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Preface

Even more than its predecessors, this edition
of Broadcasting in America, which appears three
decades after the first, has been heavily re-
vised and updated —and this time restruc-
tured as well. These changes are due partially
to our own evolving views of the field as well
as to the substantial changes going on in the
field itself. Starting with universally available
broadcasting, we take a more unified ap-
proach to the many competing electronic me-
dia, dealing with them in an integrated
fashion reflecting their true audience and mar-
ketplace interaction. Given the widespread
use of broadcast content on newer delivery
systems (most specifically including cable and
videocassette recorders), “broadcasting” in
this book’s title and text now generally refers
to all of the electronic media. Readers of past
editions will note the following:

¢ We have rearranged the book and reduced
the number of chapters to nineteen. Through-
out, we have updated and tightened our dis-
cussion and grouped related topics together.
For example, chapters on media impact and
policy have been recast to reflect changes in
the field and to make for clearer understand-
ing of relationships.

» We lead off the book with historical back-
ground, somewhat condensed from previous
editions, using it to lead into the technology
chapters that follow. The present role of tech-
nology is more clearly seen if we first trace the
development of knowledge and application of
that technology.

e We have integrated treatment of public
broadcasting and the newer technological ri-
vals to radio and television, rather than deal-
ing with each separately as in the fourth
edition. We now feel it important to under-
stand the changing interrelationships between
broadcasting, cable, and home video (as well
as other services with thus far limited audi-
ence penetration) all of which compete in the
same market for the same potential audience.

* We have retained our approach in the
chapters on technology of electronic media —
stressing the fundamental physical and policy
factors which are essential to a true under-
standing of how broadcasting and newer elec-
tronic media services work, and the different
ways that each is limited.

¢ Economic aspects of the fast-changing
electronic media have been given expanded
treatment in the three new chapters which
make up Part 3, contributed by Associate Pro-
fessor Lemuel B. Schofield of the University of
Miami. His extensive experience in television
station supervisory roles, including that of
general manager, combined with his legal
training (he holds a ].D. from the University of
Pennsylvania) add new insight to the treat-
ment of station, system, and network organi-
zation and operation, as well as to advertising
and the many other kinds of media financial
support.

 Likewise, we have greatly increased the
material on programming process and trends
that now make up three chapters in Part 4,
contributed by Dr. Susan Tyler Eastman, an

XXi
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associate professor at Indiana University. Dr.
Eastman is senior editor of Broadcast and Cable
Programming (Wadsworth, 1985), among many
other works, and has taught the "’BIA course”
for more than a decade. She deals with basic
aspects of all programming before concentrat-
ing on network programs (Chapter 12) and
nonnetwork, syndicated programming (Chap-
ter 13).

* The material on electronic media research
and consequences in Part 5 has been revised
and tightened to cover both industrial and
academic research efforts and findings. The
chief and best known type of research, that on
audience ratings, is now treated together with
the analysis of media impact and conse-
quences. The theoretical basis for the latter
(Chapter 15) is totally revised for this edition.

» The regulatory chapters in Part 4 have
been recast, reflecting the current deregu-
latory trend. Christopher Sterling, special as-
sistant to an FCC commissioner during the
transition from the Ferris to Fowler adminis-
trations (1980-82), highlights the regulatory
differences between broadcasting and its
newer rivals.

¢ For this edition, Dr. Norman Felsenthal,
an associate professor at Temple University,
has written the separately published Instruc-
tor’'s Manual (available to adopters) and a to-
tally new Study Guide. He has worked closely
with the authors so his work reflects the sub-
stantial changes in the revised main text.

Despite all these changes, our overall goal
remains the same: to treat the electronic media
within a broad academic perspective, touching
on such traditional fields as the physical sci-
ences, history, economics, political science,
psychology, and sociology. This approach is

rooted in our belief that for purposes of both
general and professional education, electronic
media should be studied as both the product
of social forces and as social forces them-
selves. We seek to explain how broadcasting
and more recent services developed, why they
operate as they do today, and what part these
services play in American society. We hope to
spark readers to draw their own conclusions
on the proper role of these services in the
future.

As with previous editions, a number of
colleagues gave valuable advice and sugges-
tions. Among them were James Anderson
(University of Utah) and Timothy Meyer (Uni-
versity of Wisconsin—-Green Bay), who guided
our revision of Chapter 15; Herbert Terry (In-
diana University) and Erwin Krasnow (of Ver-
ner, Liipfert, Bernhardt & McPherson in
Washington, and former general counsel of
the NAB) who gave detailed comments and
suggestions on Chapters 16-18; and Charles
Clift (Ohio University); Peter Habermann
(University of Northern Iowa); Darrel W. Holt
(The University of Tennessee, Knoxville);
Barry Litman (Michigan State University);
George Mastroianni (California State Univer-
sity, Fullerton); Michael J. Porter (University
of Missouri-Columbia); John A. Regnell
(Southern Illinois University at Edwardsville);
Ruth Schwartz (University of California, Los
Angeles); David L. Smith (Ball State Univer-
sity); Donna Walcovy (Emerson College); and
Judith B. Wallace (University of Miami). Natu-
rally, we assume final responsibility for what
we have done with their suggestions.

Sydney W. Head
Coral Gables, Florida

Christopher H. Sterling
Washington, D.C.
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CHAPTER 1

Global Context

Broadcasting in America is best understood
within the context of communications gener-
ally, both here and abroad. Telegraph, tele-
phone, and radio ship-to-shore technologies
led up to broadcasting. Its name came from
the farmer’s way of hand-sowing grain by cast-
ing broadly, letting seeds fall where they may.
In a similar manner, news, entertainment, ed-
ucation, and other types of messages are cast
into space to be picked up at will by the gen-
eral public. In contrast, the older media sent
private messages over predetermined paths to
individual recipients.

Strictly defined, broadcasting is a technol-
ogy that uses radio waves; cable television,
which reaches people by means of wires, is
therefore not broadcasting, though cable uses
programs that are broadcast. Communication
satellites use radio waves, but people who in-
tercept the signals by means of back-yard an-
tennas are not receiving true broadcasts
because the programs are not intended for
public reception — unless, of course, a direct-
broadcast satellite is involved.

At one time this book might have con-
fined itself to discussing broadcasting in the
limited sense defined above, and to describing
its use in the United States only. In recent
years, however, revolutionary changes in tele-

communication have made such a narrow per-
spective inadequate. One needs now to
understand broadcasting in a global context,
in both technological and geographic terms.

1.1 Convergence

This wider context is needed in part because of
convergence — the blending together of many
different services and technologies, such as
satellites, cable television, videocassettes, com-
puters, lasers, and telephones — into new con-
figurations. Technological convergence has
blurred the formerly sharp distinctions between
wire and wireless communication, between pri-
vate and public messages. Thanks largely to the
computer’'s ability to manipulate images,
sounds, and text, such varied modes of commu-
nication as the telephone, phonograph, motion
picture, radio, and television now interact in
novel ways.

Geographic convergence has also oc-
curred, especially as satellite communication
becomes more sophisticated. Cultural distinc-
tions among nations and differences among
their telecommunications systems erode as
satellites make possible rapid exchange of pro-
grams and communication software through-
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out the world. In sum, the phenomenon of
convergence requires that one view the spe-
cific medium of broadcasting in a telecommuni-
cation perspective, a perspective that includes
all the wire and wireless technologies that
have been said to turn the world into a “’global
village.”

People tend to think of broadcasting paro-
chially, in terms of their personal program
preferences, limited by their own national sys-
tem. To them the medium consists of their fa-
vorite programs, whether Dallas, Masterpiece
Theatre, MTV, a rock station, or talk radio.
Most audience members do not care who pays
for the programs, when they started, where
they came from, what technologies brought
them to the receiver, or why those programs
are scheduled instead of others. They might
think it odd to start a book about broadcasting
in America by talking about telecommunica-
tion instead of broadcasting and about foreign
nations instead of the United States. Students
of broadcasting, however, need to look be-
yond the receiving set and outward to the rest
of the world.

Starting the study of these topics from the
dual perspective of telecommunication and its
international aspect prepares you to look at
broadcasting in America more discerningly
than you might if you approached it from the
limited viewpoint of traditional broadcasting
in a single country. This wide-angle lens
should give you an enhanced awareness of
the medium’s infinite possibilities, enabling
you to imagine future developments in this
rapidly changing arena.

POTS and POBS  When new technical
marvels revolutionized the telephone busi-
ness, telephone experts adopted the wry term
POTS to describe traditional telephony. POTS
means “‘plain old telephone service,” dis-
tinguishing traditional telephony from the
new jazzed-up kind that uses computerized

switching, automated operations, communica-
tion satellites, fiber-optic transmission, tele-
phones with memories, answering machines,
and other innovations.

Now that broadcasting has reached a simi-
lar stage of development, we need a broad-
casting equivalent of POTS; in this book we
will use POBS, for “plain old broadcasting sys-
tem.” POBS denotes the traditional medium
as it existed before such technical develop-
ments as broadband cable television, satellite
networks, direct satellite broadcasting, optical
fiber links, videocassette recorders, and the
like transformed the media landscape.*

In drawing this distinction between old
and new, we by no means intend to imply the
imminent end of POBS. Traditional broadcast-
ing remains fundamental — still viable and
still the most universally available telecommu-
nication medium. Broadcasting faces many
new sources of competition for audience at-
tention, but it is also enhanced by many new
resources.

In some sections of this book the term
broadcasting refers only to POBS. In other
places, broadcasting, along with such phrases
as clectronic media and radio and television,
covers some of the wide range of old and new
services collectively denoted by the term muass
communication media as defined in the Commu-
nications Act of 1934: “television, radio, cable
television, multipoint distribution service, di-
rect broadcast satellite service, and other serv-
ices, the licensed facilities of which must be
substantially devoted toward providing pro-
gramming or other information services
within the editorial control of the licensee’” |47
USC 309G)(3)(C)(1)].

*Don’t worry about the specific meanings of these terms if
they are not familiar to you. Each will be discussed in rela-
tion to broadcasting later in this book.



Telecommunications Perspective  As
mentioned, convergence requires us to take an
even wider view of broadcasting, that of tele-
communications. Elsewhere you will sometimes
find the term telecommunications used to mean
primarily telegraphy and telephony. Here,
though, we intend it to mean more: communi-
cation by means of electromagnetic energy,
whether using wire, cable, radio, light, or
other channels of transmission. This definition
embraces many point-to-point forms of com-
munication, as well as electronic mass
communications.

The United States has been at the fore-
front of the world telecommunications revolu-
tion. For example, it made a decisive
operational leap forward in 1964, when the
International Telecommunications Satellite
Organization (Intelsat) began relaying trans-
atlantic communications traffic. Ever since, we
have been able to see live televised scenes
from distant overseas news events instantane-
ously.* More than a hundred countries share
Intelsat ownership, but the United States
originated it, owns the largest percentage of
its shares, and until 1979 operated it on behalf
of the rest of the consortium.

Intelsat makes possible instant worldwide
distribution of not only television programs
but also telephone conversations, news
agency services, and business data. Intelsat,
though primarily an international carrier, also
offers its facilities at reasonable rates to Third
World countries for domestic use. This en-

*In the early days, before videotape recorders and Intel-
sat, the U.S. networks occasionally installed film proces-
sers in airplanes so that they could develop film of
exceptionally newsworthy European events during the re-
turn trip across the Atlantic. Such strenuous efforts ena-
bled U.S. television to show the coronation of Britain’s
Queen Elizabeth in 1952, for example, only a few hours
after the event actually took place. This contrasts with
coverage of the marriage of the Prince of Wales to Lady
Diana in 1981, seen live, without delay, all over the world,
thanks to the global satellite system Intelsat.
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ables less developed countries to set up their
own internal satellite relay networks. Many of
these countries vaulted with the aid of Intelsat
directly into the satellite era, and have been
able to broadcast daily television news pro-
grams throughout their countries decades,
even generations, before such national pro-
gram distribution would have been possible
using earthbound, presatellite networks.

As the United States forged ahead with
new telecommunications technology, much of
the world, aside from participating in Intelsat
(and a much smaller USSR version, Inter-
sputnik), generally stayed with POBS while
cautiously experimenting with the new tech-
nologies — all the while watching the U.S.
telecommunications transformation with both
fascination and a certain amount of alarm. By
the late 1970s, however, European nations, Ja-
pan, and some other countries began to join
in, feverishly installing modern cable facilities
and launching satellites. At the same time
they began to reassess their traditional reli-
ance on highly centralized, state-owned POTS
and POBS.

True, Europe has had cable television for
many years. However, cable in these countries
merely extended POBS coverage, taking on
the form of CATV (community antenna televi-
sion) and MATV (master antenna television)
systems. These small cable systems, mostly
noncommercial, offered few program choices,
no local origination, no advertising, and cer-
tainly no satellite-to-cable networks and pay-
cable channels. They merely extended the cov-
erage of ordinary television stations. Sky
Channel, the first European satellite-to-cable
network, did not start until 1982. It relays a
pan-European service, delivering programs
via a multinational satellite to cable systems in
a growing list of countries. By that time, of
course, U.S. cable television subscribers had
long since become accustomed to numerous
satellite-distributed cable program channels
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such as ESPN and HBO, as well as supersta-
tions such as WTBS.

Aside from the difficulty of constructing
satellites, the communication industry faces
the problem of launching them into orbit.
Fighting the pull of gravity and resistance of
the atmosphere to get satellites off the ground
and into orbit some 22,300 miles above the
earth is expensive and technically difficult. As
another example of American pioneering, the
U.S. National Aeronautics and Space Admin-
istration (NASA) was for years the only
agency that sold satellite launch services to
foreign countries. By 1984, however, a Euro-
pean-owned launch facility, Arianespace, had
begun to challenge NASA’s monopoly. The
facility, named for Ariane, the rocket that
launches the satellites, is located in French
Guiana, on the northern coast of South
America near the equator —a more conve-
nient spot than NASA'’s Florida location for at-
taining equatorial orbit. In 1984 Arianespace
launched communication satellites for Brazil
and for a consortium of Middle Eastern
Arabic-speaking countries called Arabsat.

Of course, other innovations have come
from all over the world. For example, the
USSR pioneered in space and was the first
country to use satellites for relaying television
programs. Japan has led in consumer electron-
ics production and high-definition television
development. British television engineers de-
veloped the transmission of text and graphic
materials to television screens. The two British
radio and television authorities, the British
Broadcasting Corporation (noncommercial)
and Independent Television (the British com-
mercial program companies) began broadcast-
ing teletext services in 1974. These textual and
graphic materials are piggybacked onto regu-
lar television broadcast transmissions for dis-
play on home receivers equipped with special
converters. In Britain, daily television listings
published in the newspapers give Oracle, the

ITV’s teletext, and the BBC’s Ceefax as regular
television offerings.

Standardization  Another aspect of con-
vergence is the need to adopt universal techni-
cal standards. Standardization helps to
prevent interference, to maximize efficient use
of the electromagnetic spectrum, and to main-
tain quality of services. Moreover, common
telecommunication standards greatly facilitate
international exchange of technology and
programs.

Whereas technology thus encourages in-
ternationalism, national chauvinism tends to
impede it. If you take a portable radio receiver
abroad, you can pick up stations almost any-
where you travel. But television receivers and
most other items of video equipment do not
share that characteristic. Fourteen sets of in-
compatible black-and-white technical stan-
dards and three color-television systems make
it necessary to use converters when sets from
one country are exported to others. Interna-
tional exchange of videotaped television pro-
grams, an ever-expanding trade, requires not
only soundtrack dubbing to accommodate lan-
guage differences but also conversions from
one technical standard to another.

Nations sometimes find even domestic
compatibility hard to achieve. In the United
States, for instance, two incompatible types of
home videocassette recorders, Betamax and
VHS, compete for public acceptance; and
doubts as to which of several recording meth-
ods will prevail have delayed adoption of AM
stereo and the growth of teletext. In addition,
the Federal Communications Commission re-
fused to set standards for home satellite an-
tennas when it authorized companies to
prepare direct-broadcast satellite (DBS) serv-
ices. Such reluctance to mandate national
compatibility standards grows out of the now-
dominant U.S. federal policy of minimizing
government regulation.



Other nations do set their own national
standards, but international commercial and
political rivalries often prevent them from
agreeing among themselves on world stan-
dards. Nations try to win consensus through
their global regulatory agency, the Interna-
tional Telecommunication Union, but eco-
nomic chauvinism too often prevails. The
three color-television systéms, for example,
represent separate American, French, and
German government choices. Each of the
three countries lobbied frantically to persuade
other governments to adopt its version, since
adoption meant not only national prestige but
also tremendous profits from international
sales, both present and future, by manufac-
turers of equipment using the favored color
television system.*

1.2 Common Grounds

Despite differences in standards for specific
items of equipment, each country starts with
identical potentials because telecommunica-
tions use a fundamental technology based on
universal natural phenomena. Radio waves
behave in California, Kenya, and Denmark ac-
cording to the same physical laws that govern
them in Maine, Singapore, and France. Coun-
tries exchange know-how, equipment, and
programs on a worldwide scale, even though
they may need to overcome ditterences in lan-
guages and technical standards. All nations
must deal with the fact that the "airwaves”
(actually electromagnetic radiations, which
travel best in space, and have nothing to do
with air) are a universally available resource.

*A new single-standard color-television system called
MAC has been proposed for direct-broadcast satellites.
They require a common international standard because
they will often cover several countries. Immediately, how-
ever, many countries began advocating incompatible vari-
ations of MAC.

1.2 Common Grounds 7

However, since electromagnetic radiations in-
terfere with each other, regulation to prevent
mutual interference is necessary. And beyond
the technical realm, broadcasting has poten-
tially dangerous political power because of its
unique ability to go over the heads of leaders,
instantly reaching an entire nation, and to sur-
mount the political frontiers that otherwise set
nations apart.

The Spectrum as a Public Resource
Governments consider the electromagnetic
frequency spectrum, upon which all forms of
wireless telecommunication depend, as a vi-
tally important public resource, as part of their
“national patrimony.” No other communica-
tion medium depends for its very existence on
a resource that cannot be manufactured or pri-
vately owned. This dependence imposes a
duty on governments to administer radio fre-
quency usage in the best interest of national
sovereignty and public well-being. Naturally,
interpretations of this duty vary with political
philosophies.

Interference Prevention ~ Without regula-
tion of power, location, and types of emis-
sions, stations using the same or nearby
frequencies will inevitably interfere with each
other. In fact such interference occurred in the
United States during the early 1920s, creating
such discord among broadcasts that Congress
belatedly passed the Radio Act of 1927, the
foundation of present U.S. radiocommunica-
tion law. Not enough usable frequencies exist
to avoid the need for sharing, both among
services and among nations, obliging interna-
tional cooperation on rules for apportioning
the spectrum and governing its use:

One clearly cannot communicate by radio with another
country without its cooperation as to frequency, time,
power, and place of communication. In some cases one
cannot even use radio within one’s own boundarics



8 Global Context

without the forbearance of other nations. These and
other limits on national discretion could be said to
make the spectrum an international resource compar-
able in theory to airspace over the high seas, to inter-
national waterways, or even to migratory fisheries.
(Levin, 1971: 37)

Political Controls Revolutionaries at-
tempting a coup make a nation’s broadcasting
facilities one of their first targets. Many coun-
tries, sensitive to this danger, install machine-
gun emplacements guarding radio and televi-
sion facilities. Authoritarian rulers go to great
lengths to bar opposing political factions from
using the airwaves. Solidarity, the militant Po-
lish trade-union movement, made access to
the nation’s government-controlled broadcast-
ing system a primary goal in its confrontation
with the communist regime in the early
1980s. Even the most stable and democratic
countries take care to prevent a single political
party from exerting undue influence over
broadcasting.

Although they share these common
grounds, countries adapt the universal po-
tentials of broadcasting to suit their own
needs, circumstances, and limitations. As
you will see in the following sections of this
chapter, national broadcasting systems of the
POBS variety tend to reflect national charac-
ter, responding to fundamental political, cul-
tural, geographic, historical, and economic
imperatives.

1.3 Political Philosophies

Differing political philosophies produce differ-
ing systems of broadcasting control. The atti-
tude a country’s leadership takes toward its
people gives a clue to the amount of control a
nation exercises over broadcasting. The three
basic orientations are, broadly stated, permis-
sive, paternalistic, and authoritarian.

Permissive Orientation  Broadcasting in
America furnishes the major example of a per-
missive system. Congress considered federal
operation of the new medium only briefly
before turning it over to private enterprise (in-
cluding in some cases local public authorities
such as municipalities, school boards, and
state educational systems). Private entrepre-
neurs, the great majority of early licensees,
soon settled on advertisers as the preferred
source of funding. The profit incentive, when
minimally hampered by government regula-
tion, encourages reaching as many people as
possible and catering to the program tastes
shared by the largest number.

Operating within the permissive frame-
work of the free-enterprise system, American
commercial broadcasting took on the prag-
matism, aggressiveness, materialism, expan-
sionism, and free-swinging competitiveness
of American marketing in general. Whatever
critics may say (and many deplore the re-
sult), American commercialism achieves
more lively, inventive, popular, and slickly
produced broadcasting services than can be
found elsewhere in the world. And despite
criticism, American programs exported to
other countries win popular acclaim virtually
everywhere.

But many countries disagree with the ex-
treme permissiveness of the American sys-
tem’s commercial component. They do not
agree that popular acceptance and production
slickness represent the best that can be ex-
pected of broadcasting; they deplore commer-
cial motivations that emphasize what people
want rather than what critics and national
leaders think they need. In general, only coun-
tries influenced by the United States, such as
those in Central and South America, have
adopted similar permissive, profit-driven sys-
tems. Moreover, since the advent of televi-
sion, even these countries have retreated from
their former easy-going, permissive approach.



Paternalistic Orientation  Most coun-
tries, lacking the American dedication to un-
trammeled free enterprise, feel strongly that
programming cannot be left entirely to the
interaction of supply and popular demand.
Lacking also the avowed ““melting pot” char-
acter of the United States, they feel impelled
to ensure that broadcasting will play a posi-
tive role in preserving their national cultures,
including those all-important bearers of cul-
tural traditions, national languages. They
also feel justified in mandating a balanced
diet of program types. In particular, they
stress the importance of children’s programs,
expecting them to meet the needs of children
rather than those of advertisers, and to set
positive examples while avoiding exploitative
commercialism.

The paternalistic orientation aims at main-
taining a balanced program diet, with neither
too much cultural and informational spinach
nor too much entertaining ice cream for social
and personal well-being. Paternalists feel
obliged to gratify popular mass tastes to some
extent, but they also feel a duty to counterbal-
ance such preferences with programs appeal-
ing to more cultivated tastes. They want both
ethnic and intellectual minorities to receive
program services relevant to their tastes and
interests, whether or not it is commercially
profitable to do so. They believe rural citizens
should have the same access to program
choices as urban residents.

Most non-communist industrialized coun-
tries provide varying degrees of paternalism.
British broadcasting, the classic example,
started with the deliberate goal of avoiding
such American “mistakes’” as commercialism.
The British Broadcasting Corporation (BBC)
replaced a short-lived private company in 1927
with a public, chartered, nonprofit corpora-
tion.* The BBC carries no advertising, deriving
nearly all its funds from annual receiver-set li-
cense fees. The government appoints the BBC
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governing board but leaves its members free
to supervise the operation without interfer-
ence. Outsiders sometimes mistake the BBC
for a government service, but its charter, as
buttressed by the British unwritten constitu-
tional tradition, assures its independence from
both commercial and direct government
controls.

True, the home secretary, the public offi-
cial responsible for broadcasting and cable,
has on paper certain “reserve’” powers that
could be used to justify government interfer-
ence. Theoretically, the secretary could even
go so far as to veto a particular program or
class of programs, a power the Constitution as
well as broadcasting law denies to any Ameri-
can official. Common law and powerful, long-
standing traditions of government restraint
protect the BBC’s freedom. In a unique breach
of this tradition, the home secretary asked the
BBC governors in 1985 to cancel a scheduled
television interview with an Irish politician al-
leged to be a leader of the Irish Republican
Army (IRA), on the grounds that the BBC
should not provide a platform for terrorists.
(This request echoed statements many Ameri-
can observers had recently made criticizing
U.S. network coverage of press conferences
terrorists in Lebanon had staged concerning
hijacked Americans.) As evidence of the unu-
sual nature of the request, over two thousand
BBC employees called a 24-hour news strike in
protest, and the episode drew prominent no-
tice in both Eastern and Western media. After
some minor editing, the program was eventu-
ally run.

From its earliest days the BBC adhered to
a philosophy of conscientious public service,
stressing its obligation to the entire public, not
just those segments most easily and cheaply

*In the United States, corporation implies commercialism,
but the BBC chose that term for its noncommercial impli-
cations in Britain, where a “limited company” is compar-
able to the U.S. corporation.
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reached or, as in commercial systems, those
segments particularly interesting to adver-
tisers. It aimed to “give a lead” by program-
ming somewhat ahead of popular taste at least
part of the time. Symptomatic of the BBC's pa-
ternalism was the lack of interest its officials
took in conducting objective audience re-
search to validate their conscientious personal
judgments. Not until large segments of its
supposedly loyal audience began tuning to
popular music from European transnational
commercial stations such as Radio Luxem-
bourg did the BBC embark on systematic audi-
ence studies. As late as 1960, a BBC official
could write:

The real degradation of the BBC started with the in-
vention of the hellish department which is called "’Lis-
tener Research.” That Abominable Statistic is
supposed to show "“what the listeners like”” — and, of
course, what they like is the red-nosed comedian and
the Wurlitzer organ. (Quoted in Briggs, 1965: 261)
Robert Silvey, hired in 1936 to organize the
BBC audience analysis department, stead-
fastly refused throughout the thirty-two years
he headed that department to issue program
ratings. He said they imply that every pro-
gram should aim at reaching the total audi-
ence and they ignore the factor of audience
satisfaction (Silvey, 1974: 185). His reports al-
ways included, as does BBC research to this
day, "Appreciation Indexes” as well as audi-
ence size measurements.

BBC research methods and BBC broadcast
philosophy spread worldwide. Thousands of
broadcasters from scores of countries went to
the BBC’s famous Broadcasting House in
London for systematic training and indoctri-
nation (Exhibit 1.1). It is fair to say that the
BBC has been the single most influential and
imitated POBS in broadcasting history. Yet no
other country has come close to duplicating it.
Too much of its special character arises from
the special character of the British nation. In
this way, every broadcast system uniquely re-
flects its national setting.

Exhibit 1.1 Broadcasting House, London

In pretelevision days, broadcasters from all over the
world journeyed to this famous art deco building in the
heart of London for training and observation. The
sculpture above the entrance represents Prospero, the
wise magician of Shakespeare’s The Tempest, with
Ariel, a sprite whose lightning speed symbolizes radio.
The BBC toved here from its original quarters on the
bank of the Thames in 1932. Though Broadcasting
House tripled the corporation’s previous space, the new
building proved too small for the BBC's activities even
before completion. The giant BBC television center is
located in a London suburb.

Source: BBC copyright.




The advent of television and the turbulent
political and social changes of the 1960s modi-
fied BBC paternalism. Moreover, after 1955*
the BBC had to cope with a competing, ad-
vertising-supported service, albeit with strict
limitations on advertiser influence over pro-
gramming. More about this competing service
and its relation to the BBC is covered later in
§1.4.

Authoritarian Orientation  Communist
countries and many Third World countries
take an authoritarian approach to broadcast-
ing. The state itself finances and operates the
broadcasting systems, along with other tele-
communication services, harnessing them
directly to implementation of government pol-
icies. This means that governments own and
operate by far the greatest percentage of the
world’s broadcasting systems (Exhibit 1.2).

In the Soviet Union, a committee respon-
sible to the top echelon of political power runs
broadcasting. When challenged about their
subservience to government controls, Soviet
broadcasters are apt to dismiss the charge by
replying, “We are not controlled by the gov-
ernment — we are the government.” Marxist
doctrine holds that private ownership of the
media inevitably results in capitalistic exploita-
tion, and that only the government can truly
serve the masses. The writer of The Great Soviet
Encyclopedia’s entry for television (later chair-
man of the USSR central broadcast committee)
contrasts capitalist with communist uses of the
medium, asserting that capitalist countries use
television “in the interests of the ruling mo-
nopolistic circles to propagandize bourgeois
ideology.” With unconscious irony, in view of
this statement, the Soviet writer goes on to
say:

*The enabling law went into effect in 1954; the last of the
fifteen regional companies comprising the Independent
Television Network began telecasting in 1962.
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In the USSR and other socialist countries, television is
used to report the activities of communist and workers’
parties, the actions of government bodies, and workers’
participation in communist and socialist construction. It
demonstrates individual features of the socialist way of
life, molds public opinion, and helps provide the ideologi-
cal, moral, and aesthetic education of the masses. (Lapin,
1973: 484)

Because communist ideology stresses the
media’s importance for mass political educa-
tion, the Soviets embraced broadcasting early,
embarking on a vigorous “radiofication” pro-
gram. The Russian masses, however, failed to
invest in home radio receivers as extensively
as did Western audiences. Communist coun-
tries rely heavily on state-subsidized listening
by means of wired radio. This seemingly con-
tradictory term refers to an audio forerunner
of cable television, a system that receives
broadcasts at a local government redistribu-
tion center and forwards them by wire to
speaker boxes in homes and public places. Re-
distribution centers sometimes have their own
small studios for preparation of local material
on a closed-circuit (nonbroadcast) basis to sup-
plement programs received from a distant re-
gional or national capital. People rent speakers
for a nominal monthly fee or listen without
cost at work or in public squares.

About 14 percent of the radio reception
worldwide relies on speaker boxes; in Eastern
Europe the proportion reaches nearly 40 per-
cent (BBC, 1984). Lack of purchasing power
and shortages of consumer goods no doubt ac-
count in part for this dependence on subsi-
dized reception, but the government’s desire
to control information and the low motiva-
tional quality of didactic government pro-
gramming also discourage people from
purchasing radios.

In recent years Soviet television has paid
increasing attention to production values and
popular tastes. Even so, programming re-
mains predominantly serious, emphasizing
political commentary, documentaries, classical
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Exhibit 1.2 World Broadcasting Ownership

Radio Television
(184 countries) (131 countries)

21% S ‘ '
10% 14%
20% 16%

A AR

! ] Government-owned
E] Public-corporation-owned (nonprofit)
F

_] Commercial-proprietor-owned

m More than one of above

Percentages in the pie charts show the relative prevalence of each type of ownership.
Governments own about half of the world’s broadcasting systems. The public corporation type
of ownership implies nonconumercial or limited commercial operation by a public body
insulated from direct political control. Mixed systems combine two or more types of
ownership, usually a public corporation plus private commercial ownership. This tabulation
treats each national broadcasting system equally, regardless of its audience size. Relating type
of ownership to the number of receivers reachable yields quite different figures. For example,
government, public corporation, and mixed television systems each potentially reach about
equal numbers of receivers, with mixed systems somewhat ahead of the others (36 percent of
the potential receivers). Solely commercial systems reach less than 1 percent of the world’s
aggregate receiver potential.

Source: Based on data in UNESCO, Statistical Yearbook, 1984 (UNESCO, Paris, 1984), Tables 9.1
and 9.3.

music, ballet, and theater. From a production of the Soviet prime-time newscast, Vremya,
standpoint, Soviet shows occasionally seen on which American network news programs
Western television seem technically compe- sometimes excerpt. It is not surprising, there-
tent but constrained in comparison with sur- fore, that television-set penetration in the

rounding programming. This is especially true USSR still lags far behind that of the United



States, which in 1985 had 603 receivers per
thousand population, compared to 272 for the
USSR.*

In ascribing low television receiver pene-
tration to USSR programming, Time com-
mented that “between the culture and the
propaganda, there is little room for fun, and
many Soviet viewers seem to long for more di-
verting fare” (23 June 1980). Even entertain-
ment formats must serve ideological goals:

The quiz show, a popular item, is an example. One,
called “Let’'s Go, Girls” (“A nu-ka, devushki”), is
telecast once a month for an hour and a half. Everyone
wins something, a small prize of flowers or books, and
the object is not to get rich, but rather to popularize
occupations and encourage good work. Recently, a
group of policewomen performed on the show, march-
ing and drilling to music with their nightsticks. They
were asked (“‘quizzed”’) how to improve traffic rules,
and they offered such suggestions as redesigning traf-
fic signs. (Mickiewicz, 1981: 20)

In most Third World countries, woeful
lack of purchasing power means even lower
set penetration. Neither receiver license fees
nor advertising can be counted on to support
broadcasting. Out of necessity, Third World
governments therefore usually own and oper-
ate their own broadcasting systems. In any
event, leaders of these often-shaky regimes
feel they dare not allow private broadcasters
free rein in communicating with largely illiter-
ate masses. In most cases, Third World au-
thoritarianism thus rests more on pragmatic
than ideological considerations, but its net ef-
fect on programming tends to resemble that of
dogmatic Marxism.

*The quarterly periodical Television Age International pub-
lishes tables estimating current worldwide TV-set counts.
Sets-per-thousand-population figures in this chapter come
from the February 1985 issue.
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1.4 Pluralistic Trend

The three prototype regulatory systems —
permissive, paternalistic, and authoritarian —
exist nowhere in pure form. Permissive sys-
tems impose some regulations, paternalism
bows at times to popular demand, and even
authoritarianism finds it expedient to conduct
audience research to find out what people re-
ally want. Relatively few countries, however,
have truly pluralistic systems.

Role of Motives In the perspective of
over half a century of broadcasting experience,
pluralistic systems seem best able to assure
optimum development of the medium. Such
systems cultivate broadcasting’s beneficial po-
tentials to the fullest while minimizing its less
desirable effects. Pluralism in this context
means more than simply having many com-
peting services, since if the same motivation
drives all services, they tend merely to imitate
each other. Pluralism means putting more
than one motive to work in the production,
selection, and scheduling of programs, with
the profit-driven component on an approxi-
mately even footing with the public-service
component.

Commercial motives alone, no matter how
carefully regulated, constrict the range of pro-
gramming. Though regulations may prevent
advertisers from directly controlling pro-
grams, those responsible for schedules never-
theless will inevitably defer to advertiser
interests, even if unconsciously. Commercial
programmers imitate success, avoid contro-
versy, concentrate on audience segments hav-
ing the most buying power, and aim at the
lowest audience common denominator. By the
same token, a public-service monopoly risks
bureaucratic complacency, lack of responsive-
ness to popular tastes, and deference toward
the politicians and bureaucrats who control
the purse strings. A healthy competition
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between differently motivated broadcasting
organizations, on the other hand, can stimu-
late creativity and encourage innovation, giv-
ing audiences a range of genuine program
choices instead of several versions of essen-
tially the same type of program.

In the United States, broadcast pluralism
suffers from the weakness of its noncommer-
cial components, the public broadcasting radio
and television services. Their low-level and
uncertain funding, along with ambiguity as to
their proper goal, prevents them from compet-
ing effectively with commercial broadcasting.
The latter dominates in spectrum allotments,
numbers of stations, hours on the air, finan-
cial resources, and the strength that comes
from unambiguity of purpose.*

British Pluralism  Pluralism in Britain
rests on a sounder footing. The BBC’s monop-
oly began to end in 1954 with government au-
thorization of a competing, commercially
supported service known as Independent
Television (ITV). Local commercial radio fol-
lowed in 1972, though the BBC still retains a
monopoly on network radio.

A nonprofit, chartered corporation, the
Independent Broadcasting Authority (IBA),
authorizes and regulates the ITV companies
responsible for commercial programming.
Like the BBC, the IBA owns and operates its
own networks of television transmitters, so
that commercial considerations do not control
coverage. Unlike the BBC, the IBA has no
programming function. Instead it empowers
private commercial companies to do the pro-
gramming and to sell advertising. Commercial
programming comes mainly from fifteen re-

*There has even been a shortsighted proposal to abandon
what little pluralism exists in American broadcasting by
permitting public stations to sell time, thereby leaving
them with essentially the same motivation as commercial
stations.

gional companies licensed and regulated by
the IBA.* Regionalization prevents any one
company from dominating the commercial
field. The IBA even goes so far as to divide the
lucrative London market between two compa-
nies, Thames Television (weekday program-
ming) and London Weekend. Regional
franchising also prevents broadcasters from
neglecting regional interests in order to pur-
sue profits in the national market. Thus Brit-
ain avoided the American commercial
television pattern, which is dominated by an
oligopoly of only three huge television net-
works, all similar and each national in scope.

Nevertheless, in order to realize the bene-
fits of pluralism, commercial television serv-
ices in Britain need to compete as a national
network on a more or less equal basis with the
BBC networks. For this reason, the IBA allows
its fifteen regional (ITV) companies to join
forces most of the time to provide a coopera-
tive national network service. The five biggest
companies furnish most of the network pro-
grams, though the ITV network relies on ITN
(Independent Television News), a commonly
owned, nonprofit subsidiary, for its national
and international news programs.t

Until the 1980s the BBC still retained the
advantage of two television networks (BBC-1
and BBC-2) against the single ITV commercial
network. Though British viewers could choose
among only three television programs, all
three could be received nearly everywhere.
Britain thus avoided the marked inequality of
U.S. television distribution, by which eight or

*The 1BA also supervises subsequently authorized com-
mercial programmers: a national television service, Chan-
nel Four; a “’breakfast-time” television service, TV-am;
and about 50 local radio stations.

tU.S. viewers have become familiar with the larger ITV
company names through British programs seen on U.S.
networks, such as Anglia Television’s Survival, Thames
Television’s The Benny Hill Show, London Weekend's Up-
stairs, Downstairs, and Granada Television’s The Jewel in the
Crown,



ten over-the-air stations are available to metro-
politan residents whereas only one or two
(and sometimes none at all) reach small-town
and rural dwellers.

Pluralism in Britain has been a success.
When commercial broadcasting started there,
it captured three-quarters of the audience,
forcing the BBC to meet the competition by
sharpening its scheduling strategies and pay-
ing more attention to popular tastes. Now the
two major competing television services have
about equal audience ratings. But the BBC
maintains its dedication to offering alterna-
tives to commercial programming and to serv-
ing cultural and intellectual minorities. BBC-1,
its mass-appeal network, confronts the com-
mercial competition, and BBC-2 aims at
smaller, more specialized audiences. The BBC
retains its monopoly on national and regional
radio, operating four national networks plus
regional services in Northern Ireland, Scot-
land, and Wales. Radio 1 features pop music,
Radio 2 general middle-of-the-road program-
ming, Radio 3 serious music and talk, and Ra-
dio 4 news and current affairs.

1.5 Legal Foundations

In the United States private owners operate
the telecommunications facilities. In most
other countries, the government retains own-
ership, especially of common carriers such as
telephones, cable and microwave relay net-
works, and domestic satellites. Government
post office, telephone, and telegraph agencies
(PTTs) exercise central control. They often
supply the broadcast transmitters and relay
links even in countries where the program-
ming functions remain in the hands of private
entrepreneurs or nonprofit public corpora-
tions. The more nongovernment ownership
and operation prevail, the more elaborate the
domestic laws regulating transmitter licensing
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and the conduct of telecommunication serv-
ices tend to be.

International Law  Because radio waves
do not respect political boundaries, the world
has to cooperate in regulating use of the spec-
trum. Most nations belong to The International
Telecommunication Union (ITU), an agency of
the United Nations with headquarters in Ge-
neva, Switzerland. Nations join the ITU by
means of treaties, after which they meet in pe-
riodic conferences to agree on ITU regulations.
Members do not surrender their individual
sovereignty, so the ITU has no means of en-
forcing its rules. Nations may withhold agree-
ment by making a “comment” on any rule
they oppose, have doubts about, or simply do
not understand.

The ITU adopts both wire and wireless
communication rules, standardizing terminol-
ogy and procedures for international informa-
tion exchange. For example, it assigns each
country specific letters of the alphabet as ini-
tial letters of station call signs (which is why
U.S. broadcast call letters always being with
K or W). Most important is the ITU’s agree-
ments as to which frequencies will carry
which types of service. ITU members agree to
allocate specific bands of frequencies to specific
services. For example, AM radio, FM radio,
television, and broadcast satellite services
each have been allocated their own bands of
frequencies, in accordance with the needs of
each service. Frequencies within these bands
are then allotted to specific countries, each of
which assigns channels within its allotted
bands to individual stations or locations.*

*The high-frequency (HF or short-wave) bands used by
governments for international broadcasting are exceptions
to the allotment procedure because of their transborder
nature and because transmitters must switch channels fre-
quently to match changing ionospheric conditions. Each
country chooses its own short-wave channels within the
allocated bands, advising the ITU’s International Fre-
quency Registration Board (IFRB) of these choices.
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The ITU staff in Geneva makes no rules on
its own initiative; it must await agreements
reached by member states at regional or world
conferences. In 1979 the ITU held a World Ad-
ministrative Radio Conference (WARC) of
great importance, addressing fundamental
broadcasting regulations for the first time in
twenty years. The more than seventy new
sovereign countries that had joined the ITU
since the 1959 WARC had their first opportu-
nity to claim a share of the frequency pie. At
the time, the developing countries used only
an estimated 7 percent of the spectrum, vet
represented 75 percent of the world’s popula-
tion. Of course these pre-industrial countries
were not yet ready to expand their spectrum
use dramatically, but they approached WARC
‘79 expecting to obtain guarantees that their
future needs would be met as their telecom-
munications systems developed.

During preparations for WARC 79, ob-
servers anticipated that it might degenerate
into a fruitless wrangle between haves and
have-nots. However, true to ITU tradition (it
is sometimes cited as the most pragmatically
successful agency of world cooperation), con-
ferees managed to compromise on most points
of dispute — no mean achievement, consider-
ing that the conference debated fifteen thou-
sand proposals. But WARC 79 may have only
postponed the eventual showdown, for actual
implementation of most of its agreements
had to await further conferences scheduled
throughout the 1980s.

Domestic Laws  Broadcasting in America
falls under federal jurisdiction because U.S.
law classifies it as a form of interstate com-
merce, in accordance with the Constitution
(Article I, Section 8). However, national policy
favors local rather than centralized station
ownership and control. This policy reflects an-
other constitutional provision, the First
Amendment, which implicitly calls for the

maximum possible diversity of information
sources. In contrast, most countries prefer
centralized control, with emphasis on national
networks of repeater stations rather than on
autonomous local stations, with or without
network affiliation, but always with a residue
of local programming.

U.S. regulation also reflects the Constitu-
tion’s concern for due process of law. Broad-
casters can invoke an elaborate machinery for
review and appeal to preserve their freedom
of expression and to protect themselves from
arbitrary government action. Appeals can take
years to settle. Again, the U.S. regulatory
scheme differs from that of most other coun-
tries. It must deal with thousands of autono-
mous private licensees, each of whom can
invoke rights to rehearings and appeals.
American broadcasting has therefore spawned
a legal library of amazing proportions. The ba-
sic law, the Communications Act of 1934, runs
to about 150 pages, but Federal Communica-
tions Commission (FCC) regulations, based
upon the act, occupy over two thousand
pages, filling four volumes of the Code of Fed-
eral Regulations. The FCC’s published deci-
sions filled nearly 150 fat legal volumes by the
end of 1984. Federal courts of appeal and the
Supreme Court have handed down hundreds
of legal opinions, and congressional commit-
tees annually publish numerous transcripts of
hearings on electronic media issues.

Domestic broadcasting laws of most other
countries are relatively brief and simple. For
example, the charters and laws establishing
the two British broadcasting authorities, the
BBC and IBA, could be bound into a slim vol-
ume. Moreover, Britain has no written consti-
tution to serve as the basis of court challenges
to alleged curtailments of licensee freedoms.
The two British authorities, the BBC and the
IBA, can act quite arbitrarily, carrying out
most functions without benefit of public hear-
ings, reviews of decisions, or appeals to the



courts. Autonomous, private licensees that
control both programming and transmission
functions of individual stations simply do not
exist in Britain, or in most other countries, as
they do in the United States.

In Europe, broadcasting cases infre-
quently arise in the courts, and those that do
usually center on fundamental constitutional
issues. In Italy, for example, the official broad-
casting organization, RAI, went to court to
suppress unauthorized private cable television
operations that cropped up in the early 1970s.
The case went eventually to the Constitutional
Court, which ruled in 1975 that the RAI's legal
monopoly covered only network broadcasting
and so could not prevent local cable or broad-
cast operations by private owners. This ruling
opened the floodgates to thousands of private
radio stations and hundreds of private televi-
sion stations. Ten years later they still oper-
ated without benefit of formal regulation,
though a new comprehensive Italian broad-
casting law was imminent.

Statutes adopted to govern only POBS, as
this example suggests, proved inadequate to
deal with the new technology and newly
aroused interest in privately controlled broad-
casting. In the United States, the FCC for
years devised patchwork rules for cable televi-
sion under the 1934 act. Finally Congress
passed a special statute, the Cable Communi-
cation Policy Act of 1984. Similarly, Britain
adopted a new cable act in 1984. Many coun-
tries, however, still wrestle with the problems
of adapting their laws to deal with new
technologies.

1.6 Access to the Air

People in most developed countries have
equal access to such common-carrier facilities
as the telephone, usually at fixed, govern-
ment-approved rates. However, broadcasting
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is not a common carrier, and its power to in-
form, persuade, and cultivate values has al-
ways made access to the airwaves a jealously
guarded prerogative. Traditionally, access has
been reserved for professional broadcasters,
for experts on subjects of public interest, for
people currently in the news, and for
politicians.

Political Access In political systems that
allow free elections, broadcasting plays a vital
informational role. It can also pose a threat if
the party in power takes advantage of its in-
cumbency to monopolize broadcasting access,
converting it into an instrument of political
control. One critical task of regulation in de-
mocracies is to devise ways of preserving fair-
ness in the political uses of broadcasting
without inhibiting its legitimate role of inform-
ing the electorate.

U.S. law deals with the problem of candi-
date access in terms of equal opportunities. A
station may (with some exceptions) give or sell
unlimited time to a candidate, but doing so
obligates the station to grant equal opportuni-
ties to all other candidates for the same office.
Thus the weakest candidates and parties have
a right to the same broadcast opportunities as
the strongest, provided they can raise equal
amounts of money to buy time. Moreover, the
law requires stations to give or sell federal can-
didates “reasonable” amounts of time.

Few other countries allow candidates and
parties to exploit broadcasting to this extent.
Great Britain, for example, severely limits elec-
tion broadcasting, emphasizing parties rather
than individual candidates (in keeping with
the parliamentary system, in which party
membership plays a more important role than
in the United States). The two broadcasting
authorities, the BBC and the IBA, confer an-
nually with representatives of the political par-
ties to set up ground rules. In the recent past,
only parties offering fifty or more parliamen-
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tary candidates have been granted television
time. Each party is granted from one to five
free broadcasts of five to ten minutes’
duration.

Individual candidates may not make a
broadcast campaign appearance "in which
any other rival candidate neither takes part
nor consents to its going forward without his
taking part.” Thus a candidate can forestall
opponents’ broadcasts simply by refusing to
appear on the same platform with them. The
British people thus escape the interminable
merchandising of candidates so wearisome to
American audiences. Moreover, British candi-
dates have no need to collect huge sums to
pay for broadcast advertising.

However, in Britain as in the United
States, rules for candidates and incumbents do
not inhibit coverage of them in legitimate
news programs. In such appearances, journal-
ists rather than politicians choose the formats
and run the shows. Journalists must, how-
ever, use professional news judgment, taking
care to give fair opportunities for all sides of
issues to be aired.

Most continental European systems,
though similarly restrictive about candidate
appearances, are less successful in maintain-
ing neutrality, even though it may be man-
dated by law. Political parties can often evade
neutrality requirements by controlling ap-
pointments to the state broadcasting services,
enabling infiltration by politically motivated
personnel. When in 1985 Italy’s RAI proposed
a nighttime nonpartisan newscast, members of
the ruling party opposed introduction of such
a novel program. In France the party in power
has long regarded the right to appoint the
heads of the state networks and of the broad-
cast news organizations as one of the normal
spoils of office. A comprehensive new French
statute adopted in 1982 tried to eliminate this
political sore-point by barring partisan pro-
grams from state-operated networks, but be-

cause of strong political controls over the
broadcasting authority that appoints heads of
services, it seemed to have only limited
success.

In an attempt to achieve impartiality, the
West German states use a system called Pro-
porz (”proportion”), which requires that ap-
pointments to key broadcasting posts be
apportioned so as to mirror the political com-
plexion of the state legislatures. For example,
the chief executive officer of a broadcasting
unit would belong to the ruling party, and
that officer’s deputy would belong to the main
opposition party. Italy’s state-operated ser-
vice, RAI, uses a similar balancing system,
called lottizzazione (allotment). This kind of cal-
culated balancing errs in the opposite direc-
tion: it may ensure political neutrality, but it
also tends to promote undue reluctance to
come to grips with political issues.

Public Access  During the restless 1960s,
people increasingly began to question the
traditional barriers that denied the general
public access to broadcasting. They reasoned
that if the electromagnetic spectrum really
does constitute a common resource of all
people, then more people should have access
to it.

Abetted by numerous domestic and exter-
nal pirate stations, the access movement be-
came very widespread and vocal in the 1970s
— so much so that the United Nations Educa-
tional, Scientific and Cultural Organization
(UNESCO) commissioned a study to analyze
the movement in several Western countries.
The study identified five groups, in addition
to minority party politicians, that demanded
access to accomplish various ends:

* Social
opinion

¢ Artists, to add to the media that could be
used for self-expression

reformers, to influence public



* Educators, to try out innovative teaching
tools

e Private entrepreneurs, to capitalize on the
technology for personal financial gain

e Futurists, to experiment with the brave
new world of innovative technology

All these access seekers, said the editor of the
UNESCO study, shared “a common mood
and tone, at once romantic, radical, and mis-
sionary” (Berrigan, 1977: 15).

Access seekers could hardly expect the
highly centralized systems of Europe to open
their studios for messages of less than national
importance. Development of local or com-
munity stations therefore became a goal of the
access movement (community stations being
smaller in scope than local stations). Only in-
dividual stations originating local programs
can answer the needs of local advertisers, poli-
ticians, and other individuals. As one outcome
of the access movement, community broad-
cast stations and cable systems have grown
tremendously in recent years. France, for ex-
ample, legitimized over a thousand small, pri-
vately owned FM stations following passage
of its 1982 broadcasting law. Many started as
pirate operations, subject to rigorous suppres-
sion by the French government. Italy has a
flourishing private radio and television indus-
try, the legacy of the previously mentioned
1975 court decision barring RAI from closing
down nonnetwork private broadcasters and
cable systems (§1.6).

Even some authoritarian regimes have re-
sponded to the demand for local outlets.
China, noted for highly centralized control of
broadcasting and widespread use of wired ra-
dio speaker boxes (65 percent of all receivers),
has begun regionalizing and localizing its
broadcast services. In much of the Third
World, however, lack of trained personnel,
tribalism, and the ever-present threat of politi-
cal subversion tend to keep program control
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centralized in the capital city, with provincial
transmitters functioning only as relays for the
national network. '

Group Access  Some countries seek to en-
sure access, if not to every individual, at least to
every significant social group. One way of
widening representation is to give groups a role
in the national controlling bodies. The Nether-
lands has gone farther, actually turning over op-
eration of most programming to social groups.
Eight major sociopolitical groups share most of
the time on the national facilities. Six have com-
mon religious or political bonds; two are non-
ideological. Even very small constituencies such
as immigrant workers or people from former
Dutch colonies can obtain small amounts of air-
time. As a by-product of this system, groups
have no obligation to practice fairness in their
programming. Since each group has its own
time on the air, each can promote its own view-
point to the exclusion of all others.

Associations seeking recognition as regu-
lar daily broadcasters in the Netherlands set
up nonprofit corporations, obtaining govern-
ment-allotted funds from receiver license fees
and generating income from their member-
ship in the form of subscriptions to program
guides. The associations sell no airtime but
can sell advertising in their program guides
(the system carries a limited amount of broad-
cast advertising, handled by a separate official
agency). A coordinating unit, known as NOS,
provides common studio facilities for the
groups.

1.7 Economics

Economics is second only to politics in deter-
mining the nature of a country’s telecommuni-
cation system. No country can afford the
entire range of services that technology could
provide if expense were no object.
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Facilities  The world has some 220 broad-
casting systems, nearly a quarter of which do
not include television.* The number of trans-
mitters and receivers within each system var-
ies widely relative to population size. The
United States leads in television-set penetra-
tion, as noted earlier, with 603 television sets
per thousand population. Among other major
countries, leaders in set penetration are Can-
ada (493 television sets per thousand), the
United Kingdom (399), Australia (387), Aus-
tria (375), Sweden (375), Denmark (355), and
West Germany (354). U.S. leadership can be
ascribed in part to economics — high living
standards that make sets affordable to most of
the population. However, another factor also
plays a role: strong motivation for set purchas-
ing, aroused by highly attractive mass appeal
programming. Additionally, the national pol-
icy favoring numerous localized stations has
stimulated interest by enabling some types of
local access.

In Third World countries where low pur-
chasing power, lack of attractive indigenous
programming, and paucity of local stations
minimize set-buying incentives, investment in
transmitters and production facilities can be
extremely uneconomic. It costs just as much in
program and transmission expenses to reach a
few scattered individuals as to reach the total
population within a transmitter’s reach. A
poorly developed communications infrastruc-
ture (electric power, telephones, and intercon-
nection facilities for networks) further
impedes broadcasting growth in many Third
World countries.

Revenue Sources  Most broadcasting sys-
tems depend primarily on government fund-

*This enumeration, based on listings in the World Radio-
TV Handbook (Frost, 1985), includes dependencies as well
as sovereign nations. Most of the fifty-one systems with-
out TV are on small islands.

ing. Authoritarian regimes regard government
support as natural, for in their view the media
exist to serve the state. Third World countries,
even if they would prefer to rely on advertis-
ing or receiver license fees to finance broad-
casting, usually must use government funding
because nongovernment sources, in the
absence of mass purchasing power, cannot
generate enough revenue. In contrast, indus-
trialized democracies usually take pains to
avoid direct government funding so as to in-
sulate broadcasting from political control.

Government-imposed receiver license fees
can provide such insulation. In Europe, where
fees are almost universal, color-television-set
licenses in 1984 ran from the equivalent of
about $45 to as much as $100 a year. Receiver
licensing imposes on fee-supported broadcast-
ing organizations a strong sense of public re-
sponsibility. From the public’s viewpoint, fees
distribute the cost of a system fairly, provided
the social setting encourages voluntary com-
pliance and there is an efficient and cost-effec-
tive method of collection. At best, collection
and enforcement are relatively costly. Great
Britain has one of the more efficient systems,
using the postal service as a collection agency;
about 8 percent of the revenue goes to defray
collection and enforcement expenses. NHK,
Japan’s equivalent of the BBC, is unique in
employing its own collectors. They call per-
sonally on set owners and have little difficulty
persuading the law-abiding Japanese to
pay up.

With the advent of color television and its
high production costs, systems relying on fees
found themselves in financial trouble. As set
penetration reached the saturation point, the
revenue curve leveled off while operational
costs continued to rise. Fees lag behind need
because voter resistance makes increases a
touchy political issue. Politicians, who always
control fee levels, therefore delay authorizing
increases as long as possible. Some European



fee-supported systems have had to cut back
production or turn to advertising for at least
partial support. Even the staunchest holdouts
against broadcast advertising welcome its sup-
port for modernized cable, subscription televi-
sion, and direct-broadcast satellite services,
while continuing to insulate POBS from the
commercial marketplace.

As for the communist world, Marxist doc-
trine frowns on advertising as a capitalistic de-
vice for exploiting workers. In practice,
however, communist countries find broadcast
commercials useful for moving consumer
goods that sometimes pile up because of cen-
tral-planning errors. In the West, liberal and
Socialist political parties usually oppose
broadcast advertising and conservative parties
favor it. Thus a Conservative British Parlia-
ment voted for the IBA’s advertising-
supported services, whereas the Labor oppo-
sition voted against it; in the United States,
Democrats have been more generous in voting
funds for public (that is, noncommercial)
broadcasting than have Republicans. How-
ever, France, always a maverick, introduced
private station ownership under a Socialist
government; and rightist French politicians
want to sell off the government television net-
works as well, to private businesses.

Founders of early national broadcast sys-
tems often looked toward the United States
for the prime example of advertising’s adverse
social consequences. They abhorred the
American system’s permissiveness and what
they viewed as its advertising excesses. News-
paper owners strongly opposed broadcast
commercialism, especially at the local and re-
gional levels. Some countries initially ap-
proved television advertising only on
condition that part of the proceeds would be
turned over to the press as compensation for
lost advertising revenue.

In Europe, only Belgium, Denmark, Nor-
way, and Sweden still bar advertising from
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POBS. Most European countries that do ac-
cept commercials try to insulate their pro-
gramming from advertiser influence by strict
regulations, including a ban on sponsorship*
and limits on the percentage of revenue that
may be derived from advertising. For exam-
ple, in the early 1980s, the Italian parliament
allowed RAI to rely on advertising for only
23.8 percent of its budget. Aside from a few
transnational commercial broadcasters (dis-
cussed in §1.10), Spain permitted the highest
proportion of advertising revenue, 75 percent.
The public-service components of pluralistic
systems also moderate the impact of commer-
cialism. Thus Britain’s BBC bans advertising,
whereas the IBA companies totally rely on it.

Most European countries further limit the
intrusion of commercials by scheduling them
all in a few special time blocks devoted exclu-
sively to advertising, leaving the rest of the
schedule free of interruption. And Italy,
France, and Holland, for example, have still
another method of keeping the advertiser at
arm’s length: they create official advertising
agencies with monopolies on the sale of com-
mercial time.

Transborder Advertising  Severe Euro-
pean restrictions on advertising left a large,
unsatisfied commercial demand in many
countries. In response, two external advertis-
ing-supported sources of programs emerged:
offshore pirates and transborder commercial
stations.

Because of its permissive system, its am-
ple localism, and its free-enterprise advertis-
ing, the United States has not experienced

*While Europeans are unanimous in forbidding out-and-
out commercial sponsorship (in which advertisers sched-
ule commercials within their own programs), there is a
trend toward more liberal rules governing program under-
writing, a limited form of sponsorship familiar to Ameri-
can viewers of public broadcasting.
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pirate invasions of its airwaves except occa-
sionally by youthful pranksters. Europe’s less
permissive systems have been plagued by pi-
rates operating stations on small ships and off-
shore World War Il forts in the English
Channel and North Sea. Transmitting from
beyond the territorial limits of their target
countries, they violate licensing, copyright,
and music performance laws with impunity.
The first offshore pirate began broadcasting
from a ship anchored between Denmark and
Sweden in 1958. Often financed by U.S.
companies and always frankly imitative of
American pop-music formats, advertising
techniques, and promotional gimmicks, the
pirates quickly captured large and devoted
youthful audiences. Some pirates made a lot
of money, but only at great risk. They suffered
from storms, raids by rival pirates, and finally
from stringent laws penalizing land-based
firms for supplying the pirates or doing any
other business with them. Nevertheless, in
spite of punitive laws, offshore pirates still
crop up even today.

The pirates whetted appetites for pop mu-
sic and radio advertising, forcing national sys-
tems to adapt their programming to hitherto
ignored musical tastes and to reexamine their
opposition to commercials. The BBC, as one
example, reorganized its national radio net-
work offerings, adding a pop-music network
(Radio 1) imitative of the pirates. Some of the
offshore disc jockeys ended up working for
the BBC and other established broadcasters.
After Holland revised its broadcasting system
as a result of pirate influence, two pirate
organizations even moved ashore to become
legitimate broadcasters.

Several ministates in Europe have long
capitalized on the demand for broadcast ad-
vertising, furnishing transborder commercial
services beamed to neighboring countries.
Like the pirates, they employ popular music
formats, often supplemented by objective
news programs, welcome in countries where

the ruling political parties dominate broadcast
news. The Grand Duchy of Luxembourg, at
the intersection of Belgium, France, and Ger-
many, has an ideal location for a peripheral
station and earns much of its national income
from international commercial broadcasting.
Radio-Télé-Luxembourg (RTL) broadcasts com-
mercial radio services in Dutch, English,
French, and German and television services in
German; it also plans direct broadcast satellite
television aimed at Western Europe. Other no-
table transborder commercial stations operate
in the German Saar (Europe No. 1), Monaco
(Radio Monte Carlo), Cyprus (Radio Monte
Carlo East), Morocco (Radio Mediterranean
International), Yugoslavia (Studio Koper/
Radio Capodistra), and Gabon (Africa No. 1).

Program Economics Television con-
sumes expensive program materials at such a
rate that most countries, even highly industri-
alized ones with strong economies, cannot af-
ford to program several different television
networks exclusively with homegrown pro-
ductions. In Europe, this shortfall has stimu-
lated cable television growth, for in many
small countries a half-dozen foreign signals
can be picked up and redelivered via cable.
Shortages also account for the lively interna-
tional trade in syndicated programs. The bulk
of these programs comes from the United
States, and a relatively large number from
Britain. However, communist and Third
World countries increasingly display their
wares at international program fairs. Most
countries try to limit U.S. imports, but the
quantity, low cost, and mass appeal of Ameri-
can programs make abstinence difficult.

One solution devised to ease the problem
of program shortage, other than commercial
syndication, is transnational sharing. For ex-
ample, the European Broadcasting Union, an
association of official broadcasting services in
Europe and nearby countries, facilitates pro-
gram sharing through Eurovision. It arranges



regular exchanges among its members, pri-
marily of news, sports, and entertainment
items. [n 1982 Eurovision transmitted nearly
two thousand hours of television program-
ming, including more than seven thousand
news items (Eugster, 1983: 224-225). The East
European communist countries have a similar
association with their own program coopera-
tive, Intervision. The East-West groups ex-
change programs with each other, most of the
material flowing from Eurovision to Intervi-
sion. African, Arabic-speaking, Caribbean,
and Asia-Pacific broadcasting unions also ex-
ist, but they have not yet developed their pro-
gram exchanges to anywhere near the level of
the Eurovision-Intervision operations.

1.8 Geography

A nation’s size, shape, population distribu-
tion, and nearness to neighbors are factors
that determine its broadcasting coverage. Effi-
cient coverage of a country depends on the
country’s shape as well as its size. The conti-
nental United States, for example, consists of
a relatively compact, unified land mass, sur-
rounded mostly by large bodies of water —
favorable factors from the viewpoint of broad-
cast coverage. The outlying states of Alaska
and Hawaii, however, had to await satellite
relays to enjoy coverage simultaneous with
the rest of the country. Contrast the geogra-
phy of Japan, an archipelago of mountainous
islands spread over two thousand miles of
ocean. Indonesia, another archipelago,
presents a still more forbidding challenge to
efficient coverage. It consists of six thousand
or so widely scattered inhabited islands. Such
difficult coverage problems could not be
solved satisfactorily prior to satellite distribu-
tion of programs.*

*Indonesia launched Palapa, its own domestic satellite, in
1976, the first Third World country to have such a facility.
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Geography insulates most American lis-
teners and viewers from spillover programs
originating in foreign countries, and relatively
few of them listen to foreign stations on short-
wave receivers. Treaties with Canada, Mexico,
and the Caribbean islands minimize trans-
border interference. In recent years, however,
Cuba has announced plans to put 500-kilowatt
AM stations on the air, in defiance of interna-
tional agreements. Such high-powered signals
would interfere with U.S. stations in Florida
and even cause skywave interference to sta-
tions as distant as lowa (NAB, 1982).

Geography both helps and hinders Euro-
pean broadcasting. National systems suffer a
great deal of interference from neighbors be-
cause of proximity and their numerous trans-
mitters. On the other hand, as previously
noted, the smaller countries count on foreign
stations to supplement their own program-
ming. Spillover sometimes creates odd situa-
tions, as in divided Berlin, whose West
German television reaches into surrounding
East Germany. Citizens on either side of the
Berlin Wall enjoy each others’ programs,
though their governments are politically at
odds and though they need to buy converters
to match the different color systems. East Ger-
man authorities, after trying fruitlessly to stop
their citizens from viewing Western programs,
have resigned themselves to living with the
electronic invasion.

Because most of Canada’s population lives
along its border with the United States, Can-
ada is ideally situated to pick up American ra-
dio and television signals. In addition,
Canadian cable television companies deliver
American programs to their subscribers, with
the result that Canada has become one of the
world’s most cabled countries (about 60-
percent penetration). Resenting the domi-
nance of U.S. culture, Canada imposes quotas
on the amount of syndicated programming
that Canadian broadcasters and cable opera-
tors may import.
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1.9 Programs and Schedules

One of the results of broadcasting’s techno-
economic and social nature is the use of the
same basic program formats throughout the
world. News, commentary, music, drama, va-
riety, studio games, sports events — these
genres appeal to people everywhere. How-
ever, there are marked differences in the de-
tails of program content, in the balance among
program types, and in the length of program
schedules from one country to another.

News and Public Affairs  National dif-
ferences are especially evident in the treat-
ment of news and public affairs. Daily news
presentation is one of the most universally
popular programs. However, each system has
its own version of what has taken place. Paro-
chialism, chauvinism, and ideological biases
affect the choice, treatment, and timing of
news stories.

TV Guide once compared a single week’s
television news as seen by six widely scattered
systems. Not unexpectedly, each country
stressed its own national happenings, few of
which held the slightest interest for the rest of
the world. When treating the same interna-
tional story, each saw the event in a different
light. For example, the American networks re-
ported vigorous debates within the United
States on a controversial arms-limitation sum-
mit meeting between the two superpowers.
Viewers in the USSR heard only statements
from the American Communist Party leader,
who said there was no U.S. opposition to the
treaty. Chinese television acted as if the meet-
ing had never taken place, only to show the
opening session a week later. Likewise, on the
night Israeli television showed its basketball
team defeating the USSR in a championship
match, Soviet television showed an earlier
contest between two East European teams. As
for domestic news events, variety prevailed:

U.S. television news covered in depth American’s en-
ergy crunch. Egyptian TV news pursued the runoff
elections for the Eqyptian parliament. Israeli TV news
focused on a member of the Nigerian mission to the
United Nations caught smuggling arms into Israel on
behalf of the Palestine Liberation Organization. On
Japanese TV, the major domestic news story was the
payoff scandal rocking the Japanese parliament . . . So-
viet TV news was fascinated by the marathon ordeal of
Russian cosmonauts orbiting in the Salyut 6 space lab.
Even China had a story to cover: the Second Session of
the Fifth National People’s Congress.

Yet no one — including the U.S. TV news — de-
voted anything but minimal coverage to the major do-
mestic stories of any of the other five nations that
week. (Kowet, 1979)

Third World leaders tend to take the same
approach to news as the communist countries
do. Having no need to compete with alternate
domestic news sources, Third World journal-
ists can afford to ignore timeliness, human in-
terest, and Western news values. Political
correctness and educational values come first.
They play down or omit stories about crime,
accidents, civil disorders, and the personal
lives of political figures. If Third World gov-
ernments were to allow broadcast employees
to report and edit according to Western stan-
dards, they reason, the news could become
depressingly downbeat, loaded with reports
on food shortages, crop failures, black mar-
kets, industrial mismanagement, official cor-
ruption, breakdowns in public services, urban
blight, and all the other horrendous problems
that plague the less developed nations. In-
stead, most Third World leaders expect their
journalists to look for news, or to devise news
treatments, supportive of the government,
praising its leaders, heralding the nation’s ac-
complishments, and urging audiences to work
hard at nation building.

Program Balance  Audiences everywhere
prefer light entertainment to more serious



content; accordingly, entertainment domi-
nates most schedules. But aside from the
United States, most industrialized nations reg-
ulate broadcasting to ensure a certain balance
between light entertainment and news, infor-
mation, culture, and education. Third World
nations find regulating program balance more
difficult because of the paucity of home-grown
productions. This shortage makes inexpensive
shows imported from abroad hard to resist,
even though they may throw schedules out of
balance and play up alien cultures.

U.S. dominance in the international syn-
dication market has led to charges of “cultural
imperialism.” Spokespersons for Third World
cultures, some of which are uncertain even of
survival in the modern age, profess to find im-
ported entertainment especially damaging.
The images and values depicted in Dallas and
Three’s a Crowd, for example, tend to under-
mine indigenous cultures; moreover, every
program purchased from abroad denies indig-
enous artists and craftspersons opportunities
to develop their own talents and skills. Nor
does the Third World monopolize these ap-
prehensions; even highly developed nations
with their own flourishing production re-
sources impose import quotas, putting a ceil-
ing on the amount of entertainment their
national systems may import from the United
States, as in the previously mentioned exam-
ple of Canada.

Schedules  Eighteen- to twenty-four-hour
broadcast days, though commonplace in the
United States, occur in very few other coun-
tries. Many radio services go on the air for a
short morning segment, take a midmorning
break before a midday segment, and take an-
other midafternoon break before the evening
segment. Television services usually com-
mence late in the afternoon and go off the air
by 11:00 P.M. Even in such a highly developed
system as Britain’s, the BBC did not begin
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twenty-four-hour radio until 1979, when Ra-
dio 2 filled in the previously blank hours of
2:00 to 5:00 A.M. "Breakfast television” began
in Britain in 1983, when both the BBC and a
new IBA-franchised commercial company be-
gan offering early-morning programs.

Audience Research  All broadcasting sys-
tems agree in principle on the importance of
using audience research as a management tool
in making program and schedule decisions.
Not all systems, however, can afford continu-
ous, systematic audience studies. The more a
service depends on advertising for revenue,
however, the more likely it is to allot funds for
audience measurement.

U.S. commercial broadcasters, extremely
research conscious, spend large sums on audi-
ence studies, but they emphasize audience
size and composition more than audience
opinions and reactions. Most foreign systems
put emphasis on qualitative as well as on
quantitative measurements. In Britain, as in
many other developed countries, the law re-
quires broadcasting authorities to conduct re-
search on audience likes and dislikes as well
as on audience size. As noted previously, the
BBC stressed Appreciation Indexes from the
outset of its in-house research. A survey of fif-
teen European systems revealed that two-
thirds of them measure television audience
appreciation (McCain, 1985: 75).

In the USSR, the government once
frowned on social research, of which audience
research is an applied example. It took for
granted that whatever it put on the air would
be heard or seen and sufficiently understood
(Mickiewicz, 1981: 6). During the 1970s, how-
ever, Soviet authorities increased both the
amount and quality of their audience research.
More attractive programming seems to have
followed, evidence of the role audience re-
search can play in shaping broadcasting out-
put, even under authoritarian systems.



26 Global Context

Exhibit 1.3 Major External Broadcasters

U.S.S.R.
(81 languages)

UNITED STATES
(48 languages)

CHINA

(43 languages)
TAIWAN

(17 languages)
EGYPT

(30 languages)
WEST GERMANY
(37 languages)

U.K. (BBC)
(36 languages)

(VOA 967)

2,175 hrs.
(RFE/RL 102) 1,988
1,395

1,154

798

The relative size of external broadcasters is usually measured in aggregate weekly hours of air
time in all languages, without taking into consideration repeat broadcasts. Adding the outputs
of Radio Marti, a special service aimed at Cuba, and RIAS (Radio in the American Sector of
Berlin), a special service aimed at East Germany, increases the U.S. total hours to a figure

well above the USSR total.

Source: U.S. Advisory Commission on Public Diplomacy, 1985 Report (Government Printing

Office, Washington, D.C., 1985): 23.

1.10 Transborder Broadcasting

Broadcasting introduced a potent new factor
in relations among nations. Never before had
it been so easy to cross national boundaries
and talk directly to a nation’s people. Broad-
casting can inform and persuade people in so-
cieties impossible to penetrate with in-person
messages. Using mostly short-wave radio (be-
cause of its long range), external broadcasting —
that is, official programming aimed at foreign
countries, — has become an important ideo-
logical weapon, both during war and in times
of peace. More than 80 countries operate ex-
ternal broadcasting services, though many

have little more than symbolic importance. In
1984, the USSR topped all external broadcast-
ers in weekly time on the air, as shown in Ex-
hibit 1.3.

External Service Origins  Colonial com-
mitments abroad prompted the first external
services. Holland and Germany started theirs
in 1929, and France in 1931. After experi-
menting for several years, Britain’s BBC for-
mally launched its Empire Service in 1932.
Broadcast entirely in English, it sought to
maintain home-country ties with colonial ex-
patriates and people in the dominions (inde-
pendent ex-colonies such as Canada and



Australia). Later on, the use of foreign lan-
guages in external services shifted the focus
toward diplomatic and propaganda roles. The
BBC launched its first foreign language exter-
nal broadcasts in 1938 on the eve of World
War II, countering Italian radio propaganda in
Arabic to the Near East. Soon Britain and the
Axis powers became locked in a deadly war of
words, using many languages.

The United States added its voice to the
war when President Franklin D. Roosevelt ap-
pointed a popular radio newscaster, Elmer Da-
vis, to head the Office of War Information
(OWI). As a component of the OWI, the Voice
of America (VOA) went on the air in February
1942. Wary of creating a propaganda agency
that might be turned against the American
people by the U.S. party in power, Congress
forbade the VOA to release its programs in the
United States, though anyone with a short-
wave radio can pick up VOA programs aimed
at overseas listeners. There is no such pro-
scription in Britain; the BBC’s external service,
coming as it does from a nongovernment
source, welcomes domestic listeners to its 24-
hour World Service in English, which can be
heard in Britain on regular AM radio sets.

The USSR, not having a colonial empire
when broadcasting began, had different mo-
tives than the West for starting an external ser-
vice. The Soviets were anxious to explain their
recent revolution to sympathizers in Western
Europe and to legitimize their regime among
the family of nations. From the outset they
recognized the importance of broadcasting in
foreign languages as a means of gaining and
influencing friends abroad. Radio Moscow be-
gan regular external services in 1929.

Voice of America Today the VOA func-
tions as an arm of the United States Information
Agency (USIA), the federal unit responsible for
informational and cultural contacts with the rest
of the world as well as for the official interna-

1.10 Transborder Broadcasting 27

tional exchange of teachers, artists, students,
and so on. In 1985, the VOA broadcast in over
forty languages in addition to English, ranging
from Albanian to Vietnamese (see Exhibit 1.3).
Programs originate in Washington, D.C., and
are sent to VOA short-wave transmitters in
Greenville, North Carolina, and several second-
ary U.S. sites. Programs go overseas via both
short-wave transmitters and leased satellite fa-
cilities. The VOA leases sites in about a dozen
foreign countries where it maintains transmit-
ters for rebroadcasting programs to listeners in
nearby areas.

VOA programs use most of the formats fa-
miliar in domestic radio, including even a tele-
phone talk show.* Entertainment programs
feature materials about American culture.
News and public affairs items naturally reflect
official U.S. policies, but for the sake of credi-
bility the VOA tries to observe the spirit of its
original 1942 manifesto: "Daily at this time we
shall speak to you about America.... The
news may be good or bad. We shall tell you
the truth.” Despite some lapses for expedi-
ency’s sake, truth-telling continues as VOA
policy. Its news staff, which has civil-service
status, has a keen sense of professionalism. It
vigorously resists occasional efforts by parti-
san officials appointed by the U.S. party in
power to bend the truth to suit political
objectives.

The Republican administration that took
over in Washington in 1981 called for vigorous
exploitation of the VOA as a propaganda or-
gan. Implementation of this policy caused dis-
sension; some staff people felt that new

*The VOA launched ""Talk to America,” a 50-minute
monthly call-in program hosted by Larry King, a Mutual
radio network talk-show host, in October 1984. King in-
terviewed ex-president Gerald Ford in the first program.
During the program the VOA telephones, at its own ex-
pense, foreign callers who have left their numbers with an
answering machine located in Washington.
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Exhibit 1.4 Voice of America

"V.OQQOO;'

i‘“\*

Voice of America master control panel, which visitors to the VOA have been shown since
1954. It was due to be replaced in 1986 with a modern, solid-state, computerized facility, part
of the Republican administration’s multi-miltion-dollar updating of VOA facilities at home

and abrond.

Source: Courtesy Voice of America.

directives tended to undermine VOA credibil-
ity as a reliable information source and as an
effective external service. In keeping with
their aggressive information policy, the
Republicans undertook a major VOA im-
provement and expansion plan, committing
$1.5 billion to updating long-neglected equip-
ment and to building new facilities. They
planned to add a dozen languages and to up-
grade and increase the number of overseas re-
lay transmitters, especially in the Caribbean
and Central America, where the VOA has in-
stalled powerful standard AM transmitters in

order to reach listeners with no access to
short-wave receivers.

Because of its short range, television does
not lend itself to external broadcasting. In-
stead, the USIA attempts to persuade the do-
mestic television services of foreign countries
to carry USIA-furnished programs. In the
1980s the agency took an innovative approach
by setting up Worldnet — daily features, news
feeds, and satellite teleconferences that enable
journalists in foreign countries to interview
important U.S. officials by satellite intercon-
nection. The resulting coverage of U.S. official



viewpoints in foreign media afforded more ef-
fective exposure than that arranged by direct
USIA placement of tapes and films. USIA also
gives visiting journalists generous assistance
in sending their coverage of events in the
United States back to their home media. It fre-
quently arranges U.S. visits and tours for for-
eign broadcasters and other media people,
enabling them to witness American elections,
for example. In 1985 the VOA considerably ex-
panded the training services it offers to for-
eign broadcasters —a device used by all the
major external services to exert indirect
influence.

Direct-broadcast satellites (DBS) could
presumably enable a nation to deliver both ra-

dio and television programs to listeners and
viewers anywhere in the world without inter-
mediary relays. Many nations, both East and
West, have expressed concern in the United
Nations about this possibility, which they re-
gard as much more threatening to national
sovereignty than short-wave radio. They de-
mand the right to prevent such electronic in-
vasions, whereas the United States argues
almost single-handedly for a “’free-flow” pol-
icy. However, DBS technology, at least for the
near future, requires expensive reception
equipment and conspicuous receiving anten-
nas. Presumably, a government wishing to
suppress satellite reception of foreign pro-
grams could spot the antennas and take action
against their owners.

Surrogate Domestic Services In addi-
tion to conventional external services, the
United States engages in a special type of ex-
ternal broadcasting designed to simulate do-
mestic  services within target countries.
Authorities in communist countries censor
their own domestic media, withholding or dis-
torting information unfavorable to communist
regimes or favorable to the West. Surrogate
services seek to act as uncensored substitutes
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for domestic services, representing the send-
ing countries’ views of the facts. The two main
U.S. services of this type, Radio Liberty (RL)
and Radio Free Europe (RFE), aim at the USSR
and the East European Communist states, re-
spectively. They have studios and transmitters
in Munich, West Germany, and additional
transmit