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FOCUS After completing this chapter we should be able to

Understand the meaning of the terms broadcast and communicate.

Explain the differences among the intrapersonal, interpersonal, and
mass communication processes.

Diagram the components of the basic model of communication and
mass communication.

Explain how the definition of mass communication is changing.
Define the terms gatekeeper, delayed feedback, and noise.
Understand the social context of mass communication.
Discuss broadcasting as a form of mass communication.



The young boy listened with fascination as his father spun a tale of
yesteryear. He could not imagine the almost primitive society of the
1980s in comparison to his world at the turn of the twenty-first century.
Stories of a mere four major television networks, watching television with
only a dozen channels from which to choose, and tens of radio stations
crowding their frequencies together on a tiny portion of the dial just did
not seem possible. Why, now there were hundreds of television channels
from which to choose, and they were programmed like radio in the
1980s. Some television stations broadcast only sports or news, others only
old-time movies or symphonies, and still others broadcast only political
caucuses, or government meetings, or anything else you could ever want
to watch.

Radio was now an even more specialized medium. Almost everyone
listened to FM for music, and the AM band was mostly for talk and
informational programming. Virtually every station had quadraphonic
sound—the boy could not imagine listening to radio through a single
speaker on the kitchen table. His house, like others, had a media room
in which four huge speakers in each corner made a recording of a
symphony orchestra sound like a live concert. He did not just listen to
classical music, he experienced what it was like to be sitting in the middle
of the orchestra.

Every city had at least two and sometimes three television networks
with satellite connection feeding programs around the world. The older
man reminisced about the excitement of watching the new networks pop
onto the giant screen. Networks from Chicago, Montreal, Mexico City,
Dallas, and Tokyo all came into the living room over a cable system that
could carry as many as a thousand channels. Even now that system was
still in its infancy. The youngster looked forward to the day when he
would be licensed to program his own amateur television station and
broadcast to other amateur operators around the world.

What really amazed him was the realization that the concept of
electronic communication was only slightly more than one hundred years
old—a minute speck on the yardstick of time. The electronic world he
lived in had been molded first by the discovery of electricity, then
electromagnetic energy, next wireless transmission, and then computers
storing and processing new information with lightning speed. All of these
discoveries had shaped a world of electronic wizardry capable of com-
municating with millions of people the world over. Even now it was
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testing the new frontiers of communication in the stellular systems of the
universe.

No longer was broadcasting simply the spark-gap experiments of 1887
when German physicist Heinrich Rudolph Hertz discovered the presence
of electromagnetic waves. Nor was it the crude device that American
farmer Nathan B. Stubblefield used in 1892 to send wireless messages
from a Kentucky shack to an apple orchard a short distance away.!
Guglielmo Marconi made history a few years later with his “wireless,” or
“radio” as it later became known, by broadcasting the first transatlantic
signal code message on December 12, 1901 from Signal Hill, Newfound-
land, Canada.

From that point on, the wireless transmission of messages became a
passion of inventors, amateur experimenters, and large companies. As
with any limited resource which the public clamors too ardently to
possess, government control was inevitable. Political pressures, the need
for security in time of war, and a federal directive to serve in the public’s
“interest, convenience, and necessity,” all contributed to the development
of broadcasting. These forces helped, harnessed, and harrassed. But the
medium survived and prospered.

The boy who now sits listening to his father’s reminiscences could have
felt the same awe thirty years earlier—and thirty years earlier than that.
Because broadcasting has gone through such rapid changes, there has
never been a decade since its birth that has not fostered a mushroom of
new technology. Messages that were once carried on a spark now play
leapfrog with satellites. And a world that once gawked with amusement
now looks in amazement.

what is broadcasting?

Before beginning this book, let’s first determine what the term broadeast
(Figure 1-1) means. In its most basic sense, it can mean “scatrered-over
a_wide area,” or “in a-seatteredTnanner; far and wide, *along with those
statements, the dlcuonary also includes such definitions as “to make
known over a w > Certainly a disgruntled and
defeated politician might agree with that definition. Or consider the
definition “to participate in a radio or television program.” The guest
home economist on an afternoon radio program for consumers would
agree with that definition. The farmer in the 1800s who never had heard
of radio or television would have agreed with the dictionary’s definition
that broadcast means “to sow [deed] over a wide area, especially by hand.”

Consulting a thesaurus, we find that words with similar meanings to
“broadcast” include “disperse, generalize, let fall, cultivate, communicate,




broad-cast (brod’kist’, -kast’) v. -cast or -casted, -casting,
-casts. —r. 1. To transmit (a program) by radio or television.
2. To make known over a wide area: broadcast rumors. 3. To
sow (seed) over a wide area, especially by hand. —intr. 1. To
transmit a radio or television program. 2. To participate in a
radio or television program. —n. 1. Transmission of a radio or
television program or signal. 2. A radio or television program,
or the duration of such a program. 3. The act of scattering
seed. —adj. 1. Of or pertaining to transmission by radio or
television. 2. Scattered over a wide area. —adv. In a scattered
manner; far and wide. —broad’cast’er n.

Figure 1-1 (©1969, 1970, 1971, 1973, 1975, 1976, Hough-
ton Mifflin Company. Reprinted by permission from The
American Heritage Dictionary of the English Language.)

publish, telecommunication, oration, and waste.”® We would not have to
travel far to encounter people who would agree with all of those
meanings. The ad executive responsible for selling a client’s product
would “disperse” knowledge through broadcasting commercials. The
supporter of noncommercial public broadcasting would argue that quality
programming “cultivates” an interest in culture and the arts (Figure 1-2).
The broadcast journalist who was subpoenaed before a grand jury and
asked to divulge the source of her latest investigative report would argue
that under the First Amendment to the U.S. Constitution, broadcast
means the same as to “publish,” and her rights to protect the confiden-
tiality of news sources are the same as those of newspaper reporters. The
word broadcast to the corporate executive might be more closely associ-
ated with “telecommunication.” As two people sit in the corporate
boardroom, their picture is reproduced on television monitors one
continent away. There, other corporate executives talk back to the
boardroom executives via a two-way television system. For the person
highly critical of television programming, the term “waste” might be
more appropriate. The term “vast wasteland,” coined by a former
chairman of the Federal Communications Commission, Newton Minow,
has become a favorite term of critics of commercial television.*

In the following chapters, we shall journey into the exciting worlds of
broadcasting, experiment with innovative technology, predict the future,
and reflect upon the past. Such terms as satellites, community antenna
television (CATV), Westar®, educational television (ETV), the Commu-
nications Act, business and industrial television, AM stereo, and many
more will become part of your vocabulary. You will read about Captain
Kirk, Barbara Walters, Hopalong Cassidy, Rhoda, and other figures. You
will also discover the economic factors which are part of any broadcasting
system, the political and social controls which check and balance the
system, and the audience which uses it.

4



Figure 1-2 Typical of quality programming culfivating
an interest in culture and the arts is the Public Broad-
casting Service's “Dance in America’* series. Pictured is
a scene from “Adorations™ produced by WNET/13 New
York. We shall learn more about public broadcasting in
chapter 8. (WNET/13)

First we need to examine where broadcasting fits into the total
communicative process. To do that, we shall explore the different types
of communication.

understanding communication

What exactly does it mean to communicate? (Figure 1-3). To the physiol-
ogist concerned with the processes of life, it has one meaning. To a
psychologist specializing in counseling, it has another. To the anthropol-
ogist studying different cultures, it has still another meaning. If we
return to our dictionary, we will also find different definitions under the
listing “communicate,” such as “to make known, impart, transmit.”

Still other definitions include that of Stewart Tubbs and Sylvia Moss in
their book Human Communication, in which they define communication as

5



com-mu-ni-cate (ka-mydo’na-kit’) v. -cated. -cating, -cates.
—tr. 1. To make known; impart: communicate information.
2. To transmit (a disease, for example). —intr. 1. To have an
interchange, as of thoughts or ideas. 2. To receive Com-
munion. 3. To be connected or form a connecting passage.
[Latin communicare, *'to make common,” make known, from
communis, COMMON.] —com-mu’ni-ca’tor (-kd’tar) n.

Figure 1-3 (©1969, 1970, 1971, 1973, 1975, 1976, Hough-
ton Mifflin Company. Reprinted by permission from The
American Heritage Dictionary of the English Language.)

“the—proeess—of—reatimg—meaning.© Kenneth Andersen in his book

Introduction to Communication Theory and Practice defines communication as
a “dynamic process in which man consciously or unconsciously affects
the cognitions of another through materials or agencies used in symbolic
ways.”” Wilbur Schramm in his The Process and Effects of Mass Communi-

cation stresses the importance of viewing communication as “an act of
sharing, rather than something someone does to someone else.”® To

understand these definitions better, let’ ine three types of com-
munication: Wﬁ@%x&
intrapersonal communication

The physiologist may think of communication as intrapersonal communi-
cation, communication within In humamphysiology, our senses,
our nervwm?'ﬁm’main components of the
communicative process. For example, if we are watching an instructional
television program about basic mathematics, our eyes and ears respond
to what is on the screen. These two senses of sight and hearing send
electrochemical impulses through the nervous system to the brain. After
receiving the impulses, the brain then feeds back other impulses to our
motor nerves, nerves which influence movement and which may cause
us to pick up a pencil and paper and work the math problem. In our
example, different components of the communication process come into
play: the sender (eyes and ears), message (electrochemical impulses), medium
(nervous system), receiver (brain), and feedback (electrochemical impulses).
Another factor, noise, can interfere with the communication process. Your
head may ache to the point at which you cannot think. A sickness or
injury may damage your nervous system, either interrupting the passage
of electrochemical impulses or interfering with your ability to respond to
commands given your motor nerves by your brain. All of these are
examples of one type of noise, physical noise.
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To understand the process better, let's look at a communication model
(Figure 1-4). In a sense, a communication model “freezes” the commu-
nication process so we may more leisurely examine its parts. Note where
each of the components in the process of intrapersonal communication
fits into the model: sender, message, medium (sometimes called channel),
receiver, feedback, and noise. We will continue to use this basic commu-
nication model as we discuss how broadcasting fits into the communica-
tion process.

Remember, for human communication of any kind to occur, intraper-
sonal communication must be present. In examining our dictionary
definition of “communic;%"—wTﬁofn___m}(mstﬁrsttthbout
information before it cafi be "made Known ™ of*imparted." Before “an
interchang,éi-op‘éheughts'cm take place between two people,
each person must first employ the process of intrapersonal communica-
tion in omsage. In Kenneth Andersen's
definition, intrapersonal communication must take place before “man
consciously or unconsciously affects the cognitions of another. . . ."

interpersonal communication

InterpW commupication—ia—& Tace-to-face situation
between people, often many more, such as a group discussion

or a speech to a crowd. In interpersonal communication, the same
components of communication apply as those to intrapersonal commu-
nication. Here, however, the components are different.

Using our example, imagine that instead of watching the instructional

Figure 1-4 Basic model of communication.

Medium
Sender Messages Receiver

Feedback
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television program about mathematics, you are attending the instructor’s
class in person. Now the ifistructor-bec e sender of communica-
tion; the messages beeome the-words spoken by the instructor; the
medium is the hurgan.xoic&aud-you.axe_zhe—receiver of communication.
If you do not understand something the instructor is saying, you can
immediately raise your hand to ask a question. Your hand being raised
is a form of feedback to the instructor.

Noise can also be present. Physical noise may occur if the lights go out
and you cannot see the instructor. Or a student next to you may drop a
pile of books, distracting your attention. In |nterpersonal communlcauon
a second type of noise can be_present—semantic noise.Semantic noise can
occur wh‘en—t-he—msa:ucum.uses-a—wefd—orﬂahfas&weh—maﬂy different
meanings, confusing you as to which meaning she wants to convey.

Using our example of the lecture, we can begin to see the reason for
Wilbur Schramm’s emphasis on communication as a “sharing” process. If
constructive communication is to take place, you must share certain
things with the instructorﬁiﬁ@and the language, both
written and oral, Second,you ow something about the subject of
mathematic§orelse—the—tecrure would have little valie to you, and you
could net begimto—work the problems:. “You-may also respect the
instructor’s ability-te-teach, percetving tier as havmg a genuine interest in
mathematics whe 0 compreheénd-the subject. If
you have proved yourself a good student, the instructor will probably
consider you as being interested in the subject, respect your ability to
learn, and perceive you as having a genuine interest in learning. Kenneth
Burke stresses this concept of sharing as an “identification” not only
between people’s experiences but between language as well. Burke is
interpreted as seeing people with “comnmon interests because of their
experiences as members of groups. But if they are to function as grounds
for identification, these interests must be recognized and announced
symbolically for unification of attitude or action to occur.”®

Communication researchers have used behavioral research methods
to examine this concept in more detail. It has been examined by such
well-known social scientists as Paul Lazarsfeld and Robert Merton. The
technical term used to describe the concept is hommomophily can
best be understood as overlap. Or, as James McCroskey and Lawrence

Wheeless state, “To the extent that the attitudes, beliefs, experiences,
education, background cu’lﬁlm;o forth, of the source (sender) and
the receiver-evertap;-they-are-moredikely 16 attempt communication with

each otheér; and‘équally as important, they are more likely to be effective
in their communication attempts.”'® This concept of “sharing,” “interac-

tion,” and “homophily” are important to remember, because they center
on how we react to all communication.



mass communication

Now that we have a basic understanding of the processes of intrapersonal
and interpersonal communication, we need to understand the process of
mass communication and, specifically, where broadcasting fits into the
process. Mass communication is different from intrapersonal and inter-
personal communication in three ways.

Defining Mass

First—as—threWord mass denotes, mass communicatign has the ability to
reach a-targe numbe a mass medium. The number
of people who could attend the lecture on mathematics was determined

by the size of the classroom. However, if it were televised, it could be
made available t0 many thousands, perhaps millions of people.

The Medium

To make the lecture available to those thousands of people, it is necessary
to alter our concept of medium. N(ﬂﬁ'nngrJust—the, human voice or
the nervous system; €levision. We could just
as easﬂy add the medium of radio, books, or even newspapers, depending
upon the applicability of the medium to our task. It may be somewhat
difficult, although certainly not impossible, to teach our mathematics
section by radio. We may even produce a series of articles for the
newspaper. If we want to teach music appreciation, radio might be just
as effective as television and considerably cheaper. On the other hand, if
we want to teach surgical techniques, television would be far superior.
Nonetheless, some mass medium would be necessary to reach the
audience beyond the limitation of interpersonal communication. For our
purp()ses we will therefore define Wm«t«mﬁfm cted

Altering the Definition of Mass

At first glance, it may seem as if the appropriate wording of our definition
should be messages directed toward a mass audience, or large number of
people, by a mass medium. Although this definition has merit and in
some ways is correct, its traditional approach has been altered by new
applications of mass media, such as the use of radio and television for
internal corporate communication. Television now finds itself connecting
the boards of directors of two corporations, located on different sides of
the continent or even oceans away, for executive conferences. Meetings
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with participants scattered hundreds of miles apart take place regularly
in this way. Similarly, television is used to disseminate messages to rather
small audiences but ones which cannot communicate face-to-face or on
an interpersonal basis. A state police commander may give a training
lecture at his desk in front of a television camera. The videotape of his
lecture is then played back at regional command centers throughout the
state at which a group of ten or twelve troopers view the lecture. In each
case the audience is relatively small, far from what we would normally
consider a mass audience. It is in this way the definition of mass is
changing. Technology of “mass” communication is being used to reach
smaller, more specialized audiences.

the gatekeeper and delayed feedback

Besides the presence of a mass medium, two other factors have tradition-
ally differentiated mass communication from intrapersonal and interper-
sonal communication—the’pfmfa_gamﬁmﬁqdayed feed-

back.‘Whh—&heMMiLiQualWOdel of communication
has been altered o represent-the-processof mass communication (Figure
1-5).

The term gatekeeper was first applied to the study of communication
by Austrian psychologist Kurt Lewm, who deffnei keeper as “a
person or grou

ravels of news items in the
1.7 T«-)éay; eeper applies to not

only groups SfTierscmrbue itutionsTWithin these institutions

are both people and technology, all interacting to “govern the travels” of
information between senders and receivers. That information is much
more than news, as Lewin suggested. It may be strictly informative, such
as an evening television news program compiled and produced by
hundreds of reporters, camerapersons, editors, engineers, specialists in
audio and video recording, researchers, writers, and many others. Or
the message may be entertaining and involve producers, directors,
costumers, scene designers, musicians, and countless more. 'fht‘gate-
keeper now-betomes not only a person or gmup_df*pgrsonsrﬁ{people

aﬁa"tgzhnology through which the message-must pass and be acted
upon, sometifaes altering it, befere-itTeaches the consuming public.

Functions of the Gatekeeper

The funcﬁen—ef—fhe—gaeekccpér’?ﬁWe receive from the

mass media is one of limiting and expands information. Assume one
morning that a television aSS|gnment editor dispatches a news crew to
cover a music festival. When they arrive, the news crew finds the festival
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Sender Messages @ | ; Receiver

Gatekeepers

Noise

Feedback
Figure 1-5 Basic model of mass communication.

spread out over a city block with every type of musician participating.
Violinists, pianists, guitar players, and groups of musicians are playing
everything from bagpipes to kazoos.

Upon seeing the television crew arrive, all of the musicians begin to
play, each trying to gain the attention of the news crew. The reporter in
charge of the story decides to focus on the bagpipe players. She bases
this decision on a number of things. For one, the colorful costumes of
the musicians will look good on color television. The bagpipes are also
something the average viewer does not have the opportunity to see very
often. In addition, the leader of the group is from Scotland and has a
distinct Scottish accent. His voice alone will help hold the viewers’
attention. That night our bagpipe players appear on the evening news.

Now let’s examine how the newy crew (gatekeepers) affected the
information we received. Fi rational environ-
ment by offering us information we otherwise-would not have received.
The music festival may have been in an outlying-community, and we
either did not have the time or did not want to go to the trouble of

driving all that way to attend_,,m.permr ()nrhé other hand, the crew
gae
also Jimited the nformation w . stance, many more per-

"
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formers were at the music festival than just those who played bagpipes.
However, because the news crew chose to focus upon that one group, we
were not exposed to any of the other performers. Had we been present
at the music festival, we probably would have seen everyone perform.
But because we watched a report of it on the evening news, we were
seriously restricted in the amount of information we receivéd.

In summary, NCLIOAS;

€

alter the i i ke ey can expand our
information hy making wy to facts of which we would not normally

have been aware; and (3 an—H oI we receive by
making.us aware of only a small ameurt of information compared to the
total amount we would have been exposed to if we had been present at
an event.

Delayed Feedback

Another distinction between mass communication and other types of
communication is delayed feedback. Remember when you were sitting in
the classroom listening to the mathematics lecture? In that situation, ycu
could give instant feedback to the instructor. You could raise your hand,
ask a question, and probably have your question immediately answered.
However, when you were watching the mathematics lecture on television,
this immediacy vanished. If you did not nd something and
wanted to ask a_question, you only could telephone thg station if the
program were Tive, or perhaps write a Tetrerwthe professor. Either of

these alternatives 1s : this time, it is dela: ack.

New Technology: Altering Delayed Feedback

New developments in broadcast technology have in some cases altered
the “delayed feedback” of mass communication. New two-way, interactive
media do permit instant feedback under some circumstances. For in-
stance, the instructor teaching the mathematics course via television may
have two different television monitors in front of the lecturn, each
permitting her to view students in two different classrooms hundreds of
miles away. In turn, all of the students can see and hear the instructor on
their television monitors located in each classroom. A two-way voice
connection permits the instructor to hear any questions the students may
ask and to answer them immediately. Although messages are being
directed toward a large number of people through a mass medium,
instant feedback is possible in this case. New developments in cable
technology promise to bring similar response possibilities to the home
viewer on a broad scale.



Communicative Noise

Noise can exist in mass communication just as it can in intrapersonal and
interpersonal communication, as Figure 1-3 illustrates. First, noise can
appear in the processing of information through the gatekeeper. Keep in
mind the gatekeeper can be many different people or groups of people,
all part of the processing of information. When information is passed
from one gatekeeper to another, it can become distorted.

One example of noise in the communicative process occurred when a
group of reporters covered an incident along an interstate highway in
the Midwest. A truck loaded with two canisters of phosgene gas stopped
at a truck stop. The driver of the truck smelled a peculiar odor and
decided that one of the canisters was leaking. He became sick and was
taken to a local hospital. When state police learned from the invoice what
the truck was carrying, they notified authorities at a local army depot.
The state police then blocked off an exit on the interstate highway almost
twenty miles away. It was the logical place to divert traffic since it was
next to a main feeder highway, which made an excellent detour in case
the highway immediately adjacent to the truck stop had to be blocked
off.

When all of this information was processed into the news media, all
under the pressure of deadlines and semicrisis conditions, it was distorted
considerably. First, news reports left the impression that the entire truck
was loaded with phosgene gas, not merely two canisters. Obviously, a
leak in a tank of gas the size of a gasoline tanker was much more serious
than a single canister about five feet high and less than two feet in
diameter, strapped to the back of a flatbed truck. Second, because
phosgene gas had been used in World War 11, the wire services began to
refer 1o the canisters as containing “war gas.” Added to this was the news
of the roadblock twenty miles away, which left the impression that
everyone in a twenty-mile radius of the truck stop was in danger of
inhaling war gas!

The network of gatekeepers that covered the story included a group
of reporters from three radio stations, at least two newspapers, two wire
services, two television stations, and the local and military authorities who
also were dispensing information. The “institution” of gatekeepers was
substantial, and much information was processed and eventually
distorted.

Reducing Communicative Noise

Just as new technology has altered the concept of delayed feedback, it
also has altered noise, primarily by reducing it. Thirty years ago, it would
have been almost impossible to carry live pictures and sound from one

13
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continent to another. Back then, the speech of a European leader would
have been reported first by a correspondent and then fed to a wire
service editor in the United States. The wire service editor would have
then rewritten the correspondent’s report before sending it over the
teletype to subscribers. This entire process was subject to much distortion
and noise, because of the number of gatekeepers involved.

Today, although that process still takes place, it is now possible for a
videotape of a speech to be sent by satellite into the homes of viewers
thousands of miles away. Thus, the viewer watches the picture and listens
to the voice of the political leader on the evening news in place of the
correspondent’s interpretations, thereby reducing the possibility of noise.
Even the newspaper reporter can carry a small recorder, almost as
inconspicuous as a note pad, and reduce the chance of misquoting a
source. Still, few systems of processing information are perfect. Remem-
ber that although broadcast technology can reduce noise, the human
factor is always present to return some noise back into the system.

the social context of mass communication

Our discussion thus far has been concerned with messages being sent,
processed, and received. Although we have seen how gatekeepers act
upon those messages, we should also realize that social forces act upon
senders, gatekeepers, and receivers, and influence how they react to and
process messages. .

Consider the analogy of the computer. Data is fed (sent) into the
computer in which it is processed and then presented, usually in the
form of a printout. You might feed the computer a series of numbers, of
which the computer will add and print out the answer. If you fed the
same set of numbers into the computer each time, the computer’s answer
would be the same each time. Such is not the case with messages sent,
processed, and received by mass communication. People are not com-
puters, and we do not live in a vacuum. Messages causing one reaction
at one time may cause an entirely different reaction another time. A
politician’s speech that attracted the attention of one gatekeeper may not
attract another gatekeeper's attention. Let's examine this in more detail.

Social Context of Senders

Assume that you have decided to run for a political office, and it is time
to begin the long arduous trail to election day. In writing your speech to
kick off your campaign, you want to convey to the crowd those qualities
you feel will truthfully express your character, your position on the issues,
your background, and your intentions. As you approach the podium in
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a small rural community, you think about the times you have seen scenes
like this before. The serenity of your childhood, the familiar faces of
people you do not know but really do know, the soft mellow breeze—
everything is there—including a reporter from each of the two local
radio stations.

You begin your speech. You talk about things and people that have
influenced your life. You talk about farm prices, having grown up on a
farm, and know what you are talking about. You relate your personal
experiences of meeting expenses during the harvest season and borrow-
ing money to buy tractors. You also talk about the plight of small business
people, for after the farm failed, your family opened a clothing store. All
of these social forces had a direct affect on your campaign speech. Now
how did your speech affect the two radio reporters (gatekeepers)?

Social Context of the Gatekeeper

When you listen to the newscasts of the two radio stations later that
afternoon, you are surprised to find they each covered different parts of
your speech. One reported your comments on farm prices and only
briefly mentioned statements about small businesses. The other station
detailed your statements about the small businesses but skimmed your
comments about farm prices. Although you considered both reports
objective, you wondered why they focused upon different subjects. You
later discover that the reporter who reported your comments on farm
prices not only grew up on a farm but also owned one. The other
reporter grew up in the suburbs, his father had a small business, and he
had no love whatsoever for farming. Each reporter had interpreted your
speech in this instance, in accordance with his own particular background.
Unlike a computer programmed to select and process certain informa-
tion, the two reporters were as different as were the forces influencing
them.

Researeéh-has called these phenomena selective pereeptron—sand selective
retention. SelWon means_yol perceive—only—certain—things,
such_ as"those which are most Tamiliar to you o which—agree with your
precoﬁerved-ldea;. The reporters’ backgrounds and resulting selective
percepuon created two (llfferent |nterpretau0ns of the speech Selective
reter icans s

whlch we correspondin i i . arch
phc&&har_lhfsc Can _become even more promi ‘overing
controversml issues.'?

Anotlier-influence on the story might be the reporters’ peers. The
reporter may belong to a professmnal association and adhere to a code

of ethlg\I{Cf(‘) tirn could have a direct effect on the
stories processéd by the gatekeepers and consequently received by the
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public. What if the music festival we discussed earlier had charged a
$10.00 admission fee? And what if the assignment editor, as part of his
or her professional ethics, had prohibited any of the staff from accepting
free tickets to any event while assigned 10 cover that event? Admission to
the festival, therefore, for the entire news crew would have come to
$30.00. But what if the manager of the station had refused to pay the
$30.00 admission fee for something “as unimportant as a music festival.”
The editor might have decided finally not to assign a news crew to the
festival. Do you agree with that decision?

Social Context of Receivers

Just as gatekeepers do not operate in a vacuum, neither do receivers of
mass communication. Qur family, co-workers, peer groups, and organi-
zations all affect how we receive and how we react to messages from the
mass media. In this realm, interpersonal communication also is very
important. For instance, upon hearing the report of your campaign
speech over one of the radio stations, one local listener thinks your
speech has some strong, posmve merits. Yet her friend has an enurely

different opinion. Si her friend’s opinion, she, in
turn, changes-her opinion of your speech In this case—the-friend acted
as an opinion—eader, _a_person who is_reli wide us with an
interpretation-of-messages origs isseui mass media. '3

Let's use another example. Suppose you are watching television and
see a commercial about a new headache remedy. The remedy claims to
be better than aspirin, to cause fewer side effects, and to work much
faster. You have been having trouble with headaches, but instead of
running out to buy the new remedy you call your friend, a nurse whose
opinion you respect. The nurse recommends the new remedy, and the
following day you purchase it and take two pills. It works. Notice,
however, that it was not the commercial that convinced you to purchase
the medicine. Although the commercial helped, your friend ultimately
convinced you. In this case she served as an opinion leader. Had she not
recommended the remedy, the chances are you might not have bought
it then.

Interrelationships of Senders, Gatekeepers, and Receivers

In reviewing examples of what occurs when information is processed
through the mass media, you should begin to see many interrelationships
among senders, gatekeepers, and receivers. In dealing with the concept
of homophily again, it was this perceived “sharing” or “overlap” of
experiences between you and the two radio reporters that caused each to
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report different parts of your campaign speech to listeners. Similarly, the
radio listeners interpreted your speech in certain ways, also because of
this sharing or perceived sharing of experiences, attitudes, and other
factors. In fact, listeners may even have selected one radio station over
another because of the perceived similarities between them and the
reporter. Sill]ilﬁm&%and selective
retenW nother m this case would
repre ue_exposure, exposing yourself to information which you

?reur.m-su-pportyour—bdrcﬁ‘m'*déis ‘We shall examine more of these
lmerrelduonshlps in greater detail when we talk about broadcast
audiences.

broadcasting as mass communication

By now you should begin to see how broadcasting enters into the process
of mass communication. Looking closer, you will notice that between the
senders and receivers of broadcast communication are the broadcasting
stations. These, along with supporting and allied organizations, have a
direct effect on the messages sent through this medium of mass com-
munication. The stations represent both standard broadcast radio and
television stations as well as cable television, commonly called community
antenna television or (CATV), and closed circuit television (CCTV).

Many secondary organizations affect the operation of these broadcast-
ing stations (Figure 1-6)."

Program Suppliers. Program supphiers-providesmatonswith program-
ming mh/gﬁg%mrmwmm'mﬁjm%rs Many
of these are already familiar to us. They include such major television
networks as the CBC in Canada; the BBC in Great Britain; NHK in
Japan; ABC, CBS, NBC, and PBS in the United States; and numerous
others worldwide. Television production houses, such as MTM Enter-
prises, creators of “Lou Grant” and “The Mary Tyler Moore Show,” now
in syndication, are other program sources. Their ms either are
sold dlrectly to the networks or are distributed through major)distribution
comp . al with entertain-
ment. News program sources have become increasingly important as
communication links with satellites continue to shrink the world and whet
our interest in international events. Two widely used radio news program
sources are United Press International Audio and Associated Press Radio.

sliers are advertis-
station represen-
_or group of stations.
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Figure 1-8 The institutions of broadcasting. Many allied
organizations support broadcasting. A production com-
pany producing a network show, a communications law-
yer, a technician, an advertising executive, all are part of
these support organizations. (Adapted from Wilbur
Schramm and Janet Alexander, “Broadcasting,” in Hand-
book of Communication, ed. Ithiel de Sola Pool and
others, p. 586, © 1973 Rand McNally Coliege Publishing
Company. Reprinted by permission.)

Professional Orgamzatlons. Within ahy incwstry or profession are
employee servic ployees together for a variety of reasons,
professic 9 oadcasting’s version of these include the
National Assocmmn of Br()adcasters (NAB), the National Cable Televi-
sion Association (NCTA), and the National Association of Radio Broad-
casters (NARB). Among the more narrowly defined organizations are the
Radio Television News Directors Association (RTNDA) and American
Women in Radio and Television (AWRT). There are over 100 other
broadcast employee services in the United States alone. Labor unions
also comprise a large share of the broadcast employee membership,
especially at metropolitan stations and networks. Major unions with a
foothold in broadcasting include the International Brotherhood of Elec-
trical Workers (IBEW) and the Communication Workers of America
(CWA).

Con%k—%n&m.l.o.f.bmad_@lg\ranges from governmental to social.
At the national level, governmental ¢o » sented by the Federal
Communications Commission (FCC) and the Nationah Telecommunica-

18



19

broadcasting as mass communication

li(mme_AWM‘\) In the former, control is
in the form of specific laws and regulations. In the latter, it is oriented
more toward policy issues. State and local governments may also control
broadcasting, cable in particular.

In the social Qntrol arena, public interest groups, such as Action for
Children’s Television (ACT);—lebby—both—legislat nd the stations
themselves. The National Congress of Parents and Teachers (PTA)
became active in holding hearings on television violence in 1976 and
1977. Those hearings culminated in a report to the industry and pressure
to reduce violence on television.

Advertisers and stockholders also exercise control over broadcasting.
In fact, a small market radio station may be just as fearful of losing its
biggest advertiser as it is of a visit from an FCC inspector. Why? Because
advertisers, especially in smaller communities, can often “influence” the
content of broadcast programming. If the local car dealer spends a huge
sum of advertising money on a station, his drunk driving charge may
conveniently be absent from the morning news, all on the strong
suggestion of the station manager. Or sponsors may refuse to air their
ads during violent programming.

Technical Services. The hardware components of broadcasting have
spawned a giant industry of people in everything from producing
television and radio receivers to engineering consulting. Names like
General Electric, Zenith, SONY, Panasonic, RCA, Motorola, and others all
vie for this lucrative broadcasting market. In addition, companies and
governments are active in producing and servicing satellite and micro-
wave systems which span the globe. As in any industry, broadcasting
fosters its own technical service—the consulting engineer. When an
antenna on a 2,000-foot tower needs fixing, (Figure 1-7) it is hardly the
job for the local TV repairperson.

Audience Measurement Services. An audience is the lifeblood of any
mass medium, broadcasting being no exception. Measuring this audience
uses the talent of a host of survey companies. Others specialize in
customized surveys, such as measuring the effectiveness of a station
promotion, undertaking a station image survey, or initiating a personality
recognition survey among the viewers.

Management Services. With the increasing complexity of broadcast-
ing, few broadcast managers have the skills necessary to handle all the
functions of the station, so they must rely on management consultants.
Among the most important of these are consulting attorneys hired by
broadcasters to help them process the mountain of governmental forms
they now must file, and to give complicated legal advice. Most of the
major communication law firms are in Washington, D.C., close to the



Figure 1-7 Technical services supporting broadcasting
include highly trained technicians. Even the smallest
stations use consulting engineers and tower construction
companies. Pictured is a tower climber servicing the
receiving antenna for a major cable system. (NCTA)

FCC. They include Cohn & Marks; Pittman, Lovett, Ford, and Hennessey;
and many others.

Broadcast promotion services help with specialized campaigns, such as
asstation contest or station-sponsored fairs or concerts. Many stations now
employ people full-time to handle these tasks.

When it is time to buy or sell a broadcasting property, the broadcast
broker becomes important. The “realtor™ of broadcasting, the names of
George Moore & Associates; Richard A. Shaheen, Inc.; and R. C. Crisler
& Co., Inc. are household words to broadcast managers and investors
wanting to acquire interests in broadcast properties.

Although we have discussed each of these allied organizations and
services as being separate, keep in mind that they interrelate o each
other. The production company is just as concerned about the FCC's
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stand on obscenity as the broadcaster is. The attorney’s advice is just as
valuable to the advertising agency producing a broadcast commercial as
it is to the station manager. These organizations and interrelationships
are the interactive “process” of broadcasting in our society.

where this book will take us

summary

Our first look will be at the early years of broadcasting, the years of new
discoveries, which in their time rivaled the discoveries of our space age.
It was a time of anticipation and little hope lost at any failure. We shall
examine the development of broadcasting, its programming content, and
its criticism. We also shall look at its future.

From there, we shall explore the systems that carry broadcast messages
not only around the world but also around the corner. We shall learn
about national networks and state networks, formal and informal net-
works, and wired and wireless networks. We also shall examine interna-
tional broadcasting from London to Leningrad and from Switzerland to
Southeast Asia. And we shall go inside the corporate and educational
institutions to see how broadcasting is transforming them.

To understand how specific controls affect the broadcast media and
consequently the messages we receive, we shall examine such organiza-
tions as the FCC and the laws that govern broadcasting. We shall look at
social controls, as exercised by such formal groups as ACT and NAB.

The broadcast audience and how research has evaluated the medium
will comprise the fourth section of this book. Terms like “demographics,”
“psychographics,” “ratings,” and “rating points,” will become important.

To view the world of decisions and decision makers, we shall explore
the inside of a broadcasting station, meeting the managers and the
managed. We shall plan a rate card, make an advertising buy, and
understand the “bottom line.” To help us use the library more effectively
in our research about broadcasting, we shall conclude with a library
guide.

In order to understand broadcasting, you first must understand com-
munication. Communication includes intrapersonal communication, or
communication within ourselves, interpersonal communication, or com-
munication between people, and mass communication, which is messages
directed toward people via a mass medium. Regardless of the type of
communication, the potential for noise is always present to disrupt the
flow of messages between sender or receiver. Traditionally, delayed
feedback and the presence of gatekeepers have distinguished mass
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communication from intrapersonal and interpersonal communication.
However, new technology, the increase in the use of closed-circuit
television, and broadcasting in business and education, have all altered
the definition of “mass” as it applies to broadcasting. Today mass media
may be directed to a small and specialized audience.

The primary components of broadcasting are the stations themselves;
cable television, commonly called community antenna television or
CATYV; and closed-circuit broadcasting or CCTV. All secondary organi-
zations affect these institutions and include program sources, employee
services, controls, support industries, technical services, audience meas-
urement services, and management services.
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the beginning of wireless

FOCUS Atter completing this chapter we should be able to

Explain the work of Henrich Hertz and the discovery of electromag-
netic waves.

Discuss Marconi's early experiments in Italy, England, and North
America.

Trace the development of the Marconi companies.

List the contributions of Thomas Edison, J. Ambrose Fleming, and
Lee de Forest to the early wireless.

identify the contribution of Nathan B. Stubblefield to the early history
of voice broadcasting.

Explain how Reginald Fessenden and Ernst Alexanderson contribut-
ed to long-distance voice broadcasting.

Understand the relationship between the crystal detector and amateur
radio.
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We are about to undertake a journey, one that will begin in the mid-
nineteenth century and lead us into the twentieth century.! It is a journey
through history, but do not be afraid of the word “history.” History is
exciting if you relive it and meet the people who were part of it. The
historian Alan Nevins compares history to a sextant on a ship. History
tells us where we have been so we can better understand where we are
going. The television program showing us sporting contests at an Olympic
village, the view from outer space, or the sounds of contemporary music
from our hand-held transistor radio, all were conceptualized long ago.
These receivers of communication that today we take for granted were
developed in the laboratories of scientists with the same elation and
excitement that scientists have today when discovering new knowledge.
Let’s share some of this excitement in learning how broadcast commu-
nication came to make such an important impression on our lives.

Keep in mind that not all of the players in this epoch of scientific
achievement can be recognized, for three reasons: (1) many of them
conducted research, but never took the time to publish their results so
that other scientists could share in their discoveries; (2) others conducted
research and, although in some cases published it, never patented their
inventions. Thus, someone else was given that recorded place in history;
and (3) still others were interested in pure sciencc as opposed to the
practical application of their discoveries to society. The result, again, was
recognition of those who made practical application of their research,
sometimes overshadowing their academic peers in general publicity. The
latter also tended to reap the greatest economic rewards, not only from
patents but also from the development of full-scale corporate endeavors,
sometimes extending worldwide.

Henrich Hertz and electromagnetic waves

In 1857 Henrich Rudolph Hertz (Figure 2-1) was born to a middle-class
family in Hamburg, Germany. Taught an hour a day by tutors and
obtaining the rest of his knowledge in his spare time, young Hertz
developed a keen interest in science and outfitted himself with his own
home laboratory. Engineering first whetted his appetite, but after a year
of study at the University of Munich, he moved to Berlin to study pure
science under the well-known German scientist, Hermann Ludwig Fer-
dinand von Helmholtz. It was there under the lure of the Berlin prize of
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Figure 2-1 Henrich Hertz.
His early experiments began
in a home laboratory and
eventually reached Berlin. Us-
ing an experiment in static
electricity, he stumbled upon
proof of the presence of elec-
tromagnetic waves. (der Univ-
ersitat Karlsruhe)

1879 that von Helmholtz encouraged his twenty-two-year-old apprentice
to examine further the inquiry into electromagnetic forces. The early
experiments were not very fruitful, and for a while, Hertz occupied his
time with other experiments. He never, however, ceased to be fascinated
by the potential proof of the travels of electromagnetic energy through
space.

One day while lecturing, Hertz was using two pieces of spiraled wire
in discharging static electricity. He noticed that when a spark gap was
introduced into one coil, it produced a current in another coil. What
Hertz had stumbled across was the presence of very high-frequency
electroinagnetic waves which were generated by the spark. From there
the investigations proceeded systematically, and from 1886 through 1889,
using both transmlmng and receiving spark gaps at high frequencies, he
wds able er pr()of of the presence romagnetm
wave : = SE ¥ arapult radio, evision,

and orhei:mmmunlcam)n arrmnd—t-l'rr"wn'ﬂ?rﬁﬂ INto outer space.

Both von Helmholtz and Hertz died in 1894. Some scientists picked
up Hertz's pure science. Others, more concerned with the practical
application of these principles, concentrated on improving long-distance
communication between people. It is these applied efforts to which we
will now turn our attention.

27



wireless is born: Marconi the inventor

The telegraph had captivated America and Europe. Samuel Morse, its
inventor, died two years before the second son of Giuseppe and Anna
Marconi was born, on April 25, 1874. Guglielmo Marconi (Figure 2-2)
was a child of parents who, by late nineteenth-century standards, were
quite well to do.? But the young, restless Marconi was not like the rest of
his family, comfortable with gracious Italian living. Often he irritated his
father when he interrupted the quiet conversations at an evening meal
with persistent, unrelated questions. This did not improve when, after
reading a scientific magazine, Guglielmo developed a keen interest in the
work of Henrich Hertz. Finally, from the top floor of their home, with
his father’s rancor and his mother’s reinforcement, Guglielmo Marconi
began to experiment. With crude tables, boards, hanging wires, and
other paraphernalia, he began 1o duplicate the experiments of Hertz.

Early Experiments in Italy

To the family, the work of the young son in his upstairs laboratory was
intriguing but of questionable value. The boy's father felt that he was

Figure 2-2 Guglielmo Marconi. As much a businessman
as an inventor, Marconi created a worldwide wireless
empire with companies in England, the United States,
Canada, and other countries. (RCA)
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wasting the best years of his life, but became more interested when
Guglielmo asked him for money to advance his work beyond the
experimental stage.? Being a stern and practical businessman, his father
first wanted a demonstration. This was followed by a long discussion as
to how his father would get a return on his money. The whole scenario
is rather humorous, considering in retrospect that the boy's corporate
empire would eventually gross billions. Finally the two agreed to an
initial investment, and Guglielmo went to work building his first trans-
mitting device. Using a reflector sheet strung between two poles (Figure
2-3), he first managed to receive a signal across the room. The receiver
used a device called a coherer—a small glass tube with wires in each end
and filled with metal filings which would collect between the two wires
whenever electricity was applied.

Marconi, already familiar with the work of Samuel Morse, immediately
realized the potential for long-distance communication.* He also had a
sense of urgency, because to him the principle was extremely simple.
Why had someone not thought of it before, or more importantly, applied
it? His experiments became more and more frequent and the range of
his signals, more and more distant. The distances became farther and
farther, until on top of a hillside twenty minutes from his home, the
experiments reached a threshold. Could the signal go beyond the hilltop?

sl
SR

\
S

Figure 2-3 Marconi’s first
transmitter used in his early ex-
periments in 1895. The large
piece of tin suspended above
the table served as the antenna.
(The Marconi Company Limited,
Marconi House, Chelmsford,
Essex)
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If the invention were to be a success, it would have to be able to leap
over hills, mountains, buildings, and oceans. The crucial test sent his
brother and two helpers carrying the receiver and antenna apparatus
over the hilltop out of sight of the villa. Guglielmo’s brother also carried
a gun with instructions to shoot to confirm the signal. No sooner had
Guglielmo fed current to the transmitter than the shot rang out. Now
the capital that his father had provided had to be increased before the
experiments could reach the next level. In attempting to obtain govern-
ment backing for Guglielmo, a letter was sent to the Italian Post Office
Department. The reply was negative. But if Italy were to say no, perhaps
the great naval power of the day would say yes. With his mother’s
encouragement and accompaniment, Marconi was off to England.

Experiments in England

The first stop was customs. Here the journey hit one of its low points as
ignorant customs inspectors ripped at the equipment until it was all but
destroyed. Marconi managed to reconstruct the broken pieces which had
been so carefully crated in Italy. The next step was to be sure no one else
captured the idea. For four months, Marconi and his mother slaved over
the papers which were to be presented to the London Patent Office.®
The first specifications were filed on June 2, 1896. The complete
diagrams and detailed specifications were filed on March 2, 1897 under
the title, “Improvements in Transmitting Electrical Impulses and Signals,
and an Apparatus Therefor.” On July 2, 1897, patent number 12,039
was granted to the twenty-three-year-old Italian inventor. The experi-
ments now continued, but it still was necessary to get support from the
government for capital to develop the invention to its full potential.

The help and support Marconi needed came first from the chief
engineer of the British Post Office, William Henry Preece. Preece liked
young Marconi, and with Preece’s support, he began his experiments in
England, first between two buildings and then a major demonstration
across the Bristol Channel, a distance of about three miles. The press
noticed Marconi's wireless and published the news to the world. Attention
was being bestowed on the device beyond any measure ever dreamed of
by the young inventor (Figure 2-4). Along with offers to buy the rights
to his invention came the more humorous offers of marriage from
women who said Marconi's waves made their feet tickle.® The distance of
his experiments increased from three to thirty-four miles. Publicity
abounded again when Marconi was commissioned to install a wireless on
a tugboat to report the sailing races at the Kingston regatta. He secured
other patents. One of the most important, patent 7,777 for a selective
tuning device, was granted in 1901.



Figure 2-4 Three officials of the British Post Office
Department examine the equipment Marconi used to test
the first successful wireless across the Bristo! Channel in
1897. The British Post Office Department provided both
encouragement and financial support of Marconi’s early
work. (The Marconi Company Limited, Marconi House,
Chelmsford, Essex)

Wireless across the Atlantic

The year 1901 also was the year of the most convincing experiment of
the power of wireless communication, Still to be hurdled was the vast
expanse of the Atlantic Ocean. Marconi left England for America in
February, 1901 and headed for Cape Cod, the point he felt best suited
to the test of his wireless. But like any stretch of New England coastline,
harsh winter winds can play havoc with any structure not built for
permanency. Likewise, the Atlantic can do the same on the English coast.
For Marconi, 1901 had double disasters. News arrived that storms had
toppled the antenna at his installation at Poldhu, England (Figure 2--5).
Within weeks, the same fate hefell the Cape Cod station. Marconi now
decided to transfer operations to Newfoundland, then a British colony.
Using a bit of intrigue, he told local officials he was attempting to
communicate with ships at sea, with no mention of the real purpose,
transatlantic communication. Instead of antenna towers, he planned to
use balloons, and packed six kites as a back-up.”
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Figure 2-5 The first circular antenna arrangement con-
structed at Poldhu, England and designed for Marconi's
transatlantic test. There were 20 wooden towers, each
200 feet high. The structures collapsed under gale-force
winds which hit England in September, 1901. (The Mar-
coni Company Limited, Marconi House, Chelmsford,
Essex)

The experiments in Newfoundland started on December 9, 1901.
First, the balloons were tested, but a line broke and the balloon headed
for open sea. The next decision was to try one of the large kites.
Marconi’s assistants, George Kemp and P. W. Paget worked with the kite
until it soared hundreds of feet, stringing behind it the antenna wire
connected to the essential receiving equipment on top of Signal Hill,
Newfoundland (Figure 2-6). Serious monitoring started on December
12, 1901. There were no results in the morning; nothing was heard from
Poldhu. Spirits were low as the men continued to listen for the tapping
signal that would indicate that England was calling. At 12:30 p.Mm.,
Guglielmo Marconi listened intently as the tapping sound of three dots,
signaling the letter S, crackled through the earphone. Handing the
earphone to Kemp, the assistant verified the signal.

Reaction to Transatlantic Wireless

The world would spend the rest of December reading about it.® The New
York Times called it “the most wonderful scientific development of recent
times” and headlined the story WIRELESS SIGNALS ACROSS THE
32



Figure 2-6 Signal Hill, Newfoundland where Marconi
made his first successful transatlantic wireless contact.
(Newfoundland Department of Tourism)

ATLANTIC. Across the ocean, the Times of London headlined WIRELESS
TELEGRAPHY ACROSS THE ATLANTIC. The London paper described
how Marconi had authorized Sir Cavendish Boyle, the Governor of
Newfoundland, to “apprise the British Cabinet of the discovery. the
importance of which is impossible to overvalue.” Not forgetting his
beloved Italy, Marconi informed the Italian government himself. Maga-
zines were equally enthusiastic about the feat.® Century Magazine called
Newfoundland “the theatre of this unequaled scientific development.”
The World's Work labeled the transatlantic transmission “a red letter day
in electrical history.” McClure's Magazine demanded: “Think for a moment
of sitting here on the edge of North America and listening to commu-
nications sent through space across nearly 2,000 miles of ocean from the
edge of Europe!”

Not all, however, was as happy as in Newfoundland. The apparent
threat of competition between wireless and the cable telegraph surfaced
immediately. Cable stocks declined shortly after the announcement of the
Atlantic broadcast.'® The Anglo-American Telegraph Company, which
had a monopoly on telegraph communication in Newfoundland, was
quick to threaten reprisals if Marconi did not stop the experiments. A
few days later, the inventor received a letter from the company stating:
33
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Unless we receive an intimation from you during the day that you will not proceed
any further with the work you are engaged in and remove the appliances erected
for the purpose of telegraphic communication, legal proceedings will be instituted
to restrain you from further prosecution of your work and for any damages which
our clients may sustain or have sustained; and we further give you notice that our
clients will hold you responsible for any loss of damage sustained by reason of
your trespass upon their rights."

The Canadian government, obviously seeing the chance to emulate its
neighbor, immediately contacted Marconi and offered full cooperation
with the inventor. Public sentiment for the action taken by the telegraph
company was unfavorable on both sides of the Atlantic. The New York
Times criticized the action, and letters to the editor of the London Times
expressed similar sentiments. The threats, comments, and letters to the
editor soon became history as the world began to use the results of the
December experiments of 1901.

wireless expands: the Marconi companies

Despite the respect Marconi had for pursuers of pure science, he was
much more interested in applying results and harvesting financial re-
wards.'? Thus, it was only a short time after his patent had been issued
in England that he began formulating a world corporate empire that
would stretch over the seven continents and involve millions of dollars in
capital. The company that had the most direct effect on wireless devel-

opment was the Marconi Wireless Telegraph Company, Limited, first
formed on July 20, T ignal Company,
Limited. It was Marconi's father who insisted that the family name should

be attached to the venture.'® The beginning capital amounted to 100,000
English pounds, of which 15,000 went to Marconi for his patents. It was
from this 15,000 pounds that he paid the cost of organizing the company.
He also received 60,000 of the 100,000 initial shares valued at 1 pound
each. The remaining 40,000 went on the open market.

England: Marconi’s Wireless Telegraph Company, Ltd.

A year after its formation, the operating capital increased by another
100,000 pounds, and although wireless had captured the imagination of
the Briush, there were warnings for unwary investors. Investors World, a
financial publication, advised in 1898 that, “from all we can gather, the
public will be well advised to keep clear of this concern. ... Marconi's
ingenious ideas do not seem to have made much headway, and it would
be interesting to learn what the government officials reported about
them.”"* The warning had little effect, and although the investment for
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years to come did not show much success in paying dividends, the public
was always ready to buy up new shares whenever they were placed on
the market.

By March of 1912, however, rumors of a contract between the
company and the government had a taint of corruption. One rumor
suggested that Marconi was treated favorably because of his close friends
in Parliament. Some government officials had made a huge profit by
selling their Marconi stock when it peaked after the news of the contract
being signed. The second set of charges was of manipulation of stock by
the American Marconi Company. A committee was appointed by Parlia-
ment to investigate the matter. After due deliberation, they came out
strongly in favor of Marconi, but the matter was not over. Another
committee investigated the role of middlemen and stockbrokers, and still
another committee investigated the role of the House of Lords. Libel
actions were taken and the stock tumbled. The publicity from the scandal
meant that the company only briefly enjoyed the prosperity for which
Marconi had long hoped. The future development of Marconi in England
would have to wait until after the end of World War 1. In North America,
the story was much the same.

Marconi's Interests in Canada

Marconi’s corporate interest in Canada came after the Newfoundland
experience with the cable authorities. He erected a station at Glace Bay,
Canada and began major experiments in achieving reliable transatlantic
wireless. The first transatlantic service opened on the night of December
15, 1902 when the London Times correspondent at Glace Bay cabled his
newspaper report across the Atlantic. Two nights later, it was arranged
that the American station at Cape Cod would send a message from the
United States to the King of England. The signal would be relayed to
Glace Bay and from there to Poldhu. As it turned out, the atmospheric
conditions were so good that the station in England picked up the signal
directly from America.

The London Times was infatuated enough by the prospects of trans-
atlantic service that it convinced Marconi to open the station again to
send news flashes to England. That lasted for little more than a week
until an ice storm sent the Glace Bay antennas crashing to the ground.
The station was later reconstructed using a large umbrella antenna.

The American Marconi Wireless Telegraph Company

When Marconi came to the United States in 1899 to report the American
Cup races by wireless, he also began an American subsidiary of his
English company. To utilize Marconi patents in America, the American
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Marconi Wireless Telegraph Comp orated in the state of
New Jersey in the fall of 1899. The first equipmernjt was used to warn

ships of bad weather and coastal conditions, and”was installed on the
Nantucket Light Ship with a_shore station on the eastern shore of

Nantucket Island.

That same year, the American company ran into trouble over a
proposed United States Navy contract for the installation of Marconi
wireless on Navy ships. After a series of tests, the Navy first recommended
buying the Marconi equipment. Then after asking Marconi what the cost
would be for wireless, the Navy received word that the company would
not sell the equipment, but that the Navy would have to rent it. At that
point the Navy backed out of the deal. Captain L. S. Howeth, later
writing about the negotiations, said: “In light of future events, the
Marconi leases and stipulations have proved a blessing in disguise. The
foresight of the authorities in not permitting themselves to be shackled
with its restrictions, which would have persisted for more than a decade,
allowed the Navy a free hand in guiding and assisting in the development
of radio in this country.”*®

Despite the loss of the Navy contract, the American company received
a boost in assets in 1912 when it won a patent suit against the United
Wireless Company. Using a case in England as a legal precedent, the
American company charged United Wireless with patent infringement
of patent 7,777, the Marconi tuner that could select different signals
from a single aerial. United Wireless pleaded no defense, and Marconi
assumed control of the company and all of its assets and contracts. It was
an unusual way to obtain a corporate merger, but it was a positive boost
for the American assets. The U.S. Navy ended up using Marconi
equipment after all when World War I began, since the Navy either had
taken over or had closed all commercial and amateur wireless stations,
many using Marconi equipment.

A young boy named David Sarnoff had been hired by the American
company in September of 1906. Shortly after World War I ended, the
American company was purchased by the newly formed Radio Corpo-
ration of America (RCA). Sarnoff became part of RCA management,
later heading the company. We shall learn the reasons for the sale and
RCA'’s early development in chapter 3.

working to improve wireless reception

Although Marconi had successfully transmitted signals across the Atlantic
and had developed a world corporate empire, his success had been
greatly aided by subsequent developments in wireless communication.
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One of the most important areas of scientific investigation was the need
for a device that would more efficiently detect and receive electromagnetic
waves. The receiving and sending apparatus had to be so big that
antennas were the size of football fields, both for transmitting and
receiving. Yet the current that entered a radio antenna and received an
electromagnetic wave was minute. The great challenge was how better to
detect these tiny, almost indistinguishable currents of energy hitting the
antenna of a radio receiver. For radio to become a household appliance,
the football-sized receiving antennas had to be eliminated.

Edison’s Contributions

Somé periments leading to an improved letector came not
during the st tor; i tudy o ric light.'® Thomas
Edisor;while in the process of inventing the light bulb, had experimented
with a two-element bulb, but had found it impractical. The bulb consisted
of two metallic elements in a vacuum, called the plate and the filament. 1f
a battery were attached to the bulb with the positive connector of the
battery attached to the plate and the negative connector of the battery
attached to the filament, current would flow through the bulb. If the
connectors were reversed, the current would stop. What Edison had
invented but discarded was an early two-element vacuum tube, or what
was later to be called a valve, since it could “shut off™” current running in
one direction, much like a valve controls steam or water.

The Fleming Valve

J. Ambrose Fleming was an employee of Marconi when one of the big
secrets to unlocking future development in wireless was to find some way
to measure electromagnetic waves in order to understand better their
behavior and their frequencies. Fleming determined that the best way to
do this would be to invent a means of measuring the waves as they flowed
in only one direction. The secret was in Edison’s two-element light bulb.
Fleming went to work perfecting the device, patenting the “valve” in
England in 1904 and, through the American Marconi Company, in the
United States in 1905. The device worked by attaching the plate to the
antenna, attaching a wire from the filament to the ground, and then
hooking a telephone receiver into this completed circuit. With the “valve”
in position, the telephone receiver was able to hear the presence of the
waves. His invention was called the oscillation valve or Fleming valve. It
was not long, however, before Fleming's device was greatly improved by
the inventive hand of an American, Lee de Forest (Figure 2-7)."7



Figure 2-7 Lee de Forest, inventor of the “Audion,” the
three-element vacuum tube. Lee de Forest based his
work on the foundation laid by Hertz. De Forest received
a Ph.D. from Yale in 1899 with a dissertation titled
“Reflection of Hertzian Wave from the Ends of Parallel
Wires.” Much of his career was marked by legal feuds
with J. Ambrose Fleming. He is seen at the 1939 World’s
Fair with a display tracing the evolution of the vacuum
tube. (AT & T Co.)

de Forest and the audion

The work of de Forest (Figure-2=7yTarkscloscto-that of Marconi in the

development of radio. Born in Council Bluffs, Jowa ir’ 1873, de Forest
was the son af a Congregational minister who was later to become
president of Talladega College in Alabama. After attending Mt. Hermon
School in Massachusetts, de Forest entered a mechanical engineering
program at the Scheffield Scientific School at Yale University. With a
dissertation entitled “Reflection of Hertzian Waves from the Ends of
Parallel Wires,” he was granted a Ph.D. in 1899. The research done and
knowledge gained at Yale and his desire to apply pure science, first to
inventions, then to patents, and then to profits, led him on a remarkable
career that spanned much of his more than eighty years. He died in
1961 in Hollywood, California where he was closest to one of his most
beloved works, talking motion pictures. Our emphasis here, however, is
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on the invention of the audi -element vacuum tube which
W

Adding the Grid to the Vacuum Tube

Lee de Forest discovered-that-athird element could be added to¥Fleming’s
two-element vacuum tube valve. De Forestinserted a tiny grid of iron
wires. The result was charaeterized in an early radio publication:

This may not seem much to the uninitiated, but that miniature gadget was the
truest “little giant” in all history. .. . that the brain of man ever created. It set
unbelievable powerful currents in motion, magnifications of those which flicked
up and down the antenna wire, and thus produced voice amplification which made
radio telephony a finished product. By adding another tube and another, the
amplification was enormously increased.'®

With the third element, the vacuum tube now had a filament, plate, and
grid (Figure 2-8). Named the audion by de Forest’s assistant, C. D.
Babcock, de Forest first announced the tube in a paper presented to the
October 26, 1906 meeting of the American Institute of Electrical Engi-
neers in New York. After the paper was reproduced in the November 3,

Figure 2-8 Lee de Forest's
“Audion” tube. (AT & T Co.)
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1906 issue of Electrical World, it was not surprising that one of the first
reactions to the de Forest discovery came from Fleming." In a letter to
the editor of Electrical World on December 8, 1906, Fleming attempted to
diminish some of the importance of the de Forest invention. Fleming
wrote in part:

There is a remarkable similarity between the appliance now christ ened by de
Forest as an “audion’’ and a wireless telegraphic receiver | called an oscillation
valve.... Dr. de Forest's method of using this appliance as an electric wave
detector appears, so far as | can judge from published accounts, to be a little
different from mine, but nevertheless the actual construction of the apparatus is
the same. ... Even if Dr. de Forest has discovered some other way of employing
the same device as a receiver, | venture to think that my introduction and use of
it should not be ignored, as | believe | was the first to apply this device. .. as a
means of detecting electric oscillations and electric waves.?

De Forest did not sit back and let Fleming's suggestions go unchal-
lenged. He replied to Fleming's letter with a letter to the editor of the
same magazine, published in the December 22, 1906 issue. De Forest
credited German scientists Johann Elster and F. K. Geitel, not Fleming,
as deserving credit:

Prof. Fleming has done me the injustice of expressing an opinion based on an
extract only of my paper regarding the ""audion.” In a more complete abstract of
that paper published in the Electrician of London, it is seen that | mention not only
the device described by Prof. Fleming in 1904, but point out the real genesis of
this device by Elster and Geitel in 1882, or eight years prior to its rediscovery of
Prof. Fleming in 1890. ... The difference which Prof. Fleming questions may be
tersely stated as that between a few yards and a few hundreds of miles; between
a laboratory curiosity and an astonishingly efficient wireless receiver employing
the same medium but operating on a principle different in kind.?'

The Feud with Fleming

The rift between Fleming and de Forest did not end in the pages of
Electrical World. Lee de Forest went on to patent his audion, but the
Fleming valve also had been patented in both England and the United
States under the American Marconi Company. It was the United States
patent that provoked a lawsuit brought by the American Marconi Com-
pany. The case went in favor of the company, which contended that Lee
de Forest had read the paper presented by Fleming to the Royal Society
of England in 1905 in which Fleming described the oscillation valve, and
that de Forest then had used this knowledge to begin experimenting,
with the end result being the audion.?2 The case was appealed, and again
the court ruled in favor of the Marconi Company and the Fleming
patent. Two years passed between the lower court’s decision and the
appeal. Both de Forest and the Marconi Company continued to manu-
facture the tubes. To make matters more complex, the court held that,
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although de Forest had infringed on the Fleming valve, the Marconi
Company had infringed on the audion. The result was that neither
company could manufacture the devices without the other’s consent.?
The situation was chaotic until the Fleming patent with Marconi expired
in 1922. Even more incredibly, the United States Supreme Court in 1943
ruled that the Fleming patent had never been valid in the first place!

Although we might consider Lee de Forest's account of all this as
rather biased, his summation of the conclusion of the Fleming-de Forest
dispute is worth reading partly because of its humor, and most impor-
tantly because it captures the intense rivalry between two men, typical of
feuds between companies and inventors in the early development of
radio. In his book, de Forest comments on the state of affairs between
him and Fleming in 1943 shortly after the Supreme Court decision. Lee
de Forest wrote:

About this time Sir John Fleming, still unregenerate at ninety-two, published an
amazing article in which he ignored all the earlier work . .. claiming even the
discovery of the so-called "‘Edison effect,”” but never mentioning Edison’s name!
For this omission | wrote him in righteous reproach, incidentally calling to his
attention the recent Supreme Court decision. Fleming's reply evinced profound
disdain for what a mere Yankee court might think of his best-loved child. Having
married a young opera singer at 84, he lived to the ripe old age of 95, dying in
1945. He never yielded in his firm conviction that he was radio's true inventor!?

Lee de Forest’s own modesty is not excused when we remember that
he entitled his autobiography, The Father of Radio. He also had some
words of his own about what radio had become when he told a group of
radio executives: “The radio was conceived as a potent instrumentality
for culture, fine music, the uplifting of America's mass intelligence. You
have debased this child, you have sent him out in the streets in rags of
ragtime, tatters of jive and boogie-woogie, to collect money from all and
sundry."?

breaking the voice barrier: radio telephony

The second challenge to be hurdled in early radio was how to go beyond
the “dit-dahs™ of the Morse code and the “What Hath God Wrought™ of
the telegraph to the “O Holy Night" of Reginald Fessenden's Chrisumas
Eve radio broadcast in 1906. The story of voice transmission starts long
before 1906, back when early experimenters examined the phenomenon
of using the ground and water to act as a conductor for transmitting and
receiving “wireless telephone” conversations.

The system had been used by wireless operators in 1838.% 1t applied
a process uction, in which the ground or rould be
the conductor, providing the “second wire” in a_tele hookup.
Samuel Morse, inventor ot the it in his New York
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experiments. It was not long before inventors discovered that they did
not need any wire at all to communicate between the transmitter and
receiver over short distances. Be in one antenna would
produce a current in,;mmhan.anq _rlearby, a process-ealled induction, two
antennas in close préximity to one another would make-the-system work.
This was a different principle from that of electromagnetic waves
traveling through space that Marconi and others used. Induction created
an electrical disturbance in the atmosphere that was detectible only in the
immediate vicinity of the transmitter.

Nathan B. Stubblefield and His Wireless Telephone

Before Marconi mastered the Atlantic and while de Forest was studying
at Yale, a Kentucky farmer and experimenter developed a means by

which voice cou nsmitted as h_as three miles by using
inductioft, His name was Nathan B. St +(Figure 2-9).27 Near his

Figure 2-9 Nathan B. Stubblefield (left) and his wireless
telephone. As early as 1892, Subblefield is reported to
have sent voice by wireless over a short distance at his
farm in Murray, Kentucky. His son, Bernard (right) later
became an employee of Westinghouse. (Murray, Kentuc-
ky Chamber of Commerce)
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home in Murray, Kentucky, and later on th in Washing-
ton, D.C., he successfully tr rited  voice without wires. It s in
Murray, Kentuc owever, that he received his first publicity. Dr. Rainey
T. Wells witnessed Stubblefield’s experiments and recollected:

He [Stubbletield) had a shack about four feet square near his house from which he
took an ordinary telephone receiver, but entirely without wires. Handing me these,
he asked me to walk some distance away and listen. | had hardly reached my post,
which happened to be an apple orchard, when | heard “Hello, Rainey" come
booming out of the receiver. | jumped a foot and said to myself, "'This fellow is
fooling me. He has wires somewhere.” So | moved to the side some 20 feet but all
the while he kept talking to me. | talked back and he answered me as plainly as
you please. | asked him to patent the thing but he refused, saying he wanted to
continue his research and perfect it.?

The demonstration was reported to have taken place in 1892. A
modified, Bell-type transmitting device provided the signal which ema-
nated from a large, circular, metal antenna. Other residents of the small
town of Murray witnessed a similar demonstration six years later in 1898.
Claims of his accomplishments were published in the St. Louis Post Dispatch
and generated enough interest to bring him to Washington, D.C. for a
public demonstration on March 20, 1902. Following the demonstration,
Stubblefield said, “as to the practicality of my invention—all I can claim
for it now is that it is capable of sending simultaneous messages from a
central distributing station over a wide territory. . . . Eventually, it will be
used for the general transmission of news of every description.”?

Commercial exploitation of the invention was not far behind, and in
1903, Stubblefield became director of the Wireless Telephone Company
of America. Demonstrations in Philadelphia and Washington, D.C. cre-
ated more interest in the device; yet it is here that the rest of Stubblefield’s
life becomes somewhat obscure. There are various reports of what
happened to him. One suggests that Stubblefield became disillusioned
with how the stock for the company was being handled and on one
occasion even charged it with fraud.3® Stubblefield returned to Kentucky
and with the help of local citizens, received a patent for the device on
May 12, 1908. Obviously disenchanted with the business developments
of his wireless telephone, Stubblefield went into seclusion and continued
to research in his workshop-shack near Murray.

If you travel through the Kentucky countryside near Murray today,
you may pass the place where Stubblefield was found dead on March 30,
1928, the cause of death listed as starvation. Or you might drive by
Murray State College where students are acting in the play of Nathan B.
Stubblefield's life, The Stubblefield Story. Then as you go downtown, you
can tune your car radio to 1340 KHZ and hear a blend of rock, easy
listening, and country, and the news “centrally distributed” from WNBS
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radio. At a certain time the announcer will tell you: “You are tuned to
WNBS, 1340 on your radio dial in Murray, Kentucky, the birthplace of
radio.”

Fessenden at Brant Rock

Although Nathan Stubbl ‘5wl s telephone worked, someone had
yet < ability to transmit voice ort distances.

Some of the most-productive-experiments is goal were carried

out in Pittsburgh, Pennsylvania, in 1901, inald A. Eessenden (Figure
2-10), a Caradian by birth and a professor-at the University of Pittsburgh,
worked to improve both the detection of electromagnetic waves and a
means by which a human voice could be placed “piggy back™ on electrical
oscillations and sent into the atmosphere.®' He fi veloped an im-
proved detector, which would later be called the ne circuil. Fessen-
den apph improved circuit in 1905. Simul-
taneously, he continued to improve the transmitting and antenna systems
for wireless. The excitement of a breakthrough into reliable voice
broadcasting was enough to encourage two Pittsburgh financiers, Thomas
H. Givens and Hay Walker, Jr., to put $2 million into Fessenden’s work
and form, with Fessenden, the National Electric Signalling Company.

Figure 2-10 Reginald Fes-
senden. With financial sup-
port from two Pittsburgh
investors, Fessenden ap-
plied his earlier work at the
University of Pittsburgh to a
successful test of long-dis-
tance voice transmission in
1906. With a new antenna
design, he transmitted sig-
nals from Brant Rock, Mas-
sachusetts which were re-
ceived as far away as Scotland
and Puerto Rico. (Archives
of the University of Pittsburgh)
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Fessenden, besides $300 a month in salary, also received stock in the new
venture.

The early experiments were conducted on the Chesapeake Bay, then
were moved in 1905 to Brant Rock, Massachusetts. Here, the next
chapter in wireless history would be written. Continually trying to
improve Marconi's original invention, Fessenden constructed a high-
power station at Brant Rock and radically altered the antenna design.
_Iﬂwmﬁwmged in Marconi’s experiments,
Fessenden-constructe “ ’ r.” It stood 420 feet high and
was a series of telescopic metal tubes three feet in diameter at the bottom,
held in place by supporting guy wires, and insulated at all points from
the ground. The result was penetrating signals which beamed through
the atmosphere which Marconi’s station could not reach. Signals were
received in Puerto Rico and at a station in Scotland even during the
summer months when static normally interferes with transatlantic broad-
casts. These first achievements at Brant Rock were shadowed by later
excitement as voice broadcasting moved out of the laboratory.

Alexanderson’s Alternator

The problem that continually plagued Fessenden was how to increase
the number of transmitted oscillations so that the human voice would be
audible. The inclusion of a telephone-type receiving apparatus already
had been successful. Marconi had used it to hear the signals from
England in his famous Newfoundland experiment, and wireless operators
on ships used headphones to listen to messages in Morse code. The secret
was {0 ge voice would travel with the
signal and not bedrowned out by the sound of the current passing
through the headphomes—to accomplish this, Fessenden enlisted the help
of the General Electric Company in Schenectady, New York. There in
the GE laboratories, a young Swedish scientist named Ernst Alexanderson
(Figure 2-11) was placed in charge of the engineering team assigned to
produce the Fessenden alternator. Both trial and error and difficulties in
meeting Fessenden'’s wishes slowed down the project.

First, Alexanderson developed an alternator using a revolving iron
core called an armature. Fessenden, however, demanded a wooden core,
and the work started over. Fortunately for Fessenden, his two Pittsburgh
financial backers continued to pour money into the project. Fessenden
tried another company, the Rivett Lathe Manufacturing Company in
Boston, but their device failed when the bearings burned up at the high
speeds necessary to produce 50,000 cycles, the amount Fessenden felt
would be needed for voice transmittals. Finally, Alexanderson and the
GE team delivered the wooden armature alternator in September, 1906.

Ships within a few hundred miles of Brant Rock, Massachusetts were




Figure 2-11 Dr. Ernst F. W. Alexander-
son, a General Electric engineer who
developed the high-frequency alterna-
tor that gave America a big edge in
early long-distance voice broadcasting.
This alternator, one of several devel-
oped by Alexanderson between 1905
and 1920, was used to send transatlan-
tic broadcasts from the RCA station at
Rocky Point, Long Island. (General
Electric Research and Development
Center)

filled with crews celebrating the mixed merriment and loneliness of
Christmas at sea on that December night in 1906. In the wireless rooms,
the operators were on scheduled duty exchanging messages and receiving
the food and good cheer of fellow officers when the splitting sound of
CQ, CQ came through their headphones. The universal call alerted them
that a message immediately would follow. Then, instead of the dit-dah of
Morse code came the sound of a human voice. Officers were called to
the wireless station to witness the phenomenon. The voice was that of
Reginald Fessenden. “O Holy Night” rang out through the cabin followed
by the words, “Glory 10 God in the highest, and on earth, peace to men
of good will.” Voice broadcasting had reached as far away as Norfolk,
Virginia and the West Indies, shouting the world of wireless into a new
era.

The Canadian Controversy: Fessenden Is Bankrupt

Many of the early wireless experimenters managed to amass considerable
financial gain from the new medium, and even those who at first had lost
money later reaped a profit. For Reginald Fessenden, fate had the
opposite in store.** With the Brant Rock experiments a success, Fessen-
den’s backers wanted 10 develop some profit potential for the company,
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which up until now had been devoted to pure research. But Fessenden
was at odds with Givens and Walker over a proposal to open a Canadian
subsidiary. The Canadian company had evolved from a design on the
part of all three men to give Marconi competition in transatlantic
broadcasts. Fessenden went to England and made an agreement with the
British Post Office in which if his station at Brant Rock could communi-
cate with a station in New Orleans, a distance of about eighteen hundred
miles, the British Post Office Department would approve a fifteen-year
license for Fessenden's company to establish a reliable communication
link between Canada and England.

Fessenden successfully completed the Brant Rock-New Orleans exper-
iments, and then the trouble started. Fessenden, a Canadian by birth and
the chief negotiator in the British contract, felt the Canadian subsidiary
company should be controlled mainly by himself, the Canadians, and the
British. Despite providing the capital for the new venture, to say nothing
of the millions already invested, Walker and Givens were not to serve in
any position of authority. Naturally, both men objected strongly, and
Fessenden resigned and sued, collecting $460,000. The National Electric
Signalling Company declared bankruptcy in 1912, and Marconi and his
companies were once again the undisputed leaders in wireless
communication.

de Forest Gains Publicity

After inventing the audion, Lee de Forest began to experiment with voice
communication at the same time Fessenden was developing his hetrodyne
circuit and conducting the Brant Rock experiments. Using a high
frequency arc to modulate the signal, de Forest succeeded in transmitting
a voice across the length of a room during the same year in which
Fessenden gained recognition for his Brant Rock experiments with ocean
vessels. De Forest was quick to see the potential of voice broadcasting
and felt that good publicity would bring investors to his own company.
Although voice broadcasts were well known in the United States, they
were unknown in Europe. So in the summer of 1908, de Forest traveled
to France and conducted demonstrations of radiotelephony from atop
the Eiffel Tower to stations about twenty-five miles away.

The European experience whetted de Forest’s appetite for more
publicity at home. Always an opera buff, the inventor contacted the
Metropolitan Opera in New York. He arranged to place a transmitter in
the attic and connect it to the microphones on stage in the music hall.
Although not very clear by modern standards, the microphones were the
new Acousticon models manufactured by the National Dictograph Com-
pany.®® On January 13, 1910, Enrico Caruso’s and Ricardo Martin’s
booming voices bellowed Cavalleria Rusticana and Il Pagliacci to a small
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audience listening to receiving sets in New York. A master at gaining
publicity, de Forest could rival the likes of Buffalo Bill Cody at obtaining
press coverage for a show. The opera broadcasts were no exception. “The
newspapers had been tipped off in advance and reporters were listening
in at the Terminal Building, 103 Park Row, the Metropolitan Tower
station, at the Hotel Breslin, on one of the ships downstream, and at our
factory in Newark.”* Although World War I and patent squabbles would
slow the growth of modern radio until the late teens, de Forest’s publicity
helped to set the stage and arouse the public’s enthusiasm for what would
occur in the decades ahead.

wireless gains popularity: crystals and hams

Up to this time, the wireless had remained in the hands of the large
companies, such as Marconi, and the major users—the Navy in the
United States and the Post Office Department in England. That all
changed in 1906 with the invention of the crystal radio receiver by
General Henry C. Dunwoody. That same year, Greenleaf W. Pickard
perfected a silicone crystal detector. These two devices contributed two
important words to the wireless vocabulary: “availability” and “inexpen-
sive.” Remember, the audion was still being perfected, and vacuum tubes
were expensive. Early ads for radio-receiving equipment as late as 1915
ran anywhere from $20.00 to $125.00. For a young experimenter
attracted to the lure of wireless, those prices were beyond his or her
reach. But by using the silicone crystal and a long, outside antenna, the
general public could listen in on everything from opera to Navy
broadcasts.

These early_experimenters were called amateur radio operators, better
known today as hams: primarily o 1) those who
were interested in r. } ipment, and
(2) those whoSwanted to use-threiew medium to communicate-with other
people.—ln-each type the spirit of the other was fostered. It was these
early, home-town inventors who did much to see radio mature. Although
the inventors and the big companies provided capital backing for inter-
national expansion, the ham operators were responsible for many of the
early developments and experiments aimed at improving radio. In 1909,
the first known amateur radio club was formed in New York City. The
group started with five youngsters, and their advisor was Reginald
Fessenden.

A second organization also acquired members, the Wireless Association
of America. Started by Hugo Gernsback, the publisher of Modern Electrics,
the membership roster jumped from 3,200 in 1909 to 10,000 by Novem-
ber, 1910. The association published the first Wireless Blue Book, which
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summary

listed ninety amateur stations as members. A second Blue Book followed
a short time later, and Modern Electrics’ circulation soared to 52,000 by
1911. Sensing a lucrative market, the D. Van Nostrand book publishing
company put Wireless Telegraph Construction for Amateurs on the bookstore
shelves. By now, other radio clubs were rapidly forming, including the
Radio Club of Salt Lake City, the Wireless Association of Central Califor-
nia, and the Radio Club of Hartford.

Ham radio was also gaining stature because of its ability to communi-
cate when other systems failed. In March of 1913, a major storm hit the
Midwest, knocking out power lines and telephone communication. Ham
radio operators, including those at Ohio State University in Columbus
and the University of Michigan in Ann Arbor, carried on communication
and relayed emergency messages for seven days following the storm. It
was this idea of relaying messages that sparked Hiram Percy Maxim,
famous as an inventor of an automobile and engine silencer, to form the
American Radio Relay League in 1914, an outgrowth of the Hartford
Radio Club of which Maxim was a member.

Ham radio has continued to thrive as a hobby and has developed
throughout the entire field of wireless communication. When radiotele-
phony replaced wireless, hams began to chat “in person,” but the Morse
code remains even today a cherished language of those amateur experi-
menters. They communicate worldwide using teletype, teleprinters, video
display terminals, and television. In cooperation with NASA, relay satel-
lites have been launched for use by hams in international communication.

In chapter 2, we traced the beginnings of wireless from the early work
of Henrich Hertz to the successful transmission of voice broadcasting by
Reginald Fessenden and Lee de Forest. Hertz's major experiments on
the presence of electromagnetic waves took place between 1886 and
1889. Working under the German scientist von Helmholiz, Hertz made
the historical discovery while discharging static electricity through two
metal coils. Based on Hertz's discoveries, Guglielme-Marcgni first trans-
mitted wireless signals over a short distance near tris-home in Italy. After
the Italian govgn.r—n_f/n'en"f showed little interest in his invention, he traveled
to Great Britaimhere he received financial support from the British
Post Office Department. After tests ncari.b.e.Busz)kLﬂbannel he success-
fully received wireless signals from across the Atlantic in 1901.

Marconi continued with his experiments while expanding his corporate
interests. Companies began to spring up in many countries, including
the Marconi Wireless Telegraph Company Ltd. in England and the
American Marconi Wireless Telegraph Company in the United States.
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Improvements in the wireless—were-also—made by J. Ambrose Fleming
with the Fleming valve, and Lee de Forest-with-the audion.

It was not long before people started to transmit voice over the
airwaves. With the devices that had been developed for telephone
communication, scientists came closer and closer to quality voice trans-
mission. A K&HW performed
short-djstance wireless voice transmission— Reginald Fessenden
develop%l‘nre—hmm_cﬁﬁm;‘;ln;?;impn_p?:\;*ed detector of electro-
magnetic waves and with the help of a large alternator developed by GE
and Ernst- A-}exaﬂdepsen—Fesseﬂdentrme\meer 1906.
After disagreements with his financial backers, Fessenden was overtaken
in his quest for what was called radiotelephony by de Forest and others.
At the same time, radiotelephony became practical as inexpensive receiv-
ing sets using silicone crystal detectors were manufactured and sold. The
general public was becoming interested in what was now being called
radio, and amateur ham operators talked across city blocks and eventually
across continents.
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modern
radio and television

FOCUS Atter completing this chapter we should be able to

Trace the development of the pioneer radio stations.
Tell what led to the formation of RCA.

Understand how cross-licensing agreements affected radio’s early
development.

Describe how commercial or “toll” broadcasting started.
Explain the events that shaped the beginning of early radio networks.
Describe the background and impact of FM broadcasting.

Describe early attempts by Nipkow to reproduce an image using
mechanical television.

Explain the later contributions of Zworykin and Farnsworth.

Discuss the FCC imposed “freeze,” the battle over color, and the
struggle of UHF.

Trace the development and application of modern television
technology.

Tell how home VTRs, videodiscs, and games could fragment the
television audience.
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The excitement of the first wireless signals, the thrill of the first voice
broadcasts, and the world of the radio amateur, all came from an era of
pioneer spirit and experimental technology. Radio was magic, and people
welcomed it with open arms. They could set a black box on their kitchen
table, stretch a wire into the evening sky, and pick voices and music right
out of the air. There was no need to have. it delivered by the paper
carrier, no need to walk to the country store to get it. The sounds of
presidents, operas, big bands, and sporting events were live and imme-
diate. Needless to say, people wanted all the radio they could get, and the
stations that gave it to them grew in stature and power. Some of the
earliest stations are still household words, and by learning about them,
we can catch some of the spirit of early radio.

the pioneer stations

Much like trying to identify the inventor of radio, it is hard to put a label
on the town, the place, or the person responsible for the first broadcasting
station.

Basic Criteria of a Broadcasting Station

R. Franklin Smith has established basic criteria for broadcasting stations
of modern standards.! These are: (1) A broadeasting station tremsmits by
wireless _The signals must travel through space using electromagnetic
waves. Smith does not consider ETV a form of broadcasting nor closed-
circuit, “wired” college stations; (2) A ‘browdeasting—statton—transmits by
tebeptiony—the-seunds of the station should be-intelligible to the general
listenver;«(3) A breaddeasting station trausmits—to-the public. It is distinct from

other types of communication such as telephone or telegraph, and such
special services as safety, aviation, and marine use; (4) A trondeasting

station” [ransmits—rrontimiows—prograw—sercrre. Smith characterizes this as

programming which is interconnected and occurs as a pattern recogniz-
able as a program service; and (5) A broadeasting—station rs~licensed by
govermmert—in the United States, this would be the Federal Communica-
tions Commission.

Although these criteria are too limited for our purposes, they are
helpful in outlining the history of broadcasting. Even finding the station
which first fit the five criteria is difficult since definitions of broadcasting
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were changing even in the early 1920s. Service, licenses, call letters, and
ownership were often short-lived and sporadic.

Still, four stations rank as being important to understanding the
historical development of broadcasting. These_am.-KGBS in San Francis-
co, which evolved over the-yearsfrem-an ation located in
San Jose, California in 1909; noncommercial-WiHA-at+he-University of
Wisconsin in Madison; WWJ_in Detroit;—and KDKA_in Pittsburgh,

Pennsylvania.

Charles David Herrold Begins in San Jose

Professor-Ehartes—Bavid—Herrold=is credited with operating one of the
first broadcastngstatens—n-America (Figure 3-1). Others broke the

airwave silence before him, but in 1909, residents of San Jose, California
could spend a Wednesday evening with their crystal sets tuned to news

Figure 3-1 Charles David Herrold is seen in the doorway of one of his early
radio stations in San Jose, California, this one constructed in 1913. He first
signed on the air in 1909 and is credited with starting one of America’s
pioneer radio stations. Others in the picture include (left to right) Kenneth
Saunders, E. A. Portal, and Frank G. Schmidt. (KCBS radio, Gordon B. Greb,
and the Sourisseau Academy of San Jose State University)




54

history and development

and music broadcast by this owner of the School of Radio in San Jose.?
For the school, the radio station was its medium of advertising, advertising
which was aired more than ten years before KDKA in Pittsburgh and
WW] in Detroit began regular programming. A classmate of Herbert
Hoover at Stanford, Herrold constructed a huge umbrellalike antenna in
downtown San Jose. From the Garden City Bank Building, the wire
structure hung out in all directions for a city block. Although it was a far
cry from the eastern giants that could carry football games and political
speeches, the little San Jose wireless station became one of the famous
firsts in the broadcasting industry.

After 1910, the station handled regularly scheduled programs with
operators on regular shifts. Even Herrold’s first wife, Sybil M. True, had
an air shift and was one of the earliest female disc jockeys.? She would
borrow records from a local store and play them as a form of advertising.
When listeners went to the store to purchase the recordings, they would
register their name and address, giving the station an indication of its
extent and influence. The California station gained national recognition
at the Panama Pacific Exposition in 1915. When Lee de Forest spoke in
San Francisco in 1940, he credited Herrold’s station as being “the oldest
broadcasting station in the entire world.”

WHA, Madison, Wisconsin

WHA its_inception all the way back to 1904 in the physics
Iaborat%ﬁty of Wisconsin where’Earle M. Terry (Figure
3-2) worked as a grada@m/m’_m‘%-mm Graduating in
1910, he stayed on as an assistant professor, and in 1917, with the help
of colleagues and assistants, he began experimental broadcasting of voice
and music. The equipment was makeshift, and the three element tubes
were not the sturdy successors of the 1920s. Instead, they were a mixture
of creative craftmanship, hand-blown glass, and immense frustration,
especially when they burned out.

By 1922, stationmd by the Department of
Commerce with aticenseand the new call letters WHA. The same year,
Professor William H. Lighty (Figure 3-2) became WHA'’s program
director, developing the station into one of the first “extension” stations
responsible for bringing-universities-to-the-public-with everything from
news to college courses. Major programming also made great strides by
featuring the University of Wisconsin Glee Club, regular weather and
road reports, farm and market reports, symphony broadcasts, and the
famous Wisconsin School of the Air.

To aid listeners, Professor Terry taught them how to build their own
radio sets. He even distributed some of the raw materials free of charge.
The radio rage of the early twenties caught many of the large equipment




Figure 3-2 Professors Earl M. Terry and William H.
Lighty in an early studio of WHA radio at the University
of Wisconsin, Madison. (University of Wisconsin)

manufacturers unprepared. Loudspeakers had not yet replaced the
earphone, and Professor Terry's demonstrations of amplified radio
reception made their first appearance in the Wisconsin exposition hall.

Meanwhile, WHA's farm and market reports and weather broadcasts
were being picked up by the newspapers, and weather forecasting stations
were using WHA data to aid predictions as far away as Chicago. Letters
continued to pour in from listeners as far away as Texas and Canada.
WHA has since been joined by WHA-FM and WHA-TV. At the Univer-
sity of Wisconsin in Madison, a historical marker reads: “The Oldest
Station in the Nation . .. the University of Wisconsin station under the
calls 9XM and WHA has been in existence longer than any other.”

WWJ and the Detroit News

After leaving the historical marker at the University of Wisconsin, you
can travel east around Chicago and the tip of Lake Michigan to another
pioneer station still operating—WW] in Detroit.® When broadcasting was
still in its infancy, some forward-thinking newspaper publishers realized
that it would be better to reap some of its profits rather than always to
compete against it. William E. Scripps of the Detroit News had such a
vision. Presenting the idea to his colleagues, they appropriated money to
construct a makeshift radiotelephone room on the second floor of the
Detroit News Building.

At 8:15 p.M. on the night of August 20, 1920, an Edison phonograph
played two records into the mouthpiece of the de Forest transmitter, and
probably no more than one hundred amateur operators heard the signal.
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No advance warning gave a hint of the trial broadcast; no publicity
draped the pages of the Detroit News. Everything worked perfectly, and
the staff began preparations for the next day's broadcast of a Michigan
election. When the election returns began to trickle in, it was the radio,
not the newspaper, that first brought them to the public. Like a proud
parent doting on a child’s accompllshments, the September 1 issue of the

News reported: “The sending of . the Detroit News
\)

Radiot one Thursday night was Tr with romance, and must go

down in the history of man'stomnquest of the elements as a gigantic step

in hisprogress.” ™

The earh } - gty der the call
letter%&g&j%mng that other early
stations (fied, experimented with, and some s nurtured into long-
running%p‘u-h-r-&re. The election returns were supplemented the
following day with a sportscast, a preview-of the-Wesld Series on October

5, and WW]J'’s reports of the Brooklyn-Cleveland match-up. Returns of
the Harding-Cox election were heard on November 20, 1920, the same
election returns that later became KDKA'’s claim to the “first station”
honor.

So important was music, that WW] organized the sixteen-piece Detroit
News Orchestra expressly for broadcast use. It also expanded its studios
to auditorium proportions which were described as “magnificent” with
perfect acoustics, two-toned blue walls, and a white ceiling with a silver
border.

The latest equipment took WW]J's news microphone onto the road
and into the air. A single engine prop aircraft with NEWS painted in big
letters on one wing was equipped for direct broadcast, and a news and
photographic unit thus became one of the first “mobile units” (Figure
3-3), now a common element of radio stations in even small communities.

With all of these early credits to its name, it is not surprising that on
the front of an antique microphone illustrating the promotional literature
of WW] reads the inscription: “WW] RADIO ONE, WHERE IT ALL
BEGAN, AUGUST 20, 1920.”

KDKA at East Pittsburgh
Statisrr KDRAatsoestablished-its place i broadcastng’s-history in 1920.7

The story of KDKA’s begins with Dr. Frank Conrad (Figure 3-4), the
assistant chief engineer at _the WestmghouseElectric Plant in East Pitts-
burgh, Pennsylvasnia; who-eenstructed_a-sransmitter licensed in 1916 as
8XK. After the World War I ban on nonmilitary uses of radio was lifted,
Conrad began his experimental programming. Through an arrangement
with a local record store in the nearby community of Wilkinsburg,
Pennsylvania, he received records in exchange for mentioning the name



Figure 3-3 A broadcasting station, photographic dark room on wheels, and
a newspaper office is how the Detroit News described this early mobile news
unit. (WWJ and the Detroit News)

Figure 3-4 Dr. Frank Conrad, who conducted the ex-
perimental work that led to the establishment of KDKA
radio. The station began broadcasting on November 2,
1920. (KDKA)
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of the store. Its popularity grew so rapidly that Horne's Department
Store in Pittsburgh ran an ad for inexpensive receiving sets.

To H. P. Davis, a Westinghouse vice president, the ad was the
inspiration for a license application with the call letters KDKA, granted
on October 27, 1920. A month later, the new call letters identified the
station as it sent Harding-Cox election returns to listeners with amateur
receiving sets and to a crowd gathered around a set at a local club. The
crowd called for more news and less music, and KDKA's mail reported
receiving the signals even at sea. The success of the broadcast gained
widespread publicity, overshadowing WW]J's 5|m|lar efforts, because
KDKA had official call leuers Mor a publicized
ev. ds of the

For Westinghouse, manufacturing receivers was its definition of “com-
mercial” broadcasting. Addressing an audience at the Harvard Business
School, H. P. Davis remarked: “A broadcasting station is a rather useless
enterprise unless there is someone to listen to it. . . . To meet this situation
we had a number of simple receiving outfits manufactured. These we
distributed among friends and to several of the officers of the company."®

As the popularity of the station grew, so did the staff, and when a
Westinghouse engineer walked into the transmitting shack, he became
the first full-time announcer in radio. Harold W. Arlin’s (Figure 3-5)
experiences were quite a change from his duties as an electrical engineer.
During his career he introduced to KDKA's listeners such famous names
as William Jennings Bryan, Will Rogers, Herbert Hoover, and Babe
Ruth.

Today, clear-channel, 50,000-watt KDKA can be heard over a wide
area of the northern hemisphere during late night periods and with
good atmospheric conditions. If you are traveling in the Pittsburgh area,
you might even pass the former home of Dr. Frank Conrad in the suburb
of Wilkinsburg where a plaque reads: “Here radio broadcasting was
born...."”

RCA is formed

Although it may seem as though the pioneer stations and their owners
were to become the corporate giants of broadcasting, by 1920, a new
worldwide corporation was already operating and had the blessing of the
United States government. It would soon become a giant not only in
broadcasting but in other communications interests as well. The company
was the Radio Corporation of America (RCA). Its beginning is full of
international intrigue, skilled corporate maneuvering, presidential poli-
tics, and even the United States Navy.



Figure 3-5 Harold W. Arlin,
who became KDKA's first full-
time announcer. Besides in-
troducing many well known
personalities to KDKA lis-
teners, he is also credited with
broadcasting the station’s first
play-by-play football game.
(KDKA)

The play begins at the close of World War I when the United States
still had control of all wireless communication. The theught of turning
a major share of the Ameriearrwirchess—interests_baek10 Marconi was
more than President Waodrew—Witsom—wanted—to-do. After all, the
Marconi Company was still substantially British in influence if not in
stock ownership. Communication and transportation were now realized
as important keys to world international power. Great Britain had a
network of cable systems in Europe and the United States, and its
shipping industry and strategic location had an edge on transportation.
Although not necessarily a threat, the British were at least to be treated
with caution. President Wilson was also a fan of radio in his own right,
having seen the benefits of his famous Fourteen Points spread throughout
Europe by an American station using the huge General Electric alter nator
of Ernst Alexanderson.?

Government Attempts at Keeping the Alternator

In 19 } introduced in Congress, both design.ed indirectly

to brmg wmhmmfercnmrﬂﬂ\-lthuug'hteemmglyh less at the time,
they suggested the use of technical schaol radioStations for experimental
use but failed to mention anything about the amateur or “ham” stations.
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Although the legislation had the support of President Wilson and the
Department of the Navy, neither counted on the lobbying efforts of the
amateurs. In chapter 2, we learned of the mushrooming popularity of
radio and the growth of the amateur organizations. When World War I
began, and the government took control of broadcasting, it was silence
for the hams, and their equipment did little more than collect dust. Now,
with all of their pent-up enthusiasm of going back on the air, their
exciting tales of radio’s war escapades, and a flood of war-trained
operators wanting to continue their experiences as hobbyists, the legis-
lation did not have a chance. Scathing attacks on the bills even claimed
that they would prohibit the youth of the country from participating in
investigation and invention.'® Finally, the bills were tabled, permanently.

Bullard, Young, and Sarnoff

The next scene cast the General Electric Company, President Wilson,
and Admiral William H. G. Bullard in leading roles. For GE, the war was
a period of considerable government support, especially for its Alex-
anderson alternator. When the war ended, the company faced serious
layoffs because of the lack of government contracts. Although trading
patriotism continued during the hostilities, an end to the conflict meant
GE was free to trade with any company it chose. By coincidence, that
trading was about to begin with the British Marconi Company. But
President Wilson wanted the new technology of radio to remain in
American hands. Although the details of the conversation are unclear,
we know President Wilson at least spoke to Admiral W. H. G. Bullard
(Figure 3—'%%@6, about keeping the
Alexander qnmnrrhnmr"round "' Bullard then took it upon
himself to sp counsel, Owen T. Young
(Figure 3-6). Whatever persuasive arguments Bullara‘txse(l he managed
to convince Young and GE to take the giant leap to form a new, all-
American company in the wireless business.

In the tradmon of people known for significant corporate maneuvers,
Owen "[_X - n mlernatl()nal negotiation that
formed not fca, but also facilitated
the purchaﬁ%ﬂﬂm mpany. GE also bought
the stock—of-the-American—-Marconi-CGompany-that was owned by the

ritish Mamwmm American directors
and stl?ula&e-d-thm_no_mo:e_tha.[LZO_m_cﬁnL_ofimk could be held by
foreign mratiorials. For American Marconi, the decision to become part of
RCA was a necessity in order to overcome its “British” image in the face
of American patriotism. It also needed the alternator to succeed just as
much as GE needed customers. As it turned out, the merger maintained
the jobs of American Marconi employees and directors.




Figure 3-6 Two men important to the early formation of the Radio Corpo-
ration of America. Admiral William Hannum Grubb Bullard (left) became the
chief intermediary between the U.S. Navy, the White House, and General
Electric. Owen D. Young, serving as General Electric's general counsel, was
persuaded by Bullard's recommendations and began the maneuvers culmi-
nating in the formation of RCA. (Department of the Navy and RCA)

One of themorefamous diteciors was David-Sarnott(Eigure 3-7). As
a wireless operator, he-had“worked” the messages~from the ships
rescuing thesurvivors of the Titanic. Later in 1916, he wrote his boss,
Edward J. Nally, at the Amenrican Marconi Company suggesting the
modern application of radio. In the now famous letter, Sarnoff said:

| have in mind a plan of development which would make radio a “"household
utility” in the same sense as the piano or phonograph. The idea is to bring music
into the house by wireless. ... The receiver can be designed in the form of a
simple "Radio Music Box"; . .. supplied with amplifying tubes and a loudspeaking
telephone, all of which can be neatly mounted in one box.

Aside from the profit to be derived from this proposition the possibilities for
advertising for the company are tremendous, for its name would ultimately be
brought into the household, and wireless would receive national and universal
attention.'?

David Sd-rnof’ﬁ named tommereial-manager of RCA when-the merger
took plaée, later headed the corparation.'
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Figure 3-7 David Sarnoff taught himself Morse Code
and landed a job with the American Marconi Company as
a wireless operator for the station at Siasconset on
Nantucket Island. (RCA)

patents, cross-licensing, and competition

KDKA'’s experiments and their accompanying publicity put the major
corporations in wireless communication into a small turmoil. The giants
of RCA, GE, and American Telephone & Telegraph had entrusted their
futures in a joint block of power that would effectively, if not completely,
control the development of radio. But to-the Tniumvirgte, the vision had
been marine communication anWe communication
KDKA createtwithiwNovémber, ion. Now the memo
of David Sarnoff that originally went politely unheeded took on new
significance. Perhaps there was money to be made from using broadcast-
ing for mass appeal. The empire that Owen T. Young had built already
had acquired allies in GE and AT&T—each—had -previously acquired
important_breadcasiing patents WhICh the three p.o-w shared by
agreemefil,

Sharing the Discoveries

Some of the earliest patents belonged to Lee de Forest. The audion,
which was the forerunner of a whole series of improved vacuum tubes,
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was the most important link to the future of communication, at least in
the way AT&T saw it. In 913, AT&T hegan buying-deForest’s patents
to the vacuoum tube and then worked-with-theirowirengineers to improve
the device. By 1915, using Tm"latcsf-equa-pmﬁyndudmg German-
marrofacrured vacuum pumps to suck the air out of the tubes, the
company _perfeeted—the—first tommercratty —successful—device (Figure
3-8)." AT&Fused-it for the first wransattantic telephone call.

As we learned in chapter 2, the courts ruled that the audion infringed
on the vacuum tube invented by Ambrose Fleming and that Fleming’s
patents belonged to the American Marconi Company. Yet war has its
peculiar benefits, and breaking this AT&T-American Marconi conflict
was one of them. The United States government stepped in and called
for all companies to forge ahead as part of the war effort; thus all became
immune from patent infringement suits.

The demand for vacuum tubes also involved GE and Westinghouse.
Fach had the capacity to manufacture light bulbs. The equipment that
could suck air from a light bulb also could perform the same task in
manufacturing vacuum tubes.'> General Electric, as we learned, also had
the Alexanderson alternator.

So for the duration of World War I, everyone worked in harmony,
each cooperating with the other, but each with an important part of the
pie that could be reheated after the war ended. When it did, each had

Figure 3-8 The first commer-
cially successful vacuum tube
developed in 1915, (AT & T Co.)
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something the other needed. Thus for the future of radio, it was
advantageous for RCA, GE, and AT&T to enter into a complex arrange-
ment of cross-licensing agreements, permitting each to share in the
developments of the others but clearly dividing the way in which radio
would be marketed to the public.

Armstrong's Superhetrodyne: Westinghouse Asset

Westinghouse, meanwhile, had been scrambling to compete with the
RCA-GE-AT&T alliance. It acquired the patents to a new type of circuitry
invented by a graduate student at Columbia University, Edwin H.
Armstrong (Figure 3-9). While Armstrong was serving in France in
World War I, he became interested in finding a way for antiaircraft
guidance systems to home in on the radio waves emitted by aircraft
engines.'® Although his invention never aided the war effort, it did spark
the development of the superheterodyne circuit, an improvement on Fessen-
den’s heterodyne circuit. The superheterodyne changed the frequency of
incoming radio waves, amplified them, then changed them to an audible
signal. Westinghouse, just a month before the November 1920 broadcast,
shrewdly bought the Armstrong patents and also some held by Michael
Pupin, a Columbia professor who had worked with Armstrong, permit-
ting Armstrong to use his laboratory and financing some of Armstrong’s
work."?

When KDKA showed its stuff, Westinghouse was invited to become
the fourth member of the RCA-GE-AT&T alliance. Still another com-

Figure 3-9 Edwin H. Armstrong, who de-
veloped the superhetrodyne circuit and later,
a successful frequency modulated (FM)
transmission system. (Columbia University)
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pany, United Fruit, joined because of its patents on crystal detectors.

Thus under agreem ig four: (1) 6GE-amt—Westmghouse
would manufacture radio parts and receivers; CA would market
and se — 3-Ade b bl : adio trans-

mitters*¥ All of them were free to start their own broadcasting stations,
and they did. But the agreements were mostly concerned with wireless
telephony and telegraphy.'®

When the stations did get underway, they signed on fast and furiously.
KDKA was only the beginning. More and more amateurs with numbered-
prefixed call signs applied and were granted licenses to operate broad-
casting stations in the same fashion as KDKA. Westinghouse did not stop
with that Pittsburgh station; it was not long before it signed on WBZ in
Springfield, Massachusetts; WJZ in Newark, New Jersey; and KYW in
Chicago, later assigned to Philadelphia. WJZ was sold to RCA in 1923.

RCA started its own station in 1921, WDY in New York. Although it
stayed on the air only three months, it did try some innovative program-
ming, including a remote broadcast from the New York Electrical Show
featuring Metropolitan Opera star Ann Case (Figure 3-10).

Figure 3-10 An early remote broadcast from WDY's
improvised studio at the New York Electrical Show of
1921. Standing (left) is Major J. Andrew White, WDY
program manager, and Ann Case of the Metropolitan
Opera. Opera singers often were used in early experi-
mental broadcasts, not only because of their popularity,
but also because their powerful voices could compensate
for the less sensitive microphones. (RCA)
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General Electric entered broadcasting by signing on WGY in Schenec-
tady, New York. But of all the stations on the air in the early 1920s, the
one to stir the attention of the public and the industry alike was AT&T’s
WEAF in New York.

toll broadcasting: WEAF

The idea of commeraa ing was developed at AT&T on June
1, 1922 wnh the licensing of WLAF WEAF lnmateﬂ‘rhv Toneeptof "0l
sting.” This meant that ' . ‘ station could

4ng-the entire

2 —whateve ' stred. At first, the

idea had few takers. S() the station used AT&T personnel as announcers
to fill the programming void, one of the earliest being Helen Hann, a
member of AT&T’s Long Lines Department (Figure 3-11). The first
sponsor to try the new toll concept was the Qar.tmbam_(,‘()&);)\rz;iir(:’n of
New York which used a set of five short programs over five daysTo sell
real estate.?® On August 28, 1922, at a cost of $50.00, the Queensboro
Corporation’s first program began the era of moderm—commercial

broad}sﬁng.

Figure 3-11 WEAF’s early studio with Helen Hann, the
announcer. (AT & T Co.)




Criticism of Toll Broadcasting

Not everyone thought the idea was good. Arguments against commercial
radio started surfacing in the trade press. The American Radio Journal
suggested three alternatives: (1) have municipalities undertake programs
on a civic entertainment basis; (2) charge the public and collect revenues
from a large number of “radio subscribers”; or (3) tax the manufacturers
of radio equipment, the people who distribute it, and the people who sell
it.2' Printer’s Ink, the trade journal of early advertising, concluded: “Any
attempt to make the radio an advertising medium, in the accepted sense
of the term, would, we think, prove positively offensive to great numbers
of people. The family circle is not a public place, and advertising has no
business intruding there unless it is invited. . . . The man who does not
want to read a paint ad in the newspaper, can turn the page and read
something else. But the man on the end of the radio must listen, or shut
off entirely. That is a big distinction that ought not be overlooked."?
Despite questionable reviews, advertising revenue gradually dribbled in
to WEAF.

Through some political strategy with the Department of Commerce,
the station managed to secure a more favorable frequency and extended
hours. That in itself was important since stations did not have the
protection from interference that they have today. In fact, sometimes
three or more stations had to split up the broadcast day on the same
frequency with each vying for the audience when the other signed off.

As WEAF attracted more advertisers, AT&T began pouring money
into the station, building new studios and the finest equipment Western
Electric would manufacture. That fine equipment also became the envy
of the broadcasting industry, and when other stations started to request
it, AT&T was reluctant to fill their orders. The short-term profit of a
transmitter sale was less important to AT&T than the potential of a
national advertising medium under the telephone company’s control.
When AT&T increased WEAF's remote broadcasts, the audience cla-
mored to listen, and when WEAF's competition did make remote broad-
casts, AT&T responded financially.

Finally, AT&T concluded that it would be in its best interests to block
remote hoTxps on AT&T lines from its old alllei.mE and

Westinghouse. Rcsemmmﬂcd_hy_p_mﬁts._hmpafk—&hmmﬂamﬁ
the ind . While r_thr use

Western Umon lines for broadcasts, AT&T was argumg that lt alone

rmitted to eng:

ing and-distribution rights to radio equipment.

As time went on, the stakes grew higher. WEAF's income from its toll
venture continued to climb, while hundreds of smaller companies ate
away at the profits of RCA, GE, and Westinghouse by manufacturing
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radio receivers in defiance and sometimes in ignorance of patent rights.
It was clear that the future belonged to commercial broadcasting to a
mass audience. A'I’Wllecl license fees from
sqme_stations before permitu okups into AT&T long lines. The
company also gathered together a group of stations on which an adver-
tiser could buy time separately or as a group. The stations, or “chain” as
early network broadcasting was to become known, presented a sizeable
example of how toll broadcasting could work.?® Although AT&T was
receiving some severe criticism in the press, it continued its toll concept.

Finally, the accusations of infringement on the 1920 agreements
elevated into open confrontation, and an arbiter was called in to mediate.
The parties agreed to adhere to a final verdict issued by Boston lawyer
Roland W. Boyden.?* Simultaneously, the Federal Trade Commission,
apparently completely unaware of the arbitration action, issued a report
claiming a monopoly in the radio industry and placed the blame on none
other than AT&T, RCA, GE, Westinghouse, and the United Fruit
Company.

The Antitrust Issue

The Federal Trade Commission’s report was sobering, but the radio allies
already had agreed to abide by Boyden’s decision. Taking his time in this
delicate matter, Boyden finally presented his position to the litigants.?
His draft opinion which effectively ended AT&T’s claim to exclusivity in
toll broadcasting caused the telephone company to try an end-run. The
AT&T attorneys first leveled a reaction to the draft opinion:

We believe that the referee’s unavoidably incomplete knowledge of the extremely
intricate art involved in this arbitration with his effort to cooperate in the attempt
of the parties to work out this situation, have misled him into a radical departure
from the contract which the parties actually made, and into conclusions which
amount to an attempt to make a new contract for them.?

They then got an opinion from none other than John W. Davis, who had
helped draft the Clayton Act, that major piece of antitrust legislation
passed the same year that the Federal Trade Commission was formed.
Davis argued that if Boyden were correct, then the original cross-licensing
agreements of 1920 were illegal and an infringement of antitrust laws. It
was a crafty move on AT&T's part, effectively suggesting that it did not
have to agree to the arbitration because the agreement was illegal in the
first place.

With all the turmoil, AT&T was still very conscious of public opinion.
An image of waging open warfare to gain control of broadcasting was
something it did not want to acquire. The next scene would see the
power structure of American broadcasting change dramatically.



network radio

Whether RCA either realized AT&T did not want to begin battle, or
decided it was time it went into toll broaclcasting is open to speculation.
Undoubtedly, both thoughts crossed the mind of David Sarnoff as he
and other RCA officers watched AT& T organize its broadcasting interests
into a separate corporation in May, 1926 and call the new subsidiary the
Broadcasting C()mpany of Amerlc‘i At RCA, a similar move was afoot as
the RCA breades cre ated in September 1926

RCA, wh was eventualFromnsstidared
prew()usm from \\uxmghouse

NBC had been—successtully Taunched, and fm) the future
forecaww to use long
lines f toadcasting. It also lifted the weight of
negative public opinion from AT&T'’s shoulders. Although it might have
won the court battles and the arbitration, and even survived the wrath of
the Federal Trade Commission, AT&T felt comfortable with its network
of Wmm:—%%—»houldev—w»hr—npmﬁm@lew ‘national
network:*n a major display of public pronouncement, NBC advertised
its new venture in newspapers with a promise of “better programs
permanently assured by this important action of the Radio Corporation
of America.”

NBC’s Red and Blue

NBC operated two basic networks as part of its nationwide coverage plan.

The Blie—network—served—some stations exclusively as did the Red

network, and—a—numiber of -the-stations _had the-eptionr—of drawing
programmmmg-from—either—Although still consolidated under NBC, the
flagship station of the-‘R‘e’d’fetwork was none other tharm-WEAF-—The

Blue n t is not surprising that the rivalries
continued with each attempting outdo the other. In 1932, NBC
executives began to consider a separate status for the Blue network,
having it operate even more competitively with the Red. One of the
executives to conceive the idea was Mark Woods (Figure 3-12) later to
play a key role in ABC’s development. Things remained the same at the
Blue until 1939 when a separate Blue sales department was established,
followed by other departments separate from the Red network. Undoubt-
edly, an impetus for the changes came with the Federal Communications
Commission’s announcement in 1938 that it was planning a full-scale
inquiry of network broadcasting.




The FCC's Report on Chain Broadcasting

Out of the inquiry came the FCC's 1941 Report on Chain Broadcasting.
Among other things, it was critical of NBC's interest in talent manage-
ment. This interest developed early in 1931 when, because of its need
for talent, NBC acquired a 50 percent share of the Civic Concert Service,
Inc. to complement an artists’ management division of the company.
Increasing its share in the Civic Concert Service until it owned it, the
network became the target of conflict-of-interest charges by the FCC.
The Report stated: “As an agent for artists, NBC is under a fiduciary
(hold in trust) duty to procure est terms p055|ble fot the artists. As
emp&«:\r of artists, NBC is i st terms possible
from the artists. NBC‘s dnal role ne ssarlly Prgvents arm s-length

the artists’ service was only part of the scrutiny. The Report also examined
NBC'’s growing interest in its transcription business, which included
recordings for libraries and other services.

When the FCC concluded its investigation, it reported that stations
could not be bound by exclusive network contracts prohibiting them

from airing programming from other networks; nejmacts were
to be for periods of one year; and stations w eterminer
of proﬁm@?mmms. The
most important statement, however, hit at the very heart of NBC's dual

network concept: “No_license shall be granted to a standard broadcast
station affili i aintains more than

one netmrmn'ﬁaﬁdﬁarmﬁ&mmeudcm of RCA,
set the wwemmm& immediately

organizee ration. The action was an
attempt: (1) at least temporarily to pacify the FCC, and (2) to get an
accurate reading of exactly how much the Blue network was worth by
creating a separate accounting system. The handwriting was on the wall—
Blue had to be sold.

Edward J. Noble Launches ABC

When it became clear that NBC's disposal of the Blue network was
inevitable, major industrialists began to consider the jump into broad-
casting. They included the Mellons in Pittsburgh, Marshall Field, Para-
mount Pictures, and Edward J. Noble (Figure 3-13), who had developed
a sizeable fortune making and selling Lifesavers candy. A former under-

secretary of commerce, Noble wm&saﬁmcrﬂt;uﬂiposted $1 million
of Blue's purc pay RCA the
remainder from his own -and with loansfrenrthree New York
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Figure 3-12 - Mark Woods, who helped to establish  Figure 3-13 Edward J. Noble, whom,,‘ﬁngof.
the NB

the NBG—Biuernetwork-whith Became-ABC with its of Lifesaver candies to purchase

N lue
Mark Woods =5 1S president. (ABC) ne'

banks:®-Jhe FCC, meanwhile, had delayed enforcing the 1941 Report to
permit the sale of the Blue network in a calm atmosphere that wouldn't
depress the price.

On October 12, 1943, the commission announced it was approving
the sale of the Blue network to Edward J. Noble?® Mark Woods was
retained as, president. In approving the sale, the FCC stated the trans-
action “should aid in the fuller use of the radio as a mechanism of free
speech. The mechanism of free speech can operate freely only when
controls of public access to the means of a dissemination of news and
issues are in as many responsible ownerships as possible and each
exercises its own independent judgment.”™'

For Edward ]. Noble, the challenge to develop the Blue network was
sizeable. World War Il was raging, and American business, although
geared up for war production, was in a state of uncertainty. A total of
168 stations and 715 employees were now Noble’s responsibility. Already
on the climb, however, were Blue’s credits as an independent
organization.

While still part of NBC, the Blue network showed promising oppor-
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tunities as an investment. It instituted a special daytime-rate package,
permitting advertisers to buy at a discount over a series of daytime hours.
Another discount package provided savings for advertisers who steadily
bought time on more stations to carry their programs. Institutional
advertising permitted companies to sponsor one-time programs publiciz-
ing important accomplishments. Typical were the famous “Victory Broad-
casts” calling attention to the war effort. Noble also inherited the “strip”
broadcasts, which permitted companies to sponsor programming over a
strip of four t seven evenings per week. Some of the early takers
included Metro-Goldwyn-Mayer which sponsored the comic antics of
Colonel Lemuel Q. Stoopnagle, heard five nights a week for five minutes
a night and carried by 54 stations.?

Despite all its recent accomplishments, the Blue network still had not
made a profit, and Noble pulled together his own team of experts. He
named a New York advertising executive to be vice president of programs.
Adrian Samish, in his mid thirties, had had previous stage work and
realized the Blue network did not have the big-name talent that was
pulling audiences to the other networks. He was also faced with a die-
hard group of female followers on other networks who lived for the soap
operas of sound with their tensions, intrigues, and love affairs. To

compet%lh_llﬁss__lmj.mﬁmmd—e—snwrof;gmshews and although
not setting the world on fire, did provide the Blue with alternative
programming.

Working with Samish was Robert Kinter, a former Washington cor-
respondent. As vice president in charge of special events, Kinter at first
seemed like a public relations trouble-shooter until he began showing
everyone he had a head for management decisions. By the turn of the
decade, he was serving as executive vice president, later to be named
president of the network.

Noble-had formed a separate-eorporation;the-Amgrican Broadcasting
System,ne.~to_purchase the Bluenetwork.-On—ftine 15, 1945, affiliate
stations heard announcer James Gibbons say, “This is the American
Broadcasting Company.” The influence of the war effort and the patriotic
mood of the country were reflected in Mark Wood’s comments about the
new name. The name was chosen, he said, “because ‘American’ so
completely typifies all that we hope, and believe, this company will be
and will represent to the people of the world. The tradition of inde-
pendence and of free enterprise, liberality in social philosophy, belief in
free education for all and in public service—all of this and much more
is inherent in the name.”

To some, the words today might be criticized as overstated, but for a
nation headed toward victory in global conflict, Woods was appealing to
the heart of the hinterland. Patriotism was also present later that same
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evening, when ABC officially retired the label of “Blue” with an hour-
long program titled “Weapon for Tomorrow” discussing the “importance
to a democracy of a freely-informed people.”

CBS Is Born
When ABC began network broadcasting, it had three formidable com-

petitors—the Re twork which later became NBC, and two other
nem-&@mwm
1927 “MMdem Broadcaerm-.s,—}nc‘Was
formed—toserve the duat—purpese—of—selling time _to advertisers an

furnishimg programs for stations. Acting as the sales arm of United was

another company and stoc er @nograph Broad-
casting Systetn, Inc. Sixteen stations were included in the original United
network, and it was not long before financial difficulties made the venture
less than proﬁtable

United ich i pay the sixteen stations
$500 per week to furnish it with ten s;ec;ﬁours of broadcasting. But
the cost was simply too high, and in the fall of 1927, the Columbia people
withdrew from the venture, and United bought the stock. United also
changed the name of the organization to the Columbia Broadcasting
System, Inc. The network fortunately revised its rate agreement with the
affiliate stations, having suffered losses of over $220,000 in its first nine
months of operation.3® The new agreement cut the losses, but it was not
until a man named William S. Paley (Figure 3—14) arrived on the scene
that things began to look up.

Paleys—ather owned the Congress—Gigar—Company Which had been

one of thespomsers-on-the-old-United-network When cigar sales jumped
from 406;680-te—tmillion per day inmsix months, radic got the credit.
Congress’s advertising manager, the owner's son, went to New York with
an eye on buying the faltering 16-station network. Taking control of 50.3
percent of the stock, the Paley family entered the broadcasting business.

The growth of CBS is somewhat legendary in broadcasting history.
The verymext_year after Paley assumed—tontrol, network jumped
into the black and contin € at a profit as one of the largest
advertising orld. Ten years after Paley arrived, the network
grew from 16 to 113 affiliates. In its first year of operation, it sank more
than $1 million- into programming and moved its facilities to new
quarters.* Paley himself took an active interest in network programming,
personally supervising CBS’s coverage of the 1928 election returns. By
1930, CBS was holding its own against NBC and was actively participating
in the era of “experimental” broadcasting that characterized early radio.
We'll learn more about this later in the chapter.




Figure 3-14 William S. Paley,
who guided the corporate de-
velopment of CBS after his
father’s cigar company pur-
chased the floundering net-
work in 1928. (CBS Inc.)

The Mutual Broadcasting System

The oadcasting System started much in the same way as the

United network did except for two major differences. ¥’ Eirst; Mutual did
not enter into agreem'ents—m‘mmmm-ef fmoney to
affiliate-stations;—and—second;it-started-smatt. Mutual-began with four
stations—WOR in Newark; New Jersey;—WXYZ -in-Detroit;, WGN in
Chicago; and WLW in Cincinnati. The-four-stations agreed that Mutual
would become the “time broker” and pay the stations their regular
advertising rate, deducting first 5 percent sales commission and other
expenses such as advertising agenecy fees-or line charges. It expanded in
1936 when Mutual added 13 stations in California and 10 in New
England. In 1938, a regional network in Texas added 23 more stations
to the chain. By 1940, Mutual had 160 outlets. Yet the network operated
more like-a-eo-opthama-profit-making Tietwork like NBC and CBS. A
special stock arrangement even gave some stations a greater voice in the
network’s operation as well as in special sales commissions. But unlike
United, which had to scramble to stay in business, Mutual grew slowly,
making it the third competitor in early network broadcasting.

A system of noncommercial radio stations also developed and we shall
learn more about thein in the chapter on educational-public broadcasting.
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Many stepping stones dot radio’s path of development. Some of these
are milestones, such as KDKA'’s first broadcast. Others mark decisions
made in corporate board rooms, decisions that charted the medium’s
course. Still others represent developments from inside the laboratory.

Armstrong Applies the Principle

Frequency modulation, changing the frequency of a wave to modulate a
signal, was not new to Edwin Armstrong. He had studied it and did not
believe the words of his predecessors that FM had no real application to
broadcasting. One day while talking with David Sarnoff, Armstrong
agreed that a device was needed that would clear the static from radio
transmission.?® To Armstrong, that challenge meant years of research at
Columbia, culminating in 1933 when RCA engineers accepted an invi-
tation to witness his latest efforts. Although the equipment worked, RCA
was not enthusiastic. Still, it gave him permission to continue the exper-
iments at the Empire State Building. There, with successful tests ranging
up to 65 miles, Armstrong was sure FM held the key to revolutionizing
radio.

But the vision in RCA’s eye was television. Tests had already been
successful, and the company was undoubtedly thinking a few years ahead
to the public relations splash a television demonstration would make at
the World’s Fair. Armstrong grew increasingly suspicious of RCA’s and
Sarnoff’s intentions. Deciding not to wait, he launched a lecture tour of
his own and demonstrated FM to dozens of audiences across the United
States.® Selling his RCA stock and receiving encouragement from the
Yankee and Colonial networks in New England, Armstrong built his own
FM station in Alpine, New Jersey. There, after battling the FCC for a
license, he continued his experiments and managed successful broadcasts
of up to 300 miles while spending a personal fortune of between
$700,000 and $800,000.* The World’s Fair came and went, and Arm-
strong was left with his fledgling experiments. But even with the thrill of
television, FM was beginning to catch on, so much so that on January 1,
1941, the commission authorized commercial FM broadcasting. Although
it might have seemed that Armstrong could look his old friend David
Sarnoff in the eye with an “I told you so,” that was not the case. In 1945,
RCA won a victory when the FCC moved FM to its higher frequency,
making room on the spectrum for television.*!

Finally in 1948, after seeing RCA get away without paying royalties on
FM sound transmission for TV, Armstrong brought suit. For five years
the legal battle went on until Armstrong finally agreed to a settlement.
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He died shortly thereafter, reportedly committing suicide. But FM, even
with setbacks, corporate lobbying, government tampering, and changed
frequencies, continues to develop and win audiences.

Factors Affecting FM Growth

The growth of FM broadcasting can be attributed to ten reasons. First,
even though it was set back by World War II, the FCC gave FM
permission in 1941 for full-scale development which prospered in the
brief prewar period. Second, the perfection of sound recording gave the
public a new appreciation for quality reproduced music, quality that FM
could provide better than AM could. Third, FM was boosted by the
developmentf stereo sound recording and the corresponding public
demand for stereoEM. Fourth, the Jume T, ecision by the FCC
permitting FM to broadcast stereo signalsgave the ability to supply
that demand. Fifth, the crowding on the AM frequencies prompted new
broadcasters to enter the industry on the FM spectrum. Sixth, FCC
requirements which gradually eliminated the once common practice of
simulcasting the same program on combination AM/FM stations under
the same licensee forced licensees to develop the FM stations. Seventh,
more radio receivers are capable of receiving FM signals.

Eighth of the ten reasons for growth is that FM stations are now
presenting a diversity of programming which appeals to a wide range of
tastes (Figure 3-15). A research project conducted by Cox Broadcasting
Corporation examined broadcast diversity.®2 The research found 21
percent of FM stations programmed contemporary music, more than
what AM stations programmed. So the image of FM as devoted mostly
to classical music is already outdated. Cox found that “beautiful” music
occupied only 6 percent of FM programming. Twenty-four percent of
the stations programmed “beautiful” music, 13 percent light music, 9
percent country, 8 percent contemporary, 5 percent soul, and 14 percent
“other” formats. Ninth, although it is changing, FM has fewer commercials
than AM does. Tenth, automated programming equipment permits licen-
sees with an AM/FM combination to program the FM station without
increased staffing.

FM'’s growth has been substantial. Cox researchers predict that in 1981
there will be 3,500 FM stations in operation as compared to 4,600 AM
stations (Figure 3-16). The same research sees FM as equaling AM in
popularity, capturing 57 percent of the total American listening audience
(Figure 3-17) in 1981.% So the work of Edwin Armstrong, despite his
frustrations, did open a new era in radio which has had not only a
profound effect on the industry, but also on the radio programming
which we receive.
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Figure 3-17 (Cox Broadcasting Corporation)
the transistor

The story of the transistor begins in the Bell Laboratories in 1947 when
Dr. William Shockley sent a memo to colleagues inviting them to observe
an experiment he had perfected using crystals, much like those used in
early radio receivers. What Dr. Shockley was experimenting with was the
“transistor effect.” Using a small silicon crystal, scientists at Bell Labs
discovered that the crystal could be made to react to electrical currents
in much the same way that the vacuum tube reacted. Dr. Shockley,
working with colleagues Walter H. Brattain and John Bardeen, perfected
the transistor, early models of which were not much bigger than a grain
of sand. Today, scientists have perfected the transistor to the point at
which thousands of them can fit onto a tiny chip smaller than the end of
your finger (Figure 3-18).

Transistors function in a process similar to a switch controlling an
electrical current. The transistor in your portable radio consists of a
wafer-thin crystal in three layers. A wire is attached to each of the three
layers. One wire is used to detect the radio signal being sent through
space. When the signal is detected, it allows current to flow through the
transistor in sequence with the incoming signal. By attaching a battery to
the transistor, the radio signal can trigger a circuit, releasing current
from the battery. Because the current is released in exact sequence to the
incoming signal, the transistor permits the signal, through the battery's
current, to be amplified tens of thousands of times.

The small size of the transistor revolutionized radio. When its practical
applications-were realized, the radie-receiverequld be taken outside the
home with no more power than a tiny battery. Radio receivers were
suddenly everywhere—on the beach, at the ball game, on picnics. There
was a new gift-giving spree as transistor radios became the thing 1o own.
We now take for granted the tiny pocket device that can put us in instant
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Figure 3-18 The transistor chip on the woman's finger
has a circuit capacity of thousands of single transistors.
(Rockwell International)

touch with dozens of AM and FM radio stations. For—WittiamShockley,
Walter H. Brattain, and John Bardeen, their discovery won them the
Nobel Prize in Physies.

reproducing an image

Even before Henrich Hertz had proved the existence of electromagnetic
waves, scientists were working to find a way to reproduce images and
send them from a transmitter to a receiver. The person credited with the
first breakthrough was German scientis; Paul Nipkew. As Marconi
continued to build his worldwide corporate ties, as the giant American
corporations fought over the control of wireless, as the pioneer stations
signed on the air, and as the transistor was being developed, television
continued through its experimental era to become a mass medium that
by the 1950s equaled radio as a mass medium.
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Nipkow's Scanning Disc

Paul Nipkow's scanning disc proved that images could be transmitted
electrically and mechanically, using a series of wires between the trans-
mitter and receiver. By punching holes in the disc and arranging the
holes in a spiral, the revolving disc would enable the holes to scan a
picture placed behind the disc. By rapidly changing the picture, the
illusion of a moving image could be transmitted over wires. The system
worked even in 1884; yet it lacked many components needed to make
television a reality. First, the system was mechanical, not electronic.
Compared to today’s television, it was slow and cumbersome. Second, the
wires limited the distance that the image could be transmitted, because
stringing wires to many different locations was impractical. Third, the
image was unclear because coordinating the scanning disc with the
changing pictures still had not been perfected. Experimentation on the
scanning disc continued. Ernst F. Alexanderson, inventor of the Alex-
anderson alternator, continued to work on mechanical television, exper-
imenting with both small and large screen systems. Television technology
continued to advance to the point at which it could transmit pictures of
crude clarity using high intensity lights. The most famous demonstration
of this technique was with the cartoon character, Felix the Cat (Figure
3-19). Perched on a converted phonograph turntable in New York,
experimental receivers as far away as Kansas City relayed the revolving
Felix, who looked very much like a venetian blind. Two men in the 1920s
were to make those experiments obsolete.

Zworykin and Farnsworth

A scientist at RCA and an Idaho schoolboy gave the world electronic
television. Working far apart, the two transformed television from a
clumsy mechanical device into a sophisticated electronic eye. Vladimir K.
Zworykiir; i igrated to the United States from Russia, went to
work fo%éﬁlh&’ﬁ%ﬂﬁéﬁﬂ%&ﬁﬂam a year
before KDKA signed on the air. He asked and received permission from
Westinghouse to work on a device that used electrons instead of scanning
discs to detect and transmit pictures. In 1923, Zworykin patented an all-
electronic television pickup._tube call he iconoscope Figure 3-20)
which signaled the end of the-stanning process. By 1929, he and his
research team demonstrated an all-electronic television receiving tube

called the kinescope.

But 60-line television was still a far cry from public acceptance. It was
this very thought that crossed the mind of a teenager from Rigby, Idaho.
Phi ater to become known 2 on,
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Figure 3-19 In 1928, television was progressing through its experimental
era which showed the clarity of a 60-line picture in black and white (left).
The television picture was produced by putting Felix the Cat in front of a
television camera flanked by high intensity spotlights (right). (RCA)

Figure 3-20 Vladimir K.
Zworykin holding his inven-
tion, the iconoscope, an all-
electronic television pickup
tube. (RCA)
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first came up with the idea of electronic pickup and scanning systems in
1921 at the age of fifteen.** To his science teacher, Justin Tolman, Philo
explained the solution to the electronic scanning and pickup problem.
Tolman encouraged the boy, as much as could be expected in deference
to a fifteen-year-old with an inquisitive mind. By the late 1920s, Farns-
worth had formed the Crocker Laboratories in San Francisco, later to
become the Capehart-Farnsworth Corporation. In 1930, Farnsworth was
asking for permission to experiment on the air with a system which could
get a 300-line picture quality.

By 1931, he had provoked Zworykin and RCA's interest enough to
entice them to travel to California to view his system. Upon seeing it,
Zworykin claimed that Farnsworth had nothing he needed. But RCA
quickly realized it was going to have to reckon with the boy from Idaho.
Farnsworth, with gall that probably made the corporate giant a bit uneasy,
told RCA that it could forget about buying his system. The company
would have to rent it in a royalty contract. Finally, after much negotiation,
RCA did just that. Later in 1941, Justin Tolman testified in a court suit
over patent rights. In the courtroom, he drew the same diagram Farns-
worth had placed on his blackboard that day in 1921 in Rigby, Idaho,
winning an important patent decision for Farnsworth who would later
hold over 150 patents, some common to all television receivers.*

The Experimental Era

With both electronic pickup tubes and an improved scanning system,
television was ready to make its mark. The first United States station to
sign on was W2XBS in 1930, owned by NBC in New York. The follow-
ing year, an experimental RCA-NBC transmitter and antenna were
in operation atop the Empire State Building. At RCA, a committment of
$1 million was earmarked for field tests. From these tests came the
forerunner of big-screen television as RCA’s electron “projection” gun
made history by producing television pictures on an 8 X 10’ screen.
RCA-NBC mobile television arrived in 1937. The following year, scenes
from the play Susan and God were telecast from NBC studios in New
York, and RCA president David Sarnoff announced that television sets
would go on sale at the World's Fair in 1939.

President Roosevelt opened that Warld's—¥air.and became the first
president ever seen on i blic. The fair-going
public look—inside—the—spectal -television receiver prototype
igure 3-21). An 8” x 10" screen reflected on the lid
kept fair-goers asking questions about how it worked and how they could
buy one. The same year, AT&T lines linked an NBC camera at a Madison
Square bicycle race to a broadcast transmitter, proving that both wires
and airwaves could complement each other in aiding television’s growth.




Figure 3-21 A crowd gathers in front of a clear glass
model of an early television receiver on display at the
1939 New York World’s Fair. The set had an 8" x 10"
screen reflected on a mirrored cabinet top. (RCA)

By 1941. the FCC realized both the potential and the demands of
television, and authorized commerdal licensing of television. But the
glory was short-lived. As war raged in Europe, the United States needed
skilled technicians to work in electronic plants and laboratories at home.
There was little use for television. In fact, when the Japanese attacked
Pearl Harbor, pushing the United States officially into World War 11, it
was radio, not television, that brought the sounds of bombs and gunfire
to American living rooms. For that dubious distinction, television would
have to wait for Vietnam.

The Freeze, UHF, Color

Between 1948 and 1964, three events helped mold television's future.
Although not directly related, they occurred somewhat simultaneously
and represent an era which is best described as an era of decision and
indecision. After World War II was over, the industry once again began
to gear up for television. At the FGC. concern was beginning to mount
over signal interference from those stations which wanted to begin
broadcasting. The bombardment of requests was overwhelming, and the
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_co )48, placing a
hold"on all new llcenses 7 3 2 RS
12 clr T : i VRO arg; ; 42 through
13) of T omagne C Sp , s 1n ~-high
/\ frequéncy (L,Hr) area of the spectrum (through83).
Int ctice, t were far
apart. t ivi fth UHF tuners.

UHF simply—cotld not compete in the marketplace. If people did not
watch UHF, the UHF stauons found it dlfﬁcult to attract advertising
dollars. Fmally, i manufacturers to install
both d UHF tuners : tston sets. In 1976, the electronics
firm of Sarkes Tarzian developed a device called a Uni-tuner which tunes
both UHF and VHF channels with the same “click knob."

Although UHF still has a long way to go toward reaching its full
potential, its future is beginning to brighten significantly. Many UHF
stations are not network affiliated, and expensive network advertising
rates are sending many national advertisers to these independent stations.
Moreover, a wider assortment of syndicated programming is permitting
independent stations to capture a larger viewing audience once reserved
for network affiliates.

At the same time as the freeze was taking place and the FCC was

/L/‘deciding how to allocate frequencies, two giants were battling it out over

the farture—of—cotor lue\m()n RCA and TBS wernrto-battde-aver what
ype standard. CBS

won thc.h:s&-unmd——whe;_dzc_m—wnvcd—-r—nm,com‘mle color
system f6r commercial broadcasing*T oncompa the color
signals MMWMMWFWMd white reception.

Meanwhile, RGA;which had beemdevetoping. a compauble system,

slapped CBS “Wwappcﬂmﬂ-eh&ay to the Supreme
Court which uphett-the£6Gs-approval of the CBS-system. CBS, elated

over the victory, bought a company called Hytron Electronics and its
subsidiary Air King. The new company manufactured receivers capable
of picking up the CBS color telecasts. Unfortunately the joy was short-

lived. Realizing the importance of compatible color, the FCC in 1952
reversed i isi and CBS’s ven : 1on came to an
abn@lt.

television technology

The FCC eventually approved a 525-line resolution system for American
televisior}. meaning the. picture would bescanned 525 times in rapid
successior.—}—was—a giant improvement over Zworykin’s initial 60-line
system and a considerable improvement over the 44 1-line system used in
Europe before a later 625-line system was adopted.



Iconoscopes to Plumbicons

Some of the most important improvements in television technology were
in the sensitivity of camera tubes. We already have learned about
Zworykin's iconoscope tube and the work of Philo Farnsworth. Although
helping picture clarity, the necessity for high intensity lights made
working with the iconoscope tube at best uncomfortable. The orthicon
tube_followed, providing improved clarity, and its successor, the image
orthicon, reduced considerably the amount of lightneeessary ta obtain a
clear picture.
After the |mage orthicon tube came the v
: : even greater pncture quallt

IIMUWAII television since the scanning dISC has done this,
but the key is sensitivity combined with a high-resolution electronic
scanning process. The vidicon is like an electron gun with a heater in the
bullet chamber and a lens over the gun barrel. The electrons are fired at
the lens and are controlled by a photoconductive layer just behind the
lens. When the lens sees a light image, such as a snow scene, more
electrons pass through the photoconductive layer to the signal electrode
which generates the picture (Figure 3-22).

Improvements on the vidicon tube, especially as applied to color
television, continue to be made. A major advancement came with the
Amperex Plumbicon® tube which has the ability to capture color images
with the sensitivity of the human eye. Experiments in holography, using

Figure 3-22 (Educational & Industrial Television)
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refracted laser beams, further indicate that three-dimensional pictures
are not far away.

Magnetic Recording

Capturing the live image was only part of television's progress. Recording
that image for future playback would give the medium a new, flexible,
dimension. Thus, film and magnetic recording, later to be called video-
tape, developed side by side, one using the technology of the other.

Recording television fascinated John L. Baird as early as 1927 when
he conducted successful experiments using a magnetic disc.*” The quality,
however, was t0o unsatisfactory even to try using it for future television
recording purposes. Building on Baird's work, researchers spent the next
twenty years trying to perfect a video-recording device by using such
modes as a combination-television camera and standard 16 mm film, and
even large-screen television using 35 mm film, the unsuccessful brainchild
of Lee de Forest.

Early color television recording concentrated on combining color
clarity with picture clarity. Although most early attempts were marginal,
in 1948, Eastman Kodak introduced a 16 mm system developed in
cooperation with NBC and the Allen B. DuMont studios. Using a Navy
camera, Kodak film, and a CBS receiver, the first “completely successful”
recording of color television was made in February, 1950.

The birth of videotape came a year later. The Electronic Division of
Bing Crosby Enterprises demonstrated a videotape recorder in 1951,
improving the quality a year later. In 1953, RCA demonstrated its version
of a videotape recorder. The big videotape breakthrough and publicity,
however, came in April 1956 when Ampex € s demonstrated their
videotape recording to a CBS-TV affiliates’ meeting. A meanwhile,
demonstrated-a-co ape_in 1957, bu was to carry the
banner for some years to come. Ampex engineer Charles P. Ginsburg is
credited with much of Ampex’s success, although a team of engineers
worked on videotape development.** In 1964, SONY Corporation of
Japan introduced a system claiming improved recording head design and
simplified operation for black and white recording. Portable videotape
units were proving their worth in the mid-1960s with schools and
businesses finding especially useful the one-inch, reel-to-reel videotape
which could be easily stored and applied to instructional purposes. Next
to arrive were the video cassettes. CBS introduced the first video-cassette
system called EVR in 1968. The following year, SONY Corporation of
America introduced the first color videotape cassette recorder.

Further refinements in videotape storage were developed by CBS
under the direction of the late Dr. Peter C. Goldmark. The CBS Rapid
Transmission and Storage (RTS) system became operable in 1976,
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permitting up to 30 hours of programming to be stored on one video
cassette. Different programs can be played back from the tape simulta-
neously over different transmission systems, such as different cable
channels.

John L. Baird's research efforts in 1927 ushered in a new era in video
recording for everything from full-length movie features to electronic
news gathering (ENG).

The Role of Film in Video Recording

Although videotape is currently the center of ntion because of its
quick playback—and Teusable tape, film continues te’ be important. An
intermediate film transmitier which “scanned” film was introduced at the
Berlin Radio Exhibition in 1932. In 1933, an intermediate film receiver
was demonstrated at the same exhibition. Ki ing, a quick-
t T 1 early 1950s.

In facr, nationwi i ink_was completed in 1951,
kinesmmumﬂ the
conversi ion to videotape. Even after the_conversion, the 16 mm camera
continued to be essential to the television news production process and
still remains a favorite of many television newsrooms.

Super 8 film also has become a favorite of some broadcasters. Less
expensive than 16 mm, super 8 uses one-third more area on the film and
an improved camera, thus making it adaptable to many broadcast uses.
Professor Ron Whittaker has examined the uses of super 8 film in
broadcasting, noting that it can serve broadcasting because: (1) electronic
image enhancers can increase image sharpness and provide clarity on
television comparable with 16 mm film; (2) advances in the film emulsion
process have reduced graininess; (3) super 8 works well in low light
conditions; (4) super 8 equipment is still more portable and lighter than
ENG equipment; (5) in low light levels, a picture “lag” or “smear” can
occur with many electronic cameras, whereas film can handle the greater
brightness range; (6) film can be processed in as little as fifteen minutes;
(7) the super 8 camera is small and inconspicuous compared to most
ENG equipment, which can be especially important when covering such
things as civil unrest in which the presence of television cameras can
trigger crowd reaction; and (8) stringers can use super 8 cameras easily
without much training and at less cost than an ENG setup.*®

Electronic News Gathering

As refinements continued in videotape recording, bringing higher quality,
lighter weight cameras and smaller microwave transmitting and receiving
equipment, the stage was set for electronic news gathering (ENG). By the
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early 1970s, stations were beginning mc‘ﬁldwagon,
some disregarding—fitmaltogether. It changed much of the news and
public affairs programming as local anchorpersons switched to live
coverage of events in the midst of their local television news as easily as
they switched to a commercial. Today, we see live pictures from helicop-
ters, boats, lettuce fields, and courthouse steps. We also have become
accustomed to live aerial shots of a football stadium from one of the
Goodyear blimps (Figure 3-23). The new technology has moved live
television far beyond the confines of the television studio.

Changes in Receiver Design

Changes in television receiver design have been as dramatic as the rest of
television’s facelift. A comparison of the receiver displayed by RCA at
the 1939 World's Fair with today's average home set illustrates the
considerable difference in both size and design. The transistor's appli-
cation to television permitted a vast reduction in size, and miniature,

Figure 3-23 Developments in microwave technology
have made remote broadcasting commonplace. Pictured
is the television camera inside the Goodyear blimp, ‘‘May-
flower,” focusing on a test picture. Pictures from the
blimp are sent by microwave to a receiving dish on the
ground.and in turn are sent over network distribution
systems to local television stations which broadcast the
picture to home receivers. (The Goodyear Tire & Rubber
Company)
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computerlike processing devices called microprocessors further aided its
development. Already, pocket televisions are rapidly becoming common
(Figure 3-24). Scientists are experimenting with television screens the
thickness of a standard picture frame, and using holography, predictions
of three-dimensional television receivers are more than mere science
fiction. Dick Tracy's two-way wrist TV of comic strip fame may someday
be commonplace.

While some manufacturers are working to reduce the size of receivers,
others are working to increase the size of the screen. Big-screen television,
nothing new, is now becoming popular as a home medium and is
especially attractive to restaurants as an inexpensive form of entertain-
ment. Using three projection lenses to display the three primary colors
of light in much the same way the set receives a picture, the primary
colors are projected onto a large screen which can be viewed from a
distance with picture quality equal to that of a standard television receiver.

fragmenting the audience: home vtrs, discs, and

games

Videodiscs are also available for home use (Figure 3-25). Looking much
like a large record, the discs are played on a recorder that resembles a
standard record player. Complete programs lasting an hour and longer
can be contained on a disc.

Figure 3-24 Small circuity has made possible portable
television receivers the size of portable radios. The set
shown measures 4” x 6 3/4” x 1 3/4”. A 2" diagonal screen
produces black and white images with the detail of larger
sets. (Sinclair Radionics, Inc.)




Figure 3-25 Videodiscs could make television programs
and other material as easily accessible as phonograph
records are now. There still are questions as to what
effect this new technology might have on the television
viewing audience and on traditional program distribution
systems. (North American Philips Corporation)

In addition to these discs, video-cassette recorders like the SONY
Betamax permit you to set a special tilner and record your favorite
program while watching another channel or doing something completely
away from the set. Preselected timers automatically turn the recorder on
and off, permitting you to spend an evening out and later to return to
watch the program you missed.

Television games are becoming as popular as the recorders. Financially
within reach of many families and becoming less expensive all the time,
video games can turn any home television receiver into a competitive
contest. Hockey, football, tennis, racing cars, and airplane dogfights all
can be controlled in a penny-arcade atmosphere but with a one-time
expense.

All of these new devices worry the television industry. The new
technology can play havoc with advertisers, for example. It is difficult to
obtain a true reading on how many people watch a television program if
some of them watch when the program is first broadcast while others
watch on their home video-cassette recorders. Even though a television
set may be turned on, no program garners rating points when a video
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game is under way. The problem has yet to reach serious proportions.
However, if these new novelties continue to gain popularity, networks
and stations may face competition from more than just each other.
Moreover, with inexpensive discs, program distribution systems can
completely bypass the local stations. With these thoughts in mind, some
companies have entered into litigation to try to stop the growth of home
video-cassette recorders and playback systems, claiming infringement on
copyrights. The future of these new devices will be determined by
technology, law, and public demand.

news applications: subscription tv and teletext

As we approach the end of the twentieth century, television’s future may
very well be shaped by the adaptation of the medium to new uses for
program distribution and information processing.

Subscription-Pay TV

While we think of traditional over-the-air television transmission systems
distributing programming to anyone who has a home receiver, growing
interest in what is called subscription TV or pay TV means new potential
for the medium. With pay TV, the signal is scrambled as it leaves the
station transmitter and descrambled with a special attachment on the
home receiving set. The individual pays a monthly fee for the descram-
bler attachment and can receive special programming such as first-run
movies, sports programming, and other programming generally not
available to nonsubscribers.

More and more cities are becoming competitive pay-TV markets, with
subscribers willing to pay fees substantially above the costs for standard
cable services. Chicago, Los Angeles, and Detroit are three examples of
pay-TV markets, and fees can run approximately $25.00 per month,
with an installation and deposit fee of $100. Major companies such as
Time, Inc., see pay TV as having a substantial future and have made
substantial investments in pay-TV systems.

Teletext

Also gaining ion i Tomputer is_ |
interfaced with a television transmission system—and-can—send data to
home receive i it a specia -and—keyboard. The

home viewer, using the keyboard, can select either standard television
programming, the teletext signal, or both superimposed. Teletext can
send “digital pages” of information using scanned lines of the television
picture not visible without an encoder (Figure 3-25). The system pi-
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Figure 3-26 ‘‘Pages” from the experimental teletext
system at KSL-TV in Salt Lake City. (Courtesy Bill Love-
less and KSL-TV)

oneered in Britain with the operation of the BBC's CEEFAX operation.
In the United States the system gained attention after experimental
progress was made with a prototype unit installed at Bonneville Inter-
national Corporation’s KSL-TV in Salt Lake City. Much of the work
there is under the direction of Bill Loveless, director of engineering for
Bonneville.

The information potential for teletext is almost limitless. From grocery
lists to newspaper pages, the system promises still new frontiers in
communication as television becomes more and more a part of our
information society.

While in this chapter we have touched the early history as well as the
new technology of broadcasting, the chapters that follow will give us a
broader understanding not only of how broadcasting operates but of the
social, political, and economic aspects of broadcasting, both domestically
and internationally.
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When Charles David Herrold started his station in San Jose, California
in 1909, it became one of the earliest of a string of pioneer stations. Such
names as WHA at the University of Wisconsin, WW] in Detroit, and
KDKA in Pittsburgh were added to the list. The stations expanded in
power and in audience and were joined by thousands of others as radio
matured.

One of the major developers was the Radio Corporation of America.
Formed in 1919 as part of a scheme to keep the Alexanderson alternator
in the United States, RCA’s direction was charted by former Marconi
employee David Sarnoff.

The 1920s were marked by agreements and disagreements among the
major radio powers. Although Westinghouse, GE, AT&T, and some
smaller concerns joined together to share inventive efforts, they competed

in developing commercial broadcasting. Ameted “toll
broadcasting,” and when it tried to monopolize stations’ of the long
lines, marfers went to court. A corporate agreemWT
went back to the telephone business white threothers forged ahead with
broadcasting.

NBC, CBS, and Mutual emerged as the major networks. When NBC
was required to dispose of half of its dual network concept, the American

Broadcasting Company was born. IILJ_lﬁI,_Lht_.Lubhr—Bﬁmmng Act
became th ton for still another 5 ublic

Radio.

technology has also been |mportam to radlos development.
fhrotn work of Edwin Arm ? ble “sound”

advama‘ﬁe-meh—-m__l:uCC’s supp()rt of FM, requiring separate
§ v broadcasting

opened up new pssibiliti is area of the spectrum. And just when
it was neede s invention of the ransistor-by-three Bell Lab scientists

Early attempts 1o reproduce an image, however, used a-scanning disc
(levEl_(m_lﬂ_Pa\ul(I]\JM‘his mechanical process was soon replaced
by electronic_reproduction. The work of Vladimir Zworykin and Philo
Farnsworth gave us the iconoscope-television tube and electronic scanning
of high resolution, permitting improved picture quality. The early ex-
perimental era of television saw station W2XBS sign on the air in New
York, followed by a series of breakthroughs in improved television
technology.

The first true introduction of televisioa-te-theAmmerican—public took
place arthe-Warld's Fair in 1930_Ia+94T; the FCC approved commercial
television~Fhen during the television freeze which began in 1948, the
commission spent five years deciding frequeney assignments and stand-
ardsdor color.
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Television cameras, meanwhile, improved from the iconoscope tube
to the orthicon, the image orthicon, the vidicon, and the Plumbicon®
tube, which is based on the vidicon concept but provides color clarity
equivalent to that which can be detected by the naked eye. Magnetic
recording of television programs progressed from the early kinescope
methods to videotape. Film advanced to super 8 technology. But at the
same time, industry people became concerned about the fragmenting
television audience caused by such developments as video cassettes, home
recorders, videodiscs, and video games. Subscription TV and teletext
systems promise new applications for television program distribution and
information processing.
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radio waves and
the spectrum

FOCUS After completing this chapter we should be able to

Understand the theory of the electromagnetic spectrum and electro-
magnetic waves.

Describe how AM and FM broadcasting works.

Explain the difference among FM stereo, quadraphonic, and AM
stereo.

Describe how television signals are transmitted.
Describe the paths electromagnetic waves follow.
Understand the allocation of broadcast station operating frequencies.

Explain the differences between directional and nondirectional
stations.
Discuss international spectrum management.

97



It is doubtful if Henrich Hertz could imagine that almost 100 years after
his discovery of electromagnetic waves, those same waves would carry
messages around the world and even to planets millions of miles away. In
this chapter, we shall discover how radio waves travel and how radio and
television programs get from the station transmitter to our home
receivers.

the electromagnetic spectrum

10 kc.

To understand how broadcast signals are carried between transmitter
and receiver, it is necessary to understand the electromagnetic spectrum.
Consider the spectrum as a “measuring stick” for electromagnetic energy
(Figure 4-1). At the lower end of the measuring stick are radio waves. At
the upper end of the spectrum we find visible light and X-rays. For our
purposes, we shall concentrate on radio waves.

Defining Frequency

What differentiates radio waves from light waves or X-rays? The answer
is their frequency. You have heard the term used when referring to the
dial on your standard radio or perhaps the channels on your CB radio.
Two radio stations in the same community operate on different “fre-
quencies” so they do not interfere with each other. When current is
applied to the transmitter of a radio station, the antenna emits electro-
magnetic radiation. This radiation is actually a series of electromagnetic
waves, coming one after another. The next time you throw a rock into a
pool of water, watch the series of waves which ripple one after the other
in all directions from the point at which the rock entered the water. This
is what happens when electromagnetic energy travels through the at-

9 10 10 16 18
100,000 mc. M0mc. 10mc. 12 mc. 12 me. 10 mec.

Radio Waves

Infrared Rays Light X-Rays Gamma Rays Cosmic Rays

Figure 4-1 The electromagnetic spectrum.
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mosphere or the vacuum of outer space. The number of waves passing a
certain point in a given interval of time is the frequency. In broadcasting the
waves are electromagnetic waves, but for our purposes in this book we will
sometimes call them waves.

Defining Wavelength, Cycle, and Cycles per Second

The actual distance between two waves is called the wavelength. For instance,
if we take a stop-action picture of the ripples (waves) in our pond and
then figured the distance between two ripples, that would be the wave-
length. Cycle is closely related to wavelength (Figure 4-2). When one
complete wave passes our counting point, we have observed one cycle.
The “point” can be any geographical location. For instance, if we were
watching ripples in a pond we might stand at a certain point on the edge
of the pond. The same applies to counting electromagnetic waves.
However, electromagnetic waves travel much too fast to count and cannot
be seen.

We know that all electromagnetic waves travel at the speed of light, or
at 186,000 miles/second. Thus, since we measure the speed of light in
miles per second or, using the metric system, in meters per second, the
second becomes the commonly used time interval. The number of waves
passing a certain point in one second is called cycles per second. One
thousand cycles per second is called a kilocycle, one million a megacycle.
With this in mind, we can determine the wavelength of radio waves by

Figure 4-2 When one complete wave passes a given
point it is called a “cycle.” The term “kilocycle” (also
called “kilohertz”) is used to denote 1,000 cycles, and
“megacycle’’ (also called ‘““‘megahertz’) to denote
1,000,000 cycles. (FCC Broadcast Operators Handbook)
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simple division. For example, knowing the speed of light is 186,000 miles
per second, if 10,000 cycles (10,000 complete waves) pass a given point
in one second, the wavelength of each wave would be 18.6 miles (186,000
+ 10,000). Now let's figure the wavelength of a higher frequency, 535
kilocycles (535,000 cycles per second). We divide 186,000 by 535,000.
The answer is .3477 miles. Since there are 5,280 feet in one mile, we can
convert our wavelength to feet by multiplying 5,280 by .3477. The answer
is a wavelength of 1,836 feet.

Computing Frequency

Now that we understand cycles per second, we can easily compute
frequency. If, for instance, 1,000 waves pass a given point in one second
(1,000 cycles per second or one kilocycle), the frequency or location on
the electromagnetic spectrum is 1 kilocycle. Similarly, 535,000 cycles per
second is represented as 535 kilocycles. On your AM radio dial, that
particular frequency would be at the lower end of the dial (Figure 4-3).

Do not be alarmed if you purchase an AM radio reading 540-1600.
Each radio station is assigned 10 kilocycle ranges on the electromagnetic
spectrum; thus the station assigned the lowest frequency is assigned 540
kilocycles which permits it to operate between 535 and 545 kilocycles.
Some radios, even though capable of receiving 540 kilocycles, begin
numbering their dials at 550 kilocycles or abbreviate it as the number 55.

Tuning to a Wavelength

In simplified terms, a radio receiver “counts” the waves or cycles per
second to determine a frequency. Your radio does this when you tune
from one station to another. Your receiver is picking up only those waves
which are being transmitted on the same frequency to which you tune.
Thus, different frequencies on your radio dial correspond to different
positions on the electromagnetic spectrum,.

Figure 4-3 illustrates this concept. At one position on the spectrum is

Figure 4-3 The typical AM radio dial reads from 540
kilohertz to 1600 kilohertz. (FCC Broadcast Operators
Handbook)

| -, | | I

560 570 1570 1580 1590 1600
kHz
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the frequency allocated to AM broadcasting. This represents that portion
of the spectrum between 535 and 1605 kilocycles. Progressing higher on
the electromagnetic spectrum are citizens’ band radio, television, and FM
broadcasting. Later in this chapter, we shall examine even higher fre-
quencies of microwaves.

Common Terms: Meters and Hertz

Before going on to our discussion of AM and FM broadcasting, we need
to mention two terms: meters and hertz. In our discussion of wavelengths,
we computed the wavelength of 535 kilocycles using miles and feet. You
should be aware that international wavelength is based on the metric
system; thus, wavelength is figured in meters. Although you may find feet
and miles easier to use, meters are the common international measure
used in broadcasting. The speed of light is 300,000,000 meters per
second (186,000 miles per second). A meter is equal to 2.8 feet. Also, in
our discussion we used the term cycles to denote a specific frequency on
the electromagnetic spectrum. In recent years, the term cycles has been
replaced by the word hertz (Hz), in honor of Henrich Hertz who
discovered electromagnetic waves. Thus, 1,000 cycles per second becomes
one kilohertz (1 kHz), and 1,000,000 cycles per second becomes 1
megahertz (1 mHz). Frequencies of 535,000 cycles per second become
535 kilohertz (535 kHz), referred to simply as a “frequency” of 535
kilohertz.

how am broadcasting works

Now that we understand the electromagnetic spectrum and how waves
are radiated into space, we'll learn how voice and music use those waves
to reach radio listeners. We'll begin with AM broadcasting, or that portion
of the electromagnetic spectrum which falls between 535 and 1605 kHz.

AM stands for amplitude modulation. Amplitude is defined as breadth of
range.' Modulation means to adjust or adapt to a certain proportion.?
Now let's apply both of these words to radio waves. Figure 4-4 illustrates
an unmodulated radio wave. Now examine Figure 4-5, a radio wave
which has been altered by adjusting the amplitude or “breadth of range”
of the wave. The wave characteristics of music and the human voice are
transformed into the wave, which in turn “carries” them between the
transmitter and receiver. Notice that the wavelength, or frequency,
remains constant. The change takes place in amplitude, not in frequency.
When the wave is adjusted to carry changes in sound, it is said to be
modulated.



Figure 4-4 Unmodulated wave. (FCC Broadcast Opera-
tors Handbook)

how fm broadcasting works

From our discussion of AM broadcasting, you should have already started
to figure out how FM, or frequency modulated, broadcasting works.
Instead of changing the amplitude of the wave, we change the frequency,
or wavelength. Figure 4-6 illustrates a frequency modulated wave. Notice
there is no change in the amplitude of the wave. Instead, the frequency,
or wavelength, varies. Different sounds indicate different wavelengths
(cycles per second). FM broadcasting to the general public operates
between 88 and 108 mHz (Figure 4-7). Each FM station is allocated a
width of 200 kHz.?

Whether the 200 kHz protection between FM stations will remain 1s
questionable. The FCC has considered narrowing the space allocated to

Figure 4-5 Amplitude modulated wave. Notice the fre-
quency (width of the wave or distance between waves)
remains the same, but the amplitude varies. (FCC Broad-
cast Operators Handbook)
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Figure 4-8 Frequency modulated wave. Notice the fre-
quency varies, but the amplitude remains constant. (FCC
Broadcast Operators Handbook)

each station to 100 kHz to allow room for more stations. Major opposition
o the proposal has been voiced by proponents of quadraphonic FM
broadcasting, which uses four separate channels instead of the two
channels common to FM stereo. Characteristic of this opposition is the
editorial opinion of Lou Dorren, whose company, Quadracast Systems
Incorporated, developed one of the first quadraphonic systems. Dorren
stated: “From the very beginning of FM'’s history, it has been a medium
with special accent on quality. That is how FM grew, and it is really how
FM maintains its present market position; it would be folly to relegate it
to a lower quantity level.” Dorren also contended that “FM has always
maintained an advantage over AM in that it could provide multichannel
performance. Now, as possibilities for AM stereo are being considered,
FM’s performance edge for discrete quadraphony should be main-
tained.”™

Dorren’s arguments are countered by others who want to see as much
“room” as possible for the development of future FM stations, expected
to outnumber AM stations by the 1980s.

Figure 4-7 The FM radio band goes from 88.1 to 107.9
megahertz. Most FM radio dials are shown in whole
numbers without the decimals and read from 88 to 107.
(FCC Broadcast Operators Handbook)

88.1 883 885 88.7 889 107.1 107.3 107.5 107.7 107.9
MHz
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how fm stereo and quadraphonic work

Radio broadcasting has taken three major strides to improve the quality
of sound reproduction from the studio to the living room. One was the
development of FM broadcasting. The second was the development of
stereo FM broadcasting. In the 1970s there has been an interest in
quadraphonic, or four-channel FM broadcasting. Let's examine stereo
and quadraphonic broadcasting in more detail.

Stereo FM

Within the 200 kHz space allocated to FM broadcasting is ample room
for the separation of broadcast signals, permitting the same station to
broadcast on two slightly different frequencies. In the dual-frequency
concept there is room for a special tone sent at the same time, which
automatically triggers specially equipped radios to receive the stereo
signal. Radios equipped to receive stereo actually have two separate
receiving systems which, when triggered by the tone, separately receive
each of the two frequencies being broadcast by the stereo station. When
the tone is not transmitted, the radio still receives the monophonic signal.
Many of us have seen a small light flip on in a stereo FM radio receiver
when we tune the receiver to a station broadcasting in stereo. This signals
us that our radio is tuned to a stereo station, that the station is
broadcasting in stereo, and that our receiver is receiving both channels
of the stereo system.

Stereo broadcasting has steadily grown in popularity. The reproduction
of quality music with the added dimensions of space and depth similar
to having the orchestra in your living room has been the main distinction
between stereo FM and standard FM and AM broadcasting.

Quadraphonic FM

What added dimensions that stereo broadcasting brought to FM, quad-
raphonic doubled. With quadraphonic systems, four instead of two
frequencies are employed. Quadraphonic broadcasting is still in its
experimental stages, and the FCC is currently evaluating various quad-
raphonic systems. Serious evaluation began in 1972 with the formation
of the National Quadraphonic Radio Committee (NQRC) of the Elec-
tronic Industries Association. The problem in transmitting four-channel
sound via broadcasting is the development of systems which will provide
definite separation of the four frequencies and still allow radios not
equipped for quadraphonic reception to receive stereo FM and mono-
phonic FM. Without widespread standardization of equipment to receive
quadraphonic broadcasting, it is difficult to measure the potential demand
for this system in the first place.
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Experiments in Quadraphonic Broadcasting

Some attempts have been made, however, to educate the public in the
potential benefits of quadraphonic broadcasting. There was one promo-
tional experiment on July 24, 1976. Two San Francisco radio stations,
both stereo, joined in a broadcast permitting listeners with two radios,
both capable of receiving stereo, to hear what quadraphonic broadcasting
of high quality sounded like.> Two Sacramento, California stations
repeated the experiment by simultaneously rebroadcasting the signals of
the two San Francisco stations.® Whether quadraphonic broadcasting
becomes a reality on a mass scale will depend on public demand, support
from quadraphonic equipment companies, and the FCC.

Dimensions of Quadraphonic FM

When there is true separation of the four quadraphonic channels, the
listening experience is literally being surrounded by sound. For example,
assume you are listening to a live performance of a chamber orchestra.
On stage is a violinist, a pianist, a trumpeter, and a flutist. As you listen
to the music, all of the instruments are in front of you. If we placed
microphones in front of the orchestra, one to the left and one to the
right, and broadcast the music in stereo, you could hear the sound
simultaneously from the same two directions in your living room.

Now assume we use four microphones. One is directed toward the
violinist, the other toward the pianist, the third toward the trumpeter,
and the fourth toward the flutist. We now broadcast the music on a
quadraphonic four-channel system, and you listen to the music on a radio
capable of receiving all four channels. A separate speaker is connected to
each channel. If you place one speaker to the left front of you, a second
to the right front, and the third and fourth speakers to your rear, the
sound will be like sitting in the middle of the orchestra instead of in front
of it.7 Now consider a radio commercial in quadraphonic sound. Close
your eyes and imagine sitting in a new automobile as the salesperson
walks around the car telling you about its features.

Pros and Cons of Quad

Along with the “total” sound experience, proponents of quadraphonic
broadcasting use the coming of stereo AM as an argument to develop
quadraphonic broadcasting. They claim that with AM stereo, FM broad-
casters will need this added quadraphonic dimension to retain FM as a
special attraction. More conservative watchers say there is a need to
determine first from where the software (records and tapes) will come
before leaping ahead with full-scale quad. Moreover, sales figures indicate
that quadraphonic systems have not been overly popular for in-home
use.! Somewhere among all of these arguments lies the future of quad.



am stereo

Like quadraphonic systems, AM stereo is still in the experimental stage.
For many years, AM broadcasting has not seriously considered stereo
beyond laboratory ventures, primarily for two reasons. The first was the
narrow channel width of AM stations, 10 kHz compared to 200 kHz for
FM. Second, since FM has not really been a serious competitive threat to
AM, there has not been widespread interest in the system. However, as
FM gradually has cut a wide swath through the AM listenership, AM
broadcasters have begun to search for something which would regain
their competitive edge. The answer seems to be AM stereo.

As with quadraphonic, AM stereo is available through many different
systems, and the FCC is examining each to determine a compatible
standard for the industry. Active evaluation of all systems began in the
mid 1970s by the National AM Stereo Committee (NASC) of the Elec-
tronics Industries Association. The collection of field performance data
on AM stereo was completed in 19772 One of the possible systems
proposed by RCA uses both amplitude and frequency modulation. In
this system, one part of the signal is transmitted by frequency modulation,
the other by amplitude modulation. A special stereo AM radio receives
the amplitude modulated signal separately from the frequency modulated
signal. As with FM stereo and quadraphonic systems, it is necessary for
AM stereo receivers to be able to pick up both stereo and monophonic
signals.

By 1980 the FCC had authorized stations KFRC in San Francisco,
KH] in Los Angeles, KCMO in Kansas City, and WOW in Omabha to test
AM stereo on the air.

The future widespread use of AM stereo looks bright for two reasons.
First, there is considerable backing for AM stereo from the many AM
broadcasters who already have felt the competitive sting of FM.'® Second,
the technology is ready. The future will depend on how quickly equip-
ment can be standardized, and how the public accepts it, as demonstrated
by the sale of AM stereo receivers.

transmitting tv signals

Our discussion would not be complete without mentioning television
transmission. Television stations broadcast on frequencies which are
located both above and below the standard FM radio frequencies of
88-108 mHz. Radio waves are used to carry the television picture. The
width of the spectrum allocated for television transmission is established
by the FCC at 6 mHz. Part of the frequency is used to transmit the video
portion of the signal and part of it, the audio portion."
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Processing the TV Picture

Earlier in this book we learned about Paul G. Nipkow and his “mechan-
ical” television, which consisted of a scanning disc with holes punched in
the pattern of a spiral. When the disc turned, the holes would pass over
a small opening through which could be seen a picture. In one complete
revolution of the disc, the entire picture would be scanned and transmit-
ted to another receiving unit, which would then reproduce the image. If
the image were replaced with another in rapid succession, it would give
the illusion of motion.

Further refinements changed the process and with the invention of
Vladimir Zworykin’s iconoscope tube, electronics picked up where me-
chanics left off. Using electrons instead of a spiraling disc, the image
could be scanned with increasing clarity and speed. The result was the
electron-scanning process as we know it today. A simplified example is to
imagine a flag with a series of red and white stripes. The scanning
process first scans the white stripes and then the red stripes. Now imagine
this process taking place 525 times per second with the picture (flag)
rapidly changing. The result is a series of rapidly scanned and broadcast
pictures which appear on our television set as an illusion of motion.

Processing Color Television

A similar process is used with color television except that the television
camera separates the three primary colors of light: red, green, and blue.
All other colors are made up of a combination of these three primary
colors.”? When the television camera scans an image, it separates the red,
blue, and green hues. These are transmitted individually and then appear
as tiny microdots on our television screen. The microdots are too small
for us to see with our naked eye, tending to “run together,” creating the
color picture. This, plus the rapid scanning process, creates a picture in
both color and motion.

the path of electromagnetic waves

Melinda drives in and out of the rush-hour traffic looking anxiously for
the exit which will send her east on the interstate, over the Allegheny
Mountains and on to the Atlantic coast. The beltway seems a little less
harrassing with the company of her favorite AM radio station. She
decides to keep the station on as long as she receives clear reception.
Here comes the exit sign; she is on her way. The station continues to
provide clear signals, and Melinda listens attentively to weather reports.
A major storm is ahead, but she will not reach it for at least an hour.
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About 90 minutes from home, the radio station begins to fade. Finally,
it is necessary to push another button on the car radio. This time, she
also switches to the FM frequencies. As she turns the dial, she hears
another station from her home town. The signal is clear, and once again
she settles back to enjoy the drive as she heads up the west side of the
mountain. It is beginning to rain when she reaches the summit, and
lightning flashes as she heads down the other side. Less than ten minutes
after crossing the summit, she loses her home town FM signal and
switches back to the AM frequencies to pick up a nearby station. Heavy
static garbles the receiver, but she finally finds a nearby signal and learns
that the rain should stop in another hour. Sure enough, 50 miles farther,
the moon breaks through the clouds and casts a soft glow on the open
countryside.

Now she is beginning to feel the strain of the drive. The bright lights
from the diner up ahead look inviting. She decides to stop for a sandwich.
Walking through the door of the diner, she hears the familiar sound of
her home town AM station, the one she listened to when she started her
trip more than three hours ago. Melinda tells the waitress not to hurry.
She just wants to unwind and listen to the music.

Ground Waves

To understand how radio waves travel, let’s retrace Melinda’s route.
When she was on the beltway and on the interstate approaching the
climb over the mountain, she had little difficulty listening to her home
town AM station. That station was on the lower end of the electromagnetic
spectrum, and the signal from the transmitter was carried partially by
ground waves, which are electromagnetic waves which adhere to the contour of
the earth (Figure 4-8). As a result, Melinda was able to listen uninterrupted
until the waves finally died out and she had to change stations. In radio
terminology, the area covered by the ground wave is the primary service
area, or “the area in which the ground wave is not subject to objectionable
interference or objectionable fading.”'® It is also that portion of the
station’s signal which is most protected by the FCC when licensing other
stations which could interfere.

Sky Waves

When Melinda arrived at the diner, she again heard her home town AM
station. The reason the radio at the diner was able to receive the station
was because of sky wave propagation (Figure 4-8). With sky wave propa-
gation, the radio waves actually travel into the sky instead of along the earth’s
contour. However, they all do not remain in the sky, some bounce off
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Figure 4-8 Radio waves travel in different patterns.
Ground waves stay close to the earth's surface, and sky
waves bounce off the upper layers of the atmosphere.
Direct waves travel in straight lines, usually adhering to
line of sight. (FCC Broadcast Operators Handbook)

different layers of the ionosphere and head back to earth. In other
words, they are reflected back to the earth’s surface. As a result, there is
a section on the earth’s surface which neither ground nor sky waves
reach (Figure 4-8). In Melinda’s drive to the coast, this occurred just
before she started up the mountain. The diner, however, was in the path
of the sky waves. This phenomenon is also referred to as skip, and the
distance from where a sky wave touches the earth to the transmitter is
the skip distance.

That area in which a station’s signal is heard clearly because of sky
wave propagation is referred to as its secondary service area. The secondary
service area is defined as “the area served by the sky-wave and not subject
to objectionable interference.”"

Do you remember when the signal from Melinda's home town AM
station began to fade, and she finally changed stations? At that point,
Melinda had reached the intermittent service area of the station, or that
“area receiving service from the ground wave but beyond the primary
service area and subject to some interference and fading."'

Melinda reached the diner at night. If she had reached it at noon, the
AM station may not have been audible. The ionosphere has different
reflective qualities at different times during the day. The sun warms it
and decreases its ability to reflect sky waves.
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Direct Waves

When Melinda reached the mountain and the ground waves died out,
she changed frequencies on the car radio. She also switched to the FM
band. Here she was again able to hear clearly a station from her home
town, an FM station. At the higher frequency of FM (88 to 108 mHz),
are radio waves called direct waves, which travel in a straight line. As
Melinda began to climb the mountain, the antenna on her car was in a
direct line of sight position with the transmitter of the FM station. When
she crossed the summit, the mountain blocked the waves, and she could
no longer hear the station.

Keep in mind that because the FM station was on a higher frequency,
the signal traveled in a direct, “line-of-sight” path between the transmitter
and the receiver, not because the station was FM. As a general rule, the
higher the frequency, the more “direct” the wave propagation will be.

assigning frequencies on the electromagnetic
spectrum

Through a long series of policy decisions, based partly on definite
planning and implementation and partly on “squatters’ rights,” the FCC
has developed a systematic allocation of the available frequencies on the
electromagnetic spectrum.

Allocating TV Channels

For television, the allocations are based on eliminating interference
between channels. For channels 2 through 13, this means at least one
channel separation between stations serving the same community. How-
ever, the development of more sophisticated transmitting and receiving
equipment coupled with the demand for more channel utilization may
someday change this allocation pattern.

Allocation of AM

Between 535 and 1605 kHz are 107 channels, or “frequency locations,”
in which AM stations can operate. Each occupies 10 kHz of space; thus,
one is located at 540 kHz and every kHz thereafter until 1600 kHz. The
characteristics of the frequency determine the ability of a station to reach
a geographic region.

To provide maximum opportunity for developing AM staions, to
foster free enterprise competition, and to protect those pioneer stations
which staked early claims to the airways, the FCC uses three major
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classifications and numerous subclassifications in assigning frequencies.
The major classifications are clear channels, regional channels, and local
channels. Channels are specific frequencies (540, 550, 560, 570 kHz and
so forth) on the broadcast band.

Clear Channels. A clear channel is one “on which the dominant
station or stations render service over wide areas and which are cleared
of objectionable interference within their primary service areas and over
all or a substantial portion of their secondary service areas.”'®* From this
definition, it is easy to see that clear channels operate at a high power
and have priority over a given frequency. Within the clear-channel
allocations are Class I and Class 11 stations. Class I stations are protected
from interference in both their primary and secondary service areas.
Class II stations can operate on clear-channel frequencies but must
protect Class I stations by either using directional antennas, operating on
reduced power, signing off at sunset, or combinations of all three. The
maximum operating power of a clear-channel station is 50,000 watts,
and the minimum operating power varies from 250 watts to 10,000
watts. Some of the more famous clear-channel stations include KDKA in
Pitsburgh, Pennsylvania and WSM in Nashville, Tennessee.

Regional Channels. Regional channels are assigned where several
stations operate, none having a power of more than 5,000 watts.'” There
are many more regional channels than clear channels. The primary area
serviced by stations operating on regional channels is the city or town in
which the station is located and its adjacent areas. Regional channels are
found over the entire range of the AM band, yet their specific channel
assignments do not duplicate those of clear channel stations. Their
secondary coverage areas and sometimes portions of their primary
coverage areas are not protected from interference as are those of clear
channel stations.

Local Channels. Local channels usually are located at the upper end
of the AM band and operate with power no greater than 250 watts at
night and 1,000 watts during the day. Some are required to sign off at
sunset to protect other stations, even those which also operate on local
channels. Local channel stations are the backbone of medium- and small-
town radio. Many operate with a maximum power of 250 watts at all
times, and their programming runs the gamut from automated country-
western to want-ad radio.

Allocation of FM

The allocation of FM frequencies is similar to that of AM. However, the
maximum range of an FM station, regardless of its power, is usually to
the horizon or to a distance of about 70 miles. Generally, the lower end
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of the FM band between 88.1 and 91.9 MHz is allocated to noncommer-
cial broadcasters.”® The remaining portion of the band is allocated to
commercially operated FM stations. Commercial FM stations also fall into
station classes. As a rule of thumb, Class C FM stations serve the widest
area with the highest power, regulated to a maximum of 100,000 watts.
Class B and Class B-C FM stations serve smaller communities. Noncom-
mercial FM stations fall into the three classes assigned to commercial FM
stations but have an additional Class D category which is designated for
noncommercial stations not exceeding 10 watts.

directional and nondirectional stations

The importance of any station’s frequency allocation is its ability to serve
a given population base without interference from other stations. The
FCC is careful to require special antenna systems to prevent interference
wherever possible. Although the problem is not yet critical in the FM
band, spectrum space is at a premium. To avoid interfering with other
stations, many AM stations operate as either directional or daytimer
stations or as a combination of both. Daytimer stations are those which
are authorized to operate only between sunrise and sunset, local time. If
the station were allowed to operate past the sunset hour, its signal would
travel great distances because of the reflective qualities of the ionosphere.

Directional antenna systems are designed also to protect against
interference. The next time you are out for a drive, scan the horizon for
a cluster of antenna towers. That cluster has a purpose. The strategic
location of the towers in the cluster permits the signal from one primary
tower to be radiated among the other towers, creating a specially shaped,
broadcast-coverage contour that does not interfere with the other stations’
contours (Figure 4-9). Broadcast-coverage contours come in all shapes
and sizes, all designated by the FCC to maintain relatively interference-
free airwaves.

international spectrum management

The need for international agreements sharing the available space on
the electromagnetic spectrum is not new. When Marconi set up shop on
Newfoundland’s coast for a transatlantic broadcast, the Anglo-American
Telegraph Company of Newfoundland promptly told him if he did not
“remove his apparatus forthwith,” he would face an injunction. Such
rigidity has been softened over time by numerous agreements between
nations on not only experiments but on allocation of frequencies.

Some of these are coordinated by the International Telecommunica-



Stations "A" and "B"
operate on the same
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directional antenna

Station "B

Figure 4-9 Directional antennas permit stations to op-
erate on the same frequency without interfering with
each other. (FCC Broadcast Operators Handbook)

tion Union, a United Nations organization responsible for worldwide
coordination of frequency use." The ITU's origin dates back to 1865
with the formation of the International Telegraph Union in Paris. It was
not untl 1906, however, that the organization considered the issue of
wireless communication. Then the medium captured the world's enthu-
siasm as well as provoking its ire. As we learned in chapter 2, Germany
accused the Marconi Company of monopolizing the wireless. From these
charges came the Berlin Conference of 1906 and the first major inter-
national agreement on the use of the airwaves. In this spirit, eighty-five
countries met in Geneva, Switzerland in 1959 and signed an agreement
which became the governing body of the ITU. The ITU's International
Frequency Register keeps track of the use of every available space on the
electromagnetic spectrum. Periodic World Administrative Radio Confer-
ences (WARC) are held to review decisions and formulate future use of
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summary

the spectrum, the most recent being in 1979. We shall learn more about
the ITU in chapter 16.

The United States entered into the North American Regional Broad-
casting Agreement (NARBA) in 1937 at the Inter-American Radio
Convention in Havanna, Cuba. Although the NARBA contemplated
working relationships for such broadcasting policies as standards for
engineering practices, these relationships exist only between the United
States and Canada.?’

Radio waves can be compared to a point on the electromagnetic spectrum,
a yardstick of electromagnetic energy which includes such forces as
microwaves, light waves, and X-rays. Radio waves travel at the speed of
light at a frequency dependent on the length of each wave. They vary in
amplitude and frequency. Variations in amplitude are used to modulate
radio waves in the AM broadcast band, and variations in frequency are
used to modulate radio waves in the FM broadcast band.

Because of the greater width allocated to FM stations, both stereo, or
dual-channel, and quadraphonic, or four-channel, broadcasting are be-
coming popular. In an effort to retain a competitive edge, AM proponents
are developing AM stereo.

Radio waves are of three types: ground, sky, and direct waves. The
Federal Communications Commission, through its assignment of fre-
quencies, guards against signal interference of these waves between radio
and television stations. The FCC in cooperation with other regulatory
agencies, through the State Department, and with other countries,
participates in an international effort to use responsibly the spectrum
throughout the world.

spotlight on further learning

Beck, A. H. W., Words and Waves: An Introduction to Electrical Communication. New
York: McGraw-Hill Book Company, 1967.

KITTROSS, JOHN MICHAEL, Television Frequency Allocation Policy in the United States.
New York: Arno Press, 1979.

LeviN, HARVEY J., The Invisible Resource: Use and Regulation of the Radio Spectrum.
Baltimore: The Johns Hopkins University Press, 1971.

PIERCE, JOHN, Electrons and Waves: An Introduction to the Science of Electronics and
Communication. New York: Doubleday & Co., Inc., 1964.



broadcasting’s use of
MICrowaves
and satellites

FOCUS After completing this chapter we should be able to

Explain how microwaves are used for such things as television
programming, satellite relay, cable and pay-subscription TV.

Explain how microwaves are used in electronic news gathering, and
in educational, and industrial television.

Trace the role of satellites in early television programming.
Describe the theory of the synchronous orbit satellite.

Describe the uses of NASA’s Application Technology Satellite and
Canada’'s Communications Technology Satellite.

Discuss the international implications of direct-broadcast satellites.
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The atmosphere and standard over-the-air broadcasting are necessary to
deliver broadcast messages to the public. Other important parts of the
worldwide system of broadcasting are applications of microwave tech-
nology, satellites, and telephone systems. In any broadcasting day, the
chances are excellent that the broadcast messages we receive traveled on
one or all of these three carriers. In this chapter, we shall examine how
each is applied to broadcasting and how they join to carry the broadcast
message.

using microwaves

Not all broadcast transmission and relay are at standard AM, FM, and
TV frequencies. The electromagnetic spectrum also is used at much
higher frequencies, in the thousands of megahertz range. It is in this
area that microwave transmission is found. Microwaves are very short waves.
We have learned that the higher the frequency is, the farther the
electromagnetic waves will travel in a direct line-of-sight path between
transmitter and receiver. Thus, microwaves always travel by line-of-sight
transmission.

Microwaves also allow many more channels of communication to
operate because of its shorter wavelengths. Because the waves are shorter,
many more will fit into the same space on the electromagnetic spectrum.
Many thousands of channels are possible, and the frequency width is in
the billions of cycles per second. When we realize that an AM radio
station is allocated a width of only 10,000 cycles, it is easy to see how
much more information can be transmitted at higher frequencies. Micro-
waves are necessary to bring us our evening television programs or to
relay satellite pictures across oceans. The current state-of-the-art in
microwave technology has barely scratched the potential of this multi-
faceted carrier of information, much of it affecting the broadcasting
industry. We'll now examine the uses of this technology in more detail.

Relaying Television Programming

A network television program may travel many thousands of miles before
it reaches your local television station. The path it follows may very well
use microwave relay systems. These dishlike antennas dot almost every
landscape from the roofs of skyscrapers to the peaks of snowcapped
mountains. Using high frequency line-of-sight transmission, these systems
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can carry crystal clear signals over long distances through a series of relay
antennas which are approximately thirty miles apart. Their advantage is
the lower cost and increased efficiency of transmission over traditional
land-line systems.

Consider, for example, a television station in the rugged Colorado
mountains which receives its network signal from Denver. To string a
cable over the Rocky Mountains would be far too costly. Instead, micro-
wave towers on mountain tops (Figure 5-1), all within sight of each
other, become the path over which the signal travels.

But mountain country is not the microwaves’ only domain. Because

Figure 5-1 Microwave antennas, such as these atop a
mountain near Boulder, Colorado, provide long-distance
communication links without wires. (AT & T Co.)
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flat areas are free from natural obstructions, microwave systems are
scattered over the plains of the farm belt and the deserts of the southwest
for an efficient transmission system.

Keep in mind that the program you receive in your home does not
arrive there directly by microwave. The local television station receives
the signal via microwave then retransmits it to your home receiver at a
frequency regularly assigned to television transmission. You also should
be aware that the television station probably does not own the microwave
system, but rather rents its frequency, just as it would rent a line from
the telephone company. Many private companies including major tele-
phone companies, own microwave systems. These systems currently
comprise about 30,000 transmission miles in the United States alone.

Satellite Relay Systems

Ground-based microwave systems are not the only route used to carry
television programming. Widespread use of microwave satellite transmis-
sion is evident in any week's television fare, with the familiar “live via
satellite” message across the bottom of your television screen. Even if you
do not see a live satellite-relay picture on the evening news, the chances
are that foreign correspondents’ reports were first fed by satellite to the
network’s headquarters, videotaped, and then played back as inserts in
the evening news. Because space is a vacuum, microwaves travel over
long distances unimpeded by the earth’s heavy atmosphere near ground
level. This permits a transmitting station in London, for example, to
transmit a television picture by microwave to a satellite thousands of
miles in space, which relays it back to an earth-receiving station in the
United States. Satellites are also used to bring television signals to many
outlying regions in which even microwave links would be too costly
(Figure 5-2). We shall learn more about satellites later in this chapter.

Cable and Pay-Subscription TV

Although you may receive television programs through your local com-
munity antenna television system, often called CATV or cable, the original
signal probably reached the local cable company through a microwave-
relay link. A cable company often leases a microwave channel, receives
the direct-broadcast signal from a television station, then retransmits by
microwave many hundreds of miles to a cable system in a community far
removed from the original television station (Figure 5-3). In fact, this
use of microwave is one reason cable systems have come under FCC
jurisdiction.

A newer use of microwave in certain metropolitan areas sends special
programming to pay-television subscribers. An example of this is the



Figure 5-2 The Valdez earth terminal of RCA Alaska Communications is
typical of the remote communication links provided by microwave and
satellite communication. (Scientific-Atlanta)

Figure 5-3 Microwave connections permit cable systems to receive signals from
distances far greater than those stations can broadcast. (NCTA)

Microwave Interconnection
Of Cable Television Systems

iy,
", " {ante e e
, \9’&/
gm%
P s

19



120

basic technology

Chicago-based, pay-TV channel.! From a studio control center, a signal
is sent via microwave to a receiving dish antenna on top of a Chicago
skyscraper. From there, it is retransmitted by microwave to other micro-
wave-receiving antennas on top of high-rise apartment complexes and
hotels. Hotel and apartment television sets are then connected by cable
directly to the microwave-receiving antenna on top of the building. These
systems not only can receive but also can initiate live programming from
a studio in the way a local television station can. The studio programs are
then sent over the system to subscribers. Also called subscription televi-
sion, the system is gaining popularity as an alternative to over-the-air
broadcasting.

Electronic News Gathering

The application of microwave to electronic news gathering has given
television the flexibility that only radio once enjoyed. A mobile van and
portable camera (Figure 5-4) can provide live programming from a

Figure 54 Through well-
placed microwave links, a
television station has the
ability to broadcast live news
from virtually anywhere in its
coverage area. News crews
theoreticaily can go on the
air live from almost any-
where in the world. (KCMO-
™)
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community arts fair or live aerial scenes of a football stadium, and the
unrehearsed moments of a newly elected politician’s acceptance speech
can give television news a dynamic dimension. New developments in
microwave ENG systems now bounce the microwave beam off the side of
a building to a relay antenna, permitting the eyes of a live television
camera to peer into almost every nook and cranny of the largest
metropolitan areas.

Educational and Industrial Television

In Salt Lake City, Utah, a group of students watches an instructional
television program sent from a classroom forty miles away at Brigham
Young University in Provo.2 The audio and video transmission between
the two schools is made possible by a microwave link. Students in Salt
Lake City can even answer the professor in Provo by microwave. In
Indiana, all of the state-supported universities are connected by a micro-
wave link, and they thus can exchange their instructional television
programs.?

Businesses using television use similar microwave hookups. A plant
with two locations in the same city can use microwave for an intracor-
porate television link. With this, special sales-training seminars can be
broadcast from the main corporate television studio to a special seminar
room on the other side of town. Or using the leased facilities of a national
microwave system, a special videotaped management-training program
can be distributed to plants throughout the nation. Businesses and
television stations alike also can use microwaves to transfer computer
data, providing connections between systems hundreds and even thou-
sands of miles apart.

When microwave systems were first developed, they opened up whole
new frontiers for communication. The wide channel width permitted
much more information to be sent than was possible with lower frequency
systems. Microwave systems were also relatively free from interference.
In many ways, they were superior to cable systems, especially for long-
distance communication.

The existing, well developed microwave systems will undoubtedly
remain in service. Yet two words stand squarely in the way of microwave:
fiber optics. These microscopic glasslike fibers through which light passes
use laser beams to carry information equivalent to what can be transmit-
ted on thousands of cable channels. In fact, fiber optics now permit
telephone systems to compete with cable companies and microwave
systems as major carriers of information.

The future interrelation between fiber-optic technology and our need
and desire for its potential will determine the future of worldwide
broadcasting systems. It will also determine how much regulatory control
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we exercise over its use and whether such multibillion-dollar corporations
as AT&T will be the true “gatekeepers” of the future.

satellites and broadcasting

The wedding between satellites and broadcasting took place on a warm
New England evening in Andover, Maine.* From this outpost the first
television pictures were relayed by satellite across the Atlantic to Europe
on July 10, 1962. The pictures were of then Vice President Lyndon B.
Johnson and several AT&T officials gathered in the Carnegie Institute
Auditorium in Washington, D.C. The event covered many columns in
major newspapers in the United States and Europe as well as news
bulletins on the television networks.

Telstar

The hero of the evening was a 170-pound payload named Telstar (Figure
5-5). It had been launched into space in a cooperative effort by NASA
and AT&T. This beach-ball sized satellite sent signals to television stations
in France and England by first receiving them from United States's earth-

Figure 5-5 Telstar, launched in 1962, ushered in the era
of live satellite-relayed television pictures. (AT & T Co.)
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based antennas, amplifying them ten million times, and retransmitting
them to European receiving stations. Telstar was powered by solar
energy. On any given pass over the United States or one of the European
receiving stations, the satellite was in viewing range for only about 45
minutes. The highest point in Telstar’s orbit, the apogee, was 3,502 miles
away. The closest point to earth during its orbit, the perigee, was 593
miles away. Directing the project for AT&T was 44-year-old Eugene
Frank O’Neill, a Columbia University engineering graduate.

In return, the United States received signals from Europe the following
evening. From France came a seven-minute taped program with an
appearance by Jacques M. Marette, the French Minister of Postal Services
and Telecommunications, and musical entertainment by French perform-
ers. The British signal followed shortly thereafter, consisting of a test
pattern and a live broadcast by Britain’s Deputy Chief Engineer, Captain
Charles Booth.

The Politics of Telstar

It is not surprising that the breakthrough of transoceanic broadcasting
brought with it a series of political issues, some based on age-old rivalries,
others on contemporary concerns. The most intense rivalries were
between England and France, long-time sparring partners in economic
and political warfare. Telstar merely set the scene for their combat. On
the night of the first transoceanic broadcast, British pride was hurt when
its receiving station was not able to monitor clear audio and video signals
from the United States. The French, meanwhile, using a station that was
not supposed to be ready for tests, monitored clear signals which were
described as though they came “from about twenty-five miles away.” The
British, however, did achieve a victory that night when they relayed a
live television program to the United States in contrast to France’s taped
program.

In the United States, the press was quick to report that AT&T had
paid NASA to launch Telstar. This agreement also called for the free
availability of any inventions arising from the Telstar project to any
company that wanted them. President John F. Kennedy formally called
for a national corporation to oversee all satellite communication devel-
opment in the United States. The Kennedy administration also empha-
sized the need for commercial broadcasters to participate in examining
the potential of satellite communication. That bit of political rhetoric
tried to pull down the fence that FCC Commissioner Newton Minow had
put up a year earlier between the administration and commercial broad-
casters with his famous “vast wasteland” speech before the National
Association of Broadcasters’ convention.



Economic and Social Implications of Telstar

Telstar created much more than international television communication.
The morning after Telstar’s broadcast, AT&T became the most active
stock on the New York Stock Exchange with 105,800 shares traded.
Opening at 109%, it closed at 113%, the day’s high and a gain of 3%
points. Less than a month later, David Sarnoff, chairman of the board of
RCA, proposed the concept of a single company to deal with international
communication matters.® Western Union quickly supported Sarnoff’s
suggestions, saying it had proposed similar concepts before.® The concept,
along with the Kennedy administration's support, was accepted with the
passage of the Communications Satellite Act of 1962 and the formation
of the Communications Satellite Corporation called COMSAT.

The prospect of domestic television programming crossing national
boundaries opened up a new arena for discussion and heated debate.
The vast wasteland was one thing at home but something entirely
different when it reached France and England. The initial Telstar
broadcast itself caused some concern. The program was produced by
AT&T, which provoked CBS to break away from the initial network-pool
coverage and not to carry the remarks of AT&T board chairman
Frederick R. Kappel. Jack Gould, television critic of The New York Times,
said of the event, “The sight of Government dignitaries serving as a
passive gallery for private corporation executives was not very good
staging, particularly for consumption in foreign countries.” Gould went
on to predict, “The crucial decision that will determine the lasting value
of international television—a willingness of countries and broadcasters to
clear the necessary time on their own screens to see and hear other
peoples of the world—cannot be made in laboratories in the sky but in
offices on the ground.”

Programming beyond Telstar

The early 1960s brought many international satellite experiments. Per-
haps the most vivid occurred eighteen months after Telstar when the
funeral procession of President John F. Kennedy in Washington, D.C,,
was seen in the halls of the Kremlin. By 1965, the Ecumenical Conference
in Rome had been seen on both sides of the Atlantic.® European viewers
saw and heard Washington dignitaries react to the unveiling of the Mona
Lisa in the National Gallery of Art. Special programming from the 1964
Olympic Games in Tokyo traveled far beyond Japan.

stopped in space: the synchronous orbit satellites

A little more than a year after Telstar, there was another breakthrough
in satellite technology. At Lakehurst, New Jersey, in 1963, a crew waited
for a satellite called Syncom II to “lock™ into position for a transmission
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that would be heard half-way around the world on a ship stationed at
Lagos, Nigeria.?

Out of a static-born receiver aboard the U.S. Navy’s Kingsport came
the clearly heard words, “Kingsport, this is Lakehurst. Kingsport, this is
Lakehurst. How do you hear me?” The words came from space, relayed
back to earth from Syncom II, no ordinary satellite. The technical crews
did not have to adjust their receiving equipment this time as the satellite
passed within viewing range, because Syncom 11 was technically “stopped
in space,” the first successful synchronous orbit satellite. Its baby sister,
Syncom I, had failed six months earlier. So, for Hughes Aircraft Company
engineers Harold A. Rosen, Donald D. Williams, and Thomas Hudspeth,
the team chiefly responsible for the satellite’s development, Syncom II's
success was especially welcome. This is how it worked.

Before Syncom 11, scientists could utilize the communication capabil-
ities of a satellite only when it passed over a given region of the earth.
This meant it could be used for only about 45 minutes at a time.
However, scientists felt if they could (1) position a satellite over the
equator, and (2) place it at the right height (22,300 miles) at which it
would travel at a speed similar to the earth’s rotation, it would appear
stationary above the earth. The launch of Syncom I1 achieved the desired
position by placing it in synchronous orbit, also called geo-stationary orbit,
over the equator. Since Syncom II, major communication satellite systems
have used the synchronous orbit positions to create so-called microwave
towers in space, permitting worldwide transmission of television signals,
computer data, and telephone service.

tv and INTELSAT

Satellite communication mushroomed after the success of the synchron-
ous orbit satellites. Entire plays from Europe could reach a living room
in North America. The Olympics could travel from one side of the earth
to the other. Understandably, international development and cooperation
became paramount. COMSAT, formed by the Communication Satellite
Act of 1962, quickly became the manager of the International Telecom-
munications Satellite Organization called 1 NTELSAT, a group of coun-
tries which jointly owned a group of satellites.

On April 6, 1965, the first step in this international system was taken
with the launch of an Early Bird satellite called INTELSAT 1. It was
positioned over the Atlantic and permitted live commercial television
broadcasts on a regular basis for the first time. Early Bird was just one in
a series of INTELSAT satellites circumnavigating the earth, providing a
global system of communication. Construction of an INTELSAT V
(Figure 5-6) system began in 1976 for a 1979 launch.



Figure 5-6 The Intelsat V spacecraft measures approx-
imately 50 feet from the end of one solar panel "wing" to
the other and has twice the capacity of previous Intelsat
spacecraft. (Aeronutronic Ford)

etv and application technology satellites

Commercial television is not the only benefactor of satellite systems. In
the United States, NASA developed the Application Technology Satellite
program (ATS) for educational purposes.'® It launched six such satellites
in all, with the sixth sending satellite signals to small earth stations. This
was the key to important applications of satellite technology, from log
cabin schools in the mountains of Idaho to mud huts across the world in
India.

In the United States, such towns as Gila Bend, Three Forks, Battle
Mountain, Wagon Mound, Sundance, and Arapahoe, all participated in
the ATS experiments. The local school yard had a new visitor in the
form of a microwave dish and its strange antenna with cork-screw wires
around a long metal tube. With the help of their visitor, students could
sit in a classroom in West Yellowstone and talk via satellite to a classroom
in Denver. Where no land-line or microwave system had been developed,
the ATS-6 satellite (Figure 5-7) would beam a signal simultaneously
across half a continent.

The program generated a cooperative, although somewhat reluctant,
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Figure 5-7 ATS-6 began a new series of educational
television experiments first bringing direct in-school pro-
gramming to outlying areas of the Rocky Mountains.
(NASA)

effort between state governments. For example, issues affecting the local
autonomy of schools usually formed a political thicket. But the Federation
of Rocky Mountain States, Inc., composed of Arizona, Colorado, Idaho,
Montana, New Mexico, Utah, and Wyoming, joined together to bring
two-way educational television to the outlying communities in the eight-
state region. In some areas, the satellite-receiving systems were hooked
directly into the local cable systems or microwave translator systems,
permitting the signals to be received at home. The ATS project also
provided similar educational television programming for the Eastern
United States, especially Appalachia.

After the American experiments, special earth-controlled rockets on
the satellite shifted the ATS-6 from the Galapagos Islands to a new orbit
over Kenya in Africa. From that position in 1976, it conducted educa-
tional television experiments in India where some of the population had
never even seen television or motion pictures. Programs on modern
agriculture, health, and family planning were part of the television fare.
After the Indian experiments, the satellite traveled back into the western
hemisphere, stopping along the way for demonstrations sponsored by
the United States Agency for International Development (USAID).
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domestic satellite systems

Not all satellite systems belong to or serve the purposes of an international
audience. Although not in synchronous orbit, the first domestic satellite
system named Molniya was developed by the Soviet Union and launched
in 1965. Canada captured the first synchronous orbit satellite honors for
its domestic communication satellite named Anik, launched in 1972.
Western Union claimed the American satellite “first” with the launching
of its two Westar satellites in the 1970s (Figure 5-8). The Westar system
made Western Union the first United States corporation to use its own
spacecraft. The company constructed earth stations at key points in the
United States and hooked them into the regular land-line Western Union
system. Television pictures can be carried by Westar as can telephone
calls and computer data.

RCA also plunged into satellite communication and inaugurated
America’s first domestic satellite communication system in December,
1973 using leased channels first on Canada’s Anik II and later on Westar
I1. RCA put its own satellites into orbit, Satcom I and Satcom II (Figure

Figure 5-8 Western Union’s Westar satellite system showing its integration
with the Western Union microwave network. (Western Union and Commu-

nications News)

Western Union’s Terrestrial-Satellite Network

\ Satellite earth station city
o Satelite access city
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Figure 5-9 RCA’s Satcom satellite, which is part of
RCA’s domestic satellite system. Satcom II has 75 square
feet of solar cells mounted on two panels continuously
pointed at the sun. The cells produce 740 watts of power
sufficient to charge its batteries and drive the operating
functions of the 1,000-pound spacecraft. Satcom |II, op-
erational in 1980, is devoted primarily to serving cable
television systems.

5-9). A subsidiary company, RCA American Communications, Inc., owns
and operates the domestic satellite system.

In 1976, NASA launched a new COMSTAR satellite system which is
leased by AT&T from COMSAT. Each satellite has a 14,400-circuit
system, and four satellites are planned for orbit by the 1980s. Each
satellite is expected to remain operational for about seven years.

tv station in the sky: Canada’s CTS satellite

The domestic and international politics of satellite communication are
mind-boggling. There, positioned 22,300 miles away in space, is a
television station that can beam a signal to any home in the world with
the proper receiving antenna. This is the ultimate in direct broadcast
satellites. The programs are received not through a cable or translator
microwave system, but rather right onto the rooftops where an antenna,
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international

called a “dish,” the size of an automobile tire, assimilates signals from
space. That is exactly how Canada's Communications Technology Satellite
(CTS) works, and the world is watching its progress.

The CTS idea is not new. But think of the implications. Theoretically,
CTS enables any local television station serving a small community to
beam its signal into the sky and retransmit it into every home on an
entire continent. Launched on January 16, 1976 in cooperation with
NASA, the CTS system is the basis for many ongoing experiments,
including some in the United States. An Atlanta, Georgia, station is
already beaming satellite-relayed programs to cable systems.

This is just the beginning. The world of 1980 sees Japan with a similar
system beaming two television channels down to home receivers." The
receiving dish antenna rising above Tokyo will cost a relatively inexpensive
$500, the key to bringing the general public into direct-broadcast satellite
programming. For Germany, it is a satellite system three-and-a-half times
the size of Canada's CTS. Other countries are sure to follow.

implications

Satellite technology is only one part of the whole picture. Major issues of
culture, politics, economic development, and similar topics are also at the
heart of satellite communication development.

Intercultural Considerations

What will happen when the world communication systems are developed
to the point at which the dish antenna on the roof is as common as the
television set in the living room or the radio in a car? American programs
in foreign countries have become popular overnight. Conversely, foreign
programs broadcast in America have had similar effects. The evening
news reports a president's visit to the Peoples’ Republic of China, and
major department stores immediately feature Chinese fashions. Stop and
contemplate the cultural fusion of evening television fare of Russian
lessons from Moscow, sports events from Germany and China, and a
cooking demonstrations from Egypt. What will happen when societies
are bombarded with dozens of cultural stimuli every day?

Communications attorney Leonard H. Marks asked similar questions
in 1965:

Will the man in the street in New Delhi be asked about the Hindu-Moslem problem
so that the factory worker in Detroit will have a first-hand report? Will programs of
this type be designed to encourage a common language and break down the
barriers which currently exist for communications between peoples of different
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cultures? Is there any reason why we shouldn't feature international “‘town
meetings of the air'' with participants from Berlin, Rome, Cairo, or other distant
points with their counterparts in Des Moines, Seattle and San Francisco?"

Such questions are at the heart of the direct-broadcast satellite program-
ming issue.

Political and Economic Implications

Direct-broadcast satellites are an example of technology advancing faster
than legislation can deal with it. Today satellites provide a multitude of
services (Figure 5-10). The world currently does not have a governing
body, commission, or regulatory structure to keep up with this rapidly
changing technology. Back in 1960, Dallas Smythe, former head of the
FCC'’s economics division, predicted this dilemma: “The danger inherent
in the development of space-satellite communications lies in the additional
strain it will place upon international relations in the absence of inter-
national agreements on policy and organizations to control its use.”

Figure 5-10 The multiple uses of satellite technology. (Scientific-Atlanta)
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Predicting cold-war rivalry, he said, “The first power to begin extensive
use of this new means of communication will initiate the deadly cycle.
The second power will then try to outdo the first with a rival space-
satellite communications system, and so on until international agreements
are almost impossible to achieve.”*®

Problems are already developing, especially over the issue of what
rights countries have in sending or receiving broadcasts across interna-
tional boundaries. Mexico has already banned certain American television
programs which it felt were too violent. Canada has taken economic steps
to curtail Ainerican commercials. But these are only two countries. What
happens when a Baptist church service in Alabama reaches a sacred
culture in Thailand? How can a dictatorship retain power with massive
amounts of televised propaganda from a democracy? Conversely, can a
democracy succeed in the wake of a dictator’s propaganda? What happens
when the FCC rules that certain films are too sexually explicit for
American television fare, yet every American living room has instant
accéss to foreign, X-rated television films?

What will direct-satellite broadcasting do to the world economy? The
local marketplace can literally become worldwide. A major department
store with international branches can choose a popular world television
program on which to advertise. A media buyer for an international ad
agency may have to choose between purchasing time on a London
channel or on one in Micronesia. Theoretically, a popular world program
produced by a small, less-developed country could attract enough world
advertising to affect significantly that country’s balance of payments.

What happens when a television network moves its entire headquarters
to a small country on the other side of the world where labor costs are
a fraction of what it was previously paying? With direct-broadcast
satellites, the network can reach the viewers back home with scarcely
more effort or cost than it took to operate the domestic system. With this
in mind, the research firm of Arthur D. Liule, Inc., predicts that “the
potential for competitive advantage afforded by the use of satellites might
ultimately lead to the elimination of local TV broadcast stations.”"

The AT&T—COMSAT Interface

Perhaps nowhere do economic issues surface faster than in the arena in
which two corporations fight for the rights to operate future communi-
cation technology. Two companies with some of the biggest stakes are
the American Telephone and Telegraph (AT&T) Corporation and the
Communications Satellite Corporation (COMSAT). The former is a
private industry, the latter quasi-governmental, formed by the Commu-
nications Satellite Act of 1962.

COMSAT is responsible for overseeing satellite development in the
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United States. It even supplies AT&T with satellite circuits, and AT&T
in turn, leases them to its users. Satellites are COMSAT's only business,
but AT&T not only operates satellites but also ocean cables (Figure 5-11).
Herein lies the crux of the problem. Will messages be sent via satellite or
cable?

If satellites are used exclusively, then COMSAT benefits. If the gov-
ernment continues to permit a percentage of all messages to be sent by
cable, then, theoretically, COMSAT could suffer. Of the two, satellites
have the greater number of circuits. AT&T's COMSTAR satellites have
over 14,000 circuits each, but its transatlantic cable handles only about
4,000 circuits. The complexity of which one is more economical is
compounded by the fact that the life of a cable is much longer than the
life of a satellite; yet cables are much more costly to construct and
operate.

Some writers have argued that AT&T is taking advantage of a
regulation that permits them to set user rates according to the investment
necessary to develop the system.'s Similarly, COMSATs position is suc-
cinctly stated in its own report to stockholders: “Any policy of the FCC

Figure 5-11 Ocean dredges lay thousands of miles of cable which serve
many of the functions of satellites, aggravating the discussion of the regulatory
framework and cost-effectiveness of the two communication systems, (AT &

T Co.)
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summary

which would permit COMSAT's carrier customers to bypass satellites in
favor of new cables would have an adverse impact on the growth of
COMSAT's international traffic.”'® The future of both carriers will
depend on the future direction of telecommunication policy.

At very high frequencies on the electromagnetic spectrum are microwaves
which have many applications to broadcasting. They relay television
programs between stations and networks. They also are used by satellites
to beam television signals around the globe, and by cable systems to
import distant television signals for redistribution to cable subscribers.
Microwave technology is also used in electronic news gathering and in
educational and industrial broadcasting.

Two other systems that carry broadcast messages are satellites and
telephones. The Telstar satellite, launched in 1962, was the first to
broadcast international television signals. Since then, many satellites have
been applied to broadcasting. Synchronous orbit satellites provide twenty-
four-hour communication among almost any points on earth, making
continuous, live television coverage of international events a reality.
Application Technology Satellites (ATS) beam educational television
programs to outlying areas of the world, and domestic satellites provide
a new national communication system for many countries. Telephone
systems are also used extensively in broadcast communication. The future
of both satellite and telephone systems for broadcasting depends on the
developments in telecommunication policy regulating the two carriers.

spotlight on further learning
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cable

FOCUS Aatter completing this chapter we should be able to

Trace the development of cable television and to identify the com-
ponents of a cable system.

Understand how two-way cable works.

Compare the arguments for and against pay cable.

Explain cable radio.

Identify the many types of locally produced cable programming.
Understand the concept of local access.

Discuss the differing opinions of cable as expressed by broadcasters
and cable operators.

Discuss the future of cable.
Understand the economics of cable systems.
Understand the human implications of our cable environment.
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It is 1940, and television is in its infancy. Large, bulky home receiving
sets strain to tune into the preciously few television stations broadcasting
the magic of pictures over the airwaves. And strain they do. In fact, if
you live in a remote area, it takes a large, well directed rooftop antenna
even to focus on a picture. Rooftops are a maze of aluminum and steel.

Still, the excitement of this medium does not dampen your spirits.
Instead you purchase numerous antennas. Newspapers are filled with ads
claiming this or that make or model of antenna will give you clear
reception. Stores even sell indoor “rabbit ears,” which are two telescopic
rods about three feet long connected to a base that sits atop your
television set. For the most part, though, “rabbit ears” cannot compete
with outdoor antennas.

the concept and its beginnings

Fmally, someone reallzed there must be a better way Thatway is with
con s > The concept
is S|mple Erect a single tower and antenna on a high elevation and then
run cables from that tower to mJ vidyal homes. The result is clear
recepuon without the housetop clutter of antennas. Five hundred com-
panies which owned the antennas and charged a fee to people who want
a hookup were created. A new medium was born.

The idea—of—cable—waséspecially important to—peeple-in hilly or
momecause/beé—(demmgeo and audio signals
are broadcast at a relatively ‘high frequency, they travel in an almost
straight line from the transmitter. When there is a mountain between the
television staée.n\s transmltu ing antenna and a home antenna, it blocks
these signals (Flgure 6—1)

Today, cable is advantageous to people other than those living in
mountainous regions. Philadelphia cable subscribers, for example, can
receive New York City’s television channels. Although over-the-air recep-
tion necessitates one-channel spacing between stations to avoid spillover
interference, cable does not. Also, building structures such as high-rise
apartment houses, tightly spaced row houses, or clustered office buildings
can obstruct even local television station signals. Consequently, cable has
become popular for urban reception as well as for distant signals.
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Obstruction Of Over-The-Air Signals

Community With Cable

VXS

Figure 6-1 (NCTA)

Starts in Oregon and Pennsylvania

There was a bit of friendly rivalry in the origin of cable television. Two
people claim that famous first, one in Oregon and one in Pennsylvania.
L. E. Parsons is credited with a working cable system in Astoria, Oregon
in 1948. John Walson is believed to have had a cable system operating in
Mahoney City, Pennsylvania that same year. Some of the discrepency
results from the definition of what is, or was, a true cable system. Parsons
apparently did build a reception system but sold it to small cooperative
groups.! The system did not operate on a monthly fee basis until
sometime after August, 1950. In 1952, fire destroyed Walson's records of
operations in Mahoney City. Research efforts thus far have failed to turn
up bills, newspaper accounts, or other documentation. But Walson and
others are unequivocal about the 1948 operation in Mahoney City.

The Size of the Industry

Since those first beginnings in 1948, cable has grown considerably.
Although it is still a long way from being connected to all of the television
sets in use, it has developed 10 the point at which there are enough
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subscribers to make it profitable. Recent figures indicate approximately
3,500 cable companies operate in the United States today.? Those
companies reach about 10 million subscribers, with revenues fast ap-
proaching $800 million annually. Pennsylvania has the largest number of
cable systems, about 300, and California has the most subscribers, about
1.3 million. TMWS Tele-

Pwp'r_e_l:ji&h—ever—!—ﬁﬂ-ﬁon.

components of the cable system

To understand how a cable system operates, let's examine its parts (Figure

6-2). The center of any cable syste : head end is a
commmme includes
the perwm head end's
technical component xeceitng antenna which receives the
signals from “adistant television station. The receiving antenna system
usually is a tall tower on which are attached a number of smaller antennas

specially positioned for receiving the distant signals. The tower can be
located anywhere from a hillside outside of town to the top of a mountain

Figure 6-2 (NCTA)

Basic Cable Television System
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far from a residential area. Installing the tower and antennas entails
major construction using everything from lumber cutting crews to giant
helicopters (Figure 6-3).

The head € also be television producuon facilities such as
cameras, lights, and other studio har n the size of the
cable system and how much locally or|g1nated programming there is in
the studio. The facilities can range from a small, d white camera
to full-scale color production equipment. With all of this in mind, we will
define the }MWJMMMM“WMQ/'
originati anlr L2

Anothe. the dzstnbutzon system,
which dlsperﬁ?'t'he programmlng The main part of the distribution
syst g - ich-is_used in
most eable systems, consists of an inner metal conductor shielded by a

Figure 6-3 Critical to the effective operation of the cable
system is the master antenna. Often located on mountain
tops and in rough terrain, constructing the antenna can
be dangerous and expensive. (NCTA)




Coaxial Cable

__—PLASTIC SHEATHING—_
__-OUTER CONDUCTOR..
PLASTIC FOAM

INNER
CONDUCTOR

Figure 64 (NCTA)

plastic foam. The foam is then covered with another metal conductor,
and that, in turn, is covered by plastic sheathing. This protected cable
may either be strung on utility poles or buried underground. The
primary cable, or main transmission line, is called the trunk cable. It
usually follows the main traffic arteries of a city, branching off into a
series of smaller feeder cables, also called sub-trunks. The feeder cables
usually travel into side streets or into apartment complexes.

The actual connection to the home is made with a drop cable. This
coaxial cable goes directly into the house where it connects with a home
terminal. The home terminal, in turn, connects directly to the back of the
television set. In most cable systems, the home terminal is simply a
splicing connector that adapts the drop cable 10 a two-wire connector
which fits onto the two screws on the back of every television set. In two-
way cable, which we shall learn about next, the home terminal is more
complex and may even include a small keyboard (Figure 6-5). Some
cable systems install these more sophisticated home terminals even though
two-way cable may not be operative yet on the system. When it does
become operative, the system and the subscriber will be ready.

two-way cable television

Two-way cable systems, sometimes called two-way interactive television,
permit the subscriber to feed back information to the head end. They
are quickly becoming popular, and two-way is able to bring a wide variety
of services into the home (Figure 6-6).
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Figure 6-5 Warner Cable’s 30-channel home terminal,
which enables participation from the home in a variety of
television programs such as interactive games, educa-
tional tests, and public opinion surveys. The terminal,
connected to the subscriber's television set, is activated
by pressing the program channel choices. (Warner Cable
of Columbus, Inc.)

Application to Instructional Television

Two-way cable can also be applied to home instruction programs. For
example, a handicapped child who cannot attend regular school can
receive lessons at home via two-way cable television. The program reaches
the two-way subscriber in the same manner as it would on one-way cable
systems. However, the student can communicate with the teacher using
a feedback loop. Feedback loops are generally of three types (Figure
6-7). One is a single cable used for both transmitting to and receiving
information from the subscriber. Another uses two separate cables.
Incoming signals reach the subscriber through one cable, and outgoing
signals return from the subscriber to the head end using the second
cable. A third is called a round robin cable loop, an adaption of single
cable but with separate drop cables.

In our example of instructional television, special questions appear on
the screen at regular intervals in the program. The student answers the
questions on his or her home terminal, which can be as complex as a
typewriter keyboard or as simple as a touch-tone telephone. The home
terminal is hooked into a central computer, which aids the instructional
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Two-Way Cable Transmission Techniques
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Figure 6-6 (NCTA)

process in two ways. First, it notifies the student if he or she has selected
the right answer. Secondly, it tells the instructor how many students have
selected the right answer. If the proportion of correct answers is low, the
instructor can repeat the lesson. We shall learn more about this process
in the chapters on educational and industrial television and feedback.

Industry and Consumer Resistance to Two-Way Cable

Although there are many advantages of two-way cable, there is still
considerable resistance to the concept. Some is financial. The cost of two-
way cable systems is much greater than that of one-way systems. The
advanced computer technology, sophisticated home -terminals, and other
necessary hardware add up to more expensive subscriber fees. Conse-
quently, businesses and institutions have become two-way cable’s heaviest
users, and even they use it only to transmit data.

There Wmm - conjures up images

of privacy invasion and “Big Brother.” The th of your living room

being hooked up-to-acentrat-computer has given some people doubts
about the whole process-Fhe-future. of the system will depend on being
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Figure 6-7 Cable’s multiple uses beyond television pro-
gramming can include such services as reading utility
meters, in-home electronic newspapers, telephone, data,
and picture telephone. (Communications News)

able to alleviate this apprehension and making two-way cable economically
feasible for widespread use by the general public.

pay cable

Pay cable is defined as mformation andjor services to~cable

Feesbe 4 Pay cable should not
beconfused ith-subscriptt [ V "M defining a special
s~Scrambled” as it
leay Wmﬂme on the
home réceiving set—Fhradvartage of pay cabte fsthe opportunity to see
ﬁrszmgs of major sports events, and other
spetial en programs. Overall, pay cable has not been tremen-
dously successful. Only within the hotel-motel industry is it gaining wide
acceptance. Part of the problem is in the necessity of charging additional
fees for programs, fees which the public has not been willing to pay,
especially when there is a rich diet of alternative programming. This
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does not, however, mean that pay cable has no future. Alternative
services such as data processing may revitalize the pay cable concept.

Pay Cable Connection Arrangements

People can subscribe to pay cable in a number of ways. The simplest is
to pay a nmorthiy—fee-to-thecable company in order to receive a special
channel of exclusive- i he subscriber pays this set fee

regardless of fﬁ)w—-mueh—hemmmrcable channel. Or the
subscriber can pay on a per-program basis. In this system, some type of
two—waswubscnber can signal the cable
company to send the desired program into his or her home. A credit

card inserted into a special home terminal to signal the cable company is
one method.

Arguments for and against Pay Cable

m@@wmw to broadcast
to W&deeb&udéemmﬁefﬁmg‘mh&mhm@. ations cannot
do. i nomic. To obtain profitable advertising revenue,
over-the-air station programmin ust attract audiences in the millions,
especially network programmmg Progsams which cannot achieve this
type of saturation air. Fine arts programming,
educational programs, and similar fare are on what the pay-cable pro-

ponents base their appe

reduced.

There also are arguments against pay Lml broadcasters
charge that pay destrays _the free s adcasting upon
which the nati&dﬁs‘f’cﬁMwere built. Other
groups claimthar iscriminates against the poor who cannot
afford<the additional rates. The opposing arguments intensify with

suggestions that pay cable could make exclusive contracts with program
producers, placing programs on pay cable which would normally have

attracted an audience large warrant airing them on over-the-
iLrg:)adcast stations. Th'qt suggestion makes commereial-broadcasters
bris

Theater owners showing first-run movies have still another argument
against pay cable. They contend-thatwhen first-run movies are made

available t h pay cable, people will _s@ at home and watch them
instea(lﬁ%@%Mater Examples supporting
and denying these contentions are used by both proponents and oppo-
nents of pay cable.



cable radio

Television is not the only medium channeled by cable systems. This wired
concept also applies to radio. The principle for cable radio is the same as
it is for television. Distant station programming is cabled into a local
community. As expected, commercial radio broadcasters vehemently
oppose cable radio. Radio is a very local medium. When a small com-
munity’s cable system imports one or more stations from outside the local
market, the radio broadcaster feels the economic pinch. The importation
usually translates into a reduced audience and consequently, reduced
advertising dollars. The problem is not as serious for television since
many communities do not have local television. But few do not have local
radio stations. To compensate for this, the FCC has strongly suggested
that cable operators not import radio signals from more than 75 miles
away into markets of less than 50,000 persons. But so far, it is only a
suggestion.

the potential for programming

The_most—ahvious advantage of cable is the increased—setection of
programming-channels—thatitoffers. Even though a community may
have a wide selection of local channels, channels from neighboring
communities can be “cabled” in, enabling residents to see independent
stations’ top-rated syndicated programming. The fine arts programming
of an area’s public television station can also be “cabled” in. Major sports
events not carried on local stations can also be made available through
cable.

Instructional Television through Cable

Cable companies often contract with a local university to fill one of its
cable channels with instructional programming. Under these agreements,
the university can offer a complete curriculum with a wide variety of
courses that can be taken in the living room instead of in the classroom.
The continuing education and outreach functions of colleges thus gain
a whole new perspective through cable. Students can enroll in one college
while taking courses by cable television from another. Theoretically, as
we creep toward the new wired-nation concept, colleges could even
become specialized in one type of instruction which is “syndicated”
beyond the local campus. For instance, a school in New Mexico could use
cable and national satellite hookups to teach Indian culture. Or a school
in Wyoming could offer courses in mining economics.

Colleges and universities are not the only educational institutions in
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cable television.® High schools have produced programs explaining school
activities, which they then air over the local cable system for the parents’
benefit. Special programs for classroom use are also shown over cable
systems, permitting taxpayers to see what is being done with their tax
money. Schools even use the local cable system for such highly specialized
programming as drug education. High-school sports programs are also
broadcast on cable.

Cable is also becoming a means of communication among individuals
and institutions which in the past have been distant, making communi-
cation impossible. The public that looks inside a school building, watches
teacher-training programs, and hears school officials discuss issues learns
more about and participates more in the institution. This social and
political responsiveness, in turn, permits the school officials to be more
accountable to those forces affecting policy.

Programming the Arts

Perhaps one of the greatest potentials of cable is in performing arts
programming. In the past, commercial broadcasting has not been able to
program the arts successfully for two reasons. The first was the lack of
viewers for such specialized programming. The second was caused by
the first, an inadequate profit foundation upon which to produce and
program these shows. Although public broadcasting has inched toward
this type of programming, it still must produce programs which appeal
to a mass audience. Cable provides the alternative. Now local fine arts
programming can be produced and funded on a local level.

Fine arts programming provides another benefit for cable. If a city
has a good local symphony orchestra, for instance, a group of local
sponsors and friends of the arts often contribute to its development with
considerable zeal. This can spill over into the cable system. The local
symphony can play to its audience over cable even during prime-time
hours. On a commercial broadcasting station, the only profitable time to
air such programming might be in the wee hours of the morning.
Exceptionally good fine arts programming even can be duplicated and
syndicated to other cable systems.

cable television and the political process

Alohg-with education and the ﬁne arts, cable has provided new oppor-
tunities for cifizen inte cess.



Broadcasting Public Meetings

SM—&ﬁé&W&mnhy forces is just one
example of this political involve : ivesthe public access even
to the' T FETTII (B ASION-C: as and microphones
can be i mwtmg,
or_a-zenimgcommission meeting. Experience ha shown that live
cablecasting of such meetings has increased attendance. Those with an

active interest attend the meetings in person, and those with a borderline
interest watch from home.!

Candidate Access

Commercial broadcasting, and to some extent public broadcasting, is
limited in the amount of advertising time which can be given to candidates
for political office. It is just not economically feasible to turn a station’s
complete advertising availabilities over to the politicians. The reason for
this is that the FCC has decreed that political advertising be sold at the
lowest rate the station charges to an advertiser. Although this helps
politicians with scanty campaign coffers to obtain valuable television
exposure, the procedure is not the favorite rule of commercial broad-
casters. Some stations simply appropriate an amount of free time to
candidates and dispense with selling political advertising altogether. In
addition, election laws now restrict campaign financing. These have
substantially trimmed candidates’ budgets, budgets which used to produce
lucrative television campaigns.

Cable television provides a number of alternatives to these dilemmas.
First, in small communities without a television station, cable television
permits candidates to reach the voters through a visual medium. Second,
most local access rates permit even the candidate running for dog catcher
of Possum Hollow to campaign on the local cable channel. Third, when
commercial availabilities are not open, cable availabilities may be. Fourth,
cable permits the candidates to reach highly specialized audiences not
normally reached by commerdial television. In short, cable is helping our
society recapture the old-fashioned, town-meeting approach common to
democracy yet difficult to attain in our modern age.

cable’s local access concept

Most cable systems allow any member of the public access to a cable
channel. We shall learn why some of them don’t and the regulations
accompanying cable in chapter 15. Some larger cable systems also
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provide, at a nominal cost, equipment for people to produce local
programming. Let's look at a local example.

An Example of Applied Local Access

Local access programming is not the glittering lights of Hollywood. Nor
is it the elaborate production studios of a major network. It more than
likely materializes as this one did, on a October day in a small community
of 8,000 people and 1,500 local cable subscribers. It is evening, and on
a drive in the country, a local resident spots a poster tacked to a utility
pole. “Halloween Parade—Everyone Welcome—6:30 P.M., October 31,
The Fire House Parking Lot.” The perfect opportunity for local-access
programming. The next morning, a call to the local cable company
produces the name of a student at the nearby college in charge of cable
equipment available for public use. The cost is minimal.

A second telephone reveals that two small, portable, black and white
cameras, a videotape recorder, and a switching unit are available.

“We can set them up in the alley behind the firehouse. That's where
the parade starts.”

“What about lights and electricity?”

“Whoops, I never thought of that.”

Time to check with the fire department. Another telephone call . . .

At 6:30 P.M,, the parking lot is filled with children. Costumes are
everywhere. A hay wagon is in position with the parade’s director and
her megaphone astride. The children line up to march around the block
and back into the parking lot for an awards ceremony. Wait a minute.
The light from the fire department isn’t enough. Time to move some
cars into position. Park some at the head of the alley and turn the
headlights on high beam. It works; we're ready to go. Lights, cameras,
action, the parade is on! A few hours later, the 90-minute production of
the parade and the awards ceremony is seen over the local cable channel.
A full-scale television production? No, but to the parade participants it
was just as exciting. For the parents and children who participated, they'll
remember that Halloween for a long time to come.

The above example is what local access television really is. It is the
grassroots side of mass media not possible with standard broadcasting
stations. Creative opportunities on_many cable systems await not the
seasoned professional, but the amateur citizen.

Local Access and Specialized Audiences

One advantage of cable is its ability to reach specialized audiences. In
Philadelphia, for example, as part of the cable company hardware
capability, a series of “mini-hubs” brings new concepts in cable program-
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ming.® The mini-hub is a series of local origination points along the cable
route. With this, cable programming can be limited to a few city blocks.
Then, perhaps three blocks away, there is another program from another
mini-hub. This highly localized access concept permits programming to
small neighborhoods which might have similar ethnic or religious back-
grounds or other common ties.

Another example of local-access programming to specialized audiences
is programming for the elderly. Cable is connected to living complexes
for the elderly such as nursing homes. It is popular with the elderly
because of the added leisure time retirement permits. Local access cable
programming permits the elderly to “communicate” with each other,
alleviate loneliness, and feel more a part of the community. Special
programs about social security benefits, Medicare information, transpor-
tation, shopping bargains for senior citizens, and similar offerings all are
possible through local-access cable programming.

Issues Facing Local Access

Up to this point, our discussion about cable television has been positive.
Instructional television (ITV) programming, the fine arts, cable in the
political process, and reaching specialized audiences all are beneficial.
But not everything is this positive, and the local-access concept is perhaps
the least so.

The major problem of local-access television is that its viewing audience
has been difficult to measure. Where major commercial rating services
are employed, the local-access channel is not usually included in their
survey measurements. When audience measurements have been taken,
they have shown very few viewers. A research study by the Institute for
Communication Research at Indiana University sampled the television
viewing habits of the community of Columbus, Indiana.® Results showed
that “the total public-access viewing time, for all persons in the sample,
was two tenths of 1 percent (.2 percent) of the total of all television
viewing for the week.”” Explanations of the small audience were a lack of
promotion by the cable company, “causal” scheduling which included
intermittent programming, blacked-out periods, and perhaps sampling
error. However, a promotional campaign did slightly increase subsequent
viewer levels.?

Another problem area for local-access television is the programming
itself. Pamela Doty, a researcher for the Center for Policy Research in
New York, spent two months viewing local-access channels in New York.?
Because local-access programming did not expect a mass audience nor
did it need advertising revenue, she felt she would find a “higher
percentage of hard-hitting social criticism and controversy” on local-
access channels than on typical commercial television. This was not the
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case. She found it was “rare to see a debate or dialogue between two
persons who even mildly disagree, let alone have major differences.”'®
Moreover, the rather bland format of people sitting around a coffee table
talking to each other, the “talking heads” format, on local-access channels,
was rather boring.

Doty’s recommendations for improving local-access programming in-
clude true debating of local issues, “explorational tours” of communities
with “behind-the-scenes” glimpses, and programs showing the audience
how to edit videotape. She also states that the public access users need to
develop a clear-cut sense of what they want their programs to accomplish
and how to go about it in such a way that interests the audience they
want to reach." When done properly, local-access programming has
great potential. We have already learned about programming the local
symphony. Other special events such as Little League baseball, children’s
parades, community fairs, picnics, church services, and others can fill a
cable system’s programming schedule.

cable versus the broadcaster

With cable’s ability to carry broadcast messages beyond the coverage area
of the over-the-air station, it would seem that broadcasters would support
cable’s efforts more. But the two have seldom coexisted harmoniously,
and at times their opposition has been bitter. We shall examine both the
broadcasters’ and the cable operators’ arguments. Each has valid points.
It is up to the regulatory bodies to judge which will prevail.

The Broadcaster's Arguments

Place yourself in the position of a commercial broadcaster in a medium-

sized community. You are against cable. T in_lobbying group for
your position is th i Association of Broa rs. You, yourself,
give your arguments everywhere from the FCC to your local city coundil.

What are these arguments? ’

The strongest argument is economic. Fhe-umpertation-of-broadcast
sigmmtamial
audience 16 advertsers—for-a—healthy_profit. Second, you are charged
copyright f t ; a cable operator can rebroadcast
those same programs without paying them. “That’s fair?” you exclaim.
Third, you, as a broadcaster, are serving the public’s interest, convenience,
and necessity, and are providing that service free of charge to the viewer.
On the other hand, a large interconnection of cable systems can success-
fully negotiate exclusive programming with a college football team, for
example, and charge viewers to see the games. You, in turn, because of
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the cable systems’ exclusive contract, would not be permitted to carry the
game. “Outrageous!” you fume. Fourth, economics usually dictates that
cable be installed only in densely populated areas with the most subscri-
bers, especially pay TV. Yet you, while competing with cable, are also
serving the rural public, regardless of the population density.

Your fifth, but more general argument, is that cable has developed as
a parasite industry of broadcasting and now is trying to compete with it.
Sixth, you argue that cable has been favored by the FCC with a general
relaxation of rules, thus permitting it to compete better with you. You
compare this to fighting with one hand tied behind your back while your
opponent’s hands are free. Seventh, since cable companies have the
ability to interconnect among systems, you claim that the theory of local
accountability and service has been destroyed. Eighth, while you operate
on a limited spectrum space, cable can carry large numbers of channels,
many of them programmed by the local cable systems themselves.

Some of these arguments are good; others are not. Nevertheless, the
broadcasting industry is quite concerned about cable.

Cable’s Rebuttal

I\ow put yourself in the cable operators posmon Your maJor lobbying
. / 100, take

your case before any interested body. How would you argue>

First, you contend that over}_}lga_"'_bn adcasters are severely restricted
in servmg—&hetrmwmmalfe‘nces, since evervin the largest markets, only
a few stations can op<€tate w “within mdspectrum space. You feel that
cable serves its audiences far better with its variety of channels. Second,
you point out that precisely because of their limited spectrum space,
broadcasters have made giant profits. You state that those profits are
sometimes at the expense of viewers, who long for more innovative,
perhaps more costly, programming. Third, réstricting legislation, you
argue, means that cable has not been able to builkl a similarly firm
financial base. Fourth, while still on-the subject of regulation, you argue
the cable industry is regulated by legislation designed to protect the
broadcaster, the Communications Act of 1934 being the principal ex-
ample. This envisions a system of over-the-air broadcasting. Even amend-
ments to this act can control cable. Fifth, when broadcasters criticize
cable’s exclusive contracts with program distributors, you remind them
of their exclusive conteact-advarrage with the major networks. Sixth,

although commercia ers answer to ontyone master, the FCC,
you_face regdfatory control by three levels overnment—local, state,
anﬁﬂz_yﬂmf this fair?” you ask.

Al of these arguments, in varying degrees of detail and intensity, are

used throughout the broadcasting and cable industries. They have been
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presented in cloakrooms to members of Congress, at special legislative
hearings, and in public relations literature. Meanwhile, mass consumers
are living in both worlds, unaware that the future is bound to bring some
dramatic changes in how we receive our daily television fare.

Healing the Split

Despite all the rivalry and rhetoric, broadcasters and cable operators
must begin to consider how each can complement the other in a common
goal. Increasingly, new developments in telecommunication are drawing
the two out of their warring camps. Television stations broadcasting by
satellite to distant cable systems when both are operated by the same
company find it awkward to cut the other’s throat. Still, with powerful
lobbying groups like the NAB and the NCTA, the chasm will not be
bridged overnight.

A call for unity has come from Clifford M. Kirtland, Jr., president of
Cox Broadcasﬁmldings in both cable and
broadcastin ions—Addressing a meeting of the Institute of Financial
Managemen%ﬁ irtland states he feels there needs to be “a recognition by
all broadcasters, cable operators, and producers of programming that
the viewer and listener in the home are not served by high-toned rhetoric
lambasting the opposition and feeding the critics. What is needed is a
recognition that—even after all the compromises, rule changes, techno-
logical changes, and criticism from all sides— the audience today is better
served then ever before.” He concludes: “Perhaps a greater spirit of
cooperation among all parties working toward balanced regulations in a
positive way . .. a greater acceptance of technological change . . . and a
greater reliance on the free enterprise system to work its wonders . ..
will, by 1985, further enhance the total communication service of our
country.”"?

It is difficult to predict what future scenario will bring cable operators
and broadcasters together. Perhaps a regulatory issue demanding com-
mon lobbying efforts, or perhaps a foreign competitor beaming signals
into North American living rooms may turn the tide. For now, both are
working feverishly to protect their individual economic domains.

cable’s future: the major issues

Despite the respectable growth and impact of cable, it is in its infancy as
a technological and social force. Standard broadcasting, both in size and
influence, makes cable minute in comparison. Still, it is a force with which
to be reckoned. Let’s briefly examine some of the issues pertaining to its
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future. A more detailed discussion of these issues is found in other
chapters of this text.

Regulatory Considerations

The cable industry looked forward to the rewriting of the Communica-
tions Act of 1934. Cable is the stepchild of that piece of legislation.
Although legislation regulating cable was added to the act, those regu-
lations have been greatly tempered by the strong lobbying efforts of
commerdial broadcasting organizations. Many cable operators feel that
wiping the slate clean and starting over would give cable a better footing.
Besides the federal regulatory stance is the influence of state and local
governmental bodies. Here, cable suffers a decisive disadvantage over
commercial broadcasters. A cable system can find itself regulated by
three systems—local, state and federal. Standard broadcasters answer
only to the FCC. To make matters worse, some regulations actually
conflict with each other, creating a maze of court-cases ranging anywhere
from rate structures to local-access programming. Directly related to
these problems is the futility of trying to regulate, on the basis of state
and local boundaries, a communications system that transcends bounda-
ries. For example, communications attorney Anne W. Branscomb, using
New York as an example, feels that the New York metropolitan area
should coordinate its telecommunications planning and development
with New Jersey and Connecticut, rather than with New York State.”

Cable’s Interference with Legal Precedent

Another problem cable faces is its relationship with laws indirectly
affecting its operation. Consider the case of local-access. A local com-
munity group decides it wants to use the local-access channel to broadcast
the school board meeting live and in its entirety. The state’s open-
meetings law permits public access to all public meetings. But the school
board says no. The school board’s attorney contends that cable television
cameras are not people and therefore can be barred. The community
group reminds the school board that it permits the local television station
to film and videotape portions of its meetings. In fact, when major issues
are being discussed, the board even allows the station to broadcast live,
mini-cam reports. But the school board replies that cable is not considered
a bona fide news gathering organization and does not come under the
protection of a free press.

This is just one of many “gray” areas cable faces. Many laws, such as
open meetings statutes and reporters’ shield laws, have yet to define their
applicability to these situations. Until they do, cable has an uphill climb
for its legal identity.



fiber optics

Whatever policy decisions are made on cable, their full social implications
will be felt only when there is widespread use of fiber optics. Fiber optics,
as we have already learned, are thin strands of glass fiber through which
light passes. This light, which travels at a very high frequency on the
electromagnetic spectrum, carries the broadcast signals (Figure 6-8). The
use of fiber optics will dramatically increase the amount of information
that can be carried on any single cable system. The thought of 1,000
cable channels on a single glass fiber boggles the mind.

Telephone Companies: A Competitive Edge?

Control of something usually gives power to the controller. It is no
different with fiber optics. This time, the telephone companies could be
in the driver’s seat. Before development of fiber optics, only the cable
companies had a channel capacity large enough to transmit and receive
computer data directly into the home. The telephone company’s home
hookups just were not satisfactory for transferring those large amounts
of information. Fiber optics has changed all of that. In its report on the
future of telecommunications policy, the research firm of Arthur D.
Litde, Inc. stated that, “current research into the use of fiber optics would
lead to telephone companies becoming the most logical providers of
home television access in the long term.”™ Remember that the telephone
companies already have an established system of installation much larger
than that of the entire cable industry. Their personnel, equipment, and

Figure 6-8 Tiny strands of
glass can carry thousands of
channels in the space coaxial
cable fills. (Western Electric)
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even utility poles are ready now to install fiber optics in any home,
anywhere.

A future scenario even envisions telephone companies with their own
television stations and networks feeding a “wired nation” as today’s cable
operators do, only on an extremely small scale. The social implications of
such a phenomenon are far-reaching. How would the computer of the
future adapt to such a system? Behavioral scientists are currently studying
how children are affected by constant association with television from
birth. What will be the future of fiber optics and its ability to adapt in-
the-home computer technology to television? Children may grow up not
only watching television but also “communicating” with a central com-
puter which continually processes and adapts to his or her programming
likes and dislikes. It is all possible with the increased channel capacity
that fiber optics offers. A future educational program may project a math
instructor to a national viewing audience with individual computer
terminals, enabling them to work the problems at home. At the same
time, the math instructor could look at the computerized results on his
or her computer terminal and determine thousands of miles away how
well the lesson is being understood.

The Future Transition

The future influence of fiber optics is not clear. It definitely has renewed
interest in CATYV, especially by the telephone companies which were at
a disadvantage because of the inability of home telephone wires to carry
multiple television channels. Both the cable industry and the telephone
companies are interested in the transmission of data communications,
such as connecting two distant computers, to which fiber optics will be
essential.

Economics will partially dictate the future. Although AT&T has fiber
optics at its disposal, it has already invested close to $60 billion in its
current hookup system. Converting to the new fiber optics hardware,
depreciating the $60 billion loss, and amortizing the debt for new
development could put the cost of this new technology to the consumer
out of reach. In short, for the telephone company, a short-range shift to
fiber optics could be prohibitively expensive.

the economics of cable

The future of cable and how we interact with and use it is directly tied
to its economic issues. It is important to understand them. You may find
yourself voting in a local referendum to raise the rates for your local
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cable system. Or your community may determine whether the local cable
company should install its cable underground or, more economically,
attach it to telephone poles. It may even decide what supplementary
services, such as electronic funds transfer or bank-from-home services,
should be added to the local television fare. To make intelligent decisions,
you will need to understand the economic forces affecting cable.

The Capita/-/ntensive Factor

i ality, < i staff—€able does not enjoy this luxury.
(,able smmmma the system must be
taken to the total potential audience before it can even.begin operation.
Therefore, hiring skilled technicians, installing miles of cable, requiring
elaborate antenna systems, purchasing head end equipment, and incur-
ring similar expenses must all be done before the first subscriber is
hooked on.

Construction Costs

Starting a cable system requires planning construction of the head end
and production facilities, the distribution plant, subscriber equipment,
and preoperating expenses.' Costs for underground construction of the
distribution systern can run as high as $60,000 per mile in crowded
metropolitan centers. Some radio stations have gone on the air for less.
Even above-ground pole attachment systems are conservatively estimated
by operators at $50,000 per mile. The location and type of antenna can
also raise the cost. An antenna that must be constructed on top of a
mountain is going to cost much more than a tower built in a level field
outside of town. A head end with production facilities for locally origi-
nated programming is going to cost more than one without local
production capabilities. All of this determines how much the subscriber
must be charged, how long it will be before the cable system makes a
profit, where financing can be obtained, how high the interest rate will
be, and whether it is economically feasible to construct the system at all.

Operating Costs

Construction costs are followed by the costs of operating the cable system.

The Tmain-eostts—system maintenance.-Adthaugh cable operators usually
install the bestpossible equipment for fong lifé and maintenance-free

service, nothing is infaltible. Breaks due to storms and equipment repair
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at the head end are just part of the regular maintenance schedule.
Second, a subscriber cannot simply turn on a television set and tune to
the cable channel without first having the set connected to the cable.
That requires a service call, and service calls are responsible for much of
the cable company’s personnel time.

A third expense is vehicle operation. Unlike a radio or television
station which may have its entire operation under one roof, the cable
company literally can be spread all over town. Servicing this territory in
larger markets can require an entire fleet of trucks, many with aerial
ladders. Because of the high price of gasoline, this is a spiraling cost for
the cable system. Future developments in technology, however, will
permit more and more switching and connecting functions to be done at
the cable head end.

Fourth, utility pole and underground duct rentals are a large expense
for the cable system. For example, if pole attachments are used, the cable
company must rent them from the telephone company, and this can
cause strained relations between the two. Pole attachments cost an average
of $4.00 to $5.00 per year.'” Although that may not sound like much, it
is almost equivalent to a monthly cable subscription fee. When a major
cable company like TelePrompTer rents more than 800,000 poles, the
cost is considerable.

Fifth, operating costs continue. Local municipalities may charge fran-
chise fees, money the cable company pays the local government for the
privilege of operating. Sixth, cable companies may be charged copyright
fees by program distributors. Seventh, although construction of the
antenna and other head end facilities is usually figured into the construc-
tion costs, the cost to bring in distant signals may require separate lease
agreements with telephone companies or private microwave carriers.
Eighth, local origination costs also can be substantial. Here a local cable
company can incur some of the same studio expenses as a small television
station does. Although it can boadcast with black and white equipment,
color capabilities help to develop programming which can successfully
compete for viewers of other channels. This does not mean that high
quality black and white programming with special local appeal cannot be
successful. With local meetings, special seminars, and similar “individual-
ized” programming, the interest will be high no matter what the quality
of production is.

Income from the Cable System

For the cable-company-toTake a profit-i t receive income in the
form of subscriber fees. The number_of su cribers and the amount of
the fees are the key components. Most subscribers pay approximately
$12 per month for all cable services. That may include additional fees
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for pay TV programs, such special services as electronic funds transfer,
Or even two-way, interactive instructional television programming. As the
variety of these services increases, the subscriber fee increases. Research
by Cox Broadcasting has predicted that by 1985, the amount paid by a
subscriber for all types of cable services could be $17.00 per month
(Figure 6-9).'8

Subscriber fees are not the only source of cable's revenue. Another is
advertising. Cable companies have been successful in selling advertising
in the same way that standard broadcasting stations do. Moreover, the
interconnection between cable systems through satellite and microwave
makes the concept of a cable network a working reality. In a network, a
group of cable companies joins together to carry the same programming,
deriving income from sponsors who buy advertising seen throughout the
entire cable network. As these cable networks develop, a larger percentage
of cable’s income will come from advertising (Figure 6-10). Predictions
by researchers for Cox Broadcasting place advertising revenue at 10
percent of cable’s total revenue by 1985, an increase of 100 percent over
1980 figures." Pay cable revenue is based on a figure of 20 percent of
total cable revenue in 1980 to 30 percent in 1985.

In summary, income from the cable system is classified into four broad
categories: (1) subscribers’ monthly rental fees for standard television

CABLE REVENUE PER SUBSCRIBER
(ALL SERVICES)

$17

$12

Figure 6-9 (Cox Broadcasting
1974 1980 1985 Corporation)




DISTRIBUTION OF CABLE REVENUE

1980

Figure 6-10 (Cox Broadcasting Corporation)

services; (2) pay cable fees for special programming, much of it exclusive,
which is usually either a set charge above the regular monthly rental fee,
or an individual, per-program assessment; (3) revenue from such special
services as at-home banking; and (4) revenue from advertising.

Approaching the Profit Margin

A cable system has no set formula for success. But the enterprising
operator does follow some basic guidelines. Among them is the delicate
balance between the amount of money that can be charged to a subscriber
and the number of subscribers needed to make the system profitable.
For example, if a cable system has 1,000 subscribers, each of whom pays
a $10 monthly subscription fee, the total income would be $10,000 per
month (if there is no income from other revenue sources). Now we will
assume that the cable operator decides to increase the subscription rate
to $12 per month. Theoretically, this raise would net the company
$12,000 per month. But what if the rate increase drove away 200 current
subscribers? The income to the cable operator would then drop to $9,600
per month (12 x 800), a loss of $400 per month.

Another economic balance for the cable operator is between the
amount of the original construction cost and the number of subscribers
necessary to equalize that cost. The key here is subscriber cost, not to be
confused with the subscription fee. Subscriber cost is what the “cable
operator must obtain in revenues in order for the system to operate at
a profit.”® The more subscribers there are, the less the subscriber cost
needs to be.

To understand this principle, consider the following example of
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Rolland C. Johnson and Robert T. Blau in their report on a consulting
project with an Indiana cable company. Imagine that a city of 40,000
people with 10,000 homes (100 homes per mile) grants a cable television
franchise. A cable operator is able to construct the entire system for
$1 million, including 100 miles of cable, head end, and miscellaneous
costs. At the end of one year, let us assume that 1,000 homes (10 percent
of the totwal) are being served. At this point, the cost per subscriber is
$1,000 ($1 million + 1,000)—drop costs are assumed to be covered by
installation fees. During the second year, an additional 1,500 homes
subscribe, and the cable operator now has 2,500 subscribers, or one-
fourth of the total potential. Per subscriber cost is now only $400. If, at
the end of ten years, 80 percent (or 8,000 homes) of the community is
served, per-subscriber costs drop to $125 (assuming the critical equipment
is still in working order).!

The above example is hypothetical. Actual situations include a number of
variables. New independent television stations may be constructed, which
beam clear signals into the areas already served by the cable. Or the
potential for large subscriber blocks, such as apartment houses, may
vanish when a landlord decides to prohibit the cable company from
hooking up to his or her complex. Even a competing cable company may
appear on the scene. Such competition would have been unlikely a few
years ago. Installing expensive lines along an existing cable route simply
was not practical. But new technology has changed all that. A small
satellite dish on the top of an apartment complex and its accompanying
roof-to-residence cable hookups can turn the complex into an instant
cable market. This comparatively inexpensive competitive system can
upset the most solid projections for success.

Nevertheless, with the right marketing techniques, cable systems can
do a sizeable business. A report by R. E. Park identifies the influences of
subscriber penetration:

The more television stations of various types a cable system carries,
the higher its saturation will be.

The fewer of each type of station receivable locally over the air, the
higher the system’s saturation will be.

The farther from the television transmitters the system is, the higher
its saturation will be.

The more stations that broadcast on UHF rather than on VHF
channels, the higher the system’s saturation will be, because of a variety
of reception and tuning problems in UHF stations.

The less the system charges for its services, the higher its saturation
will be.

The higher the average income of households in the community
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served by the system, the higher the system’s saturation will be.
The older a system is, the higher its saturation will be.””

Park bases his conclusions on data from cable systems already in
operation. Constantly changing technology and our own changing media-
use habits require cautious optimism when using such data to predict
success for all new cable systems.

Cable will certainly continue to grow as a viable medium. However,
new technology may greatly change its current definition. The ability to
beam broadcast signals directly to small satellite dish antennas positioned
on rooftops may eliminate the actual “wires” used in current cable
transmission. If the telephone companies gain, through regulatory pro-
tection, primary development and use of fiber optics technology, then
they may become the cable companies of the future.

The research firm of Arthur D. Little, Inc. conducted an impact study
on cable’s outlook through 1985. The study predicts continued but slower
growth in the early 1980s “as markets with limited over-the-air broadcast
TV reception become saturated. New service options will be needed for
further penetration of existing markets.”® Predictions are “that in 1985,
pay cable subscribers will number five to seven million and basic ser-
vice subscribers 20-26 million, roughly 30 percent of the projected
$4.8 million TV households.” Arthur D. Little, Incs projections are
similar to those of Cox Broadcasting Corporation, which predicts cable
penetration of the total United States population to reach 29 percent in
1985 and 17 percent in the top 25 markets (Figure 6-11).*

Figure 6-11 (Cox Broadcasting Corporation)
CABLE PENETRATION

29%
19%
17%
12%
10%
4%
1973 1980 1985 1973 1980 1985

Total U.S. Top 25 Markets



human implications of our cable environment

summary

Before concluding our discussion of cable, it is appropriate to stop and
ponder what this technology means to our human environment.

Civilization has developed and prospered partly because of its ability
to originate and maintain systems of communication, not only between
people but between cultures. Research has shown that we spend approx-
imately six hours per day watching television. Although we may not be
silent during television viewing periods, we are not communicating with
others as much as we would during periods of conversation. We do have
other opportunities during the day to participate in interpersonal rela-
tions. We may go to the grocery store, to the bank, or simply window-
shop around our community or campus. In each instance, we are around
other people. Walking between classes is a perfect time to greet those we
meet on the sidewalks, and we love to converse with our friends in
snackbars and coffee shops. In short, although many of us spend
considerable time with television, we still spend a great deal of time
communicating with other people.

Now project yourself into the future. The lure of television still attracts
you, but it is joined by many more. Instead of taking a break between
classes at the local coffee shop or walking across campus to attend another
class, you spend the majority of the day in your room taking courses via
cable television, from not one but four or five colleges around the
country. Chemistry from the University of Washington, physics from the
University of Notre Dame, English from the University of Texas, and
geology from the University of North Carolina all would be part of your
daily academic routine. The time you spent in front of a television screen
theoretically could increase to twelve or more hours per day. Then there
is shopping by cable, banking by cable, and endless other services by
cable. What would be the psychological effect on people with this
concentrated media interaction and human isolation?

As you learn about the economic, political, and technological devel-
opment of broadcast communication, it is important to remember its
effect upon the interrelationship with people and society.

Cable television, also called CATV or community antenna television, was
developed in the 1940s as a way of bringing distant television signals to
outlying communities through use of a common or “commu nity” antenna.
The system consists of the head end and the distribution system, which
is broken up into trunk cables, drop cables, and home terminals. The
development of two-way cable has made possible such services as inter-
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active instructional television. An offspring of cable is pay TV, which
charges the subscriber an additional fee to see exclusive programming.
Although it has had very strong resistance from standard broadcasters,
even cable radio has developed on a limited scale.

Because of its revenue system, cable has the economic ability to reach
much smaller, specialized audiences than over-the-air television, which
must reach a large, mass audience in order to attract advertising dollars.
Thus it can specialize in such programming as instructional, fine arts,
and political. Although not fully utilized, local-access programming on
cable permits even the average citizen to create television programming.

Cable has received strong opposition from ()Igdl]l?Cd groups of over-
the-air broadcasters. : at—ca 28 fragmemed broadcast

€conomic- tuudlu_hl.uusx__ui_m;dplmlunenmr nature. Although its
future looks stable, we need 10 consider the human implications of our
cable environment.
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networks and syndication

FOCUS After completing this chapter, we should be able to

Discuss the concept of network programming, affiliate relations, and
criticism of the network.

Explain the corporate development of ABC, CBS, and NBC.

List the businesses that comprise the networks’ corporate structure.
Discuss contemporary radio networks.

Give examples of ethnic, educational, cable, and religious networks.
Explain how broadcast syndication functions as a network alternative.
Disucss the many facets of radio syndication.

Understand format control in syndicated programming.

List the reasons why the concept of a fourth network may someday
be a reality.
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ABC, CBS, NBC, and PBS—those magical initials of living room enter-
tainment. We all have grown up with them, and they have shaped much
of our lives. They still do. These are just the television networks. Radio
has its own versions of national programming, followed by the syndicated
networks. Major broadcasting networks are in most countries, the largest
and most dominant systems of broadcasting. In this chapter, we shall
view them as disseminators of information and as carriers of news and
entertainment programming.'

the network concept

Networks not only provide the public with broadcast programming, but
they also serve the advertiser and the broadcaster. For the advertiser, the
networks provide a medium through which they can reach large numbers
of people at economical rates. Even though the cost of a minute-long
commercial on a major network can be staggering, the cost of reaching
the same number of people through another medium, such as direct
mail, would be far greater. Although direct mail can be used to reach a
highly specialized audience, regional networks, a wide variety of pro-
grams, and selective scheduling of commercials help broadcasting remain
competitive in reaching specialized audiences.

For the broadcaster, airing network programming is much more
economical than the cost of producing and airing comparable local
programming. In addition, affiliates usually receive compensation from
the network for airing the programs.

Acquiring Programs

Within the networks, the news and public affairs units are responsible
for informational programming. Supported by major staffs of reporters,
producers, directors, and technicians, the units produce daily newscasts
seen and heard by millions. They also provide special coverage of such
important events as elections, inaugurations, press conferences, and space
flights. The units offer special features and documentaries, which can
range from a superficial look at a national fad to an investigative report
of political corruption. Join i umentarres.and reports with
the networks’ owned and-eperated {O-%& ) stations are still another

C
source of network news programming,as-are repertscontributed by local

affiliates.
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Entertainment progrdmmlng has another story. various inde-
pendent companies ¢ produstic es work closely with the

ideas for s _come networ e production house,
writers, or anyo/cslse:.onneetcd'mﬂrd'reﬁea&we process. If a network

is interest d the production house make
a major investient to produce a pilot proém. Audience reaction to the
pilot program-is-tt€n evaluated. Tl"th&:a.uggi;:rove that it will be a hit,
the production house moves into full-scale production. A complete season
of shmm\aﬁef%ﬁng the program during a
new television season to see whether its popularity will last more than a
few weeks. Conversely, if the pilot is disappointing, the program may
never get on the air. Other factors determining an air date may include

affiliate reaction to a program, scheduling availabilities, and competition
from other shows.

Affiliate Relations

How much attention do the networks really pay to their affiliates’ wishes?
On such major issues as clearing programming (agreeing to air a network
program), the networks carefully heed thear—This 58, form of direct
feedback which-is—measuredin_terms of Tow Thany affiliates agree to
carry thé pragram, called clearance ratios.

Clearanceratios 4 : oup of stations decides

not to carry a program, ‘s-audience suffers, the ratings

go down ard the advertisi . The clearance aspect of the

network-affiliate relationship has taken on considerably more importance
with the concern over vnolent and sexually expllcn television program-
ming. In mai efused to carry
the WW other cases, they have rescheduled the pro-
gramming to a later hour when children will not be watching. Although
that idea may sound reasonable, to a network, it can spell disaster since
the late-night viewing audience is only a fraction of that in prime time.

As a result_ofthese—eentinuing concerns, the affiliate organizations (also

called advisory boards), , groups of s of affiliate’s s that elect a represent-
ative to o_carry their concerns totheTetwork, are becoming increasingly

|mportdm

Affiliate Organizations

The organizations, some of which have grown out of advisory boards,
have a set of bylaws and charge theif members dues. There is no
particular advantage of one over the other. Both function as feedback
mechanisms to the network. Affiliates which do not wish to become part
of the organization or advisory board still have a voice in the network.
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No affiliate is overlooked. Each provides an audience for network
programming and commercials. In some cases, the large-market affiliates
purposely avoid belonging to the boards or organizations because they
feel they have more impact as individual stations. In the same sense,
some very small affiliates do not belong because they feel their voice is
too small to be heard. These are the exceptions, not the rule. In theory,
the affiliate organizations and advisory boards represent all of the
affiliates.

The affiliates’ organizations and advisory boards do not control the
network directly, nor do they have any legal relationship beyond the
contract between the network and the affiliate. The affiliates do, however,
influence network decision making. Typically, the organizations and
boards elect representatives from their membership, although some are
appointed by the network. It then becomes the responsibility of the
elected representatives to be the “voice” of the affiliates.

Voicing Affiliate Concerns

For example, imagine yourself an elected representative of a network
affiliates’ organization serving a group of states in the West. About two
months before the network-affiliate representatives’ meeting, you circu-
late a questionnaire to all of the affiliates asking them what information
they want communicated to the network executives. You ask if they are
satisfied with the quality of network programming, the scheduling of
programming, whether they want more news and less sports or vice
versa, and other pertinent information about the operation of their
station, which is affected by their network affiliation. You also ask them
to respond in a letter to any points not covered in the questionnaire.
About a month before the meeting, you forward to the network a
summary of the results.

At the meeting, the discussion centers on your summary and those
provided by other representatives from around the country. One radio
representative points out that many of the affiliates have a contemporary
music format, and ten minutes of network news on the hour is hurting
their listenership. On the other hand, the news and information affiliates
love the ten minutes. The network must make a decision. It decides to
continue to air ten minutes of network news every hour but to permit
the stations with contemporary formats to cut out of the news at five
minutes past the hour. The netwerk wil ever, need to cut the local
availability, ; is sold locally by the
station. The contemporary affiliates do not mind. They are willing to
sacrifice the commercial availability to return to musical programming
and please their audience.

Or perhaps you are at a television affiliates’ meeting when a repre-
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sentative, speaking for affiliates in a conservative part of the country,
feels the sex and violence on network programming has become too
explicit for the audience. Complaints continue to pour in to their stations
from viewers and advertisers. The affiliates want something done to
“clean up” the programming. Another representative from a large city is
not quite as upset over the programming. She says the affiliates she
represents are aware of the sex and violence but also like the high ratings
the network shows are receiving. Obviously the network must make some
tough decisions based on this affiliate feedback. Should it cancel the
shows with sex and violence, irritating the affiliates from the big cities, or
should it keep the programs on the air and risk losing affiliate support
in some conservative markets? Whatever decision the network makes,
even in our hypothetical examples, they will want to know what the
affiliates are thinking and how they will react to any changes in network
programming.

Criticisms of the Network Concept

Any time an organization becomes a powerful conglomerate, it attracts
its share of criticism. Networks are no exception. Some of the criticism
has been directed at the very concept of hugeness and the control it
fosters. More than a decade ago, Vice President Spiro Agnew lashed out
at network control in a famous speech to a Republican political gathering,
claiming Eastern (liberal) bias in network news coverage. His speech
caused a stir among journalists and gave the public a target for wide-
spread criticism.

More recent criticism of network news came when CBS paid Watergate
offender eman for an exclusive interview. The incident
launched a wave of discussi “checkbook journalism,” but CBS
survived relatively unscathed—Similar criticism came when a one-time
cooperative venture between the CIA and CBS became public knowledge.
Criticism has also been satirized, in the movie Network starring Faye
Dunaway. The movie went to the ludicrous point of depicting an
anchorperson murdered on the air just to gain top billing in the ratings.
The movie was a farce, but not everyone saw it that way. More than one
theater owner reported people leaving the lobby shaking their heads
about how terrible it actually was inside the network decision rooms.

Let us turn our attention away from criticism now as we take a closer
look at major network operations. We shall examine the commercial
networks, leaving public broadcasting for the next chapter. In chapter 3,
on the development of modern radio and television, we discussed the
formation of the early networks. The youngest major commercial net-
work is ABC, formed when NBC was forced to dispose of its dual-
network operation.




ABC

When ABC acquired its own identity in 1943, it began a concentrated
effort to compete with its two closest rivals, CBS and NBC. Because of
some advantageous breaks the late 1940s was a profitable time for ABC
radia,_ One of it reaks was singin Bing Crosby. When
tead of meeting the
demands e weekly radi Tovative idea
a try. Trproved that even a prereu)r(led show could be a hit, and other
stars followed Crosby’s example. No longer plagued by the image of an
unsteady toddler, ABC moved forward into television.

Gaining Corporate Maturity: Television and Mergers

In a special program ()ﬁghraﬁﬁg.ﬁmn_ﬂma@[dys famous Palace Thea-
ter, AB( Wﬂmm uesday, August 10, 1948.
ABC’s tters WJZ-TV, showed
a (locumen_t_al;y—ou.Lthmg:ess- ed” by Milton
Cross: Cameras (dugh[ the live action of a pdrd(le outside the Palace,
street dancing, music from Times Square, an eighty-piece combined
police and fire department band, majorettes, and horse-drawn fire
engines and streetcars. Later that evening, viewers “watched” “Candid
Microphone” with Allen Funt, a radio version of the future “Candid
Camera.” Shows in the coming weeks included “The Fitzgeralds,” “Hol-
lywood Screen Test,” “Ethel and Albert,” “You're Invited,” “The Singing
Lady,” and “Quizzing the News.”

A month later, ABC 1 W ramming began in the
Midwest with hookups between-stations im Chicago, Milwaukee, Cleve-
land, and Toledo. I"hZ"Ch‘cago{-auhnals.and&uspurgh Steelers football
teams launched-the regional netwerk.

Not all of ABC’s corporate maturity came from television. Needing
capital to make mroa(ls agalnst their u)mpeuuon, ABC announced plans
for a merges :aters, Inc. (UPT) in 1951. That
same year, both the ABC and UPT boards of directors approved the
merger, and the FCC held hearings on it in 1952. By early 1953, the
merger was Wmmmmon were added to
ABCs bank account. In a shrewd personnel move, Robert T. Weitman,
a vice president at UPT, was placed in charge of ABC talent. Weitman
had previously been instrumental in advancing the careers of Frank
Sinatra, Danny Kaye, Red Skelton, Betty Hutton, and Perry Como.

The mid-1950s signaled changes in both station operations and cor-
porate structure at ABC. New call letters were assigned to the network’s
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O & O New York statioim; and-W}Z beecame WABG-Within the company,
five new divisions were formed: the ABC Radio Network, the ABC
Television Network, ABC Owned Radio Stations, ABC Owned Television
Stations, and ABC Film Syndication. By the end of the decade, ABC had
become a formidable opponent.

Edging the Competition

Unfortunately, the “formidable opponent” status was where ABC televi-

sion remained. Although profitable and popular, moving out from under
the dominance of NBC and CBS was no easy task. Iuook{.hgcomblnauon
of a greater number of television—stations—en—the air and popular
programmmgﬁi)‘b‘rmg’ﬂ@-m&_oﬁ.he cellar.

The magic formula started to work in the mid-1970s. The network
had already managed to excel in onc__lmpor nt area, sports program-
ming, -with—its £ rld of Sports.” From jJohnny
Carson's puns on NBC's “Tonight Show” to major national programming
awards, “Wide World of Sports” was clearly a favorite. Then, when
weekends seemed saturated with football, ABC introduced “Monday
Night Football.” With stars Howard Cosell, Frank Gifford, and Don
Meredith, the show became the “in” pastime for people and parties
huddled in front of the television set. Excellent Olympic coverage added
more gold to ABC’s pot.

But sports could not manage everything. Entertainment had to put in
its share. ABC launched a talent raid that plucked comedian Redd Foxx
and “Today” host Barbara Walters from NBC and programming execu-
tive Fred Silverman from CBS. Walters gained publicity for her reported
one-million-dollar salary, and Silverman for making ABC stock jump
upward the day he announced his resignation from CBS. Perhaps ABC’s
biggest push into dominant prime-time television occurred with its
presentation of Roots. First aired in January, 1977, the story of black
struggle traced through the “roots” of author Alex Haley’s family set
new records in television viewing. The twelve-hour production included
stars such as John Amos, Madge Sinclair (Figure 7-1), LeVar Burton,
Lorne Greene, Ed Asner, Cicely Tyson, and others. A second showing of
the same series again brought ABC the lead over its competitors, and the
second series titled Roots: The Next Generations topped another week of
prime-time for ABC in early 1979.

Meanwhile, Fred Silverman (Figure 7-2) had exited ABC in 1978 for
a new job at NBC. And while he was still attempting to get NBC out of
the ratings cellar, ABC continued to introduce new shows in its situation-
comedy genre, one of the most popular becoming Mork and Mindy, the
story of a Martian who lives with his girlfriend in Boulder, Colorado.
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Figure 7-1 ABC's "Roots" achieved a rating success for
the network and at the same time strengthened its posi-
tion in prime-time competition with NBC and CBS. A host
of stars appeared in the program, including Madge Sin-
clair and John Amos (pictured). The first series ran in the
fall of 1977 and was repeated in 1978. "Roots, The Next
Generations,” first appeared in February, 1979. (Courtesy
ABC, Wolper Productions, Inc.; Warner Bros.; Phil Gersh
Agency; Bresler, Wolff, Cota and Livingston)

CBS had both the resources and personnel to be a formidable opponent
of ABC. By the late 1940s William Paley had already established a track
record as an excellent administrator and builder. He was joined at CBS
by an exceptional management team.

Klauber, Kesten, and Stanton

Speculating on how CBS might have developed with different executives
is difficult, but for its record of corporate growth, the report card of
Paley and his management team shows high marks. With net sales of
$1.3 million in 1928, the network, exclusive of allied businesses, had an
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Figure 7-2 After bringing ABC
to the top of the ratings, Fred
Silverman left the network in
1978 to become NBC's presi-
dent and chief executive officer.
(Courtesy NBC)

annual revenue of $1 billion by the late 1970s, making it thetargest single
adveutising—medim--theworld.

4 to CBS’s early

growth—
newsy im off the
night {fauber, hired as

Paley's assistant, is credlted..wnhsﬂmng the character of early journalism
at CBSPaul-k / as head of sales
promot|01ﬂ—Mﬁ—m§wﬁ—mmmfle New York ad
agency of Tennen & Mitchel—~One-of his-first decisigns was to hire the
accoynting firm of Price; “Warertrouse Toconduct an-*audit” of NBC's
daim to having thetrighest radio-tistenership—la-the-audit, CBS came
out on top.

Dr. Frank Stanton joined GBS five years later in 1935. A psychology
professor at Ohio State University, Stanton had an interest in measuring
radio listenership. When Cmoﬂlh work, it brought him to
New York at a $35-weekly salary and gave him the number-three position
in a three-person—research—department.—Frank Stanton continued to
measure radio listenership and -developed an electronic device to measure
itnmediate résponses—totadio programs. He later left the research
department and by 1942 was anm admimnistrative vice president. As much
a statesman for the entire broadcasting industry as a CBS executive,
Stanton rose to the top of CBS in 1946 giving the company what many
said was a sense of character and responsibility.
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Trial and Error in Corporate Expansion

CBS did not remain strictly in the broadcasting business. As with ABC,
CBS began to apply its profits to acquisitions which in some ways directly

supported, yet were different fro ork operations. AS we learned
earlier; ist-rrdnagement business gave the network ready
access 10 top talent. FCC questioned the propriety of the

network’s /wﬁﬂvi—of—fabﬂmﬂmhw\he Music
Corpgeation of—Asserica. Similar 10 those discovered by the other net-

works, the more profitable acquisitions turned out to be radio and
television stations in large markets, not only giving the network an
affiliate station, but also a share of the affiliate’s profit.

CBS ventured into sports, publishing, and the recording industry. The
sports venture-was net successful. After—€BS-bought the New York
Yankees ip1964; the team promptly sank into the deldrums. Attendance
dropped, and TBSsold the basehall team in 1973.

In 1951, Frank Stanton asked CBS’s creative director of advertising
and sales promotion, William Golden, to design a corporate trademark
for all these business ventures. Goldeneame—wup-with the famous CBS

“eye*~Early depictions had it superimposed on a clouded sky to lessen
the fuzzy edges of the sharp lines which showed up poorly on some of
the early black and white receiving sets. Although dropping the back-
ground, the eye today remains one of the few corporate trademarks that
has not undergone radical change over the years and is consequently one
of the most recognized corporate logos in the world.

Programming

Until ABC began inching its way up the pr()grammlng ratings ladder in
the 1970s, many years domi ing. Some
of the_early favor re "l Remember Mama® an evering family

drammnvwm—&nﬂwmmmmfgwiﬁng-dﬁhlren. “I Love

Lucy” belonged to CBS and set the stage for a generation of situation
comedies. The network opened CBS Television City in Hollywood which
produced such shows as “Playhouse 90.” Children’s programming made
a hit with the long-running “Captain Kangaroo.” Such adult variety
programs-—as the “F d_Sullivan Show” continuously capped the ratings.
CBS News-als share of successes-with-Edward R. Murrow (Figure
7-3) and WWM Journalism.
“Douglas Edwards and the News” (Figure 7-4) and exclusive interviews
with such notables as President John Kennedy and Soviet leader Nikita
Khrushchev kept CBS news on top and anchorperson Walter Cronkite
topped polls as the United States’s most credible person.
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Figure 7-3 Edward R. Murrow. (WNET/13 & CBS Inc.)

Figure 7-4 Douglas Edwards.
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NBC

The Ofttes ; Al MCTWOT RS 15 NBEG— Wit and
Blue =TT oncept, it gained momentum -was—well,

entrénched w BS-arrived on the scene.

Sarnoff and Goodman

If we look at NBC’s past and present, two people stand out as sharing
the largest responsibilities—David Sarnoff (Figure 7-5) and Julian Good-
man. For Sarnoff, the impetus came from RCA, NBC’s parent company.

Figure 7-5 David Sarnoff, seen here holding magnetic
tape which RCA demonstrated in 1953, ushering in the
era of "electronic photography” for television. (RCA)
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The shore-bound radio operator during the Titanic disaster, Smrmoff—
came to RCA from the American Marconi Company. His energies at

RCA were directed to two areas—develaping new_broadeasttechmiology

and premeting—tetevision stars as a Mmearsof—winaing audiences. In

technology, he encouraged the development of FM and committed

millions of dollars to Zworykin to continue his experiments on an

electronic television camera. With Sarnoff as its leader, RCA pioneered

in color television, devloping the system finally approved by the FCC for

full-scale cslor production (Figure 7-6).

Julian Goodman is a_product of NBCmerethan-of-REA. His lifetime
career started | with the network-ir+945—6Goodman was to NBC what Ed
Klauber “was 1o-€BS. His stints_for f\,_BL,—Mws—wefe-.as an editor in
Washington-and-as-head of news mw eventsfor the NBC radio
network {He-attracted the attention of top NBC echelons after holding
key news directorships during both the 1952 and 1956 national political
conventions. Both years were during television’s golden age when its
merging dominance was watched closely by the public and industry alike.
By the end of the 1950s, Goodman was head of news and public affairs.
Six years later in 1966, he held the NBC presidency. Subsequent positions
moved him to the chairman of the board of NBC.

Figure 7-6 The first commercial RCA color television
receivers came off the production line on March 25, 1954,
at the company’s plant in Bloomington, Indiana. (RCA)




Strategy, Stars, Color, and Innovation

During Goodman’s tenure, the network continued to grow, based on a
three-pronged attack that Sarnoff had started and perpetuated: stass,
colo TNNOvATE

Radio had been a medlum of programs, but Sarnoff realized that
television made people bigger than life. So people would be in what NBC
invested i its eff()rts Major moves were made to attract and S|gn top talent.

with “Your Show of Shows” and Eddie Cantor’s “Comedy Hour” all
contributed to the “people” orientation.

Tw ctors helped even more—colar television and-ifinovative
programming. Wit ’s color system, it was

only natural that+-NB€ moved ahead 'ftrﬂfspr.eth}lr as many color
programs-as-pessible~Regardless of whether you were watching in color
or in black and white, the famous NBC peacock spreading its tail feathers
spelled credibility. Thmmwmamem
of Reses—Parade Ten years later, NBC was producing almost all of its
programs in color.

NBC initiated a series of firsts in programming, many later copied by
other networks. With host Dave Garroway, the “Today Show” dawned in

Figure 7-7 Miiton Berle.
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1952 followed two years later by the “Tonight Show” with host Jack Parr,
then Steve Allen, and finally Johnny Carson. By the 1970s, insomniacs
were watching the postmidnight “Tomorrow” program. Westerns were
also NBC's glory. The Ponderosa swept the imagination of millions with
“Bonanza” (Figure 7-8). Then came the NBC “specials” like “Satin and
Spurs” with Betty Hutton and “Peter Pan” with Mary Martin. In movies,
the network pioneered with “Saturday Night at the Movies” and later
“World Premiere Movies.” News and public affairs programming includ-
ed in-depth coverage of the political conventions, and NBC capitalized
on the popularity of two anchormen named Chet Huntley and David
Brinkley.

‘Today, with the network race even more hotly contested than in past
years, NBC has worked hard to match CBS in news and ABC in sports.
By acquiring programming whiz Fred Silverman from ABC and signing
the rights to air the 1980 Winter Olympics, NBC has placed itself in a
position again to rise to the top slot in prime-time ratings.

Figure 7-8 'Bonanza’ became one of the longest run-
ning Westerns on television. Dan Blocker (left) has since
died, Michael Landon (center) went on to produce and
star in “Little House on the Prairie,”” and Lorne Greene
appeared in the fall-1978 series, “Battlestar. Galactica.”




networks and allied businesses

Although broadcasting contributes a major share of the networks’ income,
itis interrelated with a wide range of other businesses, including publish-
ing, recordings, amusement parks, and electronic supplies. For example,
ABC not only owns the network as well as the ABC owned and operated
radio and television stations, butitatse-ewns- ABC Theaters. Located in
eleven sout ivision construe tiscreen theaters
in new urban areas. With this large chain of movie houses, the network
is able to negotiate profitable rental rates for first-run movies for its
theaters. Publications such as Prairie Farmer, Wisconsin Agriculturist, and
Modern Photography are owned by ABC as is the tourist attraction, Historic
Towne of Smithville, located near Atlantic City, New Jersey.

At CBS, the organization chart (Fi s a Broadcast Group,
Records Gro\rWWMg Group. We have
already learned about the Broadcast Group which consists of the network,
the owned-and-operated stations, and CBS News. The CBS Records

Group isthe ducer, manufa . “marketer of
recormde Lou Rawls
are just some of the stars recording on CBS labels. Record and tape
clubs, retail stores, Steinway pianos, and Creative-Playthings toys are part
of a company division called the Columbia Group. The publishing house
of Holt; Rimehart & Winstom and the proprietary schools of Brown
Institute and the Kansas City Business College in Missouri are part of the
CBS Publishing Group.

For NBC, the umbrella of allied corporate interests is RCA. Electronic
parts and equipment continue as big businesses. Brand names such as
the XL-100 TV line are part of RCA’s division of Electronics-Consumer
Products and Services. Commercial electronic products are manufactured
and sold as part of RCA's Electronics-Commercial Products and Services.
If you buy a Banquet brand frozen dinner, rent a Hertz Rent-A-Car,
read a book published by Random House, or talk to Alaska through the
Globcom satellite networks, you are contributing to RCA'’s income.

contemporary radio networks

When television reached its golden age, some predicted the demise of
radio, especially the radio networks. This simply has not happened.
Although they do not provide the same amount of programming they
once did, radio networks are still a vital part of radio broadcasting. In
fact, with the soaring costs of television advertising, radio networks have
been increasingly-attractive to advertisers.
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CBS Television
Network Division

CBS Entertainment
Division

CBS/Broadcast
Group

CBS Sports
Division

CBS News
Division

CBS Television
Stations Division

CBS Radio
Division

CBS/Records
Group

CBS Records
Division

Chairman
President

Figure 7-9 CBS’s allied businesses range from televi-
sion, to recordings, to retail sales, to publishing.
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ABC’s Demographic Networks

One of the more innovative ideas in modern radio was the decision by

Entert R tadre-Networks. The four networks
are destgned to serve-afhla : g—atrd ifferent demo-
graphic—eharacteristies. For example, stations programming rock music

and reaching a younger audience might affiliate with the American
Contemporary Network which has short, fast-paced newcasts. A station
with news and information programming might affiliate with the ABC
Information Network. These same demographics are equally attractive
to advertisers wishing to reach those audiences.

The content of the news on the different networks also varies.
Designed for younger audiences, the Contemporary Network has less
emphasis on foreign news and more on consumer-oriented, “pocketbook”
stories. The Information Network emphasizes foreign and domestic
politics and political aspects of the economy. Many affiliates with the
American FM Network program progressive rock music, reaching a
young, college-age audience. Thus, stories on the FM Network emphasize
such things as careers, young politicians, and information of interest to
an audience ABC characterizes as “thoughtful and involved.” American
Entertainment Radio News serves affiliates that offer easy listening,
middle-of-the-road music, reaching an older audience. Along with reg-
ularly scheduled newscasts, the Entertainment Network features “Paul
Harvey News."

Using the same-feed lings, each of the networks broadcasts its separate
newscast-at-differenttiries during the hour-Thus, ABC gains maximum

efficiency and-mimimum Tine charges per network. On the hour, Infor-
mation Radio programs five minutes of news. FM then airs news from
15 to 19 minutes after the hour. Entertainment takes over at the half-
hour for five minutes, and Contemporary Radio comes on with a minute-
long “News in Brief” at 50 minutes and 30 seconds after the hour, and
a 4 1/2-minute newscast at 54 minutes and 30 seconds after the hour.
What started out with 400 affiliates in 1968 when the four networks
began has grown today to over 1,500 affiliates.

Mutual, NBC, CBS

Of the major networks, only_the—Mutual Broadcasting System, MBS,
remams—exclusively radio. Its identity has been shaped by regularly
scheduled newscasts, inclu ing such familiar names as Fulton Lewis, Jr.
and his son Fulton Lewis, III, airing regular commentaries on the
network. Mutual affiliates also receive such major sports events as Notre
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Dame football, championship boxing, NFL football, PGA Golf, and the
Sugar Bowl. Colorful commentaries are heard from regulars Jack An-
derson and oddsmaker Jimmy the Greek.

In 1975, trying to capture some of the still unclaimed affiliates market,
NBC launched its News and Information Service (NIS) which fed
approximately forty-five minutes of news per hour to all-news affiliate
stations. The idea was good. All-news stations, although reaching mainly
an educated, affluent audience, incur major expenses. Costs for broadcast
journalists can be high, especially in smaller markets. To-afhliates, NIS

was costly but less expensive than-hiring local personmet to cover national
news. Unfortunately, the number of affiliates needed to make NIS

proﬁta le did not materialize, and in 1977, NBC dropped the service.
Some NIS affiliates scrambled to develop an alternative network, others
switched to wire-service audio or other networks, and still others went
back to programming music. For some affiliates, the dissolution of NIS
was costly. Major promotional campaigns had publicized their all-news
operations, and they suddenly either had to change formats and consider
their promotional campaigns as lost revenue, or make major expenditures
to hire local reporters to cover a full news schedule. Today, the NBC
Radio Network still serves affiliates nationwide, but NIS is a part of
history.

CBS, perhaps watching the NBC experience, has yet to specialize its
radio operations. CBS radio affiliates still receive a regular schedule of
network newscasts, many of which are anchored by nationally recognized
newscasters from CBS television.

UPI Audio and AP Radio

Although not networks in the traditional sense, many radio stations
affiliate with wire-service audio. Local stations pay a fee to subscribe to
the wire-service audio. The stations then can sell time within the audio
newscasts to local advertisers, which many station managers feel is a more
profitable arrangement.

United Press International first launched an audio service in 1956 with
state news telephone feeds in North—Carolina and California. By 1960,
the wire service established a New York audio headquarters and three
years later added a Washington, D.C. audio bureau. The next year an
audio bureau in London was opened, and by 1965, coast-to-coast hookups
were operable. The 1970s brought hourly newscasts, expanded sports
coverage, and experimental-satellite transmission. In 1977, UPI initiated
a regional audio service which operates out of its Chicago and Los
Angeles bureaus. In addition, UPT Audio feeds affiliates a daily set of
audio actualities which stations can incorporate into locally produced
newscasts.
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Associated Press began an audio service in 1974 called AP Radio.
Based on the same principle as UPI Audio’s national news service,
affiliates pay a fee to receive the service, then sell local advertising time
within the regularly scheduled newscasts.

Wire Service and Audio Advisory Boards

Along with the networks, the wire services also use affiliate advisory
boards. These can operate at either the state or national level. Typical of
such organizations is the UPI Broadcast Advisory Board. The history of
the organization can be traced to 1976 when it was conceived at a steering
committee meeting of UPI executives and broadcasters.

The committee formulated plans for the UPI Broadcast Advisory
Board and constructed a set of initial objectives.

Evaluation and improvement of UPI Services.

Better understanding of UPI technology by subscribers and public.
Improvement of general image of broadcast news.

Encourage input, discussion, and recommendations at all levels.

Forum for discussion of major complaints affecting the general performance
of the service.

P S g

These objectives were later used in writing the board's bylaws.

The UPI Broadcast Advisory Board met for the first time in December
1976 in Chicago. To assure representative membership and orderly
replacement of board members, the bylaws provide for a board “generally
representative of geographical areas, large and small radio and television
markets, independent and group ownership, management and working
news people.” Membership on the board consists of “a minimum of 13
and a maximum of 16 members, and the Board is empowered to expand
its. membership to include international members.” The bylaws also
provide for the election of officers, terms, and special committees.
Evidence of the rapidly changing developments in broadcast journalism
comes under the heading of “technology,” which charges the board with
encouraging “research and development of new methods and systems in
broadcast news."?

ethnic, educational, cable, and religious networks

Whereas ABC divides its listeners into such demographic categories as
age, education, and income, two other networks have been successful in
directing programming to audiences based on race and national origin.
In radio, the National Black Network formed in 1973 serves more than
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80 affiliates covering 90 black markets and reaching approximately 70
percent of the United States’ black population. With headquarters in New
York, news on the network emphasizes events and issues of importance
to black Americans. Owned and operated by blacks, the network currently
produces 120 hourly newscasts each week. Other programs heard on the
network include the 30-minute news forum, “Black Issues and the Black
Press,” patterned after NBC's “Meet the Press.” Commentators and
entertainment programming supplement the regular newscasts.

What the National Black Network offers to the black audience, the
Spanish International Network (SIN) provides for the Hispanic-American
audience. Formed in 1961 to reach Spanish-speaking households, SIN is
a television network which airs Spanish-language programming and
programming pertinent to Hispanic-American culture. Affiliated with
television stations reaching a large percentage of Hispanic-Americans,
there are SIN affiliates in Chicago, New York, Miami, and similar markets
stretching from Texas across the Southwest and up the California coast
to San Francisco.

Although we shall learn later in this text about public broadcasting
networks, we should be aware that many noncommercial radio and
television stations not only provide instructional programs for in-school
use, but also are a transmitter and source of programming for many
state and regional networks. Often these networks are part of a state
system of higher education. One of the pioneers is the Alabama ETV
network. In Indiana, the Indiana Higher Education Telecommunication
System (IHETS) links both state and private colleges and has two-way
television capabilities. In this way, a professor can lecture from one
campus to students on another. The students immediately can ask
questions of the professor through a two-way talk-back system. The talk-
back system is another example of the changing definition of mass
communication which we discussed in chapter 1—delayed feedback being
replaced by immediate feedback.

Cable television’s growth has spurred interest in networks linking cable
systems. With satellite interconnection systems, the technology is already
operable to offer satellite-distributed programs to cable systems. Other
cable networks operate more as an exchange, sharing programs or
joining to purchase such special programming as sports events or first-
run movies.

Multipoint distributierr service—using micrewave 10 distribute televi-
sion signals over a small regionatares—has enabled such organizations
as schools and chutrches to enter the wor vision. One
example of this is operating at the Cathalic Television Network of
Chicag6 (CTNC). With its own television studios and distribution system,
the network broadcasts educational television programs to Chicago’s
Catholic Schools.



syndication: the network alternative

Syndication is £ ! 2 ' i rectly from

pmﬁnrnml—hm station, b\pas,lug_ﬂn_nmk\ The station
schedules th&p:ogwﬂ)_n’vgmeacﬁ’ﬁfyﬁg a fee Jor the program
or barteripg- h trade-out arra as agreeing to air
advertisin ained in the pr m. Shows like “Lawrence

Welk,” “The Mary Tyler Moore Show,” and “Hee Haw™ all are syndicated.

Breaking the Ice: “Mary Hartman, Mary Hartman”
In order to go into syndication, most programs first started as network

material, proved they could attract a loyalfollowing, then made the break
with th¢'network and wooed the individual stations. The first program

to go directly into syndicati —national scale and achieve
p()pulaﬂmy Hartman,
Mary Hartmam™*tFigure 7-10).

Having been turned down by the television networks, Lear resorted
to direct syndication for the show, and its popularity took off, drawing

Figure 7-10 Louise Lasser starred in “‘Mary Hartman
Mary Hartman,” one of the first series to go directly into
national syndication and be successful. (T.A.T. Commu-
nications Company)
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large audiences. Some bold, metropolitan stations even backed the
program up against their competitors’ late-evening news programs,
scoring rating points that gave news consultants a Headache.

But “Mary Hartman, Mary Hartman” started a chain of events that
may do more than merely attract television viewers. Local affiliates have
become increasingly dissatisfied with the type of programming coming
out of network hoppers. With “Mary Hartman, Mary Hartman,” station
managers are realizing that there may be other alternatives to the
network distribution system. What is popular in one city may not be in
another, and syndication gives managers a freedom of choice that
network television does not.

Advantage of Network Exposure

“Mary Hartman, Mary Hartman” was an example of direct syndication.
But airing a show on the network and then placing it in syndication is

still the preferred route. Whe work takes the program and
promotes it in a IW he benefit of a

coordinated, nation ional effort that few syndlc‘a[mnuld

affor 1 i i g, and other
publicity give the pro St possi ce of su ember,

the neggpik_uanm_ﬂmsmmmeeéjus&es—muchas_hwf@any that
produces—it-does:

With dlrm are responsible for pro-
moting the pr €dules. That may mean a huge
advertising campaiga-or hardly-amretition. Although promotional liter-
ature and photographs are made available to the subscribing stations, the
station is under no obligation to use the material. Besides, local news
often is favored in the allocation of the local advertising budget.

If a program dges-becomea Tretwork hit, therrsyndication is almost
assured. The profits to be in syndication will probably far exceed
the mon ct, some production companies
sell a program to the network at a loss; ing to regain the loss when
the grogram reaches

Although a big gamble, the money syndication can bring makes it
worth the risk. The money can continue to trickle in for years to come.
The cartoon program “The Flintstones” was aired on network television
almost twenty years ago. It is still in syndication today with its lifetime
earnings climbing over $30 million in 1980. A program of equal success
currently on the network will bring many times that much syndicated
revenue, based on current syndicated rates, which can easily bring in
tens of thousands of dollars for a single half-hour program in a major
market like New York or Los Angeles.




Direct Syndication

Despite the publicity a network can give a program, direct syndication’s
popularity is growing. We have already learned that direct syndication’s
customer list— i e dissatisfaction of some station
mahaﬁmgrams. The success of syndicated
programs has lured more syndicators into the marketplace, increasing
the programming variety and keeping costs competitive.

Direct Syndication eliminates—the—need—to—fir~the_network_audience.
For example, if you own a production company that produces a weekly
series on skiing techniques, the network probably will not be interested.
Although its affiliates in New England and the Northwest would consider
the show, stations in the deep South would very likely preempt the
program with something more popular in their local areas. Yet by going
into direct syndication, you can create your own network of stations. In
fact, you might find enough stations in New England and the Northwest
interested in airing your series to make your venture profitable.

The same principle applies to the expanding enterprise of regional
syndication. Perhaps your area hosts a salt-water fishing tournament. A
documentary of the tournament would be of interest to other stations
located near the ocean. Conversely, generating wide acceptance for the
show in Nebraska and Iowa would be difficult.

Major events are becoming attractive to syndicators. Tying up rights
to special productions can make a long-term syndication package very
lucrative. For example, although the Miss America Pageant is a network
production seen internationally, you may be surprised to learn there is
also a Miss Rodeo America Pageant. Held in the Southwest in conjunction
with the National Finals Rodeo, contestants from the 50 states and
Canada compete for the title of Miss Rodeo America. Although the
networks shied away from the pageant, syndicators saw major audience
appeal, especially with pretty girls, colorful Western outfits, and such
hard-fought competition as barrel racing and showing horses. These all
spell color, action, and entertainment—three appealing ingredients to
a television syndicator. Public broadcasting saw the potential first and
gave the pageant regional television syndication. The event is just one
more example of the growing variety and potential of direct syndi-
cation.

Many syndicated programs find their way out of the broadcasting
station and into an educational institution, corporation, library, or church.
A syndicated religious documentary that first airs on television can find
additional audiences at a Sunday morning Bible class or at a convention
of lay preachers. As you can see, the market possibilities for syndicated
material are turning it into a booming business.
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syndicating radio

So far we have been talking about television syndication. Syndication also
is alive and well in radio, especially since the networks take up so-little of
the .WmeWcreased number of
automated-stators, Syndication has found aready market. With automa-
tion, the local station still programs commercials and local newscasts, but
much of its remaining programming comes from syndication. It can
choose from a wide variety of syndicated radio programming, anything
from music to interviews and talk programs. In addition, both nonauto-
mated and automated stations use syndicated production aids called
“jingles” to insert between records, introduce newscasts and weather
reports, and adopt as a musical background for commercial and public
service messages.

Why Syndicate?

Syndication is an economical way to operate a station while at the same
time providing a “competitive sound.” But before deciding to use syndi-
cated programming, you first should evaluate the competition. Is there
a programming need not being met or an audience not being reached by
the competing stations? Second, you must decide that when your station
does air locally produced programming, it will be of the highest quality.
Commercials, local newscasts, weather reports, and supplemental, local
disc jockey entertainment must be able to blend professionally with the
syndicated music. Poor quality in local production is only accentuated by
high quality syndicated programming.

Formats

A wide variety of syndicated formats are available, but not every syndi-
cator defines the same format in the same way. Thus, managers must
preview the syndicated “sounds” to make sure they fit the need of their
market. Most syndicators offer a limited number of formats, keeping to
a reasonable minimum the size and range of their own musical libraries.
Syndicators specializing in contemporary music might syndicate progres-
sive-rock, country-rock, and soft-rock formats. Each of the formats tends
to overlap, and hit songs which are on more than one chart, such as
Billboard, can be inserted in more than one syndicated format.

Other syndicated packages can be even more specialized, offering
“middle-of-the-road string orchestras” or “up-beat string orchestras.” Still
another may contain “middle-of-the-road orchestras and bands.” To offer
these specialties, the syndicator purchases mostly albums and inter-
changes the different cuts on the albums to fit the different formats.
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Talk radio is another specialized format in which a talk-show host
interviews listeners who call in to the station. The original program can
be taped in one market and aired in another. The host is careful not to
make any reference to the city in which the show originates, and the
topics do not have a highly localized emphasis. If the show does become
localized, that part can be deleted before the program is syndicated.

The Consultant as Syndicator

In television syndication, the st with the

station ek@W\({le association is
much dl Wm#—wpe of program-
ming mumeﬁ{wrmts El_s_L,_Lher-lasrhng’EF"l'lTsome cdses for the
entire 24-hour broadcast sehedute-Second, the T - may be much
greater\Instead of a market of three or four television stations, it may
have twenty or more radio start Thirds+the local radio station directly
participates in the programming because of its locally produced and
inserted commercials and-rewscasts.

As a result, the radio syndicator often doubles as a broadcast consult-
ant, recommending how the programs should be utilized. Judging
whether the local commercial production is up to par or if the musical
background of the commercials matches the syndicated format becomes
the consultant’s major concern. If the station is going to continue to use
syndication, it must see an increase in audience and, ultimately, in profits.
Moreover, the reputation of the syndicator is at stake. A station at the
bottom of the ratings is not good publicity for the syndicator. But one
which is on top can be a valuable asset in selling other stations. Thus,
along with buying the syndicated programming, management’s willing-
ness to work closely with the consultant can determine the difference
between success or failure.

Anthologies and Concerts

Along with regular radio programming, syndicators have found profits
and popularity in special anthologies of music. With heavy promotional
efforts, the anthologies are programmed as a continuing special over
whatever schedule fits the station. Some of the most successful include
“The History of Rock and Roll,” “The Golden Year of Rock,” “Top 100
of the 60s,” and “The Golden Years of Country.”

Rock concerts are another popular syndication feature, and “The King
Biscuit Flower Hour” has one of the biggest followings. The unusual
name, drawn from old-time radio, is the brain child of two former
network executives, Bob Meyrowitz of NBC and Peter Kauff of ABC.
The “Hour,” which sometimes runs 90 minutes, is a recording of an
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actual rock concert. The recording is then syndicated by D.I.R. Broad-
casting Corporation. Meyrowitz and Kauff are the president and execu-
tive vice president, respectively, of D.I.R. Recording very popular rock
groups, the “Hour” is syndicated to more than 200 radio stations and
has become a Sunday night ritual for more than 6 million listeners. In
many markets, it effectively competes with prime-time television.

Spinoffs of “The King Biscuit Flower Hour” have also been successful
for D.I.R. Repeating some of their best concerts, a show aptly entitled
“T'he Best of Biscuit” airs the first Sunday of each month. D.I.R.'s show
“Conversation” contains interviews with rock stars interspersed with their
music. “Conversation” is hosted by Dave Herman, a radio personality
from WNEW-FM in New York. Other D.I.R. programs have aired in
England under the title of “The British Biscuit.”

format control in syndicated programming

With the increase in both the number of automated stations and the
reliance on syndicated musical programming, the issue of format control
also has become important to the field of syndicated programming. Keep
in mind that the FCC sill feels the licensee should he responsible for its
formatimorderto-serve-the—publie-interest. As a result of some rather
binding contracts offered to broadcasters by syndication companies, the
FCC has adopted guidelines for broadcasters to follow when agreeing to
carry syndicated programming. The commission suggests stations should
not enter into contracts which:

1. Fix the number of broadcast hours;
2. Prohibit AM-FM duplication;
3. Prohibit sub-carrier authorizations;
4. Require the exclusive use of any music format service, or prohibits other
sources;
5. Fix the amount of format service company music broadcast; [gic]
6. Prohibit any announcement by the station;
7. Fix the number of commercials broadcast;
8. Limit the content or source of any nonmusical programming;
9. Fix the amount of air time for news, music, or other programming;
10. Prohibit automatic gain control of company-supplied material; or
11. Allow termination in the event of program format changes by a licensee

exercising his responsibility for the public interest.®

The key to the contracts is to retain flexibility. This is especially important
in long-term contracts. The F(;%m obligated to
the degree that programming “in the public interest” might not air
because of-restrictions ptaced Upom the-station by the syndicator.
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Syndication contracts have also been scrutinized because of recent
changes in rules affecting simulcasting. Before 1977, an FM station
owned with an AM station could not duplicate the programming of the
AM station more than 50 percent of the time in markets having a
population of over 100,000. In 1977, the rule was changed to 25 percent
duplication in markets of over 100,000, and in 1979, the 25 percent
duplication rule becomes effective for stations in markets over 25,000.
Additional syndicated programming thus is often used to meet these
nonduplication requirements.

the fourth network concept

The success of syndication has provoked discussion of the possibilities of
a fourth network. Part of the discussion is on semantics. What exactly is
a fourth network? A major network of the size and scope of one of the
commercial networks or the public broadcasting system is not yet fore-
seen. But an alternative network with quality programming, although
with fewer stations and fewer broadcasting hours, is conceivable.

~ Four reasons give this new network its potential. First, with the revenue
that syndication is generating, industry planners are beginning to feel
that a network would have a chance of financial success. Profits of
independent stations, those most likely to carry the new network, are up,
and they can thus afford to pay higher prices for quality programming.
Second, even network affiliates are receptive to the idea, especially those
who are unhappy with the programming of the three commercial
networks. Third, the technology is ready. With satellite systems capable
of transmitting programs to cable companies with earth stations, a “wired”
fourth network is already functional in some areas. A fourth reason is
the current advertising rates on the three commercial networks. Rates,
although still economical considering the audience reached, have reached
a level at which only large companies can afford major advertising
campaigns. Thus, dollars are being channeled into such other media as
direct mail and magazines, dollars which theoretically could be used for
dvertising on a fourth network.

A fourth network could be successful if advertisers were willing to
make a commitment beyond the “experimental” stage. If there were a
commitment the network would need quality programming which can
compete with that of the commercial networks. It would require stations
willing to air programs simultaneously in order that national ratings
could be made for specific day-parts and programs. If these prerequisites
were met, then the fourth network concept could become a reality.



summary

Chapter 7 discussed networks and syndication, mostly the commercial
networks with public broadcasting to be discussed in another chapter.
Networks give advertisers a means of reaching a mass national audience
at economical rates. Their entertainment programs are usually bought
from production companies, but their news and public affairs program-
ming is self-produced. At the heart of the networks are the affiliate
stations which, with the public, have strongly criticized network operation.

The three major commercial networks, ABC, CBS, and NBC, remain
viable and profitable. ABC, formed when NBC sold its Blue Network,
quickly acquired an identity and became a formidable competitor of
NBC and CBS. CBS gained an early reputation as a leader in broadcast
journalism under Ed Klauber and in sound management under William
Paley and Dr. Frank Stanton. With little more than a million dollars in
revenue in 1928, the network had its first billion-dollar year in 1976.
NBC, meanwhile, developed under the RCA umbrella and the guidance
of David Sarnoff. Using big-name stars, color, and innovative program-
ming to make its mark, NBC continues to make profits. Although the
networks themselves are big business, all are interconnected with other
business ventures. These include such wide-ranging enterprises as pub-
lishing, amusement parks, rent-a-cars, and frozen foods.

All three of the major commercial networks are in radio, as is the
Mutual Broadcasting System. ABC, in attempting to satisfy the specialized
audience of radio, split into four demographic networks in 1968. Both
UPI Audio and AP Radio provide alternatives for radio stations not
affiliated with the commercial networks or for those which want to
supplement their network programming. Other examples of radio and
television networks include ethnic, educational, cable, and religious
networks.

A growing alternative to network programming is syndication, which
received a positive push from the success of “Mary Hartman, Mary
Hartman.” Radio syndication is also booming, as is the number of
automated broadcast consultants. With the high cost of advertising on
the big three commercial networks, the concept of a fourth network
could very well become a reality.
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educational and public
broadcasting

FOCUS After completing this chapter we should be able to

Trace the beginnings of educational and public broadcasting.
List some of the earliest uses of educational television.

Tell how the MPATI experiments affected the development of
educational television.

Explain how educational broadcasting fits into the learning
experience.

Discuss the transition from educational to public broadcasting.
Explain the functions of PBS and NPR.

Describe how the Station Program Cooperative operates.
Understand the scope of programming on public stations.

List questions posed to the second Carnegie Commission studying
public broadcasting.
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At 6:55 A.M,, radio and television stations are keying up for another
broadcasting day. For some, sign-on came in the predawn darkness. For
others 7:00 A.M. will arrive with the “Today Show,” “CBS Morning
News,” or “Good Morning, America.” In foreign countries, 7:00 A.M.
ushers in news, special-feature programming, entertainment, and public
affairs.

Sign-on preparations are also bustling at this hour in many school
systems. A closed-circuit television system warms up to “broadcast” the
daily calendar of events, students begin to produce a morning news
program, and teachers preview instructional television lessons that they
will incorporate into afternoon lectures. At a nearby college, a professor
is preparing a lecture that will be aired over a statewide educational
television network. In a famous medical school, a television camera
focuses on the operating table (Figure 8-1), broadcasting a color picture
to interns in an observation room across campus. It is all part of the
world of educational broadcasting.

Figure 8-1 (Division of Audio/Visual Services, Johns
Hopkins Medical Institutions)
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ETV—the beginnings

Although a closed-circuit television system was in use at the State
University of lowa as early as 1932, it was in 1938 that the first over-the-
air experimental broadcast for educational purposes took place in coop-
eration with NBC and the School of Commerce of New York University.'
The broadcast was arranged by Dr. James Rowland Angell, who was then
educational director of NBC. From a studio on the third floor of the
RCA building, the program consisted of “an explanation and demonstra-
tion” of television, broadcast from the transmitting tower on top of the
Empire State Building. A class of 250 students seated in a large audito-
rium on the sixty-second floor of the RCA building viewed the program.
A two-way radio hookup connected the studio with the auditorium.
Capturing the flavor of the event, program instructor Professor C. C.
Clark recalled that he asked one student in the auditorium to come to
the studio to have a question answered. About ten minutes later when
the student arrived at the studio and appeared on the screen, the group
in the auditorium broke into applause.

The Experimental Era

The early 1940s were years of continued experiments with the new
medium. The Metropolitan Museum of Art in New York arranged with
CBS 1o televise its painting collection. Francis Henry Taylor, director of
the museum, predicted television would be “just as revolutionary for
visual education as radio was for the symphony and the opera.” The
following year saw such mass-oriented educational television programs as
New York’s WCBW broadcast of a series of first aid programs in
cooperation with the American Red Cross. Programs of a more inform-
ative and educational nature during the height of World War I1, included
one from Schenectady, New York, on blood plasma.

Early enthusiasm for educational television was sidelined by World
War I1, but when the war ended the industry began to concentrate again
on educational television. NBC announced the first “permanent” series
in educational broadcasting, “Your World Tomorrow.”® Some of the early
program titles in the series included “The Mighty Atom,” “Jet Propul-
sion,” and “Huff-Duff, the Radio Detective.” The network secured the
cooperation of the New York City Board of Education to have students
watch the programs in special “viewing rooms.” The students then
evaluated the programs. On a very limited scale, this was an early
example of the systematic evaluation of educational programming.

Despite the encouragement from the networks and the willingness of
certain school officials, educational television was a long way from
widespread acceptance. As late as 1947, the Journal of the National
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Education Association reported the efforts of the state of Virginia to
make the transition to what was termed “visual education.”™ Although
Virginia was known for its pioneering efforts in the field, the report
never even mentioned educational television. The medium had not been
able to rise above all the movie projectors, slide projectors, charts, models,
and posters of the typical classroom. In the same year, a survey of
elementary teachers studied the skills and knowledge necessary to use
audio-visual aids.* Out of 42 survey items, which included mechanics,
utilization, production, and facilities, none referred to television.

ETV Gains Acceptance

Finally at the turn of the decade, it began to change. In 1949, Crosley
Broadcasting awarded a fellowship to a Kentucky high school principal,
Russel Helmick, to “carry on research of how education by television can
best serve the needs of the general public.” The broad descriptions
assigned to Helmick’s charge illustrate the early survey approach to
researching educational television:

1. Careful sifting of the literature of radio education to discover mistakes to be
avoided and lessons helpful in investigating the educational possibilities of
television.

2. Analysis of the television programs available for possible correlation with
adult-education programs and the curriculum at university, high-school, and
elementary-school levels.

3. Canvassing of school and home facilities and equipment for utilizing video
programs.

4. Study of teacher interests and attitudes toward correlation of their school
offerings in the curriculum with cultural and educational programs from
television stations.

5. Investigation of pupil attitudes and interests in such cultural and educational
areas as history, geography, English, science, and physical education and
sports in relation to utilization of appropriate television programs.

6. Investigation of the educational levels at which television can be made most
effective—adult education, colleges and universities, high schools, and ele-
mentary schools.®

Thirty years later, more narrowly defined and highly sophisticated
research was still conducted within the very broad parameters of Hel-
mick’s goals.

Then in 1950, public awareness of the importance and potential of
educational television rose when Dr. Earl J. McGrath, U.S. Commissioner
of Education, appeared at hearings before the FCC and called for at
least one channel in every broadcasting area to be reserved for educa-
tional purposes. McGrath suggested “that it is vital to the continuous
improvement of public education that every school system and college
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competent to produce educational television programs and financially
able to construct and operate a station be assured that, when the time
comes that it is ready to start construction of a television broadcast
station, a suitable locally usable transmitting frequency will be available."”
The FCC responded favorably.

Organized Support for ETV

Organized support for educational television came in the early fifties
when the American Council on Education coordinated the formation of
the Joint Committee on Educational Television (JCET). The committee
brought together seven supporters of ETV, all organizations which had
originally called upon the FCC to hold hearings on the subject. Financial
commitment was also provided by a $90,000 grant from the Ford
Foundation. One of the committee’s main goals was to assist educational
institutions in establishing stations. The first chairman of the JCET was
Dr. Edgar Fuller, then executive secretary of the National Council of
Chief State School Officers, one of the seven member-organizations of
JCET.

Other ETV financial support went directly to colleges and universities.
Syracuse University received a $150,000 gift to offer graduate programs
in radio and television. In the fall of 1950, Syracuse announced the new
degree of Master of Science in Radio and Television.®

The medium even gained some artistic legitimacy when Variety, the
show business weekly, reviewed a “University Tele-course” program aired
on the Cleveland, Ohio station, WEWS. Variety called the program a
“preciously packaged mine of informational nuggets,” and “a fast-moving,
easily digested, highly accredited performance.” Few professors in the
classroom could have been so enthusiastic.

The FCC, as part of lifting its freeze on new licenses, allocated 242
channels for educational use. The first to take advantage of the newly
allocated frequencies was the University of Houston. Station KUHT went
on the air in 1953 (Figure 8-2). But the expensive facilities and television
equipment necessary for transmission prohibited the rush to the market-
place that the FCC had anticipated. Nevertheless, educational television
had delivered its firstborn.

As the decade progressed, forecasters had educational television help-
ing to teach the huge enrollments predicted in the 1960s and 1970s.
Educational television was used more widely, and state systems of edu-
cational television were created. But by the end of the decade, the
honeymoon was beginning to pall, and educators were beginning to take
a more critical look at teaching by television.



Figure 8-2 KUHT-TV's early studio. (Office of Informa-
tion of the University of Houston)

Critical Evaluation of ETV

Arguments both for and against ETV surfaced rapidly.'® In some ways,
the controversy was a compliment to the influence of the new teaching
tool. Both sides did agree that more research was needed to determine
the true assets of ETV. Teachers were beginning to object to administra-
tors’ requests for teaching time on television on top of their already
crowded classroom schedules. They also wanted to participate more in
planning instructional television from the very beginning of program
formulation. Such practice is now routine for developing good instruc-
tional programming. The thought of television as a substitute teacher,
understandably, received considerable resistance. Classroom teachers
were fully aware that the interaction between student and teacher
contributed to much of the learning process. They appreciated television's
particular abilities but were protective of their own role in the student-
teacher interaction.

The public's focus on the economics of educaiional television also
concerned educators. The politicians’ and taxpayers’ misconceptions of
a medium that could eliminate personnel and save taxpayers’ money was
worrisome. They realized that they had to reemphasize the importance
of the teacher in the classroom. They faced still another economic
concern—the proportionate share of financing that educational television
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would receive. Television studios could easily incur bills in the hundreds
of thousands of dollars. Money like that not only could pay several
salaries but also could provide many of the “traditional” classroom
teaching aids. One of the most ambitious projects undertaken was the
Midwest Program for Airborne Television Instruction (MPATT).

airborne ETV—the MPATI experiments

The lumbering DC-6 (Figure 8-3) taxied down the runway, its motors
roaring in unison. Inside, highly trained technicians sat with their
sophisticated electronics gear and waited until the big bird was airborne.
It was early morning. Continuing its climb to 20,000 feet, the pilot
leveled off. Reaching its destination over northeastern Indiana, the plane
was in position for its target—thousands of school children waiting
patiently below. The cargo was television programs, broadcasting such
subjects as Spanish, French, history, and science to the outlying rural
areas of Indiana, Illinois, Kentucky, Michigan, Wisconsin, and Ohio.
Called MPATI, for Midwest Program for Airborne Television Instruction,
it was an idea conceived seven years earlier in 1944 by a Westinghouse

Figure 8-3 Circling above the Midwest, the specially
equipped plane for the Midwest Program for Airborne
Television Instruction brought instructional television to
a wide geographical area. In concept, it was the forerun-
ner of the ATS satellite systems discussed in chapter 5.
(Purdue University Archives)
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Electric Corporation radar expert named Charles E. Nobles and with the
persistence of a colleague, Westinghouse engineer Ruben Lee."

The Theory behind MPATI

The idea of taking the television station into the sky had been fixed in
Nobles’s mind. Theoretically, it would raise the television tower to 23,000
feet. The distance then covered by this signal would expand to include
a potential half-million pupils. Nobles reasoned that the plane must have
a special gyroscope-controlled antenna that would always remain vertical,
regardless of the position of the aircraft. Upon reaching its position over
Indiana, the DC-6 would then fly in a tight pattern of twenty miles,
beaming its signals to the states below.

Funding and Software

The project succeeded with support from a number of organizations.
MPATTI contracted with Purdue University to furnish maintenance and
other support personnel for the aircraft. Due to its proximity to the
target area, the plane was based at the Purdue airport. Local school
systems using MPATT programs contributed a nominal amount of money
to buy equipment to receive the programs. Dr. J. A. Hutcheson, then
Westinghouse vice president in charge of engineering, aided the project
by applying to the Ford Foundation for funds. Ford responded with an
initial $6 million. Major national education organizations such as the
National Education Association, the Parent-Teachers Association, and
the U.S. Office of Education threw their support behind the experiment.

The MPATI program, despite its popularity, did not last. Satellite
communication soon overshadowed its usefulness with antennas 23,000
miles high and signals that could span large sections of entire continents.
The MPATT plane that made its first broadcast in 1961 made its last in
1968. The organization stayed in limited operation until 1971. Yet the
novel effort definitely pioneered research for future satellite experiments
when small communities again would receive educational television
programs, this time from outer space.

educational versus instructional broadcasting

In its formative years, the range of television’s experiments from MPATI
to televising art masterpieces for the public all were considered examples
of educational television or ETV. The programs were truly designed to
educate. For our own purposes, we shall define ETV as all noncommercial
television programming and commercial programming produced especially for
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educational purposes, whether or not the program is used for direct classroom
instruction.

As educational television matured and more and more uses of in-
school programming were developed, the word instructional television
evolved. Although both terms still tend to be used interchangeably,
instructional television refers to programming specifically designed for
use in the classroom or in a direct teaching role. Notice we did not use
the words “in-school” in our definition. Both ETV and ITV are employed
beyond the confines of the classroom. Differentiating between the two
terms also is important for economic and political reasons.'?

Remember that criticism of ETV reached full force in the 1960s. Part
of this criticism went beyond the classroom to the policy issues. Because
much of the programming of ETV stations was designed for in-school
use, and because major federal funding was emerging, some saw the
potential threat of a national school system under federal control.
Congressional advocates of ETV were charged with maintaining the ETV
movement as “a sinister conspiracy directed from the U.S. Office of
Education to homogenize the nation’s moppets by a standardized curric-
ulum spread from sea to shining sea.”*® This furor caused ETV stations
to stop and seriously consider from where their future programining
dollars would come.

During this same time, smaller portable videotape equipment arrived
in the marketplace. Such equipment permitted many educators still to
tinker with television but this time without the threat of outside controls.
For school administrations, the portable equipment was particularly
satisfying, since they could buy inexpensive television equipment with
local money and avoid the public criticism caused by large federal
expenditures. Although new, the idea of airplanes and satellites beaming
federally funded programming to local school systems was sold most
easily to both school officials and taxpayers as “strictly experimental” in
nature. The portable equipment satisfied those who demanded new
technology in the classroom. Instead of educational television for large
numbers of students, something new appeared, instructional television
(ITV) used strictly for in-classroom use with programs often produced
by the teachers themselves.

integrating educational broadcasting into the
learning experience

To understand fully educational broadcasting’s relationship to the teach-
ing and learning process, it is important to learn its relationship to other
forms of educational presentations. To illustrate these interrelationships,
we shall use a model called the Cone of Experience (Figure 8-4),
developed by audiovisual specialist Edgar Dale.
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Figure 8-4 Edgar Dale’'s Cone of Experience. (From
Audiovisual Methods in Teaching, Third Edition, by Edgar
Dale. Copyright © 1946, 1954, 1969 by Holt, Rinehart &

Winston. Reprinted by permission of Holt, Rinehart &
Winston.)

Dale’'s Cone of Experience

Viewing the cone from the base up, we can see that it represents different
levels of abstraction, each part of the learning experience. Dale uses
Jerome S. Bruner's concepts as analogies to his Cone of Experience.
Bruner analyzes three major modes of learning: “the enactive (direct
experience), the iconic (pictorial experience), and the symbolic (highly
abstract experience).”'* At the base of Dale’s cone are the more direct
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experiences, or enactive ones. The mid-section represents the more
abstract experiences, and at the top area of the cone, the symbolic
experiences. It is important to understand that the cone represents
different levels of abstraction, not of difficulty. The bands of the cone
also are interrelated. They are “fluid, extensive, and continually interact-
ing.”'® For example, although the very tip of the cone represents verbal
symbols, an educational television program would also contain those
same verbal symbols, as would other experiences lower on the cone.

Let us apply the Cone of Experience to a game of tennis. We can
make the analogy that at the very bottom of the cone, the direct
purposeful experiences refer to our actually playing the game. Farther
up on the cone we might experience a demonstration by watching a
game of tennis, either in person, or still higher on the cone, on
educational television. At the very top of the cone, in our own minds we
might conjure up the “image” of tennis upon hearing the word, or verbal
symbol “tennis.”

Choosing the Correct Presentation

By now you are probably beginning to see how we choose which
presentations to use to teach tennis. If, for example, you had a champion
tennis instructor, superb courts and equipment, a select group of stu-
dents, and plenty of time for individual instruction, the best teaching
method would not be to make a program about tennis. The best
instructional choice would be “direct, purposeful experiences” on the
tennis court with actual equipment playing with the instructor as your
partner.

Choosing the level of abstraction to teach our game of tennis now
begins to include other factors. For example, perhaps the students have
already had experience with the game and merely want to review the
basics. The television program may be just the help they need. Perhaps
the class is too large and there is not enough time or personnel to teach
each student individually, but before working with them on the court, it
is more efficient to teach them first the basics through the television. The
program thus frees the instructors to concentrate on teaching skill and
strategy.

We could produce this program and place it in a learning resource
center from where it can be checked out and viewed in special study
carrels at the students’ convenience. If they do not understand the
program, they can play it back as many times as necessary until they feel
they have mastered the material.'®

Now that we understand how educational broadcasting fits into the
learning process, let us learn more about the actual process of producing
an accountable program.



the quest for accountability:
developing quality ITV programming

Almost anything significant that occurs in a local school system becomes
the concern of the community. Students, parents, teachers, school-board
members, and even the legislature all are involved. The educational
process, in its simplest terms, attempts to provide the most for the
taxpayers’ dollars. This quest can reach extreme levels, as in Oregon
where taxpayers have refused to approve school budgets, forcing some
schools to close. It also prompts hard questions asked at PTA or school
board meetings. Thus, it is only natural that people are concerned about
ITV. The public, parents, and policy makers want to know if ITV is
worth the money. Are the expensive facilities paying for themselves in
student benefits? Does the type of programming really teach something
or is it just background entertainment?

The result of this probing is the trend toward increased accountability
in developing ITV programming. In a statement before a congressional
hearing, learning authority P. Kenneth Komoski noted that less than one
percent of the tapes now on the market are learner verified.!” Komoski
meant that although programs are produced to teach something, it does
not mean learning will be achieved by simply viewing the program. Most
programs simply have not been tested, so program developers are
beginning to ask questions. What do we really want to teach with this
program? What are its objectives? What is the best way to present this
material? What techniques can we use to keep the student interested
while learning? How much entertainment can we include without di-
gressing from the basic subject matter? In a very real sense, such
accountability affects people as well as programs. The person in charge
of ITV program development is responsible for the overall effectiveness
of ITV in the school setting. The director of the instructional television
studio also must justify the increased budget to the school board.

transition to public broadcasting

In the mid 1960s as I'TV programming switched to local production and
distribution, educational television stations, their programming supple-
mented by locally produced videotape material, began to move toward a
greater variety of programs beyond in-school programming. At about
the same time, foundations and government agencies were supporting
not only in-school production but also the development of state and
national systems of noncommercial broadcasting. In 1962 the Educational
TV Facilities Act provided over $30 million over a five-year period to
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develop state systems of educational broadcasting. Many of these state
systems operate today as an integral part of a larger national system of
noncommercial radio and television stations.

The Carnegie Commission and CPB

Full-scale planning for what would eventually become a national system
of noncommercial radio and television stations began in 1965 with the
Carnegie Commission for Educational Television. The Commission,
whose members were a broad range of industry leaders, was charged
with conducting a “broadly conceived study of noncommercial television
and to focus attention principally, although not exclusively, on community
owned channels and their service to the general public.” The commission'’s
report concluded that a “well financed, well directed educational televi-
sion system, substantially larger and far more persuasive and effective
than that which now exists in the United States, must be brought into
being if the full needs of the American public are to be served.”

The Public Broadcasting Act of 1967

The commission’s recommendations were the impetus for the passage of
the Public Broadcasting Act of 1967, which allocated $38 million dollars
to the improvement and construction of new facilities for noncommercial
radio and television in the United States. Also formed by the act was the
Corporation for Public Broadcasting, a quasi-government company es-
tablished to administer the public broadcasting funds appropriated by
Congress.
The act authorized the CPB to:

Facilitate the full development of educational broadcasting in which programs of
high quality, obtained from diverse sources, will be made available to noncom-
mercial education television or radio broadcast stations, with strict adherence to
objectivity and balance in all programs or series of programs of a controversial
nature;

Assist in the establishment and development of one or more systems of inter-
connection to be used for the distribution of educational television or radio
programs so that all non-commercial educational television or radio broadcast
stations that wish to may broadcast the programs at times chosen by the stations;

Assist in the establishment and development of one or more systems of non-
commercial educational television or radio broadcast stations throughout the
United States;

Carry out its purposes and functions and engage in its activities in ways that will
most effectively assure the maximum freedom of the non-commercial educational
television or radio broadcast systems and local stations from interference with or
control of program content or other activities.
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With passage of the act, noncommercial radio and television stations
became known as “public” broadcasting stations, signifying their ability
to secure income from the public as well as from corporations, founda-
tions, and government agencies.

distributing programs: PBS and NPR

Public broadcasting stations which meet certain operating standards are
eligible for financial support from the CPB. Such stations also belong to
National Public Radio (NPR), the radio network of public broadcasting,
or the Public Broadcasting Service (PBS), the television network of public
broadcasting.

The Public Broadcasting Service—PBS

To help meet the goals of the 1967 act, CPB joined with many of the
licensees of noncommercial television stations in the United States and in
1970 formed the Public Broadcasting Service (PBS), which today is the
primary distribution system for programs aired on public broadcasting
stations. In 1979 the PBS board of directors approved a three network
satellite-fed distribution system permitting stations to choose from (1)
general entertainment mass appeal programs; (2) regional programs of
special interest; and (3) instructional programs.

In some ways PBS is similar to commercial television networks, in that
it is a distributor of programs. At that point, however, most of the
similarity stops. Whereas the commercial affiliates are part of affiliate
organizations which advise networks, PBS is in many ways more sensitive
to its affiliates. In a sense the affiliates represent the public who, at least
in theory, “owns” the public broadcasting stations through public contri-
butions and tax dollars.

Part of this sensitivity is generated by the PBS board of directors
responsible for the governance of PBS. The board represents the general
public and station managers and gains insights into the success and
failure of its system. It is a good, broad-based indicator on which to base
decisions.

In addition to the board meetings, PBS initiates a series of semiannual
regional meetings called round robins. In round robins, PBS officials travel
around the country and talk to public television station management.
Later, all managers get a briefing paper, a synopsis of what occurred in
the meetings. Another means of feedback are vote tabs, which are
electronic questionnaires sent to affiliate stations via the nationwide
teletype system. The system connects all of the PBS stations with each



211 educational and public broadcasting

other and with the network offices in Washington, D.C. (Figure 8-5). If
PBS wants to poll the affiliates about something, it sends a question by
teletype to each of the PBS stations. Each station can then answer the
question by teletype. The responses from all of the PBS affiliates then
are tabulated at the network headquarters.

National Public Radio—NPR

Radio also benefited from the Public Broadcasting Act, and in 1971 many
noncommercial radio stations became members of National Public Radio,
the radio equivalent of PBS. The two differ, however, in that NPR also
produces programs, whereas PBS’s chief responsibility is distribution.
NPR affiliates also produce programs which often are syndicated by NPR
and made available to member stations. One of the most famous programs
aired on NPR is the daily news-magazine program “All Things Consid-
ered,” acclaimed by both educators and the public for its informative, in-
depth coverage of news and public affairs. NPR's growth has been closely
aligned to the overall growth of noncommercial radio.

Like PBS, NPR also is sensitive to its affiliates. It holds semiannual
round robins, and the NPR Board is sensitive to feedback from its
members. NPR also conducts four workshops per year, which are more
“how-to-do-it” meetings than discussions of issues, but nevertheless en-

Figure 8-5 Connecting point for the PBS communication
teletype link with affiliate stations. (Stan Cahiil & PBS)
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courage interaction between NPR officials and local public radio broad-
casters. An annual conference of station managers is another means by
which the network can learn about issues affecting its affiliates.

selecting programs for public television: the Station
Program Cooperative

One of the biggest differences between public and commercial television
is the process by which PBS selects the programs that will become part
of the regular schedule fed to affiliate stations. Each year, Public Broad-
casting Service affiliates participate in a series of “bidding” rounds to
determine which television programs you will see on public television.
These bidding rounds use direct feedback in the form of financial
commitments from affiliates. In commercial broadcasting, programs are
picked by network planners and executives, but in public broadcasting,
the individual stations make the decisions. The process is called the
Station Program Cooperative (SPC). It began in 1974 as an experiment to
see if local public broadcasting affiliates were willing to commit money to
purchase programs for network distribution. The process has since been
revised considerably. Currently, the “bidding” in the cooperative is held
three different times during the year.

To understand how the SPC works, imagine you are the manager of
a public broadcasting station. You have a certain amount of money to
spend on programming and, along with other public broadcasting stations
nationwide, you will help determine which programs will reach network
distribution. You will receive a catalogue of the shows being considered
for the late winter bidding round and are even invited to preview them.
You decide to show them to your audience and give them a chance to
vote on which show they would like to see. You publish a ballot for your
viewers in the local newspaper (Figure 8-6). You tally the returned
ballots and decide to commit a portion of your programming budget to
the most popular shows. You send your financial commitment to PBS,
which tallies yours with the rest of the affiliates to determine which shows
received the most support, both popular and financial. These shows then
will appear as part of the fall lineup.

You still have two other bidding rounds in which to choose programs
and to participate in the network program selection process. Also, if
there were a special program offering at some time other than the
regularly scheduled SPC rounds, you could bid on this as well. The entire
process is one of feedback from your station and the other public
television stations to determine network programming. It directly involves
both the audience and the station before the programs even are aired.
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public television programming

Today, public television has become a system of broadcasting with a wide
variety of programs ranging from the traditional “instructional” programs
used for in-school purposes to programming with a wide national and
even international appeal.

“Sesame Street” (Figure 8-7) and “The Electric Company,” for in-
stance, both have wide audience appeal beyond the preschool and
elementary school audiences they are designed to attract. Another ex-
ample with similar appeal is “The Big Blue Marble” which seeks to assure
children that other children around the world have experiences similar
to theirs. Still another program with national distribution and appeal is
WNET-TV’s “The Adams Chronicles,” depicting the history of America’s
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Figure 8-7 Big Bird of "Se-
same Street.”” The television
program has been the recipient
of many awards for creative
programming. (Courtesy of the
Children's Television Workshop)

famous Adams family of presidential fame and its role in history from
1750 to 1900. Some programs, such as “The Adams Chronicles,” have
accompanying teacher and curriculum guides, which are especially help-
ful when the program is used in the classroom.

Regional programs also have reached a broad-based audience (Figure
8-8). “Mr. Rogers,” which staried out as a regional program on WQED-
TV in Pittsburgh, has become popular nationally. This and other regional
programs are making inroads into the typical cartoon fare so common to
children’s television.

Many colleges are taking advantage of the “outreach” programs,
employing ITV to reach adults who may not want to take the trouble of
coming to campus, or because of the distance and time, simply cannot
come. As a result, television colleges are prospering. The Public Broad-
casting Service has offered such “nationwide” courses as “Classic Theater”
and “The Ascent of Man.” The programs were telecast over PBS stations,
and many colleges offered credit for viewing them and passing exami-
nations on them. Colleges list the television courses as part of their
regular schedules, enabling students to enroll for them as they would for
any other course.
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Figure 88 Fred Rogers, star
of “Mr. Rogers’ Neighborhood,”
is one of the pioneers of public
broadcasting. (Copyright, Fam-
ily Communications Inc.)

In addition to the TV college, public television also finds its way into
classrooms as a supplement to lectures. A perusal of one ETV supplier’s
catalogue, the Great Plains National Instructional Television Library of
Lincoln, Nebraska, reveals how broad this scope is. For example, under
the heading of language arts, you can choose from “Language Corner”
for grade 1, “Ride the Reading Rocket” for grade 1, “Word Magic” for
grade 2, and eleven other language arts possibilities. “Language Corner”
has thirty, 15-minute programs with such titles as “Listening,” “Fairy
Tales,” “Story by the Teacher,” “Letter Writing,” and “Speech and
Telephone.” These are just some of approximately 150 different pro-
gramining series from which to choose. Programs in a given series may
have from two or three lessons to more than sixty lessons. The program
“Mathemagic,"” produced by Channel 33 in Huntington, West Virginia,
features sixty-four lessons for second-grade youngsters (Figure 8-9). The
goals of the program include improving computational skills through a
better understanding of the numbering system and developing problem-
solving ability through an interchange of mathematical and verbal
language.

Some of the programs are specially designed for summer viewing to
help students retain the skills achieved during the academic year. For
example, a language arts series entitled “Catch a Bubble” was produced
by WNIN-TYV of Evansville, Indiana, for a local school corporation. The
program is now nationally syndicated and has four thirty-minute lessons
for students who have completed the second grade. The star of the show
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Figure 8-9 A scene from ‘‘Mathemagic.” The program
features 64 lessons for second-grade youngsters. (Great
Plains National Instructional Teievision Library)

is a seahorse named Salty. The children share Salty’s adventures while
reinforcing learning skills and maintaining their interest in reading
during the summer vacation. Along with viewing the program, the
student also works in the “Catch a Bubble” activity book.

Among programs offered by other suppliers is “Time-Life Multime-
dia,” which explores the social sciences, language arts, humanities. sci-
ences, business, and recreation. If you are interested in archeology, vou
might want to view “How OId is Old?,” which discusses the age of the
Grand Canyon, explores the history of man, or probes the longevity of
the ice cover of Antarctica. Or if you are interested in dinosaurs, you
might want to watch “The Dinosaur Hunters.” This program studies how
the dinosaurs reproduced. Then there is “Digging up the Past,” which
examines relics of ancieni civilizations. Other archeological programs
include “Cracking the Stone-Age Code,” “Lost World of Maya,” and
“Ancient Egypt.” Many of the programs are in both English and Spanish
and are on film or videotape.

With the interest in metric conversion, mathematics programs which
teach the metric system are becoming popular. Typical of these is “Metrify
or Petrify,” a series of eight, 30-minute programs produced by KLCS-TV
in Los Angeles and distributed nationally. The programs include an
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introduction to the metric system, linear measurement, volume measure-
ment, mass versus weight, temperature, times, and an overview of the
metric units of measurement.

public radio as instructional radio

Because of television’s dominance, radio tends to be overshadowed as a
medium with both educational and direct instructional value. It should
not be, because in many places, radio is as much and sometimes more a
part of the educational scene as its visual counterpart is. It certainly has
been in use longer.

As we learned in chapter 3, one of the first radio stations in the United
States crackled on the air at the University of Wisconsin in 1919. Through
the years, WHA radio served a wide spectrum of listeners with direct
instructional programming. In fact, it was the flagship station of an entire
state instructional radio network. What was WHA'’s effect? By the late
1950s, schools in Wisconsin had been listening to instructional radio for
almost thirty years. The director of the Wisconsin State Broadcasting
Service and former WHA director, Harold B. McCarty, told a Washing-
ton, D.C. conference on educational television that educational radio was
alive and well.”® He told television enthusiasts of some tough goals to
match. At that time the Wisconsin system had 100,000 pupils enrolled in
creative art classes by radio, 70,000 in music, and 43,000 in a social
studies class.

Today, educational and instructional radio programs are found at
many colleges. WBAA at Purdue University has long had a viable
instructional program and has not only been responsible for major
research in the field, but also has had a regularly scheduled offering of
college courses taught exclusively by radio. The university charges a
nominal fee for the course, and the student enrolls just as he or she
would for any other course. Lectures are broadcast mostly in the evenings
and are repeated on Sundays. Tapes of the courses are available in
Purdue’s audio-visual center and can be checked out for review. The
student receives credit by taking an examination at the end of the
semester. Although credit is given, no final grade is assigned. Students
must, however, maintain at least a C to obtain credit. The university
maintains no record of those who fail the test and consequently receive
no course credit.

Some states also operate major instructional radio networks. South
Carolina, for example, simultaneously links four noncommercial FM
stations, WEPR at Greenville, WLTR at Columbia, WMPR at Sumter,
and WSCI at Charleston, into a special instructional network. The stations
are located at strategic points in the state, so schools over a wide region
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are within earshot of the broadcasts (Figure 8-10). The broadcasts are
directed toward elementary grades through high school as supplements
to regular classes, and teachers have found them effective in generating
student interest. Each broadcast lesson is self-contained so if one is
missed, it does not interrupt the regular classroom schedule. To facilitate
reception, the state offers special radio receivers pretuned to the educa-
tional stations, although a standard radio receiver also works (Figure
8-11). Each participating station designates a coordinator to help teachers
gain the maximum benefit from the broadcasts. Actual airings are
scattered throughout the school day, and supplementary teaching mate-
rials are available to help teachers plan lessons around the broadcasts.
South Carolina is just one example of states with many instructional
radio networks functioning at city and state levels. The medium is

Figure 8-10 (Public Telecommunication Review)

SOUTH CAROLINA
EDUCATIONAL RADIO

NETWORK




Figure 8-11 (South Carolina Educational Television and
Radio Network and the South Carolina State Department

of Education)

especially effective in teaching the great works of literature, music,
foreign languages, and other subjects which particularly lend themselves
to “audio” concepts.

funding and the future

The public broadcasting system in the United States has managed 10
survive criticism and erratic congressional support to mature into a viabie
and even competitive chain of stations serving most of the United States.

Yet many issues need to be resolved to ensure public broadcasting’s
future. Perhaps the most essential one is funding. In theory, if not in
practice, the support for long-range funding of the system came in 1975
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with the passage of the Public Broadcasting Financing Act of 1975.
Signed into law by President Gerald Ford, it called for authorization of
a five-year appropriation, but found the actual money tied to a separate
appropriation measure, a measure which ran into trouble in the House
Appropriations Committee. Currently, CPB-qualified stations receive
$1.00 of federal funds for every $2.50 raised locally. Although clearly
the burden of operating a local station rests on the public, few stations
could operate without federal money.

In 1977 a task force successfully obtained funds for a second Carnegie
Commission inquiry into public broadcasting. The questions asked were:

What is the mission of public broadcasting in American society, and how can
Americans best be served by this important national resource?

How are quality programming and creativity to be fostered?
What should be the nature of citizen involvement in public broadcasting?

How can the local station cooperate with other community organizations— schools,
churches, libraries, community groups, museums, and other institutions?

How adequately can public broadcasting meet the needs of the special audiences
such as minorities, women, children, adults interested in life-long learning, the
disabled, or groups with particular interests?

How will public broadcasting develop as a multichannel system and interact with
growing technologies such as satellite, cable, and videodiscs?

Over the next ten to fifteen years, how should public broadcasting be funded and
at what levels?

What should be the central and regional organizations and institutions in the
system, and what should be their functions?

General answers to the charge of the second Carnegie Commission
came with a report released in January, 1979. Along with some strong
criticism of commercial broadcasting, the report called for better ways to
insulate the public broadcasting system against government influence.
Funding increases were also called for which included raising the budget
to $1.16 billion by 1985, $590 million to come partially from a spectrum
fee charged commercial broadcasters. The report recommended a Public
Telecommunications Trust, which would be autonomous and adminis-
trate the system and, under the Trust, a Program Services Endowment
to deal with programming.

The report received wide play in the media and trade publications. As
expected, commercial broadcasters were in some cases highly critical of
the report. What effect the report will have and what the future holds
for public broadcasting will be dependent on specific legislation. Overall
the system is regarded as an important source for quality programming,
much of which is not possible on commercial networks because of the
competitive nature of the system and the need to garner audience ratings.
Although public broadcasting is also concerned about getting and holding
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summary

an audience, it has latitude in creative programming that commercial
broadcasting simply has not been able to match because of competitive
commercial restraints.

The beginnings of educational and public broadcasting can be triced
back to WHA at the University of Wisconsin. Signing on the air in 1919,
WHA is considered the pioneer public broadcasting station in the United
States. Educational television was used at Iowa State University as early
as 1932. Support for educational television came in the early 1950s with
the formation of the Joint Committee on Educational Television (JCET).
With a grant from the Ford Foundation, the JCET became the early
representative of educational television and assisted educational institu-
tions both in getting stations on the air and in using educational television
in the classroom.

One of the more novel early experiments was the Midwest Program
for Airborne Television Instruction (MPATTI). Using a converted airplane,
television programs were sent over a wide area of the Midwest via a
special airborne transmitter. Although the system eventually became
obsolete with the introduction of satellites, it did prove that it was possible
to integrate television into the learning experience in many schools
simultaneously. With the increased use of portable equipment and edu-
cational television in the classroom, television became important to direct
classroom instruction. At the same time, many stations which had been
used mainly for instructional purposes began broadcasting to a more
general audience.

After a series of foundation-supported evaluations of noncommercial
broadcasting, Congress enacted the Public Broadcasting Act of 1967
which designated noncommercial and educational stations as public
broadcasting stations. The act created the Corporation for Public Broad-
casting, a quasi-governmental corporation funded by Congress to assist
in developing a national system of public broadcasting. To aid in distrib-
uting programs to public stations, the Public Broadcasting Service and
National Public Radio were established. Although PBS’s first function is
distribution of television programs to CPB-qualified stations, NPR both
distributes and produces programs. The future of public broadcasting is
tied to a number of important issues, such as how the system will continue
to be funded, what relationship the public will have to the operation of
the system, how minorities and handicapped people will benefit from the
system, and what influence institutions and organizations should have on
the system.
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television in business
and industry

FOCUS After completing this chapter we should be able to

Discuss the growth of television in business and industry.

Identify how television aids both internal and external corporate
communication.

Discuss examples of in-house corporate news and information
programming.

Explain how television is used for marketing and sales.

Describe how television is used for in-service training.

Understand the management-development uses of corporate television.
Explain the application of television to in-house advertising agencies.
Discuss the future of corporate television.
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Across town at the manufacturing plant, the 9 o'clock whistle is about to
blow. Inside, a television crew has just received an urgent message.
“Contact the air mobile units! Alert the camera crews! We have a
breakdown at Arctic Station One. They want us there by tonight.”
Telephone calls, checks with management, notification to the crew of the
company jet—it all sets in motion a chain of events that by nightfall will
lead to a complete television crew thousands of miles away at a power
station in northern Canada. A generator manufactured by the company
has broken down. When the repair crews start their job, television
cameras will be there to record it. Later, back at the manufacturing plant,
the videotape will be edited into an instructional television program to
train future repair crews. It all is just one example of industrial television
in action, a growing area of mass media far removed from the typical
commercial television station.

growth and impact

The purpose of this chapter is to acquaint you with television in business
and industry. It is an expanding field with many applications. How big
is it? Based on 1977 data, more companies will use television in the 1980s
than there are commercial television stations in the United States.! In
addition, a variety of corporate television networks are developing.
Communication consultant Judith M. Brush of D/] Brush Associates in
New York City classifies a network as “an organization which distributes
programming at least once a month to six or more locations away from
the point of origin.”? She also notes that “more then 40 of these networks
have more than 50 viewing locations with at least half that number
distributing programs to 100-plus locations. For example, Pepsico has
more than 300 locations in its network, IBM has some 1,300 locations in
400 countries, and Bank of America has 1,100 locations.” What kinds of
firms use television? One survey of the top 500 companies listed in Forbes
magazine indicated “just over half were engaged in manufacturing,
followed in order by financial institutions, utilities, retailers, natural
resources, and transportation companies.”

Let’s learn more about how the medium of television is used in the
corporate setting.
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in-house corporate news and information
programming

Most of us think of television as the local network prime-time program
or as the local television station’s daily newscasts. For these programs,
there are decisions on what stories to use, how to edit them, what the
audience wants and what it should have, what graphics to use, which
audio cuts to include, and many more. Those same decisions also are
made everyday in places far from the network and newsrooms. They're
made at corporations, where television production crews and “corporate
newscasters” are preparing the daily newscast to be sent to employees at
the downstate plant or through “corporate networks” to international
offices.

Applications of Corporate Newscasts

Dow Chemical Corporation is one company which has daily television
newscasts for its employees. When Dow president Paul F. Oreffice wanted
better communications with Dow’s 10,000 employees, he thought that
television would be the medium to do the job.® Produced at Dow
headquarters in Midland, Michigan, the Dow corporate newscast is five
to seven minutes long and is broadcast through closed-circuit television
systems to lunch-hour viewers. Topics such as company news, stock market
reports, and safety procedures are featured. Other companies follow a
similar process. Some even produce commentaries. Union Carbide Cor-
poration produced one 29-minute tape reporting on its gases, metals,
and carbon divisions.®

To diversified companies which are spread out over wide areas,
corporate news programming is especially valuable. An oil company may
consist of oil exploration, refineries, and gas stations, as well as the
corporate office. How is it possible to link the people and activities of
these varied enterprises? The main instrument for many companies has
been, and still is, the corporate magazine or newsletter. Filled with
pictures and articles about the corporation’s activities, it is sent to all
employees. Different parts of the company have their own “reporters” or
“stringers” who contribute to the magazine. Now, although continuing
the corporate magazine, corporations are turning to television. A gas
station owner wins a community award; an oil rig worker is promoted;
a pipe line crew starts a new project (Figure 9-1); a secretary is married—
they all appear on the lunch-hour news program. The corporate news
cameras catch it all and in living color.
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Figure 9-1 (Phillips Petroleum Company)

Content of Corporate News Programming

The scope of corporate news programing can be seen in one company,
First National City Bank in New York. Consultant Eugene Marlow
describes a daily news program called “Channel 6" seen by approximately
10,000 bank employees scattered throughout three buildings in New
York City.” The show runs about 15 minutes and has three segments—
news, a feature on some aspect of the bank, and one on entertainment.
Content ranges from an interview with a bank employee to a report on
the opening of a new headquarters a continent away. Features might be
on computer programming, an interview with a professional magician,
or one with a nationally famous artist.

Unique approaches are often used to communicate somewhat dry
topics. First National City Bank had to inform employees of company
benefits but wanted to do so in an interesting manner. “Channel 6's”
solution was to use a puppet called Professor Wienerschnitzel (Figure
9-2). The professor finds himself in various settings all designed around
a company benefit. On one occasion, he runs for mayor of New York, his
platform being the scholarship benefit's program for the bank's employ-
ees. On another occasion, he practices his “voice and diction” for a speech
he is to deliver on employees’ insurance benefits.

Not all of what appears on “Channel 6" is limited to internal-bank
programming. Cameras for “Channel 6" also venture into New York City
to capture the after-hours activities of the bank’s employees. For example,
when a group of employees purchased group tickets to attend a hockey
game, “Channel 6” interviewed some of the employee spectators on their
reactions to the game. When the Ringling Brothers Circus came to town,
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Figure 9-2 A discussion of employee benefits between
the puppet “Professor Wienerschnitzel” and host Terese
Kreuzer of Citibank’s employee television news program
"Channel 6. (Citibank)

“Channel 6" cameras had “ringside” seats. The bank’s involvement in
community affairs is also part of corporate news programming. This
corporate programming combination has two effects: it is entertaining
and informative—not much different from the evening’s prime-time
network news program.

Not all corporate news programming is as elaborate as that of First
National City Bank. Dana Corporation’s Reading Frame Division, for
example, places news and information on a motor-driven wheel which
revolves slowly in front of a fixed-position camera.® Each message or
news story remains in view for fifteen seconds. The messages are
broadcast around the clock, and television monitors are scattered
throughout the plant’s facilities. For Dana Corporation, the problem is
reaching workers while they circulate through the plant (Figure 9-3),
not at a centralized lunch location. Consequently, the monitors have
become a substitute for many of the bulletin boards. At Dana, the concept
of more elaborate corporate news is secondary to that of sending brief
messages to employees in a short period of time via television.
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General Information Programming

Corporate newscasts are not the only way to communicate with employ-
ees. Many companies produce special television programs to inform
employees of the corporation’s issues and concerns. For instance, a
company’s public relations efforts may be just as interesting to the
employees as they are to the general public. How do the employees learn
of these activities? The company produces special television programs on
such topics as how the company is volunteering executives to help with
the local United Way drive, how special volunteers are canvassing the
city for the March of Dimes, or how children are being taught to swim
and play sports at the corporation’s summer camp in the mountains.
Such programs may also fill the slots of public service programming on
many commercial television stations.

Figure 9-3 On-line television monitors informing em-
ployees at Dana Corporation. (Dana Corporation)
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Corporate policy can be disseminated effectively through television.
New employees in large companies need to know such things as how to
file insurance claims, where claims offices are located, and how they are
staffed. The company can produce a television program spelling this out
in detail, and the employee can view it at his or her own convenience. At
first it might seem that a booklet could be just as effective. It would
contain the same information. But the sound and motion of a courteous
claims officer can set a positive example for the new employee, reducing
tension and facilitating the process when he or she comes to file a claim.
In addition, a welcoming statement from the president of a large
corporation might mean much more when the president can be “seen”
and “heard.”

Another programming concept is the “state-of-the-corporation” ad-
dress. Although we are familiar with the “state of the State” and the
“state of the Union” addresses, we do not usually hear chief executives
speak on the “health” of their corporations. Such information is usually
given in the annual report accompanied by statistics, charts, and account-
ing jargon. However, many chief executives are learning that speaking to
employees in an understandable language via television about how well
the corporation is doing and its prognosis for the future can be an
extremely effective way to communicate.

With the increasing number of federal regulations, many companies
have had to scramble just to keep up with them. This has been especially
true with safety regulations. A new governmental safety regulation may
require educating thousands of employees and gaining their compliance.
To help solve this problem, companies have produced television programs
on safety procedures in their own particular plant surroundings. A
manufacturing firm produced an “on-location” program detailing its fast
moving equipment and their dangerous areas. An oil company took a
television crew to a drilling rig to portray the protection necessary to
prevent on-the-job accidents. Then, before new employees are assigned
to one of the many drilling operations, they watch this series of safety
programs. Such a series is much more efficient and effective than a
foreman taking time and energy necessary to educate each new employee
individually.

using television for marketing and sales

Television video cassettes have opened up a whole new world for many
companies in the area of marketing and sales. Assume you are one of the
nation’s major automobile manufacturers. Your showrooms are full of
new models, styles, colors, special performance features, and sales per-
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sonnel who want to communicate all of this wonderful information to all
of their potential car buyers. How do you secure the edge in this vastly
competitive business? First, you amass the best sales tips and techniques
from all of the dealers. Then using these, you have the central office
prepare a special video-cassette tape showing a test driver effortlessly
maneuvering the cars through their paces, while the accompanying
monologue uses a narrator who would rival a network radio newscaster.
It is simple electronic persuasion. By placing the video-cassette tape in
the showroom playback unit, the customer is entertained with a profes-
sional television presentation (Figure 9-4). The local salesperson is still
there to answer questions, add the personal touch, and sign the contracts.

Training Sales Personnel

One example of a company using television to train sales personnel and
dealers is Deere and Company, manufacturers of the famous John Deere
tractors and farm equipment. The company has a full-scale television

Figure 9-4 Videotape recorders are becoming part of
the “tools™ of the sales presentation at larger auto dealers
in the United States. (Provided courtesy of Lincoln-Mer-
cury Division)
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production facility at Moline, Illinois, its company headquarters.? Replete
with sophisticated computer editing equipment, the facility produces
programs for all corporate activites, including videotapes which can
explain to a dealer the advantages of using John Deere equipment
(Figure 9-5). The company started to use television in 1968. At that time
it was part of the audio-visual department and consisted of black and
white equipment and two people to operate it. In 1973, the financial
commitment was significant enough to equip a mobile van for color
television production. A year later, television became a separate depart-
ment in the company, outgrew its space in the corporate headquarters
building, and moved to an office building in Moline. The facility now
includes a 40’ x 40’ studio and 20’ x 32’ control room besides the
mobile van and storage and office space.

The programs for dealers are only a few of the more than 75 programs
produced each year by the facility. The Industrial Equipment Division
alone uses two or three new programs every month as sales training aids.
Programs are distributed to about 250 John Deere dealers in the United
States and Canada, each equipped with playback units. They also are
distributed to each of Deere's factories which also are equipped with
playback units. The company has even enlarged its television production
capabilities. Its Dubuque, lowa Industrial Training Center now has
television facilities and produces an average of 18 programs each year,

Figure 9-5 An example of major corporate commitment
to television is John Deere's production facilities. (Deere
& Company)
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helping to inform both salespersons and customers about John Deere
products.

Reliance Electric also uses television to help train sales personnel. The
company produced its first videotape in 1975 and since then has been
expanding the use of television throughout the company. Jerry Wilson,
employee supervisor for the Electrical Group of Reliance Electric points
out: “We have all the normal channels of communication between our
main offices and the far plants and offices but, unfortunately, we have
had no way to show motion. Motion is important to Reliance because
that's what we sell . . . motors, drives, power transmission equipment and
so forth. We build hard and softwear that cause things to move."

Television can also benefit a typical sales meeting. Television solves the
problem and communicates this “motion.” Capturing the emotion and
content of these brainstorming, pep-talking sessions on television has
many advantages. First, it provides a record of what happens. The
videotape takes notes, eliminating many procedural and secretarial bur-
dens. Second, the tape can be given to sales personnel unable to attend.
Perhaps the meeting is regional. The meeting can be videotaped and
distributed to other regional offices for other sales personnel. In this way,
the meeting also is not slowed down by too many participants. With
professional editing, the highlights of the meeting can be produced into
a half-hour program of high-intensity sales training, to be viewed by sales
personnel throughout the company.

Consider another use. A company is having difficulty selling one of its
products. Perhaps it is a special attachment for garden tractors. The
problem is not company-wide, however; five sales outlets have had very
high sales. Management decides to fly in the five sales representatives
who have tallied the highest sales. For over an hour, they discuss how
they sell the attachment, why customers find it useful, and the special
techniques they use to convince customers that it is worth the money.
The session is videotaped and edited into a 15-minute training program
on that one product. The company then distributes the program to all of
its retail sales outlets for the sales representatives. Immediately after
viewing the program, sales begin to climb, and the program is hailed as
a success.

A related use of the medium is keeping customers informed. When
Owen-Corning Fiberglass® found certain raw materials in short supply,
it needed to tell its customers of this problem, clearly and openly. So the
company produced a television program with its purchasing managers
discussing the problem. Ben Coe, Architectural and Home Building
Products branch manager in Los Angeles, said the customers “could see
what we were doing in our own mind to minimize the adverse effects.
And since the program showed our own purchasing people in frank,
candid discussion, the information came across very believably.”!!



Training Customers for Product Usage

Customers need to know how to use the products they buy. This may
seem unnecessary for items like clothespins and detergent, but consider
the computer. Many businesses are integrating computers into their
overall operations. Mini-computers permit even the smallest companies
to use this new technology. However, just because the computer is small
does not mean that it is simple to operate. Even some small electronic
calculators are difficult for the uninitiated to use. Although some manual
training is normally included with many major computer purchases, it is
time-consuming and does not solve the problem of training the employee
hired after the computer is installed.

To help solve this problem, many computer manufacturing companies
are developing their own training videotapes. These permit instruction
in the new equipment without tying up the time of company personnel.
For example, Honeywell has produced videotapes that instruct not only
its own customers but also anyone else who needs to learn the basis of
computer language. Honeywell’s curriculum of video programs includes
topics on FORTRAN, BASIC, Decision Tables, PERT, and DATA Base.'?
Its Video-Assisted Learning (VAL) program uses a multimedia approach
combining video lecture material with readings and examinations. The
courses are designed by educators, writers, and computer experts who
develop, test, and review the courses.

in-service training

Besides being used to help sales and train customers, television is also
used to teach employees new skills. Company X has just converted its
order and shipping departments to computer technology. Before the
conversion, an order was received, checked, and verified, and separate
slips were made out for every item on the order. The slips were then
distributed to the various warehouses at which the items were assembled.
Finally, the shipping department received the individual slips and the
master order from which to package the goods and prepare the mailing
label. But the conversion ended all of this. Even typewriters have been
replaced by visual display terminals. Now comes the task of training two
entire divisions of the company to use the new equipment as well as to
train the personnel of the company’s branch plants located throughout
the world. Company X accomplishes this through specially produced
television training programs. It could have just as easily trained its
personnel in the uses of a new telephone system or any other device.
Television is especially useful in being able to go places where people
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may not. Hazardous locations, off-limits to many, become readily acces-
sible to the television camera. The inside of a factory, the welder in a
steel plant (Figure 9-6), the equipment operator in a coal mine—all can
be captured on videotape using portable equipment.

One of the most difficult training assignments any company faces is
educating equipment maintenance personnel. Every year new models are
produced, new parts are required, and refinements are made. What
about the person who must repair this equipment when it breaks down?
How can he or she keep abreast of the latest developments? Again,
television comes to the rescue. When a company introduces a new piece
of equipment, it automatically produces a new television training program
along with it. Company service representatives thus can learn how to fix
the new equipment at their home locations scattered throughout the

Figure 9-8 (Inland Steel Company)
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world. It is much less expensive than bringing together all the repair
personnel each year for a new training program.

Along with management and employee training services,
corporations are also using television to offer college-credit classes to
employees. One example is in the Chicago area where employees at such
companies as Illinois Bell, Western Electric, Motorola, and Standard Oil
receive college credit from the Illinois Institute of Technology. The
college programs are made in the ITT classrooms, but are sent via a
special microwave frequency to the plants where they are received on
standard television sets. Without the corporate link with I'TT, students
either would have to miss work or attend I'TT night classes.

management development

High- and middle-level management people are constantly learning. Let’s
examine how corporate television helps.

The Executive Communicator

One area in which television is used effectively and frequently is in
teaching management personal communication skills. Public speaking is
a regular part of executive life. Speaking effectively is an important asset.
With television, special speaker-training sessions can be used to videotape
an executive’s speech and then to play it back for criticism. In some cases,
the speech is delivered before an executive panel that also criticizes the
playback. Portable equipment also enables the executive to use television
after hours in the privacy of his or her office without worrying about
special technicians. Many companies also offer videotaped, short courses
to help executives learn essential writing skills. In addition, principles of
organizational communication can be taught using videotape. New ex-
ecutives can learn the structure of the organization as well as its rules
and procedures in this way.

More and more often, television settings are being used to train
executives in press relations. The business community frequently finds
itself the subject of inquiry from the press, and few public relations
directors can substitute for the chief executive when news such as a gas
shortage surfaces. Many corporate executives have not been effective or
convincing in such encounters. As a result, they now are receiving
training in how to act and what to say in front of live television cameras
while being pumped by reporters. This training is conducted under the
lights of a corporate television studio while being interrogated by cor-
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porate personnel. The executives have dress rehearsals to gain skills in
handling public encounters with the press.

Training Management Decision Makers

Television is also used to train management in everyday decision making,
and especially in dealing with personnel. Videotaped models simulate
such situations as firing employees, reprimanding them, or counseling
them about a personal problem. After studying the tapes, a group of
executives usually act out the different roles in these situations. Their
role playing is also videotaped, then played back and compared to the
videotaped models. This type of training often includes the advice of
trained professionals who criticize the executives’ performances.

Communicating with middle-level management can be aided by tele-
vision, especially in highly technical industries in which the company is
spread out over a large geographic area. For instance, suppose a super-
visor in Mexico must train a group of assembly line workers in construct-
ing a new product. This construction will mean changing many workers’
Jobs. Since such changes can cause serious personnel problems, the
manager in Mexico watches a videotaped lecture by the supervisor at
another plant at which the product already has been introduced. The
supervisor tells what problems to watch for, how to solve them, and the
effect of their solutions on other workers. The entire program is in
Spanish. In other parts of the world, other supervisors can view the same
lecture given in French, German, or Italian. Produced in the corporate
headquarters, the program is an alternative to having executives fly all
over the world with interpreters in order to start a new product down
the assembly line.

An applied example of communicating with management by television
is that of Holiday Inns.'® With more than 1,600 motels around the world,
the company has many managers to reach. Keeping them abreast of new
corporate developments is accomplished by equipping each Holiday Inn
with a videotape playback system. The company offers over 24 hours of
video-based training programs from which to choose.

Another example is AT&T's Picturephone systems. These systems
permit management at one location to communicate with management
at another, across town or across the country, but this time they all view
one another via television. This is done with the help of individual
microphones in the Picturephone meeting rooms which voice-activate the
cameras so that the cameras automatically switch to the person speaking.
With the push of a button, the camera will select a composite picture of
everyone at the meeting table.

We already learned about Dana Corporation's Reading Frame Division
in the section on corporate newscasts. However, that is just one phase of
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the system. Much of the rest of it is used to help management make
quick decisions with a minimum of paperwork." At the desk of key
executives is a television monitor equipped for multichannel reception.
The executive can “tune in” almost limitless amounts of information,
including charts and graphs of the day's production. In addition, at a
given time each day, the company broadcasts on closed-circuit television
investment and stock reports on one channel for the convenience of any
Dana manager who wants to watch. This also can be seen on the monitor
in the office.

in-house advertising

Although many companies hire advertising agencies to produce their
television and radio commercials, some companies produce their own.
After hiring skilled advertising professionals away from the agencies, the
companies furnish them with creative facilities and establish in-house
agencies, with most of the responsibilities and rights of a regular agency.
One of these rights is the lucrative media commission paid to agencies by
the stations for providing them with advertising business. Since this
commission usually is 15 percent of the advertising budget for that
station, in-house agencies even can make a profit for the company. At
least they can make a return on their investment. One argument against
such a system is that in-house agencies cannot view the company objec-
tively and therefore often overlook the most creative approach. Another
is that a company should stick to what it knows best—manufacturing the
product—and leave its broadcast advertising up to the ad agency profes-
sionals. Still another argument is that not all media recognize in-house
agencies and allow them the media commission. Among all of these pros
and cons is the best arrangement for each company.

future perspectives of corporate television

How will technology and the relationship between employees and cor-
porate media affect the future of television in business and industry?
Already there has been much research on organization communication,
but the study of television's position in this organizational setting is still
not complete. We need to know what happens when a television screen
replaces human interaction on a face-to-face basis. To what extent can a
corporation employ television without decreasing the company’s sensitiv-
ity to people, or can television help increase this sensitivity?

Despite these questions, corporate television is expanding. With the
development of inexpensive and compact satellite receiving equipment,
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the 1980s will see a large company like IBM or AT&T produce a coporate
newscast and send it simultaneously into offices and plants throughout
the world. The public relations coordinator once trained in print jour-
nalism and skilled in editing the company magazine will be producing a
video magazine and a television newscast. All of this will necessitate
broader perspectives of understanding broadcasting and how it can be
used effectively to communicate in a corporate atmosphere. We must not
forget that the current generation moving up the corporate ladder is the
“television generation.” When these younger executives reach top man-
agement positions, what decisions will they make about corporate
television?

Smaller components and more sophisticated delivery systems also
promise to change television. For example, the night watchman of the
future will approach a troubled area of the plant with a tiny television
camera strapped to his belt, constantly monitoring and videotaping the
path before him. Confronting a thief will mean simultaneously taking his
picture,

A perspective of the future of corporate television was offered by Will
Lewis, vice president of communication at International Paper, a major
user of television for corporate communication. Lewis states: “When the
contribution of employees is not principally physical strength or physical
speed but, in fact, the ability to think and make rational decisions, the
Company has an obligation to extend the vision of employees so that
they become better informed.” Lewis notes that, “as the need for more
timely information increases, we must seek new and better ways to
provide access to information.”'® Lewis's predictions will be based on
more companies realizing the potential for television as a medium for
both internal and external corporate communication.

The use of television in business and industry is growing. In fact, it has
been predicted that in the 1980s, more companies will be using television
than there will be commercial television stations in the United States.
Some of these uses currently include producing and disseminating
corporate newscasts, developing information programming for employ-
ees, training sales personnel, and informing customers. In-service training
for new skills is also a function of corporate television. Another is helping
managers acquire effective communication skills, deal with employees,
and communicate with other managers. Televised surveillance can be
used not only for security but also for production control as well. Some
companies are trying even to cut costs by using corporate television in
their in-house advertising agencies to produce their own commerdials.
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Producing accountable corporate ITV programming, on the other hand,
requires many of the same steps used in producing ITV for education.
The future of corporate television will be guided by new television
technology and its human implications.
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FOCUS After completing this chapter we should be able to

Compare and contrast broadcasting systems in different parts of the
world.

Understand how Canadian broadcasting operates.

Explain how both the government and private sector operate broad-
casting in Mexico.

List and explain the two systems of broadcasting in the United
Kingdom.

Describe broadcasting on the European continent.

Discuss broadcasting in the USSR.

Explain Japan's broadcasting system and the country's use of new
fiber optics technology.

Explain broadcasting in Australia.
Describe broadcasting in Ghana, Rhodesia, and South Africa.
Discuss educational broadcasting in developing nations.
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To confine the study of broadcasting today to one country is to have a
very narrow view of both the world and the broadcast media. The
international flow of broadcast programming, direct broadcast satellites
beaming signals across national boundaries, the growing importance of
World Administrative Radio Conferences (WARC), and the expanding
role of the International Telecommunication Union (ITU), all demand
a universal perspective of these electronic media.

We learned in chapter 2 that broadcasting developed simultaneously
in many different parts of the world, especially after World War I. Some
countries progressed more rapidly than others, with some introducing
broadcasting as late as the 1970s. The different political, economic, and
social conditions in which broadcasting operates are as varied as the
countries themselves. Not every country permits commercial advertising,
has a free press, nor allows private ownership of broadcasting. Each
country has its own system serving both domestic and international
audiences.

This chapter will discuss broadcasting systems around the world so
that we can gain a broader perspective of our own system.! We will not
examine every country, nor will we view each country from the same
perspective. What we will do on our world tour is acquaint ourselves with
many different elements of international broadcasting.

the scope of international broadcasting

As we visit different countries, remember that the United States is only
one model of broadcasting. Our commercial radio and television stations
are supported by advertising, and our public broadcasting is supported
by government funds, the public, corporations, and institutions. In other
countries, advertising also supports some systems of broadcasting, as do
public contributions. We also can find systems totally supported by the
government. We can find systems for which a special tax is paid on radio
and television receivers to help support the system. We can find systems
for which the public obtains a license to listen to radio or to watch
television, and the license fees support the system. In many countries,
different methods of financial support are found side by side.

Also keep in mind that not every country has the freedom of
expression found in the United States; some countries are even freer.
And the content of radio and television programming, like that in the
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United States, is determined by many things, such as the ratings, the
government, and advertising. Some countries operate very large systems
and some, very small ones. In some parts of the world you might be able
to watch television only a few hours per day. In other parts of the world
you can watch television beamed in from many different countries. Do
not view any country from a narrow perspective., Compare and contrast
the different systems and ask yourself questions about the advantages
and disadvantages of each.

Canada’s place in the history of international broadcasting is well defined.
Marconi ensured that when he selected Newfoundland to test his trans-
atlantic wireless. Those dots and dashes started a chain of events that
eventually gave birth to the Canadian Marconi Company. Today, the
country is the home of a broadcasting system that stretches from Eskimo
villages in the north to the United States in the south. It is a country in
which the evening news can be delivered by satellite; yet in which
television can be a strange phenomenon to an inhabitant of the northern
tundra. Canada also is a country whose fierce pride and loyalty are
reflected in everything from its broadcast regulation to its television
programming.

Regulatory Framework

Canadian broadcasting is regulated by the Canadian Radio-Television
Commission (CRTC) created by the Broadcasting Act of 1968. Compa-
rable to the United States’ FCC, the CRTC is composed of fifteen
members. Five are full-time, forming the CRTC's Executive Committee,
and ten are part-time. The part-time appointees are the key to CRTC’s
operation. With appointments of up to five years, they are drawn from
throughout the country and must be consulted before any major decisions
can be made, including issuing, renewing, revoking, or amending the
license of a radio, television, or cable company. The full-time members
are appointed for seven-year terms and can be reappointed.
Canada’s broadcasting policy is stated in the 1968 act:

(a) broadcasting undertakings in Canada make use of radio frequencies that are
public property, and such undertakings constitute a single system, herein
referred to as the Canadian broadcasting system, comprising public and
private elements;

(b) the Canadian broadcasting system should be effectively owned and controlled
by Canadians so as to safeguard, enrich and strengthen the cultural, political,
social and economic fabric of Canada;
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(c) all persons licensed to carry on broadcasting undertakings have a responsi-
bility for programs they broadcast, but the right to freedom of expression and
the right of persons to receive programs, subject only to generally applicable
statutes and regulations, is unquestioned;

(d) the programming provided by the Canadian broadcasting system should be
varied and comprehensive and should provide reasonable balanced oppor-
tunity for the expression of differing views on matters of public concern, and
the programming provided by each broadcaster should be of high standard,
using predominantly Canadian creative and other resources.

The “balanced opportunity for expression” is equivalent in intent to
the Fairness Doctrine in the United States. Enforcement is not taken
lightly. For example, station CFCF-AM was called to task after broadcast-
ing what the CRTC felt was one-sided coverage of the Official Language
Act of the Province of Quebec, with the CRTC charging that the station
had “failed to provide adequately in its own programming for a reasoned
and responsible discussion of the subject.” That prompted the CRTC in
1976 to establish a task force on freedom of broadcast information.
Pending any sweeping changes resulting from the task force, the CRTC
renewed CFCF's license.

The policy to “safeguard, enrich, and strengthen the cultural, political,
social and economic fabric of Canada,” is also of great concern to
Canadians and has opened up a series of electronic confrontations
between the United States and Canada, some involving the State De-
partments of the two countries. Two examples of these are clamping
down not only on American advertising which reaches Canadian audi-
ences but also on Canadian firms buying advertising on American media.
When Canada decided to stop permitting Canadian businesses from
claiming tax deductions for advertising expenditures on American media,
the U.S. National Association of Broadcasters protested vigorously, and
even Secretary of State Henry Kissinger became involved. Both Canadian
and American cable companies import the other country’s signals, and
Canada has moved further to delete American commercials from Cana-
dian cable. Although these actions may seem arbitrary, the problems lie
in preserving national interests. Nevertheless, Canadians have no control
over what American media send into Canada and vice versa, since
broadcasting signals simply do not honor national boundaries.

Violent programs imported from the United States are a major worry.*
Some Canadians have even claimed that American program suppliers
dump those violent cartoons on Canada which cannot be aired in the
United States. Citing French, Mexican, and Swedish limitations on
imported violent programming, some Canadian politicians suggest that
Canada should follow the same course. As a start, the American program
Cannon was struck from the government-owned Canadian Broadcasting
Corporation’s (CBC) television lineup. Violent television is a popular
topic of the politically and socially aware in Canada. Much of the attention
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has been focused through the Ontario Royal Commission on Violence in
the communications industry which amassed approximately 2,500 studies
from throughout the world which purport to show a relationship between
crime and media violence. Whatever the results of the Canadian debate,
violence in the media will remain as important an issue in Canada as it
is in the United States.

Programming Systems

Like the United States, Canada has both public and private broadcasting
sectors. The private sector has a well-established system of commercial
broadcasting stations serving the entire country. The main commercial
television network is the CTV Television Network Ltd., which is owned
by broadcasters. Inaugurated in 1961, CTV reaches about 95 percent of
Canadian television households and transmits over 66 hours of program-
mning per week. One popular program is “A.M. Canada” (Figure 10-1),
the early morning information show available in Canada. There also are
numerous news documentaries. CTV entertainment fare features such

Figure 10-1 "“AM Canada,” the Canadian version of
America’s early morning television programming, broad-
casts from 7:00 A.M. until 9:00 A.M. from a Toronto
skyscraper. (CTV Television Network Ltd.)
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Mexico

shows as “Stars on lce,” indicative of the popularity of ice skating in
Canada and its viewing appetite for everything from hockey to ice ballet.

Comparable in many ways to the U.S. Public Broadcasting Service, the
Canadian Broadcasting Corporation (CBC) is the government-owned
public broadcasting service. Although reporting to Parliament through
a designated cabinet minister, the responsibility for CBC's programs and
policies lies with the CBC's own directors and officers. CBC is financed
by public funds and by advertising. Several national services are operated
by the CBC, including a French-language television network, an English-
language television network, and English- and French-language AM
radio networks, FM stereo networks broadcast in both English and
French, and northern radio services serving the Indian and Inuit peoples.
Programs represent a wide range of tastes and can be received by 99
percent of the Canadian population. Typical of the cultural presentations
on CBC is the all-Canadian production of “Madame Butterfly,” which
was seen on the French-language network. Radio Canada International
is CBC's overseas service. With headquarters in Montreal, it broadcasts
in eleven languages and distributes programs throughout the world.

In addition to the CTV and CBC networks, the Canadian Association
of Broadcasters has a program exchange service for its members. Despite
its huge land mass, Canada has managed a coordinated policy of
broadcast development using the latest’ technology to reach its diverse
population.

The government.takes an active part in Mexican broadcasting, including
owning and programming its own stations and requiring privately owned
stations to provide 12.5 percent of their air time for government use.
The government also owns educational television production studios and
produces and distributes programs through a nationwide microwave link.
Three government agencies participate in Mexican radio and television:
the Ministry of Transport and Communications, dealing directly with
station regulations; the Ministry of Internal Affairs, which oversees
government supported programming; and the Ministry of Education,
which coordinates educational programming.

Along with the government stations and government-supported tele-
vision networks, privately owned radio and television networks crisscross
the country. Channels 2, 4, 5, and 8 comprise a federation of four
coordinated television channels called Televisa which serves most of
Mexico. The channels to some degree represent an attempt to reach
more specialized audiences in Mexico. Channel 2's signals, for example,
cover most of Mexico with a predominantly middle-class viewing audi-
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ence. Its programming includes state-produced programs for very young
children with a Mexican version of “Sesame Street” entitled “Plaza
Sesamo,” soap operas, the Mexican version of “Today,” weekend sports
events, and family entertainment programs. Channel 4 covers metropol-
itan Mexico City and the immediate surrounding area. Aimed at the
mass urban public, programs include specials on Mexico City’s neighbor-
hoods and regularly televised block parties (Figure 10-2). Evening pro-
grams feature films, amateur hours, and variety artists.

Channels 5 and 8 are geared to the younger, better educated Mexican
population. Channel 5's signals reach about half the population of the
country via a series of repeater stations which receive and retransmit the
signal. Its target audience is the youthful middle class, including university
students. Programs on current issues are featured as are American,
British, and Japanese programs. Approximately thirty hours of national
productions are also seen on Channel 5. Reaching about ten million
viewers in the urban valley of Mexico, channel 8 produces many cultural
programs. Academic groups and people with differing political beliefs
comprise its target audience. Much of Mexico’s programming is derived
from recognized artists, award-winning international firms, and inter-
national productions.

Figure 10-2 A remote broadcast for Mexican television. “Block party” telecasts are a popular format.
(TELEVISA, S.A)
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Like Canada, Mexico is very concerned about protecting its national
spirit and has excluded what it considers to be offensive programming
imported from the United States and other countries.

the United Kingdom

While North America enjoyed the fruits of Marconi’s labor, Europe saw
the seeds of his communication germinate much earlier. Perhaps nowhere
was the new medium’s impact felt more than in England where its naval
vessels, merchant fleet, Post Office Department, high-powered stations
linking continents, and British Marconi Company all used it from its
inception. Today, the British Broadcasting Corporation (BBC) and the
Independent Broadcasting Authority (IBA) comprise the two systems of
broadcasting which have grown out of the wireless.

The British Broadcasting Corporation—8BBC

The BBC started in 1922 as the British Broadcasting Company, becoming
a corporation in 1927. Today, it acts as an independent broadcasting
organization, although it receives its budget for overseas broadcasting
from Parliament. The fees it collects from licenses are also determined
by Parliament. Directed by a twelve-person board of governors appointed
by the Queen, the corporation operates under the advice of a series of
advisory boards. These include the General Advisory Council, National
Broadcasting Councils for Scotland and Wales, and advisory bodies in
such areas as religion, education, and local radio. Originally founded as
a nonprofit, public corporation by royal charter in 1927, the BBC does
not receive income from advertising.

Radio programming is disseminated throughout the United Kingdom
by four domestic radio networks. BBC-1 and BBC-2 are the popular
formats with BBC-1 more progressive and BBC-2 attracting a more
general audience. Together they capture about 80 percent of Britain’s
listening audience. They provide news and information, and BBC-2
presents shipping forecasts. BBC-3, on the other hand, programs more
classical music as well as dramatic and cultural programs. Live concerts
both in Britain and in other countries are emphasized. Masterpieces of
world theater and discussions of scientific and philosophical subjects
round out BBC-3's programs. BBC-4 is devoted to speeches, news and
information programming, dramatic entertainment, and current events.
Such programs as “Today,” “The World at One,” “PM Reports,” “The
World in Focus,” and “The World Tonight” are typical of its extended
magazine-type news programs. Phone-in programs, panel games, plays,
and readings are heard on BBC-4. Together, these four national networks
complement the local radio stations which serve small geographic areas.
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Although radio has and continues to be the foundation of the BBC,
television does not take a back seat. Experimental television was launched
in 1936. Suspended during the Second World War, it went back on the
air in 1946. Today, two BBC television networks serve nearly the entire
United Kingdom. Over 80 percent of the programs are produced by the
BBC, with the remaining 20 percent from independent producers and
other countries. Like the domestic radio system, television is financed by
license fees collected from owners of receiving sets. Although the licensing
fee system brings in income, recent economic difficulties in England have
caused serious inflation and some cutbacks in the overall operation of
BBC television.

Despite this, the BBC continues to export programming and has
received international acclaim for quality. Over 100 countries use BBC
productions, and on the average 500 programs are seen per week in
various parts of the world. The BBC has a policy of not relinquishing
editorial control over any of its programs and does not tailor its programs
to any specific region.

Radio is also “exported,” not only through direct broadcasting but also
through a transcription service that permits selected BBC radio programs
to be played back in other countries. At the heart of both transcription
and direct broadcasting is the BBC External Service. The BBC receives
respect and attention from a global audience. “This is London” uses 39
different languages to broadcast news, information, cultural, and enter-
tainment programming. As the BBC has stated, the External Service
transmits values “of a society governed by laws voted democratically, yet
willing to listen to dissidents, both within its own frontiers and outside
them. It mirrors a national community retooling itself economically and
ideologically for the 21st century.”* Three major services comprise the
External Service: the European Service and the World Service (Figure
10-3), which broadcast 24 hours a day in English, and the Overseas
Service. Complementing the External Service are BBC radio and televi-
sion regional services transmitting to Northern Ireland, Scotland, Wales,
and the English regions served by television.

Independent Broadcasting Authority

Along with the BBC, the Independent Broadcasting Authority (IBA)
operates its Independent Television (ITV) and Independent Local Radio
(ILR). A commercial broadcasting system, IBA was created by Parliament
in 1954 to broadcast side by side with the BBC. Its sole income is from
advertising with commerecials airing between programs, not in the middle
of them. IBA’s structure was amended by the Independent Broadcasting
Authority Act of 1973. IBA supervises a developing system of local radio
outlets and 15 television production companies which operate much like



Figure 10-3 The BBC World Service. (BBC)

American television stations. serving different regions of the United
Kingdom. IBA also monitors the quality of programs carried by its radio
and television stations.

The production companies, although supporting themselves by re-
gional advertising, receive their assignments from the IBA, which also
operates the transmitters and receives a percentage of the production
companies’ income as remuneration. Like the BBC, the IBA is free to
sell its programs to other countries. At home, it has the authority to
assign time to such specific programs as education. news, religious
broadcasts, and documentaries. Similarly, the nature and amount of
advertising is controlled by the IBA in keeping with the mandate of the
1973 legislation. Other guidelines are provided by the IBA’s Code of
Advertising Standards and Practice. Television advertising is limited to
an average of six minutes an hour, and radio advertising is limited to
approximately nine minutes each hour. Like the BBC, the IBA is advised
by a group of quasi-citizen-government advisory committees on advertis-
ing, medicine, religion. education, local radio, and other operations.

European broadcasting systems

Broadecasting’s development and prosperity continue to affect other
countries on the European continent.’
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Scandinavia

In northwest Europe lies the land of the midnight sun—Scandinavia,
which includes the countries of Iceland, Sweden, Denmark, Finland, and
Norway.

Icelandic broadcasting is controlled by the Icelandic State Broadcasting
Service which derives its income from receiver license fees and advertis-
ing. Television finally was introduced into the country in 1966. The U.S.
Armed Services Radio and Television Service also provides programming
for Iceland.

Sweden’s broadcasting is under the exclusive control of the Swedish
Broadcasting Corporation, Sveriges Radio. Although the government
does have ultimate control over the size of the radio and television budget
assigned to the corporation, the government does not have control over
programming. The Radio Act of 1967 forbids public authorities and
agencies to examine programs before they are aired. But the government
has indirect control, as it appoints the chairman of the board of gover-
nors, the board having final authority over the operation of Sveriges
Radio.

There are three radio networks in Sweden, continuing a radio broad-
casting service that started in 1925. The second and third networks began
service in 1955 and 1962. All three share a variety of programming:
Program 1 (P1) airs mostly talk and informational programs; Program 2
(P2) broadcasts classical music; and Program 3 (P3) broadcasts mostly
light music interspersed with regional and national news. All are financed
by receiver-license fees, as is Swedish television.

Television and overseas broadcasting also come under the jurisdiction
of Sveriges Radio, the Swedish Broadcasting Corporation. Introduced in
1957, two television networks currently serve the country—TV1 and
TV2. In a somewhat unusual arrangement, the two, even though part of
the same system of broadcasting, compete with each other. Overseas
broadcasts are conducted by Radio Sweden and reach four continents via
short wave transmissions. Programs are broadcast in English, German,
French, Spanish, Portuguese, Russian, and Swedish.

The chief regulatory body in Sweden, comparable in some ways to the
FCC, is the Swedish Radio Council. Having seven members, the council
has the authority to examine programs that already have been broadcast
and resolve complaints made by organizations and individuals. At the
same time, a group of chief program editors have final authority over all
programs and can be held personally responsible for any libel action that
might be taken. The editors, not the Swedish Broadcasting Corporation,
can be prosecuted for libel.

Denmark’s broadcasting system is somewhat similar to Sweden’s.
Danmarks Radio is a public corporation with receiver-license fees consti-
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tuting its entire income. Advertising is prohibited. Through a series of
transmitters located across the country, the corporation operates three
radio program services. Danmarks Radio also has a television service. A
radio council with 27 members represents the listeners and viewers.
Reporting to the Minister of Cultural Affairs, the council is responsible
for carrying out the provisions of the Radio and Television Broadcasting
Act of 1973, the most recent major broadcast legislation. The Voice of
Denmark has a regularly scheduled overseas broadcast.

Experimental broadcasting began in Finland as early as 1923. In 1926,
regular service began with the formation of a public radio company. A
year later, legislation placed broadcasting under the Ministry of Com-
munications. Today, all radio and television is controlled by a state
monopoly called Yleisradio (YLE). Two networks cover the country’s
heartland, and a third covers the coastal regions. Broadcasting in Swedish
and Finnish, radio is financed entirely by receiver license fees. The
External Service broadcasts beyond Finland’s borders with programs
aimed at three groups: English-language listeners, Finns living in North
America, and those at sea.

Finnish television, starting in 1955 at the Technical University, began
full-fledged service on January 1, 1958 in a dedication broadcast by then
President Urho Kekkonen (Figure 10-4). A second channel was added in
1964. Along with license fees, advertising is permitted on television and
is sold by Mainos-TV (MTV), a private company which rents time from
the YLE. Founded in 1957, MTV transmits its own programs on both

Figure 104 President Urho Kekkonen's New Year's
speech on January 1, 1958 initiated YLE's regular TV
broadcasts.
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television channels. Commercials are transmitted in groups of two to
three minutes at the end of and at natural breaks in the programs. The
agreement between YLE and MTV has certain restrictions. These restric-
tions include the prohibition of political programs and the unnecessary
use of children in commercials.

In Norway, radio and television is operated by an independent gov-
ernment-owned company, the Norwegian Broadcasting Corporation.
Advertising is prohibited and the system is financed by license fees paid
by registered listeners. Started in 1923, the broadcasting system of
Norway includes a single radio and television network, the programming
of which consists largely of educational and cultural fare.

France and West and East Germany

One of the most diversified broadcasting systems is in France. The
country has a seven-part broadcasting system ranging from government-
controlled to citizen-access channels. There are four independent pro-
gram societies and three support societies, all formed by the reorgani-
zation of French broadcasting in 1974. The seven-part system consists of
Télévision Francais 1 (TF1), which has been operating since 1948 and
most closely resembles pre-1974 French broadcasting when the Office de
Radiodiffusion-Television Francaise (ORTF) operated it. Second is An-
tenna 2 (A2) created in 1964 and which has a UHF color channel. Third
is the French regional radio and television service, France-Regions 3
(FR3), allowing the public considerable access and fostering the widest
latitude of public opinion. Fourth is Radio France, under whose auspices
all of French broadcasting is organized. The three support societies are
the Société Francaise de Production et de Creation Audiovisuelles (SFP),
responsible for program production; Télédiffusion de France (TDG),
responsible for transmission services; and the Institute Nationale de
I’Audiovisuel (INA), responsible for auxiliary services such as research,
technical training, and archives. The system is supported mainly by
listener fees and, on TF1 and Antenna 2, by advertising.

France’s seven-part system still has transition and adjustment problems.
Because the change was greatly influenced by French politics, it is only
natural that there are varying opinions of the system’s effectiveness.
Critics generally agree, however, that there is less government control of
the system now than before and that there are more opportunities to
present diverse programming and political views.

West German broadcasting includes radio, television, and a highly
developed cable system. Radio broadcasting is coordinated by the ARD,
a federal organization made up of nine members of the Land public
broadcasting corporations. Two radio organizations, DLF and DW, are
operated by the government and do mainly international broadcasting.
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The Land broadcasting stations all exchange programs. Private commer-
cial broadcasting, Radio Free Europe, Radio Liberty, the United States’s
Voice of America (VOA), a BBC station, and military stations all are part
of broadcasting in Germany. The Land corporations also engage in
television broadcasting as does the ZDF, which broadcasts both separately
and jointly with ARD’s Land stations. Receiver license fees, government
grants, and advertising provide income for broadcasting in West
Germany.

East German radio is controlled by the State Broadcasting Committee
of the Council of Ministers. Four radio networks are in operation.
Television is controlled by the State Television Committee of the Council
of Ministers. Broadcast income is obtained from receiver license fees.
Interestingly, although East Germany has banned most West German
printed media, it cannot ban West German television. Thus, instead of
watching East German television, which many consider rather dull, East
Germans often watch West German signals, which are easily received
across the border.

Switzerland: SBC Short Wave Service

Along with the BBC and other broadcasting systems in international
broadcasting, the Swiss Short Wave Service operates an extensive Euro-
pean and overseas service with high-powered transmitters beaming news,
information and cultural programs to all continents of the world (Figure
10-5). The Swiss, because of their reputation for neutrality in interna-
tional affairs, have substantial credibility among many nations, whereas
other countries may be perceived as having vested interests in the content
of their programming. The Swiss service is well accepted, especially in
third-world countries and developing nations.

The Swiss short wave service has two goals—providing timely infor-
mation to Swiss citizens living in other countries and spreading Swiss
culture. Special care is taken in news programming with no report of
world significance being broadcast until it is verified by at least two other
sources. Entertainment programs are also part of the worldwide service,
and recorded programs are mailed to over three hundred stations
throughout the world.

Switzerland also operates a domestic broadcasting system. Within this
system, Swiss radio is financed by receiver-license fees, and Swiss television
is financed by fees, advertising, and government loans.

The Netherlands’s Open Door System

The Netherlands’s four domestic radio services and two television services
stand out as somewhat unique in the world of broadcasting. The radio
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Figure 10-5 Coverage map of the Swiss Short Wave
Service.

services—Hilversum 1, 2, 3, and 4—program everything from news to
radio drama, with most programs in stereo. The television services,
Netherland 1 and 2, broadcast about 80 hours a week, mostly in color
and mostly at night. What is unique about these services is that they will
give citizens and other organizations air time, if they qualify for it by
providing evidence of significant membership and support. Approxi-
mately 30 organizations have qualified for broadcasting time on the radio
and television services. Some 70 percent of the programming is used by
these “qualified” organizations, with the remaining time devoted to jointly
produced programs and educational services.

To be granted air time, Dutch citizens must fulfill certain requirements
as defined in the Broadcasting Act. An organization must claim at least
40,000 Dutch citizens as members or as supporting the aims of the
organization. At this point, the organization is given the status of
Candidate Broadcasting Organization by the Ministry of Culture, Rec-
reation, and Social Welfare, the supreme governing body over broad-
casting. The candidacy period is used mostly to recruit new members,
since the organization’s membership must reach 100,000 within two
years, or it loses permission to broadcast. There are three categories of
qualified organizations—A, B, and C—each permitted different amounts
of air time. Which category an organization falls into is determined by
the size of its membership. Along with air time comes the right to publish
program guides. Despite what may seem like arbitrary controls, the
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USSR

Dutch government cannot censor any of the organization's programming,
whose content is determined solely by the qualified organization.

The system is financed both by advertising and receiver license fees.
Every Dutch citizen who owns a radio or television must pay an annual
fee. Appropriate joint programming is permitted and even encouraged
between different organizations. The Netherlands Broadcasting Foun-
dation (NOS) coordinates the activities of the approximately 30 qualified
organizations.

Soviet broadcasting is controlled by the state under the Union Republic
State Committee of the USSR Council of Ministers. Income is derived
from the state budget and from the sale of programs, announcements,
and public concerts. Approximately 60 million television sets are in use
or about 98 for every 100 families. The Molina satellites help relay
programming to the Pacific coast and Central Asia. Central operations
are housed in the Moscow TV Center Tower Building, which is higher
than the Empire State Building and has full production facilities for
everything from small studio to large auditorium productions (Figure

Figure 10-6 U.S.S.R. Broadcasting complexes. (Courtesy Radio Moscow)
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10-6). Color television is seen in many Russian areas using the Soviet-
French SECAM system.

The government operates four television networks. Channel I is a
network serving all of the Soviet Union. Moscow and its immediate
surrounding area are served by Channel I1. Channel I11 is an educational
channel, and Channel IV carries drama, music, film and literary pro-
grams. Typical programs seen on Soviet television are “Time,” a half-
hour news programn; “The 13 Chairs Tavern,” a musical satire; and
“Come on Boys,” an audience participation show for boxers, wrestlers,
weightlifters, and motorcycle racers. Broadcasts are in the 66 different
languages of the various Soviet nationalities.

Russian radio broadcasts are heard in 60 different languages and are
received by approximately 65 million radio sets. The Home Service of
Radio Moscow has four networks. Channel I, like its television counter-
part, is heard throughout the country and includes news, commentary,
drama, music, and children’s programming. News and music are heard
on Channel II, with news every half hour. Literary programs and drama
are presented on Channel III, and Channel IV concentrates on FM
musical broadcasting. FM stereo currently can be heard in 26 major
Soviet cities. The USSR also has cable radio. In U.S. dollars, the cost for
cable is about 61¢ per month. Cable radio, with three different channels,
reaches about 400 Soviet communities.

The USSR'’s external and overseas service is the responsibility of Radio
Moscow. Broadcasting in 64 languages, Radio Moscow programs are
mostly on life in the USSR, the Soviet view of international issues, and
Russian drama and entertainment. Programs are distributed free of
charge to stations in other parts of the world. Weekly programs include
“Soviet Press Review,” an editorial and cominentary program, and “Mos-
cow Meridian,” a short commentary. Other biweekly and monthly pro-
grams are available on such topics as politics, science, and art.

The Radio and Television Committee also cooperates with other
countries wishing to produce programs about Soviet life. One example is
“Pravda,” a documentary produced by Finnish broadcasters showing the
inside workings of the Soviet Union and Pravda, a newspaper with one
of the world’s largest circulations.

Despite its desire to broaden its influence through these broadcasts,
the USSR finds television a difficult vehicle through which to spread
propaganda. Interestingly, the popularity can do the same to a Soviet
propaganda broadcast that poor ratings can do to American television. A
dull show is simply not watched, neither in America nor in the Soviet
Union. Since there is more than one channel to choose from, a Soviet
audience will more than likely choose sports or entertainment over
political broadcasts. In fact, if given the choice of watching political
broadcasts or not watching, many times they will choose not to watch.®



Australia

Both a private-commercial and a government-sponsored system of broad-
casting operate side by side in Australia.

Radio Services

The system, from radio’s perspective, is a competitive battle for audience
listenership. The Australian Broadcasting Commission operates the gov-
ernment radio system, called the National System. Responsible to Parlia-
ment, the A. B. C. controls fifty transmitters scattered throughout the
continent and is programmed by two major networks. License fees help
finance the government system with one network servicing local and
regional areas and the other crossing state boundaries as a country-wide
system. Gover nment subsidies supplement the license fees. Programming
has emphasized cultural entertainment and classical music presentations.
Specially held concerts by world-recognized musicians have been a
popular broadcast feature on A.B.C. stations. Since the concerts are often
held in large Australian cities, an admission charge helps defray the cost
of the concerts.

There is also a comprehensive commercial broadcasting system with
more limited service areas but with the ability to sell advertising, which
also covers the Commonwealth. Commercial stations, partly because they
must depend on local advertisers, orient their programming to their own
locales. As in the United States, commercial stations compete directly
with each other as well as with the government stations. A voluntary
code of ethics helps control the content of Australian broadcasting and
acts as a buffer to increased government control, similar to the NAB
Code in the United States. Australia also has public stations, similar to
those in the United States, which are supported by subscription, univers-
ities, and organizations.

Radio Australia

Overseas broadcasting is the responsibility of Radio Australia. With 24-
hour service concentrating on news and information interspersed with
some music and entertainment programs, Radio Australia broadcasts in
eight languages and some dialects. Current language breakdowns include
approximately 54 percent English, 17 percent Indonesian, 7 percent
Chinese, 7 percent French, 4 percent Vietnamese, 4 percent Japanese, 2
percent Thai, and 6 percent simple English and Neo-Melanesian.” The
fate of Chinese refugees has been an important part of its Chinese
broadcasts. Reports to relatives, messages from students studying in
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Australia, and songs and interviews with children of Chinese refugees
are typical broadcast fare.

Television

As with radio, there are two systems of television in Australia: the
government-supported system and the private-commercial system. More
than 50 government stations are in operation compared to just under 50
commercial stations. Government stations come under the A.B.C’s juris-
diction, and commercial stations are part of the Federation of Commercial
Television Stations (FACTS). Drama, public interest programs, and sports
make up the majority of government television programs. About 60
percent of the government programs are produced by the A.B.C., 12
percent by the BBC, 7 percent by other United Kingdom and Common-
wealth countries, and 21 percent by the United States and other overseas
countries. The most popular programs on commercial television include
“Number 96,” an adult serial drama; news and weather; drama; “Disney-
land”’; and “Matock Police,” a police drama series.

With so much attention focused on Japanese imports of television sets
and related electronic gear, we tend to think of broadcasting in Japan in
such terms as SONY and Panasonic. However, beyond the manufacturers
is a broadcasting system geared to new technology.

The Wired City: Optical Visual Information System

Japan has been one of the world leaders in making practical application
of fiber optics. Indicative of this is the experimental prototype system for
Higashi Ikoma New Town, selected for its location and population base.
The system contains a central computer terminal with fiber optics
transmission lines permitting not only television signals, but also computer
processing and all of its related services to be available on a residential
basis. Although experimental uses will vary, the system will enable
shopping, banking, and other purchasing decisions to be made from the
living room. Television program guides, newspaper delivery, and still-
picture transmission are just a few of the many uses.

This experimental fiber optics system has nine components:® (1) a
computer which will automatically select programs and other services in
response to home terminal commands; (2) a subcenter system which supplies
the programs and information to the home terminals; (3) a TV request
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system which provides motion pictures to home screens through video-
cassette tape recorders; (4) a still-picture system for such activities as
shopping and news; (5) a studio system permitting full-scale production at
the center; (6) a retransmission system for standard cable television trans-
mission; (7) a mobile center for live coverage outside the studio; (8) an
optical transmission and reception system which converts electrical signals to
light signals compatible with fiber optics transmission; and (9) home
terminals which permit viewers to control the system. The home terminal
system also includes a camera and microphone for two-way audio and
visual communication (Figure 10-7).

Using fiber optics, the amount of information that the system can
carry becomes almost infinite. For the Japanese, they view such a system
as increasing, not decreasing, personal communication between individ-
uals that high technology often discourages.

Nippon H6s6 Kydkai (NHK)

Correspondent, critic, and network executive Sander Vanocur has called
Japan’s governmental television service, NHK, the best he has ever seen
and ranks it above the BBC. To many Japanese, NHK means television.
Financed by license fees, the system provides a blend of information and
both Japanese and western cultural programming (Figure 10-8). Oper-

Figure 10-7 Prototype of the Japanese cable system
employing two-way audio as well as video communication.




Figure 10-8 A scene from the NHK program ‘“‘Kashin’
(God of Flower), a serial drama airing on Sunday evening.
(NHK)

ating two channels, one for education and the other for information and
entertainment, NHK television reaches every corner of the country. It
also operates three radio networks (Figure 10-9).

Along with the domestic service, NHK’s Radio Japan broadcasts
worldwide in 21 different languages. The Regional Service of NHK is
designed for specific areas, and the General Service airs worldwide.
NHK’s posture in domestic and international broadcasting is best de-
scribed in the 1950 Broadcast Law:

(1) To broadcast well-balanced, high-quality programs in the fields of news
reporting, education, culture, and entertainment in order to meet the various needs
of the people;

(2) To undertake construction of broadcasting stations even in remote mountainous
areas and isolated islands to bring broadcasting to every corner of the country;

(3) To conduct research and investigation necessary for the progress and devel-
opment of broadcasting, and to make public the results thereof;

(4) To foster correct understanding of Japan by introducing this country’'s culture,
industries, and other aspects through the overseas broadcasting service; also, to
provide international cooperation, such as program exchange and technical aid,
for overseas broadcasting organizations.
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Figure 10-9 Transmission control room at the NHK
Broadcasting Center. (NHK)

Commercial Service

With the end of World War II, the democratization of Japan, and the
introduction of television technology, the important 1950 Broadcast Law
recognized private commercial broadcasting as a competitor of NHK.
Together, NHK and commercial companies operate over 6,000 radio
and television stations covering even Japan's mountainous terrain. The
public has a wide choice of programming. Tokyo, for example, has the
two television services of NHK, five commerdial television stations, four
commercial radio stations, and three NHK radio networks.? There are
approximately 50 commercial companies in radio and 85 in television
programming. With Japan's interest in high technology and a well
supported government broadcasting system competing with a commercial
system, the future for broadcasting in this nation is particularly bright.

The wide ranges of technology, the varied cultures, the great expanse of
land, and the political and economic issues of the time all blend together
to make Africa a fascinating place from which to view international
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broadcasting. Within the continent, we can both find the most modern
facilities in the world and the first introduction of a primitive tribe to the
“voice in the box.”

Ghana

Called the Gold Coast when broadcasting was first introduced, Ghana's
association with radio goes back to 1935.!° Introduced to the country by
Governor Sir Arnold Hudson, radio at that time had only about 1,000
listeners. Station ZOY began in a bungalow as a “wired-relay station” and
then, bolstered by government funds, moved into Broadcasting House
in Accra in 1939. Eight technician-announcers manned the station in pre-
World War II days, then it increased its staff and expanded its facilities
to other regions before the war actually started. ZOY served as a news
and information source during the war, and signals were retransmitted
via sixteen relay stations. In 1952, a government-appointed commission
of broadcasters and academicians reviewed broadcasting and upon the
commission’s recommendations, the Gold Coast Broadcasting System was
formed in 1954. When independence was gained three years later, the
name was changed to the Ghana Broadcasting Corporation (GBC).

Today, the GBC operates two services, National and External. Two
networks operate out of the National Service, GBC-1 and GBC-2. The
External Service is described by the GBC as “a true voice of Africa
helping us forward in the fight for emancipation, helping us struggle for
total emancipation and political Union of African States, a voice raised
forever in the cause of peace and understanding between men and
between nations of the world.”"

Television in Ghana dates back to 1959 when a Ghana-Canada Tech-
nical Assistance Program promoted the installation of facilities of the
Accra Broadcasting House. Service began in 1965, mainly to provide
Ghana with an understanding of domestic and world affairs. Drama
presentations have been especially popular with illiterate segments of the
population. Overall, the viewing audience is estimated at 660,000 out of
a population of approximately 8.5 million.

Ghana participates in a broadcasting exchange program with other
African states. Its broadcasting systems are financed by government
subsidies, advertising, and subscriptions to the broadcast relay service,
which extends the availability of radio and television to outlying areas.

Rhodesia

The exact structure and organization of Rhodesian broadcasting is
somewhat uncertain, depending on the changes that may occur with
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black majority rule. But through 1978, broadcasting remained under
control of the Rhodesian Broadcasting Corporation.'? Three Post Office
Department engineers began public broadcasting back in 1941 with a
converted transmitter originally used for aircraft guidance. For years, the
Federal Broadcasting Corporation (FBC) in Rhodesia operated radio
broadcasting. Television, meanwhile, was produced by RT.V. L., a
production company affiliated with the FBC, in much the same way
production companies produce the programs under the jurisdiction of
the Independent Broadcasting Authority in the United Kingdom. RT.V.
Ltd. was owned by a consortium, including the local newspaper which
owned 51 percent of the stock. The remaining 49 percent was held by
the FBC which had the authority to prohibit any change in stock
ownership. After the country became independent in 1964, the Rhode-
sian government changed this shareholding arrangement. The Rhode-
sian Broadcasting Corporation now owns 51 percent of the stock with
the remaining 49 percent owned by the public and listed on the stock
exchange.

In 1976, the television services were changed from their status as
production companies to an actual part of the RBC. Under this system,
about 20 to 30 percent of RBC’s programming is locally produced with
the remainder being imported from such sources in the United States.

Rhodesian independence has been a time of tension and strife for not
only the country but for broadcasting as well. Previously contributing
news and entertainment programming to the FBC, the BCC has cut all
ties with the RBC. The loss was a severe blow, and the new RBC had to
scramble to plug the holes left by the vacant programs. The transition
was roughest for the African Service broadcasting to Black Rhodesia.
Loyalists threatened the studies and harassed the personnel. Special
escape routes even were devised to transport the staff in and out of the
broadcasting buildings without incident.

Today, the African Service continues to exist and is responsible for
educating and maintaining the culture of Rhodesia’s African tradition.
Although modernization of the entertainment programming is evident,
the sounds of a tribal drummer and tales of cultural heritage are still a
part of African Service radio programming.

Republic of South Africa

Among those countries involved in international broadcasting, the Re-
public of South Africa contains a fully developed broadcasting system.
Controlled by the South African Broadcasting Corporation (SABC), the
country currently has both radio and color television services which are
programmed in two languages for the white population and in seven
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African languages for the Bantu peoples. The South African Railways
launched the very first broadcast transmissions in July 1924, signaling
the beginning of three separate broadcasting services. Three years later
in 1927, the three services were consolidated into the African Broadcast-
ing Company (ABC).

Financial problems continued to beset the consolidated service, and
the ABC limped along until 1936 when legislation responding to a study
group’s recommendations formed the SABC. There was equal parity in
the control of the SABC until World War 11 when the English-speaking,
British descendants and the Afrikaans-speaking Dutch descendants, once
known as the Boers, split along political and philosophical lines. The
Afrikaners had been a rural minority with very little representation in
early broadcasting, save for an-hour-per-week service from the heavily
British ABC. Resentment continued until the legislation creating the
SABC called for an equal number of programs in both English and
Afrikaans. However, equal numbers did not always mean equal political
content, and the Afrikaners began to complain about the political bias of
programs, about being forced to report statements of the ruling English,
and about the required loyality oath to the SABC.

World War II brought two important changes. First, it sent abroad
many of the English-speaking staff of the SABC volunteering to fight for
the Allied cause, leaving behind a majority of Afrikaners. Second, the
Afrikaner Nationalist party won the 1948 elections and was in a position
to regain a strong voice in the affairs of the SABC. Today, the black-
white struggle is publicized more from the white standpoint and is
influenced heavily by the political philosophy of those earlier struggles
between the English and Afrikaners.

The SABC retains control of South Africa’s broadcasting, although
private radio has represented both white factions. With headquarters in
new broadcasting facilities in Johannesburg, SABC has one of the most
lavish broadcasting complexes in the world (Figure 10-10). A huge office
complex and production facilities overlook a giant broadcasting tower
nearby, which houses the antennas of the SABC services. Radio is heard
throughout the country by the English service, the Afrikaans service,
regional commercial services, Radio Bantu, and the Voice of South Africa
which is beamed to 23 different areas of the world.

Because of the mountainous terrain and sparse population, television
arrived late in South Africa. Approved by the government in 1971, a
one-channel service devoting equal time to broadcasting in both English
and Afrikaans, began in 1976. Four mobile units in Cape Town, Durban,
and two in Johannesburg provide supplementary programs. Television
service to the Bantu people is already planned and expected to be
operational in a couple of years.



Figure 10-10 Headquarters of the South African Broad-
casting Corporation. The tall building is the administra-
tion building and the tower in the background houses
the transmitter facilities.

educational broadcasting in developing nations

Many developing nations are reassessing the importance of education to
their systematic growth. To understand a common language, participate
in political processes, and provide local government leadership all require
a literate populace. For most countries, however, this renewed emphasis
on education has been a painful and deliberate process. Many nations
lack the funds to train a national teacher corps. Others find it difficult to
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find qualified personnel who will both be sensitive to cultural heritage
and acceptable to local communities. As a result, these nations have
turned to the media for help, often using foreign-aid dollars to defray
the cost.

To understand how broadcasting has helped the educational growth
of these developing nations, we first shall examine radio. Emile G.
McAnany has categorized radio's role into five strategies of use.'

Five Strategies for Using Radio

McAnany's first strategy is open broadcasting: the unorganized audience.
This category describes the broadcasts to the general population. For
example, natives in African Zaire hear the voice of “Dr. Massikita™
bringing them information on feeding newborn children or on nutrition.
Other African countries have instituted similar health and agricultural
programs which are usually repeated in different languages. Latin
American programming strategies also follow this broadcasting pattern.

A second strategy is that of instructional radio: the organized learning
group. Here radio is used as a substitute teacher. Australian children
often receive these broadcast lessons in remote rural settings, far from a
traditional classroom. In Tanzania, instructional radio teaches basic skills
by correspondence. Around the globe in Thailand, radio beams music,
social studies, and English courses to the populace. In Sudan, instructional
radio teaches Arabic, tribal history, and etiquette.

A third strategy is radio rural-forums: the decision group. These
programs offer information on rural news, answers to listeners’ questions,
or a discussion or lecture topic. Many listeners get together in groups,
listen to the broadcasts, then a discussion leader guides them through a
dialogue on the subject. Countries using this approach, among others,
are Ghana and India. McAnany illustrates this strategy using Benin, a
small country in western Africa. There, ten to thirty villagers gather to
listen and discuss the programs, which are broadcast in ten native
languages at different times during the week. A group discussion leader
called an animateur is chosen from the village to lead the dialogue. This
person then sends a monthly report back to the production center, which
may be used as feedback in producing future programs. A second person
called an encadreur serves as a technical resource person for the village.
The encadreur provides guidance for any projects which result from the
discussions.

Another strategy is radio schools: the nonformal learning group. This
audience is mostly illiterate, rural adults, so the programming is basic
training in reading, writing and “some figuring.” Nations often use
multimedia approaches in this strategy combining radio, newspapers,
film strips, booklets, and charts.

McAnany’s fifth strategy is radio animation: the participating group.
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Although at first participation may seem like rural forums or radio
schools, it is not. Radio’s chief contribution here is to define and identify
community problems rather than to provide solutions. Discussion leaders
then promote dialogue among community members to solve these local
problems.

The future of educational radio in developing nations is brighter than
that of educational television. A television receiver in some ways can be
more intrusive than a radio receiver, especially in areas unaccustomed to
new technology. Moreover, many mountainous areas can not receive
television signals, and radio is the only alternative. Radio also lets local
discussion leaders maintain their identity, unchallenged by a visual
commentator.

Applications of ITV

Television also is influencing major educational reforms. Wilbur
Schramm has documented one example in the small, Latin American
country of El Salvador.!® I'TV was introduced into El Salvador on a pilot
basis in 1967.

The government selected work in the seventh, eighth, and ninth
grades as the major test curricula. El Salvador’s schools at that time were
faced with a serious attrition rate and inadequately trained secondary
school teachers. Schramm’s report noted that although scheduling prob-
lems and a teachers’ strike did cause some difficulties, the ITV pilot
program did show positive results. He also observed “tentative evidence”
that classes using [TV contributed to greater equalization of learning
gains.'® At the same time, however, Schramm noted that ITV was but
one portion of the educational reform in El Salvador, although it was the
most publicized. Other reforms were extensive teacher training and
curriculum revision.

El Salvador's students seemed to like television in the classrooms as
did teachers and parents.'” Teachers did, however, recognize the medi-
um’s limitations, such as the inability of students to “ask” television
questions. In fact, after the first year of the evaluation program, the
initially positive reaction to ITV diminished. Schramm’s report contrib-
uted this waning popularity partially to a “spillover effect” of general
dissatisfaction resulting from the teachers’ strike. Parents were receptive
to ITV especially after having it explained to them. Although less
expensive than placing teachers in the classroom, the future of I'TV in El
Salvador will be linked to its cost-effectiveness. Can I'TV replace teachers
in some areas? If it can, will the educational results harm or help the
students? The answers are crucial both to El Salvador and to ITV.

Another example of educational broadcasting at work in educational
reform is in American Samoa. Here, the government introduced televi-
sion into the classroom in 1964 as a way of rapidly trying to upgrade the
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educational system and teach English to elementary school students.
Samoa’s governor, H. Rex Lee, even proposed a television network to
teach some basic material in elementary classes.” As in El Salvador, ITV
programs are used as a supplement to teachers, not as replacements.
The format of each lesson has four phases: preparation, television lesson,
follow-up and feedback.'"” The advantages of the format are uniform
content and, through the lesson plan, as much control as possible over
the discussions that precede and follow the broadcast.

Despite the widespread use of ETV and strict controls over the use of
the programs, English proficiency in Samoa is still not up to U.S.
mainland levels. One analysis blames it on the lack of sensitivity to the
local culture.? Although English is important, Samoan culture, the
analysis states, is more important. A group from the United Nations
Educational, Scientific, and Cultural Organization (UNESCO) commen-
ted that in one of the broadcasts “the stateside teacher used a Samoan
adult as a prop, asking him to touch his nose, go to the door, and so on.
All of the talking was done by the stateside teacher. This may have
implied an ethnic superior-subordinate relationship.”?' Efforts are still
made to bridge the cultural gap. Stories are written in English using
native names for the characters, and mathematical concepts are taught
using such objects as shells, stones, and leaves.

ETV in Samoa, although widely used, illustrates the problems of
intercultural communication which can develop whenever new technol-
ogy and “foreign” teachers, even used only as advisors, are sent to help
a developing nation improve its educational processes. A country’s
internal characteristics, such as those of Malaysia where two different
native languages are spoken, can also create problems.?

As in El Salvador and Samoa, Malaysia uses television as a supplement
to classroom instruction. Again, acceptance of it was slow. The country’s
British instructional system emphasizes rote learning and examinations;
the people felt more comfortable with lecture recitation than with
television. But these problems are slowly being resolved by training local
educational leaders who, in turn, are introducing television to others. In
1973, UNESCO sponsored a crash program to train nine school officials
to conduct workshops for 5,000 primary school teachers. This was
supplemented by a computer-assisted evaluation system which analyzed
the effects of teacher feedback on the new programming.

The future of educational broadcasting in developing nations will
depend on how successfully cultural barriers are bridged and how well
instructional broadcasting can represent and blend into local culture.

Although our world tour has stopped at only a limited number of
countries, we have been able to sample some of the different broadcasting
systems and the many issues common to other parts of the world. New
technology will undoubtedly bring us all closer together, and it remains
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to be seen how much influence different countries will have on each
other’s communication systems. Even though countries are interested in
adopting the technology of different parts of the world, each wants to
retain its own system of broadcast control and cultural integrity of
programming.

summary

In our tour of world broadcasting systems, we stopped first in Canada
where broadcasting is controlled by the CRTC, with jurisdiction over
both public and private broadcasting. The Mexican government is active
in broadcasting in that country where it owns and operates its own
stations and requires other stations to provide certain amounts of pro-
gram time for government use. In the United Kingdom, there are two
systems of broadcasting: the BBC and the IBA. A series of advisory
committees also influences the British system of broadcasting.

On the European continent, the Scandanavian countries have some-
what similar broadcasting systems. Broadcasting in France is controlled
by a quasi-government organization. West Germany has radio, television,
and a highly developed cable system. Many West German programs are
also popular in East Germany where broadcasting is controlled by the
government. Switzerland, while providing domestic radio and television,
also provides short-wave broadcasts popular in many parts of the world
because of Switzerland’s neutral political stands. In the Netherlands, any
organization which can show support of a large following of people
within the country can obtain air time. Soviet broadcasting is a govern-
ment-controlled system which distributes programs free of charge to
many other parts of the world.

In Australia, much as in Britain, both government and private broad-
casting stations compete for the broadcast audience. In Japan, NHK is
looked upon as one of the world’s most highly regarded broadcasting
systems. We also examined broadcasting in Ghana, Rhodesia and the
Republic of South Africa. Broadcasting has found especially valuable
applications in developing nations to continuing education as well as to
direct in-school learning.
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FOCUS Atter completing this chapter we should be able to

Explain the provisions of the Wireless Ship Act of 1910.
Explain the provisions of the Radio Act of 1912
Discuss the National Radio Conferences.

Trace the collapse of the 1912 legislation.

Explain the provisions of the Radio Act of 1927,

Describe what led to the passage of the Communications Act of
1934,
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By the second decade of the twentieth century, the British Marconi
Company had a well developed, worldwide corporate empire. Ships were
comfortable with wireless and had demonstrated its effectiveness in
numerous cruises. Experimental radio stations were popping up every-
where, and ham radio operators were toying with a hobby which would
soon become a major social influence. As we learned in chapter 3, in the
1920s some of the historical giants of broadcasting took to the air—WHA
at the University of Wisconsin, KDKA in Pittsburgh, WBZ in Springfield/
Boston, Chicago’s WGN, and WW] in Detroit. The public was being
entertained with Big-Ten football, live orchestras, election night fervor,
and presidential speeches. They also were being harassed by higher
powered stations, jumbled interference, and rampant competition. There
simply was not enough room on the electromagnetic spectrum for
everyone to jump on without someone being pushed off.

The government first became concerned about radio’s impact when
Marconi started prohibiting ships and shore stations from communicating
with each other unless they were equipped with Marconi equipment. The
idea may seem incredible by today’s standards, but Marconi managed to
get away with this for some time. Germany was especially affected by
Marconi’s antics since it housed the competing Slaby-Arco system. The
Germans finally took the initiative and called a conference in Berlin in
1903, at which a protocol agreement was reached on international
cooperation in wireless communication. Three years later, Berlin hosted
the first International Radiotelegraph Convention, from which an agree-
ment was signed by twenty-seven nations. In the United States, the stage
was now set for domestic legislation which would embody the spirit of
the Berlin agreement and foster safety and cooperation among American
shipping interests. It is this 1910 legislation that we'll study as part of the
development of government involvement in broadcasting.

the Wireless Ship Act of 1910

In 1910 there were few visions of commercial broadcasting stations as we
know them today. Transatlantic experiments were less than a decade old,
and Congress was thinking only now about safety applications of the new
medium, especially to ships at sea. Some ships, although by no means all,
had installed wireless apparatus (Figure 11-1). It was in this atmosphere
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Figure 11-1 Early wireless found immediate application
in ship-to-shore communication. Typical of the elaborate
Marconi-equipped facilities was this wireless room
aboard the Lusitania. (The Marconi Company Limited,
Marconi House, Chelmsford, Essex)

that the Wireless-Ship-Actof 1910-was passed.! Containing only four
parag'raphs it set the stage for maritime communication. Among other
provisions, the act mmi&u;ﬂngauemip’cﬁﬁngﬂﬂw&pmﬁe

not tobeequmpcd-wmrrammmmnmmnnﬂ/l'ﬁe equipment had to be
in good working order and under_the direetioni of a skilled operator.

The range of the radio had to be at least 100 miles, day or night.
Exempted from the provisions were steamers traveling between ports less

than 200 miles apart.
Thw‘m e vessel” should see that

every infraction of the law and cited iTrtlTE'd'rsmtt court with jurisdiction

over the port where the ship arrived or departed. Enforcement of the
law was spelled out: “That the Secretary of Commerce and Labor shall
make such regulations as may be necessary to secure the proper execution
of this Act by collectors of customs and other officers of government.”
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the Radio Act of 1912

By 1912, wireless had achieved international recognition and cooperation.
Yet the United States had been lax in these agreements, partially because
wireless was not under total government control as it was in some other
countries. That all changed on an April night in 1912 when an iceberg
took the American ship Titanic to the bottom of the North Atlantic. The
following days and months were filled with news of the sinking and the
role of wireless in the event. Reports centered on everything from the
way in which wireless shipboard operators might have prevented the
sinking to the brilliant performance of the medium in relaying news of
survivors. Ironically, four months before the tragedy, the provisions of
the 1906 Berlin treaty had been taken out of congressional mothballs for
discussion in Senate committees. Those discussions, hastened by the
sinking of the Titanic, led to the August passage of the Radio Act of
1912,

Thwmhmmm& 10 legislation.
It defirred authorit ~tederaland state governments and estab-
lished call l@%emm The law read: “ . . . but nothing
in this Act shall be construed to apply to the transmission and exchange
of radiograms or signals between points situated in the same State. . .."”
Along with providing clauses for revocauon of llcenses and for
violators, it a i , stating the
license of the station would “state the wave r_the wave lengths
autharized for use-by-the-stationforthe-prevention of interference and
the hours forwhich-thestationis-ticensed to work. . ..” In addition to
these specified wave lengths, stations could still use “other sending wave
lengths.” Licenses were to be granted by the Secretary of Commerce
“upon application thereof.” The president of the United States was given
the power to control stations during wartime with compensation to the
station’s owners. The 1912 act also establlshed the famous SOS distress
signal al DUARE - achea maxrmum of interference “and
adiad : ired to reach at least 100 miles. For
the first+ e a r munication as, “any system of
electrical communication by telegraphy or telephony without the aid of
any wire connecting the points from and at which the radiograms, signals,
or other communications are sent or received.” Other provisions of the
act covered secrecy-of-messages restrictions to protect government sta-
tions’ signals, rules for ship-to-shore communication, and a ban on
stations refusing to receive messages from those not equipped with
apparatus manufactured by a certain company.?

Despite its particular reaction to the sinking of the Titanic, the 1912
act was a valiant effort to control wireless communication. But few
legislators could have foreseen the huge popularity of wireless, and even
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if they could have, legislative processes could not have begun to keep up
with the new technology. It was not long before the regulatory framework
began to crumble.

The National Radio Conferences: The 1912 Law in Trouble

By the mid-teens, both the United States and radio were in World War
I. For the U.S. Navy, it meant hurriedly constructed wireless towers on
board warships (Figure 11-2). Having taken over the country’s radio
stations, the government stopped all radio development except for
wartime service. But when the war ended it was like uncapping a bottle.
All the pent-up enthusiasm was released, and new experimenters eagerly
flocked to their equipment. Although the Radio Act of 1912 had survived
the World War, it was headed for rough sailing in a radio industry
exploding with popularity and technology. By the 1920s, the chaos had
mushroomed out of proportion. In 1922 alone, receiving-set sales had
climbed 1,200 percent. The airwaves were flooded with everything from
marine-military operations to thousands of amateur radio experimenters.
Added to this was the advent of commercial radio and its powerful
stations booming onto the air.

Figure 11-2 Ships using early
wireless equipment had large
masts constructed to support
antenna wires. (Department of
the Navy and Sea Power)
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On February 27, 1922, groups of government officials, amateur radio
operators, and commercial radio representatives met for the First Na-
tional Radio Conference in Washington, D.C.® The conference was
addressed by representatives of all opposing factions. Amateur radio
operators were afraid their privileges were going to be curtailed under
the influence of such large commercial firms as General Electric and
Westinghouse. The large commercial firms were afraid their privileges
were going to be relegated to the military. After the rhetoric subsided,
the conference split into three committees: amateur, technical, and
legislative. Since interference was still the biggest problem, it was not
surprising that the technical committee’s recommendations received the
most attention. Based on that report, legislation was introduced in
Congress in 1923 but never emerged from a Senate committee.

The second conference began on March 20, 1923. This one reaf firmed
the problems of interference and recommended discretion in frequency
allocations. Taking into account the commercial interests of the new
medium, the conference suggested that allowing more stations on the air
would only aggravate an already shaky financial condition. By today’s
standards of competition among almost 8,000 stations, the proposal
seems inappropriate. Realizing that different geographical areas had
different problems, the second conference suggested splitting up the
country into zones, with each tackling its own problems locally. As he had
after the first conference, Congressman Wallace White of Maine intro-
duced legislation which again did not budge from the congressional
committee.

The deafening interference continued straight into the convening of
the Third National Radio Conference on October 6, 1924. Two major
developments captured the attention of these delegates. Network broad-
casting had become a reality. AT&T’s wire system and Westinghouse’s
short-wave system were proving interstation connection was not only
possible but also might be successful. Almost simultaneously, David
Sarnoff announced RCA was going to experiment with the concept of
super-powersmﬁoas-cnssc:ossmgﬂe country. It is little wonder that the
third conference recommended resolutions opposing monopoly and even
encouraged government intervention. Nevertheless, the conference sup-
ported the development of network broadcasting but, although agreeing
to let the super-power experiments proceed, warned that they “should
only be permitted under strict government scrutiny.” On the request of
Secretary of Commerce Herbert Hoover (Figure 11-3), Congressman
White refrained from introducing legislation. A third defeat would have
been bad politically, and the decision was made to wait until still another
conference was called.

Convening on November 11, 1925, the Fourth National Radio Con-
ference ended with proposals which later became the foundation of the



Figure 11-3 Herbert Hoover appearing in a 1927 exper-
imental television demonstration. (AT & T Co.)

Radio Act of 1927. This conference suggested a system of station
classifications and admonished Congress to pass some workable broad-
casting legislation. The delegates recommended preventing monopoly,
installing five-year terms for licenses, requiring stations to operate in the
public interest, providing for licenses to be revoked, and giving the
secretary of commerce the power to enforce regulations. They also
wanted to guard against government censorship of programming, pro-
vide for due process of law, give the president control of stations in
wartime, and suggest that broadcasting not be considered a public utility.
But the good intentions were too late.

Judicial Setbacks for the Radio Act of 1912

Despite the radio conferences’ valiant efforts to make it workable, two
law suits and an opinion from the United States Attorney General made
it clear that the 1912 law was in serious trouble. Highlighting the problem
in 1923 was Hoover v. Intercity Radio Co., Inc. Intercity had been engaged
in telegraph communication between New York and other points under
a license issued by the secretary of commerce and labor. Upon expiration,
Intercity applied for and was denied a renewal because there was not
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space available on the spectrum for a frequency assignment that would
not interfere with government and private stations.

The issue went to court, and the judges ruled that the secretary had
overstepped his bounds in refusing to renew Intercity’s license. Cited as
Jjustification was a statement made by the chairman of the committee on
commerce when the bill was passed, that: “it is compulsory with the
Secretary of Commerce and Labor that upon application, these licenses
shall be issued.” The interpretation meant that the secretary of commerce
and labor, although having the power to place restrictions on licenses
and to prevent interference, could not refuse to issue a license as a means
of reducing that interference. The court stated: “In the present case, the
duty of naming a wavelength is mandatory upon the Secretary. The only
discretionary act is in selecting a wavelength within the limitations
prescribed in the statute, which, in his judgment, will result in the least
possible interference.” The court went on to define the relationship
between the restrictions and license, stating: “The issuing of a license is
not dependent upon the fixing of a wavelength. It is a restriction entering
into the license. The wavelength named by the Secretary merely measures
the extent of the privilege granted to the licensee.”®

For the secretary of commerce and labor, the ruling was extremely
frustrating. Broadcasting had progressed beyond the experimental and
military stages. The secretary was faced with regulating a limited resource,
and the court was telling him that he had to give some to everyone who
wanted it. The act had given the secretary broad responsibilities, but the
provisions of the act did not give him the power to implement them.

This was only the first of the secretary’s setbacks. Three years later
came the case of the United States v. Zenith Radio Corporation et al. Zenith
had received a license authorizing it to operate on a “wavelength of 332.4
meters on Thursday night from 10 to 12 p.M. when the use of this period
is not desired by the General Electric Company’s Denver station.” Zenith
clashed with the secretary when it operated at other times and on
another, unauthorized frequency. Yet the court ruled in favor of Zenith.
The legal catch was a section of the 1912 law reading: “In addition to the
normal sending wavelength, all stations may use other sending wave-
lengths. . . ."®

The crowning blow came when Acting Secretary of Commerce Stephen
Davis (Figure 11-4) answered a request from the Chicago Federation of
Labor.” Although the federation had planned to apply for a license, the
application did not even reach Washington before Davis wrote the
federation telling them that all the wavelengths were in use, and if the
federation constructed a station, there would be no license forthcoming.
Davis put the blame on the Fourth National Radio Conference on which
it did not belong since the conference did not have the power to dictate



Figure 11-4 Stephen Davis.
(AT & T Co.)

policy. Some politicians began to be concerned, and as the situation grew
worse and the stations continued to interfere with each other, the office
of the secretary of commerce sought an opinion from the attorney
general.

In a letter dated June 4, 1926, the secretary asked the attorney general
for a definition of power. The questions in the letter, as interpreted by
the attorney general, were:

1.

2.
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Does the 1912 Act require broadcasting stations to obtain licenses, and is the
operation of such a station without a license an offense under that Act?

Has the Secretary of Commerce authority under the 1912 Act to assign wave-
lengths and times of operation and limit the power of stations?

Has a station, whose license stipulates a wavelength for its use, the right to
use any other wavelength, and if it does operate on a different wavelength,is
it in violation of the law and does it become subject to the penalties of the
Act?

If a station, whose license stipulates a period during which only the station
may operate and limits its power, transmits at different times, or with excessive
power, is it in violation of the Act and does it become subject to the penaities
of the Act?

Has the Secretary of Commerce power to fix the duration of the licenses which
he issues or should they be indeterminate, continuing in effect until revoked
or until Congress otherwise provides?®
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The attorney general’s answers made it clear that the problems were
going to get worse, not better. The answer to the first question was
affirmative. The act definitely provided for stations to be licensed, and
stations operating without a license were clearly in violation. To the
second question, the attorney general replied that the secretary had the
right to assign a wavelength to each station under one provision of the
act, but for the most part, the stations could use whatever other frequency
they so desired, whenever they wanted. With the exception of two minor
provisions, the attorney general also stated that the secretary had no
power to designate hours of operation. Also lost was the contention over
limiting power. The act stated that stations should use “the minimum
amount of energy necessary to carry out any communication desired.”
The attorney general said: “It does not appear that the Secretary is given
power to determine in advance what this minimum amount shall be for
every case; and I therefore conclude that you have no authority to insert
such a determination as a part of any license.”

The third answer was obvious. Stations could use any other wavelength
they desired. The act and the courts had confirmed that. That also
answered question four. Since the secretary could not limit power or
operating times beyond the actual license, stations were free to use other
wavelengths with different power outputs and at different times from
those stated in the license. The attorney general said in answer to the
fiftth question that he could, “find no authority in the Act for the issuance
of licenses of limited duration.”

Clearly a law which only a decade earlier had seemed firmly in control
of the new medium now was almost worthless. Four months later on
December 7, 1926, President Coolidge sent a message to Congress. He
called for legislation to remedy a chaotic situation that threatened to
destroy radio broadcasting.® The next day, he signed a joint resolution of
Congress placing a freeze on broadcasting until specific legislation could
be passed.

the Radio Act of 1927

Congress had been working on the Radio Act of 1927 before Coolidge's
message. The act passed in both houses of Congress and received the
president’s signature on February 23, 1927. The Radio Act of 1927 was
administered by the secretary of commerce and provided for the for-
mation of a Federal Radio Commission (FRC) to oversee broadcasting.
The act was intended to remain in force for only a year but was
subsequently extended until 1934. With court decisions to guide them,

Congress did an admirable job of plugging the holes left by the 1912 law.
The most-i rovisi ormation of a
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Federal-Radio_Commission, “composed-of five commissiomers appeinted
by the President, by andli_tﬁ_t_l]g_adxicga\mi consent of the Senate, and
one of whom th&Prestdentshall-designate as chairman. .. ."*° The law
specified that each commissioner must be a citizen of the United States
and would receive compensation of $10,000 for the first year of service.
The commissioner system, as well as many other provisions of the 1927
legislation, became part of the Communications Act of 1934.

Other provisions in the 1927 act divided the United States into zones
represented by individual commissioners. No more than one commis-
sioner could be appointed from any one zone. One zone covered New
England and the upper tip of the middle Atlantic states and included the
District of Columbia, Puerto Rico, and the Virgin Islands. The second
zone included the upper middle Adantic states west to Michigan and
Kentucky. The third zone covered the South and the fourth and fifth
zones, the Great Plains and the West, respectively.

The act provided for the licensing of stations, but only for a specified
time, and gave the government considerable control over the electro-
magnetic spectrum. The act also set out to define states’ rights. Keep in
mind that federal regulation over intrastate commerce, for which wireless
was used, was not popular. So it was not surprising that the Radio Act of
1927 tried to avoid direct control of intrastate communication while at
the same time retaining control of communication crossing state borders.
The act stated that the law's jurisdiction would extend “within any State
when the effects of such use extend beyond the borders of said State. . .."”
The most quoted provision came from Section 4 in its statement that
stations should operate “as public convenience, interest, or necessity
requires. . .."

Section 4 also prescribed “the nature of the service to be rendered by
each class of licensed station and each station within any class.” Control
over frequency, power, and times of operation were covered by the act,
giving the FRC power to “assign bands or frequencies or wavelengths to
the various classes of stations, and assign frequencies or wavelengths for
each individual station and determine the power which each station shall
use and the time during which it may operate.” Coverage areas for
stations were to be fixed by the FRC, and the commission was to have
power over “chain” or network broadcasting. Stations also were required
to keep operating logs.

In addition to regulating the industry, the 1927 act gave the commis-
sion quasi-judicial powers with “the authority to hold hearings, summon
witnesses, administer oaths, compel the production of books, documents,
and papers and to make such investigations as may be necessary in the
performance of its duties.” The secretary of commerce was empowered
“to prescribe the qualifications of station operators, to classify them
according to the duties to be performed, to fix the forms of such licenses,
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and to issue them to such persons as he finds qualified.” The secretary
also was empowered to issue call letters to all stations and to “publish”
the call letters. But before issuing a license, the government made certain
that the prospective licensee gave up all rights to the frequency. The
applicant had to sign “a waiver of any claim to the use of any particular
frequency or wavelength. . . .” Once granted, station licenses were limited
to three years.

To close the wavelength loophole of the 1912 legislation, the 1927 law
stated: “The station license shall not vest in the licensee any right to
operate the station nor any right in the use of the frequencies or wave-
length designated in the license beyond the term thereof nor in any other
manner than authorized therein.” The act also discouraged monopolies
and prohibited transferring licenses without the commission’s approval.
It also gave the commission power to revoke licenses for “issuing false
statements or failing to operate substantially as set forth in the license.”

Wording for the famous Section 315 of the Communications Act of
1934 came from the 1927 legislation: “If any licensee shall permit any
person who is a legally qualified candidate for any public office to use a
broadcasting station, he shall afford equal opportunities to all other such
candidates for that office. . ..” Commercial broadcasting gained instant
recognition and regulation with the requirement that paid commercials
were to be announced as paid or furnished by the sponsor.

Putting a station on the air was another important provision of the
act. As we shall see later in this chapter, this issue also arose in the
appeals process. Specifically, the act stated: “No license shall be issued
under the authority of this Act for the operation of any station, the
construction of which is begun or is continued after this Act takes effect,
unless a permit for its construction has been granted by the licensing
authority upon written application thereof.” The law acknowledged that
construction permits for stations would specify “the earliest and latest
dates between which the actual operation of such station is expected to
begin, and shall provide that said permit will be automatically forfeited
if the station is not ready for operation within the time specified. . . .”

The anticensorship provision, later to become incorporated into Sec-
tion 326 of the Communications Act of 1934, was also included. Ironically,
that provision was immediately followed with “no person within the
Jjurisdiction of the United States shall utter any obscene, indecent, or
profane language by means of radio communication.”

We can see immediately the conflicts which could develop between not
only these two provisions but also in the “convenience, interest, and
necessity” clause. It was not long before the broadcasters and the
government were indeed arguing. Yet keep in mind that the 1927 law is
the very foundation of contemporary broadcast regulation. It was simple
and straightforward, and the courts gave it strong support.
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From 1927 to 1934, the Radio Act of 1927 withstood challenges from
all sides. It achieved the ability to regulate effectively the expanding
medium of “wireless,” which now blanketed the nation with entertainment
and news programming envisioned by few of the 1910 pioneer regulators.
It is little surprise that the 1927 law was liberally quoted in the Com-
munications Act of 1934, the law governing contemporary broadcasting.
This law took broadcasting entirely out of the Department of Commerce
and gave it separate status as an independent agency of government.

passing the Communications Act of 1934

It was becoming clear that broadcasting needed a new, more comprehen-
sive regulatory agency. The FRC was still limited in its scope, having to
share responsibilities with the U.S. Department of Commerce. Although
the Commerce Department had at one time been an appropriate home,
the prevailing trend was toward the public consumption of radio, over-
shadowing its commercial uses. Although commercial stations would still
far outnumber those directing their signals to the public, guarding the
public’s convenience, interest, and necessity was no small task. After a
number of proposals to coordinate regulation had been examined,
President Franklin D. Roosevelt sent to Congress on February 26, 1934
a proposal for a separate agency known as the Federal Communications
Commission. Roosevelt's message said that the FCC should have the
authority “now lying in the Federal Radio Commission and with such
authority over communications as now lies with the Interstate Commerce
Commission—the services affected to be all of those which rely on wires,
cables, or radio as a medium of transmission.”"'

Congress responded to Roosevelt’s proposal by passing the Commu-
nications Act of 1934. With it came the Federal Communications Com-
mission, which in the next 45 years was to see its domain come to reign
over everything from citizens’ band radios to satellite communication,
from intrastate to international communication. Although it took only
five months for Roosevelt’s message to become law, the scope of the FCC
already had been hammered out in court challenges to the 1927 law. In
fact, much of the 1927 law was left intact, including the guiding phrase,
“public convenience, interest, or necessity,” which was retained as a
nebulous but very powerful componenet of the 1934 legislation.'” There
were a few minor changes in the actual wording of the law. “Wavelength”
was changed to “frequency,” and whereas the 1927 law was concerned
with “wireless communication,” the FCC was to govern both wire and
wireless.

As with most laws, the 1934 legislation has been amended many times.
Although it would take volumes to discuss the decisions and cases which
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summary

have molded today's version, part 3 of this text will examine some of the
specific provisions and amendments of the 1934 act which directly affect
current broadcasting.

Chapter 11 traces the government's role in early broadcasting. An
outgrowth of the Berlin meetings of 1903 and 1906, the Wireless Ship
Act of 1910 provided an early safeguard for ships at sea. It required
them to be equipped with radio apparatus which could communicate
with other ships and shore stations. Violations meant possible fines and
court proceedings. Two years later, the Radio Act of 1912 expanded the
1910 legislation but could not even begin to deal with radio’s exploding
growth in the 1920s. Four National Radio Conferences convened and
discussed how to bring the new medium under government control in a
way which was acceptable to the industry yet permitted the orderly use
of the spectrum. The combination of these conferences and two landmark
court cases which threatened the legality of the 1912 legislation generated
enough support in Congress to pass the Radio Act of 1927. This act
created the Federal Radio Commission which was renewed on a year-to-
year basis while it fought a series of court battles to affirm its control
over radio. Seven years later, Congress passed the Communications Act
of 1934 and established the Federal Communications Commission, a
separate, independent government agency.
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COMMISSION

FOCUS After completing this chapter we should be able to

List the primary responsibilities of the Federal Communications
Commission.

List the areas over which the FCC does not have jurisdiction.

List the items on a typical agenda of an FCC meeting.

Understand the influence of individual commissioners on regulatory
policy.

Explain the organization of the FCC, including its offices and bureaus.
Identify the different enforcement powers of the commission.
Discuss the criticism of the commission.
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Few government agencies have had such a direct effect on the public as
the Federal Communications Commission. Nearly everything we watch
on television and hear on radio is in some way touched by the FCC’s
control over broadcasting stations, cable, satellites, even the telephone
systems. Growing out of the Federal Radio Commission, the FCC is an
independent agency accountable directly to Congress. In this chapter,
we'll learn about the jurisdiction of the FCC, how it conducts business, its
organization, its enforcement powers, and current criticism of its actions.

primary responsibilities

The FCC's thirteen areas of responsibility are:

o

10.
11.

12.
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The orderly development and operation of broadcast services and the provid-
ing of rapid, efficient nationwide and worldwide telephone and telegraph
service at reasonable rates.

The promoting of safety of life and property through radio, and the use of
radio and television facilities to strengthen national defense.

Consultation with other Government agencies and departments on national
and international matters involving wire and radio communications, and with
State regulatory commissions on telephone and telegraph matters.
Regulation of all broadcast services—commercial and educational AM, FM,
and TV. This includes approval of all applications for construction permits
and licenses for these services, assignment of frequencies, establishment of
operating power, designation of call signs, and inspection and regulation of
the use of transmitting equipment.

Review of station performance to assure that promises made when a license
is issued have been carried out.

Evaluation of stations’ performance in meeting the requirement that they
operate in the public interest, convenience, and necessity.

Approval of changes in ownership and major technical alterations.
Regulation of cable television ...

Action on requests for mergers and on applications for construction of
facilities and changes in service.

The prescribing and reviewing of accounting practices.

Issuance of licenses to, and regulation of, all forms of twe-way radio, including
ship and aviation communications, a wide range of public safety and business
services, and amateur and citizens radio services.

Responsibility for domestic administration of the telecommunications provi-
sions of treaties and international agreements. Under the auspices of the
State Department, the Commission takes part in international communications
conferences.
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13. Supervision of the Emergency Broadcast System (EBS), which is designed to
alert and instruct the public in matters of national and civil defense.’

As we can see from the preceding list, the commission’s functions cover
much more than just radio and television in the familiar sense. Tele-
phone, telegraph, and cable all are within the FCC's jurisdiction as are
applications of communication to public safety, transportation, industrial,
amateur, and citizen service. In some cases, the regulation of these
services is shared with other government agencies, such as local munici-
palities in the case of cable. A television station in New York City or a CB
radio in Wyoming are both in the FCC's domain. This domain stretches
beyond the 50 states into Guam, Puerto Rico, and the Virgin Islands.

what the FCC does not control

It is equally important to understand over what the FCC does not have
jurisdiction.? Many people perceive the FCC as having broad powers of
regulation. This is especially true when consumers are unhappy about
something they have seen or heard on local radio or television. We
already have learned that the commmmn has very llw‘, eentrol over the
content” of adcas ; )Bscene and

indecent programming, and even med d
deceptive advertising ar € FCC can regulate without

W&mkﬁmmnt in these
areas, a court battle is bound to arise over the First Amendment.
In"the same sense, the FCC ca tation when to air a program.

Nor
C ot substitute its jud r that o
Al

announcements.
network contracts pro-

local broa
hibit editing of certain programs that is solel en the network and
the stafign, not the FCU. Despite the nonedmng clauses, the licensee
retains control o delete the

network'’s entire offering, if it feels that it would not be in the local public
interest-toair 1t.

Although__loncni&a.:e_farhi.ddcu,—(-he_ﬂ%has little jurisdiction over
the conduct of legitimate contests,especiatty over the awarding of prizes.
If a station has = contest, and you win a prize which, for.some reason,
does not satisfy you, the best recourse would be to deal directly with the
station or the_manufacturerof the prize. The FCS would not have the
authority to tell the manufacturer {erg'rvrm ferent prize or to help
you obtair repairs for a defeciive item. Similarly, although stations
broadcast a variety of sporting events, the FCC has no jurisdiction over
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thez_pxwm;m—ef—&heseqmrlg’evems. If your favorite
boxer fzilsTo appear on the-toeal-televised-“gotdén gloves” championship,
you cair write the boxing commission, but the FCC will not be able to
help you.

Similarly, the commission does not have any jurisdiction over countries
whose radio or television signals cross into the United States. Although
there are reciprocal international agreements on the use of the electro-
magnetic spectrum, the consumer in Michigan who complains to the FCC
about a Canadian radio station would receive little satisfaction. A listener
in southern California complaining to the FCC about a station in Mexico
would have similar frustration. An exception would be if the Canadian
or Mexican station were operating off its frequency and interfering with
American stations, although even in these cases, the FCC would go
through the regulatory agencies in Canada and Mexico to solve the
problem.

The FCC also has no jurisdiction over news-gathering organizations,
either local_er national.” Press associations, § s United Press Inter-
national, Associ vare independent of the broadcast
stations they serve and are not regulated by the FCC. To the extent that
such organizations use radio frequencies or satellites to transmit infor-
mation, the FCC does have jurisdiction, but only in a technical sense.
Similarly, the commission does not directly control the networks but does
control network-owned broadcasting stations. Musical-rights organiza-
tions, although directly serving stations and collecting royalties from
them for airing performers’ works, also are not under the jurisdiction of
the FCC. Firms such as ASCAP, BMI, and SESAC are independent
organizations not involved in activities which the commission controls. In
addition, audience-measurement firms such as Nielsen and Arbitron are
independent of the FCC, although a station’s fraudulent use of audience
ratings reflects on the licensee’s commitment to serve the public interest.

The commission has instituted rules affecting the duplication (simul-
casting) of programs on commonly owned AM and FM stations, but the
FCCras o authority to tell a Tadiv—statiorr 16 broadcast in stereo or
quad;aphemc.saur@r to tell a television station-te-broadeast a program
in celor. Although the FCTC canact 1 the public-interest to question

vercommercialization of radio and television, it @oes not have direct
uthomﬂ&smmn_m_mnso-maﬂy-eemawmakpér hour. Likewise,
the commtission, views the amount of public service programming as a
condition for license renewal but has no authority to tell a station what
public service programming to air. If the local licensee chooses to air
public service announcements for the Red Cross instead of for the
American Cancer Society, that is the station’s prerogative. The exception
to this would be if the announcement were on a controversial issue.
Then, because of the Fairness Doctrine, the commission would want to
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ensure that the station aired a balanced presentation of the issue through
whatever type of programming the station chose.

Libel and slander during radio and television broadcasts is another
area over which the FCC has no jurisdiction. If you feel you have been
libeled or slandered (both terms sometimes apply to “broadcast” speech
which is “published”), your best recourse would be to consult an attorney,
not the FCC. The FCC even shies away from these in matters of license
renewal. In fact, when defamation did become an issue in a license
renewal, the FCC stated in part:

It is the judgment of the Commission, as it has been the judgment of those who
drafted our Constitution and of the overwhelming majority of our legislators and
judges over the years, that the public interest is best served by permitting the
expression of any views that do not involve, quoting from Supreme Court decisions,
“a clear and present danger of serious substantive evil that rises far above public
inconvenience, annoyance or unrest.” ... This principle insures that the most
diverse and opposing opinions will be expressed, many of which may be even
highly offensive to those officials who thus protect the rights of others to free
speech. If there is to be free speech, it must be free for speech that we abhor and
hate as well as for speech that we find tolerable or congenial.*

Once again we see the First Amendment rising to protect free speech,
even when that free speech is unpopular. In the same vein, program
content which contains derogatory comments about sex, race, or religious
beliefs also enjoys the protection of the First Amendment. Ethnic humor
on such shows as “Sanford and Son” and “All in the Family” may offend
some people, but any attempt to control this area of programming would
be clearly outside the FCC'’s jurisdiction.

making decisions at the FCC

The commissioners hold weekly meetings and executive sessions to
oversee commission activities. Their meetings are open to the public, a
procedure started in 1977 under a congressional mandate. Closed meet-
ings can be called by a majority vote of the entire commission. These
meetings usually are on matters of national defense, manufacturer’s
trade secrets, criminal matters, or when the parties concerned with the
FCC'’s decision specifically request that the meeting be closed.®

Meeting Agenda

A typical FCC agenda is classified so as to reflect the organization.® In
order of business the categories include: Hearing, General, Safety and
Special, Common Carrier, Personnel, Classified, CATV, Assignment and
Transfer, Renewals, Aural, Television, Broadcast, and Complaints and
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Compliance. The commission deals with these agenda items usually after
it has heard a series of briefings by the appropriate FCC bureaus and
offices. In a Hearing, the FCC acts as the final tribunal in an appellate
process entailing decisions previously made by the FCC Administrative
Law Judge and, in some cases, by the FCC Review Board. The General
covers items not included in the other categories. Perhaps a representative
from another federal agency will discuss the FCC's compliance with that
agency's rules. Safety and Special deals with the application of broadcast
communication to such areas as fire department, taxicab, and police
department radios. Other industrial applications would be business use
of mobile radios, citizens-band radio, and amateur (hams) services. The
next item on the agenda, Common Carrier, is on the FCC's regulation of
telephone and telegraph systems. Here, the commission acts as a quasi-
public utility on issues concerning microwave and satellite systems, among
others. Next comes Personnel. FCC staffing matters and promotion and
appointments come under this agenda category. Promotions generally
are routine, since three other FCC officers—the Bureau Chief, Personnel
Chief, and Executive Director—have usually approved the promotions
before they reach the seven commissioners.”

If national security, manufacturer’s trade secrets, or other classified
matters need to be discussed, they will be in the Classified category. Cable
is next on the agenda. Approval of a new link-up between two cable
systems, mergers of cable companies, exainining difficulties a community
might be having with a franchise or rate structure, and matters concerning
a public-access channel can be resolved here. 1f you buy or sell a radio sta-
tion, the transaction will be approved or rejected during the next order of
business, Assignment and Transfer. The commission’s deliberations may
dwell upon previous inquiries about the transactions such as a Hearing or
recommendations by the administrative law judge. If a group of stations
is seeking to acquire more broadcasting properties, the discussion might
center on the possibly powerful influence of a single owner of multiple
broadcast properties and whether the public interest would be served by
approving such a sale.® Transfers of licenses would be first approved dur-
ing this order of business.? If you already own a station and it comes up for
license renewal, the renewal will be acted upon during the next agenda
category, Renewal. Most of the renewals reaching the commissioner level
are contested renewals. Uncontested renewals are usually approved at the
staff level.

If you are applying for permission to start a new radio or television
station, a decision will be made on your application during either the
Aural or Television agenda categories. Altering the service your station is
already licensed to provide will also be acted upon at this time. If your
station is on the air and for some reason wishes to seek a waiver of FCC
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rules, your request will be considered during the next item on the
commission’s agenda, Broadcast. For example, a network may request a
waiver of the prime-time access rule to offer a special sports program.
Or a station operating in an area in which there already is one network
affiliate may request permission to affiliate with the same network.'’ Rule
violations are considered during Complaints and Compliance. A station
which has seriously violated FCC rules, complaints about the Fairness
Doctrine, and fraudulent operating practices all would be considered at
this time. It goes without saying that not every single violation is discussed
by the entire commission. However, when a violator feels that there has
been a legitimate injustice, then the case could reach this level.

Commissioner Influence on Regulatory Policy

Individual commissioners can help shape regulatory policy. Researchers
Lawrence Lichty® and Wenmouth Williams, Jr."' studied the impact of
commissioners’ influence on FCC decisions. It is not surprising that
during the early years of the Federal Radio Commission, the commis-
sioners, four of whom were trained in law, were comfortable in the
atmosphere of the frequent court challenges which surrounded these
early decisions. The fact that the FRC added a legal division one year
after it was formed demonstrates the importance that the commissioners
placed on not only fighting but also winning those court challenges.

The FCC carried on this tradition when it began its six-year “trust-
busting” campaign in 1939, breaking up networks and setting up rules
for chain broadcasting. Two FCC chairmen, Frank R. McNich and James
L. Fly, led the fight and weathered appeals which tried to claim that the
regulations were unconstitutional. McNich had served on the Federal
Power Commission and was a lawyer; Fly had headed the legal depart-
ment of the Tennessee Valley Authority and had been in charge of
judicial proceedings defending TVA's constitutionality.

The growth of television was also influenced partially by the attitudes
of the FCC during the 1950s as Williams found the Kennedy administra-
tion to be characterized by a commission advocating strict regulation.
Newton Minow set the pace with his “vast wasteland” speech and was
joined by liberal FCC Democrats E. William Henry and Kenneth A. Cox.
During the Kennedy administration, the FCC passed nonduplication
rules governing simulcasting on AM and FM, and also brought cable
under the regulatory umbrella. President Nixon's appointment of Ben-
jamin Hooks emphasized the importance of minorities to broadcasting.
The chairmanship of Richard Wiley under Presidents Nixon, Ford, and
Carter was characterized by attempts, many successful, to streamline FCC
decision making.



organization

Now that we have a basic understanding of how the FCC functions, let's
examine its organization.

The Commissioners

At the top of the commission hierarchy are seven FCC commissioners
headed by a chairperson. Appointed by the president of the United
States and confirmed by the Senate, commissioners are prohibited from
having a financial interest in any of the industries they regulate. This
includes industries which are only partially in FCC-regulated businesses.
No more than four commissioners can be from the same political party,
and their seven-year terms are staggered so that one position opens up
each year. Appointees who fill the unexpired term of a commissioner
may or may not be reappointed when that term expires.

FCC Offices

Directly under the commissioners are the Office of Plans and Policy,
Office of Opinions and Review, Office of Administrative Law Judges,
Review Board, Office of General Counsel, Office of Chief Engineer, and
Office of the Executive Director.'?

Office of Plans and Policy. The Office of Plans and Policy is respon-
sible for developing long-range policy decisions for industries coming
under FCC jurisdiction. It also is responsible for assessing the policy
implications of FCC decisions, providing policy analyses and recommen-
dations to the commission staff, and coordinating policy research. The
chief of the Office of Plans and Policy recommends budgets and priorities
to the commission policy research program, and functions as the central
account manager for all contractual research studies funded by the FCC.

Office of Opinions and Review. When the FCC makes a major
decision, the document outlining that decision is written in consultation
with and with the assistance of the Office of Opinions and Reviews. This
office serves as the commission’s legal staff, advising it on procedural
matters, researching judicial precedent, and overseeing hearings ordered
by the commission. The office then recommends action to the commission
based on the evidence presented by the parties involved.

Office of Administrative Law Judges. This office is the first ladder in
the appeals process. The administrative law judges preside over hearings
and make initial decisions. It is not unusual for their decisions to be
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Figure 12-1 The Federal Communications Commission

appealed. When two applicants for a broadcast license appear at a
hearing, both have a major investment at stake, and a ruling in favor of
one party will prompt the other to continue the appeals process.

Review Board. The Review Board is the second step in the FCC
appellate process, between the administrative law judges and the com-
missioners. In some cases, the decisions of the administrative Iaw judges
are reversed by the Review Board and then reversed again by the seven
commissioners. This is not so much a reflection on the ability of the
judges to adhere to judicial procedure as it is on the desire of the
offended to exhaust every administrative possibility. In special cases,
initial decisions even can be reviewed directly by the commissioners. If,
for example, a renewal decision goes against a licensee, the licensee can
appeal to the Review Board, which is made up of senior-level employees
of the commission. Individual FCC bureaus also can appeal to the Review
Board. If, for instance, a bureau rules against a licensee, and an
administrative law judge rules in the licensee’s favor, then the bureau
can appeal to the Review Board. If the ruling still goes against the
bureau, or the licensee for that matter, the party can appeal that ruling
to the commissioners, who, as a body, choose which cases to accept for
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review. The seven commissioners are the last appeals step before the
matter goes to the Federal Court of Appeals.

Office of the General Counsel. The Office of the General Counsel is
the commission’s attorney, representing it before the courts. The office
also aids in preparing legislative programs supported by the commission
and works closely with the attorney general and the Justice Department
in cases which entail prosecution or jurisdiction across agency boundaries.
An example of this cooperation would be in prosecuting violations of the
Criminal Code or such other violations associated with a wrongdoing
beyond those under the jurisdiction of the FCC. If a person steals radio
equipment and then uses it to broadcast illegally, both the Justice
Department and the FCC would become involved. The Office of the
General Counsel also works closely with the Office of Opinions and
Review, since the decisions which the latter writes may be the basis for
the former’s defense of the commission in court.

Office of the Chief Scientist. This office is the top “technical” office at
the commission. The responsibilities of administering the electromagnetic
spectrum and all of the policies associated with its implementation are
developed by the Office of the Chief Scientist. About half the staff are
engineers, and they consider such matters as determining the number of
stations in a given market, equipment testing and certification, frequency
allocations and modifications, and requests for increases in power output.
The Office of the Chief Scientist also operates a Laboratory Division near
Laurel, Maryland. Here, new equipment is tested to see if it meets FCC
specifications. For example, manufacturers of radio and television trans-
mitters must first receive authorization before they can sell them for
broadcast use. The commission usually uses the technical data submitted
by the manufacturer as a basis for its authorization, but on occasion, it
spot-checks equipment to verify the test data. Citizens-band radios, for
example, are tested at the Laurel, Maryland facility.'> With the help of
this testing, the FCC issues approximately 1,000 authorizations per year
over a wide range of equipment. The office also works with other
organizations testing new equipment and its applicability to broadcasting.

Office of Executive Director. Although the commissioners are the
highest ranking officers of the FCC, the FCC Executive Director coor-
dinates the overall operation of the commission. The position is somewhat
analogous to a city manager running a municipality, even though the city
council is the highest level in the administrative hierarchy. The executive
director coordinates the activities of the different staff units, including
the personnel division, the internal review and security division, the
financial management division, and the public information officer.™



Bureaus

If it can be said that decisions are made by FCC offices, then they are
implemented by FCC bureaus. Here, the day-to-day administrative serv-
ices are performed which control the thousands of broadcast stations and
licensees. The commission is divided into five bureaus: Broadcast, Safety
and Special Radio Services, Cable Television, Field Operations, and
Common Carrier. Those concerned most directly with broadcasting are
the Broadcast Bureau, Cable Television Bureau, and Field Operations
Bureau.

The Broadcast Bureau handles matters concerning commercial and
noncommercial broadcasting stations. License renewals, for example, are
handled by the bureau’s Renewal and Transfer Division. Other divisions
within the bureau include the Office of Network Study, the Broadcast
Facilities Division, the Complaints and Compliance Division, the Hearing
Division, the Policy and Rules Division, and the License Division.'?

The Cable Television Bureau, as the name implies, is responsible for
overseeing the daily operations of the cable television industry. Within
this bureau are five divisions: the Policy Review and Development
Division, the Compliance Division, the Research Division, the Special
Relief and Microwave Division, and the Records and Systems Mangement
Division.'¢

The prime enforcement arm of the FCC is the Field Operations
Bureau. The Field Operations Bureau maintains a number of field
offices in the larger cities across the United Siates, as well as mobile
monitoring stations in specially equipped vans. Special investigative teams
are assigned to make on-location inspections of stations, and a separate
unit concentrates solely on CB radio violators. The field offices are also
contact points for the public at which people can get information about
the FCC and the communications industry. In addition, this bureau is
responsible for administering FCC license examinations.

The Field Operations Bureau maintains sophisticated equipment
which can trace a signal and pinpoint its location. It can thus catch illegal
CB transmitters, violating amateur stations, and even “pirate” broadcast-
ing stations operating on frequencies assigned to commercial AM and
FM radio stations. Someone caught operating an illegal station will be
raided by the FCC and U.S. Marshals, with equipment being seized as
evidence. The Field Operations Bureau has four divisions:

(1) The Field Enforcement Division directs field enforcement programs,
including the monitoring and inspection of stations. The Division also
conducts investigations. (2) The Regional Services Division directs the
public service programs including, among other things, radio operator
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licensing. (3) Responsible for receiving and processing enforcement
reports, such as violation files and investigations, is the Violations Division.
(4) The Engineering Division of the Field Operations Bureau is respon-
sible for providing engineering support and equipment specifications
and construction for the field facilities.

In addition to the three previously mentioned bureaus, the Common
Carrier Bureau oversees such areas as telephone and telegraph, and the
Safety and Special Radio Services Bureau oversees such areas as aviation
and marine communication. An Office of Public Affairs directs liaison
between the Commission and the public.

enforcement power

The Communications Act specified that violators of its provisions would
be penalized, and the commission has at its disposal a number of
enforcement measures for the industry. Depending on the type of
violation, the Commission may impose penalties ranging from a simple
letter, a cease-and-desist order, a forfeiture (fine), short-term license
renewal, license revocation, or denial of renewal.

Letters

Letters are usually used in less serious matters or ones in which the FCC
accepts amends instead of imposing a forfeiture. Letters can be used to
reprimand stations for incomplete community needs and ascertainment
surveys, failure of programming to meet Fairness Doctrine requirements,
or improper submission or failure to submit required FCC documents,
such as employment reports or exhibits for a license renewal application.
The letters are not always a reprimand, but in cases of license renewal,
for example, they state that the license renewal is being withheld pending
receipt of the required exhibit, and that after a certain date the license
will be forfeited.

Cease and Desist Orders

Cease and desist orders are rare, partly because of the effectiveness of
the commission’s forfeitures and other sanctions. Gillmor and Barron cite
one case of a minister asking the FCC to issue a cease and desist order
prohibiting a religious program from being dropped by a station. The
FCC declined to issue the order under the anticensorship provision of
the Communications Act, although it confirmed that it did have the
authority to issue it.'® The cease and desist order was issued, on the other
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hand, by the commission to an AM station for broadcasting off-color
remarks.'?

Forfeitures

The most common sanction imposed on a station is a forfeiture, usually
for a technical-rule violation or the more serious offense of fraudulent
billing, although the latter can set the stage for a license revocation. The
forfeitures vary and are based not only on the violation but also on the
ability of the station to pay. They can cost up to $10,000 for serious
violations by major market stations. Typical forfeiture notices for alleged
violations are on the following partial list of apparent liabilities announced
during a single week of commission activity:

—Broadcast Bureau ordered licensee to forfeit $250 for failing to calibrate remote
ammeters to indicate within 2% of regular meter.

—Broadcast Bureau ordered licensee to forfeit $1,000 for failing to maintain actual
antenna input power as near as practical to authorized power.

—Broadcast Bureau ordered licensee to forfeit $500 for failing to keep proper log
as required.

—Broadcast Bureau ordered licensee to forfeit $500 for operating with antenna
input power greater than 105% of authorized power during daytime operation.

—Broadcast Bureau notified licensee that it had incurred apparent liability for
$1,300 for failing to maintain receiver capable of receiving Emergency Broadcast
System tests or emergency action notifications and terminations at nighttime
control point.

—Broadcast Bureau ordered licensee to forfeit $2,000 for operating with modes of
power other than those specified in basic instrument of authorization.?

Notice that, with the exception of logging violations and failure to have
equipment to monitor the Emergency Broadcast System, these alleged
violations are infractions of technical rules. Now consider the following
list of more sizeable, apparent liabilities:

—$10,000 for logging violations and for fraudulent billing practices.

—$5,000 for failure to make time available to political candidates at the lowest unit
charge, charging different rates for political announcements of the same class and
duration to legally qualified candidates for the same office, and failure to comply
with logging requirements.

—$8,000 for failure to comply with logging requirements (program-length
commercial.)

—$10,000 for falsification of operating logs.
—$10,000 for fraudulent billing practices.
—$8,000 for broadcasting information concerning a lottery.”’

Notice the increased importance the commission assigns to alleged
commerdial violations. This is one area in which a maximum fine is not
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uncommon, and even stations in smaller communities can incur substan-
tial liabilities from these violations. Remember, these listings do not
necessarily imply that the stations are guilty, only that forfeiture notices
were served.

When the FCC conducts an investigation, the station does have certain
rights in seeking refuge from the penaliies. First, the FCC cannot simply
impose a fine on a station. Procedures outlined in the Communications
Act state that a written notice of the apparent liability must first be sent
by certified mail to the “last known address” of the permittee. The
licensee or permittee then has thirty days in which to pay the fine or
submit in writing the reason why it should not be held liable. The notice
sent by the commission also must include the date, facts, and nature of
the act or omission and must identify the “particular provision or
provisions of the law, rule, or regulation or the license, permit, or cease
and desist order involved.” The fine is payable to the United States
Treasury and can be collected in a civil suit if the violator refuses to pay.
Of course, the station can appeal the commission’s action through the
usual administrative processes. In many cases, however, logs are powerful
evidence as documents, and the excuse that an unsupervised or unqual-
ified employee is to blame is no defense.

The commission issued its first letter of apparent liability in March
1961, one month after it outlined its policy and procedures regarding
forfeitures. Authority to issue forfeitures had been granted in September
1960.22 Researchers Charles Clift, Fredric Weiss, and John D. Abel
studied the pattern of FCC forfeitures over the decade immediately after
the law was enacted and found the highest percentage (87.1%) of
forfeitures occurred because of failure to observe a provision of the act
or a rule or regulation of the commission.” Included in this category
were such infractions as logging violations, fraudulent billing, unlicensed
or underlicensed operators, improper station identifications, and failure
to conduct equipment performance measurements. The second highest
category (8.0%) of forfeiture notices was failure to operate the station as
set forth in the license. Violations of broadcasting hours, power, and
presunrise authorization accounted for 3.4% of all forfeiture notices,
including violations of sponsorship identifications and “rigged” contests.
The fourth category—violations of lottery, fraud, or obscene-language
sections of Title 18 of the United States Code—accounted for 1.4% of
the forfeiture notices. The researchers found no forfeiture notices
resulting from failure to observe a commission cease and desist order.

Short-Term Renewals

Next to forfeitures, the most severe sanction that can be imposed on a
station is a short-term license renewal. These short-term renewals can
range anywhere from six months to up to two years. Their purpose is to
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give the commission an early opportunity to review alleged past deficien-
cies.?* Typical of short-term license renewals are those issued for the
following infractions:

1. Station’s equal employment.

2. Utilization of broadcast facility to gain competitive advantage in nonbroadcast
business activities; fraudulent billing.

3. Fraudulent billing; inadvertent misrepresentations to the commission, falsifi-
cation of logs; violation of logging rules; nonfulfillment of prior proposals
concerning public service announcements; lack of supervision and control
over station operations.

4. Broadcast of false, misleading, or deceptive advertising in connection with the
promotion of a contest.

5. Predetermining the outcome of a contest.
6. Fraudulent billing.
7. Conducting contests during audience survey periods (hypoing)®

Notice again that alleged violations centering on commercial matters
were responsible for most of these short-term renewals, indicating the
seriousness with which the FCC views such actions.

One study investigated 156 short-term license renewals granted by the
commission in the decade immediately following the passage of the
statute.?® It showed that 113 (72%) received one-year renewals, 29 stations
(19%) received renewals for more than one year (but less than three),
and 14 (9%) were licensed for less than a year. Three reasons accounted
for the majority of short-term renewals: (1) improper control over station
operation, which generally means that an owner was not adequately
supervising employees; (2) repeated rule violations, both technical and
programming; and (3) performance versus promise, or in other words,
the licensee was not living up to the promises made in the previous
license renewal.?” Research has yet to tell us if any of these trends have
changed in the second decade of their issuance, but a perusal of current
short-term renewals at least finds the same reasons justifying FCC action.

Renewal Denials and Revocation

The most serious penalty that the FCC can impose on a licensee is to
deny it the right to operate, either through revoking its license or denying
renewal of its license. In a sweeping action, the FCC revoked the licenses
of the entire Alabama Educational Television Commission in 1975. It
was a precedent demonstrating that the commission was not going to
tolerate what it considered lack of service to an audience, in this case, the
black audience. The action came before public broadcasting stations were
required even to conduct community needs and ascertainment surveys.
Nevertheless, the FCC acted on the premise that the licensee still has the
responsiblilty to determine the needs of its audience and to program in
accordance with those needs.
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Two years later, an administrative law judge denied renewal of a
noncommercial station licensed to the board of trustees of the University
of Pennsylvania. The FCC upheld the decision, and among the criticisms
leveled at the station was that the licensee had delegated and subdelegated
authority to students. Although the FCC accepted the station’s application
for a new license, the renewal denial woke many boards of trustees up to
the fact that even they had the responsibility to see that a broadcasting
station is operated in the public interest. If it is not, the university can be
held responsible.

criticism of the commission

Perhaps because it regulates a very “visible” industry, and perhaps because
that industry directly affects all of us every day, the FCC has received
criticism from the public, the Congress, and even commissioners within
its ranks.

Conflict with Judicial Precedent

One criticism is that the FCC has issued rulings that conflict with judicial
precedent. Nicholas Johnson and John Dystel cite a case in which the
FCC issued permission for AT&T to build a 350-foot tower near a
residential area of Finksburg, Maryland.?® Despite opposition from citi-
zens' groups, the commission granted the request, partly because AT&T
had already conducted an environmental impact study and found that
the tower would not harm the environment. Johnson and Dystel note
that the tower was approved although the courts had ruled that federal
agencies cannot rely on interested parties’ environmental-impact
statements.?®

Staff Organization

The relationship of the FCC's middle staff to the commissioners is
another bone of contention among critics. Erwin Krasnow and Lawrence
Longley in their book, The Politics of Broadcast Regulation, point out that
the middle staff exerts influence over the commissioners by controlling
the channels of communication at the FCC.3® Thus, when the commis-
sioners need to choose among alternative policies, they must rely on
information which their staff feels is relevant. The authors also state that
since hundreds of decisions are made every day, implementation of policy
must be delegated to middle-staff personnel.3!



Frequency Allocation Matters

Furthermore, not everyone feels that the way in which the FCC allocates
frequencies on the electromagnetic spectrum is in the public’s best
interest. For example, the designation of certain frequencies for marine
use means that there are wide areas of the country in which these
frequencies go unused, simply because there is no demand for marine
communication.? Moreover, because this policy has been perpetuated
for years, trying to change it now would entail major capital expenditures
for the industries affected. The commission’s local station concept,
allocating certain frequencies to lower-powered stations serving small
communities, has drawbacks in that it ties up a sizeable portion of the
spectrum for local station use, especially since one way of reducing
crowding on the spectrum is to switch to regional allocations. The result
of this would be fewer but higher powered stations serving large regions.
The idea, although technologically sound, seems somewhat impractical
when we think of the “local” service that would be lost.3® A regional
station in Chicago serving a small town in Illinois would be hard pressed
to include that Illinois community’s local news in its regional
programming.

EEO Policies

Two other criticisms have landed squarely on the FCC's Equal Employ-
ment Opportunity (EEO) policies and the effect of citizens’ groups on
FCC decision making. A report by the Citizen’s Communications Center
claims the criteria for stations’ compliance with FCC-EEO requirements
are vague and can be met by broadcasters who still discriminate.* The
report also asserts that the commission requires an unrealistically high
standard of proof of discrimination practices before designating a hearing
in a renewal case. Another report critical of the Commission’s EEO
policies was issued by the U.S. Commission on Civil Rights.>* This report
suggests that the FCC should improve the image of women and minorities
in television programming, an area many would argue is clearly outside
the commission’s jurisdiction and would violate the First Amendment.

Citizen Participation

A report by the Rand Corporation suggests that the commission should
do more to encourage citizen participation, one effort being to support
legislation which would provide financial assistance to citizens’ groups
participating in commission proceedings.?® Giving citizens’ groups access
to evidence which might support their cause also is high on the list of
recommendations. In current judicial processes, a person or group can
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gain access to information, called the right of discovery, only after
proceedings have begun in the courts or, in the case of the FCC, after a
hearing has been designated. The FCC has started a new Actions Alert
program designed to solicit advice on FCC rule making. Written in plain
English, the Actions Alerts are issued to citizens’ groups and interested
parties who can then give written opinions to the FCC (Figure 12-2).

Decision-Making Processes

One of the most serious criticisms of the FCC is its sluggishness in making
important decisions. Krasnow and Longley state that the FCC is “incap-
able of policy planning, of disposing within a reasonable period of time
the business before it, of fashioning procedures that are effective to deal
with its problems.™ A classic case is the proceedings affecting the
assignment of WHDH-TV in Boston. The case started in 1947 when
WHDH filed an application for a license to operate Channel 5. This
channel allocation was the subject of competing applications and FCC
decrees for 25 years. It was one of the longest proceedings ever to come
before the FCC. Professors Robert Smith and Paul Prince reviewed the
chronology of the WHDH-TYV case and concluded that if there were no
clear winner in the proceedings, “one party was a significant loser: the
public.”¥® Sterling Quinlan, writing a lighter book about the case, quotes
a former commissioner as saying, “Let’s face it. This was the ‘Whorehouse
Era’ of the commission. When matters were arranged, not adjudicated.”®

Figure 12-2

| FCC Seeks Comments

December 13, 1976

FCC Actions Alert

Speclal On Cable Franchise Standards
Feedback
Edition

The Federal Communications Commission invites your comments on
questions raised regarding the current standards governing contracts

between local authorities and cable companies. As the enclosed news

== FCC has peo-




summary

Conflicts of Interest

The commission often has been called to task for potential conflict of
interest because of its staff-owned stocks of corporations regulated by the
FCC. A staff report of the House Oversight and Investigations Subcom-
mittee has criticized members for transferring shares of stock in com-
munications-related industries t0 immediate members of their families
(although the law, as it now stands, does not prohibit that practice.) Some
of the stock ownership reported by the subcommittee included shares of
General Electric owned by the spouse of a staff member in the Office of
the Chief Engineer, shares of AT&T owned by the spouse of a staff
member in the Common Carrier Bureau, and shares of AT&T owned by
the spouse of an engineer in charge of an FCC field office.*

Johnson and Dystel divided their own criticism of the FCC into seven
areas. They contend that (1) the FCC delves into areas beyond its
expertise and issues beyond its ken; (2) it takes years to resolve important
cases; (3) the FCC is manipulated by its own staff and the industries it is
supposed to regulate. The results of this are precedents which return to
“haunt” the commission; (4) principled decision making does not exist
because the FCC no longer approves of its own rules and precedents,
and instead ignores them—either by waiving them or evading them; (5)
the commission ignores its own administrative principles and those
established by the judiciary; (6) the commissioners decide cases they do
not understand; and (7) the FCC has yet to develop “rational” policies
for governing its day-to-day decisions.*!

Criticism of the commission will undoubtedly continue, regardless of
future changes. However, it is time for an in-depth evaluation of the
entire commission. It is operating under 1934 procedures, a time when
cable, satellites, microwaves, and fiber optics were only a dream. As it
stands today, the prospects of the communications industry simply
becoming unmanageable are real. The commission has established bu-
reaus responsible for specific areas of the industry, but because so much
is at stake when two competing corporations seek allocations or permis-
sion to develop technology, a ruling against one sends the matter through
an appeals process which eventually reaches the seven commissioners.
Those seven may very well be forced into a decision they are not qualified
to make. As a result, the numerous reversals between the administrative
law judges and the courts play havoc with anything that even resembles
judicial precedent.

Chapter 12 discussed the operation of the Federal Communications
Commission. We learned that the PCC has thirteen areas of responsibility.
Some of these include the orderly development and operation of broad-

305



306

regulatory control

cast services; control over AM, FM, TV, telephone, common carrier, cable
and satellite communications; starts of new stations and transfer of
ownership of those already operating; responsibility of domestic admin-
istration of the telecommunications provisions of treaties and interna-
tional agreements; and supervision of the Emergency Broadcast System.
The FCC does not have jurisdiction over such things as program
scheduling, awarding of prizes in contests, broadcasting outside the
United States and its possessions, news-gathering organizations, and libel
and slander.

The typical agenda of an FCC meeting includes the following items,
corresponding in many ways to the functions and organization of the
commission: hearing, general, safety and special, common carrier, per-
sonnel, classified, cable television, assignment and transfer, renewal,
aural, television, broadcast, and complaints and compliance. Research
has taught us that, although selected as a bipartisan group, individual
commissioners can have considerable influence over the policy directions
the FCC takes. Organization of the FCC includes, along with the
commissioners, the Office of Plans and Policy, Office of Opinions and
Review, Office of Administrative Law Judges, the Review Board, Office
of General Counsel, Office of Chief Engineer, and Office of Executive
Director. The bureaus of the Commission include the Broadcast Bureau,
Cable Television Bureau, and Field Operations Bureau.

No government agency can function effectively as a regulator without
enforcement powers. The FCC is no exception. At its disposal are such
measures as letters, cease and desist orders, forfeitures, short-term
renewals, renewal denials, and revocations.

Criticism of the FCC has surfaced in recent years and has included
such issues as decisions conflicting with judicial precedent, the influence
on and separation of the middle staff from the commissioners, the FCC’s
allocation of frequencies, affirmative action policies, citizen participation
in commission decisions, and the decision-making processes of the FCC.
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control of broadcast
programming

FOCUS After completing this chapter we should be able to

Tell how the concepts of a limited spectrum and mass influence
affect broadcast regulation.

Discuss the application of Section 315 to political broadcasting.
Trace the development of the Fairness Doctrine.

Explain how the FCC regulates obscene, indecent, and profane
material.

Define prime-time access.

Describe how the broadcast press is attempting to bring television
cameras into judicial proceedings.

Understand broadcasters’ efforts at self-regulation.
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To understand why there is control of broadcast programming, we first
must understand the legal forces which have helped mold both domestic
and international broadcast communication. They include both basic
constitutional documents and obscure local ordinances, ranging from
major international treaties affecting satellite communication and multin-
ational networks to agreements guarding against “electronic” border
disputes.

limited spectrum and mass influence

The control of broadcasting centers on supply and demand. We know
that if there is a great demand for a product and a shortage of that
product, certain rules will be written to avoid chaos. Imagine a group of
children all wanting a piece of candy, but there are only half as many
pieces of candy available as there are children. Who gets the candy?
Perhaps the children who have perfect behavior records will get the
candy. Perhaps only those who agree to share their candy with others will
get it. Perhaps those who eat responsibly and do not gobble will be
rewarded. Or perhaps only those who can afford to buy the candy will
get some. Our example illustrates the need for controls both to regulate
the allocation of the product and to maintain order.

Now transpose our example to the allocation of frequencies on the
electromagnetic spectrum. The spectrum has only so much space upon
which radio and television stations can operate. Consequently, certain
rules to govern the allocation and operation of stations are necessary.
This limited-resource concept is the reason behind much broadcast
regulation.

The second important concept is the influence of broadcasting on a
great number of people. The citizens-band radio that sends out a five-
watt signal to a passing motorist has little impact on a “mass” audience.
If the operator decides to sing songs into the microphone, tell a joke, or
provide “smokey” reports, the chances are the FCC will not be overly
concerned. On the other hand, if a 50,000-watt clear-channel radio
station decides to forego all its regular programming for a steady diet of
songs sung by announcers, jokes, and traffic reports, then the station will
have a difficult time justifying its privilege to operate. The fact that
broadcasting sends messages to the public has a considerable effect on
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society. Thus, to assure that society is protected from abuse, there are
certain rules.

At this point you may say, “Fine, we set up certain rules, people follow
the rules, and the system functions.” Unfortunately it is not that simple,
and everyone from FCC commissioners, to citizens' groups, to broad-
casters argue the legitimacy of the regulatory process. Part of the
discussion centers on the legal philosophy upon which our society
operates. America is considered a free country. Nelson and Teeter write:
“Seventeenth and Eighteenth Century thought in much of Western
Europe and America turned to faith in man’s reason as the safest basis
for government.”' Lee Loevinger describes the practical application of
this philosophy as negative or proscriptive rather than positive or pre-
scriptive. That is, law in America, for example, forbids behavior which
might harm society, but it does not require behavior which society has
determined to be beneficial.2 Nor does it require the best behavior of
which one is capable, or even behavior that is socially desirable. At first,
this attitude may seem as though it would undermine the good of society.
Not so, Loevinger assures us, “when the law prohibits antisocial conduct,
it leaves an extemely wide area of personal choice and individual liberty
to the citizen.™

From the standpoint of broadcasting, we can see the head of regulatory
conflict beginning to protrude. Although we must control the allocation
of frequencies on the electromagnetic spectrum, to control programming
on those frequencies goes against traditional American legal philosophy.

The arguments run between two extremes. One point of view suggests
a total lack of control; supporters point out that the First Amendment
assures free press and free speech. Some legal scholars even suggest that
one freedom embodies the other.* The other point of view supports total
control of broadcasting. Those arguing for total control argue their case
using four assumptions: (1) there is a reliable and authoritative basis for
determining program quality; (2) the public interest can be determined
in one broadcast without reference to all other broadcasts; (3) there are
programs which meet the assumed authoritative government standards;
and (4) if the government commands it, then quality programs will be
produced.®

Where does all this lead us? It has led to a regulatory system that
greatly affects what radio and television stations will program. We now
will examine in detail regulatory control and some of the areas in which
federal regulation directly influences broadcast programming. We'll begin
with Section 315 of the Communications Act, which concerns political
broadcasting, examine the Fairness Doctrine, examine such areas as
obscenity and profanity, prime-time access, and coverage of judicial
proceedings.



Section 315 of the Communications Act

Of all of the provisions of the Communications Act of 1934, few have
received as much attention or notoriety as Section 315, which regulates
political broadcasting. The provision instructs the broadcaster and can-
didate in how the electronic media are to be used as part of our political
system. It, along with the Fairness Doctrine, has an effect on how we, the
consumers of broadcast communication, are informed of our electoral

process.
The most- ion 315 is its “equgl-time” provision
which stat€s: “If any licensee shall permit on who is a legally

qualifiéd ca he shall

afford equal opportu that office in
the us€ Ef“sudrbmadeasw.

Definitions Guiding Equal-Time Provisions

The Communications Act defines a legally qualified candidate as:

any person who has publicly announced that he is a candidate for nomination by
a convention of a political party or for nomination or election in a primary, special,
or general election, municipal, county, state or national, and who meets the
qualifications prescribed by the applicable laws to hold the office for which he is
a candidate, so that he may be voted for by the electorate directly or by means of
delegates or electors, and who:

(1) has qualified for a place on the ballot or

(2) is eligible under the applicable law to be voted for by sticker, by writing in his
name on the ballot, or by other method, and

(i) has been duly nominated by a political party which is commonly known
and regarded as such, or

(i) makes a substantial showing that he is a bona fide candidate for
nomination or office, as the case may be.*

In addition to this definition are hundreds of state and local statutes
further clarifying political eligibility. Yet broadcasters are prohibited from
deciding themselves who may be considered legally qualified. It makes
litde difference if the candidate has a chance of winning. If the law says
the candidate is qualified and the candidate has publicly announced his
or her candidacy, then the equal-time provisions will apply. Those
provisions also apply to cable television systems.

Anticensorship Provisions

As a further safeguard agamst unfair treatment to political candidates,
Section 315 as m censoring the
content of any political message. The law succiactly states the licensee
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TV Station Cancels Program
To Avoid Political Hassling

Rep. Patricia McDermott, D-Po-
catello, threw a monkey wrench into
plans for live television coverage Fri-
day night of the Republican version
of the State of the State message by
demanding equal time for a Demo-
cratic reply.

KTVB (Channel 7) in Boise origi-
nally had planned a live broadcast of
the message by legislative leaders
Sen. 'Phil Batt, R-Wilder, and Rep.
Allan Larsen, R-Blackfoot, with com-
ments by leading Democrats to bal-
ance the program, said Sal Celeski,
KTVB director of public affairs.

He initially proposed that the Re-
publican message be broadcast live

on his weekly news program “View-
point” during its usual 6:30 p.m. time
slot.

“Then Patty called me and started
saying that wasn’t going to be fair.
She said the Republicans would be
there in that room (in the State-
house) with a partisan crowd, and
we'll be in your cold studio, it won't
be equal. She thought we should give
them another time slot.

“I said 'Hey, I don’t have time
slots to give, > Celeski said. “Then I
got to thinking about it, and it's just
not worth the hassle.” So he canceled
plans for the live broadcast.

Figure 13-1 (The I/daho Statesman)

“shallhave no power of censership—over the material broadcast under

provisions of this section.”-

Until 1959, broadcasters were confused by the noncensorship rule,
fearing it was only a matter of time until some candidate blatantly libeled
an opponent, and the station was sued for damages. The dreaded event
occurred in 1959 in North Dakota when U.S. senatorial candidate A. C.
Townley charged on the air that the North Dakota Farmers’ Union was
Communist-controlled. The Farmers’ Union sued the station and Town-
ley for $100,000. But the North Dakota Supreme Court ruled that the
station was not liable and that the suit should have been brought against
Townley alone. Undoubtedly, the Farmers’ Union thought about that,
but since Townley made only $98.50 a month, the prospect for recovering
damages was not bright.”

The Farmers’ Union appealed to the Supreme Court. Justice Hugo
Black, in delivering the opinion of the Court, stated: “Quite possible, if
a station were held responsible for the broadcast of libelous material, all
remarks even faintly objectionable would be excluded out of an excess of
caution . . . if any-censorship were permissible, a station so inclined could
intentionally inhibit a candidate’s legitimate presentation under the guise
of lawful censorship of libelous-matter.”®

3n



Exemptions to the Equal-Time Provisions

Exempt from the equal-time provisions are appearances by candidates
on these types of news programming:

1. b ide newscC

2. bona fide news-interview
3. bonati ocumentary (if the appearance 6 ndidate is incidental

to the presentation of thesuhject or subjects covered/by}he news documen-
tary), ‘ o

4, on-tdpaf’fdﬁge of bona fide news aventstinsluding put not limited to
political conventions and-activities-incidental thereto), shalVnot be deemed to
be use of a broadeasting station within the meaning of this subsection.

In the fall of 1975, the FCC added to the exemption list political debates
and news conferences, as long as they were broadcast in their entirety,
and if the broadcaster made a good-faith judgment that they constituted
a bona fide news event. In the spring of 1976, a three-judge panel of the
U.S. Court of Appeals in Washington, D.C. upheld the FCC’s right to
include the added exemption. The court split in a two-to-one decision
and in offering the verdict, noted that it took comfort in the fact that
Congress could correct the FCC if it had overstepped its authority in the
added exemption.®

The exemption itself is a hot political issue, since party loyalty as well
as congressional autonomy tends to surface during an election year. For
example, the FCC's exemption permitted Gerald Ford and Jimmy Carter
to participate in nationally televised debates in 1976. For John F. Kennedy
and Richard Nixon to debate in 1960, Congress had to suspend Section
315." Without the suspensions and exemptions, networks and local
stations would have been faced with a plethora of minority-party candi-
dates demanding equal time.

Selling Time: The Lowest Unit Charge

Besides granting equal time to candidates, Section 315 also spells out
how much they are to be charged for the use of broadcast facilities:

(b) The charges made for the use of any broadcasting station by any person who
is a legally qualified candidate for any public office in connection with his
campaign for nomination for election, or election, to such office shall not
exceed-

(1) during the forty-five days preceding the date of a primary or primary
runoff election and during the sixty days preceding the date of a general
or special election in which such person is a candidate, the lowest unit
charge of the station for the same class and amount of time for the same
period, and

(2) at any time, the charges made for comparable use of such station by
other users thereof.

312
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Th ve is known as the “lowest u@e“ rule. To understand
it Wssume That you are the sales manager for a television
stafion—Fhe station’s rate card charges an advertiser $1,000 to buy a
single, one-minute commercial in prime time. An advertiser purchasing
two commercials receives a discount and is charged only $850 per
commercial. We'll assume that the rate card permits an advertiser
purchasing 25 commercials to receive an even bigger discount, when
each commercial costing $500. Along comes candidate John Doe who is
running for municipal judge. Doe wants to buy just one commercial to
remind his friends that he is running for office. He wants it to run in
prime time. What will you charge him for the cost of his one commercial?
You will charge him $500. Even though he is buying only one commercial,
the law states that you must charge him the “lowest unit charge.” If he
wanted to purchase a commercial in a fringe-time period during which
the rates are lower, then you would charge him the “lowest unit charge”
for that time period.

Access: The Relationship of Section 312 to Section 315

Our discussion of Section 315 would not be complete without mentioning
another section of the Communication Act of 1934, Section 312, and
how it relates to Section 315. Section 312 is actually a prerequisite to 315,
since 312 succinctly states that the station must not deny access to any
candidate for federal office, regardless of what form that access takes.
Section 312 cautions the broadcaster that a station license may be revoked,
“for willful or repeated failure to allow reasonable access to or to permit
purchase of reasonable amounts of time for the use of a broadcasting
station by a legally qualified candidate for Federal elective office on
behalf of his candidacy.”

Notice that the law reads “federal elective office.” This clause has been a
bone of some contention and confusion in interpreting Section 315,
especially when candidates on other than the federal level are involved.
Some stations have used Section 312 as grounds for refusing to sell
commercial time to candidates other than those running for federal
offices. The advantage to such a policy is mainly economic. First, there
are fewer federal candidates than local candidates, translating into fewer
political commercials. You may ask whether the station is not in business
to sell commercials. Yes, but remember the lowest unit charge. If a
department store pays a nondiscounted rate for commercials but cannot
get on the air because of the many political commercials sold at the lowest
unit charge, then the station is losing money. Second, federal candidates
often place their advertising through advertising agencies. Although the
station still must give a discount to the agency, the number of commercials
purchased is usually more than what candidates would purchase on their
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the Fairness

own. Thus, the total amount spent is closer to the actual profit made
from typical business advertising. Third, the commercials from the
agency are usually prerecorded, eliminating the need for the local station
to tie up its staff and facilities helping a local candidate produce a
commercial which may run only one time at the lowest unit charge.

By inserting the term federal, Section 312 left no definition of “reason-
able access” for candidates running for state and local of fices. Historically,
the station has been flexible in such cases. In its Guidelines to political
candidates, the commission says: “The licensee in its own good-faith
Jjudgment in serving the public interest may determine which political
races are of greatest interest and significance to its service area, and
therefore may refuse to sell time to candidates for less important offices,
provided it treats all candidates for such offices equally.”"’

Doctrine

The Fairness Doctrine was first issued in 1949 as an FCC report to

br()adca’sters o) i iali s with “fairness” to all sides.!?
The FCC reexamined the doctrine in-poliey statements issued in 1964,
1974, and 1976.

-~

Mayflower Decision

The Federal Radio Commission, in discussing the limited spectrum space,
noted that if issues “are of sufficient importance to the listening public,
the microphone will undoubtedly be available. If not, a well-founded
complaint will receive the careful consideration of the commission.”!
Attention to this fairness issue crystalized in 1941 with the “Mayflower”
decision, involving station WAAB in Boston." The Mayflower Broad-
casting Corporation petitioned the FCC to give Mayflower the facilities
of WAAB, which were up for renewal. Although the FCC ruled in favor
of WAAB in a review of WAAB's past performance, the station was
strongly criticized by the commission for its practice of “editorializing.”
The FCC stated that it was “clear that with the limitations in frequencies
inherent in the nature of radio, the public interest can never be served
by a dedication of any broadcast facility to the support of his own partisan
ends.””® The FCC offered the opinion that “a truly free radio cannot be
used to advocate the causes of the licensee. . . . In brief, the broadcaster
cannot be an advocate.”'® The Mayflower decision successfully discour-
aged other stations from jumping on the editorial bandwagon.



WHKC and Scott Decisions

While the Mayflower decision was stifling editorials, the Code of the
National Association of Broadcasters was stifling discussion of controver-
sial issues by prohibiting the purchase of commercials to air those issues.
It was not long before one station was caught in the triangle between the
FCC, the NAB Code, and the First Amendment. Station WHKC in
Columbus, Ohio, believing it was operating in the public interest, adhered
to the NAB Code and promptly found itself in a dispute with a labor
union.!” The union claimed that the station had refused to sell it time
and had censored its submitted scripts.

The union filed a petition against WHKC's license renewal. The FCC
held a hearing on the matter between August 16 and 24, 1944, and heard
the argument about the NAB Code. By October, the union and the
station had agreed to a compromise. The agreement broke with the code
and prohibited any further censorship of scripts, dropping the station’s
policy of banning selling time for controversial issues. The FCC stated
the station must be

... sensitive to the problems of public concern in the community and ... make
sufficient time available on a nondiscriminatory basis, for full discussion thereof,
without any type of censorship which would undertake to impose the views of the
licensee upon the material to be broadcast.

Further support for airing controversial issues came in 1946 when
Robert Harold Scott of Palo Alto, California, filed a petition asking the
FCC to revoke the licenses of radio stations KQW, KPO, and KFRC. Scott
claimed that he wanted time to expound his views on atheism, balancing
the station’s “direct statements and arguments against atheism as well as

indirect arguments, such as church services, prayers, Bible reading
and other kinds of religious programs.”'® Scott did not get the station’s
license revocation, but in its decision, the FCC stated:

The fact that a licensee’s duty to make time available for the presentation of
opposing views on current controversial issues of public importance may not
extend to all possible ditferences of opinion within the ambit of human contem-
plation cannot serve as the basis for any rigid policy that time shall be denied for
the presentation of views which may have a high degree of unpopularity.

Issuing the Doctrine

The commission began to tackle the editorial issue in March and April
of 1948. In eight days of hearings on the subject, it heard from 49
witnesses; 21 other persons filed written motions. From the hearings
came a statement issued by the FCC on June 1, 1949 under the heading,
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In the Matter of Editorializing by Broadcast Licensees. It was to become known
as the “Fairness Doctrine.” In the doctrine, the commission reasserted its
commitment to free expression of controversial issues of public impor-
tance as stated in the WHKC and Scott decisions. It also reversed the
Mayflower decision by supporting broadcast editorials. The commission
came “to the conclusion that overt licensee editorialization, within reason-
able limits and subject to the general requirements of fairness . . . is not
contrary to the public interest.”"

The Fairness Primer

As expected, there was a series of court cases and complaints about abuse
of the Fairness Doctrine. Finally, it became necessary in 1964 for the
FCC to issue some clarifying guidelines. The 1964 document, commonly
called the “Fairness Primer” was a compilation of representative FCC
rulings from over those years.?® It gave people an opportunity to study
the FCC’s decisions, shedding light on other stations’ practices and
policies, seeing when complaints might be warranted, and guiding stations
on how to meet Fairness Doctrine requirements.

Still waiting, however, was a major legal test of the constitutionality of
the Fairness Doctrine. It came in an appeals court case in 1967, reaching
the Supreme Court in 1969. Called the “Red Lion decision,” it affirmed
the constitutionality of the Fairness Doctrine. We'll examine this landmark
case in more detail.

The Red Lion Decision

The Red Lion decisWWcasting Company of
Red Lion, Pennsylvanla In November, 1964, the Reverend Billy James
Hargis lashed: (Et/og,Red_Lms_sadmAL%tlon against the author of a
book about Baw red J. Cook, was held in low
esteem by Hargis, who spelled out what he felt to be the less favorable
aspects of Cook’s career as a writer. Cook contacted the station for a
chance to reply to Wat it did not have to
offer free#im—%—ﬂonk_unl:ss%@e&ld‘w that there was no
commercial spansorship-available to present his views. Cook went to the
FCC, which ruled in his favor, citing the Fairness Doctrine. In the case
of Red Lion Broadcasting Co. v. Federal Communications Commission, the
appeals court upheld the FCC’s decision.?!

At that point, the Radio-Television News Directors Association entered
the picture and appealed the case once more, this time to the United
States Court of Appeals for the Seventh Circuit in Chicago. In the case
of Radio-Television News Directors Association v. United States, the court ruled
that the Fairness Doctrine’s personal attack and editorial rules would
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“contravene the first amendment.”?” But RTNDA’s victory was short-
lived. The FCC then took the case to the Supreme Court which reviewed
both the circuit and appeals courts’ decisions. The Supreme Court ruled:
“In view of the prevalence of scarcity of broadcast frequencies, the
Government's role in allocating those frequencies, and the legitimate
claims of those unable without governmental assistance to gain access to
those frequencies for expression of their views, we hold the regulations
and ruling at issue here are both authorized by statute and constitution-
al.”?® With this, the Supreme Court upheld the FCC and reversed the
decision in the RTNDA case. The Fairness Doctrine now was not only a
broadcast regulation, but one reaffirmed by judicial precedent by the
highest court in the land.

Personal Attack Rule

One area of the Fairness Doctrine which remained somewhat nebulous
was the broadcast of direct personal attacks on individuals or organiza-
tions. When the Red Lion issue came to the FCC’s attention, it decided
that this was the time for a ruling. Becoming effective on August 14,
1967, the FCC’s rules regarding personal attack read:

(a) When, during the presentation of views on a controversial issue of public
importance, an attack is made upon the honesty, character, integrity or like
personal qualities of an identified person or group, the licensee shall, within a
reasonable time and in no event later than one week after the attack, transmit to
the person or group attacked (1) notitication of the date, time and identitication of
the broadcast; (2) a script or tape (or accurate summary if a script or tape is not
available) of the attack and (3) an offer of a responsible opportunity to respond
over licensee’s facilities.

The rules exempt foreign groups or foreign public figures, certain types
of attacks made by political candidates during campaigns, and with the
same provisions as in Section 315, various bona fide news events.

At the same time that it spelled out the new personal attack policy, the
FCC also spelled out new rules covering editorials:

(c) Where a licensee in an editorial, (i) endorses or (ii) opposes a legally qualified
candidate or candidates, the licensee shall, within 24 hours after the editorial,
transmit to respectively (i) the other qualified candidate or candidates for the same
office or (i) the candidate opposed in the editorial (1) notification of the date and
the time of the editorial; (2) a script or tape of the editorial; and (3) an offer of a
reasonable opportunity for the candidate or a spokesman of the candidate to
respond over the licensee’s facilities: Provided, however, that where such edito-
rials are broadcast within 72 hours prior to the day of the election, the licensee
shall comply with the provisions of this paragraph sufficiently far in advance of the
broadcast to enable the candidate or candidates to have a reasonable opportunity
to prepare a response and to present it in a timely fashion.
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With these 1967 rules, broadcasters now know exactly what is expected
of them when such incidents occur on their stations. They do, however,
have the discretion to determine what constitutes a personal attack. Here,
although not completely free, the FCC has permitted broadcast manage-
ment to remain in charge of its local programming, somewhat unimpeded
by a federal agency.

Broadcast Advertising

The FCC'’s position on the fairness issue is that the overall programming
of a station should reflect its commitment to fairness, not just a single
program. The position of advertising in this programming became a
contested issue when WCBS-TV was approached by New York lawyer
John W. Banzhaf, who requested equal time to reply to cigarette com-
mercials. WCBS-TV refused to grant him time, but the FCC agreed with
Banzhaf. The FCC'’s decision was upheld by the appeals court which
tried to confine the decision to cigarette advertising. But that was too
much to hope for, and over the years, the Fairness Doctrine has applied
to many factions of advertising. (Cigarette advertising meanwhile was
banned on radio and television after 1971 by the Public Health Cigarette
Smoking Act of 1969.)

In a sweeping FCC order, eight California stations were caught in a
Fairness-Doctrine controversy over programming on nuclear power
plants. At a time when people in California were being asked to sign a
petition for a referendum on nuclear power plants, the stations aired
commercials sponsored by the Pacific Gas and Electric Company. The
commercials promoted nuclear power and power plants. Citizen-action
groups brought the matter to the FCC’s attention and in 1974, filed an
action against thirteen stations. The commission found that five stations
had presented the issue fairly with programming advocating the anti-
nuclear stand. Eight others were required to show the FCC how they
intended to comply with the Fairness Doctrine. The commission felt that
the issue was controversial and of public importance and investigated “to
the minute” the amount of time the stations had devoted to different
sides of the issue.?

The 1974 Report

In 1974 the FCC reopened hearings on the Fairness Doctrine and
concluded the hearings by issuing an updated report on the applicability
of the Fairness Doctrine. More importantly, the 1974 Report also attempt-
ed to create an atmosphere of flexibility in interpreting the doctrine.
What the FCC, the broadcasters, and the public had been worrying about
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was the absence of guidelines defining such sensitive issues as “contro-
versial issue” or “reasonable opportunities for contrasting viewpoints.”
The commission summed up its feelings on these matters as follows:

The Fairness Doctrine will not ensure perfect balance and debate, and each station
is not required to provide an "‘equal’’ opportunity for opposing views. Furthermore,
since the Fairness Doctrine does not require balance in individual programs or a
series of programs, but only in a station’s overall programming, there is no
assurance that a listener who hears an initial presentation will also hear a rebuttal.
However, it all stations presenting programming relating to a controversial issue
of public importance make an effort to round out their coverage with contrasting
viewpoints, these various points of view will receive a much wider public dissem-
ination.

The 1974 Report did not diminish the debate over the Fairness Doctrine.

Reconsidering the Fairness Doctrine: 1976

The commission decided to reconsider the Fairness Doctrine in 1976
after citizens' groups wanted more access to broadcasting. The FCC
generally reaffirmed its decisions in the 1974 report. It felt that the
doctrine should continue to be applied to advertisements of public issues,
not of specific products. It agreed that broadcast editorials should come
under the aegis of the doctrine and reaffirmed the right of the broad-
caster to decide how the doctrine should be applied locally. If the FCC
did have to intervene, it was felt the probable action would be simply to
require that the station provide time for opposing viewpoints.

regulating obscene, indecent, and profane material

One of the most complex areas of broadcast regulation is obscene and
indecent programming. The statutes governing such programming have
evolved from both the Radio Act of 1927 and the Communications Act
of 1934. The Radio Act of 1927 provided for penalties of up to $5,000
and imprisonment for five years for anyone convicted of violating the
act, including its obscenity provisions. The Communications Act of 1934
changed this to $10,000 and two years in jail, stating that the violator’s
license could be suspended for up to two years. In 1937, the penal
provisions covering obscenity were amended to include license suspension
for those transmitting communications containing profane or obscene
“words, language, or meaning.” The license suspension was no longer
limited to two years, and the word “meaning’ became even more appro-
priate as television became more popular.?®



The U.S. Criminal Code

In 1948, Congress took the obscenity provisions from the Communica-
tions Act of 1934 and put them into the United States Code. Thus, the
U.S. Criminal Code, Section 1464 states: “Whoever utters any obscene,
indecent, or profane language by means of radio communication shall be
fined not more than $10,000 or imprisoned not more than two years or
both."?® “Radio communication” includes television. Both the Department
of Justice and the FCC have the power to enforce Section 1464. Penalties
include forfeiture of a license or construction permit and fines of $1,000
for each day the offense occurs, not to exceed a total of $10,000. The
Justice Department also can prosecute under Section 1464 and send a
licensee to jail.

Although there are other cases in which the FCC has acted against
stations which have broadcast obscene, indecent, or profane material, two
stand out. One was an lllinois station’s “topless” format and the other a
New York station’s broadcast of comedian George Carlin’s monologue on
words that cannot be said on radio or television.

Topless Radio and Seven Dirty Words

In 1973, the FCC found itself in the obscenity arena with a case involving
a station in Oak Park, Illinois. The topic for the call-in program on
February 23 was oral sex, and female listeners called moderator Morgan
Moore with graphic descriptions of their experiences. The format, also
employed at other stations, was known as “topless radio.” Female listeners
were not the only ones to contact the station. The FCC notified them of
their apparent liability of $2,000 for violating both the indecency and
obscenity clauses of the Criminal Code.?

Two groups, the Illinois Citizens Committee for Broadcasting and the
Illinois Division of the American Civil Liberties Union, asked the FCC to
reconsider the ruling. When the commission declined, the Illinois Citizens
Committee for Broadcasting appealed in Illinois Citizens Committee for
Broadcasting v. Federal Communications Commission. On November 20, 1974,
the court upheld the FCC’s action and in effect ruled that the comnmission
was acting constitutionally.

On the afternoon of October 30, 1973, WBAI-FM warned its listeners
that the following broadcast included sensitive language which might be
offensive. What followed was a recording by comedian George Carlin
from his album “George Carlin: Occupation Foole.” Carlin’s monologue
was a satire on seven four-letter words which could not be used on radio
or television because they depicted sexual or excretory organs and
activities. A month later, the FCC received a complaint from a man who
said that he had heard the broadcast while he was driving with his son.
It was the only complaint received about the broadcast, which had been
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aired as part of a discussion on contemporary societies’ attitudes toward

language.
The FCC issued a declatory ruling against WBAI-FM and stated that
such language * . . . describes, in terms patently offensive as measured by

contemporary community standards for the broadcast medium, sexual
or excretory activities and organs, at times of the day where there is a
reasonable risk that children may be in the audience.”?®

The commission also rationalized that broadcast media should be
treated differently from print media in regulating indecent material,
because broadcast media are instrusive, based on four considerations:

(1) children have access to radio and in some cases are unsupervised by parents;
(2) radio receivers are in the home, a place where people’s privacy interest is
entitled to extra deference; (3) unconsenting adults may tune in a station without
any warning that offensive language is being or will be broadcast; and (4) there is
a scarcity of spectrum space, the use of which the government must therefore
license in the public interest.?®

The commission reiterated that it was not in the business of censorship
but did have a statutory obligation to enforce those provisions of the
criminal code that regulated obscene, indecent, or profane language.

Whatever good intentions the commission had in issuing its declatory
order, the U.S. Court of Appeals for the District of Columbia did not
agree and did little to uphold it. Striking down most of the commission’s
major arguments, the court gave the FCC a judicial setback bordering on
embarrassment. It first found that the commission's order was in direct
violation of Section 326 of the Communications Act of 1934, which
prohibits the FCC from censoring programming. Although the FCC
clearly stated that it was not censoring, the appeals court felt it was doing
just that simply by issuing the order. The issue did not stop there,
however. The case went to the United States Supreme Court where the
FCC found itself back in favor. The single complaint from a father about
what his son heard on radio had set a strong precedent for future FCC
action against questionable material on the air and made it clear that
there were at least seven words that could cause broadcasters much
trouble if they decided to use them on the air.

prime-time access

Another area of programming which involves the FCC is the amount of
time local stations devote to network television programming.

Concern over the dominance of network programming prompted the
FCC to take measures assuring that alternative programming would also
be aired during the evening hours. From these measures came the prime-
time access rule. The latest Prime Time Access Rule 111 (PTAR III),
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charges stations in the top fifty markets, which are either network-
affiliated or network-owned, to clear an hour from network prime-time
programming, which is 7:00 .M. to 11:00 P.M. in Eastern and Pacific
time zones and 6:00 to 10:00 p.M. in Central and Mountain time zones.3
PTAR III was “refined” by order of the United States Second Circuit
Court of Appeals in the case National Association of Independent Television
Producers and Distributors et al. v. FCC.3' The rule is designed to (1) give
independent producers and syndicators a market for their programming
and (2) (e_r_lgdurage“loca] stations to develop treative programming. By
applying the rule to the top hfty markets, the FCC has successfully
covered the nation. YQL the-rtle has been more successful in p;oviding

time for syndicated W _tmnf"rr’rsnﬁiﬁfatirfg local creativity. The
result has beerra plethora ofquiz and game shows in the 6:00 to 8:00

P.M. tifhe periods acrossthe country.

PTAR 111 still allows a series of exemptions. Stations can broadcast
network or off-network documentaries, public affairs, and children’s
programming. Public affairs programming is defined the same as it is in
the FCC logging rules, as * . . . talks, commentaries, discussions, speeches,
editorials, political programs, documentaries, forums, panels, roundta-
bles, and similar programs primarily concerning local, national, and
international public affairs.” Feature films also can be broadcast as can
network news programming of special interest to the viewing audience.
In other words, if a network provides affiliates with coverage of a major
developing news event, such as an assassination or natural disaster, the
local affiliates can carry the program and have it count as prime-time
access. If a television station produces an hour of local news which
immediately precedes the prime-time access hour, for example, the local
news from 6:00 to 7:00 p.M., then the station can carry network news
programming up to one-half hour into the access period, or until 7:30
P.M.

Sports programming also is exempted. If a sports event is scheduled
to end at the beginning of prime-time access but lasts longer, stations are
permitted to continue their sports coverage. Major sports events in which
all prime time is devoted to their coverage, such as New Year's Day
football games or coverage of the Olympic games, receive the same
exemption. Under continued scrutiny is the antiblackout law (Public Law
93-107), which permits the telecast of a home football game during prime
time, but only if the game is sold out 72 hours before kickoff.

coverage of judicial proceedings

Although not an issue of direct concern to the FCC, the broadcast press
has been deeply concerned over the Court’s reluctance to allow broadcast
coverage of judicial proceedings. At the heart of the issue is permission
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to have television cameras record the proceedings and for stations to
broadcast live and video-taped courtroom activity, including testimony.
The idea itself of cameras in the courtroom was conceived before
television became part of the American scene. When Bruno Hauptmann
was tried for the kidnapping of Charles Lindbergh's son, the courtroom
resembled more a county fair than a judicial proceeding. Reporters were
falling over reporters, vendors were selling souvenirs, and when the
judge barred cameras from the courtroom, an enterprising chap man-
aged to sneak a camera into the balcony and snap a picture of the
courtroom that appeared in papers across the country.

Since the Lindbergh trial, everyone from the Supreme Court to bar
associations has grappled with the difficult issue of how much publicity
is too much and how or if television cameras and recording equipment
interfere with a fair trial. The American Bar Association approved its
famous Cannon 35 two years after the Lindbergh trial. Amended in 1963
to include television, Cannon 35 forbade either the taking of photographs
or the broadcasting of court proceedings. Individual states were quick to
affirm Cannon 35's principles and place it in statutes affecting court
proceedings. The Federal Rules of Criminal Procedures, specifically Rule
53, carries the prohibition of cameras to federal courts. A special
committee of the Judicial Conference of the United States reaffirmed
Cannon 35 in 1968, calling for prohibition of “. .. radio or television
broadcasting from the courtroom or its environs, during the progress of
or in connection with judicial proceedings.” Clearly, from the standpoint
of the courts and of many lawyers, there is popular support for the Sixth
Amendment's position.

Such claims for constitutional priority are not founded merely in
supposition or conjecture. The annals of case law are filled with over-
turned verdicts, appeals, and charges of biased juries because the news
media have been less than restrained in their coverage. Cases which stand
out include Rideau v. Louisiana.® In this case, the suspect was interviewed
by a country sheriff, and the interview was filmed and played on local
television. The suspect’s confessions made during the interview and the
subsequent televising of those confessions prompted the defense attorney
to request a change of venue. A denial and subsequent guilty verdict
were all that was needed for the United States Supreme Court to reverse
the conviction and state that the jury should have been drawn from a
community whose residents had not seen the televised interview.

The case of Texas businessman Billie Sol Estes added fuel to this
constitutional fire. Estes was tried and convicted of swindling. An appeals
court affirmed the conviction, but when the case reached the United
States Supreme Court in 1965 in Estes v. State of Texas, the conviction was
reversed.®® Massive national publicity surrounded the trial, and when it
first went to court, the trial judge permitted television coverage of
portions of the trial. In fact, the initial hearings were carried live. The
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scene was described by Justice Clark, who delivered the opinion in the
case: “Indeed, at least 12 cameramen were engaged in the courtroom
throughout the hearing taking motion and still pictures and televising
the proceedings. Cables and wires were snaked across the courtroom
floor, three microphones were on the judge’s bench, and others were
beamed at the jury box and the counsel table. It is conceded that the
activities of the television crews and news photographers led to consid-
erable disruption of the hearings.”

Justice Clark summarized four areas in which television could poten-
tially interfere with a trial: (1) Television can have an impact on the jury.
The mere announcement of a televised trial can alert the community to
“all the morbid details surrounding” the trial. “Every juror carries with
him into the jury box those solemn facts and thus increases the chance
of prejudice that is present in every criminal case.” (2) Television can
impair the quality of testimony. “The impact upon a witness of the
knowledge that he is being viewed by a vast audience is simply incalcu-
lable. Some may be demoralized and frightened, some cocky and given
to overstatement; memories may falter . ...” (3) Television places addi-
tional responsibilities on the trial judge. Along with other supervisory
duties, the judge also must supervise television. The job of the judge, “is
to make certain that the accused receives a fair trial. This most difficult
task requires his undivided attention.” (4) For the defendent, television
“is a form of mental if not physical harassment, resembling a police line-
up or the third degree. The inevitable closeups of his gestures and
expressions during the ordeal of his trial might well transgress his
personal sensibilities, his dignity, and his ability to concentrate . .. .”

Despite the Supreme Court’s decision, broadcasters continued their
fight for courtroom access for the omnipresent television camera (Figure
13-2). There were breakthroughs in 1972 when the American Bar
Association’s House of Delegates -approved a Code of Professional Re-
sponsibility, permitting the use of television in the courtroom for such
activities as presenting evidence. Another breakthrough came in 1974
when the Washington State Supreme Court instructed a county superior
court to select a trial and experiment with televising it, for “educational”
purposes. The experiment was generally successful. In Las Vegas, Ne-
vada, in the fall of 1976, KLAS-TV televised in color a criminal court
trial. Sixty hours of courtroom activity, including interviews with the
defendant, jury, and attorneys, were videotaped and edited for a three-
part, prime-time special. One of the most publicized trials was of a
teenager accused of murder, which took place in Florida in 1977. The
trial was televised, and segments appeared regularly on network televi-
sion, calling national attention to the camera-courtroom issue (Figure
13-3). A few weeks later, when the verdict was read in an Indiana
kidnapping case, cameras again were present, and the courtroom once
again appeared on national television.



Figure 13-2 Smaller cameras and progressive judges
have made television cameras in courtrooms more and
more common. (Dick Wetmore and WPBT)

Figure 13-3 A national television audience witnessed
courtroom scenes during the trial of a Florida teenager
accused of murder. (George Chase and WPBT)
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The future of broadcast coverage of judicial proceedings rests on two
factors: (1) the willingness of the courts to recognize the public’s right of
access to trials by permitting in the courtroom the apparatus necessary to
capture the actual sounds and sights of the court in session, and (2) the
willingness of the broadcast press to use restraint and the highest
professional attitude and activity while covering a trial. Certainly, not all
of the courts across the country are going to open their doors overnight
to broadcasting. The process will be slow and gradual, and many trials
will remain closed at the request of the parties involved. Even with
television technology, the familiar and talented courtroom artists em-
ployed by many of the networks and larger television stations will
continue their craft of capturing on the sketch pad the activity judges
bar from the eyes of the television camera (Figure 13-4).

self-regulation

Although the government has been active in controlling the content of
broadcast programming, the broadcasters themselves, through their
individual professional associations, also have contributed. The amount
of self-regulation that broadcasters employ seems in many ways to be in
direct proportion to the amount of government regulation. Specifically,
self-regulation, when effective, can actually displace government regula-
tion before it begins. Within the broadcasting industry and related fields
there are numerous guidelines and codes of ethics which are at least part
of the by-laws of many organizations, even if they are not always followed
by their members.

Stati lational Association of Broadcasters also
can belong t ? Radio Code amd-he NAB Television Code. The
codes the&m&m@ﬁl}he NAB was originally
founded.

to foster and promote the development of the arts or aural and visual broadcasting
in all forms; to protect its members in every lawful and proper manner from
injustices and unjust exactions; to do all things necessary and proper to encourage
and promote customs and practices which will strengthen and maintain the
broadcasting industry to the end that it may best serve the public.

By 1937 the broadcasting industry, through the NAB, was adopting its
first set of self-regulatory guidelines. ¥heré'was a major revision in 1945,
and since that time the codes have beerrregularly updated to reflect both
the pressure-of government regulati one side and the pressure of
NAB memﬁem'mﬂgeyc’odﬁﬁhoﬁty of the NAB administers
the codes with-the-approval of the NAB board of directors. The executive
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Figure 13-4 Defense attorney F. Lee Bailey rises to his
feet as the scene from the Patty Hearst trial is captured
by NBC courtroom artist Walt Stewart of KRON-TV in San
Francisco. (Walt Stewart)

staff oﬁ?ﬁdtﬁdmuxmmw;%gular monitoring
of NAB-member stations. Broadcast advertising rogramming are
the two principal areas of both the Radio and Television Codes, and
membership in the code is by subscription and open to “any individual,
firm or corporation which is engaged in the operation of ... a broad-
casting station or network . .. or which holds a construction permit
for a radio or television station.” Membership in the code requires an
agreement by the station to abide by Nmeméﬁng standards and also
permits the statiofi_tc to use the code seals (Figure 13-5) on on-air
promotions-and adﬁt_lﬁﬁg—hteratuf&nsed‘by’he station.

Along with the NAB Codes are codes of other organizations such as
the Radio-Television News Directors Association, the Society of Profes-
sional Journalists-Sigma Delta Chi, American Women in Radio and
Television, and advertising associations. Press councils operate nationally
and in many states and communities in which other than legal complaints
of the print as well as broadcast press can be aired.
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Radio o
Code TELEVISION

CODE

SEAL OF GOOD PRACTICE

Figure 13-5

Government control of programming is a major concern of the broad-
casting industry. Its basis is in the fact that the electromagnetic spectrum
on which radio and television waves travel is a limited resource and must
have safeguards to assure its responsible use. Coupled with this is the
tremendous influence that radio and television have, which in the case of
satellites crosses international boundaries.

Two areas of great concern to both broadcasters and the public are
regulations resulting from Section 315 of the Communications Act and
regulations from the Fairness Doctrine. Section 315 is mainly concerned
with political broadcasting and assures that candidates for public offices
will have the same opportunities to gain access to the broadcast media as
other candidates for the same offices do. Key parts of Section 315 include
its definitions of equal time, its anticensorship provisions, and the lowest
unit charge. The Fairness Doctrine traces its roots back to the 1940s
when the FCC prohibited editorializing and then reversed itself in 1949.
Since then the doctrine has been revised considerably, mostly through
FCC policies and court decisions. It now covers all areas of radio and
television broadcasting, including advertising, and as far as overall pro-
gramming is concerned, broadcast news programming.

An area in which the FCC has found one of its strongest footholds is
in control of obscene, indecent, and profane material. Supported by the
U.S. Criminal Code, the FCC has levied sanctions against numerous
stations. Two of the most famous cases were the frank sexual discussions
found in “topless radio” formats and the use of comedian George Carlin’s
monologue on words prohibited on radio and television.

Broadcasters’ relationships with their networks also have come under
the FCC’s jurisdiction. The prime-time access rule requires stations to
permit a certain amount of local programming to air in the early evening
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hours preceding prime-time network programming. Although some
stations have developed a creative “magazine” format and other television
fare, others have chosen to rely on syndicated programs, such as game
shows.

Although not actually under FCC jurisdiction, the broadcast press has
been waging a continuing battle to permit television cameras in court-
rooms and to bring entire judicial proceedings to the television screen.
Although the courtroom artists will remain an important part of court-
room coverage, more and more states are experimenting with television
cameras in judicial chambers.

Self-regulation has been practiced by many broadcasters. Through
such organizations as the National Association of Broadcasters, broad-
casters have managed to avoid some federal regulations and have
attempted to improve the quality of radio and television programming.
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FOCUS After completing this chapter we should be able to

Identify the sections of a station's programming log.
Identify the sections of a station’s operating log.
Tell what is in a station's public inspection file.

Explain the basic procedures in conducting a community needs and
ascertainment survey.

List the steps in a typical license renewal.
Discuss cross-ownership rules.
List the steps in starting a new station.
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Most businesses, whether regulated or not, must keep certain records.
Accounting ledgers, tax returns, and profit-loss statements are essential
to any enterprise. Businesses which are highly regulated, such as broad-
casting, are burdened by even more “paperwork.” Although broadcasters
complain that the paperwork drains their time and is a considerable
expense, the reason the FCC requires such detailed information is to
assure operation in the public interest. Station program logs, for example,
tell what programs aired at what time, what commercials were broadcast,
when news programming aired, what time the station signed on and off
the air, whether a program was live or recorded, and whether that
program was news, entertainment, or something else.! Such records help
prevent an unscrupulous broadcaster from interfering with other stations,
refusing to meet the promises stated in the license renewal, overcharging
advertisers, and other violations of FCC rules.

In chapter 14, along with examining program logs we also shall discuss
operating logs, the station’s public inspection file, conducting community
needs and ascertainment surveys, license renewal, cross-ownership rules,
and steps to starting a new broadcasting station.

program logs

FCC regulations require every radio and television station to keep logs
detailing what they broadcast to the public. Since our discussion of logs
will be in general terms, you should consult the specific FCC regulation
before actually making entries in a log or examining it to see if it meets
precise FCC standards. Logging requirements, although fairly standard,
are fulfilled in different ways by different stations.

FCC rules require program logs to be kept by someone who is familiar
with FCC standards, in most cases, the person operating the station’s
control board. A secretary not in programming is not permitted to make
log entries. Neither is a general manager sitting in a back office, although
the general manager, program director, or representative of the licensee
can make corrections on a program log when the person who made the
original entry is not available.

Regulations also require that logs be legible and organized in an easily
accessible location at the station. An FCC inspector would have little
sympathy for logs containing illegible entries, logs scattered around the
station at different locations, logs not filed in chronological order, or
worse yet, missing logs. Some stations make duplicate copies of logs just
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to protect against loss or damage. More and more stations are using
automatic logging systems (Figure 14-1) which take many of the logging
tasks, although not the responsibility, away from the person operating
the control board.

To understand program logs, let’s examine the one in Figure 14-2. It
illustrates one type of program log which meets basic FCC requirements.
Program logs also must have a cover sheet which explains all of the
categories, sources, and types of programs which are abbreviated on the
individual program entries.

At the top of the program log is the station’s call letters (in this case
WXXX), the name of its parent corporation, and the town in which it is
licensed. The log is clearly identified (“program” log) to differentiate it
from other station logs which we shall learn about later. The log also tells
the page number, (page 2), the day of the week, (Wednesday), the date,
(7/16/80), and the time zone, (Eastern Standard Time [EST)). Logs always
must be kept in local time. To the left of the first column is a number for
each line. This is not required by the FCC but can be helpful in giving
directions to the operator. For example, if a mistake is made on the log,
the program director can leave a note for the board operator referring
to a specific line and page number on which the correction is to be made.

Figure 14-1 (Harris Corporation, Broadcast Products
Division, P.O. Box 4290, Quincy, lllinois 62301)

DUR  UVIDED AUD  MID®
6:05:23AM 15.18 TEST PATTERN

6.20.41% 9.44 : 501J78 SIGN ON U918 CUT 1
6:21.25  5.88 BRS C COLOR BRRS
6.26.25 1,55 uT2 UGGH2345 NATIONAL ANTHEM )
6:28:20  8.30 UCI CURT9876 HALLELURH 4
6:28:56  8.30 UCl CURT3I324 UNITED WAY CRUSADE #1 P
6:29.20 8.38 uCl INHSS149 CHANNEL 97 MOVIE P
6 29 58 8.18 FISX C2 INHSS381 ID BUMPER |
-MAN- NET MM MORNING COFFEE SHOW | NE
8.38 FIR FF IERDBI98 20NK COMM‘L
8.38 FCI FISH2645 TANKORISHNESS COMM‘L C
1.80 UCl ARGH1480 LARGO NUT CO. NO. 1 C
8:02) FISX NUMBBB4S 1D SRFETY 1
13.60 NET MM MORNING COFFEE SHOW 2 NE
1.80 UCl FF DLIX1694 US ARMY 3
8:45 UCl DSNUS777 THREE TERMITES C
8.85 FIS KI ® 1IXOU6789 INSERT I SLIDE-MRTTE
0:05 UC2 KS === MNUU6798 INSERT 2 SELF KEY
9.05 UCI THREE TERMITES CONT,
-MAN- NET MM MORNING COFFEE SHOW 3 NE




AM _FM_ TV

Chevrolac STATION WXXX DAILY PROGRAM LOG page_ 2
Sroadcasting . c rcisl Matwe gt A Type: C Matwe (CML; Public day Wednesday
Co., Inc. o oemenn | PALLSS o A MRA); "
. msoum Locel {L}; Network {Identify): Recorded (REC date 7/16/80
Littletown, . AT, Petigoos (R Tnetrrtions (11 S 1a); Oy 10): ‘2‘5..:.".5:‘.23'.'7".‘ -
Plainstate Politics! {POL): Educationsl (). time __ EOT
Station Commercial Matter
Identifi.| PROGRAM TIME or PROGRAM
cation PROGRAM TITLE — SPONSOR Announcement
Time Begin End Duration Type Source Type
1 2 ] 4 5 [ 7 8
- 8:00 8:00 9:00 RHYTHM MELODIES REC E
2- James Brothers 60 C™M
3- XYZ Laundty 60 C™m
4- Alan Tires 60 CM™
5- 3] per 2
| 6- Red Cross PSA
1- Sweway Food 60 CM
8- Stop-Start Oriver Training School 60 CM
9- Shady Hifl Summer Theatre 60 CM
10- 830 8:35 | NEWS HEADLINES - Countty Journal 1:30 C™M L N
i1- John's Donut Shop 80 CM
12- Blackacre Real Estate 60 CM
13- Wiight Insurance 60 c™M
- Rong Shoe Store 60 CM™M
15— 9:00 9:00 9:14 JOE SMITH DEM. County Democratic Com. L PA-POL
16~ Cosmo Drugs 30 C™m
17- 9:1§ 9:28 FARM REPORT Coles’ Tractor Co. 3.00 c™m L A
18- 929 Announ. per Sec. 73.1202
19- 9:30 9:59 LITTLE ORPHAN PUNJAB MBS
20~ Frank's Carpet Center cM
21-1 10:00 10:00 10:29 LITTLETOWN LIBRARY TOPICS L 1-ED
22- Petite Clothes 60 CM™M
3- 10:30 10:44 HEAVENLY MOMENTS - Coun. of Chutches L R
u- Lehi Beverage Co. ) CM
25- 10:45 10:59 MAN ON THE STREET Ford's Used Cars 3.00 CM L PA
%- John's Garage 80 CM
27-1 11:00 11:00 1124 Coca Cola Melodies 3:30 C™m REC E
8- Tony's Pizzeria 60 c™
29~ 11:25 11:29 MORNING HEADLINES L N
30~ Sta. Promo - Sports Windup (Schmaltz Bees) 10 CMm
- 11:30 11:59 JOHN'S OTHER LIFE MBS
2- Ray Hay Rep. Back Hay Com. 2 CM™
3- Weekday Religious Education PSA
- 12:00 12:00 12:14 MIO-DAY NEWS MBS
35- 12:15 12:30 AIR FORCE TUNE TIME REC E
36- Air Force Recruiting PSA
3- _ Aur Force Recruiting /|, PSAH 4
On (e, o . ] oH 9.00 ] On —9 “; ] ? A s L ?“ i
On P. Oporeter & Anneuncer oH On . Operster (or A Sl

Comments: ABC Ice Cream spot was not run during Rhythm Melodies and log-keeper

forgot to delete entry. Mﬂ_«d/’/frymﬂ 71.,,‘474/ WAXXX 1717780

Figure 14-2 (National Association of Broadcasters)
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Times, Program, and Station Identification

The first column on the log indicates the time of station identifications
(ID). Station identifications are required when the station begins and
ends its programming day. Sometimes stations are forced off the air
unexpectedly, such as when lightning strikes the antenna. The minute
they return to the air, they must broadcast an ID and make a notation
in the “Remarks” section of the interruption. Station identifications must
also be broadcast “hourly, as close to the hour as feasible, at a natural
break in the program.” Some exceptions are permitted. If a station is
broadcasting a symphony orchestra concert, interrupting with a station
ID would not exactly thrill the serious listener. In these cases, IDs can be
given as close to the hour as possible but at a natural break in the
programming, such as at intermission or at the end of a particular
selection.

A station 1D musteonsist of the.call letters and the name of the
commusiity served by the station. Televiston stations also must announce
their channglt"The station may insert the name of its licensee between
the call letters and the community, such as “This is WXXX, Tower
Broadcasting, in Anytown.” But that is the only fact that can be inserted.
Additional information can be added before and after the mention of
the call letters and the community, such as “At 1410 on your dial, this is
WXXX in Anytown, the voice of the Wabash Valley.”

The FCC also prohibits stations from “inflating” their primary service
area by substituting a town in the ID other than the one to which the
licensee is assigned. For example, a Newark, New Jersey station could not
announce “This is WXXX serving greater New York City.” Even though
Newark is across the river from New York and might be heard in New
York, it is still licensed to Newark. Thus, the word Newark must be used
with the call letters.

This does not mean that all announcements must avoid reference to
their larger metropolitan area. For example, if our hypothetical station
in Newark could show that its broadcast contour actually covered New
York City, then it could identify itself as “This is WXXX, Newark, serving
the greater New York City area.” Notice, however, that the city of license
was mentioned in conjunction with the call letters. In addition, when the
FCC has licensed a station for dual-city designation, then the name of
both cities can be announced in the order that they are listed on the
station’s license. This occurs in such twin cities as “This is WXXX,
Minneapolis-St. Paul.”

Classifying Programming: Type and Source

The next two columns on the log are the begin and end times of a
program. Examine line 10 and column 4 of our sample log. The program
title is NEWS HEADLINES. We can tell from column 2 that the program
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started at 8:30 and ended at 8:35. Column 4 also tells us that the sponsor
for “News Headlines” is Country Journal. Logs require identification of
the program and its sponsor(s). To distinguish the program from the
sponsor, we have typed the program in capital letters and the sponsor in
lower case letters.

Column 6 lists the actual duration of the commercials. For example,
we can see by examining line 10 and column 6 that Country Journal
commerdials ran for 1 minute and 30 seconds during “News Headlines.”
"This might have occurred as one 60-second and one 30-second commer-
cial. Most commercial announcements run in ten-second multiples. The
short, 10-second ones are often promotional announcements, reminding
listeners, for example, that a grand opening is taking place or a special
sale will start next week. Although 30- and 60-second announcements
have been popular with most sponsors, the recent high costs of advertising
time on radio and television have made the 10- and 20-second commer-
cials a hit.

Another important part of the log is a listing of the commerdial type,
found in .column 6. Most of the announcements in our sample log are
listed as CM, which, by consulting the top of the log, we see stands for
commerdial matter. Another common symbol is PSA, standing for Public
Service Announcement. In examining line 36 and column 6, we see that
a PSA is logged for Air Force Recruiting. Stations are required to make
available a certain amount of time for airing PSAs. These are free to
whatever nonprofit organization is fortunate enough to receive the time.
Although our example was for a national organization, local, nonprofit
organizations in the station’s home community also qualify for public
service time.

Column 7 on our sample log lists the program’s source. Three main
categories of source are used by the FCC—local, network, and recorded.
Letters are used to abbreviate the source with a network abbreviation
often identifying the actual network. In our sample log, line 34 and
column 7 tell us that the program originated from the Mutual Broad-
casting System (MBS). The FCC defines these sources as:

1. Local: Any program originated or produced by the station, or for the production
of which the station is primarily responsible, employing live talent more than
50% of the time. Such a program, taped or recorded for later broadcast, shall
be classified as local. A local program fed to a network shall be classified by
the originating station as local. All non-network news programs may be
classified as local. Programs primarily featuring records or transcriptions shall
be classified as recorded (REC) even though a station announcer appears in
connection with such material. Identifiable units of such programs which are
live and separately logged as such may be classified as local (e.g., if during the
course of a program featuring records or transcriptions, a non-network two-
minute news program is given and logged as a local news program, the report
may be classified as local).

2. Network (NET): Any program furnished to the station by a network (national,
regional or special). Delayed broadcast programs originated by networks are
classified as network.
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3. Recorded (REC): Any program not otherwise defined, above, including, without
limitation, those using recordings, inscriptions or tapes.?

In our sample log, we can see on line 10, column 7 that “News
Headlines” is logged as local (L) since it was produced by the station and
used live talent. Line 1, column 7 shows “Rhythm Melodies” logged as
recorded (REC). Even though the disc jockey might make announcements
during the program, the program consists primarily of recorded material
in the form of records.

Column 8 refers to program types. This is the most complex of all the
logging requirements because of the wide variety of programming types
available. Programming types fall into one of the following FCC
categories:

Agricultural Programs (A) include market reports, farming or other information
specifically addressed, or primarily of interest, to the agricultural population.
Entertainment Programs (E) include all programs intended primarily as entertain-
ment, such as music, drama, variety, comedy, quiz, etc.

News Programs (N) include reports dealing with current local, national, and
international events, including weather and stock market reports; and, when an
integral part of a news program, commentary, analysis, and sports news.

Public Affairs Programs (PA) include talks, commentaries, discussions, speeches,
editorials, political programs, documentaries, forums, panels, round tables, and
similar programs primarily concerning local, national, and international public
affairs.

Religious Programs (R) include sermons or devotionals; religious news; and music,
drama, and other types of programs designed primarily for religious purposes.
Instructional Programs (1) include programs other than those classified under
Agricultural, News, Public Affairs, Religious or Sports involving the discussion of,
or primarily designed to further an appreciation or understanding of, literature,
music, fine arts, history, geography, and the natural and social sciences; and
programs devoted to occupational and vocational instruction, instruction with
respect to hobbies, and similar programs intended primarily to instruct.

Sports Programs (S) include play-by-play and pre- or post-game related activities
and separate programs of sports instruction, news or information (e.g., fishing
opportunities, golfing instructions, etc.).

Other Programs (O) include all programs not falling within other definitions.
Editorials (EDIT) include programs presented for the purpose of stating opinions
of the licensee.

Political Programs (POL) include those which present candidates for public office
or which give expressions (other than in station editorials) to views on such
candidates or on issues subject to public ballot.

Educational Institution Programs (ED) include any program prepared by, in behalf
of, or in cooperation with, educational institutions, educational organizations,
libraries, museums, PTA's, or similar organizations. Sports programs shall not be
included.*

Program-type loggings become very important at license renewal time.
Each station must submit logs for a composite week of broadcasting as
part of its renewal application and must determine the percentages of
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programming on those logs devoted to each programming type. These
then are compared by the FCC to see if the station did devote the time
to programming types that it “promised” in its previous license renewal.

A program log also tells us who the board operators were and what
time they signed on and off the log. Under the section marked Comments,
we can see a program change for ABC Ice Cream that was written in by
the program manager. On line 5, we can see a correction has been listed.
In this case, the commercial for ABC Ice Cream did not air. If a.
correction is made while the operator is on duty, all that is necessary is to
draw a single line through the entry. If the correction is made after the
operator signs off the log, then a special notation must be made in the
comments section, and be dated and signed by either the operator who
made the correction, or a representative of the licensee, the general
manager, or the program director. Some stations have started using a
special statement at the bottom of each log adjacent to the operator’s
signature, similar to, “I hereby certify that this log is an accurate and
true representation of that material broadcast during the period 1 was
on duty as a station operator.”®

operating logs

Besides lg&mlg broadcast programming, FCC regulations require that
logs be Kept for the operation of the station’s irans%@r’ 8 This includes

regularly scheduled monitorings of power output, voltage measurements,

and such operating function: discussion
will &mmeWStandard
radio-br¢ g is required for television

stations and dlrecuonal radlo stations.

Figure 14-3 illustrates a basic operating log for an AM radio station.
Like the programming log, it contains the station’s call letters, its location,
the date, and the city and state of its license. The time of each entry is
logged in the left column. The person making the entry must be licensed
by the FCC. We shall learn more about licenses later in this chapter, but
for now keep in mind that whereas programming logs may be kept by
people who do not have an FCC license, operating logs may not. As with
programming logs, operating logs must be legible and must be available
for inspection.

For an AM or FM station with no special logging requirements, an
operating log is rather simple. Besides those for the time of the entries
are columns for three “power” readings affecting the operation of the
transmitter. Although it is not important at this point to understand the
precise meaning of these terms, they include the plate current (column
2) the plate voltage (column 3), and the antenna current (column 4).
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Figure 14-3 (National Association of Broadcasters)

Although not shown in our figure, the operating log also has spaces to
note the times the carrier (power to the antenna) is turned on and off at
the beginning and end of the broadcast day, and spaces for the licensed
operators to sign on and off the log.” Additional information requested
from most AM and FM stations includes the time the tower lights are
turned on and off, the time they are checked daily for satisfactory
operation, and if a light is extinguished for malfunctions.

Different modes of operation for certain stations also must be logged.
A mode can best be defined as a particular combination of transmitter,
operating power and antenna pattern. Consider the following example: “If
an AM station is operating at 1,000 watts with a nondirectional antenna,
that is its mode of operation. If it reduces its power to 250 watts and
changes to a directional pattern at sunset, that is a different mode of
operation. If it shifted from a main to an alternate transmitter at
midnight, that is a third mode, and if at 6:00 a.M. . . . it increased power
to 500 watts, that is a fourth mode of operation.” Remember, any
change in the mode of operation must be entered in the operating log.

the public inspection file

As the trustee of the public domgis;-bréadcasting Stations are required
by law to k wr—documents and information” open for public
inspection. This means members of t entitled to
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documents from the file. A stawfdﬁ%normal
busmess hours, and although the station has theTig ask for personal
wanting to seet e file. ied, then
the station caWMe—fee_&o—have——rﬁe material
reproduced.

What is contained in the public file varies somewhat among different
types of stations—AM, FM, and TV as well as noncommercial versus
commercial stations. So be sure the station is required to keep a certain
document before you request to see it. Your best bet in this instance is to
consult the FCC rules. Our discussion of public files will be general, and
remember, it varies from station to station.

A public file contains technical information directly related to the
construction and daily operation of the station. Construction permits,
major changes in frequency, output power, a change in station location
or the transmitters are typical inclusions. Do not expect to find minor
technical information, such as pointers on the new antenna support
wires, information about a new control board, or information about the
new record racks. If 2 new construction permit has been granted, and
the FCC grants an extension of the permit, the extension is in the public
file. The file also will include correspondence related to these changes. A
copy of the station’s coverage area (contour maps) should be there, as
should reports listing the ownership of the station, and any FCC decisions
arising from a hearing on the station’s license renewal. A copy of the
license renewal and the logs submitted as part of the renewal’s “composite
week” should also be available.

Politicians will be interested in examining the file’s political documents.
Most of what a station does in the way of political programming is an
open book to the public, including the candidates and their opponents.
Requests for political time by legally qualified candidates, a record of
what was done with the request, and the rate charged for that time are
kept for two years from the date of request. The spirit of the law behind
the political file is to keep access to the airwaves open to any and every
legally qualified candidate. It prevents an unscrupulous broadcaster or
politician from claiming that a candidate has not talked with the station
nor has bought any advertising, thus discouraging an opponent from
buying time when in fact the candidate has purchased and aired a series
of political commercials.

Other information in the file includes the FCC procedural manual,
The Public and Broadcasting, and copies of letters from the public unless
they are obscene or the sender specifically requests that they be confi-
dential. Letters of littde importance to the station, such as love letters to
a movie star or fan mail for the local anchorperson, may be absent. What
should not be missing is a copy of the latest listing of problems affecting
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the community as determined from the community needs and ascertain-
ment survey.

Although not considered part of the public file, program logs or copies
of them are open for public inspection, beginning 45 days after the date
on the log. The requirements for viewing program logs are stricter. You
will need to make an appointment, identify who you are and whom you
represent, why you want to see the logs and, if you are part of a large
group of people wanting to view the logs, the station may limit the
number of people viewing them. You can obtain copies of the logs but
probably will be asked to pay for reproduction. You will be given a
reasonable time to inspect the logs, but if you want to come back again,
the station may charge you for the time necessary for personnel to
supervise your efforts.

community needs and ascertainment surveys

Before public or commercial broadcasting stations can be granted an
operating license, have that license renewed, or even continue to operate
while the license is in force, it must conduct regular surveys of the
problems facing its community and direct its programming to meet the
needs of those problems. These community needs and ascertainment
surveys are another means of obtaining feedback from the broadcasters’
communities. They can be quite detailed, depending on the size of the
station’s market. Their importance cannot be overlooked, considering
that such surveys have been used as evidence in license challenges.’
The guidelines broadcasters follow in conducting the community
needs and ascertainment surveys were first spelled out in the Primer on
Ascertainment of Community Problems issued by the FCC in 1971." Further
clarifying those guidelines in 1975, the FCC added noncommercial
broadcasting stations to the list of those required to conduct the surveys."!
The ascertainment process has three parts, the first of which is a

demogT data, the broadcister determines
the population of th , the percentage of
males a in the population, the percentage of minorities, the

percentage of older people {over 65), and the percentage of youths
(under 17). This demographic profile shows the broadcaster what pro-
portion of people will provide a good cross section of information about
the community’s problems. For example, if the demographic profile
shows that 30 percent of the residents are over 65 years of age, yet only
5 percent of the station’s general public survey consists of older people,
the broadcaster will need to conduct additional interviews with this
population. Although the FCC has avoided requiring broadcasters to
match their survey precisely with the demographic profile, the profile
does act as a guide.
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T ; ity needs and ascertainment survey is
communityteader interviews. Here the br er intervicws the leaders of
§1n the cOMMUIITY: g

differen ished a general
list of community—ctements from-which_the community leaders can be
drawn:
1. Agriculture
2. Business
3. Charities
4. Civic, neighborhood, and fraternal organizations
5. Consumer services
6. Culture
7. Education
8. Environment
9. Government (local, county, State and Federal)
10. Labor
11. Military

12. Minority and ethnic groups

13. Organizations of and for the elderly

14. Organizations of and for women

15. Organizations of and for youth (including children) and students
16. Professions

17. Public Safety, health, and welfare

18. Recreation

19. Religion

20. Other

If you were the general manager of a radio or television station and
were interviewing people who represented your community’s educational
elements (7), you might interview the local college president or adminis-
trators and perhaps some professors. You might also interview local
school board members, the principal of the local high school, the principal
of the local elementary schools, teachers, and officers in the local parent-
teacher organizations. How many of these community leaders you inter-
viewed would depend on the size of your community. A good rule-of-
thumb would be the following combinations suggested by the FCC:

Population of City of License =~ Number of Consultations

10,001 to 25,000 60
25,001 to 50,000 100
50,001 to 200,000 140
200,001 to 500,000 180
Over 500,000 220

Although you would probably conduct more community leader inter-
views, the FCC expects stations to fulfill at least these minimum require-
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ments.'? The community leaders must be contacted by station manage-
ment or personnel under direct management supervision. You would
need to keep track of how many women and minority community leaders
you contacted, the recommendation being that those interviews be con-
ducted directly by management-level personnel.'?

You also would need to place in the station’s public file the (a) name
and address of the community leader; (b) institution or element he or
she represents; (c) date, time, and place of the interview; (d) problems,
needs, and interests discussed (although the leader can request that this
information be confidential); (¢) name of the person who conducted the
interview (if the interviewer was a supervised person, the name of the
management-level person who reviewed the interview report); and (f)
the date the report was reviewed.

The third ph i would general public survey.
Hére you need to select a random sample of the.community. You would
interview each in that sample either in person, by telephone, or
by mail." Wha method you chose, you would want not only to find
out their opinions about the community, but also obtain their demograph-
ic characteristics. Again, the information in your demographic profile
would be your guide, and you would want to match this as closely as
possible to be sure you had a representative cross section of the general
public.

You would probably ask one of two types of questions—open-ended
or close-ended (Figure 14-4). Open-ended questions permit the greatest
flexibility in their answer.!® Consider the following: What do you feel is the
most important problem facing our community? The person answering this
open-ended question has many choices. Now consider this close-ended
question: Is there a problem with public transportation in the community? Yes[]
No[. The only acceptable answer is either yes or no. The advantage of
the open-ended question is its less restrictive nature. Its disadvantage is

Figure 14-4 (Corporation for Public Broadcasting)

11. ARE THERE PARKING PROBLEMS? YES NO
12, IS THERE A PROBLEM WITH URBAN DEVELOPMENT? - YES____NO
13. IS THERE A PROBLEM WITH POLICE PROTECTION? o YES_____NO
14. IS THERE A HOUSING PROBLEM? YES______NO
15. IS CRIME A PROBLEM? YES, NO
16. IS POPULATION A PROBLEM? YES_____NO
17. ARE THERE WELFARE PROBLEMS? YES, NO
18. IS THERE A PROBLEM WITH ELECTRIC UTILITIES? — _YES NO

¢ TUCS MITH _Tr
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the difficulty in tabulating the various answers. Whatever questions you

decide to ask, you would then conduct the survey and organize your
results, ranking in importance those problems affecting your community.

license renewal

Standard AM, ~l~‘k’i~au::.r,l%\’.itations are licensed by the FCC. Each license
is v&d—hﬁwefense also called statzommﬁon or

> stauon its

themmmle Tocation of The Tranmttu—ﬂw-laumd:_.miluugl_lude of -
theamrenma;-amdthe Trame and adaress-of theteensee, Television and
AM licenses contain such additional information as directional antenna
patterns or video transmission frequencies. The expiration date is coor-
dinated to expire along with all other stations’ licenses in the state.

A license is the single most important document the station possesses.
Every three years, the station applies to renew that license and continue
operating. The license renewal is essentially a forecast of what the station
will do over the next three-year period in terms of entertainment and
commercial programming, news and public affairs broadcasting, affirm-
ative action, and in other specific terms required by the FCC. Once
forecasted, the station must adhere to those predictions. Although the
exact application procedures are slightly different for radio and television
and for commercial and noncommercial broadcasting, we’ll examine a
typical radio-license renewal form, Form 303-R, commonly called the
short form.

Parts | through lll: General Information, Legal, Engineering

Part I of Form 303-R asks for general information, including the name
of the applicant and an address to which communication regarding the
the renewal application should be sent, because the person handling the
renewal may not be at the station, as in the case of absentee ownership
or central offices handling renewals for their group of stations. The
second section of Part | requires the call letters, frequency and channel,®
power, hours of operation, location of the station, and whether renewal
is requested for subsidiary communication authority. SCA, as you remem-
ber, is the subcarrier frequency used, among other things, to pipe music
into businesses or restaurants.

Part II is the “legal” part of the renewal. The commission wants to see
a copy of the station’s ownership report, and in item 5 of Part II asks if
“the applicant is in compliance with the provisions of Section 310 of the

L =P
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Communications Act ... relating to the interests of aliens and foreign
governments.” Section 310 prohibits licensing a broadcast station to:

Any corporation of which any officer or director is an alien or of which more than
one-fifth of the capital stock is owned of record or voted by aliens or their

representatives or by a foreign government or representative thereof or by any
corporation organized under the laws of a foreign country.

Guarding against the threat of monopoly, item 6 of Part 11 checks to
see if the applicant owns other media outlets, and item 7 of Part 11
examines the applicant’s qualifications. A licensee convicted of a felony
or other unlawful activities can make a license renewal difficult, if not
impossible. The commission wants full details of any convictions or
charges including “identification of the court or administrative body"”
handling the proceedings. Part Il of the renewal application is on
engineering and is verified by the station’s technical director, the chief
operator, consulting engineer, or a registered professional engineer.

Parts IV and V: Programming and Equal Employment
Opportunity

Part 1V is one of the most important sections. Here the FCC examines
a station’s community ascertainment efforts, its community leader check-
list, and the percentages of different types of programming, down to the
minute.'” The FCC carefully studies what was promised in the previous
application, how well the station met those promises, and what is
promised for the next three years. More than any other part of the
license renewal, failure to perform as promised will place the application
in serious trouble,

The FCC also wants to see if the applicant stayed within the acceptable
18 minutes of commercial time per hour'® and the percentage of
programming which may be duplicated with other stations, such as a
simulcast by an AM and FM station licensed to the same applicant. The
18-minutes-per-hour guideline is just that, a guideline. License renewal
applications containing more than 18 minutes of commercial time an
hour for radio and more than 16 minutes for television receive close
scrutiny to determine if they are operating in the public interest. But the
FCC has no power to dictate the amount of commercial time, since that
would violate the anticensorship provision of the Communications Act.
This license-renewal process, however, generally “encourages” stations to
stay within acceptable commercial limits. Part IV concludes with item 22,
for additional information, permitting the applicant to call to the FCC’s
attention anything else that may reflect on its qualifications for renewal.

A separate section of Part V deals exclusively with the station’s
affirmative-action program. Item 23 of Part V notes the model, 10-part
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affirmative-action program, and item 24 informs the FCC of any affirm-
ative-action complaints brought against the station as well as the status of
those complaints. Serious, unresolved affirmative-action issues can pro-
voke the issuance of a short-term license renewal, and although broad-
casters cannot be threatened by unwarranted complaints, blatant disre-
gard for affirmative-action policies can spell trouble.

The quickest way to have a license revoked is to lie on the renewal
application. Not only will the station face license revocation, but the
United States Criminal Code also provides for additional penalties. For
most broadcasters, responsible operation of a broadcasting station on a
daily basis turns a license renewal into almost a routine procedure.

crossownership

Although many broadcasting stations are profitable ventures, ownership
is regulated by the FCC to avoid monopolies. The FCC rules include (1)

the_seven-statierr rule, (2) the rule, (3) the -t0-g-market rule,
(4) the 1 jori=control rule, and (5) then »aper-broad-

cast ownership rule.

Seven-Station, Duopoly, and One-to-a-Market Rules \()/‘ .

. . o
One of The Tost-inflexiblerutes-is e Seven-station rule. Ft prohibits an

owner fr()gmamng_mwafhmmnmmm type—AM, FM,
orE¥~Thus, a total of 21-stations is permitted tothe-same owaes—Only
_the TV stations ¢; BHa ; ——

5 / 0swrfions Of The—s¢ \ > s—twa AMs
certaimovertapping contours.' Di ule is the
one-to-a-market rule WM in which
certgin _contours of the radio and television station overlap. An owner
can operate an AM/FM combination Wet.

Regional-Concentration Rule

Guarding against a monopoly of viewpoints over what the public receives
in any given area\,m_e&_pmbj.bixs_mgxmal_cau%mratlons of owner-
ship. To understand._the regional-concentratian rule; fmagine an owner
with three stations i three—differertmarkets. In drawing a triangle
connecting the three markets, we discover that one side of the triangle is
100 miles long. If this is the distance, and the primary contours of any
of the stations overlap on any side of the triangle, the crossownership

component is illegal. Naturally, when the stations were purchased or
started, the FCC would have prohibited the concentration in the first
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place. Thus, finding an illegal crossownership is highly unlikely. The
regional-concentration rule also is applied frequently when an owner
wants to increase the power of one of the stations. Even though the
owner may be within legal limits operating the stations less than 100
miles apart, increasing the power of one of the stations may result in the
contours overlapping on one side of the triangle; thus, the power increase
would place the station in violation.

Newspaper-Broadcast Crossownership Rule

If the seven-station rule were considered the most inflexible, the news-
paper-broadcast crossownership rule could be considered the most con-
troversial. The controversy surfaced in 1977 when the U.S. Court of
Appeals in Washington, D.C. ruled against an FCC policy of not requiring
long-standing newspaper-broadcast crossownerships to be dissolved but
prohibiting certain new ones from being formed.? Brought to the court
by the National Citizens Committee for Broadcasting, the case placed
hundreds of millions of dollars of crossownerships at stake, leaving an
appeal to the U.S. Supreme Court the only alternative for over 150
newspaper-broadcast crossownerships. Except when there was a clear
indication that the public interest would be harmed if the newspaper-
broadcast creesmmersﬁi-p—eeﬂuaueé—eemsr—dﬁ FCC permitted those

crossownerships-to-stand.Fhe-appeals court took an opposite view to the
long-standing FCC policy. Refuting the rationale of allowing existing

crossownerships to continue, the appeals court said: “We believe precisely
the opposite presumption is compelled, ivesture is required

except in,myﬁuhere the evidence clearly disclosgs that crossown-
ership is i the public interest.”
Although buying and selling stations will continue, both FCC and

court rulings have made it clear that owners can have no more than their
share of properties and that the public interest will be served even if it
means prohibition and disruption in the broadcast industry.

starting a new station

For those who can find the market and frequency available, starting a
station from scratch is still an attractive venture. Although the job is
complex and the competition for a new station in a multistation market
substantial, many still try it and succeed.

Preliminary Steps

The first step in starting a new station is to find an area in which a
frequency is available. For an AM radio station, the search will mean not
only consulting the engineering data of stations already in the market,
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but also having a qualified engineer conduct a frequency search. The
frequency search entails checking the exact broadcast contours of stations
currently serving the area and determining what type of signal will not
interfere with those already operating. Thus, researching possible wat-
tage, contour patterns, and available frequencies all must proceed the
application process.

FM radio and TV starts are a bit different. An applicant for an FM
radio license either must select an available frequency already assigned
by the FCC to the area in which the applicant wants to operate or a place
within a specified radius to which no FM frequency has been assigned.
TV applicants must request a UHF or VHF channel assigned either to
the community or to a place in which there is no channel assignment
within 15 miles of a community.

Once the frequency search has been completed, the next step is a
community needs and ascertainment survey. We already learned about
these surveys earlier in this chapter.

Construction Permit to License

When the community needs and ascertainment survey is completed, the
applicant applies to the FCC for a construction permit. The applicant
also must have the financial capability to operate the station for at least
one year after construction. Notice of the pending application must be
made in the local newspaper, and a public inspection file must be kept in
the locality in which the station will be built. Once filed with the FCC,
others can comment on the application or, in the case of competing
applicants, file against it. If necessary, the FCC will schedule a hearing on
the application. Following the hearing, the FCC Administrative Law
Judge will issue a decision which can be appealed.

If everything in the application is found satisfactory, and there are no
objections, the FCC then issues the construction permit. Construction on
the station must begin within sixty days after the date the construction
permit is issued. Depending on the type of station, a period of up to
eighteen months from the date the construction permit is issued is given
to complete construction. If the applicant cannot build the station in the
specified time allotted, then the applicant must apply for an extension in
time.

After the station is constructed, the applicant then applies for the
license. At this time, the applicant can also request authority to conduct
program tests. These tests will usually be permitted if nothing has come
to the attention of the FCC to indicate the operation of the station would
be contrary to the public interest. When the license is issued, the station
can go on the air and begin regular programming.

Although the procedure is somewhat systematic, putting the station
on the air is anything but simple. The paperwork, dealing with engineers
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summary

and communication attorneys, and securing the financing necessary not
only to buy land and equipment but also to keep the station running for
a year all can be difficult and time-consuming. If objections or competing
applications become an issue, the court costs can discourage an applicant
from completing the application process. Still, for those who do succeed,
the rewards can be substantial, both in personal satisfaction and income.

Program logs are an important part of every station operation. The FCC
requires, among other informati ation note the times of
programs and station identificay ogramming according
to specific ies ese include: agricultural programs,
entertainment programs, public affairs programs, religious programs,
instructional programs, sports programs, and other programs which do
not fall into any other category. In addition, editorials, political programs,
and educational institution programs also must be logged. Operating logs
are also required and concern the technical operation of the station, such
as the output of the transmitter and such things as antenna lighting and
periodic inspections by qualified licensed engineers.

So the public can readily inspect the ability of the station to serve the
public interest and additional information about station operations,
stations also must maintain a public inspection file. Most stations must
also conduct regular community needs and ascertainment surveys which
become part of the station’s public records as do license renewal appli-
cations. Such surveys require management to consult a cross section of
the community, then to draw up a list of specific problems facing the
community and how the station programming is directed to these
problems. The FCC and the courts have established regulations on the
number of stations that can be owned by the same firm or individual in
a given market.

Crossownership has been an important issue in broadcast regulation,
not only in the operation of stations already on the air but also of stations

just starting. The courts have continually moved toward breaking up

multiple ownership, and many owners have had to sell one or more of
their broadcasting properties. The FCC has also established guidelines
that stations must follow when constructing new or altering old facilities.
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cable, satellites, and future
perspectives

FOCUS After completing this chapter we should be able to

Define the terms cable system, cable television system community
unit, and subscriber.

Explain carriage exclusivity.

Understand the concept of state regulation of cable.

List the major responsibilities of the FCC as found in the Communi-
cations Satellite Act of 1962.

Grasp the human implications of satellite communication.

Trace the early support in Congress for rewriting the Communications
Act of 1934,

Identify the major provisions which could occur in a Communications
Act rewrite.
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Although traditional broadcasting stations have always been under the
control of federal agencies, new technology such as cable and satellites
also have not been exempt from government regulation. With the
beginning uses of microwaves to link cable systems, the FCC gained early
court approval for control over cable systems. This control is shared with
local communities and even states. It is the one area of broadcasting in
which a single cable system can find itself faced with regulations from
three different levels of regulatory authority: local, state, and federal.
Satellite communication has also come under government scrutiny and
has become directly involved in international issues such as cooperative
and peaceful uses of space. With all of these changes in technology,
including but not limited to satellites and cable, it is not surprising that
Congress is having serious discussions on overall communications legis-
lation. Efforts in both the U.S. House of Representatives and the Senate
are directed toward rewriting the basis of the Communications Act of
1934 and replacing it with what some people feel would be a more up-
to-date document. In this chapter we shall examine regulation of cable
and satellite communication as well as proposals to rewrite the Commu-
nications Act.

regulating cable

In writing about cable television, Lee Loevinger noted, “Each new
development of man’s inventive genius is a threat to the timid and the
indolent and an opportunity to the bold and enterprising. For the
pessimist, the golden age is always in the past; for the optimist, it is in the
future.” The regulatory background of cable television has alternated
between the pessimist and the optimist, and the timid and the bold. From
cable’s beginnings in the late 1940s to its new technology of two-way
communication in the 1970s and 1980s, many forces have been at work.

The FCC began exercising its authority over cable in 1962. In 1965,
the commission established rules governing cable systems that received
signals by microwave. A year later, the FCC added rules and regulations
for cable systems not using microwave. Knowing a court case would soon
test its authority to regulate cable, the FCC decided to prepare for the
inevitable when it issued a decision limiting the ability of a San Diego,
California cable system to import signals from Los Angeles. The test
came in United States v. Southwestern Cable Co. in which the Supreme Court

351



352

regulatory control

upheld the-ECC’s right to regulate-eable-as part-of its mandate under the
Communications Act to- “rIteTstate commerce by wire or radio.?
By 1968, the FCC had started an official rule-making proceeding to
develop comprehensive regulations for cable, which it finally issued in
1972. In the midst of all of this, cable came under the aegis of not only
the federal government but state and local governments as well. In
examining cable regulations, we shall begin by exploring the FCC's
definition of cable, local franchise requirements, and service to the public.
Finally, we shall examine the people in the middle of cable regulation—
the state authorities.

Definitions

To understand cable regulations, we first need to understand some cable

definitions.® The es a cable television system as a “nonbroadcast
facility W%aths and associated signal
generati receptio et hat distributes or is
designed to distribute to subscribers the signalsof one or more television
broadcast stations.” The Tocation of the cable television system is called
the cable television system community unit, which is defined as “a cable
television system, or portion of a cable television system operating within
a separate or distinct community.” The person receiving the cable system’s
services is ther; -C as a “member of the general
public who“teceives broadcast prograrrmﬁlg_@buted by a cable tele-
vision system does not-furtherdistribute it.” The FCC points out
that for regulatory purposes, these definitions do not include cable
systems operating with less than 50 subscribers or multiple-unit dwellings.

Our discussion of cable regulations will be general rather than specific.
The complexities of regulations affecting different communities and
cable systems are written in difficult legal and technical terminology.
However, if you are interested in the regulations will be general rather
than specific. The complexities of regulations affecting a particular cable
system, then you should obtain a copy of the latest cable regulations from
the FCC. Always consult an attorney familiar with communication law
should you desire precise interpretation of a rule.

Local Franchise Structure

The foundation of many cable regulatory concepts is found at the local
level. Unlike over-the-air broadcasting, cable can be regulated by its local
community, which has the authority to place certain service and opera-
tional requirements upon it, to levy fees, and to determine community-
access channels. Types of local control vary considerably. Professor
Vernone Sparkes studied these different types and classified them into
five agency organizations. The first is an administrative office, in which the
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local government establishes a regulatory agency much like the FCC. It
might be found in the mayor's office or the city planner’s office. A second
type is the advisory committee which can be appointed by the mayor or the
city council and “advises” city government on cable regulation. Closely
related to the advisory committee is an advisory committee with administrative
office, which “combines an appointed advisory committee with a full-time
salaried executive office.” Sparkes points out that the executive usually
works independently from the advisory committee, with the latter advis-
ing the city council on policy matters. A fourth organization calls for the
creation of an independent regulatory commission, which administers and
participates in rule making. A fifth plan provides for elected boards
answering to the electorate on cable regulations rather than to another
elected body.*

Local Franchise Registration Requirements

A license is not required to operate a cable system, but the FCC has
established some registration procedures. Cable systems beginning op-
eration must notify the commission of such facts as the legal name of the
cable operator; the identification of the entity operating the system;
whether the operator is an individual, private association, partnership, or
corporation; and the legal name of the individual responsible for com-
municating with the FCC. Such data as the mailing address, date the
system reached fifty subscribers, names of communities served, signals to
be carried on the system, and certain employment reports must also be
filed, including a statement of the proposed equal-employment oppor-
tunity program. When this information is complete, the commission
announces the filing in a public notice. Smaller systems contemplating
operation with between 50 and 1,000 subscribers have somewhat differ-
ent registration requirements.

FCC Recommendations for Local Franchises

Although the FCC keeps a regulatory distance between itself and local
communities engaged in awarding cable franchises, the commission has
established recommended franchise standards for communities, as follows:

(1) The franchising authority should approve a franchisee's qualifications only
after a full public proceeding affording due process.

(2) Neither the initial franchise period nor the renewal period should exceed
fifteen years, and any renewal should be granted only after a public proceeding
affording due process.

(3) The franchise should accomplish significant construction within one year
after registering with the commission and make service available to a sub-
stantial portion of the franchise area each following year, as determined by
the franchising authority.
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(4) A franchise policy requiring less than complete wiring of the franchise area
should be adopted only after a full public proceeding, preceded by specific
notice of such policy.

(5) The franchise should specify that the franchisee and franchisor have adopted
local procedures for investigating and resolving complaints.®

The FCC also advises the local franchisee to adopt a local complaint
procedure, identify a local person to handle complaints, and specify how
complaints can be reported and resolved.

Sensitivity to the Public

Meeting these franchise standards is not the end of a cable system’s
responsibilities. It still must be sensitive to its public. Complaints can
always be filed with the FCC, the cable company, and local and state
authorities. In addition, a special FCC Cable Complaint Service operates
in Washington, D.C., as part of the Cable Television Bureau. Its functions
include: “(1) attempting to clear up misunderstandings between subscri-
bers (and/or state and local governments) and cable systems with regard
to Commission rules; (2) dealing with complaints about a system’s service;
and (3) helping local governments to structure complaint procedures.”
Local franchisees are encouraged by the FCC to adopt some form of
local complaint procedure, identify a local person who will handle
complaints, and notify new subscribers who this person is.®

Carriage Requirements

In servicing a community, a cable system faces certain requirements of
what it can and cannot carry on its cable channels. Again, standards
differ from community to community, and you should check the rules
which apply to your area. The requirements are usually based on the size
of the system, with systems of fewer than 3,500 subscribers free from
some of the controls imposed on larger systems. For most cable systems,
however, the service requirements are broken down into two areas: (1)
“must carry” signals which are signals the cable system is required to
carry at the request of a television station and; (2) “may carry” signals
which are signals permitted on the system after the “must carry” signal
requirements are met.” The new two-way cable services are being evalu-
ated to see how they affect these current signal requirements.

The “must carry” generally entails carrying the signals of all television
stations licensed to communities within thirty-five miles of the cable
system’s community. If a noncommercial television station’s grade B
contour (signal) covers the community, then the cable system is also
required to carry that signal. By using the B contour as the criterion, all
stations whose A contours touch the cable system are automatically
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covered, since the A contour falls inside the B. As we learned earlier,
some stations boost their signal over wide geographic areas by using
translator stations which receive and retransmit the programming from
the main television transmitter. Thus, if either a commercial television
translator station with at least 100 watts of power or a noncommercial
translator station with at least 5 watts of power serves the community,
then the cable system is required to carry those translator stations’ signals.

Stations that are significantly viewed in the cable system’s home
community must also be carried. The term “significantly viewed” is
defined by the commission as network stations with a minimum 3 percent
share of viewing hours and 25 percent net weekly circulation. For
independent stations, the criterion is a minimum 2 percent share and 5
percent net weekly circulation. In addition, cable systems in certain small
markets must carry all stations from other small markets whose grade B
contour covers the cable system’s community.

Additional “must carry” requirements apply to those cable systems
located in communities outside of a television market, such as a sparsely
populated area of the country. In those communities, the cable system is
required to carry all stations whose grade B contours cover the commu-
nity in which the cable system is located, stations which are significantly
viewed in the cable system’s community, and all educational stations
licensed to communities within thirty-five miles of the cable system’s
community. In addition, the system must meet the carriage requirements
for translator stations mentioned earlier.

The “may carry” requirements are-based-en—€ertain combinations of
stations. Keep in smind that all television markets in the United States are
ranked by ETE‘FCL accordmg to thelr size. These mmngs are

then the * T example, cable systems
in the j evision d by the FCC, may
carry a Lmnphmcn@t“h_rge_iuu_nﬁmmueﬂml three mdependent

stations. T Thre—second—fifly—major—television markets, the compliment is
three full network stations. M&wmndcpendemmtfons Smaller televi-
sion markets may carry three full networkstatiens.and one independent
station, and systemsoutside all markets have no restricdlons on number or
type of television signals they may carry. Cable systems serving fewer
than 1,000 subscribers per headend may carry any additional signals.
The FCC does permit exceptions to these four categories. For instance,
in markets with an abundance of local stations, the cable system can add
the local stations to its complement. Major markets may carry two “bonus”
independent stations but must deduct this bonus from any distant
independent stations that have been imported to fulfill the complement.®
The FCC points out that their “must carry” and “may carry” rules do not
capriciously give to one community the right to more television service
than another. Instead, the differentiation is based on the fact that densely



356

regulatory control

populated areas have a larger advertising base which can therefore
support more television “stations” than sparsely populated areas can.? In
communities with no television stations, the criterion becomes simply to
bring television into these outlying areas.

Additional exceptions apply to late-night programming.'® Cable sys-
tems are permitted to carry the late-night programming of any television
station when local “must carry” stations sign off the air. Moreover,
network news programs which are not usually carried by the cable system
can be broadcast when no local station is broadcasting a news program.!!
The FCC also makes provisions for speciality television stations, such as
those programming foreign-language, religious, or automated broad-
casts.'? In certain cases, these stations do not come under the definition
of an independent station when meeting their required complement;
thus cable systems can carry more signals if speciality stations are involved.

Program Exclusivity

In addition to these carriage requirements, the FCC has rules which
protect a television station originating a signal. These program-exclusivity
rules vary for different sized cable systems, but for the most part, a
station can request its local cable system to carry its signal at the expense
of a distant station’s signal which may duplicate the local station’s
programming. To understand the rule, assume that you own television
station WXXX, and your grade B signal covers Elmville, which is served
by the Anytown Cable System. Anytown Cable also imports a distant
station's signal which duplicates your programming. You have the right
to request Anytown to carry your signal instead of the distant signal. The
advantage for you is that your programming, and consequently your
advertisers, reach a larger audience. This protection also applies for
same-day broadcasting and is called same-day nonduplication protection.
The rules vary somewhat for network programming, in which simulta-
neous nonduplication protection is provided in most time zones. Provi-
sions also apply to syndicated programming, and the FCC states “that a
cable system serving a community in the first 50 major markets, upon
receipt of notification, cease carrying syndicated programming from a
distant signal during a pre-clearance period of one year from the date
that such programs are sold for the first time as syndicated programs in
the United States.”'® An FCC Notice of Inquiry is currently reevaluating
the syndicated exclusivity rules. Pay-cable systems charging a separate
rate for a certain channel or movie received a big boost in 1977 when the
U. S. Court of Appeals in Washington, D. C. struck down, in part, the
FCC'’s pay-cable rules as an unwarranted intrusion on the First Amend-
ment. Although some groups indicated an appeal was forthcoming, the
case of Home Box Office v. FCC paved the way for pay-cable systems to
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show first-run movies and major sporting events previously prohibited in
smaller markets.

Sports programs pose a special problem for cable systems. Consequent-
ly, the FCC has a separate set of guidelines which apply to nonduplication
of sports programming. It also has a sports blackout rule which protects
home teams not having sold all their tickets. Cable systems are prohibited
from carrying local sporting events broadcast on distant television stations
when the local station does not carry the events. To understand this rule,
assume that you operate a cable system in Cedarville. The Cedarville
Tigers football team is playing this Saturday, but the local station will not
be carrying the game since it is not sold out. Yet you know your
subscribers would jump at the chance to watch it on television. So you
decide to carry the coverage of the game, not from the Cedarville
television station but from a distant station not required to black-out the
game. Would you be within the law? No. You would not be permitted to
carry the game since the purpose of the FCC rule is to protect local
television sports blackouts.

State Regulation of Cable

State government also controls cable.' However, state control is not
widespread and varies in degree. State laws can be classified into three
categories. First are preempt statutes. These are the strongest laws and
take precedent over local regulations. With preempt statutes, cable falls
under the jurisdiction of the Public Utility or Public Service Commission
in some states. Based on many of the same criteria specified by the FCC
and the local municipality, that commission may also issue a compliance
or “license” to accompany the federal authorization to operate. In
addition, preempt statutes give considerable clout to the state commission,
permitting it to issue and enforce a separate set of state cable regulations.
These rules can govern everything from the daily operation of the cable
system, to collecting fees on gross revenue, even to demanding financial
collateral before allowing construction. A second approach is for a state
to pass appellate statutes. With these statutes, the local municipalities still
retain some control over franchising, but the state has the power to
review local agreements and be the final arbiter of disputes. Everything
works well until the state and the municipality disagree, then the
municipality has less than an even chance against the state. A less
powerful state statute is the advisory statute. Advisory statutes are
obviously more popular with cable systems and municipalities since they
do not exercise either the clout or the enforcement power of a state
commission. Some are best described as “general guidelines” which serve
as a reference for local government.

It is still difficult to predict a trend in these state statutes. Proponents



358

regulatory control

of state control argue for the need for consistency among cable systems
within a state. Such arguments gain support when two municipalities
cannot resolve their jurisdiction differences over a cable system or when
significantly differing fee structures provoke public outcry: Control of
cable can also be a political plum for legislators since it means control of
a communication system, and communication influences public opinion.
Since cable commissions can have a significant effect on cable growth
within a state, appointment to the commission can be a sweet political
reward for a party in power.

Arguments against state control are equally vociferous, asserting that
it presents an unnecessary duplication of law. With duplication comes
conflict. The state is caught between local and federal control, and
meeting the requirements of one can violate the other. The only solution
to this dilemma may be a long and expensive court battle. Other
opponents claim that state control merely throws local interests into a
political arena with representatives who are looking out for their own
interests, not those of the local community. Still other arguments warn
that if the state eventually becomes involved in direct programming, that
the programming will be directed more toward propaganda than public
interest.

State cable regulation seems less probable today than in the past. Many
state statutes now in force were passed before cable’s major growth and
impact. Since then, the public has grown more aware of cable'’s impor-
tance, and lobbying groups such as the National Cable Television Asso-
ciation are more organized and effective in their opposition to state
control. Yet lurking on the horizon is the proposed revision of the
Communications Act, which may change the entire future of cable
regulation.

control of direct broadcast satellites

In a special committee meeting at the United Nations, there are discus-
sions on governing the use of satellites in transporting television signals
to developing nations. In a small community in the Rocky Mountains, a
school board discusses the ramifications of educational television signals
beamed into the local high school via satellite communication. From
hallways to hamlets, the new technology of satellite communication has
altered many of our approaches to broadcast regulation. For example,
what new laws and what effect on old ones will develop when television
stations use satellites to beam their signals across the United States? What
new regulatory issues will arise when a cable system in Nebraska provides
live coverage of an Atlanta baseball game via satellite signals beamed
from Georgia?
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Domestic regulation of satellite communication finds its base in a
number of laws. At the federal level is the Communications Act of 1934
which regulates common carrier communication, such as telephone and
telegraph, as well as standard broadcasting. Satellites with their thousands
of circuits, each circuit carrying a specific amount of information, find
some of those circuits falling under the common carrier provisions and
others falling under the broadcasting statutes of the act. When satellites

join with cable systems to complete a broadcast, state and local regulations

become involved.

The framework for satellite regulation in the United States was built
in 1962 with the passage of the Communications Satellite Act. This act
established the Communications Satellite Corporation called COMSAT.
Referring to the eventual participation of the United States in a global
system of satellite communication, the act stated:

In order to facilitate this development and to provide for the widest possible
participation by private enterprise, United States participation in the global system
shall be in the form of a private corporation, subject to appropriate governmental
regulation. It is the intent of Congress that all authorized users shall have
nondiscriminatory access to the system; that maximum competition be maintained
in the provision of equipment and services utilized by the system, that the
corporation created under this Act be so organized and operated as to maintain
and strengthen competition in the provision of communication services to the
public; and that the activities of the corporation created under this Act and of the
persons or companies participating in the ownership of the corporation shall be
consistent with the Federal Antitrust Laws.

The act assigned three areas of authority to the president of the
United States, the National Aeronautics and Space Administration, and
the Federal Communications Commission. The FCC's duties covered
eleven broad areas: (1) ensure competition in the procurement of
apparatus, services, and equipment for the developing satellite system;
(2) ensure nondiscriminatory access and use of the satellite system; (3)
require the construction of the system to provide services to foreign
countries when advised to do so by the State Department; (4) ensure
compatibility for interconnecting with other systems; (5) prescribe ac-
counting regulations which ensure that any savings are reflected in rates
for system use; (6) approve technical characteristics of the system; (7)
grant construction permits for the system; (8) authorize the corporation
to issue stock; (9) ensure no substantial additions are made to the system
unless they are in the public interest; (10) require additions to the system
when they do meet the public interest; and (11) make rules and regula-
tions to carry out the provisions of this act.

Satellite communication also gained international prominence in 1962.
The General Assembly of the United Nations passed a resolution that
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year stating that it “believes that communication by satellite offers great
benefits to mankind as it will permit the expansion of radio, telephone
and television transmissions, including the broadcast of United Nations
activities, thus facilitating contact among peoples of the world.”'> A more
explicit statement on the use of satellite communication came indirectly
in the Treaty of Principles Governing the Activities of States in the Exploration
and Use of Outer Space, Including the Moon and Other Celestial Bodies. The
treaty said: “Outer Space . . . shall be free for exploration and use by all
states without discrimination of any kind, on a basis of equality . . . and
there shall be free access.”'®

While studying the acts and treaties which govern satellite communi-
cation, we must also understand the human implications of this technol-
ogy that warrant this regulation. In a study prepared under the auspices
of the American Society of International Law, Paul L. Laskin and Abram
Chayes reviewed the issues facing international satellite communication."?
The first is the problem of signal spillover. Satellite signals do not
conform to political boundaries, and when one country has the ability to
beam signals to another country, threats to cultural integrity, national
security, and national goals take on new meaning. For socialist countries,
combatant political propaganda beamed via satellites by other countries
becomes a major concern. Some nations fear that those countries with
huge economic and technological resources, such as the United States,
will dominate international programming. Others share the opinion that
American programming, although visually attractive, is for the most part
trivial, banal, and violent.'®

Laskin and Chayes also point out another consequence of commercial
television. Commercials from American programming may not only
displace local merchandise with foreign-made goods, but also may create
a demand for consumer goods which could frustrate plans for orderly
social and economic development. Underlying these arguments is another
position that television systems and their development belong to each
country as a product of national sovereignty. In addition, the very
conception of international satellite regulation becomes a problem. Laskin
and Cheyes state that “the desire for some form of international control
over direct satellite broadcasting may reflect a nation’s legal philosophy.
Where the Anglo-American countries, for example, proceed pragmati-
cally, formulating the rules of legal behavior as they acquire experience,
the civil law tradition tends to rely on the codification of rules in advance
of action.”"®

All of these issues reflect the difficult path ahead for a consistent and
mutually acceptable code of international law affecting satellite commu-
nication. Thus, the immediate future of international satellite control will
probably remain in the abstract terms of international treaties.



future perspectives: issues in rewriting
communications law

Swirling around the broadcast industry are issues which are an outgrowth
of policy decisions, new technology, and changing emphases in the
industry. These issues are on everything from changing the very structure
of regulatory agencies to modifying rules and regulations controlling the
daily operation of broadcasting stations. Of all these issues, none has
greater interest or more potential effect on the broadcast industry than
the rewriting of the Communications Act of 1934,

The impetus for a major rewriting of the Communications Act of 1934
came out of congressional hearings held in 1976 on the proposed
Consumer Communications Reform Act, which would have overhauled
telephone regulation. Commonly called the “Bell Bill,” the proposed
legislation went into hearings before the U.S. House of Representatives’
Communications Subcommittee under the chairmanship of Lionel Van
Deerlin (Figure 15-1), a California Democrat. Cable television also was
scrutinized by Van Deerlin. In October of 1976, Van Deerlin announced

Figure 15-1 Congressman Lionel Van Deerlin, chief
supporter of the rewriting of the Communications Act.
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a full-scale inquiry into rewriting communications legislation. The Radio-
Television News Directors Association’s legal counsel, Larry Scharff,
prepared a position paper saying, in essence, that the best way to revise
the law would be to assure that broadcast journalists received the same
First Amendment rights as print journalists do.

Rewriting became the topic of numerous symposia. Gaps began to
grow between rewriting supporters and those who felt a radical change
in the act would not be in their best interests. The first major forum was
the February, 1977 meeting of the National Association of Television
Program Executives (NATPE). All the members were present, including
Congressman Van Deerlin. Donald H. McGannon, chairman and presi-
dent of Westinghouse Broadcasting Company, supported the rewriting.
He suggested a cabinet-level Department of Communication, bringing
under one roof all the agencies now controlling use of the electromagnetic
spectrum. Russel Karp, president of TelePrompTer, also supported the
rewriting and cited the need for cable to be given more independent
regulatory status. Bill Leonard, a vice president for CBS, Inc., was on the
other side of the fence. He characterized the American system of
communication as the finest on earth and in reference to the 1934 act
dating before current technology, said that the U.S. Constitution did not
mention anything about railroads, cars, telephones, and a number of
other technologies.

The next rewriting forum was at the March 1977 meeting of the
National Association of Broadcasters in Washington, D. C. There, Con-
gressman Van Deerlin stated that “the broadcaster should be entitled to
the same First Amendment protection afforded newspapers.” He also
came out in favor of repealing the Fairness Doctrine. For those favoring
more competition, the legislation was insufficient to regulate the new
technology which had been developed since its passage—technology
which included satellites, microwave, cable, fiber optics, citizens-band
radio, radar, land mobile communication, and light wave or laser beam
communication. Van Deerlin later toned down the word “rewrite” and
substituted “review.” The House Commerce Committee stamped its
approval by doubling Van Deerlin’s committee’s budget appropriations.

The subcommittee’s review announcement prompted industry profes-
sionals, government bureaucrats, academicians, and citizens’ groups to
come out of the woodwork supporting or opposing the revision. Not
wanting to be left behind, the U.S. Senate announced a special Senate
hearing, conducted by Senator Ernest Hollings, a South Carolina Dem-
ocrat, which would review the Communications Act and everything
associated with telecommunication policy. Joining with Hollings, Senator
Warren Magnuson, a Washington Democrat, directed the Office of
Technological Assistance (OTA) to gear up for telecommunications
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capability. The OTA is a research organization serving both the House
and the Senate.

political dilemmas of rewriting communications law

summary

On June 7, 1978, House Bill No. 13015 was introduced in Congress.
Based on months of congressional hearings and discussions in the
industry, the draft of the new revision of the Communications Act of
1934 was now public. Called the Communications Act of 1978, it was
only the first such bill to be introduced. Van Deerlin himself reintroduced
changes in the original draft of the first bill and, by 1979, the Senate was
getting into the rewrite business. In March, 1979, even before Van
Deerlin could get his revision ready, Senator Ernest F. Hollings intro-
duced what was called the “revision” of the Communications Act and
suggested changes in the current law, some of which were different in
thrust than the Van Deerlin measure. To make things even more
complicated, Senator Barry Goldwater also introduced his version of a
bill which would overhaul the Communications Act.

The introduction of Van Deerlin’s original bill, the versions introduced
by Goldwater and Hollings, and Van Deerlin’s own revision, all brought
speculators to their feet making predictions that, with so many divided
legislative proposals, prospects for enacting any real legislation were
remote. Lobby groups, already taking sides on issues brought about by
the original Van Deerlin bill, had their issues even more diversified by
the new proposals. If change does occur, it will certainly not happen
overnight. The complexities are much greater now than those pertaining
to the 1927 and 1934 laws. Moreover, the 1934 Act is now a much larger
document with many amendments, rule changes, and judicial precedents.
Change in the current legislation could well move into the 1980s, and
there are those arguing that with rapid developments in technology, even
new legislation could be obsolete by the end of the 1980s.

Chapter 15 has examined control of cable and satellite communication as
well as efforts to rewrite the Communications Act of 1934.

The FCC's control over cable systems was established in 1962. Rules
for governing cable systems were announced in 1965 and upheld in a
court case involving a San Diego cable system. Official rule making was
started in 1968, and detailed regulations were announced in 1972. Key
issues in the regulation of cable systems include the definition of a cable
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system which is a nonbroadcast facility consisting of a set of transmission
paths and associated signal generation, reception, and control equipment
that distributes or is designed to distribute to subscribers the signals of
one or more television broadcast stations.” For most cable systems,
carriage requirements fall into the categories of “must carry” and “may
carry” signals. States and local governments also govern cable systems.

Few technologies have a more direct effect on us than satellite
communication does. There are concerns over the control of satellite
communication in great international bodies as well as in the small
communities in which ground systems bring educational television to
local school systems. Most of the basis of satellite communication control
is in the Communications Satellite Act of 1962 as well as in the Com-
munications Act of 1934.

Chapter 15 concludes with a discussion of efforts to rewrite the
Communications Act of 1934,
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advertising and economics

FOCUS After completing this chapter, we should be able to

Explain the different sources of station income.

Compare local and national rate cards.

Define barter and co-op advertising.

Understand the uses of a chart of accounts.

Explain broadcast financial statements.

Describe the role of the broadcast broker.

Describe the fourteen-point checklist for buying a station.
Identify a successful broadcast promotion campaign.
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H. P. Davis was a vice president of Westinghouse when he delivered a
lecture in 1928 to the Harvard University Graduate School of Business
Administration, saying:

In seeking a revenue returning service, the thought occurred to broadcast a news
service regularly from ship-to-shore stations to the ships. This thought was followed
up, but nothing was accomplished because of the negative reaction obtained from
those organizations whom we desired to furnish with this news material service.
However, the thought of accomplishing something which would realize the service
referred to, still persisted in our minds.

H. P. Davis’s persistent thoughts turned out to be the foundation of
American commercial broadcasting. The purpose of this chapter is to
examine more closely the different aspects of that foundation: building
station revenues, station finances, buying and selling stations, starting
new stations, and broadcast promotion.

building station revenue

In the United States, stations sell time to advertisers who, in turn, pay
the station for having their advertising messages broadcast during that
time to the listening or viewing public. That elusive commodity, time, is
the product the station offers. Some “times” are better and more
expensive than others. And buying a great deal of time is cheaper than
buying a small amount of timé.

The Local Rate Card

The rates the station charges for its time are listed on two types of rate
cards— the leeat-rate—card listing adverrising rates—£qgr businesses in the
station’s local community,—and-a mational-rate—card for advertisers who
buy large amounts_of-tiTe nationally on Tmamy different stations. Figure

16-1 represents one station’s local rates for two time classifications, AA
and A. AA time runs from 6:00 A.M. to 10:00 A.M., Monday through
Saturday and 3:00 P.M. to 7:00 P.M., Monday through Saturday. These
are the station’s most expensive times on the local rate card, representing
the drive time, those heavy radio-listening times when, along with the
home audience, radio captures the listeners driving to and from work.
All other days and times are listed as A class time. Class A times are less
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expensive than drive time since they traditionally do not attract as large
an audience.

National Rate Card: Reps and Ad Agencies

Now compare the rates listed in Figure 16—-2 with those in Figure 16-1.
You will notice a difference of approximately 17.65 percent. The higher
rates in Figure 16-2 are from the same station’s national rate card.
National rates are more expensive than local rates and apply to advertisers
who buy large amounts of advertising in many different stations. To
eliminate all the paperwork and negotiations in placing advertising with
every individual station, advertisers purchase their advertising through
either station representatives, called “reps,” or advertising agencies.
Stations representatives, as the name implies, represent the station to
large advertisers. The rep also represents more than one station and
contracts to buy time on many different stations to reach the audience
the advertiser requests. Advertising agencies, on the other hand, repre-
sent the advertiser but buy time in the same way the rep does.

The company using the rep or agency typically pays a rate 17.65
percent higher than the rate on the local rate card. Of this increase, the

Figure 16-1 Local rate card (left). Figure 16-2 National rate card (right). (WAZY)
ANNOUNCEMENTS ANNOUNCEMENTS
(AA) 6:00 to 10:00 a.m., Mon./Sat. (AA)  6:00 t0 10:00 a.m., Mon./Sat.
3:00 to 7:00 p.m., Mon./Sat. 3:00 to 7:00 p.m., Mon./Sat.

60 Sec. 30 Sec. 60 Sec. 30 Sec.
1 19.00 15.20 1 22.40 17.90
52 16.00 12.80 52 18.90 15.10
156 13.00 10.40 156 15.30 12.20
312 11.00 8.80 312 13.00 10.40
624 9.50 7.60 624 11.20 9.00
1040 8.50 6.80 1040 10.00 8.00
(A) All other days and times (A) All other days and times

60 Sec. 30 Sec. 60 Sec. 30 Sec.
1 16.00 12.80 1 18.80 15.10
52 13.00 10.40 52 15.30 12.20
156 11.00 8.80 156 13.00 10.40
312 9.00 7.20 312 10.60 8.50
624 7.50 6.00 624 8.80 7.00
1040 6.50 5.20 1040 7.70 6.10
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rep or agency takes a commission of 15 percent. The remainder goes to
the station. This 2.65 percent increase is considered compensation for
handling the long-distance account, promoting itself to and through the
rep and ad agencies, the extra bookkeeping, and other related costs. The
advertiser, in turn, saves the time and cost of placing each individual
advertising order, a cost which on large buys would run much more than
the 15 percent commission.

Despite the rate cards, stations in highly competitive markets still wheel
and deal to entice advertisers to buy time on their station. This usually
happens when an advertising agency tries to buy the most time for the
least money and pits stations against each other to see which one can
offer the best price. Sometimes they are successful. There is considerable
price slashing; discounts of 35 percent below the rate card are not
unusual, and some stations discount 50 percent below the rate card.

Announcements or commercials can be purchased in two lengths—60
seconds and 30 seconds. Some stations divide their times into even
smaller categories of 20- or 10-second lengths. The shorter time periods
are common in television for which rates are higher than those for radio.
For smaller businesses, the shorter announcements make buying televi-
sion time possible, whereas forcing them to buy longer commercials
might price them out of the market.

Prices for commercial time become less expensive when bought in
quantity. For example, on the local rate card purchasing only one 60-
second announcement costs $19.00 per announcement in AA time
(Figure 16-1). If you purchase 52 announcements, the cost per an-
nouncement drops to $16.00 per announcement. If you purchased 1,040
60-second announcements, the cost per announcement would drop to
$8.50. Similarly graduated discounts are available for 30-second an-
nouncements, and these discounts apply to all announcements made in
A time as well.

Stations periodically revise their rate cards just as supermarkets revise
prices of meat and eggs. Successful stations revise theirs upwards to meet
inflation and to represent increases in audience. The more viewers or
listeners a station has, the more people an advertiser can reach, and the
more the station can charge for its commercial time. The station’s market
can also reflect the rate change. If the station is the only broadcast outlet
with no other competition, the rate may be higher to reach the same
number of people than if other stations were offering competing rates.
It is the old rule of supply and demand. The cost of local newspaper
advertising can also influence the rate charged by the broadcast media.
All media compete for those advertising dollars.

In addition to the ones we have discussed here, other time buys are
available on most stations. These include special charges for remote
broadcasts, such as live coverage of a store opening, or costs for larger
time blocks in which to air entire programs.



Barter/Trade-Out Arrangements

Barter, or “trade-out,” arrangements are another way in which stations

receive income. Barter-aceounts—meamtirestation provides advertising
time in exchange for goods or services offered by the advertiser. These

are anything from appr he goods and services

can also be used n. Many sta give them
away as prizes, and others may award them to top station account

executives.

Most prizes awarded on television game shows are supplied by man-
ufacturers paying a small fee to receive on-air announcements in return
for their products’ publicity. National television exposure is a relatively
inexpensive way of obtaining advertising time, compared to the usual
national television rate. For the game show, the prizes are, for all practical
purposes, free merchandise, and there is almost no cost to the game show
to announce the products on the air, beyond the salary of an announcer.
The announcements are incorporated into the programming, adding the
elements of excitement and dream fulfillment as the announcer describes
the “fabulous prize” the contestant has a chance to win.

Many companies engage in barter advertising. Windjammer *“Bare-
foot” Cruises Ltd. (Figure 16-3) is one example that trades on a dollar-
for-dollar basis. The cruise can be a powerful incentive to the station’s
account executives to “beat the bushes” for advertising. Or a station
contest with a Windjammer cruise as a prize can entice listeners to “stay
tuned” for their chance to bask in the sun on the open sea. For the
station, the cost of airing the commercials is minimal, since the announce-
ments are usually scheduled in unsold time which generally would go
unused without the trade-out advertising. Moreover, it is profitable for
both the advertiser and the station to trade on a dollar-for-dollar basis,
since each is getting something at a less expensive rate than if they had
to buy it outright.

The easiest way to understand the trade-out, dollar-for-dollar advan-
tage is to consider the example of a new car. We shall assume station
WAAA furnishes its sales manager with a new car to use for business
travel, such as calling on sponsors. In order to do this, the station enters
into a trade-out agreement with the local car dealer. The car costs $8,000.
In return for the car, the station will air $8,000 worth of commercial
announcements for the car dealer. For the station, the cost of providing
these announcements is less than $8,000, since the commercials are
scheduled at unsold times when other commercials would not air anyway.
Without the trade-out, the time would simply go unsold. Since the station
must stay on the air in any case, the cost of operating the station remains
the same. For the dealer, since the company bought the car wholesale,
say for $6,000, that would be the total cost to the car dealer for $8,000
worth of advertising.

3n
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Figure 16-3 (Windjammer ““Barefoot” Cruises)

Although trade-out advertising is common, stations try to avoid it,
especially when the advertiser is willing to pay cash. Cash looks better
than merchandise when the annual financial statement is prepared.
Furthermore, when stations are sold, trade-out advertising is usually not
considered part of the station’s annual income, since the merchandise
supplied by the advertiser usually cannot be used to pay the station's
bills.

Co-op Advert/smg

Co-op adv 1 a local store splits part of
the cost of € company whose products are mentioned
in that advertising. For exampte; 3 radio announcement of a sale of
Westinghouse appliances at the Ace Appliance Store costs $19.00. In a
10/90 co-op advertising arrangement between Westinghouse and the
store, Westinghouse would pay 10 percent of the cost of the announce-
ment, or $1.90, and the store would pay $17.10. The radio station still
receives the rate card price for the announcement, Ace airs the commer-
cial at a 10 percent discount, and Westinghouse receives local advertising
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exposure. Figure 16—-4 shows the copy of a typical co-op radio commer-
cial. This particular company manufactures Photo Charms, popular
miniature reproductions of favorite photographs attached to charms,
and jewelry products. The company pays 10 percent of the cost of radio
commercials for which they supply the copy.

Not all companies use co-op advertising, and the amount paid by the
manufacturer and the local store varies considerably. Newspapers contin-
ue to receive the majority of co-op advertising dollars, about 75 percent,
since co-op advertising began with newspapers before broadcast adver-
tising was widespread.! Some companies employ full-time co-op managers
whose responsibility is to keep track of co-op advertising by retail outlets
and to show retailers how to coordinate their advertising with the
manufacturer’s co-op program.

Combination Sales Agreements

Although not a common practice, some account executives are employed
by more than one station. When this occurs, the FCC has some strict
guidelines to guard against rate fixing or selling time on more than one

Figure 16—4 (Taylor Graphics Corp. Greencastle, IN)

ANNOUNCER

LOOKING FOR THAT PERFECT GIFT FOR SOMEONE SPECIAL?
(Dealer's Name) AT  (Dealer's Address)
HAS THE ANSWER FOR YOU..... PHOTO CHARMS. PHOTO CHARMS

ARE MINIATURE REPRODUCTIONS OF YOUR FAVORITE PHOTOS
BEAUTIFULLY MOUNTED ON CHARMS....HEIRLOOM LOCKETS....
EVEN ON MARBLE PAPERWEIGHTS OR HANDSOME ZIPPO LIGHTERS.

STOP IN AT _ (Dealer's Name) AT (Dealer‘s Address)

TODAY AND SEE THEIR LARGE SELECTION OF THESE TRULY
PERSONAL GIFTS.

SO WHEN YOU WANT TO GIVE SOMEONE SPECIAL A LASTING GIFT
THEY'LL CHERISH, CHARM THEM..... WITH PHOTO CHARMS FROM

(Dealer's Name)
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station for a single rate.? Although representing two stations is not illegal,
selling time for two competing stations is. The definition of competing is
any two stations whose signals overlap, regardless of which market they
serve. Moreover, a radio and television station combining to offer a single
rate is illegal, even if the two stations are jointly owned. Because other
radio stations might not be able to team up with a television station, the
FCC feels such arrangements are counter-competitive.

A single rate for an AM and an FM station engaged in simulcasting is
permissible. But if combination rates are offered for two stations com-
monly owned but not engaged in simulcasting, management must be
careful not to use the combination rate to “carry along” the weaker of
the two stations. For stations not engaged in simulcasting, forcing an
advertiser to buy a combination rate is illegal. If the advertiser wants to
buy advertising on only one station, then that opportunity must be
available to the advertiser.

station finances

Once it is earned, a station’s advertising revenue is translated into a series
of numbers that managers, bookkeepers, accountants, investors, and
bankers spend many hours studying and using to answer some complex
questions. How can we improve daytime sales? How can we cut expenses?
How much money will we need to borrow? How much money should we
invest? These queries and countless others plague station executives as
they mull over their charts of accounts and financial statements.

Chart of Accounts

The basic ledger to record all station finances, both income and expenses
(disbursements), is the chart of accounts.® Although charts of accounts
vary, many in broadcasting use a system of numbers beginning with the
prefix digits 10 and altering the prefix to represent a different account
classification. For example, assume the numbers 100 to 199 represent
assets. A specific number is assigned to each type of asset, using a two-
digit prefix. The following represents cash accounts, which are considered
assets, designated by the 10 prefix:

101 Cash in banks—regular
102 Petty cash

103 Cash in banks—payroll
104 Cash in banks—other
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The prefix 14 might represent advances and prepayments:

141 Prepaid insurance

142 Prepaid rent

143 Prepaid taxes and payments of estimated taxes
144 Expense advance to officers and employees

Three-digit accounting systems provide about as much flexibility as the
average broadcaster needs, but additional numbers can be added wher-
ever appropriate. For instance, a group owner might want a prefix to
identify each station in the group. So WAAA might have the prefix 5.
Thus, if we wanted to know the petty cash at WAAA, we would look
under account number 5-102, 5 representing the station and 102
representing petty cash. WBBB might be assigned the number 6, and so
on. Some computer programs use additional numbers to facilitate more
complex data analyses of the station’s financial status.

Using the chart of accounts for identification, management can make
periodic checks on the station’s financial structure as well as to pinpoint
and plot its activity over time. Such information is critical for inanagement
to ensure the station’s profit structure. The information and accounting
systems are equally as important to the broadcaster selling the station,
the banker lending the station money, or the accountant preparing its
tax returns.

Financial Statements

The chart of accounts is the basic accounting tool of the station, but the
money recorded in using the chart of accounts is translated into many
different financial statements. Figure 16-5 is a station balance sheet.
Notice assets ($90,000) equal liabilities and equity ($90,000). Balance
sheets must always balance. They represent a stop-action picture of the
company on any given day, usually the last day of the year. Why must
the balance sheet balance? Because all assets have a claim on ownership,
equal to those assets. For example, suppose you drive a car worth $5,000
(a $5,000 asset). The title is in your name, and for all practical purposes
it is your car. But what about claims of ownership of your car? We shall
assume you still owe the bank $1,000 on your car. In accounting terms,
the bank owns $1,000 worth of your car, and you own $4,000 worth of
your car. The claims on ownership of your car represent $1,000 (the
bank’s claim) plus $4,000 (your claim), together totaling the exact value
of the car, which is $5,000.

A comparative balance sheet compares assets and liabilities between
two points in time. An income statement shows the amount of income



WBPE, Inc
BALANCE SHEET
January 31, Year 1
Cash 4 000
Accounts receivable 2 000
Depreciable assets 50610
Land 10 000
Intangibles 23 390
ASSETS 90000
Accounts payable 5000
Notes payable—sellers 38 000
Notes payable—stockholder 50 000
Liabilities 93 000
Contrnibuted capital . 1000
Loss since inception . (4 000)
Stockholders’ Equity (Deficit) ... . (3 000)
LIABILITIES AND EQUITY 90 000

Figure 16-5 (National Association of Broadcasters)

after the debits are subtracted from the credits, or stated another way, it
tells how much money is left after all the bills are paid.

A comparative income statement compares income between two points
in time. Figure 16-6 is a comparative income statement comparing two
years of broadcast operation. Notice that the revenues are listed first,
then the expenses (indented), followed by the total expense. In year 8,
we see the station’s income before taxes was $11,500, on which a federal
income tax of $2,530 was paid, leaving an income of $8,970.

If you are the treasurer of a broadcasting station, an especially
important financial statement would be the cash flow statement. The cash
flow statement would tell you the amount of money necessary to keep

Figure 16-8 (National Association of Broadcasters)

Revenues
Technical expense ..
Program expense
Selling expense ..
General & administrative
Expense .......... .
Income before tax .
Federal income Tax
INCOME ...

WBPE, INC.
COMPARATIVE INCOME STATEMENT
Year Ending December 31

[ VYearSV—'; Year7 _
| 168900 | 162 200

12 300 12100

48 200 47 600

29 400 28 100
| 67500 63 900
157 400 151 700

11 500 10 500
2530 | B
8970 8190
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the station running smoothly. It would also tell you if you needed to
borrow money to pay the bills or to invest excess income. A cash fow
statement is looked upon as the “state of health” of the station and can
be used to help find where changes in operations may have to be made.

Figure 16-7 is a cash flow statement comparing one year of operation
with the projected cash fow for the coming year. Notice year 9. If
projections hold true, year 9 will see the station spend more money than
it makes, resulting in a cash overdraft of $29,795. As treasurer, you will
need to inform management of the necessity to borrow at least $34,795
to make ends meet and still have the $5,000 desired minimum cash
balance. If management does not want to borrow the money, it must
change that year’s projected operating procedures. Management might
decide to “make do” with the equipment on hand and save the $20,000
budgeted for “purchase of equipment.” But as treasurer, you point out
that never in the station’s history has that ever been done, that the
equipment is old, and that the station’s transmitter cannot last out even
this year. Can you suggest cutting other disbursements? What recom-
mendations can you make, and what will be the consequences? These are
the questions that financial statements both pose and help answer in
running a broadcasting station.

Figure 16-7 (National Association of Broadcasters)

WBPE, INC
CASH FLOW STATEMENTS
Years Ending December 31
[ Projected
[ Year 9 Year 8
CASH BALANCE AT JANUARY 1 8 505 9113
[ Collections from advertisers 190 000 | 173 460
Cash Available | 198505 182573
Technical disbursements 15 000 8229
Program disbursements 50 000 45 861
Selling disbursements . 52 000 39 400
Administrative disbursements 74 000 70825
Agency commission payments 8 000 6100
Repayment of stockholders loan 886
Dividend payments . 200 200
Federal income tax payments 9100 2567
Purchase of equipment . 20000
Total Disbursements 228 300 174 068
CASH BALANCE AT DECEMBER 31, YEAR 8 . 8 505
PROJECTED CASH AT DECEMBER 31, YEAR 9—overdraft (29 795) '
DESIRED MINIMUM CASH BALANCE 5000 |
REQUIRED ADDITIONAL FUNDS ‘ 34 795 J
L i




buying and selling broadcast properties

Financial statements also are especially important when a station changes
hands. Buying and selling broadcast properties, including CATYV, is big
business, involving everyone from small-town entrepreneurs to corporate
conglomerates. Actually, buying a station requires knowledge of the
broadcasting business and considerable money, not only to buy the
station, but to operate it until it builds an income. The sale of a station
must also be approved by the FCC, which scrutinizes everything from
the buyer's and stockholders’ characters to their financial worth, to their
other media investments, to their history in managing other enterprises.
A record of bankruptcy can quickly close the door to owning a broad-
casting property.

The Broadcast Broker

At the heart of over 70 percent of broadcast property sales is the
broadcast broker—the real estate person of the broadcasting business.
Most are seasoned professionals with years of experience in station
transactions. Many people wanting to sell or purchase a broadcast
property begin by contacting the broker. Using personal contacts, refer-
rals, advertisements, and in some cases direct solicitation, the broker
knows what properties are for sale, at what price, and who the buyers
are. Since the sale of a broadcasting property can run into millions of
dollars, good brokers are highly paid, but most industry professionals
would agree that they are well worth their commission.

Brokers can operate independently or as members of a large firm.
One well-known independent broker headquartered in Chicago but
handling properties nationwide is Richard A. Shaheen. His brokerage
business, Richard A. Shaheen, Inc. (Figure 16-8), has handled a wide
range of station transactions, and Shaheen himself, has been in the
station brokerage business since 1955.% His job takes him wherever it’s
necessary to bring together a buyer and seller. In addition to this travel,
correspondence, national and state conventions and the telephone are
important elements of keeping in contact with people in the industry.

Who buys broadcasting properties? Richard Shaheen deals primarily
with people already in the media business. “They understand the busi-
ness. They have the know-how; they know the language; they understand
the business,” he says. Still, Shaheen receives inquiries from people
outside the industry. “Many still see the pie in the sky, that you can walk
in and pick it like you're picking apples in the fall.” Of those prospective
buyers who are currently active in the broadcasting industry, he said,
“most come from management, sales or ownership rather than being
program oriented. These people deal with dollars every day and they

378



rI\IIEDIA BROKERS e APPRAISERS

AT YOUR SERVICE WITH OVER
20 YEARS EXPERIENCE
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435 NORTH MICHIGAN AVE. - CHICAGO 60611

L31 2/467 -0040

Figure 16-8 This ad, used by Richard Shaheen, has
become a trademark in key broadcasting publications.

understand the business side of broadcasting more thoroughly”. He also
says, “I find that newspaper owners are good buyers simply because they
are accumulating considerable profits through their newspaper opera-
tions and encounter tax problems in the accumulation of this cash.
Instead of paying high taxes on the profits, they prefer to reinvest it.”
Further, Shaheen says that broadcast group owners are finding similar
problems today because of the high profitability of stations.

Who sells broadcasting properties and why? Shaheen lists retirement
as one reason but certainly not the only one. “Some people just need a
change. The station has matured, and the owner wants a new challenge.
So he’ll go out and buy a different one.” Location is another reason.
*Others want to change markets. They look for a new place to live, a new
challenge.” Still others, he says “have used the stations as a tax shelter
and have depreciated the property as far as the tax benefits will allow.”
And then there is capital gain. Looking back to the 50s, Shaheen remarks,
“Back then, some people might buy a station for $60,000, keep it for six
months, and sell it for $100,000. They thought they made a fortune,
and they did in those days.” And although prices have changed and
stations are held longer, Shaheen is quick to point out, “People still sell
stations to get the capital gain.”

How does the broker participate in the sale? “By spending a lot of
time with the buyer and seller,” Shaheen states. He prefers to be directly
involved in the sale until the attorneys draw up the contracts between
buyer and seller. Then, “I want to watch what happens in the contract,”
he declares. Although preferring to handle the sale exclusively because
of the commission and keeping track of the proceedings, Shaheen does
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at times work with other brokers. Co-brokering is a very common practice
among many brokers. It has benefits for buyers, sellers and the brokers,
particularly if one broker is stymied in locating the right buyer for a
property. He or she may find it expedient to contact other brokers.
Shaheen feels that his first obligation is to the seller. Obtaining the price
and terms is important, and sometimes it is necessary to co-broker to
meet those ends.

Although commissions can vary, typical brokerage fees for handling a
station sale are 5 percent of the first million dollars, 4 percent of the
second million, 3 percent of the third million, and 2 percent of the
balance.® Brokers also perform property appraisals for clients. For an
appraisal service, $500/day and up are typical charges.

Broadcast Buyer's Checklist

Still, the primary business of the broker is handling the sale of broadcast
properties. And for the buyer, this involves many factors to consider
before the final transaction. A concise, fourteen-point buyer checklist has
been prepared by the brokerage firm of Richard A. Shaheen, Inc. The
prospective buyer of a broadcast property should carefully examine the
following:

1. Gross Sales

Review gross sales record for three previous years.

Determine if any represent “'trade” dollars.

Check any undue use of promotions to inflate gross.

Determine what share of the total market revenue the station enjoys.
2. Operating Profit

Is it before or after all taxes?

Does it come after depreciation?

3. Cash Flow
The most accepted method of determining a true cash flow is that which calls
for it being a total of the following ingredients:
a. Net profit before taxes.
b. Depreciation.
c. Interest Paid.
d. Officer's salaries.
e. Director’s fees.
To this can be added any true non-recurring expenses. A buyer should also
consider the effect a new, higher base of depreciation will have with respect
to the net profit after taxes. An owner-operator’s satary and others should
also merit consideration as part of cash flow.
4. Fixed Assets
Age and condition of major pieces of equipment?
Do they meet FCC specifications?
Does the sale include all fixed assets?
Anything on a lease basis?
5. Leases, Licenses and Contracts
Determine beginning and end date and all details of:
a. Land and building rentals.
b. Personnel contracts.
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News Service.

. Transcription or jingle services.

Film contracts.

Station-purchased advertising contracts.

. Music copyright services.

. Trade association memberships.
Equipment purchased or leased.
Time sale contracts.
Representative firm arrangement.
Union contracts.

. Network agreements.

Music format contracts.

6. Legal Actions
Are there any legai actions pending against the station?
Are there any complaints filed with the FCC?

7. Personnel
Salary and position of all employees.
Salesmen commission arrangements.
Bonus or percentage plans.
Vacation policy.
Status of station's “‘affirmative action’ program.

8. Advertising Rates
Obtain a copy of all current rate cards and determine both when these rates
went into effect and how they compare with the competition.

9. Station Coverage

Is it sufficient to cover the market?
How does it compare with the competition?
Can the signal be improved?

10. Program Format
Determine:
a. Rating and demographic position for past two years.
b. Definitive explanation of present format.
c. Type of programming on competitive stations.
d. Promotions in the market—type and extent.

11. FCC Record
Ascertain if the license is presently in effect and also whether there are any
actions pending in the FCC that directly involve the facility. This could include
engineering, programming, EEO policies, and minority hiring status.

12. Market Frequencies Available
Check to see if there are any applications filted or construction permits
granted for additional facilities servicing the market.

13. Competition
Compare ratings, rates, and program formats of competitive stations.
Also determine circulation and advertising strength of daily or weekly
newspapers.

14. Market
As much care should be spent in investigating the market as the physical facility
of the station itself.
Carefully review:
a. Population growth-past and anticipated.
b. Retail sales.
c. Major sources of employment.
d. Consumer spending power.

S3go-xXTSoTatTeoQan

If a buyer finds positive information after reviewing the items in the
checklist, then the buy is probably a good one, provided the price is right.
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A fair price is a difficult thing to pinpoint, but for radio and television
stations, it is usually based on about 2 1/2 times gross annual billing.
Cable companies are appraised at about $500 per connection. Today,
however, with the scarcity of space on the electromagnetic spectrum,
inflation, the potential of AM stereo, the growth of FM, and the effects
of other media, the formula for determining what a property is worth
can vary considerably.®

the role of promotion in building station revenues

For both new stations and those with long records of operation, station
promotion is an important part of the broadcasting business. Perhaps
more so than with other businesses, broadcasting as an entertainment
industry entails promotion. Successful station promotion is much more
than a few announcements promoting a program or personality. Instead,
it is a well planned and systematically executed campaign. More and
more stations are realizing the importance of station promotion. Many
have rested on the laurels of their programming without learning from
the example of other businesses that competition requires promotion to
convince the public that they should patronize your business or listen to
your station. In fact, broadcast promotional campaigns are becoming a
necessity in many markets.

Promoting Assets

For every station, the important commodity is reaching a listenership or
viewership. Thus, how the station fares in the ratings becomes the central
theme of many promotional campaigns. Although only one station can
be first overall, many stations can find their own niche in the ratings
data. A certain station, for example, may be first among women, another
first among 18- to 34-year-olds, another first among men aged 34 to 49,
another first during morning-drive time, and still another first in late-
evening news viewership. Each placement in the audience surveys can

provide opportunities to promote the station’s accomplishments.
Another consideration is the cost-per-thousand (CPM) of reaching the

station’s audience, or stated another way, what it will cost an advertiser to
reach each 1,000 viewers. Perhaps the station does not have a first place
showing, but its CPM is lower than that of any of its competition. Pointing
this out to cost-conscious advertisers can make ratings a moot issue in a
sales presentation. Naturally, the station with both an audience and a low
CPM is in an especially competitive position.

Other promotional campaigns can be centered on such elements as
new call letters and format changes. If a station changes hands and
consequently changes call letters, calling attention to the new “identity”
is critical. Similarly, changing formats often results in reaching a new
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audience. Telling that new audience about the new sound, and telling
advertisers about that new audience are equally important.

Everyone understands awards, and some of the most familiar belong
to broadcast journalisim. Although promoting only one department—the
news department— publicizing a journalism award can boost other areas
of the station as well. This is especially critical to television in which the
local news is one, if not the single most important, item determining the
audience’s perception of the station. More than one television station has
ended up first in the ratings with local news pulling the station to the
top, while its network programming in other markets and nationwide
was running a poor third.

Planning Successful Promotion

To be successful, a promotional campaign must have certain qualities.
One of the most important is simplicity. Although ideas such as contests
and giveaways can be effective audience builders, successful long-term
promotions have a central, underlying theme. Such slogans as “Musicra-
dio,” “Candlelight and Gold,” “Radio Indiana,” and “Happy Radio” can
be woven throughout the station’s programming. If ratings are being
publicized, a single, concise statement that the station is first is much
better than many sentences about the station’s share of the audience.

Consider the billboard in Figure 16-9. A play on two words is all that
is necessary to explain the station’s number one position in the overall
ratings. The promotion is short, concise, and the word “one” takes on
the dual meaning of being first and winning the ratings race. This same
“we one” theme can then be repeated on an entire series of promotional
ventures, from direct mail flyers to station letterheads. The slogan also
can be presented in many different media formats without looking
cluttered. Too many promotional campaigns try to tell too much and
accomplish nothing. Going beyond a few words or a single symbol usually
begets more confusion than clear identity.

Simplicity also belongs in station logos. Notice the two logos in Figure

We one.

WAZY RADIO

UJQZY)

Figure 16-9
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KRON - SAN FRANCISCO KINGTV5

Figure 16-10 (KRON logo: courtesy KRON. King logo:
reproduced with permission of King Broadcasting Com-
pany, Seattle, Washington; all rights reserved.)

16-10. King Broadcasting in Seattle, Washington uses a letter and a few
dots to represent a king’s crown. Channel 4 in San Francisco finds the
channel number ideal for a logo illustrating the Golden Gate Bridge. As
an important part of station image, many logos carry registered trade-
marks. Effective designs are uncluttered; come out well in black and
white, which is essential to newspaper advertising; look good on letter
heads; and can be easily recognized and understood.’

Besides visual identities, audio identities are basic, especially in radio.
Most radio stations have a particular “sound” in addition to their musical
format. These sounds are most often reproduced in a “jingle package™—
a collection of sounds designed around a four- to eight-note sequence
fitting the call letters. Variations in the jingle package are then incorpo-
rated into news introductions, bulletins, musical bridges between records,
and backgrounds for commercial and public service announcements.

Equally important to simplicity is consistency. Too many stations make
the mistake of constantly changing their promotional theme. Many
mediocre promotional efforts have been successful simply because they
have continued unchanged long enough for the audience to accept them
as household words. The very best promotional effort lasting six months
and then disappearing defeats the purpose of the campaign. Contests
and giveaways will change from season to season, but there needs to be
a consistent theme which represents the station over time, be it the logo,

jingle package, or a combination of both. When done effectively, a

promotional campaign can elevate the awareness of the station among its
audience, and being aware of the station is the first step in building an
audience.

At the basis of building station income is the rate card. Local rate cards
illustrate th ates approximately
17. rd is used for
nationa i tatives or
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aMﬁga\gencies. Barter or tradeout advertising and co-op advertising
are two other sources of station revenue. The FCC has certain guidelines
guarding against monopolistic practices and prohibits certain revenue-
building schemes which use combination advertising rates among com-
peting stations.

In managing station finances, the chart of accounts becomes the
numerical and descriptive list used to classify income and expenditures.
Financial statements usually include the balance sheet, comparative
balance statement, income statement, comparative income statement, and
cash flow statement.

People investing in broadcasting are those who buy stations or start
new ones. The broadcast broker is the real estate person of the broad-
casting business and is responsible for arranging many of the transactions.
A prospective buyer should examine fourteen key areas before buying a
station. These are investigating gross sales, operating profit, cash flow,
fixed assets, leases/licenses and contracts, legal actions, personnel, adver-
tising rates, station coverage, program format, FCC record, market
frequencies available, competition and market. Preliminary work in
launching a new station includes a frequency search and obtaining a
construction permit. When a license is granted, regular programming
can begin.

Promoting a station is becoming essential as more stations sign on the
air and competition increases. An effective promotional campaign con-
tains two major qualities—simplicity and consistency.
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broadcast ratings

FOCUS ater completing Chapter 17 we should be able to

Describe the development and function of broadcast ratings.
interpret broadcast ratings.

Give examples of how ratings are used in making management
decisions in broadcasting.

Identify the issues in the criticism of broadcast ratings.
Understand the function of the Broadcast Rating Council and
speculate on the future of broadcast ratings.
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To be truly effective, any communication system must have an efficient
means of gathering and evaluating data. We learned how intrapersonal
communication sends electrochemical impulses from our senses through
the nervous system, triggering our muscles to react. We also learned how
interpersonal communication uses direct feedback to evaluate what
people are saying and how other people react to this communication.
Such feedback is also vital to mass communication and is found in many
forms in broadcasting. A disgruntled viewer writes a letter to the
television station or network complaining about programming. A sophis-
ticated computer daily analyzes viewing habit data from meters attached
to home television sets, from viewers' diaries, from an assortment of
answered questions by interviewers, and from completed viewing ques-
tionnaires returned through the mails. A network pollster gathers data
on election day. A radio program director examines data to prepare the
weekly playlist. Management listens to its employees’ opinions. All are
examples of feedback necessary for the successful maintenance and
operation of a broadcasting system. This chapter and the next are on
this feedback. In chapter 17 we'll examine broadcast ratings, surveys, and
public opinion polls. In chapter 18 we'll discuss specialized feedback,
including letters from the broadcast audience, feedback to the FCC,
responses to the networks, and the feedback process determining the
music you hear on your favorite radio station. Let’s begin by examining
the broadcast ratings.

the background of broadcast ratings

Possibly the first broadcast was rated in 1929 when an interviewer for the
Crosley Radio Company called a randomly selected number from the
telephone directory. The person who answered was asked, “What radio
stations did you listen to yesterday?”! Since that time, broadcast ratings
have been criticized as being inaccurate, unreliable, and arbitrary. They
have been accused of canceling quality programs, determining network
policy, and influencing everything we see and hear on the broadcast
media. They also have been perceived as being a subsidiary of the
television networks and cooperating with sponsors. All of these miscon-
ceptions are just that, misconceptions. The broadcast ratings are those
services which tell how many people are viewing or listening to what,
when, and how often. Some of the most familiar include the A.C. Nielsen
Television Index, Arbitron, and Pulse. The rating services have nothing
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to do with the networks and are not responsible for canceling programs.
Rating services are separate corporations, not part of the network
structure. However, stations and networks use the data from rating
surveys to make decisions on what programs to cancel or keep on the air.
As a result, the rating services get blamed for canceling programs when
it is the stations and networks that make the decisions. Despite serious
criticism, the ratings have also proved to be, for the most part, very
reliable, producing some of the most accurate and sophisticated audience
research data available. But they are by no means perfect. Along with
the major ratings services, which are controlled and professionally re-
sponsible, are minor ratings services which do use some of the metho-
dologies that legitimize criticism of the broadcast ratings. It is important
from both a consumer’s and a professional standpoint to learn how
ratings work, what function they have, and how reliable they actually
are.

The Function of Broadcast Ratings

Media subscribe to broadcast rating services in much the same way as
they subscribe to syndicated material. But this product is feedback,
feedback on the size and composition of the medium’s audience. For
instance, if you were operating a commercial television station in a major
city, you would want to know how many people watched your station in
comparison with other stations. You would also be interested in detailed
demographic information on those viewers, such as age, sex, education,
and income. This information is essential to your advertisers. Similarly,
you would want to know when these audiences tuned to your station.
You would also want to know whether a particular program commanded
a larger share of the audience than some others did. What share of the
audience did your newscast capture, compared with competing television
stations? Your advertisers need all of this information in order to
purchase air time wisely, your station’s air time.

Advertisers also want to compare the cost of attracting these viewers.
By combining the information found in these ratings with a listing of the
cost of your station’s commercials, commonly called a rate card, an
advertiser might discover that the cost of reaching 1,000 people (cost-
per-thousand) via your television station is less than the cost-per-thousand
on another television station. If it can be proved that your television
station reaches more potential customers than your competition does, the
advertiser probably will realize that buying commercials on your station
is a wise investment. Rating services provide the necessary proof.

With this proof in hand, you may find that certain programs need to
be rearranged or even canceled because of limited viewership. It simply
is not profitable to air them, or at least to air them in that particular
time-slot. Notice the word you. As a media executive, you are making the
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decision to cancel or reschedule a program, not the rating service. Many
viewers under this misconception have complained to the rating services
about the cancellation of their favorite television program or the dismissal
of their favorite radio personality.

The rating services do not make the decision to cancel programs.
They do provide station management with information on how many
viewers or listeners a station has, comparing this to other stations in the
same community or, on a national scale, other networks. If a station is
not attracting the number of listeners or viewers that management feels
it should, and that same management feels a change in personnel or
programming will improve the ratings, then the result may be a change
in staff or programs. But keep in mind the many aspects of ratings. A
station with few viewers may be perfectly comfortable with that fact since
the specialized audience it is reaching may have high incomes and
considerable buying power. Public broadcasting stations, knowing their
ratings’ position among commercial stations, direct quality programming
to an audience with a higher educational level than average. Such a
station may be perfectly satisfied with less than first place.

The entertainment industry also is interested in ratings because they
specify the kinds of programs that will be a hit and those the public
wants. If the public demands situation comedies, then producing science
fiction for prime-time television might not be a wise decision. Similarly,
the producer of a television series is interested in what share of the
audience his program had in cities across the country or around the
world.

Although broadcast management and the entertainment industry
generally believe that the larger rating services are accurate and reliable,
the public does not. A lack of understanding of the methodologies used
creates considerable skepticism. Personal preference is also powerful, and
all of the mathematical formulas in the world will not convince a devoted
viewer that a favorite television program has been canceled because too
few people watched. “That’s impossible; all my friends watch that
program every week!” This enthusiasm may be mistaken. Among your
friends, perhaps everyone does watch the program. But perhaps because
your friends watch the program and talk about it in the dormitory, their
friends do not want to be left out, so they also watch. Neither “standard”
is an accurate indication of how the rest of the viewing audience feels
about the program. How is a broadcast rating determined?

Judging Accuracy: The Sampling Process

A typical ratings skeptic will claim that there is absolutely no way that a
small group of people selected to tell what television programs they
watch or what radio stations they listen to can possibly determine the
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viewing or listening habits of thousands or millions of other people. To
some extent they are correct, but only if the group of people polled is
extremely small.

At the heart of broadcast ratings is a process called sampling. Sampling
means exactly that, examining a small portion of some larger portion to
see what the larger portion is like. A chef in a large restaurant tastes a
tiny teaspoon of soup from a five-gallon kettle to determine if the soup
is ready for serving. A doctor can examine a small blood sample from
your arm to ascertain the characteristics of the rest of the blood in your
body. Obviously, sampling is a much better way of determining your
blood characteristics than draining you dry!

The essence of the process.i
Random sampling means that taken, each unit of the
larger portion ed. If the population of
Toronto, Canada is being sampled, each person in Toronto has an equal
chance of being selected. If households are being sampled, each household
in Toronto has an equal chance of being selected. There are even
different types of random sampling. If you picked numbers out of a hat,
you would be conducting a simple random sample. But let’s assume you
wanted to draw a sample of 100 names from a voting list of 1,000 names.
So you chose every tenth name on the list to obtain your sample of 100.
By doing this, you conducted a systematic random sample.

You may say, “OK, I'll get on the phone, randomly select ten people
from my hometown telephone directory, ask them what radio station
they're listening to, and find what the rest of the town is listening to.” If
you do this and your prediction turns out to be true, you simply would
be lucky. Because the random sample you selected was so small that its
sampling error was 0o large to make an accurate prediction. Sampling
error is determined by the size of the sample. The larger the sample, the
smaller the sampling error.

Mathematicians centuries ago proved that a truly random sample is all
that is needed to tell the characteristics of a larger population. Moreover,
once a certain number of people are chosen for the random sample,
increasing that number will not significantly change the outcome. In fact,
you may be surprised to find out how small that random sample needs
to be. For example, a truly random sample of 600 people is sufficient to
make a prediction about the entire city of New York with only a =4
percent sampling error.2 That means that if 75 percent of the 600 people
you sampled were listening to a certain radio station, then you could
predict that somewhere between 71 percent (75 percent — 4 percent)
and 79 percent (75 percent + 4 percent) of the entire city of New York
was listening to the same radio station. Increasing your sample size to
1,000 only would decrease the sampling error to * 3.1 percent. More-
over, increasing the size of the population to include the entire United

called random sampling.
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States would not significantly change the sampling error. With these
figures, it is easy to see that a rating service can predict the viewing or
listening habits of an entire city or nation by sampling about 1,200 people
and still be within a few percentage points of being accurate. Although
there will always be skeptics, those who understand sampling and other
factors in the ratings process rely on them to make programming
decisions.

Gaining Cooperation for Data Collection

Some of the most critical steps in determining a broadcast rating are in
the data gathering process. After the random sample has been selected,
the rating service next must secure the cooperation of people willing to
provide the information that it is trying to collect. People may be hesitant
to cooperate with a rating service for a number of reasons. They may be
apprehensive of the stranger at the door or on the telephone who is
requesting their help. Other prospective candidates may not be at home
or may have moved. To overcome these obstacles, field representatives
employed by the major rating services are highly trained in everything
from persistance to interpersonal relations, training that has paid off in
a cooperation rate of approximately 80 percent. One interesting research
finding has shown that the person who watches educational television is
more inclined to cooperate with a rating service® than those who seldom
watch educational television. Thus, a rating service that interviewed only
“easy cooperators” could find its results leaning toward educational
television programs. This leads us to conclude that, although a high
cooperation rate is important to secure fairly accurate ratings, the rating
service needs to persevere if it encounters resistant candidates in its
random sampling procedure.

Interviews, Diaries, and Meters

The rating services use three different methods of gathering information:
interviews, diaries, and meters. Interviews are either personal or by
telephone. Different studies have produced differing results on which is
more effective.? Some rating services use both. Regardless of which type
is used, certain variables must be considered in determining their out-
come. For example, differences in personality among interviewers is
important. You know that you react differently to the same question
asked by different people. The tone of their voices, their articulation,
and their inflections all influence your interpretation of their question.
Dress can be another variable. A neatly dressed interviewer can com-
municate a sense of importance to the interview. Showing up at the front
door unshaven or with your hair set in rollers would communicate
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something entirely different. When many different people gather data,
these same variables can distort the results of the survey. Even a slight
rewording of the question can change the results. Rating services,
therefore, conduct sophisticated training sessions to make sure their
interviewers are asking the same questions in the same way.

Besides personal and telephone interviews, rating services frequently
utilize the diary method of collecting data. With this method, the viewer
or listener keeps a record of the programs and stations he or she tunes
to at periodic intervals during one given week. This schedule is then
mailed back to the company which tabulates the results of all diaries
submitted. In some cases, a small monetary incentive is included with the
diary, usually a half-dollar. Figure 17-1 is a page from an Arbitron diary

Figure 17-1 (Arbitron Radio)

WEDNESDAY

(Indicate AM or PM) WHEN FILLIN CHECK ONE (V)
LISTENING |  STATION “CALL LETTERS” AT
TO FM. | (F YOU DON'T KNOW AT | rROMmOME
CHECK THEM, FILL IN
FROM— | YO — HERE PROGRAM NAME OR HoMme | (INCLUDING
W) DIAL SETTING) B

IF YOU DID NOT LISTEN
PLEASE CHECK HERE O TO A RADIO TODAY.

PLEASE MAIL TOMORROW %8
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to measure radio listening. It specifies the day of the week which the
particular page(s) covers, the time at which the radio station was listened
to and the duration of listening, a special column to note FM listening,
and a place to check if listening was done at home or away from home.
Arbitron also leaves a space at the bottom of the page to check if you did
not listen to radio that day.

The third method of rating service data collection is the meter method.
The meter method is used by both A. C. Nielsen and Arbitron. Nielsen
enlists the cooperation of a household to install on the television set a
small, inconspicuous, monitoring device called a Storage Instantaneous
Audimeter (Figure 17-2), which is connected through a telephone system
to Nielsen’s central computer. The computer automatically dials each
monitoring device at specific intervals and records the readings. The
monitoring not only reveals what channel is on at any time of the day but
also tells if more than one set is in use in the household. Diaries in other
homes also supplement and help verify the Nielsen meters. Although
each of the three methods has its advantages and disadvantages, research
has shown little difference in the reliability of data collected from any of
the three.®

When the data reach the rating service headquarters, banks of com-
puters (Figure 17-3) process the information and provide printouts in
the form of ready-to-publish sheets which are bound in booklet form
and made available to the local stations and networks. The computer
data sometimes are also given to advertising agencies and station sales
representatives to aid in making time buys. If a media buyer for an ad
agency in New York wants to know on which stations to buy commercials

Figure 17-2 Nielsen Instantaneous Audimeter. (A. C.
Nielsen Co.)




Figure 17-3 Arbitron computer center. (Arbitron)

to reach the female audience 18 to 34 years of age in Seattle, Washington,
the computer will provide the information. Similar information can be
supplied for national time buys when an advertiser wants to reach a
certain type of audience.

interpreting the ratings

Up to this point we have talked about some of the methods used to
collect broadcast ratings. Now we're going to learn how they are inter-
preted, some of the formulas used to interpret them, and the meaning
of the terms commonly used in reporting ratings. This material is not
difficult, and you do not need to know much math. But read carefully.
You should remeinber that the terms we'll encounter sometimes have
different meanings to different rating services.® Although we'll learn
some widely used definitions, these can vary among sources. With this in
mind, let’s begin.

Formulas and Terminology

Rating. The first term we'll tackle is rating. You may say, “But, we've
already been talking about ratings.” That is correct. The term is used for
all the processes employed to predict viewing and listening habits. But
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that is a more general definition of the term. More precisely, rating refers

to the percentageof—peaple in a given—poprtation—ehe—are tuned to a radio or
television—steatton—dwring o groen—trme—period. For example, the formula to

determine a rating for a radio station is the population (television house-
holdsareused in TV)divided into the numnber of people whoarelistening:’
listening:”

Station’s Listeners

= Rati
Population ating

Let’s assume that the town of Elmsville has a population of 10,000 people
and supports three radio stations. Using a random sample of the Elmsville
population, we have projected that 1,000 people are listening to WAAA
radio. Dividing 1,000 by 10,000 determines that WAAA radio has a
rating of 10 percent.

1,000
10,000

Share. Now let's consider another term—share. Share is glso expressed
as a percentage, whi ion's-list€ners divided by

the number—ol-all-lisleners during a—goen—time period. The formula for
figuring share is:

= 10%

Station’s Listeners
= Share

Total Listeners

Share does not determine the number of WAAA listeners by using the
entire population of Elmsville, only those in Elmsville listening to radio.
For example, when the survey was conducted, we found through sam-
pling that between 3:00 P.M. and 7:00 P.M., only half, or 5,000 Elmsville
residents, had their radios on. Thus, although we found that WAAA had
a rating of 10 percent, its share was higher. In fact, the share for WAAA
was 20 percent. Applying our formula, the 20 percent is reached as
follows:

1,000
2" —90
5,000 &

Another way-to understand share is to consider it as part of the
listening pie.' For example, Figure 17-4 represents all of the Elmsville
radio stations’ listeners. Notice that WAAA occupies only 20 percent of
the pie, and the other two stations have the remaining 80 percent.



WAAA
20 %

Elgure 174 Of the total number of
listeners, WAAA'’s share is 20 percent.

Average Quarter-Hour Persons. Now let’s examini age quarter-hour
persons, which is an estimate of the number o istening to a station
during any quarter- 3 ifred 11T perio example, many ratings
are based t ocks, such as 6:00 A.M. to 10:00 A.M. or
3:00 P.M. o 7:00 P.M. In radio, the morning time block covers the
morning drive-time, and the evening block covers the evening drive-
time. Time blocks can vary from market to market and from rating
service to rating service. For television, the breakdown becomes more
detailed, with time blocks as small as fifteen minutes. The smaller time
block is necessary since television programming changes much more
frequently than radio.

To define average quarter-hour persons, we’ll use radio and the
evening drive-time of 3:00 P.M. to 7:00 P.M. Remember, we are inter-
ested in average quarter-hour persons. Between 3:00 P.M. and 7:00 P.M.
there are 16 quarter-hours (4 hours with 4 quarter-hours each). Let's
assume that our random sample of Elmsville revealed that only 100
people from our sample were listening to station WAAA, and that those
100 people listened from 3:00 P.M. until 4:00 P.M. That means that they
listened during four quarter-hours (four quarter-hours between 3:00
P.M. and 4:00 P.M.). We also know that each person in our sample
represents 20 residents of Elmsville, since there are 10,000 people in
Elmsville and our sample is 500. (10,000 + 500 = 20.) Since our sample
showed that 100 people were listening to WAAA, we can predict that
between 3:00 P.M. and 4:00 P.M., 2,000 people were listening to WAAA
(100 people from the sample multiplied by 20, the number represented
by each person in the sample). Now to find WAAA'’s average quarter-
hour persons between 3:00 P.M. and 7:00 P.M., we take 2,000 and divide
it by 16 (the number of quarter-hours between 3:00 P.M. and 7:00 P.M.).
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The answer is 125. Notice that our survey discovered that people were
listening to WAAA only between the 3:00 P.M.-t0-7:00 P.M. time block,
and so projected those figures. We did this because when the ratings for
Elmsville are published, all of the stations will compete in that same
evening drive-time block.

“Cume” Persons. In determining the average-quarter hour persons,
we also determined the number ()f cume (cumulatwe audience) persons,
which was 2,000. Cume persons p exsons listening
toa \mnnn—(rr*im«—mm:ug.a_giwmmfpﬁzod It refers only to a specific
time period and only to people listening at least once during that period
of time. We never count a person more than once when we are figuring
cume. For example, if of the 100 people who were listening to WAAA
between 3:00 P.M. and 4:00 P.M,, our sample discovered that ten of
them turned their radio back on and listened again between 6:00 P.M.
and 7:00 P.M., we would not count them a second time during that
evening drive-time block.

The easiest way to understand cume is to compare it to a magazine
subscription. When figuring the circulation of a magazine, the subscriber
is counted only once, regardless of how many times the magazine is read.
After picking up the magazine in the <ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>