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Preface

When media of mass entertainment claim the attention of millions
of Americans for several hours each day, that situation should
arouse the interest of all intelligent citizens. What kinds of pro-
grams do radio and television provide for the listening public? What
basic values does broadcasting offer, and what are its shortcom-
ings? In particular, can the product of broadcasting be improved,
and if so, how?

These are important questions to those who listen to broadcast
programs and to all who are interested in the possibility of raising
the standards of radio and television service. Those who attempt to
find answers to these questions need, first of all, an understanding of
the system of broadcasting we have in the United States. They must
be aware of how that system works and of the many complex factors
affecting the kinds of programs offered. To provide such an under-
standing of American broadcasting—both as a social force and as a
form of business enterprise—is the purpose of this book. Major
topics include the characteristics of the system itself, the directions
in which broadcasting has developed over the years, the regulation
of broadcasting, the organization and operation of stations and
networks, and the effects of economic considerations on those oper-
ations and on the selection of programs to be put on the air.

The second edition of this book reflects the increased tempo of
regulatory activity that has been evident over the past decade. All of
the forces in our society that contribute to the regulation of broad-
casting—as well as the public which is to be served by broad-
casting—seem ever more aware of the power and influence of elec-
tronic media. Their interest has been translated, in recent years,
into a close inspection of virtually every facet of broadcasting. As a
result, we have devoted more attention to the overall question of
regulation in this edition than in the first.

We have also attempted to include some of the major criticisms
of the services provided by radio and television, as well as some of
the replies made by defenders of the industry. These contrasting
opinions, combined with the available factual material about the
broadcasting industry, should permit the reader to form his or her
own opinions in controversial areas—or, at least, to start thinking
critically.
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Chapter 1

No other forms of communication have affected the lives of so many
people in so many countries in so few years as have the electronic
media of radio and television broadcasting. At almost any hour of
the day, from early morning to late at night, men, women, and
children in millions of homes throughout the world are listening to
radio or watching television. Almost every country, rio matter how
poor or backward, provides a broadcasting service for its people.
Even in those nations where the majority of people are illiterate,
there is almost always radio broadcasting and in all but a few coun-
tries some form of television as well.

Television, in particular, has become the status symbol of the
third-world nations; it is felt to be proof of modernization and of
their ability to join other nations of the world community on an
equal basis. Some observers have facetiously noted that the first
thing a new nation institutes upon achieving its independence is the
appointment of ambassadors to the United States and the United
Nations—then it provides a television service. All of the oil-rich
Arab sheikdoms of the Persian Gulf have modern, up-to-date televi-
sion systems. So does the tiny island of Mauritius in the middle of
the Indian Ocean. Where terrain or national poverty proves too
limiting for television, there is always radio. The transistor radio set
is endemic throughout the world. Radios blare from thatch-roofed
huts in remote villages in Asia, Africa, and South America, where
none of the usual amenities of modern civilization such as running
water, electricity, newspapers, or highways can be found.

Nowhere does broadcasting have a greater hold on its audiences,
however, than in the United States, where, by the late 1970s, more
than 71 million homes were equipped to receive television. In each
of those homes, on the average, the set was in use for about 7 hours
each day. During the same period, U.S. citizens also listened to
radio—each for an average of about 2% hours a day.

Estimates of the television viewing time an individual in the
United States accumulates over a lifetime give impressive tes-
timony to the impact of the medium. It is said, for example, that the
average male viewer will, between his second and sixty-fifth birth-
day, watch television for a total of more than 3,000 days—roughly
nine full years. Almost 15 percent of his lifetime will be spent before
the television screen. Indeed, adults spend more waking hours
watching television than with any other waking activity aside from
working.

Some estimate that the average child will watch television for
3,000 to 5,000 hours before entering elementary school. By the time
this student graduates from high school, he or she will have spent
approximately 10,800 hours in school and 15,000 hours watching



Figure 1-1 The funeral procession for President John F. Kennedy and the first walk on
the moon by Astronaut Edwin E. Aldrin illustrate how, in times of tragedy and moments of
great national accomplishment, the nation joins together to watch significant events on
television. (Courtesy United Press International)



"We limit him to an hour a day. He's up to March 29, 1987."

television. Others maintain that by age fourteen, this same child
will have watched 350,000 commercials and seen 18,000 persons
killed, with many such homicides shown as dramatized murders.

EFFECTS OF BROADCASTING

The long-range effects of radio and television upon listeners and
viewers are sometimes difficult to ascertain. Critics of broadcasting
abound, charging that broadcasting has been responsible for de-
basement of popular tastes in music and drama, for too much stan-
dardization of pop culture, for too much sloganry and theatrics in
politics, for too much capsulization of news, for the rising crime
rate, for lowering of moral standards, for increased violence in the
streets, and for a decline in respect for law and order. Television is
even offered as the reason why “Johnnie can’t read’ and why Ameri-
can students have scored progressively lower on college entrance
examinations. Television and radio are not responsible for all the
ills of American society; but it does seem reasonable to assume that
media as pervasive as television and radio broadcasting would have
significant effect on the behavior, tastes, opinions, attitudes, and
values of the American people. In this chapter we will describe some
of those effects—on the individual, on other forms of entertainment,
on sports, on politics—and examine the relationship between
media and the listener.
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Effects on the Individual

The American people devote a substantial amount of time to televi-
sion and radio listening! —significantly more than they devote to
other sources of information and other forms of entertainment. Ac-
cording to various readership studies, by the 1970s, American
adults spent an average of not more than 5 or 6 hours a week reading
books, magazines, and newspapers; many did not regularly read
any newspaper. Apart from school assignments, children do less
reading than adults. Attendance at motion picture theaters indi-
cated that by the 1970s Americans averaged less than an hour each
week watching motion pictures in theaters and drive-ins. Another 2
hours per week would probably more than cover average time de-
voted to church activities, public lectures, concerts, and stage per-
formances. An additional hour or so per week would take care of the
average American’s attendance at spectator sports events as well as
the time devoted to actual participation in outdoor sports. By the
mid-1970s, the average American spent much less time on all of
these activities combined than he spent watching television and
listening to the radio.

A 10-year study conducted in an Eastern city during the era of
television’s most rapid growth (from 1948) confirms the extent to
which the introduction of television influenced the habits and inter-
ests of those who had access to the new medium.2 Men and women
in homes with television reported that after they had purchased
television sets they went much less often to motion pictures; spent
less time attending lodge meetings, club meetings, and social
gatherings; and did less visiting with friends and neighbors. In ad-
dition, nearly half of the new owners of television sets stated that
they devoted less time to reading books and magazines than they
did before they had access to television programs. These changes in
behavior patterns continued throughout the entire period covered
by the study.

If television and radio listening occupy so many hours of the av-
erage American’s day, we can infer that these media have tremen-
dous power to mold individual opinions and tastes. For example,

'Throughout this book, the term listener will refer to any individual giving attention
either to radio or to television programs. Those who watch television also listen; in
fact, attention studies indicate that very frequently television "viewers'' do not
watch the picture tube continuously, although they do hear and give some degree of
continuing attention to the sound portion of the program.

2The First Decade of Television in Videotown, 1948-1957 (New York: Cunningham &
Walsh, 1957).
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there can be little doubt that American political attitudes toward
the war in Vietnam were greatly influenced by a decade of television
news coverage. Television coverage of military operations, as well
as reports on peace groups, student activists, and protesters, cer-
tainly helped to turn public opinion against the war. In the area of
entertainment, television has also had great impact. Consider the
effect of the simultaneous airing of a single entertainment program
to an entire nation. The Broadway musical Oklahoma! for example,
in 6 years on the stage in New York, was seen by possibly 3 million
people, and another 10 million people may have seen the screen
version. In one night on television, about 35 million people were
tuned in for one performance, according to the A. C. Nielsen Com-
pany. Oklahoma! is considered a landmark in American musical
theatre and it changed the nature of the musicals that followed it,
but its full impact was not realized by the American public until it
was seen on television, almost 20 years after opening on Broadway.

Effects on Other Forms of Entertainment

Easy accessibility of home entertainment by means of radio and
television has had striking effects on other forms of entertainment
in the United States. The rise in the popularity of radio in the 1920s
and early 1930s helped bring about the disappearance of vaudeville,
the theatrical stock company, and the traveling tent theatre. The
combined impact of radio, television, and motion pictures contrib-
uted to the decline of the Broadway stage. In the heyday of the
Broadway stage—the 1926 and 1927 seasons—more than 260 new
productions opened on Broadway; in the 5-year period between
1968 and 1973, the average number of new offerings each year had
dropped to 58, of which only 25 were new plays, the remainder being
musicals or revivals. Of course, the economic effects of the Great
Depression, which began in 1929, and the dislocations brought on
by World War II contributed greatly to the decline of Broadway.
However, the new media of entertainment that could reach every
corner of the United States surely helped to reduce the importance
of the New York stage as the center of popular entertainment.

The motion picture industry was similarly affected by televi-
sion. Most experts agree that television competition was a major
factor in a drastic drop in motion picture attendance. In the period
1946 to 1948, at the start of the television era, paid admissions at
motion picture theaters averaged 90 million to 100 million per
week, and box-office receipts hit an all-time high. For the next
quarter-century, box-office receipts and the number of paying cus-
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tomers declined sharply, bottoming out in 1971 when industry
spokesmen estimated that average attendance had dropped to 15
million to 20 million per week. With smaller audiences, there was a
corresponding decline in the number of theaters, and between
1950 and 1960 many small neighborhood movie houses and many
first-run downtown theaters in major cities were forced to close.?

Whereas movie audiences used to consist primarily of family
trade, today’s moviegoer tends to be a teenager or a young adult.
Admissions figures released by the Motion Picture Association of
America (MPAA) indicated that by the 1970s about half of adult
moviegoers were 16 to 24 years old and that three fourths of all
admissions were accounted for by persons less than 40 years old.

In the 1930s, Hollywood was dominated by a small number of
major studios, which had most of the important stars under con-
tract and which produced about 350 new feature films each year.
These were distributed nationally, intended for general, family au-
diences; there were few, if any, ‘“adult’”’ movies. Since 1960, how-
ever, the major studios have declined in importance, producing
only about 150 new feature-length films each year, and independent
producers supply much of the film product seen on the nation’s
screens today. The types of movies, too, are much different from the
film products of the 1930s; in the period between 1968 and 1975,
only 19 percent of some 3,300 movies rated by the MPAA were
deemed suitable for family viewing. Of 422 rated by MPAA in 1975,
more than 50 percent were in restricted audience categories, rated
either R or X. Obviously, the movie habit of yesteryear has been
replaced by the television habit in American homes.

Effects on Sports

Spectator sports have also felt the impact of television. In the early
television years, broadcasts of athletic contests constituted a large
part of each station’s program schedule. Baseball, boxing, and
wrestling suffered heavily from overexposure. Small local boxing
clubs proved unable to compete with the lure of the big-time
championship bouts carried on television and were unable to find
enough paying customers to watch matches between young, rela-
tively inexperienced, unknown fighters. Such local clubs—once a
major source of boxing talent—have all but disappeared as a conse-

3By 1976 there were only about 14,300 movie houses in the United States and a third
of these were drive-in theaters. The big movie “palaces” of the 1930s seem definitely a
thing of the past.
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quence. In addition, the television emphasis upon national cham-
pionship bouts soon made it difficult to find qualified contenders of
championship caliber and boxing nearly disappeared from televi-
sion networks. In baseball, equally devastating effects occurred.
Although major league teams agreed to protect each other by re-
stricting television coverage of home games in cities with major
league teams, the spread of weekend coverage of major league
games in minor league areas severely reduced attendance. As a re-
sult, many minor leagues simply went out of business and the exten-
sive “farm systems” once maintained by major league teams shrank
significantly.

The fears of professional sports promoters that television might
put them all out of business proved inaccurate. Most experts now
agree that broadcasting of football, basketball, and more recently,
ice hockey games has actually stimulated interest in these sports
and promoted substantial increases in attendance at both intercol-
legiate and professional contests. Partly attributable to television,
too, has been the rapid growth in the number of new professional
football, basketball, and hockey clubs in cities in all parts of the
country, which never before had shown any significant interest in
professional sports. Most of these new clubs rely on the sale of tele-
vision rights for a substantial part of their income and depend upon
broadcast publicity to help develop a loyal following of sports fans.
Interest in many minor sports has been heightened by television
exposure—bowling, golf, tennis, and sports-car and stock-car rac-
ing, among others.

Effects on Newspapers and Magazines

Broadcasting has had its influence on the form and content of news-
papers and mass-circulation magazines. Beginning in the 1930s,
radio’s greater speed in bringing information about important
events to the public forced American newspapers to make substan-
tial changes in the materials provided for their readers. The practice
of issuing “extra” editions to report fast-breaking stories has been
largely abandoned, and newspapers have sought other ways to meet
broadcasting competition. Increasing use of pictures, detailed
treatment of major stories, more syndicated columns, and feature
material such as advice columns and comic strips have all been used
to compensate for the time delay in printed media. Magazines, too,
have been forced to modify their content. Short stories, which were
the mainstay of pre-World War II mass-circulation magazines,
could not compete with dramatic fiction presented on radio and
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television; the popular magazines that survived reduced their use of
fiction in favor of more feature articles and human-interest mate-
rials. The major mass-circulation magazines, for the most part,
have disappeared—Collier’s died in 1957, The Saturday Evening Post
in 1969, Life and Look in 1972. Since World War 11, there has been a
tremendous increase in the number of special-interest publications.
Significantly, the magazine with the largest circulation of all is TV
Guide, which ranks considerably ahead of the second-place Reader's
Digest in total circulation. Two out of three Americans today credit
television as their most important source of news, so the role of
newspapers and magazines in this regard has necessarily changed.

Equally great has been the economic impact of radio and televi-
sion on the print media. Newspapers and magazines depend for
much of their revenue on the sale of advertising; income from sub-
scriptions and newsstand sales rarely represents more than half the
total income. Competition of broadcast networks and stations for
the advertiser’s dollar grows more intense each year. In 1940,
radio’s revenues from advertising amounted to only a little more
than $150 million; by the mid-1970s, national and local advertisers
were spending more than $6 billion a year for radio and television
time. Much of that increase in advertising expenditures in broad-
casting represents money that might otherwise have been spent for
newspaper and magazine advertising. At least partly as a result of
this competition from radio and television, many newspapers are
operating on an extremely narrow profit margin, and the number of
metropolitan daily newspapers is decreasing.4

Effects on Politics

Broadcasting has had an influence on many other elements in our
national life. Radio’s ability to reach and to influence millions of
people was evidenced in striking fashion in the “fireside chats” pre-
sented by President Franklin D. Roosevelt, which made it possible
for him to calm the fears of a nation beset by bank failures, un-
employment, and economic disaster. Presidents since Roosevelt
have used radio and television to explain their philosophies of gov-
ernment to the American people, and to win popular support for

“In the period between 1961 and 1974, the total number of daily newspapers in-
creased from 1,755 to 1,768——a net increase of only 13. The number of cities with two
or more competing dailies, however, declined from 61 to 37 in the same period. See
Changing Public Attitudes toward Television and Other Mass Media (New York: Tele-
vision Information Office, May 1977).
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measures presented to Congress. Broadcasting has become a major
factor in national political campaigns—candidates can reach far
more voters through a single appearance on a national television
network than through all other agencies of communication com-
bined. As aresult, campaigns for national candidates in recent years
have been conducted largely over television and radio, from the first
announcements of candidates for party nomination until the night
before the election in November. Even the national nominating
conventions are now planned by party organizations to take advan-
tage of the special opportunities created by broadcasting, with im-
portant proceedings such as keynote speeches, nomination of can-
didates, and actual balloting scheduled at hours when the largest
numbers of radio and television listeners are available. Many politi-
cal experts believe that the personalities of rival candidates, as they
are brought to voters by television, are at least as important as the
campaign issues in determining the winners of national elections.

BROADCASTING AND THE LISTENER

Radio and television not only affect many of the elements in our
everyday life, but they also exert a direct influence on the individual
listener and on listeners collectively. This influence must be consid-
erable, if only because of the number of individuals reached and the
amount of time during which they are exposed to radio or televi-
sion. Radio sets are to be found in about 98 percent of all American
homes and in at least 95 percent of the automobiles on our highways;
in 1974, an estimated 97 percent of all homes had television receiv-
ing sets—a considerably larger proportion of homes than had
bathtubs or telephones or than received daily newspapers. As noted
in earlier pages, the individual men, women, and children living in
those homes spend an average of at least 45 to 50 hours each week
listening to radio or television. To a much greater extent than any
other agency of mass communication, broadcasting has an oppor-
tunity to influence the American public.

Furthermore, the listener to broadcast programs is usually will-
ing to be influenced by what he hears or sees. Most of his listening is
done in his home; since he listens largely for entertainment, he is
relaxed; his mental guards are down, and he listens more or less
uncritically. The ideas offered in the programs he hears are con-
veyed by the voices of people—the listener is already familiar with
the voices and personalities of many of those people and he tends to
regard them at least as acquaintances, if not as personal friends. In
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addition, the listener has a high degree of confidence in the reliabil-
ity of the broadcasting media—of television in particular. This has
been shown repeatedly in studies of listener attitudes. In one such
study, conducted in 1976 by Roper Research Associates, men and
women throughout the country were asked, “If you got conflicting
reports of the same news story from radio, television, the maga-
zines, and the newspapers, which of the four versions would you be
most inclined to believe?’’ Of those reached by the Roper interview-
ers, 51 percent would believe television in preference to any of the
other sources; 22 percent would accept the newspaper version; and
9 percent would believe the account printed in a magazine.’ Radio,
over shadowed by television in recent years, still was considered
most believable by 7 percent of the respondents; the remaining 11
percent expressed no preference. This willingness to accept the
ideas presented in television programs offers striking evidence of
the extent to which broadcasting can influence listeners.

1

LISTENER EVALUATIONS OF BROADCASTING

What kinds of influences do radio and television exert on their lis-
teners? This is a most important question, but one about which
opinions differ widely. Some critics of broadcasting believe that
radio and television programs leave much to be desired and that
operators of networks and stations have failed to make effective use
of broadcasting’s tremendous potential as a force to raise the cul-
tural standards of the American public. Most listeners, on the other
hand, seem to be fairly well satisfied with the service that radio and
television provide. In the 1976 Roper study already referred to,
when men and women were asked their opinions concerning televi-
sion’s performance, 70 percent of the respondents believed that
television stations were doing either an “excellent” or a “good” job,
as compared with 59 percent who gave a similar rating to news-
papers and only 41 percent who had an equally good opinion of the
activities of local governmental agencies. The public’s general ap-
proval of broadcasting is indicated even more strikingly by the fact
that television and radio sets are in use in the average home for a
combined total of more than 8 hours a day. Of course, evén the most
enthusiastic listener to radio or television programs usually has
some criticisms to offer, just as he can find things to criticize in his

SResults of the study published in Changing Public Attitudes ..., 1959-1976.
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favorite newspaper or magazine or in our system of public educa-
tion. We do not expect perfection in life; we can find shortcomings
even in institutions and agencies that, on the whole, win our hearty
approval.

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

In making his evaluations of programs—and possibly of the
stations and networks that provide them—the listener is likely to
base his evaluations largely on the entertainment values of the pro-
grams considered and the extent to which he personally finds them
interesting and enjoyable. If radio and television supply a substan-

“Sure this is a lousy show, but I've got to watch something.”



The Importance of Broadcasting

tial number of programs that, for him at least, have high entertain-
ment values, then broadcasting is ““doing a good job’ and its weak-
nesses or failings are of minor importance. However, if he finds
relatively few programs he enjoys and a large number of programs
that he dislikes, then the listener tends to become highly critical of
the entire broadcasting industry and of the service it provides the
public.

Perhaps this tendency is logical and reasonable; most Americans
think of radio and television as sources of entertainment, like mo-
tion pictures or the legitimate theatre. However, entertainment is
not the only factor to be considered. Programs broadcast by radio
and television stations exert some degree of influence on the tastes
and attitudes and perhaps upon the behavior of the listening pub-
lic; the nature of these influences necessarily must be taken into ac-
count. In many respects, radio and television have had a wholesome
effect on our society, especially in the widespread dissemination of
information. The American public today is probably better in-
formed than ever before, and at least some of the credit must go to
broadcasting.

On the other hand, broadcasting may have some less desirable
side effects. Obviously radio and television have their weaknesses
and imperfections, and all intelligent listeners have the obligation
to examine critically the programs radio and television offer and the
functioning of the system of broadcasting that makes such pro-
grams possible. They also have the obligation to use whatever
means are available to help correct weaknesses in that system, so
that broadcasting can better serve the people of this country.

The system of broadcasting in this country was established on
the premise that the airwaves—the frequencies used by the broad-
casters—are a natural resource. It was decided that any individual
or corporation wishing to use these airwaves for commercial gain
—wishing to broadcast and sell commercial time to pay costs and
provide a profit—would be licensed to do so by the government.
In exchange for this license and the profit potential it represents, a
licensee is expected to use some broadcasting time to serve the
public, without consideration of commercial gain.

Every intelligent citizen, then, has the right to listen to radio and
television critically to be sure that the American public is getting
a fair return from the exploitation of this natural resource. One
should not simply accept whatever is offered by local radio and
television stations, with a passive gratitude for a few moments of
pleasure or entertainment in a welter of commercialism.

On the other hand, the intelligent listener cannot generate con-
structive and useful criticism without an understanding of the na-
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ture of the forces that shape and control the broadcasting industry.
A certain level of commercialism, for example, is essential if a sta-
tion is to stay on the air and provide any service to its public. In
addition, Congress, the courts, and the Federal Communications
Commission create situations in which broadcasters feel they must
take actions that may antagonize some listeners—the preemption
of popular programs for political conventions; the plethora of polit-
ical advertising in the closing days of a campaign; the broadcast of
informative documentaries of interest only to a limited audience.
Further, economic forces may put such a premium on maximum
audience size that genuinely good programming seems to give way
to the lowest common denominator. Similar forces may increase
the number of reruns on network television to almost 50 percent of
the total schedule.

The critic of broadcasting, in short, can find many things to
complain about. Intelligent, constructive criticism, however, can
come about only through an understanding of the historic and
economic forces that shaped broadcasting and the regulatory and
social forces at work in the industry today. It is the purpose of this
book to provide readers with an introduction to our complex system
of broadcasting in the hope that they will be better able to see its
strengths and weaknesses and to help maintain the former while
helping correct the latter.

STUDY AND DISCUSSION QUESTIONS

1. Become aware of and assess the number of hours you devote to broadcast
media by keeping a “Broadcast Media Log” for a typical week of your
schedule. Organize it simply and try to keep it with you so it will not be
necessary to trust your memory at the end of each day. An example of a
simple log would be a small pad divided into columns with the following
headings:

TIME MEDIUM CONTENT FULL OR PARTIAL
(Start and stopor  (Radio or TV) ATTENTION
elapsed total)

B~

Examine your completed Media Log and attempt to classify your time in
various ways. Some possible classifications would be: nature of content
(information, entertainment, background); degree of attention (fult or partial);
personal evaluation (enjoyable, informative, persuasive, routine, dull, better
than nothing). Review these classifications (and any others that may occur
to you) and begin to assess the impact of broadcast media on your per-
sonal life. Ask yourself:



The Importance of Broadcasting

How important are they to me?

What do they contribute to my life?

How would my life be changed if they were no longer available?

How could | make them more useful to me if | were in a position to do so?

apgow

3. Report on or be prepared to discuss your view of the impact of television on
our society and culture in the light of some of the suggested readings and
your own experience.

4. Choose a regular television series dealing with a profession or occupation
that has representatives in your community (doctors, police, private investi-
gators). Study a few episodes of the series and list the characteristics of the
featured occupation as you learned them from the series with as little refer-
ence to your personal knowledge and opinions as possible. Then talk to a
representative of the occupation. Report on or be prepared to discuss some
of the differences between fiction and fact you discover.

5. Begin to evaluate the media of radio and television by listing the good and
bad points of each as you see them now. Discuss these lists in class, and
after the discussion reexamine your list to see if your mind has changed on
any points or if any should be added. When you have created lists that satisfy
you,

a. Examine each ofthe good points to see if it could be improved in any way.
Discuss these points in class to determine if any of them seem threatened
by the attitudes of others or by government action.

b. Examine each of the bad points and suggest what you would do to
improve the situation. Discuss each of these points in class to determine
their causes and whether or not the industry has any control over the
causes.

6. Report on or be prepared to discuss the following:

The impact of radio on vaudeville

The impact of radio and television on the Broadway stage

The impact of television on motion pictures

The impact of television on professional and intercollegiate sports
The impact of television on mass-circulation magazines

The impact of electronic journalism on print media

The effects of electronic media on politics

Public attitudes toward news and entertainment on electronic media

sea~poo0gp
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As radio broadcasting, followed by television, spread throughout
the world, the questions of how to control and finance the service
have been answered in many different ways. To simplify our discus-
sion of the various systems of broadcasting that have evolved
throughout the world, some terms should be defined.

Turning first to types of control, we find three major categories:

1. state ownership: broadcast facilities owned directly by the gov-
ernment with broadcasting activities under the immediate
supervision of a government minister or a committee appointed
by the state;

2. autonomous corporations: broadcast facilities owned and oper-
ated by a corporation that, although government owned, is al-
most completely independent of the ministry in power; and

3. private ownership: broadcast facilities owned and operated by
private individual corporations or individuals, usually regulated
in some manner by a government body.

We also find three major categories of financing plans:

1. tax support: supported primarily by taxes, ranging from the
‘“general fund” to special taxes on set sales, imports, and the like;

2. license support: supported primarily by license fees paid annu-
ally by the owners of radio or television sets; and

3. advertiser support: supported primarily by the sale of advertising
to businesses and services wishing to distribute their message to
a large number of people.

Few of these control categories exist in their pure state in any
one country. Some countries with state ownership, for instance,
permit some privately owned broadcasting stations (for example,
The Republic of Korea, Brazil). Other countries with predomi-
nantly private ownership also have some state-operated facilities
(for example, Spain, most South American countries).

The financing categories also blend into each other. In most
countries, one source of income is predominant but other sources
are drawn upon. Tax money, license fees, and a combination of the
two are the most common forms of support throughout the world,
but as production expenses mount—especially for television—
more and more countries are turning to some measure of advertis-
ing support. In virtually every country, though, one type of control
and one financing plan predominate.
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As one might expect in a world with as many diversities as ours,
the student of broadcasting is faced by a bewildering variety of
systems in other countries. When studying this variety, it is helpful
to examine the cultural patterns, the traditions, and the
philosophies of government of the various states.

In Europe, a strong, centralized government that evolved from
the institution of monarchy is the political inheritance of most
countries. In Western Europe, in the past century, this inheritance
has been modified by a more democratic tradition. Most of these
countries have selected for their broadcasting systems a combina-
tion of centralization and relative independence, the autonomous
corporation. Spain, with its primary emphasis on private owner-
ship, is the major exception to this generalization.

Eastern Europe, on the other hand, shows a different pattern.
The Communist countries of this region—Bulgaria, Czechoslo-
vakia, East Germany, Hungary, Poland, Rumania, the Soviet
Union, and Yugoslavia—have retained a tightly controlled, cen-
tralized form of government. Similarly, all broadcasting facilities
are owned and controlled directly by the state.

In North America, Canada is pulled between the traditions of
Great Britain and the influence of the United States to the south.

“The Commissar of Ratings wants us to change the channel.”
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This country has developed a dual system that combines an au-
tonomous corporation and private ownership operating in tandem.

With the exception of Cuba and Peru, all countries in Central and
South America have followed the lead of both Spain and the United
States and have developed broadcasting systems that are privately
owned. In many Latin American countries, however, most stations
are owned by a few powerful corporations.

In virtually all of the developing nations in Asia and Africa,
broadcasting is considered an instrument of national unity and
education and, as a result, governments have developed services
run’directly by the state. A few African countries with a British
heritage (such as Kenya, Rhodesia, and South Africa) have retained
the autonomous corporation, as have some well-established Asian
countries (for example, Cyprus, Iran, and Israel). In other Asian
countries that have felt a strong American influence, such as Japan
and the Philippines, private ownership is predominant.

The world pattern that emerges may remain somewhat obscure;
but, for the purposes of this discussion, we can reduce the confusion
by focusing our attention on Europe (including the U.S.S.R.), North
America, and a few other countries like Japan, Australia, and New
Zealand. According to 1974 UNESCO figures,' the ratio of radio
receivers to individuals is 5 per 100 in 26 African countries, between
1 and 8 per 100 in 19 Asian countries, and less than 10 per 100 in
many South American countries. However, according to the same
UNESCO report, by the mid-1970s, television still had essentially
no impact in Africa and not much more in Asian countries, while in
South America, only two countries had as many as 10 receivers per
100 persons. Since we are attempting to place the American system,
with its virtually total penetration, in a reasonable context, little
can be gained by further examination of systems that are still in
their formative stages.

THE EUROPEAN SYSTEM

In the following pages, we will examine the general characteristics
of systems of broadcasting in those countries that have well-
developed broadcast services with high audience penetration. Fur-
ther, we will compare these systems with the American system and
discuss some advantages and disadvantages of various characteris-

'UNESCO, World Communications: A 200 Country Survey of Press, Radio, Television,
Film (New York: Unipub, 1976).



Figure 2-1 a. The BBC Television Centre at Shepherd’s Bush, London, England
{Courtesy British Information Service, London)

b. Headquarters (under construction) of TV Globo, a Brazilian television network.
{Courtesy Rede Globo, Rio de Janeiro)
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tics. Because most of the countries we are considering are in Europe,
we will compare the American system with what can be called the
European system.

Characteristics of the European System

Allowing for usually minor variations, government-owned broad-
casting systems in Europe are essentially alike in five important
respects. (1) Broadcasting facilities—including stations, network
transmission lines, and usually studios and studio equipment—are
owned by the central government or an autonomous corporation
established by the government. (2) The system is monopolistic; all
broadcasting operations are conducted by a single government
agency with no competition for the attention of listeners from pri-
vately owned stations, at least from within the borders of the coun-
try operating the system. (3) Programming is highly centralized;
virtually all programs originate in the nation’s capital and are sent
out over telephone lines, coaxial cables, or microwave relay systems
for simultaneous broadcast by stations throughout the nation. In
most European countries, no broadcasting originates at local sta-
tions; where local broadcasts are permitted, they take up an ex-
tremely small proportion of the average station’s schedule. (4)
Broadcasting is essentially noncommercial; at least it is not pri-
marily a business enterprise operated for profit, although many
countries allow paid commercial announcements on government-
owned radio or television stations. (5) A major portion of the money
used to maintain the government broadcasting system comes from
a special license fee levied on each household in which a radio or
television receiving set is used, from tax-generated funds, or from a
combination of the two.

Except for Spain, in which virtually all stations are owned by
private commercial companies, every major nation of Europe has a
broadcasting system with all or most of these five basic characteris-
tics: government ownership, monopoly, centralized programming,
noncommercial operation, and support from taxes or license fees.
Programming is not centralized in West Germany, where broad-
casting stations are operated by the separate states making up the
Federal Republic of Germany.

In an increasing number of countries, in both Eastern and West-
ern Europe, the policy of noncommercial operation is somewhat
modified by the fact that government-owned stations accept paid
advertising announcements, but their number is limited and adver-
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tisers are not permitted to sponsor entire programs. Since 1965, the
number of countries that do permit some advertising has risen from
three to fifteen—even in the U.S.S.R., some broadcasting expenses
are now met by income from announcements and information ser-
vices. Only ten European countries continue to hold the line against
any advertising: Belgium, Bulgaria, Czechoslovakia, Denmark,
East Germany, Hungary, Norway, Poland, Sweden, and Switzer-
land.

State-Controlled Systems Although European broadcasting services are
in the hands of government agencies, the structure of organization
and control varies from country to country. In all the Communist
countries, broadcasting facilities are owned directly by the gov-
ernment, and broadcasting activities are under the immediate
supervision of a government minister or an administration official
directly responsible to a council of ministers. This system makes for
immediate and complete control of all program content. In Com-
munist countries, news and propaganda broadcasts and even enter-
tainment programs conform rigidly to policies established by the
government.

Autonomous-Corporation Systems Many of the more democratic European
countries have adopted the autonomous-corporation concept,
which makes radio and television much less subject to pressures
from the political party in control of the government. In these coun-
tries, broadcasting facilities are operated by a corporation, which,
although largely government owned, is almost completely inde-
pendent of the ministry in power. The officers and directors of the
corporation are appointed on a long-term basis and continue in
their positions regardless of political changes.

This system was first developed by Great Britain, where the
organization in charge of broadcasting is the British Broadcasting
Corporation (BBC). Most countries in Western Europe have adopted
the same general system—some with modifications. The Nether-
lands has a system resembling in some ways the autonomous-
corporation system of control. Stations and equipment are owned
by the government, which also provides engineering services. Pro-
grams, however, are produced by private corporations or associa-
tions, with programming operations subject to periodic reviews by
a government committee. Outside of Europe, New Zealand has
adopted the autonomous-corporation system, while such corpo-
rations are responsible for broadcasts over government-owned sta-
tions in the dual-system nations of Australia, Canada, and Japan.
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Broadcasting in Great Britain

As we have seen, Great Britain originated the autonomous-
corporation system and most Western European countries have
adapted the concept to their own needs. An analysis of the system as
it exists in Great Britain will be helpful in gaining an understanding
of the main features of this system of control.

Broadcasting in Great Britain began formally in 1922, with the
creation of the British Broadcasting Company. Technically, this
was a private company; its stock was owned entirely by British
manufacturers of radio receiving sets and equipment. Otherwise,
however, the company had all the characteristics of the European
system. It had a monopoly on broadcasting activities; program-
ming was on a centralized basis; its operation was noncommercial;
and support was provided by license fees on radio receiving sets. In
1926, the British government took over the stock and facilities of the
company, reimbursing the private owners for the amounts each had
invested. To replace the company, the government created a new,
government-owned agency, the British Broadcasting Corporation
(BBC), which has had complete control over government broadcast-
ing in Great Britain since.

In theory, the BBC is responsible to the British government.
Directors of the corporation are appointed by the ministry in power;
stations owned by the BBC are licensed to the Postmaster-General
who, legally, has veto power over broadcast programs. In actual
fact, however, the BBC is an almost completely independent or-
ganization. Directors are appointed for fixed terms and continue to
serve regardless of changes in the party in power; policies are de-
termined by the corporation’s board of directors; day-to-day opera-
tions are carried on without regard for political considerations; and
the veto power of the Postmaster-General has almost never been
used. Operations of the BBC are noncommercial, being supported
by license fees imposed on owners of receiving sets.

British Radio Until 1973, radio in Great Britain was a government
monopoly, with all programs originated and broadcast by the BBC.
In that year, local commercial stations were approved and two
opened in London—one devoted primarily to news and the other to
light and popular music. By 1976, there were fifteen such commer-
cial stations on the air in urban centers.

BBC Radio provides four national program services, each car-
ried over a separate national network of stations. Radio 1 carries a
continuous program of popular music. Radio 2 specializes in light
entertainment—music, serials, sports, and women’s programs.
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Both carry hourly news summaries. Radio 3 concentrates on classi-
cal music and also offers plays, talk, special broadcasts, news, reli-
gious broadcasts, study courses, and commentary. Radio 4 provides
the principal news and information services of the BBC, with par-
liamentary reports, political broadcasts, and a wide range of music
and plays.

In the mid-1970s, programs on these four national networks in-
cluded entertainment and music (42.9%), serious music (21.2%),
talks (9.7%), news and outside broadcasts (9.1%), drama (4.8%),
educational broadcasts (3.6%), minority broadcasts (3.1%), features
(2.2%), and religious broadcasts (1.8%).2 BBC also operates local FM
stations designed to carry a full range of locally originated pro-
grams of interest to the communities served.

British Television Television developed somewhat earlier in Great Brit-
ain than in the United States, probably because of the U.S. delay in
deciding on engineering standards for the new medium. As early as
1936, a BBC station in London was providing regular, daily televi-
sion to a limited audience. This station continued operating until
1939, when war conditions made it necessary for the BBC to discon-
tinue its television broadcasts. After the war, however, television
developed less rapidly in Great Britain than in the United States.
Although the London station returned to the air in 1946, the BBC
had only five television stations in operation by 1952, as compared
with 129 stations in the United States at the end of the same year.

Television created a serious financial problem for the BBC. Vir-
tually all its revenues come from an annual license fee levied on
eachreceiving set,amounting at the end of the war to £1 (equivalent
at the time to $2.80) for each home equipped with a radio set. Later,
to pay the costs of increased television operation, the fee for a com-
bined radio and television license was increased to £4. However,
one quarter of this was an excise tax that went into the public trea-
sury, so that, after costs of collection and the £1 allowed for radio
were deducted, something less than £2 per home per year was avail-
able for the support of television. In the year ending in March 1953,
the television tax was paid by set owners in approximately 2.15
million homes, providing revenues for BBC television of only about
$12 million a year—not a very impressive figure when compared
with the 1952 gross revenues of $324 million reported by American
television networks and stations. In addition to this financial short-
fall, BBC was faced with an increasing demand from its viewers for

2UNESCO, World Communications.



“I'm a two-time offender—listened to the BBC without a license."

a second television service to allow for a choice of programs. Such a
service simply could not be provided with the money then available
to BBC.

As a result, the British government was forced to abandon, for
television only at that time, two of the principles basic to the Euro-
pean system: monopoly in broadcasting operations and noncom-
mercial programming. In 1954, Parliament passed an act creating,
side by side with the BBC, a second government corporation, the
Independent Television Authority (ITA). In 1973, when commercial
radio was approved, the name was changed to the Independent
Broadcasting Authority (IBA). In conformity with the act’s provi-
sion, the IBA has constructed and provides all engineering services
for a system of television stations, one in each major population
center in Great Britain and Northern Ireland. These stations are
leased by IBA to private commercial companies or contractors; the
contracting companies build and maintain their own studios, pro-
vide programs for broadcast, and sell commercial announcements
to advertisers. For several hours each week most of the IBA stations
are linked together for network broadcasting; at other times, sta-
tions are programmed independently with films, tapes, or locally
originated programs.
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During the spring of 1964, the British government authorized a
second noncommercial BBC television service or channel, and pro-
vided for the construction of stations to carry the new network’s
programming. To finance the new network, the radio-television
license fee was raised in 1965 to $14 a year. As a result, viewers in the
larger cities of Great Britain have had access since April 1964 to
three television services, or channels—two BBC noncommercial
services and a commercial service offered by the IBA stations. So,
since 1954, Great Britain has had a mixed, or dual, system of broad-
casting for television—with radio becoming a dual system in 1973.

By the mid-1970s, program content on the two BBC channels
included news, documentary, and information programs (31%);
feature films and series (15.5%); outside broadcasts (14%); light
entertainment and family programs (13.5%); educational broad-
casts (11.1%); drama (8%); religious programs (2.2%); and music
(1.6%). Average weekly composition of IBA programs is plays,
drama, and serials (20%); news, documentaries, features, and out-
side broadcasts (18%); entertainment and music (14%); sports
(13%); feature films (12%); education and school programs (10%);
and religious (3%).3

Broadcasting in the Soviet Union

As the British broadcasting system has influenced most of Western
Europe, so has the Soviet system been adopted by (or imposed on)
most countries in Eastern Europe. An analysis of this system will
parallel our study of Great Britain.

All broadcasting in the U.S.S.R. is state operated. Since 1971,
control has been vested in a Union Republic State Committee of the
U.S.S.R. Council of Ministers. The chairman of the State Television
and Radio and Committee of the U.S.S.R. Council of Ministers is
thus a member of the government.

Because of its vast size and the diversity of its states and autono-
mous republics, the U.S.S.R. does not have a completely centralized
broadcast operation. Broadcasts originate from the capitals of all
states and republics and from territory and district centers. In every
other respect, however, the U.S.S.R. holds fast to the essential fea-
tures of the European system—government ownership, monopoly,
noncommercial operation and financing provided by taxes or
license fees.

JUNESCO, World Communications.
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Soviet Radio The Central Radio Service from Moscow broadcasts
seven program services, all in Russian. The first program service
provides information programs covering national and interna-
tional affairs; news bulletins; talks and commentaries; interpreta-
tive features; programs for young people; literary, musical, and
children’s features. The second service broadcasts 48 news bulletins
a day covering national and foreign events and, for the remainder of
the time, music and light entertainment. The third service is of a
general educational nature, including literature and music. The
fourth (FM) program service carries music, literature, and drama of
a somewhat higher quality than that provided by the third pro-
gram. The fifth is a sociopolitical, news and music service intended
for Soviet citizens living abroad. The sixth and seventh program
services, designed for listeners in the eastern regions (Far East,
Siberia, central Asia, and Kazakhstan), are primarily repeats of the
first service, scheduled to allow for time differences.

In the mid-1970s, the Central Radio Service’s weekly schedule
included news broadcasts (13.2%); sociopolitical, economic, scien-
tific, cultural, and sports broadcasts (15.5%); plays and literature
(9%); broadcasts for children and young people (13.7%); music
39.1%); and other broadcasts (8.5%).4

Local broadcasting stations in the various republics, territories,
and regions operate their own stations, under the supervision of
television and radio committees, relaying programs from Moscow
and originating their own programs in one or another of the 67
national languages of the U.S.S.R. There are 10 main area, 200
municipal and 2,824 regional radio broadcast offices in Russia.

Soviet Television Russia was experimenting with television broadcast-
ing as early as 1931, and by 1938 stations were operating in both
Moscow and Leningrad. A third station, in Kiev, was commissioned
in 1951. By the end of 1972, approximately 300 main stations and
1,000 relay stations were on the air, broadcasting either programs
from Moscow or locally originated material.

The Central Television Service in Moscow offers five program
services. The first service reaches all parts of European Russia and
some parts of Central Asia and Siberia and carries information,
sociopolitical, cultural, and educational programs. The second ser-
vice serves Moscow and the surrounding area with a large variety of
information and feature programs. The third service is educational,
related to secondary-school and university curricula and to the pro-

“UNESCO, World Communications.
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fessional requirements of specialists in the national economy. The
fourth service, also educational, is described by the Soviet govern-
ment as a cultural and scientific university for the millions. Both the
third and fourth services can be received only in and around Mos-
cow. The fifth service is designed for the more remote parts of the
U.S.S.R. and is transmitted by satellite. It seems evident from the
above that the tightly controlled Soviet system of broadcasting
deals with television more as an instrument of education, informa-
tion, and culture than as a source of entertainment.

Advantages of the European System

For those countries in which it is used, the European system offers
several obvious advantages. To begin with, the European system
offers economy in programming. While many countries encourage a
degree of local programming, the major emphasis of virtually all
systems is on programs provided on a centralized network basis. A
single program produced in national headquarters is carried by
stations throughout the nation, instead of each station’s having to
provide its own programs. Money available for programming can
consequently be spent to provide programs of better quality than
would otherwise be possible. In addition, with only a single
employer of broadcasting talent, there is no competitive bidding for
the services of such personnel as writers, actors, producers, direc-
tors, and musicians. Artists’ fees and program costs are kept at a
much lower level than is possible in the United States. The combi-
nation of monopoly and centralized programming also contributes
to national unity. The influence exerted by radio and television is
applied in exactly the same way, and through the same programs, in
every section of the country.

Government ownership and control also allow broadcasting to
be used as an instrument of culture and mass education to an extent
not possible under a commercial system. The government broad-
cast agency can present operas, concerts by major symphony or-
chestras, and dramatic programs using the classics of the theatre; it
can provide talks by educators, scientists, and leading literary
figures. Programs chosen for their cultural and educational values
actually do make up a considerable portion of the offerings of both
radio and television in nearly- every country using the European
system of broadcasting. There is no pressure from advertisers who
demand large audiences, and for the most part there is no competi-
tion for listener attention from programs with greater popular ap-
peal. With broadcasting a monopoly, the listener tunes in the one
program offered at any given time, or he does not listen at all.
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Disadvantages of the European System

In that same lack of choice on the part of the listener lies one of the
weaknesses of the European system. In the United States, at least,
program decisions are made by the management of stations and
networks who are, in most cases, striving to attract the largest pos-
sible audiences. As a result, it can be said that most programs are
aired because the public wants them. In countries where broadcast-
ing is a government monopoly, on the other hand, the controlling
agency decides what is to be broadcast, sometimes with little re-
gard for the preferences or interests of the listening public. Sir John
Reith, director general of the British Broadcasting Corporation for
more than 15 years, expressed a common philosophy in the Euro-
pean system in these words: “It is occasionally indicated to us that
we are apparently setting out to give the public what we think they
need—and not what they want. But very few know what they want
and very few what they need.”

A second weakness in the European system is the lack of
stimulus to experiment with new programs and new program
forms—a lack resulting from the absence of competition. It must be
admitted that in some countries, notably Great Britain, improve-
ments in production techniques for dramatic programs came at
least as rapidly as they did in the United States; however, overall,
European broadcasting has been conspicuously slow to develop
new types of programs. Until the end of World WarI1, the only radio
program forms in use in most European countries were those that
had existed in the United States before 1930. Comedy-variety pro-
grams, serial drama, quiz programs, situation comedies, audience-
participation programs, panel discussions—these forms of enter-
tainment were not provided by European stations before 1945.
Since the war, European broadcasting has borrowed heavily from
the United States, and most of the program forms that have been
used in this country are also offered by European broadcasting
systems; but, without competition between stations or networks for
audiences, there is no particular reason for European broadcasters
to experiment with new ideas or new forms in programming.

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

A third and serious shortcoming of the European system, at least
from the point of view of those interested in democratic govern-
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ment, is the ease with which a government-owned system can be
made an instrument of political propaganda. Adolf Hitler, after be-
coming chancellor in 1933, made extremely effective use of radio to
indoctrinate the people of Germany with his Nazi philosophies. In
many Eastern nations today, radio and television are used heavily
for propaganda in support of the group in power. On the other hand,
in the countries of Western Europe, there is little overt propaganda
in support of government policies, although the opportunity to use
broadcasting for such purposes is always present. The charter of the
BBC, for example, provides that the British Broadcasting Corpora-
tion is required to broadcast “any announcement’’ requested by
“any department” of the government. Even without overt pro-
paganda on the government-owned broadcasting facilities, news
broadcasters in most countries are often somewhat cautious in their
reporting of events that reflect unfavorably on the party in power.
Also, although radio and television time is provided freely for
speakers who support government policies, most European broad-
casting systems—Great Britain is an exception—are less likely to
provide time for speakers who are vigorous in their criticisms of
current government activities. Even in highly democratic coun-
tries, there is always the possibility that the government-owned
broadcasting facilities will become an instrument for direct or indi-
rect propaganda in support of the party controlling the government.

THE AMERICAN SYSTEM

The commercial system of broadcasting in use in the United States
contrasts strongly with the European system. Virtually all stations
in this country are owned by private corporations or individuals,
not by the federal government. A significant number—predom-
inantly educational FM radio stations and educational television
stations—are owned by tax-supported universities; others are
owned by branches of state government—usually some form of
educational broadcasting commission; still others are owned by
municipalities or local school systems. No station engaged in do-
mestic broadcasting, however, is owned or operated by the federal
government.®

SA compilation from listings in the 1976 Broadcasting Yearbook showed that of 8,808
AM, FM, and television stations on the air in December 1975, only about 220 stations
were owned by tax-supported state universities, local school districts, or other agen-
cies of state and local government.
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Not only are nearly all stations privately owned and operated,
but also there is a high degree of diffusion of station ownership. In
some countries with private ownership, such as Spain, Mexico, and
Chile, 20, 30, or more important stations may be licensed to a single
owning corporation. In the United States, by government regula-
tion, no individual or company may own more than seven standard
(AM) radio stations, seven FM stations and seven television sta-
tions. Consequently, the almost 8,000 commercial radio and tele-
vsion stations operating in this country at the beginning of 1976
were owned and controlled by nearly 6,000 separate individual
owners or groups. Although a few large companies own several im-
portant stations each, station ownership, on the whole, is widely
diffused in the United States.

Centralized programming or centralized control of program-
ming simply does not exist in our country to the degree that it can be
found in other systems. The national television networks do provide
a degree of centralization since these networks provide most of our
better programs, but they are owned by three separate companies
that compete vigorously with each other. Certainly they do not
cooperate in the planning of their programs. Moreover, the three
television networks supply only about 60 percent of the programs
broadcast by the nation’s commercial television stations, and the
four radio networks account for not more than 10 percent of the
program time of our commercial radio stations. Most radio pro-
grams and a substantial proportion of the television programs
broadcast in this country originate locally, with each station de-
termining for itself what programs it will produce and what net-
work or syndicated programs it will put on the air. Certainly, there
is no centralized control over programs in America of the type that
exists in countries operating under the European system.

American broadcasting is commercial. We do have noncom-
mercial stations, but they are a decided minority. In 1976, nearly 90
percent of all American radio and television stations were commer-
cial. These stations, like our national networks, depend for their
revenues on the sale of time to advertisers. They receive neither
appropriations from government nor funds from a tax on receiving
sets. To survive in this country, under present law, broadcasting
must operate on a commercial basis.

Finally, broadcasting in the United States is highly competitive.
Stations compete both for advertising revenues and for audiences.
To be attractive to advertisers, a station must first have listeners; to
get those listeners, it must provide programs that can compete ef-
fectively with the programs offered by other stations. National net-
works compete with one another for advertising revenues, for out-
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standing programs, for the most popular entertainers and for
affiliations with the best stations available in each community.

So, the American system of broadcasting is distinguished from
the European system by five characteristics: (1) Stations are pri-
vately owned; (2) there is wide diffusion of ownership; (3) there is no
central planning of programs or centralized control over programs;
(4) stations are commercially operated; and (5) there is a high de-
gree of competition between stations and between networks.

The above discussion of the American system, of course, refers
only to commercial broadcasting in this country. A parallel but
much smaller system of approximately 1,000 noncommercial sta-
tions has also evolved (mainly over the past 30 years) with some-
what different characteristics. Nearly all the stations are owned by
educational institutions, by community or state organizations, or
by religious groups. The stations are not commercially supported;
they rely instead on outside sources—university budgets, direct tax
appropriations, donations, foundations, and the like—for their
support. There is little competition between noncommercial sta-
tions, for two such stations are seldom in the same market or after
the same audience. A sense of competition for audience may exist
between commercial and noncommercial stations, but the intense
competition one finds between commercial stations simply does not
exist in the noncommercial area.

On the other hand, the ownership of noncommercial stations is
even more widely diffused than that of commercial stations. Some
states do own networks of noncommercial television and FM sta-
tions but few other organizations are willing or able to assume the
responsibility of supporting more than one or two such stations. The
noncommercial system is also relatively decentralized. The Public
Broadcasting Service (PBS) and National Public Radio (NPR) do
provide some centralization of programming, but these organiza-
tions provide even less programming than do the commercial net-
works and they depend, in large measure, on programs produced by
member stations.

The commercial and noncommercial systems in the United
States, then, are similar in two particulars—diverse ownership
and decentralization—and different in three—kind of ownership,
sources of income, and amount of competition.

Advantages and Disadvantages of the American System

Like the system of broadcasting used in Europe, the commercial
system that has developed in the United States has its advantages
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and its disadvantages. It cannot operate on any unified, predeter-
mined plan; wide diffusion of ownership makes systematic central
planning impossible. Especially for radio, lack of such planning has
resulted in the establishment of far more stations than are needed
to meet the real needs of listeners—in fact, there are more stations
than can be supported adequately by the advertising revenues
available. Such an absence of central planning and control is
economically inefficient; there is tremendous duplication of effort
by stations and networks; network competition for programs and
for outstanding entertainers has forced program costs to levels far
above those existing in countries with broadcasting monopolies.

Problem of Cultural Programs  Another major weakness is found in the field
of cultural programs. No one would argue that the American system
allows full use of the potentialities of radio and television for raising
our standards of literary and musical appreciation. Symphonies,
complete operas, and dramatic programs cf outstanding literary
value are common in European broadcasting but much less com-
mon in the United States. With relatively few exceptions, cultural
programs in this country attract small audiences; therefore, adver-
tisers who wish to reach the greatest number of listeners possible
are not usually interested in sponsoring such programs. Lacking
advertising support, cultural programs tend to be crowded out of
the schedules of American commercial networks and stations by
programs on the mass-entertainment level.

Most of our noncommercial television stations are members of a
fourth network called the Public Broadcasting Service (PBS), and
most noncommercial radio stations belong to National Public
Radio (NPR), a radio network service. These noncommercial net-
works and the stations they serve do carry more cultural program-
ming than do their commercial counterparts, but the audiences for
these programs are usually quite small when compared with audi-
ences for commercial entertainment. The Corporation for Public
Broadcasting (CPB), for instance, estimated that during November
1976, only 26.7 percent of the television homes in the United States
tuned in even one public television program in a given week.

Discussion of Public Issues On the other hand, the American system of
broadcasting does provide opportunities for the airing of controver-
sial issues of public concern. Perhaps the greatest advantage of our
system is the fact that it is a system of private ownership, with
programs largely free from direct government control. True democ-
racy demands an informed public, and broadcasting has become an
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important agency through which the public may be informed.
Under a system of government ownership, information is not al-
ways provided on a two-sided basis; at worst, broadcasting may be
used as a vehicle for out-and-out government propaganda and, at
best, the broadcasting organization can hardly be expected to take
positions highly critical of government policies. Here in the United
States, however, broadcasters do not depend on the government for
support: they are as free to criticize as they are to commend, and
many take advantage of that freedom. Radio networks provide
commentary programs, some of which are highly critical of the
party in power. Television networks schedule many programs in
which government spokesmen are called upon to answer the fre-
quently embarrassing questions posed by a panel of informed inter-
rogators (as in Meet the Press); in others, analyses of government
proposals are presented in documentary form, with at least as much
attention given to flaws as to possible virtues. In addition, owners of
many stations use their facilities to present editorial opinions that
are as often critical as commendatory of actions of the local or
national government.

In short, the possibility of free discussion of vital public ques-
tions, and the resulting wide dissemination of information on issues
of importance, is one of the major advantages inherent in the Amer-
ican system of broadcasting.

Listener Influence on Programming One characteristic of the American sys-
tem is considered by some to be an advantage and by others, a
disadvantage. In this country, each listener selects from a consider-
able variety of programs those that satisfy his own special interest
and tastes. On a larger scale, the public collectively selects the
programs that best satisfy the public’s collective tastes. If substan-
tial numbers of listeners tune in a particular program each week,
the program remains on the air. If, on the other hand, a program
fails to attract a reasonably large audience, that program will usu-
ally be dropped, and networks and stations are not ordinarily in-
clined to introduce other programs of the same general type. In a
European system, the public gets programs that those who control a
government agency think listeners “‘ought to have”; in the system
used in this country, listeners get the programs that they themselves
select—or at least programs that are attractive to major segments
of the total listening public.

It is often argued that, while the public does have the power to
select or reject programs, it has virtually no control over the range
of choices presented or the specific programs on the network
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schedules. While the American public does have a kind of ““voting"’
power, the argument goes, it has little to say about the “nominat-
ing” process, which is entirely in the hands of network program
executives. This argument may have some validity, but the fact
remains that American broadcasting provides more program vari-
ety than any other system in the world.

Whether this listener influence on programming is an advantage
or a disadvantage is a matter of individual opinion. It does result in
the broadcasting of fewer cultural programs, and critics charge that
radio and television cater to the tastes of the mass audience while
ignoring the interests of intellectual minorities. Others feel, how-
ever, that this appeal to a mass audience is one of the strengths of the
American system and is entirely appropriate in a country as com-
mitted to mass democracy as we are.

STUDY AND DISCUSSION QUESTIONS

1. Select a specific country and prepare a report on the system of broadcasting
that developed in that country. Include in the report the following:

a. The types of control of broadcast media, including a general description
and the specific controlling body or bodies

The method(s) of financing the system

Sources of programming

Degree of centralization of programming and production

Methods of distribution

The strength, number, and nature of local stations

Policies relating to the use of programs from other countries
Penetration of radio and television in the society

sea~eoong

2. The system of broadcasting in the United States is devoted primarily to
entertaining its listeners, with providing information decidedly a secondary
goal. In other countries, broadcasting is seen as a means toward other
ends—improving the cultural level of the people, raising educational stan-
dards and achievement, promoting national unity, presenting social goals
and norms, and the like. Examine the system of broadcasting in a country that
uses its system to advance one or more of these goals (Great Britain, the
U.S.S.R., a third-world nation) and explore the differences between the
system you selected and the American system. Consider the following:

Differences in program content

Degree of government control

The amount of entertainment material available and its nature

Available evidence indicating the degree to which broadcasting is suc-
ceeding in advancing the desired goals

a0 oW
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3. Study the noncommercial radio system in Great Britain with particular em-
phasis on the period before 1973 when all radio in the country was noncom-
mercial. Report on or be prepared to discuss the differences between radio
broadcasting in the United States and in Great Britain. Consider the foliow-
ing:

Source(s) of financial support
Leveis of financing

Programming philosophies

Kinds of program offered
Classification of programs by type
Public reaction to the service

A L

4. Report on or be prepared to discuss the extensive public debate that pre-
ceded the addition of a commercial television system to BBC-TV in Great
Britain. Consider the arguments for and against commercial television and
the relative merits of each in light of the British experience with commercial
television.

5. Report on or be prepared to discuss the differences between the system of
commercial television in Great Britain and the system in the United States.

6. Discuss some of the advantages to the listener of centralization of program-
ming decisions and production. Weigh these against the disadvantages you
feel are relevant and decide whether or not you feel such centralization would
be desirable in the United States.

7. There are critics of broadcasting in the United States who say that the domi-
nance of the three major networks (ABC, CBS, and NBC) creates a situation
in which broadcasting—at least television broadcasting—in this country is
just as centralized as it is in the European system. Examine this position and
see what support you can find for it. What argument can be made against the
position?
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Broadcasting in the United States did not become an important
agency of mass communication overnight. Like other forms of
communication and entertainment, it developed slowly, and after
more than half a century broadcasting is still changing.

For several decades before 1900, scientists had experimented
with the transmission of wireless signals. In 1901, Guglielmo Mar-
coni succeeded in sending a signal in Morse code across the Atlantic
Ocean, and in the next few years, wireless was increasingly used as a
means of point-to-point communication. In 1910, radio had de-
veloped sufficiently that Congress passed a law requiring installa-
tion of wireless equipment on certain passenger vessels sailing
under the American flag. In the same year, Lee de Forest, who had
earlier invented the audion tube, which made possible the trans-
mission of music or of the human voice, put on the air what was
possibly the first broadcast—the voices of opera singers Enrico
Caruso and Emmy Destinn from the backstage area of the Met-
ropolitan Opera House in New York. For the next half dozen years,
various types of program materials were transmitted by other ex-
perimenters, but, in the main, radio in these years was seen primar-
ily as a method of wireless point-to-point communication for inter-
national and maritime use. Following our entry into World War Iin
1917, however, the government took over all wireless installations
and brought experimentation with radio temporarily to an end.

When radio transmitters were returned to their private owners
early in 1920, equipment manufacturers and amateur radio en-
thusiasts renewed their experiments with the broadcasting of radio
programs—talks, vocal music, or music from phonograph records.
These transmissions, like the de Forest experiment in 1910, were
early forms of broadcasting—the dissemination of radio signals in-
tended for-reception by the general public, as opposed to point-to-
point communication by wireless. Listeners were few, however, be-
cause broadcasting had yet to be successfully exploited as a medium
of mass entertainment.

Most historians consider that regular broadcasting in the United
States began on November 2, 1920; on that date station KDKA at
Pittsburgh reported the Harding-Cox presidential election returns
by radio and inaugurated a regular daily program service. By Jan-
uary 1922, a number of other stations were also broadcasting reg-
ularly, and radio was beginning to be recognized as an agency of
mass communication.
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THE NONCOMMERCIAL ERA

During 1922, interest in radio increased tremendously. By the end of
that year, licenses had been issued to 666 stations,! and receiving
sets were in use in nearly a million American homes. The new me-
dium had little resemblance to the agency of entertainment and in-
formation it was to become even half a dozen years later. Equip-
ment was primitive; most stations operated with power of no more
than 50 watts; only a very few stations were broadcasting on a regu-
lar daily basis, and those provided programs for only 2 or 3 hours
each day. During those early years from 1920 to 1922, American
radio was nothing more than an interesting novelty.

Early Radio Stations

Between 1923 and the end of 1925, the Department of Commerce
issued an additional 766 licenses, bringing the total number of sta-
tions authorized to more than 1,400. Fewer than half of this number,
however, actually went on the air, and many surrendered their
licenses within a few weeks or months after the authorizations were
issued. The 1925 annual report of the Department of Commerce
indicates that only 571 stations were actually operating at the end of
that fiscal year. Even the stations that stayed on the air had financial
problems; until the late months of 1925, radio was almost com-
pletely noncommercial, and operating costs had to be borne by
station owners themselves. Perhaps 30 or 40 of the “big”’ stations of
the period were relatively well financed; these were outlets licensed
either to major electronic companies that manufactured radio re-
ceiving equipment or to insurance companies, large-city depart-
ment stores, or major newspapers, which received advertising value
from the operation of their stations. Most early radio stations were
small-time affairs, licensed to local radio repair shops, hardware
stores, small daily newspapers, sometimes to operators of ball-
rooms or local motion picture theaters, frequently to private indi-
viduals who were simply “interested in radio” or who wanted the
satisfaction of presenting their ideas over the air. Up to the end of
1925, licenses had also been issued to no fewer than 153 schools and
colleges and to 71 local churches or other religious organizations.

'The First Decade of Broadcasting (New York: Broadcast Pioneers, 1958).
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These smaller stations frequently operated for only an hour or two
each week, often on a completely irregular basis. While owners of
major stations provided budgets of several thousand dollars a year
for their broadcasting operations, the annual expenditures of
smallerstations were usually limited to a few hundred dollars. Even
this was more than many licensees could afford; throughout the
period, scores of stations surrendered their broadcasting llcenses
each year, to be replaced by other small stations.

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

Early Radio Programs

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



The Development of American Radio

43

THE RISE OF COMMERCIAL RADIO

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

Possibly the year 1927 can be designated as the one in which
American radio became really commercial; it was the first complete
year of operation of permanent commercial radio networks. For
some years before 1927, however, a few stations had operated on
what was at least partially a commercial basis. Station WEAF? in
New York broadcast advertising programs as early as the autumn of
1922; other broadcasters followed WEAF's example, and by the
winter of 1924-~1925 a number of advertisers in large cities were
using radio on a regular once-a-week basis. However, sponsored
programs made up only a small proportion of the total program
offerings even of major large-city stations. During a typical week in
January 1926, station WJZ, one of the two or three leading stations
in New York City, broadcast a total of 123 programs, of which only
6 were presented on time paid for by advertisers. Radio was becom-
ing commercial, but through 1926 no station had advertising reve-
nues large enough to pay ordinary costs of station operation.

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

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



"These commercials won't last long—people won't put up with them.”
Station Licensing

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

3*'Breakdown of the Act of 1912,” included in Frank J. Kahn (ed.), Documents of
American Broadcasting (New York: Appleton-Century Crofts, 1973), p. 17.
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The newly created commission took immediate steps to correct
the situation. Many stations were taken off the air entirely. Those
remaining were forced to comply with the commission’s restric-
tions on frequencies, power, and operating hours. By the end of
1928, broadcasting licenses issued by the commission were held by
620 stations, of which 325 shared time with other stations using the
same frequency and located in the same general area, while the
remainder were authorized to operate on a full-time basis. Among
stations on the air during the autumn of 1928 were 53 outlets owned
by colleges or universities, 7 operated by public school systems, and
49 others licensed to churches or other religious organizations.
Practically all the educational or religious stations were part-time
operations, on the air for only 2 or 3 hours a day.

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

Improvements in Equipment

At the same time that operating power was being increased, stations
were making improvements in transmitting equipment and in
studio facilities. Many stations built studios large enough to allow
the origination of programs by full orchestras; some also made pro-
vision for the seating of studio audiences of as many as 100 people.
Typical of the improvements in equipment was the replacement of
the early carbon microphones by more effective types; by 1930,
velocity or “‘ribbon” microphones had become standard in all but
the smallest stations.

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

Development of Networks

With stations operating more efficiently, and with improved recep-
tion and resulting increases in total listening, conditions were fa-
vorable for the next bold experiment in the development of radio—
the establishment in 1926 of the first permanent radio network. The
idea of linking stations together by telephone lines for simultaneous
broadcasting of programs was nothing new; as early as January
1923 the first recognized ‘“‘chain” broadcast had been presented
over facilities of WEAF in New York and WNAC in Boston. Five
months later, a program originated by WEAF was carried over an
experimental network that included WGY in Schenectady, KDKA
in Pittsburgh, and KYW in Chicago. By 1924 network broadcasting
had so far developed that during the winter of 1924-1925 and again
during the following season two different groups of stations were
operating on an informal network basis; stations in each group
broadcast programs simultaneously three, four, or five evenings
each week. One of these informal networks had WEAF, then owned
by the American Telephone and Telegraph Company (AT&T), as its
New York originating station; the other was under the leadership of
WIJZ, also in New York, and owned by the Radio Corporation of
America (RCA). Most of the stations in each group were owned by
electronics companies. '

The success of these informal networks or chains of stations led
to the incorporation in November 1926 of the National Broadcast-
ing Company (NBC), a wholly owned subsidiary of RCA created for
the express purpose of engaging in network operation. The new
company inaugurated service on November 15, 1926, with pro-
grams fed by telephone lines to a group of 20 stations making up
what was to be known as the NBC Red Network. Originating station
for the chain was WEAF in New York, which RCA had purchased



Figure 3-1 Guglielmo Marconi (right) with David Sarnoff of RCA in the 1920s
(Courtesy Broadcast Pioneers Library)

from AT&T a few weeks earlier. On January 1, 1927, 6 weeks after
the start of NBC-Red, the NBC Blue Network 4 commenced opera-
tions, with WJZ serving as its New York key station. For the first few
weeks this second network group consisted of only five stations, all
in cities in the northeastern or north central states, as were the

4The Blue Network continued as a part of the National Broadcasting Company until
February 1942, when it was formally organized as a separate corporation. In October
1943 the new company was purchased by a group headed by Edward J. Noble. The
Blue Network name continued to be used until June 1945, when the corporation was
officially designated as the American Broadcasting Company.



48

Chapter 3

stations making up the NBC Red Network. During 1927, service
from both network groups was extended to several stations in
southern or southwestern states.

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

Programs before 1930

Before the winter of 1924-1925, practically all programs presented
by radio stations fell within the broad categories of talks, musical
recitals, and remote pickups, with some stations providing music
from phonograph records. During the middle 1920s, as larger
studios became available, several of the more important stations
began to provide more elaborate types of programs. Four or five
stations in the midwest and south developed late-night programs
using a loose variety form. Others scheduled programs featuring
local dance orchestras. A few—WGY in Schenectady in partic-
ular—experimented with dramatic programs presented by ama-
teur actors; materials used were in most cases one-act plays written
for production in theaters. A new form for radio was the program
featuring a “song-and-patter” team, borrowed directly from vaude-
ville. Several such teams of entertainers traveled from station to
station on a sort of organized circuit basis, each team remaining
not more than a week or two in any one city. During 1927 and 1928,
a few stations carried weekly or daily variety programs on a semi-
sponsored basis; an advertiser paid the costs of presenting the
program, which carried his advertising messages, but no payment
was made for station time. The earliest sponsored programs for

3The company was originally incorporated as the United Independent Broadcasters.
Before the network's inaugural program, the company was purchased by the Colum-
bia Phonograph Company and given the name Columbia Phonograph Broadcasting
Company. In 1928, the network company was sold again, and in January 1929 it
officially became the Columbia Broadcasting System.



Figure 3-2 William Paley, who has managed the fortunes of the Columbia Broadcasting
System (CBS) since 1928. (Courtesy Broadcasting Pioneers Library)

which advertisers paid for both station time and production costs
were usually straight talks. However, for a year or more before the
establishment of permanent networks, many stations in large cities
were presenting weekly sponsored musical programs, usually
featuring small orchestras or novelty musical groups.

When national networks were organized, it was natural that
their schedules should include a number of the programs already
being presented on the networks’ key stations in New York, usually
programs featuring musical organizations. In addition, several
elaborate new programs were developed, some paid for by spon-
sors, others provided by the network company on a sustaining
basis.¢ During January 1927, the weekly schedules of the two net-

A sustaining program is not sponsored and contains no advertising announcements;
consequently it brings in no revenue to the network or station. In some cases, produc-
tion costs of sustaining programs are paid by the station or network presenting them.
In other cases, they are produced by an interested agency (for example, the Treasury
Department, religious groups) and donated to individual stations.
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works operated by NBC included a total of 22 hours of evening
programs, of which 16 hours were sponsored. Among the programs
presented by advertisers were a 1-hour variety program, an opera
broadcast by the Chicago Civic Opera Company, a concert by a
symphony orchestra, 12 hours of popular or concert music and two
half-hour talk programs. Evening sustaining programs included a
2-hour symphony program, a 60-minute musical comedy, 2 hours of
concert music, a 30-minute hymn program, a religious talk, and a
15-minute commentary on Washington politics. Daytime program-
ming was limited to 4 hours of sustaining religious programs on
Sunday afternoons, and three 15-minute sponsored cooking talks on
weekday mornings. There were no dramatic programs, no daily
news broadcasts, no audience-participation programs.

As the number of network programs increased during the next 2
years, music continued to dominate evening network schedules,
and daytime offerings consisted entirely of various types of talks.
However, a few new program forms were introduced. By the winter
of 1928-1929, evening programs included a minstrel show, two pro-
grams featuring comedy patter teams supported by popular orches-
tras, and seven or eight dramatic offerings. Patterns of network
programming were beginning to show the types of changes that
were to characterize the next decade.

Revenues from Advertising

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

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

The Expanding Audience

Radio’s possibilities as an advertising medium were naturally de-
pendent on the number of prospective buyers of advertised products
who could listen to broadcast programs. From 1930 to 1941, the
number of radio-equipped homes increased steadily. In 1930,
homes with radio receiving sets had reached a total of nearly 12
million (46%)—more than double the number reported four years
earlier. In 1935, almost 23 million families (67%) had access to
radio; by 1940, there were nearly 30 million receivers (81%) in-
stalled in listeners’ homes, and more than 7 million automobiles
were equipped with radio sets. As the number of radio homes in-
creased, the amount of listening done by members of family groups
was also becoming greater. In 1930, the average radio set was prob-
ably used no more than an hour or two a day, partly because net-
works and many stations offered only a limited amount of daytime
programming and partly because the number of outstanding even-
ing programs was still decidedly small. But by 1940, average listen-
ing per home had increased to at least 3 or 4 hours each day; more
good programs were available, stations were operating on a full-
time basis, and people had developed the habit of depending on
radio as their major source of entertainment. In 1940, any evening
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network program of average quality attracted an audience of from
4 million to 6 million families, while such favorites as The Jack
Benny Show or the Edgar Bergen and Charlie McCarthy program had
listeners each week in 9 million or 10 million American homes.

Network and Station Revenues

As radio listening increased, so did network and station revenues
from the sale of time to advertisers. As shown in Table 3-1, the
industry’s total revenues doubled over the 5 years from 1930 to
1935, and almost doubled again between 1935 and 1940, and again
between 1940 and 1945. Almost equally important was the fact that
throughout the period a constantly increasing proportion of the
industry’s revenues from advertising went directly to stations, in-
stead of to network companies. National advertisers, during the
early 1930s, began to divert some of their radio advertising dollars
to what has become known as national spot advertising, buying time
for programs or in some cases for commercial announcements di-
rectly from stations in the areas or “spots” in which special adver-
tising coverage was desired. Use of national spot advertising con-
tinued growing, and local merchants kept increasing expenditures
for local radio advertising, so that starting with the year 1935, sta-
tion revenues from sale of time exceeded the amounts spent each
year for network advertising.

Table 3-1 Revenues of Radio Networks and Stations from Sale of Time —
1930 to 1945 (in Thousands of Dollars)

For Calendar Years

1930 1935 1940 1945
From sale of time
by networks 27,694 39,735 73,789 133,973
From sale of time
by stations
National spot —_ 13,805 37,140 76,696
Local advertising 12,806 26,074 44,757 99,814
Total net time sales
for the year 40,500 79,614 155,686 310,483

From annual reports of the Federal Radio Commission and the Federal Communications Commission.
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The Station Situation

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

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

As shown in Table 3-2, increases in station power during the
1930s more than kept pace with the increase in the number of sta-
tions. In 1928, ten stations had been authorized to use maximum
power of 50,000 watts. In 1935, a total of 27 were in the 50,000-watt
category, and another was blanketing half the nation with full-time
power of 500,000 watts—the highest power ever used by a standard
AM station in the United States.” Five years later, the number of
50,000-watt stations had increased to 39, and an additional 140
stations used 5,000 watts power or more.

The amount of power used is a matter of considerable impor-
tance to standard AM radio broadcasting stations. Although power
is not the only factor determining a station’s coverage, high-
powered stations serve substantially larger areas and provide
stronger signals in their home communities than competing sta-
tions with less power; as a result, they usually have considerably
larger audiences than other stations in the area. This in turn makes
the high-powered station more attractive to national advertisers, so

For nearly 5 years between 1934 and 1939, station WLW in Cincinnati was licensed
to operate experimentally with power of 500,000 watts. At the end of its period of
special authorization in 1939, the station returned to its earlier power of 50,000
watts.
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Table 3-2 Radio Stations in Various Power and Operating Time Categories,
1928 to 1940

November 1928 February 1935 February 1940
(Authorized) (On the Air) (On the Air)

Stations Using Full Share Day Full Share Day Full Share Day
Daytime Power of Time Time Only Time Time Only Time Time Only

500,000 watts —_ —
50,000 watts 8 2
5,000 watts® 35 30
1,000 watts 36 49
250 watts 65 131
100 watts® 151 113
Totals 295 325

1 — — — —

22 5 — 34 5 —
26 14 4 114 12 14
119 38 19 89 26 30
79 55 18 270 21 41
8 75 20 60 26 12

332 187 61 567 90 97

1IINEEER

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

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

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

at least in the case of AM radio stations, increased power generally
results in larger total revenues and substantially greater profits.

Networks

The economic depression of the early 1930s had little real effect on
the two national network companies. The nation’s major advertis-
ers were becoming more and more convinced of the effectiveness of
radio advertising; as a result, network revenues continued to in-
crease in spite of the depression. As shown in Table 31, network
revenues from advertising expanded considerably over the period
from 1930 to 1935, and almost doubled between 1935 and 1940. In
1934, the two network companies already in the field were joined by
a third, the Mutual Broadcasting System, originally consisting of
only four stations, WXYZ in Detroit, WOR in New York, WGN in
Chicago, and WLW in Cincinnati. In 1936, Mutual added already
existing regional chains in New England and on the West Coast, and
the new network became an active competitor with NBC and CBS in
the sale of time to national advertisers.



The Development of American Radio

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

As the size of networks increased, so did the number of programs
provided for affiliated stations. In January 1930, the three then-
operating national networks offered a combined total of approxi-
mately 60 hours of sponsored programs each week, including 7
hours of daytime programming. Five years later, the four national
chains supplied a total of nearly 125 sponsored hours each week to
their affiliates; about 80 hours represented sponsored evening pro-
grams, and the rest were programs broadcast during the morning or
in the afternoon. In January 1940, the four networks combined car-
ried sponsored programs totaling 156 hours a week, including 87
hours of daytime programs. Time devoted to sponsored evening
programs decreased somewhat between 1935 and 1940, but the in-
creased number of affiliates meant that each program was broad-
cast by a larger number of stations and that network revenues from
sponsored programs were correspondingly greater.

The figures given refer only to sponsored programs provided by
the various networks for their affiliates. In addition, schedules of
each network included a substantial number of sustaining pro-
grams, which individual stations could broadcast or not broadcast
as they wished. For example, in January 1940 the four networks
supplied approximately 40 hours of evening programs and 80 hours
of daytime programs each week on a sustaining basis—three
fourths of the number of hours devoted to commercial programs.
Many of these sustaining network offerings were inexpensive pre-
sentations of talk or light music provided simply to fill gaps in the
networks’ schedules. Others were programs of considerable impor-
tance, produced each week at network expense. During the early
months of 1940, for example, the networks’ sustaining offerings in-

8At this time WLW in Cincinnati, broadcasting with 500,000 watts power, was a
member of the Mutual network; however, the station also carried both NBC-Red and
NBC-Blue programs and occasionally, by transcription, programs from the CBS
network.
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cluded 18 hours of serious music each week—a broadcast of a com-
plete opera as well as concerts presented by ten of the nation’s
leading symphony orchestras. Also carried by the networks without
sponsorship were several religious programs, four or five weekly
discussions of important public issues, a farm information program
6 days a week, a few educational programs for children of school
age, and about 30 news and commentary broadcasts each week.

The Expanding Industry

With four coast-to-coast networks, more than 700 commercial sta-
tions, and revenues from sale of time totaling more than $150 mil-
lion a year, radio by 1940 had become a major'business enterprise.
Equally important, it had become a very complex business involv-
ing a wide variety of special services beyond those provided by
networks and stations. To secure network time, and in many in-
stances to develop and produce programs for their clients, the
major advertising agencies were forced to create special radio de-
partments. News-gathering agencies originally established to pro-
vide a wire service for newspapers expanded their activities to serve
broadcasting stations.

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

°Functions performed by many of the most important components of the broadcast-
ing industry are discussed in more detail in Chapter 6.
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Industry Problems

The development of radio into an important industry brought new
problems into being for operators of networks and stations. One
such problem involved the use by broadcasting stations of news
from the wires of national news-gathering agencies—the Associated
Press (AP), the United Press (UP), and the International News Ser-
vice (INS). Disturbed by the increasing number of news programs
carried by stations and networks during the early 1930s, publishers
of newspapers determined to cut off the supply of news materials
used on such programs. Pressure was exerted on the three news
services; the result was that in 1933 the three news agencies an-
nounced that they would no longer accept radio stations or net-
works as subscribers, and that the news materials they provided
could not be used even by stations owned by newspapers. The fol-
lowing year, a compromise arrangement was worked out between
broadcasters and the news services under which a newly created
organization, the Press Radio Bureau, would supply a limited
amount of headline news each day to broadcasting stations, which
in turn were required to advise their listeners to read local news-
papers for complete details. The arrangement did not satisfy the
radio industry; networks moved in the direction of setting up
news-gathering organizations of their own, and many stations sub-
scribed to a newly created news service, Trans-Radio, which under-
took to provide national news for the exclusive use of radio stations.
Within 2 or 3 years, UP and INS gave up the fight and again made
their services available to networks and stations. In 1939, AP for-
mally withdrew restrictions on the use of its news on radio, and a
year later activities of the Press Radio Bureau came to an end.
Another problem for broadcasters involved royalties to be paid
for the use of copyrighted music. Even before radio became impor-
tant in the economic field, holders of music copyrights had been
organized in the American Society of Composers, Authors and Pub-
lishers (ASCAP) to collect royalties from theaters, ballrooms, and
producers of motion pictures for public performance of music.
When radio became a commercial undertaking, ASCAP issued
licenses allowing stations to broadcast music in return for payment
of annual fees usually based on station revenues. As revenues of
stations increased during the 1930s, license fees also increased. In
1937, ASCAP officials announced that when existing contracts with
radio stations expired in December 1939, the new contracts would
call for annual payment of license fees equal to 5 percent of total
station revenues. At this, the broadcasters rebelled. The NAB was
authorized to set up a new licensing agency to provide music for
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radio use. The new organization, Broadcast Music, Inc. (BMI), came
into existence in 1939; it entered into contracts with a number of
composers and music-publishing firms designating BMI as licens-
ing agent for the music they produced. However, very little BMI
music had become available by the end of December 1939 when the
ASCAP contracts expired; for several months during 1940 networks
and stations were forced to depend primarily on music in the public
domain for the programs they presented—music on which
copyrights had expired and which was not under ASCAP control.
The competition provided by BMI ultimately forced ASCAP to mod-
erate its demands, and since 1941 most broadcasting stations have
had licensing contracts with both organizations.

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

An event of major importance to the broadcasting industry was
the enactment by Congress of the Federal Communications Act of
1934, replacing the Federal Radio Commission with a new seven-
member Federal Communications Commission (FCC) as the regula-
tory body for radio. The new agency was granted substantially the
same powers over radio that had been exercised by the FRC; in
addition, the FCC was given the responsibility of regulating in-
terstate wire communication by telephone and telegraph.

Of importance, too, was the reorganization in 1938 of the Na-
tional Association of Broadcasters, making the organization a much
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more powerful and influential representative of the broadcasting
industry. In 1939, the NAB adopted a new and much more vigorous
industry code of ethics, setting up standards with respect both to
program content and to advertising and creating a code compliance
committee to insure station adherence to provisions of the code.
From the late 1920s to 1935, the NAB code had related only to
fairness in advertising; in 1935, provisions were expanded to in-
clude some aspects of programming; the 1939 code was expanded
even more, and included among other things specific limits on the
time that might be devoted to advertising in any broadcast pro-
gram.

Network Programs, 1930 to 1941

If radio’s economic development during the 1930s was impressive,
the advances made in network programming during the period
were little short of spectacular. Broadcasting had become an impor-
tant advertising medium; if network advertising was to be effective,
programs carrying advertising messages had to capture the atten-
tion of large numbers of listeners. Networks were forced to develop
more attractive programs than the talks and musical offerings pro-
vided during the first 10 years of radio’s history. With advertisers
willing to pay the bills, money was not a limiting factor. So begin-
ning in 1929 and 1930, radio entered an era of program experimen-
tation, invention, and development without parallel in any other
period in the history of broadcasting, or of any other branch of the
entertainment industry. Within 6 or 7 years, more than a dozen new
program forms appeared on network schedules—new at least to
radio, since some were borrowed from the theater, the motion pic-
ture, or the vaudeville stage. In fact, almost every type of program
used on television today, from variety to situation comedy and from
quiz shows to documentaries, had its broadcasting genesis in the
radio developments of the 1930s.

A stimulus to program experimentation was the tremendous
success of the Amos 'n’ Andy series, first scheduled on the NBC Blue
Network during the season of 1929~1930. The combination of com-
edy, excellent characterization, use of the same leading characters
in a continuing dramatic series, and effective use of radio’s ability to
stimulate the imaginations of listeners brought Amos 'n’ Andy a
tremendously large and loyal audience; during its first two seasons
on the air, it is estimated that the program was heard each evening
in more than half of all radio-equipped homes.
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Figure3-3 a. Rudy Vallee, host and b. Fanny Brice moved from the

star of an early variety program which Broadway stage to create the "Baby
introduced many radio performers who Snooks” character popular on radio for
later became well-known. (Courtesy years. (Courtesy Broadcast Pioneers
Broadcast Pioneers Library) Library)

Variety and Music Almost as attractive to listeners were radio’s new
variety presentations. An early form of variety had been introduced
on NBC'’s schedules before 1930; each week's broadcast offered a
different general type of material, from short dramatic sketches to
debates between congressmen. Closer to present-day forms on tele-
vision were (1) a vaudeville type of variety, first introduced in the
autumn of 1930 and using a different lineup of “guest’ acts from
vaudeville each week, and (2) the comedy-variety form, built
around a featured “name” comedian and one or more permanent
secondary characters, which appeared a year later. By the winter of
1933-1934, more than a dozen comedy-variety shows were pre-
sented by national networks each week, featuring such established
comedy stars as Eddie Cantor, Al Jolson, Will Rogers, Ed Wynn, and
Fred Allen, along with a comparative newcomer named Jack Benny.
Other variety forms introduced during the early 1930s included the
“barn dance”’ or “country and western music’’ type of program, the
form of daytime variety used in the Blue Network's Breakfast Club
(which started its long network run in the autumn of 1932), and the
“amateur contest” form, of which the Major Bowes Amateur Hour
was the most successful radio example.

No really new forms appeared in the field of musical program-
ming, although by 1934 or 1935 the novelty musical groups of early
network days had disappeared, their places taken by popular dance
bands. A substantial number of concert-music programs were car-
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ried during the 1930s, but the form used was essentially that of the
concert hall, transplanted to local and network radio in the middle
and later 1920s. One new idea did make its appearance in the field of
popular music with the introduction of the program Your Hit Parade
in the autumn of 1935; in each broadcast, the Hit Parade program
presented instrumental or sometimes vocal versions of the “top
tunes’’ of the week. Possibly this program was the inspiration for the
“Top 40" concept of formula program so widely used by radio sta-
tions since the late 1950s and early 1960s.

Dramatic Programs Broadcasts of dramatic materials became increas-
ingly popular during the 1930s as network program fare. Radio’s
first dramatic offerings were anthologies, using a new situation and
a completely new set of characters in each broadcast. The earliest
network anthology series was Collier's Hour, first presented in
1927-1928 and using dramatized adaptations of short stories ap-
pearing in current issues of Collier's magazine. But the dramatic
anthology had by far its greatest success in the Lux Radio Theater
program, which started a run of more than 20 seasons on network
schedules in the autumn of 1934. The anthology idea was also used
in a number of programs of the detective or adventure type, from
Empire Builders and True Detective Mysteries, both carried on net-
work schedules as early as 1928 and 1929, to the Warden Lawes
series, Gangbusters, and Famous Jury Trials, all introduced several
years later.

However, only a very small proportion of radio’s dramatic pro-
grams during the 1930s and later were presented in anthology form.
Far more successful were the new types of programs introduced
during the 1930s; these programs, like Amos ‘n’ Andy, used the same
leading character or characters in each broadcast in a series—
situation comedies, adventure programs, crime-detective pro-
grams, late-afternoon ““action” programs for children, and certainly
women'’s daytime serials. Showing the prevalence of imitation in
programming is the fact that although 30-minute situation com-
edies were offered in the late 1920s, the phenomenal success of the
15-minute Amos 'n’ Andy caused network companies to offer situa-
tion comedies only in 15-minute serialized form until the pattern
was broken by the introduction of The Aldrich Family in 1939. Al-
though evening crime or adventure dramas—Sherlock Holmes in
1930 and the highly successful Lone Ranger starting in 1934—were
presented as 30-minute programs, the 15-minute serial idea domi-
nated late-afternoon “action’’ programs for children throughout the
1930s. Serials reached their greatest importance in daytime
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dramatized stories presented for women listeners—programs pre-
sented in 15-minute episodes, five times a week, and usually with a
woman character in the leading role. Interestingly enough, the ear-
liest “daytime serials” for women were presented in early evening
hours—Myrt and Marge, The Goldbergs, and Clara, Lu and Em, all
introduced during the 1931-1932 season.!® Serial stories for
women, once introduced as daytime features, rapidly dominated
daytime network schedules; by the beginning of 1940, no fewer than
57 different serials were being presented five days a week, all but
four of them carried either by CBS or by NBC’s Red Network.

Other Types of Programs Most of the program forms used on radio or
later on television were direct borrowings from other and older
agencies of entertainment: musical programs from the concert
stage, the recital hall, or the ballroom; variety programs from the
vaudeville stage or from the Broadway revue; anthology drama
from the legitimate theatre; serial drama from the action-suspense
two-reel serials presented in motion picture theaters. The continu-
ing dramatic series used on radio and presenting the same leading
characters in each broadcast was probably an adaptation of a simi-
lar form used in motion pictures, especially in western shorts and

'The Goldbergs had been carried on network evening schedules during the two pre-
ceding seasons, but as a once-a-week, 15-minute program, presumably not using
serial form.
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occasionally in full-length family dramas. However, one category of
radio programs that developed during the 1930s was original with
radio and had no counterpart in any other medium of
entertainment—the group of programs involving audience partici-
pation and depending largely on human-interest values to hold the
attention of listeners. Some of these programs were simply inter-
views with “ordinary people”; others, like Professor Quiz or Old
Time Spelling Bee, both introduced during 1936~ 1937, made use of a
contest or quiz element and were the forerunners of the “game
shows” extensively used on daytime television later. Still others
were presented for comedy values; Truth or Consequences, first
broadcast in the autumn of 1940, made use of various “stunts” by
people selected from the studio audience. A variant on the
audience-participation idea was introduced in 1938 in Information,
Please; the program used a quiz format with questions directed at a
permanent panel of celebrities; it was the first of the panel shows,
which were later to become popular on television.

Along with entertainment features, radio networks offered news
and commentary programs. Such programs had been included on
network schedules from the beginning of network operations in
1926. However, the programs of Frederick William Wile, H. V. Kal-
tenborn, and David Lawrence were presented only once a week.
They were limited to commentary concerning events in Washington
and other capitals and made no attempt to provide up-to-the-
minute coverage of the day’s news. Network news broadcasting in
the strict meaning of the term dates from the autumn of 1930, when
NBC's Blue Network scheduled a 15-minute, early-evening news
series five times a week featuring Lowell Thomas; CBS followed
with a similar program a year or two later. News, however, did not
become a really important part of network service until the late
1930s, when events in Europe created an intense interest in national
and international affairs and when the ending of the “‘press-radio
war”’ increased the availability of news materials for use both on
networks and stations. One important innovation was the introduc-
tion on CBS during the 1931-1932 season of the March of Time, a
weekly 30-minute program dramatizing some of the major news
happenings of the week. This program, modeled after the newsreels
shown in motion picture theaters during the 1930s, was radio’s first
documentary series and was the forerunner of the broadcast
documentary programs used on television today.

As might be expected, the introduction of a wide variety of new
program forms combined with changing economic and political
conditions brought about significant changes in the makeup of net-
work schedules during the period from 1930 to 1940. As shown in
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Table 3-3, music decreased in importance; there was a continuing
increase in the use of variety programs and in various types of
dramatic offerings; and in 1939~ 1940, 12 hours a week were devoted
to quiz and audience-participation programs, forms not yet de-
veloped in 1930. Introduction of the daytime serial form during the
early 1930s was followed by a tremendous expansion in the use of
such programs to the point where they practically filled the daytime
schedules of at least two of the four national networks. The threat of
American involvement in the war in Europe stimulated interest in
news and public affairs; by the beginning of 1940, networks were

Table 3-3 Hours per Week Devoted to Various Types of Network Radio Programs,
1930 to 1940

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

Season Season Season
1929-1930 1934-1935 1939-1940

Evening or Sunday-afternoon Programs

Variety, all types 8.0 21.0 21.0
Serious music 17.5 16.5 13.0
Popular music 33.5 37.0 22.0
Quiz programs — — 8.0
Human-interest programs — 15 4.0
General drama 4.5 8.0 10.0
Informative drama 0.5 15 3.5
Comedy drama 3.0 25 5.0
Action, crime, mystery drama 1.5 9.0 10.5
Women's serial drama — 3.0 —

Sports events — — 1.0
News, commentary 1.5 4.5 145
Miscellaneous talks 6.5 125 19.0

Daytime Programs

Variety, all types —_ 10.0 125
Popular or serious music 6.5 21.5 22.5
Human-interest programs — 1.0 15
General drama 1.5 1.5 —_

Informative drama — — 4.0
Comedy drama — 3.5 1.0
Women's serial drama —_ 12.0 75.0
Children’s programs 35 8.5 7.0
News, commentary —_ — 3.0
Miscellaneous talks 12.5 24.0 115

Figures compiled from newspaper program listings for the weeks indicated and from programs listed
in reports of national rating services; the table includes both sponsored and sustaining programs.
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devoting more than 17 hours each week to news and commentary
programs and presenting seven programs a week for discussions of
important public issues.

Local Programming

Development in local radio programming was less spectacular than
that on the network level; however, new forms were introduced and
steady progress was made, especially after 1935 when stations were
no longer seriously affected by the depression. Many of the program
forms introduced on network schedules were originally developed
by local stations; stations in turn borrowed many of the ideas made
popular by the networks. By 1940, station programming was highly
diversified. To begin with, station schedules included a wide variety
of network offerings; more than two thirds of all stations had net-
work affiliations and were devoting from 8 to 10 hours a day to
network-originated programs. In addition, a number of syndication
companies had been organized to provide nonnetwork musical pro-
grams, complete dramatic programs, and even daytime serials for
station use. Network affiliates in 1940 devoted an average of
perhaps an hour a day to the broadcasting of transcribed programs
provided by these syndication concerns; nonnetwork stations, of
course, made considerably greater use of syndicated materials.
Almost half of all station hours in 1940, however, were used to
present locally originated programs. Nearly all stations carried
several hours of live music each week; as a result of demands of the
American Federation of Musicians, practically every station
employed a few staff musicians on a regular basis, and used these
musicians to present organ recitals, music by small orchestras, or in
some cases fairly elaborate local variety programs. Many stations
serving rural audiences scheduled live programs of country and
western, or hillbilly, music. In addition, nearly all stations made
considerable use of recorded or transcribed music. Most stations
subscribed to a transcription library service; the music library in-
cluded from 3,000 to 5,000 selections ranging from semiclassical
and operetta music to novelty numbers and old familiarhymns; and
most programs of recorded music were built from selections in
these libraries rather than from recordings of current popular num-
bers. Around 1936 or 1937, many stations developed local amateur
contest programs presented once a week; by 1940, however, most of
these amateur programs had disappeared from local schedules.
Practically all stations depended heavily on the use of talk pro-
grams. Nearly every station had its women's program director who
conducted a daily homemakers’ program. Almost all stations that
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reached farm audiences had full-time farm program directors who
presented farm market reports and other information of interest to
farmers. Many stations had special programs for children, often
combining storytelling and the singing of children’s songs. A con-
siderable number of radio outlets scheduled regular weekly pro-
grams developed in cooperation with local civic, educational, or
women'’s groups. Interview programs were popular; perhaps half or
more of the stations operating in 1940 carried a daily man-on-the-
street program, in which a staff announcer interviewed passers-by
from locations on downtown streets. Many stations also had regular
programs that offered an opportunity for studio interviews with
local leaders or with important visitors to the community. Of
course, on'Sunday every station broadcast at least one locally origi-
nated religious program and often one or more transcribed pro-
grams provided by national religious organizations.

News by 1940 was a staple in local offerings. Most stations
scheduled at least three local news programs each weekday, in ad-
dition to the network news and commentary programs. A relatively
small number of stations broadcast play-by-play accounts of local
sports events on a regular basis; network commitments made such
broadcasts difficult for affiliated stations except on Saturday after-
noons. A few stations offered local weekly quiz programs; some also
attempted locally produced dramatic programs, usually in cooper-
ation with schools or colleges. In spite of the development of numer-
ous new program forms on networks, stations for the most part
depended on talks and musical programs to fill the time not re-
quired for network presentations, but these local offerings were of
more varied types than those carried 10 years earlier.

Television before World War Ii

Although public attention was centered on radio during the 1920s
and 1930s, the foundation was already being laid for a new form of
broadcasting that after World War II was largely to replace radio as
a source of home entertainment. As early as 1923, Vladimir Zwory-
kin secured a patent on an experimental iconoscope tube using the
principle of electronic scanning. Two years later, Charles F. Jenkins
made the first wireless transmission of a motion picture—the ear-
liest real television broadcast in this country—using the mechani-
cal scanning method he had developed. In 1928, the General Elec-
tric Company broadcast the first television drama. Three years
later, the Zworykin method of electronic scanning was being used in
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Figure 3-4 David Sarnoff of RCA announcing the start of television broadcasting at the
New York World's Fair, 1939. (Courtesy RCA)

York owned by RCA. By 1937, seventeen television stations were
operating under experimental licenses; in 1939, the RCA station in
New York presented regular daily broadcasts from the New York
World's Fair and also experimented with television pickups of
major league baseball and of a college football game. In 1940, a
television station in Chicago broadcast portions of the Democratic
national convention, held in that city; in addition, remote pickups
were made from the Republican national convention in Philadel-
phia, with televised materials carried by coaxial cable to New York
and broadcast by the RCA experimental television station.
Commercial television was introduced in 1941. In that year, the
Federal Communications Commission issued orders fixing techni-
cal standards for visual broadcasting and establishing the channels
on which stations might operate. In addition, the commission an-
nounced that it would grant licenses for stations desiring to broad-
cast on a commercial rather than an experimental basis; the begin-
ning of commercial operation was set for July 1, 1941. Between July
and November, five stations were granted commercial licenses:
WNBT, now WNBC-TV, in New York, the former RCA-owned ex-
perimental station which had been transferred to NBC; WCBW,
now WCBS-TV, also in New York, a CBS station; WPTZ in Philadel-
phia, owned by the Philco Corporation; WRGB, the General Electric
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Company’s station in Schenectady; and WBKB, owned by the Bala-
ban and Katz motion picture theater interests, in Chicago. Other
television stations continued under experimental licenses.

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

RADIO DURING WORLD WAR |l

During World War II, both industry and the American public were
subject to wartime restrictions. Like most other forms of economic
activity, broadcasting was directly affected by wartime conditions.
Manufacturers of electronic equipment shifted entirely to produc-
tion of materials used by the armed forces; private broadcasting
stations were unable to secure new transmitters or technical
equipment, and no new receiving sets or replacement tubes were
produced for civilian use. In spite of shortages, there was some
increase in the number of operating radio stations; by December
1945 approximately 940 stations were licensed and on the air. The
number of radio-equipped homes also increased from an estimated
30.8 million in 1941 to almost 34 million (88%) in the autumn of
1945. Presumably some of the sets in the added homes had previ-
ously been second sets in the homes of relatives. In many of the 34
million radio-equipped homes, however, receiving sets were not in
working condition by 1945, since in most communities radio tubes
and other replacement parts were not available.

A major change in the network situation took place early in 1942.
Complying with the “duopoly’ order of the FCC that prohibited
operation of more than one national network system by a single
company, NBC turned over its Blue Network system to a separate
corporation, which was later sold to a new group of owners. The new
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company ultimately became the American Broadcasting Company
(ABC), while what had been known from 1926 to 1942 as the NBC
Red Network remained simply as NBC.

Revenues from Advertising

In spite of the war, revenues from the sale of time to advertisers
increased tremendously. As shown in Table 3-1, advertising reve-
nues doubled between 1940 and 1945; of the approximately $310
million received by stations and networks in 1945, more than 43
percent went to the four national networks and another 24 percent
represented spot advertising placed on stations by national adver-
tisers. The increase in radio advertising was in part a result of a
wartime shortage of newsprint that made it necessary for most
newspapers and magazines to limit the number of pages in each
issue and consequently the amount of advertising carried. Another
highly important factor was the wartime federal tax structure,
which imposed a tax of as much as 90 percent on excess profits of
corporations. As a result, companies earning high profits from war
production could buy broadcast advertising at an actual cost of only
10 cents for each dollar’s worth of radio time; the remaining 90
cents would otherwise go to the government in taxes. Other factors
undoubtedly contributed to the expansion in radio advertising as
well, but no matter what the cause, during the war years radio
networks and stations enjoyed the greatest period of prosperity that
broadcasting had ever known.

Wartime Programming

Naturally, the war had its effect on programs. No major new pro-
gram forms were introduced, but the fact that the nation was at war
was strongly reflected in the content of programs offered, especially
at the network level. A number of variety-program series were pre-
sented on a regular basis with servicemen as participants: The Army
Hour and Meet Your Navy were typical titles. Service bands ap-
peared each week on network schedules. Quiz shows and audience-
participation programs had army and navy enlisted men as parti-
cipants, almost to the exclusion of civilians. Documentary or
informative dramatic programs dealt with activities of the Army
Air Corps, the Army Service Forces, and various other military ser-
vices; plot dramatizations made extensive use of wartime themes.
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All entertainment programs, whether carried on network schedules
or locally produced, carried “war messages” provided by the Office
of War Information and the War Advertising Council urging listen-
ers to conserve fats; to save copper, tin, and aluminum; to enlist in
the various women'’s auxiliary military services; to contribute to the
Red Cross or the United Service Organizations; or to buy govern-
ment war bonds. At the same time, certain types of material were
excluded from the air by broadcasters on the basis of guidelines
provided by a government-established Office of Censorship; the ban
covered information concerning troop movements, dates on which
convoys were to sail, figures concerning production of war mate-
rials and supplies, even information concerning weather condi-
tions. In addition, broadcasters were urged to take all possible pre-
cautions to see that unknown or unauthorized persons did not have
access to microphones. As a result of government restrictions, all
weather broadcasts were discontinued, as were interview programs
of the man-on-the-street type and programs of recorded music in
which either request numbers were played or in which numbers
used were dedicated to friends of listeners who suggested such
dedications.

War conditions also produced changes in the extent of use of
programs of certain types on network schedules. In January 1941,
the four networks devoted approximately 13 hours each week to
news and commentary programs, all but 5 of these hours on a sus-
taining basis. Four years later, news accounted for a total of 34
hours a week—as much time as was used to present evening drama-
tic programs—with nearly 18 hours of the total sponsored. Almost
equally dramatic increases were made in the areas of informative
drama and of serious music; advertisers whose companies were
engaged in war production showed a strong interest in sponsorship
of prestige programs, with the result that by January 1945 networks
were carrying nearly 5 hours of sponsored informative drama each
week and more than 15 hours of advertiser-supported concert or
classical music, including four weekly broadcasts by symphony or-
chestras.

As the war continued, however, network schedules also reflected
the need for listeners to forget for a time the problems of everyday
living, accounts of battles in faraway places, and the tragedy of ca-
sualty lists. Programs offering escape increased both in number and
in popularity. Time devoted to evening comedy variety increased
from 4% hours to 8 hours per week between 1941 and the beginning
of 1945. Situation comedy programs showed a similar increase,
most of it after 1943. And evening “thriller”” dramatic programs—



The Development of American Radio

westerns, adventure stories, crime programs not related to the war
situation—jumped from 9 hours a week in 1943 to nearly 15 hours in
January 1945, although " problem” dramatic offerings decreased in
nearly the same ratio.

Other changes in network and local station schedules were also
taking place, some of which were to continue in the years ahead. By
the start of the 1945-~1946 season, the war had ended; but for the
American radio industry, new and critical problems were ahead.

7

STUDY AND DISCUSSION QUESTIONS

1. Prepare a report summarizing the nature and extent of the contribution to
broadcasting of an important figure in the history of the medium. The follow-
ing are suggestions; there are many others.

Heinrich Hertz

. Guglielmo Marconi
Ernst Alexanderson
. J. Ambrose Fleming
. Lee de Forest
David Sarnoff
Frank Conrad
Herbert Hoover
John Brinkley
Edwin Armstrong
William Paley
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2. Prepare a report on one of the following historical events of significance to the
development of broadcasting.

The sinking of the Titanic

The conflict surrounding the acceptance of paid time (commercials) as
the economic base of broadcasting

The growth of radio networks

Details of the settlement that led to the formation of NBC

Details of the settlement that led to the formation of RCA

The formation of CBS

The formation of the Mutual Broadcasting System

The formation of ABC

The creation of the Federal Radio Commission

The creation of the Federal Communications Commission

Radio's troubles with ASCAP and the American Federation of Musicians
. The “press-radio war"

m. The growth of advertiser control over network radio programming
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3. The system of broadcasting that developed in the United States was based
on individually owned local stations—many grouped into networks; financial
support from the sale of advertising; and government regulation by a rela-
tively independent regulatory body. As you saw in Chapter 2, this was not the
only pattern that could have been followed in this country in the 1920s. Be
prepared to discuss the following:

a. The social and historical forces that contributed to the development of the
system of broadcasting that evolved in the United States

b. Alternative plans that could have been followed

c. Your ideas on the restructuring of the United States’ system (assume you
have the power to do whatever is necessary to create a new system)

4. Report on or be prepared to discuss one of the following topics relating to
radio programming in the 1930s and 1940s.

The popularity and longevity of radio variety programs

The development of the radio “soap opera”

The development of radio drama as a unique form

The use of radio for propaganda purposes in the United States during
World War i

e. The effects of “voluntary censorship” during World War ||

f.  The growth in importance and popularity of radio news

g. Changes in local programming in the decades of the 1930s and 1940s

apow

5. Report on or be prepared to discuss the development of television in the
United States before 1945.
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At the close of World War 11, in 1945, radio occupied an enviable
position, both as an important and growing industry and as an
influential American institution. Between 1940 and 1945, radio’s
revenues from sale of time to advertisers had practically doubled,
reaching $310 million in 1945 (see Table 3-1). Even more impor-
tant, radio enjoyed the confidence and approval of the American
people to a degree rarely attained by any other institution in the
nation's history. In a nationwide study in 1945, 82 percent of the
respondents from coast to coast expressed the opinion that radio
stations were doing either an “‘excellent” or a “good” job.! In com-
parison, churches received a similar vote of confidence from only 76
percent, daily newspapers from 68 percent, public schools from 62
percent, and local government agencies from 45 percent. Further,
four out of five of those questioned believed that radio was *‘gener-
ally fair” in presenting both sides of public issues; only 39 percent
expressed a similar feeling with respect to newspapers.

However, after the war, radio was confronted with serious prob-
lems, which were to produce revolutionary changes in program-
ming and in the structure of the broadcasting industry itself.

75

THE POSTWAR ERA

Most historians of radio and television accept the year 1952 as
marking the end of the era of radio dominance in American broad-
casting and the beginning of the age of television in the United
States. There were, of course, television stations and television net-
works before 1952, but in that year the Federal Communications
Commission ended its 3%-year “‘freeze” on the licensing of addi-
tional television stations and permitted new stations to come on the
air. Moreover, in 1952 the combined annual revenues of the national
television networks were for the first time greater than those of the
four long-established radio networks. The period between 1945 and
1952, then, was one in which television was growing in coverage and
influence while radio—especially network radio—found itself faced
with unaccustomed competition for the mass-entertainment audi-
ence.

World War II ended in 1945, and radio throve and expanded in
the immediate postwar period. Receiving sets, not available during

1Paul F. Lazersfeld and Harry Field, The People Look at Radio (Chapel Hill: University
of North Carolina Press, 1946).
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the war, came on the market and the demand was tremendous.
Between 1945 and 1950, approximately 67.5 million radio sets were
produced by American manufacturers at a total retail value of al-
most $342 million. By 1952, almost 94 percent of all the homes in the
United States had at least one radio and nearly half of the families in
this country owned two or more sets.

Revenues from the sale of time also increased steadily during the
postwar years, showing a gain of almost 50 percent between 1945
and 1950. This growth in total radio revenues continued after 1950,
but the rate slowed, amounting to only 6 percent between 1950 and
1955. Radio was still an expanding industry, but the competition of
television was making itself felt—primarily on network revenues.

Radio Network Problems

Networks in the postwar period were providing service to a con-
stantly increasing number of affiliates. By 1952, the four major
radio networks (NBC, CBS, ABC, and Mutual) were serving more
than 1,000 stations. In addition, a fifth network, the Liberty Broad-
casting System, had been organized in 1946 and by 1949 was pro-
viding a limited program service to some 300 stations. Radio net-
works, however, were hit hard by the rapid expansion of television
after 1948. National advertisers shifted their accounts from radio to
the newly organized television networks. As a result, the financially
shaky Liberty radio network was forced to suspend operations in
1951, and the long-established radio operations of NBC, CBS, ABC,
and Mutual showed serious drops in revenues. In 1948, radio net-
work advertising revenues hit an all-time high of just over $141
million for the year—a figure never again reached by these net-
works. By 1952, radio network revenues had fallen by 22 percent (to
$110 million) and for the first time were outstripped by television
network revenues of $138 million.

Contributing greatly to the radio network problem was a decline
in listener interest in programs offered on radio as television began
to capture the public’s attention. Ratings? of radio network pro-
grams dropped sharply as new television stations came on the air.
In January 1948, the ratings of the ten most popular prégrams car-
ried on national radio networks averaged 24.9; in other words, each
program was heard each week in an average of approximately one

?A program rating is a figure representing the percentage of radio-equipped homes
(or in the case of television, of television-equipped homes) in which, on a given date,
sets are tuned to a specific program. A detailed explanation of the methods by which
rating information is secured is given in Chapter 9.
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fourth of all radio-equipped homes throughout the nation. Four
years later, the ratings of the ten most popular radio programs then
carried on network schedules averaged only 13.2—a little more
than half the average reported in 1948 2 Listeners were shifting from
radio to television; inevitably, advertisers’ interest in the use of
network radio declined.

Radio Stations

While radio networks were suffering losses both in revenues and in
public acceptance of programs offered, the situation of radio sta-
tions was, in the aggregate, more encouraging. The volume of adver-
tising placed directly with stations rose from $176 million in 1945 to
a 1952 total of $363 million. However, the increasing prosperity of
radio stations was more apparent than real, since those aggregate
revenues were divided among ever-increasing numbers of stations.

In January 1945, there were 933 standard (AM) radio stations on
the air, virtually all of which had earned very substantial profits
during the preceding S-year period. Station operation, therefore,
seemed a promising field for investors; and in the immediate post-
war period, when transmitters and technical equipment were again
available, there was a rush to secure authorizations for new broad-
casting facilities. Frequencies were available, since the Federal
Communications Commission (FCC) had modified its engineering
requirements to reduce the mileage separation between: stations
assigned to the same channel. By the end of 1947, more than 1,000
new stations had been authorized; and, by the beginning of 1952,
there were 2,331 AM stations on the air, with 70 others under con-
struction.

At the same time, there was an equally impressive increase in the
number of frequency modulation (FM) stations.* Frequency mod-
ulation was not new; as early as the summer of 1940 there were
about 50 FM stations on the air, all operating on an experimental
basis. Regular or nonexperimental FM broadcasting was autho-
rized by the FCC in 1941. Because of the war, however, there was
little FM development during the next 5 years, although by the end

3Averages in each case have been computed from rating figures reported in the Na-
tional Nielsen Radio Index for the month indicated.

sStandard, or amplitude modulation, radio stations transmit on frequencies be-
tween 540 and 1,600 kilohertz; frequency modulation stations are assigned to much
higher frequencies and also use a different method of modulating the signals trans-
mitted. Radio stations are ordinarily referred to as AM and FM, depending on which
kind of frequency they use.
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of 1945 most of the existing FM stations held regular licenses. Post-
war development of FM was impeded by a 1945 decision by the FCC
to move this service to its present band of frequencies. All FM trans-
mitters and receivers in service at the time were made obsolete by
the decision.

Nevertheless, there was an expansion in the number of FM sta-
tions on the air in the postwar period. Established AM operations
were encouraged by the FCC to open FM outlets; and, with permis-
sion to duplicate their AM programming on these stations, many
did so. Some broadcasters, who feared the FCC might abandon the
AM band entirely and permit only FM broadcasting, put stations on
the air to protect themselves. Others wanted to take advantage of
the higher fidelity and reduced interference of FM to broadcast
“good music.” Whatever the reasons, by January 1950, 733 com-
mercial FM stations were in operation, in addition to a number of
noncommercial FM stations.

The fact that many of the new FM stations were owned by
operators of AM stations in the same communities and duplicated
programming, however, worked against the rapid growth of this
service. Stations that merely duplicated AM programming brought
no additional revenues to their owners, many of whom were reluc-
tant to invest in new programming in the face of the growing finan-
cial impact of television. After 1950, the number of FM stations took
a downward trend that continued for several years. Even so, at the
beginning of 1952, there still were 637 commercial FM outlets on the
air, bringing the total number of AM and FM stations to nearly
3,000—three times the number of commercial stations in operation
in 1945. Radio station revenue totals grew with the economy after
the war, but the number of stations increased even more rapidly and
average income per station showed a marked decline.

Postwar Radio Programs

Only one really new program form appeared on radio networks in
the years following the war: the press conference type of public
affairs program, of which Meet The Press, introduced in the autumn
of 1945, was the most important example. However, important
modifications were made in forms already used. The success of
Break the Bank in 1945-1946 started a trend toward the use of “‘big
money” in quiz shows. A year later, the audio-taping of The Bing
Crosby Program marked the first use of prerecording in a national
network program—until then virtually all network programs had
been truly live performances. In 1947-1948, disc jockey programs
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were included for the first time on network schedules. Use of tele-
phone calls to listeners as a feature of network quiz programs was
introduced in the highly popular Stop the Music program in the
autumn of 1948. In 1950-1951, The Arthur Godfrey Digest series on
CBS inaugurated on network radio the use of recorded reruns of
programs broadcast on earlier dates—a practice to become widely
used on television networks a few years later.

Changes in Network Programming Even more important were changes
that took place in the relative use of various types of program be-
tween 1945 and 1952. Sponsored variety and musical programs
showed a sharp decrease, largely as a result of the shift of advertiser
interest to television. Quiz programs were more widely used from
1946 to 1950 than in any other period in radio network history; by
1952, however, only three such programs were sponsored each week
on evening network schedules. The number of “thriller” dramatic
programs increased tremendously; in January 1952, no fewer than
53 thrillers were presented each week during evening hours. Only
half this number, however, were sponsored. Because thrillers could
be produced at relatively low cost, they were used as sustainers to
fill holes in network schedules created by the disappearance of
sponsored evening variety and musical programs. The number of
daytime women’s serials continued to decrease, although in
January 1952 more than 30 such programs were still carried by
national radio networks. The canceled serials were replaced by day-
time quiz and human-interest programs, which, by January 1949,
filled thirteen half-hour periods a day on network schedules. Light
variety programs were also used during daytime hours—such pro-
grams as The Arthur Godfrey Program on CBS and Breakfast Club on
ABC occupied several hours of network time each week and con-
tinued to hold their attractiveness for listeners. In fact, daytime
network radio had not been greatly affected by television in 1952,
although evening radio network programs were rapidly losing
popularity. The ratings of daytime programs showed only a slight
decline, and the total number of sponsored hours of radio daytime
network programming each week remained virtually unchanged
between 1945 and 1952.

Local Radio Programming Local radio station programming, like that of
radio networks, changed materially during the 7 years following the
war. The steady decrease in number of sponsored evening network
programs created gaps in the schedules of local affiliated stations;
and, in most cases, those gaps were filled by the least expensive and
most easily produced kind of local programming available—
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recorded music. For a time at least, loss of evening network pro-
grams created no financial problem for stations; revenues from sale
of spot announcements on the local record shows were usually
greater than the amounts networks had been paying the stations for
the time used by the canceled network programs. So, as sponsored
radio network programming decreased, network affiliates turned to
recorded music to fill the evening holes, while depending on net-
works to provide a variety of programs of other types, especially
during daylight hours.

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

Postwar Television

Television got off to a slow start in this country after the end of the
war. Between 1941 and 1945, ten television stations had been
licensed to operate commercially, but in January 1946 only six of
the ten were actually on the air. At the end of 1945, not more than
10,000 television receiving sets were in existence, all produced be-
fore 1942, and since tubes and repairs were not available during the
war period, few of these sets were still in working condition. During
1946, a few thousand additional sets were manufactured, but set
production on a large scale had to wait until final decisions were
made by the FCC on the channels to be used for television broadcast-
ing. Originally, in 1945, thirteen channels in the “very high fre-
quency” (VHF) band had been set aside for commercial television
operation, with the same channels to be shared with the military
and other nonbroadcasting services. The problem of channel alloca-
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tions was not finally resolved until 1948, when the FCC dropped
channel 1 from the list to which television stations might be as-
signed and reserved channels 2 to 13 in the VHF band for the exclu-
sive use of television broadcasting stations. This allowed electronic
companies to go ahead with the manufacture of television receiving
sets. In 1948, a million receivers were produced, and more than 10
million additional sets were manufactured during the next 2 years.
These early sets had very small picture tubes, usually only from 7 to
10 inches in diameter, although some of the higher-priced sets, cost-
ing from $350 to $400, featured 12-inch tubes. Receiving sets were
available, however, and the way was open for the development of
television as an agency of mass communications.

Since the consuming public owned very few receiving sets, con-
struction of new television stations was slow for several years fol-
lowing the end of the war. At best, the construction of a television
facility was not too promising an investment. To build and equip a
station cost its owners from $750,000 to $1.5 million; and, after the
station was on the air, it had to operate at a loss until enough receiv-

\

"What year was it that we moved from radioland to televisionland?"”
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ing sets were owned in the community to make the station attrac-
tive to advertisers. As a result, only one new station was added in
1946 to the six operating at the end of 1945, and only ten went into
operation in 1947. However, with uncertainties about channels
finally resolved and receiving sets in production, 1948 saw more
broadcasters willing to gamble on the future possibilities of televi-
sion and 33 new facilities were added. By the end of 1948, 50 stations
were providing programs for viewers in major cities.

By 1948, however, the FCC had come to realize it had to make
other hard decisions about television service for the nation. Even
with only 50 stations on the air—many clustered in the crowded
northeast—some interference between stations had already been
noted. Further, the twelve channels in the VHF band simply would
not be adequate to permit the number of stations needed to serve
this country. Finally, color broadcasting was becoming commer-
cially feasible and a choice between color systems had to be made.
To allow time for the consideration and resolution of these ques-
tions, in October 1948, the FCC ordered a ““freeze” on the processing
of applications for new television stations. This freeze lasted until
April 1952, almost four years, and during that period no construc-
tion permits were issued for new television stations. At the time the
freeze was imposed, however, 109 stations were operating or had
been authorized; and, by the early months of 1952, 108 stations had
been constructed and were on the air.

Encouraging to owners of stations was the rapid increase, after
1948, in the number of television-equipped homes. By the end of
1949, receiving sets had been installed in an estimated 2.8 million
homes (6%); and, by January 1952, 15 million families (34%) were
able to receive television programs. The new sets were better
adapted for family viewing than those available even a few years
earlier. By 1952, manufacturers were producing sets with 20-inch
screens; picture quality was much improved; “‘locked-in" tuning
was standard on all sets, greatly simplifying reception of good pic-
tures. Prices of the new sets were roughly the same as those charged
in 1948; most of the 20-inch sets manufactured in 1952 were sold at
retail for from $320 to $350, although some with smaller picture
tubes could be bought for $275 or less.

Television Networks

National radio networks were not organized until hundreds of radio
stations were already on the air. With television, however, the situa-



Radio Makes Way for Television: 1945-1965

tion was different; networks existed before most stations. As early as
1945 and 1946, when fewer than a dozen commercial stations were
on the air, television networks were being organized by four differ-
ent network companies. One of the four was headed by Allen B. Du
Mont, owner of one of the pioneer television stations in New York
City. The other three were already operating as national radio net-
works: the American Broadcasting Company (ABC), the Columbia
Broadcasting System (CBS), and the National Broadcasting Com-
pany (NBC). Each of the four television network organizations se-
cured construction permits for network-owned stations in each of
several major cities, and the radio network companies also urged
their affiliates throughout the country to apply for television au-
thorizations. Long before the new stations went on the air, their
owners had signed television affiliation contracts.

By 1948, each of the four television network companies operated
an eastern network linking together stations in cities along the At-
lantic seaboard. In addition, ABC, CBS, and NBC had set up mid-
western networks to provide television programs for outlets in
Chicago, St. Louis, and Milwaukee. In January 1949, the American
Telephone and Telegraph Company (AT&T) completed a coaxial
cable connection between New York and Chicago, allowing eastern
and midwestern networks to be linked together. In September 1951,
AT&T completed microwave relay facilities to the West Coast for
television network transmission so programs originating in New
York could be broadcast simultaneously by stations from coast to
coast. Not all network affiliates in 1952 had physical network con-
nections in 1952, however. In many cases AT&T lines had not been
installed to link these stations with the cable or relay systems used
by the various networks. Network programs for these ‘‘noninter-
connected’’ stations were provided in the form of kinescope
recordings—films made from pictures appearing on the kinescope
or picture tube of a television receiving set—shipped by mail or
express to stations that used them.

The Television Industry

Television's rapid growth between 1948 and 1952 was stimulated
by a number of conditions that had not existed during radio’s early
years. Radio in the 1920s was a new form of communication and its
development as an advertising medium had to wait until receiving
sets were available in millions of homes and until advertisers be-
came aware of the advantages offered by radio. Services essential to



84

Chapter 4

the industry were developed slowly—even the ideas behind most of
these services were completely new. Television, on the other hand,
was simply an extension of radio, a somewhat different and perhaps
improved form of radio broadcasting. The newly born televison
industry of the late 1940s was built on a foundation created by
radio. Its pattern of operation and most of its services had already
been developed as parts of the radio industry. Of the 108 television
stations on the air in the early months of 1952, 87 were owned by
licensees of radio stations and three of the four television networks
were operated by companies that owned established radio net-
works. Advertising agencies, station representatives, equipment
manufacturers, program “package” production concerns, syndica-
tion companies—all of these already existed and had only to extend
their operations into the television field. Even the program forms
used on television had already been developed on radio.

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

Television’s development was at the expense of radio in other
ways as well. Television was new and exciting while radio was al-
ready established. So network and station owners gave their first
attention and devoted their energies to the new form of broadcast-
ing; they largely ignored the needs of their radio operations. Adver-
tisers were encouraged to shift their expenditures from network
radio to television to help develop the new medium. Radio’s most
popular programs were moved to television networks—and few
bothered to develop interesting new programs or new program
forms to fill the places left vacant on radio network schedules. In
financing, in program development, in interest and attention, the
broadcasting industry robbed Peter to pay Paul and contributed
directly to the decline of network radio and the drop in listener
interest in programs that radio still provided.

Television benefitted from the situation, however; and the de-
velopment of the new television industry was rapid, even though
networks and stations were forced for several years to operate at a
loss.In 1947, combined revenues of the seventeen television stations
on the air at the end of the year were less than $2 million; expenses
were many times greater. The following year, television stations
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and networks had a combined operating deficit of nearly $15 mil-
lion; in 1949, with more stations, the deficit was more than $25
million. In 1950, television stations collectively had revenues large
enough to equal expenditures, but networks still operated at a loss.
Finally, in 1951, television operators were making money; networks
reported net profits of $12 million on total revenues of $132 million;
the 92 stations not owned by network companies had revenues of
$107 million, of which $31 million represented profits.

Early Television Network Programming

In programming no less than in finance, television owes a tremen-
dous debt toradio. Virtually all the program forms used on television
were first developed on radio. Not only program forms but also
actual programs that had won popularity as radio offerings were
moved bodily from network radio to network television. During the
first 2 years of television network operation, more than 20 of televi-
sion’s most popular programs, such as Arthur Godfrey's Talent
Scouts, Suspense, Studio One, The Life of Riley, Lights Out, The Gold-
bergs, The Fred Waring Chorus and Orchestra, Break the Bank, The
Aldrich Family, and the Martin Kane detective series were taken
directly from radio network schedules. The use of programs already
established on radio contributed in no small measure to television’s
early success in attracting loyal audiences.

Although television networks borrowed heavily from radio to fill
their program schedules, television was a new medium, different
from radio, and television producers were forced to learn from ex-
perience what types of programs the public would find most attrac-
tive. Between 1948 and 1952, network schedules changed tremen-
dously from year to year. In 1948-1949, the first full season of net-
work operation, more than 30 percent of all sponsored evening net-
work programs were broadcasts of sports events—basketball, box-
ing, bowling and wrestling—perhaps reflecting the fact that during
that season a large proportion of television receiving sets were lo-
cated in bars and taverns. A year later, however, with sets installed
in a much greater number of homes, sports broadcasting accounted
for less than 5 percent of evening network hours. Emphasis had been
shifted to early-evening children’s programs, reflecting the greater
use of television in the home. In January 1950, children’s programs
made up more than one fourth of all sponsored hours between 6:00
p.M. and 11:00 p.M. on schedules of television networks. Like sports
broadcasts the previous year, however, they retained their position
of importance for only a single season.

Network programming in 1950- 1951 was strongly influenced by
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starred on radio and television from the comedian who successfully made the
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the early successes of such variety shows as Milton Berle’s program
The Texaco Star Theatre and Ed Sullivan’s Toast of the Town. In
January 1951, no less than 24 hours on evening schedules were
devoted each week to the presentation of sponsored variety pro-
grams. Once again, however, after one season programming pat-
terns changed. Most of the network variety shows involved the use
of vaudeville acts, and the supply of such acts was quickly
exhausted. By January 1952, time devoted by national networks to
evening variety shows had dropped to 15 hours a week, and the
number of variety programs decreased even further in later years.
In 1951-1952, dramatic programs replaced variety as the dominant
form—during that season anthologies, thrillers, and comedy
dramatic programs filled nearly 40 percent of the networks’ evening
schedules.

Local Television Programming

From 1945 to 1952, television stations provided a substantial
amount of local programming—a larger proportion than in later
years when network offerings had been increased and when large
numbers of syndicated programs were available. With station reve-
nues limited, the need was for programs that could be produced at a
low cost, so stations experimented with many ideas. Some tried
various types of disc jockey programs, without much success until a
visual element was added by inviting local teenagers to the studio to
dance to the music while on camera. Nearly all television outlets
scheduled news broadcasts. Also widely used were programs of
weather information, usually 5 to 10 minutes in length—weather
maps and other reports were better adapted to use on television
than radio. Most stations devoted from 30 minutes to an hour each
day to homemakers’ programs, usually originating from fully
equipped kitchen sets. Another hour or more a day was used to
present programs for young children, often featuring puppets.
Many television outlets had daily programs of live music presented
by small vocal and instrumental groups; a few provided fairly
elaborate variety programs, often using amateur talent recruited in
the community; several had daily or once-a-week local audience-
participation shows. Other stations experimented with live cover-
age of “sports events” created solely for television coverage, like
Roller Derby. Many of the stations on the air before 1952 invested in
“remote” broadcasting equipment—trucks or buses carrying
cameras and necessary equipment—to pick up local events of inter-
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est. In most cases, however, these failed to justify their costs and
were little used past their first year or two.

Of course, even during the early years, stations made some use of
syndicated film material. Many of the two-reel comedies and short
subjects originally produced for use in motion picture theaters were
available to television stations. The success on television of some
of the early motion picture westerns—Hopalong Cassidy in par-
ticular—led to the filming and leasing to television stations of a
number of adventure or western series produced especially for tele-
vision use. In addition, in 1950 a few old theatrical feature films
were released for television syndication—by the winter of 1951-
1952, approximately 300 such complete features were available for
broadcast. However, network programs and syndicated filmed
materials filled only a part of the broadcasting day, and television
stations in 1952 had to depend heavily on locally produced live
programs.

BROADCASTING FROM 1952 to 1965

During the years after 1952 the same trends evident in the im-
mediate postwar period of broadcasting continued. Television, with
its networks reaching from coast to coast that year, grew steadily in
popularity and in importance as an advertising medium, and radio
became less secure as it struggled to find its place in the entertain-
ment spectrum of the American people.

Radio Struggles to Adapt

The radio situation in the 1950s and early 1960s was filled with
apparent contradictions as the industry attempted to compete with
television. Sales of radio sets continued at a high level. From 1960 to
1965, an average of more than 20 million sets were sold each year,
compared with an average of 12.5 million in the 1950-.1955 period.
The number of radio stations continued to grow, apparently reflect-
ing a continued belief by many in the future of the industry. By
January 1966, more than 4,000 AM stations and 1,400 commercial
FM stations were on the air. Total industry revenues also increased
steadily, as shown in Table 4-1, and by 1965 total revenues from
sale of radio time amounted to more than $800 million—almost
doubling the 1950 figure. These growth figures, however, concealed
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some internal inconsistencies that spelled trouble for many in the
radio business.

Radio found itself the victim of circumstances that seriously
injured many segments of the industry. As television developed,
listeners spent more time watching television and less time listen-
ing toradio. As this decrease in audience size became evident during
the early 1950s, national advertisers shifted their advertising ex-
penditures from network radio to television, and as the attractive
sponsored programs disappeared from radio network schedules,
radio listening declined still further. On the surface, the situation
for radio stations looked somewhat brighter, since local revenues
almost tripled in the period between 1948 and 1965. However, the
number of outlets to be financed by these revenues increased at
virtually the same rate (from 2,079 to 5,083), and lack of balance in
the distribution of this advertising money created serious financial
problems for more than half of the radio stations on the air between
1958 and 1965.

89

Table 4-1 Annual Total Time Sales of Radio and Television Networks and Stations,
1948 through 1964 (in Thousands of Dollars)

For Calendar Years

1948 1952 1856 1960 1964
Radio time sales®
By networks 141,052 109,862 48,424 35,026 43,783
By stations
National spot 104,760 123,658 145,461 202,102 232,038
Local 170,908 239,631 297,822 385,346 487,947
Total radio sales 416,720 473,151 491,707 622,474 763,768
Television time sales?
By networks 2,500 137,664 367,700 471,600 562,800
By stations
National spot -0- 80,235 281,200 459,200 710,800
Local 6,200 65,171 174,200 218,800 275,700
Total television sales 8,700 283,070 823,100 1,146,600 1,549,300

aFigures represent gross billings, before deductions of commissions to advertising agencies and
station representatives.

From annual financial reports released by the Federal Communications Commission covering
the years indicated as reproduced in the 1975 Broadcasting Yearbook.
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Even greater financial difficulties plagued the four national
radio networks. As a result of television competition, the combined
annual revenues of the four national network companies (plus, until
1956, income from regional networks) dropped from an all-time
high of $141 million in 1948 to a low of $35 million in 1960. After
that year, however, radio networks gradually gained strength, and,
by 1964, revenues were approaching $44 million—more than $10
million below 1937 radio network revenues. This precipitous drop
of revenues in the 1948-1960 period, of course, was the result of the
steady disappearance of sponsored programs from network sched-
ules. First to go were the popular programs of the pretelevision era.
The winter of 1955-1956 found the four national networks provid-
ing a total of only 35 hours of sponsored evening programs each
week. Even these disappeared over the next few years, and by 1960
only a few long-established news programs still remained on even-
ing schedules.

Daytime radio programs survived a few years longer. As late as
the autumn of 1955, the four radio networks still had sponsors for
some 70 hours of daytime programming each week, but even these
daytime programs were soon to disappear. By 1965, radio network
service to affiliates was limited for the most part to headline-type
news programs and short-talk features, with each network supply-
ing an average of little more than 2 hours of programming a day to
its affiliated stations, which were slowly recapturing some of their
lost advertising revenues.

As television replaced network radio as a source of attractive
programs, the amount of time devoted to radio listening naturally
decreased. Reports released by the A.C. Nielsen Company show
that, in the spring of 1949, receiving sets in radio-equipped homes
were in use for an average of roughly 4% hours a day. By 1953,
average use of such home sets had dropped to 3 hours a day and by
the spring of 1962 this average had dropped to slightly more than
1'2 hours a day. Nielsen figures did not include out-of-home listen-
ing in automobiles or other places, of course, or in-home listening to
transistor or other battery-powered sets; allowance for such listen-
ing would add considerably to the figures reported. (Indeed, a 1964
survey did indicate a total average listening figure of almost 2%
hours a day for out-of-home listening.) There is no question that,
since the advent of television and the decline of network radio, in-
home listening to radio has declined significantly.

The decline in radio listening, competition from television for
advertising revenues, and the tremendous increase in the total
number of stations among which radio’s advertising revenues must
be divided all contributed to the financial difficulties of many radio
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stations. Some radio stations still had substantial revenues from
sale of time and still earned very satisfactory profits on each year's
operation—especially those with high power and large-city loca-
tions. On the other hand, half or more of all radio stations eked out a
precarious existence by cutting program and operating costs to the
bone and either losing money on the broadcast operation each year
or earning at most a few thousand dollars. Obviously, the difficul-
ties of such stations had an effect on the quality of radio program-
ming. By 1962, the situation had become so serious that the Federal
Communications Commission attempted to deal with the problem
of station overpopulation by ordering a partial freeze on the au-
thorization of certain types of new AM broadcasting stations until
more effective long-range policies could be formulated. The freeze,
however, was by no means complete. New AM stations still came on
the air at a rate of approximately 100 a year; and, in July 1964, the
FCC ended its freeze on new authorizations and attempted there-
after to slow the increase of AM stations by tougher allocation rules.
Even under these new rules, however, 342 applications for new AM
stations were pending before the FCC in September 1965. This trend
continued well into the 1960s, and by July 1968 the FCC felt the
situation serious enough to impose another absolute freeze on AM
allocations.

The explosive growth in the number of radio and television sta-
tions in the 20 years following World War 11 is illustrated in Table
4-2. The total number of radio stations more than doubled in the 4
years following 1946 and almost doubled again between 1950 and
1965. The rate of growth in the number of VHF and UHF television
stations was much greater in the 1950s and 1960s. There were more
than five times as many stations on the air in 1965 as in 1950.

Radio Network Programming, 1952-1965

In the years since 1952 the type of programming provided by radio
networks and stations has changed almost completely. Networks
had lost their once-popular evening entertainment programs by the
late 1950s, and daytime network programs lasted only a few years
longer. By 1956, radio networks were still offering affiliates some
daytime variety shows, audience-participation programs, daytime
serials, and sponsored religious programs on Sunday mornings.
Most of these left the air during the next few years; and, by 1960,
virtually the only programs remaining on daytime network
schedules were ABC’s Breakfast Club, Arthur Godfrey's program on
CBS, a program or two of light music or chatter, some paid religious
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Table 4-2 Broadcasting Stations in Operation on January
First of Each of Six Selected Postwar Years

On January 1st

1946 1950 1954 1958 1962 1966
Radio stations?

Standard AM stations

Commercial 913 2,051 2,487 3,156 3,653 4,018

Noncommercial 35 35 34 39 40 32
FM stations

Commercial 48 733 560 537 960 1,466

Noncommercial 6 48 112 141 194 269

Television stations?
On VHF channels

Commercial 6 97 228 408 461 491

Noncommercial — — 1 22 44 61
On UHF channels

Commercial — — 121 84 84 107

Noncommercial —_ — 1 S 18 44

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

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

programs on Sundays, and a large number of news programs, most
of them 5 minutes in length.

One network innovation that proved moderately successful for
almost 20 years was the program form used in NBC’s Monitor, a
weekend combination of recorded music, news, and short features.
Both CBS and ABC also provided a variety of short features to their
affiliates, usually to be taped from the network line and inserted in
local programs of recorded music; but network schedules in 1965
included little that resembled the type of entertainment program-
ming provided for radio listeners during the1930s and 1940s.

Local Radio Programming, 1952-1965

During the early 1950s stations affiliated with networks still de-
pended on these networks for their most important programs. As
network programs went off the air, however, stations filled their
schedules with local programs of recorded music—the same type of
programming widely used by nonaffiliated stations. A few well-
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established “‘old line”’ stations did attempt to preserve some degree
of program variety by scheduling local talk shows, audience-
participation programs, or even daytime variety, but these at-
tempts were not usually long continued. By the late 1950s, probably
80 to 90 percent of all radio stations were filling most of their pro-
gram time with recorded music, interrupted at intervals by short
capsule news summaries either taken from network lines or pro-
vided by the station itself. Stations did differ, however, both in the
type of music used and in the general manner of presentation. Most
stations played nothing but currently popular music—the Top-40
records of the week; others made heavy use of “standards’ (num-
bers popular in earlier years); still others featured country and
western music. Some large-market stations used highly paid “per-
sonalities” as disc jockeys and included almost as much “chatter”
as actual music in each program; others permitted only a minimum
of talk by announcers. Many of the Top-40 stations tried to be differ-
ent and to attract listener attention by using a variety of
““gimmicks”—special sound effects to identify news programs or to
accompany station identification announcements, giveaways, the
organization of “‘record hops,” shrill-voiced announcers, and elabo-
rate contests used as station promotion.

After 1957 or 1958, however, a trend away from the dominance of
Top-40 stations became evident. More radio stations throughout the
country began to aim their programs at various special audiences.
Some advertised themselves as ““good music” stations and filled
their schedules with show tunes, old standards, and, in some cases,
semiclassical or even classical music. Others gave special attention
to farm audiences, making heavy use of country and western music
and expanding the time used for programs of farm information and
weather reports. The country and western format also began to
expand with considerable success into the medium and large urban
markets. A considerable number of stations identified themselves as
“Negro-appeal” stations, with much or all of their programming
aimed at the interests of black listeners. A few stations even ex-
perimented with some success with an “all-request’’ format, but
this seems to have been a short-lived phenomenon, at least as a for-
mat for the entire broadcast day.

Many stations gave increased emphasis to broadcasts of sports
events and described themselves as “sports stations.” Others ex-
panded their local and national news coverage and broadcast sev-
eral 15-minute or 30-minute news presentations each day while
continuing to give 5 minutes of “‘news on the hour.” In April 1965, a
New York City station became “all news,” filling its entire schedule
with news broadcasts or commentary; and this format has been
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duplicated in other large markets, with varying degrees of success.
Still others became “all-talk” stations, while at least one station in
virtually every major market introduced daily all-talk programs
ranging from 60 minutes to as much as 4 hours in length, including
telephoned questions from listeners directed at speakers appearing
on the programs. By the early 1960s, a few stations were even exper-
imenting with dramatic programs, and a few syndication com-
panies were supplying stations with taped or transcribed dramati-
zations of old network radio thrillers or once-popular daytime se-
rials. Finally, in December 1965, a well-known broadcaster re-
quested permission from the FCC to program an “‘all-classified ad"’
station in San Francisco. (Permission was granted in 1966, but the
station was never a commercial success and the format was aban-
doned.) In short, it is difficult to characterize the radio program-
ming of the early 1960s except to say that it was in a state of ex-
perimentation and change.

The Expansion of Television, 1952-1965

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

New Television Stations By 1952, television was established as a poten-
tially very profitable type of business enterprise. Consequently,
when the FCC’s freeze ended, there was a rush to secure authori-
zations for new stations, especially in larger cities in which VHF
channels were still available. Within a month of the date on which
the freeze ended, no fewer than 521 applications for new stations
had been filed with the FCC, with many applicants competing for
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the same channel in most of the larger communities. By the end of
the year seventeen new stations had gone on the air, and by January
1954, 356 commercial television stations were in operation. Expan-
sion was less rapid thereafter, since the more desirable VHF chan-
nels in larger cities were already taken. By the beginning of 1966,
though, a total of 598 stations were on the air.

Both revenues and net profits of television networks and stations
increased tremendously in the years following 1952. In 1956, televi-
sion revenues from sale of time and from other sources totaled $897
million, as compared with the $324 million received by networks
and stations in 1952. Profits earned in 1956 were approximately
$190 million, before federal taxes. By 1965, industry revenues had
increased dramatically. Reports of the FCC showed network and
station revenues for that year of almost $1.7 billion and total oper-
ating profits of more than $415 million.

Not all television stations shared in the industry’s growing pros-
perity. Nearly all stations that had gone on the air before 1952
showed consistently high earnings, and, with few exceptions, they
occupied the choice, large-market locations. Many of the newer sta-
tions, however, found conditions less favorable. Some had gone on
the air in large cities as fourth or fifth stations, too late to secure
network affiliations—with only three national networks after 1955,
only three outlets in any one community could be network
affiliates. Others were located in very small markets in which the
advertising potential was limited, a few of them in small cities with
populations of no more than 40,000.

Especially acute was the problem of the new commercial UHF
stations. Many had been constructed in small, one-station markets;
others were forced to compete with VHF stations located in the
same communities. Unfortunately, the relatively limited coverage
of UHF outlets, the greater susceptibility to interference and the
fact that only a few receiving sets manufactured before 1964 had
UHF tuning, all placed the UHF stations at a serious disadvantage.
In fact, of the approximately 190 UHF commercial stations that had
gone on the air between 1952 and 1964, only about half were still in
operation in January 1965. The usually profitable business of
operating a television station has not always proved profitable.
Some stations have had extremely high rates of earning, but many
others have had financial problems.

Network Developments For the first few years after 1952, television sta-
tions received service from four networks: ABC, CBS, NBC, and Du
Mont. The Du Mont network, however, encountered problems—as
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did the American Broadcasting Company to a lesser extent. During
the early and middle 1950s, only half a dozen cities had more than
three stations and many important markets only had two. From the
beginning of television, with Du Mont starting from scratch and
ABC struggling to become an independent entity rather than the
ghost of NBC-Blue, NBC and CBS were the dominant networks and
thus captured the most desirable stations. ABC had primary affilia-
tions only in three-station markets, and Du Mont was placed in an
even weaker position. Since Du Mont had never been able to offer
many sponsored programs (and none of the big, outstanding
““audience-pleasers” that other networks were providing), it was
never able to secure more than a few stations willing to carry its
entire commercial schedule. Naturally, lack of stations made it
difficult for the network to find advertisers willing to sponsor pro-
grams. During the winter of 1953-1954, Du Mont was scheduling
hardly more than a dozen sponsored programs a week, and a year
later the number had dropped to only three or four. So after the
middle of 1955, the Du Mont company gave up its network activities
entirely, leaving only three television networks in the field.

In 1953, the competitive position of the American Broadcasting
Company’s network was improved when the company merged with
United Paramount Theatres, thus acquiring a much-needed in-
crease in operating funds. For almost 25 years, however, the ABC
network was at a disadvantage in lining up primary affiliates. The
steady increase in the number of major cities with three or more
commercial stations did allow ABC to secure stations in most of the
country’s larger markets, but many of these affiliates occupied the
less desirable UHF channels. In the 1976-1977 season, however,
ABC’s string schedule dominated the network prime-time rating
race and, for the first time, ABC “won” in overall ratings for the
season.

One result of this victory was the switch of several VHF affiliates
from CBS or NBC to ABC, leaving the other two networks the choice
of a UHF affiliation or no outlet in these markets. Analysts of net-
work programming practices and performance estimated that the
ABC schedule would remain strong through at least the 1978-1979
season. Such continued success should establish ABC as a virtually
equal competitor to NBC and CBS in the network prime-time battle.

In an effort further to strengthen the financial position of the
American Broadcasting Company, arrangements were completed
in the autumn of 1965 for a merger with the International Telephone
and Telegraph Corporation (ITT), a $2 billion concern. Unfortu-
nately for ABC, this merger was opposed by the U.S. Department of
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Justice, which managed to delay FCC approval for so long that ITT
finally withdrew its request.

Color Television The development of color television brought about
another type of network rivalry. During the period of the television
freeze, the FCC asked manufacturers of television equipment to
demonstrate the color systems they had developed. In 1950, the FCC
gave official approval to the system proposed by the Columbia
Broadcasting System, which involved the use of a revolving color
disc both on cameras and on receiving sets. Unfortunately, the CBS
system was not compatible—programs broadcast in color could not
be received at all on black-and-white receiving sets. Consequently,
equipment manufacturers made virtually no attempt to produce
sets using the CBS color system, and in the autumn of 1951 CBS
gave up its efforts to secure industry and public acceptance of its
color television technology. The Radio Corporation of America
(RCA), meanwhile, had continued to work on its own color
system—one using electronic scanning and producing color pro-
grams that could be received by both color and black-and-white
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"l understand they had a very deprived childhood. Everything was in black and white.”
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sets. In 1953, the FCC gave official approval to the RCA color sys-
tem; and, in November of that year, the National Broadcasting
Company—owned entirely by RCA—transmitted an experimental
program in color from New York to the West Coast. In the early
years, when few color sets were on the market, NBC led the way in
color programming, with a total of 35 to 40 hours a week in 1964—
1965.

It can be said that color “turned the corner” for the networks,
however, in the 1965-1966 season. Encouraged by the presence of
color sets in nearly 3 million homes by early 1965 and by research
reports showirig that ratings of color programs were 80 percent
higher in homes with color sets than in homes with black-and-white
sets, NBC announced in the summer of 1965 that all but two of the
programs on its evening schedule, as well as most of its daytime
offerings, would be presented in color. The other two networks,
which had made little use of color in earlier years, were forced to
follow the NBC lead. In the autumn of 1965, CBS was presenting
nearly half of its evening programs in color, and ABC used color for a
little more than a third of its evening offerings.

Television Network Programs, 1952-1965

No entirely new program forms appeared on network television in
this period, although some modifications had not previously been
used on network radio. One was the talk-variety form, which com-
bined rather lengthy interviews or talk features with variety mate-
rials; it was introduced in 1952 and was first used on NBC’s Today
and Tonight shows. Others were live-actuality broadcasts and
filmed documentaries carried on a series basis; NBC's Sunday af-
ternoon Wide, Wide World program, introduced in 1955, and the CBS
Twentieth Century, which appeared two years later, were the earliest
representatives of these types. Another new form, at least from the
standpoint of emphasis, was what might be called satire-variety;
the only example was the series That Was the Week That Was, a
concept imported from Great Britain and carried on U.S. network
schedules for two years starting in 1963. In addition, the ‘“‘adult
western’’ (a title created in the 1950s to describe westerns with more
characterization and human problems than adventure) was first
introduced on television network schedules in the autumn of 1955.

Major Program Trends As might be expected, many important changes
took place in the use of programs of different types on network
schedules, as shown in Table 4-3. Nondramatic children’s pro-
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grams, sports broadcasts, and sponsored talk programs disap-
peared entirely from evening schedules; anthology drama was
largely replaced by dramatic programs that used the same leading
characters in each broadcast. Crime-detective programs and adult
westerns reached a high point of popularity around 1960; following
that year, the number carried on network schedules was considera-
bly reduced. Major gains after 1960 were registered by general
drama (already mentioned), variety programs, talk-variety—as
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Table 4-3 Quarter Hours per Week of Sponsored Programs of
Major Types on Schedules of Television Networks

January January January January
1950 1955 1960 1965
Evenings, after 6 p.m.

Variety programs 38 48 20 42
Talk-variety — — 30 64
Musical variety, light music 19 14 22 22
Anthology drama 26 56 32 4
Other general drama 4 6 2 24
Crime-detective-mystery drama 12 24 46 28
Action-adventure drama 2 6 20 20
Adult western drama — — 66 22
Situation comedy 6 56 34 66
Theatrical feature films —_ —_ —_ 24
Quiz, panel, or game shows 25 42 26 10
News broadcasts 11 24 11 26
Talks, forum discussions 7 7 — —
Documentaries, informative drama — 6 10 8
Play-by-play sports broadcasts 21 22 8 —
Children's programs, cartoons 24 19 6 10

Total quarter hours 195 329 333 370

Daytime, Monday through Friday

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

Total quarter hours 70 375 385 400

Figures for 1955, 1960, and 1965 based on sponsored programs listed in national Nielsen Tele-
vision Index for months indicated; those for 1950 on sponsored listed in New York TV
Nielsen Ratings for January 1950.
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represented by NBC'’s Tonight show and unsuccessful attempts by
ABC and CBS to compete in the late evening (11:30 p.M. to 1:00 A.M.)
time period—and motion picture feature films. Time devoted to
news also increased, with two of the national networks expanding
their early evening news broadcasts to 30 minutes. Quiz shows,
panel shows, and audience-participation programs showed a con-
sistent drop in evening use after 1955, although they continued as
popular features on daytime schedules.

One major change in television programming not shown in the
table was the extent of the trend toward longer programs. In
January 1955, the four networks then operating broadcast a total of
129 sponsored programs a week between 7:30 and 11:00 p.M.; apart
from sports broadcasts, 14 of these programs were 60 minutes in
length, 88 were 30-minute programs, and 22, including news broad-
casts, were only 15 minutes in length. Ten years later, the three
national networks scheduled three 2-hour programs each week (all
motion picture feature film presentations), one 90-minute western,
49 hour-long programs, and 45 programs (most of them situation
comedies) 30 minutes in length. Between 7:30 and 11:00 p.m., 15-
minute programs had disappeared entirely from network sched-
ules. The trend toward longer programs was undoubtedly related
to the decline in sponsorship of programs by a single advertiser
and the increasing use of multiple-sponsored or “participating”
programs—a development in network television advertising that is
discussed in Chapter 6.

A second major trend in network programming after 1952 was
the increasing use of programs produced on film, as compared with
live presentations. Particularly was this true in the case of evening
dramatic programs. Of the approximately 60 sponsored dramatic
programs carried on evening network schedules in January 1952,
only 18 were filmed programs, most of them of the action-adventure
type that could not readily be produced in television studios. By
1960, virtually all evening dramatic programs were on film; and, by
1965, according to figures in Broadcasting Yearbook for 1966, live
presentations accounted for only 24 percent of the networks’ weekly
schedules with the remaining time divided equally between filmed
programs and those recorded on videotape.

Other Programming Features Four other features of network television
programming in the 1952-1965 period deserve special mention.
One is the rise and fall of “big-money” quiz programs over the
period between 1955 and 1958. Programs like The $64,000 Ques-
tion achieved tremendous popularity during their first 2 years on
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Figure 4-2 Hal March, host of The $64,000 Question, gives a contestant some refer-
ence books to study in preparation for his next appearance. {(Courtesy Broadcast
Pioneers Library)

network schedules, but audiences decreased rapidly, and programs
of the type disappeared from the air after the discovery in the
summer of 1968 that contests on some of the programs had been
“rigged"” in advance. A second feature was the increased use of spe-
cial programs. In 1954, NBC broadcast the first of a long series of
color ‘“‘spectaculars”—a one-time musical comedy, Satins and
Spurs, starring Betty Hutton. For the next few years, both NBC and
CBS broadcast elaborate spectacular entertainment programs on a
regularly scheduled basis. After 1957, however, such spectaculars
were dropped from regular schedules; however, each of the national
networks made frequent use of one-time entertainment specials
featuring the top stars of Broadway, Hollywood, and network tele-
vision, with a total of 170 such specials planned for the 1965-1966
television season on the three networks. In addition, networks made
extensive use of documentary programs; during the winter of 1961-
1962, five or six documentaries were presented in evening hourson a
regularly scheduled basis. Since 1962, the trend has been away from
the presentation of such programs in regular once-a-week series,
but the networks usually managed to schedule a hundred or more
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documentary programs each year, in most cases as one-time special
programs.

A third important trend in network television programming was
the increased use of theatrical feature films in evening schedules.
The trend started in the autumn of 1961 when NBC inaugurated a
weekly Saturday Night at the Movies program; in 1962 ABC followed
suit with a Sunday-evening program. By 1965-1966, feature films
were scheduled on four evenings a week, and network companies
were paying rental fees of from $500,000 to $750,000 per picture for
the features presented. To insure a supply of first-run films for its
programs, CBS in December, 1965 arranged with Warner Brothers
to finance production of ten new theatrical features each year,
budgeted at from $1 million to $1.5 million per picture; the films so
produced were to be shown in motion picture theaters as well as on
the network’s programs.

A fourth conspicuous feature of network programming in this
period was the tremendous increase in the broadcasting of sports
events on Saturday and Sunday afternoons. Boxing and wrestling,
popular as evening offerings in the early days of network television,
disappeared entirely as network features; indeed, no regular broad-
casts of sports events were included in evening schedules in the
1960s. But each of the television networks filled several hours of
Saturday or Sunday afternoon time each week with broadcasts of
major-league baseball, college or professional football games, and
professional golf and bowling tournaments, with a variety of minor
sports ranging from curling to European sports-car rallies thrown
in for good measure.

Local Television Programming

The types of programs provided by individual television stations
have reflected the changes in the availability of network and syndi-
cated programs. In the very early 1950s, networks offered their
affiliates a reasonably full schedule of sponsored evening programs
but only a limited number of sponsored daytime shows. Con-
sequently, stations had to depend on local live programs and syndi-
cated materials to fill half or more of their total broadcasting hours.
By the middle 1960s, however, network offerings had substantially
increased; on weekdays during the winter of 1962~1963, NBC was
providing its affiliates nearly 13 hours of sponsored programs a day,
CBS nearly 12 hours, and ABC approximately 9 hours. In the late
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1950s, the supply of syndicated materials available to stations also
increased; in the early 1960s, however, few new filmed television
series were produced for syndication, and the backlog of feature
films available for first-run showing by stations was rapidly
exhausted.

Surveys of station programming published in Broadcasting
Yearbook for 1966 suggest the extent of changes that have taken
place in the materials included in station schedules. In 1953, net-
work affiliated stations were on the air for an average of 80 hours a
week, and 49 percent of this time was filled by service from the
networks. By 1965, total hours were up to an average of 119 and the
percentage of network offerings had jumped to 64. In the same
period, use of syndicated programs or feature films remained con-
stant at about 26 percent. Network hours were taken from local-live
hours. More than 21 percent of the programming of network
affiliates had been live in 1953, while only 13 percent was live in
1965.

So, although the proportion of network programming rose from
49 to 63 percent in this period, and that of local programming drop-
ped from 21 to 13 percent, local stations were still providing approx-
imately the same number of hours of locally produced material in
1965 as in 1953. Virtually every station scheduled at least two local
news programs a day, Monday through Friday, and many increased
the length of at least one local daily news program to 30 minutes.
Weather information was still important, and most stations offered
separate sports news summaries once or twice a day. Some stations
had farm information programs, usually scheduled before 8:00a.M.;
many more presented daily ““women’s interest” local programs, al-
though the “kitchen” programs of earlier years were no longer ex-
tensively used. Nearly all stations devoted from 30 minutes to an
hour of time daily to programs intended for younger children;
clowns and puppets were still widely used and many of the chil-
dren’s programs included short filmed cartoons or short filmed sub-
jects. A considerable number of stations experimented with live
locally produced daytime variety shows on a daily or weekly basis;
a few others carried local ad-lib dramatic courtroom programs; a
somewhat larger number carried programs featuring interviews
with local people or with important visitors to the community.
Local television, then, was still varied and reasonably vital in 1965-
1966, with a large number of stations still faced with the prospect of
an expensive conversion to color equipment as the sale of color sets
increased and the networks programmed more and more color
shows.
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STUDY AND DISCUSSION QUESTIONS

1.

Report on or be prepared to discuss the reasons behind the rapid expansion
in the number of AM radio stations in the period immediately following World
War Il

a.
b.

C.

d.

. Report on the rise and fall of the Liberty Network between 1946 and 1951.

. Discuss the impact of television on radio. Consider the following areas:

The shift of interest of broadcast professionals from radio to television
The use by television, in its early days, of program forms and specific
programs from radio networks

The ability or lack of ability of radio “stars” to make the transition to the
new medium

The attempts by radio networks in the early 1950s to compete with televi-
sion programming.

. Reportonor be prepared to discuss the development and growth of FM radio

both before and after World War |l.

. Reporton or be prepared to discuss one of the following topics relating to the

early days of television.

XTTF @meaoge

The emphasis on sports programming

The “Golden Days” of live television drama

The Ketauver and/or Army-McCarthy hearings
Programming by independent television stations

The causes and effects of the "freeze” of 1948-1952
The development of color television

The effects of rising production costs on patterns of advertising (spon-
sorship versus participation)

The Du Mont network

Local television programming

The “quiz scandals” of 1958-1959

The development of the “spectacular”

Report on or be prepared to discuss how iocal radio adjusted to the reality of
television and retained its overall economic strength in the 1950s and 1960s.
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Broadcasting Faces New Challenges

In the previous two chapters we focused most of our attention on the
history and growth of the broadcasting industry itself and touched
only briefly on the regulation of broadcasting. In this country, of
course, broadcasting has been regulated by some arm of govern-
ment since 1912, and we will discuss specifics of regulation in Chap-
ters 12, 13, and 14. In these earlier chapters, we emphasize the
development of broadcasting as a business and the evolution of
programming while touching only occasionally on matters of gov-
ernment regulation.

Since the mid-1960s, however, regulation of broadcasting by the
Federal Communications Commission, the courts, Congress, citi-
zens' groups and others has produced a series of challenges and
changes that seem to go far beyond previous regulatory efforts in
both breadth of issues and depth of effect. In the decade following
1965, the impact of regulation (taken in the broad sense discussed in
Chapter 12) was felt in the areas of broadcast license renewal proce-
dures, the length of license terms, ownership of broadcast proper-
ties, the relationship between station management and the com-
munity served, employment practices, coverage of controversial is-
sues and political campaigns, limits on commercial time, control of
programming by television networks, the content of network pro-
gramming for the general public and for children, advertising on
television, and network television news. In no other period in the
development of broadcasting in the United States has the weight of
regulation been felt, virtually simultaneously, over so broad arange
of issues.

Because of this regulatory emphasis, we will begin this chapter
in the middle of the 1960s and turn our attention first to a relatively
brief overview of the major regulatory issues that broadcasters have
faced since that time. The second half of the chapter will include the
more familiar treatment of the evolutionary growth of the broad-
cast industry after 1965.

By the beginning of 1965, the structure of a broadcasting indus-
try that would accommodate both radio and television could be
seen fairly clearly. Television had established itself as the primary
medium for entertainment, as measured both by audience size and
total advertising revenues. Radio had passed through the worst of
its adjustment to television and was finding a place by seeking
specific audiences within the community and programming for
them—primarily with music, but also with an ever-increasing em-
phasis on community involvement, fast-breaking news, and ser-
vices during emergencies. (Many became particularly aware of this
emergency service during the severe power blackout of November
1965, during which the only source of news and information for
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millions of people was battery-operated radios.) FM radio was
showing signs of continued growth which was to be spurred by the
approval of stereo broadcasting and a ruling by the Federal Com-
munications Commission (FCC) requiring most stations licensed for
both AM and FM to program at least 50 percent of the FM output
independently of the AM—thus drastically modifying the common
practice of an AM station simply duplicating its entire schedule on
FM. As natural forces within a dynamic industry continued to bring
about changes similar to those discussed in Chapters 3 and 4, color
television, community antenna television (CATV), and satellite
transmission grew in importance. Business continued to be good,
overall (see Table 5- 1); and, in the mid-1960s, broadcasting seemed
destined to continue evolving in a familiar manner, shaped and
influenced to a degree by the FCC, Congress, and the courts, but
essentially determining its own future.

BROADCASTING AND ITS CHALLENGERS

After 1965, however, broadcasters were faced with a series of chal-
lenges and decisions that caused profound changes in the industry

Table 5-1 Annual Total Time Sales of Radio and Television Networks and Stations,
1965 through 19742 (in Thousands of Dollars)

1965 1968 1971 1974
Radio time sales?
By networks 44,602 54,700 55,100 60,300
By stations
National spot 247,942 342,200 378,000 386,800
Local 535,238 733,400 954,600 1,308,800
Total radio sales 827,782 1,130,300 1,387,700 1,755,900
Television time sales?®
By networks 585,100 1,424,300 1,490,400 2,005,300
By stations
National spot 785,700 1,009,800 1,022,800 1,336,100
Local 302,900 482,100 665,600 1,012,400
Total television sales 1,673,700 2,916,300 3,178,800 4,353,800

Figures represent gross billings, before deductions of commissions to advertising agencies and
station representatives.

From annual financial reports released by the Federal Communications Commission covering the
years indicated.
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and may continue to do so in the foreseeable future. The voice of the
citizen, articulated by efficient and sophisticated groups, became
an important factor in the regulation of broadcasting; the FCC
found itself ever more intimately involved with the day-to-day op-
erations of local stations and the networks; and the Federal Trade
Commission (FTC) began moving with greater vigor and authority
in its supervision of commercial practices. The courts, Congress, the
administration, and, inevitably, in the face of such forces, the FCC
took an ever-greater interest in program content; and the license
that is the very backbone of any station operation seemed threat-
ened by a series of court rulings and FCC actions.

All this activity on both the national and state level is closely
intertwined and it is often difficult to separate the threads, but the
natural evolution of broadcasting was channeled and shaped so
persistently by these new challenges that we must consider them
before turning to the more familiar questions of programming and
industry growth. Since the stability of his license to operate is of
such importance to any broadcaster, we will begin our exploration
of this period of broadcasting history with a study of three court
cases that seemed to place these licenses in some danger.

Threats to License Stability

The period between 1969 and 1971 has special significance to all
broadcasters because in these years, the courts handed down three
decisions that, in combination, would shake the industry to its
roots. These decisions, WHDH, WLBT, and CCC, dealt with separate
issues and were not closely related; but, when the dust settled,
broadcasters found themselves confronting a host of new challenges
and problems.

The WHDH Case This long and complex case began in 1947, when
several applicants filed for the same television channel in Boston,
and it was not resolved until 1969, In 1957, WHDH, Inc. won a
provisional right to operate on channel 5 in Boston, but a series of
actions by the FCC and the courts involving, among other things,
charges of improper influencing of an FCC chairman, had prevented
WHDH, Inc. from securing final approval to operate on the channel.
Then, in January of 1969, the FCC surprised virtually everyone by
denying WHDH, Inc. the license and granting it to a competing
group.

Some basis for the FCC decision derived from a 1965 policy
statement that was designed in part to foster diversification of own-
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ership of mass media.! Since WHDH, Inc. was also the licensee of
WHDH-AM and WHDH-FM and was owned by a corporation that
published two daily papers and one Sunday paper, the “concentra-
tion of media control” issue loomed large in the minds of many
commissioners; and broadcasters in general saw the refusal to grant
alicense to WHDH, Inc. as a threat to all licensees—especially those
owning AM, FM, television, and newspaper combinations.

The WLBT Case While the WHDH decision really applied only to
multiple-media owners, actions taken against the license of WLBT
in Jackson, Mississippi, had implications for all broadcasters. Here
again, the issues in the case are complex, revolving around allega-
tions that the ownership of WLBT was not properly serving the
minority citizens of its coverage area. Led by the Office of Com-
munications of the United Church of Christ (UCC), groups of citizens
from the Jackson area filed in opposition to the 1964 WLBT renewal
and, after twice taking the case to the U.S. Court of Appeals in the
District of Columbia, succeeded in blocking the renewal.?

The long-term significance of the WLBT case lies in the fact that
it opened the door to the intervention of citizens’ groups as parties
before the FCC in renewal hearings. Before the WLBT decision, only
other licensees alleging economic injury or electrical interference
had been permitted to intervene in these hearings. Since the 1966
appeals court decision in the WLBT case, any interested group of
citizens with the money and the desire has been able to come before
the FCC, seeking to deny renewal to broadcasters they felt were not
serving the public interest.

The CCC Case The Citizens Communications Center (CCC) case,® de-
cided in 1971, represented still another action by federal courts that
had the effect of requiring the FCC to hear local groups that con-
tested license renewal applications. Broadcasters had reacted to a
sharp increase in the number of such contests after 1966 by turning
to Congress for legislative relief. Before a license renewal bill satis-
factory to both broadcasters and Congress could be passed, how-
ever, the FCC issued a policy statement to the effect that a licensee

Policy Statement on Comparative Broadcast Hearings,” in Frank J. Kahn (ed.),
Documents of American Broadcasting (New York: Appleton-Century-Crofts, 1973), p.
367.

¥'United Church of Christ I and United Church of Christ 11,” in Kahn, p- 639.

*'The Citizen Communications Center Case,” in Kahn, p. 666.
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would be favored at renewal time if he could show that his pro-
gramming had been ‘“‘substantially” in tune with the needs and
interests of his listening area.

The broadcast industry found this statement reassuring, but
several organized citizens’ groups disagreed and asked the federal
appeals court in Washington, D.C., to overturn the statement. The
court did just that in June of 1971 in its ruling on the Citizens Com-
munications Center case. Broadcasters turned again to Congress for
some relief, but by the mid-1970s no license renewal bill had been
passed.

The WHDH, WLBT, and CCC cases have had a significant impact
on the license renewal process. The WHDH decision seemed to indi-
cate that the FCC was placing increased emphasis on the *‘concen-
tration of media control’’ issue; the WLBT decision opened the door
to the participation of citizens’ groups in renewal hearings before
the FCC; and the CCC decision forced the commission to hold hear-
ings when there are competing applications at the time of renewal.
Taken together, these three decisions gave a tremendous boost to
the growth and actions of citizens’ groups across the United States.

The Growth of Citizens’ Groups These groups moved slowly at first, uncer-
tain as to how they should organize and what they should do. In
January of 1967, the Office of Communications, United Church of
Christ (UCC) announced a nationwide effort to force “balanced”
programming by stations that carried “extensive propaganda” not
balanced by opposing points of view, and it received grants of
$85,000 from the Ford Foundation and others to support the pro-
gram. Earlier, the Anti-Defamation League of B’nai B'rith had
asked the FCC, without success, to deny license renewal to a station
that had carried anti-Semitic material—even though the station
had offered time to reply under the Fairness Doctrine. In 1967, how-
ever, the FCC acted on a petition filed by nineteen civic and religious
groups and agreed, on the grounds of Fairness Doctrine violations,
to hold hearings on the renewal of WXUR, a station in Pennsylvania
owned by a theological school. An organization calling itself the
Institute for American Democracy filed Fairness Doctrine com-
plaints against several stations and began a campaign to educate
the public to its rights under this doctrine. Commissioner Nicholas
Johnson announced that he felt the FCC itself should be more active
in encouraging and supporting citizens’ groups on the local level.
Much of the early activity, then, focused on the Fairness Doctrine
and program “balance.” In 1969, however, a significant new pattern
began to emerge. A number of viewer groups, aided by UCC, filed a
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petition to deny license renewal for KTAL, a local television station
in Texarkana, Arkansas, because of alleged failure to meet the needs
of blacks in the community. After a few months of negotiations, the
groups agreed that they would drop the petition to deny in return
for a number of promises by the station management. While much
of the agreement involved services of the kind any station would be
expected to provide, some of the promises included the hiring of
black on-the-air reporters, regular announcements of the station’s
responsibility to consult with all community groups to determine
needs and interests, and a policy of not preempting network pro-
grams of particular interest to any substantial segment of the com-
munity without previous consultation. For the first time a station,
asaresult of a petition to deny, had permitted significant input from
the community in the formulation of basic station policies. The
following year, in Atlanta, this strategy of using the threat of a
petition to deny to back up a series of demands was successfully
expanded to virtually all the stations in a single market. With vary-
ing degrees of success, the same strategy has been used in other
communities since that time.

The FCC, while encouraging a “dialogue’ between broadcasters
and their publics, has looked with caution on these agreements. In a
policy statement issued in December 1975, the commission de-
clared itself ‘““neutral” on the question of whether or not stations
should enter into such agreements. Broadcasters were warned,
however, that they must retain the responsibility for determining
how to serve the public interest. No matter what the pressures, this
is one responsibility, according to the FCC, that cannot be delegated
to any group of citizens.

Citizens’ groups continued to be active in the 1970s. “Women'’s
Lib” organizations urged boycotts of products whose advertising
they deemed degrading to the status of women. Community groups
opposed changes of station ownership that would result in changes
in programming format. Coordinated activities by viewer groups
have resulted in agreements that more funds would be allocated to
programming specifically for minority groups. Still other groups
have filed petitions to deny, have seen some of their demands met,
then have agreed to withdraw petitions if the licensees would reim-
burse them the cost of filing the petition in the first place.

The voice of the people has been heard and, as we will see in
later sections, this voice has moved the FCC to an ever-greater in-
volvement in the day-to-day operation of individual broadcast sta-
tions. Before turning to this, however, we will look at another series
of threats to “license stability” that did not grow directly from
actions by the courts or the public.
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Diversification of Control and Multiple Ownership  Since the early days of radio,
Congress and the FCC have been concerned about the problems of
concentration of control of mass media in too few hands. Indeed,
one of the results of this concern was action to force NBC to sell one
of its two radio networks in 1943. Concern with monopoly also lay
behind the FCC rules prohibiting a licensee from owning more than
one AM, one FM and one television station in a single market (the
“duopoly rule’”’) or owning more than a total of seven AM, seven FM
and seven television stations throughout the entire country (the
“multiple ownership rules”). Since 1965, however, the commission,
the Congress, the courts, and the Department of Justice have ex-
pressed doubts about the adequacy of these rules.

In 1965, the FCC proposed limiting television ownership to a
maximum of three stations in the Top 50 markets but this proposal
was never applied to a transfer and was quietly dropped in February
of 1968. The following month, however, the commission proposed
another rule that would prohibit the licensee of an AM, FM or televi-
sion station from acquiring a license for any other class of broadcast
service in the same community. Under such a rule, an owner of an
AM station could not purchase an FM or television station in the
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same market area. This proposal was adopted in 1970 and was
promptly labeled the ““one-to-a-customer rule.” It was amended in
1971 to permit the transfer of AM-FM packages and stands today as
an example of the commission’s desire to achieve maximum diver-
sification of media ownership with a minimum of disruption.

In this rulemaking, the FCC did not propose “‘forced divestiture”
of holdings in a market that would have forced licensees to break up
existing combinations. The “one-to-a-customer rule” applied only
to transfers occurring after its adoption in 1970. Pressure from Con-
gress, the courts, and the Department of Justice, however did force
the FCC to consider such divestiture in a special category—multiple
ownership that included newspaper ownership in the market—and
in March 1970 it proposed a rule that would break up all such con-
centrations within 5 years of its adoption date.

This proposal was vigorously opposed by both newspaper and
broadcast interests, and for 3 years the commission showed little
inclination to pursue the matter. In January 1974, however, the
Justice Department stepped in by asking the commission to deny
the license-renewal applications of three newspaper-owned sta-
tions in the midwest. This action prompted the commission to re-
solve the matter, and in February 1975 it issued a ruling that
pleased neither the Justice Department nor media interests. Back-
ing away from the total break-up of all radio-television-newspaper
combinations as “unduly disruptive,” the commission banned any
further acquisitions by any newspaper of a broadcast property in
the same community; and it forced divestiture in only sixteen
markets—those in which the only newspaper owner in town also
owned the only radio or television station. The Justice Department
felt this did not go far enough, and the owners of newspapers and
broadcasting stations felt that it had gone too far, and both filed
suit.

The United States Court of Appeals in Washington, D.C., over-
turned the FCC in 1977 and ruled that newspaper-broadcast cross-
ownerships in the same market should be broken up unless it could
be shown that such multimedia holdings were in the public inter-
est. The court ruled further that the FCC must develop rules under
which such “forced divestiture” should take place. Both the FCC
and the National Association of Broadcasters sought Supreme
Court review of this decision.

The FCC and Station Operation

The question of license stability was not the only problem to face
broadcasters in the period after 1965. They also found themselves
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confronted by an ever-growing involvement of the FCC in the day-
to-day operation of stations. Some of these incursions will be dis-
cussed below.

Ascertainment of Community Needs The responsibility of a broadcast
licensee to serve his public is fundamental to the communications
act,and the FCC has always placed great stress on the “local institu-
tion”’ concept of the broadcaster. In addition to entertaining his
audience, each broadcaster is expected to know his community and
its needs and interests and to devote some of his programming to
those needs and interests. A concern that, in some cases, the voice of
the public was not being heard, or attended to, by some licensees
was expressed by the commission in a statement on programming
policy issued in 1960.% This statement clearly spelled out the obliga-
tions of broadcast licensees: “The broadcaster is obligated to make
a positive, diligent and continuing effort, in good faith, to determine
the tastes, needs and desires of the public in his community and to
provide programming to meet these needs and interests.” In the
same policy statement the commission announced its intent to
modify a part of one of the forms used for license applications,
renewals, and transfers to “require a statement by the applicant
...as to (1) the measures he has taken and the effort he has made
to determine the tastes and needs and desires of his community or
service area, and (2) the manner in which he proposes to meet these
needs and desires.”

Many broadcasters found it difficult to grasp fully just what the
commission was looking for in what came to be known as the “‘as-
certainment” section of the application forms that were released in
1965 and 1966 and, for a few years, the FCC tried to clarify the situa-
tion with letters and public statements. In the late 1960s, however,
the situation became so confused that the commission was per-
suaded to issue a “Primer”’ to answer the major questions raised by
licensees. This 36-question Primer was released in 1971° and out-
lined in detail the steps a licensee must take properly to determine
the problems of his community.

By 1971, of course, the turmoil introduced by the WHDH, WLBT,
and CCC cases was creating an ever-growing backlog of contested
renewal applications at the FCC, and the staff considered ways to re-
duce this burden. Reasoning that many petitions to deny stemmed

“‘The 1960 Programming Policy Statement,” in Kahn, p. 234.

$*“FCC Ascertainment Primer,” in Kahn, p. 316. The Primer was modified and reis-
sued in 1976.
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from a breakdown in the community dialogue that the ascertain-
ment procedures were designed to encourage, the staff in 1971
made several proposals designed to encourage licensees and local
groups to talk with each other and thus, perhaps, to resolve their
differences before a dispute reached the commission level. Among
these recommendations were regular announcements by all broad-
casters encouraging comment and feedback from the public (these
announcements, when adopted, were known as the “15-day an-
nouncements’’); an expansion in the amount of material a station
was required to keep in its “‘public file” (a file of documents and the
like that must be made available to the public on reasonable de-
mand); and a provision that television stations would be required to
report annually on their programming related to community needs.
These recommendations were adopted in 1973 and went into effect
in 1974,

Equal Employment Opportunity We have seen that after 1965 both the FCC
and local minority groups, encouraged and assisted by well-
organized citizens’ groups, steadily increased pressures on broad-
casters in the area of programming. Closely related to these pro-
gramming pressures and to the “equal opportunity” spirit of the
times, was the question of employment by broadcasters of members
of minority groups. Reacting to a request from the United Church of
Christ, the FCC in 1968 issued a policy statement declaring that
license renewals would henceforth be denied to any station in viola-
tion of “national policy against discrimination in employment.” At
the same time, the commission proposed a rule that would require a
licensee to demonstrate compliance with the principle of equal op-
portunity employment in a filing that would accompany any appli-
cation for a new license, a license renewal, or a transfer. Finally, in
what it called the most important part of its statement, the commis-
sion told broadcasters that “as a matter of conscience” they should
go beyond simple passive compliance with the ‘“national policy
against discrimination” by taking affirmative action to seek out and
train representatives of significant minority groups in their com-
munities.

These rules were adopted, as were additional rules in 1970 re-
quiring the submission of detailed equal opportunity policies and
annual reports on job participation by minorities and women.
These rules have been interpreted to mean that any licensee with a
significant minority population in his listening area has a positive
obligation to see to it that members of this group are employed by
his station. Employment in menial or simple clerical tasks alone
will not be satisfactory, nor will the commission accept the conten-
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tion that none of the applicants from the minority groups were
qualified for a position of responsibility—in such cases, training
programs must be established.

The Fairness Doctrine and the Local Station The ascertainment and equal
opportunity issues discussed above affect both management and
programming operations of local stations. The ascertainment rules
set out a series of specific steps the licensee must take to keep in
touch with his public and require him to devote some of his time to
programming for that public. The equal opportunity rules go to the
heart of management, dealing as they do with basic questions of
hiring, promotion, and training. Still another FCC policy, the Fair-
ness Doctrine, has an even greater effect on the day-to-day opera-
tions of a local station.

The evolution of the basic philosophy behind the Fairness Doc-
trine will be considered in some detail in Chapter 13. It is sufficient
here to say only that the doctrine provides that if any licensee allows
the use of his station for the presentation of one side of a *‘controver-
sial issue of public importance,” he is obligated to see to it that
opposing views are also presented. The doctrine does not require
that equal time be given to all groups holding opposing views. It
tells the licensee instead that he must offer reasonable opportunity
for the presentation of opposing views. He retains the right to
choose who will present these views and how they will be presented.

This element of licensee discretion was restricted, however, in
the late 1960s, when the FCC issued what came to be known as its
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“personal attack rules.” Under these rules, a licensee whose station
broadcasts an attack on the honesty, integrity, or the like of a group
or person is required, within one week of the broadcast, to send a
script, tape, or accurate summary of the attack, with an offer of time
to reply, to the person or group attacked. These rules were upheld by
the U.S. Supreme Court in a 1969 decision (Red Lion) that seemed to
give even greater strength to the Fairness Doctrine and included the
phrase it is the right of the viewers and listeners, not the right of the
broadcaster which is paramount.”

This latter phrase seemed to encourage both politicians and citi-
zens’ groups, and stations found themselves flooded by demands of
individuals and groups demanding access to broadcast facilities. In
1970, the FCC ruled that licensees, if they wished, might decline to
sell time for the discussion of public issues. The ruling was ulti-
mately upheld by the U.S. Supreme Court, but this right to refuse
access is limited. In the first place, it applies only to the first expres-
sion of opinion in a controversial case. The broadcaster, if he so
desires, may decide that there will be no discussion of fluoridation
on his station. However, if he allows one point of view on this issue
to be discussed, he falls under the Fairness Doctrine and must seek
out opposing views. Licensee discretion is further limited by the fact
that the FCC has made it clear that it will not look with favor on a
licensee who adopts a general policy of not permitting any discus-
sion of “controversial issues of public importance.”

The Federal Election Campaign Act of 1971 In 1971, the United States Con-
gress took direct action that affected the operation of broadcast
stations during election periods.

The act of 1971 limited the amount of money a candidate for
federal office could spend on his campaign and the proportion of
this money that could be allocated to electronic media. It required
broadcasters who sold time to political candidates—federal, state,
or local—to sell this time at the station’s “lowest unit rate”’ for ““the
same class and amount of time for the same period.” Finally, it
required all licensees to provide a ‘“‘reasonable” amount of time for
candidates for federal office, without providing a definition of rea-
sonable.

A 1974 amendment removed restrictions on the percentage of
money that could be spent in broadcast media. Even as amended,
however, the act enters the business operation of a station by forcing
it to sell time for commercials to candidates at rates previously

“'The Red Lion Case,” in Kahn, p. 412,
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reserved for its best customers; and it includes the vague standard
of “reasonable” access for federal candidates.

Limits on Commercial Time From the days of the Federal Radio Commis-
sion, the regulatory body supervising broadcasting has been con-
cerned lest individual stations devote too much of their time to
commercials at the expense of service to the public. The National
Association of Broadcasters has attempted to provide guidance to
stations in the matter with its Code of Good Practices, which in-
cludes limitations on the amount of commercial time in a broad-
casting hour. For radio stations, this limit is a flat maximum of 18
minutes. In television, the amount of time permitted for ‘‘nonpro-
gram’ material varies according to the class of time and station, but
in no instance does it exceed 16 minutes per hour.

Subscription to this code is voluntary, however, with more than
60 percent acceptance by television stations and approximately 40
percent in radio. In 1963, the FCC attempted to adopt a rule that
would force broadcasters to comply with the code limitations on
commercials, but it was stopped by Congress. Not to be daunted, the
commission then modified its license renewal forms to make clear
that it expects broadcasters to adhere to the code limitations. Under
some circumstances, slight variations from the time standards will
be accepted, but the prudent licensee will keep his number of com-
mercial limits in line with code requirements.

The FCC and the Networks

Most of our discussion to this point has focused on regulatory is-
sues involving local stations and individual licensees. National
networks, of course, are an integral part of the broadcasting indus-
try, and, since 1965, they too have faced their share of challenges.
The FCC can exercise no direct control over the networks, but it can
regulate them through its authority over individual affiliated sta-
tions. Commission rules, for example, force the television networks
to allow their affiliates to reject specific programs by a rule saying
that no license shall be granted to a television station that has a
contract with a network restricting such rejections.

Network Control of Programming  Most network challenges have focused on
programming because, since the advent of television, the networks
have assumed more and more control over the programming they
carry. A study conducted by Broadcasting in 1965, for example, in-
dicated that 91 percent of the prime-time network television pro-
grams were either produced or licensed by the major networks.
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After wrestling with the problem through the 1960s, the FCC
attempted to reduce this control by adopting what came to be
known as the “prime-time access rule” in 1970. Under this rule,
television affiliates in the Top 50 markets were prohibited from ac-
cepting more than 3 hours of network programming in prime time
(7:00 to 11:00 p.M., Eastern Standard Time).

The 1970 access rule (dubbed “PTAR I" by Broadcasting) had
a relatively short life. The FCC tried to revise it in 1973 but was
stopped by a court ruling. In 1975, a third version (PTAR I1I) was ap-
proved by the FCC and was upheld by the court.” It retained the
basic 3-hour limitations of PTAR I, but involved the commission
closely in programming. The new rules would permit networks to
carry, in the one ““access hour”’ opened up between 7:00 and 11:00
P.M., children’s programs, documentaries, public affairs program-
ming, special news programs, half-hour news offerings following a
local 60-minute news program, runovers of sports events, interna-
tional sports events, New Year’s Day college football, and special
network programming filling the entire evening. By specifying that
some programs would be approved and others disapproved in
specific hours, the FCC took upon itself a measure of program con-
trol not previously exercised.

A suit filed in 1972 by the Department of Justice is aimed at
reducing network control over programming on the grounds of pos-
sible antitrust violations. Tarred with the brush of ‘“Nixon harass-
ment,” the original suit was dismissed by a federal judge. The suit
was refiled, however, and is still pending.

Violence on Television The question of violence in entertainment media,
be they comic books, movies, or radio and television is raised regu-
larly by concerned citizens and is usually debated to no useful con-
clusion. Television has not been spared this recurring inspection and
has moved through several cycles of “nonviolent”’ programming
prompted by congressional or FCC expressions of concern.

As violence spread across the country in the middle and late
1960s, the dominance and visibility of television made it a prime
target of many seeking an explanation for the traumatic events of the
period. The National Commission on the Causes and Prevention of
Violence reported in 1969 that “‘research evidence strongly suggests
.. . that violence in television programs can and does have adverse
effects upon audiences—especially child audiences.” In 1972, the

"Broadcasting, January 20, 1975, p. 5.
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United States Surgeon General reported that televised violence has
been shown to cause aggressive behavior in children who are already
predisposed to such behavior. Following this report, the three net-
works united in saying that they were reducing the incidence of
violence in all programming, with special attention given to chil-
dren’s programming.

Many were not satisfied with the network efforts, andin 1974 the
move to curb violence took a new turn. Prodded by Congress to ‘‘do
something’’ about violence and obscenity on television, FCC Chair-
man Richard Wiley entered into a series of discussions with network
heads and the Code Authority of the National Association of Broad-
casters (NAB). Presumably as a result of this “jawboning,” the three
networks, in 1975, agreed to the concept of a ““family viewing hour,”
in which all programs would be appropriate for general family view-
ing. The NAB Code Authority followed suit by expanding this to 2
hours, from 7:00 to 9:00 p.M. (EST), and the 1975-1976 season oper-
ated under these restrictions. The lack of any clear definition of what
constitutes material suitable for family viewing has made the net-
works uncomfortable and the producers of television programming
unhappy; and a group of Hollywood writers, actors, and producers
filed suit against the family-hour concept in late 1975.

Late in 1976 a court in Los Angeles ruled that the family-viewing
self-regulatory concept was unconstitutional and that the policy had
been adopted as the result of illegal government pressure. This deci-
sion, however, will be appealed and in the interim all three networks
continue to adhere to its basic premises.

Network Programming for Children Closely related to the question of vio-
lence is a concern for the nature of programming that is aimed
primarily at children. Violence is not the only issue here; many
suggest that the youth-oriented programmingon Saturday and Sun-
day mornings amounts toan “intellectual wasteland,”’ supplying the
children with nothing of substance. Others complain about the
amount, type, and tone of the advertising included in this pro-
gramming.

Citizens’ group activity on behalf of children’s programming,
led by a group calling itself Action for Children’s Television (ACT),
began to make itself felt in 1969, when the FCC was asked to take a
close look at what Variety likes to call “’kidvid” and to exert some
control over this programming. Hearings were held, various con-
gressional committies also expressed concern about children’s pro-
gramming, and in 1974 the FCC took action. Rather than issue the
ACT-requested set of rules, however, it adopted a policy statement
calling on stations to upgrade the quality of children’s program-
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ming, to stop confining such programming to weekend mornings,
and to pay special attention to advertising carried in the programs.
The NAB Code Authority also moved at this time to tighten its
restrictions on such advertising. ACT was not satisfied, however,
and filed suit to force the commission to issue rules instead of a
policy.

Network Advertising While local stations were harried by a Federal
Communications Commission determined to limit the amount of
commercial time they could carry, the national networks, all of
which subscribe to the NAB Code of Good Practices, were faced with
their own advertising problems.

Following the 1964 report by the Surgeon General that cigarette
smoking could be dangerous to health of human beings, a ground
swell of public opinion against cigarette advertising began to de-
velop; and Congress ultimately banned all cigarette advertising on
radio and television as of January 2, 1971. In mid-1967, however, the
FCC had ruled that the subject of the relationship between smoking
and health was sufficiently controversial and important to bring
cigarette advertising under the requirements of the Fairness Doc-
trine. This action produced a rash of “anti-smoking” spot commer-
cals that were carried in an approximate ratio of one “anti”’ to five
“pro” commercials. Almost all of these were discontinued when
Congress banned all cigarette advertising on radio and television in
1971.

By 1971, however, the FCC had discovered that it had opened
something of a Pandora'’s box for itself with the 1967 cigarette rul-
ing.In 1970, it had been asked torule, under the cigarette precedent,
that certain commercials for unleaded gasoline, detergents, high-
powered cars, and some children’s toys raised Fairness Doctrine
questions. The commission consistently failed to so rule, but its
decisions about unleaded gasoline and high-powered cars were re-
versed by the federal appeals court in Washington, D.C., in a ruling
that further directed the FCC to restudy the entire Fairness Doc-
trine.

As a part of this mandated study, the FCC considered comments
filed by the Federal Trade Commission (FTC). These comments
urged the FCC to require broadcasters to carry “counter ads” in
response to several types of advertising, including those making
controversial claims or raising controversial issues, those based on
controversial scientific premises, and those silent on negative as-
pects of the product.

In June 1974, the FCC completed its review of the Fairness Doc-
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trine and issued a new policy statement. Among other things, the
commission reaffirmed that it had never intended to establish the
cigarette case as a Fairness Doctrine precedent, arguing that “we do
not believe that the general product commercial can realistically be
said to inform the public on any side of a controversial issue of
public importance.” The statement established a category of ad-
vertising known as “editorial advertising,” which “actually con-
sists of direct and substantial commentary on important public
issues.” Such advertisements would trigger the Fairness Doctrine,
the commission said, but “standard product commercials, such
as the old cigarette ads, make no meaningful contributions toward
informing the public on any side of an issue,” and the Fairness
Doctrine should not be applied. The FTC proposals were quietly
rejected in the same statement.

What one commission does, however, another commission can
undo, and policy statement or no, the cigarette precedent still
stands in history as an example for later “activist’’ commissions to
see and study, as do the rejected FTC proposals.

Finally, during the decade after 1965, the Federal Trade Com-
mission was given the power to require advertisers to support any
comparative claims they make with hard evidence; to move deci-
sively against any advertising it finds “misleading”’; and to require
advertisers to run ‘“corrective ads” in cases in which it feels the
misrepresentation has been extreme. These powers have been used
sparingly, but their very existence has imposed a greater measure of
responsibility and caution on the advertising industry. A national
bakery, for instance, for a time advertised one of its bread products
as suitable for diets, implying that its calorie content was lower
than that of other brands. When it was determined that each slice of
bread was low on calories simply because it was thinner than the
normal slice, the company was required by the FTC to remove all
advertising or to run ‘‘corrective ads” admitting the “error” and
explaining that the bread really offered few advantages to weight
watchers.

123

EVOLUTIONARY GROWTH OF THE BROADCASTING INDUSTRY

Buffeted by the winds of change blowing from Washington and local
communities, the broadcasting industry also managed to evolve in
more predictable directions in the years after 1965. We will con-
clude this chapter with a summary of such growth.
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Television

New Television Stations In the period between 1958 and 1965, the
number of VHF stations increased by 83—from 408 to 491 —while
the number of UHF stations increased by only 23—from 84 to 107.
The practical limit in the number of available VHF channels, the
“all-channel-receiver bill” that required all sets manufactured after
April 1964 to permit tuning of both VHF and UHF channels, and
increasing optimism about the future of UHF—all combined to re-
verse the figures almost exactly in the period 1966 to 1974. In that
period, the number of VHF stations on the air increased by 21—to
573—and the number of UHF stations by 85—to 192.

Both revenues and profits of networks and local stations con-
tinued to increase as the industry grew; FCC figures show broadcast
revenues of $4.09 billion (stations and networks combined) and
profits of $780.3 million in 1975. The same FCC figures, however, also
demonstrate the continued contrast between VHF and UHF opera-
tion. In 1975, 86 percent of the VHF stations reported a profit, com-
pared with only 52 percent of the UHF stations. Optimism about
UHF continues, however, and a 1974 NAB study showed that, based
on data gathered from a sample of stations, a typical UHF station
showed a profit of $95,700—not an overwhelming figure but cer-
tainly an improvement over the typical loss of $85,400 in 1971.

Network Developments Since 1965, there have been a few attempts to
form a fourth commercial national television network. As we saw in
Chapter 4, the original fourth network, the Du Mont Network,
ceased operation in 1955. By the mid-1960s, an increase in the
number of markets with four or more stations (50 by 1972) and the
growth of multichannel cable systems encouraged some entre-
preneurs to consider attempts at a fourth network service.

The most ambitious project of this type was headed by David H.
Overmyer, who launched the Overmyer Network in 1966. Initial
plans called for beginning with a nightly 2-hour variety program
from Las Vegas and building to a total of 56 hours of programming
each week. By December 1966, the new network claimed 123
affiliates, and it actually went on the air with the Las Vegas show in
May of 1967. This effort lasted for 31 days; the venture reportedly
lost $2.3 million for its investors; and nothing of this magnitude has
been proposed since.

Before the Overmyer effort, there had been occasional sugges-
tions that UHF stations across the nation should unite into a net-
work of sorts. In 1967, Kaiser Broadcasting, owner of seven inde-
pendent UHF stations, declared that its seven stations would be



Broadcasting Faces New Challenges

interconnected by 1970. However, by the mid-1970s, nothing had
come of any of this, and a report issued by the RAND Corporation in
1974 concluded that the chances for a viable fourth network were
slim as long as the then-current regulatory and economic climate
persisted.

Another kind of network, the “occasional,” or “‘event,” network,
has enjoyed some success. The Hughes Sports Network began in the
mid-1960s by delivering special sports programs of national or re-
gional interest by putting together one-time networks of interested
stations. By the mid-1970s, the Hughes organization was being out-
bid by Television Sports (TVS)—also a special service network that
built its success on a solid schedule of regional telecasts of college
basketball and occasional “‘big games” of national interest. TVS
had not tried to outbid any of the major networks for sports events
they carried, but in 1974 it moved into the regular transmission of
professional football when it covered the first year of the ill-fated
World Football League. TVS also announced plans to offer an occa-
sional movie—already seen on network but not yet released to
syndication—but its main interest in the mid-1970s continues to be
sports programming.

Color Television In spite of a color set penetration of less than 10 per-
cent in 1965, the three major networks—led by NBC which, through
its connection with RCA, had a financial interest in the growth of
color broadcasting—had realized that color was an idea whose time
had come; and the networks moved quickly to convert. In the
1965-1966 season, virtually all NBC programs were in color, CBS
programmed approximately 50 percent color, and ABC lagged be-
hind at 33 percent. By 1967-1968, all network programming was in
color, and local stations were quick to follow suit. Cost of conversion
from local black-and-white operation to color was high; but, by
1970, 98 percent of the commercial stations in the country had at
least a color videotape recorder capability and most were pro-
gramming color all day—with the exception of some lingering re-
runs of such durable series as Our Gang, I Love Lucy, Father Knows
Best, and old movies.

The American public was not so quick to convert to color and a
1970 report of the American Research Bureau showed only 43 per-
cent penetration. By 1975, however, Broadcasting Yearbook re-
ported an NBC estimate that this figure had jumped to 71 percent.
Color set prices were going down, even in the face of inflation, and
this, plus the growing impact of small-screen, foreign-made sets,
indicated that the black-and-white set—at least as the “first” set
—would soon be a thing of the past in most homes.
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Network Television Programs after 1965 What might be considered a com-
pletely new program form had a brief popularity in the mid-1960s,
but apparently did not have the staying power to survive and had
virtually disappeared from network schedules by 1970. This was the
“national test” format in which viewers were asked a series of ques-
tions on a subject, given an opportunity to respond at home, and
then were shown the response to the same question previously
gathered from a national survey sample. Interest in this form grew
from the Driver’s Test program scheduled in the summer of 1965 by
CBS, which drew a rating of 28.2 and a 53 percent share of audience.
Figures like these for a summer program will catch the eye of any
network, and CBS and NBC were quick to announce similar tests for
their 1965-1966 season. None of these achieved the success of the
first program, however, and the idea quickly faded away.

Some more significant changes in the pattern of network pro-
gramming developed after 1965, however. As could have been
expected, increased reliance on theatrical feature films quickly
depleted the stockpile of films available and this problem was com-
pounded by the tendency of many major producers to make films
with themes—or at least crucial scenes—that simply were not ac-
ceptable in the more family-oriented television medium. The net-
works took the logical step in the 1970s and became heavily in-
volved in the production of movies that were shown on television
first and then released for theatrical showing. In 1974, ABC went
beyond the customary time restraints for a motion picture when it
scheduled a six-hour, made-for-television film, QB VII, for 3-hour
showings on two consecutive evenings. The programs received good
rating figures, even in the face of a delay caused by a special Presi-
dential address in the early evening. The success of this idea led ABC
in 1975-1976 to offer a “‘novel for television,” Rich Man, Poor Man,
which ran for seven episodes, the number needed to complete the
story. This “‘novel” was well received, and ABC followed with Rich
Man, Poor Man—Part II in the 1976-1977 season. CBS and ABC
followed suit with “short-form” series that year also, with less suc-
cess than ABC. All three networks continued to express interest in
dramatic series that utilize the number of hours needed to tell the
story and are not locked to a 13- or 26-week schedule; and all three
will work to have some on hand as replacements for scheduled pro-
grams that do not receive the ratings needed for continuation.
Specific network time periods designated for ‘“‘short-form’’ series
over a full season did not appear on the 1977-1978 schedule, how-
ever, and seemed unlikely in the near future.

Made-for-television films have also become important testing
grounds for proposed new series. A 90-minute pilot is made; it is run
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as a ‘‘movie of the week’’; and it is brought back as a series if audi-
ence acceptance is high. ABC, for instance, scheduled three feature-
length Wonder Woman films, and the program idea was held in re-
serve for the 1976-1977 “second season.” These longer (90-minute)
forms sometimes became significant vehicles for the introduction of
a new series already scheduled by allowing for higher production
costs in what amounts to the first episode of a series. The long-
running Ironsides series and the more recent Starsky and Hutch, for
instance, were introduced in this way.

In the 1970s, NBC also pioneered the introduction of the *'revolv-
ing series” with its Bold Ones concept in which four different series,
with different continuing characters and themes, were rotated
through each 4-week period. This allowed more production time for
each program and introduced an element of flexibility —allowing
the networks to increase the number of programs produced for the
strongest ‘‘miniseries,” while reducing or eliminating other seg-
ments that demonstrated less strength. Both ABC and CBS experi-
mented with this idea, but by the 1975-1976 season only NBC was
using it in its Sunday Night Mystery Movie, which rotated Columbo,
MacMillan and Wife, McCloud, and McCoy through the season.

Still another idea was introduced in the fall of 1974 when NBC
ran five consecutive episodes of a complete production, The Blue
Knight, on five successive nights. In the winter of 1977 ABC followed
the same pattern with Roots. This 12-hour drama ran on eight con-
secutive nights in February and several episodes were viewed by
more than 50 percent of all homes viewing television in the United
States.

Major Program Trends Several of the programming trends noted in
Chapter 4 continued in the years after 1965.

The balance between film, videotape, and live production has
varied with little evident pattern since the mid-1960s, with film and
tape continuing to predominate. According to a report in the 1974
issue of Broadcasting Yearbook, 32.6 percent of all network pro-
gramming was on film in 1963. This rose to 44.2 percent in 1972, but
dropped to 31.7 percent the following year. The use of videotape
varied even more widely, from 41 percent in 1963 to 48.2 percent in
1968, down to 39.6 percent in 1972, and back up to 47.5 percent in
1973. Live programming stood at 26.1 percent in 1963, dropped to
15.8 percent and 16.2 percent in 1968 and 1972 respectively, and
climbed again to 20.6 percent in 1973. The variations in live pro-
gramming are affected, of course, by the frequency and duration of
live coverage of such special events as space shots, the Watergate
hearings, political election events, and the growing popularity of
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live sports programming, but film and tape continue to dominate,
with only their relative balance varying from year to year.

In the decade following 1965, the networks expanded their news
programming significantly. Details of this expansion will be cov-
ered in Chapter 9, but all three networks continue in an intense
struggle for audiences for their regular news programs. In the 1970s,
the networks continually maneuvered for advantage by shuffling in
and out anchor and co-anchor persons and continually changing the
assignments of and emphasis on the top-line network news corre-
spondents. The result has been tight competition between CBS and
NBC, with ABC News consistently running third. It is estimated
that the three networks combined employ more than 2,500 people
and spend between $140 million and $160 million a year on news
alone. This network coverage, of course, is greatly aided by the
system of satellites that now permit direct live ‘“feeds” of news
events from virtually any place on earth.

Another trend in network programming that continued to de-
velop after 1965 is the ever-growing interest in sports program-
ming. In 1973-1974, for instance, NBC alone programmed 361
hours of live sports coverage. Once confined almost exclusively to
Saturday and Sunday afternoons, sports programming has spilled
over to Monday nights during both the professional football and
baseball seasons; and all three networks regularly preempt prime-
time evening programming for coverage of such events as the World
Series, bowl games, the NCAA basketball semifinal and final
play-offs and professional basketball play-offs. In addition to this
expansion into prime-time evening hours, more and more time is
devoted to all forms of sports—especially football—on weekends.
ABC-TV often schedules “double-headers,” back-to-back college
football games on Saturday afternoons, as do CBS and NBC with
professional football on Sundays. So-called “long weekends” are
fair game, and in the early 1970s ABC outdid itself with two games
on Thanksgiving Day, a single game on Friday, and another
double-header on that Saturday. Scheduling such line-ups has
necessitated the juggling of college schedules and resulted in some
unusual starting times, and there have been periodic complaints
that television is “taking over” the game. Most colleges and univer-
sities are more than happy to make the necessary adjustments,
however, in exchange for the national exposure and financial re-
wards.

Basketball has also grown steadily in popularity, with TVS and
NBC offering a full schedule of college games and CBS carrying the
National Basketball Association; and interest in professional
baseball has always been high, with NBC and ABC both carrying
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games in 1976. Professional hockey and major horse races also re-
ceive coverage. Add the taped “anthology” sports programs cover-
ing everything from gymnastics to “‘demolition derbies,” tennis and
golf tournaments created solely for television, growing coverage of
the professional golf tours, and periodic events like the Pan Ameri-
can Games and the Winter and Summer Olympics and the result is
an emphasis on sports that far exceeds anything imagined in 1965.

General entertainment programming continues to experience
cycles of various program forms. By the mid-1970s, the western
seemed “out,” with even the durable Gunsmoke gone from the
prime-time schedule. At the same time, the number of detective and
police programs seemed to be on the increase. In addition, the suc-
cess of such adult, topical programs as All in the Family and
M.A.S.H. had produced such successors as Maude, Good Times, and
Sanford and Son. Running counter to this trend, apparently, was a
feeling for nostalgia that resulted in such programming as The Wal-
tons and Happy Days. Game shows were making a strong comeback
in daytime television, but had yet to break back into prime-time
schedules, although ABC did introduce Almost Anything Goes, a
program pitting groups of people against each other in a series of
outlandish competitions, in its summer 1975 and winter 1976
schedules.

Network television programming changed in two other sig-
nificant ways after 1965. Early in the 1965-1966 season, ABC found
itself running a poor third in overall, prime-time ratings. Rather
than take a beating for the whole year, in mid-season the network
made some drastic revisions in its schedule, moving programs
around, dropping weak shows, and adding such new ideas as Bat-
man. This ‘second season’’ concept succeeded in helping ABC make
significant gains in the ratings; thereafter, all three networks
adopted the policy of dropping weak programs in December or
January and introducing new schedules for the “second season”
each year. Indeed, most network advance planning came to include
a few programs with high potential that were held in reserve for
“second season’’ replacements.

By the end of the 19761977 season most observers of network
programming had abandoned the “second” and “third” season
concept and were speaking of a “continuous season.”” The term re-
ferred to the growing practice of taking a program with weak rat-
ings off the air after only three or four episodes and replacing it
immediately, instead of waiting for the beginning of a “second sea-
son.” The traditional September to April “season” concept was fur-
ther blurred by the growing practice of giving a trial run in the
preceding spring to new programs tentatively scheduled for the new
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season. This practice pleased the critics of too many reruns, but the
result is that episodes of some ‘‘new” programs in a given season
have already been run before the traditional September ‘‘premier.”

The second significant change in network programming pat-
terns relates to the number of reruns included in the schedule. As
television evolved from the patterns established by radio in the
1940s and 1950s, it carried with it the old radio ratio of 39 first-run
programs and 13 repeat (or replacement) programs each year. Ris-
ing production costs, strikes, and the preemption of regular pro-
gramming by specials caused an erosion in this ratio, but as late as
1964-1965 CBS was producing 36 episodes of Gunsmoke each year.
By 1967-1968, however, this figure had dropped to 24 new episodes.
A 1972 study by Broadcasting magazine indicated that only 59 per-
cent of the 1971-1972 prime-time schedule was devoted to first-run
material, with 41 percent devoted to reruns. In the same year, the
average number of episodes of new, original series programming
stood at 22.8 and the average number of reruns for those series was
22.7, a ratio that remained steady through 1974-1975.

The networks have maintained that rising production costs are
the major cause for this trend, but a 1972 study ordered by President
Richard Nixon and carried out by his Office of Telecommunications
Policy concluded that while production costs were rising, in the
previous decade network revenues had far outstripped expendi-
tures on original programming. In 1975, the FCC was asked by Hol-
lywood producers to require all networks to revert to 39 new
episodes and 13 reruns per year, but the commission has not yet
acted on this request.

Local Station Programming Local station programming has not changed
a great deal since 1965, with the exception of more extensive news
coverage; but its sources have shown some variation. Reliance on
network programming increased, jumping from 57 percent in 1963
to 61 percent in 1973, while live programming declined from 13
percent to 10 percent. At the same time, there seem to be signs of a
move away from film to videotape. Between 1963 and 1973, the use
of local film dropped from 25 percent to 15 percent while tape usage
climbed from 2 percent to 9 percent.

It is evident, then, that filmed and taped programs continue to
dominate the nonnetwork hours. With the increase in “off-network
series” (network programs no longer scheduled in prime time and
sold to individual stations for reruns), this programming has re-
placed conventional syndication as a primary source of material for
local stations. With their restrictions on “off-network"” reruns, the
“prime-time access rules,” however, have opened up some addi-
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tional time to traditional syndicators. Some stations still carry local
interview and talk programming, but the added expense of color has
made such programming difficult for the marginal operation,
which prefers to channel its available money into two areas of local
programming, news and public affairs. FCC interest, of course,
spurs the concern with public affairs; and licensees have come to
realize inrecent years that stations with the strongest, most popular
local news programs have a built-in evening advantage over others
in the market because of the strong local “lead-in"’ to the network
schedule. This has led to such experiments as the “happy-talk” for-
mat in which the various members of the “news team”’ react to each
other as individuals during transitions (and which has been
criticized as taking too casual an attitude toward the events of the
day); to an expansion in the number of local news programs to three
orfour aday; and to a lengthening of the early evening segment to 60
minutes, often “wrapped around” the network news. Indeed, local
news has become so important that some major market stations are
now planning an expansion to 2 hours of local news each evening.

Radio

Available financial data indicate that, as a whole, radio has con-
tinued to recover from the shock of television. Although it seems
likely that only runaway inflation could ever raise radio network
revenues to the dollar levels enjoyed in the late 1940s and early
1950s, local radio revenues have shown a decline from the previous
year in only 2 years of radio history—1938 and 1954. Total radio
revenues declined in only 3 years—1938, 1954, and 1961 —and by
the mid-1970s were more than $1.5 billion a year, almost four times
as high as in the “golden years” of radio.

To be sure, this prosperity has not been shared by all. Overall,
FM stations continue to be a red-ink commodity, with 55 percent of
the independent FM stations in the country reporting losses in 1974.
On the other hand, 65 percent of all AM and AM-FM combinations
reported profits.

This prosperity has continued to attract investors and to per-
suade broadcasters to “try their luck”; events have forced them
primarily into FM. The growth of AM came to a virtual halt in 1965
as the FCC continued its attempts to control an explosive growth—
in 1945 there were 884 AM stations; in 1965, 4,012. After 1965, a
series of “slow-downs,” ““freezes,” and “partial freezes” resulted in
the addition of only 448 new AM licensees in the period from 1965 to
1976. On the other hand, FM continued to grow, with the number of
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licensees jumping from 1,270 in 1965 to 2,648 in 1974. Many
economists and broadcasters predict that the advantages of FM—a
better quality signal, a lack of electrical interference, and stereo-
phonic broadcasting—will eventually outweigh its primary
disadvantage—a smaller coverage area—and that the real future of
radio lies in the FM service.

Radio Network Programming The most significant change in radio net-
work program patterns after 1965 was proposed by ABC-Radio in
1967. In August of that year, it asked the FCC for permission to offer
four network services, feeding different lineups of programs to sta-
tions grouped according to their formats. The proposed services
were the Information Network for talk and “middle-of-the-road”
stations, the Personality Network featuring more conventional
network programming, the Contemporary Network for contempo-
rary (rock and roll, Top 40) stations, and the FM Network with
programming designed specifically for FM stations.

A key factor in the request was the fact that ABC was also asking
permission to affiliate with up to four stations in a given market—
with each type of network service carried by not more than one
station in any single market, of course. Other networks registered
opposition; but, recognizing the changed nature of network radio
since the days of NBC Red and Blue networks and noting that all
services would be carried on one set of network lines, the FCC ap-
proved the plan, and ABC began its service in 1968 with an an-
nounced line-up of 300 stations.

The concept has been polished somewhat since that time, and
the Personality Network was renamed the Entertainment Network:
but the plan seems to have worked to the satisfaction of most
affiliates, while allowing many more stations to offer a network
service to their audiences. Mutual has since started up a separate
Black Network and NBC, a News Network with an all-news format.

Aside from the ABC plan, network radio has changed little since
1965. The NBC Monitor concept continued to offer its weekend pot-
pourri of news, music, and special features until its termination in
1975, while all networks continue to serve an essentially supple-
mental function by assisting their local affiliates with special fea-
tures and international and national news.

From time to time, since the advent of television, some who
remember the “golden days” of network radio attempt to revive
radio drama, but until the 1973-1974 season these attempts met
with limited success at best. That year, however, CBS began its
Mystery Theatre,a regular series of new radio dramas with a mystery
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theme, and very soon the program was “sold out” to advertisers.
Other networks watched this development with interest, but by the
late 1970s no one cared to say whether or not it marked the begin-
ning of a trend of any significance in network radio.

Local Radio Programming  As you would expect, most of the experimenta-
tion in radio programming has been at the local level as stations
continue to seek out specific audiences and serve them with rather
specialized formats. This evolution has produced a bewildering pat-
tern of station programming, in which a few trends can be detected.
Country and western music has increased in popularity, and few
major markets now lack at least one outlet. The so-called middle-
of-the-road (MOR) stations have shifted emphasis from the stan-
dards of the 1940s and 1950s to a mixture of the smoother contem-
porary selections and more acceptable arrangements of many of the
Top-40 hits of the late 1950s and 1960s. ‘“Underground” stations
have experimented with varied success with a loose form featuring
more off-beat records and the longer album cuts that would be
unacceptable in a more tightly organized format. Automated and
prepackaged music services, complete with breaks for local com-
mercials, cues for news, and the like have become available and are
widely accepted by FM stations, primarily. Black and ethnic radio
continues to grow in popularity. Finally, the durable Top-40 format
(now rechristened “Contemporary Format” and stripped of some of
its more strident bells, whistles, and ‘‘shouters’’) has held up as a
strong format for those aiming at the 18-to-34-year-old market and
able to keep their fingers on the pulse of this mercurial and increas-
ingly affluent group. In the years since 1970, however, it has become
increasingly difficult to draw sharp distinctions among many of
these formats, as country, ethnic, and MOR selections find their way
into the Top-100 charts and recording artists experiment with new
forms and new combinations. Easily discernable in the larger mar-
kets, on the other hand, are the all-news and all-talk stations, many
of which have found a comfortable and profitable niche with these
special kinds of programming.

The major exception to this proliferation of radio formats, of
course, is the small-market station that serves only its own commu-
nity, often in competition with signals coming in from nearby larger
markets. These stations must depend on a localized service aimed at
the entire community; as a solution, they often turn to “block
programming”’—a format in which various types of music, talk,
news, and so forth, are ‘“blocked’’ in at the same times each day to
serve what is seen as the dominant audience at the time. If done
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well, this can be a successful format; and many of the daytime-only
stations in this situation have expanded their service by opening an
FM outlet for evening programming while simply duplicating on
FM their AM service during the day.

In short, radio is a mixed bag, full of the complexities and pres-
sures that produced such aberrations as “topless radio” in 1972 and
such mistakes as an “‘all-classified ad” station in the mid-1960s.
Basically, though, radio remains a local service with a flexibility
and economy that allows it to spring into action quickly and
efficiently in times of emergency and a local orientation that is
needed to balance the domination of television by the networks. It
may still be experimenting; but after being driven from the living
room, radio has found its place in the study, the workshop, the
bedroom, the kitchen, the car, the beach, and in the pockets or
clipped to the belts of an increasingly mobile generation who sim-
ply want to stay in touch.

STUDY AND DISCUSSION QUESTIONS

1. Discuss the implications of one of the following cases on the development of
broadcasting in the 1960s and 1970s.

a. The WHDH case
b. The WLBT case

¢c. The CCC case

d. The Red Lion case

2. Report on or be prepared to discuss the activities of citizens’ groups in
working to deny license renewals to licensees whom they felt were not serv-
ing the public interest.

3. Many critics of broadcasting in the United States feel that the Federal Com-
munications Commission has not been sufficiently concerned about the
issue of “concentration of media control.” Report on or be prepared to dis-
cuss the following:

The nature of the “concentration of control” issue

The arguments for greater FCC attention to the issue

The actions of the FCC, with its justification

Reaction to and criticism of the commission actions in the area of “con-
centration of control”

eppoo

4. Get access to the “ascertainment report” of a local station (it must be in the
public file of every commercial station). Examine the report and evaluate the
selection of problems in the light of your knowledge of the community.
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5. Prepare a report on the evoiution of the Fairness Doctrine. Include in this
report the major differences between the Fairness Doctrine and the “equal
opportunity” provisions of Section 315 of the Communications Act of 1934.

6. Report on or be prepared to discuss one of the following:

a. The evolution of the prime-time access rules

b. The effects of violence in television on children

¢. The nature and fate of the proposals on children’s television by Action for
Children’s Television (ACT)

d. Efforts by the Federal Communications Commission to limit commercial
time

e. The Overmyer Network

The increase in the number of television network reruns

-
.
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The Elements of Broadcasting

The broadcasting industry that has evolved in the United States
since the 1920s is made up of a number of companies that provide a
wide variety of services. In this chapter we will turn from history to
a consideration of the major elements of our complex broadcasting
industry, starting with the base of the industry pyramid—the local
station.
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BROADCASTING STATIONS

All broadcasting stations are alike in one basic respect: they put on
the air programs or program materials to be received by the listen-
ing public. Commercial stations are alike in another important re-
spect: they are operated by their owners for the purpose of earning a
profit. Otherwise, stations are very different in the types of service
they provide in the areas they cover, in their geographical locations,
in the competitive situations in which they operate and in many
other respects. Some are located in large cities, others in rural
areas; some operate on a full-time basis, others are licensed only for
part-time operations; some are affiliated with networks, others pro-
vide programming without network assistance. All these factors
affect the kinds of program service that stations provide, as well as
the stations’ chances of earning a profit.

Types of Broadcasting Stations

Commercial stations may be classified in several different ways.
First, of course, stations are divided into three basic groups: AM
(standard-band) radio stations, FM radio stations, and television
stations. Each group uses a different band of frequencies in the radio
spectrum; AM stations are assigned to the standard band of fre-
quencies from 540 to 1,600 kilohertz,! FM radio stations are as-
signed to frequencies between 88 and 108 megahertz, and television

1Broadcast frequencies traditionally were designated by the number of kilocycles
(1,000 cycles) per second for the frequency. Thus a radio frequency of 540,000 cycles
per second was called 540 kilocycles or Kc. As higher frequencies came into use, the
term megacycles (1,000 kilocycles or 1,000,000 cycles) was adopted. The term hertz as
a synonym for cycles per second has recently been agreed upon for national and
international use and the terms kilohertz and megahertz mean the same as kilocycle
and megacycle.
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stations use channels in three separate bands of frequencies, 54 to 88
megahertz, 174 to 216 megahertz, and 470 to 890 megahertz.

AM Radio Stations In its Rules and Regulations, the Federal Communi-
cations Commission (FCC) establishes three classes of AM channel
(frequency) and four classes of station. Channels are classified as
“clear,” “regional,” and ““local.” A clear channel is one with a dom-
inant station that is designed to offer service over a large area—
often several states. Other stations may be assigned to the same
channel, but these stations must operate with lower power and, if
necessary, with directional antennas to avoid interference with the
dominant station on the channel. A regional channel is one on which
many stations may operate with a maximum power of 5,000 watts.
These stations are expected to serve fairly large rural areas, in addi-
tion to their city of license—often a large city. A local channel is one
on which many stations operate with a maximum power of 250
watts at night and, in most cases, 1,000 watts during the day. Such
stations are expected to serve only their local communities and
immediate vicinities. There are now designated 59 clear channels,
42 regional channels, and six local channels.

Stations are designated as Class I, Class II, Class III, or Class IV.
A Class I station is the dominant station operating on a clear chan-
nel. Class I stations are protected from interference from all other
stations on the channel. Minimum operating power is 10,000 watts
and maximum is 50,000 watts. A Class I station is a secondary
station operating on a clear channel. Operating power and times of
operation of Class II stations are adjusted to provide maximum
protection for Class I stations. Power can range from a minimum of
250 watts to a maximum of 50,000 watts. Class I1] stations are as-
signed to the regional channels, with minimum and maximum
powers of 500 watts and 5,000 watts. Some Class III stations are also
licensed for only daytime operation or are required to reduce power
after sunset to minimize interference. Class IV stations are found on
the local channels. Maximum power is 1,000 watts during the day
and 250 watts at night. Minimum power today is 250 watts, but
stations licensed for 100 watts before the establishment of this
minimum are permitted to continue at this power if they wish to do
so. Table 6- 1 shows the number of stations in each power classifica-
tion at the beginning of November 1974.

With as many as 60 or 70 stations assigned to each regional
channel and from 160 to 180 operating on each local channel, inter-
ference between stations has become a serious problem. This is
especially true at night, when AM signals can be heard over much
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Table 6-1 Power Classifications of Standard-band (AM) Radio Stations
on the Air, November 1, 1974

Full-time Stations,  Full-time Stations,  Daytime Only or

Daytime Power Same Power Power Reduced Part-time
of Station at Night at Night Stations® Total
50,000 watts 73 53 14 140
10,000 watts 320 54 49 1350
5,000 watts 342 345 339 1026
1,000 watts 152 1,096 1,105 2,353
500 watts 22 28 400 450
250 watts 35 3 289 327
100 watts 1 — 2 3
Total 657 1,579 2,198 4,434

a|ncludes stations licensed for operation only during specified hours as well as those operating only
during daytime hours.

bincludes one station operating full time with power of 25,000 watts.
Figures compiled from radio station listings in Broadcasting Yearbook for 1975.

larger areas than in daytime.? To deal at least partially with this
problem, the FCC makes use of three types of limitation in the
licenses granted certain stations, providing another basis for clas-
sification of AM radio stations. First, as shown in Table 6-1, almost
half of the standard (AM) stations on the air are licensed for daytime
broadcasting only. Next, of those stations that do stay on the air at
night, more than 70 percent use less power at night than during the
day. Finally, almost all the regional stations on the air at night are
required to use directional antenna systems, which reduce the
strength of their signals in certain directions, in order to protect
other stations on the same frequencies. Many Class II and Class III
stations are also required to use directional antennas during the

2During nighttime hours, radio waves tend to 'bounce back” from or be reflected
back to earth by a layer of ionized atmosphere called the ionosphere or the Heaviside
layer, from 30 to 250 miles above the surface of the earth, so that the reflected signals
can be picked up by receiving sets much farther away from the transmitter than those
reached by ground waves that parallel the surface of the earth. During the daytime,
when the atmosphere is warmed by the sun'’s rays, the reflecting power of the ionos-
phere is much reduced; and radio signals are carried almost entirely by ground
waves. The “bounce-back” phenomenon is particularly evident with respect to the
medium-length waves used by AM stations; the degree of nighttime reflection of
signals is considerably less for the shorter waves used by FM and television signals.
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daytime. Table 6-1 shows the number of stations in each daytime
power category operating on a daytime-only basis or required to
reduce power at night as of the autumn of 1974. It may be noted,
however, that even with the restrictions imposed by the FCC, night-
time interference from other stations assigned to the same fre-
quency remains a serious problem for almost all AM radio stations,
except, of course, for the 50,000-watt facilities licensed as clear-
channel stations.

A third possible basis of classification of AM stations is their
affiliation or nonaffiliation with national radio networks. In 1976,
56 percent of all AM stations were listed as network affiliates. The
distinction between network and nonnetwork radio stations is,
however, of relatively minor importance in view of the limited pro-
gram service the radio networks now provide. More meaningful,
perhaps, would be classifications based on the size of communities
in which stations are located—big-city stations, medium-city sta-
tions, and small-market stations.

Still another possible classification would be based on the types
of program service, or format, that individual stations provide—
Top 40, good music, country and western, talk, all news, black,
farm, and the like. Such classifications are important to advertisers
who are interested in reaching specialized audiences. Table 6-2
shows the distribution of formats in the Top 50 markets.

FM Radio Stations Since 1962, the FCC has provided for three classes of
FM stations, based on the amount of power each is permitted to use.
Class A stations may use power of from 100 watts to 3,000 watts;
Class B Stations, intended to serve larger areas, have power ranging
from 5,000 to 50,000 watts; Class C stations are allowed to use power
of 100,000 watts and antennas up to 2,000 feet in height. In 1975,
more than 400 commercial FM stations used power of 100,000 watts
or more and almost 400 others had power of 50,000 watts or more.
FM stations may be classified, too, on the basis of the extent to
which they are independently programmed. More than 75 percent
of all commercial FM stations are owned by licensees of AM stations
in the same communities; until the mid-1960s, most of these FM
stations simply duplicated the program schedules of the AM sta-
tions with which they had common ownership. In 1965, the FCC
required all FM stations in cities of 100,000 or more to be pro-
grammed independently at least 50 percent of the time. During the
following decade, the number of independent FM stations doubled
and average revenues quadrupled. Reasoning that program dupli-
cation was a waste of a frequency and that the justification for du-
plication was greatly reduced, the FCC, in 1976, issued new non-
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Table 6-2 Distribution of Formats among the Top-10 Stations
in the 50 Largest Markets, May 1976

Format

Contemporary
Beautiful music
Middle-of-the-road (MOR)

Country
All-news
MOR/talk/news

Talk/news
Contemporary/AOR
Black

MOR/contemporary
Album-oriented-rock (AOR)
Ali-talk

Golden oldies
Spanish
Mellow rock

News/beautiful music
Contemporary/MOR
Country/MOR

Disco
Classical
Hawaiian

Religious/black
Contemporary/talk
MOR/beautiful music

Big band

Number

135
88
68

45
20
23

13
20
24

Percentage

27.0
17.6
13.6

9.0
40
4.6

2.6
40
48

3.6
3.4
1.0

1.2
1.0
0.4

0.4
0.2
02

0.2
0.2
0.2

0.2
0.2
0.2

0.2

Based on figures compiled from April/May 1976 ARBitron radio figures by Broadcasting magazine,

September 27, 1976, with permission.

duplication rules, to take effect in 1977. According to these rules, du-
plication in cities of over 100,000 will be permitted for only 25 per-
cent of the average broadcast week. Stations in communities of over
25,000 and under 100,000 can duplicate only 50 percent of the time.
Some FM stations, especially those in large cities, hold special
authorizations from the FCC to engage in “multiplexing,” the
simultaneous transmission of two or more signals on different por-
tions of the channel to which they are assigned. One signal must be
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used for ordinary broadcasting of programs intended for a general
audience. Many stations use a second signal to provide stereophonic
transmission of music. The second signal can also be used for non-
broadcasting purposes, such as the provision of background music,
uninterrupted by commercials, for the use of stores, offices, or other
places of business.

FM stations are also used as relays to carry programs to mem-
bers of regional AM radio networks; the FM signal of an originating
station is picked up and rebroadcast by other FM stations whose
signals are in turn picked up and rebroadcast by the AM stations
that compose the network.

No mention has been made in the preceding sections of the non-
commercial AM or FM radio stations that have been authorized by
the FCC. The commission has set aside no special frequencies for the
exclusive use of noncommercial AM stations, but at the beginning of
1975 about 40 noncommercial AM stations were on the air. Certain
FM frequencies (88 to 92 megahertz) have been reserved by the
commission for the exclusive use of noncommercial stations; and,
by 1975, approximately 725 noncommercial FM stations were
operating. Most of the noncommercial radio stations are licensed to
universities, colleges, and local or state school systems and provide
educational and cultural programs for listeners. A substantial
number, however, are owned by religious organizations and are
operated as religious stations.

Television Stations The Federal Communications Commission makes
no provision for classes of commercial television stations; all are, in
effect, local stations, each providing a service to a single community
and the surrounding countryside. In fact, the area over which a
television station has effective daytime or nighttime coverage is
usually not much larger than the area served by a 250-watt AM
radio station in the same community. An important difference be-
tween commercial television stations, however, lies in the fact that
some are assigned to channels in the VHF bands (54 to 88 and 174 to
216 megahertz) while others use channels in the much higher UHF
bands (470 to 890 megahertz), where signals can be received over a
much smaller area and are more subject to interference. Partly to
compensate for this variation in coverage, the FCC allows use of
much greater power by television stations on the higher frequencies
than by those on channels at the lower end of the band. Television
stations assigned to channels 2 to 6 may use maximum visual power
of 100 kilowatts (100,000 watts); stations using channels 7 to 13
may use maximum power of 316 kilowatts; UHF stations assigned
to channels 14 to 69 may be authorized to use power up to 5,000



Figure 6-1 Typical of the exterior of many television stations in markets of moderate
size is the low, rambling exterior of WBRZ-TV, Baton Rouge, Louisiana, (Courtesy
WBRZ-TV)

kilowatts—power a hundred times as great as clear-channel AM
stations are allowed to use. In actual practice, few UHF stations
broadcast with more than a fraction of the maximum power permit-
ted. Most VHF television stations, on the other hand, operate at the
top power levels permitted by the commission.

A second basis of television station classification relates to
affiliation with national networks. Most station operators want
network affiliation; networks provide programs of types and of de-

"With all these new UHF channels, we now have twice as many reruns to choose from."”
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grees of popularity not otherwise available to the individual sta-
tions. In markets with four or more stations, however, there are not
enough network services to go around. In addition, a few stations
are located in communities so small and so far distant from existing
network lines that network companies would not find it profitable
to have them as affiliates. In any event, at the end of 1975, about 105
commercial television stations were operating as independents
with no regular access to network programs. Of necessity, these
nonnetwork stations have to be programmed in a manner consider-
ably different from that of stations with network affiliations.

The Market Situation

A factor greatly affecting both the programming and the business
success of broadcasting stations is the size of the market in which a
station is located. Markets, or the home communities and surround-
ing trade areas served by stations, can be divided into three basic
groups from the standpoint of their relation to broadcasting. First
are the major markets—the 100 or so largest cities in the country, in
most cases with three or more commercial television outlets and
from five or six to as many as twenty or more radio stations. Almost
all the powerful 50,000-watt radio stations are located in these
major markets. An important subdivision of the major market cate-
gory would include the 25 or so largest cities in the nation, since
stations in these cities get a disproportionate share of all expendi-
tures for radio and television advertising time. The second group
includes what are known as secondary markets, usually cities with
populations ranging from 50,000 to roughly 125,000 and their sur-
rounding trade areas. Most of the secondary markets have service
from two or three television stations and from four or five local
radio outlets. Finally, we have a third group of still smaller markets
with urban populations of less than 50,000, not large enough to
support a commercial television station but with from one to as
many as three or four local radio stations each. About 300 of these
minor markets are served by two or more local radio outlets, but
there are also many small communities which are ‘‘one-radio-
station”’ markets—some of them small towns with populations of
hardly more than 1,000 inhabitants.

Market size is extremely important in broadcasting. National
advertisers buy time on stations in major markets and largely ig-
nore those stations located in smaller communities. Approximately
44 percent of all national spot advertising on radio and television in
1974 went to stations in the nation'’s ten largest cities, and another
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19.6 percent went to outlets in the fifteen cities next in size. Simi-
larly, more than 38 percent of all money paid by networks to their
affiliates went to television stations serving the 25 largest cities.
The effects on average station revenues are obvious; the larger the
city, the greater the average station revenues of stations in that city.

Naturally, size of the market isnot the only factor that influences
the economic success of broadcasting stations. For television sta-
tions, network affiliation is also highly important. In most large
cities with four or more television outlets, nonnetwork or indepen-
dent stations can charge only about half as much for advertising
time as can the television stations in the same cities that have net-
work connections. Average revenues of independent stations, as a
result, are much lower than those of affiliates. For radio, however,
station power is a more important factor than network affiliation. In
selecting radio stations on which to place national spot advertising,
a time buyer in New York tends to judge relative values of stations
in the same market by the amount of power used; it is reasonable for
him to expect that the station with greater power can cover a larger
area and consequently attract a larger total number of listeners
than can a station whose power is limited. In its financial sum-
maries, however, the FCC does not break out radio figures by station
power.

Ownership of Stations

As noted in an earlier chapter, ownership of American radio and
television stations is scattered among nearly 4,000 different indi-
viduals or corporate groups. The FCC prohibits ownership by the
same company of two stations of the same type in the same commu-
nity, or in adjacent communities where station signals could cover
much the same general area. However, the same licensee may own
an AM radio station and an FM station in the same city, or an AM
station and a television station or all three. Common ownership of
this kind is frequent; more than 75 percent of all FM stations and
nearly 25 percent of all commercial television stations are owned by
licensees of AM radio stations operating in the same community. As
noted in Chapter 5, FCC rules now prohibit purchase of a station or
stations that would result in one licensee owning AM, FM, and tele-
vision services in the same community. Because of this, the inci-
dence of cross-ownership is going down steadily.

In addition, a number of corporations operate several radio or
television stations located in different cities. In 1975, approxi-
mately 325 companies were "'group owners” of this sort. Some own-
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ing groups operate small radio stations in several different cities in
the same general area; others are large corporations with both tele-
vision and radio interests in major cities from coast to coast.3 All
three of the national television networks are group owners of both
radio and television stations; they own a total of 17 AM radio sta-
tions, and each owns five VHF stations in the nation’s ten or twelve
largest cities. Other important group owners include Westinghouse
Broadcasting Co. (Group W); Storer Broadcasting Co.; Metromedia,
Inc.; Cox Broadcasting Corp.; Taft Broadcasting Co.; and RKO Gen-
eral, Inc.—all with both radio and television stations. Other groups,
such as Plough Broadcasting Co., Covenant Broadcasting, and Storz
Broadcasting Co. own only radio stations. At the beginning of 1975,
group owners were licensees of 96 of the 130 television stations
located in the 25 largest metropolitan areas, along with some 130
AM stations in the same cities. Approximately 325 group owners
owned or had interests in 459 television stations and more than 800
AM stations.

An interesting feature of broadcasting station ownership is the
extent to which stations have been licensed to newspaper and pub-
lishing concerns. During the 1920s, a considerable number of the
nation’s more important radio stations were newspaper-owned. As
broadcasting became more important as a disseminator of news
and information, the interests of publishers in the ownership of
broadcasting stations have increased. By the beginning of 1975,
newspaper or magazine publishers owned or held substantial inter-
est in 314 AM radio stations; in 241 FM stations; and in 176 televi-
sion stations, of which 46 operated in the country’s 25 largest cities.

Station Organization

Like other business enterprises, broadcasting stations vary in size,
in number of employees, and in total annual revenues and net
profits. Some small-market radio stations get along with no more
than five or six full-time employees. At the other extreme, some
radio stations have staffs of more than 100 people, and some large-
city television stations have as many as 150 to 200 employees. In
the circumstances, it is impossible to provide one employee orga-
nization chart that would fit all stations; organizational structure

*Regulations of the Federal Communications Commission limit the number of sta-
tions that may be licensed to one owner or one corporate group to not more than
seven AM radio stations, seven FM stations, and seven television stations. Of the
seven television stations, not more than five may operate on VHF channels.
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of typical radio and television stations are shown in Figures 6-2
to 6-7. In every station certain functions must be performed, and
these functions at least can be outlined.

First, there is the managerial function; every station is under
the supervision of a station manager. While he exercises general
oversight over activities of other station departments, he and his
immediate subordinates are responsible for financial operations,
handling billing and collections, and paying station expenses. In
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Figure 6-2 Organization of a radio station in a market of 2.5 million-plus population.
(Data compiled by National Association of Broadcasters.)
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addition, the station manager prepares applications for license re-
newal and reports that must be filed with the FCC; he handles all
dealings with national networks, negotiates contracts with em-
ployee unions, selects the men who serve as managers of the sta-
tion’s various departments, handles payments of music royalties
and of charges for news services, and in a broad sense determines
general station policies.

Next comes the engineering function, in the hands of a chief
engineer and a staff of assistants. The engineering department
selects, buys, and maintains all technical equipment; operates the
transmitter; and handles control-room activities. In many televi-
sion stations, engineering department personnel operate television
cameras, videotape recorders, film and slide projectors, and also
serve as members of the studio floor crews. In most stations, the
chief engineer has supervisory control over building maintenance
and janitorial services.

The sales function is performed by a sales department headed by
the station’s commercial manager. The department handles local
sales and cooperates with the station representative concern in sale
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of time to national advertisers. In most stations, the sales promotion
department and the traffic department are also under the control of
the commercial manager—the traffic department maintaining an
up-to-date log or schedule showing when. each program and each
commercial spot announcement is to go on the air and what spot
positions are available for sale.

The programming function involves specialized activities on the
part of a number of employees under the supervision of the station’s
program director. Included are staff announcers, news broadcasters
and news editors, radio station disc jockeys, station “‘personalities”
such as farm directors and children’s program specialists, and con-
tinuity writers who provide program scripts or continuity and also
write much of the commercial copy used by local advertisers. Pro-
gram departments of television stations also include producer-
directors of programs, film editors, members of art departments,
and, in larger stations, motion picture photographers and pro-
cessors of locally made film. Staff musicians and music librarians
are also members of the program department.

In some stations, the news department is a separate entity and in
others it is assigned to programming. General promotion, public
affairs, and continuity acceptance are areas of responsibility that
show up in various departments, depending on the station.

The variation in staff requirements are illustrated by the break-
downs of employees in the following examples. One AM-FM combi-
nation station in a city of moderate size employs twenty full-time
and seven part-time people on the AM side. This includes three
salesmen, five newsmen, six part-time announcers, four full-time
announcers, three engineers, the general manager, the program di-
rector (who also takes the early-morning drive-time shift), a book-
keeper, a secretary, a receptionist and a maintenance man. The FM
operation employs nine full-time and four part-time people—a
traffic coordinator, three salesmen, five full-time and four part-time
announcers. These figures are on the high side of a 1974 national
average of twelve employees per radio station and are balanced by
the many small stations with staffs of three or four in which the
owner serves as manager and salesman, takes an air shift and, con-
ceivably, also does engineering work when necessary.

One television station in a major market, on the other hand, has
atotal of 146 employees— 12 in management, 37 in engineering, 9 in
sales, and most of the remainder in programming. The general
manager of this station also serves as program director, supervising
the operation of news, public affairs, production, and operations
departments. These figures are above the national average of about
70 employees per television station.
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NATIONAL NETWORKS

National radio and television networks occupy an important place
in American broadcasting. They perform special services with no
direct counterpart in the operations of stations. For the national
advertiser, they provide a nationwide interconnected system of sta-
tions that enables him to deliver his advertising message simul-
taneously to all parts of the country. For the affiliated station, they
provide a program service that could not be duplicated locally.
Television networks provide their affiliates with programs that are
more expensive and of higher quality than would otherwise be
available, and television and radio networks offer excellent
national news service and coverage of special events of importance
which no station could even attempt individually.

Network Operations

Each of the national television networks maintains studios for the
origination of programs in Hollywood and New York; in addition,
many of the networks’ news programs come directly from
Washington, D.C. The same cities serve as origination points for
radio networks, with some network radio programs also produced
in Chicago.

Each national network serves four basic functions. (1) It pro-
vides a schedule of programs ranging from 1 or 2 hours a day for
radio networks to as much as 12 or more hours a day for each of the
television networks. Some of these programs are produced by the
network itself; others, especially evening-hour programs on televi-
sion, are secured from outside production companies on a contract
basis.(2) The network sells advertising spots within the programs to
national advertisers. (3) The network distributes its programs over
AT&T facilities to affiliated stations throughout the country and
pays the affiliates for carrying the programs having commercial
messages. (4) In an effort to attract larger audiences for its pro-
grams, the network carries on a continual promotion campaign to
bring its offerings to the attention of the public.

Each of the network companies is organized in a somewhat dif-
ferent manner, and the organizational structure of even the same
network is changed from time to time, especially when changes are
made in top administrative personnel. However, on the basis of
functions performed, the approximately 2,500 employees of a na-
tional television network company, other than top management,
might be grouped into ten major departments, as follows:
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Financial Department. Prepares and approves budget, handles
accounting, billings and collections.

Legal department. Clears literary and music rights, handles con-
tracts with talent and with program package producers, negotiates
contracts with unions and handles other miscellaneous legal busi-
ness.

Sales department. Sells programs, talent, program time, and spot
announcement time to advertisers and handles all of the network's
contacts with advertisers and advertising agencies. Usually in-
cludes or works closely with a sales promotion department and a
research department, both of which prepare materials to be used by
sales personnel.

Program department. Responsible for the network’s weekly schedule
of programs. Selects programs to be produced by packagers and
develops and produces some programs for the network. Employees
include producers, directors, writers, announcers, entertainers,
casting experts, musicians, and others involved with presentation
of programs.

News and public affairs department. Responsible for the planning,
production and presentation of all news programs, public affairs
programs, and special-events broadcasts. Usually includes a sepa-
rate sports department, which handles all broadcasts of sports
events.

Continuity acceptance or program practices department. The net-
work'’s “censoring’ agency; checks all scripts and all copy for com-
mercials and screens all filmed materials to see that nothing is
broadcast that is contrary to law or to network policy standards.

Operations department. Concerned with actually presenting pro-
grams and putting them on the network line. Includes engineers,
camera men, sound technicians, lighting experts, sound effects
specialists, floor men, ushers, maintenance men, and the like.

Information department. Provides program logs and program in-
formation to newspapers, handles on-the-air promotion for pro-
grams, and the like.

Station relations or affiliate relations department. Selects stations to
be affiliated with the network and also handles all contacts with
affiliated stations, secures clearances for commercial programs,
and keeps affiliates informed about programs to be presented. In-
cludes a traffic department, which orders AT&T circuits to connect
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affiliates with the network and procures the special circuits used for
special-events broadcasts.

Owned-and-operated stations department. Supervises general activ-
ities of the stations owned and operated by the network company
itself.

Network Program Service

The success of any national network organization depends on the
quality and popularity of the programs it provides. Although radio
networks offer a limited program service made up primarily of news
reports and short features, each of the national television networks
provides its affiliates with more than 100 hours of programming
each week, at least 95 percent of which consists of commercial pro-
grams. This volume of programming must be maintained whether
the network is able to sell all its available spots or not; affiliates
depend on the television network to fill a large proportion of their
broadcasting time. A major part of each television network’s even-
ing programming is provided by outside suppliers and usually is on
film or tape. Network program offerings will be considered in a later
chapter; however, one or two aspects of network service should be
mentioned at this point.

Television networks are in vigorous competition with one
another both for audiences and for advertising. In part, a network'’s
success depends on the popularity of the programs included in its
schedule, which of course reflects the ability of the network’s pro-
gram executives to select those entertainment programs that will
best satisfy the public’s tastes and to schedule them at hours when
they have the best chance of reaching audiences. Equally important
in its competition with other networks is the prestige each network
enjoys—its image in the minds of listeners and of advertisers. Con-
sequently, each network spends millions of dollars each year to
enhance its corporate image. NBC's experiments with color pro-
gramming over the years were encouraged, certainly, by the interest
of its parent company, the Radio Corporation of America, in selling
color television sets; but NBC’s adoption of a virtually all-color
evening schedule in the autumn of 1965 also added to that network’s
prestige with the general public—and forced its rivals to offer sub-
stantial amounts of color programming as well. Network prestige,
the network image, depends also on the special programs it pro-
vides. Some are entertainment features of high quality or special
audience appeal. Others are programs important for their cultural
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values—broadcasts of operas or programs featuring symphony or-
chestras or ballet companies.

Most of each network’s prestige offerings, however, are in the
fields of information and special events. In the 1974— 1975 season,
for instance, 21.5 percent of the 381 specials offered by the three
television networks could be categorized as informative documen-
taries. The percentage of dramas offered, the second highest cate-
gory in that year, was only 13.1. These informative documentaries
provided by each network usually cost far more than could be cov-
ered by the sale of time within the programs. Coverage of special
events—national elections, national political conventions, the var-
ious space flights, congressional hearings, and the like—entail
production costs in each case of millions of dollars, in addition to
loss of network revenues resulting from the cancellation of regular
commercial programs. The three television networks, for instance,
estimate they lost from $7 million to $10 million dollars in advertis-
ing revenues during their coverage of the Senate Watergate hear-
ings of 1973 and from $4 million to $5 million during their coverage
of the Nixon impeachment hearings of 1974.

Another factor in network prestige is the broadcasting of various
sports events. Broadcasting magazine estimates that national ad-
vertisers spent more than $284 million during the 1974- 1975 season
for broadcasting rights to more than 1,100 hours of network sports.
The three networks compete vigorously for the rights to various
special sports events and ABC scored heavily in 1975- 1976 with its
exclusive coverage of the Winter and Summer Olympics; by out-
bidding CBS for rights to the Preakness, the second race in the so-
called Triple Crown of horse racing; and by outbidding NBC for the
right to carry some major league baseball and some World Series
games, both once exclusive NBC properties. NBC fought back in
1977 by winning the rights to carry the 1980 Olympics in Moscow.

That the networks take seriously the prestige attached to spe-
cials of all types is illustrated by a 1974 statement by CBS claiming
the crown as “specials network” formerly assumed by NBC. The
CBS claim was based on the number of specials in 1973-1974 (70
CBS to 49 NBC), average ratings (23 CBS to 20 NBC) and the
“superior quality” of their specials. NBC, however, did not agree
and produced figures showing it with 46 specials in the September
through December period in 1973 and an average rating of 22.2,
compared with 38 specials for CBS with an average rating of 19.9.
The two networks used different figures, of course; but the claims
earned a story in Variety, and the very fact of the dispute shows the
importance attached to specials by network executives.
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Network-Affiliated Stations

With the exception of the Mutual Broadcasting System, each of the
national network companies is the owner of a number of television
and radio stations—a combined total for all three networks of 15
VHEF television stations and 17 AM radio stations. In addition, each
network provides program service to other stations in which net-
work companies have no financial interest whatever—stations
known as affiliates, linked to the network operating companies by
affiliation contracts, in which the station agrees to broadcast cer-
tain commercial programs provided by the network. To enable na-
tional advertisers to reach the largest possible number of listeners,
every network company attempts to secure affiliates in all or practi-
cally all of the nation’s major markets.

However, there are three television networks, and not all major
cities have as many as three commercial television stations; a few
markets have only one. As a result, a television network is not al-
ways able to secure in every major city a “primary”’ affiliate—a sta-
tion obligated by contract to give first preference to programs of-
fered by that network. In markets with only one or two commercial
television stations, then, a television outlet not only has a primary
affiliation agreement with one network, but may also have a second-
ary affiliation with another. Such stations give preference to pro-
grams offered by the first network and also carry programs pro-
vided by the second network when they can be worked into the
weekly schedule. In many instances, programs of the second net-
work are supplied on film or videotape or are taped directly from the
network “feed,” and carried on a delayed basis at hours convenient
to the stations. Table 6- 3 shows the number of cities in which each
national television network had primary affiliates during the latter
part of 1974. In addition, CBS had secondary affiliation contracts
with stations in 17 cities and NBC with stations in 24 cities; ABC,
with fewer primary affiliates than either of its competitors, had
secondary arrangements with stations in 43 different cities.

Network affiliation is much less important to radio stations than
to television outlets, in view of the limited program service that
radio networks provide and the relatively small amounts that sta-
tions receive for carrying network programs. During 1974, only
about one AM radio station in four was affiliated with a national
radio network.

Network Payments to Affiliates Affiliation contracts usually provide that
the station is paid by the network for the time used to carry com-
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Table 6-3 Television Stations Listed as Primary Affiliates
of National Television Networks, Fall 1975

Stations affiliated with Nonaffiliated
Number of Number ABC CBS NBC Stations
Stations per  of Cities
City
VHF UHF VHF UHF VHF UHF VHF UHF
4 or more
statiohs 41 33 8 40 1 39 2 212 522
3 stations 71 45 26 55 16 52. 19 — 3
2 stations 51 15 12 22 8 28 7 2 8
istaon 155 28 7 38 10 3 15 6 16
Totals 319 121 53 155 38 154 41 292 792

aFigures include two Mexican UHF stations serving San Diego and one Canadian VHF station serving
the Detroit area.

Figures are based on information given in station listings in the 1975 Broadcasting Yearbook.

mercial network programs. Since the four national radio networks
have combined revenues totaling only $58 million a year, not much
money remains after payment of rental on network lines and other
network operating costs, so that most of the radio affiliates receive
only nominal payments for carrying network programs. Many of
the smaller radio stations receive no cash payments at all; they are
simply allowed to carry the network’s programs without charge
and, if possible, to sell to local advertisers certain available minutes
provided by the network. High-powered stations, especially those in
major markets, fare somewhat better; in 1974, the network-
affiliated radio stations in the 25 largest metropolitan areas—
network-owned stations not included—received an average of ap-
proximately $12,500 each from the network companies with which
they had contracts. However, 1974 network payments to the more
than 3,000 affiliates in smaller communities averaged less than
$1,500, and at least part of this amount represents revenues from
programs provided by regional rather than national networks.
Television stations receive much more substantial payments for
the time used to carry network programs; in 1974, national televi-
sion networks paid more than $248 million to their approximately
500 affiliated stations, or an average of more than $473,000 for each
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affiliate. The amounts received by stations naturally vary, depend-
ing on the number of hours of commercial network programs each
station carries and the rates charged for station time. Compensation
for primary affiliates is determined on the basis of rather compli-
cated formulas, varying from one network to another. In a standard
contract of one major network, for instance, the payment to an
affiliated station is calculated by multiplying its “affiliated sta-
tion's network rate”—a figure jointly negotiated and agreed upon
by both station and network—by various percentages assigned to
different time periods—ranging from 7 percent for the 6:00 to 10:15
a.M. Monday through Friday period to 32 percent for the 6:00 to
11:00 p.M. period seven days a week—and then multiplying the
product by the fraction of commercial availabilities unsold by the
network within the commercial programs carried. Some networks
also subtract from the total weekly amount paid to an affiliate a
multiple of the station’s “‘network rate,” while others require their
affiliates to carry a specified number of hours of programming
without network compensation. Some stations in very small mar-
kets receive no payment whatever from the networks with which
they are affiliated; they are simply allowed to carry the network'’s
programs—commercials included—and to derive what revenues
they can from the sale of spot announcements in station-break
periods between programs. Stations with secondary affiliation con-
tracts are paid a lesser amount for the time in which network pro-
grams are carried.

Other Contract Provisions Almost all network contracts call for the net-
work companies to pay the costs of delivering the network programs
to the affiliated stations—that is, the rental on AT&T lines connect-
ing stations with network originating points. Some network con-
tracts also permit affiliates to tape ‘‘news excerpts’’ of news events
as they are broadcast in network news programs and to edit these
for use in their local news programs, within certain network-
established limits. For this right, the affiliated stations allow a fur-
ther deduction from their network compensation. Affiliates, of
course, are permitted to carry network sustaining programs (those
with no commercial announcements) without payment.

In addition, several contract provisions are standard in all con-
tracts as a result of regulations laid down by the Federal Communi-
cations Commission. Affiliation contracts may not provide that any
station is the “exclusive’ outlet for any one network in its commu-
nity; the network retains the right to allow other stations in the area
to broadcast its programs, although, in practice, usually only those
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programs the affiliate does not wish to carry are offered to other
stations.

The affiliated station on its part may accept programs offered by
competing networks and does in fact accept a large number of such
programs—at least if it is in a one- or two-station market and has a
primary affiliation contract with one network and a secondary ar-
rangement with another. Every affiliate has the right, by contract,
to reject any program the network offers, either because the sta-
tion’s manager considers it unsuitable or of low quality or because
he prefers to use the time period to present a locally produced or
syndicated program, or even a program provided by a different
network.

The network company may not determine the rates the affiliated
station charges for advertising time, other than the rates charged
for network programs. Before 1963, standard affiliation contracts
gave the network an option on certain hours of the station’s time
each day, but this practice is now prohibited by a regulation of the
FCC. Finally, by FCC regulation, network-affiliation contracts cover
periods of not more than 2 years; at the end of any contract period,
either the network or the station is free to make other arrangements.

THE BROADCASTING INDUSTRY

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

Auxiliary Television Broadcasting Services
Several types of auxiliary services are used to extend the coverage of

television stations. In 1955, the Federal Communications Commis-
sion authorized a service known as ‘“‘satellite” television stations.



The Elements of Broadcasting

These are regularly authorized stations, occupying channels allo-
cated by the commission to their respective communities and using
as much power as used by other television stations. They are not
required, however, to originate local programming or to maintain
studios, although some of them do provide alimited amount of local
programming. For the most part, the satellite merely reproduces
the signal and the programming of a parent station located in a
community 80 or 100 miles away, thus increasing the effective
coverage of the parent station and bringing television service to
communities too small to afford an independent television opera-
tion. Satellite stations, then, are considered by the FCC to be full-
fledged television stations but freed from the responsibility of local
programming.

In 1956, the FCC also authorized the operation of “translator”
stations. Translators pick up the signals of regular television sta-
tions and rebroadcast them on a different channel, usually UHF.
These use very low-powered, inexpensive equipment; they maintain
no studios and originate no program materials; they are not even
required to have an engineer in attendance while on the air. Many
translators are operated by regular television stations to extend
the coverage of the parent station over a larger area. Others have
been constructed by nonprofit groups to bring television service to
small communities. They are less expensive to build and operate
than satellite stations and are most commonly found in such moun-
tain states as Colorado, Montana, Utah, and Wyoming.

A third type of auxiliary television service is provided by
“booster” or “repeater’’ stations. These are even less expensive to
construct and operate than translator stations and serve substan-
tially the same purpose of extending the coverage of a regular sta-
tion over a larger area or providing a service in so-called ‘“shadow
areas” where reception is impaired by mountainous terrain. A
booster station operates usually with very low power on the same
frequency used by the parent television station. Since the FCC in
past years has allowed boosters to be used only by stations on UHF
channels and very few UHF stations operate in mountainous areas,
boosters are less widely used than translator stations.

Cable Television

Satellite, translator, and booster stations all were designed to ex-
tend the signals of television stations to sparsely populated areas
that would not support a commercial television station. Another
device for expanding a station’s coverage area is community an-
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tenna television, also called CATV or cable television. Indeed, cable
has proven to be the most successful device for such extension,
eclipsing the other services in recent years.

A CATV company provides television service to individual
homes by connecting these homes by wire, or ‘‘cable,” to the com-
pany’s studio. Subscribers thus connected to these systems receive
the signals from all local stations; from network, independent, and
educational stations in distant communities; and, often, a variety of
special services—local news, sports, education, feature-length
movies, special visual displays of news wires, sports scores, weather
reports, stock market figures, and so forth. For these services, typi-
cal subscribers pay from $6 to $9 a month, with a one-time installa-
tion fee averaging $15.

By 1975, there were 3,350 operating CATV systems in the United
States, serving some 7,300 communities, with another 2,650 sys-
tems approved but not yet built. Systems operating by the mid-
1970s reached approximately 10 million homes— 15 percent of the
nation’s television homes. The number of subscribers per system
ranged from fewer than 100 to almost 140,000. In 1975, total indus-
try revenues totaled approximately $760 million—a figure not
reached by radio until 1944 (and again, after the television slump, in
1964).

Cable television has had an interesting history in its brief
quarter-century of life. Growing from the basic concept of a master
antenna service in hotels and apartment buildings, CATV moved
quickly through several distinct stages and emerged in the 1970s as
a genuine competitor to the broadcast service as we know it.

What cable television set out to do first was simple enough. It
began in Pennsylvania in 1949 as a service designed to bring televi-
sion signals to communities that, because of distance or terrain
problems, were unable to receive signals from television stations.
Growth of this basic service continued through 1955, with cable
systems springing up around the edges of coverage areas of existing
stations, spreading their programming to an even larger number of
homes.

By 1955, however, as the number of available unserviced mar-
kets declined rapidly, cable television operators began to look be-
yond this basic service and explore a new potential market for their
services—communities without full network service because they
had only one or two stations. Given permission by the FCC to con-
struct their own microwave relays, CATV systems began bringing in
stations from more distant communities, thus filling in the network
gaps. As they did so, they began to compete significantly, for the first



time, with existing broadcasting stations—for audiences, if not for
advertising dollars.

Five years later cable television had reached another plateau in
its development as it approached a practical limit in the number of
communities needing its services for full network coverage. By this
time, technology had provided the answer in the form of equipment
capable of carrying up to twelve channels to subscribers. With this
added channel capacity, cable television systems could enter larger
markets and offer additional signals brought by microwave from
distant markets, as well as motion picture channels, syndicated
programs, audio services, and a variety of specialized news and
information services.
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In 1959, the FCC had said it had no right to regulate cable and
had later asserted its control only over systems with microwave
links; but when faced with a threat of wholesale invasion of major
markets, the commission announced in 1966 that it did indeed have
the authority to regulate all aspects of CATV. Thereupon it issued a
series of restrictions so stringent that the growth of cable was virtu-
ally halted for six years.

In the late 1960s and early 1970s, broadcasters and copyright
owners had hoped that Congress or the courts would provide an
effective way of dealing with CATV by requiring all systems to pay
users’ fees to the owners of copyrights. The U.S. Supreme Court,
however, failed to do so and, in the Fortnightly case (1968) and the
Teleprompter case (1974), ruled that cable television systems simply
passed on signals and did not “‘perform” anything in the sense cov-
ered by copyright law.

The Fortnightly case demonstrated to the FCC that the courts
were not going to help with CATV and it proceeded to reevaluate its
position on the growth of the service. In 1972, the commission
issued a comprehensive series of rules that, among other things,
(1) sharply restricted the importation of signals from markets dis-
tant from the market being served; (2) limited the number of broad-
cast stations that could be carried on systems in markets of various
size; (3) required all new systems to offer channels to local govern-
ment, to educational bodies, and to the public for its free “access’’;
and (4) required all new systems to have the capability for some
kind of feedback from subscribers to the cable system.

Under these rules, cable television resumed its growth in the
1970s, slowed somewhat in the early years of the decade by a short-
age of investment capital caused by a sluggish economy. In 1976, a
revision of the copyright laws passed by the Congress included the
requirement that cable systems pay minimal copyright fees for the
programs they carry.

Radio and Television Networks

Technically, the term network refers to any group of radio or televi-
sion stations linked together by telephone land lines, microwave
relay systems, or satellites for the simultaneous broadcasting of
programs. However, the term is often used more loosly to apply to
any grouping of stations making possible the broadcasting of the
same program or programs by all stations in the group, regardless
of the method by which the programs are distributed. Accordingly,
we find a variety of types of networks in the broadcasting industry:
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national networks; regional networks; special networks; and trans-
cription, tape, or film networks.

National Networks By far the most important in volume of sales, in
program service provided, and in influence, are the national net-
works already discussed.

As Robert E. Kintner, former president of NBC, once remarked, a
network is “nothing but programs and telephone wires.”” While this
description greatly oversimplifies the situation, a network company
does no actual broadcasting of programs—at least not in its ac-
tivities as a network; national network companies do own broad-
casting stations, referred to as “O & O” (“owned-and-operated”)
stations. The network company’s function is to create an organiza-
tion of stations that will operate as a group and to provide facilities
for linking those stations together for simultaneous broadcast of
programs. For radio service, long-distance telephone lines are
leased from the American Telephone and Telegraph Company
(AT&T) to connect affiliated stations with network studios in New
York, Washington, or other cities from which network programs are
originated. For television, stations are linked together by coaxial
cable or microwave relay systems also provided by AT&T. Network
programs are then ““fed” over these wire or relay connections to the
various affiliated stations, to be broadcast in each local community.

The Public Broadcasting Service (PBS), an interconnected net-
work of public television stations, was established in 1969 by the
Corporation for Public Broadcasting (CPB). PBS provides a regular
schedule of evening programs for most of the educational television
stations in the United States. A similar service for public radio sta-
tions is provided by National Public Radio (NPR), also under the
supervision of CPB.

The National Black Network (radio) has also been formed, with
75 affiliates in 1975, to provide specialized programs to radio sta-
tions aiming their programming toward the black community. Two
national television networks, the Hughes Television Network and
the TVS Television Network, provide live telecasts of sports and
other special events. These networks have no regular permanent
affiliates and line up groups of stations, many of whom have pri-
mary affiliations with one of the major networks, for specific
events—most of which are aired at times that do not conflict with
major network offerings. In 1975, TVS and NBC worked out an
arrangement whereby the two networks would provide Saturday
afternoon basketball double-headers during the 1975-1976 season,
with TVS setting up a series of regional networks to carry games of
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local or regional interest and NBC producing a game of national
interest between well-known collegiate *powerhouses.”

Regional Networks In addition to national network organizations,
there are approximately 20 more or less permanent regional net-
works of television stations and almost 125 regional radio networks
listed in the 1975 edition of Broadcasting Yearbook. A few of these are
actively functioning organizations that provide a regular—though
usually limited—program service on a year-round basis. Others are
groups of stations operating as networks only when advertisers
wish to secure coverage of a number of markets in a single state or
a portion of a state. In addition to these regional networks, so-called
sports networks are regularly formed during the appropriate season
each year. Virtually every professional team has a network of both
radio and television stations that carry play-by-play broadcasts of
all or a significant portion of its schedule. Similar networks are
formed for most college football and basketball teams and even
some high school teams. The size of these sports networks, of course,
generally depends on the success and popularity of the individual
team. Some of the more important regional networks may be parts
of national network organizations; because stations comprising
these permanent regional groups are already linked together to
form ““legs” of national networks, it is a relatively 51mple matter for
them to provide service for regional advertisers in a specified area in
the same way that the national network carries programs for na-
tional advertisers on stations throughout the country.

Special Networks Custom-built, or “‘special,” networks may be created
at times for national or regional spot advertisers who wish to pre-
sent a program in a particular group of cities where no permanent
regional net exists to provide the service desired. Such special net-
works are set up in most states during political campaigns to carry
programs in support of individual candidates for office. Sometimes,

too, stations join together in setting up special temporary networks
to secure coverage of major news or sports events of particular
interest to listeners in their respective communities. By sharing the
time charges and the expense of originating the program, it is possi-
ble for even the smallest stations to broadcast eyewitness accounts
of events taking place in distant cities, although the cost of provid-
ing such accounts might be prohibitive for any single station.

Noninterconnected Networks National networks, regional networks, even
special networks are literally networks or chains of stations; the
stations comprising them are linked together by telephone line or
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microwave relay for simultaneous broadcast of programs. Tran-
scription and film networks are technically not networks at all, since
stations are not connected by telephone lines or microwave relay
systems and since no simultaneous broadcasting of programs is in-
volved. The transcription and film network companies do serve
groups of affiliated stations, primarily as central sales agencies
through which sponsored programs may be placed with the various
affiliated outlets—the programs being prepared in taped, tran-
scribed, or filmed form and distributed to the stations by parcel post
or express before the time of broadcast. Only one regularly consti-
tuted national commercial transcription network is in existence:
the Keystone Broadcasting System, with more than 1,000 affiliated
radio stations, which are located for the most part in small towns
and agricultural areas throughout the nation. With the reduced
importance of interconnected national radio networks, Keystone in
recent years has received considerable attention from national spot
advertisers who are interested in reaching rural listeners.

One television film network, National Telefilm Associates (NTA),
was in operation for a few years, attempting to provide a limited
quantity of filmed programming to affiliates in a number of major
markets. However, difficulties in clearing time for NTA programs
on stations whose evening schedules were already committed to the
regular television networks resulted in the failure of the project.

Noninterconnected networks were more successful in the educa-
tional field; the National Association of Educational Broadcasters
inaugurated a taped program service for educational radio stations
as early as 1950, and the foundation-financed National Educational
Television organization provided several hours a week of taped and
filmed programs for use by noncommercial television stations. Both
systems have since been replaced by CPB and PBS.

American Telephone and Telegraph Company

Distribution of regular network programs is the special province of
the long-lines division of the American Telephone and Telegraph
Company (AT&T) and its associated Bell System companies. Hun-
dreds of millions of dollars have been invested by AT&T in program
transmission facilities—coaxial cable connections, microwave re-
lay systems, and special long-distance telephone lines—and the
company collects annual rentals of millions of dollars from the
three national television networks for carrying their programs to
affiliated stations, plus an additional million a year from national
radio networks. Costs of cable or microwave interconnection are an
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important part of the television networks’ expense of providing pro-
gram service to affiliated stations.

Equipment Manufacturers

The manufacturing of equipment—receiving sets, transmitting
equipment, television cameras, technical equipment of a thou-
sand different kinds—is a fundamental part of the broadcasting
industry. The statement has been made that the rapid development
of radio during the 1920s was largely a result of the desire of man-
ufacturers of radio receiving sets to create a market for their prod-
ucts. Certainly it is a fact that the technical excellence of radio and
television today has been the result of the continuing research and
experimentation carried on by electronics manufacturers, research
that in recent years has given us transistor radios, color television,
and satellite communications systems. One index of the importance
of equipment manufacturers in the broadcasting industry is the fact
that the American people spend as much money each year on new
radio and television receiving sets and on parts and repairs for exist-
ing sets as the nation’s advertisers spend for station and network
time. During the 10-year period from 1964 through 1973, manufac-
turers produced, on the average, 13,400,000 new television receiv-
ing sets and 45,471,200 new radio sets a year; to buy these sets, the
public spent a total of almost $3.5 billion a year.

However, radio and television receivers represent only a part of
the output of equipment manufacturing companies. Stations and
networks buy equipment of almost every type imaginable; how
much is spent each year is almost impossible to estimate, but the
figure must run into hundreds of millions of dollars. Many com-
panies produce a general line of receiving and transmitting equip-
ment. Others manufacture highly specialized products, such as, for
example, antenna towers, magnetic tape used for audio and video
recording, tape recorders, film used in motion pictures and in filmed
television programs, studio lighting equipment for television and
motion pictures, and automation systems for radio.

Advertising Agencies

Advertising agencies are important in broadcasting because all
network and national spot advertising and at least 15 to 20 percent
of all local radio and television advertising is placed by agencies.
Advertising agencies serve as expert representatives of national
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manufacturing companies or of local distributors or retailers in the
planning of advertising campaigns and the handling of day-to-day
details of advertising, whether the medium used is television, radio,
newspapers, magazines, billboards, or direct mail. When broadcast
advertising is to be used, the agency gives advice on the amount of
money to be spent, the stations or the network to be used, and the
program or spot-carrier to be selected; it plans the commercial an-
nouncements, writes the advertising copy, and often produces the
transcribed, filmed, or taped commercial spots used in the advertis-
ing campaign; it contracts for time on stations and networks and
handles all details connected with the advertising activities of its
client. Equivalent functions are performed when advertising is car-
ried in newspapers or magazines, or is handled by other methods.
For its services, the advertising agency typically receives a commis-
sion of 15 percent of the total amount the advertiser pays for station
or network time, deducted when payment is made to the broad-
caster. In addition, the agency collects from the advertiser the pro-
duction cost of the commercials used in the advertising campaign.
The typical advertising agency may have as clients fifteen or twenty
different firms, no two of which are engaged in the same type of
business.

Although there are many thousands of advertising agencies in
the United States, most are small, local concerns with fewer than
half a dozen employees each, with local advertisers as their only
clients. Some national or regional agencies specialize in billboard
or direct mail advertising, but most major agencies do not
specialize. They handle all the types of advertising required by their
clients—the important manufacturing and industrial enterprises,
which include the heaviest users of network and national spot ad-
vertising. Some of the largest national advertising agencies spend
for their clients collectively from $100 million to $250 million a year
for network and station time.

Station Representatives

Extremely important in the handling of national spot advertising
on radio and television are station-representative companies, usu-
ally referred to in the broadcasting industry as “station reps.” Vir-
tually every television station and important radio station employs
a station-representative concern to act as the station’s agent in the
sale of time to national and regional advertisers. The ‘“‘rep” com-
pany’s salesmen call on time buyers for advertising agencies with
clients planning national spot-advertising campaigns to attempt to
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induce the buyers to purchase time on stations the ‘“rep” concern
represents. In addition, station representatives assist their clients in
determining the rates to be charged for time, in developing sales
promotional materials and in planning advertising to be placed in
industry trade papers. Some even assist stations in the selection of
key employees. In return for these activities, the ‘“rep” concerns
collect commissions ranging from 7 to 17% percent on amounts
paid by national spot advertisers for time on the station or stations
served.

While there are more than 200 station representative concerns
in the United States, it is estimated that 23 firms place 99 percent
of all national spot advertising. The typical- television “rep” firm
handles up to 70 stations, while the average radio firm represents
between 100 and 200 clients. Virtually all “rep” companies spe-
cialize in handling the affairs of stations of one particular type.
Some handle only 50,000-watt radio stations or 5,000-watt stations
with large coverage areas; others handle only radio stations with a
middle-of-the-road format; still others may represent only tele-
vision stations. Naturally, the stations represented by any one con-
cern are located in different cities and are not in direct competition
with one another.

Program Production Companies

In the early days of network radio, practically all network programs
were produced by the network companies themselves or by stations
affiliated with the network. During the 1930s, a majority of spon-
sored network programs were produced by advertising agencies.
Today, all network news programs and many television documen-
taries are produced by the networks, as are the NBC, CBS, and ABC
morning programs (Today, The CBS Morning News and Good Morn-
ing America) and NBC's Tonight, Tomorrow, Weekend, and Saturday
Night programs. Networks also produce most of the sports events on
Saturday and Sunday afternoons and on Monday nights and some
of the entertainment programs on daytime schedules. However,
nearly 90 percent of all evening entertainment programs in prime
time and a large number of the daytime entertainment programs
come from independent companies known in the industry as “inde-
pendent producers” or ‘‘package agencies.” These are concerns that
develop programs; employ writers, producers, directors, actors, en-
tertainers, and entire production crews; and handle all of the details
incidental to preparing a program for broadcast. Most “package
programs’ are produced on film or videotape. The package pro-
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ducer pays all salaries and all costs of production, and delivers the
completed program to the network company as a package, for a
fixed price agreed upon in advance; hence the term package agency.

These agencies originated during the 1930s as adjuncts to net-
work radio; one of the earliest was the company headed by Phillips
Lord, which produced Gangbusters and other network thrillers.
Among other independent producers of radio programs were Frank
and Anne Hummert, operating as a subsidiary of the Blackett-
Sample-Hummert advertising agency and responsible for the
“packaging” of a dozen different daytime serials, and Ralph Ed-
wards, whose Truth or Consequences and This Is Your Life programs
both appeared first on network radio and were later transferred to
television. These concerns produced live programs for sponsorship
on radio networks; other packagers, notably Frederic W. Ziv, pro-
duced transcribed programs for syndication to radio stations.

With the decline of network radio and the heavy use of recorded
music on radio stations, the radio program packagers have declined
in importance and shifted emphasis. A few still offer original taped
dramatic programs for syndication; others provide a regular series
of short educational or religious segments; still others offer com-
plete prerecorded reels of music for automated or semiautomated
stations that rely on the service for their entire broadcast day.

Packaging has reached its real heights in television, however.
Some companies specialize in the production of nondramatic vid-
eotaped programs for network evening use, for example, many of
the network evening “‘panel” programs; these and other companies
also produce the ‘‘game” shows used on daytime television
schedules. Several of the important evening variety programs have
been produced by companies in which the stars of the programs
own controlling interest.

Much more important in packaging for television, however, is
the production of filmed and taped dramatic programs (including
situation comedies). At one time, nearly 300 small packaging con-
cerns were turning out series of 5-minute, 1 5-minute, and 30-minute
filmed programs of various types for syndication to television sta-
tions. The Motion Picture Association of America reported that dur-
ing a 10-year period from 1953 through 1962, various packagers
produced more than 50,000 filmed episodes in nearly 350 different
program series at a total cost over the period of $973 million. In the
following decade, however, because of the ever-growing number of
“off-network” series available, there was almost no demand from
syndication companies or from stations for the types of inexpensive
programs that small, independent packagers formerly produced.
Production costs for television network programming, which in
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1974 ranged from an average of $125,000 for a single episode of a 30-
minute situation comedy to an average of $235,000 for a 60-minute
dramatic program ($300,000 for The Waltons), eliminated the little
concerns from the field, and most program packaging since 1962 has
been carried on by a few major companies, most of them subsid-
iaries of the big motion picture production concerns in Hollywood.

A number of the smaller concerns that once engaged in filmed
program packaging became active in a closely related field—the
production of filmed commercial announcements used by network
and national spot advertisers. Most often, ideas for such commer-
cials are developed in complete detail by employees of advertising
agencies, and the packager simply handles the technical elements of
production and filming. Some companies engaged in production of
filmed commercials, however, also provide the ideas to be de-
veloped as well as handling production details.

Syndication Companies

A syndication company is a concern engaged in the sale—or, more
accurately, the rental—of recorded, taped, or filmed programs to
individual radio or television stations or, in some instances, to na-
tional spot advertisers. Sometimes the syndication company is also
a package producer of programs; more often, however, it handles
only the sale and distribution of programs produced by other com-
panies. Syndication for broadcasting, like package production, was
first developed during the 1930s when a number of dramatic or
musical program series in transcribed form—recorded on 16-inch
discs, to be played at 33% revolutions per minute—were produced
for distribution to radio stations. With the almost complete change
in the nature of radio station programming since 1950, radio pro-
gramsyndication, like packaging for radio, has largely disappeared.

In television, however, syndication is highly important. The typ-
ical television station with a network affiliation fills from 30 to 50
hours of its total program schedule each week with syndicated
materials; the independent television station makes even greater
use of such materials. Four major types of program material are
made available to television stations by the various syndication
companies. First are “‘off-network” filmed or taped programs origi-
nally carried on network schedules but available for syndication to
stations, usually after their network runs have come to an end. Sec-
ond are the filmed or taped program series produced specifically for
syndication and never carried on network schedules. Included in
this group are some programs developed by individual stations and
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offered for use by other stations. The third major type of material
consists of motion picture films, that is, features produced origi-
nally for showing in motion picture theaters; the rights to many
theatrical feature films have been purchased by syndication com-
panies, which lease prints of the films to television stations. The
final type of syndicated material includes cartoons, travelogues,
two-reel comedies and other “‘short-subjects” originally produced
for showing in motion picture theaters. Many of these short films
have been made available for syndication to television stations,
which frequently use them as segments of programs produced lo-
cally for children. Perhaps the best known of this latter type of syn-
dicated material is the Our Gang series of shorts, produced in the
1930s and still distributed under the title of The Little Rascals.

Some syndication companies handle only one type of syndicated
materials; however, some major syndicators deal with both
produced-for-television series and theatrical motion picture fea-
tures. Often a single company holds syndication rights to as many as
a dozen or more different television program series, each including
from 26 to more than 100 episodes. The same syndication concern
may also hold the rights to several hundred theatrical feature films,
the latter usually sold to stations in packages including 40 to 50
features each. A station may contract for exclusive first-run rights in
a given locality to a television series or to a package of theatrical
films; rental fees will vary according to the size of the market and, of
course, the quality of the material involved. Some of these con-
tracts, usually for syndicated game shows like Truth or Conse-
quences, are for only one run of the series in a single year. Other
contracts allow for a certain number of runs over a specified number
of years (for example, five runs of the series in a 5-year period).
Following this period, rights for still more runs can be sold to
another station in the same community, naturally at a much lower
price.

For many years, industry trade publications emphasized the fact
that the supply of theatrical feature films available for first-run
showing on television was not inexhaustible. Of all the films pro-
duced in Hollywood over the years, by the mid-1970s only a rela-
tively small number remained that had not already been released to
television and therefore presumably had already had first-run
showings on stations in most major markets. In addition, as men-
tioned in an earlier paragraph, only a few new program series have
been produced especially for television syndication in recent years.
However, there are numerous programs still available that were
originally carried in series form by television networks, and new
programs are appearing on network schedules every year.
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One important source of revenue for syndication and production
companies is the leasing of program series, including programs cur-
rently being carried on our own national networks, to television
stations in other countries. Schedules of national networks and of
commercial stations in Great Britain, Japan, Australia, and literally
dozens of other countries include many of the same American-
produced, made-for-television programs that viewers see in the
United States, with sound tracks in the appropriate languages
dubbed in.

Since national networks frequently are part-owners of syndica-
tion rights to television program series carried over their facilities,
each network company once had its own program sales division to
handle the sale of some or all of the network-controlled programs to
American and foreign television stations. The same FCC ruling that
produced the prime-time access rules discussed in Chapter 5, how-
ever, forbids the networks domestic syndication of their own pro-
grams, although they can still deal with foreign nations.

Program Services

Program packagers and program syndication companies deal in
finished, complete programs; but both radio and television stations
also buy materials for inclusion in their own locally produced
programs—for example, news, recorded music, sound effects, and
special production effects. Most of the national and international
news materials included in radio or television news programs are
supplied by Associated Press (AP) and United Press International
(UPI), although the three major networks have built sizable news
operations of their own in recent years. The news services provide a
daily wire news service to broadcasting stations and a sound-film
service to television stations; UPI also offers a special newsfilm ser-
vice for television; and both services provide live audio news
“feeds” for radio stations. Several smaller concerns also supply spe-
cial types of news material to radio stations; these include sports
news features, on-the-spot reports from overseas reporters, news of
interest to blacks and other minorities, reports from Washington,
farm news, religious news, and the like. In addition to the three
national television networks, which provide electronic “feeds” of
news stories to affiliates for use in local news, several firms supply
specialized news and features on film and tape.

Music Suppliers  While of minor importance in local television, music
is the essence of local radio programming. Music in recorded form
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has long been available from music library services that supplied
stations, for a regular monthly fee, from music libraries including
from 3,000 to 5,000 separate selections. These libraries offered a
wide variety of types of music ranging from standards to semiclas-
sical and from familiar hymns to music by military bands. The
popular numbers most heavily played by present-day radio sta-
tions, however, are on records or in albums produced by the major
recording companies. For promotion purposes, most of the record
companies distribute a limited number of recordings to radio sta-
tions without charge, but for most stations the best records and
albums are usually available only upon the payment of a nominal
service fee. This service brings the latest recordings to stations at 10
to 20 percent of the market price, however; and most radio stations
subscribe to the album-and-record services of one or more record
companies to provide material for programming in the area of
popular music. Other independent concerns offer a low-price rec-
ord service designed to provide contemporary stations with the
most popular albums and records of the day.

The introduction of automation in radio stations—FM stations
in particular—made necessary the supplying of another type of
music. As noted earlier, the automated station uses music recorded
on long-playing tapes, including “‘cue” devices that, at the proper
times, automatically switch in other tapes or tape cartridges on
which commercial announcements or station identification mate-
rials have been recorded: several concerns distribute these long-
playing tapes to automated stations on a rental basis. Various music
formats are available, ranging from ‘“good music” through
‘““middle-of-the-road” to *‘ ‘Solid Gold’ contemporary.”

Suppliers of Special Materials Several companies specialize in providing
music in forms other than complete selections—music bridges,
transitional music, theme music for programs. Some produce
made-to-order jingles for station identifications, weather reports,
lead-ins for news programs, or commercial announcements for
local advertisers. Still other companies offer special sound-effects
recordings or complete libraries of sound effects. A number of con-
cerns make slides or films for station identification visuals for tele-
vision stations or provide art work used in television commercial
announcements; some specialize in the production of animated-
cartoon commercials. A few companies maintain stock-film li-
braries, selling stock-film footage of places or events or film clips
from old newsreels to television stations for use in the production of
documentary programs or as filmed ‘‘signatures’ for local pro-
grams of other types. A few concerns sell comedy routines for use by
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radio disc jockey personalities or by masters of ceremonies of audi-
ence-participation programs. Two or three companies specialize in
providing prizes to be given participants in quiz and audience-
participation programs, supplying brand-name goods at prices very
much below those that would be paid if the items supplied were
purchased separately. Almost any type of material required for the
presentation of local radio or television programs is available from
some supplier connected with the broadcasting industry.

Music Licensing Organizations

The function of music licensing organizations is only dimly under-
stood outside of the industry, but they perform an important
service. The first such organization, the American Society of Com-
posers, Authors and Publishers (ASCAP), was formed before broad-
casting existed to insure that the creators of the words and music of
songs, and the publishers who made them available, were reim-
bursed in some way for the performance of their music for profit.
Before ASCAP existed, the creators and publishers lost control of
their product after it was printed and sold, while users were free to
make as much money as they could from the performance of this
material.

Simply stated, ASCAP changed all this by collecting “license
fees” for any performance for profit of a musical number written or
published by an ASCAP member. Fees thus collected were redis-
tributed to these members in a manner that reflected the relative
popularity of their works. When radio broadcasting ceased to be a
novelty and began showing signs of making a profit, ASCAP moved
quickly and negotiated a fee schedule that allowed it to collect from
broadcasters for the right to play music licensed to the firm.

As noted in Chapter 3, another licensing firm, Broadcast Music,
Incorporated (BMI), was formed in 1939 by broadcasters who ob-
jected to a new ASCAP contract proposal. Since its formation, BMI
has developed into a genuine competitor to ASCAP and both organi-
zations work vigorously to sign new artists to their contracts. The
national networks and virtually all radio and television stations
hold licenses to perform both ASCAP and BMI music, paying license
fees for the right to use copyrighted music. A similar organization
known as SESAC (Society of European State Artists and Compos-
ers) holds the rights to much music of European or Latin American
origin and to enough religious and martial music to force most
broadcasters into signing still another contract.
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Pay Television

During thelate 1950s and early 1960s a number of experiments were
conducted involving "“subscription” or ‘pay”’ television (which Va-
riety likes to call "“feevee”), in which programs were delivered to
subscribers who paid for the service on a per-program basis. In
some systems, the programs were delivered over a coaxial cable to
receivers in the homes of subscribers, the number of programs view-
ers selected were metered, and the subscribers were billed at the
end of the month. In others, like the experiment in Hartford, Con-
necticut, authorized in 1962 by the FCC, the programs were broad-
cast by a regular television station, but the use of a “scrambler”’
device made reception possible only in homes having a metered
“unscrambler” attached to the set.

Most providers of “‘feevee” have promised to make available
programs of types not usually available from “free” television sta-
tions: concerts, operas, ballet, current Broadway productions, out-
standing sports events, and the best of current motion pictures.
Most of the pay-television experiments lasted only a few months
and were apparently not too successful, although detailed financial
information has not been available. The pay-television companies
have had the same problems of high production costs that have
plagued the commercial television networks, with the result that
very little of the promised high-quality programming has actually
been provided.

In spite of this, Zenith Radio Corporation and RKO General Inc.
continued their experiments with on-the-air pay television in
Hartford, and in 1965 they were happy enough with results to ask
the FCC to approve a nationwide pay-television system. The FCC, on
the other hand, was faced with a strong element of congressional
opposition to “feevee,” especially in the House of Representatives,
and moved very slowly. After proposing rules in 1967 and then
agreeing to delay them for a year at the request of the House, the
commission in 1968 refused a second request from the House for a
one-year delay and finally issued its pay-television rules.

As issued, these rules placed restrictions on the age of feature
films that could be shown; limited the carriage of regular sports
events that were also being carried on ‘“free” television; and banned
series-type programming with connecting plots. In March 1977,
however, the Court of Appeals in the District of Columbia threw out
any such rules as unconstitutional. The FCC considered an appeal.

“Feevee’’ became related to cable television when a provision of
the 1972 CATV rules allowed CATV systems to “‘lease’’ channels to
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those who wish to use them. Current technology permits the use of
these leased channels as a pay-television system, and many cable
operators feel that the real future of their operation lies in pay-cable
television. Broadcasters, on the other hand, are vigorously opposed,
arguing that extensive growth of pay television or cable television
would take programs away from “free” television and ultimately
force viewers to pay for programs they now receive free.

While over-the-air pay television remains confined to a limited
number of subscribers in a few major cities, pay-cable television
systems are having more success. Broadcasting magazine's Cable
Sourcebook for 1976 indicated that approximately 100 CATV sys-
tems had a pay-cable television channel and that these reached
273,000 subscribers in eighteen states. Home Box Office, Inc., a sup-
plier of programming for pay-cable television, initiated in 1975 the
first interconnected—by satellite—pay-cable television network
and by the end of the year was serving 27 cable systems.

A successful variation of pay television has been an enterprise
called “theater television.” Outstanding sports events, like
heavyweight championship fights, are picked up by regular televi-
sion cameras and transmitted by satellite and AT&T facilities to
theaters in major cities throughout the country. The events are
projected on large screens for audiences who have paid up to $50 for
the privilege of watching events not otherwise available on televi-
sion. Promoters of heavyweight championship fights so televised
received many times as much money from the sale of theater televi-
sion rights as from paid admissions to the fight itself. The same
closed-circuit television idea is also frequently used for sales meet-
ings of major corporations; programs originate from a “main”
meeting in a major city and are carried to regional meetings in
theaters or hotel ballrooms in a number of other cities. Some hotels
and motels also offer feature films to guests willing to pay extra to
have them piped to the television sets in their rooms.

Industry Groups and Associations

As in any other type of business that operates on a national scale, the
broadcasting industry has a number of trade associations and other
groups representing people who engage in broadcasting. The most
important industry trade group is the National Association of
Broadcasters (NAB), which speaks for the broadcasting industry in
national policy matters, in matters related to legislation and gov-
ernment regulation, and in the establishment of acceptable indus-
try practices. The NAB includes as members most of the commer-
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cial television stations and approximately half of the commercial
radio stations in the nation. Responding in the mid-1970s to com-
plaints that NAB placed too much emphasis on the interests of its
television members to the detriment of radio, the independent Na-
tional Association of FM Broadcasters (NAFMB) renamed itself the
National Radio Broadcasters Association (NRBA), opened its mem-
bership to all radio stations, and launched a program of legislative
activity for the benefit of radio broadcasters only.

State associations of broadcasters have been formed in the vari-
ous states, not directly a part of NAB but serving as extensions of the
national association in matters of common concern. Other man-
agement groups operating on a national basis include TvB (the
Television Bureau of Advertising), RAB (the Radio Advertising
Bureau), and TIO (the Television Information Office). The first two
are organizations formed to promote the sale of broadcast advertis-
ing time; TIO is a public relations body that attempts, by the use of

e

Figure 6-8 Headquarters for the National Association of Broadcasters (NAB), the
major industry trade group, is located in the heart of Washington, D.C., only blocks from
the offices of the FCC and from the White House. {Courtesy National Association of
Broadcasters)
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large-scale publicity and promotion, to create a more favorable
public image for the television industry.

In addition to organizations representing stations and station
management, there are several professional groups whose members
are station employees working in specialized fields. Among them
are such associations as American Women in Radio & Television,
the National Association of Television and Radio Farm Directors,
the National Association of Television Program Executives, the
Radio & Television News Directors Association and the Broad-
casters Promotion Association, whose members are in charge of the
promotional activities of their stations. Probably one of the most
influential groups is the news directors association, which works
closely with the NAB and with the newspaper industry in efforts to
arrange for greater access to news sources for news broadcasts and
reporters.

The National Academy of Television Arts and Sciences is made
up of writers, producers, directors, technicians, and featured enter-
tainers involved in the production of television programs. The
Academy gives annual awards of “Emmys” for outstanding
achievement in writing, acting, directing, music scoring, and tech-
nical work in network television programs presented during the
year.

Broadcasting Unions

Like other industries, broadcasting has labor unions representing
employees of stations, networks, and program production concerns
in their relations with employers. In all, nearly 50 different unions
are involved entirely or in part with broadcasting activities. Most
engineers and technicians are members of either the International
Brotherhood of Electrical Workers (IBEW) or the National Associ-
ation of Broadcast Employees and Technicians (NABET); com-
bined, the two organizations represent more than 10,000 network
and station employees. Another major broadcasting union, the
American Federation of Television & Radio Artists (AFTRA), has
a membership of announcers, actors, vocalists, dancers, and other
performers who appear on broadcast programs or in commercial
announcements. Many AFTRA members also belong to the Screen
Actors Guild (SAG), a much larger organization made up of actors
and other entertainers who appear in motion pictures made for
theatrical use or in filmed television programs or commercial an-
nouncements. The International Alliance of Theatrical Stage
Employees (IATSE), originally a union of stagehands in theaters
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and of motion picture projectionists, is also active in television;
IATSE represents stagehands and studio floor crews and, in some
parts of the country, motion picture cameramen and operators of
motion picture projection equipment. Musicians who provide live
or recorded instrumental music for use on the air are represented by
the American Federation of Musicians (AFM). Certain types of in-
dustry workers are organized into ‘‘guilds,” rather than formal
unions. Writers of network or syndicated programs are members of
the Writers Guild of America; television directors employed by
networks or by package production concerns belong to the Directors
Guild of America. In addition, numerous smaller unions or, in some
situations, specialized locals of IATSE represent such varied groups
as scenic artists, film editors, studio carpenters, wardrobe atten-
dants, makeup artists, hairstylists,and even parking lot attendants.

Unions are an important factor in the broadcasting industry; to
a large extent they determine the wages and working conditions of
those involved in the production of network and syndicated pro-
grams. However, their activities are confined for the most part to
the large production centers, and their memberships are made up
mostly of employees of networks, package agencies, and large-city
stations. Almost all the engineers employed by radio or television
stations in major population centers are members of IBEW or
NABET; announcers and other on-the-air personalities employed
by the same stations are members of AFTRA. However, in smaller
communities, few employees of broadcasting stations are union
members, aside from musicians and a limited number of station
engineers.

Miscellaneous Services

In addition to organizations and business concerns of types already
mentioned, there are numerous others providing a variety of ser-
vices connected with broadcasting. Most of the important network
entertainers and writers are represented by talent agents who at-
tempt to sell the services of their clients to producing companies,
networks, or advertising agencies.

As in other industries, trade papers serve an important function
in broadcasting by providing news and feature articles relating to
the industry. Publications such as Broadcasting, Radio-TV Daily,
Variety, Billboard, Advertising Age, and Television Digest are widely
read by broadcasters and others concerned with special aspects of
radio and television, and they exert a considerable amount of
influence in industry affairs.
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Many other organizations or individuals offer specialized ser-
vices to broadcasters. A number of research companies provide na-
tional ratings for network programs or detailed information about
the buying habits of listeners; activities of research organizations
will be discussed at length in Chapter 11. Several firms act as station
brokers, handling sales of radio and television stations to new own-
ers. Between 1954 and 1974, 5,842 radio stations, 569 television
stations, and 235 radio-television combinations changed hands; the
amount paid by buyers totaled almost $3.5 billion. There are more
than 125 consulting engineers to assist stations with their technical
problems. More than 800 attorneys specialize in communications
law; they give legal advice to stations, especially on matters relat-
ing to federal regulation, and they appear as.representatives of
their station-clients in hearings on license applications or in pre-
senting oral arguments before the Federal Communications Com-
mission. Some concerns serve as management consultants; others
as consultants on station programming and news. In short,
whenever a need for specialized services exists, there are companies
available to provide those services.

A final but exceedingly important element in the broadcasting
industry is the Federal Communications Commission itself, the fed-
eral agency charged with the responsibility of regulating American
radio and television. The FCC grants licenses to stations and also
licenses the engineers who put the stations on the air and keep them
on; it determines general policies for broadcasting; it sets technical
standards for television; it assigns television and FM radio channels
to various communities; it makes recommendations to Congress
concerning new legislation relating to broadcasting. More than any
other single organization involved in broadcasting activity, the
Federal Communications Commission determines the overall na-
ture of broadcasting service and the patterns that characterize
broadcasting in the United States. The commission will be consid-
ered in greater detail in Chapter 12.

STUDY AND DISCUSSION QUESTIONS

1. Secure a copy of Broadcasting Yearbook and determine the classification of
each AM station in your immediate area, in the following categories:

a. Clear, regional, or local channel
b. Class |, Il, ll, or |V station
¢. Daytime only or 24-hour authorization
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Study the programming and schedule of a representative of each type of
station you identify and see if you can come to any conclusions about the
following:

Types of programming and music format

Number of commercials

Proportion of national, regional, and local commercials
Amounts and types of news and public affairs

Target audience

°PQa0 oD

. Examine the FM stations in your market also. Determine the maximum power
authorized for each. Study their programs and schedules and see if you can
reach any conclusions about the following:

a. Types of programming and music format

b. Number and frequency of commercials

¢. Proportion of national, regional, and local commercials
d. Amounts and types of news and public affairs

e. Target audience

. If there are any commercial television stations in your market that are not
affiliated with a network (or if a cable system in the market carries such a
station) study the schedule and determine to the best of your ability the
sources of programming used on the station. The most common sources will
be the following:

a. Off-network syndication

b. Network programs rejected by affiliates in the market
c. Theatrical motion pictures

d. Programs made exclusively for syndication

e. Local production

. Report on or be prepared to discuss one of the following topics:

a. The growth of community antenna television (CATV; aiso called cable
television)

b. The impact of cable television on your community

¢. The varieties of programming provided on cable television

d. The development of pay-television

The development of “special” networks for sports and other program-

ming

The possibilities of a fourth national (commercial) network

The function and operation of advertising agencies, local, regional, and

national

The role of the station representative

Factors affecting the development and success of independent tele-

vision program producers

The importance of program syndication

. Music services available to radio stations

bl 3 « =

x
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5. Report on or be prepared to discuss the evolving relationship between the
major Hollywood producers and television. Begin with the attitude of those
producers to television in the late 1940s and trace the changes in these
attitudes—and changes in the relationship —since those years.

6. Report on or be prepared to discuss the evolution and growth of the major
music licensing services in the United States (ASCAP and BMI).

SUGGESTED READINGS
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Ward L. Quall and James A. Brown. Broadcast Management: Radio and
Television. New York: Hastings House, 1976.

Yale Roe, ed. Television Station Management. New York: Hastings House,
1964.

Edd Routt. The Business of Radio Broadcasting. Blue Ridge Summit, Pa.:
TAB Books, 1972.
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Under the system of private ownership and operation of broadcast-
ing stations that exists in the United States, broadcasting is a busi-
ness undertaking. The licensee of a broadcasting station is a busi-
nessman. Like other businessmen, he naturally hopes to make a
profit on his broadcasting operations; in any event, he must at least
break even financially to stay in business. If radio or television sta-
tions fail to earn enough money to meet their expenses, sooner or
later they will be forced to go off the air.

The business character of broadcasting is somewhat unusual in
our economic society. Unlike other business enterprises, the broad-
casting station “gives away” its primary product—programs—to
be “consumed” by listeners who pay nothing whatever to the sta-
tion for the privilege of listening to the programs presented. The
listener, as a result, is not really the broadcaster’s “customer”” at all,
nor are broadcast programs the major commodity the station has
for sale.

RADIO AND TELEVISION ADVERTISING

Advertising is the lifeblood of broadcasting. From advertising come
virtually all the revenues needed to operate stations and networks
and to pay the costs of programs that stations put on the air. The
broadcaster’s real customer is not the listener, but the advertiser
who wishes to bring his wares to the attention of the public; the only
commodity the broadcaster has to sell is time—time in the station’s
daily schedule. The advertiser merely buys the use of the facilities of
a station or a network for specified periods of time, and he uses the
time he buys to bring his advertising message to the attention of
listeners. Sometimes he buys sufficient time to present an entire
program; more often, he buys only enough time for advertising an-
nouncements 60 seconds or less in length.

A station’s time, however, is valueless unless that station has
listeners. So the station presents programs to attract a listening
audience. For practical purposes it might be said that the broad-
caster is engaged in two separate enterprises: (1) providing a free
program service for the benefit of the nonpaying public, and (2) sell-
ing time in his schedule to advertisers to pay for this free service.
Since each of these enterprises involves somewhat different pro-
cedures, we will examine them separately, looking first at the ways
in which advertising is handled on radio or television.
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Types of Broadcast Advertising

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

Local advertising is highly important in the radio broadcasting
industry. In 1975, of a total of $1.89 billion spent by advertisers for
radio time, 74.1 percent or more than $1.4 billion represented ex-
penditures by local advertisers, as compared with 22 percent spent
by national spot advertisers and only 3.9 percent spent for network
advertising. A different situation, however, exists in television. Ad-
vertisers spent approximately $4.72 billion in 1975 for time on tele-
vision networks and stations—almost triple the amount that went
for radio time—and of this total only 23.6 percent came from local
advertisers. Network advertising accounted for 45.8 percent of all
sales of television time, and the remaining 30.6 percent represented
expenditures for national spot advertising.

Types of Sponsorship

Advertising time on radio and television may be purchased in units
of varying length. Historically, stations have divided the time they
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Figure 7-1 Local sales are important to radio, and stations prepare elaborate
promotional pieces to aid such sales. (Courtesy KDEA Stereo Radio, Inc.)

offered forsale into two classifications, program and announcement
time. Program time comes in units of 5 minutes or more, permitting
the presentation of a complete program. Announcement time comes
in units of 2 minutes or less—usually no more than a single
minute—suitable for the presentation of a commercial message.
An advertiser wishing to sponsor all or part of a program, then,
can purchase an entire program or series—called full or single spon-
sorship,in which he pays the entire cost of producing and presenting
the program or series—or split the cost with other sponsors by
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paying for portions of each program or for a specified number of
programs in the series—called split or shared sponsorship. In these
situations the advertiser is closely identified with the program he
sponsors.

An advertiser wishing to buy available units of commercial time
within a program simply purchases the announcement time and is
said to be a participating sponsor. Such advertisers do not pay the
costs of producing the programs but merely buy time within the
program. Program production costs are paid by the station or net-
work on which the program is carried, with commercial time priced
so as to recover these costs, plus a profit, if a substantial percentage
of the commercial minutes are purchased.

During recent years there has been a decided trend away from
program sponsorship, as such. In the days before television almost
all radio network programs were presented on a single-sponsorship
basis, and the same was true in the early days of television. Rising
costs of programs and increased charges for network time, however,
produced tremendous changes in patterns of sponsorship of televi-
sion programs, and by the 1972-1973 season virtually all regularly
scheduled network programs during prime time (8:00 to 11:00 p.M.,
eastern standard time) were sold on a participating basis. A few

“| know it’s silly of me, but | miss the days when | knew exactly who sponsored what."”
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advertisers continued to buy full sponsorship in special broadcasts
(The Hallmark Hall of Fame, for example) and partial sponsorship of
sports events or news programs, but by the mid-1970s full or split
sponsorship of prime-time television series had ceased almost en-
tirely. Some daytime programs retained full or partial sponsorship,
but their number decreased each year.

One reason for the virtual disappearance of program sponsor-
ship is obvious. In 1951-1952, production costs of evening network
programs averaged only about $28,000 for each hour of program-
ming; by 1965-1966, this figure had risen to nearly $137,000; and,
by 1974-1975, costs per hour were approximately $235,000.
Charges for network time increased as production costs rose. In
1951~ 1952, the one-time rate for a 60-minute evening period on the
NBC television network of 62 stations was a little less than $50,000;
in 1965-1966, the charge for an hour’s time on NBC’s full 201-
station network was more than $145,000; and by 1975-1976, this
figure had jumped to more than $166,000 for 213 stations. More
importantly, NBC was getting $100,000 per minute for its top-
ranked prime-time program, Sanford and Son, $9,900 for 30 seconds
in an afternoon “soap opera,” and $8,700 for 30 seconds in an after-
noon game show. With production costs and network time charges
so tremendously inflated, virtually no advertisers could afford to
carry the full load of presenting a network program week after
week; participating sponsorship became the only feasible method of
dealing with the problem.

Most daytime television network programs are also handled on a
participating-sponsorship basis, and trends in sponsorship on indi-
vidual stations have followed approximately the same pattern as
those on national networks, although full and partial sponsorship of
local programs has not completely disappeared. In radio, par-
ticipating sponsorship was widely used even before the advent of
television; aside from news broadcasts and occasional short fea-
tures, few programs on radio stations today are sponsored by single
advertisers.

Spot Announcements

With the virtual disappearance of full or split sponsorship from
broadcasting, a once-meaningful distinction between types of ad-
vertising also disappeared—that between spot announcements,
commercials, and participating announcements. Originally, spot
announcements were considered to be commercial messages
scheduled in station-break periods between programs; announce-
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ments within programs were simply “‘commercials” if the program
was sponsored, or “participating announcements” if messages for
several sponsors were included in the same program. As distinc-
tions blurred, however, a spot or a spot announcement was consid-
ered to be any announcement sold independently of a program,
whether inserted in a multiple-sponsorship program or in a break
between programs.

Spot announcements come in a variety of shapes and sizes. On
radio, those for local advertisers are usually live announcements
read by a station announcer. National spot advertisers usually pro-
vide their spot announcements to stations on audio tape. On televi-
sion stations, spots for local advertisers may be presented live with
the announcer on camera or with the announcer unseen and with
slides or pictures on the screen, but most commonly they are re-
corded by local talent on videotape for easy replay during the run of
the spot. Some of the more important local advertisers have their
commercial messages produced on film or tape by advertising
agencies in larger cities. Few television markets, of course, lack one
or more advertisers who feel they can do as good a selling job as
local talent and insist on appearing in their own commercials,
sometimes doing the entire selling job. Spot announcements used in
national spot advertising campaigns are produced and distributed
on film or on tape, as are the great majority of announcements used
in network television programs. Through the 1960s, the customary
length for all commercials—both radio and television—was 60 sec-
onds, with 10-, 20-, and 30-second spots also available. Economic
pressures, however, worked to change this, and by the mid-1970s, 30
seconds was the basic length of radio and television spot an-
nouncements. By 1975, the 60-second spot announcement for a
single product or service had all but disappeared from national
network and nonnetwork television advertising, and 60-second
“availabilities’’ were filled with two 30-second announcements—
often for totally unrelated products.

There are many variations from this norm, however. Very short
announcements are often used on radio, usually in connection with
time signals or brief weather summaries. Television spots shorter
than 30 seconds are also seen and occasionally longer announce-
ments are used, usually in cases of single sponsorship of specials. A
form of local television advertising that was once popular but
seemed to lose favor later, is the 8-second “ID” or station identifica-
tion commercial, in which visual commercial material shares the
screen with station call letters or channel number.

Radio and television stations are required by FCC regulations to
give station identification announcements at regular intervals. To
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allow enough time for these identifications, the practice developed
in the early days of network radio of shortening each network pro-
gram by 30 seconds. Since the identification itself could be given in
only a few seconds, this practice made time available for the inclu-
sion at each station break of short commercial spot announcements.
Announcements in these breaks have always been attractive to local
advertisers who wanted their messages in close proximity to popu-
lar network programs. All programs on television are similarly
shortened, whether network presentations, filmed syndicated pro-
grams, or programs produced locally, with the station breaks be-
tween programs used to present spot announcements as well as
station identifications. At certain times during the day and evening,
television networks provide a 62-second break between programs.
More commonly, however, the breaks between television network
programs are 32 or 42 seconds in length.

On both radio and television stations, however, the greatest use
of spot announcements is within participating programs, and in
these programs the 30-second commercial announcement is nearly
always used. Aside from newscasts, almost all of the commercial
programs on radio stations are of the participating sponsorship
type. Television stations offer many local or syndicated programs
of types in which participating announcements can easily be
placed—children’s programs, motion pictures, local news, and the
broadcast of local sports events. These, like many of the longer vari-
ety and dramatic programs on network television schedules, are
often referred to as “‘spot carriers,” since they are so well suited to
the inclusion of spot announcements for a number of different ad-
vertisers.

The National Advertiser

Although many thousands of business concerns market their prod-
ucts on a national or regional scale, not all these companies engage
in large-scale advertising. In 1974, approximately 500 companies
bought time on national television networks, spending an estimated
$2.3 billion, with 30 of these companies accounting for slightly more
than half of that total. In the same year more than 1,500 companies,
representing more than 5,000 brands of products, engaged in na-
tional spot advertising on television. Approximately two thirds of
all the money spent for network television advertising goes for an-
nouncements scheduled during evening hours. In national spot ad-
vertising, on the other hand, more than half of all expenditures go
for advertising carried during the daytime.
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Most of the money spent by national advertisers is used to pro-
mote the sale of low-cost, mass-consumption types of goods. In
1974, network television advertising was dominated by producers
of food products, cosmetics, drugs, and laundry products. Since
many companies produce and market a wide variety of products, all
of which must be brought to the attention of the public by advertis-
ing, a few major corporations spend enormous amounts of money
for television advertising each year. Procter & Gamble Company,
the largest buyer of television time, spent more than $234 million
for television time in 1974,

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

The Local Advertiser

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

Although the amount of money involved is relatively small, as
compared with the amounts spent for network and national spot
advertising, the local retail merchant must make the same basic

193



194

Chapter 7

decisions as the national advertiser in his efforts to get the
maximum result for the money he has to spend. He must decide how
much of his total budget should go for broadcast advertising and
how much should be spent on billboards or direct mail or for space
in the local newspaper. He may sponsor a program or buy spot
announcements; he may buy time on television or on radio; he may
use two or three stations in his market or spend his money for time
on a single station; he may spread his advertising budget fairly
evenly over a 52-week period or concentrate his expenditures for
station time during the month or two of each year offering the
greatest sales potential-for his product. In one respect, of course, the
local advertiser has a tremendous advantage over the concern that
operates on a national scale; he has a firsthand acquaintance with
the local market and a much more intimate knowledge of the rela-
tive values of the stations that serve the market. As a result, he is
usually able to plan his advertising more intelligently than the
larger company located in a city 1,000 miles away.

Many retailers, too, benefit from dealer cooperative' advertising
allowances offered by national manufacturers of the brands the
retailers handle. It has been estimated that as much as one fifth of all
local advertising on radio and television involves some dealer co-op
plan under which the national manufacturer or a regional dis-
tributor pays a part of the cost of the time used by the retailer on the
local station.

The dealer cooperative system is popular because it enables the
local distributor to use advertising messages prepared by national
agencies and to tie his efforts directly to a national campaign. Some
stations also sell local advertising at lower rates than those charged
for national spot advertising, and in these circumstances the
national advertiser is able to purchase spots at the lower rates.
On the other hand, co-op advertising has the disadvantage of being
available to the local merchant only if he advertises in a certain way
at a certain specified time, in most cases using advertising copy
supplied by the manufacturer. Major users of co-op plans in televi-
sion are manufacturers of automobiles and of home furnishings and
appliances, but co-op arrangements are commonly used by nearly
every type of manufacturer of brand-name merchandise.

'Not to be confused with network “cooperative” or “co-op” advertising, in which
network-produced programs are fed to affiliates over network lines with the express
understanding that each affiliate is permitted to sell the program, or spots in the
program, to local advertisers. Each station selling the program is expected to pay the
network a small amount to help pay the program’s production costs; this chargeis, of
course, passed on by the station to the local sponsors of the program.
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The Machinery of Time Sales

Every spot announcement or sponsored program, whether it is pre-
sented in behalf of a local advertiser, a national spot advertiser, or
an advertiser using a national network, comes ultimately to the
local television or radio station to be put on the air. The process of
getting that spot or that program to the station follows one of four
distinct routes, as indicated in Figure 7-2. Local time sales may be
handled directly by the local advertiser and the station with no
intermediaries involved; a member of the station’s sales staff calls
on the advertiser and sells him the time. Sometimes the local adver-
tiser is a larger concern that employs a local advertising agency to
buy newspaper space or broadcasting time; in that situation, the
sale of time is handled through the advertising agency.

The buying of national spot or network time is a more complex
affair, involving many stations in a number of different cities. Al-
most all national advertisers employ large national advertising
agencies to look after their advertising interests. Stations, of course,
are not usually able to have their own sales employees call on na-
tional advertisers or agencies located in cities from coast to coast, so
each station employs the services of a national station-
representative concern? to act as its sales representative in selling
time to national advertisers planning national spot advertising
campaigns. So, in national spot advertising two intermediary or-
ganizations are used; an advertising agency representing the adver-

2Functions performed by advertising agencies and station representative companies
were explained in greater detail in Chapter 6.
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Figure 7-2 The four processes followed in the purchase of broadcast time.
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tiser and a station-representative company working on behalf of the
station. If the advertiser buys network time, the advertising agency
deals with the network organization, and the network in turn re-
serves the necessary time on its affiliated stations. No station-
representative concern is involved, but there are still two inter-
mediaries between the advertiser and the station that carries the
advertising message.

Placing Commercial Announcements Of course, the sale of time does not
complete the process of putting advertising on the air. With the
exception of news and short features, radio has few programs, as
such, and commercial spots are placed in the schedule according to
the commercial policy established by management. Most advertis-
ers, of course, want their commercials to be heard when audiences
are the largest, and many stations charge a premium for spots
placed in peak listening periods. For a lower rate an advertiser can
usually purchase ‘“‘run-of-schedule” (ROS) spots, which are scat-
tered throughout the broadcast day with no specific time guaran-
tees. When news and other programs are available, like the coverage
of special events or sports activities, salesmen will attempt to sell
spots for these programs—with the commercials priced so as to
cover the cost of production, line charges, and station profit.

The syndicated and locally produced programs on television sta-
tions are purchased or planned by the station’s program director.
The station sales staff then tries to find advertisers to purchase spots
in the programs. As in radio, rates for these spots are set so as to
cover costs and produce a profit.

Occasionally an advertiser or the advertiser’s agency may come
to a radio or television station with a program or series ready to put
on the air. In these instances, the advertiser has paid the cost of
producing the program(s) and also pays the cost of station time.
Once a common practice, such “full sponsorship” is rare today.

More common in the 1970s is a type of program distribution
known as barter. A barter series is one to which an advertiser has
purchased the rights with the intention of distributing it to individ-
ual stations. The advertiser fills all but a specified number of com-
mercial slots (usually all but two) with his own commercials. Sta-
tions that use the programs do not purchase or lease them but get
them free with the right to sell the two open slots in the program. No
money changes hands between the station and the distributor (thus
it is called a barter deal). Instead, the advertiser places his commer-
cials in the markets that accept the program and the stations make
money if they are successful in selling the open commercials to local



Figure 7-3 Many local television commercials are produced on tape by stations in the
market, with production expenses paid by the advertiser. (Courtesy WBRZ-TV, Baton
Rouge)

advertisers. Examples of barter programming include The Lawrence
Welk Show, Hee Haw, and Wild Kingdom.

Network television programs are handled in much the same way
as local commercial programs. In the case of program series, the
network itself may produce the program or may pay an indepen-
dent production agency to develop the show and handle all phases
of production, paying the production company an amount agreed
upon in advance to cover all costs of production and give the pro-
duction company a reasonable profit. A similar arrangement exists
when the network is presenting a sports program or a one-time
special broadcast. In many instances, the network and the produc-
tion company agree on the price the network is to pay before pro-
duction of the program is even started, and the network may even
advance the money to pay for all or a part of the program'’s produc-
tion costs. After the program has been definitely scheduled, network
salesmen go “out on the streets’’ and try to sell participating spots
in the program.

Commercial Announcements One other element in broadcast advertising
remains to be considered—the commercial announcement that
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carries the advertising message. In smaller communities, an-
nouncements for local advertisers are often written, without extra
charge, by continuity departments of the stations over which the
announcements are to be broadcast. This is especially true of radio,
where copy for the local merchant is read over the air by one of the
station’s staff announcers. In larger cities and on national networks,
however, advertisers supply the commercials at their own expense.
Occasionally, a television station produces filmed or taped an-
nouncements for a local advertiser using its facilities, but the copy is
generally prepared by an advertising agency. More frequently, the
advertising agency assumes the entire burden of copy preparation
and production. In either situation, production costs are paid by the
advertiser. The spot announcements used in network advertising
and in national spot campaigns are always planned and written by
advertising agencies; and, for television advertising, the actual
filmed or taped production of the announcements is either handled
by the advertising agency itself or by a concern that specializes in
producing filmed or taped advertising materials. Naturally, the ad-
vertising agency is paid for the services it performs in the prepara-
tion of announcements used.

ECONOMICS OF STATION OPERATION

Broadcasting stations differ in size and in physical character; they
also differ widely in earning potential. Station owners hope, of
course, to operate at a profit. A station that earns substantial profits
can afford to pay high wages, employ competent personnel, and
provide programs of high quality for listeners. When revenues
barely meet expenses or when a station operates at a loss, efforts to
reduce costs result in lower pay for employees, the hiring of less
qualified personnel, and deterioration in the quality of program
service. If losses continue, of course, the station will sooner or later
be forced off the air.

Station Revenues

Every station’s revenues depend on the amount of time the station
sells and on the prices charged for the time. Since the total time
available for sale is substantially the same for every station, reve-
nues depend largely on the rates the station is able to charge. Natu-
rally, the station operator charges as much as he thinks advertisers
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will pay. The advertiser, in turn, wants to reach as many listeners as
possible for each dollar he spends. Consequently, a station’s charges
for time must be roughly in proportion to the size of the audience the
station can deliver. More specifically, the base rate a radio or televi-
sion station is able to charge for its time is determined by the size of
the community, by the amount of power the station uses—a mea-
sure of its coverage and its ability to reach listeners outside its city
of license—and the attractiveness and popularity of the station’s
programming. Large-city stations can charge more for time than
can stations in rural communities; high-power stations can fix rates
at a higher level than those with less power, even in the same com-
munity; very popular stations are more attractive to advertisers
than are those with small audiences. Finally, since less total time is
devoted toradio listening than to watching television programs and
since the television audience is divided among fewer stations than is
the radio audience in any community, a television station can fix its
rates at a much higher level than can a radio station with which it
competes in the sale of time to advertisers.

Rate Structure The term base rate used in the preceding discussion
refers to the highest rate charged by a station—usually the one-time
60- or 30-second rate charged at'peak audience times. In most sta-
tions, the factor of audience size causes variations in the rates at
various times of the day and creates a rate structure in which the
charges reflect differences in audience size. More people are at home
and available for television viewing in the evening than during the
daytime; as a result, television stations make their highest charges
for so-called prime evening hours, usually between 7:00 and 10:30
or 11:00 p.mM. With fewer listeners available during the daytime,
rates charged for daytime advertising on television stations are
lower in proportion—usually about half as much as the prime-time
rate. Charges for time on Sunday afternoons and between 6:00 and
7:00 p.M. are usually set somewhere between the prime-time rate
and the lower daytime rate.

The same pattern of varying charges was used by radio stations
until evening listening was so largely taken over by television and
“in-car listening” became an important factor for radio; then radio
stations changed their rate structures. Many radio stations now
charge less for advertising time during evening hours than for that
used during the daytime, while others use a single rate for all their
hours of operation. Many stations in metropolitan areas, capitaliz-
ing on radio’s ability to reach motorists during peak traffic hours,
have established their highest rates during ‘“‘drive time,” the hours
when many people are driving to or from work. On the rate card of
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“We have to schedule Whitlow's program. What'’s the opposite of prime time?"

one large-city station, “Class AA” time is the period between 6:00
and 10:00 A.M., Monday through Saturday, with top rates of $55 for a
minute of advertising time. Evening ““drive time” falls between 3:00
and 7:00 p.M. and is priced at $50 per minute. The lowest priced
spots available, $20 a minute, are in “Class C” time, from 7:00 p.M.
to midnight, Monday through Saturday, and 6:00 p.M. to midnight
on Sundays.

In television, the cost of a prime-time 30-second spot has become
the basis for most time charges, although some stations still list
rates for sponsorship of programs of 60 minutes or less. Because the
60-second spot has virtually disappeared, many stations no longer
list a 60-second rate or simply add a note saying that 60-second
spots go at twice the 30-second rate. Many stations charge a pre-
mium spot rate for “‘adjacencies” in the station-break period pre-
ceding or following an unusually popular network program. In
radio also, the sale of program time in units longer than 5 to 15
minutes has become so infrequent that station rate comparisons are
made on the basis of the charge for spot announcements in the
station’s prime-time period, but on radio rate cards, the basic rate is
still the 60-second spot.

Discounts To induce advertisers to buy greater amounts of time, sta-
tions also offer discounts, based on the frequency of use or the vol-
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ume of advertising bought on the station. A television station will
sell a 10-second spot, five times a day on a 52-week contract, at a
price substantially lower than the 10-second, one-time rate. Dis-
counts ordinarily range from 5 to 25 percent, although some sta-
tions give discounts of as much as 40 or 50 percent for unusually
large time purchases. In radio, conventional discount patterns are
widely supplemented by “package” plans offering heavy discounts
to advertisers who buy large numbers of spots each week over a
period of from 4 to 8 weeks.

Station Profits

Radio and television station revenues come mostly from sale of time
to local and national spot advertisers; television stations also re-
ceive considerable amounts from network payments for the use of
station time to carry commercial network programs. Stations also
have some revenues from other sources: sale of station-produced
programs to advertisers, fees paid by advertisers for services of sta-
tion announcers and other talent, payments for production of filmed
or taped commercial announcements, and the like.

As shown in Table 7-1, total revenues of the average television
station are nearly ten times as great as those of the average AM radio
station. From the gross revenues from sale of time, of course, com-
missions to advertising agencies and to station representatives
must be deducted and, from what is left, station operating expenses
must be paid.

The distribution of these expenses among various categories dif-
fers between radio and television stations, as shown in Table 7-2.
From this table it can be seen that sales and administrative costs
represent almost two thirds of the expenses of the average radio
station and less than half of the expenses of a typical television
station. More than half of the expenses of a television station fall in
the programming and technical areas, while these areas create only
about one third of the expenses of a radio station.

Variations in Station Revenues Average figures for station revenues and
profits do not tell the entire story. As already noted, revenues of AM
radio stations, and profits as well, are strongly affected by two fac-
tors: the power the station is authorized to use and the size of the
market in which it operates. As shown in Table 7-3, more than half
of all the money spent for national spot radio ad vertising goes to sta-
tions located in the nation’s 25 largest cities, as well as about 30
percent of the amount spent for local advertising. A sharp contrast is
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Table 7-1 Average Per-Station Revenues and Net Profits of Non-Network-Owned

Radio and Television Stations for the Year 1974

Average of
4,361
AM radio
stations
Revenues from:
National networks $ 2,108
Regional networks 617
Sales of time to:
National or regional advertisers 69,492
Local advertisers 255,135
Total gross revenues from time sales 327,352
Sales to other than advertisers 2,827
Total broadcasting sales 330,179
Less commissions to agencies and representatives 29,629
Total broadcasting revenues 300,550
Total broadcasting expenses 279,251
Net profit before federal taxes 21,299

Average of
679
television
stations

$ 310,309

1,545,949
1,306,627

3,162,885
42,562
3,205,447
473,195
2,732,252
2,133,873

598,379

Averages as reported by the Federal Communications Commission.

Table 7-2 Distribution of Expenses among Various Categories

by Radio and Television Stations

Percentages for

Expense Categories Television
Administrative 31
Programming 44
Technical 13
Time Sales 12

Radio

411
29.9

8.7
20.3

Figures released by the Federal Communications Commission.
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Table 7-3 Sources of Revenues of Television and Radio Stations
During 1974 in Markets of Various Sizes

Total revenues in thousands of doliars?®

Number National
of Network  spot Local
stations payments advertising® advertising®

Location of Television Stations

Ten largest cities 63 60,655 588,110 295,697
(962.9) (9.335) (4,693.6)
Fifteen next largest cities 67 35,719 260,659 182,941

(533.1) (3,890.4) (2,730.4)
Markets with three or more stations 360 125,691 418,418 426,319
(349.1) (1,162.3) (1,184.2)

Markets with one or two stations 179 26,179 62,830 74,399
(146.2) (351) (415.6)
All television stations 669 248,244 1,330,017 979,356

(371.0)  (1,988.0) (1,463.9)
Location of radio stations

Ten largest cities 222 3,925 131,370 205,617
(17.7) (591.7) (926.2)

Fifteen next largest cities 253 2,675 54,715 143,602
(10.6) (216.3) (567.6)

Other metropolitan areas 1,758 4,606 113,306 449,347
(2.6) (64.4) (255.6)

Nonmetropolitan areas 2,128 1,508 41,727 331,229
0.7) (19.6) (155.6)

All radio stations 4,361 12,714 341,118 1,129,795
(2.9) (78.2) (259.0)

sFigures in parentheses are per-station averages for each category.
®Figures for advertising revenues are gross billings before deduction of agency and station represen-
tatives’ commissions.

Figures are compiled from annual reports for 1974 released by the Federal Communications
Commission, based on financial reports filed by stations operating during the calendar year 1974.

also evident between revenues of AM radio stations in the Top 25
markets and those in the remaining markets. Average revenues for
radio stations in the Top 25 markets were five times higher than
average revenues for all other AM stations. No separate figures are
provided by the FCC on the revenues of high-power stations com-
pared with low-power stations, but it is a recognized fact in broad-
casting that advertisers show strong preferences for the 50,000-watt
and 5,000-watt stations—usually the prestige stations in each
market—and that advertising revenues of such stations are always
much higher than those of their low-power competitors.
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Revenues of FM radio stations are somewhat lower than those of
AM outlets. The 2,552 FM stations in operation during 1974 had
average revenues of $97,257 per station. Of course, more than 75
percent of all the FM outlets were operated in conjunction with AM
stations under common ownership; and, in many such situations,
time on the FM stations was not sold separately. The 678 FM sta-
tions that operated independently during 1974 showed average
total revenues of a little less than $189,000 per station.

The average television station, as shown in Table 7-1, has reve-
nues far in excess of those of radio stations. Television station reve-
nues are affected strongly by three factors: (1) whether the station is
affiliated with a network or is independent, (2) the size of the market
in which the station is located, and (3) whether it is assigned to a
VHF or UHF channel. In markets with four or more commercial
television stations, the rates charged for time by independent sta-
tions are usually only about half as high as those of network-
affiliated stations.

The effects of market size are clearly indicated by the figures
given in Table 7-3; in 1974, more than 60 percent of all money spent
for national spot and local advertising went to the 130 stations
operating in the nation’s 25 largest cities. The situation is reflected
even more strongly by the average total revenues of stations in those
large cities. In 1974, television stations in the ten largest cities had
total revenues averaging almost $15 million each; stations in the
next fifteen cities in size had average total revenues of about $7.3
million each. At the other extreme, stations in smaller cities with
fewer than three television stations had total revenues averaging
only about $912,000 each.

Not quite so striking, but still impressive, are the differences in
the revenue figures reported for VHF and UHF television stations. In
1974, average total broadcasting revenues of 494 VHF television
stations were slightly more than $4 million each; revenues of the
175 UHF stations operating during the year, however, averaged
only $1.3 million each, although many of the UHF outlets were
located in the 25 largest cities in the United States.

Profits Earned by Stations The amount of revenues received, of course, is
not the final test of successful station operation. Radio and televi-
sion stations are operated for the purpose of earning profits for their
owners. Most broadcasting stations do return a profit on their oper-
ations, as indicated by the average figures in Table 7-4. As one would
expect, amounts earned vary with different types of stations and
with different market situations—and a considerable number of
stations each year operate at a loss. As shown in Table 7-4, in 1974,
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Table 7-4 Average Station Profits by Class of Station

Class of Station 1974 Average Profit
AM Stations
All reporting $ 21,000
Stations in Top 10 markets 141,000
Stations in nonmetropolitan areas 9,009
FM Stations (-10,030)
TV Stations
All reporting (not owned by networks) $ 598,000
Stations in Top 25 markets 2,420,000
Stations in smallest 179 markets 87,500
VHF Stations 1,000,000
UHF Stations (-28,000)

Figures compiled by the Federal Communications Commission.

AM radio stations showed average net earnings of a little more than
$21,000 before federal taxes, but this net income was not equally
distributed. Some stations had decidedly larger earnings, espe-
cially those located in large cities. On the other hand, almost 35
percent of the stations reporting profit and loss figures to the Fed-
eral Communications Commission in 1974 lost money on their
broadcasting operations—the losses averaging a little more than
$48,000 per station. In addition, another 11 percent of all AM sta-
tions operated on a marginal basis, earning less than $5,000 each for
the year.

As might be expected, stations located in major cities have
largest total revenues and report the largest net earnings. In 1974,
radio stations operating in the Top 10 markets reported average
profits of more than $141,000 per station before federal taxes. At the
other end of the scale, the 271 AM stations in nonmetropolitan areas
had average net profits of only a little more than $9,000 each.

FM stations, once in a difficult competitive position with only 20
to 30 percent of all homes equipped with FM receivers, improved
their position somewhat in the late 1960s and early 1970s. In 1964,
only 30 percent of the 306 FM stations that operated independently
reported a profit. By 1975, FM penetration was estimated to be more
than 40 percent, and 44 percent of the independent FM stations on
the air were reporting profits. Even so, the FM stations that reported
separately from AM stations in 1974 (some of which were co-owned
with an AM station and were not independent) showed an average
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loss of more than $10,000 per station. Although some FM stations
show moderately good earnings, and a few earn more than some AM
stations in their market, commercial FM has failed to show a collec-
tive profit since it was authorized in the 1940s.

The profit position of television stations is considerably better
than that of radio outlets. The 1974 figure for average earnings in
Table 7-4 represents an increase of more than $35,000 per station
over 1973. As with radio, some stations lost money on their broad-
casting operations—about 15 percent of all VHF stations and 50
percent of the UHF stations reporting to the FCC. The 15 network-
owned stations, all located in large cities, had average earnings of
more than $7 million each. The stations operating in the nation’s 25
largest cities showed profits averaging about $2.4 million each. At
the other extreme, stations in the smallest markets showed profits
four times higher than those shown for the average AM station in
Table 7-4—and these tabulations include those television facilities
that operated at a loss.

Of course, the situation was not so bright for UHF stations as for
those using the more desirable VHF channels. While VHF profits
were high, the average UHF station lost $28,000 in 1974, an im-
provement over the 1973 average loss of $43,500. Not all UHF sta-
tions lost money, of course; 48 percent reported a profit and 52
percent, a loss.

Before 1964, a major problem faced by UHF stations was the fact
that in most areas only a small proportion of television-equipped
homes had sets that could bring in UHF signals. Congress came to
the aid of UHF by passing a law requiring all-channel tuning on all
sets marketed after April 1964. In the subsequent decade, UHF
penetration jumped from 22 to 86 percent.

That this act of Congress was not a cure-all is illustrated by the
fact that in 1964 the 92 UHF stations on the air reported a small
average profit ($29,300), while in 1974 the 175 UHF stations then on
the air reported the average loss of $28,000. Unfortunately, UHF
continued to face other problems, including smaller coverage area,
greater susceptibility to interference, and difficulty in tuning; and
most of these stations continue to look with envy at the profits re-
ported by their VHF brothers.

NETWORKS AND ADVERTISERS

National advertisers buy time on networks partly because of the
convenience of being able to have a single sponsored program or
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commercial message broadcast by stations throughout the country
and also, in television, because network programs fill the most de-
sirable hours of station time and attract larger audiences than the
advertiser could reach by national spot advertising. Whether the
advertiser buys time to present his own sponsored program or buys
time for spot announcements, his dealings with the network com-
pany are handled through his advertising agency. In most instances,
spot announcements are purchased on a 13-week, 26-week, or 52-
week basis; the contract covering the purchase gives the advertiser
an option on renewal for an additional period or allows him to
cancel at the end of any 13-week cycle. When business conditions
are unfavorable, of course, these contracts are adjusted by the net-
works. To make the sale more attractive to a potential advertiser,
short-term contracts are offered with the right to cancel under cer-
tain conditions. Occasionally an advertiser may purchase time for a
special one-time program, usually an hour or more in length. To
make room for such programs, the network cancels, or preempts,
for that date the regular program normally broadcast during the
time period the special program is to use.

Costs of Network Time

Network salesmen always attempt to sell an advertiser a “full net-
work” of stations—all the stations with which the network has
affiliation contracts. After all, most costs of presenting the
program—administrative, selling, and technical expenses and
costs of the program itself—remain the same whether the program
is broadcast by only 50 stations or over the facilities of a full net-
work. The advertiser, however, is not required to buy the full net-
work. He can omit affiliates in markets less important in his adver-
tising campaign, provided he buys enough stations to bring his total
up to a network-stipulated figure. Stations not “bought” may let the
commercial run without compensation or “‘cover” it with a Public
Service Announcement. If a large portion of the spots in a particular
program are not bought for a given market, the network affiliate in
that market has the right to refuse to carry the program and to
substitute a syndicated program or a program from another net-
work.

The average rate for a 30-second announcement in prime time in
1976 was about $45,000 for a full network of television stations, with
ahighest rate of $62,000 and a lowest rate of approximately $28,000.
Although the basic unit for television advertising is the 30-second
spot and although program sponsorship has virtually disappeared,
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published rates for the major television networks list the charges for
advertiser-supplied programming for a one-half hour period. This
published material, however, can provide some interesting com-
parisons to demonstrate how hour of broadcast and volume of pur-
chase can affect costs.

The cost of one half hour of evening time on one major network in
1976 (ABC) ranged from $65,000 for the 11:00 p.M. to sign-off period
(Eastern Standard Time) to $95,000 for the 8:00 to 11:00 p.M. period.
Daytime rates ran from a low of $25,000 to a high of $75,000, de-
pending on the time of day. Charges for broadcast periods of greater
or lesser duration than 30 minutes—but at least 5 minutes—would
be directly proportional to the half-hour rate. A 15-minute program
would cost half as much and a 60-minute program, twice as much.

The above figures are for one-time use only. Networks also pro-
vide discounts for quantity purchases. An advertiser buying 12 con-
secutive weeks in the 9:00 to 10:00 p.M. period would pay one net-
work (CBS) 54 percent of the one-time rate. Another advertiser buy-
ing for only 4 consecutive weeks in the same time period would pay
64 percent of the one-time rate.

Radio network rates are, of course, considerably lower than
those demanded by television. Only one radio network company
still lists rates for full sponsorship of a 30-minute program, and
these range from $5,800 to $8,500—about one tenth of television
rates. On this network, 30-second spots sell, at a one-time rate, for
from $950 in the evening to $1,150 in the daytime. These, of course,
are the top rates; quantity discounts can reduce them to $600 and
$800.

Network Revenues and Expenses

Network revenues, of course, come primarily from the sale of time
to national advertisers, although television networks do have reve-
nues from such sources as the sale of programs and foreign syndica-
tion of programs. In 1974, the three national television networks
had combined revenues of $1.5 billion from sale of network time and
announcements, according to the financial report issued by the Fed-
eral Communications Commission. From this total gross income,
expenses had to be paid. Something more than $300 million went to
advertising agencies as commissions on the sale of network time.
Another $244 million was paid to network-owned and affiliated sta-
tions for the use of station time to broadcast network commercial
programs. Payments totaling $43 million were made to the Ameri-
can Telephone and Telegraph Company for rental of cable and relay
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facilities used to transmit the networks’ programs to affiliated sta-
tions. More than $675 million was spent for programs—a part of the
total representing production costs of network-produced programs
and a larger amount representing amounts paid for programs
supplied by outside agencies. Other expenses—salaries, adminis-
trative costs, purchases of equipment, costs of selling, promotion,
and the like—reduced net profits of the three national networks
before federal taxes to a combined total of $225 million or about 14
percent of total revenues for the year. In comparison, the fifteen
network-owned television stations reported combined net profits
for the same year totaling $105.2 million, before federal taxes.

The radio networks find themselves in a much less desirable
financial position. During 1974, the four national network com-
panies had total revenues of only a little more than $40 million, of
which $38 million came from sale of network time. Operating ex-
penses, on the other hand, including payments to affiliated stations,
totaled more than $46 million, so that for the year 1974 the four
companies showed a combined net loss of about $6 million on their
network activities. Fortunately, the radio stations owned by three of
the network companies had combined earnings of $8,445,000 in
1974.

The operation of a television network, involving tremendous
risks and the expenditure of hundreds of millions of dollars each
year, has proved to be a highly profitable undertaking. In recent
years, however, the same has hardly been true of the operation of
radio networks.
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STUDY AND DISCUSSION QUESTIONS

1. Seek the cooperation of a local radio or television station and determine the
relative proportion of the station’s advertising time that is devoted to national
network, national spot, regional spot, and local advertising. If you can locate
a station with a reasonable distribution of these types of advertising, analyze
those commercials that fall into each category. Consider the following:

a. The types of product or service in each

b. The nature of the commercials in each category (hard-sell, dramatiza-
tions, celebrity endorsement, and the like)

c. Your subjective evaluation of the quality of the writing and production of
the commercials in each category

2. Report on or be prepared to discuss the following:

a. Dealer cooperative advertising
b. “Double-billing"
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¢. Barter programming

d. Sources of revenue for radio and television networks

e. The evolution of participating sponsorship in programming on radio and
television

f. The decline of full sponsorship

3. Analyze the rate cards of radio stations in your market {(secure them from the
stations themselves or use national spot rates as published in the Spot Radio
editions of the Standard Rate and Data Service) to determine the different
kinds of commercial time included in these cards. Identify, define, and dis-
cuss the relative costs of:

Run-of-schedule spots
Fixed position spots
Preemptable spots

Prime and marginal times
Frequency discounts

a0 ge

4. Study the most recently available FCC figures on radio and television station
revenues (these summaries are published once a year in Broadcasting) to
determine the degree to which market size affects relative revenues of these
stations.

5. Analyze these revenue figures further to determine the relative financial
strength of:

a. FM compared with AM radio stations
b. UHF compared with VHF television stations
c. .Network affiliates compared with independent stations
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Most Americans take for granted the fact that at almost any hour of
the day or night they can turn to radio or television sets to select
from a variety of offerings presented by their local stations. They
have come to expect this service and probably give little thought to
the way these programs are produced or get on the air. They are
concerned only with whether or not they enjoy the programs they
hear. However, programs of the kind to which we are accustomed
do not just happen by accident. They must be created, produced.
People must develop the ideas on which the programs are based and
must shape those ideas into the product that finally goes on the air.

THE DEMAND FOR PROGRAMS

Networks face one set of programming problems, their affiliates
another set, and independent stations still another. Radio stations
have different needs in program development from those of televi-
sion stations; but, in one respect at least, the situation is the same
for all. Every network and every station must constantly be looking
for new program ideas and new concepts of programming if they
wish to capture and hold the attention of listeners.

Local Station Programming

As contrasted with nonaffiliated outlets, television stations with
national network affiliations have relatively simple requirements
for the planning and developing of programs. Since an affiliated
station can count on more than 100 hours of network programs each
week and has access in addition to a wealth of syndicated filmed
program material, it needs to produce no more than 2 or 3 hours of
locally originated programs a day to complete its weekly schedule.
Most of these local presentations are standard “service’’ shows—
news, weather, sports, religious broadcasts, and public affairs dis-
cussion programs. Of course, some stations in larger markets go
considerably further with their local programming, scheduling lo-
cally originated variety shows, interview or audience-participation
programs, or broadcasts of local sports events. A considerable
number of major television stations throughout the country pro-
duce occasional documentary programs on a special-program
basis; a few offer local dramatic shows. Most affiliated television
stations fill most of their nonnetwork hours with syndicated filmed
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materials—theatrical feature films and produced-for-television
syndicated programs. In any event, development of new and origi-
nal program ideas is not a critical problem, since the affiliated sta-
tion can depend on network programs to carry much of the load of
attracting listeners to the station.

Figure 8- 1 shows the extent to which affiliated stations depend
on national networks to fill their weekly schedules. The station used
as an illustration is an NBC primary affiliate located in a three-
station market. During the week analyzed, the station was on the air
for nearly 133 hours between the hours of 6:00 A.M. and 1:00 A.M. The
weekly schedule included a little less than 100 hours of network
programs and 17% hours of syndicated program materials.

The independent television station, lacking programs provided
by a national network, has a much more difficult problem than that
of the network affiliate. Not only must it fill its entire schedule with
either locally produced programs or syndicated materials, but it
must find or develop programs attractive enough to compete with
the network programs offered by other stations in the community.
0Oddly enough, the networks assist the independents in this task by
making available off-network series that have run their course on
network schedules and are sold to interested stations. Such long-
running, durable series as the original Perry Mason, Bonanza, I
Dream of Jeannie, and The Brady Bunch often turn up on the evening
schedules of independent stations and compete directly with cur-
rent network fare.!

Local radio stations also need programs and program ideas;
even those with network affiliations are forced to depend primarily
on local offerings to attract the listening public. At a time when
listeners have access to the signals of perhaps eight or ten different
stations, each station must look for effective ways to make its own
programming distinctive and different. Most radio stations try to
meet this need by finding a music format that is different from
others in the area and that will attract an audience. If all available
popular formats are already in use, a station will strive for individ-
uality by selecting one of them and trying to do it better by develop-
ing stronger personalities on the air and by a greater sensitivity to
the tastes of the audience served. Not all stations adopt music for-
mats, of course; some are all-news, others all-talk and still oth-

ers schedule different kinds of programming at different times of
the day.

1For a discussion of syndication and syndication companies see Chapter 6, p. 172.
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Figure 8-1 Sources of programs carried on the schedule of an NBC-affiliated station.

Successful stations also try to provide unique and different
features in the programs they present or new approaches to pro-
gramming, and to find such different elements calls for the use of
imagination and creative ingenuity. As a rule, coming up with an
elaborate production is less important than finding a novel way to
present the conventional or inserting striking and unusual materi-
als in programs to intrigue the listeners. Some disc jockeys have
used the technique of placing long-distance telephone calls to per-
sons of prominence or persons figuring in current news stories. If not
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handled with skill by the on-the-air personality, telephone inter-
views could lose their appeal as soon as the novelty wears off; but
some radio performers have used the technique with success for
years. One such broadcaster in New Orleans, in an attempt to vary
this format a bit, would, on occasion, dial the number of a pay tele-
phone in the San Francisco airport simply to get the reaction of the
person who answered. Such telephone-call devices illustrate the
importance in radio of the use of fresh, new ideas and the extent to
which success in radio programming depends not merely on use of
personalities but on the availability of a variety of program ideas.

Program Needs of Networks

Television networks in the United States operate under highly com-
petitive conditions. To hold its affiliated stations, to make its ser-
vices attractive to advertisers, and to capture the attention of listen-
ers, each network must provide a reasonably well-rounded program
service with a wide variety of programs of different types. To com-
pete effectively, a network must offer at least some programs that
are unique and distinctive and that in some way are more attractive
than are most of the programs of rival companies. Moreover, the
network must, of course, strive to keep abreast, and if possible even
a little ahead, of the public’s constantly changing program tastes—
to anticipate the kinds of programs that will be most attractive to
listeners a year or two in the future. To provide the needed quality of
uniqueness in programs and to offer enough change to keep ahead of
the competition, network program executives are constantly look-
ing for new talent, new personalities, new program ideas, new types
of programs, new approaches to programs of familiar types, and
new plot situations for dramatic shows.

Regular Program Series During a typical week, each national television
network carries from 45 to 55 different program series presented on
aregularly scheduled basis. During the 1975-1976 season, the three
networks combined offered a total of almost 75 different evening
programs each week, from 25 to 30 different daytime program series
on weekdays, and nearly 40 other programs during daytime hours
on Saturdays and Sundays.

Almost all evening programs are presented in regular series
form, with one episode or broadcast presented each week. Daytime
programs, aside from those on weekends, are scheduled “across
the board”—five days a week, Monday through Friday. In the early
days of television, a typical weekly nighttime series presented 39
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new episodes each year. In the summer, variety or musical shows
were replaced by a less expensive program, while dramatic series
and situation comedies filled the summer months with reruns. Ris-
ing costs and other factors have combined to reduce the number of
new episodes and to increase reruns to the point that, by the mid-
1970s, the average dramatic series contained only 21 to 24 original
episodes, with reruns and preemptions for specials filling the re-
maining weeks. Variety programs in the 1970s also used reruns for
part of the year, with replacement programs filling the summer
months. Since daytime programs are usually of less expensive
types, most daytime series run for a full 52 weeks without interrup-
tion and without the use of taped reruns.

New Program Requirements As already noted, network programming is
highly competitive. Each network tries to build a weekly schedule
that will be stronger and more attractive to listeners, program
period by program period, than that of either of its rivals. As a
result, each new season brings a considerable number of changes in
the program lineup of each network, as the network'’s program
executives try to find programs that will be tuned in by greater
numbers of listeners. During October and November, network
executives review the ratings of their various shows and study popu-
larity trends and the comparative standings of the three networks. If
major weaknesses appear, some schedule changes may be made;
strong programs may be shifted to bolster weaker time periods, and
weak programs may undergo changes in format or some may be
canceled outright to be replaced by other new programs that net-
work officials hope will be more attractive to listeners.

As the season continues, other changes are planned, to become
effective in January, April, or the following year. A surprisingly high
proportion of the new evening program series introduced with high
hopes each year are canceled before the next season getsunder way.
In the 5-year period from 1969 through 1974, an average of 31 new
programs each year were added to network schedules at the begin-
ning of the new season in the fall or as mid-season replacements. In
this period, according to the A.C. Nielsen Company,? 63 percent of
these new programs did not return for a second season. Programs
surviving the first season, however, had a better chance of return-
ing. From 1969 through 1974, 69 percent of the programs on for 2
to 5 years, and 75 percent of those on for more than 6 years were

’A.C. Nielsen Company, “Selected Current Events in Television Audience Re-
search,” The Nielsen Newscast (Northbrook, I11.: A. C. Nielsen Company, 1975), p. 6.



“The acting is perfect, the scriptis superb, and the production is excellent. Butit won'tcatch
on. We need a gimmick."”

returned. Network program executives are kept busy 12 months of
the year, trying to discover or to develop new programs or program
ideas that will meet the test of competition.

Plans for Specials Of course, in addition to regular program series,
each network presents many entertainment or informative special
programs during the course of each season. In the late 1950s and
early 1960s, this term had real meaning—usually representing
something really special in the way of entertainment or informa-
tion. By the mid-1970s, however, the term special was being applied
to “‘blockbuster’” motion pictures like The Poseidon Adventure, long-
form introductions of new series like Kojak and Rockford and special
events in a series, like “Rhoda’s Wedding.”

In the 1974—1975 season, the three commercial networks pre-
sented a total of 381 special programs. As summarized in Table 8-1,
the 1974-1975 season included 50 special dramatic programs, 61
variety programs, and 30 animated cartoon specials, in addition to
82 documentary-type programs. Also included were 15 awards
ceremonies, 5 beauty contests, and 23 “pilot” films for new pro-
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grams. Table 8-1 includes a breakdown of the specials by networks
as well, showing that CBS carried the most such programs (143) and
NBC the fewest (110). The planning of such special broadcasts
places an additional burden on network program executives in their
search for new ideas for programs to be offered for the approval of
listeners.

Radio networks have a much less serious problem than do the
national television network companies, since most of their program
offerings are in the form of news, short talks, or music. However,
even the radio networks must discover new talent and new ways of
presenting familiar materials. There is still a demand for new pro-
gram ideas, especially for programs that can be produced at low
cost but that can attract substantial audiences in the face of com-
petition from television.

Network Programming Patterns Programming competition among the
television networks over the years has produced some interesting
trends and patterns. Some of these were studied and analyzed by
two researchers at the University of Georgia, Joseph R. Dominick
and Millard C. Pearce. The results of their study were summarized
in an article published in the Winter 1976 issue of the Journal of

Table 8-1 Special Programs Broadcast during the 1974-1975 Television Season

Network

Program Type ABC CBS NBC Total
Informative documentaries 31 35 16 82
General drama 20 14 16 50
Musical variety 14 13 11 38
Sports events 18 8 11 37
Animated cartoons 7 18 5 30
Comedy variety 6 5 15 26
Series pilots 6 7 10 23
Series: expanded episodes 5 10 8 23
Multipart drama 1 12 9 22
“Blockbuster” movies 13 2 3 18
Awards ceremonies 5 7 3 15
Misceltaneous 2 3 2 7
Beauty contests 0 4 1 5
Series highlights _0 _5 _0 _5

Totals 128 143 110 381

Information compiled from data published in Variety, September 10, 1975.
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Communication.® They have granted permission to use their
findings, and this section is based on their published results.

Using listings and descriptions in Broadcasting, Sponsor, Variety,
and general newspapers, the authors compiled a schedule of all
programs on television networks in October of each year from 1953
to 1974, Specials and “‘second-season’’ programs were not included
unless they turned up again as regular programs the following Oc-
tober. The completed listing included approximately 2,100 differ-
ent programs over the 22 years covered. Fourteen program
categories were then established and the percentage of total net-
work prime-time minutes for each program type in each year was
computed. Highlights of this analysis are found in Table 8-2.

A few programming trends emerge from such an array of data.
The most obvious, of course, is the emergence of the action-
adventure form as dominant. In every year since 1957, this category
has accounted for the largest percentage of prime-time program-
ming. A study of the year-by-year figures reveals also that the per-

3Joseph R. Dominick and Millard C. Pearce, “Trends in Network Prime-Time Pro-
gramming, 1953-1974,” Journal of Communication, Vol. 26 (Winter 1976), pp. 70-80.
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Table 8-2 Percentage of Prime Time Devoted to Major Program Categories
by All Television Networks in Selected Years

1954 1959 1964 1969 1974

% % % % %
Program Categories
General variety 6 4 7 3 —_
Musical variety 7 9 6 12 —
Comedy variety 7 3 5 7 3
Dramatic anthology 14 8 1 — —
Action-adventure 9 43 29 27 42
Situation comedy 17 13 26 19 12
General drama 4 3 10 6 13
Theatrical feature films — —_ 9 22 26
Sports 12 3 — — 3
Talk-interview 6 3 1 — —
Quiz and game 11 8 3 2 —
Documentary and public affairs 2 — 2 1 —
News 3 — — — —
Miscellaneous 1 4 3 1 2

Compiled from data in Joseph R. Dominick and Millard C. Pearce, “Trends in Network Prime-
Time Programming, 1953-1974," Journal of Communication, Vol. 26 (Winter 1976), pp. 70-80.
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centage of action-adventure programs seems to reach peaks and
valleys at 7-year intervals, climbing over 40 percent in 1959 and
1960, in 1966 through 1968, and in 1974, and dropping below 30
percent in 1962 through 1964 and 1969 through 1970.

Other program categories show less variation. The percentage of
situation comedies has remained fairly stable since 1953, with only
one sharp increase in 1964. In fact, after 1967 in this category there
was no more than 3 percentage points of difference between any two
consecutive years. Of the three types of variety program listed, only
comedy variety remained on network schedules, but these catego-
ries rarely represented more than 10 percent of the programming in
any given year. The percentage of general drama also remained
fairly stable, rising over 10 percent only in the 1961 through 1965,
1970, and 1974 seasons.

Seven categories that existed in 1953 had disappeared by
1974; musical variety, general variety, dramatic anthologies, talk-
interview, quiz and game, documentary and public affairs, and
news. Only one new category—theatrical films—was added after
1953.

Examining the data more closely, Dominick and Pearce found
what they termed a “follow-the-leader tendency’’ among the televi-
sion networks. For example, when ABC stepped up its action-
adventure programming by 800 percent from 1955 to 1960, NBC
quickly followed suit by increasing its programming in this cate-
gory by 1,200 percent from 1956 to 1960 and CBS increased its
action-adventure programming by 100 percent. Similar patterns
were seen in the other two peak periods of action-adventure prog-
ramming, with ABC and NBC moving simultaneously in 1965 and
NBC moving first in 1970. In both cases, the other networks were
quick to follow with similar increases.

The same pattern can be seen with situation comedies, with NBC
not following the crowd. In the 1958 through 1960 period, CBS
increased its programming in this category by 82 percent, and ABC
followed quickly with a 100 percent increase in 1959 through 1961.
Again, from 1967 to 1970 CBS increased situation comedy time by
28 percent, and ABC again followed suit with a 60 percent increase
from 1968 to 1971.

This tendency to follow the leader is also seen in the middle-to-
late 1950s when CBS led the way in big-money quiz programs and
again in the early 1960s when ABC and CBS followed the NBC use of
theatrical feature films in prime time.

Finally, Dominick and Pearce set up what they called “systems
indicators” to detect other trends in network programming in the
1953 through 1974 period. The first of these was the instability indi-
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cator, which measured “how much change occurred from season to
season in program categories.” They found here that network pro-
gramming is marked by relatively short and regular periods of
change and stability with major changes coming on every 2 or 3
years after short periods of greater stability. Over the years, how-
ever, the trend was toward greater season-to-season stability.

A second indicator was the diversity index, which measured “the
extent to which a few categories dominate prime time.” The trend
here was quite clear. With the exception of two brief periods—1961
through 1963 and 1969 through 1970—thisindicator declined sharp-
ly after 1953. In other words, the trend was toward fewer program
types in virtually every year, reaching a 1974 low in which three
categories—action-adventure, feature films, and general drama—
accounted for 81 percent of prime time.

A third system indicator, homogeneity, ‘‘measured how much
the content of one network resembles the content of the other two.”
Again, the 1953 through 1974 trend was toward less variety and
more similarity, with CBS remaining the most distinctive because
of its devotion to situation comedies.

This analysis of programming by Dominick and Pearce reveals
three relatively clear trends between 1953 and 1974. The first is a
series of follow-the-leader changes in the percentages of various
program categories from year to year, with a trend toward less
change each year. The second is a steady decrease in the variety of
programming types available to viewers in network television
prime-time schedules. Finally, we can see an ever-increasing simi-
larity in the kinds of programs carried by the three networks.

221

HOW PROGRAM NEEDS ARE MET

Radio and television programs come from three possible sources:
local stations, networks, and independent producers. These sources
serve both radio and television, and each medium has its own pecu-
liar problems. In the section that follows, we will examine some of
the ways programming needs are met.

The Local Radio Program Situation
Radio networks provide only a limited amount of programming.

Consequently, 80 to 90 percent of all radio broadcast time is local
and live—produced by the local station—or is purchased from pro-
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gram syndicators who can provide a full schedule of music in virtu-
ally every format.

More than 75 percent of the radio stations in the United States
rely on local-live programming, filling their time with material
produced by the station itself. Most of this time is devoted to the
station’s chosen format—music, news, talk, or whatever—and it is
difficult to single out portions of the broadcast day and call them
programs. If one thinks of a program as a specified segment of time
with a unifying theme and a distinct opening, body, and close, this
form has virtually disappeared from local radio. Its place has been
taken by a continuous flow of broadcast material, interrupted by
commercials, news summaries, and occasional short features.
Some programs of the old type—public-service shows, farm infor-
mation, local discussions, and the like—do continue to exist, but
their numbers are few.

Production of this kind of broadcast material is relatively inex-
pensive, requiring a minimum number of employees and only a few
outside sources. There are, of course, some expenses in addition to
salaries of staff announcers, even for stations that adhere rigidlytoa
news-and-music programming formula. Stations must secure the
recorded music to be used on their disc jockey programs, and they
must subscribe to a wire news service provided by one of the na-
tional news-gathering agencies; but these costs may be held to a
very low figure. Often recordings are provided without charge by
music distributors or local music stores; albums usually can be
purchased by stations at a fraction of their retail cost. News-
gathering organizations will provide a limited news service to a
small-market station at a cost no higher than the amount the station
pays as a salary to an inexperienced new announcer.

On the other hand, some stations in large cities spend substan-
tial amounts of money for their news broadcasts, with expenditures
for other types of material in proportion. They may employ a staff of
news writers and editors; they may have a number of special roving
reporters in mobile units; they may arrange for correspondents who
cover the news in outlying areas or in other cities in the state; they
may develop three or four highly paid “news personalities” who
devote full time to presenting the news. These elaborate provisions
for news coverage or for the presentation of expensive programs of
other types are found only on large stations operating in major
markets. The standard pattern of programming in hundreds of
small radio stations throughout the country is the so-called
“combo” operation in which the announcer on duty acts as his own
control engineer, plans and handles all of his own programming,
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and in effect serves as a one-man programming, production, and
engineering staff.

A growing number of radio stations in this country are turning
from local-live music to the purchase of their music from program
syndicators. These firms can provide on tape all the music a station
wishes to put on the air. Many syndicators also offer the option of
music with or without announcers, allowing the stations to decide
whether or not to use local announcers to introduce the music. The
cost of such full-time syndicated programming varies with the size
of the market, beginning with $400 to $500 a month in small mar-
kets.

Radio Network Programs

The national radio networks are in much better position than are
local stations with respect to the availability of talent and facilities.
However, network budgets are limited; commercial offerings con-
sist almost entirely of news broadcasts and short features—the
same sort of one-man shows provided by local stations. The net-
works, of course, do have much better facilities at their command
for handling such programs—nationally known entertainment or
news personalities to put materials on the air, news correspondents
in all parts of the world, much larger budgets for programming than
are available to local stations. Even with these resources, the radio
network companies concentrate on low-cost programs; their
limited revenues in recent years have made elaborate programs
impossible.

Local Television Programming

The programming situation in television is decidedly different from
that in radio. If the local television station is a network affiliate—
and all but about 100 do have network connections—it depends
primarily on network programs to fill its weekly schedules. In addi-
tion, television stations have access to a tremendous supply of syn-
dicated materials—theatrical feature films, motion picture short
subjects, filmed or videotaped programs produced especially for
television, and off-network series. The result, as previously men-
tioned, is that most television stations devote only 2 or 3 hours aday
to the broadcasting of locally produced programs. In the spring of
1973, stations with network affiliations were on the air more than
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122 hours a week and devoted 64 percent of their time to network
programs, 22 percent to syndicated programs, and 13 percent to
local materials. Independent stations were on the air, on the aver-
age, 101 hours a week, with 12 percent of their time devoted to
carrying network programs rejected by the affiliates in the market.
Syndicated programs filled 71 percent of their time, with live pro-
gramming at 17 percent.*

Production Cost Considerations To fill these local hours, the aim is of
course the same as in radio—to develop simple, low-cost programs.
Even for these programs, costs in television are tremendously
greater than are the costs of similar programs on radio, largely
because of television’s much greater technical requirements. Com-
pare the television local news program with its counterpart on
radio. In radio, the news broadcaster can come to the station, check
the late news-wire reports, make a few telephone calls to secure
up-to-date information on local happenings, select and organize the
materials he wishes to present, and then go on the air, requiring at
most the services of one control-room engineer and possibly of an
announcer to introduce the program and read the commercials.
However, if the program is to be presented on television, a special
set is needed and news photographs must be provided, as well as
short filmed or taped sequences of local or national news events.
Consequently, one or more news photographers must be employed
to cover local news stories; their filmed materials must be de-
veloped, edited, and cut to appropriate lengths; the services of an
art department are required to prepare visual headlines and cap-
tions for pictures as well as special production effects. When the
newsman goes on the air with his copy, he still needs an announcer
to introduce him; a director, a technical director and an audio
operator must be in the control room; another technician is needed
to handle film, tape, slides, and other visual material; and two
cameramen and a floor director will make up a crew in the studio.

To keep their total programming costs at a reasonable level,
virtually all television stations depend heavily on programs that
make use of staf; “personalities” —usually appearing on the air one
atatime, as innews, weather, and sports programs. Even aone-man
show on television represents the work of a dozen or more individ-
uals whose combined efforts may involve as many as 50 man-hours
in preparing and presenting an ordinary 30-minute program.

‘Lawrence W. Lichty and Malachi C. Topping, American Broadcasting: A Sourcebook
on the History of Radio and Television (New York: Hastings House, 1975), p. 443.
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Frequently interview shows or children’s programs are included
in the daily schedule; even these are essentially one-man shows,
since each program is built around a staff * personality”” who works
with unpaid guests—local adults or children. In any local produc-
tion, every effort is made to hold production costs to minimum
levels. As often as possible, such programs are taped when produc-
tion crews are available, to avoid the necessity of scheduling crews
at odd hours for short periods—news, of course, being the major
exception to this practice. Most local programs are ad-libbed, pre-
sented without the use of written scripts. Participants are expected
to follow a predetermined format for each broadcast, but to provide
their own dialogue; rehearsals are held to a minimum, with on-
camera rehearsals almost never arranged. Permanent sets are de-
signed and used over and over again to save the costs of new set
construction.

Program Development at a Television Network

Networks are in a much more favorable situation than are local
television stations in program development, since they have plenty
of money to spend and almost unlimited access to new program
ideas, to outstanding talent, and to production resources. However,
the network problem is extremely complex. Individual programs
are less important to the network than the development of a strong,
overall program schedule. While a local station can depend on its
network for its most popular program offerings, the network must
develop a new schedule of programs every season, with sometimes
as many as fifteen or twenty entirely new series included; and of
course, the program line-up for each season must surpass that of the
preceding year.

Planning the Network Schedule  The planning of the network schedule and
the selection of programs for each new season begins as much as 2
years before the time the new programs are to go on the air. The
network’s program executives meet, discuss suggested new ideas,
review program weaknesses of past seasons, evaluate the offerings
of competing networks, and consider possible changes in program-
ming philosophies or program objectives for the seasons ahead.
These strategy sessions continue at frequent intervals, with special
attention given to changes in the popularity of programs currently
being broadcast and to indications of trends in listener acceptance
of programs of various types. Current schedules are examined to
determine which programs are strong enough to be continued and
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which ones must be replaced. Of course, ideas for new programs are
also considered, evaluated, and weighed in an effort to find re-
placements to strengthen the network’s schedule.

Probably several hundred possible new program ideas are
examined by the network’s program staff each year. Most have little
merit and are dropped without further consideration. Perhaps 70 or
80 of the ideas presented to the network’s program executives seem
to justify further examination and investigation—most of them
ideas submitted by outside production agencies, others possible
programs suggested by employees of the network itself. By the au-
tumn preceding the start of the season for which plans are being
made, the number of ideas under consideration will have been cut to
perhaps 40 or 50, selected on the basis of the variety, freshness, and
novelty offered, the success of programs of similar type in attracting
audiences, the proven creative ability of the producer who will de-
velop the program, and the stature of the featured entertainers in-
volved.

These ideas, of course, must be studied further and more hard
decisions must be made before a few are chosen to be included in the
network schedules. To aid them in making these decisions, network
executives ask for more detailed treatments or outlines of those
series ideas that seem most promising. At this point in the develop-
ment process, the network and the production firms begin paying
for work done on the ideas, and decisions begin to have financial
implications.

The series outlines—often called “bibles”—include the major
premise of the series (a test pilot is badly injured in a crash and is
“reconstructed” in such a way as to give him certain superhuman
abilities that must be kept secret); the nature of continuing charac-
ters (the “Six Million Dollar Man,” his Washington contact, a few
scientists, and an old girlfriend who appears occasionally, is also
“reconstructed” and “bionic” and has her own adventures): and
specific script restrictions imposed by the concept of the series (both
legs and one arm are “bionic” and have extra strength, one eye has
telescopic abilities, hearing can be supersensitive, the man is vul-
nerable to bullets, and so forth). Such a series treatment gives the

© executives a better idea of its nature and becomes essential in the

production of any scripts.

In addition to the series outline, specific program outlines—
often called “stories for scripts”’—are also prepared. These are
rather detailed narrative summaries of the content of programs in
the series. They are used in conjunction with the “bible” to deter-
mine whether or not the series idea is to be developed any further.
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If a series is approved for further development at this stage, the
next step is the preparation of a script or scripts and the shooting of
an episode—called a pilot. The pilot film for a series carries a
considerable burden. It must introduce the series concept and all
the main characters in addition to giving an idea of the nature of a
“typical” program—and it must do so in an interesting and drama-
tic manner. Because of this, pilots are often longer than other pro-
grams in the proposed series and more money and more time are
devoted to them. If the series is placed on a network schedule, such
pilots are often shown as two-part or long-form specials to attract
audiences for subsequent episodes. Unsuccessful series pilots some-
times turn up on network schedules as well—often as made-for-
television movies.

In the planning for the 1975-1976 season, according to Broad-
casting magazine, a total of 84 pilot programs were ordered by the
three commercial networks. NBC ordered 31, ABC 28, and CBS 25.
Only 27 of these pilots were ultimately sold to the networks, 9 to
each.

In most situations, final decisions on a series are made on the
basis of reactions to the pilot by network executives and, some-
times, by test audiences. Each year, some series are accepted out-
right and orders are placed for a specific number of episodes—
perhaps five or six. If the program is well accepted, the order is
extended for the remainder of the season. If not, production is
stopped and a replacement is sought. To insure that such replace-
ments will be available, all three networks also accept some series
ideas and order a few episodes so they will be ready when the inevi-
table cancellations and readjustments begin in October and No-
vember of each season.

Networks try to establish their schedules for the coming year by
mid-April or early May to allow producers time for the production
of programs. In recent years, efforts have been made to increase the
time available to producers by settling schedules earlier and start-
ing the “season” in late September. Giving the producers more
time, it is hoped, will result in programs of higher quality for the
fall.

The financial arrangements between the networks and the pro-
gram producers during this selection process vary from series to
series. Someone must pay for “bibles,” stories for scripts, scripts,
and the production of a pilot. In some cases, the networks carry the
costs; in others, the producers do so. Most commonly, however,
networks and producers share the costs, with the proportion borne
by each determined by negotiation. .
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This development of new programs calls for the expenditure of
millions of dollars each season by each of the network companies.
Much of this expense represents payment for the production of pilot
programs on film or tape. Because of their importance, and because
contract arrangements with talent and production crews are differ-
ent, pilots cost more to produce than a single episode of an estab-
lished series. A half-hour pilot can cost $250,000 and an hour pilot
more than $500,000—probably twice the cost of an average episode
of the same series. If the series is then rejected, much of the money
spent is lost. The advertising receipts of a single showing of a pilot as
a movie will not cover production expenses. If the series is success-
ful, of course, the network easily recaptures its investment and
makes a profit on reruns, on repeats in morning, afternoon, or late
evening slots and on foreign syndication.

Sources of New Program Ideas  Ideas for new television network programs
come from a variety of sources. While programs on local stations are
usually developed within the station itself, most network shows are
the products of outside professionals. Sometimes an idea for a series
may grow out of the program-planning sessions of the network staff,
or occasionally even from a suggestion made by an advertiser or an
advertising agency. As a rule, however, the new series owes its exis-
tence to ideas developed by individual writers, producers, or agents,
working with independent production companies. If an idea gener-
ates any interest within the staff of the production company or
advertising agency or network, a tentative format for the series is
developed, possible entertainers considered, and a “treatment,” or
detailed description of the program, is prepared to serve as the basis
of discussions with network executives.

While most network series are developed in the routine manner
described, some are developed to utilize the services of an available
“name’’ entertainer. Efforts were made by NBC in 1976, for exam-
ple, to develop a series for Raymond Burr—of Perry Mason and
Ironsides fame—solely in an effort to get that successful actor back
on the network schedule. For many variety programs built around
such established entertainers as Carol Burnett, Tony Orlando, and
Dick Van Dyke, the network first contracted for the services of the
star entertainer, and worked out details concerning the format used
in the program sometimes weeks or even months after the star had
signed the contract.

Requirements in New Programs The network companies naturally at-
tempt«to hold their risks to a minimum. One already mentioned
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device is to work out somekind of cooperative arrangement with the
producer under which both expenses and profits are shared, reduc-
ing the amount of possible financial loss to either party. Even more
important is the selection of programs that offer the greatest prom-
ise of success. As a rule, the network deals only with outside pro-
ducers with established reputations, on the assumption that a com-
pany with an established record of success is much less likely to
produce a weak program than would be a less experienced concern.
Regardless of source, each proposed program series must satisfy
network executives on a number of major counts before that pro-
gram is finally scheduled for network presentation. It must have
audience appeal—the ability to attract large numbers of listeners.
It must show originality and novelty value. It must not offer any
unusually great production problems—in other words, it must be
feasible from the standpoint of production. There must be certainty
that the entertainers needed for the program are available. There
must be agreement between the network and the producing com-
pany on program costs and budgetary arrangements. The program
must offer features that give it good publicity and promotion poten-
tials. Finally, it must be the type of program that, on the basis of past
experience, is likely to attract advertisers.

Failure to meet network requirements in any one of these areas is
usually enough to result in the abandonment of any program idea,
even though its prospects otherwise seem excellent. A program with
limited audience appeal is not likely to justify its cost of production
or its place in the network’s schedule; one too much like other pro-
grams already on the air may fail to attract a large enough following
of listeners and is also likely to injure the network’s reputation
through its very lack of originality. Some program ideas call for
extensive production in remote locations, likely to create major
technical problems and possibly causing unexpected production
delays and expense. Competent writers who fit the program’s re-
quirements may not be available; perhaps the series may call for the
use of particular stars who are already committed to other pro-
grams or who demand an excessive price for their services.

There may be circumstances that make the proposed series
difficult to sell. Few advertisers are greatly interested in documen-
tary programs, in “arty’’ drama, or in programs of classical music;
the scandals connected with network quiz shows completely de-
stroyed for years to come any chance of selling an idea for a new
“big-money” quiz or give-away program; oversaturation of net-
work time with western programs greatly reduced the salability of
any new western series. Unless the network is reasonably confident
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of the success of any new program in terms both of attracting listen-
ers and of satisfying the requirements of advertisers, that program
is not likely to find its way into the network’s tentative schedules.

Production of Network Programs

Most of the programming on commercial television networks is
provided by independent producers, most of whom work out of
Hollywood. Some of these production companies are subsidiaries of
major motion picture firms; others have no connection with com-
panies producing feature films. Some companies maintain their
own studios, while others lease the space and equipment they need.
Some companies work primarily with film, others with tape. Some
specialize in variety programming, others in situation comedies,
and still others in action-adventure. The result is an enormous and
diverse concentration of facilities, equipment, and talent on the
West Coast from which comes most of the programming seen on
commercial television.

Headquarters for the three major networks, on the other hand,
are in New York, as were most production facilities until the mid-
1960s. It can be said that television grew up in New York—in 1963,
CBS alone maintained twelve studios in New York and only four in
Hollywood. By the mid-1970s, however, Hollywood was dominant
to the degree that a decision by CBS to produce in New York some
episodes of Kojak—a series about a Manhattan police lieutenant—
merited headlines in Variety. Only news and informational pro-
gramming now originate regularly from New York.

Live Production

In the early days of television, live production meant just that— the
program viewed by the audience was being performed in a network
television studio before live cameras and transmitted directly to the
homes, errors and all. Many programs famous from the “golden
days” of television drama in the 1950s—such as Studio One, Philco
Playhouse, Robert Montgomery Presents, The United States Steel H our,
and Playhouse 90 —were live, and a remarkable level of quality was
maintained. From a production standpoint, however, the disadvan-
tages of live production far outweighed the advantages and by the
late 1950s film was becoming dominant.

Some of the reasons for this are obvious. A dramatic program
can be shot on film over a period of days instead of concentrating



Programs

production into the available 60 or 90 minutes. Action can be staged
outside more easily, with “stock shots’ of almost any location
available. Mistakes can be corrected, and many technical special
effects are available to film and not to television.

Another reason for the shift to film was the question of “residu-
als.”” Programs done live were seen once and lost forever. “Kine-
scope recordings’ on film were of poor quality and were used pri-
marily by stations with no network interconnection. Production on
high-quality film, on the other hand, allowed for reruns, repeats,
and later syndication, all of which meant more money for all in-
volved in production.

The result is the situation we know today in which, aside from
sports, truly live programming is virtually extinct. Parts of NBC's