a profit on his broad-
casting operations; in any case, he must at least
break even financially to stay in business. If
radio or television stations fail to earn enough
money to meet their expenses, sooner or later
they will be forced to go off the air.

The business character of broadcasting is
somewhat unusual in our economic society. Un-
like other business enterprises, the broadcasting
station “gives away” its primary product—pro-
grams—to be “consumed” by listeners who pay
nothing whatever to the station for the privilege
of listening to or watching the programs pre-
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sented. The listener, as a result, is not really the broadcaster’s
“customer” at all, nor are broadcast programs the major com-
modity the station has for sale.

RADIO AND TELEVISION ADVERTISING

Advertising is the lifeblood of broadcasting. From adver-
tising come practically all of the revenues needed to operate
stations and networks and to pay the costs of programs that
stations put on the air. The broadcaster’s real customer is not
the listener, but the advertiser who wishes to bring his wares
to the attention of the public; the only commodity the broad-
caster has to sell is time—time in the station’s daily schedule.
The advertiser merely buys the use of a station’s or a network’s
facilities for specified periods of time, and uses the time he
buys to bring his advertising message to the attention of listeners.
Sometimes he buys sufficient time to present an entire program;
more often, he buys only time enough for an advertising an-
nouncement one minute or less in length.

But a station’s time is valueless unless that station has
listeners. So the station presents programs to attract a listening
audience. For practical purposes it might be said that the broad-
caster is engaged in two separate enterprises: one, providing
a free program service for the benefit of the nonpaying public,
and the other, selling time in his schedule to advertisers to pay
for this free service. Since each of these enterprises involves
somewhat different procedures, it seems appropriate to examine
them separately, looking first at the ways in which advertising
is handled on radio or television.

Types of Broadcast Advertising

Some of the advertisers who buy time on networks or
stations are big concerns, with products marketed in every part
of the United States. Others are small, with operations limited
to a single community. On the basis of the size of the area to
be reached and the manner in which advertising time is pur-
chased, broadcast advertising falls into three general classifica-
tions, all referred to in earlier chapters. First we have network
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advertising—advertising carried over the facilities of a network
made up of a number of different stations linked together for
the simultaneous broadcasting of the same program in a number
of different communities. The second type of broadcast adver-
tising is that known as national (or regional) spot advertising—
that placed by a single advertiser on stations in a number of
different markets, but not using network facilities. The advertiser
using “national spot” may buy time for complete programs on
the stations used or merely for the presentation of spot announce-
ments. The term “spot” advertising comes from the fact that
the advertiser selects the markets to be reached and the stations
he wants to use, and so is able to “spot” his advertising in
the particular areas where he thinks it will do the most good.
Network and national spot advertisers are necessarily those big
concerns whose products are distributed on a national or a
regional basis. The small Main Street merchant who sells only
to customers in a single city buys time only on his home town
station; the advertising carried in his behalf falls into the third
category, that of local advertising.

Local advertising is highly important in the radio broad-
casting industry. In 1964, of a total of $764 million spent by
advertisers for radio time, 64 per cent or nearly $489 million
represented expenditures by local advertisers, as compared with
30 per cent spent by national spot advertisers and only 6 per
cent spent for network advertising. However, a different situation
exists in television. Advertisers spent approximately $1,549,000,000
in 1964 for time on television networks and stations—double
the amount which went for radio time—and of this total only 19
per cent came from local advertisers. Network advertising ac-
counted for 36 per cent of all sales of television time, and the
remaining 45 per cent represented expenditures for national spot
advertising,

Types of Program Sponsorship

Advertising time on radio and television may be purchased
in units of varying length. Stations commonly divide the time
they offer for sale into two classifications: program time, in units
of five minutes or more, permitting the presentation of a com-
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plete program, and announcement time, in units of two minutes
or less—usually no more than a single minute—suitable for the
presentation of a commercial message.

An advertiser who buys program time and presents an
entire program is said to “sponsor” that program. Three forms
of sponsorship are in fairly common use today:

Regular or single sponsorship—in which a single advertiser
pays the entire cost of presenting a program or a program
series.

Dual or alternating-week sponsorship '—in which two dif-
ferent advertisers share the costs of a program series, usually
with one paying the costs of presenting the program one
week and the other assuming the costs the following week.
Participating sponsorship—in which a number of different
advertisers “participate” in the sponsorship of a single pro-
gram, the program including a separate commercial mes-
sage for each of the advertisers involved.

In regular or dual sponsorship the advertiser pays the cost
of producing the program, as well as buying the time the pro-
gram occupies on the station or the network schedule. In both
forms the advertiser is closely identified with the program he
sponsors. Participating sponsorship, in a technical sense, is not
really “sponsorship” at all; the advertiser does not pay the costs
of producing the program, but merely buys time for the presen-
tation of one of the commercial announcements within the pro-
gram. Program production costs, as noted earlier, are paid by
the station or network on which the program is carried.

During recent years there has been a decided trend away
from single sponsorship of programs. In the days before televi-
sion, practically all radio network programs were presented on
a single-sponsorship basis; the same was true on network tele-
vision during the early 1950s. But rising costs of programs and
increased charges for network time have produced tremendous

! Sometimes termed “split” sponsorship. There are many variations
of such “shared-sponsorship” arrangements. The “alternating-week” form
has been most prevalent in network television. A popular form in local
radio and television is alternate-day sponsorship of five-or-six-days-a-week
series such as newscasts, weather, and sports.
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changes in patterns of sponsorship of television programs. Table
7 suggests the extent of these changes in evening network sched-

TABLE 7

EVENING TELEVISION NETWORK PROGRAMS WITH DIF-
FERENT TYPES OF SPONSORSHIP DURING THREE SE-
LECTED SEASONS!

Season Season Season
1951-52 1957-58 1963-64

Pgms Total Pgms Total Pgms Total

[YEsiclisponsestip pr wk hours pr wk hours pr wk hours

Single sponsorship 81 46.0 51 29.0 8 5.5
Dual or alternating 6 4.0 45 23.0 25 13.0
Participating programs 6 5.5 9 8.5 42 43.0

10Only programs 30 minutes or more in length are included,
and only those broadcast every week between hours of 7:30 and
11:00 P.M,

Figures compiled from network schedules in Broadcasting
and Sponsor magazines.

ules. One reason for the decreased use of single sponsorship
is obvious; in 195152, production costs of evening network pro-
grams averaged only about $28,000 for each hour of program-
ming; in 1957-58 the figure was $70,000; in 1963-64 it had risen
to nearly $120,000; and in 1965-66 costs per hour were nearly
$137,000. Charges for network time had increased in proportion.
In 1951-52 the one-time rate for a 60-minute evening period
on the NBC network of 62 stations was a little less than $50,000;
in 1965-66 the charge for an hour’s time on NBC'’s full 201-
station network had jumped to more than $145,000. With costs
of program sponsorship so tremendously increased, only a few
network advertisers can afford to carry the full load of presenting
a network program, week after week; multiple sponsorship has
been the only feasible method of dealing with the problem.
Almost all daytime network programs on television are
also handled on a multiple-sponsorship basis. And trends in
sponsorship on individual television stations have followed the
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same patterns as those on national networks. In radio, of course,
participating sponsorship and participation programs were widely
used even before the advent of television; aside from news
broadcasts and occasional short features, few programs on radio
stations today are sponsored by single advertisers.

Spot Announcements

The second category of time sales on radio and television
involves the sale of periods of a minute or less for presentation
of spot announcements. Originally, “spot announcements” re-
ferred to the commercial messages scheduled in station-break
periods between programs; announcements within programs were
simply “commercials” if the program was sponsored, or “partici-
pating announcements” if messages for several sponsors were
included in the same program. In recent years, however, such
distinctions are rarely made; a “spot” or “spot announcement”
today may refer to any announcement sold independently of
a program, whether inserted in a multiple-sponsorship program
or in the “break” between programs.

Spot announcements come in a variety of shapes and sizes.
On radio, those for local advertisers are usually “live” announce-
ments read by a station announcer. National spot advertisers
usually provide their spot announcements to stations in the form
of “ETs —electrical transcriptions, on disks—or recorded on audio
tape. On television stations, spots for local advertisers may be
presented “live” with the announcer on camera, or with the
announcer unseen while pictures or printed words are thrown
on the television screen. Some of the more important local ad-
vertisers have their commercial messages produced on film. Spot
announcements used in national spot advertising campaigns are
almost always produced on film, as are the great majority of
the announcements used in television network programs. Most
radio spots are 60 seconds—110 to 120 words—in length; how-
ever, much shorter announcements are sometimes used in con-
nection with time signals or brief weather reports. Television
announcements come in lengths ranging from ten seconds up
to one minute; occasionally longer announcements are used, par-
ticularly on single-sponsored network programs. In recent years
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there has been widespread use of “piggyback” commercials—
the inclusion in a one-minute filmed announcement of two seg-
ments, each advertising a different product produced by the
same company. A popular form of television advertising used
largely by local advertisers is the eight-second “ID” or station
identification commercial; visual commercial material shares the
screen with station call letters or the station’s channel number.
Sometimes spoken material is also included.

Radio and television stations are required by FCC regula-
tions to give station identification announcements at regular inter-
vals. To allow enough time for these identifications, the practice
developed in the early days of network radio of shortening each
network program by 30 seconds. Since the identification itself
could be given in only a few seconds, this made time available
for the inclusion, at each “chain break” or “station break,” of
a short spot announcement. All programs on television are simi-
larly shortened, whether network presentations, filmed syndicated
programs, or programs produced locally; the “station breaks”
between programs are used to present spot announcements as
well as station identifications. At certain times during the day
and evening, television networks make 70-second “breaks” be-
tween programs, so that the affiliated station can insert a full-
length 60-second spot as well as the usual 8-second ID announce-
ment in the “break” period. Usually, however, the “break”
between network television programs is either 30 seconds or
40 seconds in length; as a result, “station break” announcements
are usually of the 10-second, 20-second, or 30-second types,
depending on the number inserted in the “station break” period.

But both on radio stations and on television, the greatest
use of spot announcements is within participating programs, and
in these programs the 60-second commercial announcement is
nearly always used. Aside from newscasts, almost all of the
commercial programs on radio stations are of the participating-
sponsorship type. Television stations offer many local or syndi-
cated programs of types especially well adapted to the inclusion
of participating announcements—homemakers’ programs, chil-
dren’s programs, presentations of theatrical feature films, and
broadcasts of sports events. These, like many of the longer va-
riety and dramatic programs on network television schedules,
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are often referred to as “spot vehicles” or “spot carriers,” since
they are so well suited to the inclusion of spot announcements
for a number of different advertisers.

No recent figures are available as to the proportion of
total station revenues that come from the sale of spot announce-
ments, and the amount derived from sale of program time.
However, the Television Bureau of Advertising estimates that
during the year 1961, nearly seven-eighths of all money spent
for national spot advertising on television went for the purchase
of spot announcement time. Only a small fraction of this total—
possibly 11 per cent—represented expenditures for chain-break
commercials. The remainder was spent for one-minute announce-
ments placed in local participating programs. In local television
advertising, as opposed to national spot, a somewhat larger
proportion of money spent goes for sponsorship of complete
programs; chain-break announcements are also more popular with
local than with national advertisers. Television networks find
sale of spot announcements their major source of revenue, since
participating programs or “spot carriers” fill at least 80 per cent
of the networks’ evening schedules and from 90 to 95 per cent
of all network daytime hours.

The Natlonal Advertiser

Although it is estimated that at least 13,000 business con-
cerns market their products on a national or regional scale, not
all of these companies engage in large-scale advertising. In 1961,
approximately 400 companies bought time on national television
networks; about one hundred of these concerns accounted for
four-fifths of all expenditures for network advertising. In the
same year, however, nearly 4,000 different companies engaged
in national spot advertising on television, although not more
than 1,500 of them spent as much as $20,000 each for television
time. Two-thirds of all of the money spent for network television
advertising goes for programs or announcements scheduled dur-
ing evening hours. In national spot advertising, on the other
hand, more than half of all expenditures go for advertising car-
ried during the daytime.

Most of the money spent by national advertisers is used
to promote the sale of low-cost, mass-consumption types of
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goods. The Television Bureau of Advertising reports that in
1962 more than $300 million was spent for network or national
spot television advertising by producers of foods and grocery
products; another $190 million went for the advertising of cos-
metics and toilet preparations. Next in importance came drugs,
tobaccos, and laundry products. Since many companies produce
and market a wide variety of products, all of which must be
brought to the attention of the public by advertising, a few
major corporations spend fantastic amounts of money for tele-
vision advertising each year. Procter & Gamble, the largest buyer
of television time, spent nearly $150 million for television time
in 1964 to promote the sale of more than 350 different brand
items, from soaps and cleaning preparations to cake mixes and
peanut butter.

Every national advertiser has a different marketing prob-
lem; he attempts to use broadcasting in the way best suited
to his special needs and objectives. He is concerned with the
problem of geographical coverage, to see that his advertising
reaches every major community in which his product is offered
for sale. Obviously the use of network time has many advantages.
The advertiser is assured of full national coverage with a mini-
mum of effort. On the other hand, if his product is not distrib-
uted equally throughout all sections of the country, the advertiser
may find national spot advertising more satisfactory, although
the problem of buying time on a large number of individual
stations is much more complicated than that of buying a seg-
ment of time on a national network. The advertiser must decide
which markets he wishes to reach, which station or stations
to use in each market, and how much money he should spend
on advertising on each of the stations selected.

Even when network advertising is used, there are a va-
riety of factors to be considered. In 1965 or 1966, single sponsor-
ship of an evening 30-minute television program on NBC or
CBS would cost the advertiser approximately $140,000 a week
—about $65,000 for production costs for the program, and slightly
less than $75,000 for network time, after allowance for the
usual discounts. On ABC, the weekly cost would be somewhat
less, since that network could offer fewer stations. In a half-hour
program, the advertiser would be allowed three minutes of time
for commercial announcements; consequently, the cost would
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be in the neighborhood of $45,000 for each commercial minute.
During the same season, the rate for insertion of a one-minute
spot in an evening participating program would be somewhere
between $35,000 and $60,000, depending on the popularity of
the program; Sponsor magazine estimated the average cost of
participating spots at between $40,000 and $42,000.2 So the
advertiser would have to decide whether to sponsor his own
program, or to spend his money for announcements in network
participating programs. Naturally, much would depend on what
program or programs might be available for sponsorship, and
in what participating programs spot announcement time was
available for purchase. But whether he would finally decide to
sponsor a separate program, to buy participations in a network
program, or to use national spot advertising, the national ad-
vertiser who uses television must continually make decisions as
to how best to spend his money.

The Local Advertiser

The owner of a business concern that serves only a single
community does his radio or television advertising on a local
basis. It is impossible to make more than a rough estimate
of the number of local business establishments that buy local
advertising time on radio or television each year, but the number
must be close to half a million, scattered in markets throughout
the United States. Some are regular, year-round advertisers; many
others use the broadcasting media only during certain seasons
of the year. Although some department stores and local drug
or grocery chains spend substantial amounts of money for radio
and television advertising, most local advertisers operate with
decidedly limited budgets, especially as compared with those
of companies that sell their products on a national scale.

But although the amount of money involved is relatively
small, the local retail merchant must make the same basic de-

2 Jllustrating the variation in amounts charged for spot announce-
ments in network programs, CBS during the autumn of 1965 received
$60,000 each for one-minute spots in its Sunday afternoon broadcasts of
National Football League football games; however, spots of the same
length in pregame shows were sold for $27,500 each. One-minute an-
nouncements in the broadcast of the NFL championship game at the end
of the season brought $110,000 each.
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cisions as the national advertiser in his efforts to get the maxi-
mum results for the money he has to spend. He may sponsor
a program or buy spot announcements; he may buy time on
television or on radio; he may use two or three stations in his
market or spend his money for time on a single station; he
may spread his advertising budget fairly evenly over a 52-week
period or concentrate his expenditures for station time during
the month or two of each year offering the greatest sales po-
tential for his products. He must also decide how much of his
total budget should go for broadcast advertising and how much
should be spent on billboards or direct mail or for space in the
local newspaper. In one respect, of course, the local advertiser
has a tremendous advantage over the concern that operates on
a national scale: he has a first-hand acquaintance with the local
market and a much more intimate knowledge of the relative
values of the stations that serve the market, and as a result is
usually able to plan his advertising more intelligently than the
larger company located in a city a thousand miles away.

Many retailers, too, benefit from dealer cooperative ® ad-
vertising allowances offered by national manufacturers of the
brands the retailers handle. It has been estimated that as much
as one-fifth of all local advertising on radio and television in-
volves some dealer “co-op” plan under which a national manu-
facturer or a regional distributor pays a part of the cost of the
time used by the retailer on the local station. A major reason
for the widespread use of the dealer cooperative device is that
most radio stations and almost all television stations charge a
considerably higher rate for national spot advertising than the
amount charged for an equal amount of time used by a local
advertiser. Consequently, the national manufacturer of Brand X
can secure the same advertising benefits at a considerably lower
cost if station time to advertise Brand X is purchased by the
local merchant who distributes the product instead of being

3 Not to be confused with network “cooperative” or “co-op” adver-
tising, in which network-produced programs are fed to affiliates over net-
work lines with the express understanding that each affiliate is permitted
to sell the program to a local advertiser, and to insert that local sponsor’s
advertising message in the program as it is broadcast locally. Each station
that sells the program to a local sponsor is expected to pay the network
a small amount to help pay the program’s production costs; this charge is,
of course, passed on by the station to the local sponsor of the program.
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bought by the manufacturer himself as part of a national ad-
vertising campaign. Use of dealer “co-op” advertising also has
the advantage of tying in local advertising efforts with national
campaigns and of stimulating local retailers to do more adver-
tising of the goods they have for sale than might otherwise be
done. On the other hand, dealer “co-op” advertising has the
disadvantage of being available to the local merchant only if
he advertises in a certain way at a certain specified time, in
most cases using advertising copy supplied by the manutacturer.
Major users of co-op plans in television are manufacturers of
automobiles and of home furnishings and appliances, but co-op
arrangements are common to nearly every type of manufacturer
of brand name merchandise.

The Machinery of Sales of Time

Every spot announcement or sponsored program, whether
it is presented in behalf of a local advertiser, a national spot
advertiser, or an advertiser using a national network, comes
ultimately to the local television or radio station to be put on
the air. The process of getting that spot or that program to
the station follows one of four distinct routes, as indicated in
Figure 1. Local time sales may be handled directly by the local
advertiser and the station with no intermediaries involved; a
member of the station’s sales staff calls on the advertiser and
sells him the time. Or, sometimes the local advertiser is a larger
concern employing a local advertising agency to buy newspaper
space or broadcasting time; in that case, the sale of time is
handled through the advertising agency.

But the buying of national spot or network time is a more
complex affair, involving many stations in a number of different
cities. Almost all national advertisers employ large national ad-
vertising agencies to look after their advertising interests. Sta-
tions, of course, are not usually able to have their own sales
employees call on national advertisers or agencies located in
cities from coast to coast, and so each station employs the serv-
ices of a national station-representative concern* to act as its

+ Functions performed by advertising agencies and station represent-
ative companies are explained in greater detail later in this chapter.
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sales representative in selling time to national advertisers plan-
ning national spot advertising campaigns. So in national spot
advertising, two intermediary organizations are used: an adver-
tising agency representing the advertiser, and a station-repre-
sentative company working on behalf of the station. If the
advertiser buys network time, the advertising agency deals with

focal b
advertiser station
—
tocal l 9 b
advertiser l agency station
spot 9 station b
advertiser agency representative station
= —
e  |___..|  |broadcasting | ___ | broadcast
advertiser agency network station
L —

Figure 1. The four processes followed in the purchase of broadcast time.

the network organization, and the network in turn reserves the
necessary time on stations affiliated with the network. No station-
representative concern is involved, but there are still two in-
termediaries between the advertiser and the station that carries
the advertising message.

Selection of commercial programs. Of course, the sale of time
does not complete the process of putting advertising on the
air. When a program is sponsored, the advertiser pays the cost
of station or network time; in addition, he also pays the costs
of producing the sponsored program. In local advertising or
national spot advertising, any locally produced, sponsored pro-
gram is usually planned and developed by the station itself;
the station handles production, and the sponsor pays the bills
in addition to paying the costs of station time. In most cases,
syndicated filmed programs carried on television stations are
selected and contracted for by the station’s program director;
then the station’s sales staff tries to find an advertiser to sponsor
the program and pay costs of renting the film as well as the
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cost of station time. When a local participating program is of-
fered, whether a disk-jockey program on radio or a feature film
series on television, the station selects or produces the program
and pays all program costs; however, the rates charged for spot
announcements are set at a level high enough to cover both
costs of presenting the program and costs of station time, as-
suming that all or most of the available “participations” or spots
in the program are sold to advertisers.

Network television programs are handled in much the same
way as local commercial programs. The advertiser sometimes
selects the program he wishes to sponsor from those offered for
his approval by a network or by independent program-produc-
tion agencies, pays a stipulated weekly amount to cover produc-
tion costs, and merely buys time from the network company
to put the program on the air. More often the network company
makes the selection, or itself produces the program, and then
tries to find an advertiser to sponsor the program and pay its
production costs each week as well as the network’s charges
for time. The network participating programs or “spot carriers,”
which fill perhaps 80 per cent of every television network’s eve-
ning schedules—as well as practically all of its daytime hours on
weekdays—are always produced or selected by the network it-
self, and as in the case of local participating programs, production
costs are borne by the network.

Commercial announcements. One other element in broadcast ad-
vertising remains to be considered—the commercial announce-
ment that carries the advertising message. In smaller commu-
nities, announcements for local advertisers are often written,
without extra charge, by continuity departments of the stations
over which the announcements are to be broadcast. This is
especially true in the case of radio, where copy for the local
merchant is read over the air by one of the station’s staff an-
nouncers. But in larger cities and on national networks, adver-
tisers supply the commercials at their own expense. Occasionally
a television station will produce filmed or taped announcements
for a local advertiser using its facilities; more often the copy
is written and the announcements produced by a local adver-
tising agency. In either case, production costs are paid by the
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advertiser. The program commercials and spot announcements
used in network advertising and in national spot campaigns are
always planned and written by advertising agencies, and in the
case of television advertising, the actual filmed production of
the announcements is either handled by the advertising agency
itself or by a concern that specializes in producing filmed
advertising materials. Naturally, the advertising agency is paid
for the service it performs in the preparation of announcements
used.

THE BROADCASTING INDUSTRY

In addition to networks and broadcasting stations, literally
thousands of other business concerns are involved in the process
of providing radio and television programs for American listen-
ers. Many of these companies were organized during the late
1920s or early 1930s to meet the special needs of radio. Others
were developed as parts of the motion picture industry and
have broadened their activities to include functions related to
television. Probably an even greater number have come into
existence in more recent years to provide services connected
with the expanding television industry. The business of broad-
casting includes concerns engaging in specialized activities that
range from the construction of antenna towers to the production
and filming of commercial announcements.

Radio and Television Stations

At the base of the broadcasting industry pyramid, of course,
are the radio and television broadcasting stations—the concerns
actually broadcasting and delivering programs by wireless to
the millions of homes with radio or television receiving sets.
There are more than six thousand broadcasting stations on the
air today—AM radio stations, FM stations, and television stations.
Most are commercial, but about 400 are educational stations
operated on a noncommercial basis. More than 70 per cent of
the commercial FM stations are licensed to owners of AM sta-
tions in the same community, and a majority of these FM
stations transmit, at least during some hours each day, the same
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programs that are broadcast by the AM stations with which they
are associated. With these exceptions, every FM or AM radio
station an