CONMMUNICATIONS



MASS

CONMMUNICATIONS

A BOOK OF READINGS SELECTED

AND EDITED BY THE DIRECTOR OF THE
INSTITUTE FOR COMMUNICATION RESEARCH
AT STANFORD UNIVERSITY, WILBUR SCHRAMM

Universily of Illinots Press, Urbana, 1960



SECOND EDITION

@ 1960 BY THE BOARD OF TRUSTEES
OF THE UNIVERSITY OF ILLINOIS.
MANUFACTURED IN THE

UNITED STATES OF AMERICA.
LIBRARY OF CONGRESS

CATALOG CARD NO. 60-8343.

MASS COMMUNICATIONS



A M3
S3H
/960

This volume is dedicated to three pioneers in the study of mass
communications through the social sciences:

PAUL F. LAZARSFELD * HAROLD D. LASSWELL * CARL I. HOVLAND

4199



FOREWORD TO THE SECOND EDITION

TEN YEARS ago, when Mass Communications first appeared, we in-
tended it to be a pioneering reader for the study of mass communi-
cations through the windows of the social sciences. We hoped it
would prove useful to college and university classes studying mass
communications and would stimulate scholars to write integrated
books to supplement or replace it.

It appears that only half those hopes were realized. The book
did indeed prove useful to students and teachers, and was respon-
sible for introducing the study of mass communications from the
viewpoint of the social sciences into many universities in several
countries. But when we tried to treat it as a pioneering rather than
a continuing book, and therefore resisted the temptation to make
a second edition and finally let the first edition go out of print, we
discovered that nothing had been written which quite replaced this
book as an introductory volume. When in one week we received
requests from four foreign countries asking the publishers to “please
find us a used copy somewhere,” and when the sale of used copies
was reported at three times the original price of the book, then
we reconsidered and decided to bring out a second edition.

Like the first edition, this one brings together anthropologists,
psychologists, sociologists, political scientists, economists, teachers
of mass communication, and professional mass communicators,
combining diversity of approach with unity of target. However, in
the years since the first edition, there have been important develop-
ments in the field.

So far as the media are concerned, the great event has been the
phenomenal growth of television. The first edition hardly men-
tioned television; in this volume, it has its proper place.

In scholarship there have been equally important, though less
spectacular, developments. For one thing, there has been a salu-
tary emphasis on the mass media as organizations, to reflect which
we have put in a new section on the structure and function of mass
communications, with Harold Lasswell’s famous essay on “Structure
and Function,” descriptions of the day-to-day operations of press,




film, and television, a memorandum on gatekeepers, and Warren
Breed’s sociological study of the newsroom. There has also been a
healthful and general realization that the emphasis on “mass” au-
dience—meaning an audience of individuals in lonely and direct
contact with mass communication—was never accurate. The publi-
cation of Katz and Lazarsfeld’s Personal Influence dramatized the
fact that personal communication in the audience must now be
considered in its relation to mass communication, and that the
activity within the audience at the end of the communication chain
is as important in bringing about the “effect” of the mass media as
are the media themselves. We present in this volume one of the
best-known ideas within this concept—"“the two-step” flow of mass
communication. Since the first edition, there has been a most wel-
come emphasis on responsibility in mass communication, including
not only ing—criticism—from-the -outside but_also a newly
self-critical attitude on the part of some media men, and the publi-
Cqﬁmtmﬁ)’rbdok on communicati_gwthirty
—years. This chain of development we have also represented here
by an entirely new section. There has also been a notable develop-
ment in the study of mass communication in other countries and
between countries, stimulated by the work of UNESCO in mass
communication and by such projects as the international communi-
cation study at M.I.T. We have included Dr. Lerner’s article on
countries in transition from oral to media communication, and an
appendix on mass communication in other countries. Finally, the
statistics of mass communication are in better shape than they
were ten years ago (although still far from optimum) and we have
been able to include more and better tables than in the first edition.
The selections in the first edition were tried out in the Institute
of Communications Research at the University of Illinois, of which
the editor was then director. Academic mobility being what it is,
it is now possible to report that the selections in the second edition
have been used and tested in the Stanford Institute for Communi-
cation Research. I believe I can speak for both institutes in saying
that they are glad to share their experiences with these readings
and to make them available for wider use.

Wn.BUR SCHRAMM

Center for Advanced Study
December, 1959 in the Behavioral Sciences
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THE DEVELOPMENT OF MASS
COMMUNICATIONS



WHEN DID mass communications begin? The date usually given is that
of the beginning of printing from movable metal type, in Western Europe
in the fifteenth century, but the roots are much earlier and the flowering
much later.

The mass media are the resultant of forces set in motion when groups
of manlike animals first huddled together against the cold and danger of
primitive times. The tool of language came before history, and the tool
we know as the alphabet came in the very dawn of history. Sometime
between the beginning of language and the invention of the alphabet,
man developed highly ingenious ways of storing knowledge and trans-
mitting information. Smoke signals and drum beats were the first broad-
casts, and the first libraries were collections of cut stone tablets. The
Romans published a sort of wall newspaper, and during the Middle Ages
many books and shorter documents were printed from wood blocks. On
the eastern edge of Asia there was printing from metal type a long time
before men printed from metal on the western edge of Europe. In Korea,
where they had paper, ink, and metal type first, conditions were not ripe
for the growth of mass communication; in Western Europe, when Guten-
berg began to print, society was more nearly ready to develop the new
device.

But it was many years after Gutenberg before Western Europe de-
veloped anything which we should recognize today as mass media. As
soon as the first books and documents came off the presses, however, the
new tool of print was.caught up in social use. It became a weapon of
the men in power and a weapon of revolution. The first news sheets
became tools of commerce; the first books became tools of education.
Magazines and pamphlets argued out the politics of the sixteenth and
seventeenth century. The British, the American, the French revolutions
would have been unlikely, if not impossible, without mass communica-
tion. When political freedom had been won for the’common man, mass
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4 MASS COMMUNICATIONS

communications were able to reach, over the heads of the specially privi-
leged and the specially educated, to the great masses of men who had
need of information in order to play their proper parts in democracy
and to take advantage of the opportunities they were being offered.
Political democracy, economic opportunity, free public education, the
Industrial Revolution, and mass communication were woven together in
the nineteenth and twentieth centuries to make a great change in human
life and national relations.

The significance of what happened on the printing presses of the
fifteenth century was that a machine had been developed to duplicate
an idealized version of man’s handwriting. The significance of what
happened in the nineteenth century in the laboratories of Daguerre,
Edison, Bell, Marconi, and others was that a machine had been de-
veloped to see and hear for man at great distances. These are the two
kinds of mass communication, and so interwoven are they now in our
lives that it is hard to imagine what life would be without them.

The following pages begin with a brief chronology of mass communi-
cations. Then comes Professor Park’s thoughtful account of the growth
of the newspaper in the midst of the social forces with which it inter-
acted. This is followed by accounts of some of the newer media: motion
picture, radio, modern telecommunication, and the great news agencies.
Finally there is a chapter on the growth of the newest medium, tele-
vision. Notice also the table on the growth of literacy in the United
States. Literacy is at once a cause and an effect of the growth of mass
media. Without mass media, there is less reason for people to learn to
read; without widespread literacy, there is little market for printed
media. This is why the growth of public education was parallel to the
growth of mass communications in this country, and also why the first
great growth of mass communications in illiterate countries at the present
time is usually by means of radio and film.




A BRIEF CHRONOLOGY OF
MASS COMMUNICATIONS

By 105 a.p. Chinese had made paper and ink.

By 450 Block printing practiced in Asia.

868 Oldest preserved block-printed book, The Diamond Sutra.

900-1450 Book scribes developed high skill. Movable type de-
veloped in China, and cast metal type in Korea. Just before
the middle of the fifteenth century, Gutenberg and others
apparently perfected the system of casting metal type, and
applied it to bookmaking with a practical hand press and oil
varnish ink.

1456 The 42-line “Gutenberg” Bible.

1450-1550 Beginning in Germany, printing swept over Europe.
Caxton established an English press in 1476. Aldus was op-
erating his famous press in Italy in 1494.

1539 First press in Western Hemisphere—Mexico.

1621 First coranto (news sheet) printed in Amsterdam (first Eng-
lish coranto, 1622).

1638 First press in American colonies. The oldest extant book
printed in America—The Bay Psalm Book—published in 1640.

1665 First English newspaper, London Gazette.

1690 First American newspaper, Publick Occurrences, Boston. It
lasted one issue.

1702 First daily newspaper in English, The Daily Courant, Lon-
don.

1704 First continuously published American newspaper, The Bos-
ton News-Letter.
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1731 First magazine, in present meaning of that term—The Gentle-
man’s Magazine, London.

1741 First magazine in America, American Magazine, Philadelphia.

1784 First successful daily newspaper in America, The Pennsylvania
Packet, and Daily Advertiser, Philadelphia (first issued tri-
weekly, then daily).

1805 Stereotyping process developed.

1807 Fourdrinier brothers perfected system for making paper.

1814 Steam power applied to printing press, and cylinder press
developed.

1833 First penny paper, The New York Sun, opened the way to
mass circulation.

1839 Daguerre developed practical method of photography
(daguerrotype).

1844 Morse transmitted first telegraph message.

1848 First press association in America.

1853 Paper made from wood pulp.

1857 First transatlantic cable.

1867 First practical typewriter.

1868 First web perfecting press.

1872 Process of photoengraving developed (halftones in 1880).

1873 First daily illustrated paper.

1876 Bell transmitted the first telephone message by overhead wire.

1877 Edison invented the phonograph.

1886 Mergenthaler introduced the Linotype.

1894 Motion picture projector perfected and first films shown the
public.

1895 Marconi sends and receives wireless messages.

1897 Motion pictures of Corbett-Fitzsimmons fight. First motion
picture which told a story, “The Great Train Robbery,” made
in 1903.

1904 Telephone wirephoto sent from Munich to Nuremberg.

1906 Fessenden transmitted human voice by radio.

1920 Beginning of regularly scheduled broadcasting—8MK (later
WW]J), Detroit, and KDKA, Pittsburgh.

1923 Picture televised between New York and Philadelphia.

1923 Time started new fashion in news magazines.

1924 Tabloid newspaper.

1926 Beginning of book clubs.
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1926 First radio network, NBC. Blue (ABC) and CBS, 1927. MBS,
1934.

1927 “Jazz Singer” started vogue of talking pictures.

1928 First Disney animated cartoon.

1928 Regular television schedule begun by WGY, Schenectady.

1935 Major E. H. Armstrong developed FM.

1936 Life started new fashion in picture magazines.

1938 Daily facsimile broadcasts started by KSD, St. Louis.

1941 Full commercial television authorized.

1948 Beginning of great expansion of television. From 100,000 sets
in the U.S. at the beginning of that year, total increased more
than one million during 1948, and thereafter in rapidly rising
curve,

1952 End of television “freeze,” permitting new stations to be li-
censed and television to spread across the continent.

1954 Beginning of color television broadcasts on regular and con-
tinuing commercial basis.



THE NATURAL HISTORY OF THE NEWSPAPER

BY ROBERT E. PARK

The author was a professor of sociology at the University of Chicago.
This essay appears as a chapter in Park, Burgess, and McKenzie’s The
City, copyrighted by the University of Chicago Press, 1925. It is re-
printed by permission of the publisher.

THE STRUGGLE FOR EXISTENCE

THE NEWSPAPER has a history; but it has, likewise, a natural history.
The press, as it exists, is not, as our moralists sometimes seem to as-
sume, the willful product of any little group of living men. On the
contrary, it is the outcome of a historic process in which many in-
dividuals participated without foreseeing what the ultimate product
of their labors was to be.

The newspaper, like the modern city, is not wholly a rational
product. No one sought to make it just what it is. In spite of all the
efforts of individual men and generations of men to control it and
to make it something after their own heart, it has continued to grow
and change in its own incalculable ways.

The type of newspaper that exists is the type that has survived
under the conditions of modern life. The men who may be said to
have made the modern newspaper—James Gordon Bennett, Charles
A. Dana, Joseph Pulitzer, and William Randolph Hearst—are the
men who discovered the kind of paper that men and women would
read and had the courage to publish it.

The natural history of the press is the history of the surviving

8



THE NATURAL HISTORY OF THE NEWSPAPER 9

species. It is an account of the conditions under which the existing
newspaper has grown up and taken form.

A newspaper is not merely printed. It is circulated and read.
Otherwise it is not a newspaper. The struggle for existence, in the
case of the newspaper, has been a struggle for circulation. The
newspaper that is not read ceases to be an influence in the com-
munity. The power of the press may be roughly measured by the
number of people who read it.

The growth of great cities has enormously increased the size of
the reading public. Reading, which was a luxury in the country, has
become a necessity in the city. In the urban environment literacy is
almost as much a necessity as speech itself. That is one reason there
are so many foreign-language newspapers.

Mark Villchur, editor of the Russkoye Slovo, New York City,
asked his readers how many of them had read newspapers in the
old country. He found that out of 312 correspondents only 16 had
regularly read newspapers in Russia; 10 others from time to time
read newspapers in the Volast, the village administration center,
and 12 were subscribers to weekly magazines. In America all of
them were subscribers or readers of Russian newspapers.

This is interesting because the immigrant has had, first and last,
a profound influence on the character of our native newspapers.
How to bring the immigrant and his descendants into the circle of
newspaper readers has been one of the problems of modern jour-
nalism.

The immigrant who has, perhaps, acquired the newspaper habit
from reading a foreign-language newspaper is eventually attracted
to the native American newspapers. They are for him a window
looking out into the larger world outside the narrow circle of the
immigrant community in which he has been compelled to live.
The newspapers have discovered that even men who can perhaps
read no more than the headlines in the daily press will buy a Sun-
day paper to look at the pictures.

It is said that the most successful of the Hearst papers, the New
York Evening Journal, gains a new body of subscribers every six
years. Apparently it gets its readers mainly from immigrants. They
graduate into Mr. Hearst’s papers from the foreign-language press,
and when the sensationalism of these papers begins to pall, they
acquire a taste for some soberer journals. At any rate, Mr. Hearst
has been a great Americanizer.
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In their efforts to make the newspaper readable to the least-in-
structed reader, to find in the daily news material that would thrill
the crudest intelligence, publishers have made one important dis-
covery. They have found that the difference between the high-brow
and the low-brow, which once seemed so profound, is largely a
difference in vocabularies. In short, if the press can make itself in-
telligible to the common man, it will have even less difficulty in
being understood by the intellectual. The character of present-day
newspapers has been profoundly influenced by this fact.

THE FIRST NEWSPAPERS

What is a newspaper? Many answers have been given. It is the
tribune of the people; it is the fourth estate;! the Palladium of our
civil liberties, etc.

On the other hand, this same newspaper has been characterized
as the great sophist. What the popular teachers did for Athens in
the period of Socrates and Plato the press has done in modern times
for the common man.

The modern newspaper has been accused of being a business
enterprise. “Yes,” say the newspaper men, “and the commodity it
sells is news.” It is the truth shop. (The editor is the philosopher
turned merchant.) By making information about our common life
accessible to every individual at less than the price of a telephone
call, we are to regain, it is urged—even in the complicated life of
what Graham Wallas calls the “Great Society”—some sort of work-
ing democracy.

The advertising manager’s notion is again something different.
For him the newspaper is a medium for creating advertising values.
The business of the editor is to provide the envelope which incloses
the space which the advertising man sells. Eventually the newspaper
may be conceived as a sort of common carrier, like the railway or
the post office.

The newspaper, according to the author of The Brass Check, is a
" 1The three “estates of the realm” were kings, lords, and commons in the
seventeenth century; later they were designated as the lords spiritual, the lords
temporal, and the commons. In the eighteenth century the atmmy was sometimes
referred to as a “fourth estate,” and at least once “the mob” was thus named.
Probably Macaulay was the first to give this designation to “the gallery in
which the reporters sit,” in his essay on Hallam’s Constitutional History in

1828, though Carlyle in his “Hero as a Man of Letters” ascribes the bon mot
to Burke. It is not found in Burke’s printed works.
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crime. The brass check is a symbol of prostitution. “The brass check
is found in your pay envelope every week—you who write and
print and distribute our newspapers and magazines. The brass check
is the price of your shame—you who take the fair body of truth
and sell it in the market place, who betray the virgin hopes of man-
kind into the loathsome brothel of big business.”

This is the conception of a moralist and a socialist—Upton
Sinclair.

Evidently the newspaper is an institution that is not yet fully
understood. What it is, or seems to be, for any onc of us at any
time is determined by our differing points of view. As a matter of
fact, we do not know much about the newspaper. It has never been
studied.

One reason we know so little about the newspaper is that as it
exists today it is a very recent manifestation. Besides, in the course
of its relatively brief history, it has gone through a remarkable series
of transfigurations. The press today is, however, all that it was and
something more. To understand it we must see it in its historic
perspective.

The first newspapers were written or printed letters; news-letters
they were called. In the seventeenth century, English country-
gentlemen used to employ correspondents to write them once a
week from London the gossip of the court and of the town.

The first newspaper in America, at least the first newspaper that
lasted beyond its first issue, was the Boston News-Letter. It was
published by the postmaster. The village post office has always been
a public forum, where all the affairs of the nation and the com-
munity were discussed. It was to be expected that there, in close
proximity to the sources of intelligence, if anywhere, a newspaper
would spring up. For a long time the position of postmaster and
the vocation of editor were regarded as inseparable.

The first newspapers were simply devices for organizing gossip,
and that, to a greater or less extent, they have remained. Horace
Greeley’s advice to a friend who was about to start a country paper
is as good today as it was then.

Begin with a clear conception that the subject of deepest interest to
an average human being is himself; next to that, he is most concerned
about his neighbors. Asia and the Tongo Islands stand a long way after
these in his regard. It does seem to me that most country journals are
oblivious as to these vital truths. If you will, so soon as may be, secure a
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wide-awake, judicious correspondent in each village and township of
your county, some young lawyer, doctor, clerk in a store, or assistant in
a post-office who will promptly send you whatever of moment occurs in
his vicinity, and will make up at least half of your journal of local matter
thus collected, nobody in the county can long do without it. Do not
let a new church be organized, or new members be added to one already
existing, a farm be sold, a new house be raised, a mill be set in motion,
a store be opened, nor anything of interest to a dozen families occur,
without having the fact duly though briefly chronicled in your columns.
If a farmer cuts a big tree, or grows a mammoth beet, or harvests a
bounteous yield of wheat or corn, set forth the fact as concisely and un-
exceptionally as possible.

What Greeley advises friend Fletcher to do with his country
paper the city editor of every newspaper, as far as it humanly is
possible, is still trying to do. It is not practicable, in a city of three
million and more, to mention everybody’s name. For that reason
attention is focused upon a few prominent figures. In a city where
everything happens every day, it is not possible to record every
petty incident, every variation from the routine of the city life.
It is possible, however, to select certain particularly picturesque
or romantic incidents and treat them symbolically, for their human
interest rather than their individual and personal significance. In
this way news ccases to be wholly personal and assumes the form of
art. It ceases to be the record of the doings of individual men and
women and becomes an impersonal account of manners and life.

The motive, conscious or unconscious, of the writers and of the
press in all this is to reproduce, as far as possible, in the city the
conditions of life in the village. In the village everyone knew every-
one else. Everyone called everyone by his first name. The village
was democratic. We are a nation of villagers. Our institutions are
fundamentally village institutions. In the village, gossip and public
opinion were the main sources of social control.

“I would rather live,” said Thomas Jefferson, “in a country with
newspapers and without a government than in a country with a
government and without newspapers.”

If public opinion is to continue to govern in the future as it has in
the past, if we propose to maintain a democracy as Jefferson con-
ceived it, the newspaper must continue to tell us about ourselves.
We must somehow learn to know our community and its affairs in
the same intimate way in which we knew them in the country
villages. The newspaper must continue to be the printed diary of
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the home community. Marriages and divorce, crime and politics
must continue to make up the main body of our news. Local news
is the very stuff that democracy is made of.

But that, according to Walter Lippmann, is just the difficulty. “As
social truth is organized today,” so he says, “the press is not consti-
tuted to furnish from one edition to the next the amount of knowl-
edge which the democratic theory of public opinion demands. . . .
When we expect it to supply such a body of truth, we employ a
misleading standard of judgment. We misunderstand the limited
nature of news, the illimitable complexity of society; we over-esti-
mate our own endurance, public spirit, and all-round competence.
We suppose an appetite for uninteresting truths which is not
discovered by any honest analysis of our own tastes. . . . Un-
consciously the theory sets up the single reader as theoretically
incompetent, and puts upon the press the burden of accomplishing
whatever representative government, industrial organization, and
diplomacy have failed to accomplish. Acting upon everybody for
thirty minutes in twenty-four hours, the press is asked to create
a mystical force called ‘public opinion’ that will take up the slack
in public institutions.”

It is evident that a newspaper cannot do for a community of one
million inhabitants what the village did spontaneously for itself
through the medium of gossip and personal contact. Nevertheless,
the efforts of the newspaper to achieve this impossible result are
an interesting chapter in the history of politics as well as of the
press.

THE PARTY PAPERS

The first newspapers, the news-letters, were not party papers.
Political journals began to supersede the news-letter at the begin-
ning of the eighteenth century. The news with which the reading
public was most concerned at that time was the reports of the
debates in Parliament.

Even before the rise of the party press certain prying and curious
individuals had made a business of visiting the Strangers’ Gallery
during the sessions of the House of Commons in order to write up
from memory, or from notes taken down surreptitiously, accounts of
the speeches and discussions during an important debate. At this
time all deliberations of Parliament were secret, and it was not
until one hundred years later that the right of reporters to attend
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the sessions of the House of Commons and record its proceedings
was officially recognized. In the meantime reporters were compelled
to resort to all sorts of subterfuges and indirect methods in order
to get information. It is upon this information, gathered in this way,
that much of our present history of English politics is based.

One of the most distinguished of these parliamentary reporters
was Samuel Johnson. One evening in 1770, it is reported, Johnson,
with a number of other celebrities, was taking dinner in London.
Conversation turned upon parliamentary oratory. Someone spoke of
a famous speech delivered in the House of Commons by the elder
Pitt in 1741. Someone else, amid the applause of the company,
quoted a passage from this speech as an illustration of an orator
who had surpassed in feeling and beauty of language the finest
efforts of the orators of antiquity. Then Johnson, who up to that
point had taken no part in the discussion, spoke up. “I wrote that
speech,” he said, “in a garret in Excter Street.”

The guests were struck with amazement. He was asked, “How
could it have been written by you, sir?”

“Sir,” said Johnson, “I wrote it in Exeter Street. I never was in
the gallery of the House of Commons but once. Cave had interests
with the doorkeepers; he and the persons employed under him
got admittance; they brought away the subjects of discussion, the
names of the speakers, the side they took, and the order in which
they rose, together with notes of the various arguments adduced
in the course of the debate. The whole was afterward communicated
to me, and I composed the speeches in the form they now have in
the ‘Parliamentary Debates,” for the speeches of that period are all
printed from Cave’s magazine.”

Someone undertook to praise Johnson’s impartiality, saying that
in his reports he seems to have dealt out reason and eloquence with
an equal hand to both political parties. “That is not quite true,”
was Johnson’s reply. “I saved appearances tolerably well; but I took
care that the Whig dogs should not have the best of it.”

This speech of William Pitt, composed by Johnson in Exeter
Street, has long held a place in school books and collections of
oratory. It is the famous speech in which Pitt answered the accusa-
tion of the “atrocious crime of being a young man.”

Perhaps Pitt thought he delivered that speech. At any rate there
is no evidence that he repudiated it. I might add that Pitt, if he was
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the first, was not the last statesman who is indebted to the reporters
for his reputation as an orator.

The significant thing about this incident is that it illustrates the
manner in which, under the influence of the parliamentary reporters,
something like a constitutional change was effected in the character
of parliamentary government. As soon as the parliamentary orators
discovered that they were addressing not only their fellow-members
but, indirectly, through the medium of the press, the people of Eng-
land, the whole character of parliamentary proceedings changed.
Through the newspapers the whole country was enabled to par-
ticipate in the discussions by which issues were framed and legisla-
tion was enacted.

Meanwhile, the newspapers themselves, under the influence of
the very discussions which they themselves instigated, had become
party organs. Whereupon the party press ceased to be a mere
chronicle of small gossip and came to be what we know as a
“journal of opinion.” The editor, meanwhile, no longer a mere
newsmonger and humble recorder of events, found himself the
mouthpiece of a political party, playing a réle in politics.

During the long struggle for freedom of thought and speech in
the seventeenth century, popular discontent had found literary
expression in the pamphlet and broadside. The most notable of
these pamphleteers was John Milton, and the most famous of these
pamphlets was Milton’s Areopagitica: A defence of the Liberty of
Unlicensed Printing, published in 1646; “the noblest piece of Eng-
lish prose” it has been called by Henry Morley.

When the newspaper became, in the early part of the eighteenth
century, a journal of opinion, it took over the function of the political
pamphlet. The opinion that had formerly found expression in a
broadside was now expressed in the form of editorial leading ar-
ticles. The editorial writer, who had inherited the mantle of the
pamphleteer, now assumed the réle of a tribune of the people.

It was in this role, as the protagonist of the popular cause, that
the newspaper captured the imagination of our intelligentsia.

When we read in the political literature of a generation ago
references to “the power of the press,” it is the editor and the
editorial, rather than the reporter and the news, of which these
writers are thinking. Even now when we speak of the liberty of the
press, it is the liberty to express an opinion, rather than the liberty
to investigate and publish the facts, which is meant. The activities
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of the reporter, upon which any opinion that is relevant to existing
conditions is likely to be based, are more often regarded as an in-
fringement of our personal rights than an exercise of our political
liberties.

The liberty of the press for which Milton wrote the Areopagitica
was the liberty to express an opinion. “Give me the liberty,” he said,
“to know, to alter, and to argue freely according to conscience,
above all liberties.”

Carlyle was thinking of the editorial writer and not of the re-
porter when he wrote: “Great is journalism! Is not every able
editor a ruler of the world, being a persuader of it?”

The United States inherited its parliamentary government, its
party system, and its newspapers from England. The réle which
the political journals played in English politics was re-enacted in
America. The American newspapers were a power with which the
British government had to reckon in the struggle of the colonies for
independence. After the British took possession of New York City,
Ambrose Serle, who had undertaken to publish the New York
Gazette in the interest of the invaders, wrote as follows to Lord
Dartmouth in regard to the patriot-party press.

Among other engines which have raised the present commotion, next
to indecent harangues of the preachers, none has had a more extensive
or stronger influence than the newspapers of the respective colonies.
One is astonished to see with what avidity they are sought after, and
how implicitly they are believed by the great bulk of the people.

It was nearly a century later, in the person of Horace Greeley,
editor of the New York Tribune during the anti-slavery struggle,
that the journal of opinion reached its highest expression in Amer-
ica. America has had better newspapermen than Horace Greeley,
although none, perhaps, whose opinions exercised so wide an influ-
ence. “The New York Tribune,” says Charles Francis Adams, “dur-
ing those years was the greatest educational factor, economically
and morally, this country has ever known.”

THE INDEPENDENT PRESS

The power of the press, as represented by the older type of news-
paper, rested in the final analysis upon the ability of its editors to
create a party and lead it. The journal of opinion is, by its very
nature, predestined to become the organ of a party, or at any rate
the mouthpiece of a school.
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So long as political activities were organized on the basis of
village life, the party system worked. In the village community,
where life was and still is relatively fixed and settled, custom and
tradition provided for most of the exigencies of daily life. In such a
community, where every deviation from the ordinary routine of life
was a matter of observation and comment and all the facts were
known, the political process was, at any rate, a comparatively
simple matter. Under these circumstances the work of the news-
paper, as a gatherer and interpreter of the news, was but an exten-
sion of the function which was otherwise performed spontaneously
by the community itself through the medium of personal contact
and gossip.

But as our cities expanded and life grew more complicated, it
turned out that political parties, in order to survive, must have a
permanent organization. Eventually party morale became a greater
value than the issues for the determination of which the parties are
supposed to exist. The effect upon the party press was to reduce it
to the position of a sort of house organ of the party organization. It
no longer knew from day to day just what its opinions were. The
editor was no longer a free agent. It was of this subjugated Tribune
that Walt Whitman was thinking when he coined the phrase, “the
kept editor.”

When, finally, the exigencies of party politics, under conditions of
life in great cities, developed the political machine, some of the
more independent newspapers revolted. This was the origin of the
independent press. It was one of the independent papers, the New
York Times of that day, that first assailed and eventually overthrew,
with the aid of a cartoonist, Thomas Nast, the Tweed Ring, the
first and most outrageous of the political machines that party politics
in this country has so far produced. Presently there was a general
breaking away, particularly by the metropolitan, as distinguished
from the country, papers, from the domination of the parties. Party
loyalty ceased to be a virtue.

Meanwhile a new political power had arisen and found expres-
sion in the press. This power was embodied, not in the editorial and
the editorial writer, however, but in the news and the reporter. In
spite of the fact that the prestige of the press, up to this time, had
rested on its réle of champion of popular causes, the older news-
papers were not read by the masses of the people.

The ordinary man is more interested in news than he is in political
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doctrines or abstract ideas. H. L. Mencken has called attention to
the fact that the average man does not understand more than two-
thirds of what “comes from the lips of the average political orator
or clergyman.”

The ordinary man, as the Saturday Evening Post has discovered,
thinks in concrete images, anecdotes, pictures, and parables. He
finds it difficult and tiresome to read a long article unless it is
dramatized and takes the form of what newspapers call a “story.”
“News story” and “fiction story” are two forms of modern literature
that are now sometimes so like one another that it is diffcult to
distinguish them. The Saturday Evening Post, for example, writes
the news in the form of fiction, while the daily press frequently
writes fiction in the form of news.

When it is not possible to present ideas in the concrete, dramatic
form of a story, the ordinary reader likes them stated in a short
paragraph. It is said that James E. Scripps, founder of the Detroit
News and one of the owners of several afternoon papers in sec-
ondary cities, built up his whole string of papers upon the basis of
the very simple psychological principle that the ordinary man will
read newspaper items in the inverse ratio to their length. His method
of -measuring the efficiency of his newspapers, therefore, was to
count the number of items they contained. The paper that had the
largest number of items was the best paper. This is just the reverse
of Mr. Hearst’s methods; his papers have fewer items than other
papers.

The old-time journalist was inclined to have a contempt for news.
News was for him simply material upon which to base an editorial.
If God let things happen that were not in accordance with his con-
ception of the fitness of things, he simply suppressed them. He re-
fused to take the responsibility of letting his readers learn about
things that he knew ought not to have happened.

Manton Marble, who was editor of the New York World before
Joseph Pulitzer took it and made it yellow, used to say there were
not eighteen thousand people in New York City to whom a well-
conducted newspaper could offer to address itself. If the circulation
of the paper went above that figure he thought there must be some-
thing wrong with the paper. Before Mr. Pulitzer took it over, the
circulation had actually sunk to ten thousand. The old New York
World preserved the type of the old conservative high-brow paper
down to the eighties. By that time in the larger cities the politically
independent newspapers had become the accepted type of journal.
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Long before the rise of what was later to be called the independ-
ent press, there had appeared in New York two journals that were
the forerunners of the present-day newspapers. In 1833 Benjamin
Day, with a few associates, started a paper for “mechanics and the
masses generally.” The price of this paper [the Sun] was one cent,
but the publishers expected to make up by larger circulation and by
advertising the loss sustained by the lower price. At that time most
of the other New York papers were selling for six cents.

It was, however, the enterprise of James Gordon Bennett, the
founder of the New York Herald, which set the pace in the new
form of journalism. In fact, as Will Irwin says in the only adequate
account that has ever been written of the American newspaper,?
“James Gordon Bennett invented news as we know it.” Bennett,
like some others who have contributed most to modern journalism,
was a disillusioned man, and for that very reason, perhaps, a ruth-
less and cynical one. “I renounce all so-called principles,” he said
in his announcement of the new enterprise. By principles he meant,
perhaps, editorial policies. His salutatory was at the same time a
valedictory. In announcing the purposes of the new journalism he
bade adieu to the aims and aspirations of the old. Henceforth the
editors were to be news-gatherers, and the newspaper staked' its
future on its ability to gather, print, and circulate news.

What is news? There have been many answers. I think it was
Charles A. Dana who said, “News is anything that will make pcople
talk.” This definition suggests at any rate the aims of the new
journalism. Its purpose was to print anything that would make
people talk and think, for most people do not think until they
begin to talk. Thought is after all a sort of internal conversation.

A later version of the same definition is this: “News is anything
that makes the reader say, ‘Gee Whiz!"” This is the definition of
Arthur McEwen, one of the men who helped make the Hearst
papers. It is at the same time the definition of the latest and most
successful type of journal, the yellow press. Not all successful
journals are, to be sure, yellow. The New York Times, for example,
is not. But the New York Times is not yet a type.

THE YELLOW PRESS

There seems to be, as Walter Lippmann has observed, two types
of newspaper readers. “Those who find their own lives interesting”

2 Irwin’s The American Newspaper was published serially in Collier’s in 1911,
but never appeared in book form.
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and “those who find their own lives dull, and wish to live a more
thrilling existence.” There are, correspondingly, two types of news-
papers: papers edited on the principle that readers are mainly
interested in reading about themselves, and papers edited upon
the principle that their readers, seeking some escape from the dull
routine of their own lives, are interested in anything which offers
them what the psychoanalysts call “a flight from reality.”

The provincial newspaper with its record of weddings, funerals,
lodge meetings, oyster suppers, and all the small patter of the small
town represents the first type. The metropolitan press, with its per-
sistent search in the drab episodes of city life for the romantic and
the picturesque, its dramatic accounts of vice and crime, and its un-
flagging interest in the movements of personages of a more or less
mythical high society represents the latter type.

Up to the last quarter of the nineteenth century, that is to say,
up to about 1880, most newspapers, even in our large cities, were
conducted on the theory that the best news a paper can print is a
death notice or a marriage announcement,

Up to that time the newspapers had not yet begun to break into
the tenements, and most people who supported a newspaper lived in
homes rather than in apartments. The telephone had not yet come
into popular use; the automobile was unheard of; the city was still
a mosaic of little neighborhoods, like our foreign-language com-
munities of the present day, in which the city dweller still main-
tained something of the provincialism of the small town.

Great changes, however, were impending. The independent press
was already driving some of the old-time newspapers to the wall.
There were more newspapers than either the public or the adver-
tisers were willing to support. It was at this time and under these
circumstances that newspaper men discovered that circulation
could be greatly increased by making literature out of the news.
Charles A. Dana had already done this in the Sun, but there still
was a large section of the population for whom the clever writing
of Mr. Dana’s young men was caviar.

The yellow press grew up in an attempt to capture for the news-
paper a public whose only literature was the family story paper or
the cheap novel. The problem was to write the news in such a way
that it would appeal to the fundamental passions. The formula was:
love and romance for the women; sport and politics for the men.

The effect of the application of this formula was enormously to
increase the circulation of the newspapers, not only in the great
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cities, but all over the country. These changes were brought about
mainly under the leadership of two men, Joseph Pulitzer and
William Randolph Hearst.

Pulitzer had discovered, while he was editor of the St. Louis Post-
Dispatch, that the way to fight popular causes was not to advocate
them on the editorial page but to advertise them—write them up—
in the news columns. It was Pulitzer who invented muck-raking. It
was this kind of journalism which enabled Pulitzer, within a period
of six years, to convert the old New York World, which was dying
of inanition when he took it, into the most talked-about, if not the
most widely circulated paper in New York City.

Meanwhile, out in San Francisco, Mr. Hearst had succeeded in
galvanizing the old moribund Examiner into new life, making it
the most widely read newspaper on the Pacific Coast.

It was under Mr. Hearst that the “sob sister” came into vogue.
This is her story, as Will Irwin told it in Collier’s, February 18,
1911:

Chamberlain (managing editor of the Examiner) conceived the idea
that the city hospital was badly managed. He picked a little slip of a
girl from among his cub reporters and assigned her to the investigation.
She invented her own method; she “fainted” on the street, and was
carried to the hospital for treatment. She turned out a story “with a sob
for the unfortunate in every line.” That was the professional beginning
of “Annie Laurie” or Winifred Black, and of a departure in newspaper
writing. For she came to have many imitators, but none other could
ever so well stir up the primitive emotions of sympathy and pity; she
was a “sob squad” all by herself. Indeed, in the discovery of this sympa-
thetic “woman writing,” Hearst broke through the crust into the thing
he was after.

With the experience that he had gained on the Examiner in San
Francisco and with a large fortune that he had inherited from his
father, Hearst invaded New York in 1896. It was not until he
reached New York and started out to make the New York Journal
the most widely read paper in the United States that yellow jour-
nalism reached the limit.

Pulitzer’s principal contribution to yellow journalism was muck-
raking. Hearst’s was mainly “jazz.” The newspaper had been con-
ducted up to this time upon the theory that its business was to
instruct. Hearst rejected that conception. His appeal was frankly
not to the intellect but to the heart. The newspaper was for him
first and last a form of entertainment.

It was about the time the yellow press was engaged in extending
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the newspaper habit to the masses of people, including women and
immigrants—who up to this time did not read newspapers—that the
department store was beginning to attract attention. The depart-
ment store is, in a sense, a creation of the Sunday newspaper. At
any rate, without the advertising that the Sunday newspaper was
able to give it, the department store would hardly have gained the
vogue it has today. It is important in this connection that women
read the Sunday paper before they did the dailies. The women are
buyers.

It was in the Sunday newspaper that the methods of yellow
journalism were first completely worked out. The men who are
chiefly responsible for them are Morrill Goddard and Arthur
Brisbane. It was Goddard’s ambition to make a paper that a man
would buy even if he could not read it. He went in for pictures,
first in black and white and then in colors. It was in the Sunday
World that the first seven-column cut was printed. Then followed
the comic section and all the other devices with which we are
familiar for compelling a dull-minded and reluctant public to read.

After these methods had been worked out in the Sunday paper,
they were introduced into the daily. The final triumph of the yellow
journal was Brisbane’s “Heart-to-Heart Editorials"—a column of
predigested platitudes and moralizing, with half-page diagrams and
illustrations to re-enforce the text. Nowhere has Herbert Spencer’s
maxim that the art of writing is economy of attention been so com-
pletely realized.

Walter Lippmann, in his study of public opinion, calls attention
to the fact that no sociologist has ever written a book on news-
gathering. It strikes him as very strange that an institution like the
press, from which we expect so much and get so little of what
we expect, should not have been the subject of a more disinterested
study.

It is true that we have not studied the newspaper as the biologists
have studied, for example, the potato bug. But the same may be
said of every political institution, and the newspaper is a political
institution quite as much as Tammany Hall or the board of aldermen
is a political institution. We have grumbled about our political
institutions; sometimes we have sought by certain magical legis-
lative devices to exorcise and expel the evil spirits that possessed
them. On the whole we have been inclined to regard them as sacred
and to treat any fundamental criticism of them as a sort of blas-
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phemy. If things went wrong, it was not the institutions, but the
persons we elected to conduct them, and an incorrigible human
nature, who were at fault.

What then is the remedy for the existing condition of the news-
papers? There is no remedy. Humanly speaking, the present news-
papers are about as good as they can be. If the newspapers are to
be improved, it will come through the education of the people and
the organization of political information and intelligence. As Mr.
Lippmann well says, “the number of social phenomena which are
now recorded is small, the instruments of analysis are very crude
and the concepts often vague and uncriticized.” We must 1mprove
our records, and that is a serious task. But first of all we must learn
to look at political and social life objectively and cease to think
of it wholly in moral terms. In that case we shall have less news,
but better newspapers.

The real reason that the ordinary newspaper accounts of the
incidents of ordinary life are so sensational is because we know
so little of human life that we are not able to interpret the events
of life when we read them. It is safe to say that when anything
shocks us, we do not understand it.
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THE SCREEN has arrived at the middle of the twentieth century,
with a swift fifty years of evolving experience behind it, as a dom-
inant form of expression. Among the masses it shares with the
printed word and the radio, somewhat remotely related instruments
of communication, and exceeds them both in effective penetration,
especially in the great illiterate and semiliterate strata where words
falter, fail, and miss.

Being a basic, primitive implement, the film reaches low and
deep, with an order of authority to the senses enjoyed by no other
form of expression.

It is estimated that there are between seventy-five and eighty
thousand motion picture theaters functioning around the world.
The weekly attendance is calculated to be in the vicinity of 235,-
000,000. Statistics of the motion picture industry, especially world
statistics, are not to be viewed as records of extreme precision.

Somewhat indirect evidence of the effective penetration and high
competence among the media is afforded by the rising and long
continuing pother about the screen from politicians of all lands and
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the fierce nationalistic film movements to be observed around the
world.

RELATION TO OLDER ARTS

The motion picture is anomalously anachronic. While it is the
newest of the major media, it is in fact a belated arrival at the
primary purpose of man seeking to communicate and to re-create
events of interesting, exciting, and enjoyable impact. It may be
contended that man became intricately articulate, and with alpha-
bets, because of his inadequate capacity to make pictures as facile
instruments of narration. So it has come that the ancient quest, after
the centuries, has been empowered by involved technologies of
optics, kinetics, photochemistry, and materials. The simple func-
tion is, and must be, complexly performed.

Both artists and scholars have come to confusion about the
motion picture by seductively automatic endeavors to relate it to
the older arts. The picture is in very truth at once the belated
predecessor and the successor to the older media of pageant, dance,
drama, and such relatively minor devices of communication as
sculpture, painting, and opera.

Those older media down the centuries have developed their
special sophistications and elaborations of culture, fenced about
with conventions and orthodoxies maintained and protected by
their priestly zealots of the rituals of art. The motion picture, by
reason of unique opportunity, has come to strike its roots into and
take its nurture directly from the fundamental soil of the human
wish, largely escaping the confusions of derived and interdepend-
ent older forms of record and narration.

THE KINETOSCOPE

The history of the motion picture, unlike that of any of the
other arts, having covered so short a span of years, is so immediately
available for examination that the processes can be seen with
clarity. After more than a century of conscious striving toward the
motion picture, it was achieved in October of 1889. The machine
was the peep-show kinetoscope, invented by Thomas A. Edison,
building on the endeavors of the prior workers, and empowered
especially by George Eastman’s film for “roller photography,” made
available in September of that year.

The world was not consciously waiting for the motion picture.
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Mr. Edison was not much concerned about it, either. He had
supervised it into being with desultory attention across two years,
apparently mostly because of an assignment to himself to make a
machine to do for the eye what his phonograph did for the ear.
He was of the pioneer culture of the Middle West, concerned with
work—not play, not entertainment. The phonograph had been
evolved to be a robot stenographer, and was developing as an
entertainment device, with problems and commercial headaches.
He let the kinetoscope stand in the corner of his laboratory at West
Orange, gathering dust. He did not trouble to patent it in Europe.

By the enterprise of promoters impelled by showmanship, the
kinetoscope presented the first film pictures to the public the night
of April 14, 1894, after five years, at the Kinetoscope Parlor, 1155
Broadway, New York, with a battery of machines. The pictures were
brief snatches and shards of vaudeville acts, boxers in fractional
rounds, trivia which had challenged the interest of the shop me-
chanics who had custody of the new mechanism. One customer at a
time could peek into each machine. The little show in Broadway
was a moderate success. The invention drew a ripple of Sunday
supplement attention. Mcanwhile, the machine went into export

sales and carried the secds of film technology to the capitals of the
Old World.

THE SCREEN

Within months the pressures of showmanship demanded a union
of the kinetoscope’s moving pictures with the magic lantern, so that
a screen could entertain a whole audience at once. In less than two
years that was achieved, and by the spring of 1896 the career of the
film in the theater had begun. The pictures immediately and auto-
matically found their place as a component of the variety shows,
just then beginning to reach for the pretentious name of “vaude-
ville.” Also black tent theaters became attractions with traveling
carnivals and at the amusement parks with which electric traction
companies were creating car-ride traffic. The screen was certainly
starting at the bottom of the ladder.

The production function continued in the hands of the tinkerers
and mechanics and the flotsam of the backwaters of showmanship.
The screen was not finding anything to say beyond the level of the
dime museum interest.

The screen sensation of 1898 in London was a subject in Charles



THE MOTION PICTURE 27

Urban’s endeavor at a scientific series in which he presented some
microscopic studies of life in a Stilton cheese, thereby bestirring the
British cheese industry into a demand for censorship. Indicative of
the cultural status of the art, the American Mutoscope and Biograph
Company of New York, competing with the Edison enterprise, made
a brave step by interesting the famed Joseph Jefferson and present-
ing some excerpts from his Rip van Winkle performances. That
classic material aroused no interest, but the Biograph subject en-
titled “Girl Climbing Apple Tree” became a hit and keynoted a
policy.

The industry was beset by patent wars, infringements, piracies,
and all the devices of chicane the pitchmen vendors of movies could
invent. The business was at low tide. In the vaudeville theaters the
pictures had becn moved to the end of the bill, to tell the audience
the show was over and to clear the house. The films had come to be
called “chasers.” The Battle of Santiago was pictured with models
in a Brooklyn bathtub, and the Boer War was fought for the screen
in Flatbush with glimpses of the metropolis in the background.

Here and there appeared some timid steps toward giving the
screen a story to tell. For instance, Edwin S. Porter, Edison camera-
nan, experimented with a bit of a tale to give excuse for that per-
ennial picture of the fire engine making a run. It was a race for life
in which the fire chief saved his own child, and then fell from his
chair and found it was a drcam. The title was “The Life of an
American Fireman.” Enough interest and print sales resulted to en-
courage the production of “The Great Train Robbery,” that now
historic classic known as “the first story picture.” It was made in
1903. Moving through the tedious, unorganized distribution of the
time, this primitive drama of bandits, bravery, fast riding, and ex-
citement was two years becoming a hit. It also incidentally high-
lighted the program of the Nickelodeon, a little house casually
opened to a film program for the lack of other entertainment, by
John P. Harris in Pittsburgh about Thanksgiving time in 1905. With
a five-cent admission the theater played to standing room for weeks
on end.

THE EARLY AUDIENCE

The five-cent theater of the movies had arrived. In a wildfire
wave, imitative nickelodeons rose across the land, all of them in
centers, like Pittsburgh, with a high content of foreign-born poly-
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glottic population. Immigration was at high tide. American industry
was bringing in labor for mines and mills. Steamship and labor
agents were plastering the ports of the Mediterranean with posters
of the United States as a land of golden promise, with life made gay
with buffaloes, Indians, excitement, and natural wonders.

The workers came over, high of hope, poor in pocket, and finding
workaday life dull and demanding. They brought none of their
native arts, and they were not literate enough to enjoy their feeble
foreign-language press. As for American amusements, there was the
language barrier, besides the price. The motion picture’s new the-
ater, with a five-cent admission and the silent films of the big open
places and excitement, romance, thrills, and success on the spot,
made good in a fashion on the promises they had read in Trieste.

Meanwhile, the petty tradesmen of the foreign-labor quarters,
shrewd, nimble, anxious, behind the counters of their candy shops,
soda fountains, banana stands, and pawnshops, saw the new interest
of their customers. They became vendors of the new entertainment.
Within a year of that opening in Pittsburgh, there were nearly five
thousand of the little five-cent shows.

Demand took production off the roofs and out of the back yards
of Manhattan into studios on Long Island, in the Bronx, at Fort Lee
over in New Jersey, in the suburbs of Chicago and Philadelphia.
Cameramen and some of Broadway’s idle actors became directors
of the “story pictures.” Also, the demand for “story suggestions” rose
to the point that $15 was a standard price for “a suggestion.” A typi-
cal story sale was a plot summary of “Enoch Arden” which one
author sold repeatedly. That went on until the Kalem company was
required by court order to pay $25,000 for making “Ben Hur” with-
out consulting either the estate of General Lew Wallace or Harper's,
the publishers.

In that period the budding industry had everything to learn. It
had no recognizable precedents, and its accidentally acquired per-
sonnel brought little knowledge of any other businesses. Procedure
was on the general assumption that anything could be done until
forbidden, specifically, positively by law—and thereafter only in
the cover of the Jersey highlands.

Somewhat marginally, as the pictures reached up into middle-
class levels of consciousness, some eyebrows were raised at the
Mediterranean tastes manifest on the screen. The protest began
with the peep show “Dolorita in the Passion Dance” in Atlantic City
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in 1894, and got really articulate in the New York papers about 1906
when the Children’s Society went to court about exhibition of pic-
tures on the Thaw case. Regulations of sorts, including censorships
by various cities, resulted.

EVOLVING ORDER

A new order of discipline was brought into the industry with the
arrival of an iron-handed businessman. Jeremiah J. Kennedy, re-
tired engineering expert, was sent uptown by the Empire Trust
Company to see what was to be done for the bondholders of the
fading American Mutoscope and Biograph Company. He was ex-
pected to order liquidation. Instead, he decided to reorganize the
whole industry. Out of that decision came the Motion Picture
Patents Company, licensing as partners all reputable producers and
ending the patent wars, also seeking to end all manner of competi-
tive abuses, such as making “duped” versions of competitive product.

The while, a socially minded organization known as The People’s
Institute was engaged in trying to be a friend of the struggling art
of the common people in its ordeals with the law and the political
forces mustered by the jealous New York stage. The Patents Com-
pany substantially underwrote the resultant National Board of
Censorship, in recent years known as the National Board of Review.
It began as a friendly advisory body, and with its internal support,
functioned with an authority and power now long since departed.
Its authority could not long outlive the Patents Company, soon to
be swept into history by evolutions in the industry.

Prosperity came with order. Profits improved swiftly; the product
improved slowly.

The Kennedy-Patents Company control movement went into the
next phase, the organization of the distribution arm, the General
Film Company with a national system of film exchanges. More
order came into film rentals to theaters, and more profits to the
membership of the big combine.

DEVELOPING AUDIENCE AND ART

It began to be apparent that the audience was developing selec-
tivity. Each of the major contributors to the General Film program
had for awhile a designated day. When the little one-sheet poster
out in front said “Biograph Day,” the attendance was better. That
was presently traced to story and picture quality, and that in turn
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traced the work of one “Larry” Griffith, ex-actor, who had left
the stage in 1906 in a “resting” period to essay a job in the humble
art of the films. He was due presently to come to fame as D. W.
Griffith, later David Wark Griffith. Some of those rather able but
anonymous persons in his little Biograph dramas had names like
Walthall, Lawrence, Pickford, and Gish.

The audience was expanding. The screen was seeping up into the
middle class with neighborhood houses of considerably more com-
fort and pretense than the little nickelodeons of the labor districts.
A ten-cent admission price became a commonplace. “Nickelodeon”
began to give way to fancies like “Bijou Dream” and such invita-
tions as “The Family” and “The Cozy.”

The old stage institution of the road show, with its “direct from
Broadway” melodramas—remember “Sag Harbor,” “Way Down
East,” “East Lynne,” “Under Southern Skies,” “Cameo Kirby"—was
feeling competition. Also the town opera house was venturing a try
at movies. The motion picture was bringing drama within walking
distance of most of urban America; and the stage was trying to live
from the carriage trade. At the peak of this development, in the
period 1913-16, there were probably twenty-eight thousand motion
picture theaters of all sorts in the United States.

Meanwhile, the art of storytelling on the screen was acquiring
skill, quality, and fluidity. The principal influence was Griffith, who
with his cameraman extraordinary, William Bitzer, was first to ex-
plore the narrative uses of the close-up, the cutback, and the de-
velopment of parallel lines of action—invaluable to the Griffith
suspense technique of “relief on the way.” The dramas were still in
single reels.

Also, the audience was growing up with its art. The original im-
migrant audience was acquiring an improving buying power, and
by experience was evolving an order of taste. Its exhibitors who
started with it were keeping pace, and keeping a step ahead, learn-
ing the melting-pot populacc as it was simmering into the new
America.

Over in Europe the film had come upon no such fertile oppor-
tunity of a land and an economic ecra in the making. The motion
picture planted there by the Edison Kinetoscope fell mostly into
scientific hands and tended to become an ineffective medium for
pursuit of the patterns of the older arts. Its address was at no time
so focused on the masses of the community as in the United States.
The Europcan screen’s ambition was addressed to spectacles and
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ancient classics. And yet that, too, was to have an influence in
America, homeland of the screen.

LONGER PICTURES INTRODUCED

By 1912 the American motion picture was close to a ceiling. Its
horizontal development across the land and its audiences had
neared a saturation. The next move had to be a break-through.
Again, as ever, the situation found its instrument—in this instance
Adolph Zukor, born in Hungary, educated in the American indus-
trial scene, beginning as a furrier’s apprentice, and becoming inci-
dentally an investor in a penny arcade enterprise which he had to
take over to save the investment. So he came to the amusement
world with evolving interests in exhibition. By 1912 he had come to
a parting of the ways in his associations. He found inspiration and
opportunity in the availability of the American rights to a foreign-
made four-reel picture entitled “Queen Elizabeth” with Sarah Bern-
hardt in the title role. The time had come, considered Mr. Zukor, for
the screen to take its place along with the stage in offering a whole
evening’s entertainment. He also arrived at the line “famous players
in famous plays” to keynote a policy. Thereby the “feature” era was
born, meaning the rise of the hour-long picture taking over against
the established program of short pictures.

The public gave encouragement by patronage of the longer pic-
tures and responding to the promotion which presented them. A
signal success was had from road-show type presentations of “Quo
Vadis,” a long spectacle production made in Rome and vastly more
successful in America than in Europe. D. W. Griffith, irked by
Biograph’s reactionary adherence to the short-picture policy with
which it had risen, went off into an independent project which de-
livered “The Birth of a Nation,” which by its success gave powerful
impetus to the feature movement in 1915.

A new and ever-growing public was becoming aware of the
screen. There were growing pains and problems. The exhibition
plant was not adequate for the delivery of the expanding pictures.
A new order of more pretentious screen theater was initiated in
1914 with the opening of the Strand Theater on Broadway, soon to
be followed by others equally ambitious in the larger centers.

PRESS PUBLICITY

Concurrently, manifestations of the increasing impress of the
screen on a larger public came from the field of publication. Scat-
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teringly magazines began to discover the new art of the people. Out
in Chicago the Tribune pioneered recognition of the motion picture
with participation in the promotion of serials, parallel on screen and
printed page, as a device to encourage circulation, and succeeded.
Joseph Medill Patterson, a Tribune editor, became a daily patron
of the movie houses, the more lowly the better. That was some years
before he became the dominant factor in the founding and opera-
tion of The Daily News, New York picture newspaper, with the
greatest circulation in the nation. Out in Buffalo, Norman E. Mack,
publisher, eyed the Tribune’s serials with interest and became the
producer of one entitled “The Perils of Our Girl Reporters.” In New
York, Robert McAlarney, city editor of the old Tribune, summed up
the situation in a notice to the staff, which he tacked on the bulletin
board in that venerable office down in Nassau Street, saying: “Re-
member you are in competition with the movies now.” He de-
manded graphic writing. William Randolph Hearst went into serial
picture production and newsreel enterprises.

The public was hearing about the screen as it never had heard
before. The printed word was carrying the interest up from the
proletariat into the reading classes.

THE INDEPENDENTS

Along with that, the feature development was rapidly improving
the quality of the product, lifting it to the tastes of new audiences.
An amazing order of new competition arose among a new sort of
picture makers, the oncoming “independents.”

The decisive turn had come for a complex of reasons back in
1912-13, when Adolph Zukor had brought over “Queen Elizabeth.”
It had been produced in Europe outside the pale of patent protec-
tion. Jeremiah J. Kennedy of the Patents Company, supported by
Henry Norton Marvin of Biograph, took authority in his hands and
issued a license for its exhibition in license-controlled theaters, cus-
tomers of General Film. The success of the picture and the unfolding
picture movement aroused jealous protest among the contributors
to the General Film program, and unhappily encountered more
than whispered racial bias. Sigmund Lubin of Philadelphia, a first-
wave pioneer, was the only Jewish member of the Patents group.

The majority of the General Film producers, prosperous beyond
any anticipation, sat in haughty assurance condemning “the feature
craze.” They had some interior alarms about the costs and the labors
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of the new order of production. It was uncomfortable, disturbing.
“We have the know how,” they told themselves and all else who
would listen.

Frank N. Dyer, president of General Film and attorney for
Thomas A. Edison, observing the vast display of diamonds and
emeralds worn by the members of his board, one day whimsically
appeared to preside wearing smoked glasses.

When Mr. Zukor appeared seeking a license for his second pic-
ture, an American production, he sat waiting for hours on end at
the office of the Patents Company in New York, and was refused.
He went out entirely on his own. As a lone man he could have been
defeated. As the exponent of a development rooted in the service
of the great American majority, he was armed with an unrecognized
but real authority. Quickly other independents took courage and
went into production. They too had all to gain and little to lose, and
knew the customers better than their complacent predecessors.
There was litigation, of course, but as it threaded through the courts
the racing development of the art defeated the Patents Company
control by sheer force of product long before final adjudication was
had. The Patents group fell apart with dissensions and scattered
while issues were pending.

GROWTH OF THE INDUSTRY

The very American process of swift obsolescence with expanding
replacement, under the same order of pressures and laws of de-
velopment all across the industrial scene, was in demonstration as
the motion picture, becoming somewhat more of an art, also became
very much more of an industry. It was on the final authority of the
consumers.

A minor statistical indication of the swiftness of the upturn was
afforded in the case of Charles Chaplin. In 1913 he left a vaudeville
act to take employment in Keystone’s slapstick comedies at $150 a
week. In the autumn of 1915 he signed a contract to appear in
twelve two-reel comedies in one year at a salary of $10,000 a week,
plus a bonus of $150,000. In turn The Lone Star concern sold the
British Empire rights to the comedies for the total of Chaplin’s
salary, $670,000. The deals all made money. By 1916 the patrons
of the lowly cinema were willing to pay real millions at the box
office for one comedian.

The motion picture made its own order of fame. When Adolph
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Zukor had launched his Famous Players company, he presented a
schedule of attractions in three classes—A, B, and C. Class C was
to present famous picture players in famous plays. Bernhardt was
typical of Class A. Mary Pickford was Class C. Brief experience
showed that the public which the screen had assembled knew
nothing about and cared nothing for the great ones of stage and
opera, and cared very much for their own people, the stars of the
movies. The older arts obviously were without status in melting-pot
America.

As the films grew up and their theater with them, the number of
houses tended to diminish while seating capacities increased. In
part this represented improved and wider drawing power for better
theaters, but very considerably it was connected with the new
mobility of the customers brought about by the coming of the in-
expensive automobile. That encouraged shopping for entertainment
and it removed the limitation of walking-distance locations. In
1914-15 the neighborhood theaters played continuously to the same
audiences week after week, as reflected by the extraordinary success
of serial pictures, requiring repeating attendance. In 1918 the most
ambitious serial of them all came to abysmal failure. There was
irony in the fact that its first conspicuous fall was in Detroit, the
motor center.

Imposing and luxurious theaters of large seating capacitics began
to rise in outlying residential districts of high buying power and at
suburban centers. Downtown districts were left to the houses of the
dying art of the stage and its fading gilt and dusty plush.

INFLUENCE OF WORLD WAR I

Starting with and continuing across this period the American
motion picture became a special beneficiary of the First World War.
The war shut down the studios of Europe and England in 1914, just
as the feature era came to flower, and delivered the screens of the
world to the American product. That product was almost auto-
matically attuned to a diverse world market by reason of the for-
eign heritages from many lands of both the initial film audiences
and the producers which their patronage encouraged. The American
motion picture born to serve a vast polyglottic patronage was born
international in its own home market. It took the world’s screens
without opposition and with few problems of adjustment. The
American motion picture came to occupy something like 80 per
cent of the world’s screen time.
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The prosperity of the pictures in World War I, as through World
War II, was lavishly supported by the eager buying of the free-
spending workers temporarily rich on war wages. The box-office-
admissions curve inevitably follows the pay-roll graphs. And some-
times the doles, too. The only exception in history was the onsweep
of the nickelodeon wave through the “stringency” of 1907, when the
industry was too small to figure in national reactions. The people’s
art lives out of the people’s pocket.

The American industry continued to fortify its world position by
the acquisition of the outstanding talent of production abroad as
rapidly as it appeared, adding continually to the great talent pool
of Hollywood. This enhanced and enriched the product for the
markets both at home and abroad, and incidentally reduced com-
petitive development. Britain contributed able players, and from
Germany and France came notably skilled technicians and directors.

ENTER THE TALKING PICTURES

In 1926 the art of the motion picture came to revolutionary change
with the arrival of electronic sound recording and reproduction, a
by-product of telephone and radio. The personal instrument was
the late Sam Warner, one of the four sons of Benjamin Warner who
had come to these shores and the land of opportunity nearly a gen-
eration before. Contemporaries in the industry of the screen looked
askance and doubtingly on the talking picture, but demonstration
by Warner Brothers prevailed. The silent esperanto of pantomime
of nickelodeon days was no longer an asset. By 1926 the audiences
all spoke American. So in the next three years the industry was
made over with pictures laced with words and music. Importantly,
the American talking picture was still to be dominant on the screens
of the great market of the English-speaking lands. In fact, the Eng-
lish understood American perfectly, despite the fact that there has
been found to be a lot of English that most Americans cannot under-
stand.

When the screen acquired its voice, a new order of material was
required. The silent picture had become a hybrid art of mingled
pantomime and printed word presented in the subtitles. Some pic-
tures, incidentally, required a capacity for swift reading. They did
not do so well.

Seeking talking picture play material, the screen turned to the
stage and its playwrights, and thereby reaped a reaction in direct
retribution for what it had done to the stage when it swept the
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road shows out of the hinterlands. The stage, driven back from that
contact with the larger public, had taken refuge in the service of
sophisticated, metropolitan minorities. In direct consequence came
sometimes painfully sophisticated drama and dialogue of candor
that would never be tolerated by Dubuque, Bad Axe, or Abilene.
Translated to the screen and taken out to the provinces, and even
a few squares from Broadway, this material gave rise to protests,
threats and acts of censorship, and movements toward federal
regulative legislation.

Back in 1922 the industry, confronted with a wave of public dis-
approval pertaining mostly to conduct of players and other more
official figures in the public eye, had organized the Motion Picture
Producers and Distributors of America, Inc., and installed Will H.
Hays as president and titular “czar of the movies.” He became in
effect a super public relations counsel. By 1928-29 it was not per-
sonnel but product that was out of hand.

REGULATION

Now to the rescue came Martin Quigley, publisher of journals
of the industry since 1915, a Catholic layman of prominence, with
the device of self-regulation entitled the Production Code, a docu-
ment of guidance to picture makers calculated to help keep the
pictures in line with common decency and American mores. It be-
gan and continues essentially as a formula intended to apply the
principles of the rather nonsectarian and accepted Ten Command-
ments to picture production. It is convenient, and accurate enough
for the moment, to say that the code requires that a picture, while
portraying sin for dramatic purposes, shall not become the Devil’s
advocate. It was formally adopted by the organized industry in
March 1930—forty-six years after “Dolorita in the Passion Dance”
got the pictures into trouble on the Boardwalk in Atlantic City.

The public has apparently accepted the product made under the
code with equanimity, and probable unawareness, with few further
threats of censorship. In 1946, 98 per cent of the product on the
American screen bore the seal of code approval. Objections to the
code continued to dot the published discussion of the screen, ema-
nating mainly from professionally articulate persons in the Holly-
wood production community inclined to ask for the American family
theater the viewpoints of the art museum and the medical clinic.

Regulative pressures of sorts from government, taking their origins
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mainly from minority complaints in the field of exhibition, against
the trade practices arising from acquisition of theaters by distribu-
tor-producer interests, began early in the history of the Federal
Trade Commission. They came to flower for apparently special
reasons of political design early in the New Deal administration.
There was a program, under long and careful consideration at the
White House, which looked to profound control of both the screen
and the radio. In sequel came the National Recovery Administration
and the setting up of an elaborate, and allegedly co-operative, con-
trol of the trade practices of the industry under the wings of the
NRA Blue Eagle.

After the famed “Chicken Case” decision ended the NRA there
was a pause until the filing of the antitrust case, the U.S. v. Para-
mount et al. on July 20, 1938. [Note: After many years of litigation,
ownership of theaters was ordered separated from ownership of
film studios.]

NATIONALISTIC BARRIERS

While the United States was New-Dealing at home, the new
world war was in the making in Europe. Along with that, the walls
of nationalism were rising, and in the lands of the Left those walls
were raised to varying heights against the American film. Russia
would have none of the pictures of this land of luxury, showing a
happy and exciting life of capitalism. Germany let in, under assorted
and varying restrictions, enough pictures to take a share of screen
time. Italy put up dollar barriers by which the American pictures
could play but not pay. In Japan the American product was inter-
larded with government-controlled exhibition to draw in the peo-
ple for Japan’s propaganda injections. England established trade
quotas, only partly enforceable by reason of the inadequacy of
domestic production and the preference of exhibitors and patrons
for the American product.

When World War II swept across the global scene the American
industry sustained important invasions of foreign revenue and there
were piercing cries. However, the war-enriched masses at home
so besieged the box office that it entered into a period of unprece-
dented prosperity.

In sequel to the end of the shooting aspects of World War II,
sometimes called the peace, the walls of nationalism and the issues
of nationalism became even more sharply defined. Additionally the
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fringes of the Russian iron curtain were extending over the screen
in lands of Soviet influence. Every nation, great and small, strove
for a motion picture industry of its own, mainly for propaganda
reasons of its own.

The motion picture has thus become a stuff of empire, a concern
of statesmen and national economies. The film takes a place in
history along with amber, salt, spices, gold, steel, and oil—also
uranium.

MASS SUPPORT NECESSARY

Clearly, the motion picture, in coming of full estate, seeks to serve
all peoples and all classes. That is a wide straddle. Its costs are such
that it can be generally supported only by the massed buying power
of majorities. Inevitably, many minorities cannot be served as they
are by the less expensive stage or the relatively inexpensive printed
word. Some of those minorities include the most erudite, critical,
and articulate persons. From that condition of limitation arises
much of the impatient, often militant, criticism of the screen. Some
censorship requirements and many projected movements actually
represent only areas of unsatisfied demand. Few indeed of the mili-
tants who would influence the course of screen development are
aware of anything beyond superficial aspects and casual observa-
tion. The screen has done little and continues to do little to tell its
own story. Few are interested. The people who pay for the pictures
want to see them as emotional experience, not as subjects of study.
[Editor’s Note: Since the writing of this paper, one of the chief
developments in the motion picture industry has been the impact of
television, which has reduced theater audiences, helped to reduce
the number of feature films made in the United States, and taken
over many of the studios for its own film-making needs. The movie
industry sold a large number of old films to television, and the
repeated showing of these has made television a still more formid-
able competitor to the theaters.]
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A NEw FIELD of science and industry was opened in 1895 when
Guglielmo Marconi succeeded in transmitting a message by wire-
less across his father’s Bolognese estate. Two vears later the enter-
prising young Italian organized a British company for wireless
point-to-point and ship-to-shore communication. In 1899 this com-
pany, later known as the Marconi Wireless Telegraph Company,
Ltd., incorporated an American subsidiary.

Meanwhile, other inventors were striving to transmit the sounds
of the human voice by wireless. In the United States, where the
chief rivalry was between the Navy and the American Marconi
Company, the first established successes in this direction were
achieved by Reginald A. Fessenden and Dr. Lee De Forest, in each
case about 1906. Their experiments first attracted wide attention
when, on January 20, 1910, the sound of Enrico Caruso’s magnificent
tenor voice was broadcast from the stage of the Metropolitan Opera
in New York.

By the end of World War I, General Electric had acquired the
patents on the Alexanderson alternator; American Telephone & Tele-
graph had bought all the De Forest rights, including his audion
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tube; and Westinghouse had developed important new transmission
equipment, all vitally important to the future of wireless, yet none
complete without the others and without devices controlled by
American Marconi. The infant industry faced a wasteful patent war,
in which the British might come off winners.

To meet this threat, Navy Secretary Daniels proposed government
ownership. The Army, the Navy “brass,” and a majority in the
Congress opposed such a step, but they agreed that the patents
should be secured to the United States. Owen D. Young, chairman
of the board of General Electric, had a solution: Let the three
American firms directly involved pool their resources and buy out
American Marconi. Pursuant to Young’s suggestion, on October 17,
1919, the Radio Corporation of America (RCA) was formed.

But while the new RCA set about building the world’s largest
and most powerful wireless station at Port Jefferson, New York, to
step up American participation in the expanding point-to-point dot-
dash news and private-message market then beginning to parallel
that of the cables, Dr. Frank Conrad, of Westinghouse, and other
quasi-amateurs relentlessly pursued the elusive goal of voice broad-
casting. As early as 1919, Conrad had begun amusing a few friends
by playing phonograph records in his garage in East Pittsburgh,
Pennsylvania, and broadcasting them from a homemade antenna.
Soon a Pittsburgh department store was urging its customers to join
the charmed circle by purchasing the crude Westinghouse-made
crystal sets which it had in stock. To Westinghouse Vice-president
H. P. Davis this was an omen: “If there is sufficient interest to justify
a department store in advertising radio sets for sale on an uncertain
plan of permanence, I believe there would be sufficient interest to
justify the expense of rendering a regular service, looking to the
sale of sets and the advertising of the Westinghouse Company for
our returns.”

On November 2, 1920, having sold a good many sets in anticipa-
tion of the event, Westinghouse broadcast from KDKA (Pittsburgh)
the Harding-Cox election returns; and others were venturing. Com-
merce Secretary Hoover had designated 300 meters as the band in
which anyone could try his hand at broadcasting if so licensed. By
January 1, 1922, thirty licenses had been issued. Fourteen months
later, no fewer than 356 broadcasting stations were making the
ether crackle with strange sounds.

This tremendous expansion was due in no small part to the fact



THE GROWTH OF AMERICAN RADIO 41

that the other members of the Big Three that had formed RCA were
catching the Davis fever. In 1922, RCA became part owner of
Westinghouse’s WJZ (Newark, New Jersey ), which, two years later,
it took over entirely and moved to New York City. General Electric
built WGY (Schenectady, New York); Westinghouse itself ex-
panded to Chicago, Philadelphia, and Boston.

In that same year, A.T. & T. decided to withdraw from the RCA
consortium and erect two powerful broadcasting stations in New
York, to be supported by leasing time to all who had wares to sell.
On August 16, 1922, A.T. & T. opened WEAF for business as the
first advertising-supported station in the world.

It soon became apparent, both to the station and to those spon-
sors with more than the New York metropolitan market in mind,
that more outlets would bring more listeners, more sales, and higher
tolls for the broadcaster. How could this be achieved? In 1921,
KDKA, wishing to broadcast a church service, had called on the
telephone company for a line to carry it from downtown Pittsburgh
to the Westinghouse studio in East Pittsburgh. Encouraged by the
results, WEAF brought the 1922 Chicago-Princeton football game
from Stagg Field, Chicago, to New York. On January 4, 1923, WEAF
and WNAC (Boston) were linked for a special program lasting
three and a quarter hours. During the following summer, Colonel
Edward Green, who had built a station at Salter’s Point, Massa-
chusetts, but who had no programming facilities, made arrange-
ments with A.T.& T. to connect him directly with WEAF by tele-
phone long-lines. When A.T. & T.’s new Washington station, WCAP,
was completed, it, too, was linked to WEAF. In October, 1923,
WJAR (Providence) was admitted as the first “independent affili-
ate.” By the end of 1924, A.T.& T. had added Worcester, Boston,
Philadelphia, Pittsburgh, and Buffalo. Within another year, it was
able to boast a chain of 26 stations, reaching as far west as Kansas
City in what was to be known for many years as the “Red Net-
work.”

Unable to use its rival’s telephone lines, RCA countered as best
it could by linking WGY, WJZ, and WRC (Washington) with
Western Union and Postal Telegraph wires, which, because they
had never been designed to carry the sound of the human voice or
music, proved inferior. Fortunately for RCA, however, as we shall
see in the next chapter, A.T. & T. by 1926 was eager to step out of
broadcasting. In September of that year, the National Broadcasting
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Company was incorporated as a subsidiary of RCA, and two months
later it acquired WEAF for $1,000,000. Thus the Red Network was
added to that already launched by RCA, which came to be known
as the “Blue Network.” During the following year the Columbia
chain came into being. Network broadcasting was firmly established
by the turn of the depression decade.

Obliged for nearly twenty years to work within the standard
broadcast band (550 to 1,500 and, after 1937, to 1,600 kilocycles}),
the engineers performed wonders. Range was increased by improve-
ments in the location and structure of transmitters and by a gradual
stepping-up of power from a few watts to 50,000 and more. Recep-
tion quality was raised by the substitution of vacuum-tube sets for
the early crystal models and by refinements in the construction of
microphones and studios. Interference was reduced by wider sep-
aration of the bands of contiguous stations and by the use of direc-
tional antennae to concentrate the impact of signals within specified
arcs. A portion of the spectrum which some in the early twenties
had thought would not accommodate 300 stations was made to
support more than a thousand, 800 of them connected with one or
another of four great national networks and/or some thirty regional
chains.



RAGTIME TO RICHES

THE FOUNDERS of the Radio Corporation of America consortium had
been less concerned with what would come out of the magic receiv-
ing sets than with who would sell them. A natural division of the
whole vast new equipment market suggested itself: Westinghouse
and General Electric would manufacture sets, RCA would distribute
them, and American Telephone and Telegraph would build and
lease or sell transmitters, which, thanks to the patent concentration,
all would-be broadcasters would be obliged to use.

Meantime, a public which during the earphones stage had been
delighted to hear almost any disconnected series of recognizable
sounds was demanding better programs, better continuity, better
signals, now that it was buying receiving sets costing anywhere from
twenty-five to several hundred dollars. It had had a taste of grand
opera, of prize fights and baseball games, of market and weather
reports. It wanted more. Where was the money to pay for it?

David Sarnoff, onetime American Marconi enginecr, who had
come over to RCA and was now a vice-president, explored several
avenues. He wrote in a memorandum of June 17, 1922:

The cost of broadecasting must be borne by those who derive profits
directly or indirectly from the business resulting from radio broadcasting:
manufacturer, national distributor, wholesale distributor, retail dealer,
licensee. 1 suggest that the Radio Corporation of America pay over to
the Broadcasting Company [no such company had yet been formed]
2 per cent of its gross radio sales, that General Electric and Westinghouse
do likewise, and that our proposed licensees be required to do the same.
We may find it practicable to require our wholesale distributors to pay
over a reasonable percentage of their gross radio sales. It is conceivable
that the same principle may even be extended in time to the dealers.
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And, as though he divined that even this arrangement might not
prove adequate for long, he added:

It is conceivable that plans may be devised whereby it will receive
public support. There may even appear on the horizon a public benefactor
who will be willing to contribute a large sum in the form of an endow-
ment. I feel that with suitable publicity activities, such a company will
ultimately be regarded as a public institution of great value in the same
sense that a library, for example, is regarded today.

Expenses were mounting the while. If the listening public wanted
more recognized stars, the recognized stars wanted something more
substantial in the way of remuneration than their carfare to New
Jersey and the realization that they were participating in the making
of history. In the fall of 1922, the American Society of Composers,
Authors, and Publishers (ASCAP) decided that broadcasters should
pay royalty fees on phonograph records. As the majority of broad-
casters were on the verge of bankruptcy, this was a real blow. A
number of them organized the National Association of Broadcasters
(NAB) to fight ASCAP. Some signed royalty contracts meekly.
Others simply dropped transcribed music, falling back on news bul-
letins, market and weather reports, and amateur skits. Still others
appealed to their listeners for contributions. Among these latter was
the A.T. & T's WEAF (New York City), which returned to a hand-
ful of donors the less than $200 its pleas had brought forth.

The truth was that for some time A.T. & T. had been eyeing RCA’s
rich manufacturing profits with undisguised envy. The power to
force broadcasters to use A.T.& T. transmitting equipment at fees
ranging from $500 to $3,000, in addition to the price of the ap-
paratus, had seemed to the telephone corporation’s executives, at
the time that the bargain with RCA, GE, and Westinghouse had
been made, to offer a fair share of the spoils. But it soon became
apparent that the number of broadcasting stations could not expand
so rapidly or so far as the number of listeners, who, every few years,
would want new receiving scts. Moreover, A.T. & T. felt that RCA
and the others had got off on the wrong track: a radio broadcast,
like a telephone conversation, should be paid for by the person
originating it; those who were using the new medium simply to
promote their own products, far from performing a public service,
were “exploiting a popular craze.”

Two weeks after A.T. & T. put WEAF on the air, a real estate firm
on Long Island paid $100 for a 10-minute talk which resulted in the
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quick sale of two apartments. In September a second customer tried
the new medium. By March, 1923, WEAF boasted twenty-five
sponsors, including the R. H. Macy department store, the Metro-
politan Life Insurance Company, the Colgate Company, and I
Miller Shoes. At first, the advertisers contented themselves with
what today would be called “spot announcements.” Before 1923 was
many months old, however, Gimbel Brothers and Browning King
were sponsoring hour-long programs of dance music.

The companies deriving their revenues from the sale of sets—
RCA, GE, Westinghouse, Philco, Zenith, Stromberg-Carlson, and
others—protested that broadcasting was being “debased.” Under
the prodding of their delegates, the First Radio Conference passed
resolutions denouncing “direct sales talk.” Secretary of Commerce
Hoover, who was responsible for radio “regulations,” viewed the
trend with “alarm.” But the public showed itself ready to accept
the “nuisance” in return for better programs and other improve-
ments, among which were regular, scheduled broadcasting and
“networks,” making it possible for the listeners of one community
to hear the talent of another, miles away.

The competition of advertising had been met by RCA with an
offer of free time to anyone who would pay for the talent and other
“program charges.” Even this subterfuge strained the tripartite
agreement, which gave A.T.& T. the exclusive right to charge ad-
vertising tolls. Independent stations were effectively discouraged
from accepting advertising by A.T. & T’s monopoly in transmitters.
As we have seen, RCA countered the telephone long-lines monopoly
by linking WGY (Schenectady), WJZ (New York), and WRC
(Washington) by Western Union and Postal Telegraph wires. This,
too, proved a feeble gesture, for A.T.&T’s long-lines had been
refined in the Bell Laboratories for the express purpose of carrying
the human voice, whereas Western Union and Postal, interested
only in dot-dash, were able to offer only inferior connective service.

Master of the situation, A.T. & T. should have been content, but
it was not. It longed to break the tripartite agreement and start pro-
ducing its own vacuum tubes. It was not popular with the independ-
ent broadcasters, who wanted to see it prosecuted as a trust. Within
the corporation there were many who questioned the wisdom of
staying in the radio broadcasting business: A.T.& T., they argued,
was (1) a telephone company, (2) a manufacturer of electronic de-
vices. If it contented itself with leasing telephone long-lines to, and
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manufacturing equipment for, the broadcasters, it could draw down
a substantial income from the new industry without incurring any
of its mounting risks.

THE COMING OF NBC AND CBS

Even more obvious were RCA’s sources of discontent. In the
summer of 1925 a committee, headed by Sarnoff, reported to the
directors that (1) RCA could never be assured of adequate financial
underpinning unless it went into advertising, and (2) it should do
this through a broadcasting subsidiary rather than directly because
(a) listeners wanted good programs with little or no advertising
and (b) the sponsor expected a type of program which RCA would
be “embarrassed” to give him.

In May, 1926, stealing Sarnoff's thunder, A.T. & T. incorporated
a subsidiary, the Broadcasting Company of America. The move was
designed to frighten RCA into making further concessions, for
A.T.&T. already had decided to get out of the broadcasting busi-
ness. In July, WEAF and W]JZ were united under the management
of RCA. In September the National Broadcasting Company was in-
corporated as a subsidiary of RCA, with RCA, GE, and Westing-
house holding 50, 30, and 20 per cent of the stock, respectively. In
November, exercising its option, RCA paid A.T. & T. $1,000,000 for
WEAF, in return for which A.T.&T. agreed not to re-enter the
broadcasting field for seven years, on pain of refunding $800,000,
and to lease its telephone long-lines to NBC. At the close of the year,
NBC issued advertising rate cards for the Red Network, with WEAF
(since October, 1946, WNBC) as the key station, and for the Blue
Network, headed by WJZ. In the network field they had, for the
moment, no rival.

But broadcasting was not the only, or even the major, concern of
RCA. Although NBC’s time sales of $3,000,000 in 1928 were en-
couraging, they had to be compared with a traffic in receiving sets
which, as early as 1924, had reached the proportions of a $50,000,000
business. Meantime, RCA sought new fields. In March, 1929, it ac-
quired a majority of the stock of the Victor Talking Machine Com-
pany. In December of the same year it persuaded GE and Westing-
house to permit it to manufacture, as well as distribute, receiving
sets and tubes and to set up the RCA-Victor Company to do it. Two
years earlier, it had set up another subsidiary, the Radiomarine
Corporation, to handle ship-to-shore and aviation traffic. In 1928 it
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incorporated RCA Communications, Inc., to operate a world-wide
point-to-point radiotelegraph system. In May, 1930, RCA bought
out the GE and Westinghouse interests in NBC. Previously, the
corporation had acquired a toehold in the motion picture industry
through the formation in 1928 of the Radio-Keith-Orpheum (RKO)
Company. By 1932, RCA had acquired a better than 60 per cent
interest in this production-distribution firm, which also controlled
more than two hundred theaters; but in 1935 it sold half its holdings
to the Atlas Corporation, and, by the spring of 1943, it was out of
the movie business. '

Minor subsidiaries, organized or acquired by RCA, included the
Photophone Company, organized in April, 1928, and merged with
Victor in January, 1932; RCA-Radiotron, formed in 1929; and the
Audio Vision Appliance Company, which was incorporated into the
RCA-Victor Company in 1929. All these units were brought under
unified management in 1934 in the RCA Manufacturing Company,
a wholly owned subsidiary. In December, 1942, this company was
consolidated with RCA and became the RCA Victor Division of the
company, which produces radio sets, tubes, records, Victrolas,
transcriptions, and electronic and communications equipment.

On May 13, 1930, the government brought an antitrust action
against RCA, GE, A.T. & T., and Westinghouse, as a result of which
GE and Westinghouse were forced to dispose of their RCA stock
and terminate all exclusive cross-licensing agreements; but RCA
continued to control the patents on tubes used in the manufacture
of receiving sets, and, in 1931, this was held to be in violation of
the Clayton Act. Since then, the percentage of tube business con-
trolled by RCA has declined.

Shortly after the formation of NBC, a rival network was organ-
ized. At the fourth annual meeting of the NAB in September, 1926,
a promoter, George A. Coats, incensed over the rights and royalties
demanded by ASCAP, proposed setting up a great radio program
bureau. The idea appealed to Arthur Judson, manager of the Phila-
delphia Symphony Orchestra, who was apprehensive of the threat
to talent booking inherent in the vast plans of RCA. A corporation
known as the Judson Radio Program Corporation was organized to
book talent and develop radio programs. After an unsuccessful at-
tempt to place talent on NBC, the two men, in January, 1927, in-
corporated the United Independent Broadcasters (UIB), for the
purpose of contracting for radio time, selling it to advertisers, and
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furnishing programs to broadcasters. In April, UIB became affili-
ated with the Columbia Phonograph Company, and an operating
company was formed, the Columbia Phonograph Broadcasting Sys-
tem, Inc. (CPBS), with UIB remaining as the holding company.

The new network succeeded in signing sixteen stations, with a
standard contract which obligated CPBS to pay them $500 a week
for 10 specific hours. Owing to unexpected difficulties, the chain was
not able to begin broadcasting until September, when the first pro-
gram went out over the sixteen stations. Meantime, heavy financial
losses had piled up, and the following month the Columbia Phono-
graph Company felt obliged to withdraw. At that time a controlling
interest in UIB was acquired by three men, two of them owners of
WCAU (Philadelphia), one of the contracted stations. Shortly there-
after, UIB acquired all the outstanding stock of the Columbia
Phonograph Company, and the name of the network was changed
to the Columbia Broadcasting System, Inc.

The WCAU interests continued to lose money in the company,
which was finding it hard to contract sufficient business to cover
its expenses. But rich new blood was in the offing. William S. Paley,
impressed with the effect on sales of his La Palina cigars of adver-
tising over the new chain, became interested in radio. In September,
1928 he and his family bought 50.3 per cent of the stock of CBS.
The new owner set out to turn it into a profitable business. In De-
cember, 1928, he bought WABC (New York) (since October, 1946,
WCBS), one of the original outlets and still one of the key CBS
stations. Although at the close of the year CBS still was in the red,
the books showed a profit of $474,203 by December, 1929.

Like Sarnoff, Paley had expansionist ideas. In 1929 he made a deal
with the Paramount Publix Corporation, whereby 58,832 shares of
Paramount were traded for 50,000 shares (roughly 50 per cent of its
stock) of CBS, with the proviso that if the latter averaged earnings
of a million during each of the next two years, the motion-picture
company would buy back its shares at a premium. But CBS did
better than the stipulated amount and bought back its shares in-
stead, thus dissolving the short-lived merger.

In December, 1938, CBS purchased from Consolidated Film In-
dustries, Inc., the capital stock of the American Record Corporation
and its subsidiaries, changing the name to the Columbia Recording
Corporation, still the opposite number to RCA’s Victor Division and
sharing with the latter a major portion of the lucrative phonograph
record and transcription market.
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THE SCRAMBLE TO “AFFILIATE’

From the earliest days of broadcasting, the pull from every direc-
tion has been such as to make the rapid expansion of networks in-
evitable. The listeners wanted to hear the “finished” programs from
New York and other talent centers. Independent broadcasters
wished not only to please their listeners but also to claim a share
in the national advertiser’s dollar. The networks themselves natu-
rally worked to expand that dollar by putting themselves in position
to offer more and more stations.

The irresistible tide flowed slowly. On November 1, 1926, NBC
had 19 stations in its Red and Blue networks. By the end of 1927,
the number had increased to 48. Ten years later, it stood at 138. As
of December, 1946, the chain (meantime divested of the old Blue
Network) boasted 159. Meanwhile, CBS, from a start of 16 in 1927,
had 28 within a year and 113 by 1939. At the close of 1946, it had
162. By 1938, roughly 38 per cent of the 721 standard stations were
either owned by, or under contract to, one of the two big com-
panies. As of the end of 1946, approximately 800 of the more than
a thousand on the air were divided as follows:

MBS................... 384
ABC........... ... ..., 238
NBC..............o.... 162
CBS.......oevvvvinan.. 162t

As network broadcasting developed, business relationships
changed. In the early days, A.T.&T. had asked for no binding
contracts with the member stations that formed the nucleus of its
1923-24 network. When NBC was organized, it continued these
informal understandings, making special contracts only with those
stations that demanded them for protection. In general, it was
agreed that the affiliates would receive $45 an hour for commercial
programs and pay NBC $45 an hour for sustaining service. No
option on time was taken by the network, which had to clear on
each occasion with each station before making definite arrange-
ments with the sponsor. On the other hand, CBS wrote individual
contracts with its affiliates from the start, agreeing to pay $50 an
hour for commercial time and charging the same rate for sustainers.
" 1As of July 1, 1959: MBS, 441 radio stations; ABC, 305; NBC, 211; CBS,

202. Television stations: ABC, 203; NBC, 192; CBS, 248 (including affiliates
outside continental U.S.A.).
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After Paley bought into CBS, payments for sustaining programs
were eliminated, and, in return, the stations waived compensation
for the first five hours a week of commercial time. In August, 1929,
CBS adjusted its rates according to the power, popularity, physical
coverage, market, and spot rate charged national advertisers. Hourly
rates ranged from $125 to $1,250 for commercial programs, which
stations were required to carry, although they were free to take or
refuse sustaining programs. In 1932, NBC abolished hourly rates for
sustainers, and the stations began paying the network a flat sum of
$1,500 a month. By 1935 the older network had changed its contracts
to conform to CBS’s option policy.

In that year CBS paid affiliates 24.09 per cent of gross network
time sales, and NBC paid 22.02. The stations got, for nothing, sus-
taining programs which cost the networks an average of $387 an
hour to produce. Affiliates joining CBS after 1927 were forbidden by
an “exclusivity” clause to make their facilities available to any other
broadcasting chain. In 1937, at the insistence of some of the stations,
a clause was added to prevent CBS from offering to rival stations in
the affiliate’s territory any network program, whether the affiliate
desired to air it or not. A year carlier, NBC had introduced similar
clauses, and in both instances the contracts were made binding upon
the affiliates for a period of 5 ycars, though upon the networks for
only 1 year.

Meanwhile, the networks were acquiring stations by ownership
as well as by affiliation. Many independent stations did not wish to
be bound by the rigid contracts of the national networks. Others
were primarily interested in coverage on less than the national scale.
Still others could not get an NBC or a CBS affiliation. The obvious
advantages of limited network operation were not lost on these. In
the late 1920, groups of two or more independent stations began to
exchange programs and quote advertising rates based on the com-
bined markets. In the thirties some of these smaller chains expanded
and became quite powerful in their regions, using their dominant
positions in the markets to bargain collectively with the national net-
works. Others were content to go quictly along on a statewide basis.
Not a few of the earlier ones failed to survive.

It was perhaps inevitable that the radio advertising boom of the
thirties should bring NBC and CBS face to face with controlling
factors quite outside the realm of government regulation. A number
of powerful stations had resisted the networks’ offers of affiliation
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and had succeeded so well as community stations serving large mar-
ket areas that they could not be ignored by the advertisers. At the
same time, a number of the advertisers were beginning to complain
that NBC and CBS charged them for more stations than they
needed. In 1934 several advertising agencies offered WOR (New
York) and WGN (Chicago) contracts based on the regular card
rates to local advertisers charged by these two stations if they would
link themselves for simultaneous broadcasting at certain hours.
WOR and WGN agreed to divide the line charges involved, and
soon WXYZ (Detroit) and WLW (Cincinnati) joined the “co-
operative” on the same basis. In October, 1934, the Mutual Broad-
casting System was incorporated, the capital stock being divided
between the Bamberger Broadcasting Service, Inc., licensee of
WOR, and WGN, Inc., a subsidiary of the Chicago Tribune, licensee
of WGN. Each of the four co-operating stations originated programs
and received the local card rates, less 5 per cent commission for the
time salesmen and the line charges.

In September, 1935, WXYZ left MBS to join NBC as an affiliate
and was replaced by CKLW (Windsor, Ontario ), which also served
the Detroit area, thus lending an international flavor to the new
venture. The next ycar, Don Lee and Colonial joined the MBS fold.
By January, 1939, there were 107 “co-operating” stations, 25 of
which were able, thanks to the very loose arrangements with MBS,
to retain affiliation with NBC, and 5 with CBS. In January, 1940, the
original incorporators issucd stock to five additional companies:
the Don Lee Broadcasting Company, the Colonial Network, Inc., the
Cincinnati Times-Star Company (licensee of WKRC), the United
Broadcasting Company (a subsidiary of the Cleveland Plain Dealer
and licensce of WHK [Cleveland] and WHKC [Columbus] ), and
the Western Ontario Broadcasting Company, Ltd., licensee of
CKLW,

It had been decided, however, that the original formula of loose,
voluntary mutuality would not enable the new network to compete
successfully with the older chains. In 1938, MBS began to ask for
options from its affiliates, although it did not, as a network, maintain
a programming organization or originate programs. In 1941 the
stockholders elected a paid president, who undertook to turn a
necessity into a virtue: since MBS had only two of the powerful 50-
kilowatt clear-channel stations as full-time affiliates (WOR and
WGN), he went after local stations, especially in one-station com-
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munities, and managed to convince a number of important national
advertisers that such a system offered them a better total audience
than those claimed for NBC and CBS. Though the advertising in-
roads made upon the older networks were not so great as to shake
their hold on the cream of the business, MBS did succeed in winning
three types of sponsor: those who objected to the rates charged by
NBC or CBS; those who wished to test their programs and products
in a few selected markets before embarking on a nation-wide cam-
paign; and those who desired intensive regional coverage, either in
conjunction with major network advertising or independently.

MBS’s intensive drive soon brought it to the top in the number of
affiliations. But the figures were misleading; NBC and CBS at the
close of the 1930’s were interested not only in all but 2 of the 30
powerful 50-kilowatt clear channels but in 534 per cent of the
regional stations as well.

Moreover, as the Federal Communications Commission was to
disclose, NBC and CBS had what amounted almost to a stranglehold
on radio talent. The former had set up an Artists’ Service in 1926.
In 1935 it acquired the Civic Concert Service, Inc. In 1937 the gross
talent bookings of the merged unit were $6,032,274. CBS presented
a similar situation, having set up Columbia Artists, Inc., and having
acquired 55 per cent of the stock of the Columbia Concerts Corpo-
ration in 1930.

Moves in the early forties had the effect of breaking up these tal-
ent monopolies, relaxing affiliation contracts, and limiting ownership
of broadcasting stations to one to a market area, and (by gentle-
man’s agreement) eight over-all. They also were responsible for
NBC’s having to dispose of one of its networks. The choice was not
difficult. In 1938, NBC had paid the seventeen “basic” Red Stations
$2,803,839 for airing network commercial programs; Blue’s eighteen
“basics” got $794,186. In October, 1943, RCA sold the Blue Net-
work to Edward J. Noble, candy manufacturer and licensee of
WMCA (New York), and since the summer of 1945, the network
has been officially known as the American Broadcasting Company.

Several attempts subsequently were made to launch a fifth na-
tional network. In November, 1939, Elliott Roosevelt, onetime presi-
dent of Hearst Radio, Inc., announced the formation of the Trans-
continental Broadcasting System. It never took the air, largely be-
cause it failed to secure in advance sufficient promises of revenue
to hold in line the 100 stations involved. In July, 1945, Leonard A.
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Versluis, a Michigan broadcaster, managed to get the Associated
Broadcasting System operating on the basis of a very loose arrange-
ment with a dozen independent stations. Associated threw in the
sponge on February 11, 1946.

With the coming of the first two big national networks, the de-
mand for radio sets and broadcasting equipment naturally increased.
Even by the end of 1927, the 5-year-old “novelty” had become a
$425,000,000 business in terms of gross receipts for apparatus. By
1938 there were 40,000,000 receiving sets in use in the United States.
The original cost to the public of the nearly 100,000,000 receiving
sets (excluding FM, television, and facsimile receivers) turned out
between 1921 and mid-1946 has been estimated at almost $5,000,-
000,000.

THE NEWSPAPER-RADIO FEUD

As a matter of fact, the publishers have more reason to be on their
guard now than they had in the early twenties. Then radio was
tolerated as something of a toy, and, although several newspapers
owned stations, they did not regard them as competitors. In 1922,
the Associated Press warned its members that the broadcasting of
its news was contrary to AP by-laws; but, as the United Press and
International News Service were supplying news to broadcasters,
those warned felt obliged to strain the by-laws. So little did the
newspaper owners fear radio that they cheerfully accorded the
broadcasters a courtesy long denied (in effect) by most periodicals
to motion picture exhibitors, theatrical producers, and book pub-
lishers: free announcement of scheduled attractions without the
usual quid pro quo of paid advertisements.

With the rapid expansion of NBC and CBS in the early thirties,
however, the picture rapidly changed. Newspaper advertising line-
age fell as radio time billings soared. Radio news coverage, which
had dealt a death blow to the afternoon “extra,” was utilizing the
press association reports—the very raw material of newspapers—to
beat the publishers at their own game, and with a decided advan-
tage in timing. The dormant radio committee of the American
Association of Newspaper Publishers sprang into action. By 1933
it had persuaded AP, UP, and INS to suspend the service of news
to broadcasters.
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The response of at least one network was immediate and initially
effective. In October, CBS News Chief Paul W. White, a former
UP editor, quietly began to organize his own news-gathering staff.
Newspapers in areas where CBS had outlets promptly withdrew the
network’s program listings, and the publishers’ committee urged
newspapers to accord like treatment to all listings, as a means of
bringing concerted broadcaster pressure to bear on CBS.

The broadcasters lost their nerve. They had managed their rela-
tions with the press badly, especially in the matter of failing to
accompany requests for free space with paid advertisements. Most
of them stood in awe of the older medium, insisting that radio
needed the support of the press (which, since 1933, it has never re-
ceived). The network front cracked when NBC decided to play
both ends against the middle instead of supporting its news chief
in his move to follow White’s lead by building up NBC's own news-
gathering staff.

A few days of going without printed program logs convinced all
but a handful of broadcasters that they could not win in a show-
down. The spirit of panic swept CBS up in its tide, and in Decem-
ber, 1933, representatives of both networks met with spokesmen for
the ANPA, AP, UP, and INS in the Hotel Biltmore, New York, and
signed a ten-point “agreement,” which later, perhaps for legal rea-
sons, became known as “the Biltmore program.”

A sweeping victory for the publishers, the “agreement” provided
for the setting-up of a special news bureau, to be supported wholly
by the networks, which was to “edit” the files of the three press
associations and release a small distillate to the broadcasters for two
daily newscasts of not more than 5 minutes each, one after 9:30 a.M.
and one after 9:00 p.a1., and for “occasional” broadcasts of special
bulletins involving news of “transcendental [sic] importance,” which
were to be followed by the admonition to “see your local news-
paper for further details.” Commentators were not to dabble in
spot news, and newscasts were, under no circumstances, to be
sponsored. Finally, CBS was to suppress its burgeoning news serv-
ice, and both networks were solemnly to promise never again to
attempt anything of the sort—a promise which, fortunately, has
not been kept.

Two contributing factors to this curious pact should be noted in
passing. One, of particular interest in view of the 1946 newspaper
campaign against “government interference” with the broadcasters
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(touched off by issuance of the FCC’s famous “Blue Book™), was
the subtle press agitation just prior to the Biltmore conference for
congressional legislation more strictly regulating the radio industry,
accompanied by some kind words for the British system of govern-
ment ownership and operation. The other was the broadcasters’
mounting coolness toward frequent interruptions of commercial
programs by news bulletins, a practice which distressed the spon-
sors and their advertising agencies. The two time periods selected
for newscasts happened fortuitously to fall in “optional” segments
which normally produced little or no advertising revenue.

The new clearing house, known as the Press Radio Bureau, began
operating on March 1, 1934. It never met with any great success,
although the networks obligingly supported it for three years. Its
failure stemmed in part from the refusal of certain stations to abide
by its provisions and the ineffectiveness of measures taken by the
press and the two networks to punish them for their temerity. Even
more serious, however, was the rise of Trans-Radio Press, an in-
dependent news-gathering agency founded by Herbert Moore,
former UP and CBS news editor, which sold news directly to radio
advertisers for sponsorship. So well did Trans-Radio succeed that
UP and INS, never very enthusiastic about the Biltmore “solution,”
gave way to envy, and in May, 1935, on the pretext that they were
making nothing more than a temporary excursion to squelch the
“upstart” news service, persuaded the die-hard ANPA radio com-
mittee to modify the agreement to the extent of permitting UP and
INS to sell news on the side. AP soon liberalized its news policy for
members and, in 1940, removed the no-sponsorship restriction. In
the same year Press Radio passed quietly out of existence. The war
appeared to be over.

The extent to which the outcome was a Pyrrhic victory for the
broadcasters, as well as a missed opportunity for their listeners, may
not even today be fully realized. A 1939 Fortune survey indicated
that 70 per cent of Americans relied on the radio for news and that
58 per cent thought it more accurate than that supplied by the press.
A survey by the Survey Research Center of the University of Michi-
gan in 1947 substantiated these findings very dramatically. On
many occasions during the war, at subsequent international confer-
ences, and in the midst of numerous strikes which kept newspapers
off the stands for days and weeks, listening America might well
have wished that radio’s handful of reporters had been an army.
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Actually, the wartime cessation of hostilities between press and
radio may have marked not so much a victory, Pyrrhic or otherwise,
as a long armistice. The aggressive reappearance of radio newsmen
during the war, together with a succession of time-beats over the
newspapers, all the more galling because they usually involved
news gathered by and for the press, caused the AP management to
“re-examine” the situation, with a view to exploring the possibility
of trying to reinforce restrictions on the broadcasters’ use of press-
association material.

Moreover, facsimile has offered a brand-new source of possible
friction. True, virtually all the pioneering in facsimile has been
done by newspapers, notably the New York Times, the Chicago
Tribune, the St. Louis Post-Dispatch, the Louisville Courier-Journal,
and Times, and the Columbus Dispatch. But this may indicate
simply that certain publishers had taken steps to attain a position
in which they could better control the adaptation of the new
medium to news dissemination. There is also the factor of pressure
from publishers not eager to see facsimile developed, which was
graphically illustrated when West Coast AP members forced that
agency to withdraw leased wire facilities over which the New York
Times was delivering its invaluable facsimile edition to the San
Francisco conference in 1945.

“KING CANUTE” PETRILLO

It was radio’s peculiar misfortune that it was obliged to rely from
the first on many well-intrenched groups other than the publishers
and that it developed in a period when some of these were coming
to the height of their power. The first such group to waylay the
hopeful youngster and levy toll was the American Society of Com-
posers, Authors, and Publishers.

As we have seen, even in the crystal-and-headpiece days, long
before the broadcasters had got an inkling of where their revenue
was to come from, ASCAP, which controlled the bulk of copy-
righted sheet and recorded music, saw a chance to exact tribute
from a medium that could not live without copyrighted music. In
1922 stations were presented with formal demands for royalties to
be paid every time a piece of music was played, whether by “live”
musicians operating in front of a microphone or on phonograph
records. Some broadcasters promptly went out of business, others
merely continued to pirate copyrighted music, but a few of the
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larger stations like A.T. & T.’s WEAF elected at the outset to com-
ply with ASCAP’s demands. After a good deal of haggling and some
litigation, NBC in February, 1930, signed an agreement covering
WEAF, WJZ, WRC (Washington), KOA (Denver), and KGO
(San Francisco), which protected the network and all its affiliates
but had the effect, naturally, of discouraging the origination of
musical programs by stations other than those specified.

By 1935 the sums being paid in royalties by the networks were so
staggering that the National Association of Broadcasters (NAB), a
trade-group formed specifically to fight inroads of this sort, began
looking about for ways to lower the cost. When ASCAP in 1937 an-
nounced a rise in royalty scales, NAB redoubled its efforts to line
up the industry solidly behind the networks. In September, 1939,
the broadcasters decided to take a step from which they had shrunk
in their feud with the press: they approved a $1,500,000 NAB war
chest with which they set up Broadcast Music, Inc., to develop their
own music. Meantime, ASCAP became embroiled with the De-
partment of Justice. But when the government accepted a consent
decree, the broadcasters in October, 1941, signed new contracts,
based on a 1940 ASCAP offer considerably more moderate than
the ultimatum of 1937: BMI had done its job. Record 1940 ASCAP
royalties of $5,000,000 plummeted to $300,000 in 1941 and did not
reach $3,000,000 in 1942. By 1946 the figure had climbed back to
$5,000,000, but only on the basis of a much larger gross volume.
For once, the industry appeared to have won a victory destined to
benefit all concerned.

While they were winning that battle, however, the broadcasters
were assailed from flank and rear. The spearhead of the new hosts
was James Caesar Petrillo, at that time president of the Chicago
local of the American Federation of Musicians (AFM). To Petrillo
two things were apparent: the gains registered by the authors of
popular music did not benefit the men who played it; and “live”
musicians would always be indispensable to the broadcasters.

Petrillo has been denounced as a “Canute” who is determined to
stay the tides of technology. His critics, both in and out of Congress,
where he has been made the subject of special legislation, have
never bothered to suggest what better course might be followed
with respect to the 100,000 artists who entertain America nightly.
Buggy-makers could be taught to turn out automobiles. But, as
records and transcriptions of music cannot be made without “live”
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talent for the initial playing, neither training pianists to weave
baskets nor expecting them to eke out an existence on the wages
of two or three days’ employment each month appears to be the
answer for radio musicians. The coming of talking motion pictures,
catching less resolute AFM leaders without a plan, had thrown
8,300 movie-theater musicians on the human scrap-heap. Radio
would not repeat the performance if Petrillo could help it.

Moved by a sense of timing that has characterized his actions
ever since, Petrillo in 1935 calmly ordered all broadcasting stations
to hire “stand-by” musicians to the number of those used in the
making of any recording or transcription every time a “platter”
was played more than once, on pain of seeing the musicians walk
out of the Chicago recording studios. Early in 1936 he made good
his threat. Locals in other cities promptly brought pressure on
Joseph Weber, then president of the AFM. Weber extended the
stand-by order to the entire country, advising the networks to bring
pressure on their affiliates. This the networks declined to undertake.
But it was apparent that they would lose, whatever they did; and
s0, on September 15, 1937, they formally capitulated. Affiliated and
independent stations, as well as record manufacturers, had, of
course, to follow suit.

Petrillo had outdone the WPA in creating “make-work,” but
meanwhile the engineers had not been idle. The coming of the
automatic record-player or “juke box” presented both a new prob-
lem and a new opportunity: the recording companies were mak-
ing a mint of money, but the 1937 agreement provided no way
for the musicians to tap the major portion of it, even indirectly. In
June, 1942, having failed to persuade the record-makers to agree to
a formula whereby the AFM would receive a graduated scale of
fees on all records to be played in public, the new boss threatened
to forbid his musicians to make recordings. In August he carried out
his threat. Congress stormed. The War Labor Board stepped into
the picture, held lengthy hearings, and ordered Petrillo to end his
strike. In October, 1944, President Roosevelt personally appealed
to the AFM chief to send his men back. But Petrillo turned a deaf
ear to all. Decca and WOR had broken the united front by signing
in September, 1943. In November, 1944, despairing of any help
from the government, Columbia Recording and RCA-Victor gave in.

In the midst of this exhilarating skirmish, Petrillo waded into
two more. In 1943, professedly alarmed by the number of “amateur”
musicians playing over the air, the leader blew a loud blast on his
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trumpet: AFM members playing with nonmembers would lose
their cards. Dr. Joseph E. Maddy, president of the National Music
Camp for school children at Interlochen, Michigan, stuck by his
youngsters and lost his card. Again Congress acted. Senator Van-
denberg and Representatives Dondero and Hoffman introduced
bills, Petrillo shrugged, later graciously “exempted” the Cleveland
Public Schools from his ruling.

Meantime, his eagle eye had long since noted that more and more
radio stations were employing staff (usually announcers) or me-
chanical record-changers. Having organized the manual “platter-
turners” of Chicago, Petrillo moved in the spring of 1944 to require
all stations to employ hand labor, thus providing work for an ad-
ditional 2,000 AFM scale laborers. This brought him into collision
with the National Association of Broadcasting Engineers and
Technicians (NABET), an independent union which had organized
most of the “disk-jockeys” outside Chicago. Afraid of Petrillo, NBC
and ABC hesitated about signing new contracts with NABET, who
in turn, took the case to the National Labor Relations Board. The
latter upheld NABET, directing NBC and ABC to sign new con-
tracts with the anti-Petrillo union. There, as of the close of 1946,
the matter rested. No one supposed that Petrillo, with CBS and a
number of independent stations whose “platter-turners” were mem-
bers of the International Brotherhood of Electrical Workers rather
than NABET in his pocket, would let it rest for long.

In February, 1945, “Little Caesar” forbade his musicians to ap-
pear on television programs until he had had an opportunity to
examine the probable effects of the new medium on employment.
In October, he set FM development back at least a year by banning
dual AM-FM programming of music unless the full complement of
stand-by of musicians was hired. In December he proscribed the
airing of foreign musical broadcasts other than those originating in
Canada. In January, 1946, he ordered the networks to take the lead
in forcing stations throughout the country to employ an “adequate”
number of full-time musicians.

Congress whipped through a bill sponsored by Representative
Lea of California to amend the Communications Act so as to out-
law “featherbedding” and virtually every type of “coercion” that
Petrillo had practiced against the broadcasters. President Truman
signed it in April. The AFM chief promptly ordered WAAF
(Chicago) to employ three additional musicians as “librarians,”
announcing that he would fight all the way up the line to the
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Supreme Court and would refuse to obey such a law even if the
highest tribunal ruled it constitutional. At the AFM annual con-
vention in June, 1946, Petrillo spoke bluntly.

When I became president of the American Federation of Musicians, I
made sure that the contracts with the locals in the three cities where
network shows originate . . . New York, Chicago, and Los Angeles . . .
would all expire on one day, That day is coming next January 31. If
the Supreme Court rules the Lea Act constitutional, the small stations
won’t get any music, because the three locals will make agreements to
play locally only.

And if the government attempted to prevent his collecting a fee
on each record sold?

We'll just send out a little letter. We'll just say, “Gentlemen, on such
and such a date, members of the AFM will not be permitted to perform
in the making of recordings or transcriptions.”

As a thousand delegates rose to their feet cheering, James Caesar
Petrillo put a flourish on his theme song:

Now, Congressmen: dream up a law to make us go to work!

At the end of the year Petrillo had his test case in the judicial
wringer. Behind him stood the American Federation of Radio
Artists, affiliated through the Associated Actors and Artists of
America with Actors Equity, the American Guild of Musical Artists,
and the American Guild of Variety Artists; the Radio Directors
Guild; the Screen Actors Guild; the United Office and Professional
Workers of America; the International Brotherhood of Electrical
Workers; and a half-dozen other unions, any one of which could
disrupt the broadcasting industry on a moment’s notice. In Decem-
ber the United States District Court in Chicago dismissed a criminal
information against Petrillo in the WAAF case, ruling the Lea
Act unconstitutional on five counts involving the First, Fifth, and
Thirteenth amendments. The federal government moved to appeal
directly to the Supreme Court. Meanwhile, however, in October,
the transcription manufacturers had agreed to meet the AFM
“czar’s” 50 per cent “across-the-board” wage increase. Once again,
the wall had been breached.

THE ADVERTISING MEN MOVE IN

It will be recalled that, when broadcasting took its first halting
steps in the early 1920%s, it was thought by RCA, GE, Westing-
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house, and the other manufacturers that the sale of equipment
would support the new medium indefinitely; and that, when
A.T.&T., which had virtually no equipment to sell, failed in its
appeal to the public for contributions, it turned to the merchants.
But potential advertisers were skeptical. For more than a century,
they had been dealing with the written word. Those who controlled
the print media were loath to see the advertiser's dollar split.
Weighing the bird in hand against the rumored two in the bush,
the advertising agencies that got their 15 per cent from the print
media hesitated to break with old friends.

The rising generation in the advertising-agency field took the
longer view. It seemed apparent to them that radio was the ideal
medium for certain firms which made package sales that depended
on constant iteration of their brand names and which, therefore,
naturally desired maximum impact; that maximum impact meant
network hookups to bring the number of those “exposed” to a
single advertisement well above the top figure for any grouping of
newspapers, magazines, outdoor posters, or car-cards.

They began with prospects whose sales graphs were going down
despite heavy advertising in the older media: brand coffee, which
was feeling the pinch of the cheaper, chain-store lines of coffee
“ground before your eyes”; canned soups, which were suffering
from the elimination of the soup course and, along with packaged
desserts, from the growing American habit of eating out; cigarettes,
which were beginning to find pretty-women symbols a drug on the
market and had a story to tell about “scientific tests” of “doctors”
and tobacco auctioneers which nobody would read in type; pipe
tobacco, which had become a sideline because pipe smoking was
on the wane; automobile fuel, which was just going into the “ethyl”
and “high-test” grading phase.

Corporations in these and other lines were worried. In a nation
of “experts,” they took it for granted that these impetuous young
advertising men knew what they were talking about. By the mid-
thirties, radio shows that had creaked along on budgets of $25,000 a
year were giving way to variety and comedy shows like “Maxwell
House Showboat” and Ed Wynn’s “Texaco Fire Chief,” running to
a quarter-million and employing as many as a hundred and fifty
entertainers. By 1935 the net incomes of NBC and CBS had soared
to $3,656,907 and $3,228,194, respectively; by 1940, to $5,834,772
and $7,431,634. Meanwhile, the sponsors were making money, too.
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And advertising agencies dealing almost solely with the new bo-
nanza were springing up overnight.

That this was a fateful step for the advertising industry was at
once apparent. The official historian of the N. W. Ayer Company
offers some interesting testimony on what sweeping decisions had
to be faced and made:

The Ayer agency . . . believed that radio advertising was particularly
open to abuse which might alienate public opinion. It therefore adopted
the policy that it would maintain direct control over the arrangement and
production of all programs for which it was responsible, instead of leav-
ing program production to the stations. Gradually it developed a staff
of workers especially trained and experienced in this work; and in 1928,
when the possibilities of radio advertising were clearly established, this
staff was separated from the firm’s other publicity work and organized as
an independent department. Its duties were to assemble information
about all phases of broadcast advertising, build up programs, hire talent,
direct production, and handle the leasing of station time and all other
details connected with broadcast programs. . . .

It was, perhaps, both natural and inevitable that the purpose of,
and attitude toward, programming should change significantly. The
horse, as the Ayer historian explains, had to follow the cart:

... Until 1930, all agencies tended to look for attractive programs and
then to seek advertisers who would take a fling at broadcasting. After
1930, much of the original glamor and mystery of radio had vanished,
and men had to take a more realistic approach. The Ayer firm rapidly
developed the view that an agency must start with the client’s sales
problems, determine whether radio can help, and then devise a program
which will achieve specific ends in terms of sales. The complete reversal
of the method is significant.

How significant may be gathered from the following wistful
historical note in the December 8, 1945, issue of Billboard:

The networks have always tried to get a firmer foothold in the produc-
tion field . . . a position they lost to advertising agencies in the early
days of radio.

Soon the agencies were not only building programs and hiring the
talent but also choosing the times at which their shows would be
broadcast and the cities in which they would be heard. How much
further could they go? As Niles Trammell, president of NBC, told
the Senate Interstate Commerce Committee in December, 1943:

The argument is now advanced that business control of broadcasting
operations has nothing to do with programming control. This is to forget
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that he who controls the pocketbook controls the man. Business control
means complete control, and there is no use arguing to the contrary.?

This is not to say that Trammell and all his colleagues were
entirely happy about the situation. Indeed, on several occasions
during the late thirties, William S. Paley, then president and now
chairman of the board of CBS, suggested that the broadcasters
ought to take steps to free themselves from advertiser domination.
The reaction he got was very much the same as that which usually
greets the timid householder attempting to quiet a noisy party
across the hall. The feeling was general that what the advertising
agencies had given, the advertising agencies could take away. “Why
shoot Santa Claus?” the cynics asked.

The sponsors and agencies were building up a solidarity entirely
unmatched by the broadcasters. By 1944, CBS had thirteen custom-
ers who bought more than $1,000,000 worth of time each, and three
who spent more than $4,000,000 each,® while NBC had eleven mil-
lion-dollar-plus clients, ABC nine, and MBS three. But advertising-
agency concentration had become even more pronounced. J. Walter
Thompson bought $13,470,003 worth of time from CBS, ABC, and
MBS in 1944; Young and Rubicam, $10,034,721; Dancer, Fitzgerald,
$7,062,811. In other words, three agencies bought nearly a fourth
of the time on three of the four networks. In 1945, seven sponsors
and six agencies furnished almost half of CBS’s $65,724,362 billings;
twelve sponsors and five agencies contributed more than 40 per
cent of ABC’s $40,045,966; six sponsors and five agencies accounted
for a third of MBS’s $20,637,363.

What this could mean in the way of “pressures” should be ap-
parent even to the layman. It is equally apparent that the small
independent stations, operating sometimes on a “shoestring,” have
no effective way of resisting such pressures. But the networks are
not immune, for, obviously, an advertising agency responsible for
as much as 10 per cent of a chain’s business can wield a good deal
of influence over not only the network but also the scores of sta-
tions that rely largely on the chains for their livelihood.

The merest suggestion from a courageous network executive that

21t is perhaps only fair to say that Trammell was speaking of evils he

detected in the Chain Broadcasting Regulations rather than in advertiser
domination.

3 General Foods, $5,537,409; Lever Brothers, $4,842,781; Proctor and Gamble,
$4,348,795.
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he might set aside a choice hour in the evening for a brave new
venture in public service could bring a reminder from half-a-dozen
agencies of the fact that they could easily take their business next
door—and his listeners with it. What would happen if the broad-
casters, or even the four networks, moved in unison is a matter for
conjecture. They have never tried it.

“LOVE THAT SOAP!”

That this concentration of advertising power should have had its
effect on programming tastes is hardly to be wondered at. Once
the decision had been made, shows began to stress a more “popular”
appeal. Commercial “plugs” became more frequent and more direct.
The broadcasters’ “rules” against direct advertising, “relaxed” as
early as 1927, gradually disappeared altogether. Radio became
“show business.”

The new pattern formed and hardened swiftly. In 1929, Rudy
Vallee, sponsored by Fleischmann’s Yeast, expanded the dance-
band-with-plugs formula by introducing “radio personalities.” The
same year saw the beginnings of the “Amos 'n Andy” and Goldberg
shows, the latter among the first of the afternoon dramatic serials,
forerunners of the “soap operas” of today. Housewives, the ad-
vertisers said, found such dramas a relief from “the grim reality of
housework.” Certain it is that the serials were easy to produce,
cost little, and were found to be very successful in selling their
sponsors’ products. Soap companies like Proctor and Gamble and
Lever Brothers flocked to the new standard, and soon this type of
program had a generic name to vie with the “horse opera” of the
screen.

The logbooks of WEAF and W]Z, at that time both NBC stations,
show no prominent commercial sponsors before 6:00 p.m. during
1932 and 1933. By 1936 the daytime hours were filled with 15-
minute shows, sponsored primarily by Oxydol, Ivory, Best Foods,
Chipso, and Climalene. By 1939 the serial was well established, and
such clients as Kolynos, Phillips, Dr. Lyons, and Camay had
mounted the bandwagon.

Costs of evening programs, paradoxically, rose steadily through
the years from 1935 to 1946. At first, this trend alarmed the sponsors
and advertising agencies; for, although there was no doubt about
the existence of radio audiences, there was considerable about the
radio market: that listeners were purchasing radio-advertised prod-
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ucts had not yet been “conclusively” demonstrated. The sponsors,
still to be introduced to corporate and income-tax schedules which
were to make “good-will” advertising the cheapest commodity on
the market, wanted results. Led by the American Tobacco Com-
pany’s George Washington Hill, with his “unprecedented” Cremo
contest and strident Lucky Strike program, they had shaken off
all the old network inhibitions against “direct” advertising, except
the one about specifying the price. That this taboo to which the
broadcasters clung was meaningless was made clear in practice:
Eno Fruit Salts described a trial bottle costing “a little less than two
packs of cigarettes”; another sponsor announced that his product
could be purchased for “the smallest silver coin in circulation”;
Richman Brothers boasted that “men who pay $45 for their suits
can now get them . . . for half that.” The dropping of such “sub-
tleties” was now only a question of time.

Even though it often seemed like sending good money after bad,
the advertising agencies eventually went after Hollywood names to
“hypo” fading music-and-variety shows. At first, the film capital
resented this “exploitation,” but the producers soon discovered that
radio appearances enhanced the popularity of their stars, as well as
the box-office pull of their pictures. The actors, delighted to stumble
onto new sources of revenue beyond the reach of the California
income-tax collectors, soon learned to demand what the market
would bear. During the 1930’s, Eddie Cantor, Ed Wynn, Burns
and Allen, Jack Benny, Fred Allen, Stoopnagle and Bud, Jimmy
Durante, and many another veteran of vaudeville strode to the
microphone as the popularity of variety shows steadily increased.
Rarer were those who, like Marian and Jim Jordan (“Fibber McGee
and Molly”), started more modestly, since they lacked the con-
venient Hollywood-Broadway springboard, but eventually got to
the top.

The first strictly “dramatic” program of the type now common,
“First-Nighter,” was launched in 1930. It was soon followed by the
“Lux Radio Theatre.” From this point it was only a step to the
dramatization of mystery and murder stories: “The Shadow,” “Bull-
dog Drummond,” “The Green Hornet.” The Kellogg Company gave
the formula a new emphasis with “The Singing Lady,” a presupper-
hour children’s program. Soon all the breakfast-food people were
combining cowboy or G-man derring-do and package-top prizes to
persuade young Americans to hound their mothers into buying new
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“taste sensations.” The “sealed-in vitamin” fillip was to come later.
By 1938, Fortune observed, radio entertainment was becoming
“increasingly complicated.” Major Bowes had pointed the way for
amateur shows, which enjoyed a brief reign and then gave way to
quiz and other audience-participation programs, the more extreme
types of which proved so popular that thousands of citizens still
clamor weekly for the chance to make themselves ridiculous.

Henry Ford and General Motors each had a symphony program.
The sponsoring of “serious” music was felt to be a matter of
“prestige,” as well as a completely noncontroversial form of “public
service”; and soon CBS had the New York Philharmonic and NBC
its own symphony with Toscanini conducting. The public, Fortune
feared, “still preferred swing to symphony, comedy to uplift. Pro-
gram-makers had accustomed the listener to the Big and the New,
and now had a self-created mandate to produce it over and over
again.” Unconvinced, the Blue Network (now ABC) clung to the
Metropolitan Opera broadcasts it had begun in December, 1931,
occasionally finding a prestige-hungry (or tax-ridden) sponsor for
it (American Tobacco in 1933-34, Lambert Pharmaceutical in
1934-35, Texas Company from 1941 to 1943). Symphonies became
fixtures. And many a lesser orchestra found a place on a local sta-
tion.

As early as 1931, broadcasters began to experiment seriously
with forum and other “discussion” programs. The oldest of the
forums was the “University of Chicago Round Table,” launched on
NBC’s WMAQ (Chicago) in February of that year. “America’s
Town Meeting of the Air” was for years a Blue Network (ABC)
feature, beginning May, 1935, sometimes sponsored, sometimes sus-
taining. The “American Forum of the Air” was started by MBS
in January, 1939. CBS introduced “People’s Platform” in July, 1938.
The latter’s “American School of the Air” and NBC’s “University
of the Air” were for years sustaining features.

As with the “serious” music programs, most broadcasters have
been content to let the networks hold the “forum franchise” for
them with one each, and these four coming later and later in the
evening or on Sunday afternoon. Unrehearsed discussion of con-
troversial public issues by “outsiders” has been frowned on by the
NAB, as we shall see. Such expansion as there has been under
the heading of “news and discussion” since the outbreak of World
War II, therefore, has been in the direction of a quantitative in-
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crease in straight news bulletins and the development of one-man
commentaries. The latter device, which made its appearance shortly
after Munich and probably reached a peak before V-] Day, brought
to the microphone a wide variety of speakers, a handful of them
well qualified by experience for the work.

The table on p. 68 will give some indication of the trends between
1932 and 1945. The spectacular rise under the heading “Drama”
should be noted with the reservation that it coincides with the de-
velopment of the “soap opera” and children’s serial; bona fide
experimentation in the theater arts, symbolized by the “Columbia
Workshop” and the outstanding contributions of such men as Orson
Welles, Arch Oboler, Norman Corwin, and Archibald MacLeish,
represents only a small fraction of the total and, indeed, for a time
declined. In connection with the figure for “news,” it should be
borne in mind that interest reached a peak during the war and has
since receded somewhat.

It should be noted in conclusion that the radio advertising situa-
tion was changing very rapidly during the summer and fall of
1946. Three factors were cited for a diminution of interest on the
part of many wartime broadcast sponsors: (1) the easing of the
newsprint shortage, which allowed them to take more space in
the print media; (2) the new tax law, which, after January 1, 1946,
enabled corporations to pocket profits formerly spent on advertising
because 90 cents on the dollar would have gone for taxes if it had
not been used in advertising; (3) the high cost of talent; (4) labor
stoppages and materials shortages.*

This trend, in turn, affected the agencies in more ways than one.
Some of them had urged their stars to incorporate themselves, as a
device to save the agencies the few dollars for social security deduc-
tions which they would otherwise have had to pay; and the stars
had found that they rather enjoyed dealing directly with sponsors,
with whom they shared the 15 per cent service charge formerly paid
to the agencies. Far more serious from the agency standpoint was
the trend toward “package” firms, often consisting of a writer and
a salesman, who sold finished shows either to the stars or to the
sponsors, in either case by-passing the agencies.

How these trends would affect the broadcasters themselves re-
mained to be seen. Having been denied the cream of the agency

4 One might add another: the American businessman’s extra-sensory knowl-
edge of the precise moment when the customers have had enough.
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Analysis of Program Classifications (in Percentages)

~  NBC® ~ CBSt ‘MBS
1933 1939 1944 1933 1939 1044 1944

Music:
Classical and semi-
classical . . . .... 269 14.1 122 8.8 6.2 7.3 6.9
Dance and light. .. 404 431 205 454 308 258 324

Drama ... ......... 112 201 267 181 266 286 7.2

News ... ..couonvn.. 2.0 38 204 4.7 109 185 225
Variety and quiz..... 2.6 29 14.0 7.9 84 138 8.7
Talks and discussions 7.0 9.6 24 7.2 4.8 62 128
Sports . .. ......... 1.0 1.2 1.1 15 7.0 0.8 0.9
Children’s§ ... ..... 3.6 29 0.4 5.3 31 ..... 4.6
Religious . . . ....... 1.8 1.3 1.1 1.1 2.2 1.2 4.0
Physical training || ... 2

Total ... ....... 100.0 100.0 100.0 100.0 100.0 100.0 100.0

Sustaining . . . ...... 764 703 506 771 513 522 69.0
Commercial . .. ..... 2386 297 494 229 487 478 310

* The 1933 and 1939 figures for NBC are the combined Red and Blue networks—1944
are the figures for NBC (formerly the Red) alone.

t CBS figures in 1933 and 1939 for dance music, drama, and variety were combined
into one class ('‘Popular Entertainment”); whereas it was possible to reclassify the com-
mercial programs, such figures on sustaining were unavailable, hence the figures in the
table are an estimate.

1 Although MBS was already organized in 1934, its sustaining programs in 1939 were
broadcast on a mutual basis, and no record was kept to make the figures complete.

§These figures should be compared very approximately, since the networks differ not
only on the methods of classification but in degree of change since 1933. CBS no longer
classifies children’'s programs.

|| A program of setting-up exercises that was popular at the time and was broadeast
as much as an hour a day. Such programs are no longer significant.

business and therefore obliged to scratch for new ideas long ago,
ABC and MBS may have found a partial solution in the co-operative
sponsorship idea, whereby several-score local merchants in various
communities help to defray the expense of such $100,000-plus at-
tractions as Raymond Swing and Elmer Davis. Some affiliates had
built up enough local business to cushion the shock, and, of course,
the independents for the most part always had been, vis-A-vis the
networks, national advertisers, and agencies, just what the word
implies.

So much for the historical development of a business whose gross
time sales grew from a few thousand dollars in 1925 to $100,000,000
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in 1935 and to more than $400,000,000 in 1945. For the most part,
it has been a natural phenomenon, a case of a hidden spring pro-
ducing a brook that became a stream and then a torrent, making
its own bed as it swept along,.

[Editor’s Note: This was written, of course, before the impact of
television on radio became apparent. The tables in this volume will
suggest the extent to which the newer medium has cut into radio
listening and radio advertising support.]



THE GROWTH OF
INTERNATIONAL COMMUNICATIONS

BY LLEWELLYN WHITE
AND ROBERT D. LEIGH

This is a part of one of the reports from the Commission on Freedom of
the Press. Mr. Leigh was director of that Commission, and Mr. White a
staff member. Mr. Leigh was for fourteen years president of Bennington
College, and during the war served as director of the Federal Broadcast
Intelligence Service. Mr. White has had twenty-nine years of newspaper,
magazine, and press association experience. This material is reprinted
from their book, Peoples Speaking to Peoples, by special permission of
the University of Chicago Press, which published the volume in 1946 and
holds copyright. The reader will notice, of course, that a few of the 1946
details in this selection no longer apply to the present time.

THE TELECOMMUNICATION SERVICES

IN CONTRAST to the United States, the governments of virtually all
countries are directly involved in the business of furnishing tele-
communications services. Almost all own and operate their domestic
telegraph systems exclusively and, with the exception of Latin
America, where foreign operators have moved in, the telephones
as well. As to external facilities, the ratio of government interest
varies; Japan, Norway, and Switzerland own and operate all tele-
communications; the governments of Belgium, Sweden, and Finland
own some cables and all wireless facilities; the British government
nationalized all cable and wireless facilities; in Greece, Egypt,
Portugal, and most Latin-American countries neither the govern-

70
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ment nor national industry controls the telecommunications links
with the outer world, enterprising foreigners (usually either the
International Telephone and Telegraph Company or Cable and
Wireless, Limited, with Radio Corporation of America appearing
also as part of various combinations of foreign groups) having taken
over such services by long-term lease.

Two nations clearly dominate the international field: Britain, with
190,000 nautical miles of cables, 63,000 miles of point-to-point wire-
less circuits, and a potential for broadcasting voice radio, dot-dash,
and facsimile to literally every part of the globe; and the United
States, with 94,000 miles of cables, 236,000 miles of point-to-point
wireless telegraph, and a broadcast potential limited only by the
lack of suitable permanent relay points to circumvent the Auroral
Zone about the North Pole—a natural phenomenon that does not
plague the more fortunately located British, over whose empire the
radio signals never fade. The comparison is at once significant and
misleading; it indicates that wireless is rapidly surpassing cables,
which is true, and that America’s predominance in the newer me-
dium has challenged Britain’s long-time leadership in international
telecommunications, which is also true; but it might be taken as
prima facie evidence that America’s leadership itself will go un-
challenged, and that depends upon what America does to con-
solidate its position. Our improved position was largely a wartime
phenomenon.

The United States has missed the boat on at least two previous
occasions. The first was when Cyrus Field, Peter Cooper, and other
wise Americans proposed a submarine cable to link America with
Europe. It was not the United States government but the British,
long aware of the value to a nation with global political and eco-
nomic interests of rapid, reliable communications, which guaranteed
the pioneers a 5 per cent profit for as long as their venture func-
tioned. After that Britain combed the empire for investors willing
to lay cables under government guaranties. When that did not work,
the government laid them itself, notably the All Red Route from
London to Australia, which embraces the two longest submarine
cable spans in existence. Guglielmo Marconi, suffering substantially
the same fate in his homeland that Field and Cooper had en-
countered in theirs, found a welcome in England, where his pri-
vately owned Wireless Telegraph Company soon established a
radiotelegraph network embracing most of the empire. British trade
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undoubtedly gained in consequence of these two moves. And dur-
ing World War I the unquestioned dominance of London as the
center of world communications proved of incalculable military,
news, and propaganda value.

The rapid development of wireless communication by our en-
gineers virtually thrust upon Americans a second opportunity to
take the lead in global telecommunications. This, too, was lost, and
for a variety of reasons. To begin with, much of the pioneering in
radiotelegraphy from the United States was done by RCA, which
was interested primarily in the development of a domestic voice
radio broadcast network. The other big company in the field, 1.T.
& T., had invested heavily in cables and still could not believe that
the newer device would ever offer anything more than a supple-
mentary “feeder” service.

Wireless telegraph circuits, like cables, require terminal facili-
ties. Like cables, radio to reach around the globe needs automatic
relay points to “boost” the signal as it begins to fade. Both require-
ments, in the case of the United States, involve treaties with foreign
powers, because we lack Britain’s conveniently placed stepping-
stones around the globe. Such treaties were not sought at the
Versailles peace table. Given breathing space, the British govern-
ment spun its own wireless web—a web which soon assumed the
characteristics of monopoly in that it denied to rivals the right to
operate circuits directly from their own countries to British Empire
points. Meantime, but for the swift intervention of our Navy De-
partment, the British in 1919 might have obtained exclusive control
of the Alexanderson “alternator,” a General Electric product, and
the De Forest tube, which would have set American wireless (and
domestic radio) development back a decade.

If the efficiency and economy of radiotelegraph did not impress
cable-minded Americans with the need to seize early leadership,
it made a very deep impression on their British counterparts. Faced
with the double threat of rate and service competition from the
British Post Office and the Marconi companies and with the ever
present rivalry of the American cable companies, British cable
owners saw their revenues dwindling and their stocks falling off.
Without hesitation, they determined to save their investments by
using government aid to subdue their wireless competitors. As
neither the War Office nor the Admiralty was completely sold on
wireless, the government reacted promptly to their proposal, and
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according to expectation. An Imperial Wireless and Cable Con-
ference was hurriedly summoned. The result was the formation, in
1929, of two “chosen instruments,” one a holding and the other an
operating corporation, but both known as Cable and Wireless.
Into the consolidation went the private companies’ 165,000 miles of
cables and practically all of the government’s 25,000, the point-to-
point radio stations and manufacturing interests of the British Mar-
coni company, and some of the radiotelegraph facilities of the
British Post Office. The offer of shares to the public was accom-
panied by newspaper stories mentioning an expected 6 per cent
profit.

Actually the 6 per cent was never approached, and in 1936 the
government was obliged to step in again. Rentals of government
facilities amounting to a quarter of a million pounds a year were
canceled in exchange for government ownership of 9 per cent of
the stock; dividends were cut sharply; the company’s license was
extended to insure greater monopoly benefits; and a uniform maxi-
mum empire rate of 1s. 3d. was inaugurated for messages between
any two points in the Commonwealth, as a means of meeting for-
eign wireless competition, chiefly from the Royal Netherlands Post
Office. Two years later there was instituted a uniform press rate of a
penny (then 2 cents, now 1.17 cents, American) a word between
any two points in the Commonwealth. Cable and Wireless seemed
on the way to a secure, if somewhat limited future, although the
Dutch and the French also, despite their heavy investment in cables,
were expanding the wireless links with their own far-flung empires.
Indeed, telecommunications had become one of the integral ele-
ments of colonial development.

Eighteen months after the new arrangement had been solem-
nized in the Imperial Telegraphs Act, Hitler attacked Poland.
Official government telecommunications traffic immediately as-
sumed such proportions as to assure Cable and Wireless of steady
dividends, and at the same time to obscure temporarily the hand-
writing on every cable-owner’s wall.

The British cable-owners had thought so little of international
broadcasting that they had left the British Post Office in possession
of a few transmitters for experimental multiple-address newscast-
ing and marginal services, and the thriving BBC in command of
its own voice-broadcasting facilities. Before the war, BBC began a
vigorous program of international broadcasting of news and com-
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ment in Italian, Spanish, and Arabic, mainly to counteract Musso-
lini’s radio broadcasting propaganda to the Arab world. To the
British Ministry of Information and Reuters, the powerful world-
wide press association which operated virtually as a wartime arm
of MOI, certain elementary facts soon became apparent: (1) Cable
and Wireless, Limited, never very much impressed with the need
for speed in handling press dispatches, was becoming, thanks to
its monopoly position and the exigencies of wartime, even more
dilatory in handling press copy; (2) the broadcasting of news
(newscasting) by dot-dash on what is known as the multiple-
address principle would bring the unit cost very much lower than
Cable and Wireless’ 1-penny empire press rate; (3) medium- and
short-wave voice radio broadcasts could reach places (occupied
Europe, for example) with news beyond the practical reach of
dot-dash.

Accordingly, MOI supplied BBC bountifully with news for voice
broadcasts and encouraged the Post Office to build new transmitters
so that Reuters could reach literally all the world with dot-dash.
The results were spectacular in winning friends for a beleaguered
nation and contributed powerfully to the Allied cause in occupied
countries. But the fact that much of the world was seeing America’s
war effort through British eyes disturbed many Americans, notably
the senators who, in 1943, toured the Mediterranean and Pacific
battle-fronts. Assuming that Reuters’ advantage stemmed from the
Cable and Wireless monopoly which Reuters virtually had ceased
to use (Cable and Wireless carried only 2% per cent of Reuters’
file in 1944), these senators returned to join in the clamor for a
merger of this country’s competing telecommunications companies.

The American telecommunications structure during the years of
its rapid development following World War I assumed a form
quite different from the British and, indeed, from those of all other
countries. There developed actually nine American-owned but not
government-owned telecommunications companies, most of which
are competing for the same business. There are five major corpo-
rations, one of which competes directly with the other four in only
a small marginal field confined to the point-to-point transmission
of voice radio programs for rebroadcast; and four lesser ones, none
of which handles much normal commercial message trafic. The
five major corporations are the International Telephone and Tele-
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graph Corporation (cable and wireless circuits); Western Union
(cables and domestic telegraph circuits); Radio Corporation of
America (chief radiotelegraph operator); American Telephone and
Telegraph Company ( telephone circuits); and Press Wireless (news
circuits).



THE INTERNATIONAL NEWS-GATHERERS

PRIOR TO THE INVENTION of printing type, news traveled by word
of mouth and by letter, with the choicest bits of court scandal and
international intrigue reserved for the safety and embellishment of
conversation. The advantages of the confidential courier were pre-
served long after the coming of the newspaper. In part, this was
because editors appreciated that their news-gatherers were pro-
tected in the disguise of a bank clerk or a ship’s captain. In part, it
was because the original purchaser of the news was not an editor
at all but an enterprising businessman who let the editor have it
only when he could extract no further profit from its exclusiveness.
In any event, although governments created the most important
news, they could not control it in a society in which every other
traveler might be a part-time reporter.

I. REUTER, THE PRESS ASSOCIATIONS, AND THE CARTEL

Among the most enterprising businessmen of the pretelegraph
period in Europe were the Fuggers and later the Rothschilds, who
had discovered early that palace-scullery gossip could sometimes
be turned to account in the money mart. In the 1840’s a no less
enterprising German, named Paul Julius Reuter, found that homing
pigeons could beat the Rothschilds’ couriers. In 1851, on the advice
of the Rothschilds, Reuter took his pigeons to London, where he
used them to link the newfangled telegraph lines that could span
everything in Europe but the Skagerrak and the English Channel.

Three things immediately became apparent to Reuter: (1) cop-
per wire was going to revolutionize and standardize the whole
news-gathering operation; (2) because this would give govern-
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ments the opportunity to interfere with what was said, the wise
news merchant would seek to make himself a partner and confidant
of government; and (3) newspapers were becoming so numerous
and so bulky that they were better wordage-volume customers
than brokerage houses. Armed with such wisdom, Reuter ap-
proached the Times with a proposition to furnish English news-
papers with Continental coverage by his staff of foreign observers.
The Times was skeptical, but the editor of the Advertiser closed a
shrewd bargain with him.

Within twelve months Reuter was serving a dozen newspapers in
the British Isles and making money at it. But his sights were aimed
higher: If the government would permit him to use the new sub-
marine cables that were beginning to link the empire’s outposts,
the global news service he proposed to develop would cement
British ties and help to fill the holds of British merchantmen. He
may have added as an afterthought, that such a plan already had
occurred to a Frenchman named Havas.

In any event the British government was quick to see the point.
Reuter became a British citizen, a trusted servant without port-
folio. Needless to add, Reuter’s news service was careful to say at
crucial points what the British government wished it to say.

Meantime, Havas, who had been rounding up Continental news
for French newspapers since 1835, was also dreaming of world
empire. Havas fought Reuter for a year, but the favorite of West-
minster held the high trumps—the cables. Then as now, limited
facilities argued limited competition. So Havas persuaded Wolff,
a German agency founded in 1849, that prudence dictated dividing
the world into three parts. Reuter got the British Empire, North
America, a number of “suzerain” states along the Mediterranean-
Suez lifeline, and most of Asia; Havas got the French empire, south-
western Europe, South America, and parts of Africa; Wolff got what
was left in Europe, including Austria-Hungary, Scandinavia, and
the Slav states.

Reuter soon discovered that he was in for trouble in the United
States, where a number of newspaper publishers in 1848 had de-
cided to husband their limited facilities by organizing a co-opera-
tive news-gathering agency which they styled the “Associated
Press.” The British government did not want trouble with Amer-
ica over anything touching United States sovereignty so closely
and for such relatively small stakes; so Reuter convinced Havas
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that the original partners would benefit by letting AP into the
cartel, since its inclusion would enable them to cover the news of
the distant republic without spending a farthing. Even so, AP was
not formally admitted until 1887.

During the succeeding years there were changes and modifica-
tions of the original four-trust agreement. Smaller news agencies,
such as Italy’s Stefani and Belgium’s Belga, sprang up, only to be
forced to become satellites of Reuter or Havas. Here and there, as
in the Caribbean and in Central America, Reuter and Havas
agreed to share a market. AP was confined to continental United
States until after the turn of the century, when it was permitted to
venture into Canada and Mexico, and, toward the close of the
first World War, into Central and South America. Thus it was that,
from 1858 to the first World War, reporting, save in the United
States, was never quite free of the taint of government propaganda.

A good many editors, particularly in America, writhed in their
straitjackets. They themselves traveled abroad enough to know
that they were not getting the facts. Some of the more enterpris-
ing, like James Gordon Bennett the elder, sought to gain a measure
of independence from the cartel by sending special correspondents
to roam the world, as the pre-Reuter couriers had done and as the
individual British newspaper correspondents did. AP itself was able
to place some of its correspondents in foreign capitals with the
right of filing their reports directly to the United States. But it was
not until a new enlargement of the telecommunications bottleneck
coincided with the development of cheap newsprint and high-speed
presses to focus a widespread demand for better news coverage
that the cartel got its first serious warning of doom.

The break came during the first decade of the present century.
The Commercial Cable Company was challenging the Western
Union-British stranglehold on the Atlantic cables and preparing to
buy into the new Pacific links. Radiotelegraphy was blossoming as
a cheap alternative carrier, capable of carrying many thousands
of words a day. The improved Hoe high-speed rotary press was
shifting the balance of interest to afternoon newspapers, with their
multiple split-second editions for street sales. Among the most
vigorous of these afternoon papers were those of the midwestern
and far western chains owned by the Scripps family, which, be-
cause of AP’s exclusive-franchise agreements, could not buy that
agency’s service. In 1907 the Scripps organized the United Press
Associations.
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UP soon was joined in the anticartel fight by Hearst’s Interna-
tional News Service. By 1914, noncartel correspondents dotted the
globe, for UP and INS were not alone. Although for political
reasons they would not formally break with the monopoly, ven-
turesome British, Dutch, French, Scandinavian, and Japanese edi-
tors could and did send their own reporters forth to “supplement”
the cartel’s coverage. In Canada, Australia, and Japan cooperative
news associations were formed, with the partial object of eliminat-
ing governmental dominance.

By dint of considerable energy and some good luck, UP by 1920
had broken the cartel front at what had been regarded as its
strongest point: the non-United States news-buying market. A
fortuitous friendship between a UP executive and the owners of
La Prensa of Buenos Aires led, despite Havas’ protests, to UP
contracts with a number of Latin-American newspapers. At about
the same time, AP extended its membership to include a number
of leading South and Central American newspapers. And the forth-
right demand of several English provincial newspapers for some-
thing better than Reuters resulted in the formation of British United
Press, an entirely British-owned association having close ties with
UP, with which it exchanged news items. [Note: In 1958, UP and
INS joined to form a single service, United Press International, or
UPL]

II. DIVERSIFICATION IN FOREIGN NEWS-GATHERING

Although Germany’s defeat in 1918 gave Wolff's share of the
cartel to Havas and Reuters, the old arrangement was finished.
Struggling new agencies like Exchange Telegraph in England and
Agence Radio in France had followed the UP-INS example. One-
paper special correspondents were becoming commonplace in the
world’s principal cities. Soon their newspapers, singly or in groups,
organized syndicates to sell their global coverage to less venture-
some editors. Thus, such newspapers as the London Daily Mail,
the London Daily Express, the Manchester Guardian, the Stock-
holm Tidningens, the Berliner Tageblatt, the Ziiricher Zeitung,
La Prensa and Nacién of Buenos Aires, the Frankfurter Zeitung,
the Petit Parisien, the Tokyo Nippon Dempo, the Philadelphia
Public Ledger, the New York Evening Post, the New York World,
the New York Herald Tribune, the New York Times, and the
Chicago Daily News branched out as small press associations in
the news-selling, as well as the news-gathering, market.
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During the late twenties and early thirties, foreign coverage
made rapid strides both in the number of observers roaming the
world and in the quality of the best of them. Magazine corre-
spondents joined the ranks of newspapermen. As the importance of
pictures increased, news photographers and newsreel cameramen
began to apply for admission to the correspondents’ corps. In the
late thirties, radio newsmen and commentators added their eyes
and voices.

The very rapid development of wireless and aviation had made
possible a flow of words and pictures such as Paul Julius Reuter
had never envisioned. The expansion in size and scope of existing
periodicals and the creation of many new ones offered a ready
outlet for the increased flow. The best of the correspondents de-
parted from time-honored press association methods and began to
dig deeply into the social patterns of the countries to which they
were assigned. The invention of the “candid” camera and the per-
fection of fine-screen photographic printing on improved calendar
magazine stock called forth a host of first-class photographers, whose
art was brought to the home news desk by wire and wireless photo
in a matter of minutes. Better book publishing and merchandising
methods invited those who roamed the world in search of knowl-
edge to put between the covers the best of what they found.

Again, as in Reuter’s time, newer and better facilities inspired
newer and better uses of the means of international communica-
tion; newer and better uses spurred a popular demand for their
continuance and improvement. The independent observer and the
wireless telegraph had outmoded Reuter’s methods, just as Reuter’s
news network and the cable had outmoded the methods of his
predecessors. In the early thirties, AP broke away completely from
the cartel. In 1940 Havas vanished with the French armies. A year
later, British newspaper proprietors took over Reuters. In 1942
Mussolini’s puppet, Stefani, disappeared, to be succeeded by the
Agenzia Nazionale Stampa Associata, modeled along the lines of
AP and the new Reuters; and the co-operative association, Agence
France Presse, rose from the ruins of the venal Havas. The fall
of Deutsche Nachrichten Buro and the Japanese Domei in 1945
left only Spain’s EFE and the Russian agency Tass in the field of
openly government-controlled news services.

[Note: Five wire news agencies can now (1960) be classified
as world agencies. These are Agence France Presse (France), As-
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sociated Press and United Press International (U.S.A.), Reuters
(UK.), and Tass (U.S.S.R.). In addition to these, over fifty na-
tional news agencies aid in distributing news.]

There is every reason to suppose that the development of wire-
less multiple-address press and voice broadcasting, together ca-
pable of carrying tens of thousands of words and scores of pictures
daily to literally every corner of the globe at a fraction of a cent a
word, will encourage a quantitative flow of information such as the
world has never known. It is now possible, mechanically at least,
for any publication to receive the equivalent of a hundred thou-
sand words of foreign news daily. The ideal of trained observers
roaming the universe, writing freely and fully of what they see and
feel, presses impatiently against political barriers which, ironically,
bid fair to stifle the flow of information in some areas at the pre-
cise moment that science has elected to make the widest flow physi-
cally practicable. Will the “irresistible” ideal shatter against the
“immovable” barriers? There will be times in the near future when
it will seem to in certain areas. But there will be more times and
more areas where the barriers will give way. As with any other,
this particular ideal will prevail to the extent that men persist
through disappointment and compromise.

III. BARRIERS IN TRANSMISSION

What are the artificial barriers that impede the flow across na-
tional borders of informational raw materials? The shortcomings
of the present telecommunications systems have been stressed. Ob-
viously, the most reliable news service in the world cannot reach
those who are not reached by cable or wireless; the finest mag-
azines and books and pictures cannot reach those who are not
reached by fast plane.

Virtually every nation now forbids foreign radiotelegraph com-
panies the right to maintain their own receiving facilities within
its borders. The result is that local companies, usually government
owned or controlled, supply reception and internal distribution fa-
cilities at whatever rates they can command, with further delays
in transmission. Although this situation does not involve multiple-
address newscasts or short-wave voice broadcasts (except for auto-
matic relay points) and although radiotelephone has worked out
relatively satisfactory reciprocal arrangements for international
traffic, it is a serious handicap not only to “trunk-line” news trans-
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missions between two points but also to commercial-message
traffic. What is indicated here is a multilateral agreement, binding
all nations to permit authorized wireless telegraph and cable com-
panies (and airlines as well) to maintain suitable terminal facilities
wherever they are required, subject only to the regulations binding
domestic companies, or to maintain nondiscriminatory two-way
connections between its own and foreign companies, as has been
developed for wireless telephony. The Bermuda agreements marked
a step in this direction.

The need for automatic wireless relay points has been mentioned.
These could be obtained through year-to-year leasing of foreign-
owned facilities. But wartime experience with this device has
shown that long-time control of the relay transmitters by the sender
is the only completely satisfactory solution short of the setting-up
of international relay points to be operated under the control of an
international telecommunications union. Pending the more ideal
solution, which does not appear to be immediately realizable, a
sound proposal would seem to involve bilateral treaties giving
those nations which require relay points extra-territorial privileges
under long-term lease.

IV. ACCESS AT TIIE SOURCE

Meantime, there are other and more serious barriers to the free
flow of informational raw materials across national frontiers. Dis-
crimination and censorship are the two broad headings that cover
those evils of which foreign correspondents (and natives, too, for
that matter) most often complain. What do newspapermen mean
by these terms?

In Nazi Germany reporters could not wander about at will,
writing of what they saw and felt. Doktor Goebbels and his press
section gave them stereotyped handouts, took them on stereotyped
trips. The parts of Germany and German-occupicd lands that they
did not see were the special province not merely of German news-
men but of “reliable” German newsmen. The defeat of Germany
brought an end to Goebbels; but correspondents may face pre-
cisely the same type of discrimination, in varying degree, for a
long time to come in Russia and the Russian “spheres” in Europe
and Asia and in Spain, China, various Latin-American countries,
Saudi Arabia, and certain parts of the British, French, Belgian, and
Netherlands empires.



THE INTERNATIONAL NEWS-GATHERERS 83

It is characteristic of the one-party type of government to fear
criticism and to make provisions to exclude it, on the pious ground
that not all reporters have the mental capacity to criticize fairly.
This is the antithesis of the democratic view. Experience in the
United States, Canada, the United Kingdom, Australia and New
Zealand, France, Belgium, the Netherlands, Denmark, Norway,
Sweden, and Switzerland has built up a reassuring body of evi-
dence that unfair critics sooner or later defeat their own purposes.
It may be useless to try to convince Russia and the others that this
is so. The Russians already have made it clear that they think
Americans and Britons are foolish to permit newsmen so much
freedom, and they can quote more than one recent instance of our
newsmen’s harmful irresponsibility. Reminders from friendly Brit-
ish and American newspapermen that secrecy in itself is likely to
breed unwarranted suspicion and give rise to imaginative “news
stories” about Russia of the familiar type which, in the twenties
and thirties, usually bore Riga datelines apparently do not move
the Narkomindell.

In pre-1939 Britain, France, and many another land by tradition
devoted to the principle of a free press, it was not uncommon for
government officials to show marked preference to a few hand-
picked native reporters and even fewer foreigners. The London
papers, for instance, felt the pressure of the Chamberlain govern-
ment during the appeasement period and responded to it to some
extent. The Germans made an effort to systematize this practice.
Prior to World War I, a Foreign Office press chief named Hammann
was permitted to organize a loose affiliation to a few chosen German
newspapermen to “interpret” German foreign policy to the Ger-
man people. The plan does not appear to have been an unqualified
success, in part because newspapers which were left out tended
to become even more critical and also because the favored few,
which happened to include liberal opposition papers, frequently
declined to follow the official line.

The Hammann technique per se will not be tolerated by most
newspapermen. But favoritism for individuals (and sometimes
even for groups) is widely practiced not only by all governments
(including our own) but by private corporations and individuals
as well. Actually, newspapermen connive at forming such useful
contacts. Indeed, one suspects that the clamor against discrimina-
tion of this sort is loudest from those who have been outwitted by
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it. It becomes impressive only when, as in Russia, it affects all for-
eigners equally and thus becomes an instrument of anti-interna-
tionalism. It is less impressive when newspapermen roll the phrase
“equal and unhampered access to all” off their tongues; for every
newspaperman must know that equal access would reduce every
story to a mass press conference or a mimeographed handout.

What newspapermen really want is what Kent Cooper, former ex-
ecutive director of AP, calls “the right to roam the world at will,
writing freely of what they see and feel.” This is quite a different
thing. It means that what they want is an equal opportunity to use
their wits to create unequal access. Within that rather broad frame-
work, they want assurances that certain areas will not be open
habitually to the few and closed to the many; that news-givers will
carefully distinguish between timely news breaks and background
material and will confine their special favors to the latter field; and
that in the case of “hold-for-release” stories the release date will
be scrupulously respected. Newsmen are not always sure even of
these things, for in essence these things represent a compromise
between the ever warring considerations of security and opportu-
nity that beset anyone engaged in highly competitive private
industry. Sorely tempted, a New York Times Raymond Daniell
will join a pool to receive Army favors; a New York Herald Trib-
une’s Theodore Wallen will beseech a Calvin Coolidge to make an
“I do not choose to run” news break exclusive; an AP’s Edward
Kennedy will double-cross his colleagues by breaking a release
date. In sum, carte blanche is the maximum that newsmen dream
about, equality of opportunity the minimum for which they will
settle.

Either is, of course, more difficult of achievement than mere
equal access. Both suggest the need for a degree of organized re-
sponsibility on the part of newsmen from which they shrink, using
the excuse that freedom of the press does not permit of much self-
discipline. The apparent paradox has been shrewdly remarked by
the Russians; and there is reason to believe that, as long as it per-
sists, it will be a convenient barrier for Moscow to raise against
the democracies in the field of international communication. To
press for mass interviews and stereotyped handouts, simply be-
cause Russia would be more likely to grant such a demand than
any other, would be a disservice alike to the correspondents and
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to their readers. One is tempted to conclude that any deviation from
the expressed ultimate goal of “the right to roam the world at will”
would lend credence to Moscow’s charge that what the newsmen
of the democracies are after is simply a chance to make a little
more money. A more honorable strategy would appear to be to
hold out for the maximum while admonishing the correspondents
to grow up to it and, at the same time, frankly recognize that un-
settled conditions during the next few years will not be conducive
to achievement of the maximum. This would seem to involve
urging a multilateral accord guaranteeing equality of access as
between nationals and foreigners—knowing that the more enter-
prising in both categories would use that type of equality to get
ahead of their fellows.

How, in the meantime, could those who wish to roam the world
and write (or photograph) meet the objection of irresponsibility?
One way might be to tighten the foreign correspondents’ corps;
adopt a code of professional behavior; and require all newsmen,
magazine writers, radio people, authors, and photographers who
join the corps to observe its code. Appeals from decisions of a
government could be taken by the whole corps rather than by an
individual, either to the foreign diplomatic corps or to an appro-
priate unit of the United Nations Economic and Social Council.
A resolute move in this direction might dispose of the contradiction
of newsmen asking for group protection while at the same time de-
clining to organize group responsibility.

V. CENSORSHIP

The right to roam the world at will, writing freely, would seem
to imply also the right to get what is written to the market. Here
we run into another barrier—censorship. Actually, censorship be-
gins at the level of discrimination at the source. But in general
usage it is taken to mean the emasculation or total suppression of
written and printed matter, pictures and films, and words spoken
over a microphone or telephone.

Here, again, the authoritarian powers have been the worst of-
fenders. Before the war, Russia, China, Spain, Portugal, Italy, Ger-
many, Japan, and a number of Latin-American countries openly
practiced deletion and suppression. But they did not practice it in
the same way. Whereas in Russia correspondents were summoned
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to discuss cuts and suppressions with the censor who had made
them and on occasion were even able to argue him into restoring
some of them, in Italy they never knew until they had a chance to
check with their home offices from outside what had got through.

More than frank and open censorship itself, newsmen detcst the
subtler forms. In a sense they have become hardened to a degree of
the forthright variety (when a government or corporation official
says “Now that's strictly off the record, boys,” he automatically
becomes a censor); but the honest, conscientious ones will never
become resigned to a mixture of censorship, evasion, intimidation,
and deceit. They do not like being visited by police who want to
“check their papers.” They do not like being beaten up in dark
alleys. They do not like having their dispatches lie around in
telegraph offices until, like ripe fruit, they have lost all market
value. They do not like having their houses searched, their fam-
ilies annoyed or terrorized. They do not like clumsy offers of bribes
or subtle hints that they might last longer if they were “more cor-
rect.” But what they like least of all is being forever in the dark,
never knowing what the “rules” are, always wondering when they
go to work in the morning what they will be able to “get away
with” on that particular day.

What can be done to abolish, or at any rate curb, censorship?
A logical first step might be to press for a multilateral agreement
pledging the signatories to keep newsmen informed of the rules
by which they expect to operate and to abide by them. If such an
agreement could be reached, the climate might encourage a sec-
ond and simultaneous step: agreement to limit censorship wherever
and as long as it exists to the open deletion or suppression of dis-
patches in the presence of the writer. There is little reason to sup-
pose that Russia, which appears to be the key to any multilateral
agreement of this sort, would refuse to adhere to either of these
provisions. At a favorable moment Moscow might even subscribe
to a third condition: right of appeal by the writer to the corre-
spondents’ corps and through it to the United Nations Economic
and Social Council. Meantime, with the ultimate goal of complete
abolition of censorship always before us, we could whittle away
at the Russian variety, either through limited multilateral agree-
ment or through a series of bilateral treaties—although it must be
obvious that the former would almost certainly be interpreted by
Russia as a revised manifestation of the cordon sanitaire.
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VI. BARRIERS IN DISTRIBUTION

The right to roam and write would seem to imply not only the
right to get to the market what is written but also the right to sell
it there without unjust discrimination. This brings us to another
barrier: insistence on interposing a middleman (usually govern-
ment-controlled) between the wholesaler (press association, news-
picture agency, or feature syndicate) and the retailer (newspaper,
magazine, or radio station). AP, UP, INS, Reuters, ANSA, and AFP
announced that henceforth [after 1946] they would deal only with
reputable individual newspapers, magazines, and radio stations or
with bona fide associations of reputable newspapers, magazines,
and radio stations. Except for bilateral pacts, which would have the
effect of blessing such arangements, it is difficult to see what might
be accomplished by formal convention at this time, since obviously,
those who wish to do business in Russia and China will be obliged
to deal with government agencics, as AP and Reuters are doing.
One factor which ought to do much to discourage middleman
monopolies is multiple-address newscasting, which will bring un-
censored news to the very borders of monopoly-ridden countries—
and even enable the more daring publishers there, by listening
in, to check what their governments give them against what the rest
of the world is getting.

What of finished products in international communication, as
distinguished from the raw material and semifinished goods? How
are newspapers, magazines, books, short-wave radio programs, and
motion pictures to be circulated across national frontiers in greater
numbers? What are the barriers that presently limit this useful flow?

THE PRINTED WORD

The circulation of printed newspapers across national frontiers
dates back to the very beginning of newspaperdom, when every
ship brought weeks-old copies from foreign ports which were
eagerly scanned by government bureaus and liberally borrowed
from by editors who had no better way of getting foreign news.
Except for limited areas divided by political but not language
barriers or as between mother-countries and their colonies, news-
papers were not designed for or shipped in sufficient numbers
to reach mass audiences directly. With the development of press
agencies, editors began to watch for them less eagerly. In the latter
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part of the nineteenth century a handful of ambitious publishers
founded foreign editions, notably James Gordon Bennett's New
York Herald and Lord Northcliffe’s London Daily Mail, both in
Paris. But these were edited for, and distributed among, nationals
of the countries of origin living abroad; and those natives who
deciphered them in the hope of improving their knowledge of other
peoples were not usually repaid for their pains. After 1900 a number
of independent papers like the Japan Advertiser, the Shanghai Post
and Mercury, and the Manila Times were launched by and for aliens
of the countries in which they were published. Not until the mid-
1930’s did it occur to governments to try to reach foreign mass
audiences directly through the press—and even then the Germans,
Italians, Russians, and Japanese preferred the time-honored tech-
nique of hiding behind the mastheads of local organs.

The interchange of printed magazines followed much the same
pattern. In the 1920’s, however, a number of British, American,
and German magazine publishers went into the foreign market
with the idea of reaching foreigners rather than expatriates. Their
publications fell into two classes: women’s magazines like the Brit-
ish Amalgamated group’s Woman’s World, which tried a Paris
edition; Condé Nast’s British and French Vogue and French Jardin
des Modes (German and Spanish Vogues were launched in the
thirties, quickly scuttled when they did not pan out); Hearst’s Brit-
ish editions of Good Housekeeping, Harper's Bazaar, and Connois-
seur; the German Die Dame, which circulated widely in Switzer-
land and eastern Europe—and “pulps” like Macfadden’s British,
French, German, and Swedish editions of True Story.

The war and a number of technical developments have wrought
many changes in the techniques of circulating printed newspapers
and magazines. Governments were brought into the international
publishing business on a scale hitherto undreamed of—thanks, in
no small part, to the amazing recent improvements in aviation and
offset printing. The German Signal at one time boasted a circula-
tion of 7,000,000 outside Germany. Up to 1945 the OWTI’s Victory,
by then jointly sponsored by Collier’s, had sold 26,000,000 copies in
fifteen languages in forty-six countries. The OIAA’s En Guardia
had sold 8,000,000 in two languages in sixteen countries. A score
of British and Russian publications had reached comparable totals.
Moreover, the war (as well as technological improvements) sup-
plied the spur to a number of private publishers. Thus, at the
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beginning of 1946, Reader’s Digest was printing British, Spanish
(for Spain), Spanish (for Latin America), Portuguese (for Portu-
gal), Portuguese (for Brazil), Swedish, and Finnish-language edi-
tions. Time, Life, and Newsweek had fourteen, one, and five foreign
editions, respectively. Magazine Digest, a rapidly growing Canadian
monthly, seven-eighths of whose 1,250,000 readers live in the United
States, was going forward with plans for several foreign-language
editions. The New York Herald Tribune and the London Daily Mail
had revived their Paris editions. The London Times was flying a
pony edition (greatly reduced in size and printed on thin stock)
around the world.

But there were evidences of contraction as well as expansion.
The New York Post, which entered the Paris afternoon field in
August, 1945, was withdrawing for want of American readers. And
the New York Times apparently was not pushing plans for world-
wide facsimile circulation, although its experiments with a facsimile
edition at the San Francisco United Nations Conference were me-
chanically successful and of great value to the conference. [Note:
The New York Times is now publishing an edition in Amsterdam.]

The immediate future for international circulation of newspapers
and magazines is far from clear. Government publications (in the
United States, at any rate—although the State Department has
continued Amerika, published especially for Russia) did not sur-
vive the war. On the other hand, there is an embarrassment of
mechanical alternatives which clouds the picture. The sheer bulk
and weight of standard-size publications makes their shipment in
large quantities by air impracticable. Thus publishers must choose
between flying pony editions and printing abroad. Those who elect
to print abroad will have a variety of means for getting their copy
and pictures to the plant. Whole pages in as many as four colors
and in any desired language can be dispatched by wireless in a few
minutes. Time, Incorporated, has developed a secret mat of the
color and consistency of cellophane, which compresses an entire
issue of Time or Life into a packet which a plane pilot could store
in his cap. Printing plates for rotary or flat-bed presses can be pulled
with equal facility from facsimile prints or the Time mats.

Thus the ease with which periodicals now can be whisked across
national borders opens up a prospect of lively competition in this
field. What barriers are the enterprising publishers likely to en-
counter? And how seriously should we take them?
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One may eliminate the normal problems that beset foreign-
owned business in any country: taxes, licensing, labor troubles, the
complicated mechanics of nonpostal distribution which sometimes
even in this country involve the payment of premiums to handlers
and dealers, local laws requiring the hiring of a certain percentage
of natives, and the like. Publishers have somehow got around such
obstacles in the past. It is possible that here and there they will be
treated worse than native publishers. When that happens, the wise
publisher will set up a native subsidiary, with a few prominent
native leaders on its board, as Condé Nast did in Paris and London
before the war; or publish in a smaller but conveniently located
country where the attitude toward business is benevolent, as Read-
er's Digest did in several countries.

The flow of books across national frontiers has followed a discern-
ible pattern for the last century, with Britain, Germany, France, and
Spain vying for leadership and the United States trailing far behind
even such smaller countries as Sweden, Switzerland, and the Nether-
lands. . . . In general this has reflected a combination of language ad-
vantages (the Swiss, Swedes, and Dutch have worked extensively
in German) and a spirit of entcrprise. The Germans believed that if
they bombarded school children with scientific and technical books,
the children would grow up thinking of Germany as the logical sup-
plier of the types of goods advertised therein. The British, for two
centuries blessed with a virtual monopoly of the market for books
originally written in English, were a little slow to see the literal
truth of the Leipzig Borsenverein’s slogan, “Trade follows the book,”
but are rapidly making amends for their omission. Both British and
American publishers were slow to match Spain’s traditional cultural
ties with Latin America and France’s cultural ties with the whole
literate world by launching their campaign to make English the
lingua franca of the twentieth century. Indeed, it might fairly be
said that American publishers were slow to see the value of book
exports from any standpoint. No other satisfactory reason can be
found for the fact that they allowed themselves to be maneuvered
into a position with respect to reprint and translation rights which
returns them less than an equitable share of the republisher’s profit
or for their failure to obtain United States adherence to some equi-
table international copyright agreement.

The explanation for the adverse reprint situation may have been
at one time historically sound. In the early days of our country, we
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were almost wholly dependent on Europe for books. Until toward
the close of the last century the number of books by American
authors wanted in Europe was so small compared to the number of
books by European authors wanted in America that publishers in
this country readily agreed to terms that injured both them and
their writers. When the tide began to change, American authors
took matters into their own hands and extracted royalty arrange-
ments from the British which made them quite independent of any
action by American publishers. The publishers, in consequence, took
no action, since they regarded the export business as a “2 per cent
nuisance” anyway. Moved by this same spirit of indifference, Amer-
ican publishers for many years have permitted the objections, first
of the Typesetters Union and latterly of the radio-broadcasting
industry, to keep the United States almost alone among leading
nations from adhering to the Berne Convention—with the result
that American publishers have lost tangible tens of thousands of
dollars through the wholesale pirating, notably by the Dutch and
Chinese, of books entirely without legal protection outside the
United States and its possessions, and with the further result that
the United States has permitted the pirating of foreign authors—a
circumstance which seriously dilutes American claims to morality
and a respect for culture. The Berne Convention is a model of the
kind of international agreement which eliminates barriers in a
whole area of mass communication. It provides simply that books
copyrighted in any signatory country are protected by the copy-
right in all other signatory countries.

The coming of the cheap paper-bound reprint edition in this
country, which has already lowered the forbidding price barrier to
mass circulation of books in many countries, may make it possible
for more books to flow across national borders than ever before.

INTERNATIONAL BROADCASTS

The projection across national boundaries of voice broadcasts is,
as has been noted, largely a phenomenon of the thirties, al-
though amateurs experimented with short wave for much longer.
International broadcasting does not necessarily connote direct
broadcasting, as nations can exchange programs by mail, cable,
radiotelegraph, or radiotelephone for rebroadcast over local fa-
cilities. Before the war, Amcrican stations concentrated on this



92 MASS COMMUNICATIONS

method for reaching Latin America, leaving Germany, Britain,
Russia, France, and Japan to bring direct short- or medium-wave
broadcasting to a peak never approached in the Western Hemi-
sphere. . . .

[Note: In the 1950’s international shortwave broadcasting reached
a new peak. In particular, the United States, Britain, and the Soviet
Union were active in this field, but more than fifty countries were
pouring regular broadcasts into other countries. Heavy “jamming”
by the Iron Curtain countries was a feature of the radio “war.”]

MOTION-PICTURE EXPORTS

The history of the international flow of motion pictures is unique.
From the end of the first World War, when earlier bids for mastery
by the Swedes and later the British had subsided, until recently,
the flow was almost entirely one way: from Hollywood to every
habitable part of the globe. From the early 1920’s until the mid-
thirties, a score of countries seeking to establish their own infant
industries fought Hollywood’s domination without success. The
most obvious government subsidy and protection could not obscure
the fact that Hollywood had the most successful writers, the most
skillful directors, the ablest cameramen, the best-known stars, and,
because it paid the highest salaries, the best chance of picking off
foreign stars as soon as they began to show promise. In vain did
governments raise import duties and taxes on the operations of
those distributing agencies they could reach, institute quotas which
required that a certain number of homemade pictures be shown
for every American import, devise elaborate fees for the dubbing-
in of sound-track in the language of the country by native artists,
and extend loans to their own producers. The foreign public wanted
Hollywood films and was prepared to make trouble for any govern-
ment that sought to shut them off altogether. Foreign exhibitors
wanted full houses so they could pay their rent, and their land-
lords wanted the rent. As an example of how a uniquely popular
product can override the stiffest protectionism, Hollywood’s success
was to be compared with that of the French dressmakers and per-
fume manufacturers.

The coming of talking pictures proved to be a turning-point.
Pantomimists like Charlie Chaplin and Buster Keaton, who had
been the idols of all the world, dropped from their pinnacles. The
emphasis in Hollywood shifted from gesturing to fast-paced dia-
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logue, much of it in an idiom that defied translation. Musical pic-
tures became practicable for the first time. And for the first time
Hollywood’s rivals found themselves able to compete on something
approaching equal terms. Who could sing German lieder better
than a German? Who could tickle Gallic risibilities better than a
Frenchman? It remained only to learn how to produce better pic-
tures mechanically; and in the thirties British and French camera-
men and directors who had been concentrating on national audi-
ences began to switch to Hollywood’s tried and true formulas to
win international favor. Rising young stars like Michael Redgrave,
Ralph Richardson, Googie Withers, Esmond Knight, Jean Gabin,
and Michele Morgan and veterans like Raimu and Louis Jouvet
turned their backs on Hollywood gold (it was the fall of France,
not the lure of riches, that brought Gabin and Mlle. Morgan to this
country),

The result was better pictures. But the trend was established so
shortly before the outbreak of war that few persons even in Holly-
wood realized the extent to which it was likely to accelerate after
the war. Russian and Swedish, as well as British and French, pic-
tures are improving. Mexico has built up a thriving industry which
already is giving American distributors some trouble in Latin
America. There is little question that Hollywood is in for a type
of competition that will make discriminatory government edicts all
the more burdensome. The Department of Commerce listed fifty-
eight separate legal restrictions adversely affecting Hollywood’s
export business at the outset of the war. Few have since been re-
scinded. Indeed, in the United Kingdom, France, and the Nether-
lands they have been added to and stiffened. The United Artists’
general manager for South Africa, returning in August, 1945, from
a fifty-thousand-mile tour of Africa, the Middle East, India, and
China, reported that, although American films still were received
enthusiastically, new and complex barriers were being raised against
them. He discovered that the Russians were financing construction
of theaters in several countries through “extremely lenient long-
term loans” made with the condition that the theater-owners devote
at least 15 per cent of their programs to Soviet pictures.

From the standpoint of promoting the circulation of motion pic-
tures as instruments of understanding, it is difficult to see what
can be done—or should be done—to arrest this righting of the
balance. The effect of the present trend may very well be to give
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Americans and others a chance to see more British, Canadian,
Swedish, French, Russian, and Latin-American films; and it could
scarcely be argued that this would be a bad thing for international
understanding. Moreover, the American film industry cannot boast,
as can the American press associations, for example, that it leads
the world in informational quality. Whatever Hollywood may say
about our being admired throughout the world because we have
not consciously tried to put our best foot forward in films, the con-
sensus of Americans who lived and traveled abroad during the
period between the wars seems to be that American movies have
hindered more than furthered an understanding of us. Finally, the
United States is hardly in a position to lead a crusade for free
trade.
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vision (New York: Frederick Ungar, 1958). It is reprinted here by per-
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oN THE EVENING of March 7, 1955, one out of every two Americans
was watching Mary Martin play “Peter Pan” before the television
cameras. Never before in history had a single person been seen and
heard by so many others at the same time. The vast size of the
audience was a phenomenon in itself as fantastic as any fairy tale.
The age of television had arrived.

In the stream of history, a great invention is always both effect
and cause. It arises from the existing base of knowledge and tech-
nology, and from the kinds of questions which the challenges of life
in his place and time suggest to the curious mind of the inventor.
Once it has come into being, the invention acquires a dynamism of
its own, merging with a thousand other forces and events to set in
motion new ways of action and thought.

Television broadcasting as it exists in America today is not
merely the product of a science which has mastered mysteries of
light and sound and electronics. It is also the creature of an economy
capable of producing and distributing goods on a massive scale
and of a society so complex that its business cannot be handled by
face-to-face communication.

95
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THE MASS MEDIA AND THE GREAT SOCIETY

America in the mid-twentieth century is the supreme embodi-
ment of what social philosophers since Adam Smith have character-
ized as the Great Society, and which they have contrasted with the
simpler life of our ancestors or “primitive” contemporaries. This is a
society in which people assemble in large aggregations, in which
wealth grows through the increased productivity made possible by
a division of labor. But as work becomes specialized, and as the
tempo of life is speeded, the relations between human beings change
their character.

It is no accident that the invention of the printing press and the
discovery of America were products of the same half-century. There
is also no cause for surprise in the fact that television and con-
trolled atomic fission came as parallel discoveries. As the world ac-
quires new vistas it becomes more intricate. There is more being
done and a consciousness of more to be done: more information
needed and more information to communicate. Modern industrial
technology has made possible the reproduction of communications
on a massive scale. The linotype, the rotary press, the motion picture
camera, and the vacuum tube all provide a basis for reaching vast
audiences.

In a more complex world of specialized tasks and lessening dis-
tances, the ties between a man and his next-door neighbors may be
less important than those which bind him to fellows of his own pro-
fession or hobby or taste. As the social bonds of traditional commu-
nity living have weakened, the mass media have created a new set
of common interests and loyalties. They offer a new kind of shared
experience, in which millions can laugh at the same jokes, feel the
same thrills and anxieties, and respond to the same heroes.

Mass media are possible only where mass-produced symbols are
meaningful. In a world of standardized goods, it is to be expected
that entertainment should be dispensed through impersonal com-
mercial agencies rather than through the intimate channels of con-
versation and play that prevail in more simple communities. With
no other form of impersonal communication has the sharing of ex-
perience been possible on so universal a scale and to so intense a
degree as with television.
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TOWARD A MIDDLE-CLASS SOCIETY

In the last century, technological growth has brought about far-
reaching changes in the American economy and in the American
style of life. The United States is today a “middle-class” country not
only in its income but in its values.

While the 1930 census showed 30% of the population in white-
collar jobs, the figure had grown to 37% in 1950. In the last twenty-
five years the number of professional men has more than doubled;
managers and proprietors have grown in numbers by one-half. Pro-
portionately fewer people run small family businesses; more work
for big companies. Less than half the work force is engaged in
making or growing things.

Whereas only one person in five had a middle-class standard
of life or better in 1929, one in two had achieved this by 1952. (For-
tune magazine estimates 20% of all U.S. families had an income of
$4000 or over after taxes in 1929; 49% were in this bracket in 1952—
using constant 1952 dollar values.) Real income—in purchasing
power—is about 50% higher per person today than it was just before
World War 11. Between 1929 and 1957, real disposable income per
household grew from $4373 to $4900 (in 1947 dollars), while house-
holds grew smaller (from 4.1 to 3.3 persons apiece). Women in
ever-increasing numbers have entered the labor force, raising the
total income of millions of families.

Americans today are better educated than their parents. Children
stay in school longer, and succeeding generations have become con-
stantly better educated. By 1950, 52% of the adult population had
been to high school or college; before the war only 39% had gone
this far in their education. Today, of every three persons of college
age, one is actually attending college.

Improved education, like higher income, carries the implication
of a change in outlook. So does the changing distribution of the
population. Americans are more heavily concentrated in large
metropolitan areas than they ever were in the past, but increasingly
they move to the suburbs rather than the central cities. By 1956, a
fifth of the total population was living in the suburbs of metropoli-
tan areas, with an additional 8% in semi-suburban communities. Be-
tween 1940 and 1950, the proportion of families who owned their
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own homes went from 44% to 55%. While population grew by one-
fourth in the last quarter-century, the number of households grew
by one-half.

To a greater extent than ever before, the distinctions in income
between white-collar and manual workers have been diminish-
ing under labor union pressure, and the distinctions in style of life
are also tending to disappear. Studies made by Macfadden Publica-
tions show few differences in the buying patterns of wage-earner
and white-collar households in the same neighborhoods. This point
has been well described by Frederic Dewhurst and his associates
of the Twentieth Century Fund:

The banker or well-to-do businessman of the 1890’s dressed and acted
the part. He rode in his own carriage, driven by a hired coachman. The
man of modest income, whether farmer or mechanic, also dressed and
acted the part. Although the farmer drove to town with his own horse
and buggy, the bicycle was the only form of personal transportation the
city worker could afford—as it is today even in the more advanced Euro-
pean countries. Today American farmers and city dwellers, those well-off
and those in modest circumstances, drive their own cars. The debutante
of half a century ago was distinguishable at a distance from her un-
fortunate sister who had to work for a living. Today they both wear
nylon stockings and fur coats and although there may still be a big
difference in the cost of their wardrobes, it takes a discerning feminine
eye to tell them apart.

As to the typical products that have transformed the household during
the past half-century, the upper and lower income groups both use the
same vacuum cleaners, refrigerators, deep-freezers, oil burners, gas and
electric stoves, radios and television sets. Their homes may have much
the same kind of bathroom equipment and plumbing and lighting fix-
tures. They read the same newspapers and magazines, go to the same
movies, listen to the same radio and television programs. They smoke the
same brands of cigarettes, drink the same frozen orange juice, eat the
same canned, frozen or out-of-season fresh food, bought at the same
supermarket.

The far-reaching changes which have taken place on the Amer-
ican scene have prepared the way for the growth of television:

1. The expansion of purchasing power, and the creation of a
vast demand for the amenities of life made it possible for people to
acquire television sets rapidly and on an enormous scale—41,000,000
in a dozen years.

2. The vast growth of the American economy also made possible
a huge advertising investment in the new medium, and provided
commercial backing for its high programming costs.
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3. The concentration of population into metropolitan areas made
it economically possible to bring television quickly to great num-
bers of people, in spite of the short range of TV signals (compared
to radio) and in spite of the financial and legal obstacles to the
rapid construction of stations in outlying smaller towns.

4. The levelling of social differences is part of a standardization
of tastes and interests to which the mass media give expression, and
to which they also contribute. The ubiquitous TV antenna is a sym-
bol of people seeking—and getting—the identical message.

THE GROWTH OF LEISURE

The increased fruitfulness of the American economy has made
life more pleasant by bringing more of its comforts within the
budgetary reach of the average man; it has also given people more
time to spend at their own discretion. Until relatively most recent
times, life for most people in Europe and America was a steady
alternation of work and sleep, with little time for the luxuries of
art or entertainment.

Over the last century, both the conditions and philosophy of
work have changed. “Honest toil” is no longer accepted as the prin-
cipal mission of man on earth. A hundred years ago, woman’s work
was never done and men sweated in farm, factory, and office vir-
tually from dawn to dusk. Today leisure gives signs of replacing
work as the main focus of living. The great growth in leisure has
meant a rising demand and an increasing opportunity for the mass
media. It has given Americans the many hours which they now
spend watching television.

There are two principal reasons why people today have more
free time on their hands:

1. They are spending fewer and fewer hours at work, because
of a steady decline in the average length of the work week and a
constant increase in vacation and holiday time. A century ago the
average work week was 70 hours. It will be 37% hours by 1960. For
every waking hour the average American worker spends at his job
each week he has two to spend at his discretion. Part of this must
go for transportation, eating, and life’s necessary tasks, but the bulk
of it is free for him to follow his own bent.

2. Apart from work, life in mid-twentieth century America is
more convenient for most people than it ever was in most other
times and places. Labor-saving gadgets and devices have reduced
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the modern housewife’s burdens. Her chores are more quickly done,
even though she is less likely to have the aid of a domestic servant
than was her mother or grandmother.

A few examples will illustrate the extent of the transformation:
By 1950 four American homes in every five had mechanical re-
frigerators; seven in ten had a gas or electric range; seven in ten
had electric washing machines (and an additional 12% used self-
service laundries ); three in five had vacuum cleaners. These propor-
tions are greater now, and are still growing.

Thermostats and automatic stokers make furnace-tending less
painful (and time-consuming) for the head of the household. The
power lawnmower and the automatic dishwasher have lightened
even the children’s chores.

Fashions in eating have changed, as popular recipes stress rapid
preparation, and as prepackaged and frozen foods have made cook-
ing easier and more efficient. And actually, more meals are being
eaten in restaurants. Self-service stores now account for nine dollars
of every ten spent for groceries. (They represented three dollars
in five in 1946, three in ten in 1939.) Shopping in supermarkets is
quicker than the old style of personal service, and the self-service
principle is being constantly extended beyond the grocery field.
The development of suburban shopping centers has saved still more
time for millions of families.

One woman in every five is working today—and the majority of
the women who work are married. A study made by the General
Electric Company shows that these working housewives manage to
spend nearly three-fourths as much time on their household chores
as the full-time housewives do, and they spend nearly as much time
in social activity. However, they spend only half as much time on
personal maintenance and in relaxation.

The increase of leisure, it should be noted, has not set limits for
the growth of the media. Radio, and to some extent television, can
claim more than free time; they get into the hours of work. Radio
follows the housewife as she does her chores and brightens the
hours of the worker or shop clerk at his job.

The rise of the mass media cannot be explained merely as an
effect of the growth of the leisure time. There has also been a
reciprocal effect. The mass media have themselves spread popular
awareness of what constitutes a good life. By making the good life
familiar, they have made it seem possible (as well as desirable) for



THE GROWTH OF TELEVISION 101

the great masses of people. They have offered glimpses of a life
apart from work, a life more genteel or interesting than most of the
audience knows first-hand, but one into which it can readily project
its imagination. To varying degrees, people model themselves after
the idealized characters who figure in TV or film dramas, in maga-
zine short stories and in cigarette ads. The mass media have thus
supported a system of values which encourages striving for greater
achievement, which is expressed in more wealth and more leisure.

With more people, more money to spend and more free time,
all the media have shown a phenomenal growth, and this growth
has continued for a generation, apart from a setback during the
Depression years. Today four Americans in five read magazines and
daily newspapers, and they read more copies of both than were ever
before published. The number of newspapers sold every day is
greater than the number of households. In total, magazines sell
almost as many copies per issue as there are people to read them.

Radio is now in virtually every home in America, in two-thirds
of the 54,000,000 passenger cars on the road, and in 10,000,000
public places. Television, when it first arrived, rode in on the crest
of a rising wave of interest in the existing media.

THE GROWTH OF TELEVISION

Television today is a firmly established feature of American life.
It is present in four out of five U.S. homes, and within reception
range of all but 3%. Because of the increase in population, there
are actually more homes with television sets today than there were
homes with radios just before the beginning of World War II. This
entire growth has taken place in less than a decade.

Television’s history goes back much further than the post-war
era. It was first developed in the ’20s and ’30s. Its real development
did not begin until the perfection of an electronic scanning device
and picture tube by Vladimir Zworykin in 1931 eliminated the need
for a cumbersome scanning disc. In an address before the Radio
Manufacturers’ Association in October, 1938, David Sarnoff declared
that “television in the home is now technically feasible.”

Not everyone agreed. The magazine Radio Guide sent its friends
a century plant seed wrapped in cellophane, with a note that read:
“Plant it in a pot, water it carefully, expose it to the sunlight. When
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it blossoms, throw the switch on the new television cabinet that
your grandson will have bought and you may expect to see telecasts
offering program quality and network coverage comparable to that
of our broadcasts of today.”

The following year the National Broadcasting Company began
telecasting from the New York World’s Fair, and the Columbia
Broadcasting System and Allen B. DuMont laboratories went on the
air soon afterwards. The Federal Communications Comumission ap-
proved commercial television for July 1, 1941. By the end of the year
there were half a dozen commercial television stations in the United
States (three in New York) and approximately 10,000 television sets,
half of them in New York. Department stores began to advertise
sets and assembly kits were on sale to radio enthusiasts who wanted
to put them together themselves.

Development of television was interrupted by the war, with
the heavy diversion of electronic parts and equipment to military
use. During this period no new television sets were sold, and pro-
duction got off to a slow start after hostilities ended. By January,
1948, there were 102,000 sets in the nation, two-thirds of them in
New York. By April the number of sets had more than doubled.
During that year nearly a million television sets were manufactured,
compared with 179,000 in 1947, and 6500 in 1946,

Television broadcasting developed swiftly under the aegis of
the major radio networks who invested millions of dollars in what
was destined to be an unprofitable enterprise for its first few years.
There were 24 stations on the air in 15 cities. The first television
network linked New York, Schenectady, and Philadelphia for nightly
sponsored shows.

The expansion of television was interrupted in September, 1948,
by the Federal Communications Commission, which ordered a
“freeze” on new station permits. The purpose of this move was to
allow time to study and work out the problems of allocating enough
channel assignments to make the medium truly national in scope.
To avoid interference in transmission, F.C.C. rules permitted no two
stations closer than 190 miles apart to broadcast on the same chan-
nel. With only 12 channels available, this set very tight limits on
the number of possible stations. During the period of the “freeze,”
which lasted until July, 1952, television was confined to 63 major
metropolitan areas, and was within reception range of nearly three-
fifths of the U.S. population. In these areas the number of sets

P —
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grew steadily as mass production brought prices down and as pro-
gram quality improved. This improvement in turn reflected the
growth of the audience, which made the medium more attractive
to advertisers. It also was helped by the spreading system of co-
axial telephone cables linking stations in different cities and thus
bringing entertainment of national network caliber directly to local
stations.

The lifting of the “freeze” brought about a new boom in telec-
vision as seventy new channels in the ultra-high frequency (U.H.F.)
band were added to the original twelve in the very-high frequency
(V.HF.) range. Movies, newspapers, magazines, and radio had
made television familiar even to those parts of the country which
had never seen it. As a result, television did not have to go through
the slow stages of growth it had undergone in the areas where it
had first been introduced. Cities caught “TV fever” as new stations
opened up. Elaborate promotional efforts stimulated a high degree
of popular excitement and enthusiasm, and many sets were sold
even before the stations came on the air.

Unlike AM radio signals, which can be received over consider-
able distances, television coverage is limited to a radius of some-
where between thirty and one hundred miles of the transmitting
antenna. The reception range is affected by such things as the height
of the antenna, the power of the transmitter, the channel on which
the signal is broadcast, and the character of the terrain. Since a sta-
tion can only serve a limited territory in the vicinity of the city in
which it is located, the smaller cities and more sparsely populated
areas had no television long after the major metropolitan centers
had a number of stations.

The equipment required to set up a station is expensive. Opera-
tion and programming are far more costly for television than for
radio. A station supported by advertising must necessarily have
a substantial number of potential viewers within range of its trans-
mitter in order to produce sufficient revenues to pay for its high
construction and operating costs. Nonetheless, the number of sta-
tions has continued to grow, though the growth has shown signs of
tapering off.

In its short life, commercial television has risen to about the
same dimensions (in number of homes) that radio had achieved by
the end of World War II. About fifteen years after the beginning
of commercial radio broadcasting, three-fourths of the homes in the
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TasLE 1. Growth of Homes Owning Radio and Television

Per Cent
Total U.S. Radio TV inTV Per Cent Owning
Homes Homes Homes Coverage Area Radio TV
(in millions)

1925 274 2.7 - - 10% -

1930 30.0 13.8 - - 46 -

1935 31.9 21.5 - - 67 -

1940 34.8 28.5 - - 82 -

1945 37.6 33.1 - - 88 -
1950 42.9 40.8 3.1 56% 95 7%

1951 44.2 41.9 10.0 60 95 23

1952 447 43.3 16.0 62 97 37

1953 45.6 45.2 21.2 87 99 46

1954 47.6 46.6 27.7 95 98 58

1955 47.8 47.0 32.0 97 98 67

1956 48.0 47.0 35.1 97 98 73

1957 50.0 485 41.0 97 98 82

Source: A. C. Nielsen Co., NBC, CBS.

United States were radio-equipped. Television has reached the same
proportion in less than a decade. By 1950, radio had reached a vir-
tual saturation point; it was present in 95 homes out of a hundred.
But television will probably arrive at this level long before another
fifteen years have passed.

Television’s growth in the near future will not continue as rap-
idly as in the recent past. There are two reasons for this:

1. Television grew fast as it came to new parts of the country.
But the stations just starting up, and those which will start in the
future, are mostly in smaller cities already within range of TV trans-
mitters in other places.

2. The initial growth of television took place most slowly among
families who were least able to afford it, and also in very small fam-
ilies, especially childless ones, where there was least demand for it.
Many of these families will continue to get along without TV for
a while.

In the dozen years since the end of World War II, 51,00,000
television sets were manufactured in the United States, according
to estimates made by the Sylvania Electric Company. Of these, all
but 9,000,000 scrapped or discarded units were in use in the middle
of 1957.
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By 1956, the U.S. public invested $15.6 billions in its television
sets—$10.4 billions for the sets themselves, $2.4 billions for serv-
icing, $1.7 billions for antennas and other components, and $1.1
billions for replacement tubes. (The cost of electric power con-
sumption is not included in this estimate.)

Of the 42,000,000 sets in use, the great majority are large-screen
sets of relatively recent vintage. 55% have 19-21-inch-wide tubes
(4% are even wider), 29% are 16-18-inch models, and only 12% have
screens 15 inches or smaller in width. 2,250,000 are portables.

A necessary prerequisite to the growth in the number of tele-
vision sets has been the expansion of the television coverage area.
Before the lifting of the TV “freeze,” about 56% of the nation’s
homes were within reception range of a TV station; today the figure
is 97%. This expansion of coverage in turn reflects the soaring num-
ber of television stations, located in an increasingly large number
of viewing areas (see Table 2).

More stations have not only brought more new people within
range of television; they have also broadened the range of choice
of the television owner, bringing more channels within his reach.
Only 4% of the viewers are within range of only a single station.
Seventy-two per cent of television homes can today receive four
stations or more; even though only eighteen cities have four or more
channels operating, stations located in other nearby cities are often
within viewing range.

The increased opportunity for programming choice on the part
of the viewer was spurred also by the beginnings of multiple set
ownership (which included 6% of all TV homes by mid-1957). As

TaBLE 2. Growth of U.S. Television Reception

~ Number of Number of

Television Areas Television Stations
January 1949 28 48
1950 56 96
1951 61 106
1952 62 108
1953 73 120
1954 192 309
1955 239 395
1956 243 459

1957 251 502

Source: Television Burean of Advertising.
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the early, small-screen sets became obsolescent, many of the original
TV owners acquired new sets with wider screens. In many cases the
old set was neither discarded nor traded in, but moved out of the
living room and into some other part of the house, giving the in-
dividual viewer even greater freedom to select what he wants to see.

By January, 1958, there were 521 stations on the air in the United
States, and forty in Canada. Thus television has gradually come
to approach some of the potentialities for individual choice and
selectivity that existed in radio. As smaller cities acquired their
own TV transmitters, wider areas were brought within reach of sta-
tions in nearby cities as well as those in their own. Nearly four
hundred community antenna systems, operating on a subscription
basis, provide television service to many homes whose reception
might otherwise be faulty because of unfavorable terrain.

TV AND NON-TV HOMES: THE CHANGING PATTERN

In television’s early days, or in its early days in a new television
area, sets were acquired first by those of above-average income,
like any other expensive consumer goods. Unlike many other simi-
larly expensive commodities, television quickly spread to the lower
income levels.

An early TV survey in New Brunswick, New Jersey, conducted
by Rutgers University under CBS sponsorship, found that the pio-
neer set owners who had acquired TV before July 1947 were con-
siderably higher in social status than those who bought sets dur-
ing the year 1947-48. Of the pioneer owners, 19% were semi-skilled
or unskilled, 36% were white-collar or skilled workers, and 45% were
proprietors and professionals. Of the latter purchasers, 37% were
semi-skilled and unskilled, 45% white-collar and skilled workers, but
only 18% proprietors and professionals.

The broadened base of television ownership may be clearly seen
by a reanalysis of data collected annually, since 1949, by the Market
Research Corporation. Their sample may be divided into equal
quarters on the basis of income. If television ownership were evenly
distributed regardless of income, it too would naturally be divided
into four equal parts. In 1949, the bottom fourth of the sample
population owned only 13% of the sets, while the two top quarters
owned a disproportionately heavy 30% apiece. Today the bottom
quarter is up to 19% of the sets, and the two top quarters have
dropped correspondingly in their share of the total.
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A number of surveys made throughout television’s history could
document the change in the composition of the TV-owning public.
Because the Market Research Corporation has maintained the
same methods of measurement year after year, its findings show
the trends much more clearly than would be the case if unrelated
surveys were compared.

Table 3 shows the percentage of TV ownership in households
of differing characteristics, for the years 1949-1956. Each figure
shown under a given year represents the proportion of television-
owning households in the particular category.

The most striking feature of the trend figures shown in Table 3
is the steady narrowing of the differences in the proportion of TV
ownership among various sub-groups of the population. This is an
inevitable by-product of the fact that more and more people have
acquired TV, and that the rate of growth has been most rapid where
the opportunities for growth were greatest—namcly, in groups
where ownership has been below average.

For a long while the college-educated lagged behind the high-
school educated in TV ownership, though the gap has now virtually
disappeared. The least-educated (those who have been only to
grade school) are still behind in ownership.

In the last four years alone, TV ownership has spread from one
farm family in four to over half. Of the rural non-farm families,
two-thirds now have sets. Small families, childless families, and
families where the housewife is older, have been, from the start,
below average in TV ownership. They, too, are edging up to the
average.

TV AND NON-TV HOMES: A COMPARISON

Although the differences are diminishing, as TV penetration
grows, the four homes in five which have television are still not
identical with their non-television neighbors. The most accurate
recent information on the subject is provided by a survey made in
June, 1955, by the U.S. Bureau of the Census. At a time when 76%
of U.S. households owned at least one television set (and 7% of
the total had two or more sets), substantial differences (shown
in Table 4) were found to exist in set ownership, by region, size of
family, and city size.

Television ownership is heavily concentrated in urban areas, and
particularly in the large metropolitan centers. There are several
reasons for this. It is in these areas that television was first estab-
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TabLE 3. Growth of TV Penetration in Different Segments of the U.S. Market,
1949-1956

Sept. Oct. July July July July July July
1949 1950 1951 1952 1953 1954 1955 1956

U. 8. Total 6% 18% 27% 37% 49% 58% 68% 76%
Region
Northeast 13% 35% 45% 59% 69% %% 85% 88%
South 1 4 13 17 30 37 54 64
North Central 4 15 27 39 50 61 70 79
Mountain, Southwest * 3 10 16 31 40 52 62
Pacific 5 19 26 34 47 56 66 76
Cily Size
Farm * 3% 7% 129% 239, 28% 43% 54%,
Under 2,500 * 5 9 16 26 11 56 67
2,500 to 50,000 * 9 16 18 31 39 53 65
50,000 to 500,000 * 17 28 37 51 64 75 82
500,000 & over 149, 40 53 69 77 81 87 89
Income
Upper Fourth 7% 24% 33% 45%, 589, 70% 81% 87%
Next Fourth 7 19 32 41 55 63 76 85
Next Fourth 6 18 28 40 50 59 69 76
Lowest Fourth 3 12 18 23 32 41 48 58
Education
Grade School 4% 16% 23% 319% 43% 519% 62% 70%
High School 7 22 34 45 57 65 75 83
College 6 17 24 38 48 61 73 79
Family Size
1 & 2 Members 4% 129, 19% 28% 38% 48% 59% 69%
3 Members 6 18 30 41 52 65 73 81
4 & 5 Members 7 22 35 45 58 69 78 85
6 & More Members 6 19 27 39 53 55 66 74
Age of Housewife
Under 35 8% 23% 36% 449 58% 65% 75% 829,
35 through 44 Years 8 23 37 48 60 68 74 82
45 Years & Over 3 12 19 28 40 49 61 70
Presence of Children
5 Years & Under 7% 23%, 369, 48% 54%, 65% 75% 81%
6 to 12 Years 7 22 35 46 56 65 76 83
13 to 20 Years 6 18 28 39 49 58 71 78
No Children 4 13 21 29 37 50 61 70

Source: Market Research Corporation reports.
*No Data.

lished; they still enjoy a better quality of reception and, typically,
can receive a larger number of stations than most rural areas. They
are better able to afford television, since their family income is
above the national average. Cities of a quarter-million or more in-
habitants have the highest concentration of households with tele-
vision—about four in every five.
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Farm dwellers, last to come within range of television, and
below average in income, are lowest in ownership. Accessibility is
one explanation. In December, 1952, a mail survey conducted among
300 farm families subscribing to Successful Farming magazine found
that among the 22% who then owned television sets, the average dis-
tance from the nearest TV station was 43 miles. Of every ten farm-
ers who were television owners, four lived over 50 miles from the
nearest television station.

Families with children were from the start under especially heavy
pressure to acquire television. In families of three, four, and five
persons, television ownership is substantially higher than in two-
person households. It is also higher than in households of six or

TABLE 4. Penetration of Television, June, 1955

Per Cent
of Households
Owning TV
By Urban and Rural Location
Total Urban 74%
Inside urbanized areas of:
3,000,000 inhabitants or more 81
1,000,000 to 3,000,000 inhabitants 82
250,000 to 1,000,000 inhabitants 79
50,000 to 250,000 inhabitants 74
Outside urbanized areas, in urban places of:
10,000 inhabitants or more 62
2,500 to 10,000 inhabitants 52
Rural Non-Farm, Total 61
Rural Farm, Total 42
By Size of Household
1 person 36
2 persons 64
3 persons 73
4 persons 79
5 persons 78
6 persons or more 66
By Census Regions
Northeast 80
North Central 72
South 53
West 62
U.S. Total 67%

Source: U.8. Bureau of the E}ensus.
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TasLE 5. A Comparison of Women in TV and Non-TV Homes

Per cent of homes in each category TV Homes Non-TV Homes
Children under 18 years 60% 48%
Under $3,000 Income 20 53
Professional, semi-professional,

managerial occupation (head of house) 23 14
Grade school education or less (housewife) 24 39
Own automobile 77 63
Own home 58 51
Live in single-family dwelling 63 72
Metropolitan areas i 37
55 and older (housewife) 18 28
Married (housewife) 80 71
Employed outside the home (housewife) 35 28

White 93 84
' Smn-c-e: NBC-Simmons ‘;Daytime TV"” 1954 Study. V

more persons—probably because these are more often found in
rural areas than anywhere else. People who live alone are least apt
to own a television set (though paradoxically, they might be able
to profit most from its companionship). This may be because their
income is lower, or because they spend less time at home and gen-
erally lead more mobile lives.

Urban areas—and TV ownership—are geographically concen-
trated most hcavily in the Northeastern states. The Rocky Mountain
and Midwestern states, with their relatively sparse distribution of
population, and the South, with its lower income level, lag behind
the rest of the country in TV penetration.

The characteristic differences, in family size and city-size loca-
tion, were also found when television and non-television homes were
compared by the National Broadcasting Company in a survey of
women’s daytime television viewing habits. (This study was made
by Willard R. Simmons and Associates in January, 1954, at a time
when 57% of the households had TV.)

As Table 5 shows, this study also confirmed that television is
more often found in homes where there are children under 18, where
family income is higher, where the head of the house has an occupa-
tion of higher status, and where the housewife herself is younger
and better educated. The television families are more apt to own a
car, and to be home-owners. In the television home, the woman of
the house is more apt to be married, and to be employed outside
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the home. Because Negroes enjoy a lower average income than
whites, and because a sizable proportion of them are rural South-
erners, relatively fewer Negroes than whites are television owners.

An analysis by Daniel Starch shows that among families without
children, 19% purchased new television sets in the years 1952-54.
Among families with children aged 14-17, 23% purchased a set in
this period. The proportion increased as the age of the children
decreased, with the heaviest proportion of new purchasers (32%)
found among parents of children under 2,

In a study of religious broadcasting in New Haven (1952), Everett
Parker and his associates found that religion (and presumably
ethnicity) were strongly related to tclevision set ownership, inde-
pendently of social class (which by itself is related to religious
affiliation). In a cross-section of 3559 interviews, it was found that
at every social class level, TV ownership was lower among Protes-
tants than among Catholics or Jews. The difference was particularly
noticeable at the upper and upper-middle social level. Thus in the
highest social category (the wealthy families whose heads were
leaders in the community) TV was owned by 82% of the Catholics,
by 82% of the Jews, but by only 34% of the Protestants. At the next
level, the “well-to-do” who lack inherited wealth, 75% of the Cath-
olics, 78% of the Jews, but only 51% of the Protestants, had TV. By
contrast at the lowest level, among the tenement dwellers, TV was
found in 81% of the Catholic homes, in 63% of the Jewish homes,
and in 61% of the Protestant homes. In the words of the authors,
“something in the nature of a ‘Protestant culture,” vague as it might
be, influenced Protestant families in New Haven against the pur-
chase of television sets and this made the proportion of Protestants
in the general television audience smaller than the proportion of
Protestants in the total population.” There is no evidence as to
whether this fascinating observation applies to other places than
New Haven. In any case, as television ownership approaches satu-
ration, such differences among different population groups have
naturally tended to disappear.

Charles Swanson and Robert Jones, interviewing a probability
sample of 202 Minneapolis adults in the spring of 1950, found that
the TV owners did not differ from non-owners in income, education,
social activity, or average intelligence level; however, they showed
greater variability in intelligence, and tended to know less about
government affairs.
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Percentage of Literacy among Americans 10 or Older
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Source: U.S. Census.
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MASS COMMUNICATIONS came into being because they are the most effi-
cient means yet found to meet some of the pressing needs of society. Man
has always needed something to watch over his environment and report
to him on dangers and opportunities; something to circulate opinions and
facts, help a group make decisions, and then circulate the decisions;
something to help pass on the lore and wisdom and expectations of
society to the new members of society; something to entertain people on
a broad scale; something to broaden trade and commerce. Primitive tribes
assigned individuals to these tasks: watchmen, members of the tribal
council, parents and later teachers, bards and jesters, and itinerant trad-
ers. In our society the jobs have grown too big for individuals, and are
given chiefly to great organizations which we call the mass media.

A mass medium is essentially a working group organized around some
device for circulating the same message, at about the same time, to large
numbers of people. That is, the newspaper is a group made up of men
concerned with news and editorial comment, men concerned with selling
advertising and handling the business of the paper, men concerned with
printing the paper, and men concerned with circulating the paper—organ-
ized around the high-speed printing press. A television station is a group
made up of men concerned with programs, with the business of the sta-
tion, and with the electronics of the station—organized around the TV
transmitter. When such an organization is a metropolitan newspaper or a
television network, it is a very large and complex organization indeed. A
large newspaper may have correspondents in many countries, maintain
news wires that bring information from all over the world, own paper
mills of its own, deliver with its own trucks and airplanes, and do more
than ten million dollars worth of business a year. A television network may
supply a number of hours daily of programs to 250 stations throughout
the country, maintain connections with all branches of professional enter-
tainment, and sell upwards of one hundred million dollars worth of
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advertising a year. The news that comes to you from Asia may pass
through a hundred hands and a dozen large organizations. The enter-
tainment that flickers on your television tube may have required the
cooperation of several advertising agencies, one or more film studios,
forty or fifty expert entertainers, one hundred or more expert television
employees, the telephone company, and the electric company.

Communication in modern society, therefore, has come a long way
from the time when an individual could serve as the watchman, and a
ballad singer could furnish the entertainment. Because these modern
organizations of communication are so large, complicated, and potent,
it becomes important to know what they are trying to do, and how. It is
much harder to check up on the mass media than on the watchman or
the ballad singer. That is why the kind of work you will see in the fol-
lowing pages is of importance.

The section begins with Professor Lasswell’s classic essay which did so
much to delineate the place the mass media occupy in society. Then
comes an article by Dr. Lerner which considers the problem of change
in social communication. All through the world at this time are young,
developing countries, passing from the stage of oral communication to
that of mass communication. This is the process which Dr. Lerner con-
siders. This is followed by accounts of what happens in a typical day in
three mass media: the newsroom of a newspaper, a film lot during the
making of a feature motion picture, and a television station during the
making of a commercial. There is a memorandum on that highly im-
portant phenomenon of large-scale communication, the gatekeeper. Then
comes Dr. Breed’s study of how social control is exerted over a mass
medium—in this case, who has the right to say what news goes into
a newspaper, and how the employees “get the word.” And finally there
are a number of tables on the size of mass communications in the United
States, and their rate of growth.
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OF COMMUNICATION IN SOCIETY

BY HAROLD D. LASSWELL

Dr. Lasswell is a professor of law at Yale, and long a distinguished con-
tributor to the literature of communication studies. This paper was pub-
lished in The Communication of Ideas, edited by Lyman Bryson, published
and copyrighted by the Institute for Religious and Social Studies, of
New York City, in 1948. It is here reprinted by permission of author and
publisher.

THE ACT OF COMMUNICATION

A CONVENIENT WAY to describe an act of communication is to an-
swer the following questions:

Who

Says What

In Which Channel
To Whom

With What Effect?

The scientific study of the process of communication tends to con-
centrate upon one or another of these questions. Scholars who study
the “who,” the communicator, look into the factors that initiate
and guide the act of communication. We call this subdivision of
the field of research control analysis. Specialists who focus upon
the “says what” engage in content analysis. Those who look pri-
marily at the radio, press, film, and other channels of communication
are doing media analysis. When the principal concern is with the

17
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persons reached by the media, we speak of audience analysis. 1f
the question is the impact upon audiences, the problem is effect
analysis.

Whether such distinctions are useful depends entirely upon the
degree of refinement which is regarded as appropriate to a given
scientific and managerial objective. Often it is simpler to combine
audience and effect analysis, for instance, than to keep them apart.
On the other hand, we may want to concentrate on the analysis
of content, and for this purpose subdivide the field into the study
of purport and style, the first referring to the message, and the
second to the arrangement of the elements of which the message
is composed.

STRUCTURE AND FUNCTION

Enticing as it is to work out these categories in more detail, the
present discussion has a different scope. We are less interested in
dividing up the act of communication than in viewing the act as a
whole in relation to the entire social process. Any process can be
examined in two frames of reference, namely, structure and func-
tion; and our analysis of communication will deal with the speciali-
zations that carry on certain functions, of which the following may
be clearly distinguished: (1) The surveillance of the environment;
(2) the correlation of the parts of society in responding to the en-
vironment; (3) the transmission of the social heritage from one
generation to the next,

BIOLOGICAL EQUIVALENCIES

At the risk of calling up false analogies, we can gain perspective
on human societies when we note the degree to which communica-
tion is a feature of lifc at every level. A vital entity, whether rela-
tively isolated or in association, has specialized ways of receiving
stimuli from the environment. The single-celled organism or the
many-membered group tends to maintain an internal equilibrium
and to respond to changes in the environment in a way that main-
tains this equilibrium. The responding process calls for specialized
ways of bringing the parts of the whole into harmonious action.
Multicelled animals specialize cells to the function of external con-
tact and internal correlation. Thus, among the primates, specializa-
tion is exemplified by organs such as the ear and eye, and the
nervous system itself. When the stimuli receiving and disseminat-
ing patterns operate smoothly, the several parts of the animal act




STRUCTURE OF COMMUNICATION 119

in concert in reference to the environment (“feeding,” “fleeing,”
“attacking”).!

In some animal societies certain members perform specialized
roles, and survey the environment. Individuals act as “sentinels,”
standing apart from the herd or flock and creating a disturbance
whenever an alarming change occurs in the surroundings. The
trumpeting, cackling, or shrilling of the sentinel is enough to set:
the herd in motion. Among the activities engaged in by specialized
“leaders” is the internal stimulation of “followers” to adapt in an
orderly manner to the circumstances heralded by the sentinels.

Within a single, highly differentiated organism, incoming nervous
impulses and outgoing impulses are transmitted along fibers that
make synaptic junction with other fibers. The critical points in the
process occur at the relay stations, where the arriving impulse may
be too weak to reach the threshold which stirs the next link into
action. At the higher centers, separate currents modify one another,
producing results that differ in many ways from the outcome when
each is allowed to continue a separate path. At any relay station
there is no conductance, total conductance, or intermediate con-
ductance. The same categories apply to what goes on among mem-
bers of an animal society. The sly fox may approach the barnyard
in a way that supplies too meager stimuli for the sentinel to sound
the alarm. Or the attacking animal may eliminate the sentinel before
he makes more than a feeble outcry. Obviously there is every grada-
tion possible between total conductance and no conductance.

ATTENTION IN WORLD SOCIETY

When we examine the process of communication of any state in
the world community, we note three categories of specialists. One
group surveys the political environment of the state as a whole,
another correlates the response of the whole state to the environ-
ment, and the third transmits certain patterns of response from the
old to the young. Diplomats, attachés, and foreign correspondents
are representative of those who specialize on the environment.
Editors, journalists, and speakers are correlators of the internal re-
sponse. Educators in family and school transmit the social inherit-
ance.

Communications which originate abroad pass through sequences
" 1To the extent that behavior patterns are transmitted in the structures in-

herited by the single animal, a function is performed parallel to the transmission
of the “social heritage” by means of education.
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in which various senders and receivers are linked with one another.
Subject to modification at each relay point in the chain, messages
originating with a diplomat or foreign correspondent may pass
through editorial desks and eventually reach large audiences.

If we think of the world attention process as a series of attention
frames, it is possible to describe the rate at which comparable con-
tent is brought to the notice of individuals and groups. We can
inquire into the point at which “conductance” no longer occurs; and
we can look into the range between “total conductance” and “mini-
mum conductance.” The metropolitan and political centers of the
world have much in common with the interdependence, differentia-
tion, and activity of the cortical or subcortical centers of an indi-
vidual organism. Hence the attention frames found in these spots
are the most variable, refined, and interactive of all frames in the
world community.

At the other extreme are the attention frames of primitive in-
habitants of isolated areas. Not that folk cultures are wholly un-
touched by industrial civilization. Whether we parachute into the
interior of New Guinea, or land on the slopes of the Himalayas,
we find no tribe wholly out of contact with the world. The long
threads of trade, of missionary zeal, of adventurous exploration and
scientific field study, and of global war reach far distant places.
No one is entirely out of this world.

Among primitives the final shape taken by communication is the
ballad or tale. Remote happenings in the great world of affairs,
happenings that come to the notice of metropolitan audiences, are
reflected, however dimly, in the thematic material of ballad singers
and reciters. In these creations faraway political leaders may be
shown supplying land to the peasants or restoring an abundance
of game to the hills.

When we push upstream of the flow of communication, we note
that the immediate relay function for nomadic and remote tribes-
men is sometimes performed by the inhabitants of settled villages
with whom they come in occasional contact. The relayer can be
the school teacher, doctor, judge, tax collector, policeman, soldier,
peddler, salesman, missionary, student; in any case he is an assem-
bly point of news and comment.

MORE DETAILED EQUIVALENCIES

The comnunication processes of human society, when examined
in detail, reveal many equivalencies to the specializations found in



STRUCTURE OF COMMUNICATION 121

the physical organism, and in the lower animal societies. The diplo-
mats, for instance, of a single state are stationed all over the world
and send messages to a few focal points. Obviously, these incoming
reports move from the many to the few, where they interact upon
one another. Later on, the sequence spreads fanwise according to
a few to many pattern, as when a foreign secretary gives a speech
in public, an article is put out in the press, or a news film is dis-
tributed to the theaters. The lines leading from the outer environ-
ment of the state are functionally equivalent to the afferent channels
that convey incoming nervous impulses to the central nervous sys-
tem of a single animal, and to the means by which alarm is spread
among a flock. Outgoing, or efferent impulses, display correspond-
ing parallels.

The central nervous system of the body is only partly involved in
the entire flow of afferent-efferent impulses. There are automatic
systems that can act on one another without involving the “higher”
centers at all. The stability of the internal environment is maintained
principally through the mediation of the vegetive or autonomic
specializations of the nervous system. Similarly, most of the mes-
sages within any state do not involve the central channels of com-
munication. They take place within families, neighborhoods, shops,
field gangs, and other local contexts. Most of the educational process
is carried on the same way.

A further set of significant equivalencies is related to the circuits
of communication, which are predominantly one-way or two-way,
depending upon the degree of reciprocity between communicators
and audience. Or, to express it differently, two-way communication
occurs when the sending and receiving functions are performed with
equal frequency by two or more persons. A conversation is usually
assumed to be a pattern of two-way communication (although
monologues are hardly unknown). The modern instruments of mass
communication give an enormous advantage to the controllers of
printing plants, broadcasting equipment, and other forms of fixed
and specialized capital. But it should be noted that audiences do
“talk back,” after some delay; and many controllers of mass media
use scientific methods of sampling in order to expedite this closing
of the circuit.

Circuits of two-way contact are particularly in evidence among
the great metropolitan, political, and cultural centers of the world.
New York, Moscow, London, and Paris, for example, are in intense
two-way contact, even when the flow is severely curtailed in volume

'
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(as between Moscow and New York). Even insignificant sites be-
come world centers when they are transformed into capital cities
(Canberra in Australia, Ankara in Turkey, the District of Columbia,
U.S.A.). A cultural center like Vatican City is in intense two-way
relationship with the dominant centers throughout the world. Even
specialized production centers like Hollywood, despite their pre-
ponderance of outgoing material, receive an enormous volume of
messages.

A further distinction can be made betwecn message controlling
and message handling centers and social formations. The message
center in the vast Pentagon Building of the War Department in
Washington, D.C., transmits with no more than accidental change
incoming messages to addressees. This is the role of the printers and
distributors of books; of dispatchers, linemen, and messengers con-
nected with telegraphic communication; of radio engineers and
other technicians associated with broadcasting. Such message
handlers may be contrasted with those who affect the content of
what is said, which is the function of editors, censors, and propa-
gandists. Speaking of the symbol specialists as a whole, therefore,
we separate them into the manipulators (controllers) and the
handlers; the first group typically modifies content, while the sec-
ond does not.

NEEDS AND VALUES

Though we have noted a number of functional and structural
equivalencies between communication in human societies and other
living entities, it is not implied that we can most fruitfully investi-
gate the process of communication in America or the world by the
methods most appropriate to research on the lower animals or on
single physical organisms. In comparative psychology when we de-
scribe some part of the surroundings of a rat, cat, or monkey as a
stimulus (that is, as part of the environment reaching the attention
of the animal), we cannot ask the rat; we use other means of in-
ferring perception. When human beings are our objects of investi-
gation, we can interview the great “talking animal.” (This is not
that we take everything at face value. Sometimes we forecast the
opposite of what the person says he intends to do. In this case, we
depend on other indications, both verbal and non-verbal.)

In the study of living forms, it is rewarding, as we have said, to
look at them as modifiers of the environment in the process of grati-




STRUCTURE OF COMMUNICATION 123

fying needs, and hence of maintaining a steady state of internal
equilibrium. Food, sex, and other activities which involve the en-
vironment can be examined on a comparative basis. Since human
beings exhibit speech reactions, we can investigate many more re-
lationships than in the non-human species.2 Allowing for the data
furnished by speech (and other communicative acts), we can in-
vestigate human society in terms of values; that is, in reference to
categories of relationships that are recognized objects of gratifica-
tion. In America, for example, it requires no elaborate technique of
study to discern that power and respect are values. We can demon-
strate this by listening to testimony, and by watching what is done
when opportunity is afforded.

It is possible to establish a list of values current in any group
chosen for investigation. Further than this, we can discover the
rank order in which these values are sought. We can rank the mem-
bers of the group according to their position in relation to the
values. So far as industrial civilization is concerned, we have no
hesitation in saying that power, wealth, respect, well being, and en-
lightenment are among the values. If we stop with this list, which
is not exhaustive, we can describe on the basis of available knowl-
edge (fragmentary though it may often be), the social structure of
most of the world. Since values are not equally distributed, the
social structure reveals more or less concentration of relatively
abundant shares of power, wealth, and other values in a few hands.
In some places this concentration is passed on from generation to
generation, forming castes rather than a mobile society.

In every society the values are shaped and distributed according
to more or less distinctive patterns (institutions). The institutions
include communications which are invoked in support of the net-
work as a whole. Such communications are the ideology; and in
relation to power we can differentiate the political doctrine, the
political formula, and the miranda?® These are illustrated in the
United States by the doctrine of individualism, the paragraphs of
the Constitution, which are the formula, and the ceremonies and

? Properly handled, the speech event can be described with as much re-

liability and validity as many non-speech events which are more conventionally
used as data in scientific investigations.

3 These distinctions are derived and adapted from the writings of Charles E.
Merriam, Gaetano Mosca, Karl Mannheim, and others. For a systematic ex-

position see Power and Society (New Haven: Yale University Press, 1950) by
Harold D. Lasswell and Abraham Kaplan.
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legends of public life, which comprise the miranda. The ideology is
communicated to the rising generation through such specialized
agencies as the home and school.

Ideology is only part of the myths of any given society. There
may be counterideologies directed against the dominant doctrine,
formula, and miranda. Today the power structure of world politics
is deeply affected by ideological conflict, and by the role of two
giant powers, the United States and Russia. The ruling elites view
one another as potential enemies, not only in the sense that inter-
state differences may be settled by war, but in the more urgent
sense that the ideology of the other may appeal to disaffected ele-
ments at home and weaken the internal power position of each
ruling class.

SOCIAL CONFLICT AND COMMUNICATION

Under the circumstances, one ruling element is especially alert
to the other, and relies upon communication as a means of pre-
serving power. One function of communication, therefore, is to
provide intelligence about what the other elite is doing, and about
its strength. Fearful that intelligence channels will be controlled
by the other, in order to withhold and distort, there is a tendency
to resort to secret surveillance. Hence international espionage is
intensified above its usual level in peacetime. Moreover, efforts are
made to “black out” the self in order to counteract the scrutiny of
the potential enemy. In addition, communication is employed affirm-
atively for the purpose of establishing contact with audiences within
the frontiers of the other power.

These varied activities are manifested in the use of open and
secret agents to scrutinize the other, in counterintelligence work,
in censorship and travel restriction, in broadcasting and other in-
formational activities across frontiers.

Ruling elites are also sensitized to potential threats in the internal
environment. Besides using open sources of information, secret
measures are also adopted. Precautions are taken to impose “se-
curity” upon as many policy matters as possible. At the same time,
the ideology of the elite is reafirmed, and counterideologies are
suppressed.

The processes here sketched run parallel to phenomena to be
observed throughout the animal kingdom. Specialized agencies are
used to keep aware of threats and opportunities in the external en-



STRUCTURE OF COMMUNICATION 125

vironment. The parallels include the surveillance exercised over the
. internal environment, since among the lower animals some herd
leaders sometimes give evidence of fearing attack on two fronts,
internal and external; they keep an uneasy eye on both environ-
ments. As a means of preventing surveillance by an enemy, well-
known devices are at the disposal of certain species, e.g., the squid’s
use of a liquid fog screen, the protective coloration of the chame-
leon. However, there appears to be no correlate of the distinction
between the “secret” and “open” channels of human society.
Inside a physical organism the closest parallel to social revolution
would be the growth of new nervous connections with parts of the
body that rival, and can take the place of, the existing structures of
central integration. Can this be said to occur as the embryo develops
in the mother’s body? Or, if we take a destructive, as distinct from
a reconstructive, process, can we properly say that internal surveil-
lance occurs in regard to cancer, since cancers compete for the food
supplies of the body?

EFFICIENT COMMUNICATION

The analysis up to the present implies certain criteria of efficiency
or inefficiency in communication. In human societies the process is
efficient to the degree that rational judgments are facilitated. A
rational judgment implements value-goals. In animal societies com-
munication is efficient when it aids survival, or some other specified
need of the aggregate. The same criteria can be applied to the
single organism.

One task of a rationally organized society is to discover and con-
trol any factors that interfere with efficient communication. Some
limiting factors are psychotechnical. Destructive radiation, for in-
stance, may be present in the environment, yet remain undetected
owing to the limited range of the unaided organism.

But even technical insufficiencies can be overcome by knowledge.
In recent years shortwave broadcasting has been interfered with by
disturbances which will either be surmounted, or will eventually
lead to the abandonment of this mode of broadcasting. During the
past few years advances have been made toward providing satisfac-
tory substitutes for defective hearing and seeing. A less dramatic,
though no less important, development has been the discovery of
how inadequate reading habits can be corrected.

There are, of course, deliberate obstacles put in the way of com-

1berate o
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munication, like censorship and drastic curtailment of travel. To
some extent obstacles can be surmounted by skillful evasion, but in
the long run it will doubtless be more efficient to get rid of them
by consent or coercion.

Sheer ignorance is a pervasive factor whose consequences have
never been adequately assessed. Ignorance here means the absence,
at a given point in the process of communication, of knowledge
which is available elsewhere in society. Lacking proper training,
the personnel engaged in gathering and disseminating intelligence
is continually misconstruing or overlooking the facts, if we define
the facts as what the objective, trained observer could find.

In accounting for inefficiency we must not overlook the low
evaluations put upon skill in relevant communication. Too often
irrelevant, or positively distorting, performances command prestige.
In the interest of a “scoop,” the reporter gives a sensational twist
to a mild international conference, and contributes to the popular
image of international politics as chronic, intense conflict, and little
else. Specialists in communication often fail to keep up with the
expansion of knowledge about the process; note the reluctance
with which many visual devices have been adopted. And despite
research on vocabulary, many mass communicators select words
that fail. This happens, for instance, when a foreign correspondent
allows himself to become absorbed in the foreign scene and forgets
that his home audience has no direct equivalents in experience for
“left,” “center,” and other factional terms.

Besides skill factors, the level of efficiency is sometimes adversely
influenced by personality structure. An optimistic, outgoing person
may hunt “birds of a feather” and gain an uncorrected and hence
exaggeratedly optimistic view of cvents. On the contrary, when
pessimistic, brooding personalities mix, they choose quite different
birds, who confirm their gloom. There are also important differences
among people which spring from contrasts in intelligence and en-
ergy.

Some of the most scrious threats to efficient communication for
the community as a whole relate to the values of power, wealth,
and respect. Perhaps the most striking examples of power distortion
occur when the content of communication is deliberately adjusted
to fit an ideology or counterideology. Distortions related to wealth
not only arise from attempts to influence the market, for instance,
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but from rigid conceptions of economic interest. A typical instance
of inefficiencies connected with respect (social class) occurs when
an upper class person mixes only with persons of his own stratum
and forgets to correct his perspective by being exposed to members
of other classes.

RESEARCH IN COMMUNICATION

The foregoing reminders of some factors that interfere with ef-
ficient communication point to the kinds of research which can
usefully be conducted on representative links in the chain of com-
munication. Each agent is a vortex of interacting environmental and
predispositional factors. Whoever performs a relay function can be
examined in relation to input and output. What statements are
brought to the attention of the relay link? What does he pass on
verbatim? What does he drop out? What does he rework? What
does he add? How do differences in input and output correlate
with culture and personality? By answering such questions it is
possible to weigh the various factors in conductance, no conduct-
ance, and modified conductance.

Besides the relay link, we must consider the primary link in a
communication sequence. In studying the focus of attention of the
primary observer, we emphasize two sets of influences: Statements
to which he is exposed; other features of his environment. An at-
taché or foreign correspondent exposes himself to mass media and
private talk; also, he can count soldiers, measure gun emplace-
ments, note hours of work in a factory, see butter and fat on the
table.

Actually it is useful to consider the attention frame of the relay
as well as the primary link in terms of media and non-media ex-
posures. The role of non-media factors is very slight in the case of
many relay operators, while it is certain to be significant in account-
ing for the primary observer.

ATTENTION AGGREGATES AND PUBLICS

It should be pointed out that everyone is not a member of the
world public, even though he belongs to some extent to the world
attention aggregate. To belong to an attention aggregate it is only
necessary to have common symbols of reference. Everyone who has
a symbol of reference for New York, North America, the Western
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Hemisphere, or the globe is a member respectively of the attention
aggregate of New York, North America, the Western Hemisphere,
the globe. To be a member of the New York public, however, it is
essential to make demands for public action in New York, or ex-
pressly affecting New York.

The public of the United States, for instance, is not confined
to residents or citizens, since non-citizens who live beyond the
frontier may try to influence American politics. Conversely, every-
one who lives in the United States is not a member of the American
public, since something more than passive attention is necessary.
An individual passes from an attention aggregate to the public when
he begins to expect that what he wants can affect public policy.

SENTIMENT GROUPS AND PUBLICS

A further limitation must be taken into account before we can
correctly classify a specific person or group as part of a public.
The demands made regarding public policy must be debatable. The
world public is relatively weak and undeveloped, partly because it
is typically kept subordinate to sentiment areas in which no debate
is permitted on policy matters} During a war or war crisis, for in-
stance, the inhabitants of a region are overwhelmingly committed
to impose certain policies on others. Since the outcome of the con-
flict depends on violence, and not debate, there is no public under
such conditions. There is a network of sentiment groups that act as
crowds, hence tolerate no dissent.*

From the foregoing analysis it is clear that there are attention,
public, and sentiment areas of many degrees of inclusiveness in
world politics. These areas are interrelated with the structural and
functional features of world society, and especially of world power.
It is evident, for instance, that the strongest powers tend to be in-
cluded in the same attention area, since their ruling elites focus on
one another as the source of great potential threat. The strongest
powers usually pay proportionately less attention to the weaker
powers than the weaker powers pay to them, since stronger powers

4 The distinction between the “crowd” and the “public” was worked out in
the Italian, French, and German literature of criticism that grew up around
Le Bon’s overgeneralized use of the crowd concept. For a summary of this
literature by a scholar who later became one of the most productive social
scientists in this field, see Robert E. Park, Masse und Publikum; Eine
methodologische und soziologische Untersuchung, Lack and Grunau, Berne,
1904. (Heidelberg dissertation. )
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are typically more important sources of threat, or of protection, for
weaker powers than the weaker powers are for the stronger.®

The attention structure within a state is a valuable index of the
degree of state integration. When the ruling classes fear the masses,
the rulers do not share their picture of reality with the rank and
file. When the reality picture of kings, presidents, and cabinets is
not permitted to circulate through the state as a whole, the degree
of discrepancy shows the extent to which the ruling groups assume
that their power depends on distortion.

Or, to express the matter another way: If the “truth” is not
shared, the ruling elements expect internal conflict, rather than
harmonious adjustment to the external environment of the state.
Hence the channels of communication are controlled in the hope
of organizing the attention of the community at large in such a
way that only responses will be forthcoming which are deemed
favorable to the power position of the ruling classes.

THE PRINCIPLE OF EQUIVALENT ENLIGHTENMENT

It is often said in democratic theory that rational public opinion
depends upon enlightenment. There is, however, much ambiguity
about the nature of enlightenment, and the term is often made
equivalent to perfect knowledge. A more modest and immediate
conception is not perfect but equivalent enlightenment. The atten-
tion structure of the full-time specialist on a given policy will be
more elaborate and refined than that of the layman. That this dif-
ference will always exist, we must take for granted. Nevertheless,
it is quite possible for the specialist and the layman to agree on the
broad outlines of reality. A workable goal of democratic society is
equivalent enlightenment as between expert, leader, and layman.

Expert, leader, and layman can have the same gross estimate of
major population trends of the world. They can share the same
general view of the likelihood of war. It is by no means fantastic
to imagine that the controllers of mass media of communication
will take the lead in bringing about a high degree of equivalence
throughout society between the layman’s picture of significant re-
lationships, and the picture of the expert and the leader.

8 The propositions in this paragraph are hypotheses capable of being sub-
sumed under the general theory of power, referred to in footnote 3. See also
Harold D. Lasswell and Joseph M. Goldsen, “Public Attention, Opinion and

Action,” The International Journal of Opinion and Attitude Research, Mexico
City, 1 (1947), 3-11.
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SUMMARY

The communication process in society performs three functions:
(a) surveillance of the environment, disclosing threats and oppor-
tunities affecting the value position of the community and of the
component parts within it; (b) correlation of the components of
society in making a response to the environment; (c) transmission
of the social inheritance. In general, biological equivalents can be
found in human and animal associations, and within the economy
of a single organism.

In society, the communication process reveals special character-
istics when the ruling element is afraid of the internal as well as
the external environment. In gauging the efficiency of communica-
tion in any given context, it is necessary to take into account the
values at stake, and the identity of the group whose position is being
examined. In democratic societies, rational choices depend on en-
lightenment, which in turn depends upon communication; and
especially upon the equivalence of attention among leaders, ex-
perts, and rank and file.
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PEOPLE WHoO live together in a common polity develop patterned
ways of distributing information, as of distributing other com-
modities. These patterns of information flow interact at many points
with the patterns of power, wealth, status, and other values to form
a system, i.e., institutional variation in one is accompanied by regu-
lar and determinate variations in the others. This paper aims to
determine the degree of systemic relationship between communi-
cation and other institutions in most of the societies around the
world.

We have identified two main types of public communication sys-
tems—media and oral. These are differentiated according to the
paradigmatic question of communication research: who says what,
how, to whom? On these four variables the differences are as fol-
lows:

1T wish to thank R. S. Eckhaus, E. E. Hagen, B. F. Hoselitz, H. D. Lasswell
for suggestions which have been incorporated in this paper. Case studies of

the theoretical structure here outlined are rcported in the author’s book en-
titled The Passing of Traditional Society.
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Media Systems Oral Systems
Channel Media (Broadcast) Oral (Point-to-Point)
Audience Mass (Heterogeneous)  Primary (Homogeneous)
Source Professional (Skill) Hierarchical (Status)
Content [Descriptive]? [Prescriptive]?

Media systems have been described in detail by communication
specialists. The main flow of public information is activated by a
professional corps of communicators, skilled in producing descrip-
tive messages (“news”) for transmission through impersonal “media”
(print, film, radio) to relatively undifferentiated mass audiences.

Oral systems we know mainly from the reports of anthropolo-
gists. Since preliterate networks are considerably more diverse than
media systems (which have an “homogenizing” effect on behavioral
styles), their public institutions exhibit much variation. In some
oral systems, for example, power is not rigidly hierarchized. In the
modal type, however, messages usually emanate from sources au-
thorized to speak by their place in the social hierarchy, ie., by
status rather than skill criteria. These messages typically appear to
be prescriptive rather than descriptive, i.e., announcing the regula-
tions that are to govern audience behavior toward imminent events
of community-wide interest, such as tax collections and military
drafts. They are transmitted through oral channels to highly dif-
ferentiated audiences, i.e., the “natural” primary groups of kinship,
worship, work, or play. Each of these groups completes the dif-
fusion pattern of an oral network by acting as a relay channel of
mouth-to-ear communication within and between groups.?

If we accept this terse formulation as satisfactorily differentiating
the characteristics of two general models of communication sys-
tems, we come next to the problem of describing their occurrence
with sufficient accuracy to discriminate consistently between media

2 These are bracketed because the only systematic evidence of content varia-
tion between the two types available to me is confined to a study made in

the Middle East several years ago. I suspect, but cannot demonstrate, that
there is regularity in this variation around the world.

3 Comment by H. D. Lasswell: “One interesting variant is the role of drum-
ming and similar media channels in predominantly oral systems. Such modes
of communication are simply telegraphic devices more like conventionalized
signposts than expressive or prescriptive statement-making. The sign-symbol
ratio is high, by which I inean the physical events that serve as channel are
rather extensive. A visual system seems essential to cut down the sign-symbol
ratio and approach the ‘pure’ sign. Such visual systems may be ‘manufactured’
when they appear and copyists arise. The demand must be great—as at a
dominant capital or at another urban locus.”
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and oral systems in the observable world. Here we run into trouble,
for there are few societies that give a perfect fit to either of these
idealized sets of paired comparisons. For example, in Britain, where
public communication approximates most closely the model of a
media system, people still talk to each other about public issues.
Conversely, in Saudi Arabia, which corresponds to the oral system,
there is a radio station. In most societies, as we move from the ideal
types into empirical data, various elements in the patterns begin
to shift. Most societies in the world appear to be in some stage of
transition from one pattern to the other.

We notice, however, two general features that appear to be
common to all societies. First, the direction of change is always
from oral to media system (no known case exhibits change in the
reverse direction).* Second, the degree of change in communica-
tion behavior appears to correlate significantly with other behavioral
changes in the social system. These observations indicate that we
are dealing with a secular trend in communication systems, a long-
term process of historical change that is unilateral in direction.
Moreover, this trend appears to be systemic, since it occurs inter-
dependently with a variety of non-communication factors. From
this we derive the proposition that a communication system is
both index and agent of change in a total social system. Leaving
aside the genetic question of causality (on the view that once the
process is started, chicken and egg in fact “cause” each other), the
hypothesis may be formulated in a suitable manner for testing as a
correlation matrix, viz.:

Typel Type 1l
Communication media oral
Socioeconomic urban rural
Political representative nonrepresentative
Cultural literate illiterate

Associated with each communication system is a “profile” of eco-
nomic, political, and cultural attributes. To sharpen the differences,
they are stated above in dichotomous fashion. The dogmatic char-
acter of such a formulation need trouble no one, however, for

4 This discussion excludes the new totalitarian systems, which have revived
the ancient importance of the Agitator, using oral modes of communication.
This special case appears to fill a “communication gap” created by the ex-
cessive development of capacity to produce messages through the media
(especially print) over the capacity to consume mediated messages (e.g., by
reason of illiteracy or lack of equipment).
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empirically we treat them as continuous variables, on which dif-
ferences are calibrated. Just as there is no perfect media system,
so there is no perfectly urban or perfectly representative or per-
fectly literate society. Our model is probabilistic, our measures are
distributive, and our test of fit is correlational.

The procedure was to determine the actual degree of correlation
among these indices for all socicties of the world which supplied
data. These indices were defined in such fashion as to permit maxi-
mum use of the statistical data reported by UNESCO and other
U.N. agencies. As the number of countries reporting varies from
one index to another, our correlations apply to groups of nations
ranging from 54 to 73 in number.’

Each index is considered a reliable guide to the state of public
participation in its “sector” as a whole. Thus the literacy index,
by specifying the proportion of population which can read in one
language, is considered to give a fair picture of national participa-
tion in the whole cultural sector. Aiso, the proportion of popu-
lation actually voting in national elections indexes participation in
the whole political sector. Similarly, urbanization, computed as the
proportion of population living in cities over 50,000, is taken as an
index of participation in the whole economic sector. While urban-
ization is usually taken more narrowly, as a measure only of occu-
pational distribution, a broader interpretation can be based on
previous studies showing high intercorrelations between occupa-
tional distribution, per capita income, and literacy.®

These indices express degree of participation within four sectors
which, in this discussion, can be taken to represent the whole social

® The statistics were used as reported by UNESCO. This was checked
wherever possible against other UNESCO sources (for typographical errors)
and against the U.N. Statistical Yearbook and Demographic Yearbook (for
errors of information and computation). Wherever significant differences ap-
peared which could not be reconciled, the case was excluded from our analysis.
Otherwise all “self-governing territories” are included. The writer is unable to
offer any definitive evaluation of these U.N. data, which are assembled from
reports preparcd separately by each nation. There are national differences in
definition of indices and accuracy of reporting. Whereas magnitudes of “error”
cannot be checked systematically, the direction of error, in those cases I have
checked, always tend toward overstating one’s progress in modernization—i.e.,

underdeveloped countries are likely to report larger rather than smaller esti-
mates of urbanization, literacy, voting, etc.

6 Litcracy around the world correlated at .84 with per capita income, at .87
with industrialization measured by proportion of gainfully employed males in
non-agricultural occupations.
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system. What they differentiate is the participant style of modern
democratic societies from the nonparticipant ways of traditional
hierarchic societies. By “participant style” we mean here the fre-
quency, not the quality, of participation by individuals. The point
is simply that more individuals receive and use the opportunity to
participate, regardless of the “value” of their participation. Accord-
ingly, the items selected to form the communication index also
focus on frequency of participation by the general population. These
items are: (a) circulation of daily newspapers; (b) number of radio
receivers; (c¢) seating capacity of cinemas. Each of these items
was first correlated separately with the other indices. After their
separate coefficients had been determined, the three items were
handled jointly as a single index. (In all cases they were expressed,
for comparability between items and countries, as proportion per
1,000 population.)

TESTING THE COMMUNICATION ITEMS

Each of the three communication items was correlated with the
cultural index of literacy.” The coefficients, for a group of 73 self-
governing countries, were as follows:

Correlation
Item with Literacy
Daily newspaper circulation 75
Number of radio receivers 74
Cinema seating capacity 61

It is obvious that newspaper circulation should correlate better
with literacy than does movie attendance, the enjoyment of which
does not require literacy. The high correlation of radio receivers
leads, for explanation, in another direction. Whereas building cine-
mas (in which imported feature films are shown) requires no
advanced technology, the mass production of radio receivers does
require a fair rate of industrialization on a high technological level.

The differential rate of industrialization is subsumed, up to a
certain determinate point, under our index of urbanization. Having
established that a high correlation exists between literacy and
media, we now seek to establish that urbanization is interdependent
with both. Rising production and distribution of the media usually

u Literﬁc; is reported by UNESCO in five categories, each covering a range
of 20 percentage points. All other items were handled as ungrouped data. The
standard deviation for the literacy distribution is high (31.4).
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occur only where and when there is the minimal urbanization re-
quired for modern industrial processes. By the same token, urban-
ization requires rising literacy for industrial participation. At a
certain point, when urbanization has done its work, literacy be-
comes the independent variable in the process of growth and a
new phase of modernization begins. But the growth of literacy
itself, in this phase, soon becomes closely associated with the growth
of media. The media teach literacy, and growing literacy develops
the market which consumes the media product. The high coefficients
correlating literacy with each of the media suggest that these may
be considered as reciprocal causes and effects in a communication
market whose locus can only be, at least in its historical inception,
urban.8

The role of cities becomes clearer if we consider the further sug-
gestion that sheer density of population, without countervailing
urbanization, tends to operate as an anti-literacy force in most
societies. This appears to be so despite the fact that education is
cheaper when pupils live close together and hence, other things
being equal, density should be associated with greater literacy. But,
in the absence of significant urbanization, other things are not
equal—i.e., the production, distribution, and consumption of wealth
are much lower. This has a direct depressing effect on all public
services, notably free public education. In dense nonurban societies,
where national income is relatively small, few schools are main-
tained by public funds; also, since per capita income is lower and
less widely distributed, fewer individuals can afford to attend school.
Hence, the more people there are in a given area, the smaller is the
proportion being educated and the harder it is to get a rising pro-
portion of literates among them—until they begin to be redeployed
into cities. In sparsely settled lands the influence of urbanization is
less marked and literacy rates will probably respond directly to
rises in per capita national income. But in populous societies urban-

8 Comment by B. F. Hoselitz: “I tend to believe that literacy is the inde-
pendent variable, at least in some cases, since the general experience in South
Asia seems to be that the proportion of literates among migrants to cities is
greater than among the rural population whence they came. In other words,
people with a higher degree of empathy engage in migration to towns. On the
other hand, the urban development, partly because of the availability of better
schooling facilities, tends to produce a higher degree of literacy. One would,
therefore, have to make a distinction between literacy rates of those who were
born, or at least lived, in the urban environment since they were of school
age, and those who migrated to the city as grownups.”
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ization is the intervening variable and is crucial for the “take-off”
toward increasing literacy. It appears that only when dense popula-
tions show a significant rate of urbanization do literacy rates begin
to rise. The rise of literacy levels off, however, after a certain de-
gree of urbanization is present in the society. This means that the
continued growth of literacy—say, after the society has become
half-literate—depends upon some factor other than the continued
growth of cities.

The counter-literacy force of sheer population density is evident
in the populous Asian societies, such as India and Indonesia, where
significant rates of urbanization have not yet occurred. The sug-
gested interplay of density and urbanism as factors conditioning
literacy may be represented as follows:

Urbanism
High Low
g High Low
el (Literacy) (Literacy)
Density
High High/Low
Low (Literacy) (Literacy)

To facilitate testing of these relationships between density, urban-
ization, and literacy, we formulated three distinct hypotheses: (a)
that literacy and population density, in areas of low urbanization,
vary inversely and exhibit a negative correlation; (b) that the rate
of literacy increases positively as the degree of urbanization in-
creases ( whether density is low or high); (¢) that when urbaniza-
tion exceeds a determinate figure then literacy will be high, re-
gardless of population density, but will no longer be raised simply
by rising urbanization. (No hypothesis is offered under the fourth
set of conditions, where both urbanization and density are low,
the impact of rising urbanization upon literacy being indeterminate
in this case.)

A more complex formulation would take these three hypotheses
together and would seek to determine the triadic conditions under
which monotone relations actually obtain between urbanization,
density, and literacy. Here we take the simpler course of testing
the pairwise relationships by correlation. Our main interest here
being to establish the crucial role of urbanization in the early
phase of modernizing a social system, we suggest its differential
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functioning under conditions of low and high density only as a
lead for future investigation. In computing these correlations, popu-
lation density was defined as the number of persons per square
kilometer of territory, and urbanization was defined as the pro-
portion of total population living in cities over 50,000. Correlation
of literacy with population density gave us a negative coefficient
of — .60. Inspection of the two sets of figures showed that this in-
verse relationship was due to the massive nonurban societies—
China, India, Indonesia, Egypt, etc. This may be regarded as con-
firmation of the first hypothesis that sheer density of population,
in areas of low urbanization, is a counter-literacy factor—as density
rates increase, literacy rates tend to decrease.

Confirmation of the second hypothesis, that literacy increases
as urbanization increases, was also clear from the coefficient of
correlation between these variables: 4 .64. (It should be noted
that inaccuracies in the raw statistical data tend to bias the results
against this hypothesis. Density is computed by formal territorial
jurisdiction rather than effective area of habitation; since the densest
countries tend to have the largest “waste” areas this minimizes their
actual density. Also the cutting point of 50,000 excludes many cases
of genuine urbanization in the less dense and populous countries,
where cities of smaller size represent a significant degree of urban-
ization. Hence, making the raw data more accurate would tend to
raise all coefficients in the direction hypothesized.)

Our third hypothesis, that after a certain point in urbanization
has been passed literacy is high regardless of other demographic
variables, was made more plausible (though not completely con-
firmed) when we ranked all 73 countries with respect to literacy
and urbanization.

Number of Urbanization
Countries Literacy (Mean)
22 Over 80% 28.0%
4 61-80 29.2
12 41-60 25.0
13 21-40 17.0
29 Under 20 7.4

Clearly, urbanization is an important factor up to the point at
which one-fourth of the population lives in cities over 50,000. The
direct and monotonic relationship between literacy and urbaniza-
tion (the surplus of 1.2% in the second row, which contains only
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four countries is insignificant) is clearest from the time urbaniza-
tion reaches 10% until it passes 25%. Beyond this point urbanization
levels off, while literacy continues to rise “independently” (in coun-
tries of extremely high and extremely low population density).

If we take 10% and 25% as approximate cutting points in the scale
of urbanization, we are able to classify societies into three cate-
gories which also discriminate quite consistently the degree of
literacy and media participation in each society. Let us designate
these three categories as Modern, Transitional, Traditional, to mean
the following:

Communication
Literacy Urbanization System
Modern Over 61% Over 25% Media
Transitional 21-60 10-25 Media-Oral
Traditional Under 20 Under 10 Oral

These cutting points are somewhat arbitrary, of course, in the sense
that their outcome is partly determined by the statistical input.
(Had urbanization been indexed by cities over 20,000 rather than
50,000 population, for example, the upper cutting-point on this
continuum might well be located at 20% rather than 25%.)

The results do enable us, however, to specify two main phases
in the process of secular change toward a participant social system.
The first phase, speaking summarily, is urbanization. It is the trans-
fer of population from scattered hinterlands to urban centers that
provides minimum conditions needed for “take-off” toward wide-
spread participation. Only cities have developed the industrial com-
plex of machines and skills which produces, among other things,
newspapers and radio networks and motion pictures. In this first
phase, accordingly, increases in urbanization tend in every society
to be accompanied by increases in the production and availability
of communication media. Once the basic industrial plant is in
operation, however, the development of a participant society passes
into a subsequent phase. Increasing urbanization, once having pro-
vided the initial conditions of production, no longer automatically
assures equivalent increases in consumption. The need now shifts
to increasing the conditions which govern consumption.

Of this next phase, literacy is both the index and agent, since
literacy provides the basic skill required for operation of a media
system. Only the literate produce the media contents which, as our
literacy-media correlations showed, mainly the literate consume.
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Hence, in societies which are about 25% urbanized, the highest cor-
relation of media consumption is with literacy. We shall soon ex-
plain more clearly why literacy is the pivotal agent in the transition
to a fully participant modern society. Here we wish to stress, in
summary fashion, that by the time this modern phase gets well
under way, a different social system is in operation than that which
governed behavior in a society that was under 10% urbanized and
under 40-60% (roughly, less than half) literate. With higher liter-
acy and media participation comes also increasing availability and
use of facilities for participation in all sectors of the social system.
An index of this is political participation, which reaches its most
developed expression in governance by representation.



THE DAY

BY HENRY JUSTIN SMITH

This eloquent description of a newspaper at work, by a famous editor of
the old Chicago Daily News, is reprinted from his book Deadlines,
published and copyrighted in 1922 by Covici-McGee, Chicago. It is
used here by permission of Covici-Friede, publishers. Some features of the
newspaper described are not modern, but the account is still basically
true in spirit and in most details.

I

IT IS STILL DARK in the streets, still dark among the flat roofs of our
block, when the day begins.

It is a winter morning before seven o’clock. Night clings to the
city. Windows in some of the tall buildings burn with a radiance
never extinguished; others spring into color ahead of the belated
sun. On street cars and elevated trains that sail through the dark-
ness like lighted ships the seven o’clock workers are arriving “down-
town.” They are shabbier, more morose, than those who come later.
It is hard to be buoyant before seven o’clock in the morning,.

In the newspaper office desks and long tables stand in a twilight
due to glimmerings that penetrate through the windows. Type-
writers, grotesquely hooded, lie in.ranks. Waste-baskets yawn.
The wires, clinging to the desks, are asleep; telephones have not
yet found their tongues. The electric contact with the waking world
is in suspension. What happened yesterday? What will happen
today? The wires do not care.

A sleepy boy, shivering, his shoes trickling melted snow, enters

141
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the spectral room, carrying a bundle of morning newspapers which
he lets fall upon a table. He sighs. He turns an electric switch, and
the desks and tables spring into outline. The boy stares about him,
stumbles over a waste-basket, kicks it away, sits in a battered chair
in front of the mouth of a tarnished copper tube that runs through
the ceiling, and drowses. He has barely settled down when he
hears men coming in, and starts up. The men are two; young, but
with greying hair. They have not much to say to each other. They
do not even glance toward the boy. With a manner somewhat re-
pressed, but alert enough, they go to desks, call out for the morn-
ing papers, and start slicing them up with scissors. Ten minutes
go by, while the clock ticks serenely and the windows become
grey with creeping daylight; daylight that sifts down among the
roofs and through veils of smoke and fog, that comes cold and
ashamed and reluctant. It envelops in new shadows the bowed
shoulders of the two young men, touching their cheeks with its
own pallor, casting pale reminders upon the papers they arc cut-
ting. One man glances over his shoulder at the clock. The clock
presently strikes a puny but peremptory “Ping!” It is seven o’clock.
The day has begun.

Now enter through the swinging door, which flies back and forth
impatiently, the staff. For some time the tramping of their feet, the
sound of their breathing, their low laughter, the swish and creak
of the door, fill the room. There are ruddy, careless fellows in this
company, sanguine youths to whom strain and difficulty are nothing.
They tramp, tramp, past the desks and tables, doff overcoats, strip
the typewriters of their hoods, whistle, wink at each other, take
final puffs of forbidden cigarettes, chuckle together over amusing
things in the morning papers, and meantiine remain secretly alert
—for what? Not merely for the calling of a name by the city editor
(now established at his desk and scowling at clippings ). Not merely
for the chatter of a telephone bell, which may mean a day’s work
for some or all. The possibilities are vague. The tingling of blood
means only that this is a new day. Something is bound to happen.
They do not mention this to each other. It is against the code for
one man to say to his mate: “John, this may be a momentous day.
It may bring fame to someone. This may be our great oppor-
tunity.” Instead, one reporter stretches and yawns: “Well, here we
are again, boys; back in the old squirrel cage, to do a few more
turns for the antique Press. What of it? Say, do you suppose such
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a thing could happen as that I'd get an interesting assignment?
Where’s the bird who said newspaper work was exciting? . . .”

They are like hunting dogs, pretending to be aslcep, but with
their ears cocked for the mysterious, the shapeless approaching
event that is in the spirit of the day.

11

The room is now full. In this loft, some ninety feet long by thirty
wide, place is found for nearly forty men. At one end, the end
farthest from the thunder of “L” trains, sits the city editor, sur-
rounded by assistants, tables, telephones, filing cases, wire baskets,
spindles, and boys—in that order of usefulness. Within elbow dis-
tance are the copy-readers, whom the city editor both prizes and
reviles. They bend over their long, battered desk, some of them
chewing tobacco unobtrusively, and jab with their pencils at piles
of manuscript, giving it an earnest and sardonic scrutiny. Just be-
yond them sit the telegraph editors, older men and more solemn
of face, as befits those whose judgment grapples with majestic
cables and Washington dispatches. The chief of these worthies
presides at a roll-top desk upon which boys periodically dump a
mess of Associated Press sheets, damp from their passage through
the tube. The desk has pigeon-holes crammed with dusty reports,
statistics, speeches not yet delivered, and biographies of men not
yet dead. The telegraph editor is just now arguing with the head
proofreader over the spelling of a Russian name. The argument
waxes hot. We pass on.

There is a group of desks pertaining to the three men who attend
to the “make-up,” two of the armchairs vacant because their owners
are in the composing room. And there is a large and excessively
dusty desk before which, with his back to its intricate recesses,
sits the news editor, from whom are supposed to issue ideas, solu-
tions, and enthusiasm. None of them have issued from him thus
far; but the day is still young.

Behind all this is the ampler space occupied by the staff. Three
reporters, sprawled over their typewriters and strings of clippings,
are doggedly pounding out “re-writes” of morning paper articles.
Two more are deciphering notes of matters they have just heard
over the telephone. Four others stand by a window, engaged in
brisk discussion. Are they discussing politics, prurient plays, or pro-
hibition? None of these things. One overhears: “I doubt if Wells
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is such a scream in England as he is in America. Now, when it
comes to Compton Mackenzie—"

A boy approaches one of these reporters and says, triumphantly:

“Wallace, Mr. Brown wants you.”

“Right.”

The literary causerie continues during Wallace’s absence. He re-
turns, pulling on his gloves. A stir among the unassigned.

“I've got to interview Sir Scammon Scammonton. LaSalle station.”

“Sorry for you. Must be dull day.”

“It is,” grimaces Wallace, swaggering off.

A dark-haired reporter sits penciling lines upon rough paper, and
looking out dreamily into the hurly-burly of traffic and over the
chaos of cornices and water tanks visible from the window. He is
far, far away from all this. The lines he scrawls are mystical, tender.
He is a poet. And he is a very good reporter but his habits—

A stout man in a corner is writing: “It is understood that the
non-partisan element in the county board—" but half his thoughts
are upon Japanese prints. He is an amateur of Japanese prints.

In another corner a tall and slightly grey-haired reporter stabs
with his cane at a vagrant cockroach, while shadows of reverie and
discontent flit across his face. He was lately in Europe, whence he
returned in disgust, shouting for the “good old life.” Now he is
yearning for Europe again. A novel that he began to write lies,
yellowing, in a corner of his desk. He would like to go to Mexico,
or to California. He applies every week for some trip or other.
Meantime he meticulously does what he is told to do.

And then, there is a Cub, who sits bolt upright before his idle
typewriter, eagerly, lovingly watching the distant city editor from
whom today—yes, this very day—may come that “good assign-
ment.” Something exciting. Good Lord, if they would only let him—

It is a dull day, yet there is a resistless movement of the common-
place which at last pulls nearly all these men from their trifling
or their brooding and sends them out into the city, out into the
slushy and gloom-fast streets, out into the enormous glittering sky-
scrapers, to run down little events. They scatter, with their various
moods of hope, disgust, scom, or vivacity, to thread their way
through the city.

The office, emptied of the staff, retains only the “desk men.” These
are now a little relaxed. Not only has the day’s program been laid
down, as far as possible, but the first edition, which has furnished
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a few minutes of tension, is on the presses. From regions far below
there comes a muffled thunder, a jarring that faintly shakes the
desks. In the news-room silence, compared with the recent pecking
of typewriters and murmur of voices, prevails. The desk men
straighten up in their chairs, sigh, and stretch. One of them pulls
from a drawer a thick novel and reads.

It is a pause. But during this pause life goes on, climaxes pre-
pare. Something draws nearer.

The managing editor, a heavily-built being with harsh spectacles,
prowls into the room, gazes about and halts, watched apprehen-
sively by a benchful of small boys. He disregards the juvenile array
and swings heavily, thoughtfully, over toward the desk of the news
editor.

“What’s doing?” he demands, in that voice whose cadences can
convey so much wrath, so much bitterness—and so much sweet-
ness.

“Nothing special.”

“Humph!” exclaims the Old Man, and retires to his den.

111

The Old Man has officially stigmatized the day as dull.

Boredom is the word.

Take a score of keenly sensitized men, confront them with rou-
tine, and the result is boredom. However, they can endure this,
just as they are able to stand severe and long-continued excite-
ment. To those who most tremble with suspense or burn with
pride there comes the profoundest lethargy; but they have learned
to swim in it without impairment of the spirit. Here is a faculty
which they have in common with musicians, actors, and other
artists. These men in the news-room have traces of the creative
temperament, which hibernates, then springs up with new vigor.
In some of them it is faded, grown old, or hidden behind stoicism.
But in the oldest and most morose of the “desk men” there lives
a spark of dramatic instinct, which lights the weariest face at the
coming of a “good story.”

Nothing of the kind now animates them. They labor on in an
incessancy of tasks which must be done at once, even though
scarcely worth doing. They must be rapid and skillful without being
driven by interest. Throughout the newspaper plant a finely-timed
engine, deftly blended of the human and mechanical, is turning,
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turning. Everything must move: The grotesque arms of the lino-
types, the lumpishly-moving tables of the stereotypers, the gigantic,
glistening coils of the presses, the rolling sidewalks upon which the
finished papers slide toward the delivery wagons. All must turn
with the clock-tick. It makes no difference whether the day be dull
or thrilling. The relentless machinery waits for its injections of hu-
man intelligence. The world waits for the news. And always, among
these men in the newsroom, there is a dim sense of the mecha-
nisms forever at work below them, a tinge of fear lest, through
some fault, there be a break in the process, a dreadful pause in
the endless tune. So, driven by habit and by their sub-conscious
perception of their membership in the whole activity of the build-
ing, they contribute by pencil-strokes, by orders, by corrections on
proofs, to the flow of this activity.

As the half-hours pass and the day mounts to its meridian, there
is a tensing of effort. Almost casually, two editions have already
been issued, inspected, and forgotten. But now one can feel the
climb toward a greater enterprise, the “home edition,” the daily
bugbear whose tradition is that it must be more comprehensive and
correct than either of its predecessors. There is no more lassitude
along the copy-desks; the piles of unread manuscript mount too
fast. The staff is back, for the most part, and the spatter of type-
writers deluges the silence. Boys run by with clumsy steps. Bells
ring. The air hisses in the pneumatic tubes. The long, low room
echoes to a thousand movements, a thousand utterances. Yet, despite
the forte of the news-room, one is aware of the fortissimo of the
city itself. For outside of the newspaper office, as well as within
it, the day is at its height. Skyscrapers now are belching out lunch-
hour crowds, and the shopping streets are filled with joyous, vivid
streams of people. Messages from this turbulence reach the news-
paper office; cries come across the roof tops; the symphony of the
city, with its roars, whistles, bellowings, arrives modified but clear.
And if one puts his ear to the wires he can fancy that he hears the
shrill and terrible voices of a hundred other cities where life seethes,
even though “nothing is happening.” One has a vision of poten-
tialities of achievement or of disaster in these agitated centers of
life. Straight out of the seeming commonplace of their movement
in pursuit of tasks or fun will emerge the dramatic shock that the
news-room is waiting for. Something is bound to happen.
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Something does happen.

First there is the sharp outcry of the Associated Press telephone,
distinct from all the other bell-signals. The telegraph editor picks
up the receiver and listens. Without a quiver of lips or eyebrows
he reaches for paper, and scrawls. The vigilant news editor sees the
rigidity of his shoulders, the slight gleam of his eyes, and rises.
The copy-readers look up. An instinct awakened by tiny signs, too
tiny for the eye of laity, warns “the desk” that this bulletin has a
high voltage.

The news editor stands reading as the hand of the telegraph
editor traces:

“Washtn . . . bomb on steps . . . treasury building . . . 2 killed.”

The telegraph editor hangs up the receiver. For an instant he
and his chief stare into each other’s eyes. But nothing is said. The
implications of this message are self-evident.

“Ask Mr. Barlow to come here,” the news editor murmurs to a
boy.

While the boy skates nonchalantly off, the editor, with a hand
that cannot keep pace with his brain, is writing notes that fly from
his pad to distant parts of the building. Simultaneously he is calling
earnestly on the house telephone for the circulation department.

Barlow, the make-up editor, enters, heavy-set, frowning at being
called from his nearly-complete pages of the home edition. At his
heels treads easily but ominously the Old Man, whose presence
pervades the room like fate.

The news editor flies at Barlow and mutters to him in a para-
phrase of the bulletin, which by this time is being masticated by
a linotype machine. Barlow’s frown vanishes. He gives an eager
nod, seizes a just-written sheet of paper headed “eight-column line,
rush extra,” and takes it with him as he makes long, heavy strides
toward the composing-room door. His mind’s eye has mapped out a
new flrst page. At the door he stumbles against a boy and leaves
behind him an echo of brief profanity.

The Old Man is told the news.

“I thought it would happen some day,” he remarked. He eyes
calmly the “telegraph desk” where now two men are working
frantically, while another takes more bulletins from the telephone.
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Elsewhere in the room there is little commotion. The usual group
of reporters is arguing the usual topics. “Peck-peck” goes the Cub’s
typewriter, grinding out some trifle or other.

Suddenly the young citv editor emerges from his nest of tele-
phones and comes down the room at a half-trot.

“They’ve tried to blow up the federal building here,” he snaps,
with a half-jovous, half-bitter gleam in his eyes. He dashes back
to his desk, followed by the shadowy bulk of the Old Man.

The news editor begins to swear, and laughs instead, having in
mind Barlow and his forms. “This will finish him,” he thinks, as
he speeds toward the composing room. Out there he finds Barlow
and his assistant under full steam “breaking up the paper,” ordering
gleaming stacks of type about, shouting at printers above the per-
petual clackety-swish of the linotypes, crossing out and writing in
words upon the “schedules” that name the leading articles for vari-
ous pages. The coatless printers paw the type with their blackened
fingers, chew tobacco, and register unconcern. Type lies strewn, in
bundles of lines, all over the “stone.” Long galleys of brass are
piled up like cordwood. Up to the high, glass-roofed ceiling re-
sounds the turmoil of the “stone.” The battered clock points im-
perturbably to 12:05. And at 12:25 all this puzzle must be cleared.

Taking Barlow by the elbow, the news editor speaks in his ear.
The color surges into Barlow’s face. Still speechless, he darts to the
half-complete first-page “form,” and roars at the printer whose
hands are flving over its columns. The printer hears and nods. He
must change evervthing. What of it? All in the dav’s work. But the
composing-room foreman, sauntering up, tosses in the remark,
“Tearin’ up again? You'll never make it,” and with a wave toward
the clock, passes on.

“We've got to make it, Jim,” the news editor cries after him.
Then, like a man watching two boiling kettles at once, he hastens
back to the news-room.

Within the last two minutes the news-room has been transformed
in spirit. Evervbody has straightened; evervbody has caught the
stroke. Who said newspaper work was monotonous? seems to shine
from the faces. It is gorgeous. The telegraph editor and the city
editor are in two separate whirlpools of movement. Boys rush at
the telegraph editor and slam sheets of copy upon his desk; the
man at the telephone shoves scribbled slips toward him. He rap-
idly assembles and groups these, discarding some, piecing others
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together, laboring with his whole mind to form a story sequential
and lucid. A series of flashes are passing through his mind: “Doubt
if they’ll get this bulletin in. . . . Therell be an awful mess for the
next edition.” And farther back in his mind occur thoughts more
private, such as: “That rumor the other day about the reds was
right,” and “I suppose the wrong man will be caught, as usual.”
But his routine brain cells, his hands, go on shaping, shaping. And
save for an out-thrust lower lip he betrays no agitation.

The city editor is twice as busy as this. He has had to scratch off
a dozen lines of copy for the home edition, to dispatch six men to
the federal building, answer (and get rid of ) three persons wanting
to know if he was “posted,” listen to general orders from the Old
Man, alter a headline that does not “fit,” and map out a sort of pro-
gram for the rest of the day. His mind is ablaze with enterprises
and pierced with apprehensions. Who knows but a rival paper
has already beaten him? He will not be beaten. Ile sends out to
every part of himself a desperate signal to function, to be alive.
His tongue is dry; his voice threatens to scream. He is at bay, fight-
ing an invincible alliance of enemies: The clock, his rivals, the
tangle of things to do, his own rebellious nerves, the nerve reactions
of everybody else. He calls upon his uttermost reserve. He is four
men in one. He is enraged at life—but he is deliriously happy. And
there flits through him a wan joke: “I suppose the police will call
it a sewer-gas explosion.” The joke, which goes unspoken, is ex-
tinguished by a wave of perception, vaguer than these words, but
suggesting to him that society is a brutal and turbulent thing, and
bringing to him, like a passing flash of the cinema, a picture of
the federal building portico in ruins, and the bodies lying there.

Through all this pierces the realization that the home edition
has gone to press. The turmoil around him is no less, but here is
the face of his friend, the news editor, emerging from the delirium.

“How’s it goin’, George?”

“All right,” he hears himself reply.

Wallace, the reporter, leans up against the desk.

“Well, boss,” inquires Wallace with a subdued twinkle, “how
much on the great Sir Scammon Scammonton? He says—"

The city editor becomes aware of Wallace, and halts him with:

“John, jump down to federal building . . . take taxi . . . forget
about that damned lord—"

Wallace is off, murmuring quaintly: “I obey, boss, I obey.”
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City editor to news editor: “They think there are six dead down
there. A delivery wagon was blown up. There are pieces of horse
all over the street. The district attorney says—"

“We'll have to make four separate stories of it for the First Final.
At least four—"

“I know. It’s a big plot, of course. O, is that Billy on the wire?
Give him here.”

The news editor moves on, devoting a glance to the bowed backs
of the local copy-readers, to whom the fury begun with the tele-
graph desk has now been transmitted. Their eyes bulge with the
interest, the horror, of what they are reading. One counts with his
fingers the number of letters required for a certain heading. A book
that another, a placid, grey-haired man, was reading, has fallen
to the floor, and lies open at the title page, “Growth of the Soil.”

Reporters who have come in alrecady from the explosion are
mauling their typewriters, slamming the cylinders back and forth
with a rattle like rifle fire. A constant yell of “Boy!” Dust, colored
by the pale noonday sunlight, swims, serene and beautiful above
their heads. Murmurs, chucklings, imprecations mingle in a flow
of sound; the expressions of the fever that has seized the staff.
They are painting, painting. The picture will be hurled out into
the streets, seen, and lost. All are artists now, co-operating on the
big canvas of the First Final. They are instinctively making art of
it, discarding, heightening and coloring. Yes, they color some things,
so that the hasty reader can tell them as more important than others.
Maybe they do not distort facts; they do not so much distort as
rearrange. They suggest perspectives, and introduce good lighting
for this tale of tales.

All the while, into their hands is being poured more material,
and more. The wires say that the nation is aroused. “The White
House has let it be known that. . . .” The wires sing with theories,
conjectures, revelations. The tragedy here at the federal building
is in the foreground. A notebook has been found among the rags
of one of the corpses, with code words in it. Wallace is reading sen-
tences from this book over the ‘phone. The district attorney is giv-
ing out a long statement. Every minute a member of the staff enters
with details which he regards as “bigger stuff than anything.” Evi-
dently the mystery of this story is deeper than we thought. It will
be unraveling itself for days. We shall be pestered with it for days.
What a plague! But what joy!
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Meantime, behold it is two o’clock, and the First Final stares us
in the face. Ah, here comes the Old Man. “The composing room is
swamped.” We thought so. “Throw away everything except ex-
plosion stuff.” The market reports must go in uncorrected. The
speech of a distinguished guest at a luncheon goes on the floor. The
Cub has written five hundred words about scenes at hospitals and
is told he is a fool.

The inexorable clock—the damnable, gliding clock. The waiting
machines. The waiting world.

We are desperate men.

We go to the “stone” to make up the First Final. Once more,
chaos; bigger heaps of galleys, greater muddles of type. Parts of
stories are lost; parts of others are still lagging on the linotypes. We
lose our heads, and quarrel. We become children, and say: “Who’s
blaming me for it?” “I told him to do it.” “Good God, this gang is
going to pieces.”

The type pours to the “stone” from all sides. The pages lie, broken,
hopeless.

This time we shall never “get out.”

And suddenly we find that it is all done. The forms are full. The
last one is being locked up, and slid into the outstretched hands of
the stereotypers.

We glance at each other, wipe off sweat, and grin.

v

This is a splendid product of ours, after all. The boys are bring-
ing in papers, staggering under the bundles. We spread them out
on the desks, admire and criticize. It is scarcely possible we did
this. Thirty minutes, twenty minutes, ago we were writing the words
that now peer at us from the pages, faintly familiar creations that
have arrayed themselves in a manner distinctively their own. It is
all there as we planned it in our frenzy. The house has risen from
that chaos at the “stone.” The event that has shaken the country’s
nerves lies there embodied in types of varying blackness and size,
making a structure with girders and gables, with foundations and
flourishes. A structure nevertheless built to last but a day, to outlast
scarcely even our pride in it.

Our pride in it is momentary. We are conscious that we have
conquered. This feeling is confirmed when our rivals are brought
in, and their paltry efforts to keep pace with us are seen. But we
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are too wise, or too weary, to gloat more than for that moment.
Tomorrow may snatch this triumph away from us. And besides—

It is the Old Man’s voice:

“Look here, we say in this head that three wheels of the wagon
were blown off; but in the eye-witness account it says—"

And he lays a broad thumb upon the column.

Two or threc men, among them the city editor, respectfully ex-
amine the discrepancy.

“There’s always something to spoil it all,” grumbles the Old Man,
and bears his newspaper away, grasped in both hands, while the
staff exchanges rueful winks. The city editor slips on his coat and
says savagely to the news editor: “If I don’t show up tomorrow you
can guess why.” His eyes burn in his pale young face. He flings
himself out, biting off the end of a cigar. The eyes of the grey-
haired copy-reader follow him humorously, tenderly.

The news editor turns to the disposal of matters for the after-
noon. The greater part of the afternoon still remains. There are
still “late developments.” There will be a “rush hour extra.” The
news editor walks back through the room, remarking to the “desk”
as he goes: “Nobody off early today. We'll need all hands.”

They look up, unamazed. Were it to go on forever, they would
still be unamazed.

A2!

But at last it is five o’clock, and the very last extra of all has
been patched up, and there is nothing more to do.

Darkness has come again. It seems now to have been scarcely
ten minutes since the first of those alert figures entered through the
swinging door; but the evidences of a complete day are all about:
waste-paper ankle deep around the desks; waste-baskets crammed
with torn newspaper sheets; pencil-butts, proofs, crumpled notes.

The men, the last of them, are putting on hats and coats and de-
parting. They go wearily and sulkily. The emotional storm in which
they have been tossed has left them chilled. The more thrilling the
day, the more leaden its close. This product, conceived with such
skill and speed and evolved with such a fury of zeal, is already
scarcely more than waste-paper. The men tramp gloomily into the
hall, turning up the collars of their overcoats and peering into the
shadows of the gloomy corridor. They go down the elevator,
grumbling, but still with a vestige of elation.
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“Well, that was some day,” they mutter.

“Some day,” echo the dying voices of the linotypes.

“Some day,” groan the presses from the basement.

The men, slackened in spirit, cynical about it all, exuding revolt,
are happy in spite of everything. “Some day,” to be sure. They will
tell their wives and children about it. They will meet acquaintances
who will respectfully ask their opinions, because they are news-
paper men.

There are new furrows in their faces; but their youth is inex-
tinguishable.

The grey-haired copy-reader, who is last to leave, watches them
go, turns out a light or two, and slowly prepares for the street.
And he thinks about these men, whom, in a way, he loves:

“I wonder what draws them into this game? I wonder why they
keep at it, the game being what it is. I wonder what the fascination
of news is. I wonder what news really is. . . .

“The continuousness of it all; the knowledge that no matter what
we do today, we must do better tomorrow. . . .

“The unendurable boredom; the unendurable excitement. . . .

“Maybe we stay on because life is like that, and we get more of
life here than somewhere else.”

ViI

The only lights remaining are two that burn dispiritedly at either
end of the long room. The wires sleep again, oblivious of the spar-
kling but dreadful world. The battlefield is deserted.

Now enter two sad-faced, elderly males in soiled and shapeless
clothing, carrying large sacks. Into these they dump contents of
waste-baskets, and bundles of scraps. They seem very, very old
and depressed. In and out among the desks they go, muttering to
themselves, and clearing away the dull traces of the splendid task.
These specters know nothing of the efforts or the victories just
recorded. The voices of the city, the cries of newsboys, the tootings
and tinklings of the streets, are nothing at all to these aged scav-
engers. Outlived . . . all outlived.

Having finished their funereal task, they go out, and the room is
left to its memories, the wires to their slumber.

So ends the day.



A DAY IN THE MAKING OF A MOVIE

BY LILLIAN ROSS

This is a section from Chapter 2 of Mrs. Ross’s book, Picture (1952),
which describes the making of the motion picture, “The Red Badge of
Courage.” It is published and copyrighted by Rinehart and is reprinted
here by permission of the author and publisher.

THE FIRST SCENE to be shot, No. 72, read:
MEDIUM SHOT—NEW ANGLE

The regiment encounters the body of a dead soldier and
the ranks open covertly to avoid the corpse.

It was being set up on a dirt road running through the thickly
wooded park. A couple of hundred Chicoans, many of them sport-
ing five-dollar-bonus beards and all of them dressed in Union blues
and carrying rifles or swords, were lined up on the road in a column
of fours. Near the head of the column stood Dixon Porter, wearing
the sword and red sash of a licutenant; he was one of the extras.
A long dolly track, with wooden rails, had been laid beside the road.
The camera, fixed on a tripod, stood on a rubber-wheeled dolly at
one end of the track. The trees lining the road arched high over
the heads of the warlike array. Everybody in Huston’s crew scemed,
with a harassed awareness of the dollar value of every minute, to
be rushing everyone clse. Rosson, standing on the dolly and peer-
ing through the camera at the line of soldiers, gave hurried signals
to assistants helping him get the camera in position. Huston and
Reinhardt made a hasty inspection of the Chicoan army. Marton

154
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dashed at Mauldin, collared him, and thrust him into the Union
ranks behind Murphy and Dierkes. The time was 8:38 a.t.

In the road, ahead of the troops, lay a soldier, face down, his
uniform dishevelled, a rifle under his limp arm, his legs sprawled.
Callow was arranging and rearranging the legs. A still photographer
aimed a Speed Graphic at the dead man; his flash bulb popped, and
he quickly turned his camera on the waiting troops. Band arrived
and began to tag after Huston, who walked over to the camera.

“Good morning, boys,” Huston said to Rosson and his assistants.
“Good luck, gentlemen!”

Jack Aldworth was writing in a hard-covered notebook. The first
page was headed “LOG—PROD. NO. 1512—HUSTON.” Under
the heading, he had already written:

7:45-8:00—Travel to Location
8:00-8:20—Spot Equip. and Unload Trucks
8:20-8:32—Lineup Dolly Shot with Soldiers

He now wrote:

8:32-8:40—Set up camera with it on dolly—meanwhile reh
and drill soldiers.

Aldworth would submit his daily log to Reinhardt and to Callow,
who would submit it to Lee Katz, who would submit copies of it
to Joe Cohn, Dore Schary, and L. B. Mayer, in Culver City, and
to Nicholas Schenck, in New York. (Along with the daily log would
go a daily report on the time the crew left for location, the time
shooting started and finished, and the number of scenes filmed,
and the number of extras used.) Reinhardt was standing beside the
camera, reading a letter that had just been handed to him by a
messenger:

Dear Gottfried:
Well, were off! And we’re off to a good start. I'm certain it
will be good, Gottfried, damned good. We'll make it so. Good
luck and my best.

Sincerely,

Dore

The rehearsal began. Callow yelled, “Here we go, boys! Get in line!”
The troops started marching toward the man lying in the road.
Callow told them to pause and look down at the body as they
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passed it. Huston peered into the camera and watched the pro-
cession, then called to the troops that this was the first dead man
they had ever seen, and told them to keep this in mind when they
looked down at the body. The time was 8:56.

For all the tension, hurry, and confusion, it was very quiet. At
Callow’s command, the Union soldiers, having passed the body,
moved back to their starting point. They were silent, and their
silence was respectful. A smoke machine mounted on a truck, which
had been hidden in the woods off the road, started up with a clatter,
and smoke drifted slowly among the trees in the almost windless
heat of the morning.

Huston moved about quickly and smoothly. He strode over to
the dead man in the road and called for a bucket of water. A prop
man scurried off, and was back with it in a few seconds. Huston
quickly mussed the man’s hair and sprinkled dirt over his hair, face,
and knapsack. Reinhardt looked down with a cynical smile as
Huston mixed a handful of earth and water and daubed mud over
the man’s face and hands. Huston stood up. Aldworth was holding
out a clean white handkerchief. Huston wiped his hands on it and
called for blood. A makcup man sprinted over with a tube of
“panchromatic blood"—mineral oil with vegetable coloring. Huston,
thumbs hooked in the back of his belt, directed the bloodying
process. Callow rushed up and said, “Mr. Huston, have the troops
lost their knapsacks by this time or haven’t they?” Huston, thought-
fully staring at the dead man, said they still had knapsacks. He
sprinkled another handful of dirt over the man. Marton hurried
up and asked whether the troops still had their knapsacks on,
and Huston gave him the same answer he had given Callow. It
was 9:10.

Colonel Davison came up to tell Huston that the drummer boys
in the column looked too naked with only their drums. Huston
directed a prop man to put packs on the boys. Aldworth was
writing:

8:40-9:12—Cont. line up Dolly Shot

A makeup man fussed with Mauldin’s wig under his kepi until it
covered the better part of his neck. Huston saw the wig and said
it was all wrong. The wig was removed, and a smaller one was
substituted. Smoke now lay over evervbody and everything. The
smoke machine sounded like a couple of steam shovels. “Kill that
motor!” Callow bawled.
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A man carrying a loudspeaker box on his shoulder and a micro-
phone in his hand walked over to Huston. “All right,” Huston said
in a dramatically calm voice into the mike. “All right, boys.” Every-
body looked at him. “The idea is these troops are coming into a
battle area,” he said. “This is the first time you have heard gun-
fire. I'm going to fire a revolver. This will be the first shot you have
ever heard. Each soldier as he passes the dead man will slow down.
This is the first dead man you have ever seen. All right.” The time
was 9:26.

There was a brief silence—a lull before a battle. Huston told
a smoke man not to make smoke, because this would be a re-
hearsal. Callow reminded the troops that they were not to step
over the dead man but pass around him. Huston went over to
the camera and called for action. Callow told the men to get going.
They began to shuffle toward the dead man. The camera trained
on them rolled on ahead, pulled along the dolly track by grips.
Huston walked backward behind the dolly, looking intently at the
faces of the troops. He gave the Chicoans a menacing look, and
slowly raised the revolver over his head. He fired the revolver, still
watching grimly, then fired again. The troops shuffled uneasily
around the body of the dead man. Callow called “About face!” and
the men returned to their starting position. Huston went over to
the dead man and sprinkled more dirt on him. Reinhardt laughed.
“How he loves to do that!” he said.

The time was 9:33. Jack Aldworth was writing:

9:12-9:35—Reh

Katz said to Reinhardt, “Joe Cohn asked me last night when you
were coming back.”

“I wish I knew,” Reinhardt said.

“Consider the whole thing unasked,” said Katz. At the end of
each day, he told Reinhardt, the film that had been shot would be
flown back to Culver City for developing.

Reinhardt said he wanted to see each day’s flin—called rushes,
or dailies—the following day. He didn’t want to wait two or three
days. “I don’t care how they feel about spending the money,” he
added.

“May 1 quote you?” Katz asked, smiling.

“It’s important,” said Reinhardt.

“Let me just find my studio notes,” Katz said, digging in his
pockets.
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“If we can get them two hours sooner, I want them,” said Rein-
hardt.

Katz took out his notes and studied them. “It would mean a
difference of ten or twelve dollars a night,” he said. “I'll talk to
Joe Cohn about it.”

“All this for two lines in the script,” Albert Band said. “Would
television go to all this trouble for two lines in a script?”

Callow announced that everyonc was to be very quict, because
they were going to start shooting. A prop man was chalking on a
small slate:

Huston Scene 72
Prod 1512 Set 01

EXT ROAD AND DEAD SOLDIER

The smoke machine started again. Aldworth wrote:
9:35-9:40—Put in smoke cffect in BG [background]
Pistol in hand, Huston knelt directly in front of the camera.

“Quiet and roll it!” Callow shouted.

The camera buzzed. The prop man held his slate in front of the
camera for a moment.

“Action!” Huston said. The soldicrs moved forward. The camera
moved ahead of them.

Reinhardt looked at Huston with a long sigh. “Now there is no
turning back,” he said. “We are committed.”

On their fourth encounter with the body since the shooting had
begun, the troops apparently gave the performance wanted. “Cut!
That’s it,” he said. “Print it!”

Aldworth wrote down:

9:40-10:00—Shoot four takes (Takes 1-2-3—NG [no good]
action)

The dead man got up and wiped a muddy palm over his muddy
face. He asked Band whether he would be paid extra for lying in
the road a couple of hours.

“Over Joe Cohn’s dead body,” Band said.

At 2:30 p.M., the temperature in the woods was a hundred and
eight. Eight Chicoans had collapsed while Huston was rehearsing
a scene that required some troops to run off the road and into the
forest and start digging ditches, as the Lieutenant of the Youth’s
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platoon, played by Douglas Dick, walked toward the camera,
smoothing his mustache, youthfully arrogant as he looked forward
to his first taste of battle. At 2:32, Huston ordered his crew to
print the shot of the troops.

At 4:02, Huston began working on a closeup of Dick smoothing
his mustache. Huston lifted his own shoulder slightly to signify
youthful arrogance, and encouraged Dick to imitate him. At 4:28,
after seven takes, Huston said, “That’s it.”

At 4:45, Huston started working on closeups of the soldiers
digging in.

“Do we expect an attack?” Dixon Porter asked him.

“You don’t know what the hell to expect. That’s why you're dig-
ging,” said Huston.

Katz came over and said he didn’t want to rush anybody, but
the film had to be flown out of Chico at 6:30. Huston nodded
curtly.

Huston directed the camera to be set up behind an elderly Chi-
coan who was digging in. The man had a long, deeply lined face.
Kneeling alongside the camera, behind the man, Huston ordered
him to relax and said he would tell him exactly what to do. “Action!”
he called. “All right, sir. Move a little forward, sir. Now turn around
and look behind you, slowly. That’s right. Now dig. With your
scabbard. Hard at it. Now with your plate! Hard. Harder. Very
good. “Cut!” He thanked the man and looked very happy. It was
a face he liked.

Huston was rehearsing a group of soldiers in a digging scene
when Rosson told him that they were fighting a losing battle with
the sun. In the scene, Arthur Hunnicutt, an actor with a care-worn
face, was leaning on his rifle, watching half a dozen comrades dig
a hole. “I don’t hold with layin’ down and shootin’ from behint a
little hill,” he was saving. “I wouldn’t feel a bit proud doin’ it.
I aim t’ do my fightin’ standin’ up.” One of the soldiers digging said,
“If yeh want t' get shot that’s yer own business.” Hunnicutt said,
“Well, I ain’t goin’ t’ lay down before I'm shot—and that’s all there
is to it!”

“Light’s going!” Rosson cried. “Let’s take it.”

Jack Aldworth wrote:

6:10-6:17—Moving camera and actor to get sunlight.
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At 6:20, Huston took his last shot of the day. Then he walked
over to a rotting log and sat down. He put his elbows on his knees
and cupped his face in his hands.

Jack Aldworth noted in his report—a copy of which would be in
Nicholas Schenck’s New York office the next day—that eleven
scenes had been shot for “The Red Badge of Courage,” out of a
total of three hundred and forty-seven.



HOW A TELEVISION COMMERCIAL IS MADE

GENERAL ELECTRIC REVIEW

This vivid description of the making of a brief television presentation
was published in the General Electric Review for September, 1956, and
is reprinted by permission of the magazine, which holds copyright.

ON SUNDAY EVENING, March 4, from 9 to 9:30 o’clock in the East,
approximately one out of every five Americans saw and heard Paul
Muni and Polly Bergen in a television play called “A Letter from
the Queen.”

Each of the 33-odd-million viewers paid nothing for this enter-
tainment, except a few pennies worth of depreciation on his TV
set (assuming he wasn’t at the ncighbors) and a tiny fraction of
the month’s power bill.

General Electric, on the other hand, paid a handsome sum of
money for the services of the people needed to produce a complex
collection of electronic impulses and distribute them to 152 stations
throughout the land.

And for this weekly outlay, General Electric has the opportunity
to talk about itself for three minutes—all the Federal Communica-
tions Commission allows for each half hour of program time.

If all 33 million people watch and listen—and understand—the
program is a tremendous bargain. Reaching this audience, say, by
direct mail would cost many times as much in postage alone.

If only a few watch and listen—and if they should fail to under-
stand—the program is a colossal waste of money.

And just because 33 million people watch the entertainment por-
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tion of the show—occurring both before and after the three-minute
commercial—is no assurance that they will be on hand during those
middle three minutes. It’s obviously an ideal time to go to the re-
frigerator, to make sure the kiddies are in bed, to prepare a quick
Sunday-night snack, or to check the newspaper to see what will be
on what channel at 9:30.

There’s the problem. In only 180 seconds the commercial must
tell in a dignified manner how and why, among other things, General
Electric is a leader in rescarch, engineering, and manufacturing
skill. And because the audience would just as soon be doing some-
thing else, the presentation must hold their interest from its outset
until the entertainment resumes.

The three-minute Progress Report for the March 4 program was
devoted to electric motors, The Universal Servants. The steps that
led from the conception of this commercial to its brief moment of
glory beginning at 9:16:16 p.M. make an interesting story of the
problems encountered in communicating a fairly intricate technical
idea to a mass audience—and making it register.

Progress Reports are handled by a three-man operation—super-
visor and two producers—in the Schenectady unit of General Elec-
tric's Public and Employee Relations Services. The New York
advertising agency of Batten, Barton, Durstine, and Oshorn
(BBDO) provides the General Electric unit with a basic staff of
five men: coordinator, agency producer, film producer, and two
writers. The agency producer hires the directors, scene designers,
cameramen, and talent, usually free-lance. This team of eight men
plans, develops, and produces—week in and week out—180 sec-
onds of entertaining education that will register the company’s
message and draw above-average survey ratings.

Progress Reports are planned in 13-week cycles at a meeting with
BBDO. The group presents ideas—always comes up with a sur-
plus, relegates some to a future series, and immediately discards
others.

Even approved subjects hurdle a long series of difficulties before
being firmly scheduled. For instance, live commercials are usually
coupled with live entertainment, film commercials with ilm shows.
The difference in quality betwecn film and live makes a mixture of
the two noticeable to viewers. Money and time are other factors:
a film commercial costs about three times as much as a live one
and usually must be shot at least a month before the release date.
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While films lack the here-and-now spontaneity of live commercials,
they do give some advantages. They offer the chance of newsreel
coverage of an important event and can be rerun as many times
as the sponsor chooses, thus amortizing the cost premium.

Timing introduces another problem: An electricity-on-the-farm
commercial should be scheduled in the spring; the cngineer’s role
in today’s technology would tie in with Engineers’ Week. Also com-
mercials must give a balanced picture of General Electric’s activi-
ties: research, engincering progress, manufacturing skill, and hu-
man relations, to name a few.

That educational and entertaining commercials are produced each
week and receive high ratings—even allowing for the vast range
of subjects offered by a company the size of General Electric—is
a tribute to the GE-BBDO team.

Toward the end of November 1955, the group met and planned
the second cycle of Progress Reports (January through March).
They discussed—and scheduled—a live commercial on electric
motors for March 4, bracketed by one on railroad progress and one
on lightning research.

Soon after this team meeting, they released the production sched-
ule: Charlie Keenan of Gceneral Electric would follow it with Al
Book of BBDO as the writer.

Because ten of General Electric’s product departments manufac-
ture motors, each justifiably proud of its products and prerogatives,
Keenan knew that the job ahead would take an unusual amount
of patience and understanding. And so late in January, he slated
a meeting with the primary contact, Hary E. Smith, Advertising
Manager of General Electric’s Medium Induction Motor Depart-
ment, Schenectady. Other company advertising men would be
reached by additional communication lines.

One morning early in February, Keenan and Book met in Smith’s
office. MIM, as his department is called throughout the Company,
produces 7%- to 3000-hp. motors—sold by General Electric under
its registered trademark of Tri-Clad motors.

Keenan roughed out the objectives of the Progress Report: ex-
plain how an electric motor works; point out progress in electric
motors; show some significant motors of today; tell how motors
benefit everyone.

Quickly, talk turned to the first objective—just how does an
electric motor work.
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“Make it simple,” said Book. “I'm a typical layman. I'm a sound-
ing board. I pass on what I hear to the audience. The simpler it
is the better for our purpose.”

Smith explained that a motor basically converts electric energy
received over lines into rotating motion to drive machines. He sug-
gested a simple demonstration: Put metal filings into a beaker of
water, then place the beaker inside a rotating electric field. “For
the transition,” he said, “take out the beaker and replace it with
the motor’s rotor. It’s that simple.”

As the discussion warmed, such terms as stator, lines of force,
magnetism, a-c and d-c, automation, dynamometer, and synchro-
nous motor flowed freely. Keenan, sensing that the objectives were
fading rapidly, called a halt, urging that they discard these tech-
nical terms. “I know they sound simple. But just because we use
them doesn’t indicate that we know their meaning or can even
explain them. Remember, this must be understood by a mass audi-
ence. You're not talking to an AIEE group. And leave out automa-
tion. We'll cover that in a later commercial.”

After the meeting in Smith’s office, Keenan circulated a letter
that read, in part: “The next meeting on our research activities con-
cerning the upcoming Progress Report on electric motors will be
held in New York City on Tuesday, February 14. We're going to
get together with Don Herbert with a view toward developing some
simple demonstration that will help get this story across better.”

Don Herbert, General Electric’s Progress Reporter, is known to
small-fry viewers—and many adults, too—as Mr. Wizard, star of a
half-hour weekly television show seen on more than 141 stations.
There are hundreds of Mr. Wizard clubs, and his technique of
“teaching science painlessly” has been cited in a score of special
awards and scrolls now hanging in his office. Herbert is an expert
at performing graphic demonstrations for television cameras. This
ability plus a fine combination of a businesslike mien and an in-
gratiating air got him the job of General Electric’s Progress Re-
porter.

Prism Productions, Herbert’s office-workshop on 23rd Street in
New York where the group met, has large airy offices and a well-
equipped workroom.

Shortly after 10 o’clock, Al Book read his first rough to the group.
Into the script he had written Billy Quinn—a 10-year-old actor
who had served as the “questioner” on many of the Progress Re-
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ports. The commercial would open with Herbert and Billy demon-
strating the way that a motor works, followed by Billy guessing the
number of motors in his home. This, Book said, would show the
importance of motors in the home. And then film clips would
emphasize the importance of motors in industry.

“For the opening shot they could be examining a fan,” Book
suggested.

Someone doubted whether a fan was dramatic enough and asked,
“How about an erector set?”

“Can’t use that,” Keenan remarked, “we used it last week.”

“How much time do I have to show how a motor works?” Herbert
inquired. Before anyone could reply, he laughingly answered, “Yeah,
I know, 22 seconds. This will revolutionize physics teaching!”

“That looks too complicated.” The agency producer nodded to-
ward a small demonstration motor whirring in front of Herbert.
“Can’t we show how a motor works without all this . . .?” I{e pointed
to the exposed magnets, core, and wires.

“You're just like my wife,” Herbert said, smiling. “She’s always
saying to me, ‘Can’t you tell me how atomic energy works without
going into all those details?”

Because the commercial had no opening, Keenan steered the talk
in that direction. He again outlined the objectives, suggesting that
they concentrate on something difficult when done by hand but
easy with a motor.

One approach had Billy polishing a chair, with an electric buffer
finishing the job. Reflections from the chair made this idea im-
practical. Then, too, not enough people in the TV audience owned
buffers.

“Why not have the kid sawing a board? I could finish the job
with a power saw,” Herbert volunteered. There were nods of agree-
ment.

More discussion followed concerning the demonstration motor
and whether the three-phase 110- or 220-volt power would be
available in the studio. Then the meeting moved into Herbert’s
office to wrap up the sequence of the commercial’s elements.

One item brought to the group’s attention was Book’s concern
about having the boy in the script. “If he blows a line, then Don
has to cover. It means that Don must learn not only his own lines
but also the kid’s. I know the kid is good, but he’s only 10. That’s
a lot of responsibility for a 10-year-old.”
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“I agree,” Keenan said. “It’s something we’ve considered from
every angle. But the advantages of having the kid on the show far
outweigh any fluffs. He’s got audience appcal. He’s got a likable
face—wholesome. The audience puts itself in the boy’s shoes. They
say to themselves, ‘If that kid can understand it, so can 1. And it
works, too. This is nothing new—only an adaptation of what the
Greeks did centuries ago. It’s the Greek chorus all over again.
During a play the chorus became the ‘audience,” registering the
reactions of an audience. The boy does the same thing: he’s the
Greek chorus; he’s the audience. Okay?”

At 12:25 the group broke up for lunch. Book now had a better
idea of how to proceed: Billy would open sawing on a piece of
wood and Herbert would complete the job with a power saw; an
electric motor demonstration would follow, plus some discussion
about motors in the home, film clips on motors in industry, and
a windup showing today’s General Electric motors. Book promised
a script in a couple of days.

In the two and one-half weeks between the meeting at Herbert’s
workshop and March 4, Keenan maintained a wearing and abrasive
schedule. He was closely following not only the electric motors
commercial but also seven others that were in various stages of
development.

Script changes were usually of a minor nature—a constant effort
to get a more informative and polished presentation. At the same
time he remained aware of the three-minute limitation on the copy.
Words and phrases were altered: Billy’s “Whews” were changed
to “Wows,” his “Gees” to “Boys,” and his “Yep” to “Yes.” “General
Electric” was placed in front of the word “motors” at the proper
places, and “washing machine” became “washer.”

In one instance it was decided that Herbert should wear safety
glasses while he operated the power saw. As Keenan expressed it,
“We'd have cvery safety man in the Company jumping all over us
if Herbert didn’t wear them. And it might encourage some of the
do-it-yourselfers in the audience to use them, too.”

Another one of Keenan’s duties was coordinating and ordering
the various properties for the commercial: General Electric unit
kitchen, clock, mixer, mural of a wind tunnel, and a pair of safety
glasses. BBDO, meanwhile, looked for a power saw with a General
Electric motor and a hand saw.

Five days before air time, scripts were distributed to interested
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General Electric operating departments for their approvals. By late
that afternoon the approved copies began trickling in. The reactions
were uniformly satisfactory except for the description of how an
electric motor works. Immediately, Keenan began preparing a re-
vised version of just how an electric motor does work.

On Wednesday, February 29, Book arrived from New York to
work with Keenan on the electric motors commercial and others
for future shows.

With some cardboard models he had developed with an engi-
neer, Keenan showed Book the new idea for demonstrating the
principle of an clectric motor: A bar magnet brought close to one
end of a magnet pivoting on a vertical shaft was either repelled or
attracted. “Now,” Keenan said, “we lift off this magnet that spins,
place it inside the stator of a motor, turn on the power, and the
magnet should spin.”

“Herbert,” he explained, “will say: ‘When electricity is put
through the stator.” Only the word “stator” won’t mean anything to
the audience. What’s a better word?”

Book thought a second, then said, “How about core?®”

Keenan nodded. “Herbert will say something like: ‘And when
electricity is put through the core of an electric motor, it becomes
a magnet and causes the other magnet to spin.” Then he’ll turn on
a switch, and the magnet should spin.”

“You sure this is going to work?” asked Book. “Remember, this
is live. We're on the air.”

To cover all chances, Keenan planned to have two demonstra-
tions written into the script. One would use the bar magnets; the
other would use one of Herbert’s science demonstration motors,

Next he tackled the problem of getting the “magnet” motor built
and shipped to New York for the telecast. Harry Smith furnished
the stator of a 7%-hp Tri-Clad motor, and a General Electric model
shop assembled the demonstration. Getting the bar magnets proved
to be a task. Finally, a physics professor at Union College solved
this problem with two 6-inch demonstration compasses.

Book returned to New York to get the final version on paper and
duplicated for the show. A meeting in New York at CBS Studio 56
on 58th Street between Park Avenue and Lexington was set for
2 p.M. Sunday—seven hours before air time.

CBS Studio 56 was once the Liederkranz Hall, acoustically one
of the better halls in New York. It has since been chopped up into
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studios and today is used almost entirely for the production of live
TV commercials.

A look inside Studio 56 on this particular Sunday morning re-
veals four gaunt walls plus lighting equipment and sundry gear
associated with a TV studio. The pile of crates in the middle of the
floor contains the General Electric unit kitchen, a refrigerator, and
other props.

2 p.:M.—The unit kitchen and refrigerator are in place, and all
sets are erected. The four sets—workshop, kitchen, living room,
and motor display—form an arc to make camera movement easier.

All the latent energy that the project quietly absorbed for five
weeks now comes to the surface. Twenty-five people busily work
on staging details: spraying wax on all the unit kitchen and re-
frigerator’s shiny surfaces to reduce glaring reflections, or flare, in
the camera; putting the demonstration motors in place; and lining
up the tools for the workshop area.

The first time any self-styled reasonable man sees live television
being produced, he says, “There must be an easier way.” But logic
—surrounded by pressures, authorities, conflicting talents, union
regulations, and the relentless progress of the clock on the wall—
can seldom be found in the mechanics of a TV studio. That the
visible results are logical and coherent is a tribute to the perform-
ers who maintain equanimity through it all. Most people have the
idea that men like Don Herbert are overpaid. But when the time
arrives and responsibility for the job rests on his shoulders alone,
not many envy him.

2:40—In the upper reaches of the Hall, the show’s director meets
with Don Herbert, BBDO representatives, including Al Book, and
General Electric representative Charlie Keenan.

Herbert reads through the script for timing; the director takes
the part of Billy who is rehearsing for another show. The first read-
through clocks out at 2 minutes and 40 seconds.

The film clips don’t agree with the script; it is rewritten.

3:45—The “camera fax” begins—a rehearsal using cameras that
transmit pictures to the control room. Camera positions are plotted,
and the director “blocks,” or plans, the action for Herbert and
Billy.

A union man clamps a 2x4 in the workshop vise. Which end
should Herbert saw? If he saws the end that would give the best
camera shot, it would offend all the home craftsmen in the audience,
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as well as not be quite safe. Keenan decides it shold be done the
safe and most logical way; the director works with the cameras
to get a satisfactory angle.

4:20—On the control-room screen, the position of the 7%-hp
Tri-Clad motor looks awkward. To say that a motor is a handsome
piece of equipment would be charitable, even though designers
have tried to give it style and dignity. But with the distortions
that occur on the tiny screen, conduit boxes suddenly grow to out-
landish and grotesque proportions, and shafts project at odd angles.
“If we show the General Electric monogram, then you cant see
the shaft. Which is most important?” the director asks. Keenan says
that it must look like a motor—never mind the emblem on the end
shield.

5:15—Herbert goes through the commercial and an agency man
takes the part of Billy. It times out to three minutes and six seconds.
Number 3 camera conks out. The director calls a break.

There’s a stir in the control room. The whirling magnets in the
motor demonstration aren’t visible enough; they blend into the
background.

It is suggested they be painted white. No, someone else says
that may ruin their magnetism. A technician solves the problem
when he sticks a piece of masking tape on the magnets and trims
the tape to size. The contrast looks good on the control-room screen.

Then Herbert complains that the power saw spews sawdust over
his dark suit, giving it a tweedy appearance. Another piece of
masking tape seals the exhaust port on the saw.

Next, the mixer on the unit kitchen can’t be seen. Again, it’s a
question of a light color against a light color. Because masking
tape or paint is out of the question, the director works in a close-up
shot to identify the mixer.

5:45—The director calls an hour break for dinner.

7:15—Rehearsals continue, each one becoming smoother as the
actors fall into the rhythm of the pace and the cameramen and di-
rector integrate their routines.

Between 7:15 and 7:45 each run-through incorporates the film
clips. The film—handled in another CBS studio—is seen on a moni-
tor in Studio 56.

For the first run-through with the film, Herbert's commentary
and the film sequence don’t match. Reproduction quality is poor.
Keenan shakes his head and calls the agency representatives to-
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gether. They decide to eliminate the film clips, remove the living-
room set, and rewrite the script to include electric motors in various
industries.

7:45—At a CBS studio on the third floor of Grand Central Ter-
minal, 16 blocks away, Paul Muni and Polly Bergen begin the dress
rehearsal.

8:00—The commercial is integrated into the dress rehearsal and
times out to exactly three minutes.

8:15—Herbert, anxious to get some “business” (eye-catching
hand action) into the final scene with the two display motors, sug-
gests giving one of the motor shafts a slight spin. This is accepted
and a technician cleans off the gummy protective coating.

At the unit kitchen, more wax is sprayed on the cabinets to kill
flares.

Herbert breaks his collar stay and replaces it with one borrowed
from a BBDO man.

8:27—Herbert leaves to have make-up put on; Billy talks with
his mother in a corner of the studio; others drift out for coffee.

8:42—Herbert returns and once more walks through the com-
mercial with Billy. Billy’s mother gives her son’s hair a final comb-
ing.

9:00—The master screen in the control room shows the General
Electric monogram, and the announcer says: “For General Electric
here is Ronald Reagan.”

In Studio 56, cameras warm up and the floor is cleared. The
assistant director quips, “Isn’t it true Muni did this show because
he has some General Electric stock?”

But the problems of Paul Muni or Polly Bergen don’t concern
the men in Studio 56. Their only worry is the middle three minutes,
the important part, the part that pays off. Adnittedly, the men in
Studio 56 agree that without good entertainment nobody watches
the sponsor’s message. But there is also the unexpressed attitude
that it’'s tougher to get people to watch a commercial than to
watch some make-believe story. And when you get right down to
it, the commercial is the reason for the whole enterprise.

9:07—Herbert and Billy go through the commercial once again.
During the motor demonstration, Herbert keeps calling the mag-
nets “needles” (which, of course, they are). Keenan asks the agency
producer to request Herbert to say “magnets.”

9:14—In the control room the assistant director calls the one-
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minute signal. Someone scrapes a chair along the floor and tension
mounts.

A phone rings. The assistant director answers, listens, puts his
hand over the mouthpiece, and says, “Central control says they're
running over. They’ll appreciate anything we can give them.” He
uncovers the mouthpiece and to central control reports, “I relayed
the message,” then hangs up.

9:16—Ronald Reagan says: “Yknow, many of the jobs that we
have to do at home and at work would be a lot harder if it weren’t
for General Electric motors —as you'll see in Don Herbert’s Progress
Report.”

At exactly 9:16:16 the commercial begins and 2 minutes and 50
seconds later Herbert concludes with, “. . . and as you know, at
General Electric, progress is our most important product.”

The members of the audience, assuming they hadn’t gone to
check the kids or get that sandwich, heard Don Herbert and Billy
Quinn speak barely 500 words—mostly words of one syllable. As
the professional performers they are, both carried it off in perfect
fashion. The 2 x 4 was neatly sawed, the demonstration motor hesi-
tated momentarily then spun wildly, no flare came from the unit
kitchen, and the smallest General Electric motor looked small in-
deed in Herbert’s hand.

The program, it was disclosed later, had a Nielsen rating of
33.5. This means that 33.5 per cent of the 35 million television
homes in America saw the program. Each of the nearly 12 million
sets tuned to the General Electric Theater was watched by an aver-
age of 2.78 persons, making a total audience of 33 million. Both
the Nielsen and the Trendex surveys put the General Electric
Theater for March 4 among the “top 10” for the week.

Having spent the money for the program, it is not hard to justify
spending a little more to see how much of an impact the first in-
vestment produced. For this purpose, General Electric and BBDO
obtain the services of Gallup and Robinson, a well-known Princeton,
N.]., opinion-survey organization. Gallup and Robinson submit a
weekly “Television Impact Report,” a 30-page mimeographed docu-
ment describing in detail the results of their Monday survey.

The term “Remember Commercial” used in the report is con-
sidered by General Electric and BBDO to be the key factor. In this
regard, the commercials on the General Electric Theater almost in-
variably have done well. Gallup and Robinson say that the Re-
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member Commercial norm for all one-half hour programs adver-
tising one product (about three minutes devoted to a commercial )
is 55 per cent. The average for all General Electric Theater programs
during the past season was 65 per cent. On these comnercials, men
do better than women by a 71 to 54 score.

The electric motors commercial on March 4 achieved a score of
67 per cent—above the norm for all programs and above the aver-
age for the General Electric Theater. Of the men interviewed who
qualified as viewers of the program, 73 per cent could recall the
commercial with reasonable accuracy; for women the figure was
60 per cent.

Of greatest interest to the novice reading a Gallup and Robinson
Impact Report are the verbatim statements, recorded in astounding
detail by interviewers.

The vast majority of recalls indicated that the audience under-
stood the message and that a favorable impression of General
Electric was created. Here are some samples:

A man showed a little boy how a small, primitive motor operated. It
had an armature and a magnet. The one thing they always say is,
“Progress is our most important product.” They showed all the different
types of motors that GE makes; one was a huge thing. The commercial
pointed out how important motors are in our daily lives and how differ-
ent things would be if we didn’t have any motors. I thought it was a
good idea to use the little boy to explain the fundamentals of the motors.
They had a reasonable approach and, the points were easy to under-
stand.

Don Herbert was talking to a kid about motors. He said that electricity
and magnetism work together. He demonstrated how the magnetic
field in the motor was activated. Large and small motors were shown.
A Telechron clock was an example of a small motor. Motors can be
any size and still be practical. They said, “Progress is our most im-
portant product” and showed that they are more interested in progress
than anything else. The commercial was done in the simplest manner.
If the little kid could understand, then anyone could comprehend the
way the motor worked.

A man showed a little boy all the motors there were in the house. He
pointed out everything electric in the kitchen that had a motor. They
showed a motor bigger than a man in a tremendous room. Men were stand-
ing by it. They showed the coils and the magnet on the inside of a smaller
motor and explained how it turned. It was very interesting. I had never
heard the working of a motor explained. It was an instructive commercial,
and people like me who didn’t know anything about motors could grasp
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it. The commercials are not too long, and they are not always interrupting
the story. They're not over-done. . . .

And people who have the story all wrong still indicate a favor-
able impression of General Electric:

They showed a cylindrical object on a platform. The little pin or needle
in the contraption was spinning, showing how electricity was produced.
They also showed some motors. I think the main idea was to show the
centrifugal force of GE to produce electricity which is the main object
of the country [Company]. The more electricity produced the more ad-
vancements there will be in the country. They also try to sell their
products. The little boy added a family life touch to the commercial.
Anything GE says is very true. They are a good company.

It was a stupid commercial because the average person doesn’t know
too much about motors. It was just a way to bring the name of GE
before the public. They showed the different types of motors they handle
and talked about the sizes and the jobs they do. GE is a good name,
and their products and the fields into which they go are vast. It is a big
company with great resources, and they are in there pitching.

Constant analysis of these playbacks, or recalls, leads to two gen-
eral conclusions:

No matter how straightforward or oversimplified the presentation
may be in the eyes of those preparing it, the average viewer cannot
be expected to gain more than a general impression of what the
message is all about.

Complete comprehension of the details presented is not essential
to creating favorable impressions of the sponsor.

But was it worth the time, worry, and expense wrapped up in
that brief interval of time from 9:16:16 to 9:19:06 p.A1. on Sunday,
March 4?

One factor explains the time and worry—and justifies the ex-
pense. This fabulous factor is the size of the audience: On this one
Sunday evening in March, Paul Muni performed for more people
than saw Sarah Bernhardt in a lifetime on the stage.

The correlation between audience size and preparation effort is
an obvious example of human nature at work. It might be expected
that preparation effort would reach an absolute maximum and level
off at a point well below an audience size of 33 million pcople. How-
ever, the explanation for the maximum effort surrounding General
Electric’s Sunday night commercials rests in the fact that, if there
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is a maximum preparation effort, it isn’t reached with an audience
of a mere 33 million.

“You oughta see,” one advertising man says, “how some poor
guys stew and fret about the commercials for something like Peter
Pan—when 60 million people are watching.”

—PRH



THE GATEKEEPER:
A Memorandum'

THE ESSENTIAL structural elements of communication in society are
the message and the chain. Beneath the message, of course, there
is a “sub-atomic” universe of very small particles, some of which
must be inferred from secondary evidence: the cues, the processes,
the relationships which enter into the encoding, transmitting, re-
ceiving, decoding, and ultimate disposal of the message. And be-
yond the message and the chain there are the great communication
networks and organizations of human society. But the network is
merely a set of interlocking chains, and the communication organ-
izations (like the newspaper or the political action committce)
are merely networks with a specific communication purposc. The
whole structure can be built out of messages and chains.

The simplest chain, of course, is a sender passing a message to
a receiver. In social communication, however, a large proportion
of the communication chains are longer than two persons. They
may be interpersonal chains, by which a message is passed from
individual to individual; or mass media chains, in which informa-
tion comes into the network of a newspaper or a broadcasting
station, and is passed into the network of the media audience. A
society where litecracy and industrialization are high, is likely to
depend on mass media chains; where literacy and industrialization
are low, most of the information will flow by interpersonal chains.
It is interesting to notice that wherever the mass media are tightly
controlled by a dictatorial government so that people begin to doubt
the reliability of the media chains, then, even in a highly industrial

! From a memorandum on “Gatekeepers and the transmission of information.”
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society, very long and important interpersonal chains tend to de-
velop side by side with the mass media. These interpersonal chains
carry rumors, gossip, undercover information of all sorts by which
to check and supplement the mass media.

One special characteristic of a chain is of the greatest impor-
tance in understanding how it works and how communication moves
through society. This is the fact that at every point along the chain,
someone has the right to say whether the message shall be received
and retransmitted, and whether it shall be retransmitted in the
same form or with changes. In other words, all along the chain
are a series of gatekeepers, who have the right to open or close
the gate to any message that comes along.

For example, any person can decide whether to repeat or not to
repeat a rumor; and we know that when rumors are repeated they
are often changed and colored by the particular interests and
knowledge of the person who tells them. When the chain is long
enough, the message that comes out of the end of it often bears
little resemblance to the one that started.

Consider what happens in the chains which carry news around
the world. Suppose we want to follow a news item, let us say, from
India to Indiana. The first gatekeeper is the person who sees the
news happen. He sees it selectively; notices some things, not others;
reports some parts of the event, not others. The second gatekeeper
is the reporter who talks to this “news source.” Now, of course, we
could complicate this picture by giving the reporter a number of
news sources to talk to about the same news; but in any case he
has to decide which facts to pass along the chain, what to write,
what shape and color and importance to give the event. He gives
his message to his city editor, who must decide how to edit the
story, whether to cut or add or change. Then the message gets
to the wire news service, where someone must decide which of
many hundreds of items will be picked up and telegraphed to other
towns, and how important the story is, and therefore how much
space it deserves. At a further link in the chain, this foreign wire
.service copy will come to a United States wire news service, and
here again an editor must decide what is worth passing on to the
American newspapers and broadcasting stations. The chain leads
on to a regional and perhaps to a state news bureau, where the
same decisions must be made: always there is more news than can
be sent on—which items, therefore, and how much of the items,
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shall be retained and retransmitted? And finally the item comes
to a local newspaper, where the telegraph editor must go through
the same process, deciding which items to print in the paper. Out
of news stories gathered by tens of thousands of reporters around
the world, only a few hundred will pass the gatekeepers along the
chains and reach the telegraph editor, and he will be able to pass
only a few dozen of those on to the newspaper reader.

The gatekeeper, saying “yes” or “no” to messages that come to
him along the chain, obviously plays one of the most important
roles in social communication. Some gatekeepers are more impor-
tant than others. In society certain individuals identified as “in-
fluentials” are usually persons who have an uncommonly large
number of message chains centering on them. They may read
more widely than most people, or have more personal contacts than
most people; and what they choose to pass along from those con-
tacts and that reading is especially important because their opin-
ions are respected. In the news chains, the news agency and the
telegraph editor are especially important, because they are re-
sponsible for the greatest number of decisions as to whether news
should or should not be passed along the chain.

The breadth of knowledge and the critical ability of persons whose
opinions are sought and respected, and the integrity and the news
standards of wire news agencies and telegraph editors, are there-
fore of extreme importance in determining our views of the world.
A few studies of these gatekeepers have been made. Rumor chains
and their distortions have been studied by Allport and Festinger.
Influentials have been studied, among others, by Merton, who has
distinguished “cosmopolitans,” specializing in information from
outside the community, from “locals,” specializing in knowledge
and contacts within the community. Telegraph editors have been
studied by White and Gieber. White was somewhat surprised at
how many irrational elements seem to enter into the choice of
news; and Gieber observed that the telegraph editor is so caught
in the system of newspaper production that his choices are greatly
limited. In any case, it is clear that even the most important com-
munication chains are far from perfect, and that, with communica-
tion organized as it is, a few important gatekeepers have an enor-
mous power over our views of our environment.




SOCIAL CONTROL IN THE NEWS ROOM

BY WARREN BREED

Dr. Breed, a sociologist, is on the faculty of Tulane University. This
article was published first in Social Forces for May, 1955. It is re-
printed here by permission of the author and the magazine, which holds
copyright.

TOP LEADERs in formal organizations are makers of policy, but they
must also secure and maintain conformity to that policy at lower
levels. The situation of the newspaper publisher is a case in point.
As owner or representative of ownership, he has the nominal right
to set the paper’s policy and see that staff activities are coordinated
so that the policy is enforced. In actuality the problem of control
is less simple, as the literature of “human relations” and informal
group studies and of the professions! suggests.

Ideally, there would be no problem of either “control” or “policy”
on the newspaper in a full democracy. The only controls would be
the nature of the event and the reporter’s effective ability to de-
scribe it. In practice, we find the publisher does set news policy,
and this policy is usually followed by members of his staff. Con-
formity is not automatic, however, for three reasons: (1) the ex-
istence of ethical journalistic norms; (2) the fact that staff sub-
ordinates (reporters, etc.) tend to have more “liberal” attitudes
(and therefore perceptions) than the publisher and could invoke
the norms to justify anti-policy writing; and (3) the ethical taboo

T See, for instance, F. J. Roethlisberger and Williain J. Dickson, Management
and the Worker (Cambridge: Harvard University Press, 1947), and Logan
Wilson, The Academic Man (New York: Oxford University Press, 1942).
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preventing the publisher from commanding subordinates to follow
policy. How policy comes to be maintained, and where it is by-
passed, is the subject of this paper.

Several definitions are required at this point. As to personnel,
“newsmen” can be divided into two main categories. “Executives”
include the publisher and his editors. “Staffers” are reporters, re-
write men, copyreaders, etc. In between there may be occasional
city editors or wire editors who occupy an interstitial status. “Policy”
may be defined as the more or less consistent orientation shown
by a paper, not only in its editorial but in its news columns and
headlines as well, concerning selected issues and events. “Slanting”
almost never means prevarication. Rather, it involves omission, dif-
ferential selection, and preferential placement, such as “featuring”
a pro-policy item, “burying” an anti-policy story in an inside page,
etc. “Professional norms” are of two tvpes: technical norms deal
with the operations of cfficient news-gathering, writing, and editing;
ethical norms embrace the newsman’s obligation to his readers
and to his craft and include such ideals as responsibility, impar-
tiality, accuracy, fair play, and objectivity.2

Every newspaper has a policy, admitted or not3 One paper’s
policy may be pro-Republican, cool to labor, antagonistic to the
school board, etc. The principal areas of policy are politics, busi-
ness, and labor; much of it stems from considerations of class. Policy
is manifested in “slanting.” Just what determines any publisher’s
policy is a large question and will not be discussed here. Certainly,
however, the publisher has much say (often in veto form) in both
long-term and immediate policy decisions (which party to support,
whether to feature or bury a story of imminent labor trouble, how
much free space to give “news” of advertisers’ doings, etc.). Finally,
policy is covert, due to the existence of cthical norms of journal-

2 The best-known formal code is The Canons of Journalisin, of the American
Society of Newspaper Editors. See p. 623.

31t is extremely difficult to measure the extent of objectivity or bias. One
recent attempt is reported in Nathan B. Blumberg, One-Party Press? (Lincoln:
University of Nebraska Press, 1954), which gives a news count for 35 papers’
performance in the 1952 election campaign. He concluded that 18 of the papers
showed “no evidence of partiality,” 11 showed “no conclusive evidence of
partiality,” and 6 showed partiality. His interpretations, however, are open to
argument. A different interpretation could conclude that while about 16 showed
little or no partiality, the rest did. It should be noted, too, that thcre are dif-
ferent areas of policy depending on local conditions. The chief difference occurs
in the deep South, where frequently there is no “Republican” problem and no
“union” problem over which the staff can be divided. Color becomes the focus
of policy.
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ism; policy often contravenes these norms. No executive is willing
to risk embarrassment by being accused of open commands to slant
a news story.

While policy is set by the executives, it is clear that they cannot
personally gather and write the news by themselves. They must
delegate these tasks to staffers, and at this point the attitudes or
interests of staffers may—and often do—conflict with those of the
executives.* Of 72 staffers interviewed, 42 showed that they held
more liberal views than those contained in their publisher’s policy;
27 held similar views, and only 3 were more conservative. Similarly,
only 17 of 61 staffers said they were Republicans.® The discrepancy
is more acute when age (and therefore years of newspaper ex-
perience) is held constant. Of the 46 staffers under 35 years of
age, 34 showed more liberal orientations; older men had apparently
“mellowed.” It should be noted that data as to intensity of atti-
tudes are lacking. Some staffers may disagree with policy so mildly
that they conform and feel no strain. The present essay is pertinent
only insofar as dissident newsmen are forced to make decisions
from time to time about their relationship to policy.®

We will now examine more closely the workings of the news-
paper staff. The central question will be: How is policy maintained,
despite the fact that it often contravenes journalistic norms, that
staffers often personally disagree with it, and that executives can-
not legitimately command that it be followed? The frame of ref-
erence will be that of functional analysis, as embodied in Merton’s
paradigm.”

* This condition, pointed out in a lecture by Paul F. Lazarsfeld, formed the
starting point for the present study.

5 Similar findings were made about Washington correspondents in Leo C.
Rosten, The Washington Correspondents (New York: Harcourt, Brace, 1937).
Less ideological conflict was found in two other studies: Francis V. Prugger,
“Social Composition and Training of the Milwaukee Journal News Staff,”
Journalism Quarterly, 18 (September, 1941), 231-44, and Charles E. Swanson,
“The Mid-City Daily” (Ph.D. dissertation, State University of Iowa, 1948).
Possible reasons for the gap is that both papers studied were perhaps above
average in objectivity; executives were included with staffers in computations;
and some staffers were doubtless included who did not handle policy news.

81t is not being argued that “liberalism” and objectivity are synonymons. A
liberal paper (e.g., PM) can be biased too, but it is clear that few liberal
papers exist among the many conservative ones. It should also be stressed that
nmuch news is not concerned with policy and is therefore probably unbiased.

7 Robert K. Merton, Social Theory and Social Structure (Glencoe: Free Press,
1949), esp. pp. 49-61. Merton’s elements will not be explicitly referred to but
his principal requirements are discussed at various points.
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The present data come from the writer's newspaper experience
and from intensive interviews with some 120 newsmen, mostly in
the northeastern quarter of the country. The sample was not ran-
dom and no claim is made for representativeness, but on the other
hand no paper was selected or omitted purposely and in no case
did a newsman refuse the request that he be interviewed. The
newspapers were chosen to fit a “middle-sized” group, defined as
those with 10,000 to 100,000 daily circulation. Interviews averaged
well over an hour in duration.®

There is an “action” element inherent in the present subject—
the practical democratic need for “a free and responsible press” to
inform citizens about current issues. Much of the criticism of the
press stems from the slanting induced by the bias of the publisher’s
policy.? This criticism is often directed at flagrant cases such as
the Hearst press, the Chicago Tribune, and New York tabloids, but
also applies in lesser degree, to the more conventional press. The
description of mechanisms of policy maintenance may suggest why
this criticism is often fruitless, at least in the short-run sense.

HOW THE STAFFER LEARNS POLICY

The first mechanism promoting conformity is the “socialization”
of the staffer with regard to the norms of his job. When the new
reporter starts work he is not told what policy is. Nor is he ever
told. This may appear strange, but interview after interview con-
firmed the condition. The standard remark was “Never in my ——
years on this paper, have I ever been told how to slant a story.”
No paper in the survey had a “training” program for its new men;
some issue a “style” book; but this deals with literary style, not
policy. Further, newsmen are busy and have little time for recruit
training. Yet all but the newest staffers know what policy is.?® On

8 The data are taken from Warren Breed, “The Newspaperman, News and
Saciety” (Ph.D. dissertation, Columbia University, 1952). Indebtedness is
expressed to William L. Kolb and Robert C. Stone, who read the present
manuscript and provided valuable criticisms and suggestions.

® For a summary description of this criticism, see Commission on the Free-
dom of the Press, A Free and Responsible Press (Chicago: University of Chi-
cago Press, 1947), chap. 4.

10 While the concept of policy is crucial to this analysis, it is not to be
assumed that newsmen discuss it fully. Some do not even use the word in dis-
cussing how their paper is run. To this extent, policy is a latent phenomenon;
either the staffer has no reason to contemplate policy or he chaooses to avoid
so doing. It may be that one strength of policy is that it has become no more
manifest to the staffers who follow it.
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being asked, they say they learn it “by osmosis.” Sociologically, this
means they become socialized and “learn the ropes” like a nco-
phvte in any subculture. Basically, the learning of policy is a
process by which the recruit discovers and internalizes the rights
and obligations of his status and its norms and values. He learns
to anticipate what is expected of him so as to win rewards and
avoid punishments. Policy is an important element of the news-
room norms, and he learns it in much the following way.

The staffer reads his own paper every day; some papers require
this. It is simple to diagnose the paper’s characteristics. Unless the
staffer is naive or unusually independent, he tends to fashion his
own stories after others he sees in the paper. This is particularly
true of the newcomer. The news columns and editorials are a guide
to the local norms. Thus a southern reporter notes that Republicans
are treated in a “different” way in his paper’s news columns than
Democrats. The news about whites and Negroes is also of a distinct
sort. Should he then write about one of these groups, his story
will tend to reflect what he has come to define as standard pro-
cedure.

Certain editorial actions taken by editors and older staffers also
serve as controlling guides. “If things are blue-pencilled consist-
ently,” one reporter said, “you learn he [the editor] has a prejudice
in that regard.”’* Similarly an executive may occasionally repri-
mand a staffer for policy violation. From our evidence, the reprimand
is frequently oblique, due to the covert nature of policy, but learn-
ing occurs nevertheless. One staffer learned much through a series
of incidents:

I heard [a union] was going out on strike, so I kept on it; then the
boss said sommething about it, and well—I took the hint and we had less
coverage of the strike forming. It was easier that way. We lost the story,
but what can you do?

We used a yarn on a firm that was coming to town, and I got dragged
out of bed for that. The boss is interested in this industrial stuff—we have
to clear it all through him. He’s an official in the Chamber. So . . . after a
few times, it’s irritating, so I get fed up. I try to figure out what will
work best. I learn to try and guess what the boss will want.

In fairness it should be noted that this particular publisher was
one of the most dictatorial encountered in the study. The pattern
11 Note that such execcutives’ actions as Dblue-pencilling play not only the

manifest function of preparing the story for publication but also the latent
one of stecring the future action of the staffer.



SOCIAL CONTROL IN THE NEWS ROOM 183

of control through reprimand, however, was found consistently.
Another staffer wrote, on his own initiative, a series about discrimi-
nation against Jews at hotel resorts. “It was the old ‘Gentlemen’s
Agreement’ stuff, documented locally. The boss called me in . . .
didn’t like the stuff . . . the series never appeared. You start to get
the idea. .. .”

Note that the boss does not “command”; the direction is more
subtle. Also, it seems that most policy indications from executives
are negative. They veto by a nod of the head, as if to say, “Please
don’t rock the boat.” Exceptions occur in the “campaign” story,
which will be discussed later. It is also to be noted that punishment
is implied if policy is not followed.

Staffers also obtain guidance from their knowledge of the charac-
teristics, interests, and affiliations of their executives. This knowl-
edge can be gained in several ways. One is gossip. A reporter said:
“Do we gossip about the editors? Several of us used to meet—some-
where off the beaten path—over a beer—and talk for an hour.
\Ve'd rake 'em over the coals.”

Another point of contact with executives is the news conference
(which on middle-sized papers is seldom called a news confer-
ence), wherein the staffer outlines his findings and executives dis-
cuss how to shape the story. The typical conference consists of
two persons, the reporter and the city editor, and can amount to
no more than a few words. (Reporter: “One hurt in auto accident
uptown.” City editor: “Okay, keep it short.”) If policy is at stake,
the conference may involve several executives and require hours
of consideration. From such meetings, the staffer can gain insight
through what is said and what is not said by executives. It is im-
portant to say here that policy is not stated explicitly in the news
conference nor elsewhere, with few exceptions. The news confer-
ence actually deals mostly with journalistic matters, such as re-
liability of information, newsworthiness, possible “angles,” and
other news tactics.

Three other channels for learning about exccutives are house
organs (printed for the staff by syndicates and larger papers),
observing the executive as lie meets various leaders and hearing
him voice an opinion. One staffer could not help but gain an en-
during impression of his publisher’s attitudes in this incident:

I can remember [him] saying on election night [1948], when it
looked like we had a Democratic majority in both houses, “My God,
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this means we’ll have a labor government.” [Q. How did he say it?P]
He had a real note of alarm in his voice; you couldn’t miss the point
that he’d prefer the Republicans.

It will be noted that in speaking of “how” the staffer learns policy,
there are indications also as to “why” he follows it.

REASONS FOR CONFORMING TO POLICY

There is no one factor which creates conformity-mindedness,
unless we resort to a summary term such as “institutionalized
statuses” or “structural roles.” Particular factors must be sought in
particular cases. The staffer must be seen in terms of his status and
aspirations, the structure of the newsroom organization and of the
larger society. He also must be viewed with reference to the opera-
tions he performs through his workday, and their consequences for
him. The following six reasons appear to stay the potentially in-
transigent staffer from acts of deviance—often, if not always.!?

1. INSTITUTIONAL AUTHORITY AND SANCTIONS. The publisher ordi-
narily owns the paper and from a purely business standpoint has
the right to expect obedience of his employees. He has the power
to fire or demote for transgressions. This power, however, is di-
minished markedly in actuality by three facts. First, the newspaper
is not conceived as a purely business enterprise, due to the protec-
tion of the First Amendment and a tradition of professional public
service. Secondly, firing is a rare phenomenon on newspapers. For
example, one editor said he had fired two men in 12 years; another
could recall four firings in his 15 years on that paper. Thirdly, there
are severance pay clauses in contracts with the American News-
paper Guild (CIO). The only effective causes for firing are exces-
sive drunkenness, sexual dalliance, etc. Most newspaper unemploy-
ment apparently comes from occasional economy drives on large
papers and from total suspensions of publication. Likewise, only
one case of demotion was found in the survey. It is true, however,
that staffers still fear punishment; the myth has the errant star re-

12 Two cautions are in order here. First, it will be recalled that we are dis-
cussing not all news, but only policy news. Secondly, we are discussing only
staffers who are potential non-conformers. Some agree with policy; some have
no views on policy matters; others do not write policy stories. Furthermore,
there are strong forces in American society which cause many individuals to
choose harmonious adjustment (conformity) in any situation, regardless of
the imperatives. See Erich Fromm, Escape from Freedom (New York: Farrar

and Rinehart, 1941), and David Riesman, The Lonely Crowd (New Haven:
Yale University Press, 1950).
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porter taken off murders and put on obituaries—“the Chinese tor-
ture chamber” of the newsroom. Fear of sanctions, rather than their
invocation, is a reason for conformity, but not as potent a one as
would seem at first glance.

Editors, for their part, can simply ignore stories which might
create deviant actions, and when this is impossible, can assign the
story to a “safe” staffer. In the infrequent case that an anti-policy
story reaches the city desk, the story is changed; extraneous reasons,
such as the pressure of time and space, are given for the change.!®
Finally, the editor may contribute to the durability of policy by
insulating the publisher from policy discussions. He may reason
that the publisher would be embarrassed to hear of conflict over
policy and the resulting bias, and spare him the resulting uneasi-
ness; thus the policy remains not only covert but undiscussed and
therefore unchanged.!+

2. FEELINGS OF OBLIGATION AND ESTEEM FOR SUPERIORs. The
staffer may feel obliged to the paper for having hired him. Respect,
admiration, and gratitude may be felt for certain editors who have
perhaps schooled him, “stood up for him,” or supplied favors of a
more paternalistic sort. Oldcr staffers who have served as models
for newcomers or who have otherwise given aid and comfort are
due return courtesies. Such obligations and warm personal senti-
ments toward superiors play a strategic role in the pull to con-
formity.

3. MosBiLITY ASPIRATIONS. In response to a question about am-
bition, all the younger staffers showed wishes for status achievement.
There was agreement that bucking policy constituted a serious bar
to this goal. In practice, several respondents noted that a good
tactic toward advancement was to get “big” stories on Page One;
this automatically means no tampering with policy. Further, some
staffers see newspapering as a “stepping stone” job to more lucra-

13 Excellent illustration of this tactic is given in the novel by an experienced
newspaperwoman: Margaret Long, Affair of the Heart (New York: Random
House, 1953), chap. 10. This chapter describes the framing of a Negro for

murder in a middle-sized southern city, and the attempt of a reporter to tell
the story objectively.

4 The insulation of one individual or group from another is a good example
of social (as distinguished from psychological) mechanisms to reduce the likeli-
hood of conflict. Most of the factors inducing conformity could likewise be
viewed as social mechanisms. See Talcott Parsons and Edward A. Shils, “Values,
Motives and Systems of Action,” in Parsons and Shils (eds.), Toward a Gen-
eral Theory of Action (Cambridge: Harvard University Press, 1951), pp. 223-30.
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tive work: public relations, advertising, free-lancing, etc. The repu-
tation for troublemaking would inhibit such climbing.

A word is in order here about chances for upward mobility. Of
51 newsmen aged 35 or more, 32 were executives. Of 50 younger
men, 6 had reached executive posts and others were on their way
up with such jobs as wire editors, political reporters, etc. All but
five of these young men were college graduates, as against just half
of their elders. Thus there is no evidence of a “break in the skill
hierarchy” among newsmen.

4. ABSENCE OF CONFLICTING GROUP ALLEGIANCE. The largest formal
organization of staffers is the American Newspaper Guild. The
Guild, much as it might wish to, has not interfered with internal
matters such as policy. It has stressed business unionism and po-
litical interests external to the newsroom. As for informal groups,
there is no evidence available that a group of staffers has ever
“ganged up” on policy.

5. THE PLEASANT NATURE OF THE ACTIVITY. a. In-groupness in the
newsroom. The staffer has a low formal status vis-a-vis executives,
but he is not treated as a “worker.” Rather, he is a co-worker with
executives; the entire staff cooperates congenially on a job they all
like and respect: getting the news. The newsroom is a friendly,
first-namish place. Staffers discuss stories with editors on a give-
and-take basis. Top executives with their own offices sometimes
come out and sit in on newsroom discussions.!?

b. Required operations are interesting. Newsmen like their work.
Few voiced complaints when given the opportunity to gripe during
intervicws. The operations required—witnessing, interviewing,
briefly mulling the meanings of events, checking facts, writing—are
not onerous.

c. Non-financial perquisites. These are numerous: the variety
of experience, eye-witnessing significant and interesting events,
being to first to know, getting “the inside dope” denicd laymen,

15 Further indication that the staffer-executive relationship is harmonious
came from answers to the question, “Why do you think newspapermen are
thought to be cynical?” Staffers regularly said that newsmen are cynical be-
cause they get close enough to stark reality to see the ills of their society and
the imperfections of its leaders and officials. Only two of 40 staffers took the
occasion to criticize their executives and the enforcement of policy. This dis-
placement, or lack of strong feelings against executives, can be interpreted to
bolster the hypothesis of staff solidarity. (It further suggests that newsmen

tend to analyze their socicty in terms of personalities, rather than institutions
comprising a social and cultural system.)
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meeting and sometimes befriending notables and celebrities (who
are well-advised to treat newsmen with deference). Newsmen are
close to big decisions without having to make them; they touch
power without being responsible for its use. From talking with
newsmen and reading their books, one gets the impression that
they are proud of being newsmen.!® There are tendencies to ex-
clusiveness within news ranks, and intimations that such near out-
groups as radio newsmen are entertainers, not real newsmen. Fi-
nally, there is the satisfaction of being a member of a live-wire
organization dealing with important matters. The newspaper is
an “institution” in the community. People talk about it and quote
it; its big trucks whiz through town; its columns carry the tidings
from big and faraway places, with pictures.

Thus, despite his relatively low pay, the staffer feels, for all
these reasons, an integral part of a going concern. Iis job morale
is high. Many newsmen could qualify for jobs paying more money
in advertising and public relations, but they remain with the news-
paper.

6. NEws BECOMES A VALUE. Newsmen define their job as pro-
ducing a certain quantity of what is called “news” every 24 hours.
This is to be produced even though nothing much has happened.
News is a continuous challenge, and meeting this challenge is the
newsman’s job. He is rewarded for fulfilling this, his manifest func-
tion. A consequence of this focus on news as a central value is the
shelving of a strong interest in objectivity at the point of policy
conflict. Instead of mobilizing their efforts to establish objectivity
over policy as the criterion for performance, their energies are
channelled into getting more news. The demands of competition
(in cities where there are two or more papers) and speed enhance
this focus. Newsmen do talk about ethics, objectivity, and the rela-
tive worth of various papers, but not when there is news to get.
News comes first, and there is always news to get.!” They are not

16 There is a sizable myth among newsmen about the attractiveness of their
calling. For example, the story: “Girl: ‘My, you newspapermen must have a

fascinating life. You meet such interesting people.” Reporter: ‘Yes, and most of
them are newspapermen.”” For a further discussion, see Breed, op. cit., chap. 17.

17 This is a variant of the process of “displacement of goals,” newsmen turn-
ing to “getting news” rather than to secking data which will enlighten and
inform their readers. The dysfunction is implied in the nation’s need not for
more news but for better news—quality rather than quantity. See Merton,
op. cit., “Bureaucratic Structure and Personality,” pp. 154-55.
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rewarded for analyzing the social structure, but for getting news.
It would seem that this instrumental orientation diminishes their
moral potential. A further consequence of this pattern is that the
harmony between staffers and executives is cemented by their com-
mon interest in news. Any potential conflict hetween the two
groups, such as slowdowns occurring among informal work groups
in industry, would be dissipated to the extent that news is a posi-
tive value. The newsroom solidarity is thus reinforced.

The six factors promote policy conformity. To state more ex-
actly how policy is maintained would be difficult in view of the
many variables contained in the svstem. The process may be some-
what better understood, however, with the introduction of one
further concept—the reference group.’® The staffer, especially the
new stafler, identifies himself through the existence of these six
factors with the executives and veteran staffers. Although not yet
one of them, he shares their norms, and thus his performance comes
to resemble theirs. He conforms to the norms of policy rather than
to whatever personal heliefs he brought to the job, or to ethical
ideals. All six of these factors function to encourage reference group
formation. Where the allegiance is directed toward legitimate
authority, that authority has only to maintain the equilibrium within
limits by the prudent distribution of rewards and punishments. The
reference group itself, which has as its “magnet” clement the elite
of executives and old staffers, is unable to change policy to a
marked degree because first, it is the group charged with carrying
out policy, and second, hecause the policy maker, the publisher,
is often insulated on the delicate issue of policy.

In its own way, each of the six factors contributes to the forma-
tion of reference group hehavior. There is almost no firing, hence
a steady expectation of continued employment. Subordinates tend
to estcem their bosses, so a convenient model group is present.
Mobility aspirations (when held within limits) are an obvious
promoter of inter-status bonds as is the absence of conflicting group
18 Whether group members acknowledge it or not, “if a person’s attitudes
are influenced by a set of norms which he assumes that he shares with other
individuals, those individuals constitute for him a reference group.” Theodore
M. Newcomb, Social Psychology (New York: Dryden, 1950), p. 225. Williams
states that rcference group formation may segment large organizations; in the
present case, the reverse is true, the loyalty of subordinates going to their
“friendly” superiors and to the discharge of technical norms such as getting

news. See Robin M. Williams, American Society (New York: Knopf, 1951),
p. 476.
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loyalties with their potential harvest of cross pressures. The news-
room atmosphere is charged with the related factors of in-groupness
and pleasing nature of the work. Finally, the agreement among
newsmen that their job is to fasten upon the news, seeing it as a
value in itself, forges a bond across status lines.

As to the six factors, five appear to be relatively constant, occur-
ring on all papers studied. The varying factor is the second: obliga-
tion and esteem held by staffers for executive and older staffers. On
some papers, this obligation-esteem entity was found to be larger
than on others. Where it was large, the paper appeared to have two
characteristics pertinent to this discussion. First, it did a good con-
ventional job of news-getting and news-publishing, and second, it
had little difficulty over policy. With staffers drawn toward both the
membership and the reference groups, organization was efficient.
Most papers are like this. On the few smaller papers where execu-
tives and older staffers are not respected, morale is spotty; staffers
withhold enthusiasm from their stories, they cover their beats per-
functorily, they wish for a job on a better paper, and they are
apathetic and sometimes hostile to policy. Thus the obligation-
esteem factor seems to be the active variable in determining not
only policy conformity, but morale and good news performance
as well.

SITUATIONS PERMITTING DEVIATION

Thus far it would seem that the staffer enjoys little “freedom of
the press.” To show that this is an oversimplification, and more
important, to suggest a kind of test for our hypothesis about the
strength of policy, let us ask: “What happens when a staffer does
submit an antipolicy story?” We know that this happens infre-
quently, but what follows in these cases?

The process of learning policy crystallizes into a process of social
control, in which deviations are punished (usually gently) by repri-
mand, cutting one’s story, the withholding of friendly comment by
an executive, etc. For example, it is punishment for a staffer when
the city editor waves a piece of his copy at him and says, “Joe,
don’t do that when youre writing about the mayor.” In an actual
case, a staffer acting as wire editor was demoted when he neglected
to feature a story about a “sacred cow” politician on his paper. What
can be concluded is that when an executive sees a clearly anti-
policy item, he blue-pencils it, and this constitutes a lesson for the
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staffer. Rarely does the staffer persist in violating policy; no such
case appeared in all the interviews. Indeed, the best-known cases
of firing for policy reasons—Ted O. Thackrey and Leo Huberman—
occurred on liberal New York City dailies, and Thackrey was an
editor, not a staffer.

Now and then cases arise in which a staffer finds his anti-policy
stories printed. There seems to be no consistent explanation for
this, except to introduce two more specific subjects dealing first,
with the staffer’s career line, and second, with particular empirical
conditions associated with the career line. We can distinguish three
stages through which the staffer progresses. First, there is the cub
stage, the first few months or years in which the new man learns
techniques and policy. He writes short, non-policy stories, such as
minor accidents, meeting activity, the weather, etc. The second,
or “wiring-in” stage, sees the staffer continuing to assimilate the
newsroom values and to cement informal relationships. Finally
there is the “star” or “veteran” stage, in which the staffer typically
defines himself as a full, responsible member of the group, sees its
goals as his, and can be counted on to handle policy sympatheti-
cally.1®

To further specify the conformity-deviation problem, it must be
understood that newspapering is a relatively complex activity. The
newsman is responsible for a range of skills and judgments which
are matched only in the professional and entrepreneurial fields. Over-
simplifications about policy rigidity can be avoided if we ask, “Under
what conditions can the staffer defy or bypass policy?”” We have
already seen that staffers are free to argue news decisions with
executives in brief “news conferences,” but the arguments generally
revolve around points of “newsiness,” rather than policy as such.?®
Five factors appear significant in the area of the reporter’s power
to bypass policy.

1. The norms of policy are not always entirely clear, just as many
norms are vague and unstructured. Policy is covert by nature and
" 19 Does the new staffer, fresh from the ideals of college, really “change his
attitudes™? It would seem that attitudes about socio-economic affairs need not
be fixed, but are capable of shifting with the situation. There are arguments for
and against any opinion; in the atmosphere of the newsroom the arguments

“for” policy decisions are made to sound adcquate, especially as these are
evoked by the significant others in the system.

20 The fullest treatment of editor-reporter conferences appears in Swanson,
op. cit.
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has large scope. The paper may be Republican, but standing only
lukewarm for Republican Candidate A who may be too “liberal” or
no friend of the publisher. Policy, if worked out explicitly, would
have to include motivations, reasons, alternatives, historical develop-
ments, and other complicating material. Thus a twilight zone per-
mitting a range of deviation appears.?!

2. Executives may be ignorant of particular facts, and staffers
who do the leg (and telephone) work to gather news can use their
superior knowledge to subvert policy. On grounds of both personal
belief and professional codes, the staffer has the option of selection
at many points. He can decide whom to interview and whom to
ignore, what questions to ask, which quotations to note, and, on
writing the story, which items to feature (with an eye toward the
headline), which to bury, and in general what tone to give the
several possible elements of the story.

3. In addition to the “squeeze” tactic exploiting executives’ ignor-
ance of minute facts, the “plant” may be employed. Although a
paper’s policy may proscribe a certain issue from becoming featured,
a staffer, on getting a good story about that issue may “plant” it in
another paper or wire service through a friendly staffer and submit
it to his own editor, pleading the story is now too big to ignore.

4. It is possible to classify news into four tvpes on the basis of
source of origination. These are: the policy or campaign story, the
assigned story, the beat story, and the story initiated by the staffer.
The staffer’s autonomy is larger with the latter than the former
types. With the campaign story (build new hospital, throw rascals
out, etc.), the staffer is working directly under executives and has
little leeway. An assigned story is handed out by the city editor
and thus will rarely hit policy head on, although the staffer has
some leverage of selection. When we come to the beat story, how-
ever, it is clear that the function of the reporter changes. No editor
comes between him and his beat (police department, city hall, etc.),
thus the reporter gains the “editor” function. It is he who, to a
marked degree, can select which stories to pursue, which to ignore.
Several cases developed in interviews of beat men who smothered
stories they knew would provide fuel for policy—policy they per-
sonally disliked or thought injurious to the professional code. The

2t Related to the fact that poliey is vague is the more general postulate that
executives seek to avoid formal issues and the possibly damaging disputes aris-

ing therefrom. See Chester 1. Barnard, Functions of the Executive ( Cambridge:
Harvard University Press, 1947).



192 MASS COMMUNICATIONS

cooperation of would-be competing reporters is essential, of course.
The fourth type of story is simply one which the staffer originates,
independent of assignment or beat. All respondents, executives, and
staffers averred that any employee was free to initiate stories. But
equally regularly, they acknowledged that the opportunity was not
often assumed. Staffers were already overloaded with beats, assign-
ments, and routine coverage, and besides, rewards for initiated
stories were meager or non-existent unless the initiated story con-
firmed policy. Yet this area promises much, should staffers pursue
their advantage. The outstanding case in the present study con-
cerned a well-educated, enthusiastic reporter on a conventional
daily just north of the Mason-Dixon line. Entirely on his own, he
consistently initiated stories about Negroes and Negro-white rela-
tions, “making” policy where only void had existed. He worked
overtime to document and polish the stories; his boss said he didn’t
agree with the idea but insisted on the reporter’s right to publish
them.

5. Staffers with “star” status can transgress policy more easily
than cubs. This differential privilege of status was encountered on
several papers. An example would be Walter Winchell during the
Roosevelt administration, who regularly praised the President while
the policy of his boss, Mr. Hearst, was strongly critical of the
regime. A New York Times staffer said he doubted that any copy-
reader on the paper would dare change a word of the copy of
Meyer Berger, the star feature writer.

These five factors indicate that given certain conditions, the con-
trols making for policy conformity can be bypassed. These condi-
tions exist not only within the newsroom and the news situation
but within the staffer as well; they will be exploited only if the
staffer’s attitudes permit. There are some limitations, then, on the
strength of the publisher’s policy.

Before summarizing, three additional requirements of Merton’s
functional paradigm must be met. These are statements of the
consequences of the pattern, of available alternative modes of
behavior, and a validation of the analysis.

CONSEQUENCES OF THE PATTERN

To the extent that policy is maintained, the paper keeps publish-
ing smoothly as seen both from the newsroom and from the outside,
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which is no mean feat if we visualize the country with no press
at all. This is the most general consequence. There are several
special consequences. For the society as a whole, the existing sys-
tem of power relationships is maintained. Policy usually protects
property and class interests, and thus the strata and groups holding
these interests are better able to retain them. For the larger com-
munity, much news is printed objectively, allowing for ‘opinions to
form openly, but policy news may be slanted or buried so that
some important information is denied the citizenry. (This is the
dysfunction widely scored by critics.) For the individual readers,
the same is true. For the executives, their favorable statuses are
maintained, with perhaps occasional touches of guilt over policy.
For newsmen, the consequences are the same as for executives. For
more independent, critical staffers, there can be several modes of
adaptation. At the extremes, the pure conformist can deny the con-
flict, the confirmed deviate can quit the newspaper business. Other-
wise, the adaptations seem to run in this way: (1) Keep on the job
but blunt the sharp corners of policy where possible (“If I wasn’t
here the next guy would let all that crap go through . ..”); (2) At-
tempt to repress the conflict amorally and anti-intellectually
(“What the hell, it’s only a job; take your pay and forget it . . .”);
(3) Attempt to compensate, by “taking it out” in other contexts:
drinking, writing “the truth” for liberal publications, working with
action programs, the Guild, and otherwise. All of these adjustments
were found in the study. As has been suggested, one of the main
compensations for all staffers is simply to find justification in ad-
hering to “good news practice.”

POSSIBLE ALTERNATIVES AND CHANGE

A functional analysis, designed to locate sources of persistence
of a pattern, can also indicate points of strain at which a structural
change may occur. For example, the popular recipe for eliminating
bias at one time was to diminish advertisers’ power over the news.
This theory having proved unfruitful, critics more recently have
fastened upon the publisher as the point at which change must be
initiated. Our analysis suggests that this is a valid approach, but
one requiring that leverage in turn be applied on the publisher
from various sources. Perhaps the most significant of these arc pro-
fessional codes. Yet we have seen the weakness of these codes when
policy decisions are made, Further leverage is contained in such
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sources as the professional direction being taken by some journalism
schools, in the Guild, and in sincere criticism.

Finally, newspaper readers possess potential power over press
performance. Seen as a client of the press, the reader should be
entitled to not only an interesting newspaper, but one which fur-
nishes significant news objectively presented. This is the basic
problem of democracy: to what extent should the individual be
treated as a member of a mass, and to what extent fashioned
(through educative measures) as an active participant in public
decisions? Readership studies show that readers prefer “interesting”
news and “features” over penetrating analyses. It can be concluded
that the citizen has not been sufficiently motivated by society (and
its press) to demand and apply the information he needs, and to
discriminate between worthwhile and spurious information, for the
fulfillment of the citizen’s role. These other forces—professional
codes, journalism schools, the Guild, critics, and readers—could
result in changing newspaper performance. It still remains, how-
ever, for the publisher to be changed first. He can be located at the
apex of a T, the crucial point of decision making. Newsroom and
professional forces form the base of the T, outside forces from
community and society are the arms. It is for the publisher to de-
cide which forces to propitiate.

Thus we conclude that the publisher’s policy, when established
in a given subject area, is usually followed, and that a description
of the dynamic socio-cultural situation of the newsroom will sug-
gest explanations for this conformity. The newsman’s source of re-
wards is located not among the readers, who are manifestly his
clients, but among his colleagues and superiors. Instead of ad-
hering to societal and professional ideals, he redefines his values
to the more pragmatic level of the newsroom group. He thereby
gains not only status rewards, but also acceptance in a solidary
group cngaged in interesting, varied, and sometimes important
work. Thus the cultural patterns of the newsroom produce results
insufficient for wider democratic needs. Any important change
toward a more “free and responsible press” must stem from various
possible pressures on the publisher, who epitomizes the policy
making and coordinating role.



TABLES ON MASS COMMUNICATIONS
IN THE UNITED STATES

Number of Daily and Weekly Newspapers

" Total Da_il):

Number of Circulation Number of
Year Dailies (millions) Weeklies °
1790 8 83
1800 24 210
1850 387 1.5 2,048
1900 2,190 15.1 16,387
1910 2,433 242 16,899
1920 2,042 27.8 14,405
1930 1,942 39.6 11,407
1940 1,878 41.1 11,108
1950 1,772 53.8 10,103
1958 + 1,751 574 9,315

Source: Compiled by Chapin from Lee, Census, and Ayer. Last
line of figures from Editor and Publisher and Ayer.

* Includes also semii-weeklies and tri-weeklies.
t Figures as of the end of 1958,

Number of Periodicals in the United States
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1935 6,021
1940 138 13 56 1,366 210 196 3,501 261 56 ¢ 163 6,168
1945 124 13 29 1,251 213 222 3,097 319 564 153 5,985
1950 157 5 50 1,43+ 211 216 3,655 487 504 168 6,977
1955 169 9 49 1,665 239 255 3,904 573 768 276 7,907
1957 161 10 54 1,619 257 267 3 .9:?5 B (')3_2 811 308. 8v.07-l_
Source: Figures through 1955 compiled by Chapin from Ayer; 1957, from Ayer.
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Source: Stations from FCC; sets and homes from ZT'elecasting.
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Numbers and Types of Books Published in the
United States
Titles
Classification 1948 1958
Agriculture, gardening 162 160
Biography 513 697
Business 223 373
Education 199 331
Fiction 643 2,235
Fine arts 336 4359
Games, sports 199 236
General literature and criticism 473 626
Geography, travel 214 339
History 503 901
Home economics 183 161
Juvenile 929 1,522
Law 231 318
Medicine, hygiene 433 532
Music 104 97
Philology 149 149
Philosophy, ethics 308 447
Poetry, drama 563 451
Religion 677 1,050
Science 592 1,000
Sociology, economics 461 568
Technical and military 466 548
Miscellaneous 336 262
Total 9,897 13,462
Source: Publisher’'s Weekly. )
Size of the Radio Industry in the United States
Sets in Homes with
AM Stations FM Stations Use Radio
Year on Air on Air (millions) (millions)
1922 30 04 0.3
1925 571 4.0 3.5
1930 612 13.0 12.0
1935 585 30.5 22.9
1940 765 51.0 29.2
1945 933 56.0 34.0
1950 2,086 691 90.0 45.0
1955 2,669 552 138.7 52.0
1959 3,008 578 150.0 (est.) 52.5 (est.)
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Size of the Television Industry

TV Sets Homes
TV Stations in Use with TV
At End of Year on Air (millions) (millions)
1947 11 0.3 0.3
1948 29 1.0 1.0
1949 69 4.0 4.0
1950 104 10.5 104
1951 107 15.8 15.5
1952 108 21.0 17.3
1953 199 27.6 234
1954 408 33.0 28.2
1955 469 35.0 32.3
1956 482 42,7 36.7
1957 511 47.7 40.3
1958 544 50.3 43.0

Source: Stations from FCC Annual Report; sets from Telecasting.

Size of the Motion Picture Industry in the United States

Estimated Number of Operating:
Number of Feature Weekly Attendance  Conventional  Drive-in
Year Pictures Released (millions) Theaters Theaters
1935 766 80 12,024
1940 873 80 15,300 40
1945 377 85 19,040 100
1950 622 60 16,904 2,202
1955 305 47 14,009 4,494

Source: Compiled by Chapin from industry sources; 1955 data by- UNESCO.
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THE MARXISTS say that control of mass media belongs to whoever owns
the physical facilities of the media. We say that editorial policy is the
pnwumwg%f&senmﬁﬁzﬁﬁr control
of the mass media in our society 15 immensely more Complicated than
in a society organized along Marxist principles. For example, in the
Soviet Union the government owns the facilities of mass communication
and says, without dispute, who shall work for the mass media and what
content they shall carry. In-our-society, we-try to. give_government_as
1 as possible-over mass communication, because we want to

sent THE peoplein chieckirig én government. On
the otlier hand, ownership does not mean absolute control either. As
President Eisenhower said, the editorial columns belong to the owner,
but the news columns belong to the people. In the same way, the people
exercise a certain amount of control over the programs on television and
radio, the stories and articles in magazines, the films that are made, and
the books that are published—not_directly, of course, but by virtue of
what they choose to buy, to read, to listen to.or see.

Thus, to an extent, cofmm If people decide not to
see 2 certain kind of movie tie studios aren't likely to make that kind
of movie. If audience ratings fall off too far, a television program isn’t
likely to have advertising support. This is understandable in a privately
owned and supported system like ours, although it sometimes makes it
hard for the media to program for elite or minority audiences: to get
adequate support they must usually try to reach audiences as large as
possible.

The cost of media service makes this doubly difficult today. Gone is
the time when a New York newspaper could be started for $15,000, and
when a few fonts of type and a few reams of paper were sufficient to
start a small town paper. A newspaper of 50,000 circulation, as you will
see in the tables at the end of this chapter, now does nearly three million
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dollars worth of business a year. Any commercial VHF television station
is likely to be a multi-million dollar operation. If a man wants to start a
newspaper in New York today, he must be prepared to lose, say, five
million dollars before he makes any money. Costs in mass communication
have risen so fast that monopoly is much more attractive financially than
it used to be. That is why the number of newspapers has been decreasing
for so long, and why 94-per-cent-of-all the daily newspaper towns in_the.
United_Stateg pow have no competitive ownership of_their newspapers.
“~Siich problems as this are not new; only the size and centralized power
of the media are new. Monopoly was actually more grievous in the
Middle Ages, but we talk more about it now because our political and
economic systéms require a free exchange of fact and opinion through the
mass media, and because in some countries the proved potency of gov-
ernment control;" and in our country the enormously greater needs of the
media for financial support, raise questions about who will control the
exchange of fact and opinion, whom the media should serve, what kind
of service they should provide, and how free they should be. Thus con-
trol and support are intimately related to freedom and public service.

In the following pages you will find this topic treated from a number
of sides. Dr. Cheyney gives a brief account of the changing social balance
between freedom and control. Then comes Professor Siebert’s analysis of
the fourfold relationship of government to communication. Dr. Casey’s
article is a practical newspaperman’s viewpoint concerning newspaper
propaganda—what it consists of, how it may be guarded against, and
what pressures actually operate on newspapers to make them use their
columns for propaganda purposes. Dr. Nixon takes up the problem of
increasing newspaper monopoly and discusses its likely trend and results.
Professor Borden’s article is a summary of his classic study on the
economic effects of advertising—does it really contribute to the economy,
does it raise or lower prices, and so on. The section ends with a number
of tables on the costs and support of U.S. mass communication.

\



FREEDOM AND RESTRAINT:
A SHORT HISTORY

BY EDWARD P. CHEYNEY

Dr. Cheyney was a distinguished professor of European history at the
University of Pennsylvania. This essay is from the Annals of the American
Academy of Political and Social Science, November, 1938, and is copy-
righted by the Academy.

ON THE SEVENTH of May, 1773, a group of friends were dining at the
house of a bookseller in the Poultry in London. It was an interesting
compary, including Dr. Johnson, Oliver Goldsmith, Boswell, who
records the conversation, Dr. Mayo, a Dissenting minister, Toplady,
the writer of hymns, and some others. The discussion turned to
freedom of thought and speech. Dr. Johnson remarked, “Every
society has a right to preserve public peace and order and therefore
has a good right to prohibit the propagation of opinions which have
a dangerous tendency. . . .” That is to say there must be no expres-
sion of opinions disapproved by authority. Neither prevailing
thought or existing conditions must be disturbed. As a royal duke
somewhat later declared, “Any change, of any kind, at any time is
bad.” This is the pure doctrine of conservatism. It is expressed not
so much in law as in opinion; not so much formulated in terms as
embodied in conventions, habits of thought, and settled institutions.
To disturb these is to arouse conservative antagonism. It is an atti-
tude of mind still widespread and influential. It is necessarily op-
posed to freedom of inquiry and the expression of new opinions.
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Condemnation of the expression of unauthorized opinion was not,
however, universal, nor was it the most characteristic mental atti-
tude of eighteenth-century England, for Hume in a contemporary
essay remarks, “Nothing is more apt to surprise a foreigner than the
extreme liberty which we enjoy in this country of communicating
whatever we please to the public, and of openly censuring every
mecasure entered into by the king or his ministers.” Indeed, Black-
stone had already written in 1769, “The liberty of the press is es-
sential to the nature of a free state”; and Lord Kenyon somewhat
later declared that “the liberty of the press is dear to England,”
though, it is true, he proceeded to qualify it by saying, “The licen-
tiousness of the press is odious to England.” In 1776, less than three
years later than the conversation quoted above, some thousand
Englishmen living across the sea, in the constitution of their newly
emancipated state of Virginia, declared that “the freedom of the
press is one of the great bulwarks of llberty, and can never be re-
strained but by despotic governments.” This became a familiar
note in the constitutions of the American states, as for instance in
that of Massachusetts, adopted four years later, which declared,
“The liberty of the press is essential to freedom in a state. It ought
not therefore to be restricted in this Commonwealth”; and that of
Delaware, adopted in 1782, in which Section 5 declares, “The press
shall be free to every citizen who undertakes to examine the official
conduct of men acting in a public capacity, and any citizen may
print freely on any subject, being responsible for the abuse of that
liberty.” Freedom of opinion when expressed in writing, therefore,
bade fair to be a generally approved practice.

FREEDOM OF SPEECH

Freedom of the spoken word was a different matter. Freedom of
speech was no doubt widely indulged in both in England and
America, though often punished, but its actual legalization came by
another route. It appears first as a privilege of members of a repre-
sentative assembly, where freedom to express the desires of their
constituents was a duty incumbent on them. The practice in the
English House of Commons was clearly formulated by Speaker
Williams in 1562. He petitions the queen, on his election to the
speakership, in traditional terms, “that the assembly of the Lower
House may have frank and free liberties to speak their minds, with-
out any controlment, blame, grudge, menaces or displeasure.” Eliza-
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beth, it is true, was restive under this claim, and it was the subject
of much dispute in her reign and that of the Stuarts. A privy coun-
cilor in 1576 draws the familiar contrast between liberty and license,
and declares that “though freedom of speech hath always been used
in this great Council of parliament . . . yet the power was never,
nor ought to be, extended so far as though a man in the House may
speak what and of whom he list.” The old controversy was settled
once for all, however, a century later, in the Bill of Rights of 1689,
where it is provided that “the freedom of speech and debates or
proceedings in Parliament ought not to be impeached or questioned
in any court or place out of Parliament.” This protection to freedom
of speech in parliamentary debate reappears as Article I, Section 6,
of the Constitution of the United States, which declares that Sena-
tors and Representatives, “for any speech or debate in either house

. . shall not be questioned in any other place.”

But general freedom of speech for all members of the community,
not merely for parliamentary and congressional representatives, like
full freedom of the press, is a product of the rise and spread of the
passion for liberty characteristic of the late eighteenth century. As
such it is not peculiar to England or America, but belongs to the
new age. The eleventh article of the French “Rights of Man and of
the Citizen,” adopted by the National Assembly August 4, 1789,
affirms the freedom of all forms of expression then known: “The
free communication of ideas and opinions is one of the most precious
of the rights of man. Every citizen may, accordingly, speak, write
and print with freedom.” This declaration, with a few changes, was
prefixed to the Constitution of 1791 and was thus widely promul-
gated.

UNITED STATES BILL OF RIGHTS

But it was in another Bill of Rights, the first ten amendments
attached to the Constitution of the United States and proclaimed
December 15, 1791, that the assertion of the rights of freedom of
speech, of the press, of religion, and of assembly received their
classic and, so far as the United States is concerned, their authorita-
tive form. It is a formula that cannot be too often repeated:

AMENDMENT I. Congress shall make no law respecting an establish-
ment of religion, or prohibiting the free exercise thereof; or abridging
the freedom of speech, or of the press; or the right of the people peaceably
to assemble, and to petition the Government for a redress of grievances.
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Long afterward, when the supremacy of the federal govern-
ment over the states had been challenged and determined by the
Civil War, the prohibition of federal interference with freedom of
expression was further developed and extended to the individual
states by the Fourteenth Amendment:

AMENDMENT XIV, Section 1. . . . No State shall make or enforce any
law which shall abridge the privileges or immunities of citizens of the
United States; nor shall any State deprive any person of life, liberty, or
property, without due process of law.

“Due process of law,” as vague in its meaning as some of the
equally famous expressions in Magna Charta (“To no one will we
sell, to no one will we deny right or justice,” for instance), has
nevertheless, like them, served many times since as a defense of
liberty of thought and speech.

FREEDOM IN OTHER COUNTRIES

It may be of interest to note how far and wide, expressed in terms
almost identical, these provisions of the American Constitution
have spread. They appear in the constitutions of forty-six of the
states. It is not a matter of surprise, perhaps, that the Constitution
of the Philippine Republic, adopted February 8, 1935, embodies all
the more general and protective provisions of the Constitution
of the United States, including the amendments, and that it entitles
them a “Bill of Rights.” The words of the first, seventh, and eighth
paragraphs of Section 1 of the third Article of the Constitution of
this antipodean republic could hardly be more familiar:

No person shall be deprived of life, liberty or property without due
process of law. . . . No law shall be made respecting an establishment
of religion or prohibiting the free exercise thereof. . . . No law shall be
passed abridging the freedom of speech or of the press, or of the right of
the people to assemble and petition the government for redress of
grievance.

It is, on the other hand, somewhat surprising to find the new
Turkish Republic not only guaranteeing the familiar immunities of
free nations but basing them on the rather antiquated foundation
of natural rights. The following wording is that of the Constitution
of 1924:

ArTticLE 68. All Turks are born and live free. Liberty consists of being
able to do anything that does not interfere with the rights of others.
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ArTiCLE 70. Natural rights of Turks include: inviolability of person,
liberty of conscience, of thought, of speech, of publication, of travel. . . .
ArTICLE 75. No one can be molested because of his religious beliefs or

his philosophical contentions. - T ~

The Constitution_of the Spanish Republic \p/roclaimed December
12, 1931, so far as its formal provisions go, and so far as it has been
able to control its own destinies against internal rebellion and
foreign intervention, professed to establish the most democratic
of all modern nations, with a touch of Marxism withal:

ARTICLE 1. Spain is a democratic republic of workers of all classes,
organized as a regime of liberty and justice.

ArTICLE 27. Freedom of conscience and the right to profess and
practice freely any religion are guaranteed in Spanish territory.

ARTICLE 34. Every person has the right to express frecly his ideas and
opinions, making use of any method of diffusion without subjecting
himself to prior censorship.

ArTicLE 38. The right of peaceable assembly without arms is recog-
nized.

So in the Constitutions of the Irish Free State and Czechoslovakia
(before the Communist take-over), as typical of newly emancipated
nations, and of various older countries, even with many restrictions,
as in that of Japan, there are clear echoes of the French Declaration
of the Rights of Man and of the American First Amendment.

The Weimar Constitution of the German Reich, adopted August
11, 1919, is now . . . but a reminiscence. But it is of interest to ob-
serve that these are, or were, her fundamental ideals of liberty:

ArTicLE 118. Every German has the right within the limits of general
laws, to express his opinion freely, by word of mouth, writing, printed
matter or picture or in any other manner.

No censorship shall be enforced, but restrictions and regulations may
be introduced by law in reference to cinematograph entertainment. Legal
measures are also admissible for the purpose of combating bad and
obscene literature, as well as for the protection of youth in public ex-
hibitions.

ArTicLE 128. All Germans have the right without notification or special
permission to assemble peaceably and unarmed.

ArTicLE 130. Officials are servants of the community and not of any
party.

Freedom of political opinions and the free right of association are
gnaranteed to all officers.

The latest and most dubious recruit to nations guaranteeing to
their citizens freedom of the kind under discussion is Soviet Russia.
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Its new Constitution, laid before the people in June, 1936, and rati-
fied by the Congress of Soviets in December of the same year,
includes the following striking provisions:

ARTICLE 124. With the object of insuring to the citizens freedom of
conscience, the church in the Union of Soviet Socialist Republics is
separated from the state and the school from the church. Freedom of
religious cult and freedom of antireligious propaganda is acknowledged
for all citizens.

ArTICLE 125. In accordance with the interests of the toilers and with
the object of strengthening the socialist system, the citizens of the Union
of Soviet Socialist Republics are guaranteed by law:

a) freedom of speech

b) freedom of the press

c) freedom of assemblies and meetings

d) freedom of street processions and demonstrations.

What use Russia will make of this strange graft of democratic
franchises on a totalitarian stock remains to be seen. In the mean-
time it represents perhaps the furthest migration in principle of
the eighteenth-century invention of freedom of expression.

PRINCIPLES VERSUS PRACTICE

Returning from the pursuit of these principles of liberty of expres-
sion through space and time to a period and a world where they
are being so widely controverted, it may be observed that even in
the country of their first assertion they have been by no means al-
ways faithfully applied to the problems of government and society.
The main tradition of American history has certainly been of free-
dom of speech, of the press, of assembly, of religion, of teaching,
of proposal of change, of independent intellectual self-assertion. On
the other hand there have been many intrusions upon this liberty
by the law, by the courts, by the use of economic power, by public
opinion—sometimes by mob violence. At certain times it has seemed
that the history of freedom has been but the history of interference
with freedom. In the turbid atmosphere of political and religious
controversy, of war and of economic conflict, the ideal and even the
constitutional requirement has often been obscured. As the country
has gone through successive phases of its history, new violations of
fundamental liberty of thought and speech have appeared. But the
claims of freedom have even more constantly asserted themselves.
A rapid sketch of some historic examples of this conflict of forces
may make more clear our present state.
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CASES UNDER THE SEDITION ACT

The best example is the earliest. In the year 1798, when the
Constitution was not yet ten years old, the party which had been
especially responsible for its adoption, stung by bitter criticism,
carried through Congress a bill which, though it never received in-
terpretation by the Supreme Court, in the view of many at the time
and of most careful historians and political thinkers since, was a
gross violation of the First Amendment. This was the Sedition Bill.
It provided:

That if any person shall write, print, utter or publish . . . any false,
scandalous and malicious writing or writings against the government of
the United States, or either house of the Congress . . . or the Presi-
dent . . . with intent to defame the said government . . . or to bring
them . . . into contempt or disrepute; or to excite against them . . . the
hatred of the good people of the United States . . . [he] shall be

punished by a fine not exceeding two thousand dollars, and by imprison-
ment not exceeding two years.

Identifying the Government with the individuals who at the time
were administering the Government, it was cvidently a partisan
measure. It was carried by a majority of but three or four in each
house, and amidst a bitterness of political controversy unknown to
more modern times, Alexander Hamilton, although himself of the
majority party, protested against its passage, foreseeing what actu-
ally occurred, that the popular opposition would use the first oppor-
tunity to bring about the downfall of the Federalist party which
was responsible for it.

Nevertheless immediate steps were taken by the leaders of that
party to enforce it. The first and most famous of these cases was
the arrest, trial, conviction, and sentence of Matthew Lyon, member
of Congress from Vermont. He had published in the Vermont
Gazette a letter criticizing the President and had read at a meet-
ing and aided afterward in publishing a letter to another member of
Congress suggesting that the President be “sent to a madhouse.”
Lyon was a contentious and unpopular member of the Unionist
party, the judge before whom he was tried was harsh, he pleaded
his own case unskillfully, a verdict of guilty was therefore returned,
and he was sentenced to four months’ imprisonment and a fine of a
thousand dollars. He was badly treated in prison, and the President
refused to release him when he showed himself too proud to sign
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the petition for his own pardon. Nevertheless he was re-elected to
Congress by his constituents, a subscription was taken up to pay
his fine and relieve his necessities, and long afterwards, in 1840,
Congress by special act refunded his fine.

Another case under the Sedition Act was that of an agitator named
Brown who was tried for reckless and abusive speeches, convicted,
and sentenced to imprisonment for a year and half and to pay a
fine of $400. Several newspaper editors were arrested, including the
publisher of the Vermont Gazette and the influential editor of the
Philadelphia Aurora. Altogether some twenty-four persons were ar-
rested, fifteen or more indicted, and ten convicted and sentenced.
There was much mutual crimination. Those out of power called the
Federalists Tories, declared the Sedition law unconstitutional, com-
plained that the President, a United States marshal, the judge, and
a grand jury together could make anyone a seditious criminal. The
legislatures of Kentucky and Virginia protested against snch an
assumption of power by the federal government. Those in power,
on the other hand, called their critics Jacobins and all but traitors.
In 1801 the law expired by limitation. In the meantime, at the elec-
tion of 1800, the Federal party fell from power. When Jefferson was
inaugurated he immediately pardoned all sufferers under the act.
Indeed, he went further and declared the act null and void from the
beginning. In a letter of July, 1804, he wrote, “I discharged every
person under punishment or prosecution under the Sedition law,
because I considered and now consider the law to be a nullity, as
absolute and as palpable as if Congress had ordered us to fall down
and worship a golden image.”

The passage of the Sedition law of 1798 and of its companion
statute, the Alien law, has always since been considered an inde-
fensible action on the part of the President and the majority in
Congress. They were not so much laws for the protection of the
state, which was in no danger, as they were for the exemption of
holders of office at the time from criticism and political and per-
sonal abuse. They have never been re-enacted, at least in time of
peace. Nevertheless, they represent a thread in our national and
state history that has, however slender, been continuous, a legisla-
tive, executive, or judicial deviation from the recognition of com-
plete freedom of speech, under the claim or with the excuse of the
need of protection of the administrators of the government.
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THE ABOLITIONISTS

More often than President, Congress, or the courts, it has been
popular passion that has interfered with freedom. Between 1830
and 1850 the Abolitionists, advocates of immediate abolition of
slavery, were generally denied both in the North and the South
the opportunity of advocating their principles of freedom to ex-
press their views. A Southern senator declared in the Senate, “Let
an Abolitionist come within the borders of South Carolina, if we
catch him we will try him, and notwithstanding all the inter-
ference of all the governments on earth, including the Federal
Government, we will hang him.” Contemporary records are full of
instances, if not of quite such virulent threats of action, at least of
denial of freedom of speech, of violence, and in at least a few
cases, of murder.

Robinson, an English bookseller, in 1831, the year before all
slaves were freed in the British Empire, was whipped and driven
out of Petersburg, Virginia, for saving what was everywhere being
said in England “that black men have, in the abstract, a right to
their freedom.” Five years later, in June, 1837, he went to Berlin,
Mahoning County, to deliver some lectures in which he expressed
Abolitionist views. He was dragged from the house of a friend with
whom he was staying, carried several miles away, subjected to a
coat of tar and feathers, and left lying in an open field. A young
Irish stonecutter working on the statchouse at Columbia, South
Carolina, casually remarked that slavery in the South degraded the
position of even the white laborer. He was overheard, seized, put
in jail, afterwards taken out, tarred and feathered, then, in only a
pair of pants, put into a Negro car for Charleston and afterwards
sent out of the state. Even the law in many parts of the South
denied the right to express Abolitionist opinions. The Virginia
Code of 1849 provides, “If a person by speaking or writing main-
tains that owners have no right of property in their slaves, he shall
be confined in jail not more than one year and fined not exceeding
$500.”

Even in the North there was much interference with the ex-
pression of Abolitionist sentiment by mobs and by organizations of
men of a somewhat higher class but of similar inclinations, that
came to be known as “Committees of Vigilance.” Meetings of anti-
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slavery societies and the houses and offices of antislavery leaders
and even churches in Boston, Baltimore, New York, Utica, Wor-
cester, and elsewhere in the North were attacked and their prop-
erty destroyed. Many of these riots proved to have been arranged
beforehand by men who had political or business reasons for
opposing the antislavery agitation. They were none the less indi-
cations of popular responsiveness to propaganda for intolerance.
The most famous instance was the burning by a mob in Philadel-
phia of “Pennsylvania Hall,” erected by popular subscription, in
$20 shares, in order “that the citizens of Philadelphia should possess
a room wherein the principles of Liberty and Equality in Civil
Rights could be freely discussed and the evils of slavery freely
portrayed.” Three days after it had been dedicated, May 14, 1838,
before a large audience, to “Liberty and the Rights of Man,” it
was burned by a mob. The mayor gave but half-hearted protection,
and a committee of council afterward, while acknowledging the
“strict legal and constitutional right” of the managers of the build-
ing to hold their meetings there, condemned them for actions hav-
ing a tendency to endanger public peace by condoning “doctrines
repulsive to the moral sense of a large majority of the community.”

So far as the “moral sense” of the community was concerned, less
than twenty-five years later, in 1861, troops were marching through
Philadelphia to support by military force the very principle whose
advocacy by moral force had been in 1838 so bitterly condemned.
The moral sense of the community has usually but by no means
always been in favor of freedom, and it has, besides, often been
misinterpreted. The destruction by mobs of the Abolitionist news-
paper presses in Baltimore, Cincinnati, St. Louis, and other border
cities culminated in the murder of Elijah Lovejoy, a newspaper
editor, in Alton, Illinois, November, 1837. This occurrence pre-
cipitated a nation-wide protest from supporters of the tradition of
freedom of discussion and led to a famous gathering in Faneuil
Hall, Boston, to demand freedom of speech even for advocates of
so unpopular a cause as was at the time the abolition of slavery.

VARIOUS CONFLICTS

The emergence of new occasions for differences of interest or
belief has led to various forms of interference with the frec ex-
pression of opinion. At one time it was the “Native American” wave
of violence against Irish Catholics, with its denial to them of re-



FREEDOM AND RESTRAINT 213

ligious liberty and educational opportunity; at another it was the
Mormons who were mobbed and deported because of their religious
and social views. The Governor of Missouri in 1834 commented,
in answer to a Mormon petition for protection:

That which is the case of the Mormons today may be that of the
Catholics tomorrow, and after them any other sect that may become
obnoxious to the majority of the people of any section of the State. . . .
They have the right, constitutionally guaranteed to them, and it is in-
defeasible, to believe and worship Smith as a man, an angel, or even as
the only true and living God.

Nevertheless, the same governor and even the courts gave them
poor protection, and after much disorder, almost to the extent of
civil war, the Mormons, when they had power showing themselves
as intolerant as their persecutors, migrated to Utah.

The Civil War and later the World War led to public and pri-
vate efforts to suppress all spoken or printed disapproval of the war
policy of the government, but this was to be expected. Freedom of
speech and of the press has never been long preserved, probably
cannot be preserved, in war time.

The spread of scientific knowledge and the wide acceptance of
the doctrine of evolution by teachers and writers roused the re-
ligious fears and opposition of many and led to a series of attempts
to prohibit by law or administrative action the teaching in state-
supported institutions of the scientific conclusions of scholars. In
one year laws limiting this form of freedom of teaching were
introduced in thirty-nine state legislatures, and such laws are still
on the statute books of three. The same effort was made by boards
of trustees or other authorities in many private schools and colleges.
Fundamental opposition to freedom of the teaching of what is
believed by the teachers to be scientific truth is still existent, al-
though the period of especial activity of this opposition is now in
the past.

CAPITALIST INTERFERENCE

The growth of great economic interests and the simultaneous
development of a critical attitude toward some characteristics of
the social system that was being so deeply influenced by this growth
led to attempts to prevent the dissemination of such criticism. The
university professor who expressed radical views concerning the
desirability of social change before his class or in the community
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often found himself in the same position as the Abolitionist of half
a century before who criticized the established institution of slavery,
and often suffered from similar attempts to reduce him to silence.
If such opinions were expressed extravagantly, as they unfortunately
sometimes were, or if the man who expressed them was vulnerable
on other grounds, as unfortunately was often the case, his expulsion
from his position was practicable without the odium of seeming to
suppress free speech. But it was observable that men of conforming
habits of mind and speech could go far in incompetency without
official protest. This difficulty will be the subject of special study in
a later essay. There is no doubt that freedom of speech has been
widely denied to university and college professors and high school
teachers.

The growth of trade unions and the more vigorous efforts of the
working classes to improve their position have brought up problems
of freedom of speech as well as other questions of the limits of legal
action by workingmen. The courts have sometimes prohibited dis-
cussion as well as punished violence. In communities where control
by large corporations was practically complete, the so-called “com-
pany towns,” no freedom of discussion of controversial matters was
allowed by the authorities. A graduate in education of a university,
appointed to take charge of the educational interests of a certain
town of this character, immediately resigned when he found he had
to submit all his educational arrangements to the company exccu-
tives before putting them into effect. There was no educational
freedom there. Some industrial corporations, in their effort to pre-
vent the formation of trade unions, have made a practice of pay-
ing certain of their workmen to report upon the conversation of
their fellow workmen. Employees of these companies, knowing that
they were being watched and reported upon to their disadvantage,
certainly did not enjoy freedom of speech. There are charges that
trade unions, in their turn, have prevented or tried to prevent dis-
semination of information they considered to be to their disad-
vantage.

Approval of radical political and economic theories in the con-
stitutions of certain labor organizations led, along with general
opposition to trade unions, to the adoption in certain states of the
so-called “Criminal Syndicalism” laws. These made the advocacy
of “subversive” views or even membership in organizations support-
ing them a criminal offense. There are men and women still in
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prison in the state of California under this statute whose offense
was the expression of approval of doctrines considered by the legis-
lature or the courts subversive—not any overt act or appeal for
action for the immediate carrying of such doctrines into effect.
Punishment under these laws is apparently a denial of freedom of
speech, of the press, and of assembly.

The dark history of lynching, though not primarily a chapter in
the history of freedom of expression or of its denial, has involved
refusal by the mob, and sometimes by the constituted authorities,
to give to the victim the opportunity to state his case openly in court
as guaranteed by the Constitution and the law. In South Carolina,
Alabama, Georgia, Arizona, California, and elsewhere, within re-
cent years, the maltreatment or deportation of those who have
spoken against certain local conditions or practices, such as the
condition of the sharecroppers or of the farm laborers or orange
pickers, has approached the actual exercise of lynch law, and cer-
tainly has violated freedom of speech.

The agitation for women’s suffrage, especially in the years 1917,
1918, and 1919, provided abundant examples of interference with
freedom of speech by mobs, by the police, and by the lower courts.
This opposition originated no doubt largely in mere conservative
feeling; it was further provoked by a somewhat exasperating in-
genuity shown in their campaign by the protagonists of this new
claim. It was rather opposition to the form the demands of the
suffragists took than any essential denial of their right to express
their views that gave to the contest the character of interference
with their freedom of speech.

THE GENERAL TREND

Thus each successive period and phase of our history has given
occasion for greater or less interference with liberty of expression.
There seems to have been a tradition of “abridgment,” to use the
Constitutional word, as well as one of allowance of liberty. It is
true, as has been before stated, that the enumeration of instances
of interference gives a false idea of the general character of our
history in this respect. It has been on the whole one of large liberty.
Interference has been the exception; the rule has been that Amer-
icans have been, except in war time, free to express themselves on
all subjects, at all times; the press has been, generally speaking,
restricted only by the familiar limitations of libel, obscenity, and
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incitement to disorder, or by coercion by advertisers or other inter-
ested parties; freedom of assembly has seldom been interfered with,;
religious frecedom still more infrequently. Other forms of liberty
of expression have suffered only from occasional and momentary
interference, popular passions, self-interest, superstition, religious
fear, or general conservatism.

The present is no cxception to either tradition, if two traditions
can be said to exist. Questions of freedom and restriction face us
now as in the past, perhaps even more insistently than in some
carlicr and less troubled periods. Liberty is of course still dominant.
Compared with the wide domain in which citizens of the United
States, like those of other democratic countries, are at liberty to
express their opinions and to publish with absolute frcedom the
results of their study or thought, the fields where restriction prevails
scem small indecd. But there are such fields. Evidences of restraint
are elusive, but restraint nevertheless exists. We may well rejoice
in our large liberty and utilize it for the free exchange of opinion
and the intelligent discussion of proposed action. On the other
hand, every restriction that is imposed, every source of knowledge
that is shut off, is to that degree a weakness and a derogation from
our liberty, and may well be sought out and dealt with.

The difficult task of discovering the traces, measuring the amount,
and discussing the disadvantages or possible defense of inter-
ference in the various fields of human interest is undertaken in later
studies in this volume. But there are certain tendencies of our time
too general, too apt to be disregarded, and too dangerous for the
immediate future not to be commented on here.

COMMUNISM AND FASCISM

The extreme denunciation of communism, approaching the
bounds of hysteria, which swept across the country in previous
decades, was a serious danger to our continued freedom of discus-
sion. An exaggerated and largely artificial fear of communism has
been utilized in Germany, Italy, Greece, and other countries as a
reason or an excuse for the introduction of a system that still more
completely prohibits all free discussion of political and largely of
social questions. If our people do not understand communism, have
made no study of it, have not discussed it, are at the mercy of
exaggerated warnings against it, the same thing may occur here as
in Europe. In our ignorant or unnecessary fear we may without



FREEDOM AND RESTRAINT 217

due thought and to our great loss introduce a system equally de-
structive to our free institutions. We must weigh and measure com-
munism in order to avoid such a catastrophe.

Why cannot communism be made a matter of free and informed
discussion? At present there is but little study of the subject. The
current condemnation is largely ill-informed and emotional, not
based on knowledge or argument. It is not only in the Hearst press
but in sermons, addresses, casual speeches, and, it is to be feared,
in college classrooms, that communism is execrated without being
described. Its advocates are given every advantage, for they under-
stand it while others only abuse it. Communism is a body of doc-
trines, a series of proposals for economic and social change. It
should be examined and discussed like any other group of pro-
posals. There is abundant material in print, both for and against,
and a growing body of foreign experience, to form the basis of
discussion.

If the mass of the people are to be appealed to, it is giving an
undue advantage to the Communists to be unable or unwilling to
meet them on the ground of argument. Merely to charge them
with planning to bring about a change in the government of the
United States “by force and violence,” a doubtful and frequently
denied charge at best, is to surrender the traditional American way
of argument to a propaganda of shadowy fear. . . .

Of fascism there has been little more of genuine discussion than
of communism; but for different reasons. There is apparently little
general fear of it; though it is more likely to be introduced into our
country than communism, and it is quite as destructive to demo-
cratic institutions. It must be discussed before it is introduced or
never, for once accepted it would, here as elsewhere, preclude all
freedom of speech, at least of speech in opposition. The adoption
of fascism as a prophylactic against communism, if both were
openly discussed, would probably not commend itself even to those
who fear the latter. Even should it be an American type of fascism,
giving some leeway to liberty, the same might be said of an Amer-
ican type of communism; but it is difficult to conceive of either as
including freedom of criticism of the form or personnel of govern-
ment. Acceptance of the dominant power would seem to be a
fundamental requirement of both. What form of either or whether
any form is to be accepted as a substitute for our present democracy
is still within our choice, but only within our choice so long as we
possess that democracy and practice the free discussion it allows.
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THREATS TO FREE DISCUSSION

The prominence of these two forms of opinion must not prevent
the recognition that there are other though obscure limitations.
Looked at closely, education, the pulpit, politics, medicine, the law,
business are all hesitant in practicing for themselves or permitting
to others freedom of criticism beyond the conventional limits of
each profession. The restrictive tendencies of our time, so obvious
in those countries which permit no freedom of discussion, are
probably to a greater extent than we realize within and around us
as well as across the seas. Absolute freedom in closely knit civilized
society is probably not either practicable or desirable, but it is
notable that in every one of the various aspects of the community
that has been surveyed in these studies some restriction has been
discovered that might well, in the interests of either justice or
progress, be removed.

One thing more may be said. Our present degree of toleration of
freedom of speech, when subjected to a sudden strain, may not
last. There are in our community powerful economic and social
and ecclesiastical and even political forces that may wish and be
able, if their position is endangered, to place limitation on criticism
of their present position. Or war may intervene, or threat of it, with
its invariable limitation of freedom of speech and of publication.
Or the astounding revelations of science, or the boldness of ad-
vanced social thought, may subject conservative opinion to such a
strain as to tempt it to the old effort to keep things as they are by
forbidding what they consider destructive criticism. Or the in-
creased power through numbers and organization of the working
classes may conceivably be used to censor opinion deemed by them
to be injurious to their interests.

It is not true that “It Can’t Happen Here.” However unlikely,
some influential group of our people, aroused by danger to their
property or moved by the spirit of patriotism or inflamed by reli-
gious or social rancor or frightened by the shadowy dread of some-
thing unknown, so easily aroused by propaganda among uninformed
people, or stirred by some cloquent leader intoxicated by power,
may succeed in putting an end to our privilege of open discussion.
There is only one way to secure its retention—that is, to place so
high a valuation on freedom of expression in all its forms as never
to practice or permit any interference with it.
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ALL MY SUBSEQUENT REMARKS on the complex problems of the rela-
tion of government to mass communications are annotated to what
I consider the basic objective of communications media. I have
stated that objective as follows:

To make available to the peoples of the world the kind of commu-_
nications content which will enable them to maintain a peaceful
and productive society and which will also provide them with
personal satisfactions.

Government’s relation to communications can be classified under
four headings. In actual operation, the activities of government are
seldom confined to one of these classifications. Most such activities
in the field of communications will fall into two or more, but for
purposes of presenting the problems I shall proceed to classify
government activities into four groups: (1) government as a restric-
tive agency, (2) government as a regulating agency, (3) govern-
ment as a facilitating agency, and (4) government as a participating
agency.

GOVERNMENT AS A RESTRICTIVE AGENCY
As a matter of fact, this was probably the earliest function to be
219
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assumed by organized government in the field of communications.
As a restrictive agency, the function of government has been to
keep certain types of communications content from the minds of
its subjects or citizens. The various types of restricted material have
varied from century to century and from government to govern-
ment, and the great battles for freedom of speech and freedom of
the press have been fought in this area. These battles were fought to
keep government restrictions or prohibitions within narrowly de-
fined limits, to make certain that existing officers of that government
did not use the power of government over communications to main-
tain either their principles or their offices. In the United States, our
historical and traditional definition of the constitutional phrase, free-
dom of the press, is that government is limited in its power to restrict
or prohibit the circulation of communications content. I use the
word “limited.” At no time has it ever been contended that the
government has been stripped of all restrictive power over material
distributed through communications media. Our government re-
tains the right to restrict the distribution of obscenity, of libels on
persons, of material tending to produce internal disorder. Our first

problem i ing_if, jn_the light of the constitutional pro-

visions, government today is exercising its restrictive function in
~the interests of society.” This problem has two aspects™Is govern-
ment keeping the media of communications from transmitting to
the American public information and ideas which the public should
have in order to maintain a peaceful and productive society? The
second is, are there areas of communications content now made
available to the public through communications media which should
be restricted by government action?

An answer to the first aspect of the problem requires a complete
review of all restrictive statutes, orders, rules, and practices of the
various governmental units of our nation. Several analyses of this
natyre have been made in the past. The most recent is volume I of
@;%ssfmfhafee’s Government and Mass Communications> It must
béadmitted that our ancestors fought effectively against the restric-
tive activities of government. In only a few areas do serious prob-
lems remain. The operation of the obscenity restrictions is not always
intelligent or consistent; the statutes on peacetime sedition have not
always been enforced with the immediate needs of society in
mind. Our greatest problem in this area is to keep vigilant and to
remind ourselves that it is possible for a government, or more
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especially the officers of government, to revive old restrictions or
set up new ones ostensibly in the interests of society but utilized
for the perpetuation of either their principles or their jobs.

The Commission on Freedom of the Press made one recommenda-
tion in this field—to the effect that the constitutional guarantees of
freedom of the press be recognized as including radio and motion
pictures. A number of rercadings of this recommendation, together
with the three paragraphs of explanation, leave me confused. The
same limitations on government regulation of newspapers and books
should, according to the Commission, be placed on radio. At the
same time the FCC should retain the right to license and should
exercise the right to review program performance as a consideration
in renewing a license.

More serious and soul-searching problems exist when we consider
the second aspect of the restrictive function of government. Are
communications media in this country distributing material which
does not contribute to the objective stated at the head of this
paper, and if so should government exercise its restrictive function
so as to limit the distribution of such material? Or pursuing the
problem further, granted that certain types of communications
content do not contribute to our communications objective, would
activity of government in this area produce greater harm through
its restrictive functioning than it would do good by the elimination
of this type of content? This, to me, is one of the most serious
problems in this field of communications.

Let us look for a moment at some of the specific situations. One of
the serious problems today is the jpterference in the administration
oi justice_caused by individual 'communications agencies which
make a Roman holiday of some of our more startlihg crimes-and
subsequent judicial proceedings growing out of these crimes. In
my opinion, such published material does not contribute to our
general objective. As a matter of fact, it frequently works to defeat
that objective. Law enforcement officials, judicial officers, and
managers of media will all agree that the situation is frequently
disgraceful, yet no solution has yet been found which shows any
promise of success in operation and which is acceptable to both
government and the mass media. Judges, where they have adequate
powers to cite for contempt, seldom use them, usually because of

fear of reprisals by the press. TthpLesimout that as individual
units_in_a_competitive businessitsan.do nothiimr—teo—semedy--+re
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situation. The-only remedy-is-amorganized solution adopted and
enforced by govemmcmﬁewee-eae&rea- in mhxﬂ?further restric-
tive activity of the government shauld contribute to the general
“Objective without at the same time producing new evils. And there
are many other areas which need study and examination so that
on the basis of this research effective restrictions can be put into
effect.

Our laws for the protection of the individual are woefully inade-
quate. They are too clumsy for speedy effect, and speed is essential
-in-this day of rapid communications; they are too complex for the
rank and file of attorneys and judicial officers; they do not provide
the type of remedy which the injured party most needs. Libel laws
as they exist today are an invitation to the unscrupulous to harass
the communications media and at the same time are an effective
barrier against thosc individuals whose rights have heen seriously
injured. The Commission on Freedom of the Press recommends
some modification of the French and German “right of reply” as a
substitute remedy. Unfortunately neither the French nor the Ger-
man remedy has proved any more successful than our own libel
laws. What we need to do is to throw out the seventeenth-century
English libel laws which we inherited and, with our traditional
ingenuity, invent a new remedy which will fit American conditions
and American needs.

Before leaving the subject of government as a restricting agency,
I again want to emphasize a caveat. Although we are more than a
hundred years removed from the great battles to limit the restrictive
function of government and although those battles were largely
fought against an oligarchic and autocratic government, there is still
a danger that even a democratic government elected by the people
and representative of those people will seek to place unwarranted
restrictions on the information content of communications media.

Forms-ef govermments may change; but the operators of a govern-
ment in the form of officials are still likely to be more interested in
maintaining their official position than in protecting the rights of
the people or even promoting the “interests of soc1ety’ L

GOVERNMENT AS A REGULATING AGENCY

The second group of problems involved in the relation of com-
munications to government falls under government’s function as a
regulating agency. In the consideration of this problem, I raise this
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question: Can government lay down rules of the game which will
promote rather than obstruct the achievement of our communica-
tions objective? The answer is difficult. During the past twenty years
there has been much discussion of the theory of the “market place
of information and ideas.” Consideration of this theory has led to
the conclusion that such a market requires regulation, “just as a free
market for goods needs laws against monopoly, for proper branding
and grading, and so on” (Chafee, 11, 475). I have no quarrel with
the idea of a free market place for information and ideas, and I am
willing to consider what is the proper function of the government
to provide and regulate such a center of exchange, but I am not
willing to agree that government can exercise the function of
“branding and grading,” without either (1) making serious errors,
or (2) producing ancillary evils greater than the original failure to
grade and label. I do not think that we have yet developed a civil
service personnel either immune to official pressure or capable of
acting solely in the interests of the general public. Better no action
than a wrong action.

However, it is possible for the government to engage in regu-
latory activities which give promise of assistance in achieving our
communication objective, but these regulatory activities should
give as wide a berth as possible to information content. The govern-
ment can see that the participants in the market place behave as
gentlemen, that they do not shout so stridently that they drown
out their competitors, that they obey minimum rules of conduct,
that they do not engage in subterfuge, that they stand behind their
own warranty of their wares, and that new products have access to
the market. Here is an intricate and confusing field for investigation.
It is a field for research looking toward the recommendation of such
governmental activity as will encourage the open market without
official grading and labelling of the quality of information and ideas.

Here again a caveat. This is a dangerous area since so much is at
stake. Historical wisdom should not be thrown aside lightly in the
desire to achieve a temporary and limited social goal. Neither should
the activities in this area remain static. Government is the function
of organized society and is the proper agency to engage in limited
activities in this field. New problems such as monopolies call for
new remecdies, but the achievement of the ages should not be lost
in solving a particular problem.

N
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GOVERNMENT AS A FACILITATING AGENCY

The third group of problems falls under the function of the gov-
ernment as a facilitating agency. Surprisingly, there appears to be
less controversy concerning the activities of government in this area
than in any of the other three which I am presenting for discussion,
and also less discussion and fewer recommendations have been
made in this area than in any of the others. Facilitating, as I use the
term, is an aspect of subsidization. Granted that communications
can directly contribute to maintenance of a peaceful and productive
society, it is worth considering what help government can give to
the media in achieving this objective. Such help in the past has been
in the nature of postal subsidies and little else other than keeping
its hands off. Communications media, both living, unborn, and even
unconceived, could use government assistance. And government
could well afford to give such assistance in the interest of a peaceful
and productive society. An intelligent analysis should be made of
the existing post office financial structure and correlated with a
study of the distribution needs of communications media through
that avenue. It is time to re-analyze the rate structure of the post
office department to see if that branch of the government is actually
promoting to the proper extent “information of a public character.”

The Commission on Freedom of the Press recommended that the
government facilitate new ventures in the communications industry,
that it foster the introduction of new techniques. Unfortunately, in
none of the publications of the Commission is this theme developed.
It should be developed.

Another problem in this area is that of making government in-
formation readily available to the public. The first step would ob-
viously be to remove whatever obstacles now lie in the path of the
existing media. Instead we have witnessed . . . efforts to increase
these obstacles and to restrict certain types of information now
available. Granted that officers in the government must possess on
occasion information which cannot be divulged to the public,
extreme care should be taken that the types of restricted information
and circumstances under which they are restricted are not used as
excuses for withholding embarrassing or personally damaging in-
formation. The government can do much to help distribute neces-
sary information by making it readily available and in a form which
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can be understood. The great need today is for a Dr. Flesch as
editor of government bulletins, regulations, and orders. Even the
Supreme Court justices could stand a little training in this field—
at least to the extent that they consider as their primary objective
informing the public rather than disputing with their colleagues.

Facilities should be provided for new media to assist in informing
the public concerning government activities. Radio and television
require new and different assistance from that given to the news-
papers and magazines. The excuse that the dignity of government
bodies and government officers would be affronted by facilitating
the work of these new media merely re-echoes arguments which
took place in Parliament 150 years ago concerning similar services
on the part of the press. After all, dignity comes from performing
a job well and not from maintaining an artificial aloofness.

GOVERNMENT AS A PARTICIPATING AGENCY

The last group of problems falls under the heading, government
as a participant in communications. By this I do not mean the
informational activities of the government designed to supply the
private media with material which it may or may not transmit to
the people. I mean direct contact between the government and
the people through government instruments. The most direct con-
tact which the government now has with the mass of people is
through the privately owned radio. Should the government, either
national, state, or local, seek to find means of reaching the people
directly rather than through the privately owned media? This is
an entirely new problem for the American people and the American
government. The fact that it has never been done is not sufficient
reason for not investigating the possibilities and effects of doing it.
The danger that government media would drive private media out
of business is, in my opinion, slight. The possibility that additional
information and ideas may reach the public is great. I see no reason
why a public institution, government supported, should not enter
the communications field. I see no reason why a city should not own
a radio station. I see ne-reasomrwhy-the-federal government should
fat_own_and-promete-a pational network. I am afraid that by and
lazge the-program content would be genertfy-aull. Tam afraid in
many _cases it would be-a waste of taxpayess™-meney.-But_theo-

rgf"_xgally I see no fundamental-objection, I would rather that the
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government engage in direct communication activities than assume
the power to “grade and label” information distributed by private
media.

I offer some tentative conclusions. Let the government keep its
hands off information content, let it be efficient but cautious in
regulating the market place, let it be unhampered in facilitating the
work of existing media, and let it use its own media where such use
seems desirable.



THE PRESS, PROPAGANDA,
AND PRESSURE GROUPS

BY RALPH D. CASEY

Professor Casey was for many years director of the University of Minne-
sota School of Journalism. His essay was written at the beginning of
World War 11, and some sections referring especially to that time have
been omitted. The essay was published in the Annals of the American
Academy of Political and Social Science, for January, 1942, and is re-
printed by permission of the author and the copyright holder.

EVERY INTELLLIGENT PERSON will recall the pother of the public over
propaganda between 1939 and 1941. While all must agree that
propaganda is a highly significant social phenomenon worthy of
serious investigation, study, and the setting up of safeguards against
its misuse as a weapon of social control, we must also admit that
the degree of confusion in the use of the term and the misunder-
standing of the process itself, produced some fearful and wonderful
results during those days when the interest in the subject was red
hot.

PROPAGANDA AGAINST PROPAGANDA

One such result was the spread of a “propaganda against propa-
ganda.” Mr, Lawrence Hunt, a reader of the New York Times, at-
tributed the excitement over propaganda to the attitude of isola-
tionism prevailing in this country prior to and during the early
months of the war. Perhaps this was too single-minded an explana-
tion, yet anxiety was no doubt the result of the fear that European

227
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propagandists would lure a helpless America into belligerency. Mr.
Hunt was correct in saying that many a citizen, confused and ex-
cited, threw up his hands and exclaimed, “What can 1 believep”

Disillusionment and anxiety on the part of the public were under-
standable when the war broke out. A great tide of printed material
dealing with the manipulations of the propagandists of belligerent
nations had flowed from the publishing houses since World War 1,
and studies of propaganda in the domestic field had whetted inter-
est in the phenomenon. Result: a preoccupation with the subject.

Unhappily, propaganda has been credited with too great results
in many episodes of our contemporary history, at the expense of
more fundamental economic and political causes. Moreover, too
little attention has been given to the broader study of public opin-
ion. The earlier cogitations of Bryce, Lowell, Lippmann, and others
were outmoded and dated in the minds of forum speakers, who
preferred to whittle down the subject to the fascinating and ex-
plosive “new” mechanism of social influence—propaganda. Since
politicians and publicists, who have the ear of the public, are either
incapable of defining or delimiting propaganda, or unwilling to go
to the trouble of doing so, in many persons’ minds everything read
in the press or heard over the air becomes propaganda. Using the
term “propaganda” in a moralistic sense has confused the issue still
more.

MISUNDERSTANDING OF PROPAGANDA

Concern here, however, is with the effects on the press of this
contemporary preoccupation with the phenomenon. Every journal-
ist now recognizes that he is confronted with a problem of first
magnitude in the unthinking failure of sections of the public to
distinguish between propaganda, which is the deliberate and
conscious effort to fix an attitude or modify an opinion as it relates
to a doctrine or program, and, on the other hand, the conscientious
effort of the agencies of communication to disseminate facts in a
spirit of objectivity and honesty. Citizens of a democracy must tie
themselves to some mooring. Informational service in our society is
fundamental to all social action.

The assumption that we have not a sufficient body of honestly
presented facts at our disposal as dispensed by the press ties in
with the equally fallacious notion of the magical power of propa-
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ganda. It assumes that we have all become rabbits in a bag, awaiting
the dreadful day when some enemy propagandist will pull us out
by the ears. It is equally suicidal to assume that there are no great
and genuine issues of national policy at stake, which will require
the most careful reading of authoritative news sources for the
grounding of one’s opinion.t It is the practice for some politicians
and publicists to besmirch the press, charging that news columns are
full of distortions and untruths. Evidently they would prefer that
the public should completely lose regard for information acquired
by reading newspapers or listening to radio broadcasts. Then the
public would be thrown back upon what? Upon rumor, upon in-
nuendo, upon propaganda. And these same public figures are the
most zealous denunciators of propaganda.

DEALING WITH PROPAGANDA

This is not deny that propaganda gets into the press. Hitler’s
speeches were propaganda. So were many Churchillian utterances.
They were reported. President Roosevelt was a shrewd propagandist
as well as an informer on public policy. Could the press edit out
those of his remarks that are obviously propaganda? Some propa-
ganda is so newsworthy as to deserve first-page display.

Criticism that the press carries propaganda will no doubt con-
tinue as long as readers have differing views and beliefs. What one
group of intelligent citizens may believe is propaganda will be de-
scribed by another as news. We are not concerned here over honest
differences of opinion. We express, rather, some anxiety over the
lack of information possessed by the public in the techniques used
by newspapers in subjecting information to scrutiny and analysis
before it appears in print, and the failure to discriminate between
disinterested news reporting by trained journalists, on the one hand,
and propaganda on the other. While the feverish interest in propa-
ganda may have run its course, at least for the present, scars remain.
Unjustified distrust of all information service remains in the minds
of many lay persons.

A few years ago this writer sat as a visitor in a high school class
to witness a demonstration in a course in propaganda detection.

! Some politicians, propaganda “experts,” and members of the lay public

imply that there were no important issues for America in World War I and
that our behavior was the result of bemusement with propaganda.
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The students had been schooled in the then popular catechism of
“name calling,” “glittering generality,” “card stacking,” and so on.
They showed unusual ability to use these symbols. But their poster
display of newspaper clippings did not live up to their oral re-
sponses. Trained to fear the hobgoblin “propaganda,” they saw the
specter riding like a witch on an October night through every
news story and every feature article that a trained newspaper staff
had put into print.2

This illustration is not given to condemn the training of American
citizens in gaining awareness of propaganda but to drive home the
point that present perceptions of the problem are incomplete and
are often damaging, rather than helpful, to newspapers that strive
to present disinterested information.

» «

FACTORS AYFECTING OPINION

What are the factors that are important in the opinion-forming
process? Is propaganda the only factor? Are the press, the radio,
and the motion picture the only influences that prevail in forming
attitudes, as the Wheclers, the Nyes, and the Clarks seem to think?
Harwood L. Childs placed this problem in its framework in his
volume, An Introduction to Public Opinion. Environment fac-
tors, the attitudes and opinions of our immediate associates, the
racial character of the people with whom we associate, all are im-
portant. Age may be a factor, since a person’s maturity or lack of
it may determine what he rcads and to what he listens. Childs
points out that our views and opinions are affected by the character
of the political, social, and religious institutions which surround us.
Events will determine attitudes. What we read and hear is of
great importance, and in this sense the channels of communication
and “what comes through them—the news, reports, idcas that

21t is fair to say that well-trained teachers will rccognize that emphasis on
devices and methods of propaganda, such as “card stacking” and other pro-
motional tricks, is not sufficient to arm the students to become citizens and
voters. A knowledge of whether the cards are being stacked in a quarrel in
the areua of forcign affairs may not be apparent without some knowledge of
world history. Training in logical thinking will be more fruitful than providing
youth with a packet of “propaganda” devices. This would involve approaching
conflicting situations from a problem-solving point of view. Some knowledge
of the workings of pressure groups is desirable. To rectify the balance in
some of the current courses in propaganda deteetion, teachers should aid
students in obtaining some knowledge of the machinery of newsgathering and

the problems (and certainly the responsibilities) faced by the press in getting
at the news.
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constitute our world of verbal symbols”"—must be counted as of
great significance,

H. C. Peterson in his polemical work, Propaganda for War,
stresses the thesis that the overpowering influence of propaganda
brought us into the first World War. Since his volume is familiar
to many, it is cited here as a typical example of commentary which
overlooks other factors in the political, economic, and social areas.
Peterson loses no opportunity to berate the press, and is guilty
not only of misunderstanding its relation to the forces of public
opinion, but of making sweeping gencralizations frequently un-
supported even by qualitative evidence.? This bias need not detain
us here. The point is that Professor Peterson attributes too much to
propaganda and minimizes the individual acts of our governmental
leaders (particularly in the field of diplomacy) and slights the
dynamic influence of events, the response to the pressures of organ-
ized groups, the effects of the censorship, and, lastly, the final
determination by governmental leaders and the public of wherein
our national interest appeared to lie.

The sinking of the “Lusitania” in May, 1915, almost two years
before we declared war against Germany, occasioned our govern-
ment’s strong stand for the rights of nationals on the high seas. The
doctrine that bankers, munition makers, and British propagandists
channelized our opinion on this issue at that time is hardly tenable.
In May, 1915, our war trade with the Allies had not assumed a
formidable volume. Moreover, the big loans to the Allies came
later. Enthralled by his major thesis, Professor Peterson neglects
the effect of a crisis event on the country’s attitudes, and laboriously

3 A single extract will serve as an example. “During the first twenty months
of the war American newspapers displayed attributes which made them suspect
among cducated people,” writes Peterson, p. 168. Elsewhere, he declares the
real native American propagandists were preachers, teachers, politicians, and
journalists. Evidently three of these groups, aside from journalists, did not
exercise the type of discrimination Professor Peterson attributes to “educated
people.” Of President Wilson he says (p. 9): “He was thoroughly honest, he
was governed by a strong sense of right and wrong, and he was not unintelli-
gent.”

Dr. Ralph O. Nafziger in “The American Press and Public Opinion During
the World War, 1914 to April, 1917” (unpublished Ph.D. thesis, University of
Wisconsin, 1936) concludes that “the press tended to trail behind the gov-
ernment in the development of American policy regarding the issues that grew
out of the war.” In its attempts to report the war, the press was circumvented
by (1) the rigid censorship abroad, (2) the limited and controlled overseas
communications, and (3) intcrest groups controlling news at the source. Dr.
Nafziger puts propaganda in its proper setting.
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stresses the mitigating factors in connection with the German attack
on the ship.*

While language, cultural, and similar factors predisposed us to-
ward the Allied cause in the first World War, and while incessant
British and French propaganda did have unquestioned influence, it
is unfortunate that the diplomatic, military, and other overt acts of
belligerent nations have not been given sufficient weight by either
the experts on propaganda or the lay public. It is unfortunate, too,
that a few specialists in the field of public opinion prefer to make
the press a scapegoat or a whipping boy, and to slight the difficult
task of integrating public opinion manifestations with the whole
social and historical fabric of the day.

CASE EXAMPLE OF PUBLICITY

The problem every newspaper faces in separating news from
propaganda is trying and difficult. Nowadays almost every organ-
ized group has some knowledge of publicity techniques, and the
issues these groups seek to promote gain for their cause an ad-
vantage usually involving much greater matters than the trivial
events reported by the press agents of an older generation.

Perhaps the problem can best be illustrated by describing a
minor event in which an effort was made to manipulate the news.
The reader will perceive at once that questions of greater im-
portance for an editor arise when major events are stage managed
by propagandists, especially when the latter are highly placed in
government or industry.

In 1941, a chap named Hopkins, hitherto an obscure parachute
jumper, dropped from a plane to the top of Devil's Tower, Wy-

4 A careful and unemotional study of newspaper bchavior in wartime, which
should complement the reading of the numerous volumes on wartime propa-
ganda, is Edwin Costrell's “Newspaper Attitudes Toward War in Maine,
1914-17,” Journalism Quarterly (Dec., 1939). Costrell reveals that after the
murder of the Archduke there was mild sympathy for Emperor Francis Joseph
but that a spontaneous anti-German reaction developed when Germany de-
clared war, and this reaction came before the Allied and German propaganda
machines began to operate efficiently, and before the cutting of cables from
Germany to the United States hclped to isolate the German Empire, Costrell
places great emphasis upon the effects on public opinion of the series of crises
in the relations of America to the belligerents.

Dr. George H. Gallup has declared on occasion that the experience of the
American Institute of Public Opinion reveals “the fact that events and actions
are infinitely more potent factors in influencing the formation of opinion than
mere desire to imitate one’s fellow citizens.”
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oming, bailing out above the monolith and spilling his 'chute as
required until he reached the top of his lofty goal. The jump was
clearly a promotional stunt. The resulting mild controversy between
a Rapid City, South Dakota, managing editor, and a Fairmont,
Minnesota, editorial writer as to whether a photograph of the leap
should have been sent to the press by a news association picture
service, illustrates the dilemma faced by newspapers even in such
an inconsequential item as this.

The Fairmont editor referred to the affair as “the cheapest kind
of a purposeless publicity stunt, something quite different from a
legitimate news happening.” And he inquired, “If this conclusion
isn’t correct, how come the news writers and picture takers hap-
pened to be there just at the right moment?”® To which the Rapid
City Journal replied a few days later:

There was no deception involved in the Devil’s Tower affair. Hopkins
did go aloft in a plane, did bail out, and did land on Devil’s Tower. That
was newsworthy and, of course, local newspapermen and photographers
were on hand to record the event, just as the Fairmont Sentinel staff
would have been on hand had Hopkins undertaken a similar stunt in that
city.

Had everything gone according to schedule, Hopkins’ leap would have
been a story of local and minor interest, soon forgotten. But the unex-
pected happened. He couldn’t get down. That was news . . . and as
such it was given wide play in newspapers throughout the country.

INTEREST GOVERNS THE NEWS

Every editor has to determine whether an event is sufficiently
interesting to warrant publication.® This is the real test. The Fair-
mont Sentinel probably had no compunctions in publishing the
exciting adventure of Leonard Coatsworth in escaping from the
toppling Narrows bridge near Tacoma, an episode not inspired
by a publicity man; yet Hopkins’ rescue was no less interesting
than Coatsworth’s mad scramble to safety. The benefit an individual
or group receives as a result of publicity cannot, moreover, serve

5 Fairmont Sentinel, Oct. 15, 1941.

6 See the essay by Dr. John W. Cunliffe, “The Case for Publicity,” in F. L.
Mott and R. D. Casey (eds.), Interpretations of Journalism. Dr. Cunliffe,
former director of the Columbia University School of Journalism, wrote: “On
all except the gravest matters, the public wants to be enlivened and amused
rather than seriously informed. . . . This is a psychological principle to which
the publicity agent, as well as the newspaperman, is bound to adapt him-
self. .. .”
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as a final test of its legitimacy. To reject all propaganda-inspired
material at the threshold of the newsroom is hardly a satisfactory
solution of the problem. The fact that a news story benefits some-
one, whether written by a reporter or a publicity man, is hardly a
test, since much of the news is likely to have values for some per-
sons or groups.”

Furtive sponging on the press is easy to circumvent, but news-
papers cannot disregard intercsting and important events simply
because the master hand of a propagandist is behind the scenes
pulling strings. Neither can they post a warning sign over what
appears to be propaganda, since sometimes the journalist would
run grave risks in judgment. Who is to determine, for example, the
motive of President Roosevelt in describing the South American
map in his possession as a symbol of Nazi ambitions in our own
hemisphere? Certainly the President’s disclosure was news. Would
any editor on the telegraph desk have the temerity to decide that
the item should be slugged “propaganda”

CHECKS ON PROPAGANDA

Decisions on what to include in the day’s budget of news must
be left to trained and experienced newspapermen. The public
should recognize the different functions of the journalist and the
propagandist. Press agents, publicity men, and propagandists are
interested informers. Reporters and editors are disinterested in-
formers. Someone has aptly said that a newspaper’s function is to
seek news and serve its readers, while the propagandist serves the
producers of news rather than the consumers of news.

The best check on propaganda is the employment by the news
organization of able men, equipped to match their wits against
those of the cleverest special pleader, men with disciplined and
informed minds, quick to reject superficial plausibility, and possess-
ing the moral courage and honesty to serve the public interest.
The number of this type of newspaperman has steadily risen in
American journalism in recent years.

Careful editing and evaluation of news constitute another check

7 Herbert Bayard Swope, when editor of the New York World, remarked in
an address to the American Society of Newspaper Editors: “We each of us have
some standard of judgment whereby we can separate proper from improper-
ganda. At least I have not been able to discover a certain method whereby we

can resolve all our doubts. Every utterance that is devoted at all to special
pleading is propaganda.”
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on propaganda, and this type of service is corollary to the staff
of well-trained men who can deal intelligently and objectively with
the facts. A third check is the refusal to print material “except
under the name of the client on whose behalf and in whose interest
it is offered for publication.” A fourth is stronger insistence on
the part of the press that its own reporters uncover the news.
Walter Lippmann has stressed the point that when a person has
direct access to the news, he will at least have the opportunity to
see for himself. And it should be remembered that good reporters
are trained to avoid misconceptions.

NEWS BUREAUS

Newspapers, however, often fall into the easy habit of permitting
publicity men to cover news sources that should be within the
scope of their own reportorial activity. The growth of news bureaus
is a modern phenomenon. A somewhat narrow view of what consti-
tutes news forced many legitimate and worth-while enterprises to
fight their way into the the columns of the press by engaging pub-
licity men to handle their interests. The limitation of newspaper
staffs—no newspaper is financially able to report all human activity
—was another cause, notably sincc society developed a whole web
of new specializations and activities. Other bureaus were created
to interpose a functionary between the inquisitive newspaper re-
porter and the individual or group, with the intention of presenting
only the most favorable case to the public.

It is difficult to generalize on the social usefulness of these
independent news bureaus. Those associated with education, sci-
ence, social work, government, and many forms of business gen-
erally play fair with the press and widen the scope of the news.
Others are either parasitic growths or outright obstacles to com-
plete coverage of the news. The highest type of information special-
ist thinks of himself as an extension of the arm of the press, and
the keen-witted news bureau man realizes that to co-operate with
the press is to get the best results for his client. Others have a
clear conception of the public service nature of their clients’ work,
even if the newspapers have failed to understand this at all times,3

Lord, editor of The Land, apotheosized the vocation of his listeners: “You are
not publicity men, but teachers working through the press. But all good teachers
are propagandists of higher concepts as they see them. . ., College and farm
bureau cditors alike are variously opinionated, nonpartisan public service
propagandists.”
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and some hold advanced concepts on the place of publicity in
modern society.

Nevertheless, while press bureaus can usually be trusted to make
routine news available, it goes without saying that such informa-
tion services will not always divulge the whole truth of a client’s
activities. It is not to be supposed, for example, that the publicity
man for a metropolitan school system will rush to the telephone
and broadcast the tip that a school director is secretly selling coal
to the school purchasing department at a corrupt price.

It is not to be assumed, moreover, that all press bureaus through
familiarity with a client’s affairs will be in a better position to in-
terpret them to the public than will the newspapers. This may
have been true when the sole conception of news was to signalize
an event. Today, the larger and financially secure newspapers are
able to engage specialists in the various fields of finance and busi-
ness, public affairs, science, labor, and other areas where a report
of surface happenings cannot alone tell the whole story. Interpre-
tation is included in many news stories involving specialized activi-
ties, and journalists have begun to realize that getting the facts
accurately may be only the first step in gathering and writing the
news, since getting below the event and interpreting its meaning
are equally important.

PRESSURE GROUPS

The problem of dealing with the ordinary news bureau is never
so vexing and difficult, however, as that of coping with militant
pressure groups. These groups are usually engaged in a contro-
versy or have a single-minded devotion to a program or doctrine
which may not be socially acceptable generally. Each of these
groups first creates an active central organization with a body of
zealous followers, and next organizes its inevitable press committee.
The instability or insecurity of various social classes in our present
changing social order produces various ideologies to which groups
of persons cling with religious-like devotion. They seek by every
method of agitation and propaganda to accomplish their ends.
They establish their own propaganda journals, both for their own
membership and for such sections of the public as they are able
to reach. One experienced editor of my acquaintance has described
the tactics and strategy of these pressure-group organizations:
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The propaganda papers of these pressure groups are not sparing in their
criticism of the newspapers. They tell their followers how to bring pres-
sure to bear on the press and at the same time inform them that any lack
of newspaper support is due to unworthy motives.

It is not hard to understand these tactics. The pressure group is or-
ganized on the basis of a common grievance, real or fancied, but in any
event the technique is to keep the grievance alive and active. The basic
grievance must have the agitating support of minor grievances, and the
newspaper is valuable to the agitator, either as an agency of propaganda,
if possible, or failing in this, the sense of injustice on which these groups
live.

I am convinced that the multiplication of pressure groups demanding
support is in part responsible for the present unthinking criticism of the
press. The existence of these pressure groups and the existence of this
antagonism toward the press may be coincidental in time and without
any causative relation to each other, but I suspect there is a relationship.?

TYPES OF PRESSURE

The war in Spain, prior to the final Franco victory, was pro-
ductive of much group pressure, and the press was bombarded
with appeals and complaints from American sympathizers on both
sides. For a time, the Townsendites and the Coughlinites were
a thorn in editorial flesh. The boycott against Japan brought its
coterie of zealous persons to editorial sanctums. Mild but insist-
ent pressure comes when groups put on drives for money and
support, and it is obviously impossible to fill news columns with
publicity material from all headquarters of these minorities. Yet
the press is faced as never before by the insistent demands of
minority groups for space in the newspapers and also for editorial
support. It is a rare body of pressure-group leaders that is content
to let the editor judge news values and determine what it is in
the public interest to publish.

The nature of the press places upon it the responsibility of pre-
senting both sides to a controversy. Sections of the public, how-
ever, will resent equal-handed writing and display of the news,
and the publishing of the propaganda of one action group in a
controversial situation will, of course, anger and outrage the an-
tagonist. Even in the field of foreign affairs, where less controversy
could be expected than in the domestic field, the editor has his
difficulties. In a dispatch transmitted from Rome by an American

® Thomas J. Dillon, editor of the Minneapolis Morning Tribune since 1920.
Mr, Dillon has edited newspapers since 1906.
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news service, Virginio Gayda replied to President Roosevelt’s as-
sertion that the Nazis had in mind a plan to suppress the world’s
religions. Gayda was permitted to say:

National Socialist Germany respects all faiths and recognizes and
protects the necessary freedom for all.

Catholic churches like the Protestant in German Territory are still
open and carry out their functions undisturbed.

The same cannot be said of the United States where Protestant propa-
ganda has attempted to strike Catholicism and where Protestant agents
and plots go forth for propaganda of conversion and corruption in various
parts of the world.

This, of course, was a thinly veiled effort to sow distrust in the
minds of American Catholics over the wisdom of our Russian policy,
and Gayda was not willing to permit the subtlety of his propa-
ganda to speak for itself; he added that Russia, rather than Ger-
many, was seeking to destroy religion.

COPING WITH FOREIGN PROPAGANDA

That propaganda of this sort crept into cable dispatches from
our own foreign correspondents and into the direct short-wave
appeals from Nazis and Fascists greatly disturbed many supporters
of the President’s foreign program. It disturbed them to see ex-
treme foreign propaganda statements from totalitarian countries
go unchallenged. The dictators repeatedly captured the headlines.
Four or five days later, when and if Secretary Hull or some other
official made an answer, the American view lacked timeliness and
got inside position in the newspapers with a paragraph or two
of type.

Some will argue that it is the function of cable editors and tele-
graph desks to edit out the most obvious forms of foreign propa-
ganda. Others, with a critical turn of mind, assert that some editors
fail to recognize “what is being done to them” by wily propagandists
abroad, and require a special education in propaganda detection.

One method of obviating the delay in replying to the propa-
ganda of the dictators was found. The Foreign Broadcast Monitor-
ing Service, under the aegis of the Federal Communications Com-
mission, established listening posts to record and analyze all foreign
radio propaganda. Essentially a reporting function, the monitoring
service had nothing directly to do with propaganda or censoring
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in this country. But if it kept American officials informed of the
types of appeals made from abroad, and kept them up to date on
the propaganda moves of foreign governments, it justified its costs.
Only by this watchfulness can counterpropaganda hope to meet
the positive foreign appeals with a promptness that enables it to
catch the same edition of the newspapers.

OFFICIAL PROPAGANDA

The problem of official propaganda in the domestic ficld is not
without significance to the general public as well as to the press.
While most of the information personnel in the federal govern-
ment have a healthy attitude toward the press and are willing to
co-operate fully with Washington reporters, the great expansion
of the publicity services in the administrative arm of the govern-
ment raises problems. E. Pendleton Herring discussed these in
Public Administration and the Public Interest. e warned that,
before official publicity work was developed much further, the
other side of the picture should be presented to the public with
something approximating the efficiency with which the adminis-
trative branch reported its accomplishments. His view found sup-
port in the report of Brookings Institution experts who surveyed
the administrative agencies of the govermmnent.

The furnishing of facts is undoubtedly a proper duty of a government
agency, but the expenditure of over $300,000 a year for personal services
for publicity work and the issuance of 4,794 releases in 3 months seems to
indicate that, if possible, some controlling mechanism should be set up.!?

PRESS AND OFFICIAL PROPAGANDA

The press has a vital interest in any plans that are made. The
press co-operated fully and wholeheartedly with the program of
the government to maintain the morale of the nation in time of
war. Newspapers scrupulously shielded military and naval infor-
mation which might prove useful to the enemy. They expected
and will continue to expect, however, not to be victimized by either
government propaganda or censorship. In the first World War,
Lord Northcliffe cabled the following from London to the New

10 Investigation of Executive Agencies of the Government. Report to the

Select Committee to Investigate the Executive Agencies of the Government,
75th Congress, 1st Session, No. 13, p. 12.
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York World as late as October, 1915: “The really serious aspect of
the affairs here is that, owing to the censorship, this democracy
knows nothing about the course of the war.” Sound morale is
achieved when citizens of a democratic state are not cut off from
the news. Citizens of a democratic nation can be trusted to accept
the bad tidings as well as the good.
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AN ARTICLE OF MINE in the Journalism Quarterly for June, 1945,
pointed out that the total of 1,744 general-circulation dailies in
the United States on December 31, 1944, was the lowest since 1891,
though total daily circulation was the highest on record. Total
daily circulation has climbed from the beginning, with only a few
easily explained slumps, while the total number of dailies reached
a peak of 2,600 in 1909 and has been going down ever since almost
as steadily as circulation has been going on. A tendency toward
concentration of ownership has been manifesting itself since the
1890’s in (1) the formation of newspaper chains, (2) the elimina-
tion of all except one daily in cities of less than 50,000 population,
(3) the combination of two papers under one publisher in cities
of 50,000 to 400,000, and (4) the survival of competition only in
cities of more than 400,000. Allowing for 174 local combinations
of two or more dailies each and for 76 chains involving 368 papers,
the maximum number of daily newspaper ownerships in the United
States had dwindled by 1945 to less than 1,300.

The trend toward the elimination of competition has continued
since the end of World War 11, despite a slight increase in the total
number of papers. The number of dailies on December 31, 1947,
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was 1,770, as compared with 1,744 three years earlier—a net gain
of 26. Of 74 new papers established in this period, 60 were in
communities of less than 25,000 population. Most of the new dailies
were in towns of less than 10,000, which previously had been served
by weeklies. Only 28 new papers were started in cities that already
had dailies. Of the 28 dailies facing competition, 15, or more than
half, already have suspended publication. In cities of more than
25,000 population, only 14 dailies have been established during
the last three years, whercas 22 have merged or suspended.

More striking still, perhaps, is the fact that no new daily of gen-
eral content and circulation has been started in a city of more than
200,000 population since 1941. On the other hand, two old estab-
lished dailies—the Philadelphia Record and the Seattle Star—sus-
pended publication in 1947 alone. The tendency is still toward
fewer and bigger papers in the metropolitan centers, with new
dailies appearing only in the smaller cities and surviving only
under non-competitive conditions.

The first purpose of my 1945 study was to bring some pertinent
factors besides mere numbers of papers into the concentration
picture. For example, statistics rcvealed that although the 368
chain dailies of the nation had 42 per cent of the total daily cir-
culation, only 27.7 per cent of the total circulation was absentee-
owned. Likewise, although 91.6 per cent of the 1,394 daily news-
paper cities had a single publisher, only 40.2 per cent of the total
daily circulation was non-competitive. The reason for this, of course,
was that daily circulation is concentrated most heavily in the larger
cities, where competition still exists and probably will continue to
flourish.

Even in the 1,277 non-competitive cities, it was pointed out,
there are factors which keep the situation from being as “monopo-
listic” as Mr. Emst has painted it. In the first place, the great
majority of one-daily cities are small communities which cannot
decently support more than one paper. Even so, some of them
do have competition from a local weekly or an independent radio
station. In the second place, modern transportation and communi-
cation mean that most small-city dailies have competition, both
for news and for advertising, from nearby big-city dailies and
other non-local media. With national magazines of news and opin-
ion—many shades of it—blanketing the country, and with 36,000,-
000 families listening to an average of four and a half hours a day
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of broadcasting, no single medium of communication in the United
States can possibly be said to enjoy a complete “monopoly.” The
readers of Horace Greeley’s Weekly Tribune, most of whom prob-

ably received no other periodical of news and comment, suffered '
far more from a lack of diversification than do readers anywhere !

in America today.

The decline of locally competing units in the newspaper business,
as in other phases of Amecrican life, has been due to cconomic
factors for which no single individual or group of individuals can
be held responsible. In the newspaper business these factors in-
clude the loss of advertising revenue to radio and television, the
demand of readers for more expensive services, the preference of
advertisers for fewer media, with larger circulations, and the rising
cost of newsprint, ink, machinery, building, lahor, taxes, and every-
thing else that goes into the making of a newspaper. For many
dailies it has been a case of “death or consolidation,” even though
the surviving paper or combination of papers usually has gained
strength and stability through its inheritance of a non-competitive
field.

I was aware in 1945, as I am now, of the great danger inherent
in even a local press “monopoly”: the danger that freedom of ex-
pression for minority views will be curtailed and the formation of
a sound public opinion made more difficult. I quoted the late
Dr. Willard G. Bleyer as having emphasized, as early as 1934, the
same socio-political objections to one-publisher communities that
Mr. Ernst and others more lately have stressed. But since it was
agreed that the decline of competition had been brought about
by economic forces, I set forth as my second major purpose to
discover what counterforces, if any, the decreasing numbers of
competitive papers might be generating. For if economic factors
are basic, as they no doubt will be so long as the press remains
free, it is to them we must look for the shape of things to come.

Newspaper chains concern us here only so far as they affect the
extent of competition. Perhaps the most significant point is that the
larger national chains have declined in numbers of papers since
1935 and only the smaller regional groups have tended to increase.
The chain that has added the most units since World War II and
now has the largest number of papers—the John H. Perry group—
illustrates this point, as 18 of its 20 dailies are in Florida. The chain
that has shown the largest growth in circulation—the McCormick-
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Patterson group—is concentrated in two cities and until recently
had an active owner living in each city. The relation of chain cir-
culation to the total daily circulation of the nation has remained
fairly constant for the last 15 years.

Whether the more extensive national chains have declined in
number of papers because they had reached “the optimum point of
efficiency in bigness” would be an interesting subject for research.
There probably is a point at which the economic savings from group
operation fail to compensate for the disadvantages of absentee
ownership. Certainly the chains have not shown the growth follow-
ing World War II that they displayed after World War 1. No new
Frank A. Munsey has arisen to propose a chain of 500 newspapers
for “economie efficiency.” On the political side, the time secems to
have passed when a William Randolph Hearst would seek to pro-
mote his presidential ambitions by personally directing a nation-
wide chain of newspapers. Present-day conditions wonld be more
likely to lead a journalist with a drive for that kind of power into
a different type of ownership concentration—the ownership, for
example, of a “communications empire,” consisting of a group of
national magazines, a radio-television network, and a film-producing
company. Here one would not encounter the prejudice that fre-
quently operates against the success of a local chain daily, par-
ticularly if its owner is absentee.

Generalizations about either chain or absentee ownership, how-
ever, are extremely dangerous. Anyone acquainted with contem-
porary American journalism can name chain papers, some with the
owner living far distant, that rank high in quality and public serv-
ice. We are also familiar with many locally owned papers that rank
extremely low,

If local ownership means entanglement with local financial and
political interests, absentee ownership can be an actual advantage.
It all depends upon the owner and the amount of freedom he gives
his local executives.

Inasmuch as the large national chains seem to be falling apart of
their own weight, most Americans probably would agree with Dr.
Zechariah Chafee, Jr., that we should “wait and see which way the
tide is running” before resorting to legal measures to break up this
type of ownership concentration. We may be in for further battles
in the courts and in the FCC over “communications empires”—the
interlocking ownership of various media, but even in this connec-
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tion, as Dr. Chafee says, “The question still remains—what specific
good will breaking up an empire accomplish? . . . The undue in-
fluence of one man over public opinion rests considerably on the
uncritical attitude of his reader or listeners. Until that attitude is re-
moved, how much is gained by handing them over to another spell-
binder whose views may be less enlightened?™

With the growth of large national chains apparently checked for
the moment by economic causes, I turned my attention to one pub-
lisher communities. I was particularly interested in the 161 combina-
tions and 13 partial combinations that have eliminated competition
in 174 American cities. Here the trend has been unbroken since the
1890’s, unless there is now beginning a new tendency to eliminate
the less profitable of the two or more papers in a combination. But
there seems to be no case on record of two papers which have come
together—in a combination or partial combination—ever going
back to separate operation. The critics who have cried for com-
peting dailies as a means of presenting a diversity of views have
had no effect. The forces of economics are against them.

But what of those economic forces? Might they not, in the man-
ner of the Hegelian dialectic, be breeding counterforces which
would check the trend toward “monopolies” A study of advertis-
ing rates in 97 pairs of dailies, before and after thev combined
under a single publisher, was revealing. In 43 cases the combined
rates of the two papers immediately after consolidation were lower
than the sum of their old rates; in 31 instances the rates remained
the same; and in 23 cases they were higher. In other words, in 54
out of 97 cases combination resulted in no savings to advertisers,
although publishers admitted that their own savings werc “sub-
stantial.” An analysis by the American Association of Advertising
Agencies showed that the advertising rates of 211 combination
papers averaged higher than the rates of independent papers in
all except the fourteen largest cities, where there is competition.
Moreover, nearly all non-competitive combinations have an “en-
forced rate” which compels their national advertisers, and fre-
quently their local advertisers also, to buy space in both papers in
order to advertise in one. A sampling of national advertising agen-
cies and local department-store advertising managers revealed vig-
orous opposition to this practice.

! Zechariah Chafee, Jr., Government and Mass Communications (Chicago:
University of Chicago Press, 1947), II, 664-66.
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On the basis of this survey, I commented that unless more com-
binations passed on part of their savings to their customers, the
critics who had been urging governmental action to maintain mul-
tiple outlets of news and opinion might find their ranks reinforced
by a powerful ally: the newspaper advertiser. I quoted Dr. Fred
S. Siebert’s statement that “freedom of the press” would hardly
be an adequate defense in such a situation, since the courts have
shown increasing reluctance “to extend the meaning of the consti-
tutional guarantees of freedom of the press to cover social and
economic regulations.” What I had in mind, of course, was the
possibility of a commission which might regulate the rates and
earnings of “monopoly” newspapers in the same way that public
utility monopolies are regulated. But where I merely pointed out
the danger of such regulation and urged the publishers themselves
to take steps to forestall it, Mr. Ernst and his followers have ad-
vocated the use of governmental powers and subsidies to break up
ownership concentration of all kinds and to bring about an artificial
stimulation of newspaper competition.

The evils inherent in such proposals—far more devastating to
democracy than any that have resulted from the decline of compe-
tition—are exposed fully by Dr. Chafee in his admirable book on
Government and Mass Communications. Possibly as a result of
Dr. Chafee’s influence, the Commission on Freedom of the Press as
a whole almost completely discarded Mr. Ernst’s line of reasoning
and advocated that the anti-trust laws be only “sparingly used” to
break up large units in the communications field. “When you look
at the swirling human and material forces which bring about a
broadcast or motion picture or one issue of a newspaper, the Sher-
man Act recedes,” wrote Dr. Chafee. “You stop expecting that a
few lawyers in the Department of Justice and a statute passed in
1890 can do much to make the press of 1950 what you desire.”?

Forrest W. Seymour, editor of the Des Moines Register, reminds
us in the January, 1948, issue of Nieman Reports that it is “pre-
cisely” the operation of Mr. Ernst’s “beloved competition” that has
brought about the elimination of so many independent papers. If
we “rub out the score and start all over again,” the same thing
would happen once more unless the weaker papers were aided,
as Mr. Ernst suggests, by the government. In that event, says Mr.
Seymour, “government has so many of the competitive elements

2 Ibid., p. 653.
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in its favor that the competition would soon disappear again—but
leaving, this time, a monopoly which the critics really would have
some cause to fume about!”

Mr. Seymour is a biased witness, since he works for a daily which
is both a “monopoly” paper and a chain paper. It is one which,
nevertheless, he might have cited in pointing out the further ab-
surdities of Mr. Emst’s argument:

The large daily newspapers of the United States provide no pattern
whatever of “goodness” or “badness” that coincides with the degree of
competition in the home cities of publication. One of the most competi-
tive newspaper cities in the country is Boston, which has not had (at
least until very recently) a single daily of general circulation that
measures up to anything like the standards of the “monopolistic” Louis-
ville Courier-Journal or Minneapolis Star and Tribune. Did the character
of the Chicago Tribune undergo any visible change because of the com-
petition even from so resourceful a capitalist as Marshall Field? The
Denver Post’s competitive situation has not appreciably altered in twenty-
five years, and yet under the wise and thoughtful guidance of a new
editor, it is rapidly undergoing transformation into a dignified, socially
responsive, trusted journal of real integrity.

Why, then, must our critics be so blind to the obvious fact that the
character, the social conscience, and the ethical standards of the news-
paper as an institution are a reflection of the individuals and groups who
own and produce it—rather than of some superficial competitive condi-
tion over which the publishers and editors have little or no control?

What is far more important than artificially stimulating competi-
tion, Mr. Seymour concludes, is that “we find out how to lift the
standards of the press faster, and without waiting for the tedious
processes of an economic rat race.”

Ralph W. Page and Ernest K. Lindley—two necwspapermen of
long experience in competitive cities—took essentially the same
position as Mr. Seymour in addresses before the 1947 convention of
the American Association of Teachers of Journalism at Philadelphia.
Mr. Lindley, the Washington editor of Newsweek, argued further
that a lack of competition does not necessarily imply either a lack
of quality or a lack of diversification:

Competition is supposed to produce better products. But in the local
newspaper field, I am not sure that it always has resulted in a better-
informed public. It often has encouraged sensationalism and the multi-
plication of features designed to entertain, divert, or lull the mind rather
than better reporting and interpretation of news. Many of the communi-
ties with newspaper monopolies seem to be fairly well served. Many of
these monopolists seem to me to have recognized, at least up to a point,
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their obligation to serve as common carriers not only of news but of
opinion.

The trend toward local monopolies could be carried even farther, I
think, without serious consequences—and, if the right newspapers sur-
vived, with real benefit to the public . . . [one paper] might be enough,
if through the addition of more signed columnists, and such a device as
a daily forum or pro-and-con feature, it provided an adequate outlet for
conflicting opinions.

In my own cautious observations in 1945 about the possibility of
cconomic regulation, I remarked that the new electronic media—
television, FM, and facsimile—and the perfection of cheaper meth-
ods of printing might multiply local channels of opinion and adver-
tising to such an extent that the cries of “monopoly” would subside.
That, of course, is exactly what is happening. As Vincent S. Jones,
executive editor of the Utica (N.Y.) Observer-Dispatch and Daily
Press (another chain-combination!), told the teachers of journalism
at Philadelphia, the various media are now about to enter upon
“the biggest, toughest, roughest, freest spending fight for a share
of Mr. Average Reader’s time than ever was dreamed up!” Conse-
quently, the danger that “monopoly” newspapers might bring regu-
lation on themsclves by unfair rate practices seems far more re-
mote than it did in 1945.

What, then, are the implications that reasonably may be drawn
today from the decreasing numbers of competitive newspapers?

1. The number of competitive daily newspapers will continue to
decline. Even though the total number of dailies may increase,
through the establishment of new papers in the faster-growing
small cities, the percentage of communities having more than one
general-circulation paper or one publisher will not increase at any
time in the near future. Spiralling costs, which affect the adver-
tiser and the reader as well as the publisher, will discourage the
establishment of new publishing ventures in the larger cities. A
severe depression would have a similar effect, as it did in the
thirties.

2. The one-publisher town is not an evil in itself—it all depends
on the publisher. To quote Mr. Lindley again, “a community is no
worse served by one poor newspaper than by several poor papers,”
but “certainly it is better served by one good newspaper than by
two or three poor ones.” We cannot improve the situation merely
by multiplying mediocrity. But a responsible “monopoly” pub-
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lisher, as I observed in my 1945 article, can dedicate his paper to
the principles of intelligent and objective reporting, giving all
groups a fair hearing. Extensive research is needed on this point.
A preliminary report of an investigation at Columbia (published
in the June, 1948, Journalism Quarterly) indicates that except in
the very large cities competing papers tend to be merely “rivals in
conformity.”

3. The “monopoly” omnibus daily is here to stay. The new meth-
ods of “cold-type printing,” which do away with expensive lino-
typing and stereotyping, will make it easier for many smaller com-
munities to support local newspapers. Moreover, these cheaper
processes will enable private groups in the larger cities to operate
their own special-interest papers as outlcts for minority views.
It is doubtful, however, whether either such publications or fac-
simile papers will offer any serious competition to the established
general-circulation dailies that do a good job of supplying the wide
variety of expensive news, opinion, features, and advertising that
readers have come to demand. “A young man could start a daily
newspaper in New York City today along the lines of The Sun of
1833, a four-page one-cent sheet, and he could do this on small cap-
ital,” writes Dr. Alfred M. Lee. “But . . . the whole job would attract
few purchasers even at one cent in competition with today’s Daily
News (or) ... Times. ... Part of the press’s institutionalism, a very
powerful part, is in the minds of subscribers.”

4. Competition from the new electronic media will increase. The
growing number of both AM and FM stations, together with the
advent of television and facsimile newspapers, is filling the gap left
by the “disappearing dailies.” This new competition for the adver-
tiser’s dollar will tend to hold newspaper advertising rates at a
reasonable level and thereby stave off any demand for regulation
solely because of economic practices. Even “monopoly” publishers
are having their troubles today in keeping revenue ahead of ex-
penses, and readers and advertisers know it.

5. This new competition does not necessarily promise any im-
provement in quality. On the contrary, as the struggle for survival
becomes more intense, the temptation may increase for the weaker
units to accept border-line advertising and to attract readers or
listeners through sensationalism and “sure-fire” features at the ex-

3 A. M. Lee, “The Basic Newspaper Pattern,” in the Annals of the American
Academy of Political and Social Science, CCXIX (January, 1942), 52.
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pense of good reporting and diversified opinion. Excesses of this
kind might lead to a far more widespread demand for regulation
than we have had up to now.

We are faced, then, by a curious paradox. Although we seem to
be on the verge of getting the increased competition on which Mr.
Ernst has pinned his faith, it actually may lead to more of the evils
and dangers he deplores. We are back to the premise on which most
teachers of journalism started long ago: namely, that if we wish to
improve newspapers, regardless of their number, we must raise the
social responsibility and professional competence of the men who
run them. At the same time we must educate a more enlightened
generation of newspaper readers, who will demand, and in turn
receive, a better product.

The Trend toward Non-Competitive Situations in U.S. Cities
with Daily Newspapers

1880 1909-10 1920 1930 1940 1944—46 1953-54
Circulation
(thousands)... 3,093 22,426 27,791 39,589 41,132 43,955 51,472 (54,110)
Total General
Dailies........ 850 2,202 2,042 1,942 1,878 1,744 1,785 (1,760)
Total Daily Cities 389 1,207 1,295 1,402 1,426 1,396 1,448
One-Daily Cities. 149 509 716 1,002 1,092 1,107 1,188
% of Total.. 38.3 42.2 55.3 71.5 76.6 77.3 82.0
One-Combination
Cities......... 1 9 27 112 149 161 154
Joint Printing
Cities......... .. .. .. .. 4 11 19
Total Non-
Competitive. . . 150 518 743 1,114 1,245 1,279 1,361
% of Total. . 38.6 429 57.4 79.4 87.3 91.6 94.0
Cities with Com-
peting Dailies. . 239 689 552 288 181 117 87

Source: Raymond B3. Nixon in the Journalism Quarterly.



THE ECONOMIC EFFECTS OF ADVERTISING

BY NEIL H. BORDEN

This is the summary of Professor Borden’s monumental book, The Eco-
nomic Effects of Advertising, published and copyrighted in 1947 by
Richard D. Irwin. This material is here reprinted by permission of author
and publisher. Professor Borden is professor of advertising in the Gradu-
ate School of Business Administration at Harvard.

DOES ADVERTISING INCREASE DEMAND FOR TYPES
OF PRODUCTS AS A WHOLE?

STUDY OF DEMAND for a wide range of products leads to the conclu-
sion that basic trends of demand for products are determined pri-
marily by underlying social and environmental conditions, and that
advertising by itself serves not so much to increase demand for a
product as to speed up the expansion of a demand that would come
from favoring conditions, or to retard adverse demand trends due
to unfavorable conditions. The demands for some products, for
example, lettuce, sugar, green vegetables, and professional services,
have grown even though the products are little advertised, for
underlying social and environmental conditions have been favorable
to expansion of their demand. Other industries for which there have
been underlying conditions favorable to demand expansion have
had their demand more rapidly expanded through use of advertising
than would have occurred without such advertising. Among the
products studied, this quickening of expansion has occurred in the
case of cigarettes, dentifrices, oranges, automatic refrigerators, and
other mechanical products such as automobiles, radios, and electric
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washers. On the other hand, for certain products for which under-
lying conditions caused adverse demand trends, demand was found
to continue to contract in spite of considerable expenditures for
advertising and promotion. Such was the situation with cigars,
smoking tobacco, furniture, wheat flour, and men’s shoes. In these
instances advertising was powerless to reverse underlying declining
trends, although it probably served to retard the declines. In other
instances, certain products have had relatively constant per capita
consumption over a period of years, even though substantial adver-
tising was devoted to them. In short, such contrasting demand
situations as mentioned above led to the conclusion that consumers’
wants for products are determined by the character of consumers
and their existing environment. Advertising has not changed people’s
characteristics; it has changed environment only as it has con-
tributed indirectly over a long period in helping to bring a mobile
society and a dynamic economy. In speeding up demand for new
products it has contributed to the dynamic character of the
economy.

DOES ADVERTISING INCREASE DEMAND
FOR INDIVIDUAL CONCERNS?

Advertising can and does increase the demand for the products
of many individual companies, but the extent to which it does so
varies widely and depends upon the circumstances under which
an enterprise operates. An individual company can use advertising
profitably to increase sales only when it serves to stimulate a volume
of sales at prices which more than cover all costs including the
advertising outlay. Advertising’s effectiveness in profitably stimulat-
ing sales for a concern depends upon the presence of a combination
of conditions, of which the following are important.

First, advertising is likely to be more effective if a company is
operating with a favorable primary demand trend than if it is
operating with an adverse trend. With the industry’s sales expand-
ing, each concern has opportunity to strive for part of an increasing
whole. Thus in the tobacco industry some companies in recent
decades have put much of their advertising and promotional effort
on cigarettes, because the demand for cigarettes has been expanding
and promotional effort given to them has been particularly prom-
ising of results in the form of increased volume of sales. On the
other hand, their advertising of cigars, smoking tobacco, and chew-
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ing tobacco has not been carried on with such favorable trends; and
although advertising has been profitably used, each producer has
been seeking to get a share of a contracting total demand.
Secondly, advertising is particularly helpful to individual com-
panies in stimulating demand when their products provide large
chance for differentiation. Conversely, advertising is of smaller help
when there is a marked tendency for the products of various pro-
ducers to become closely similar. Product differentiation provides
the opportunity for influencing consumers to prefer one brand to
another brand. Advertising provides the means for pointing out to
consumers the significance of differentiating qualities. Moreover,
when differentiations of significance to consumers are found, the
seller often can secure wider gross margins than when such differ-
entiations are absent, for when significant differentiations are effec-
tively advertised, consumer valuations are affected. Wide margins,
in turn, provide funds with which to support advertising. Among
the products studied, smoking tobacco, cosmetics, dentifrices, soaps,
electric refrigerators, and automobiles are products which have
provided opportunities for product differentiations, and these in-
dividualizing points have been advertised. Conversely, sugar, salt,
canned fruits, and sheeting are illustrative of products which have
tended to be closely similar, with consequent limitations upon the
use of advertising to increase the demand of individual companies.
A third condition having a bearing upon the effectiveness of ad-
vertising in increasing selective demand is the relative importance
to the consumer of hidden qualities of the products, as contrasted
with external qualities which can be seen and appreciated. For
example, consumers attach importance to the hidden qualities of
mechanical products, such as automobiles, watches, and washing
machines, for satisfactory operation of the machine depends upon
these hidden qualities. Manufacturers of such products find adver-
tising helpful in building mental associations regarding the de-
pendability of their products. Likewise, consumers are apt to give
great weight to the purity, potency, and other hidden qualities of
such products as drugs and cosmetics. Conversely, one reason why
advertising has not been valuable to producers of green vegetables
is the fact that the buyer can inspect the articles and judge their
worth at the time of purchase. The seller’s trade-mark can stand for
no hidden qualities of great significance to the buyer, particularly
in view of the perishable nature of the product. Similarly, in the
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case of fashion merchandise the consumer can judge the elements
of style, such as color and design, and tell whether the product
suits his fancy. These external characteristics often are more impor-
tant to the buyer than are hidden product qualities which may be
associated with a seller’s trade-mark. This fact accounts in consid-
erable part for the relatively small use of advertising to influence the
demand for the branded merchandise of producers of fashion goods.

A fourth condition having a highly important bearing upon the
effectiveness of advertising in increasing the demand for products
of individual concerns is the presence of powerful emotional buying
motives to which the concerns can appeal in their advertising. Thus
in the case of oranges effective appeals to maintenance of health
have helped to build demand for the products of the California
Fruit Growers Exchange. Similarly, manufacturers of cosmetics,
drugs, and food specialties have found in their products bases for
appeal to strong consumer buying motives. Cosmetics are bought
because they promise personal beauty and romance; food and drugs
are bought because they promise health. Often such emotional
appeals have material effect on consumers’ valuations of the adver-
tised products, a fact clearly illustrated in drug and cosmetic
products. In contrast to the above, sugar manufacturers, walnut
growers, sheeting manufacturers, and numerous other sellers have
found their products less adapted to the use of strong emotional
appeals.

A fifth condition of prime importance to the use of advertising
for increasing the demands of individual companies is whether the
company’s operations provide substantial sums with which to ad-
vertise and promote their products. The matter of an advertising
fund for any period turns upon the number of units of the product
which can be sold in the period and upon the margin available for
advertising. The size of the margin depends very largely upon the
effectiveness of advertising in influencing consumer valuations for
a product. This influence of advertising is dependent upon the
extent and significance of product differentiation present and upon
the strength of appeals which may be employed to present differ-
entiated qualities. The amount of margin available for aggressive
selling work depends also upon conditions of competition within an
industry. Cigarettes and dentifrices are illustrative of products which
are purchased by large numbers of consumers at relatively frequent
intervals and on which the margins available for advertising have
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been substantial proportions of selling prices. In consequence, many
sellers in these fields have had large advertising appropriations. In
contrast, although sugar has had large sales volume, its price has
provided very narrow margins available for advertising. Again, the
number of units of electric refrigerators sold is not large as com-
pared with the above products, but the size of unit sale has been
large enough to provide a relatively large margin per unit and, con-
sequently, large total advertising appropriations to individual com-
panies. In contrast, manufacturers of products of high price but of
thin demand, such as expensive clocks and pipe organs for the
home, have been small advertisers because they have not sold
enough units to support substantial advertising programs.

The effectiveness of advertising in influencing selective demand
depends upon the extent to which the five conditions outlined abhove
are present. The combination of conditions which exist rather than
any one condition determines the effectiveness of advertising in
influencing selective demand. The possible combinations are almost
innumerable, and each demand situation as it relates to advertising
use must be studied separately. Of the conditions, those which are
particularly important in rendering advertising an effective means
for increasing the demands of individual companies are the chance
for significant product differentiation, the opportunity to use strong
emotional appeals, the existence of hidden qualities of importance
to buyers, and the existence of circumstances favoring the accumu-
lation of substantial sums to support advertising.

The study of demand shows that the opportunity for the use of
advertising to increase demand varies markedly among different
products. Although advertising for some products can be a very
important means of increasing sales for the advertiser, yet, contrary
to the view of many laymen, advertising does not always pay.
Moreover, the use of advertising, like other business expenditures,
involves risk for businessmen.

The study of demand shows further that even in product fields for
which advertising may be used effectively by some concerns to
increase their demand, other producers find opportunity to gain
sales volume by other means. For example, by eliminating or greatly
reducing the advertising and promotional functions, some manufac-
turers gain desired business by selling at a low price. Moreover,
some sellers elect to use larger proportions of personal selling or
other forms of promotion and less of advertising.
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DOES ADVERTISING INCREASE DEMAND FOR ALL PRODUCTS?

The question of whether advertising has had any effect in increas-
ing the demand for all products has meaning only as advertising
may have played a part in increasing the size of national income.
Demand for all products can increase only as income from produc-
tion increases. Over the past 100 years real national income has
increased fourfold, and during this period aggressive selling and
advertising were increasingly used. The part which advertising inay
have played in helping to bring the increase in national income will
be summarized in connection with the review of advertising’s effect
on investment.

DOES ADVERTISING AFFECT ELASTICITY OF DEMAND FOR PRODUCTS?

Now that the effect of advertising in increasing the demand for
products and for individual companies, i.e., its effect in shifting de-
mand curves, has been summarized, its effect on elasticity, or the
shape of demand curves, is reviewed. The evidence regarding the
effect of advertising on elasticity of demand is not comprehensive
and complete, and conclusions must be based largely on inference
from comparisons and contrasts of the demand behavior of different
products.

DOES ADVERTISING INCREASE THE ELASTICITY OF PRIMARY
DEMAND FOR PRODUCTS?

First is the question, does advertising make the demand for
dlasses of products as a whole more or less elastic? That is, has it
made the demand for products, such as sugar, cigarettes, and
dentifrices, more or less responsive to price changes?

It appears likely that for products whose demand is inherently
inelastic, i.e., whose consumption by individuals is limited by the
character of the products, advertising does not materially affect the
elasticity of demand. For example, although salt has been advertised
to consumers, it scems unlikely that advertising has materially
shifted or changed the shape of the demand curve for salt. Its de-
mand is and has been inelastic. Again, although advertising has
helped in greatly expanding the demand for cigarettes, ie., in
shifting the demand curve, advertising does not appear to have
greatly changed the shape of the curve. The sales of cigarettes fell
somewhat in the 1930 depression, when leading coinpanies generally
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held cigarette prices firm, an action which was equivalent to a nor-
mal price rise. But the decrease was relatively slight as compared
with the decrease for many other products. This behavior of ciga-
rette demand is in keeping with what would be expected from the
fact that cigarette use is habitual with most buyers and their pur-
chases are not appreciably affected by price change. In short, while
advertising has helped induce some persons to acquire the use habit
and thus has influenced total cigarette demand, advertising has not
affected the shape of the demand curve, that is, the responsiveness
of demand to price change.

In contrast to the above examples, for certain products advertising
not only has had the effect of increasing their demand, i.e., of shift-
ing the demand curves, but has apparently altered the shape of the
curves. For example, many new products give evidence, in their
early stages of marketing, of having small and relatively inelastic
demand. Consumers are usually skeptical of a new product. They
are not responsive to a price appeal at such times because of this
skepticism and lack of an aroused desire for the product. Moreover,
limited use of a product prevents the important selling forces of
emulation and imitation from coming into play. As advertising and
aggressive selling are employed, however, to build public accept-
ance for a new product and widening use brings the force of emula-
tion into play, the shape of the product’s demand curve evidently
is altered. Large numbers of people come to desire the product. In
short, in such cases the advertising and promotion have the effect
of making demand more elastic. When public acceptance is once
established, lowering of price generally serves to bring a large num-
ber of buyers into the market. Mechanical refrigerators are an
example of a product whose elasticity of demand was increased by
advertising and aggressive selling. Demand was built up slowly at
first by aggressive selling. After the introductory period, as prices
dropped, large numbers of buyers were brought into the market.
Other new mechanical products which have been heavily promoted
are also believed to have had their demand curves thercby rendered
more elastic, products such as automobiles, radios, oil burners, and
a long list of electrical appliances. Likewise, in other fields, it is
believed that advertising has had the effect of increasing the elas-
ticity of primary demand. For example, in the food field advertising
and promotion have probably increased the elasticity of demand
for such products as prepared breakfast foods, prepared desserts,

|
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and numerous other food innovations which have enjoyed substan-
tial expansion of demand following their introduction to the market.

While conceivably there are products whose total demand be-
comes less responsive to price rise as the result of the building of
strong consumers’ preference for the products through advertising,
no examples of this kind were found during this study, and they are
believed to be few, if any. Dentifrices are a product which from
a priori reasoning was expected to behave in this way. It was thought
that the strong health and beauty appeals employed for dentifrices
would have built such a strong desire for the product that an in-
crease in price would not materially affect consumption. This rea-
soning was not borne out in the 1930 depression, however. When the
price structure for dentifrices generally was held quite rigid in the
depression, an action equivalent to a price rise in that period of
declining prices, per capita sales for dentifrices fell some 25%. The
contraction of dentifrice demand on this equivalent of a price rise
suggests that demand for the product might be stimulated in turn
by a general reduction of price. That this would actually happen is
not supported by evidence. Strangely enough, price appeal has
not been highly effective to individual companies in attracting selec-
tive demand.

DOES ADVERTISING MAKE DEMAND FOR AN INDIVIDUAL COMPANY'S
PRODUCT MORE OR LESS ELASTIC?

From the question of the effect of advertising upon the elasticity
of demand for types of products as a whole (primary demand ), the
review is turned to the question of whether advertising makes the
demand for products of individual concerns more or less elastic.

The evidence indicates that the advertising of brands tends to
make their demands relatively inelastic for varying periods of time.
The data which support this conclusion are found in the relatively
rigid prices of many advertised articles. That brand advertising
would have this effect is natural, for an objective of brand ad-
vertising is to build consumer preferences. Some consumers will
stick by a brand even though its price relationships with competing
brands are disturbed. Clearly the establishment of strong brand
preference has led some manufacturers to act as though these pref-
erences made the demand for their brands relatively inelastic. Rarely
have they tested the inelasticity of their brands by raising and
holding up their prices when competitors have failed to follow a
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similar procedure. Yet numecrous examples were found in which
manufacturers in periods of depression held their prices rigid while
prices generally and the prices of some competitors were being
lowered.

In all such instances price competition was found to come into
play sooner or later, and either demand shifted to sellers with lower
prices or a reduction of prices was forced. The quickness with which
price competition comes into play varies in different product fields.
In the fields of proprietary remedies, the highly individualized na-
ture of branded products and the tendency of consumers to build
strong attachments to brands have given these brands an inelastic
demand over relatively long periods of time. Even in these instances,
however, price competition eventually has developed. Proprictaries
which have become popular have becn copied by other manufac-
turers or by private branders, who have then used the same appeals
as the imitated brands and also have featured the price appeal.
Thus, for example, certain leading antiseptics have been imitated
and forced to reduce price. In the aspirin field, the Bayer Company
has held its prices relatively constant over long periods, but com-
peting aspirins have gained ground.

The demands for individual brands of dentifrices, which are be-
lieved to follow a pattern of price behavior similar to that of many
toilet goods and cosmetics, have been relatively inelastic. Prices
have been held relatively rigid, and although consumers have been
given opportunities to buy dentifrices at lower prices than those of
leading advertised brands, demand has gone primarily to the ad-
vertised brands. Notwithstanding, price competition has entered
this area and gives promise over a long period of gaining headway.

Similarly, the demand for cigarette brands has been relatively
inelastic. Nevertheless, during the 1930 depression, 10-cent ciga-
rettes became generally established when the price differences
between leading advertised brands and 10-cent brands became sub-
stantial, and since that date 10-cent cigarettes have come to claim
nearly one-fifth of the market.

In the food field, manufacturers of food specialties were found
frequently to hold their prices relatively rigid with the onset of
depression and thus to treat the demand for the products as in-
elastic, although there were numerous exceptions to this practice.
The evidence indicates, however, that when this policy has been
followed and private branders have adjusted their prices more
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rapidly than the manufacturers, demand has tended to flow to the
private brands. In such instances manufacturers of advertised brands
either have lost ground or have been forced to reestablish normal
price relationships in order to hold sales volume. In these areas the
effects of price competition were felt relatively quickly.

DOES ADVERTISING TEND TO INCREASE DISTRIBUTION COSTS?

The review of evidence and conclusions is directed now to the
question of whether advertising has tended to increase the costs of
distributing merchandise.

The answer to this question is indeterminate from the evidence
available. One cannot be certain to what extent the increased distri-
bution costs which have attended the growth of industrialism are
attributable to advertising. Yet the evidence, though conflicting in
some aspects, is complete enough to dispel certain misconceptions
sometimes met in the literature relating to advertising regarding
the effects of advertising upon distribution costs.

The rising trend of distribution costs which was concomitant
with the Industrial Revolution was inevitable. In the simple village
economy which preceded the growth of the factory system, the few
purchases of consumers were made without appreciable marketing
costs. With the exception of the limited number of items then in
general commerce, the exchange of merchandise was effected by
direct contact between the buyer and the maker. After the factory
system was established, the growth of large-scale, specialized units
producing a tremendous variety of merchandise necessarily was
accompanied by increasing costs of bringing about exchange. In
addition to such essential marketing costs as those for transporta-
tion, warehousing, and credit, it was necessary also to incur the costs
of bringing buyers and sellers together in the market. Sellers had to
be informed of buyers’ wants, and buyers had to be informed of
merchandise available, if exchange was to take place. The costs of
the selling process, i.e., providing the information and persuasion
needed to effect exchange, became larger as the industrial organiza-
tion became more complex.

But sellers have incurred selling and distribution costs greater
than the minimum which may be deemed necessary to effect ex-
change. They have resorted to competition in advertising personal
selling, and other non-price forms of competition, all of which in-
volve cost. The charge that advertising increases the costs of dis-
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tribution is attributable in considerable part to the competition in
advertising that occurs in some industries.

In a number of the product fields studied there was substantial
competition in advertising and consequently these products had
high advertising costs relative to certain other products. In fields in
which such intensive competition in advertising has existed, the use
of advertising, like the use of other forms of non-price competition,
has increased the costs of distribution, or at least has held these
costs at high levels. In many of these instances, however, consumers
have shown a willingness to pay for the costs which attend the vigor-
ously advertised products, for in large numbers they have not ex-
ercised the options open to them of buying lower-price, non-
advertised merchandise. Instances of this kind were found in many
fields, but especially clear were the instances in the dentifrice, ciga-
rette, and grocery fields.

The sweeping generalization sometimes made that high advertis-
ing costs result in low personal selling costs and other marketing
costs was not substantiated by the evidence of this study. Sometimes
this statement is true, many times it is not. The managements of
individual concerns frequently experiment to reduce their selling
costs by using advertising instead of personal selling or other forms
of promotion. Often in such instances advertising is an economical
alternative, although in other instances it is not. Frequently adver-
tising proves to be an economical and effective complement to
personal selling. In other cases, sellers increase advertising costs
per unit, not with the thought of reducing unit selling costs, but
rather with the idea of increasing the volume of sales or of affecting
consumer valuations in such a way that aggregate net profit may
be increased. In short, sellers do not necessarily use advertising to
attain the lowest possible costs of marketing, but to attain a desired
marketing objective of selling certain volumes of merchandise at
certain prices.

It is not possible to trace on a large statistical scale the full effects
of advertising by manufacturers on the expenses and margins of
distributors who handle advertised products. Whenever advertising
builds a ready demand for a branded product, the costs of selling
that product by the trade tend to be low. Thus, manufacturers’ ad-
vertised brands of cigarettes, grocery products, and numerous other
items have low costs of selling among distributors. Upon such items
distributors ordinarily receive lower margins than they do on similar
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products bearing their own private brands or sold unbranded. But
low selling costs apply to many staple commodities in ready demand
which have relatively little advertising by producers, such as sugar,
butter, potatoes, and so on. Morcover, distributors’ private brands,
once established, may enjoy low selling costs. Whether the reduc-
tions in trade margins of numerous advertised brands are more or
less than sufficient to cover the manufacturers’ costs of advertising
is uncertain. The evidence is inadequate and conflicting.

Indication that high advertising costs do not necessarily entail
low distribution costs was gained from a comparison of the costs of
distributing merchandise under competing methods of marketing. It
was found that those methods which involved highest advertising
costs did not necessarily have lowest total costs of distribution. For
example, in certain instances in which distributors sold under their
own brands, the total selling and advertising costs and the total
distribution costs incurred between factory and consumer were less
than corresponding costs for competing marketing methods in which
the manufacturers sold under their own brands. It should be pointed
out, however, that in such cases the manufacturers primarily shoul-
dered the burden of promoting and stimulating the demand for the
products of their industries and that the private branders benefited
from this promotion and advertising.

There was evidence in numerous cases that advertising has played
a large part in contributing to the size of enterprises, but the data
also showed that increased size does not necessarily mean lower
distribution costs. In fact, there was evidence, though contradictory,
that large concerns may have relatively high marketing costs. It
should be recognized, however, that such a result is not undesirable,
provided the increase in scale permits production costs that more
than offset increased marketing costs.

While the evidence regarding advertising and distribution costs
was adequate to warrant the conclusions outlined above, no answer
was possible to the question of whether advertising has tended to
increase distribution costs as a whole. The distribution cost picture
is obscured by the fact that advertising and distribution cost data of
business concerns relate to numerous combinations of products and
of functional services and these combinations are subject to con-
stant shifting. The over-all effects of advertising on total distribu-
tion costs cannot be traced.
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DOES ADVERTISING TEND TO REDUCE PRODUCTION COSTS?

The answer to the question of advertising’s effects on production
costs is indeterminate. While there is much affirmative evidence of
striking economies in the costs of production which have attended
the concurrent growth in size of industries and in use of advertising
and aggressive selling, it is impossible from cost data to trace a clear
causal relationship between decreased production costs and adver-
tising. Only limited and tentative conclusions regarding advertising’s
effect on production costs are warranted by the evidence.

Over a long time span, aggressive selling and advertising have
played a more or less important part in different industries in making
possible the volume of demand necessary for the establishment of
factories whose costs have been low as compared with the costs of
handicraft methods of production. Advertising evidently has had an
indirect effect in reducing production costs in numerous industries,
not only through its contribution to growth in scale of operations
but through its contribution to technological development, points
which are summarized later.

In the study of specific industries, numerous instances were noted
in which manufacturers employed advertising to help gain sales
volume and in which the increase in size was attended by econo-
mies, which in varying degree offset advertising expenditures. In
certain instances studied, advertising played a considerable part
in building industry demand, and the economies gained through
increased size of factories as industry demand grew were apparently
greater than the promotional expenditures. Among products dis-
cussed at length, this condition evidently held in the early days of
the cigarette industry and clearly in the case of mechanical re-
frigerators; less intensive study of numerous other industries indi-
cates that the condition has frequently held true.

Not all industries, however, have had to rely upon the stimulus
of advertising to build a demand sufficient to support low-cost manu-
facturing operations. The sugar, shoe, and sheeting industries, for
example, grew to large size without much influence from advertising
in stimulating primary demand, although aggressive selling in other
forms was used.

Once industry demand has been established, it is possible for pro-
ducers to seek a volume of sales large enough to permit low costs
of manufacture without employment of a substantial amount of
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advertising. This generalization applies clearly to industries such as
the sugar industry, which never has been a substantial user of ad-
vertising, but it applies as well to industries in which many pro-
ducers are advertisers. Thus, not only do numerous sugar refineries
attain low costs of production with little advertising, but the same
is true of certain producers of cigarettes, mechanical refrigerators,
dentifrices, and numerous other products, who are operating in in-
dustries which have relatively high average ratios of advertising
costs. As pointed out elsewhere, in the latter instances the advertisers
have assumed the burden of building demand for these products
and the nonadvertisers have benefited therefrom.

Sweeping claims of production economies resulting from and
maintained by advertising are not in accord with the facts given
above. In many industries, concerns which are nonadvertisers or are
relatively small users of advertising have low production costs.
These concerns have been able to attain a profitable volume of sales
through special contracts with large customers, through an appeal
to consumers on the basis of price, or through some form of promo-
tion and selling other than advertising.

Production economies, furthermore, do not always attend large-
scale operations. In some industries relatively small plants may enjoy
low production costs. This condition may be the result of the char-
acter of manufacturing processes, or it may be attributable to a type
of demand which necessitates small runs of a product, as in the
cutting-up trades and in the shoe industry. In these instances fashion
has made the use of standardization of production runs and mass
production methods beyond a certain point unprofitable. Accord-
ingly in these industries relatively small firms often operate with
production costs as low as those of large concerns.

Apart from the question of advertising’s effect on production costs
through economies that might be gained in size, there is the question
of the value of advertising as a means of attaining low overhead
costs. The question posed is whether advertising serves to bring
stability of demand and relatively constant use of plant, with sub-
sequent lowering of overhead costs.

The contribution of advertising as a means of attaining low over-
head costs in this way has frequently been overstated. To begin
with, advertising in itself does not insure stability of operations to
a concern. While it helps many businesses to gain the relative sta-
bility of demand which comes when a firm builds strong consumer
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brand preference, nevertheless in an industry in which competition
is carried on largely through advertising, the relative standing of
sales of individual companies turns not so much on whether the
concerns advertise, as on how skillfully they advertise in comparison
with competitors. Moreover, stability of sales depends upon good
merchandising and numerous factors other than advertising. In the
next place, the importance of stability as a factor in costs depends
upon the amount of fixed costs under which a concern operates.
The study indicates that businessmen do not have uniform and
clear-cut ideas of their fixed and variable costs. Accordingly, what
some of them class as overhead costs are not always in accord with
the economist’s definition of fixed costs. When fixed costs are taken
into consideration, the evidence shows that for many products sub-
stantial fluctuation in the output of manufacturing plants does not
produce appreciable changes in overhead charges per unit, al-
though in certain instances where fixed costs are large, variations in
costs are appreciable with fluctuation of output.

While the evidence regarding production costs warranted the
conclusions which have been stated in this section, the evidence
relating to production costs is especially unsatisfactory. Advertising
and production cost data concerning specific industries, whether
drawn from primary or secondary sources, are not satisfactory be-
cause business firms do not keep their records in a form which fits
the needs of such economic analysis. The cost data obtainable arc
usually nonuniform and incomplete and generally cover only a
short time span. In addition, the variables which bear upon size of
production costs are too many to permit a sure determination of
causal relations between size of operations and size of production
costs. Because of these difficulties it is doubtful whether adequate
and satisfactory cost evidence will ever be available.

DO ALL ADVERTISING COSTS ENTER INTO EQUILIBRIUM cosTs?

In effect the question as to whether advertising costs enter into
equilibrium costs is an inquiry as to whether all advertising costs are
costs which are incurred in the maintenance of an equilibrium, or
balance, between the forces of supply and demand. Or are some
advertising costs to be looked upon as growth or innovation costs
which have the effect not of maintaining an equilibrium, but of
raising the level of demand and supply in an industry, i.e., in estab-
lishing a new equilibrium?



266 MASS COMMUNICATIONS

Analysis of evidence regarding the growth of industries leads to
the conclusion that in some immeasurable degree advertising and
selling costs, particularly those devoted to new products and product
differentiations, should be looked upon as growth costs, costs in-
curred by entrepreneurs in raising the level of economic activity.
From the standpoint of the individual enterprise, they represent
costs to establish a business, and like research expenditures incurred
in developing a new product, they contribute to the growth of an
industry. Their outlay is made not to maintain an equilibrium but
to facilitate investment necessary to establish an industry and reach
a new equilibrium.

For many commodities, in order to build a large primary demand
which will make profitable the investment in an enterprise, business
concerns often spend large sums on advertising and aggressive sell-
ing. Like the sums spent on product research, the advertising and
selling outlays for developing a market often are not included in
the current prices, but managements expect temporary losses and
anticipate their recovery from profits on the increased sales volume
of later years. Case evidence shows that it is common experience
for new product ventures to show losses for several years after being
launched, losses due in considerable part to the advertising and
aggressive selling efforts incurred.

In most industries which have been built by the aggressive selling
efforts of innovators, imitators enter the market to profit from the
demand that has been built up. Often these new entrants make small
outlay either for product research or for advertising and selling
effort by which to maintain the demand of an industry at existing
levels, or to raise it to new levels. Frequently they make their bid
for business on a price appeal made possible by low costs. Their
entry into the market and the elasticity of demand which they
exploit are made possible by the aggressive selling efforts of innova-
tors. In short, the imitators often ride on the coat-tails of the
innovators.

The extent to which growth costs enter into equilibrium costs and
prices depends upon the date of entrance of the imitators and on
the marketing strategy which they use. If they enter at an early
point and employ price competition, the growth cost of the in-
novator may not be fully recovered. In short, under these conditions
growth costs may not fully enter into equilibrium costs and prices.
In a far larger number of cases the innovators recover their growth



THE ECONOMIC EFFECTS OF ADVERTISING 267

costs and then continue advertising and aggressive selling costs at
a high level. In numerous instances a condition of competition in
advertising and other non-price forms exists. Under these conditions
the advertising costs tend to enter equilibrium costs and be borne
by consumers in prices.

Because of the tendency of business firms to maximize profits and
to compete in advertising and non-price forms, the imitator who en-
ters the market and makes his bid for business on a price basis
performs a significant social service. By keeping his selling and
marketing costs low and by offering consumers the option of low
prices, he serves to help hold down competition in advertising and
other non-price forms. In short, he serves to help bring low costs
and low prices in established industries. On the other hand, the
innovator should be given credit for the important social service he
performs. He develops improved products and builds for them a
public acceptance and demand which calls into being the invest-
ment made by himself. Likewise he paves the way for imitators.

The innovator must have the prospect of recovering growth costs
if advancement in the economy is to occur, and such recovery makes
necessary some degree of monopoly, such as is provided in patents,
secret processes, brands, and so on. If the prospect of recovering
growth or innovation costs is present, enterprisers are more likely
to take the risk of incurring such costs than if such prospect is ab-
sent. The prospect for recovering such costs is enhanced if the
innovator has in view the protection afforded by some degree of
monopoly elements such as patents, secret processes, or the estab-
lishment of strong brand preference from early and aggressive de-
velopment of a market. In short, the chance to have such protection
in some degree is a stimulant to investment, upon which economic
progress depends.

DOES ADVERTISING TEND TO PROMOTE CONCENTRATION OF SUPPLY?

No clear-cut answer of general application can be given to the
question of the degree to which advertising tends to promote con-
centration of supply. In certain industries advertising has been em-
ployed to bring concentration of demand upon a few suppliers. In
bringing concentration of demand it has probably had some, though
not strong, influence in keeping down the number of suppliers.
Whenever advertising has been effective in building strong brand
discrimination this buyer preference for established brands has been
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one factor to discourage the entry of new brands into the market,
because it has required any new entrant to make considerable outlay
for aggressive selling costs to secure substantial volume. A number
of cases were found in which manufacturers or distributors decided
against entry into certain product fields because of the entrenched
positions of leading advertised brands. On the other hand, other
forces appear to have a much more important bearing on concen-
tration of supply than does advertising. In a number of fields in
which advertising has played an important role in marketing and in
which manufacturers’ advertised brands have been dominant, the
total number of brands in the market has been large because forces
other than advertising have favored easy entry of suppliers. Thus
there are many brands of dentifrices even though demand is con-
centrated among a dozen or so brands. Similarly, numerous brands
and suppliers are to be found in cosmetic and grocery product fields
in which there is a relatively high degree of concentration of de-
mand. In such industries, not only a potentially but an actually
large number of suppliers exist in spite of advertising’s effectiveness
in building brand leadership for a limited number of concerns.

In industries studied it was found that some entrants by using
price competition have found it possible to establish themselves
without the risk of advertising expenditure. Thus the 10-cent
cigarette manufacturers entered the market with small advertising
outlay, and similarly certain manufacturers of dentifrices and food
products have obtained business from private branders without
use of advertising. These are examples of a widespread phenom-
enon.

In some of the industries studied, in which there is concentration
of supply, the leading companies are large advertisers, but forces
other than advertising have an important bearing on the degree of
concentration. Thus, in the cigarette field, the need of heavy capital
outlay for tobacco inventories and for plant investment has tended
to keep down entry probably as much as the risk of capital for the
promotional outlay to establish new brands. Again, in the automo-
bile, refrigerator, and petroleum industries, although the leading
companies are advertisers, advertising does not appear to be among
the more important factors in bringing about the concentration in
those industries. The reasons for concentration of industries are
numerous and have not been investigated in this study, except
for an appraisal of the part which advertising has played in the
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instances studied. In numerous industries in which a TNEC
study! shows relatively high concentration, such as the meat,
copper, iron and steel, rayon yarn, sugar, and electric bulbs, ad-
vertising has played practically no part in bringing concentration.
In short, although advertising has been a factor in the development
of concentration in certain industries, it does not loom large among
the causes.

DOES ADVERTISING TEND TO INJURE OR DESTROY PRICE COMPETITION,
THUS IMPEDING NORMAL BEHAVIOR OF THE COMPETITIVE SYSTEM?

The evidence indicates that in many industries advertising tends
to impede quickly-acting price competition, but in no case does it
prevent it ultimately. Each of the industries studied has presented
a different pattern of competition. The extent to which competition
has turned upon price has varied from industry to industry; the
extent to which individual brands have been free from meeting
competing prices has also varied. In industries in which the op-
portunity for product differentiation has becn great and for which
buying motives other than price have been effective among con-
sumers, brands have become important guides to buying; and com-
petition has tended to turn toward advertising and aggressive sell-
ing rather than toward price. Thus in certain industries studied,
notably the cigarette, smoking tobacco, cosmetics, and drug in-
dustries, most producers have elected to compete on product
differentiation and non-price forms; and price competition in
numerous instances has been postponed for a long time. The areas
in which price competition has been least effective, in which ad-
vertising and aggressive selling have been most intense, and in
which margins between manufacturing cost and selling cost have
been widest are the drug, cosmetics, and toilet goods fields. Con-
sumer buying here has been less influenced by price than in most
product fields. The advertising appeals to motives of health, beauty,
and romance have been powerful; and consumers generally have
lacked a basis for appraising product quality or performance since
results from usage have not been subject to close check. Demand
has gone primarily to the advertised products, and the degree of
price competition found in many other industries has not been
present.

1 Temporary National Economic Committee, Monograph No. 27, The Struc-
ture of Industry (Washington: U.S. Government Printing Office, 1941).
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In contrast to the situation in the drug and cosmetics field, compe-
tition in advertising in many fields is limited, and competition in
price acts more quickly. This effective price competition does not
allow margins permitting extensive advertising. The evidence shows
that each well-known brand in any product field has what may be
termed a “reputation” value, which permits it to obtain from con-
sumers a price somewhat above that obtained for merchandise
which has comparable objective characteristics but which has not
had the advantage of being made well known. In most instances
brand reputation has been backed up by and built around product
differentiation of some kind. Thus the price difference between the
brands is associated with differences in product qualities as well as
differences in reputation built through advertising. For most prod-
ucts the well-known brander can permit to the less-known brand a
certain price advantage without losing his competitive position, but
when he puts too high a value on reputation and product differentia-
tion, then demand flows away.

The freedom of pricing by sellers and the opportunity to carry
out competition on non-price forms rather than on price were found
to be limited in all product fields. Even in industries in which con-
sumers have been particularly susceptible to advertising influence
and in which leading companies have been prone to battle in ad-
vertising rather than in price, competition in price ultimately has
entered. For example, in the 1930 depression the 10-cent cigarettes
entered a market long dominated by advertising competition, and
in 18 months gained 25% of total consumer demand, when sold at
a retail price differential of 4 cents to 5 cents a package under the
prices of leading brands. In the case of dentifrices, toilet goods,
drugs, and numerous other products in which advertised brands are
dominant, consumers have been given the options of buying little-
advertised private brands and manufacturers’ brands at low prices,
although they have not availed themselves of the opportunities in
large numbers. In all such instances they have had the chance to
balance price against the product differences and reputation offered
in the advertised brands.

The evidence leads clearly to the conclusion that in the economic
structure there are strong forces to counterbalance any tendency
for competition to turn solely to non-price forms and for sellers to
be free from price competition. In most fields in the course of time,
sellers appear who elect to offer consumers opportunity to buy
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merchandise on a price basis. For instance, numerous data relating
to private branding practices of distributors show them to be an
important counterbalancing force against those who choose to
compete in product differentiation, advertising, and other non-price
forms. They provide consumers with the option of buying on a price
basis or of choosing the differentiated product with special charac-
teristics made known through advertising,.

There was considerable evidence to indicate that price compe-
tition tends to reassert itself particularly in periods of depression.
Many manufacturers of advertised products have tended to hold
their prices relatively rigid at a time when the value of money to
the consumer is increasing. Such times have been fruitful for those
sellers who make their appeal on a price basis. Thus it was found
that large-scale distributors who have been more flexible in pricing
their brands than manufacturers have increased the sales of their
private brands in competition with advertised brands. Again, the
10-cent cigarettes provide an example.

One of the charges made against advertising as it affects prices
is that it tends to bring concentration of supply, and that concentra-
tion leads sellers to set prices with reference to the potential retalia-
tory action of competitors. Thus normal price competition is said to
be hindered because prices are not determined free from the influ-
ence of individual sellers.2 Do large advertisers who provide a con-
siderable share of the total supply follow a live-and-let-live policy in
their pricing, that is, do they set prices with reference to competitors’
actions and establish their prices at points which maximize profits?
Direct evidence from advertisers upon this point is not available,
and conclusions have to be drawn by inference from price data. In
certain fields where competition has been carried out among a small
number of companies largely through advertising, and in which
consumers in large numbers have not been attracted by the price
appeal of non-advertisers, pricing data give the impression that
leading companies in numerous instances have been guided in
their pricing policies with reference to the activity of competitors.
In such instances, since competition in advertising rather than
competition in price has given promise of greatest profit, these
concerns have elected to compete on that basis. In other instances,

21t is recalled for the general reader that the theory of pure competition

assumes that individual sellers and buyers have no appreciable influence on
the determination of market price.
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however, in which there has been high concentration of supply,
there is no evidence that such a live-and-let-live pricing policy has
been followed. The managements have apparently set their prices
without particular reference to competitors’ actions, but at the level
they have felt necessary to gain desired business or to hold their
positions in the market. Under conditions of relatively high degrees
of concentration of supply, different pricing practices are en-
countered in different industries and among different concerns.
Concentration is determined by numerous forces other than ad-
vertising, and advertising in itself apparently has little to do with
the pricing practices followed. The evidence indicates that the as-
sumption frequently made that sellers have a perfect knowledge
of costs, of the character of the demand curves for their products,
and of the behavior of other sellers, which permits them to set
prices so as to maximize profits, is far from reality. Prices are often
set with great ignorance on the part of sellers as to supply and
demand conditions.

The study has led to the conclusion that for new industries some
delay in adjustment to strict price competition may be socially
desirable in order to provide profit opportunities that will attract
investment. Managements are likely to make investment when their
chances of recovering their growth costs and of making a profit are
bright. Accordingly, some slowing down in price competition in
early periods may in the long run help to bring an advance in the
level of national income which more than offsets the prices which
consumers pay as a result of the lack of active price competition.
On the other hand, businessmen in their efforts to maximize profits
often are inclined to try to put off entering into active price com-
petition. For this reason the imitators who enter the market to
exploit the elasticity of demand made possible by pioneers in the
field perform an important social service.

DOES ADVERTISING TEND TO INCREASE PRICE RIGIDITY?

Attention is given to this question because of the emphasis placed
by certain economists on price rigidity as a possible cause of failure
of the economic system, particularly as it may be a possible cause of
cyclical fluctuation or, at least, a force to accentuate cyclical malad-
justments and to prolong cyclical depressions.

The evidence shows that advertising has contributed to price
rigidity. The prices of many advertised items have been relatively
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insensitive. In many fields manufacturers have been slow to reduce
prices in times of depression and, likewise, slow to raise prices in
periods of upswing. Among the industries studied, this insensitivity
of prices was found, particularly in the tobacco, drug, toilet goods,
and cosmetics industries, but it was also present in varying degree
in others. From studies made by the TNEC and other agencies it
has generally become accepted that advertised goods have fewer
price changes than unadvertised goods, although therc are many ex-
ceptions to this rule. This relative stability of prices is to be expected,
for advertisers generally make their appeal to buying motives other
than price.

The lack of sensitivity of prices of advertised products indicates
that manufacturers who have established consumer preferences for
their products generally assume that advertising has made the
demand for their brands inelastic and that they can hold prices
relatively stable in times of general price decline without loss of
volume. An impression gained from the study is that advertisers as
a rule, although there are numerous exceptions, have become un-
duly wed to the notion of price rigidity and that they are loath to
explore the possible degree of elasticity of demand for their prod-
ucts. In many instances they do not venture to experiment to de-
termine the effect of lower prices as a means of gaining sales volume.
The evidence indicates that many concerns which have held to rigid
prices apparently have been mistaken in their assumption of the
inelasticity of their brand demands, for competing private branders
who have been more flexible in their pricing have generally gained
business from these concerns in periods of depression.

DOES ADVERTISING AGGRAVATE THE FLUCTUATIONS
OF THE BUSINESS CYCLE?

Advertising cannot be classed as an important causal factor in
cyclical fluctuations, although the way in which businessmen have
used advertising leads to the conclusion that it has tended to ag-
gravate cyclical fluctuations. None of the students of cyclical fluc-
tuation have named advertising as an important causal factor.
Moreover, fluctuations occurred before advertising became an im-
portant factor in the economy.

Advertising as used has tended to accentuate cyclical fluctuations
because expenditures for advertising have varied directly with
business activity. As as considerable employer of men and materials,
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advertising has thus contributed to fluctuations in the use of eco-
nomic resources. As a stimulant to demand for products and services
advertising has been most extensively used in boom times and most
lightly used in depressions. When thus employed it has tended to
accentuate the swings of demand.

The potentiality of advertising as a tool to help reduce fluctua-
tions is illustrated in the case of certain individual companies which
have been farsighted or fortunate enough to develop merchandising
and promotional plans which have permitted them profitably to go
counter to the general practice of their industries. They have main-
tained or even expanded advertising activities at a time when other
firms were contracting. They could do so because they were in a
position to offer product improvements at prices which permitted
them to gain large sales volume even though buying power was
down. Such concerns, however, represent the exception rather than
the rule. Again, in past depressions certain important industries
whose demand was expanding at the time of the advent of de-
pression employed advertising and aggressive selling during the
depressions as one force among a number to help stimulate a de-
mand that aided in bringing readjustment. For example, the auto-
mobile proved a highly valuable product in helping to bring about
economic recovery after the depressions of 1907, 1914, and 1920.
Likewise, mechanical refrigerators, whose demand had just begun
to mount to large proportions in 1929, were extensively advertised
throughout the depression and enjoyed an expanding demand dur-
ing that period. The behavior of these industries is, however, an
exception and is counter to the behavior of industries which did
not have exceedingly favorable demand trends at those times.

One of the principal hypotheses according to which advertising
might be deemed a possible indirect cause of cyclical fluctuation
rests in its contribution to rigid prices. Although prices of ad-
vertised products have tended to be relatively inflexible, recent
studies relating to price flexibility tend to disprove the thesis that
price rigidities can be looked upon as a chief causal factor in cyclical
fluctuations. Accordingly it was concluded that advertising as a
causal factor through its effect upon price rigidities was not signifi-
cant. The most that can be said is that advertising is an integral
part of a business system subject to fluctuations. Many activities of
businessmen have some bearing on cyclical fluctuation, and of these
advertising is one; but there are numerous other parts of the eco-
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nomic system, such as the use of money and credit, which are
much more important causes of fluctuations.

DOES ADVERTISING TEND TO IMPROVE TIE QUALITY AND RANGE
OF MERCHANDISE?

The answer to the question of whether advertising tends to im-
prove the quality and range of merchandise is decidedly afirmative.
Advertising and aggressive selling have made an important contri-
bution to the satisfactions of consumers through their part in stimu-
lating the development of a wide range of merchandisc and of
product improvement. The part of advertising and aggressive selling
here has been indirect, but nevertheless real and important. These
two forces have played an integral part in a free enterprise system
that has given a growing, dynamic economy. Business manage-
ments have relied on these selling forces to speed up the adoption
of important inventions and product improvements, not only to
enable their enterprises to recover research expenses devoted to
product development, but also to afford a basis for new investment
from which to profit.

In the matter of new major inventions, advertising’s part has been
that of affording to enterprise a larger and more speedy profit than
would occur without such selling methods. New inventions do not
come into the world in full perfection, but as relatively crude, ineffi-
cient products which are gradually perfected through painstaking,
laborious efforts. Business is spurred on to such development effort
by the hope of profit, but profit on new products and improvements
has generally been realized only as a result of aggressive cultivation
of the market and of educating and influencing consumers to a
realization of the satisfactions the new products would give.

Advertising and aggressive selling have led to much more rapid
adoption of major inventions than would have come without their
use. Consumer adoption is slow; it depends not only on stimulation
by the producer but also on the perfection of the product and on
low selling prices. Advertising and aggressive selling have con-
tributed to fulfillment of all these requirements. In building con-
sumer acceptance, they have led to a relatively quick establishment
of large-scale demand, upon which low prices have often depended.
In turn, they have been a stimulant to product improvement.

Advertising and aggressive selling have had their most direct and
important influence in widening the range of merchandise through
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the part they play in stimulating product differentiation among
brands. The desire of producers to offer under their specific brands
products which will be preferred by consumers has led them to a
constant experimentation with possible combinations of desirable
product qualities. Technology has been called upon to develop new
and improved products which some group of consumers might
prefer. The quest is for the desirable product, but always manage-
ment has in mind aggressively promoting the improved product and
is influenced by its desires for ideas which it may use in its adver-
tising and selling efforts. Thus, advertising and selling are an in-
tegral part of the system, and out of the system has come a
tremendous range of merchandise.

As part of the process of stimulating product differentiation, ad-
vertising has contributed to progress in merchandise improvements.
As a result of the process of constantly offering new differentiations,
enterprise has placed on the market improved products which better
fill consumers’ desires and needs than did previous products. This
product improvement has been rapid and striking in the case of
relatively new products, such as automobiles, radios, refrigerators,
washing machines, and other mechanical contrivances. Over a
relatively short period of years such products have been made far
more efficient and dependable than those which preceded them
and have been offered at prices which generally have been but a
small fraction of the prices of earlier years. But even for merchan-
dise long on the market, the improvement has been substantial
over a period of time; this is true, for example, of products such as
gasoline and sheeting, which at any one time appear to critics to be
relatively standardized. One must employ a time span to discern the
full effect of the drive for differentiation on product improvement.
Always the improvements of one manufacturer which have proved
desirable have had to be matched by competitors. Competition has
taken place on a higher level of quality from year to year.

In addition to its effect in stimulating improvement, advertising
has also had an effect on product quality through its influence on
maintenance of quality of products sold under brands. While brands
are not necessarily a guarantee of uniformity of product quality, the
desire of businessmen to profit from continued patronage usually
has led them to maintain quality. Although maintenance of brand
quality is not entirely dependent upon advertising, nevertheless ad-
vertising has some influence because the advertised brand usually
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represents a goodwill asset which has been built at considerable
expense, and injury to which would represent a business loss.

In their practice of differentiation, businessmen have placed upon
the market many product differentiations that have appeared trivial
and foolish to many people, but out of the process has come a re-
markable product advancement. What is significant in product
differentiation can be determined in a free society only by the action
of consumers in the market place. Differentiations criticized as
meaningless often prove to be significant to some consumers. Only
through trial and error in the market can progress be made in mer-
chandise development.

DOES ADVERTISING TEND TO INCREASE OR DECREASE
THE REAL NATIONAL INCOMEP

Advertising and aggressive selling as integral parts of the free
competitive system have been a significant force in increasing the
investment in productive facilities and in advancing the technology
of production, two developments which have largely accounted for
the fourfold increase of real national income per capita during
the past 100 years. The tremendous advance in material welfare
which has come since the Middle Ages would have been impossible
without the building of a large-scale productive machine employing
improved technology and management skills. But such an improved
productive machine was called into being only as the result of
strong social forces. On the one hand, there were forces to increase
the willingness and desire of people to consume at a high quanti-
tative level, for this willingness is not inherent in a population. On
the other hand, there were forces leading to investment in pro-
ductive facilities and to improvement in technology.

The willingness and desire of peoples in Western countries to sup-
port a high level of consumption is basically attributable to social
changes that have given these countries a mobile society in which
individuals have been free to rise from the lowest to the highest
class and have been able to aspire to the consumption of all types of
products in the market. With the development of social mobility, the
introduction of new wants and an increase in consumption were
possible. Such changes were essential to the growth of industrialism
and a dynamic economy.

From a long-range point of view, aggressive selling and adver-
tising probably have played a considerable but undeterminable
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part in the formation of mental attitudes necessary for a high level
of consumption. The study of demand in this volume has indicated
that what people want is determined largely by their social back-
grounds and habits. New products have been accepted by people,
but the demand for them has grown relatively slowly. Once new
products have been accepted by a few consumers, however, con-
sumption usually has expanded through much of the social group.
By helping to expand the use of products, advertising and selling
have permitted the strong buying motives of emulation and imita-
tion to come into play relatively quickly. They have played a par-
ticularly important part in bringing first sales, upon which emulative
consumption depends. The new wants and new products, which
they have helped to bring, in turn have become a part of environ-
ment influencing the further expansion of wants and desires of
consumers.

While changes in social conditions and the forces of selling pro-
vide an explanation of growth of wants and willingness of the popu-
lation to consume, this willingness could not have been satisfied had
not the productive machine been called into existence. The produc-
tive machine which makes the products available provides the con-
sumer income with which to purchase products. The existence of
both the products and the income of consumers depends upon risk-
taking by businessmen who see an opportunity for profit through
making and selling goods which they think consumers will want.
Their risk-taking activities bring the investment in factory and pro-
duction facilities, which not only produce goods for consumption
but employ labor and pay the wages and the return on capital upon
which consumer income depends. In short, the activities of entre-
preneurs create the markets for their own products.

Advertising and aggressive selling have an influence upon invest-
ment because they are important, integral parts of the system which
leads to investment. Advertising and aggressive selling in them-
selves have not been the causes of the launching of new enterprises,
or of the expansion of old, but they have been important elements
whereby the new or enlarged enterprises might hope to gain a
profitable demand. They frequently have been helpful in speeding
up a demand which has called for increasing investment. They have
promised the stability of demand and of profit to an enterprise
which is attractive to investment. By such means have factories
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been built, men employed, and the products and incomes for in-
creasing consumer satisfactions been established.

While advertising and aggressive selling have probably had
greatest influence upon investment in new industries, they have
also played a part in helping to increase the demand of established
industries, which has called for investment to expand productive
facilities. Even in the case of declining industries, the selling force
has been employed to try to hold demand and thus to protect the
investment in those industries against the inroads of the new in-
dustries. In some instances selling has also served to stimulate
demand for new improvements in the products of declining in-
dustries and thus has served to give to the industry a new life cycle
calling for investment.

Advertising and aggressive selling have also had a close relation-
ship to the improvement in technology, which is one of the impor-
tant explanations of the increase in national income. Technological
improvements have come in considerable degree as the result of the
activities of the producers of industrial goods. The spur to such pro-
ducers to bring out improved machines has come from the oppor-
tunity to profit from meeting the desires of industrial buyers for
more economical and efficient machines and materials. In turn, in
the industrial goods field advertising and aggressive selling have
played a part in promising to the enterpriser a profitable demand
and thus have attracted investment.

In the free economy there have been frictions and resistances to
technological advance and to investment in new enterprises pro-
ducing improved goods; but the profit urge of enterprisers has been
a force more than strong enough to overcome such resistances.

It is generally recognized that while the dynamic society which
advertising and selling helps to produce has brought a high standard
of living and in the main is desirable, it has serious shortcomings
and drawbacks. Neither investment in plants to produce new prod-
ucts nor investment in labor-saving or capital-saving machines has
brought unmixed gain to the consumer group, for the new has
caused obsolescence of the old. It is believed, however, that the
losses from obsolescence, though they sometimes seem large, are
not to be overemphasized. Demand for a declining industry gen-
erally does not disappear all at once; nor are products in use either
among consumers or among industrial users made useless thereby.
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Consumers’ goods are generally used through second-and third-
hand markets until their uscfulness has gone. New machines are
not substituted for old until the new are certain to pay their way.
Moreover, business has learned to adapt itself to rapid change
when necessary. In spite of losses and dislocations that are incurred
in the process of change and growth, the balance so far as con-
sumer incomes and rising standards of living are concerned has
clearly rested in favor of change.

Possible Dangers

Now that the answers to the more important economic questions
have been reviewed, possible dangers associated with the use of
advertising which the study has indicated are summarized. Counter-
balancing forces which tend to offset some of these dangers are
not discussed at length here, but are noted at a later point.

INSUFFICIENT FREEDOM OF CHOICE BY CONSUMERS

The first of these possible dangers is that in some product fields in
which advertising has been particularly effective in building brand
preferences it has probably been a factor in reducing the oppor-
tunity of wide choice by consumers among products, particularly
in so far as the option of buying low-price merchandise is concerned.
One of the criteria employed in this investigation into the economic
effects of advertising has been that the consumer should have in
the market place a wide freedom of choice and particularly that
among choices there should be products of low price.

The evidence indicates that in most product fields consumers do
have a wide freedom of choice, including opportunitics to buy low-
price merchandise in competition with higher-price merchandise
which is differentiated in some way to command the higher price
asked. In certain fields, however, advertising has been so powerful
a force that many consumers have not had readily available choices
of buving low-price merchandise. The brands generally available
have been the extensively advertised brands. Most of the leading
brands available in these fields bear considerable costs for adver-
tising and for other non-price forms of competition. Price com-
petition has been slow to gain a foothold. Among the products
studied this situation has been true especially of certain drug, cos-
metic, and grocery specialty items. Private branders and others seek-
ing demand on a price basis have made little headway in establish-
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ing their brands. The consequence has been that consumers have
had in those fields a limited choice because of the domination of
advertised brands and the lack of an appreciable number of com-
peting low-price brands which are well established and widely
distributed.

It should be pointed out, however, that private branders or others
who make an appeal for business on a price basis have failed to
enter some of these ficlds because the prices of the advertised
brands have been so low as to make the price appeal of the un-
advertised brands ineffective. The saving which the private branders
have been able to offer consumers has not been sufficient to over-
balance in the minds of many consumers the differentiating qualities
and reputation of the advertised brands. Some manufacturers have
been well aware that prices containing an unduly wide margin for
promotion and net profit invite the entry of competition. Hence
they have followed the policy of lowering their margins to dis-
courage the entry of competition. In these cases the threat of price
competition has been effective in reducing margins. In those in-
stances in which manufacturers have maintained their dominating
positions as a result of a policy of price reduction, consumers have
not suffered appreciably from the relative lack of nonadvertised
brands in the market, for the prices of the advertised brands have
contained relatively small advertising costs and net profit margins.

It was found also that opportunity for wide choice by consumers
varies considerably by localities. In small-town and local communi-
ties the choice available is not so wide as it is in cities. The number
of retail establishments is smaller and, consequently, the number
of stores of private branders, who have widened the range of choice
through the offering of low-price merchandise; morcover, private
branders and other price competitors are not equally active in all
sections of the country.

Undoubtedly in many instances consumers fail to realize the
opportunities of choice open to them. Evidence indicates that in
many of their purchases consumers are not well informed or careful.
They are not aware of the qualities of products available to them
or of the satisfactions that might attend their use. Again in certain
product fields appeals which the advertisers use are so strong that
they are particularly effective in attracting consumers who are not
well informed regarding merchandise qualities. In short, the evi-
dence indicates that there is need of consumer education regarding

e
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products beyond that attainable from the persuasive messages of
advertisers. In a free economy consumers need to be equipped to
look out for themselves and should be trained to be wary in their
buying.

INSUFFICIENT FREEDOM OF ENTRY INTO INDUSTRIES

Closely related to the danger just noted above is another possible
danger, namely, the insufficient freedom of entry of new concerns in
certain fields in which competition is carried out largely through
advertising. In these fields the entry of new producers or of new
brands has been made difficult and expensive because of the dom-
inant position of the extensively advertised brands. As has been
pointed out previously, however, it is believed that the restriction
attributable to advertising is not large. While entry of firms desirous
of competing through advertising is made expensive and risky
through the need for large advertising outlay, other firms willing
to compete on a price basis usually have found opportunity to
enter sooner or later without heavy risk in advertising. They have
found this opportunity because large-scale distributors gradually
have tended to seek out sources through which to get merchandise
to establish themselves even in industries where advertised brands
have been strongest. Moreover, in fields where there is an appre-
ciable amount of sales, entry on a price basis is likely to occur if
the prices of the dominating brands become high enough to afford
opportunity for effective price appeal by those desiring to compete
on price. It should be pointed out also that in many product fields
in which there is concentration of demand and in which entry is
difficult, the difficulty of entry is attributable not so much to ad-
vertising as to other causes.

The evidence indicates further that in most product fields where
an entrant has a really superior product, that is, a differentiation
worth promoting, he ordinarily can establish himself in the market.
In such cases advertising is for him an essential tool with which to
make his product known. He has little hope of gaining appreciable
sales volume without its use.

TOO LITTLE PRICE COMPETITION

In some product areas, among them those discussed under the
two previous headings, there has been evidence that demand has
been concentrated among a limited number of producers and that
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there has been too little competition in price on the part of many
concerns and too much reliance on competition in advertising and
other non-price forms. The entry of effective price competition in
some of these fields has been too long delayed.

The presence of active price competition in any product field,
after primary demand has once been well established, is highly
desirable from a social standpoint. It serves as a means of holding
down competition in non-price forms with its attendant costs. The
virtues of non-price competition are appreciable and are worthy of
repeating in this connection. From it comes progress in product
development. It encourages a wide range of merchandise. In addi-
tion, when there is competition in services, such as delivery and
credit, consumers may choose these services, even if they must pay
for them. Their option is widened by such choice. But alongside
this competition in differentiation and other non-price forms should
be competition based largely on price to afford the economy a check
against increasing cost of non-price competition. Effective price
competition tends to reduce or to hold down the costs of distribu-
tion when once the advantages of growth in an industry have been
largely attained. While active price competition was found in most
fields studied, in a limited number it was not present in appreciable
degree.

DANGER OF WASTE IN DISTRIBUTION

The danger of too little price competition is, in effect, the danger
frequently mentioned by critics, namely, waste in distribution at-
tending the use of advertising. When competition is carried on to
a large extent in advertising and other non-price forms, competi-
tive waste may develop in that distribution costs become high or
remain high. The point need not be developed further, for the
conclusion is adequately reviewed above. In so far as advertising
and selling costs incurred by a concern are more than offset by
production economies which result from increased scale of opera-
tions, there can be no complaint that advertising and selling costs
are high and lead to competitive waste. In certain product fields,
however, where advertising and selling costs are high, there is no
evidence that these high costs are offset by production economies
of the concerns which incur them. The high costs persist because
effective price competition has been prevented by the existence of
other strong appeals which have affected consumers’ valuations.
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THE LACK OF SUFFICIENT CONSUMER INFORMATION

The long persistence of relatively high advertising and distribu-
tion costs in some fields is attributable in appreciable degree to the
emotional and the uninformed character of the buying of consumers.
In large part they have not made use of such information as has been
available to them in advertising and other sources regarding ob-
jective product characteristics. To a large extent they have not been
guided in their buying by a careful rationalization of objective
product characteristics in terms of price, and this study has pointed
out that the character of consumer satisfaction does not lead to the
belief that for much of their buying they may be expected to follow
such a behavior. The evidence indicates, however, that there is a
substantial minority of consumers desirous of more information to
guide their buying.

In this connection there is the danger from the consumers’ stand-
point that advertising in itself does not provide the information
which will permit consumers wishing to buy on a logical, informed
basis to do so. Advertising is influence, and it provides information
only as information is effective to indnce buying action. Since de-
tailed factual information has not in itself been an effective means
of stimulating large demand for many products, advertisers gen-
erally have not provided such information.

That it is desirable for consumers in an advanced economy to
have extensive information and knowledge regarding the wide range
of products available to them is axiomatic. If consumers are to get
a maximum of satisfaction from their expenditures, they should have
opportunity to appraise the probable satisfactions that will attend
their choices. They should know what is on the market, for the
greater their knowledge, the more enlightened can be their choice
of goods. Moreover, since goods are not identical, consumers should
have knowledge regarding the qualities of competing goods and the
use and care of these goods. Since there is the danger that adver-
tisers will fail to provide a sufficient amount of information to
satisfy the consumers desiring to buy on a logical and informed
basis, there is need of counterbalancing forces to meet this difficulty.

Counterbalancing Forces

Since advertising incurs the possible dangers summarized above,
what forces exist in the economic system which tend to counter-
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balance these dangers? Attention is directed first to forces tending
to counterbalance the dangers arising from intensive competition
in advertising,

DEVELOPMENT OF CONCERNS ELECTING TO COMPETE
ON A PRICE BASIS

The evidence has indicated that the best protection against the
dangers arising from intensive competition in advertising and other
non-price forms of competition is the presence of concerns which
elect to reduce advertising, selling, and other non-price competitive
costs and to make their bid for patronage on the basis of price
appeal. These concerns serve to give to consumers the option of
low-price purchases; they reduce the danger of excessive compe-
tition in non-price forms and help to assure that the degree of
non-price competition which persists is giving to consumers satis-
factions for which they clearly are willing to pay.

Among the strongest forces in the economy serving as a corrective
of this kind against excessive brand advertising are the large-scale
distributors, who in recent decades have become increasingly active
in establishing their own brands in various product fields and in
offering them on a price basis. These include many, though not
all, of the chains, mail-order houses, voluntary chains, and super-
markets, and a lesser proportion of department stores. Through an
integration of marketing functions they often have becen able when
selling under their own brands to attain economies in over-all mar-
keting costs not attained when the manufacturer carries out the
advertising and promotional functions. Many of the chains, though
not the department stores generally, have greatly reduced their
competition in offering services to consumers. In instances in which
they have followed this policy, they have generally made their bid
for business on a price basis. In addition, because of their size
they have had strong bargaining power, which has often enabled
them to buy merchandise at favorable prices, which, in turn, they
have passed on, in part at least, to consumers.

They have established their own brands first in those fields in
which they have been able to get volume of sales readily and with-
out undue promotional costs. Many of them have been desirous,
however, of extending their brands into fields strongly dominated
by manufacturers” brands. Gradually they have done so, although
the number of private brands in some product fields dominated by
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manufacturers’ brands is still small. Once these brands have become
established, the effectiveness of their price competition has tended
to become greater. Thus they have become an increasingly strong
force to limit competition in advertising and non-price forms in all
the fields in which they have entered with their own brands.

THE COUNTERBALANCING FORCE OF CONSUMER EDUCATION

The danger that advertising will fail to give adequate information
to consumers desiring to buy on a logical and informed basis has
been counterbalanced in part by the development of the so-called
consumer movement, which includes a wide range of activities,
among them consumer education in schools and colleges and the
formation of organizations to advise consumers regarding product
choices.

From the standpoint of maximizing consumer satisfactions, such
movements and activities are deemed natural and desirable develop-
ments. As yet consumer education has made little headway, but it
is gaining in strength.

Ethical Aspects

The summary turns now to a brief review of the evidence and
conclusions upon ethical issues.

The evidence from reports both of the Federal Trade Commission
and of Better Business Bureaus leads to the conclusion that a rela-
tively small percentage of advertising material is of such a character
as to be misleading or false under the standards applied by those
organizations. Yet the volume of such advertising has been great
enough to provide a basis for the feeling on the part of a substantial
minority of consumers that there is a considerable volume of un-
desirable advertising. Part of this adverse attitude is attributable
to a sentiment held by some persons that the use of influence by
businessmen is unethical. This attitude has been frequently reflected
in the writings of certain critics of advertising.

A postulate accepted for this study is that influence is an integral
part of a free system and that it is no more denied to men in their
economic transactions than it is to men in their educational, re-
ligious, political, and other social intercourse. The question involved
is one of determining what is to be deemed ethical in the use of
influence.

Ethics is a constantly evolving concept, and what is deemed
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ethical in selling transactions has changed materially over the cen-
turies. When a long time span is employed, the evidence indicates
that an appreciably higher standard of honesty in selling relation-
ships holds now than held in former times. Furthermore, there has
been a growing attitude that the consumer shall be given more and
more protection and that the seller shall be subject to increasing
limitations on his use of influence. This change is attributable to the
fact that since handicraft days, when exchange was limited and
direct, sellers have gradually attained a relatively more powerful
position than they held formerly. As the range of products bought
by consumers has increased, consumers have become relatively
weaker in the matter of using influence in the exchange process.
The seller now knows his merchandise well, whereas the untutored
buyer has to learn the merits of thousands of items. The consumer
group consequently, has received more and more protection.

This tendency to greater protection of buyers does not mean a
denial of the use of influence to sellers. It means merely that they
must adapt themselves to this tendency in ethical concepts. The evi-
dence indicates that the social group will accept a pragmatic test of
honesty. The group will judge the goodness of the actions of sellers
by their intent and by the end they attain. If business is to avoid
restrictive legislation, however, it must find a way of curbing the
unethical activities of the relatively few sellers who transgress con-
sumers’ sentiments regarding what is ethical, moral, and in good
taste.

Constructive Criticism

Out of this study of the use of advertising by businessmen have
come impressions regarding certain business practices and business
attitudes which have been commented upon along the way and are
reviewed here.

PRICE STRATEGY

One of these impressions relates to a tendency on the part of
many advertisers to fail to give proper attention to the elasticity of
demand either for the type of products which they sell or for their
brands. Consequently, in the opinion of the author, they fail fully
to realize the effect of price upon their sales volumes.

In the case of products which are relatively new on the market or
which are important new differentiations, advertising often has the
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effect of greatly increasing the elasticity of demand. Hence, a tre-
mendous increase in volume can be realized sometimes through
price decreases. New buyers in lower income levels than have been
reached theretofore can be brought into the market by low prices.
While in many instances producers are fully cognizant of the effect
of price and use it to bring expansion, in others they fail to appraise
correctly the effect of price and do not take the risk of reducing
price to test thereby the effect upon volume and profits. Again, they
do not include in their lines of merchandise inexpensive models
that might reach new buying strata. Often as a result of failure
to bring prices down, the leading innovators have paved the way
for relatively easy entry of the imitative concerns which come in
and exploit the elasticity of demand which the innovators’ activities
have built. This study indicates the wisdom from the standpoint of
the business concern of carefully considering the profits it could
gain from greater attention to price strategy.

Attention has been called also at various points to the tendency
of some advertisers to overestimate the extent to which advertising
has made the demand for their brands inelastic, that is, the extent
to which advertising has freed them from price competition. This
fact accounts in part for the relatively high degree of rigidity in the
prices of many intensively advertised items. While brand advertising
does build consumer preferences which permit some freedom from
price competition, every advertiser should realize that when he
permits normal price relationships to become disestablished, he is
likely to lose volume. Numerous cases were found of businesses
which lost much ground in their industry standing by overestimat-
ing the inelasticity induced by the advertising of their brands.

SUPPLYING PRODUCT INFORMATION

Another point to which many business concerns might well give
careful consideration is the supplying of further product information
to consumers. This study has recognized that advertising is essen-
tially influence and that the provision of information in advertising
is determined largely by its effectiveness in inducing consumer pur-
chases. In recent years an increasing number of consumers have
given evidence of wanting increased information. To the requests
of this group, among whom are militant advocates of informative
advertising, some concerns have turned a deaf ear or have voiced
opposition, thereby harming the consumer relations of business.
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Other concerns have recognized that by adopting informative label-
ing they have had an opportunity to win the favor of the group
requesting it. Since a broad survey of advertising usage indicates
that when detailed information is provided it is because buyers
desire the data, concerns in many fields should give careful thought
to furnishing the sort of information which consumers may want
and from which they may benefit. Thereby the business firm itself
may profit. Such a procedure need not detract from the interest,
attractiveness, or persuasiveness of an advertising campaign, which
is essential to low advertising costs.

Business concerns should realize that the consumer educational
movement, which is relatively new and weak, is a natural develop-
ment resulting from the growing complexity of merchandise avail-
able. From an economic standpoint it is a desirable development
because it promises to make consumers able to look after their own
interests. Accordingly, as in the case of other broad social develop-
ments, businessmen would do well to study this movement sympa-
thetically and to adapt themselves to it.

The Place of Advertising In a Capitalistic
Economy—A Final Statement

In the end, what role of social significance does advertising play
in our capitalistic economy? On the whole, does it add to consumer
welfare? The discussion has shown that its use is accompanied by
certain dangers, particularly those attending the tendency of busi-
nessmen to compete in advertising and thus to bring into prices a
large amount of selling costs. On the other side of the ledger, what
is advertising’s offsetting contribution, if any?

Advertising’s outstanding contribution to consumer welfare comes
from its part in promoting a dynamic, expanding economy. Adver-
tising’s chief task from a social standpoint is that of encouraging the
development of new products. It offers a means whereby the enter-
priser may hope to build a profitable demand for his new and differ-
entiated merchandise which will justify investment. From growing
investment has come the increasing flow of income which has raised
man’s material welfare to a level unknown in previous centuries.

In a static economy there is little need of advertising. Only that
minimum is necessary which will provide information regarding
sources of merchandise required to facilitate exchange between
buyers and sellers who are separated from each other. Clearly in a



290 MASS COMMUNICATIONS

static economy it would be advisable to keep informational costs
at a minimum, just as it would be wise to keep all costs at a
minimum.

In a dynamic economy, however, advertising plays a different
role. It is an integral part of a business system in which entrepre-
neurs are striving constantly to find new products and new product
differentiations which consumers will want. Without opportunity
to profit relatively quickly from the new products which they de-
velop, entrepreneurs would not be inclined either to search for
them or to risk investment in putting them on the market. Adver-
tising and aggressive selling provide tools which give prospect of
profitable demand.

The critic must realize that progress in product improvement
comes slowly; merchandise does not come on the market in full
perfection. The constant seeking for product improvements, with
which advertising and aggressive selling are intimately related, has
been essential to an ever-increasing variety of new merchandise.

For much of this new merchandise, advertising and other forms
of aggressive selling play the significant role of aiding the expansion
of demand and the responsiveness of demand to price reductions
upon which widespread enjoyment of the products among the popu-
lace depends. Widespread usage is made possible by low prices,
which in turn require low costs. For many industries low costs of
production depend upon large-scale operations which are not pos-
sible until there is a large volume of sales not only for the industries,
but also for individual producers. Advertising may make increased
sales possible not only through shifting demand schedules but also
through increasing the elasticity of demand for products. Thereby
it provides business concerns with the opportunity to increase
dollar sales volume through price reductions and makes it worth
their while to do so as production costs decrease. In past years in
industry after industry the economies which have come from large-
scale operations and technological developments have been passed
along in lower prices.

As an industry matures and new differentiations, upon which ex-
pansion rests, become less important, then it is particularly desirable
that counterbalancing forces which tend to check and reduce com-
petition in advertising, and which prevent innovators from profiting
over long periods of time from their innovations, should have free
opportunity to operate. Probably the most important of these coun-
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terbalancing forces is that provided in the competition of business
firms which do not make substantial outlays in development work
on which growth depends, either in product development or in
promotion of new merchandise. The price competition of these con-
cerns serves to hold down the costs of competition in advertising
and other non-price forms. The price competition of such concerns
is to be encouraged rather than discouraged by restrictive price
legislation, such as has been embodied in recent years in price con-
trol acts of one type or another.

To the counterbalancing force of price competition may be added
that of increased education of consumers permitting them to choose
intelligently among the variety of goods offered them.

Since advertising has in large part been associated with the pro-
motion of new and differentiated merchandise, a substantial part of
advertising costs should be looked upon economically as growth
costs. They are the costs incurred in raising the economy from one
level to another. From the standpoint of social welfare these costs
have been far more than offset by the rise in national income which
they have made possible. Such costs should not be prevented or
decried. In the future if man’s material welfare is to be raised to
higher levels in our free economy, the spark of enterprise must be
kept glowing brightly; the chance to profit from the new should
continue to exist. So long as individual enterprise flourishes and a
dynamic economy continues, advertising and aggressive selling will
play a significant social role.



TABLES ON THE COST AND SUPPORT
OF MASS COMMUNICATIONS

Year

1930
1935
1940
1945
1950
1955
1957

1950
1955
1957

Consumer Expenditures for Mass Media in the United States

Radio,

Newspapers, TV Sets,

Magazines, Books Records, Radio Motion Total
Sheet and Musical and TV Picture Other All
Music Maps Inatr. Repairs Admissions Admissions  Media

— -(figures in billions of dollars)- ——— —

.51 .26 .92 .03 .73 .09 2.54
.46 .18 .25 .02 .56 .04 1.51
.59 .23 .49 .03 .74 .07 2.15
.97 .52 .34 .09 1.45 15 3.52
1.50 .68 2.46 .28 1.37 19 6.48
1.92 .89 2.79 .52 1.22 .25 7.59
2.7 1.03 2.99 .65 1.12 .30 8.26
Source: U.S. Department of Commerce.
Advertising Expenditures for Mass Media in the United States
Farm Busi- Total
News- Maga- Publi- ness Out- Direct Misc. Audio- Al

papers zines cations Papers door Mail Print Radio TV  Visual Media

14
.20
.36
.51
72
.81

|

—(figures in billions of dollars)—- —_—

.05 .03 .28 .28 .11 .03 1.68
.08 .04 .33 36 .22 .04 2.09
.20 .07 .29 .53 .42 .06 2.87
.25 14 .80 1.02 .61 A7 11 5.71
.42 .19 1.27 1.60 .55 1.01 17 9.02
.57 .21 1.47 1.82 .62 1.2 .20 10.31

Sour;:e: Compiled by Scripps-Howard from Printer’s Ink estimates.
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Expenditures on U.S. Mass Media as Percentages of Gross National Product

Total Percentage of

Expenditures Percentage from Gross National
Year ( billions) Consumers Advertisers Product
1930 5.15 49.3 50.7 5.7
1935 3.19 47.3 52.7 44
1940 4.24 50.7 49.3 4.2
1945 6.39 55.1 44.9 3.0
1950 12.19 53.2 46.8 4.3
1955 16.61 45.7 54.3 4.2
1957 18.57 44.5 55.5 43

Source: Scripps-Howard.

Average Expenditure per Household on Mass Media in the U.S.

Year

Average Expend. per Household Average Percentage

1930
1935
1910
1945
1950
1955
1957

Number of Income Percentage Spent by

Households By By per Spent on Consumers

(thousands) Consumers Advertisers Total Household Media Directly

— ———————(dcllars)

29,905 84.94 82.78 172.22 2,571 6.7 3.3
32,427 46.57 51.81 98.38 1,856 5.3 2.5
34,949 61.52 59 .80 121.32 2,252 5.4 2.7
37.500 93.87 76.53 170.40 4,565 3.7 2.1
43,554 148.78 131.10 279.88 5,214 5.4 2.9
47.788 158.83 188.75 347.58 6,401 5.4 2.5
49,543 166.72 208.10 374.82 6,865 5.5 2.4

Source: Compiled by Scripps-Howard from Bureau of Census and Department of Com-
merce data.

Distribution of Consumer Expenditures among Mass Media

7 Percentage of ConsumeriExpenditures for

Year Printed Media  Radio, TV Admissions
1930 30.3 375 32.2
1935 42.4 179 39.7
1940 38.1 24.2 377
1945 42.3 12.2 45.5
1950 33.6 42.3 24.1
1955 37.0 43.6 194
1957 38.7 44.1 17.2

Source: Compiled by Secripps-Howard.
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Real Increase in Consumer Expenditures for U.S. Mass Media ®

Expenditure
Expenditures per Household in Actual
in Constant Dollars Per cent Dollars
1929 1957 Change  for 1957
ALL MEDIA $91.80 $101.70 +410.8 $166.72
Printed media only 28.48 39.40 +-38.3 64.59
Newspapers and magazines 18.09 26.72 +-47.7 43.80
Books and maps 10.39 12.68 +22.0 20.79
Audio and audio-visual media 63.32 62.30 —~1.6 102.13
Radio, TV receivers 33.84 36.81 +8.8 60.35
Radio, TV repairs 1.01 8.00 +4-692.0 13.12
Motion picture admissions 24,12 13.79 —42.8 22.61
Other admissions 4.36 3.70 —15.1 6.06

Source: Scripps-Howard.
* 1957 figures revised to take into account changed purchasing power of dollar.

Expenditures on Mass Media Compared to Other Recreational Expenditures
and to Total Consumer Expenditures

Mass Media as
Consumer Expenditures on Total Consumer  Percentage of Total
Year Mass Media Other Recreation Expenditures Consumer Expenditures

(billions )
1930 2.54 1.45 70.97 3.56
1935 1.51 1.12 56.29 2.68
1940 2.15 1.61 71.88 2.99
1945 3.52 2.62 121.70 2.89
1950 6.48 4.80 194.03 3.34
1955 7.59 6.63 254.40 2.98
1957 8.26 7.65 282.40 2.92

Source: U.8. Department of Commerce.

Percentage of Support by Consumers and by Advertising

Newspapers and Magazines Radio and Television

Total Percentage from Total Percentage from
Year (billions) Consumers Advertisers (billions) Consumers Advertisers
1935 141 32.6 67.4 .38 71.1 28.9
1940 1.96 34.9 65.1 .74 70.3 29.7
1945 247 39.3 60.7 .85 50.6 49.4
1950 4.36 344 65.6 3.52 77.8 22.2
1955 6.16 31.2 68.8 4.86 68.1 31.9
1957 6.87 31.6 68.4 555 65.6 344

Source: U.S. Department of Commerce.
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Revenue and Expenses of a Typical Daily Newspaper
of 50,000 Circulation: 1958

Operating Revenue

Local advertising $1,468,578 50.98%
National advertising 382,112 13.26
Classified 293,583 10.19
Total advertising 2,144,273 74.43
Circulation 736,654 25.57
Total revenue $2,880,927  100.00
Operating Expenses
Paper, ink $ 592,823 21.98%
Composing room 581,267 21.56
Editorial department 412,645 15.30
Circulation department 317,258 11.77
Advertising department 243,043 9.01
Admin. and general 142,102 5.27
Building and plant 88,428 3.28
Business office 47,208 1.75
Business taxes 34,024 1.26
Stereotype department 67,662 2.51
Press room 79,052 2.93
Photo-engraving 36,339 1.35
Depreciation 46,406 1.72
Provided for doubtful accounts 8,452 .31

$2,696,709  100.00

Operating profit $184,218
Other income 19,309
Total income 203,527
Other deductions 6,609
Profit before income tax 196,918
Provided for tax 102,000
Net profit 94,918

Source: Editor and }’uvﬁsher.






THE COMMUNICATION PROCESS






THE ESSENTIAL ELEMENTS of the communication process are a sender, a
message, and a receiver. In mass communication the sender is a com-
munication organization (for example, a newspaper staff) working with
a communicating machine (for example, the printing press) to send
similar messages (for example, printed newspapers) at about the same
time to large numbers of people. Thus everything is somewhat more
complicated than in face-to-face communication, but the process is essen-
tially the same.

When we talk about the process we are referring to what happens when
a sender transmits a message to a receiver. It seems simple, but it isn’t.
Let’s take the example of a television program. First it is an idea, then a
script, then action in a studio, then electrical impulses on a wire, then
electrical impulses in a receiving set, then light and sound impulses in a
room, then perceived light and sound in the nervous system of some
viewer, then meaning, then, perhaps, a stimulus to action. These are
the changes a message goes through between the impulse to communicate
and the moment the receiver nods his head in agreement.

To understand what goes on, we have to know the answers to questions
like these: How does the sender decide what he is going to communicate?
(The actual choice of a television program, as we know, may take many
months or years.) How does he go about encoding the message? (What
ideas does he put into it, what pictures, what symbols? How does he
organize it? What is he trying to accomplish with itP) What does the
message finally look like? (There is a point, as you know, when the
message is only ink on paper, or electrical impulses in the air, and thus
entirely separate from both sender and receiver.) How does the re-
ceiver happen to select it? (We can pay attention to only a tiny fraction
of all the communication that tries to get to our eyes and ears; we pick
out what we do, apparently, by balancing the degree something promises
to satisfy our needs against the availability of the message. For example,
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other things being equal, we are more likely to see a good television pro-
gram than walk six blocks to get an equally attractive book from the
library.) When a message is received, what does it mean to the receiver?
(What anything means depends on our experience. Since no two people
have had exactly the same cxperience, there is always a good chance of
misunderstanding.) And finally, what does the receiver do about the
message? (Does he reject it as uninteresting or untrue? Does he accept
it and store it away in his memory? Does he take some action—for
example, turn off his television set or write a letter to the station?)

The myth and magic surrounding artistic communication have prob-
ably served to delay for so long the scientific study of the process by
which symbols are communicated between men. Only in the last fifteen
or twenty years has there been noteworthy progress in understanding
this central aspect of mass communication. In that time we have been
gradually filling in the answers to questions like those above.

The selections which follow represent quite different approaches to
this process, which sounds so simple when we describe it as man com-
municating with man but so complex when we begin to analyze it.
Professor Johnson is a psychologist and a general semanticist; his article
follows that line. Dr. Daniel Katz is a social psychologist and public
opinion specialist who discusses the nature of language and the semantic
barriers to effective communication. Dr. Mead is a cultural anthropologist
who throws the light of that discipline on intercultural misunderstandings.
And finally Dr. Elihu Katz, a sociologist, traces the development of
one of the newer hypotheses about mass communication—the so-called
“two-step flow,” by which the ideas and facts of mass communication
are frequently transmitted to the broader public through influential in-
dividuals in the audience.



THE COMMUNICATION PROCESS AND
GENERAL SEMANTIC PRINCIPLES

BY WENDELL JOHNSON

Dr. Johnson is professor of speech and psychology at the State Univer-
sity of Iowa. This is part of his paper, “Speech and Personality,” in The
Communication of Ideas, published and copyrighted 1948, by the Insti-
tute for Religious and Social Studies, of New York. The paper is here
reprinted by permission of the author and the copyright holder.

coMMUNICATION reduces to the event, both commonplace and awe-
some, of Mr. A. talking to Mr. B. And most commonplace and
strange of all—possibly the most distinctively human occurrence to
found or imagined—is the case in which Mr. A. and Mr. B. are
one and the same person: a man talking to himself.

L[ [T = [F>F>[F>/[T ===
1 2 3 4 5 6 7 8 9 10 Ete.

FIGURE 1. Schematic stage-by-stage representation of what goes on when
Mr. A. talks to Mr. B.—the process of communication.

KEY:
1. An event occurs (any first order fact serving as a source of sensory
stimulation)
2. which stimulates Mr. A. through eyes, ears, or other sensory organs,
and the resulting
3. nervous impulses travel to Mr. A’s brain, and from there to his
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muscles and glands, producing tensions, preverbal “feelings,” etc.,
4. which Mr. A. then begins to translate into words, according to his
accustoined verbal patterns, and out of all the words he “thinks of”
he “selects,” or abstracts, certain ones which he arranges in some
fashion, and then
by means of sound waves and light waves, Mr. A. speaks to Mr. B,,
whose ears and eyes are stimulated by the sound waves and light
waves, respectively, and the resulting
nervous impulses travel to Mr. B.s brain, and from there to his
muscles and glands, producing tensions, preverbal “feelings,” etc.,
which Mr. B. then begins to translate into words, according to his
accustomed verbal patterns, and out of all the words he “thinks of”
10. he “selects,” or abstracts, certain ones, which he arranges in some
fashion and then Mr. B. speaks, or acts, accordingly, thereby stimu-
lating Mr. A.—or somebody else—and so the process of communica-
tion goes on, and on—with complications, as indicated in the ac-
companying text.
(Adapted from Wendell Johnson, People in Quandaries: The Semantics
of Personal Adjustment (New York: Harper and Brothers, 1946), p. 472.
For elaboration see accompanying outline of the process of communica-
tion, with discussion, ibid., pp. 469-81.)

© ® No o

The restrictions and distortions of speech with which we are con-
cerned can be particularly well appreciated in terms of the diagram
of the process of communication shown in Figure 1. The diagram
provides a convenient organizing scheme for dealing in an orderly
manner with an exceedingly complex pattern of events. By breaking
the pattern down into a series of stages it becomes possible to ex-
amine the functions and the possible disorders at each stage, as well
as the conditions importantly related to these functions and dis-
orders,

If we begin by having a look at stage 6, as represented in the
diagram, and then work back toward stage 1, perhaps we shall gain
most quickly the clearest possible view of the communicative process
as it is here presented. So far as spoken language is concerned, what
passes in any physical sense between the speaker and the listener
are sound waves and, in cases where the speaker is visible to the
listener, light waves. These waves may be sufficiently mysterious,
but at least they set definite limits to such mystery as there may be
in the transmission of whatever the speaker has to communicate to
the listener. Anything in the way of “spiritual influence,” “value,”
or “the intangibilities of personality” that Mr. A. may succeed in
conveying to Mr. B. is to be described ultimately by the physicist
conversant with optics and acoustics.
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Undeniable as this may be, however, our understanding of com-
munication is to be considerably abetted if we move back a step and
examine the events of stage 6 in relation to the functions and the
possible disorders involved in stage 5. Limiting our considerations
to speech—rather than writing, musical performance, painting, etc.
—we see that the functions at this stage are those involved in the
use of appropriate symbol systems, such as the English language,
for example, including words and the forms according to which they
are arranged. The chief functions involved in speech at this stage
are those of phonation and articulation of sounds. Auxiliary func-
tions include gesture, posture, facial expression, and general bodily
action. It is also to be considered that the manipulation of the situa-
tion is involved—the arrangement of background or setting for the
spoken words. This may include the use of music, banners, sound
effects, color, lighting, clothes, etc. Finally, the means of transmission
are to be taken into account—the use of radio, television, motion
pictures with sound, telephone, speech recordings, or face-to-face
communication.

The possible disorders affecting these functions fall generally into
the following categories: speech and voice defects; anxiety tension
reactions, such as are involved in stage fright or feelings of in-
feriority, which noticeably affect speech; paralyses, diseases, or
characteristics of physical appearance which interfere with expres-
sive bodily action, or which tend to call forth unfavorable reactions
on the part of listeners; lack of skill in the use of background or
staging techniques, together with defects, such as radio static, in
the means and conditions of transmission.

GENERAL SEMANTIC PRINCIPLES AND DISTURBANCES

Certain other disorders of speech, which are more significant from
a communicative standpoint than the ones we have discussed, are
far less commonly known. In fact, until the recent development of
semantics and general semantics many of these disorders were for
practical purposes unrecognized; some had not even been named.
The more important ones are to be most meaningfully discussed in
relation to stage 4 of our diagram. This is the stage of preliminary
verbal formulation, the stage at which the preverbal tensions result-
ing from a sensory stimulation are transformed into words. How
vacuously we take speech for granted is to be sensed from a moment
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of intensive contemplation of this amazing transformation of non-
verbal goings on within the nervous system, and throughout the
organism, into the curiously codified motor responses that we so
glibly refer to as “spoken words”!

One can at least be appropriately humble in recognizing the fact
that no one understands very well just how this fateful transforma-
tion is brought about. But humility need not be carried to the point
of swooning. The fact that does appear to be clear enough, al-
though it is widely disregarded, is that what we verbalize is not—
as the “practical minded” secem chronically to take for granted—
anything that can be called “external reality.” To say, for example,
“The room is hot,” is not, by any stretch of imagination, to make
a statement about the room, as such, “in and of itself.” As our dia-
gram indicates, at least four discernible stages are passed through
before we utter a statement at all. To stick with our homely ex-
ample, there is first of all some source of sensory stimulation in what
we call “the room”—some sort of “cnergy radiations” (stage 1)
which play upon the sensory end organs in our skin. The effect of
these “energy radiations” is that activity is aroused in the nerve
endings, with consequent nervous currents which travel into the
spinal cord and brain. This we represent in our diagram as stage 2.
The resulting “disturbance” (stage 3), which we call “preverbal
tensions,” is determined in part by the character of the sensory
nerve impulses coming into the nervous system and in part by the
condition existing in the nervous system at the moment of their
arrival. Moreover, the incoming impulses are relayed out to muscles
and glands where the resulting activities give rise to proprioceptive
stimulation, with subsequent incoming nerve impulses which com-
plicate and intensify the effects of the original sensory stimulation.
It is this whole complex process which we represent in our diagram
as the preverbal tensions at stage 3. And it is these preverbal ten-
sions that we verbalize.

The crucial significance of this fact is that basically we always talk
about ourselves. Our statements are the verbalizations of our pre-
verbal tensions. It is these organismic tensions—not the external
reality of rooms, chairs, people, sound waves, light waves, and pres-
sures—that we transform into words. What we talk about, then, is
a joint product of reality (regarded as a source of sensory stimula-
tion) and of the conditions existing within our nervous systems at
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the time of stimulation. This joint product is represented as stage 3
in our diagram. The preliminary verbalizations of it are represented
as stage 4.

The basic function occurring in stage 4 is that of symbolic for-
mulation. This function is affected in a determinative way by the
structure of the speaker’s available symbolic systems. In the case of
speech, the symbolic system is the speaker’s acquired language, or
languages—his vocabulary and the rules according to which he uses
it, the information it represents, the flexibility or rigidity with which
he operates with it, and the insight and ingenuity with which he
abstracts, from all the verbal formulations possible to him, those
few statements which he actually utters.

The disorders to be considered in relation to stage 4 are to be
identified accordingly. They fall roughly into three main categories.
They are, first, deficiencies in vocabulary and grammatical form.

While a quite limited store of words, arranged in relatively simple
sentences, might well serve for most purposes of common conver-
sation and small talk, nevertheless present-day communal living and
technological specialization require very considerable language skills
of any citizen who presumes to maintain an intelligent grasp of the
wide range of affairs by which his life is affected. Much can be
done, of course, to simplify the discussion of even relatively complex
social and scientific matters, as has been demonstrated by Rudolf
Flesch in his provocative book, The Art of Plain Talk, and by L. A.
Richards and C. K. Ogden in their publication concerning Basic
English (for an unusually practical presentation see 1. A. Richards’
twenty-five-cent Pocket Book of Basic English). What these in-
ventive students of language recommend as techniques of simplifi-
cation, however, demand, for their adroit application, a degree of
linguistic skill that is not to be come by without effort. The language
skill of a school child who describes a movie, using short simple
sentences and a limited vocabulary, is definitely to be contrasted
with that of a university professor who manages to discuss psycho-
analysis or atomic fission in equally short and simple sentences and
with an equally limited vocabulary. In the case of the school child
there is to be observed a deficiency, perhaps even a very grave de-
ficiency, of language development, while in the simplified speech of
the professor there is to be noted a linguistic subtlety and sophisti-
cation rarely achieved. It is probably as difficult for a highly trained
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scientific specialist to explain his work to a second grader as it is
for the second grader to explain the scientist’s work to the kid in
the next seat.

Vocabulary deficiency, that is to say, works both ways; a vo-
cabulary may be too limited or too elaborate for specific purposes
of 