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PREFACE

Despite enormous changes in its ticld of coverage
since the first edition, the sixth edition of Broe-
casting in America retains its original underlving
goal of viewing the electronic media ir a broad
academic perspective. These media, both as prod-
ucts of contemporary social forces and as social
forces in their own right, should be seen in context.
Thev impinge on many academic areas, ranging from
cconomics to law, from history to social science.
study of the electronic media can be interesting
and rewarding in itself. but also can both enrich the
study of other subjects and in turn be enriched by
them,

Though rertining the same general outline, the
present edition of Broadcasting in Americe intro-
duces changes in keeping with the changing media
scene and in response to recommendations of
teachers whao had used the hfth edition. For ex-
ampie, we have reverted to treating public broad-
casting in a chapter of its own. except for some
commercial-noncommercial  comparisons in the
program chapters. The comparison of the American
svstem with systems in other countries now appears
as a concluding instead of as a preliminary chapter.
The prologue now introduces the book's key con-
cepts.

More generally, the profound changes brought
about by cable television, satellites, videocassetes,
dligital signal processing, and deregulation have been
more thoroughly assimilated throughout the text
that was possible heretofore. We have also tried 1o
improve the readability of the text throughout and
to illustrate it more fully. Many new exhibits have
been added. ranging from photos of leading per-
sonalities to detailed explanations of technical de-

velopments. Also, anew, detailed glossary. prepared
by ancillary authors Louise Benjamin and Michacl
Porter. has been added to the book for casy ref-
crence and clearer distinction of broadeasting's many
industry terms.

Special Features
The new prologue introduces the key concepts
used throughout the book. stripped of the details
that might initially confuse readers new 1o the
field. This preliminary overview should help ori-
ent readers before they plunge into the more
detaited chapters that follow:.

Part 1 has been recast to take into account the
longer perspective now availabie on elecironic
media history. This revision has meant sacriticing
some of the details of carly broadceasting devel-
opment to enable enlarging on the evolution of
cable television, satellite relavs, and other later
trends.

Part 2 devotes more attention to newer technol-
ogies such as satellite relavs, digital processing,
and high-definition television. At the same time.
some of the more intricate aspects of these and
other technical maters have been detached from
the main text as sidebar features. Those who find
that grappling with the physical aspects of the
electronic media somewhat daunting can skip over
these technicar exhibits without losing the main
thread of the exposition.

%zt 3 fully explores the bottom-line thinking that
pervades the industry because of deregulation
and the “urge to merge.” which have resulted in

xix



such industry-shaking events as General Electric’s
absorption of RCA, and Sonv's takeover of both
CBS Records and Columbia Pictures. The eco-
nomic chapters conclude with a down-to-carth
analvsis of the contemporary media job market
with special reference o epportunities for women
and minoritics.

Part 4 shows how new cconomic forces have af-
fected programs, programming. and program
production, reflecting the emergence of cable
television as a major plaver with its own creative
agenda and its own programming strategies. This
Part includes an extensive analvsis of sports pro-
gramming and scheduling.

Part 3's presentation of effects rescarch retlects
changes in audience research brought about by
the introduction of People Meters.

Part 6 takes a more hard-nosed view of the goals
and processes of deregulation than heretofore,
fullv exploring the fall-out from the increased
reliance on marketplace competition, consumer
sovereignty, and conservative judicial thinking. It
takes into account new First Amendment per-
spectives brought about by technological con-
vergence. The three chapters of this part have
been reorganized into what we think is a more
asily understood sequence, with chapters focus-
ing respectively on laws and agencies, licensing,
and constitutional issues.

Finally, the Epilogue, Part 7, takes into account
the changing international role of U.S. media in
the face of shifting world forces such as the grow-
ing reliance on market-based economies, re-
flected in the emergence of the Common Market
in Europe and perestrotka and glasnost in the
Communist World.

Ancillary Support
Michael Porter of the University of Missouri has
prepared a wholly new Instrictor’s Manal with
Test Items. Tt includes chapter analvses and sum-
maries, reviews of learning objectives and kev con-
cepts, lecture and activity suggestions, and a bank
of multiple-choice test items. The manual also in-
cludes a series of “Memos 1o BIA Course Instruc-

xx  Preface

tors” from the authors, containing suggestions re-
flecting their long teaching experience and the goals
they had in mind in writing the book.

A Microtest program incorporates the multiple-
choice test items on a tloppy disk for use with IBM,
IBM-compatible, and Macintosh personal - com-
puters.

Louise Benjamin of Indiana University has written
an all-new Sty Guide for students. It includes
chapter-by-chapter ists of fearning objectives, kev
concepts, and practice multiple-choice test items.
The test items include analvses explaining why the
wrong answers are wrong and the right answers
right. with cross-references o the relevant passages
in the text.

Contributing Authors and Critics

As in the last edition. the chapters on programs and
cconomics were contributed by specialists in these
fields, respectively Professors Susan Tvler Eastman
(Indiana Universitv) and Lemuel B, Schofield (Uni-
versity of Miami). Professor Eastman. senior editor
of and a contributor o BroadcastiCeable Progrcam-
ming: Strategies and Practices (Wadsworth, 3d ed..
1989). has taught “the BIA course™ for more than a
decade. Professor Schofield. associate dean of the
University of Miami School of Communication,
combines extensive experience as an attorney and
as a television station manager with that of teaching
broadcast/cable management courses. In addition
to writing the cconomics chapters, he generously
provided program economics data and other ma-
terial used elsewhere in the book.

The authors and contributors are grateful to the
many people in the academic and business worlds
who gave valuable expert advice and specialized
assistance. We wish to acknowledge in particular
the help we received from Erwin Krasnow of Ver-
ner, Liipfert, Bernhardt & McPherson (advice on
legal material), Stephen Winzenberg of Florida South
College (material on religious broadcasting). and
Marcia Kreuger of George Washington University
(research and computer services).

The teachers listed below reviewed the draft man-
uscript at the publisher’s request. Their unsigned



critiques alerted us 1o errors and offered helpful Ted Schwalbe, SCNY-Fredoriia

counsel on hoth organization and content. Robert Stahtev. Los Angeles City College
Anncke-Jan Boden, Easternt Montanea College ]Iltl\/ SLn[nm‘cn e LA RS S
Don M. Flournov., Obio University CemOioR)
Ruane B. Hill. Oniversity of Wisconsin-Milweiikee We assume responsibility for the use made of the
W. Dale Hoskins, Northerit Arizonc University assistance given by the above and other advisors,
Alfred Owens, Yorngstown Stete University
Norma Pecora, { niversity of Marvleared Svdney W Head Christopher H. Sterling
Michael . Porter. Oniversity of Missouri-Columbia Coral Cables, I1. Washington, DC

Robert T. Ramsey, Stephen F. Austin Steite
University
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 CHAPTER

KEY CONCEPTS

1.1
Why Study Broadcasting?

Why not be a couch potato—ijust sit back and enjoy
programs, as most people do? The verv fact that
people turn into couch potatoes gives us one rea-
son: broadcasting bas consequences, effects that
spread widely and penetrate deeply. It ranks as the
most universal means of public communication,
conveving information (or, all oo often. misinfor-
mation), entertainment. education, and  persua-
sion—all of which, intentionally or not, teach
cultural values,

Broadcasting has a pervasive influence through-
out the world. Programs can be picked up aimost
anvwhere on the Earth's surface. About 212 coun-
tries and dependencies have their own radio broad-
casting stations.” About 84 percent of them have
their own television stations, but even in the re-
motest places people who have no stations resort
to videocassettes and backvard satellite dishes, 1o
gain access to television.

More homes boast radio and television receivers
than any other modern amenity. Miltions of people
lacking such conveniences as electricity, indoor

*Data on numbers of countries with broadcasting are based on
listings in World Radio 1V Handbook, 1989, Those with na
television consist mostly of small islands that lack the resources
to support such i service.

plumbing, refrigerators, telephones, and common
medicines nevertheless have radio receivers. Tray
clers often note with astonishment that festering
slums bristle with television antennas. Many people
spend more time listening to and looking at broad
casts than on any other waking activity.

Viraaally evervone, therefore, finds something of
interest about broadcasting. Some want to become
part of it. as actors, writers, producers, executives.
Some want to use it in their business or profession.
Some have a scholarly interest in its many facets.
Even people with no specialized vocational. utili
tarian, or scholarly interest in the medium have a
stake in learning about it because we all come under
its influence and buy the products it advertises. As
consumers, we all need to understand how broad
casting operates and what policies seem most
likely to make the medium work for us rather than
against us.

This book trics 1o serve all who need a basic
introduction to broadcasting in America, whether
as prospective broadcasters, as users, as research-
ers, or as consumers. It identifies the influences that
shape the medium, explores how the svstem affects
society, and analvzes the measures society tkes to
control it. This chapter gives a foretaste of the main
themes developed in the book.

Though focused on broadceasting in America. this
book cannot entirely ignore foreign broadcasting.
The American svstem has always strongly influenced

1.1 Why Study Broadcasting? 3



other countries—sometimes as a model to be im-
itated, but often also as a cautionary example of
what 1o avoid. Foreign systems throughout the world
draw heavily on American sources for television
programs. Satellites and wother means of global
communication enhance transnational exchange,
further magnifving American influence, but also fa-
cilitating the reverse—programs and ideas im-
ported from abroad. The concluding chapter of this
book reviews broadcasting in a global context. com-
paring the American system with others and noting
how systems around the world interact with one
another.

1.2
Some Essential Terms

Writers and speakers often misuse the word broad-
casting, assuming that any programs and messages
transmitted over the air and even over cable con-
stitute broadcasts. But the term has a precise and
limited meaning. Its accurate definition has impor-
tant practical consequences because government
controls differ significantly from one medium to
another, and broadcasting carries a heavier burden
of regulation than other media.

Broadcasting 7o rocadcast means to send ont
sonnd and pictires by means of radio weares throtigh
space for reception by the geveral public. The phrases
“by means of radio waves through space™ and “re-
ception by the general public” have key significance.
For example, under this definition, cable telerision
is not broadeasting. Both use radio waves. but cable
sends them through a special tpe of wire (coaxial
-able), whereas broadcasting sends them through
the open air. Despite the fact that many cable chan-
nels consist of broadcast programs picked up off
the air by cable companies and delivered to sub-
scribers, different regulatons and physical limita-
tions govern the licensing and operation of these
two program delivery methods.

Relays Both broadcasting and cable companies
rely heavily on relays to supply them with nationally
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distributed programs. As used here, the term relay
refers to either wire or wireless methods of dis-
ributing programs simultancously and privately,
without broadcasting them.

Like broadcast stations, satellites and certain other
relay devices operate “by means of radio waves.”
Instead of sending programs out for “reception by
the general public,” though, they send them point-
to-point (from one specitic source to one intended
recipient) or point-to-mudtipoint (1o more than one
specific recipient). Even though members of the
public equipped with suitable receivers can inter-
cept satellite refavs—for instance, a network’s dis-
tribution of its programs to affiliates—the network
headquarters éntends them for reception only by
aftiliates, not by the general public. satellite relay
links to affiliated stations or cable systems use radio
waves, vet relay transmissions do not qualify as
broadcasts because their senders intend them for
reception only at specific points, namely the loca
tions of aftiliated stations or cable systems, not for
direct “reception by the general public.” Thus intent
plavs a kev role in defining broadcasting.

Electronic Mass Media* Traditional broad-
casting competes with cable television and other
comparatively new methods in delivering programs
to the public. Indeed, more than half the television
homes in the United States receive broadcast pro-
grams indirectly, via cable svstems, rather than over
the-air from stations,

Nevertheless, the word broadceastingg has been
retained in the tide of this book for its succinctness,
ceven though the book covers nonbroadcast types
of transmission that also deliver programs to the
public. If the phrase were not so cumbersome, the
term electronic mss communication media might

*Note that the “a” ending means that media is a plural noun

(“the media are”), though careless speakers and writers often
use it as a singular when referring to several media. This misuse
is more than a petty language error. "Media™ used as a singular
noun lumps together aff public media—broadeasting, cable, print,
tilm, and the rest—obscuring the fact that cach medium has its
own separate identity and unique characteristies.



THE WORLD OF
BROADCASTING




have been preferable. According to the Commu-
nications Act of 1934, which is the federal law that
governs transmission of all twpes of radio and in-
terstate wire communication in the United States:

The term “media of mass communication™ includes
television, radio, cable television, multipoint distribu-
tion services, and other services, the licensed facilities
of which must be substantially devoted toward provid-
ing programming or other information services within
the editorial control of the licensee. [309 USC (1) 3)
(C)i)J*

The phrase “within the editorial controt of the
licensee™ distinguishes mass-media services from
connnon-carvier services. For example, the licensee
of a public telephone service (a tvpical ccmmon
carrier) has no right to say who will make telephone
calls or to edit conversations. But those licensed to
program electronic mass media not only have the
right to select performers and speakers and to edit
what they say, they have the legal obligation 1o con-
trol the programs that go out over their facilities,
sclecting and editing so as to conform with the laws
under which the particular mass-media service
operates.

People sometimes complan that when the op-
crators of stations edit programs, theyv vioiate the
constitutional guarantee of free speech and press.
Such critics forget. however, shat the Constitution's
First Amendment forbids gorernment interference
with such freedoms, not private interference. Sta-
tion executives who censor material in accordance
with their or their owners’ editorial standards mav
be guilty of faulty judgment or bad public relations,
but not of First Amendment violations.

Telecommunications Common curriers,
along with broadcasting and cable sysiems, form part
of a broad range of services known as telecom-
muications. Telecommunications services trans-
mit voice, video, text, and data by means of wire
(including the specialized substitutes for ordinary

*For explanation of citations such as this, see p. 120, Multipoint
distributions service (MDS) is described in Section + 3.

wire called coaxial cable and fiber-optic cabley and
by means of radio waves. Students of broadcasting
need to know something about nonbroadcast tele-
communications because most electronic mass
media depend heavily on other telecommunica-
tions services, especially in relay facilities that make
networks possible.

Hybrid Services Even the foregoing broad dis-
tinctions between common carriers and mass media
become debatable in the case of cerain ybrid ser-
vices that have characteristics of both types of com-
munication. Precise classification is more than legal
hairsplitting because the law controls mass media
more rigorously than common carriers; owners of
hybrid services therefore prefer the common-
carrier classification so as to escape regulation as
mass media. The Federal Communications Com-
mission also favors calling hyvbrid services common
carriers, in keeping with its current policy of min-
imizing government regulation.

Even the telephone, the classic example of a com-
mon carrier, has become hvbridized. For example,
it takes on characteristics of 1 mass medium when
used for “dial-it” services, sometimes called "mass
announcement services.” For a price, listeners can
hear and even participate in short audio “programs”
by dialing numbers with special pretixes.

Dial-it services first achieved popularity with a
service called SportsPhone, which disseminates game
scores and sport stories. Dial-it services now include
a wide arrav of subjects such as soap-opera sum-
maries, stock reports, diet advice, contests, horror
stories, group conversations, and even a “sound off”
service that gives callers a chance to register or
listen to personal gripes addressed 10 no one in
particular.

Pornography figures prominenty among dial-it
services, and objectors often call upon telephone
comparies to censor “dial-a-porn.” But the Com-
munications ACt requires common carriers to serve
all users, without discrimination (47 USC 202). Op-
crators of dial-it services, along with opponents of
government interference generally, claim that dis-
crimination against dial-a-porn purvevors violates
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not only the Communications Act but also the Con-
stitution's First Amendment free-speech clause.

As another example of a hvbrid service. satellites
usuatly function as common carriers and therefore
escape broadeasting regulations. But the DBS (di-
rect-broadeast satellite) services that are beginning
1 become avaitable in some parts of the world
seem to constitute broadeasting. Homeowners with
suitable satetlite receiving antennas can pick up DBS
programs directly from a satellite as though it were
a terrestrial television station. DBS program-service
providers scramble their signals, however. so that
only subscribers can receive them. Barring the gen-
cral public thus puts DBS services into the point-
to-multipoint rather than the broadcast category.
Again, the definition hinges on 7ntent rather than
on content. Does a service intend to reach the gen-
cral public, or only certain designated recipients?

1.3
Organization of This Book

In the 1990s, the traditional broadcasting services
that have evolved since sound radio emerged in the
19205 face profound challenges from new media
and new technotogies. Will unretenting competition
and irreversible technical change radicatly alier or-
dinary broadcasting, even displace it entirely? This
survey of broadeasting in America must confront
that insistent question at every turn, as suggested
by the following part-by-part summary of contents:

Part 1: History  What previous forms of com-
munication led to broadcasting? How did these
precursors influence its development? How did
it evolve as an independent medium, and what
new competition does it face?

Part 2: Technology What physical principles
govern broadcasting? How do these principles
determine both its physical limits and its unique
physical advantages? How does technology con-
verge to give rise o newer media?

Part 3: Economics  Who owns the broadcasting
medium? Who pavs for programs? To what extent
do economic influences determine the medium'’s
structure and behavior? How does competition
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from newer electronic media alter the broad-
casting medium?

Part 4: Content  What kinds of programs does
broadcasting offer? How do they get produced
and scheduled? What makes them different from
other mass communication products? How do the
newer media affect them?

Part 5: Impact  How do researchers measure the
audiences of broadcasting and related media? What
impact do programs have on those audiences?
Part 6: Control  What legal concepts, government
rules, and social demands have arisen to control
the social impact of broadcasting? Does it need
different controls than competing media?
Epilogue: Global View  Finally, how do broad-
casting and related media in America differ from
those of other countries? What intluence does the
American example have on foreign systems,
andt what of possibie benefit to the American
system can be learned from anahvzing differences
among svstems?

The remainder of this chapter introduces the key
concepts involved in cach of these areas of study.

1.4
Part 1 History

Once it was accepted as a commercially supported
medium in the late 1920s, broadcasting grew with
extraordinary speed. National networks soon be-
came the dominant players in the broadcast scene
and have remained so, even though cable television
began to challenge them seriously in the late 1970s.
Meanwhile, as a minor vet significant strand in the
medium’s history, a noncommercial alternative to
commercial broadcasting gradually evolved into what
we now know as public radio and public television
stations and their respective national neowvorks, NPR
(National Public Radio) and PBS (Public Broadcast-
ing Service).

Evolution of Concept Broadcasting evolved
from prior technologies—the telegraph, the tele



phone. and wireless (radio) ship-to-shore com-
munication. Services based on these technologies
were common carriers, providing poit-to-poisit and
point-to-mudtipoint communication. Wire and wire-
less messages carried the addresses of specitic re-
cipients or groups of recipients, like first-class mail.
Broadcasting introduced a new wireless commu-
nication concept—messages witkout addressees. or
in effect messages addressed o “any receiver.”
something like fourth-class mail sent to “occupant.”
The verb to broadceast was adopted o express this
idea of scattered. undetined. anonvmous dissemi-
nation. It comes from the farmer's wav of hand-
sowing grain by casting it broadty, letting seeds fall
where they mav (see Exhibit 1-1). When stations
broadcast. they scatter “seed”™ (that is. news. enter-
tinment, advertising. and so cn 't across the land to
fall wherever receivers happen to be turned on and
wned in.

After the first radio broadeast stations began reg-
ular operations in about 1920, it took onh a few
vears for this new communication concept o be-
come firmly established. Television broadcasting,*
as an extension of the original audio mode, began
in carnest in 1948, following a hiaws in develop-
ment imposed by World War H (1939-1945),

Production Centralization Individual sta-
tions have limited resources for program creation.
They need o combine forces to share programs
produced centrally. This need for sharing led to the
development of distribution wechnologies, the means
of transferring programs from production centers
to station locations. One distribution method, the
neticork, relies on high-quality relays, the means
for instantaneous distribution from a nemwork's
headquarters to affiliates throughout the nation.
Network wire refays evolved from simple telephone
wire to coaxial and (increasingly in recent vears) fi-
ber-optic cable, from terrestrial radio links (micro-
wave relavs) to space radio (distribution satellites).

*Both audio (sound) broadeasting (commonty called “radio™)
and sound-with-picture (video) broadeasting (“television™) are
forms of radio ransmission, a mode also used for many other
tpes of communication, such as the raelio elephone and radio
data transmission,

At first networks regarded live programs as their
speciat domain, but ive production has drawbacks,
among them the need o compensate for different
time zones. For example, a live prime-time evening
program that started in New York at 8:00 par would
start on the West Coast at the unsuitable pre—prime-
time hour o 5:00 in the afternoon. Networks at first
repeated programs tive for the West Coast, holding
off adopting the obvious solution of temporarih
storing programs for detaved broadeast, pending
the devetopment of high-quality recording tech-
nology.

That technology atso furthered the evolution of
an aliernative distribution method. synddication. Dis-
tribution companies svndicate recorded programs
by making contracts to send them to individual sta-
tions on a nonnetwork basis.

Network Dominance For some 40 vears. the
three leading national networks, NBC. CBS, and ABC,
dominated broadcasting—tirst radio only, then both
radio and television. Their size, prestige. and pi-
oneering developments in the program. business,
and technical tields enabled nenworks o set the
standards for the entire industry

Most independent (nonnetwork) stations plaved
asecondary role, relving heavily on svndicated pro-
grams (which. with the advent of television, often
consisted of old nerwork programs reissued as off:
network™ syndicated shows). The introducuon in
1952 of I'HF television stations, inherently inferior
in coverage to VHF stations, contributed to the sec-
ondary status of “independents.”

As far back as the early 1940s. the FCC (Federal
Communications Commission) had hecome uncasy
about the dominance of the national networks (at
that time radio onlv) and began making rules to
curb them. h sought to protect affiliate autonomy
and to prevent the nenworks from dominating the
talent ageney and program production tields. FCC
rules limited the television networks' right to pro-
duce their own prime-time entertainment programs
and to engage in syndication: the prime-time access
rule (PTAR) prevented the networks from tilling all
the best evening hours in the major markets Partly
because of these rules, by the late 1970s, indepen-
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EXHIBIT 1-1

Not only the technology of broadcasting but also its
language had o be invented. Prior to 1921 broad-
casting was popularly knawn as “radio telephony” or
simply “wireless.” The later term, in fact, prevailed in
Britain for many vears. In 1926, shortly after its found-
ing, the BBC ( British Broadcasting Corporation ) began
recruiting distinguished literary figures such as George
Bernard Shaw and Rudyard Kipling to serve on an
Advisory Committee on Spoken English. The com-
mittee met several times a vear to settle the fate of
“debatable words” (Briggs, 1961: 242).

The new verb “to broadcast”™ itself became one of
the debatable words because of doubts as to whether
its past tense should take the form “broadcast™ or
“broadcasted.” The committee decided in favor of the
irregular past tense, “broadcast,” following the prec-
edent of the verb "o cast.” Therefore one says “Yes-
terday he broadcast the news,” not “he broadcasted.”

Note in the contemporary British cartoon the an-
nouncer’s formal dress, which the BBC then required,
as indeed did NBC when it was founded in the 1920s.

dent Cunafhliated) welevision stations began to make
inroads into the networks” dominant azedionce sheare
(the percentage of the actual audience at any par
ticular time tuned o a particular program. station.
or network)

Cable Competition Even more damaging to
network pre-eminence, however. was the emer
gence of cable wlevision os a source of program
options. Cable television started around 1950, soon
after mass television broadeasting itself. but at first
it merely extended broadeast station coverage. For
vears, FCC regulations contined cable primarily to
this subservient role. When court rulings and a new
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Invention of “Broadcasting”

)1
©,

Unrecognized Heroes. The Announcer who
said ‘broadcasted’.

SOURCE: Asa Briggs, The History of British Broadcasting,
Vol. |, The Birth of Broadcasting (London: Oxford Univer-
sity Press, 1961), 1-243.

Washington philosophy of deregulation finally swept
away restrictions in the e 1970s and carly 1980s,
cable began spectacalar growth, reaching halt the
television sets in the country by 1987

The introduction in 1976 of the tirst superstation
aave crucial impetus to cable growth. An ordinary.
nonaftitiated UHE broadeast station (now WIBS=TV)
in Atkinta, GAL attained superstation statas simply by
arranging for saellite distribution of its program
schedule to cable svstems throughout the country
Cable operators welcomed it as a way to obtain an
entire channel of programs without the need 1o
create a new, cable-specitic program schedule o
their own. Subsequently, over a score of cable-spe
citic channels emerged. including payv-cable sen



ices, making the new delivery svstem a true
competitor of broadcasting, not just a parasitic
dependent.

As a result of cable’s evolut:on, by 1988 the wle-
vision broadcast networks” share of the national au-
dience had declined from the 90 percent level,
where it had hovered for vears, to about 70 per-
cent* Cable thus contributed o reducing the over-
whelming dominance of the broadeast nenworks.
However, this decline in nerwork television pre-
eminence should be seen in perspective: the net-
works remain by far the leading purvevors of news,
entertainment, and advertising to mass audiences.
One must keep in mind that the networks™ compe-
tition is fragmented into hundreds of independent
stations and scores of cable channels. no one of
which remotely approaches the coverage and pres-
tige of any one of the three major television broad-
cast networks.

Public Broadcasting Despite several carly
atempts at seting aside broadcast channels exclu-
sively for educational use, Congress made no pro-
vision in the 1934 Broadcasiing Act for a special
noncommercial class of stations to supplement the
commercidl stations’ somewhat monotonous pro-
gram dict. Nevertheless, from the beginning, some
people felt a need for an aiternative service that
would ke advantage of the educational potential
of broadcasting and escape the domination  of
advertisers.

In fact. educational, religious. and other noncom-
mercial institutions were among the licensees of
the carlv AM radio stations in the 1920s, but most
of them failed 1o keep pace with developments and
eventually surrendered their valuable channels ta
commercial interests. Later, the FCC, recognizing
that noncommercial institutions could not compete
effectively with commercial organizations for the
limited number of channels available, set aside FAM
and television channels exclusively for noncom-
mercial use. In 1967 Congress bolstered these moves

*In estimating the networks” audience percentage, research tirme
include viewers who receive network programs via cable’s re-
delivery of television station programs,

by amending the Communications Act to create the
Corporation for Public Broadcasting, a federal fund-
ing and support agency.

1.5
Part 2 Technology

Revolutionary changes in communications technol-
ogy of the past two decades can be wraced primarily
to five lines of development:

The use of satellites 1o distribute and deliver pro-
grams and messages.

The use of fiber-optic conductors in place of cop-
per wire or coaxial cable.

The substitution of digital for analog means of
encoding signals (sounds, pictures, svmbols ).
The development of small comprters. which in
turn depend on large-scale integrated-circieit sil-
icon chips.

Conrergence, the tendency for hitherto sepa-
rate technologies (considerably helped by the
developments just named) to combine  into
new  configurations, creating new modes  of
communication.

Satellites  Communication satellites serve broad-
casters and cable operators as_ distribution devices
for relaving programs to widelv dispersed stations
and svstems. Public broadeasting pioneered this use

—

of satellites in the Tate 1970s, and was soon imitated
by the commercial networks. Cable welevision, cru-
ciallv dependent on satellite distribution. used sat
cllites from the outset of its emergence as a mational
medium in the mid-1970s.

Satetlites another  feature  valuable  for
broadcasting:_their ability to span occans, which is
impossible with the relay techinology previously
available (though tiber-optic cabsles. fivst laid on the
seabed in 1988, have the potential for challenging
satellites as the prime means of transoceanic relav-
ing). Satellite refavs make it casy for broadeasters and
cable opertors o schedule live coverage of news
and sports events from all parts of the world.

satcettites later developed DTH fdivect-ta-home)
transmission. A DBS  (direct-broudcast - seutellite)

have

1.5 Part 2 Technology 9



transmitter can deliver programs to consumers
without going through an intervening terrestrial
station. Each terrestrial broadcast transmitter, rela-
tively cumbersome and intlexible, reaches only a
limited area, so that hundreds of such transmitters
must be linked to provide national coverage in a
large country such as the United Staes. A single DBS
transmitter in space can serve the entire country.

Despite their advantages, DTH services devel-
oped more stowly than satellite relay services: o
succeed, DBS needs o entice the mass audience to
invest in special satellite reception equipment. In the
United states the rapid growth of cable television
services removed the incentive for this investment,
pre-empting the mass demand for DBS services. In
most other countries, cable instatlation progressed
more slowly, making DTH services more attractive to
consumers. In the tong run, DBS poses a threat to
both traditional broadcast television and cable tele-
vision, It takes advantage, as cable cannot, of broad-
casting’s unique ability to send programs to any
number of receivers without physical connection
(Exhibit 1-2). This ability enables reaching the most
remote receivers with ease and increasing the num-
ber of receivers without increase in transmission
COSLS,

In fact, one increasingty sees the term “terrestrial
broadcasting,” calling attention to the fact that tra-
ditional stations on Earth must expect competition
from space-based DBS transmitters. The difference
lies not only in the transmitters” locations and cov-
erage areas but also in the frequency bands thev
use. Channels available for terrestrial broadcasting
have become so crowded that litle room for ex-
pansion remains; the higher-frequency, less-crowded
bands used by satellites allow for more growth and
flexibility, Another threat to terrestrial broadcasting
comes from the possibility of delivering programs
to households by means of fiber-optic telephone
cables—a universal form of cable television.

Fiber Optics Using light waves guided through
hair-thin flexible strands of glass, fiber-optic cable
offers several advantages over both copper cable
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and radio refavs: small diameter (making for casy
instatlation), enormous capacity, freedom from in-
terference, and transmission efficiency (Exhibit 1-
3). Signals sent through coaxial-cable transmission
lines quickly lose their strength, requiring frequent
reamplitication. Signals in tiber-optic channels can
travel much farther than those in coaxial cable be-
fore needing reamplification. More important, the
great capacity of tiber-optic transmission lines ide-
ally suits the needs of the new digital method of
signal processing that is transforming communica-
tion technology.

From Analog to Digital Processing Radio
and television broadcasting and cable television have
traditionatly used AM (amplitude modutation) and
FM (frequency modulation). These are analog
methods of encoding signals that are rapidly giving
way to digital methods throughout the electronic
world. The term digital already has become familiar
to music recording enthusiasts in such phrases as
“digital sound” and “digital audio tape” (DAT).
Widespread use of personal computers has made
people aware of such digital concepts as bit (binary
digir) and hyte (the group of bits that represents a
single letter or numerat).

Without going into detail, suftice it to say at this
point that digital processing makes possible much
higher fidelitv than before, along with endless pos-
sibilities for manipulating images such as those seen
in glitzy television program titles. Many evervday
appliances already use digital processing, but its use
in broadcast transmission would require much wider
bands of frequencies than does the present analog
transmission svstem. Digital conversion may even-
tually mean new frequency assignments and re-
placement of existing transmitters, receivers, and
related equipment.

Digital technology plavs a kev role in plans for
high-definition television (HDTV), which some pro-
ducers already use for “mastering” (making original
recordings of) new productions. HDTV could vastly
improve television reception, filling a wide, wall-
mounted receiver screen with pictures equal in
quality to those seen in movie theaters. A score of



EXHIBIT 1-2 Direct-to-Home Satellite Broadcasting

Wall mounted
DBS antenna
(12" to 18” diameter)

ITE:

C-Band TVRO
(about 6-12’ diameter)

Relatively small receive-only television costertias (IVROs) encible boneowners to
receive satellite sigials divectly, withowt the veed of beig within reach of a ter-
restrial television station. This satellite-to-home service begent e an wnplenmed
wady when bobhyists set up TVROs it their backyvards to pick up relay signeds nerer
intended for public reception. such as telerision netiwork feeds (5 their dffiliates
and satellite-to-cable program chenniels. This kind of satellite reception came to
he known as C-band direct. reforrineg to the fiequency beaid used by reley satellites.

Trite DBS (direct-broadcast satellite) services ise bigher power and shorter waie-
length Ku-band frequenicies. enabluig the e of nuch smaller antennas suitable

Jor mownting on the side or roof of a bouse.

rival high-definition methods has been proposed
that would make present receivers obsolete. Other
methods seek o enhance the present picture stan-
dard, using a compatible svstem that wouid allow
existing sets to continue receiving signals. Contem-
porary color television is compatible in the sense
that monochrome (black-and-white) sets can re-
ceive color pictures, reproducing as black-and-white
pictures.

satellites could play a decisive role in DTV de-
velopment. To  enlarge the  existing  terrestrial
broadcast channels to accommodate HDTV would
be difficult if not impossible because of all the other

services that crowd the frequency spectrum. Direct-
broadcast satellites, however, use frequency bands
that have not atreadv been locked into existing stan-
dards by long tradition and widespread usage. Thus
DBS could make the changeover to HDTV relatively
casily,

Computers The uter simplicity of a digital sig-
nal’s make-up enables casv manipulation of signal
content. Viewers often see examples of such ma-
nipulation in the infinitely varied permutations of
television graphics, often merged with live pictures.
switching around the recorded digital-signal bits
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EXHIBIT 1-3 Fiber-Optic Cable

An ATET fiber-optic cable meade 1p of five pairs of heir-
thin glass strands (each painr can carvy about 30,000
telephone calls) transmitted on beams of laser light. Ca-
pacity is limited not by the small size of the fibers but by
the speed of the lasers theit generate the information-becr-
ing light beams and the light detectors at the receiring
end. Curvently, these components can send dand receire
3.4 billion bits of information per second.

The small cables may be strung on poles or buried
underground or beneath the sea. Other communication
enterprises increasingly use fiber-optic conductors to re-
lay all sorts of electronically encoded information. Un-
derwater fiber-optic cables enable telepbone calls between
Tokvo and Geneva. For broadcasting, television fiber-
optic relays are used mostly along the bigh-density routes
between Washington, DC, and Boston. Cable television
systems use fiber-optic trunk lines in experimental in-
steillations.

SOURCE: AT&T.
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makes possible these dazzling video effects. Only
computers could manipulate picture content with
such speed and intricacy.

Television graphics represent just one of innu-
merable examples that could be cited of the pro-
found effect of computers on broadcasting and on
communication generally. The computer’s ability to
manipulate and 'store the simple vet incredibly
numerous bits and bytes of digitally processed in-
formation almost instantaneously has truly revolu-
tionized communication technology.

Convergence Digital processing provides a
common electronic language that encourages in
teraction among formerly distinct modes of com-
municating—the telephone, broadcasting, cable
television, motion pictures, printing, data storage
and transmission, and even mail. Distinctions among
these previously separate modes of communication
have grown less sharp, and new combinations have
emerged. In this process of convergence, com-
puters play a central role, bridging the gaps benween
different functions and technologies. Convergence
presents the broadcasting medium with unforeseen
challenges that may alter its nature or even elimi-
nate it in its present form.

Examples of convergence: some FM radio stations
offer the service of downloading computer software
to audience members by means of subcarriers that
do not interfere with regular programming. The
telephone, formerly devoted only to voice com-
munication, NOW may tie into a computer modem
for transmission and reception of mail, data, and
drawings. Telephone lines can provide many other
“enhanced” or “value-added” services, subject only
to consumer demand and regulatory assent.

ISDN Fiber optics, computers, and digital pro-
cessing come together in a marriage that promises
to transform the familiar telephone system into an
integrated services digital netuwork (1SDN). This for-
bidding name simply refers to converting the con-
ventional network of telephone lines that crisscross
the nation to digital signal processing and using the
greatly enhanced syvstem to transmit a great variety
of different communication services in addition to



the plain old telephone (POT, as engineers call
it). A broadband 1SDN could transmit all these
services, including radio and television programs,
simultaneously. Messages could be sent bi-direc-
tionally, both to and from subsecribers’ premises.
Experimental ISDNs have already been installed in
limited areas, paving the way for a future national
ISDN. '

1.6

Part 3 Economics

such new services will emerge if called forth by
meiss demand. Astronauts landed on the moon not
because of any mass demand for such landings but
because the U.S government backed the enterprise
without regard to costs. In the mass communication
ticld, however, the needs and desires of the con-
sumer market play a decisive role under the U.S
svstem. (In many other countries the government
pavs the way, in part or entirely:)

Technology could create many new wonders that
never reach the market or, having been offered for
sale, fail for lack of public demand. Examples of
projects that found backing but still lost millions of
dollars because of public apathy abound, among
them two major cable channels devoted to cultural
programs (RCA and CBS), a satellite news channel
(ABC/Westinghouse), a systemn for delivering pro-
grams to homes at night for automatic VCR record-
ing (TeleFirst), a direct-broadcast satellite program
service (United Satellites Communications), and a
cable television service that permitted viewers to
send messages as well as receive programs (Warner
Cable’s Qube).

Public Investment To succeed, a new con-
sumer technology requires two reciprocal condi
tions: (1) investors must be willing to gamble on
being able to generate public demand. and (2)
enough early purchasers wha are not too particular
about cost must respond to justify initiating the mass
production that brings the cost down to an atford:
able level for the majority of consumers.

The television receiver is one of the most re-
markable examples of this process: an incredibly
complex ver highly reliable piece of sophisticated
technology that costs relatively litle because it sells
in the millions worldwide, vear after vear. In 1989
the Japanese produced an HDTV receiver that cost
$60 thousand. Investors and early purchasers, both
relatively insensitive to cost, must be found to ke
a chance on stimulating the mass market in order
for the price to come down to the level affordable
by the average consumer.

Compared with the costs of sttions, cable svs
tems, networks, and programs, each houschold in-
vests very little in receivers, videotape recorders,
cable instatlation, and the like. However, miilions
of households in the aggregate invest billions of
dollars in home reception facilities, far ounweighing
the aggregate investment of station and cable svstem
owners. Only in the case of the eiectronic mass
media does the general public share in this way,
making a capital investiment in media enterprises.
The consumer pays for the reception facilities, an
essential part of the system without which trans-
mission facilities would be useless. The public’s fi
nancial stake gives it special claims, different from
its claims on newspapers and movie theaters,

Mass demand eventually equipped virtually every
home with one or more television receivers—orig-
inally beught and maintained just to see broadcast
progranms. This universal availability of television
receivers afforded a unique opportunity for ex-
ploitation by nonbroadcast media.

One of the principal beneficiaries of this op-
portunity was cable television. It ditfers from
broadcasting fundamentally, adding significant in-
statlation and subscription costs to the consumer’s
outlay for broadcast receiving equipment. In re
turn, the subscriber gets a wider choice of pro-
grams and (usually) a clearer picture. Also, in the case
of pav cable the subscriber benetits from having the
option of paving extra for especially desired pro-
grams that the cable company could not afford on the
basis of basic subscription fees and advertising in-
come aione.

Many other innovative services could take advan-
tage of the ready-made electronic screen available
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in virtally every home—if set owners found such
services worth the price of subscription. For ex-
ample, tefetext can broadcast written messages and
graphics for display on television screens along with
regular broadcast television programs. So far, how-
ever, teletext has not proved sufticiently atractive
to the American mass audience to warrant extensive
development.* Videotex, a two-way wired version
of one-way, over-the-air teletext, proved even less
attractive to set owners because it requires pavment
of line charges and purchase or rental of a special
decoder. American promoters finally gave up trving
to persuade the general public to display videotex
on television receivers, targeting instead personal
computers, another kind of clectronic screen al-
ready available in many homes.

Sources of Funding Aside from the public’s
investment in receivers, three primary funding
sources support the world’s broadcasting systems:
advertising, government subsidies, and receiver li-
cense fees (paid by all who own sets, in addition
o subscription fees for cable television where it
CXists).

Most countries try to ensure that broadcasters will
consider the welfare of the public as well as the
welfare of their funding sources; still, the one who
pavs the piper tends to call the wne, leaving broad-
cast services o some extent subservient to their
funders. United States broadcast law requires sta-
tion licensees to place “the public interest, conven-
ience, and necessity” ahead of purely commercial
interests, but in practice the interests of advertisers
tend to dominate.

Economic Pluralism Experience has shown
that funding from more than one source best pre-
vents undue subservience to any one money sup-
plier. Economic pluralism seems to cultivate
broadcasting's beneticent potential to the fullest.
Pluralism in this context means more than simply
pitting many suppliers of program services against

*Teletext has had somewhat more success among Europe’s cen
tralized national broadcasting services than among the more
fragmented United States services.
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one another. If the same motivation drives all ser-
vices, they tend merely to imitate one another. Ide-
allv, under a pluralistic system, more than one
motive controls the production, selection, and
scheduling of programs. When commercial, profit-
driven stations and networks compete on a rela-
tively equal footing with nonprotfit, public-service
stations and networks, the result is diversified pro-
grams, satisfving to mmority as well as to majority
tastes and preferences.

In the United States. public broadcasting offers a
noncommercial alternative to ad-supported broad-
casting. But this American pluralism suffers from
the weakness of its noncommercial component. The
lack of consensus as to its goals, the uncertainty of
its funding. and the fact that much of its program
underwriting revenue comes from the same firms
that advertise on commercial television prevent
public broadcasting from competing effectively with
its commercial counterpart. Commercial broad-
casters have the lion's share, not only of tinancial
resources, but also of channel allotments, hours on
the air, and audience size. Moreover, commercial
broadcasting gains strength from having a single,
clear-cut purpose—the goal of making a profit.

The fact that advertising supports most broad-
casting in America, even to some extent so-called
noncommercial broadcasting, makes the advertis-
ing market a key topic of study in this book.

Centripetal Tendency Economic factors drive
broadcasting and other electronic mass media to-
ward centralization. This centripetal tendency runs
counter to public-service considerations that favor
localism. However, local resources alone can gen-
erate only a limited range of programs, cerainly
not the high-quality programs needed to match the
output of the rival mass media. In consequence,
program production and other functions tend to
become concentrated at centers where the best fa
cilities and creative wlents can be assembled and
where major advertisers, agencies, and other busi-
ness interests have their headquarters,

After radio broadcasting began in the carly 1920s,
New York-based national networks soon emerged,
along with national distributors of syndicated pro-



grams. When television  developed,  Hollvwood
became the main source of top entertainment pro-
grams, with New York remaining the primary source
of top news and public affairs programs as well as
the business center of the industry,

1.7
Part 4 Programs.

Whether protit or public-service goals dominate,
the success of electronic mass media enterprises
hinges on programs as motivators. Programs, after
all, stimulate the mass purchase and use of sets,
without which the system as we know it could not
exist. The word "mass™ has important implications
for programming. Broadcasting must attract extraor-
dinarily large numbers of people. cutting across age,
sex, education, social status, and incame differences
that usually divide people int separate audiences
for communication products. Broadcasting attains
this breadth of appeal at the cost of reducing most
programs to the least-common-denominator level
of audience taste.,

In reaction to this "massification™ effect, the
counter-concept of narroucasting emerged—pro-
gram services too specialized for the mass audience,
deliberately tailored for smaller, more selective au-
diences. A broadceast television station cannot afford
such specialization; its success or failure depends
on what it puts on its one channel. Cable television,
however, with its many channels, seemed an ideal
medium for narrowcasting. Cable can afford to de-
vote entire, full-time channels o thematic special-
izations such as weather, iinancial affairs, children’s
interests, sports, and the arts. Though the audience
for a thematic channel on a cable system may be
small, the svstem has other channels with other
appeals. Moreover, the aggregate of even very small
audiences tuned to that same channel on thousands
of cable systems throughout the nation can amount
to a respectable size.

Formats Broadcasting borrowed existing infor-
mation, entertainment, educational, and persuasive

formats, initially contributing little new of its own.
It drew upon stage, press, movies, sports, lecture
platforms, pulpits, and parlor games tsce Exhibit
I1—4).

Trving to identify program formats that are unique
to broadcasting makes an interesting analvtical ex-
ercise. Perhaps the several forms of radio and tele-
vision talk shows come closest to qualifving as true
broadcasting inventions. However, broadcasting
made its primary original contribution in another
wav—Dby scheduting formats already familiar as iso-
lated events into new,' convenient, and intriguing
sequences of events, and delivering that sequence
directly into the home. Even though broadcasting .
may not have contributed much in the way of new
content genres or formats, this ability to deliver a
continuous, scheduled service especially adapted
to the home environment represented a unique
achievement among the mass media,

Consumption Rate The continuousness of
broadcasting’s service created a supply problem never
before faced by an information-entertainment me-
dium. Only by invoking what might be called the
parsimony principle could broadcasters meet the
demand. The parsimony principle calls for using
program materials as sparingly as possible, repeat-
ing them as often as possible, and sharing them as
wideh as possible. Producers and program  sup-
pliers have developed many parsimonious strate-
gies. Producing programs in series, for example,
cuts down on production costs. Sharing programs
widely by means of networks and syndicated dis-
tribution atso helps. Steor Trek used the same char-
acters, sets. and basic situation in ¢ach episode,
minimizing casting, writing, and production ex-
pense: after a three-vear network run it went into
svndication, plaving on individual stazions all over
the United States and in dozens of foreign countries
as well. For many programs, income from foreign
distribution forms an important-ingredient in the
ceconomics of production.

Program Balance When refatively few stations
competed for attention, traditional broadcast sched-
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EXHIBIT 1-4 Parlor Games Go Pub ic

D the days before mass entertainment, families relied far
more than they do now on self-generated group enter-
fciniment at home. Reading cloud, group singing, and
parlor gaomes were amonyg the poprdar leisure-time home
activities. Going out to the rauderille theater was d rare
treat for some and entirely beyond the reach of most.
Then came the gramophone to supplement home-made
music and the morvie theater as a more dceessible form
of hoxoffice entertainnmment. Radio and later telerision,
Sunctioning as bome media, completed the displacement
of traditional fumily entertainment. They not only took
orer much of traditional theatrical and musical enter-
tainment, hut also even the lowly parlor game. Audience
participation games, in imitation of the old-fashioned
Sireside contests, bave aliways heen a popular form of
roadcast entertainment. Pictured here is a scene from
Scrabble, one of the leading telerision game shows, MCd
art the time of this photograph by Chuck Woolery.

SOURCE: NBC, Inc.
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ules usually offered a comprebensive service of
entertainment, news, information, education, and
inspiration. Too few stations existed at first to allow
for much program specialization. The ideal of pro-
gram balance* emerged, with regulators and most
broadcasters agreeing that each station and network
should offer something for evervone in its audience.
Even though light entertainment usually won the
biggest audiences, the ideal of occasionally balanc

ing sheer entertainment with news, information, ed

ucation, inspiration, and the arts persisted.

However, as the number of stations grew and
newer methods of delivery such as cable television
emerged, comprehensive service gave way 1o ge-
neric (or thematic ) services, each concentrating on
one particular format or content type. Familiar ex-
amples include music and wlk radio, and video
channels devoted exclusively to specific genres such
as art, children's programs, music videos, news, re-
ligion, teleshopping, and want-ads. Practically all U.S.
radio stations have adopted generic formats, as have
some television stations.

The national television broadcast networks clung
to the ideal of comprehensive programming, but
during the 1980s their traditional commitment to
serious news and public affairs programs began to
erode. Turnovers of ownership, the growth of huge,
conglomerate corporations without commitment to
the traditional public-service ideals of old-time net
work broadcasters, competition from cable, and
deregulation that relaxed enforcement of public-
interest standards all contributed to this decline.
Networks cut back on news department budgets,
paying close attention to cost cutting. Although they
maintained their news programs, the news took on
a more popularized form, emphasizing entertain-
ment as well as information. A new hybrid format
emerged, called somewhat derisively infotainment.

Real-Time Attribute News programs espe-
cially benefit from broadcasting’s ability to deliver
reports of events in real time, simultancously with

*The term balanice is also used in a more restricted sense, re-

ferring to fair presentation of differing viewpoints on contro-
versial issues.



their occurrence. Timeliness enhanced the fasci-
nation of broadcasting’s achievement of delivering
sequenced programs to the home All network pro-
grams took advantage of this attribute until the de-
velopment of effictent, high-quality recording made

al-time broadcasts optional. Nevertheless, the most-
heard and most-watched programs, the top news
and sports events, still derive their impact from their
immediacy. Satellites enormously enhance this abil-
ity to cover events in real time. Cable television
introduced a new flexibility by dedicating entire
channels to news and public affairs, enabling cov-
erage of ongoing events for hcurs—even days—on
end.

But satellites also tend to weaken the traditional
networks, one of whose major strengths was their
ability to capitalize on broadcasting’s real-time attri-
bute with their extensive news-gathering facilities,
which far exceeded the scope of any individual
station's  resources. Inexpensive satellite relays,
however. enable stations to send back their own in-
dividualized real-time reports of distant national
events even before network news hits the air. For
example, numerous stations send local reporters to
the national political convertions, covering local
angles via satellite for home-town audiences.

In conveving live events such as news happenings
and athletic contests, broadcasting shapes what au-
diences see and hear, influencing their perceptions
of reality. The camera’s selectivity, the need 1o com-
press, and the stress on visuai images all tend to
distort television reporting of news and public af-
fairs. As an obvious example, televised football dif-
fers from pre-television football because it has 1o
conform to artificial restraints on scheduling and
timing to answer the needs of broadcasters and
advertisers.

1.8
Part 5 Impact

Television's distorting influence is only one of the:
many areas of concern about the impact of the
electronic media. Questions about impact interest
politicians, social scientists, religious leaders, ad-

vertisers, concerned parents, and many others. Vir-
tually every special-interest group claims that tele-
vision has specitic effects. Such groups want either
to prevent alleged unfavorable effects or to encour-
age the presumed favorable effects they hope will
promote their goals.

Competing Media Among the first to feel the
impact of broadcasting were competing media. By
adopting the formats of the competition, the broad-
casting medium influenced, sometimes with devas-
tating effect. the existing forms of commercial
public entertainment, information delivery, and
family recreation. In-home entertainment made
available by broadcasting completed the destruc-
tion of one of its main entertainment predecessors,
live vaudeville, which already suffered from movie
competition. Radio almost destroved a flourishing
phonograph business, only to revive and enhance it
by stimulating interest in music-listening and by
supplving the technology for improved sound re-
cording and reproduction.

Newspaper owneérs feared that radio would sim-
ilarly devasiate their business, but it turned out that
broadcasting helped the print medium by alerting
people to news events without giving them all the
details they could find in the papers. Though the
number of competing daily newspapers has fallen
drastically, more specialized new publications have
flourished. Television also affected the stvle and
format of news publications, encouraging shorter,
punchier stories and the use of color printing. The
national newspaper (SA Today sirikingly reflects
these influences (Exhibit 1-3).

National general-interest magazines found that
television pre-empted their audiences, but televi-
sion also stimulated the growth of smaller, special-
interest magazines (illustrating again the endency
toward generic content specialization).

Television news replaced the filmed newsreels
that once preceded every feature attraction in movie
theaters. Television entertainment even threatened
the survival of movies themselves, but the movie
industry soon discovered that television created an
inexhaustible new market for the old tilms that had
been gathering dust in Hollywood vaults. Moreover.
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EXHIBIT 1-5 Sincerest Form of Flattery

WABGLTON. | 2 temm g o g

What e do

The newspeper USA Today shows televisiont’s influence on a rival wmeditan. e

parting from traditional newspaper micke-up and editorial sevle, USA Today em

wlettes the brevity, quick cutting, bright bues, upheat tempo, and other features of
news ds presented on color teledision. e 1988, the publisher imitated its initation
by spinning off a television clone of the newspaper, called USA Today: The Tele-
vision Show. produced by GTG Entertainment, one of the more prestigions Holly-
wood production companies. Draieing chiefly on forr of the paper’s sections—ners,
money, sports, and “life"—and emphasizing people nore than idecs, it seemed like
a natnral for telerision. Over 150 stations contracted to run its 30-minute seg-
ments weekdays plus a 60-miniute weekend segment, despite never baving seen a

pilot show.

SOURCE: USA Today.

television was willing to pav for the Holhwood know-
how and facilities needed for the production of new
entertainment programs tailored especially for the
small screen.

Thus broadcasting media profoundly affected
competing communication media; some were put
out of business, but on the whole its competition
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tended to encourage survival through adaptation
and innovation.

Audience Measurement Of more lasting and
widespread concern, however, has been the impact
of broadcasting on its audiences. Research on this
impact depends on preliminary findings about reach:



EXHIBIT 1-5 Continued
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USA Today: The Television Show bit the air wah great favifare i late 1938, only
to fizzle out. Neither critics nor daudiences took Rindly to his tivice-watered down

rersion of the news, dubbed by some as “news jor the MV age.”

It was branded

superficial and dull: “Almost biaied i a blizzard of graphics and factiail trivia

were brief features of a blandness that woudld mcke the netiworks blush ...

(Mor-

genstern, 1989: 26). A New Yorker magazine cartoon carvied the imitation theme
Jorward to its next logical step, o pin-off into il anotber wmeditm—the motion

plcture.

SOURCE: Cartoon from New Yorker, 18 Dec. 1988, 39.

How many people and what kinds of people listen
to and watch specitic programs and services? How
much time do people spend looking atand listening
to which programs? Ratings research grapples with
these questions.

Of course all media need ta research such basic
coverage questions, but the broadcasting medium

introduced new measurement problems. Research-
ers can easily count physical entities such as the
number of newspapers or movie tickets sold. Dif-
ficulties arise when they attempt to measure watch-
ing and listening. Watching and iistening usually
take place in private. bevond the range of direct
ohservation by researchers; these activities can be
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continuous or intermittent; and viewers can switch
rapidly from one program source to another.

Each newspaper, magazine, and movie comes as
a separate entity, but broadcasts come in a contin-
uous stream. The very size and varied composition
of audiences make for still more complications. Rat-
ings tirms such as Arbitron and A. €. Nielsen have
devised measurement techniques for dealing with
these problems of inaccessibility, intangibility, size,
and heterogenceity, but their reliability remains con-
troversial even after a half-century of evolution and
the development of sophisticated reporting tech-
nology.

The dominant role that advertisers play results in
fixation on measuring audience size and compo-
sition as revealed by set-tuning behavior o the
almost total neglect of other aspects of audience
response. Such quantitative set-use measurements
do not, as broadcasters often claim, give us an index
of audience satisfaction or an adequate guide o
future program choices. Thev merely show what
audiences tolerated in the past. Size measurements
tell nothing about the invensin' of audience likes
and dislikes, nor do thev give any guidance for fu-
ture program decisions, except perhaps 1o suggest
using cither more or less of the atready familiar
program tvpes.

Behavioral Effects If researchers have difti-
culty in meuasuring the size and composition of
broadcast audiences. they find the medium’s spe-
cific impacts on the behavior of the people it reaches
even more difficult to assess, Yet most of us take
impact for granted. agrecing with Marshall M-
Luhan, an influential media theorist, who called the
mass media marketers “so pervasive in their per-
sonal. political. ecconomic, aesthetic, psvchological.
moral, and social consequences that they leave no
part of us untouched, unaffected, or unaliered”
(McLuhan & Fiore. 1967: 26).

Certain groups have intense interest in knowing
how political advertising affects the outcome of
clections; how reactions to television sex and vio-
lence influence the outlook and behavior of chil-
dren; how depictions in dramatic presentations shape
our perception of minorities and other groups; how
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the alleged political biases of a medium affect au-
dience attitudes; how the very presence of cameras
affects crowd behavior.

Researchers who make a profession of scientiti-
cally studying the media point out the impossibility
of isolating and tracing the effects of specitic images
and messages. Effects may be direct or indirect,
immediate or delaved, subjective or overt, intended
or accidental. Results may be due to, and certainly
will be influenced by, many factors other than the
output of a particular medium—the personal char-
acteristics of audience members, their social milieu,
their other sources of information, and untold num-
bers of other internal and externat influences.

In fact, media theorists tend 1o reject as far 1o
simplistic the notion of audience members as pas-
sive recipients. They dismiss the concept of direct,
one-for-one responses 1o media stimuli, Research-
ers prefer to think not of cause and effect, but of
how people use media information, what kinds of
satisfactions they get from the media, and how their
predispositions interact both with the media and
with other sources of information.

Nevertheless, whatever the difticulties of media
research, the demand for it continues to rise. Pol-
icymakers and rulemakers increasingly rely on re-
scarch guidance in passing laws and writing rules
1o control the media—all of which assumes, of course,
that products of the media do in fact have an effect
upon audiences.

1.9
Part 6 Controls

Most controls imposed on the broadcasting me-
dium by government, public opinion, and the in-
dustry itself rest on assumptions about effects, both
good and bad. All governments take it for granted
that they have an obligation to monitor and mod-
erate the social impact of radio and television. Peo-
ple tend 1o feel that they should have the right to
exercise some control because their government
authorizes broadcasting t enter their homes and
because they themselves buy and maintain receivers
and, in many cases, pay subscription fees.



Constitutional Protection Constitutional de-
mocracies, however, put limits on government in-
terference with the media. In the United States the
First Amendment to the Constitution gives public
communication explicit protection from ofticial in-
terference. But not all the media receive the same
degree of protection. The press, broadcasting-cable,
and common carriers (telephones and the liked each
operates under a somewhat different legal regime,
and therefore each has somewhat different First
Amendment standing. The freedom to print. hun-
dreds of vears in the making, enjoys the most ex-
tensive protection. Editors have no legal obligation
to publish any particular iteny; they can choose to
print or not print according to their own editorial
judgments and personal convictions.

Broadcasting, however, involves the use of a lim-
ited public resource, a portion of the electromag-
netic spectrum, on license from the government. It
enters the intimacy of the home, where even the
voungest child hears or sees it. As the new domain
of broadcasting law emerged, it responded ta these
special attributes of the medium. imposing an ob-
ligation to operate i the public interest. This duty
involves, for example, avoiding exposing children
to indecency and making time available for political
candidates: in the past it required (and may again
m the future) scheduling discussions of controver-
sial public issues (the fairness doctrine).* Common
carriers, on the other hand, have (or at least used
to have) nothing to do with the content of the mes-
sages thev carried, acting onlv as neutral purvevors,
Basic facilities such as telephone networks would
be uneconomical to duplicate; therefore they tended
10 become legally approved monopolies. In ex
change for the advantage of not having to face com-
petition, thev surrendered control over their rates
to government agencies which were empowered
to regulate their activities to protect the public
interest,

“lt was called a doctrine because the FCC invented it as an aspect
of operation “in the public interest.” The FCC deleted the doc
trine in 1987, but later Congress gave signs of reviving it as an
amendment to the Communications Act.

The previously mentioned tendency of technol-
ogies o converge brings into question such dis-
tinctions among communication svstems because
the merging of functions makes it difhcult to tell
where one medium ends and another begins. For
example, it a broadcaster detivers news via teletext
or a cable system delivers it via videotex, do those
“publishing™ acts give them the same First Amend-
ment rights as those enjoved by newspapers? If a
common carrier no longer ignores conmunication
content but enhances it, for example by putting it
through a computer to give it some more useful
format, should that action bring the common carrier
under the same regulations as broadcasting?

Cable television occupies a particularly ambigu-
ous position: most cable systems operate much like
common carriers, enjoving local monopolies and
relving almost exclusively on materials over which
thev exert no editorial control. Should these facts
put them in the same legal basket as common car
riers? Or. since they carry broadeast signals and
sometimes originate their own programs in the
manner of broadcasters, should they become sub
ject to the same legal obligations that the FCC im
poses on broadcasters? Congress unswered  this
question when it adopted the 1981 Cable Act. ex
empting cable television from common-carrier or
broadcasting status.

Several arguments have been used to justify with-
holding some First Amendment rights from broad-:
casting, differentiating it legally from the press:

Space in the broadcast frequency spectrum falls
short of meeting the demand, suggesting that the
government should select those applicants for
frequencies who seem best qualified to serve the
public interest.

In any event, the “public airwaves,” like public
parks, should be used more for public benefit
than for private profit.

Broadcasting enters the privacy of the home, where
it becomes highly accessible to children; there-
fore, it should be subject to more constraints than
the less accessible medium of print.

The universality and ubiquity of broadcasting en-
dow it with such power to influence society that
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the government needs to monitor it to protect
the public interest.

Deregulation A case can be made for each of
these arguments, but those who support deregula-
tion find them unconvincing. Deregulation, a pow-
erful movement that peaked during the 1980s, finds
support from most broadcasters and cable opera-
tors, from the contemporary appointees to the FCC,
and from political conservatives generally. Deregu-
latory thinking dismisses the frequency-shortage
argument as a basis for limiting broadcasters’ free-
dom because more than 12,000 broadcast stations
and 8,000 cable svstems compete for atention. It
rejects the “public-airwaves™ argument as false and
the “home-environment” argument as irrelevant
Deregulatory thinking holds that the public itself
should monitor and controi the medium'’s social in-
fluence. If, for example, parents object to programs
their children wartch, thev should prevent the chil-
dren from watching, rather than expecting the gov-
ernment to prevent the media from disseminating the
objectionable programs. If the public gets fed up with
too manv commercials, it will force moderation by
tuning to less heavily commercialized stations.

Deregulation implies, among other things, sub-
stituting market forces—economic competition and
free consumer choice—for regulation by govern-
ment bureaucrats. Its supporters base their argu-
ments on an economic theory. currently in the
ascendancey in Washington. that tends to regard
broadcasting and the other media simply as busi-
nesses and programs simply as commodities. De-
regulation also has political overtones. emphasizing
opposition to "big government.”

Deregulatory thinking pervades U.S. media pol-
icv, and U.S. ofticials vigorously promote it in for-
eign countries. Its influence will be repeatediyv noted
throughout this book, for it affects even technology
(arguing, for example, that the marketplace rather
than the FCC should set the engineering standards
for new technologies such as stereophonic AM ra-
dio). It tends to take literatly the Constitution’s com-
mand that “Congress shall make no law . . abridging
the freedom ... of the press,” seeing no First
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Amendment justification for treating one medium
anv differently from any other. Deregulators cite the
convergence of technologies previously mentioned;
the tendency toward blurring the lines between prin,
wire, and wireless communication proves, they sav,
that all media should be equally free of government
regulation.

Monopoly Prevention Another First Amend-
ment principle calls for diversitication of media
ownership. In an economic svstem based upon free
enterprise and market competition, steps need to
be taken to keep a few owners from buying up so
many outlets that thev dominate the marketplace of
ideas. Antimonopoly laws ensure diversitication of
ideas and information. Democratic governments,
depending as they do on informed voters, place a
high value on public access 1o as many different
sources of information and contlicting points of view
as possible.

This goal implies taking steps to assure access o
the air by political candidates and by both incum-
bent officials and “the loval opposition,” as well as
to make political information available through nesws
and public affairs programs. Prevention of monop-
oly, which has both economic and political goals in
view, represents one wav of promoting such access.
Paradoxically. the deregulatory goal of “getting
the government off the back™ of commercial en-
terprises has weakened the enforcement of anti-
monopoly laws, allowing concentration of media
ownership in fewer hands. To the extent that such
concentration  diminishes  competition, it works
against the deregulatory goal of an open market-
place.

Localism Monopoly implies absentee owner-
ship and the neglect of local interests in favor of
larger, corporate interests. When radio broadcasting
began in the United States. one of its most attractive
potentials seemed to be its abiline to enhance tocal
democracy by giving communities a common forum
for discussion of public issues. Idealists in radio’s
carly davs thought the new medium would revive
the spirit of the traditional New England town meet-



EXHIBIT 1-6

New York City’s Manhattan Cable TV probably has the
most active public-access cable chaunel in the country,
on the air 150 hours a week with “an unpredictable
hodgepodge of programs—well-produced and inno-
vative one half-hour, grainy and downright boring the
next” (Belkin, 1987). Access shows have included a
teacher’s showing of media projects created by her
class: a puppet called Rapid T. Rabbit who lives in the
subway; and a weekly tribute to Frank Sinatra.
Actess programs do not always consist of fun and
games. Manhattan Cable TV is one of more than a score
of systems that have carried Race and Reason, a series
identified with the White Aryan Resistance movement.
The Communications Act allows cities to require ac-
cess channels in their franchises. but forbids cable
operators to impose any “editorial control” over such
channels (§47 USC 611). This restriction can cause
problems for both cities and cable operators when
users to whom they both object exercise their legal
right to appear on a designated public-access channel.
In Kansas City, MO, for example, the announcement
by the Ku Klux Klan that it planned to produce a

SOURCES: Lisa Belkin, “A Look Behind the Scenes at Pub-
lic-Access TV,” New York Times, 13 April 1987, Y19; David
A. Kaplan, “Is the Klan Entitled to Public Access?,” New
York Times, 31 July 1988, H 25A; Carol Rothwell, Director
of Public Affairs, American Cablevision, personal letter to
the author, 31 Jan. 1989; New York Times, “Kansas City
Restores Cable Outlet to Which the Klan Sought Access,”
16 July 1989, 9.

ing. opening new opportunities for grass-roots cit-
izen puarticipadon in commiunite affairs. Earh
cable television  enthusiasts thought  along  the
same lines.

Accordinglv. in the United States more than in
other countries, fawmakers criginathy saw broad-
casting as a locahzed rather than as a nationat ser-
vice. This view drew support from the U.S. federal
form of government. under which states jeatously
guard local and regional prerogatives. Even today,
under the Communications Act (dating in its essen-

Pleasures & Perils of Public-Access Cable

weekly series punningly titled “Kansas Citv Cable” on
American Cablevision's public-access channel trig-
gered an outpouring of citizen complaints to the City
Council and the cable operator. Barred by the Com-
munications Act from requiring the cable company to
censor the access channel’s content, the Cire Council
voted to delete the channel entirely in mid-1988, to
the evident relief of the cable operator. American Ca-
blevision believed that “forcing a private company such
as ours to speak (i.e., through the KKK) may be a
violation of the cable operator’s First Amendment rights™,
it feared that the presence of KKK members in its
studio would endanger its facilities and staff. American
Cablevision substituted a hybrid “commumity pro-
gramming” channel permitting “Letters to the Editor”
type of access. subject to its editorial control.

The city's action raised what one commentator called
“an exquisitely vexing” First Amendment issue. Tradi-
tionally the courts have held that highly inflammatory
minority views have just as much First Amendment
protection as comfortable mainstream views. Even the
KKK has rights. The American Civil Liberties Union
filed a suit early in 1989 alleging that the City Council
had violated the KKK's First Amendment rights. A few
months later. concluding that it stood little chance of
winning the First Amendment argument, the city vored
to restore the access channel, The “vexing” problems
of First Amendment rights to use electronic mass me-
dia versus majority opinion are discussed ar length in
Section 18.1.

tial phitosophy back to 1927), licersing a station
involves detining a specitic local service area and
proposing program ofterings attuned o the needs
of that area.

In practice, however, econonmic forees favoring
centralization soon chaltenged tocalism. Much of
the deregulation of the 1980s consisted of aban-
doning artempts 1o force locatization, leting cen
ripetal endencies have their wav., Networks won
release from some of the rules that curbed their
intluence. station owners no longer had 1o work so
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hard at serving their local coverage areas, and ab-
sentee owners could buv up more stations than
formerly.

Originally, the FCC expected applicants for licen-
ses to have a serious interest in owning a station to
serve the public as well as o make a profit. Many
licensees ook pride in the feeling that their re-
sponsibilities as broadcasters gave them a special
mission in life. In the deregulated broadcasting cul-
ture of the 1980s, however, huge conglomerate cor-
porations trade stations and networks back and forth,
tosing sight of public-service obligations in their
single-minded drive to please stockholders with fa-
vorable profit margins.

Cuble television enthusiasts originaltly oftered as
a selling point the possibility of designating locel-
access channels especially for nonprofit programs
presented informally by local groups and individ-
uals. Most cable franchises in the larger cities re-
quire the provision of nonprofit channels, known
collectively as PEG (public, educational, and gov-
ernment) channels. In some large cities, local access
can claim some success in meeting the idealistic
goals of tocatism (see Exhibit 1-6), but, on the whole,
deregulation has had the same centripetal eftect on
the cable television business as it has had on broad-
casting,.

1.10
Epilogue: Global View

Foreign broadceasting svstems serve local needs even
less than the American svstem does. The govern-
ments in these countries play a more dominant role,
looking at broadcasting from a national rather than
a local perspective,

Nationalism Foreign  broadcasting — systems
generally have both a national and a nationalistic
orientation. They consist primarily of highly cen-
tralized, national ransmitter networks, rather than
the numerous stand-alone stations licensed to serve
local markets favored in the United States. In other
countries, regional and, more recently, local or
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community stations have only gradually emerged,
partly in response to insistent demands to serve lo-
cal needs and partly in response to the widespread
success of unauthorized “pirate” stations.*

Most countries impose quotas on imported pro-
grams to limit foreign intrusion and to foster do-
mestic production and emplovment. In Britain,
broadcasters voluntarily limit television entertain-
ment imports to 14 percent of their programs, but
in some countries ofticial ceilings allow broad-
casters to import as much as 60 percent of all pro-
grams. In practice, imports sometimes mount to 90
percent (Exhibit 1-7).

Most nations also impose regulations designed
to maintain the dominance and purity of the na-
tional tanguage (or languages in the case of mul-
tilingual countries such as Canada, Belgium, and
switzerland). For example, laws sometimes require
dubbing in the national language and mecting stan-
dards of language purity. Most countries also im-
pose strict nationality requirements on owners.t

Role of National Resources A nation’s size,
in terms of both its population and its gross national
product, plays a crucial role in determining the ex-
tent to which it can mount a national broadcasting
service independent of outside program sources,
Broadcasting and the other electronic mass media
consume so much program material that only large,
prosperous nations can muster enough creative tal-
ent, production resources, and funding to achieve
program auonomy.,

None of the smaller Third World countries have
such resources, and even highly developed small

*Regionalismy has been maintained where federal governments
preserve regional autonomy, notably in Switzerland and West
Germany, and British broadeasting has always catered 10 the
regional interests of Northern Ireland, Scotland, and Wales,

tin the United States, the Communications ACt restricts station
ownership 1o US. citizens, limiting to a relatively small per
centage the amount of stock in a broadeast company that for
eigners may own (§47 CFR 310). However, some deregulation
supporters oppose citizenship requirements for owners, re
garding such limitations as an unnecessary impediment to free
trade



EXHIBIT 1-7

Extent of TV Program Imports
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Even most industrialized countries import at least some
programs, d few as much as over 50 percent, but devel-
oping countries are far more likely to depend on imports.
Only five countries fell in the under-10 percent group,
with the United States importing the least (2 percent).
Ideological and cultural infliences as much as econont-
ics limited imports in the other four: japan (6 percent),
China, India, and the USSR (all 8 percent). Only three
developed countries fall in the over-30 percent group:
Singapore (55 percent), Ireland (57 percent), and New
Zedland (73 percent). These deata predete October 1986;
since then significant changes in program export—iniport
levels have occurved because of increased demand for
programs to fill cable and satellite channels as well as
expanded broadcasting fucilitios. As an example of corn-
tries importing more, both China and the USSR harve lib-
eralized their information policies, permitting a higher
level of imported programs. New Zedland, on the other
band, bas devegulated hroadcasting and earmarked re-
ceiver license fee income specifically to underwrite in-
creased domestic program production.

SOURCE: Dietrich Berwanger, Television in the Third World: New Technology and Social Change (Friedrich Ebert Stiftung,

Bonn, West Germany), 1987: 55-56.

countries depend heavily on outside sources. Swit-
zerland, Belgium, and the Scandinavian states pro-
duce tirst-class domestic programs; but to satisfy the
demand for program variety and to fill a reasonably
long broadcast day. thev rely on both program im-
ports and spitlover services from neighboring coun-
tries (see Exhibit 1-7).

Finances Worldwide, three basic systems of
funding broadcasting occur: government-operated,

public-service, and commercial. Governments
nance and operate most broadcasting systenss, in-
cluding those of all the Communist regimes and
most of the Third World countries, except in Central
and South America. The Latin American nations gen-
erally adopted the U.S. model of private. conmmer-
cial ownership, later modified to varving degrees
by introduction of government-owned services to
reach neglected rural areas and to promote national
cultures. Public-service broadcasting tlourishes in
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partiamentary democracies—Australia, Canada, Ja-
pan, New Zealand, Western Europe. Most of these
countries have pluralistic svstems, in which com-
mercial and public-service components operate side
by side,

Keeping both government and commercial inter-
ests at arm'’s length, but without necessarily shun-
ning the help of either completely, public-service
broadcasting seeks to accomplish goals not likely 1o
be adequatel met by commercial services. Tt tries to
serve all citizens equally, giving people in remote
rural arcas program choices similar to  those
enjoved by people in cities. Public-service broad-
casting also seeks balanced programming, supple-
menting light entertainment with programs serving
culture, education, public affairs, and minority in-
terests. Commercial broadcasting, in contrast, tends
to emphasize the light entertainment that advertis-
ers prefer and to bring an oversupply of services to
heavily populated, rich markets and to neglect the
thinly populated, poorer markets.

Forcign public-service broadcasting services rely
almost universally on receirer license fees for a ma-
jor part of their funding, supplemented in most cases
by limited advertising revenue. Those that sell ad-
vertising time must usually limit their ad revenue o
a relatively small proportion of their budgets. thus
avoiding domination by commercial interests. Re-
ceiver license fees provide a steady, predictable,
relatively neutral source of income. less subject to
political pressures than direct government subsi-
dies. Because the public alwavs opposes fee in-
creases, however, politicians never raise fees fast
cenough to satisfy fully the needs of the broadcast-
ing organizations.

U.S. Influence European public-service broad-
casting, often mistakenhy regarded disdainfully by
American  broadcasters  simply as  goverrnment
broadcasting, consciously strives o resist American
influence.  Nevertheless,  foreign  public-service
broadcasters buy American programs because they
cost so little and are popular with most audiences.
American production values and American culture
fascinate people nearly evervwhere, particularly
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voung people. However, American programs do not
necessarilv hold the same auractions for govern-
ment ofticials and culwaral leaders.

Although U.S. syndicated programs dominate the
world export market, it does not follow that foreign
audiences alwavs prefer US. entertainment pro-
grams to those produced at home. Once a country
gears up professionally, indigenous programs prove
more popular than imports. But most countries sim-
ply cannot produce enough of their own enterain-
ment to fill all their network and cable system
schedules.

United States distributors find an especially ready
acceptance with the operators of international cable
networks and direct-to-home satellite services, no-
tably those of Europe. Foreign U.S. investments and
exported managerial skills also bring American in-
tfluence to bear. Entrepreneurs, even those in major
countries like Britain, France, and West Germany,
have difficulty in mounting protitable satellite-to-
cable networks on a national basis. The alternative,
networks appealing to the whole of Europe or 1o
those parts that share a common language, must
surmount conflicting sets of media laws, incompat-
ible technical standards, different copyright and
performing rights restrictions, various kanguage and
cultural preferences, and erratically drawn coverage
areas.

American influence also has grown because the
advanced countries have all begun to subscribe in
varving degrees to the US, deregulatory philosophy
of open, competitive markets operating in a mini-
mally regulated environment. The U.S. government
actively promotes these goals abroad in order to
keep foreign markets open for ULS, programs, com-
munications services, communications hardware, and
investments. Deregulation thus has backed the tra-
ditional, centralized public-service broadcasters of
the European tyvpe into a corner. Government after
government has begun to question the advisability
of protecting these services from the inroads of
private entrepreneurs,

The Epilogue of this book returns to these global
themes, describing sclected foreign svstems and
foreign reactions to U.S. influence in the world of
clectronic mass media,




Summary

& Broadcasting is a worthwhile subject of study be-
cause it interests many different tvpes of specialists
and has effects that people want to control for their
own or societv's benefit.

bifferentiating broadcasting from cable television
and other communications media matters because
regulations differ among the media.

This book treats (in order): history, technology,
cconomics, programs, impact, controls, and a global
view of .S, media compared with those in other
countries.

& Broadcasting began in the 1920s. Important de-
velopments since then include certralization of pro-
duction, the rise of networks to a dominant place
in programming, and the emergence of cable tele-
vision and satellites.

# Technological development has been marked by
a process of convergence, assisted especially by sat-
cllites, digital signal processing, and computers.
Convergence has blurred distinctions among the
different telecommunication genres,

& Economics drives the broadeasting medium to-
ward centralization of functions: because funding
sources tend to control the natere of a service, mul-
tiple sources help broaden the program fare.
Programs tend to replicate alieady existing media
formats; program providers increasingly specialize
instead of offering diverse program schedules.

The broadcasting medium’s ability wo auract au-
diences from competing media has stronglv affected
those media. Ratings measure audience impact in
terms of the program choices thev make. These
measurements, which playv a major role in auracting
advertisers, influence the choice of programs to be
produced.

First Amendment constraints limit regulation of
the media. but hitherto the broadcasting medium
has been considered less subject to First Amend-
ment protecton than the press. However, the con-
temporary policy of deregulation tends toward
cqualizing First Amendment protections. Preven-
tion of monopoly and encouragement of tocalism
have been special regulatory concerns.

Broadcasting in other nations tends 10 be more
nationally oriented and more nationalistic in out-
look than in America. Small countries, unable to
produce sufticient programs to fill their national
channels, tind it necessary o import large per-
centages of their programs.

LS. programs dominate the international market
because of their quantity. their relatively low prices,
their production values, and the intense interest
American culture elicits in foreign countries. How-
ever, well-produced home-grown programs usually
outdraw imports.
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DEVELOPMENT

American broadcasting took a number of decades
to develop into the widespread and varied system
we know today. The next three chapters wrace that
evolution: the development of wireless and then
radio to 1927 (Chapter 2); the hevday of radio and
television for the next half-century (Chapter 3); and
the development of competing electronic media
services, mainly in the past decade or so (Chapter
4) We consider the inventors who made broad:
casting possible, along with the business innovators
who made it unversal reality, and follow the growth
of system and content from the first tentative pro-
grams and hookups of the crystal-set era of the 19208
to the cornucopia of electronic media services avail-
able in the 1990s.

29



World Radio Histor



v CHAPTER?

THE RISE OF RADIO

[t took a century to introduce photography into
general use, the telephone took half a century, radio
technology 335 vears. That special form of wireless
radio called broadcasting ook only about eight vears.
The preconditions for its emergence had been
evolving for at least a century. Several developments
were intertwinedyf(1)the emergence of social con-
ditions favorable 1e development of mass com-
munication (urbanization, better education, more
leisure time, and so on), leading to the habit of
media consumption; he corresponding growth
of industrial and busiiicss institutions able o pro-
vide consumer goods in quantity (including enter-
tainment and informative media content); and

the progress of scientific know-how that made po¥’
sible new wavs of communicating that content.

2.1
Prece

The habit of mass media consumption had already
been cultivated by the popular press, the phono-
graph, and the motion picture long before broad-
casting began. These older media arose frem the
mechanical inventive tradition of the 19th century
and from fundamental social changes brought about
by the Industrial Revolution (roughly 1750-1850).
Yor centuries, the primary occupation of the masses
of people living in Western countries had been ag-

The Penny Press

riculture); but industrial occupations increasingly
drew people away from the land until evenwally,
by the mid-20th century, most people lived and
worked in cities.

The concentrations of people in cities became
the target of what we now call the “mass media™—
those means of communication that use technology
to reach farge parts of the total population almost
simultaneoushy with the kinds of news and enter-
tainment that ordinary people find attractive, at a
price that ordinary people can aftord to pay.

Urban concentration, edu-

caton and rising literacy, and leisure all contrib-
uted to changing the print medium from a special
amenity provided primarily for the elire 1o a com-
monplace product for the masses The penny press
signaled this rransformation. After 1833, the New York
Stz led a new trend toward mass-ariented and mass-
produced papers. They sold for a mere penny a copy.,
first in the thousands and eventually in the hundreds
of thousands of copies.

Until that time. newspapers had concentrated on
news of commerce, party politics, and other such
“serious” subjects. The popular press broadened
the range of subjects covered, exploiting news of
evervday events, sensational crimes, gossip, human
interest stories, and sports—all presented in a breezy.,
colloquial styvle that contrasted with the flowery es-
say style of the past. Popular newspapers widened
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their appeal by cutting across lines of class, sex, age,
political party, and cherished beliefs. By the 1890s
some mass-oriented newspapers had circulations of
over a4 million. They helped to create the habit of
mass media consumption {rom which broadcasting
ould profit in the 1920s.

Vaudeville | Early broadcasting drew heavily from
e, itself a successor to traveling minstrel
shows. Immensely popular in the 20 era,
vaudeville featured song-and-dance teams, short plays,
Irish tenors, and ethnic comics, and filled estab-
lished vaudeville theaters in cities large and small.
New York had 37 vaudeville houses, Philadelphia
30, and Chicago 22. Hundreds operated in smaller
towns across the country. By the turn of the century,
vaudeville theaters began showing bits of novelty
film as a fller while clearing the house between
programs—"an ironic foreshadowing of impending
doom™ (Nve, 1970: 171). At its peak, the vaudeville
circuit sold more tickets than all other kinds of
entertainment combined. Then came movies, fol-
lowed by radio. They could earn more money be-
cause thev could bring entertainers to national
audiences without the cost of transporting troupes
and all their baggage, scenery, and musical instru-
ments from town to town. The new media drew on
the same vaudeville talent pool. Song-and-patter
teams proved especiath adaptable to radio. Such
famous radio comics as Jack Benny and Fred Allen
started in vaudeville. The musical variety shows of
nerwork radio and later television had their vaude-
ville counterparts.

The Phonograph | A late-19th-century inven-
forf. the phonograph, helped vaudeville o prepare
the pubtic for radio broadcasting, Owning a phon-
ograph accustomed people to investing in a picce of
furniture that brought entertainment into the home,
By the end of World War 1L on the eve of the intro-
duction of broadcasting, some 200 phonograph
manufacturers turned out more than two million
plavers cach vear.

When radio began to develop in the 1920s, phon-
ograph recording still depended on obsolete acous-
tic methods that were not fundamentally different

32 The Rise of Radio

from those used by Thomas Edison in 1878, Com-
petition from radio broadcasting and the Depres-
sion devastated the pnonograph industry, and by
1933 it was “practically extinct”™ (Gelatt, 1977: 263).
_fronicallv, not long after it drove manv phono-
graph companies out of business, broadcasting be-
;,m l()mp lhcm revive, 1111\ I(.\Ll'\ll came Ahoul

music that radio created, and partly_because of,
IUSIC U
_improved rcu)rdmg,.muheek—audg_pusublc_h\

the belated application of radio technology to the
phonograph.

Motion Pictures | The cinema evolved side by
side with the phonograph. In fact. Edison plaved a
kev role in both developments, marketing his “ki-
netoscope” motion-picture_camera in 1889 Tie
moditied it slightly in the 1890s to turn it into i peep-
show device that enabled viewers, one at a time, to
watch brief sequences of pictures in silent motion.
Like the phonograph industry, motion pictures had
become well established by the time broadcasting
began in 1920. The movies catered to a mass audi-
ence for information as well as_entertainment:
newsreels Tormed an important part of movie
theater  presentations  before  television  super
seded them.

Like the phonograph, motion pictures had some
thing to learn from radio technology—the ability to
talk. The need for synchronized sound (precise
matching of sound and picture) stvmied progress
toward “talkies.” They finally began in carnest in

1928, with several rival sound systems competing
for acceptance. One of these had been developed
by RCA, the owner of the first national radio net-
work—an example of the many links between
broadcasting and motion pictures in the 1920s, long
before the advent of television.

\ Wire Communication

Although broadcasting benefited from the prior arts
of sound md the motion picture, its di-

rect technical and industrial antecedents were the



telegraph and the telephgne—point-to-point rather

than mass-oriented 3 on media. This
mea ATt wass , rather than
v phonograph
and the movies ¢d 10 the invention of radio
and, eventually. to its application to public as well
as private communication purposes.

The Land Telegraph k Most people did not feel

any urgent need for instant communication bevond
the horizon in times of peace until the era of the
steam railroad. Then some means of signaling to
distant staticns became essenuatl for safe and efhi-
cient rait operations. To meet this need, the British
developed a form of_electrical_telegraphy in the
1820 Electrical imputlses sent along a wire caused
deflections of a pointer in a detecting device at the
receiving end. An operator “read” the message by
interpreting the movements of the pointer.

An American, Samuel F. B. Morse, after extensive
experiments in the 1830s, made significant im-
provements. His telegraph receiver had the great
advantage of automatically recording messages on
strips of paper. We still use the term MHorse_code
for the system that he and a partner developed for
translating the letters of the atphabet into patterns
of clectrical impulses.

With the help of federal money, in 1844 Morse
installed the first operational telegraph line in the
United States, linking Washington, DC, and Balti-
more, The first message over the fort-mile Tine
suggests the awe the achievement created: “What
hatlh God wrought!™

In most parts of the world, governments still re-
tain the responsibility for operating national teleg-
raphy svstems. Congress, however, fearing that the
federal Post Office would lose monev if the gov-
crnment competed with itself by running the tele-
graph as well, sold its interest in Morse's line to

“The word telegrapin ("distant writing™) was already in use,
referving to the relay ing of semaphore (visual) messages through
aseries of line-of-sight signaling stations. However, today tele-
graphy and the laes term telephony refer, respectively, 1o code
and voice communication by wire. unless preceded by the word
wireless or radio.

Submarine Cabl¢

private investors, retaining only the right of gov-
ernment regulasion. By the end of the Civit War, a
single company, Western _Union—had-cmerged as

the dominant force in the telegraph tield.

Laving telegraph lines un-
derwater offered a more difticult challenge than
overland telegraph. Technological problems and the
tack of hinancial backing frustrated several avempts
1o lav cable benceath the Attantic Ocean. Regular
transatlantic cable communication began in 1866, and
soon Europe and America could exchange infor-
mation in minutes instead of weeks or months. Ac-
celerated  international  communication  brought
profound changes. The first breach had been made
in the walls of international isolation, with far-
reaching eftects on trade, politics, diplomacy, and
wiar.

Submuarine cable and telegraphy had an early and
lasting association with news. Even before the
electric telegraph became available. newspapers
had begun to share the costs of news gathering,
the first form of media svndication_(see Chapter

13). The British news agency Reuters “tollowed the

cable™ wherever 1t led around the globe. estab-
lishing one of the first international news agen-
cies or news wive services. The Associated Press
began in New York in the 1840s. and soon other
nations fotlowed suit.

Bell’s Telephone\ Inventors next turned their
attention to the transmission of speech itself, etimi-
nating the tedious business of encoding and decod-
ing telegraph messages. Sound, of course, involves
much more complex variation of electric current
than do the simple “on-off” signals of the telegraph.
The problem of ihe telephone centered on finding
a sensitive transducer, 2 modulating device able to

convert complex sound energy from one medium
(air) to another medium (electric current). Many
investigators struggled with this problem and were
on the verge of a solution when Alexander Graham
Bell tiled for the kev telephone patent in 1876.

Bell organized his original telephone firm a vear
later, when he secured a second essential patent.
But the inventor and his f<ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>