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Preface

WHEN THE FIRST EDITION of this book was published in 1950,
about 100 television stations were broadcasting programs several hours a day
and about 5,000,000 television sets had been installed in American homes. In
1956, on the publication of the second edition, about 450 television stations
were on the air, many of them 18 hours a day, broadcasting programs to
37,000,000 sets. When the third edition was published in 1963, the number of
television stations had passed the 600 mark and more than 56,000,000
television sets were in use. As this fourth edition is written the number of
television stations has risen to more than 850 and the number of television
sets exceeds 84,000,000. Now virtually all American homes are equipped
with at least one television set; more than one quarter of these houscholds has
two or more sets. In the average home, people watch television almost six
hours a day. From morning through the late evening hours, television now
commands the “‘strongest sustained attention” of most American families. In
competition with television, radio has continued to maintain a place as a
major mass communications medium, but its hold on the American public
has lessened markedly, especially in the evening hours, and its programming
has undergone vital changes.

In preparing this new edition the latest developments in radio and tele-
vision are fully recorded, but the basic intention of the previous editions has
been maintained: to provide a comprehensive, up-to-date textbook for
introductory courses in broadcasting. These courses are now offered in
several hundred colleges and universities. Many of these courses have been
created in answer to student demands; others have resulted from the acquisi-
tion by educational institutions of FM radio broadcasting licenses, television
broadcasting licenses, or closed-circuit studio equipment; still others have
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vi TELEVISION AND RADIO

been organized by faculty members who perceive the value of training in
television and radio and the social significance of the entire broadcasting
enterprise.

Faced with the problem of training students in the broadcasting skills
and supplying them with a body of knowledge about the field, many.teachers
find it difficult to organize and present eflective courses without the aid of
a comprehensive textbook and adequate practice materials. It has been a
matter of real gratification to us that the first three editions of this text won
such wide acceptance from college teachers and students throughout the
country. It is our belief that this fourth edition, prepared on the basis of our
experience in teaching college courses, in educational broadcasting, and in
commercial broadcasting, contains all the basic materials essential to a first
course in broadcasting.

For courses concerned primarily with the social aspect of broadcasting,
Part I, supplemented by such chapters from Part I1 as time will allow, may
suffice. For courses concentrated on training in fundamental broadcasting
skills, Part 11, which introduces the student to television and radio studio
practices and techniques, may be used alone or together with chapters
chosen from Part 1. Thus the text may cover two semesters of study in the
order preferred by the individual instructor. Or the book may be utilized
in one semester by concurrent assignments in Parts I and 11; for example,
in the same week, students may be asked to read Chapters 1 and 16. In our
own teaching we have preferred to link content and skills in this manner.

Knowing how hard it often is to obtain good exercise material for class-
room use, we have provided ample broadcast copy for the various skills
discussed in Part 11, so that the text may be used as a working handbook.
Some of the best scripts included in the earlier editions have been retained,
but these have been supplemented with the most recent examples of broad-
cast copy, a number of them being excerpts from award-winning scripts.
We have obtained clearance for the use of these selections in the classroom,
but we are obliged to caution all readers that these scripts are Sully protected by copyright
and common law and may not be broadcast without permission in writing Srom the
individual authors or copyright holders, as the case may be.

We have chosen to deal with television and radio concurrently because
we believe that study of the nature and influence of the two communications
media can most profitably proceed in this way. In the presentation of pro-
gramming and production skills, we have tended to relate the two media
by comparison and contrast. To satisfy the needs of those instructors who
prefer not to teach television and radio at the same time, we have provided
separate chapters and sections for matters that pertain to one medium but
not to the other. We have also provided separate practice material for pro-
duction exercises in television and in radio. Where institutions lack the
equipment necessary for direct instruction in television, this text should at
least help to orient students to the field of television and to prepare them
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for what they must later learn in the television studio. We believe that those
instructors who want to combine instruction in television and radio will find
in this book a reasonably adequate treatment of both.

Although in conception and execution this volume has been a joint project
throughout, the reader may be interested in knowing the primary responsi-
bilities of the three authors. The original writing of Part I, except for chapter
10, plus chapters 19 and 23 was by Chester. All the other chapters were
originally written by Garrison except for chapter 10, which was written by
Willis, who also did the rewriting that was required to bring this new edition
up to date. One coauthor is an executive in the broadcasting industry;
another is a professor and director of broadcasting at a state university, and
the third is a professor in a state university engaged in the teaching of tele-
vision and radio courses. In this book, however, each of us speaks in his own
right ; the views we express are not to be ascribed to the company or institution
with which we are affiliated.

We voice our thanks to the following people for the assistance they gave
us in obtaining useful materials for this book: Howard Bell, Michael Berla,
Helen Borsum, Bonnie Buchanan, Fred Buckner, Edwin Burrows, Jack
Drees, Paul Dudeck, Michael Eisler, Rodney Erickson, Bill Flemming,
Edwin Glick, Ben Greer, Alan Handley, Lou Hazam, John Kitching, Frank
LaTourette, Karl Lohmann, Merrill McClatchey, Tom McCray, Jack
McGiffert, Robert Newman, R. C. Norris, Dick Osgood, Gail Plautz, Lynn
Poole, Fred Remley, G. G. Roll, Howard Sacher, James Schiavone, Hazen
Schumacher, John Rich, John Turner, Josephine Wenk, Ed Wheeler, Paul
Williams, L.. H. Woodman, and Ben Yablonky. Our appreciation is also
expressed to the numerous individuals, stations, networks, advertising
agencies, publishers, and manufacturers who have permitted us to reproduce
their materials, charts, and photographs. We also thank Mr. Howard
Monderer of the National Broadcasting Company who advanced many wise
suggestions for this book.

We are also greatly indebted to the many good people from whom we
have learned much of what we now propose to teach. A complete accounting
of this debt cannot be made here, and a long list of names of our intellectual
creditors would be pointless. We must resort, therefore, to a blanket acknow-
ledgment of our outstanding obligations to all our friends in education and
in the radio and television industry who have given to us so generously of
their knowledge and experience.

G.C.
G.R.G.
E.E. W.
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CHAPTER 1

Social Aspects
of Broadcasting

IT HAs BEEN sAID that of all the peoples in the world, Americans,
with their millions of television and radio sets, apparently stand most in fear
of a moment of silence. It has also been said that the development of television
and radio is the most significant technical advance in human communications
since the invention of movable type. It is surely true that no student of the
twentieth century can fail to observe how television and radio have succeeded
in permeating everyday life in America, changing social habits and creating
new ones, upsetting staid political practices, affecting tastes in all forms of
entertainment, building unpiecedented demand for products and services
never before so widely distributed, and providing the individual at home
with an eye and ear to the world outside.

The full social impact of television and radio has not yet been fully
gauged or charted, but all preliminary evidence indicates that they represent
a major new force in American society.

So useful have these new media of communication become that our whole
society has become geared to them, and our daily lives are shaped by the
messages thev bear; yet, when broadcasting began about fifty vears ago,
hardly more than a moment in the span of human history, it was little under-
stood as a science and even less as an art. It was of no concern to the public, and
was bereft of any social impact whatever. The change that has come over our
society in these years can be described as nothing less than revolutionary. To
the responsible citizen of today, it becomes significant to ask what is the full
story of broadcasting’s impact on our way of life, and what social problems
derive from its influence upon us?

This chapter will try to answer these questions by presenting a general
outline of the role of television and radio in America. In doing so, it seems
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4 TELEVISION AND RADIO IN SOCIETY

wise to discuss the following points: 1. the nature of the broadcasting media;
2. the dimensions of television and radio; 3. what television and radio convey
to the American people; and 4. their effects on us and our ways of doing things.

BROADCASTING DEFINED

For the sake of convenience in this discussion, we may define
broadcasting as the transmission through space, by means of radio frequencies,
of signals capable of being received either aurally or visually or both aurally
and visually by the general public.

There are several types of broadcasting: standard or AM (amplitude
modulation) broadcasting of sound; FM (frequency modulation) broad-
casting, a higher fidelity form of sound transmission; television, the trans-
mission of pictures and sound ; facsimile, the transmission of still pictures and
writing, with or without sound, to be received on photographic paper; and
numerous other types of broadcasting, including shortwave transmissions
overseas, police radio, Army and Navy radio, microwave relays, and highly
specialized forms of broadcasting such as radar. When we use the term
*“broadcasting” in this volume, it should be understood to include only AM
and FM radio, and television.

TRANSMISSION OF BROADCASTING

One way to gauge the scope of American broadcasting is to note
how much effort and money go into the operation of our broadcasting system.
In the 1970s, there were in operation seven national radio networks, more than
4,250 individual AM radio stations, and approximately 2,400 FM radio
stations. There were four national television networks and more than 850
individual television stations.

Most of these stations transmit programs from sunup to sunset, and many
continue until midnight and later. To produce income the commercial
stations sell programs and time to advertisers. In 1968, according to the
Federal Communications Commission, the revenues of the broadcasting
industry were reported as follows: television, approximately $2.5 billion and
radio, 81 billion, making a total of $3.5 billion. That year industry profits
from television (before federal income taxes) were $495 million; the profits
from radio were-$117 million.

Of the total revenues of the television industry in 1968, 69 percent was
derived from the sale of time on the air and 31 percent from the sales of talent,
programs, and production. Of radio’s total revenues, 96 percent came from
the sale of time and 4 percent from the sales of talent and programs. In
addition to these expenditures, $472 million were paid in commissions to
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advertising agencies and station representatives in connection with the sales
of time and programming. In addition to these payments to stations, adver-
tisers also paid many millions of dollars for talent and program costs to
organizations, such as production agencies, which do not operate networks
and stations.

RECEPTION OF BROADCASTING

Television

As the seventies began, of the 61 million households in the United States, 58
million homes, or 95 percent, had at least one TV set. Three out of ten house-
holds had two or more sets, and the total number of TV sets in households
throughout the country reached 84 million, an increase from one million sets
in 1949 and from 44 million sets in 1959. It is estimated that television set
owners pay more than $1 billion each year for repairs to their sets and for
electric power to operate them.

According to the A. C. Nielsen Co., these television sets are being viewed
about six hours per day in each home! It is clear that, as Frank Stanton,
President of the Columbia Broadcasting System, has said, “The strongest
sustained attention of America is now, daily and nightly, bestowed on tele-
vision as it is bestowed on nothing else.”

Radio

Family ownership of radio sets in America has reached the point of approxi-
mately total saturation. More than 98 percent of American homes have at
least one radio set, and the total number of sets, 303 million, now considerably
exceeds the number of people in the country. Included among these radios
are 75 million installed in automobiles and millions of portable sets that are
carried from homes to various places of recreation and work.

Home radio sets are turned on considerably less than television sets—
from 1} to 2 hours per day—but listening to automobile and portable radios
adds substantially to that figure. It is estimated that 7.5 percent of those over
12 vears of age listen to a radio some time each day, and in a week the cumu-
lative radio audience reaches 95 percent. Radio, with its unique ability to
entertain and inform individuals while they are engaged in some other
activity, has become the **companion’ of the American individual, following
him from room to room, to public places, and on the highway.

It has been said, with much truth, that listening to the radio and looking
at television are the great common denominators of the American people.
They dominate all leisure-time activity, with television viewing clearly
assuming the role of America’s favorite leisure-time pursuit.
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TELEVISION AND RADIO AS SOCIAL FORCES

With an audience as broad in scope as the American community
itself; television and radio have become singularly powerful media to do good
or evil in society. Their program offerings usually reflect the desires and
values of our society, while their persistent command of our attention tends
also to make them important creators of our values, desires, and tensions.

It is on those occasions when television and radio have turned America
into a single thinking and feeling unit that the social force of these media has
been made most evident. The power of radio was first indicated as early as
1933, when Franklin D. Roosevelt delivered his first inaugural address to an
audience of many millions, assuring them that *“‘the only thing they had to
fear was fear itself.”” Roosevelt’s fireside chats to audiences of 62 million
people suggested the amazing potential of the radio medium —one individual,
in a moment of time, bringing to bear upon a nation at large the full force of
his vocal effectiveness. In the election campaign of 1960, the number of people
who watched each of the four televised debates between candidates Kennedy
and Nixon averaged 70 million, and 120 million saw at least one of the debates.

The power of television to direct public attention to a single event was
first demonstrated dramatically in March, 1951, when the telecast of the
Kefauver Crime Committee hearings brought daytime business operations
to a practical standstill as millions of people sat glued to television receivers at
homes and in public places. This power to produce “peak” audiences is
characteristic of television today. In 1969 it was estimated that 125 million
Americans watched Astronaut Neil Armstrong as he took man’s first step on
the moon, and from 350 million to 500 million viewers in other parts of the
world joined them in watching that great event. The drawing power of
television extends to the full range of nighttime entertainment programming.
Successful shows are viewed regularly by from 30 to 40 million people.

Television and radio coverage of real happenings of importance through-
out the world have made the American people direct eve and ear witnesses
to events they could otherwise know only at second hand—such events as the
Vietnam war, Presidential nominating conventions, meetings of the United
Nations Security Council, Congressional committee hearings, the launching
of astronauts, and numerous others. In this way television and radio encom-
pass the press, the public platform, the theater, the music hall, and the *‘real
world” outside, and communicate them to an eager and attentive audience
comfortably situated at home.

The significance of television and radio as forces in our society can be
understood more fully by an examination of the several major areas of belief
and action in which their effects can be observed. In the rest of this chapter we
examine these effects with respect to such areas as economics, enlightenment,
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culture, sports, and the problem of violence. In a later chapter we discuss the
eflects of broadcasting on politics.

TELEVISION, RADIO, AND ECONOMICS

The economic significance of television and radio extends far
bevond the dollar volume of their business alone. Their full significance is
measured by their importance as advertising media for the distribution and
sale of all forms of consumer goods. Television has established itself as the
most effective advertising and selling medium ever developed, while radio’s
ability to persuade listeners to buy certain goods is indicated by the fact that
advertisers spend close to a billion dollars a year to use radio.

The advertising effectiveness of radio and television has been demon-
strated many times. When Pepsodent began sponsoring “Amos 'n Andy,”
the sales of its toothpaste increased by 76 percent. In 1939 the Gillette Com-
pany paid $100,000 for the right to broadcast the World Series on radio.
Immediately its sales went up by 350 percent. Radio many times since then
has shown its advertising muscle, but even its accomplishments have been
outshone by those of television. An outstanding example was the experience
of the Dow Chemical Company, which used television to advertise Saran
Wrap, a consumer product that had been gathering dust on grocery shelves
for eight years. When Dow Chemical decided to promote Saran Wrap on
network television, only 20,000 cases of the product were being sold each
month. With television support, sales quickly jumped to 110,000 cases a
month, and after only a vear of television advertising, the product was selling
at the rate of 600,000 cases a month.

The story of the Hazel Bishop lipstick company is another example of
the amazing cffectiveness of television advertising. When the company came
under new management, its gross annual business was $50,000. Thereafter,
it plunged into an intensive advertising campaign on television, committing
90 percent of its advertising budget to this medium, and in four vears had
raised its annual sales to $12 million,

Another outstanding example of the remarkable effectiveness of tele-
vision advertising is the experience of the Alberto-Culver Company. It began
in television with an advertising budget of $219,000, gradually increasing
this amount until it was spending $23 million a vear. The result of this expen-
diture was that in five vears its sales went up by 1,500 percent.

The most impressive case of an advertiser’s use of television is un-
doubtedly that of the Procter and Gamble Company. Placing more than
90 percent of its advertising dollars in television, this company pours close to
$200 million a vear into the coffers of TV stations and networks to advertise
a wide array of products, many of which compete with one another. This
expenditure makes | out of every 13 dollars supporting national T\ advertis-
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ing a Procter and Gamble dollar. The sales results seem to justify this
dependence on television, as Procter and Gamble regularly captures a major
share of the detergent and toilet soap market. Two of its special successes are
Crest, which gained about half the toothpaste market after a sustained period
of television advertising, and Comet, which became the nation’s best-selling
scouring cleanser during a two-year intensive television advertising campaign.

A special two-year study of the impact of television on the people of Fort
Wayne, Indiana, was financed by the National Broadcasting Company. The
research project was undertaken to determine what people did before tele-
vision, how they spent their time, how they reacted to brand names, ideas,
and products—and what they did after television. The results of the study,
entitled Strangers into Customers, were as follows:

1. After getting TV, people became more conscious of advertising. Television
accounted for 7 out of 10 advertising impressions people absorbed. Television became
a greater advertising source than newspapers, magazines, and radio combined were
before the family acquired its set. (85 percent vs. 80 percent.)

2. TV made people aware of a brand name {average brand awareness increased
45 percent), taught them what a product is and does {average brand-product associa-
tion went up 59 percent), increased their ability to recognize a trademark (average
trademark recognition increased 68 percent), taught consumers to identify a slogan
or copy-point, and made the housewife rate a brand more favorably (average brand
rating went up 41 percent).

3. TV presold durable goods, vielded great public-relation benefits, and brought
out the advertised brand as a make people would consider and buy. After TV, a
washing machine manufacturer was thought of 44 percent more often as “making
the best,” and 38 percent more housewives would “consider buying” a brand-name
refrigerator.

4. TV increased the number of customers. TV brands usually increased at the
expense of their non-TV competitors (a brand-name evaporated milk won 51 percent
more buvers, while a competitor lost 14 percent). More nonbuyers changed to
product buyers among the housewives who had sets. TV also brought its advertisers
a bigger share of the market. (In the whole of Fort Wayne, TV brands increased their
share of purchases by 19 percent in the typical packagc-goods field, while non-TV
brands fell off 11 percent.)

5. The more a product was advertised on TV, the more buyer increase it got.
The most advertised brands increased 48 percent among set owners, while the brands
with small TV schedules increased only 28 percent.

6. TV worked fast and continued working. Those who had owned their sets
longest, averaging a vear or more, showed the highest buying levels for TV brands.

7. The effects of T\ advertising were reflected sharply at the retailer level. Four
dealers out of 10 stocked new brands as a result of TV advertising. TV advertising
topped all other media in causing the dealer to give a brand more shelf space and
special displays. On “doing the best job of moving goods in your store,” dealers
favored TV over newspapers almost 3 to 1, over magazines almost 10 to 1.

No wonder television is referred to by advertisers as a selling machine.
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TELEVISION, RADIO, AND ENLIGHTENMENT

Television and radio also serve as major sources of information
and enlightenment for the American public. News broadcasts have long been
among the public’s favorite types of radio programs. During World War 11,
radio’s ability to broadcast news bulletins a few moments after the actual
events gave it a decided advantage over newspapers, which had to contend
with the delays of typesetting. Radio first supplanted the press as the main
and most trusted source of news, and it has now been supplanted in turn by
television as the major source of news information for most people. Both
media are established sources for the first word of unexpected news de-
velopments.

The coverage of special events, including natural disasters such as floods
and hurricanes, and events of public importance such as a Presidential
inauguration, the visit of a foreign political leader, debates at the United
Nations, or the launching of a flight into space, offers the public an oppor-
tunity to be present at the unfolding of history. Programs such as Meet the
Press, Face the Nation, and Issues and Answers subject national leaders to questions
from newsmen that ventilate controversy on public matters and probe deeply
into issues of current importance. These regular series are supplemented by
occasional broadcasts such as First Tuesday and 60 Minutes, that employ a
magazine approach to explore subjects of a social, cultural, or political
nature. Programs of agricultural and consumer information and market
and weather reports have come to play a vital role in the commerce of the
nation. American farmers, especially, have become dependent on farm
broadcasts for essential planting and marketing information. Formal and
informal education programs have been presented by networks as well as
by local commercial and noncommercial stations, and many of these have
been successful. Broadcasts prepared for reception in schoolrooms have
converted television and radio into schools-of-the-air in many cities and
states. In the primary grades especially, television and radio have been
markedly effective in beaming lesson material to the classroom, where
teachers and pupils may benefit by the greater facilities and skill at the
command of the studio instructor.

TELEVISION AND CULTURE

The ways in which people choose to entertain themseives or to
be entertained, their levels of taste, the place they assign to creative works of
art, are all matters of cultural significance. At one time radio was an im-
portant factor in cultural life, but now that it has been transformed into
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essentially a local medium with many voices appealing to fractionalized
audiences, it has lost some of its impact. It still has an effect on the musical
tastes of the nation, but its main cultural role has been taken over by tele-
vision. The fact that watching television represents the favorite leisure-time
activity of the American people makes it an object of cultural concern.
What kinds of programs do people watch so eagerly? What levels of taste do
these programs represent? What place is assigned to works of artistic quality?
To what extent does television develop cultural patterns of its own? To what
extent does it create its own materials of entertainment and art? Or does it
serve simply as a showcase for art and entertainment created elsewhere?
To what extent has the public absorption in television affected interests and
activities in other leisure-time pursuits, such as reading, conversation, sports,
movie attendance, music study, painting, arts and crafts, to name a few?

These are the questions that deserve serious consideration if we are to
understand fully the relationship between television and American culture.
We do not have final answers to all the questions, but as broadcasting has
achieved a permanent place in our society, certain points have become clear.
We know, for example, that by and large the kinds of programs that people
watch and listen to in greatest numbers are those that combine the broadest
elements of audience appeal in comedy, variety, drama, personality shows,
and programs involving audience participation. We know that unlike other
fields of communication such as magazine and book publishing, which are
able to publish all kinds of magazines and books ranging from those with very
specialized appeals, and therefore limited readership, to those with broad
appeal and mass readership, the television medium has tended, especially
during the evening hours, to broadcast only those programs that are likely
to attract the largest audiences. The reason for this is simple: a program with
limited appeal set into an evening network program schedule makes it dif-
ficult to regain the audience for the following program because most people
tend to stay with the station to which they are tuned rather than change
stations at the end of each program. Nevertheless, programs of superior
artistic taste have been produced at great cost by national television networks
in the hope that the public will turn to what is worthwhile rather than adher-
ing to habitual tuning patterns. The concept of the *“Special” program is
based upon the idea that a program of superior quality, of whatever length
necessary to do justice to its program material, will overcome habit patterns
and attract an audience of substantial size. Although this objective is not
always realized, there have been many indications that the concept of the
“Special” is a sound one. Many cultural specials have been so well received
that they have been broadcast a second time, and specials of a popular nature
have been highly successful in attracting large audiences. In January 1970
the TV coverage of Bob Hope’s Christmas visit to the armed forces in the
Vietnam area captured the biggest audience ever drawn by a program
broadcast on a single network.
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By and large, both television and radio in the past depended on the
legitimate theater, the music hall, and the night clubs to provide them with
performers and program material. Within less than 10 years of its beginning,
the television industry discovered that its program demands could no longer
be satisfied by turning to other entertainment media; as a result the broadcast
media undertook to find performers of their own in large-scale talent and
writer development plans. Thus, the media established substantial resources
of their own, and television is now a main source of new talent in the country.
Television will always continue to serve as a showcase for the best entertain-
ment created elsewhere, but because of its huge economic resources and its
great program needs, television underwrites in part or in whole artistic
ventures on the legitimate stage and in motion pictures. The National
Broadcasting Company and the Columbia Broadcasting System have par-
ticipated in underwriting several theatrical ventures on Broadway, and there
has been network activity in the production of movies not only for TV
presentation but also for regular exhibition.

That the public’s concentration on television has affected the nature of
its interest and the extent of its participation in other leisure-time activities
can hardly be doubted. Elmo Roper reported in one of his public opinion
surveys that 78 percent of us regularly seek ready-made forms of spare-time
activity, and that chief among these are television and radio.

At first it was feared that popular fascination with television would cause
people to stop reading books and newspapers, going to movies or the theater,
conversing with others, or participating in sports. When movie attendance
dropped markedly in 1949 and 1950, many motion picture executives rushed
to the conclusion that television was the primary cause of the loss at the box
office. In time it was learned that the box office for quality motion pictures
remained as good as ever, but that many people preferred to watch television
rather than pay admission to see a mediocre movie. Many motion picture
houses that specialized in the exhibition of Grade B films went out of business
(almost 6,500 in the first three years of television), and the importance of
Hollywood as a center for the production of pictures for theatrical exhibition
seems permanently reduced. The drop in the production of feature films,
however, has been more than made up by the rise in the production of films
designed specifically for the TV screen.

The eflect of television on reading has been a major concern among those
who worry about the cultural climate of our country. Considering the large
number of hours that go into television viewing, one might assume that the
time devoted to reading would decrease. Surprisingly, this seems not to be the
case. Librarians reported that the circulation of books actually increased in
the TV era, and they found that the interests of some of their customers in
certain subjects were stimulated by TV viewing. Those who gain great
pleasure from reading books are not likely to forsake reading for television;
those for whom reading is a marginal pleasure are probably wooed away.
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The greater concern has been the effect of television on the development of
reading habits in children, because we know that children have been almost
wholly captivated by television. Professor Paul Witty of Northwestern
University, who had conducted regular surveys of television viewing in the
Chicago area, saw no great effect on the reading of children, even though he
had found that elementary school children average about 21 hours of viewing
a week, while high school students average about 13 hours.

Newspapers and magazines have suffered from the growth of television
not so much from a loss of readers as from a loss of advertising revenue. Such
mass-circulation magazines as Colliers and The Saturday Evening Post became
extinct because the dollars that paid for many of the advertisements that used
to fatten their issues went to television. The surviving mass-circulation
magazines are similarly threatened.

Another question of genuine concern is whether television tends to make
people passive observers rather than active participators in the cultural
pursuits of our time. Only as we gain greater perspective with the passage of
time will we be able to reckon the full effects of television in this regard. It
may be noted, however, that, at the very least, many people who always
have been observers have been given an opportunity through television to
observe cultural undertakings of real quality which they otherwise would
never have experienced.

We know that the themes and values of television programs do have
some effect on many viewers, although no comprehensive analysis and evalua-
tion of these effects has yet been made. We know, for example, that in the
popularizing of a song, radio and television tend to form our tastes for us. A
popular song becomes a success by being dinned into our ears through
constant repetition. Special studies have shown that the sales of records
regularly follow the peak of performances of the song on the air. As a result of
this intense repetition, even successful songs are shortlived. In broadcasting
classical music, radio undoubtedly has stimulated greater interest in the
buying of records for home listening. We also know that on specific matiters
like modes of dress and speech, large segments of the public are quick to
imitate what they see and hear on the air.

SOCIAL EFFECTS OF TELEVISION AND RADIO

The social effects of television and radio are many and varied.
For one thing, television and radio influence our daily living and buying
habits. Group viewing at home, some say, has strengthened the family unit.
Listeners and viewers are perceptibly and imperceptibly affected by the
programs they hear cach day. While broadcast stations try to adjust their
schedules to popular living habits, the public in turn often adjusts its habits
10 the broadcast schedule. Farmers with radios in their homes stay up later at
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night than farmers without them. Topflight network television programs
cause people to make a practice of staying home on certain nights. Re-
fashioning of the living room to accommaodate the television set has been the
experience of many people. And, needless to say, the advertising we are
exposed to on the air influences our buying habits. On a television series
sponsored by the manufacturers of Kraft products, the commercial on one
program was devoted to a cake frosting recipe made with cream cheese. The
next day's mail brought 79,000 requests for the recipe. In following weeks,
better than half a million more requests were received. Nor is the effect of
commercial exhortation limited to adults only, as many parents who have
been bombarded with pleas from their children to buy certain products can
testify. A study by NBC of children’s influence on buying as a result of their
watching television had the following results:

1. Children frequently pay as much attention to television commercials as to the
program itsell. This is particularly true for the animated cartoon type, jingles, and
gift offers,

2. Children not only like to watch the commercials—they remember them well
enough to repeat them, and to both recognize and request the advertised products.

3. Ninc out of ten mothers have been asked by their children o buy a TV
advertised product: 89 percent of these requests resulted in purchase. The highest
request rate is among the five- to cight-year-olds.

4, Children influence brand switching. Three out of five mothers have bought
another brand of a product in addition to their regular brand, to satisfy the children’s
requests.

Television and radio have also demonstrated an exceptional ability to
induce mass social action along lines of generosity. This was proved re-
peatedly during World War I1.

An outstanding example of broadcasting’s influence on mass behavior
during the war were the marathon broadcasts of Kate Smith on her War
Bond drives. On February 1, 1944, in a round-the-clock appeal on almost
every program of the CBS network, Kate Smith begged, cajoled, and de-
manded that her listeners buy War Bonds. By the end of her all-day drive,
she had brought in a total of $§105,392,700 in War Bond purchases, marking
the greatest single radio bond-selling exploit during the war, an outstanding
feat from every point of view. In recent years educational stations have
demonstrated television's power 10 extract money from the public by holding
TV auctions that in some cases have raised hundreds of thousands of dollars
for the support of a single station’s activities.

The coverage of news events by broadcasters, particularly on television,
seems to have a profound effect on the way people feel about the issues
involved. The Vietnam war is the first in our history to be brought into our
living rooms on a day-to-day basis by television. Some sociologists believe
that this constant exposure to its violence was a pnime factor in causing many
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people to begin questioning the validity of our participation in that conflict.
Mike Wallace's interview on CBS with a former soldier who confessed that
he had killed unarmed Vietnamese civilians was instrumental in arousing
national revulsion at the My Lai massacre.

Broadcasting also has a peculiar power to induce panic in insecure and
suggestible listeners. This was demonstrated early in the history of radio, at
the nervous expense of the public, in three fateful dramatizations of H. G.
Wells’ fantasy, The War of the Worlds. On Halloween weekend of 1938,
which happened to fall in the period of the unsettling Munich war crisis,
Orson Welles produced an adaptation of the fantasy which had hordes of
Martians invading New Jersey. The program, done in a seminews style,
created a panic on the East Coast despite frequent announcements during
and after the program that the story was fictional. The panic did not subside
until the next morning. Several persons were reported to have died of heart
attacks, and many people prayed in the streets or fled into the country to
seek refuge; hardier individuals seized arms and prepared to fight for their
lives.! Adaptations of the same script broadcast in 1944 in Chile and in 1949
in Ecuador caused even greater panic despite the fact that audiences were
warned ahead of time that the program was to be all in fun. In Ecuador when
the people learned it was all a hoax, an enraged mob, hurling gasoline and
flaming balls of paper, burned down the radio station, killed at least six
persons, and injured 15 others. Army troops and tanks had to be called out
before order could be restored. In 1969 Station WJR in Detroit broadcast
the program again as a historical curio, never believing that people would still
take it seriously. In this instance no panic was created, but a number of
people called the station wanting to be reassured that the nation was not being
invaded by Martian monsters.

Just as radio can induce panic through scare broadcasts, so it can often
quell panic stemming from other sources, although the episodes described
above suggest its limitations. During earthquakes, floods, and wartime aerial
bombings, firm and confident voices carried by radio have calmed, reassured,
and directed populaces into controlled and reasoned behavior. Broadcasts
sent out during the destructive rampage of Hurricane Camille in 1969 were
credited with providing crucial information that helped save many lives.
We have every reason to believe that radio and television will continue to
serve this function in crises to come.

As television and radio have won the acceptance of the American people,
they have tended to establish or support certain social values and to accen-
tuate various social trends. Television and radio programs, in their direct
advertising messages and in the implicit suggestions and appeals of dramatic
shows, tend to convey to the listener and the viewer the social values played
up in the continuity and scripts. Together with the press and the movies,

'Hadley Cantril, The Invasion from Mars (Princeton, 1940); John Houseman, ““The Men
from Mars,” Harper’s, 148 (December, 1948), 74-82.
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television and radio in this way define “‘success’ for us, and give us many of
our social values.

Television and radio also have accentuated the standardizing and
simplifying of the English language, which continues a social trend first noted
in the last century. Mass communication media, including newspapers,
magazines, digests, and comir books, as well as television and radio, em-
phasize brief and simple communication to the exclusion of more complex
styles of expression and argument. It is now difficult to get an audience to
follow a line of argument for more than fifteen minutes, whereas in former
years, it was not unusual for a skillful speaker to hold an audience rapt for
hours, as he wound his way through a long argument. Since many issues of
great social importance do not lend themselves to brief presentation without
the danger of oversimplification and distortion of basic issues and meanings,
some observers look askance upon this social influence of broadcasting.

Television and radio also have a great influence on society by conferring
status on issues, persons, organizations, and movements to which broadcast
time is made available. A broadcast discussion of an issue makes that issue
more important in the public mind, just as the television or radio appearance
of a relatively unimportant individual boosts that person’s prestige in the eyes
of the community. As Professors Lazarsfeld and Merton have pointed out,
*“The mass media bestow prestige and enhance the authority of individuals
and groups by legitimizing their status.” Television and radio audiences seem
to subscribe to the circular belief: *“If you really matter, you will be at the
focus of mass attention and, if you are at the focus of mass attention, then

surely you must really matter.”’?

TELEVISION AND SPORTS

An area in which television has had one of its greatest impacts
is that of sports. It has worked in two ways, both to damage sports and to
provide them with promotion and financial support. Television has hurt
sports by drawing people to the TV screen and away from the stadiums and
arenas in which games are plaved. As the televising of major league baseball
games developed from 1949 to 1953, attendance at those games decreased
from 21 million a vear to 14.5 million. The effect on minor league baseball
was even more drastic as millions chose to watch major league baseball on
television instead of going to their home-town stadiums to see players who had
not vet reached the big time. Through the decades of the 1950s and 1960s
minor league attendance sank from 42 million a vear to 10 million, and the
number of clubs shrank from 488 to 155. The sport of boxing was almost

2Paul F. Lazarsfeld and Robert Merton, **Mass Cormunication, Popular Taste, and

Organized Social Action,” in Lyman Bryson (ed.), The Communication of Ideas (New York, 1948),
pp- 101-102.
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killed by television. Through the 1950s there was an enormous proliferation
of boxing shows; to cite an example, television stations in Detroit in the 1950s
were broadcasting five boxing shows a week, either locally produced or
originating nationally. These shows lured patrons away from the boxing
arenas and created such a demand for talent that boxers were thrust into the
national spotlight before they were ready. The loss of patronage at the box
office and the deterioration in the quality of the bouts brought the sport to a
condition of bare survival.

There is another side to the picture, however. The money television
pours into sports for broadcasting rights is a major element in the budgets of
many teams, and in many instances TV revenue makes the difference be-
tween the financial success or failure of a team. Pete Rozelle, Commissioner
of the National Football L.eague, said: “There are 26 football franchises now.
Without television half of them would not exist and the rest would be
struggling.””® The money received from television stations and networks has
made possible the expansion of major league franchises in baseball, football,
hockey, and basketball from 42 to 87 in 10 years.

It is estimated that television organizations spend more than $150
million a year for the rights to broadcast sports. As the 1970s began the Na-
tional Football League negotiated contracts with the NBC, CBS, and ABC
networks that would bring them $41 million a year; ABC was spending
$12 million a year for the TV rights to NCAA college football games and
contracted to spend $13.5 million for the TV rights to the 1972 Olympic
Games. The telecasting of baseball brought $16.6 million to major league
teams, and other millions were spent to broadcast baskethall, hockey, and golf.

The broadcasts made possible by these expenditures regularly attracted
millions of viewers. Events that created a high degree of national excitement
drew some of the largest audiences in television. As interest in the competi-
tion between the National and American Football Leagues (now Con-
ferences) grew, the Superbowl telecasts began attracting larger and larger
audiences until the number of viewers passed the 60 million mark. The
telecasting of World Series games, even though they occurred when many
people were at work, averaged audiences of 23 million. The cost to advertisers
for commercial messages on these programs was in keeping with the number
of people they attracted. Advertisers on the Superbowl broadcasts paid
$135,000 a minute and on the World Series programs $82,000 a minute.

While accepting this money from television, sports promoters have also
taken steps to preserve the revenue they receive from the sale of tickets at the
box office. The most drastic controls are enforced by the National Foothall
League: broadcasts of football games are always blacked out in the area in
which the game is being played. To see a game a fan must go to the stadium
or be content to hear a description of it on the radio. The NCAA exercises

3Quoted in William Johnson, “TV Made it all a New Game,” Sports lllustrated, 36 (December
22, 1969), p. 92.
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rigid control over the schedule of college football telecasts games to help
maintain ticket sales at the various college stadiums throughout the country.
Boxing promoters finally denied regular television access to major boxing
events entirely, permitting only closed-circuit television in theaters, which
produced revenue at the box office. In some ways television has helped sell
certain sports events to the public by publicizing them, among them bowling,
golf, wrestling, and roller derbies.

In addition to producing revenue from advertisers and affecting attend-
ance at the actual events, television has had some other discernable effects
on sports. One of the most obvious of these effects is the scheduling of events
to suit the demands of television rather than the convenience of the people
attending them. Thus an NBA professional basketball game began in lLos
Angeles at 11:00 aA.m. Sunday morning so that it could catch a 2:00 p.m. TV
audience in the East. Even the dates of games have been changed to accom-
modate the TV schedule makers. Texas and Arkansas shifted their game to
December from an earlier time in the season to permit ABC to offer a major
contest to close its 1969 college football schedule. Those attending televised
football games have noticed the time-outs that are called not for any reason
connected with the game but to permit the televising of commercials. People
attending the 1967 Superbow| game saw two perfectly legal kickoffs open the
second half. The kickoff was repeated because the first took place when the
network was in the middle of a commercial.

THE PROBLEM OF VIOLENCE

An aspect of broadeasting that concerns a great many people is
the amount of violence in television programs. At frequent intervals various
organizations make counts of the aggressive acts that punctuate video fare;
these surveys all have a similar result: they demonstrate that television does
involve a great deal of violence. In the summer of 1968, for example, when the
nation was grieving over the violent death of Senator Robert Kennedy, a
survey showed that television networks in prime time during one week
portrayed 84 killings. In addition, 372 other acts of aggression or threats of
violence were dramatized on the TV screen.

Many responsible leaders are concerned about the way this violence may
affect viewers. There is particular concern about the effect on children. Some
critics are convinced that television violence does great harm. Frederic
Wertham, a noted psychiatrist, maintains that TV violence makes children
callous, causes anxiety and tension, teaches the techniques of crime, and
triggers juvenile delinquency. S. 1. Hayakawa, president of San Francisco
State College, in a speech delivered in 1968, noted that the voung men and
women then reaching maturity were the first generation to have grown
up in a television age. He speculated that their alienation, rioting, drug
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taking, and radical politics might be a result of their exposure to television.

There are some, on the other hand, who see violence on television as a
positive good because it helps to dissipate aggressive impulses in a harmless
way. P. M. Pickard, a British psychologist, believes that television violence
helps children to escape from the terrors that arise from their own unresolved
and frightening fantasies. Wilbur Schramm, an American media specialist,
does not applaud TV violence, but he believes that most of the evils blamed
on it arise from other causes, such as oppressive home life, bad environment,
and disturbed personalities.

With experts in disagreement, it is not surprising that there are wide-
spread demands for more scientific rescarch on this question. A Congres-
sional committee, for example, requested the Surgeon General to undertake
studies to determine the effects of violence. Human beings are so complex,
however, and the effects in question so difficult 10 measure, that research
thus far has provided no definitive answers. Professor Albert Bandura of
Stanford University has conducted studies in which he showed preschool
children pictures of adults kicking and punching large dolls. When he left
the children alone in a room with similar dolls, he found they were more
inclined 10 kick and punch them than were children who had not seen the
pictures. Bandura concluded that children exposed to televised aggression
learn aggressive patterns of behavior. Other scientists have questioned the
significance of Bandura’s findings, however, arguing that his experiments
merely demonstrate that children are prone to imitate and that he failed to
show that television developed inner hostility and aggression. Other studics
have been similarly inconclusive.

In the absence of proof that TV violence is not damaging in effect,
many people believe that we should play it safe and reduce the violence on
television. The National Commission on Violence recommended in 1969
that broadcasters reduce violence in children’s cartoons and in adult pro-
grams. It recommended further that dramatic shows containing aggression
be scheduled late in prime time, when most children presumably are not
watching.

QUESTIONS FOR DISCUSSION

1. In what ways can vou justify the statement that “broadcasting can now be
identified with American life itself”?

2. How do television and radio compare in influence with other social institu-
tions such as schools, the family, and the church?

3. To what extent has vour life been influenced by radio and television?

4. Has broadcasting tended to depress the artistic standards of our society?

5. What should be the ultimate mission of radio and television?

6. Is television making us a nation of spectators rather than participants? If so,
is this a healthy development?
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7. What should be the responsibility of television and radio to the American
public?

8. “If you could use television once every six months. it would be a great amenity.
But the world would have been a happier place if television had never been discovered.
It contributes ta the uneasiness of life today.” —statement of the Archbishop of
Canterbury after seeing television in the United States. Do you agree or disagree with
this statement? Why?

9. Do you feel that radio-television coverage of the news is more objective than
newspaper coverage?

10. *“In all it is and seemingly ever hopes to be, television is simply a menace to
America’s cultural and social life. It is a menace just because there it sits, a constant
temptation, gratification, time killer, solace; you have it, why not use it? Your book’s
a wee bit boring, why not shutit and turn on TV'? . . . But it is perhaps most a menace
in the sense that the better it is the worse it must be; that the more skill it exhibits,
the more big news it conveys, the more big names it can boast, the more druglike
must be its hold on vast numbers of people.” —From Company Manners by Louis
KRONENBERGER, copyright © 1951, used by special permission of the publishers, The
Bobbs-Merrill Company, Inc. Do you agree or disagree with this statement? Why?







CHAPTER 2

The Growth
of American Radio

THE GROWTH OF American radio is a dramatic chapter in the
history of communications and the shaping of modern American life. The rise
of broadcasting is the story of a struggle for control of inventions worth a king’s
ransom. 1t is a story of failure on the part of scientists and industrial leaders
to recognize what we now accept as obvious: that radio’s usefulness as a
public broadcast medium is its virtue. It is a story of fumbling to find a sound
means of financing a privately operated radio system; a story ol govern-
mental intervention in radio, at the request of both industry and the public,
to replace chaos and piracy with order and stability; a story of great achieve-
ment by a mass communications medium that advanced in twenty years
from fledgling status to an important role in American life.

SCIENTIFIC ORIGINS AND DEVELOPMENT

Although the invention of radio was a natural consequence of
scientific advances made in the fields of electricity and magnetism, the path
of radio’s advance was uneven. The idea of broadcasting without wires of any
sort, making use of some unseen waves in the ether, did not come easily to the
mind of man. Early inventors found it difficult to obtain financial support
for their experiments. They ran into opposition from scientists and editors
who could prove, on paper, the impossibility of effective radio broadcasting.
The final scientific achievement of radio and television cannot be attributed
to any single man or nation. It was made possible by the research of scientists
in many nations: the United States, Italy, Denmark, Canada, Great Britain,
and others. The early period of scientific development is clouded with con-
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troversy. Rival scientists worked independently to produce similar solutions
to the same technical problems. It would be risky indeed for the historian to
try to unravel the morass of conflicting claims which the patent courts could
not clear up to the satisfaction of competing litigants.

In 1864, the British scientist James C. Maxwell laid down the theory
of electromagnetism and predicted the existence of the electric waves that
are now used in radio. Twenty years later, Thomas Edison worked out a
system of communication between railway stations and moving trains without
using connecting wires. In 1887, Heinrich Hertz, a German, showed that
rapid variations in electric current could be projected into space in the form
of radio waves similar to light waves. Hertz thus founded the theory upon
which modern radio is based.

By 1894, the investigations of Guglielmo Marconi, a twenty-year-old
Ttalian, led him to the conclusion that Hertzian waves could be used for
telegraphing without wires. The next year he secured a patent for wireless
telegraphy in Great Britain. In 1901, Marconi’s achievement was told to the
American people in a front page story in The New York Times headlined,
“WIRELESS SPANS THE OCEAN.” Marconi, working in Newfoundland,
had picked up the Morse letter *'s” transmitted by wireless telegraphy from
England.

Marconi’s discoveries stimulated the work of other scientists, and the
next few years saw the refinement of wireless transmission. The main tech-
nical hurdle remaining in the way of wireless voice-broadcasting seemed to
be the discovery of a means of high-frequency alternating transmission, Three
prominent scientists worked independently on this problem. The result was
the invention of the vacuum tube in 1904 by the British John Ambrose
Fleming, and its refinement by the Canadian Reginald Fessenden and the
American Dr. Lee De Forest. The animosity that developed between
Fessenden and De Forest makes it difficult to draw an accurate picture of the
sequence of scientific events. Both men took out numerous patents on their
inventions. De Forest, using his audion tube, projected speech by radio on
December 31, 1906, five days after Fessenden accomplished the same thing
with his heterodyne system. In 1908, De Forest broadcast recorded music
from the top of the Eiffel Tower in Paris and was heard five hundred miles
away.

THE STRUGGLE FOR CONTROL

Marconi was among the first to realize that the future of radio as
a point-to-point broadcasting medium depended upon finding commercial
applications for it and protecting patent rights. In 1897, the British Marconi
Company was formed to acquire title to alt of Marconi’s patents. A subsidiary
of the British company, known as American Marconi, was incorporated in
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the United States in 1899 and soon came to control almost all of our com-
mercial wireless communications, then limited to ship-to-shore transmissions
and special point-to-point broadcasts. That such application of radio was to
have commercial usefulness was made abundantly clear in 1910, when
Congress passed a law requiring most passenger ships to have radio equipment
and operators. This law amply justified itself when, two vears later, the Titanic,
on her maiden voyage, struck an iceberg and sank, but, owing to the prompt
wireless call for aid, more than seven hundred passengers were saved. It is an
interesting historical note that young David Sarnoff, later to be a major figure
in the development of American broadcasting, was the wireless operator who
received the distress calls from the sinking Titanic.

Although American Marconidominated the field, a number of American-
controlled companies undertook research in radic in order to cut in on the
broadcasting business. They wor several important radio patents and began
to manufacture radio apparatus. Among these companies were General
Electric, Westinghouse, and the Western Electric Company, the manufac-
turing subsidiary of the American Telephone and Telegraph Company. The
further development of radio got snagged in a confused patent situation,
however, which brought almost all manufacturing to a halt. Each manufac-
turer needed patents controlled by his competitors; each refused to license
one another or to exchange patents; therefore, if each company continued
with its operations, it became vulnerable to patent-infringement suits.

This tangle was still unresolved when the government took over all
wireless stations in World War I and asked all the companies to pool their
inventions in the hope of devising practical radio-telephone transmitters
needed by the Army and Navv. In return, the government assured the
companies legal protection against patent suits.

When the war came to an end and wireless stations were returned to their
owners, the confused patent situation once again prevented any extensive
radio manufacturing. The situation was further complicated by a conflict of
interests between the United States and Britain which, through the American
Marconi Company, still controlled a substantial part of the wireless industry
here. In early 1919, British Marconi undertook negotiations with General
Electric for the exclusive rights to the Alexanderson alternator, a device
considered of critical importance in long-distance radio transmission. The
negotiations were virtually concluded when Rear Admiral W. H. G. Bullard,
Director of Naval Communications for the U. S. Navy, appealed to General
Electric not to sell the alternator to British Marconi because the British would
then hold a practical monopoly on worldwide communications for an
indefinite period.

Negotiations were dropped, and General Electric found itself without an
outlet for the invention in which it had made a heavy investment. Under
Admiral Bullard’s guidance, General Electric evolved a plan by which a new
company, controlled entirely by American capital and holding major radio
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patents, would be organized. The new company, formed in 1919, was the
Radio Corporation of America. RCA bought all the patents and assets of
American Marconi and entered into cross-licensing agreements with General
Electric, Westinghouse, and Western Electric, and thus took a commanding
position in the American radio field.

These agreements gave General Electric and Westinghouse the exclusive
right to manufacture radio receiving sets and RCA the sole right to sell the
sets. A.T.&T. was granted the exclusive right to make, lease, and sell broad-
cast transmitters, a monopoly of which the telephone company made much
use in the next few years. In return these companies were assigned substantial
stock holdings in RCA which they did not dispose of for some time. During its
first two years of existence, RCA was concerned with ship-to-shore communi-
cations, transoceanic point-to-point radio service, and selling radio parts to
amateurs for the construction of crystal receivers.

THE DAWN OF MODERN RADIO BROADCASTING

The early development of radio, therefore, centered around the
perfection of point-to-point broadcasting as a substitute for transmission by
cable or telephone lines. The main commercial criticism of radio was its lack
of secrecy, making it unsuitable for private service since unauthorized persons
could overhear a broadcast conversation. How, then, it was asked, could this
invention be turned into a money-making proposition? Efforts were directed
toward developing radio as a confidential means of radio-telephony, with
controls against eavesdroppers.

Finally, it was realized that radio’s very lack of secrecy was its great
commercial strength. Just who it was who first perceived this now obvious
truth is not known, but the failure of many people associated with the rise of
radio to recognize its best public applications demonstrates clearly how
important it is for ideas of social utilization to keep abreast of discoveries in
the scientific world. Of all the people connected with radio at this stage, Lee
De Forest seems outstanding in his grasp of the possible use of radio as a public
broadcast medium. He is reported to have said as early as 1909, “I look
forward to the day when by the means of radio, opera may be brought into
every home. Some day the news, and even advertising, will be sent out to the
public on the wireless telephone.”

In 1916, David Sarnoff, then an engineer with American Marconi and
later the chief executive of RCA, also foresaw the public usefulness of the new
communications medium. Sarmoff described a “plan of development’ that
would make radio a “household utility in the same sense as the piano or
phonograph.” Not only could radio be used to transmit and receive music,
according to Sarnoff, but also to broadcast lectures, special public events,
baseball scores, and various other subjects of popular interest.
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De Forest’s and Sarnoff’s notion was not widely entertained, however,
and by 1920 there were still only a few individuals who shared their grasp of
radio’s real future. At the University of Wisconsin, an experimental station
(later called WHA) was operated by the University’s Physics Department to
broadcast weather and market reports. William E. Scripps. of the Detroit
News, also appreciated the real virtues of broadcasting and started his experi-
mental station, now WW], in the summer of 1920. In Pittshurgh, H. P. Davis,
a Westinghouse vice-president, and Dr. Frank Conrad, a research engineer,
opened the first commercially licensed radio station, KDKA, in November
1920, broadcasting the returns of the Harding-Cox Presidential election as its
first program.

THE FIRST FLUSH OF BROADCASTING

The new idea of radio as a public broadcast medium caught the
imagination of the American people and spread like wildfire. From three
stations in 1920, the number rose to over five hundred in 1923, and the sales of
radio receivers rose from $2 million to $136 million in the same three-year
period.

Many of these stations were owned and operated by concerns primarily
interested in manufacturing and selling radio apparatus. These companies
engaged in broadcasting for an obvious reason: unless there were stations to
send out programs, the business of selling radio receivers would face collapse.
The profit in radio had to be made on the sale of the radio set while the broad-
cast program had to be supplied to the listener without charge. Westinghouse,
RCA, and General Electric all opened up radio stations. Retail department
stores then got interested in radio as a means of winning goodwill: Bamberger,
Wanamaker, Gimbels, and the Shepard Stores set up stations. Newspapers,
encouraged by the success of the Detroit News station, began broadcasting as a
means of publicizing their papers. Colleges and universities plunged into
broadcasting to provide experimental facilities for physics departments and
to investigate the possibilities of educational radio. Numerous individuals
afflicted with the radio fever rushed to open their own stations with whatever
money they could scrape together. They used tiny five-watt transmitters
which could be housed in small cabinets resembling ordinary receivers.
Unofficial estimates of the number of these two-by-four stations ran as high
as 1,400 in 1924,

Still no way had been found to raise the necessary money to pay for the
operating cxpenses of the stations. Some people, like David Sarnoff, then
general manager of RCA, believed that the manufacturers and distributors
of radio receivers and parts should contribute to the cost of running broad-
casting stations as a service to the buyers of sets and in order to stimulate sales.
Others felt that radio stations should be operated by the government, or
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supported by endowment funds contributed by public-spirited citizens. Not
yet born was the idea of selling radio time for advertising messages which is
the foundation stone of modern commercial broadcasting.

In the first flush of broadcasting, however, the financial problem had not
yet assumed urgent proportions. Radio required little by way of programming
to attract an audience still thrilled by the very novelty of wireless communi-
cation. The main desire of many listeners was to be able to pick up on their
battery-operated crystal headphone receivers the call letters of distant
stations. Programs at first were really excuses for many stations to go on the
air so that they might fulfill their true mission of announcing their call letters.
Phonograph records were played and replayed to fill in the time between
station identifications.

The broadcast quality of the primitive transmitting and receiving equip-
ment of the early twenties was indeed poor, judged by present standards, but
is was quite satisfactory to the audience of that day. One excited woman
wrote to H. V. Kaltenborn, then beginning his commentary career, “You
came in last night just as clear as if you were talking over the telephone.”

In these circumstances, broadcasters found themselves for the first two
or three years under no great pressure to offer top-notch performers. Instead
they relied on the phonograph and on the seemingly endless supply of free
talent that came to the studio. Even the staff personnel of many stations could
be had at virtually no cost. Good, bad, and indifferent musical artists were
coaxed to the microphone with the promise of publicity. This was the period
of the *‘great plague of mediocre sopranos badly transmitted and worse
received.”! After a time, however, performers became reluctant to give their
services in exchange for publicity only, and a more sophisticated public began
to demand higher grade offerings. Entertainers, announcers, and engineers
had cooled off from the early thrills and wanted to be paid for their work.
Stations earned nothing, however. Where was the money to come from? One
station was operating on an annual budget of $100,000 without tangible
earnings of any kind. Westinghouse, having been amply repaid with publicity
for its initial expenses, was seriously wondering whether there was a way out.

RADIO GOES COMMERCIAL

The solution eventually adopted came about through WEAF
(now WNBC), the high-powered A T.&T. station in New York City. The
telephone company had set up WEAF to be operated as a *“toll” station,
available for hire to those wishing to reach the public by radio. The first
sponsored program occurred on August 28, 1922, when WEAF broadcast

! Alfred N. Goldsmith and Austin C. Lescarboura, This 7 hing Called Broadcasting (New York,
1930), p. 146.
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a ten-minute talk delivered under the auspices of the Queensborn Corporation,
a Long Island realty company.

The telephone company established a stringent broadcast policy which
permitted only a conservative courtesy announcement to identify the spon-
sor. A T.&T. ruled out the broadcast of direct advertising messages as being
in poor taste for a communications medium that entered the privacy of the
home with no forewarning as to the nature of the messages that would follow.
Advertising was limited, therefore, to the simple statement of the sponsor’s
name, the intention being to maintain the dignity of radio and to prevent it
from taking on the character of “huckstering.”

The telephone company’s attitude also reflected a fairly widespread
belief, voiced by some newspapers which were apparently indulging in wishful
thinking, that the radio medium was incapable of selling products through
direct commercial announcements. The emphasis throughout this early
period was on the use of radio by commercial companies solely to create
public goodwill. This policy was emphatically approved by the then Secretary
of Commerce, Herbert Hoover, who said in 1922, ““It is inconceivable that
we should allow so great a possibility for service, for news, for entertainment,
for education, and for vital commercial purposes to be drowned in advertising
chatter.” The First Annual Radio Conference, held that year, recommended
“that direct advertising in radio broadcast service be absolutely prohibited
and that indirect advertising be limited to the announcements of the call
letters of the station and of the name of the concern responsible for the matter
broadcasted [sic].”

From 1922 to 1924, even limited goodwill commercial broadcasting was
restricted almost entirely to WEAF. The telephone company claimed the
sole right to sell radio time, and because of its control over patents, trans-
mission lines, and radio equipment it was able to enforce its will on other
stations and to prevent them from carrying advertising. It was not until
April 18, 1924, when A.T.&T. allowed independent stations to engage in
sponsored broadcasting, that widespread advertising support for radio
developed, and the system we know today began to take shape.

Advertising on the air soon increased markedly, and the distinction
between direct and indirect commercial appeals began to wear thin. Adver-
tisers and advertising agencies learned that radio campaigns were effective
ways for marketing commercial products, and they turned over to radio
stations a larger percentage of their advertising budgets. Whereas in 1922
WEAF’s total advertising income for the whole year was about $5,000, in
1930 the same station (which had been sold by the telephone company to
RCA) was charging $750 for just one hour of evening radio time.2 With this
advertising money it became possible to hire high-priced entertainers to put
on top-notch comedy, variety, and musical programs. Radio became *‘show

2 Ibid., pp. 279-281.
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business.”” Stars like Rudy Vallee expanded the dance-band formula by
introducing radio “‘personalities” in 1929, the same year that Amos n’ Andy
began its long radio tenure. The continual improvement in the technical end
of broadcasting persuaded renowned musical artists who had previously
refused to risk their reputations on crude microphones and faulty amplifiers
to break down and accept radio as a legitimate medium for their art. Opera
singers like John McCormack and Lucrezia Bori led the musical flock to radio
in 1926, and by the next year most of the big name musical artists in the
country appeared on program logs.

The better radio programs made possible by money obtained from radio
advertising were undoubtedly welcomed by the listening audience, but
opposition to the pressures which aimed to turn broadcasting into a carryall
for various commercial appeals was still being voiced in responsible industrial
and listener circles. The 1929 Code of the National Association of Broadcasters,
for example, provided that after 6.00 p.m. commercial programs only of the
“goodwill type” were to be broadcast, and between the hours of 7.00 and
11.00 p.m., no commercial announcements of any sort were to be aired!

Industry and public attitudes soon changed, however. If listening to a
commercial message was going to make possible the broadcast of better
entertainment programs, the public, with certain exceptions and within
limitations, was willing to pay this price. The rules against direct advertising
were at first relaxed, and then gradually they disappeared altogether.

Having established itself as the sole support of radio, advertising pro-
gressively took command of the entire broadcast operation. Programs began
to stress more popular appeal in order to reach the type of audience desired
by various advertisers. The standards for writing and presenting commercial
messages on the air were guided almost entirely by considerations of effective
selling. The earlier reservations placed upon the use of radio as an advertising
medium because of the special way it gains access to our homes were no
longer to be heard in broadcasting circles. The new trend was to reach its
climax 20 vears later when, in 1943, one station broadcast 2,215 commercial
announcements in one week, or an average of 16.7 announcements every
hour.?

FORMATION OF NATIONAL RADIO NETWORKS

If advertising was to become one foundation stone of American
broadcasting, the national radio network was soon to become the other. The
linking of two or more stations by land lines to carry the same program
simultaneously was an essential aspect of the science, business, and art of

3 Public Service Responsibility of Broadcast Licensees (Washington, Federal Communications
Commission, 1946), p. 44.
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radio. Single stations could not afford to produce elaborate shows to be
transmitted to the audience in only one community; listeners in various parts
of the country wanted to hear the best New York shows; advertisers with
regionally or nationally marketed products wanted to launch their promo-
tional campaigns simultaneously throughout the country. All of these desires
combined to form the basis for the establishment of the national radio networks.

The AT. & T. Network

Network broadcasting was inaugurated on January 4, 1923, when A T.&T.
broadcast a program simultaneously over WEAF and WNAC, a Boston
station. Later that year, the telephone company set up a station in Washington,
D.C., which it linked frequently with WEAF for network broadcasting,
forming the nucleus of a network that expanded rapidly in the following years.
By the fall of 1924, A.'T.&T. was able to furnish a coast-to-coast network of
23 stations to carry a speech by President Coolidge.

The National Broadcasting Company

Meanwhile, RCA was making a start in network broadcasting. This was done
despite the opposition of A.T.&T., which refused to furnish its telephone lines
for use by competing networks and would not permit RCA to sell broadcast
time to advertisers. RCA was compelled, therefore, to use inferior telegraph
wires for “networking”’ and 1o make no charge for the use of radio time.
Because of these obstacles, the RCA network did not grow as rapidly as did
AT.&T.s. In March 1925, when the telephone company network broadcast
the Presidential inauguration over a transcontinental network of 22 stations,
the RCA network carried it over only four eastern stations.

This situation abruptly changed in 1926, when A T.&T. decided to
withdraw entirely from the radio broadcasting business, sold WEAF to RCA
for $1 million, and transferred most of its radio properties to the so-called
“Radio Group,” made up of RCA, Westinghouse, and General Electric.
These transactions cleared the way for the sale of radio time by the “Radio
Group,” and A. T.&T. agreed to make its telephone lines available to RCA.

On September 9, 1926, RCA formed the National Broadcasting Com-
pany as a subsidiary corporation to take over its network broadcasting
business and the station properties it had arranged to buy from A.T.&T.
NBC began regular network operation in November of that year over a group
of stations which came to be known as the NBC Red Network. In January
1927 it connected a second group of stations into what came to be known as
the NBC Blue Network, thus controlling the only two networks in the country
at that time. NBC continued to hold a dominant position in chain broad-
casting for almost 20 years until, following a government order, it was forced
to sell its second network in 1943,
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The Columbia Broadcasting System

The network we now know as the Columbia Broadcasting System came into
being on January 27, 1927, under the name of United Independent Broad-
casters, Inc. United’s purpose was to contract time for a network of 16 radio
stations, to sell time to advertisers, and to furnish programs for broadcasting.
Before United actually got under way, the Columbia Phonograph Company
became interested in the venture through the Columbia Phonograph Broad-
casting System, which was organized in April 1927 to function as the sales
agency of United. United contracted to pay each of its 16 stations $500 per
week for 10 hours of radio time. It soon developed, however, that the sales
agency could not sell enough time to sponsors to carry United under this
arrangement, and the new network stood near the brink of collapse only a
few months after its birth.

The Columbia Phonograph Company withdrew from the project, and
all of the capital stock of the sales company was thereupon acquired by
United, which took over the name of the Columbia Broadcasting System
after dissolving the sales agency. William S. Paley and his family purchased
a majority of CBS stock, the network began to thrive, and Paley assumed a
role of leadership in broadcasting which, as Chairman of the Board of CBS,
he continues to hold to this day.

The Mutual Broadcasting System

The Mutual Broadcasting System, organized along radically different lines
from NBC or CBS, did not come into being until 1934 when four stations,
WGN, Chicago, WLW, Cincinnati, WXYZ, Detroit, and WOR, New York,
agreed to work jointly to get advertising business for themselves. The network
drummed up sales to advertisers and made arrangements with A.T.&T. for
land-line connections among the four stations. With the coming of television
and the decline of radio, particularly on the network level, MBS, which did
not enter the television field, experienced difficult days. There was first a
succession of owners and finally a bankruptcy proceeding, but even this crisis
did not end the network’s existence. It operated independently for a while
and then became a subsidiary of the Minnesota Mining and Manufacturing
Company. That company eventually sold it and the network now operates as
a subsidiary of the Mutual Broadcasting Corporation, servicing hundreds of
affiliates throughout the country. In a number of cities it is the only source of
network radio news.

The American Broadcasting Company

The American Broadcasting Company came into being under its present
name in 1945, after purchasing RCA’s second network two years before. In
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1953, ABC merged with United Paramount Theaters, Inc., to form a new
corporation, American Broadcasting-Paramount Theaters, Inc., now known
as American Broadcasting Companies, Inc.

PUBLIC POLICY TOWARD RADIO

To make matters more difficult during broadcasting’s first
decade, the federal government was slow to make its position clear in its radio
laws. Under international agreements, governments had assumed the
responsibility to use certain radio frequencies and to provide protection for
frequencies used by other countries. Radio’s rapid growth quickly outdated
the means by which these agreements were to be observed, however.

Early Radio Policy

Federal regulation of radio began with the Wireless Ship Act of 1910, which
forbade any sizable passenger ship to leave this country unless it was equipped
with radio communication apparatus and a skilled radio operator. It was not
until 1912, however, when the United States ratified the first international
radio treaty, that the nced for general regulation of radio became urgent. In
order to carry out our treaty obligations, Congress enacted the Radio Act of
1912. This statute forbade any person to operate a radio station without a
license from the Secretary of Commerce.

Enforcement of the Radio Act of 1912 presented no serious problems
until radio’s value as a public broadcast medium was realized and there was
a rush to get on the air. The Act of 1912 had not set aside any particular
frequencies for privately operated broadcast stations, so the Secretary of
Commerce selected two frequencies, 750 kilocycles and 833 kilocycles,* and
licensed all stations to operate on one or the other of these channels. The
number of stations increased so rapidly, however, that the situation became
extremely confused as radio signals overlapped and stations interfered with
each other. On the recommendation of the National Radio Conference,
which met annually from 1922 through 1925, Secretary of Commerce Hoover
established a policy of assigning a specific frequency to each station.

The increase in the number of frequencies made available was still,
however, not enough to take care of all the new stations that wanted to go on
the air. The Secretary of Commerce tried to find room for all of them by
limiting the power and hours of operation of some stations. so that several
stations might use the same frequency. The number of stations multiplied so

4The term “*cycle” is now known as “*hertz” in honor of the German scientist Heinrich Hertz,
who contributed to the development of broadcasting. When writing of the history of broadcasting
we shall continue to use the terms “kilocycles” and **megacycles,” but when writing of the current
scene we shall use the terms “‘kilohertz”” and “*‘megahertz.”



32 TELEVISION AND RADIO IN SOCIETY

rapidly, however, that by 1925 there were almost 600 in the country and 175
applications on file for new stations. Every frequency in the standard broad-
cast band was by then already occupied by at least one station, and many by
several. The new stations could be accommodated only by extending the
standard broadcast band, at the expense of the other types of radio services,
or by imposing still greater limitations upon time and power. The 1925
National Radio Conference opposed both of these methods and called upon
Congress to remedy the situation through legislation.

Until Congress passed a new radio law, the Secretary of Commerce was
powerless to deal with this trying situation. He could not simply refuse to issue
any more broadcast licenses on the grounds that existing stations would be
interfered with, because a court ruling denied him this authority. And, in
April 1926, an 1llinois federal district court further tied his hands by holding
that he had no power to impose any restrictions whatsoever as to frequency,
power, or hours of station operations. A station’s use of a frequency not
assigned to it was ruled not a violation of the 1912 Radio Act, so there was
nothing Hoover could do under then existing laws to prevent one station
from jumping its frequency to that of its neighbor. This court decision was
followed in July, 1926, by.an opinion of the Attorney General that the Secre-
tary had no power to issue regulations preventing interference between
broadcast stations. Completely frustrated, Secretary of Commerce Hoover
issued a public statement abandoning all his efforts to regulate radio and
urging that the stations undertake, through gentlemen’s agreements, to
regulate themselves.

The Period of Chaos

Hoover’s plea went unheeded. From July 1926 to February 1927, when
Congress enacted new radio legislation, almost 200 new stations went on the
air. ““These new stations used any frequencies they desired, regardless of the
interference thereby caused to others. Existing stations changed to other
frequencies and increased their power and hours of operation at will. The
result was confusion and chaos. With everybody on the air, nobody could be
heard.”® The situation became so intolerable that the President in his message
of December 7, 1926, appealed to Congress to enact a comprehensive radio
law. This time Congress took heed and legislation was enacted.

The Radio Act of 1927

The plight into which radio fell prior to 1927 could be attributed to a basic
fact about radio as a means of communication—the radio spectrum simply
was not large enough to accommodate every person who wanted to set up a

5 National Broadcasting Company v.. United States, 319 United States Reports at 212 (1943).
This account is based largely on the historical review of public policy included in the majority
opinion of the Supreme Court in this case.
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broadcasting station. Regulation of radio by government was, therefore, as
necessary to the development of radio “‘as traffic control was to the develop-
ment of the automobile,” according to the Supreme Court.® The Radio Act
of 1927 proclaimed that the airwaves belong to the people of the United States
and were to be used by individuals only with the authority of short-term
licenses granted by the government when the *“‘public interest, convenience,
or necessity”’ would be served thereby. A temporary Federal Radio Com-
mission was created to administer the law.

The new law automatically revoked the license of every radio station
then operating, and allowed 60 days for applications for new licenses to be
filed with the Federal Radio Commission. The Commission was given the
authority to assign any power, frequency, or time limitations to the stations
whose applications it approved. Meanwhile, temporary licenses were issued
to most broadcasters so that they might continue in operation while the
Commission worked out the jigsaw puzzle of fitting together all the broad-
casters into the standard breadcast band, without interference between
stations. The Commission required first of all that each station equip itself
with frequency control devices to prevent it from wobbling off its assigned
frequency. After making extensive investigations, the Commission then issued
regular licenses good for six months to all but about 150-odd stations for
which it felt there was no room on the air.

In 1934, after reviewing seven years of temporary federal radio regula-
tion, Congress was ready to write a permanent law embodying the “public
interest, convenience, or necessity” approach which had been tried and
found successful. The Communications Act of 1934 created the Federal
Communications Commission with substantially the same powers and
responsibilities as the earlier Radio Commission, except that it was also given
jurisdiction over wire communications. The development of radio broad-
casting was turned over to competitive private enterprise, with limited
government regulation. The 1934 statute, with certain amendments, remains
on the books as the governing law of modern broadcasting.

Thus, anarchy of the airwaves became a thing of the past and order was
established. Responsible broadcasters could feel confident that their assigned
frequencies would be protected from radio pirates, and listeners were able to
turn on their radio sets without being greeted by a melee of sounds from
overlapping stations. Having bridged this critical period of its growth, radio
was now prepared to step forward with its programming, to demonstrate the
full artistic, communicative, and business capacities of the broadcast medium.

THE DEVELOPMENT OF RADIO PROGRAMMING

The period radio now entered saw the development and refine-
ment of program types and the rise to stardom of entertainers whe, in many
© Ibid., at 213.
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cases, had won earlier recognition on the stage or in vaudeville. Jack Benny,
Eddie Cantor, Fred Allen, Ed Wynn, Bing Crosby, Burns and Allen, Jimmy
Durante, Edgar Bergen, Phil Baker, Bob Hope, and Fibber McGee and Molly
won their places on the air in the thirties and set a pattern for comedy and
variety that was maintained with little change over a score of years. The Jack
Benny Show held forth Sunday evenings at 7.00 p.m. for more than 20 years
without interruption.

In the programming of classical music, this period saw the start of Dr.
Walter Damrosch’s Music Appreciation Hour, which held a loval audience of
children and adults for a decade of Saturday mornings; the Sunday afternoon
concerts of the New York Philharmonic Symphony Orchestra, and the
Saturday afternoon broadcasts from the stage of the Metropolitan Opera
House. Some years later the National Broadcasting Company formed its own
symphony orchestra, under the leadership of Arturo Toscanini. The Horn and
Hardart Children’s Amateur Hour, Uncle Don, Let’s Pretend, and other children’s
programs became regular features. These were the years, too, of the amateur-
hour programs, which were made famous at first by Major Bowes and which
brought to the air a copious supply of one-man bands.

Powerful personalities who won their followings through the effective
use of the broadcast word also stand out in this period. They ranged from
Franklin D. Roosevelt, whose fireside chats, delivered in a personal and
intimate manner, captured the imagination and loyalty of most Americans,
to men like the famous Dr. Brinkley, the patent-medicine man who advertised
his goat-gland pills over the air to distraught men anxious to regain their lost
youth. In between came firebrands like Louisiana’s Huey Long and Father
Charles E. Coughlin, the Detroit priest who became a storm center when he
tried to build up a political movement through his radio broadcasts.

There were, too, the famous individual broadcasts that created momen-
tary sensations. The broadcast reports of the trial and execution of Bruno
Hauptmann, kidnapper of the Lindbergh baby, brought fame and fortune
to Gabriel Heatter and Boake Carter. Actress Mae West won a permanent
niche for herself in the annals of radio when, in reading a seemingly innocent
script about Adam and Eve on an Edgar Bergen comedy show in 1937, she
introduced an unexpectedly suggestive innuendo that, though it titillated
some listeners, caused a flood of protests from offended listeners to swamp the
network and the Federal Communications Commission.

In the broadcast of drama, radio at first found itself unable to surmount
the limitations of a communications medium in which the audience could
hear words, sound effects, and music, but could see nothing. Early dramatic
broadcasts picked up Broadway stage plays by putting microphones over the
actors’ heads or in the footlights. These efforts to transplant stage plays to the
air without any adaptation to the limitations of the radio medium resulted in
programs little short of the grotesque. The effect on the listener was simply
that of sitting in the theater blindfolded. Broadcasters soon realized that if
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radio drama was to win an audience, original material would have to be
written and stage plays would have to be adapted especially for broadcast
performance.

The first strictly dramatic radio program was First Nighter, launched in
1930. It was soon followed by the Lux Radio Theater. From this point it was
only a step to the dramatization of mystery and adventure stories, such as
The Shadow, The Lone Ranger, and Bulldog Drummond. The *‘stream-of-conscious-
ness” technique to take the radio audience into the mind of a character, trick
devices like echo chambers, and filters to change vocal quality and perspective,
and sound effects to intensify mood and to carry action, were made vital
elements of radio dramatic techniques. In 1937 Archibald MacLeish wrote
The Fall of the City, the first verse drama written especially for radio. Writer-
producers Norman Corwin, Arch Oboler, and Orson Welles won national
fame for a succession of highly imaginative productions. Poet Stephen Vincent
Benet contributed several original scripts that demonstrated the immense
artistic possibilities of the radio medium.

These years also encompassed the period of “‘stunt broadcasting,” when
radio called the attention of the world to its great feats of wireless communi-
cation. Of especial fascination were the broadcasts from great heights and
great depths or from widely separated points. Programs might be picked up
from a glider in the air or from a bathysphere hundreds of feet under Bermuda
waters. NBC broadcast two-way conversations between an aerial balloon
flying high over the East Coast and an airplane off the Pacific Coast. between
London and the balloon, and a four-way conversation between Chicago,
New York, Washington, and the balloon. Like a child playing with a new toy,
networks used their new shortwave equipment 1o broadcast a singer from
New York accompanied by an orchestra in Buenos Aires or to pick up a piano
concert from a dirigible in mid-Atlantic.

Such freakish broadcasts admittedly made small contribution to radio
art, but they unquestionably prepared broadcasters for the more imposing
tasks of covering important public events in different parts of the world. The
hook-up of 19 widely separated broadcasting centers around the world in
1931 for a program dedicated to Marconi marked a great step forward in the
science of broadcasting. Between 1933 and 1935 there were numercus broad-
casts from Admiral Byrd’s Antarctic Expedition. In 1934 a sensational
on-the-spot description of the burning of the vessel Morro Castle off the New
Jersey coast was brought to the public by radio. The dramatic farewell
address of King Edward V111 who abdicated his throne for “the woman I
love,” and the impressive coronation of King George V1 in 1937 were covered
in the most elaborate overseas hroadcast arrangements to that date.

The thirties also saw the rise of news broadcasting. Radio’s capacities as
a news medium were barely appreciated by the pioneer broadcasters of the
twenties, who did little more than read over the air newspaper headlines and
the front pages of late editions. Several newspapermen, like H. V. Kaltenbord
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of the Brooklyn Eagle, broadcast weekly news talks, but nothing like present-
day news summaries was regularly scheduled in the twenties. In 1932 the
Associated Press furnished Presidential election bulletins to the networks, and
the following year saw the new policy of interrupting broadcast programs
with news flashes. But the advancement of radio as an effective news medium
was temporarily brought to a halt by the pressure of powerful newspaper
interests who feared the rivalry of broadcast news and therefore hoped to
restrict radio’s ability to compete with the press in the field of news dissemina-
tion.

There ensued, from 1933 to 1935, the *‘press-radio war,” during which
time radio news bulletins were limited by agreement to 30 words and by a
time schedule that prohibited the airing of news while it was hot off the wires.
The agreement finally broke down, and radio was free once again to broadcast
news supplied by news agencies. Networks built up their own news staffs and
sent correspondents to the important capitals and news centers of the world.
Kaltenborn broadcast over CBS the actual sounds of battle in the Spanish
Civil War, and NBC’s Max Jordan broadcast an eyewitness account of Hitler's
march into Austria and his reception in Vienna. During the Munich crisis in
1938, when for seemingly endless hours the nation turned to its radios to keep
pace with the rapidly unfolding political events, the networks took leadership
in supplying continual news bulletins and roundups of informed opinion in
Europe. The voices of the chief actors in the international political scene,
Hitler, Chamberlain, and Mussolini, were brought to American listeners
with commentaries by network news analysts. Radio gave the mounting war
crisis in 1939 sustained and comprehensive news coverage, establishing itself
in the public mind as the primary source of news.

RADIO AND WORLD WAR ||

From the outbreak of World War 11 through its conclusion, it
was a well-organized, technically proficient, and confident radio system that
brought to the American people the great speeches of Winston Churchill,
news of the fall of France, the attack on the Soviet Union, and the flash reports
of the Japanese attack on Pearl Harbor.

Even as the American military forces mobilized their strength, the radio
industry made all its resources available to the federal government for war
service. In contrast with World War I, however, when the government took
over the operation of all wireless stations, World War 11 saw the basic radio
organization left intact. The government merely enlisted the cooperation of
the industry to publicize important morale and public-service announcements.
Planned scheduling of war-information messages, bond-purchase appeals,
and conservation campaigns were coupled with the systematic use of radio for
instruction in civilian defense and responsibilities. All show business pitched
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in wholeheartedly, and the “win-the-war” theme permeated radio’s offerings.
The Office of War Information coordinated the government’s wartime
propaganda and information services. For the entertainment and information
of soldiers and sailors overseas, the Army and Navy set up the Armed Forces
Radio Service, with a network of stations in the Pacific and European war
theaters. Entertainment programs at home were broadcast as usual, with the
stars and formats of the thirties maintaining their popularity in the forties.
Indeed, few new talents came to the fore; the war took its toll of the lives and
energies of many young artists. Perhaps the most notable change in program-
ming was the increase in news and one-man commentaries. The scheduling
of news every hour became common; some use began to be made of recorders
to transcribe actual events for airing at subsequent hours. Radio documen-
taries, casting the factual matter of the war into dramatic and semidramatic
programs, were hailed as powerful new art forms.

In the field of special events, radio again scored its greatest triumphs,
demonstrating anew its power to bring actual events into our homes and to
make the world conflagration meaningful in terms of individual persons. From
the broadcast of President Roosevelt’s war message to Congress, to the eye-
witness description of the signing of the surrender documents ahoard the
battleship U.S.8. Missouri in Tokyo Bay, there was a succession of outstanding
programs. On D-Day in 1944, radio reporters were heard from invasion
barges in the English Channel and on the Normandy beaches as the greatest
military operation in history got under way. George Hicks’ running narration
from an amphibious ship under aerial attack provided a broadcast that few
who heard it will ever forget.

The war was more than a great programming challenge to American
radio, however. It also brought to the radio industry a period of unprecedented
economic prosperity. The 900-odd stations then in existence enjoyed a lush
advertising market protected from new competition by the government’s
refusal to license new stations for the duration. Although the shortage of
consumers’ goods created a sellers’ market, many large manufacturing
companies, mindful of the experience of World War I when some companies
discontinued advertising and lost out in the public mind, continued their
promotional work on a lavish scale. The wartime newsprint shortage which
cut down advertising space in newspapers also served to drive more adver-
tising money into radio. Institutional, or name, advertising was stimulated
by the high wartime income taxes which gave many corporations the alter-
native of spending large sums on advertising or turning the money over to the
government in taxes.

The upshot of all this was that AM radio flourished. From 1938 to 1948,
the advertising volume of the four networks more than doubled. From 1937
to 1944, broadcast profits of all networks and stations rose from $23 million
to $90 million.

With income figures of such proportions, radio could not escape being
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viewed primarily as a money-making business rather than as a public-service
enterprise. Entrepreneurs anxious to break into radio’s magic circle could do
so only by purchasing established stations. Radio property therefore acquired
a high scarcity value and some stations changed hands at fantastic prices.
Many realized from four to ten times the value of their assets. “In one instance
the sales price was more than thirty times the original cost. In another, a
station sold for 1,534 times its net income.””

THE CHANGING FORTUNES OF AM RADIO

When World War 11 ended, 950 AM stations were on the air.
When the lid was taken off new radio construction, the attractions of the
industry’s wartime profits brought on a horde of new broadcasters. Refined
directional antennas which prevented station interference made it possible
to license many new local stations operating on low power. The number of
AM stations soon grew like Topsy. Five hundred new stations went on the air
in 1946. Another 400 were authorized in 1947. By the end of 1948, 1,900 AM
stations were on the air producing an income of $145 million, compared to
the 88,700,000 carned by the 50 television stations then in existence. By 1949,
however, when the nation’s economy suffered a temporary setback and the
inroads from television first began to be felt by AM radio, total network radio
billings slipped for the first time in radio history. One metropolitan AM
station that was purchased for $250,000 in 1944, was resold for only $150,000
in 1949. Another station dropped in sales value from a wartime $1,500,000 (o
$512,000 in 1949,

Thereafter, as television continued its rapid expansion, the future of
AM radio became clouded with uncertainty. It was clear that network radio
had suffered great damage from the competitive inroads of television, both
in the reduction of audiences and in the loss of revenues. As the decade of the
fifties advanced, the declines continued, and there were strong indications
that national radio networks might soon vanish from the broadcasting scene
unless the losses could be arrested.

As the decade of the seventies began, AM radio seemed to face a bright
future. The number of operating stations had risen bevond 4,200. In some of
the major metropolitan markets, successful radio stations generated so much
profit from advertising revenues that, in some instances, they were sold for
sums in excess of $10 million. Although the radio networks survived these
years of change and expansion, network radio was no longer profitable, and
the national radio networks continued their operations primarily to provide
instantaneous national news and special events coverage, and specialized
programming such as NBC’s weekend Monifor. As far as audiences were

7 Charles Siepmann, Radio’s Second Chance (Boston, 1946), p. 165.
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concerned, the radio industry could not attract for a single program the
number of people who viewed the most popular television programs, but the
industry argued that, even under usual circumstances, the total number of
people who listen to radio in a single week (in automobiles as well as in homes)
equals or even exceeds the number who watch television.

The loss by radio to television of the “‘peak’ evening audiences forced
the radio industry into a period of intense self-study. From this study emerged
new programming patterns: emphasis on news, and music, developing
popular disc jockeys, providing programs for audiences with special interests,
and flexibility in attracting advertisers who could not afford television. Under
the competition of television, AM radio was forced to give up much of its
glamour, but industry leaders believed that they had found a successful
formula for both AM network and station operation that would hold good
for the future.

FREQUENCY MGCDULATION (FM) RADIO

Although FM radio did not come to public attention until the
end of the war, it had been known to the radio industry since its development
during the previous 10 years by Major E. H. Armstrong of Columbia Univer-
sity. Using a much higher band of frequencies than AM radio (from 88 to 108
megacycles), FM has many advantages over standard radio. It is ordinarily
free from static, fading, and interference noises. All stations within reception
range come in with equal strength. Sound is transmitted with much greater
fidelity than over AM radio. Because its coverage is usually limited to the
line of sight from the top of the transmitter, FM is better suited for community
and metropolitan centers than for rural areas. This limitation in coverage
makes it possible for many FM stations, situated not very far apart geo-
graphically, to share the same frequency.

FM held high hopes to broadcast aspirants, critics, and educators because
the construction and operating costs of an FM station were much less than the
cost of an AM station. Scheols and community organizations, as well as
commercial entreprencurs, might now consider entering the broadcasting
business. Moreoever, low-powered FM stations might hope to compete with
high-powered stations on the basis of program quality only, since all signals in
listening range would be heard equally well. In AM radio, low-powered
stations were at a great disadvantage because many listeners made their dial
choices primarily on the basis of signal strength, seeking the station they
could hear with the least interference, regardless of program quality.

The Federal Communications Commission authorized commercial
operation of FM radio in 1941, but the war held back further development
until 1945, when the Commission shifted FM to its present frequency band
and gave it the go-ahead. So high were hopes for FM that the Chairman of
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the Commission predicted in 1946 that FM would replace AM radio in two
or three years. By 1947, nearly 1,000 FM stations had been licensed, or more
than the total number of AM stations before the war.

FM ran into a number of major stumbling blocks, however. First, it could
not be heard on AM radio receivers without special converters, and AM
programs could not be received on FM sets. This meant that FM’s audience
was limited to the number of people who invested in new, specialized radio
sets. In 1947 the first inexpensive FM attachment for AM sets came on the
market, and this problem was partially solved. Second, there was the problem
of FM programming and advertising support. FM could not attract large
audiences unless it offered distinctive programs; it could not get advertising
to finance such programs unless it already had the audience. Some broad-
casters skirted this dilemma by duplicating their AM programs over their FM
outlets, but independent FM broadcasters without AM stations to lean on
objected that such practices would hold back the development of FM, making
it a stepchild of AM. Stations that had great investments in AM often looked
on their FM licenses as a form of insurance and made little attempt to promote
FM vigorously. Third, the absence of automatic tuning controls and the poor
quality of cheap FM sets disappointed many listeners who did not find FM
tone quality markedly supe;ior to AM. Fourth, FM ran into heavy competition
from the well-established AM field, now twice its prewar size, and from
television, which hit the market almost simultaneously with FM radio.

In 1948, 300 new FM stations were constructed. but 125 applicants, in
an unprecedented demonstration of pessimism in broadcasting, turned back
their construction permits to the Federal Communications Commission. In
1949, the trend picked up steam, with licenses of even established stations
being turned back. Whereas in 1948 the Federal Communications Commis-
sion was besieged with 17 competing applications for 5 remaining FM
channels in the New York City area, in 1949 the license of one of the successful
applicants practically went begging on the open market. In that year, only
3 of 114 FM-only stations did not suffer losses.

From 1949 through 1952, over 350 other FM station authorizations were
returned to the Commission. Then slowly the picture brightened as new
functions for FM were discovered. For one thing, AM licensees who were
unable to obtain permission to broadcast on AM during evening hours
recognized that an FM license provided an opportunity to continue broad-
casting during the nighttime. For another, the high-fidelity capabilities of
FM began to attract increasing attention, and FM stations specializing in the
programming of good music became more and more common.

Although many FM stations continued to duplicate only the programs
that were offered on AM outlets operated by the same owners, there was a
steady increase in the number of FM stations that provided a program service
not available on AM. The FCC moved to insure that the existence of FM
stations would actually increase the diversity of programming available by
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requiring that in markets of 100,000 people or over a company operating
both an AM and FM station would have to provide separate programming
for the two stations at least 50 percent of the time.

The new interest in FM sparked a dramatic rise in the number of FM
stations on the air. As the 1970s began their number rose over the 2,000 mark.
It is estimated that by the middle of the decade, as spectrum space becomes
scarce, the number of FM stations will level off at 3,000 and AM stations at
4,500. The increase in the number of FM stations has been accompanied by a
corresponding increase in the number of FM receivers. Three out of five radio
homes now have FM receivers, with the penetration in the larger cities being
close to 70 percent. It is expected that by 1975 four out of every five sets sold
will be capable of FM reception. That figure could become five out of five if
an “All-Channel Radio” bill introduced in the early seventies is passed. This
bill would require that all radio sets sold in interstate commerce be capable
of receiving AM and FM signals. It is similar to the bill the Congress passed
in 1962 which requires that all television sets sold in interstate commerce be
capable of receiving both VHF and UHF television stations.

In order to help FM stations commercially and to make for more
efficient utilization of FM frequencies, the Federal Communications Com-
mission has authorized FM stations to engage in such additional services as
“functional music,” which has many variations including, for example,
restaurant, factory, and other background music; also ‘“‘storecasting,”
background music in stores; and “transit radio,” on passenger-carrying
vehicles. These services are made possible through the multiplex system of
broadcasting. This system involves the transmission on a broadcast frequency
of a second program which can be received only by individuals and organiza-
tions having the necessary multiplexing receiving equipment. Multiplexing
has also made stereo broadcasting possible, for, using this system, the two
signals needed to complete a stereo effect can be broadcast on the same
frequency. The FCC authorized this type of broadcasting by FM in 1961, and
a number of stations immediately began presenting stereo programs. Many
others have since joined them in offering this type of service.

NONCOMMERCIAL EDUCATIONAL FM RADIO

When the Federal Communications Commission authorized
FM broadcasting, it set aside one portion of the band (88 megacycles to 92
megacycles) for use by noncommercial educational stations. Noncommercial
educational FM broadcast service has continually expanded during the last
few years, until now some 400 FM educational stations are in operation. A
number of academic institutions operate low-powered transmitters of 10
watts or less, which provide satisfactory coverage of college campuses and the
small towns in which many are located. These can later be built into higher-
powered stations if the necessary financial resources are made available.
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SUMMARY

American radio grew from a fledgling enterprise to a great mass
communications medium in less than 20 years. Radio’s amazing growth
involved a struggle for control of important patents and early failures to
realize the true nature of the broadcast medium. The decision to finance
broadcasting by the sale of time to advertisers, the formation of national
networks, and the intervention of the federal government to establish order
after radio had fallen into helpless chaos were each important landmarks in
the advancement of radio. AM radio reached a pinnacle of financial success
and service to the nation during World War II, but following the advent of
television it has been obliged to accept a secondary position. FM radio made
its entry on the broadcasting scene after the war, but despite its superior
technical quality it had a slow development. With the recognition that FM
could supplement the available broadcasting services by performing special
functions, an expansion of facilities took place, and FM now plays a signi-
ficant role on the American broadcasting scene.

QUESTIONS FOR DISCUSSION

1. How did James Maxwell’s contributions to the development of radio broad-
casting differ from those of Guglielmo Marconi?

2. In what way did Ambrose Fleming, Reginald Fessenden, and Lee DeForest
make similar contributions to the development of radio?

3. On what basis may stations WW], WHA, and KDKA be grouped?

4. Explain how many carly radio station owners differed in their objectives from
radio station owners of today.

5. Under what basic AT .&T. philosophy did WEAF become a commercial
station?

6. Of what significance was the decision in the 1920s 1o turn to advertising
revenue as the financial support for radio?

7. How do you explain the change in public attitudes toward advertising on
the air?

8. What events led to the Radio Act of 1927, and what changes in public policy
were reflected in this law as compared to the Actof 19122

9. What have been some of the leading programming changes in the last 20 years
of radio?

10. List some of the pioneers and pioneer programs in the area of music, news,
and drama programs.

I't. What significant role did AT .&T. play in the development of network
broadcasting, and how has it continued to play an important part in network activity?

12. How did the organization of the Mutual Broadcasting System differ from
those of the other networks?

13. What were the main stumbling blocks to the development of FM?




CHAPTER 3

The Rise of Television

TELEVISION HAD its coming-out party at the New York World’s
Fair in 1939 and soon became the talk of the town. Television covered the
opening of the fair and featured as its star attraction an address by President
Roosevelt. Despite the significance of the event, only a few hundred receivers
were able to tune in. The communications industry had not yet gone into
production of TV receivers, and most of those in existence were homemade or
special instruments developed for field testing.
Television actually has a longer history than its sudden presentation to
the American people in 1939 suggests. Its origins can be traced back to 1884,
when thé/German scientist Paul Nipkow invented the scanning disc which
made television possible, and to 1923, when Dr. V. K. Zworykin patented
the iconoscope, the television camera that preceded the present-day image-
orthicon camera. Experimentation continued throughout the thirties, with
RCA, CBS, and the DuMont laboratories working unceasingly on the refine-
ment of television for commercial uses.
Shortly after the 1939 World’s Fair, television’s progress was interrupted
by a series of governmental orders and then by World War I1. In 1940
the Federal Communications Commission ordered a halt in the expansion
of TV pending completion of an investigation to determine the best
technical standards for TV transmission. In 1941, six months kefore we
went to war, the Commission authorized full commercial television on
the black-and-white, 525-line basis now in use, in contrast to the 441 lines
previously used. The few TV stations then in existence began televising pro-
grams two to three hours a day, but there were only 4,700 television sets in
the entire New York area. When war came, the production of television
sets stopped completely, and telecasting settled down to a skeleton schedule

43
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for the duration, with only six commercial television stations on the air.

Television ran into still another obstacle when controversies developed
over which band it should be assigned in the broadcast spectrum and whether
transmission should be in color as opposed to black-and-white. In March
1947 the Federal Communications Commission finally ruled out color tele-
vision for the immediate future and authorized black-and-white television
over 13 channels between 54 and 216 megacycles in the very-high-frequency
(VHF) band. (Channel 1 was subsequently assigned by the Commission to
fixed and mobile services instead of television.)

The effect of the Commission’s action was swift. Within a year, the
number of applications for TV stations jumped from less than 75 to more
than 300. Almost a million television sets were sold in 1948, and several
hundred advertisers were already buying time over television stations in 16
different cities. The American public had welcomed television with open arms.

THE PERIOD OF THE FREEZE

The rush to get into television was now so great that the 12
channels were no longer adequate. It became apparent durihg 1947 and
1948, as more and more television stations took the air, that serious signal
interference was occurring in the service areas of some stations. Accordingly,
in September 1948, with 36 stations on the air in 19 cities having approxi-
mately one-third the population of the United States, the Commission
imposed a freeze on all new television assignments. The freeze applied to new
applications only; 70 odd applicants who had received construction permits
prior to September 1948 were permitted to proceed with the construction of
their stations.

The freeze imposed upon television was not lifted by the Commission for
almost four years, during which time the Commission investigated two
important questions: 1. What frequency allocation plan would best provide
a competitive and nationwide system of television free from signal inter-
ference; and 2. what policy should the Commission take regarding the
development of color television?

Meanwhile, within the limitations of the freeze, television grew by leaps
and bounds far beyond the expectation of its most ardent supporters.
Although television sets cost as much as $750 to $1,000 at first, the public
investment in receivers was headlong. Those who could not afford their own
sets visited neighbors or taverns that had sets. Programming at first was
limited to evening hours, but as the public demand increased it was extended
into the daytime. Many of the early programs were crude presentations—
“simulcasts’”’ of radio programs, and a seemingly endless succession of
wrestling matches, roller-skating derbies, panel-quizzes, parlor games, dog
acts, and acrobats. The first major television variety program was The Milton
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Berle Show on NBC, and it proved such a huge success that in 1948 and 1949
Tuesday night was known as *‘Berle Night”” in New York City. The Berle
show probably did more to stimulate television-set buying in the first years
of television than any other single sales factor.

For television networks and stations, these first two or three years were
extremely costly as well as exciting years. CBS and NBC plunged into tele-
vision on a big scale. ABC found that it lacked the financial resources to
undertake television network programming on a full scale and was forced to
proceed cautiously in television while it sought new investment capital. The
Mutual Broadcasting System did not attempt to develop a television network,
but the Allen B. DuMont Laboratories, manufacturers of television sets
without experience in radio broadcasting, went into the business of network
programming and sales for several years along with CBS, NBC, and ABC.
In 1955 DuMont ceased operating as a television network after numerous
difficulties including inadequate station lineups and lack of top-quality pro-
gramming. Television program production costs proved to be many times
greater than had been known in radio, and because of the relatively small
audience at first, as compared with the nationwide radio audience, the
networks were unable to recover a good part of their program costs from
advertisers. Some television stations lost as much as $1,000 a day during this
period. For the three years 1948-1950, the aggregate operating losses reported
to the Federal Communications Commission by television networks and
stations were $48 million. Of these losses, $27,500,000 were sustained by the
four networks including their 14 owned and operated stations. Earnings from
radio were poured into television, an ironic situation in which one com-
munications medium financed the development of its competitor. Part of the
loss in television was caused by the freeze which prevented the networks from
adding stations and increasing market coverage. For example, the city of
Denver, Colorado, an important advertising market, had no television
whatever during the four years of the freeze. In cities like Pittsburgh, only
one station (owned by DuMont) was in operation, and the four networks had
to share time over the single outlet. (However, this proved very fortunate for
the station, which was able to profit greatly from its noncompetitive position.
After the freeze DuMont sold the station to Westinghouse for $9,300,000.)
The installation of coaxial cable and microwave radio relay facilities, neces-
sary to link the stations into a network operation, was a costly and time-
consuming operation. Not until September 1951 did A.T.&T. complete the
network hookup to the West Coast. Stations not connected by the cable or
radio relay were furnished film recordings (‘‘kinescopes”) of network shows
for local showing. By 1951, many stations had passed the point of loss in
television and were starting to show handsome profits from their operation.
Public enthusiasm for the new medium continued unabated. Special events
coverage by television of baseball and football games, of the World Series,
of the important meetings of the United Nations Security Council over the
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Korean War, the Kefauver Committee hearings, and the presidential con-
ventions and campaigns of 1952 provided tremendous continuing promotion
for television. By the time the freeze came to an end in July 1952, there were
108 stations on the air in 63 cities having two-thirds the population of the
country, The number of television sets in the public’s hands had risen from
1 million in 1948 to 17 million only four years later!

THE END OF THE FREEZE

On April 14, 1952, the Commission issued its final television
allocation plan, known as the “Sixth Report and Order.” This plan assigned
to television, in addition to channels 2 through 13 in the VHF band, channels
14 through 83 in the ultrahigh frequency band (UHF) which ranged from
470 1o 890 megacycles, Utilization of UHF frequencies in addition to VHF,
according to the Commission, was the only way to make possible the estab-
lishment of more than 2,000 television stations on a nation-wide and com-
petitive basis. ‘The Commission announced that it would resume accepting
applications for new television assignments on July 1, 1952.

In the next six months, more than 900 applications were submitted and
175 new television stations were authorized. By May 1, 1954, a total of 377
stations had begun broadcasting and some 32,000,000 sets were receiving the
programs. By 1970 more than 850 stations were in operation and some
84,000,000 million sets were receiving programs. These sets were located in
57,730,000 different houscholds, or 95 percent of the houscholds in the
United States. The increase in stations made it possible for the networks to
increase their station lineups and provide close to complete national coverage.
The revenues earned by the television industry from the operation of networks
and local stations edged close to $3 billion. The networks undertook television
programming on a larger scale than ever previously envisaged, with top
Broadway and motion-picture talent appearing in major productions.
Regular series costing the advertisers as much as $200,000 per episode and
“Specials” costing as much as $400,000 to $600,000 for a 60-minute program,
plus another $160,000 for broadcast time, were considered effective advertis-
ing investments in the growing television medium. Television had established
itself, less than a decade afier its start, as the outstanding mass communica-
tions medium of our time.

EDUCATIONAL NONCOMMERCIAL TV STATIONS

In the Commission’s Sixth Report and Order, special provision
was made for educational noncommercial television stations. Following the
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precedent set in its special allocation plan for FM radio stations, the Com-
mission set aside 242 channel assignments for application by educational
noncommercial television stations. The number of channels reserved for
educational stations was increased several times untl there are now 116 VHF
and 523 UHF channels designated for educational use, a total of 639 reserva-
tions. As a result of these allocations, educational stations affiliated with
universities and community educational groups have been established in
more than 170 communities from coast to coast. A number of states have set
up networks of educational stations. A few educational stations operate on
commercial channels; stations in New York City, Michigan, and Iowa are
examples of this type of service.

THE UHF PROBLEM

Although there was a great increase in the number of television
stations with the end of the freeze, this expansion was accompanied by some
very serious problems, notably that of new UHF stations. By May 1954, 132
communities had only VHF stations, 35 had both VHF and UHF stations,
and 70 had only UHF stations. In the two vears from 1952 to 1954, 29 UHF
stations that went on the air were forced to cease operations and 89 others
turned in their permits. By way of contrast, only four new VHF stations went
off the air during the period, and 16 others surrendered their permits.

The numerous failures of new UHF stations became a matter of great
concern not only to the investors who lost their money, but to the Federal
Communications Commission and to Congress, which held hearings to
determine whether the Commission’s allocation plan should be changed. It
was clear that the main reason for the difficulty experienced by many new
UHF stations was the fact that all the television receivers in the hands of the
public at the end of the freeze could receive VHF signals only and were
unable to receive UHF stations without the owners spending various sums of
money, often as much as $100, tc convert them. The problem appeared even
in those cities which began television broadcasting with a UHF channel. As
soon as a VHF channel wus introduced, the existing UHF channel. in most
instances, began to experience difliculty. The problem was much more
intense, of course, when a UHF station started operations in a community
being served up to that time only by VHF. The new UHYF siation ran into
overpowering competitive obstacles, related not only to the technical prob-
lem of reception, but also to the difficulty of obtaining a network affiliation
and adequate local advertising support. For example, KCTY, a new UHF
station in Kansas City, Missouri, faced competition from three established
VHF stations. KCTY went on the air in June 1953, after investing approxi-
mately $750,000. The station expended more money in an atiempt to
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win an audience, but the public was not willing to invest in converters
to receive the station when it could obtain most of the top-rated pro-
grams from the existing VHF stations. Within six months after it went on
the air, the station was offered for sale for $750,000, then $400,000, finally
$300,000, but there were no takers. The owners finally disposed of the station
for $1.00.

Congress and the Federal Communications Commission examined the
UHF problem at length. The FCC, for example, established a UHF station
in New York City to study the special problems that propagation of the
ultra-high frequency presents. The reception on UHF receivers installed in
homes distributed throughout the New York area was studied to determine
the quality of the signal. As far as the total problem of UHF was concerned,
various proposals were suggested as possible solutions, including the follow-
ing: |. make television all UHF by transferring all present VHF assignments
to the upper-band frequencies; 2. have all stations east of the Mississippi
operate on UHF channels and all stations west of the Mississippi operate on
VHF channels; 3. reallocate VHF and UHF assignments in cities where they
are intermixed in order to make individual cities either all VHF or UHF, but
not a combination of the two (this procedure, called deintermixture, was
actually attempted by the FCC but whenever it proposed to replace an exist-
ing VHF with a UHF channel, the opposition became so intense that it
finally abandoned the policy); 4. require manufacturers to equip every TV
set with an all-channel receiver to permit the reception of all existing VHF
and UHF channels.

In 1962 the Congress put this fourth solution into effect by passing a law
requiring that all TV sets sold in interstate commerce after April 30, 1964 be
equipped to receive all TV channels. As older TV sets are replaced by sets
made after 1964, we shall gradually approach the time when all TV sets will
be able to receive UHF as well as VHF stations. Many new UHF stations
have gone on the air since the passage of the all-channel law, and the capacity
of these stations to secure an audience and earn an adequate financial return
has been considerably enhanced. Major corporations, such as Kaiser
Industries and U. S. Communications, have invested heavily in establishing
new UHF stations in major markets. Still, the average UHF station does
have many disadvantages in competing with its VHF counterpart. Every-
thing else being equal, the range and quality of a UHF signal is inferior to a
VHF signal; set owners must install a separate anterna to attain satisfactory
UHF reception; UHF stations are usually more difficult to tune in than VHF
stations. The FCC has moved to eliminate this last disadvantage by requiring
that after July 1, 1974 all TV receivers with screens of nine inches or more
have ‘“‘comparable” tuning for both UHF and VHF reception. Nevertheless,
in 1970, Metromedia Television, after losing several million dollars, made a
gift of its San Francisco UHF TV station to the educational TV station in
that city.
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COLOR TELEVISION

The development of color television first presented itself as an
issue before the Federal Communications Commission as early as 1940, when
it was decided that the quality and method of color transmission was not yet
satisfactory. The Commission decided to authorize color television as early
as possible in order to avoid a situation wherein many black-and-white
receivers would be rendered obsolete by the development of color. Again in
1945 and in 1947, the Commission reexamined the question of color television
and decided that color picture transmission and reception was not yet tech-
nically satisfactory. The Commission nevertheless gave continued attention
to the prospect of early approval of color television, and manufacturers in
the television industry continued their research. CBS, which had developed
a field sequential system of color television, proposed that the Commission
approve its system. In October 1950, after extended hearings, the Com-
mission officially approved the CBS system after finding that “of the systems
then before it only this system produced an acceptable color picture.” One
of the other systems had been developed and proposed by the Radio Corpora-
tion of America, now the RCA Corporation. The RCA system was an
electronic system; it also was ‘“‘compatible,” i.e., the color pictures could be
received in black and white over existing receivers. The CBS system, on the
other hand, used a mechanical device attached to the receiver and was
“incompatible” —the pictures could be received only over new color re-
ceivers. Despite the Commission’s ruling in favor of CBS, no television
manufacturers except CBS-Columbia appeared willing to invest in the
manufacture of color television sets using the CBS system. CBS itself was
soon prevented from manufacturing color sets by a government order restrict-
ing the use of certain necessary materials that were in short supply during the
Korean war. Finally, CBS itself appeared to lose interest in its own system,
for which it had been unable to obtain industry support, while RCA con-
tinued experimentation on its electronic system with a view to perfecting it.
The National Television System Committee, an association of engineers and
scientists including representatives of many companies engaged in the
manufacture of television equipment, also commenced studies looking toward
the development of a commercially practicable system of color television.
In January 1953, after conducting numerous field tests, the committee
adopted specifications for color television which it recommended to the
Commission. RCA, NBC, Philco, Motorola, General Electric, and other
companies petitioned the Commission to approve the new color specifications.
CBS also signified its approval of the new system. In December 1953, after
renewed consideration, the Commission issued a new set of rules for the
electronic and compatible system of color television that is now in use. It
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turned out, however, that for a long period of time RCA was the only com-
pany that actively pushed the development of color television. Its broad-
casting subsidiary, NBC, for example, immediately constructed new color
facilities and put every major program on its network schedule into color at
least once. Through the years it continued to increase its color programs. By
1967 virtually all network programs were being produced in color and most
stations were broadcasting their own local programs in color in addition to
providing outlets for the network color program. The increase in color set
ownership did not match the proliferation of color broadcasting, however.
One obstacle was the fact that color sets on the average cost about twice as
much as comparable black-and-white receivers. As viewers were constantly
reminded by broadcasters that the programs they were watching could be
seen in color, however, their interest in acquiring color sets grew; increased
sales in turn made it possible to reduce the price of sets. By 1970 more than
40 percent of U. S. households were equipped with color sets with the prospect
that within a few years almost all homes would have a color set. Unlike a
simple increase in picture size, color adds an important dimension to tele-
vision communication that enables it to transmit reality far more effectively
than black-and-white television.

PAY TELEVISION

Another problem the Federal Communications Commission has

had to decide is what to do about proposals to utilize television frequencies

~ for various systems of “pay-television,” also known as “subscription-tele-

vision’ and “‘toll-television.” The underlying theory of these proposals is that

certain types of programs not telecast now by networks and stations could be

made available to viewers if it were possible to charge the viewer directly for
the program (i.e., use the ““box office” principle).

The method of pay-television is to present a program (either on the air
or through cables) together with a signal that scrambles the picture at the
receiving end unless the viewer possesses a decoding device. Two major
systems are now being used for this purpose; 1. “Telemeter,” developed by
the International Telemeter Corporation, a subsidiary of Paramount Pic-
tures, uses a coin machine that collects the money before each show is seen,
and 2. “Phonevision,” developed by the Zenith Radio Corporation, utilizes
a decoder device in which a sealed tape registers viewer usage. In its original
form, the Zenith technique involved sending the decoding signal over a
telephone circuit, thus the name *“Phonevision”; the name was retained
even though the telephone system was discarded. A number of other pay-
TV methods have been developed: “Tolvision” (formerly ‘‘Skiatron’)
utilizes a standard IBM card on which is imposed a printed electronic circuit
that acts as an “‘unscrambler’” when a button on the device is pushed. At the
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same time the card is punched to record the fact that the show has been seen.
A subscription-television system developed in California checked on program
use through a signal sent by each receiving set to a central point. Other
systems involve the use of a key device, telephone circuits, or a metering
apparatus.

A number of experiments carried out to investigate the potentialities of
pay-TV have thus far failed to show that the public would support it on a
regular basis. Experiments in the fifties, carried out in Chicago, Bartlesville,
Oklahoma, and Palm Springs, California, using a closed-circuit method of
program transmission, had little success. In Etobikoke, Canada, a suburb of
Toronto, a pay-TV system using the “Telemeter’” system was operated for
five years. During the latter years of its operation the number of subscribers
steadily declined until the experiment was finally abandoned in 1965. In
1961, the FCC for the first time authorized the use of a broadcasting fre-
quency for a subscription-television experiment. The company conducting
the experiment, planned to last for three years, was the RKO General
Company, the owner of a UHF station in Hartford, Connecticut. Utilizing
the “Phonevision” device, it set out to prove, against the violent opposition
of theater owners and the free television industry, that pay-TV, offering a
careful selection of grade-A movies, sports contests, and special events, could
be a financial success. [ts first pay-TV broadcast went on the air on june 29,
1962. The experimental peripd was extended but the station finally
abandoned pay-TV in 1969 to return to regular TV operation. An abortive
venture in pay-television took place in California in the middle 1960s.
Sylvester L.. Weaver, Jr., who had been President of the National Broadcast-
ing Company, undertook to provide “Subscription Television” on a closed-
circuit basis for subscribers in Los Angeles. The operation had just begun,
however, when a referendum making pay-TV illegal that had been promoted
mainly by theater owners, was passed by the voters of California. The
referendum was later declared to be unconstitutional, but *“*‘Subscription
Television” had been dealt a death blow and never resumed operation.

Future pay-TV efforts seem to be tied in with the rapid growth of cable
television, where viewers pay monthly fees to receive better quality picture
reception, and in many cases have more program channels than are available
to them through their own receiving antennas. With cable television provid-
ing many different channel availabilities on the wires connecting the homes
to the originating point, it is possible that one or more of these channels may
eventually be authorized to transmit ‘‘pay-television” programs. Many
industry observers now believe that “‘pay-television’” will ultimately achieve
its acceptance with specialized programming in that form.

Another form of subscription television that does not use a broadcasting
frequency is *‘Box-Office Television,” in which viewers pay to enter a theater
to see a program projected on a large screen. Subscribers to this form of
television have seen championship boxing matches, football games, operas,
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and plays presented directly from the stage of a Broadway theater. Pay-
television, via cable, if permitted, would presumably replace the use of
theaters. Closed-circuit TV systems are also being used for a number of
special purposes. Political fund-raising dinners are being transmitted across
the country by this method, new lines are being introduced to salesmen
located in various areas throughout the nation, medical demonstrations are
being presented to physicians meeting in separate places throughout the
country, and educational programs are reaching various classes in a city
school system.

SUMMARY

There are still a number of challenges facing the television
industry, among’ them gaining a satisfactory audience for UHF stations,
advancing the use of color programs, and finding an answer to the pay-TV
question. Still, television solved even more challenging problems in the past
to rise in less than a decade to the place of dominance over all mass com-
munication media in America. Television has become the foremost advertising
medium in the country, the first choice of the people for leisure-time activity,
the main source of popular entertainment, the primary means by which most
people maintain direct contact with governmental processes: a social,
political, economic, cultural, and educational force of the first order; in
short, the primary communications medium of the twentieth century.

QUESTIONS FOR DISCUSSION

1. What was the first television show to become an outstanding success?

2. Why did the FCC impose a freeze on the construction of new television stations
from 1948 10 1952? .

3. Did the expansion of television facilities completely stop during the three and
one-half year freeze on station application?

4. What two basic changes were inaugurated by the FCC at the conclusion of the
freeze?

5. Why do vou think television expanded so rapidly after the freeze was lifted?

6. In what way did the owners of UHF stations and FM stations have similar
problems?

7. Do you think the problems that plagued UHF stations could have been
prevented?

8. Cite some significant dates in the history of color television.

9. Describe three different methods that might be used for a pay-T\ system.

10. Do you think that it is proper for the Congress to pass legislation that would
restrict or prohibit the development of pay-TV ?

1. How has television changed in the period that you have heen watching it?

12. What is the future of television likely o be?




CHAPTER 4

Programming

THE KEY FACTOR IN determining public acceptance of television
and radio is programming—the determination of what programs tc put on
the air and at what points in the program schedule. Only through successful
programming that wins large audiences do television and radio become
attractive to advertisers seeking mass circulation. and it is only through
income obtained from these advertisers that commercial station program
operations are financed. The preduction, technical, and sales staffs of net-
works and stations work to little avail if they do not have effective program-
ming leadership.

THE PROGRAMMING FUNCTION

To understand television and radio programming, we must first
have some insight into its scope and nature.
4First, the programming function in both television and radio is of such
vast proportions that it is difficult to convey its size accurately. As far as
commercial operation is concerned, each of the more than 4,200 AM stations,
2,000 FM stations, and 670 TV stations plans a program schedule for every
day of the week; many stations program 15 to 18 hours per day, and some
more. The national television and radio networks program from 9 to 15
hours a day and offer these programs to affiliated stations which are then
relieved of the necessity to produce programs for those hours. A single tele-
vision network presents more than 6,500 different programs in the course of
a single season. Counting both network and local station offerings in both
television and radio, literally tens of thousands of different programs are
broadcast each day throughout the country.

53
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NSecond, the programming function is continuous. Stations do not go on
the air to broadcast only one or two programs at a time. Once they sign on
in the morning, with few exceptions they program without interruption until
sign-off. Television networks normally program in continuous blocks, with
affiliated stations programming the intervening hours. (Radio networks no
longer program continuously, although the NBC radio network has broad-
cast 40 hours on weekends.) It is the fact that programming is continuous
that develops audience flow from one program to the next. Adult viewers
and listeners tend to remain tuned to the same station unless they positively
dislike the succeeding program or they know of a program more to their
liking on another station. A very popular program on a station or network
schedule provides an audience-in-being for the program that follows it.
Similarly, a program with small appeal forces the following program to build
its audience from scratch. This program adjacency factor plays a great role
in the preparation of program schedules. Programs are usually scheduled in
blocks in order to build and hold audiences throughout the day and evening.

% Third, the programming function is extremely competitive—it is, in-
deed, the most competitive aspect of television and radio. In the constant
search to find and to develop *hit” programs, each network is in vigorous
competition with other networks, and every station competes with other
stations in the same market. Not only does the competition extend to pro-
gramming effectively against the competitive programming of the other
networks and stations, since they are seeking to attract the same audience,
but also to the finding of new hit programs. Thus, a new hit on one network
may have a devastating effect on the program broadcast at the same time by
a rival network, as well as on adjacent programs. The big networks, always
under pressure to win a majority of the available audience, usually try to
meet program strength with program strength, which explains why two big
hour variety shows or hour dramas may be scheduled at the same time over

Table 4-1. Costs of Programming the Commercial TV System

Mullians Cost Per

of Dollars TV Home'
Programs produced by TV networks? $230.5 $4.01
Programs supplied to three TV networks® 537.0 9.34
Programs produced by TV stations* 237.7 4.13
Programs supplied to TV stations® 220.7 3.84
Total programming costs $1,225.9 $21.32

Source: Annual financial reports (FCC Form 324) from TV stations and networks.

PARB reports 57.5 million TV homes on January 1, 1969.

?Total program expenses reported by networks ($816.3 million) less distribution hoe costs (348.8 million) and less costs of
programs and rights purchased ($537.0 inillion).

3 Cast of programs, fees and rights purchased by networks,

*Total program expenses reported hy stations ($458.4 million) less costs of programis and rights purchased (8220.7 million).

$ Cost of film and 1ape remtalks (8157.5 million). outside news service ($13.7 million). music license fees {$37.2 million). and
other performance and program rights ($12.3 million).

Above table taken from “The Economics of the TV—CATV Interface,” a Staff Report to the
FCC, prepared by Rescarch Branch, FCC Broadcast Bureau, July 15, 1970,
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rival networks. Failure to compete in this fashion may cause the network to
lose out competitively throughout the rest of the evening because of the effect
of the failure on adjacent programs. Individual stations which can operate
profitably if they attract only a minority of the audience often choose to
schedule programs with specialized or local appeal against network hit
shows, and this often proves very effective.

% Fourth, the programming function, especially in television, is a very
costly one in time, effort, money, and creative ability. Frank Stanton, Presi-
dent of CBS, has stated that a typical CBS half-hour television dramatic
program is the product of 1,374 man-hours, involving 154 people exclusive
of the services of advertising, publicity, traffic, and sales personnel. For this
one half-hour seven members of the program staff spend 280 man-hours,
13 stagehands spend 195 man-hours, 10 cameramen operating three cameras
spend 90 man-hours. The amount of money required to pay for this kind of
effort is very large. A half-hour situation comedy program costs about
$85,000 to produce, and programs of an hour’s length cost above $150,000.
Each episode of Mission Impossible, one of the more expensive series, costs in
the neighborhood of $200,000.

vFifth, the programming function, especially in networks, is extremely
complex, because it is interrelated with almost all the other functions and
operating processes of television—the simultaneous availability of perform-
ing, writing, and production talent, production facilities, including studios,
lighting and camera equipment, scenery, costumes, technical crews, network
coaxial cables, and the advertising schedules and budgets of network clients,
as well as the clearance of the same air time by affiliated stations in different
time zones across the country.

Sixth, the programming function tends to seek stability in program
schedules that will develop viewing and listening habits with the public, in
order to be able to make long-term sales to advertisers, and to obtain relief
from the relentless pressure of building new programs. The need to recover
from damage caused by program failures induces most networks and stations
to leave successful shows undisturbed until they weaken noticeably, although
new shows that are obvious failures are sometimes terminated abruptly
without even showing all of the episodes that have been produced. Networks
plan their schedules on a 39 and 52 weeks basis, and rarely on less than 13
weeks except for summer replacement or tryout purposes.

Seventh, the programming function draws its creative ideas, materials,
and talent from all possible sources: professional television and radio per-
formers, and professional program packagers, talent bureaus, Broadway,
Hollywood, night clubs, writers, singers, dancers, musicians, community
theatrical groups, colleges, journalism, studio audiences, local-station talent,
and auditions. The programming function must continually seek new pro-
gram ideas and develop new pregram forms if television and radio are to
maintain their holds on the public imagination.
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Eighth, the programming function is highly speculative. There are no
sure rules for predicting which program ideas will result in programs the
public will like or which new performers will develop into star talent. If
certainty of prediction were possible, there would be fewer failures in all
theatrical ventures—Broadway and Hollywood, as well as television and
radio! Programming deals with indefinable and intangible aspects of audience
appeal.

The best programming executives possess an uncanny ability to evaluate
the indefinable and intangible aspects of audience appeal, a thorough
knowledge of program sources and show business in general, an acquaintance
with program costs that will enable them to evaluate the risks involved in
any program venture, and a high degree of boldness and courage.

RADIO PROGRAMMING

Let us turn now to an examination of radio programming—what
its traditional patterns have been, what new forms have been developed, and
how it is handled.

Until the advent of television, radio programming had become fairly well
stabilized in content and pattern. The networks concentrated during evening
hours on half-hour weekly program series in news, commentary, comedy-
variety, situation comedy, mystery, audience participation, music, ‘‘person-
ality,” and dramatic shows. Programs like Jack Benny, Lux Radio Theater,
and the Bob Hope Show occupied the same time period week after week for
years on end. Most of the big network shows were actually produced by
advertising agencies with the network supplying only the studio facilities,
engineers, and musicians. The networks themselves produced few com-
mercial programs other than news shows. Although radio presented enormous
demands on writers for new material, top performers seemed to have an
unending welcome in the American home (in contrast, as we shall see, to the
experience of programming in television). )

In the daytime hours, networks concentrated on audience participation
shows and the soap operas—serial dramas with continuing characters and
slow-moving action that were broadcast 15 minutes every day of the week.!
NBC and CBS broadcast as many as 11 to 14 different soap operas each day,
practically all of which were produced by agencies and independent pro-
gram packagers. [t was generally understood that the major advertising
agencies controlled the production of programs on the networks.

tea soap opera is a kind of sandwich, whose recipe is simple enough, although it took years
to compound. Between thick slices of advertising, spread 12 minutes of dialogue, add predica-
ment, villainy, and female suffering in equal measure, throw in a dash of nobility, sprinkle with
tears, season with organ music, cover with a rich announcer sauce, and serve five times a week.”
James Thurber, “Onward and Upward with the Arts,” The New Yorker, 24 (May 15, 1948),
pp. 3411
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Local radio stations affiliated with the networks rounded out their
schedules with local audience participation shows, local newscasts, and pro-
grams of recorded and transcribed music. Only the larger local stations and
the networks maintained staff orchestras for live music shows. Independent
radio stations without network affiliations tended to rely more on ‘*‘disc
jockey” personalities who played records and talked informally for three or
four hours at a stretch. Local stations also programmed transcribed dramatic
and musical programs supplied to them by advertising agencies on behalf
of commercial sponsors. Stations with more aggressive program departments
tried to develop local talent to be used on their own shows, or sent newsmen
out in the city with tape recorders to obtain on-the-scene interviews to be
used on news programs.

Under the competitive inroads of television, network radio programming
has undergone substantial changes. Having lost most of the big-name per-
formers to television, the radio networks often filled holes in program schedules
by playing sound-tape recordings of some of the popular television comedy
shows, like Groucho Marx in You Bet Your Life, or People Are Funny. As major
advertisers plunged into television, less money was available for producing
big radio shows. Networks were forced to seek more flexible program forms
that would lend themselves for sale to smaller advertisers. The regular half-
hour weekly show was abandoned as radio’s leading program form.

In 1955, the NBC radio network introduced Monitor, a new program
form developed by Sylvester L. Weaver, Jr. This was a 40-hour program
scheduled for broadcast without interruption from Saturday morning until
Sunday midnight. It was programmed when millions of Americans were
listening to their automobile radios. It broke loose completely from tradi-
tional programming patterns of radio. It was completely flexible to the
needs of advertisers. Its program content ranged over all subjects, and
several personalities, designated “Communicators,” spelled each other in
presiding over the show. Monitor enlisted the full technical resources of the
network to arrange remote pickups from practically any place in the United
States and from important points overseas. Monitor capitalized on its own
formlessness, allowing its subject matter at all times to determine the amount
of program time allotted to it. On a continuous basis throughout the weekend
Monitor provided listeners with an ear on the world. Other network radio
programs have generally followed this pattern. To serve listeners whenever
they might tune in, the traditional programs presented during a specific time
period have now been almost completely abandoned in favor of short news
and feature programs.

The new program forms in local radio stations tend more and more to be
programs of recorded music and news, with disc jockeys (DJ’s) and local
personalities to provide program identification and to develop listener
loyalty to specialized program appeals. To most station managers and
observers it provides radio with its best programming in competition with
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television. Stations may limit their music offerings to one type—*‘country
and western,” “‘classical,” *‘middle-of-the-road (MOR),” “‘top forty,”
“rock,” “jazz,” and ‘“‘underground.” Several stations broadcast only news
and news commentary, and there are some that have an “‘all-talk” format
that depends to a great extent on phone conversations with listeners. Some
stations have an ethnic orientation, broadcasting programs primarily in-
tended for blacks or for various foreign language groups in the community.
A few radio stations still provide a diversified bill of fare, providing recorded
music of various types, news, feature programs, documentaries, phone
conversations with listeners, sports, farm news, and service programs.

TELEVISION PROGRAMMING

When television programming started in 1948, it was hampered
by the fact that only limited funds were available for programming purposes;
even more seriously it suffered from a wide misunderstanding of the nature of
the television medium. The fact that early network shows were “simulcasts”
of radio programs (cameras placed in front of the radio performers) could
be explained then by the lack of facilities for television's own use and by the
lack of money for television program production. Far more difficult to justify,
however, was the persistent if unthinking view that television programs were
a simple extension of radio shows—in other words, hearing plus sight. This
was, of course, true of a number of radio program forms, notably the audience
participation, panel, and quiz shows, which retained their appeal in visually
projecting the personalities of the contestants and celebrities. But it was
certainly not true of comedy, variety, and drama, the main staples of network
program fare. Nor could television handle music programming easily—not
records, certainly, and even orchestral concerts presented television with
problems that radio never had to face. Moreover, the 