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BroadcastinguCablecasting

The 1982 BROADCASTING/CABLECASTING YEARBOOK shares
with its predecessors the distinction of being the most com-
prehensive directory to the business of broadcasting. It con-
tinues to improve on its past publications, by offering new
features and refinements of established ones. To acquaint YEAR-
BOOK readers with what they can expect to find between these
covers, and to assist in locating information, the editors offer
this general description of the seven major sections, Broadcast-
ing in General, Television, Radio, Advertising and Programing,
Engineering and Equipment, Professional Services and Associ-
ations, and Cable.

Section A—‘‘Broadcasting in General,’ begins Section A
with the history and evolution of the broadcasting media. The
“‘Short Course in Broadcasting’ (A-2) provides a capsulized
summary of the industry. A section on the Federal Communica-
tions Commission follows with an extract of its principal rules,
an organization chart of the FCC on page A-8, and a guide to
station application procedure. A directory of government agen-
cies and committees of interest to the broadcasting industry
begins on page A-32, followed by a list of state Cable regulatory
agencies. The Group Ownership directory lists individuals and
companies with multiple station holdings beginning on page
A-35, followed by Newspaper/Magazine Crossownership and
Broadcasters with Cable interests. This section concludes with
tables of cable, radio and TV financial figures and a tabular
record of station trading since 1954 on page A-70.

Section B—This is the Television section of the YEARBOOK.
The first part, ‘“The Television Marketplace,” describes the
commercial aspects of the medium, and has as its primary
feature the “ADI Market Atlas,’ a 76-page section showing
each of the 211 ADI’s (Areas of Dominant Influence) accord-
ing to Arbitron Television. It is complete with coverage maps,
and other important market rankings. The second part, ‘“The
Facilities of Television,’ begins with detailed directories of TV
stations with cross-references to the appropriate ADI’s. Among
the other features of this section are lists of stations by call let-
ters and channels, the table of TV assignments, a complete
history of TV station transfers and a list of pending TV station
applications. The section concludes with tables of TV billings
and TV set sales.

Section C—The Radio section of the YEARBOOK begins with
the directory of AM and FM stations in the United States
followed by stations in U.S. territories, Canada, Mexico and the
Caribbean. Next, a directory lists all counties of license with
either county or market population figures. Cross-reference lists
of AM and FM stations by call letters and frequencies for both
the U.S. and Canada follow this directory. Finally, the section
concludes with the table of FM assignments and tables of radio
billings and radio set sales.

Section D—This section is in three parts. The first, *‘Broad-
cast Advertising,” presents directories of advertising agencies;
station representatives, media buying/planning services and the

.

NAB TV and Radio Codes. The second part, “Networks & Pro-
graming,”’ which begins on page 23, contains the major network
directories with radio and TV affiliates; a section on public
broadcasting; directories of program and commercial producers
for radio and TV, distributors and production services; regional
radio and TV networks and news services. Other program-re-
lated material includes the sections on pay cable services, music
licensing groups, closed circuit TV, major awards, and radio sta-
tions listed according to their formats and special programing.
The section concludes with tables that provide information on
radio and TV audiences, audience composition and set usage.

Section E—This, the ‘‘Equipment & Engineering’’ section,
begins with a list of equipment manufacturers and distributors,
and continues with listings of frequency measuring services,
automated-channel suppliers, broadcast automation systems,
teletext suppliers, and a directory of companies providing
mobile production services. The next section on common car-
riers including land line (AT&T), microwave & multipoint dis-
tribution services is followed by directories of satellite owners
and operators, satellite resale and common carriers, and pro-
gramers and networks. using satellites. The last part begins on
page 49 with the 1982 Buyer’s Guide, the yellow pages, a com-
mercial directory to both equipment and broadcast services.

Section F—is divided into four parts—Professional Ser-
vices, Associations, Broadcast Education, and International.
Part one provides listings of brokers and consultants, station fi-
nancing firms, research services, engineering consultants, law
firms and attorneys in communications law, public relations and
employment services, and talent agents. Part two, Associations,
begins with the National Association of Broadcasters listing on
page F-38. Other groups listed include trade organizations, pro-
fessional associations and societies, and unions. Broadcast
Education, part three, opens on page F-54 with broadcasting
schools, college and universities and books. The section entitled
International concludes this section with three directories,
world radio and television, international producers, and interna-
tional equipment manufacturers.

Section G—The Cable section of the YEARBOOK contains
detailed information on Cable systems throughout the United
States and Canada. The Cable listings provide the system name,
address, and phone number; area served; type of TV market;
statistical data; channel usage; TV stations carried; information
about pay cable and other types of programing; and ownership.
A “‘Short Course in Cable’” and descriptions of regulations
affecting the cable industry open the section. Also found in this
section is a directory of Multiple System Operators (MSO’s) in
the U.S. and Canada which begins on page G-369.

At the top of the first page of each section is a table of con-
tents. Through these and the alphabetized editorial index that
begins on the next page, the editors hope that readers will
quickly find their way to the information they most need to
know about broadcasting.
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American Telephone & Telegraph. E-42
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Anatomy of Cable Regulation...... G-1
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APR. ... D-32
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Artists Representatives . .. ... ... .. F-37
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AT&T .. E-42
Attorneys, Communications . . ... .. F-22
Audience (Radio & TV) ... ... .. D-112
Audience Analysis............. D-112

Audience in TV Markets. .. ... ... .. B-1

Audience Measurement Services . .

Authorized Broadcast Stations,
1955- 198 rowis 358 . vomsormar ¢ 58 A-7

Automated-Channel Suppliers. ... E-40
Awards & Citations . ........ .. ... D-74
B
Bermuda, Caribbean Radio. ... .. C-292
Billings, Radio. ................ C-368

OVER $100,000,000

Cecil L.
Richards,

media brokers

Suite 408, 7700 Leesburg Pike
Falls Church, VA 22043
(703) 821-2552

RECENT CLOSINGS
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BECKERMAN- ASSOCIATES
Media Brokers—Consultants

1400) MIRAMAR AVENUE
MADEIRA BEACH. FLORIDA 33708
TELEPHONE 8 3) 391-2824

e, TN sl T oo far- B-200
Black Programing............. .. D-77
Books Relating to Radio-TV. ... ... F-55
Broadcast Automation Systems... E-41

Broadcast History . ............ .. .. A-1

Broadcast Pioneers Library.. ... .. F-48
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Broadcasters State Assns.. ... . ... F-51
Broadcasting, Evolution of . .. ... ... A-1
Broadcasting Since 1955, Growth of A-7
Broadcasting, Short Course in. ... .. A-2

THE TED HEPBURN COMPANY
Media Brokerage Specialist
CATV, TV and Radio

See our ads on pages A-63 and F-3
PO. Box 42401
Cincinnati, Ohio 45242
(513) 791-8730

Brokers and consulants . .

GARY
WILLSON

Former FM Station
Owner-Operator
BROKER/CONSULTANT

28 Windward Road
Belvedere, Ca. 94920

(415) 435-3159

Business Films .. ........... ... .. D-54
Buyer's Guide .. ... ... .. ... ... ... E-49
Buying/Planning Sves .. ........ ... D-7
C
Cable, A Short Course in....... ... G-3
Cable, Broadcasters in. .. ... ... A-61
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Cable operating revenues .. ... ... A-68
Cable Regulation, Anatomy of . . . .. G-1
Cable State Associations. .. ... ... F-52

Cable Regulatory Agencies, State. A-34
Cable systems in Canada . . .. . .. (G-339
Cable systems in US............ .. G-7
Cabletelevision Advertising Bureau F-43
Call Letters

AM Stations (US)) ... .. .. ..... C-308
FM Stations (US)...... ... .. C-318
TV Stations (US)............ B-149
Canada
AM Stations by Call Letters ... C-327
AM Stations by Frequencies... C-328
AM-FM Station Directory ... ... C-274
Cable Systems . ... ... ... .. G-339
FM by frequency ... . ... ... C-361
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TAPE
CARTRIDGES

THE STANDARD
OF THE

BROADCAST
INDUSTRY
WORLDWIDE

Fidelipac provides a complete line
of NAB cartridges and acCcessories

cC FIDELIPAC®
BROADCAST TAPE CARTRIDGES
Fidelipac Corporation
109 Gaither Drive * Mt. Laurel, N 08057 * USA
TWX/TELEX 710-897-0254 FIDELIPAC MTLR
® 609:235-3511
rademar




Appraisals
Merger & Acquisition Analyses
Economic Feasability & Impact Studies

o ASSOCIATES
Telecommunications Economic Consultants

95 Colona St., Wyckoff, N.J. 07481 (201) 891-7758

FM Stations by Call Letters... C-328
TV by Channel............... B-154

TV Station Directory . ......... B-140
TV Stations by Call Letters. ... B-154
Station Representatives. . ....... D-7
Canadian Broadcasting Corp...... D-45
Canadian Government......... .. A-34

Canadian Radio-Television and
Telecommunications Commission

............................. A-34
Canadian Representatives........ D-15
Caribbean Radio Stations .. ... .. C-292
CBSINC........ D-32
Channel Suppliers, Automated . ... E-40
Chanmnels, FMs &« fsis s Vo o e C-350
Channels, TV................ .. B-151
Citations and Awards. . .......... D-74
Closed-Circuit TV................ D-74
Code, NABRadio................ D-20
Code, NABTV.................. D-15
Colleges Offering Radio-TV

DEGIeES ., 5. ¥ s h WM IR T rAS . 1k <3 F-59
Commerce Committees,

House and Senate. ............ A-32
Commercial Producers, Radio. ... D-54

Commercial Producers, TV..... ..
Common Carriers . ............... E-42

Communications Attorneys....... F-22
Communications, Canadian

Department of ... .. A-34
Communications Satellite Corp..... E-44
Community Antenna TV Association

............................. F-43
COMSAT o5 - ok . bl SEI8S 2 . E-44
Congress, Radio-TV Galleries . . . .. F-43
Construction Services . ............ E-1

ERAZIER,

GROSS 8 KADLEC

Broadcast and Cable Management Consuitants
4801 Massachusetts Avenue, N.W.
Washington, D.C. 20016
1202) 966-2280

Consultants (Management,
Financial, Program, Sales,
PrOMOLtiONG . S5 ax s b s ale a ol dlis - F-6

Contemporary Programing.... D-85, 95

Coordinators, AT&T .............. E-42

Corporation for Public
Broadcasting................. D-44

Correspondents Assn., Radio-TV... F-50
Country & Western Programing. ... D-80

County Population of Radio Markets

............................ C-295
Crossownership by Stations. ... .. A-58
CTV Television Network . ......... D-45
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TAIT APPRAISALS

SINCE 1936

RADIO « TELEVISION « CATV
PURCHASE ALLOCATION
ESTATE & GIFT TAX « INSURANCE
INVESTMENT TAX CREDIT
PROPERTY ASSESSMENT

== Nationwide”
A_“—A Corporate Headquarters
3663 W. Sixth Street
APFIF?/I\]I-SAL Los Angeles, Calif. 90020

comprany Call Collect (213) 385-1663
D

Data processing services.........
Demographics of TV

Markets. ... ... B-1, B-76, B-79, B-80
Distribution Services, Multipoint. .. E-42
Distributors, Equipment........... E-1
Distributors, Programs .. ......... D-54

E
Educational Broadcasting Corp.... D-44
Employment Services............ F-37
Engineering Consultants.......... F-16

Consulting Telecommunications engineer
serving Education and Industrial clients
throughout the United States in a fully
equipped motor home, traveling office.
William F. Pohts
Contact through answering service at
POMTS ENGINEERING
301 South Ailen St. Suite 301
State College, Pa. 16801 814/234-9090

Member AFCCE

Engineers, See Engineering Consultants

Equipment Buyer's Guide . ... .. .. E-49
Equipment Makers, Distributors . ... E-1
Equipment Makers, International .. F-70
F

Farm Broadcasters,

National Assn.of . ........... .. F-41
Federal Communications

Consulting Engineers,

ASSN. Ofae Firl Mo ik ieele Awilelhc » e F-47

Federal Communications Commission

Executives & Staff. ... ... ... .. A-9
Organization Chart........... ... A-8
Past Members....... ... ... ... A-10
Rules Regulating Radio-TV.... ... A-11
Allocations. ...... ... ... ..... .. A-11
Censorship................... A-31
Common antenna site. .. ... ... A-24
Forfeitures.. ... .............. A-31
Fraudulent Billing. ............. A-28
Licenserenewals.............. A-27
Logs & Records . .............. A-30
Lotteries .. .............. ... .. A-30
Multiple ownership. ... .. A-16
Network affiliation. .......... .. A-22
Operating schedules . ... ... .. A-19
Operator requirements .. ..... .. A-21
Personal attacks . . ............. A-22
Political editorials............. A-22
Political broadcasts............ A-28
Public Notice . ................ A-28
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MUSIC SCORING FOR TV AND
MOTION PICTURES, by Marlin
Skiles. Bridges the gap between
musicians and producersidirec-
tors. Composers and arrangers will
learn how to turn out effective
music scores for TV and motion
pictures, and directors will learn
how 1o produce the best possible
marriage of story and score with
the least possible investment of
manpower, time, and money. Skiles
is a noted film composer/arranger
of more than 135 scores; in writing
this book, he called upon the more
notable of his peers for their sug-
gestions, opinions, ideas, and ac-
quired secrets of the trade. All of
these he has tastefully and
skillfulty woven into the framework
of this important text—the result is
a beautifully simple exposition of
the scoring techniques of the
masters. 266 pps., 166 illus.
$12.95

ALL-NEWS RADIO, by Phillip O.
Keirstead. A thorough introduction
to the history and operation of all-
news radio. It's a comprehensive
guide to all phases of radio opera-
tion, including the people involved
in each step of production. This
fact-filled source book includes
complete coverage on promotion,
mini-documentaries,  interviews,
formats, features, syndicators, na-

tional and regjonal networks,
public affairs programming,
general station operation,

editorials, how to sell advertising
for an all-news format, the au-
dience, computerized test editing,
automation, engineering and tech-
nology, etc. There's also a section
on the history of all-news radio and
where it is heading today. All-news
radio had long deserved a special
book, and this volume is a valuable
addition to broadcast journalism
literature, plus an indispensable
guide to radio stations. 210 pps.,
40 illys.

$14.95

T51125 THE ART OF INTERVIEWING

SEND ORDER WITH PAYMENT TO:

FOR TELEVISION, RADIO AND
FILM, by Irv Broughton. A jour-
nalist’s bible on professional tech-
niques: how to pian, prepare and
conduct a film, video or radio inter-
view for any purpose. It's a guide

Books for
Broadcasters

T5755

T5733

for anyoneinvolved with interviews
. in any capacity ... daing any
type of interviewing. Covering
everything from selecting a sub-
ject and a personality to asking the
right questions and preparing for
the interview, this book will help
the reader become a more profes-
sional, competent interviewer.
There are hints and suggestions on
how to ask questions, how to act
and react, the legal aspects, how
to familiarize yourself with the
scope and limitation of technical
equipment, and more. It's a book of
problem-solving techniques that
distill the essence of which gcod
interviews are made, and it's for
everyone: the newsperson, writer,
disc jockey, talk show host, docu-
mentary filmmaker. 266 pps., 33

ilus.
$14.95

COLOR TV STUDIO DESIGN &
OPERATION: for CATV, School
& Industry, by Oliver Berliner. Pro-
vides a wealth of data in very con-
densed form. Applicable to any
small TV studio, school or in-
dustrial studio, CATV or broadcast
station, this book gives all the
answers to all the questions any
studio owner or operator might
ask, from design of the building to
equipment  maintenance  and
calibration. The author describes
single and multiple studios, plus a
bare-bones “economy" layout that
includes only the essentials but
puts out professional-garden pro-
ductions. Text covers lighting of
sets, basic studio practices, anten-
na considerations, production
practices, plus vital information
about videq tape recorders and
their applications. 168 pps.. 69
illus.

$9.95

DIRECTIONAL BROADCAST
ANTENNAS: A GUIDE TO AD-
JUSTMENT, MEASUREMENT &
TESTING, by Jack Layton. A com-
plete and practical—but non-
mathematical —book - about direc-
tional antennas. Describes the
directional antenna and its con-
struction from the ground up, pro-
viding a better working knawledge
of the DA than most mathematical
texts ever could ... and, it's written
in a language you can readily un-

T57581

T5511

derstand. Two hig sections are
devoted to planning and building
the DA system. The book de-
scribes both directional and non-
directional field-strength measure-
ments and the DA proof of perfor-
mance. 210 pps., 60 illus.
$12.95

PROMOTION & PUBLICITY
HANDBOOK FOR BROAD-
CASTERS, by Rolf Gompertz. A
practical handbook showing how
to get free space to show off a po-
litical figure, a movie or TV per-
sonality, a forthcoming show, or an
aspiring professional in the best
possible light. Crammed with il-
lustrations and concrete examples,
this new guidebook is an invalua-
ble tool for anyone working in radio
or television publicity; for media
people who wish to improve their
communications with publicists
and press agents; or for anyone
who would like to enter this excit-
ing field. You'll learn how to pre-
pare and announce a news story,
how to follow it up, wrap it up,
develop a story line, prepare a
press kit, use photos ... everything
you need to be an effective
publicist. There's also a detailed
rundown of the critical and in-
valuable outlets for the work: edi-
tors, columnists, and others. 336
pps., 105 illus.

$14.95

HOW TO SELL RADIO ADVER-
TISING, by Si Willing. The right
formula for sales depends on the
individual and the prospective ad-
vertiser. Therein lies the secret as
Si Willing illustrates it by theory
and by practice. You'll accompany
him on actual sales calls. You'll
hear all sorts of objections (includ-
ing a few you haven't heard!) and
how they've been successfully
countered. From the dialogue be-
tween salesman and prospect
you'll learn the approaches and the
clinchers, how to use available
sales tqols to the best advantage,
and how to deal with competition.
You'll learn ways to sidestep ob-
jections, how to recognize the “op-
portune moment,” and how to con-
vert a "No" to a "Yes!” 320 pps., 62
illus.

$12.95

BROADCASTING ¥ BOOK DIVISION

1735 DeSales Street, N.W.

Washington, D.C. 20036
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G
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Hughes Television Network . . ... .. D-43
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Index to Advertisers . ........ ... .. Xvi
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............................. A-34
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In an industry where things seem
to happen overnight, we're proud
of our 23 year history in cable
financing.

We're Firstmark Financial! We
can put our track record to work
for you.

We structure financial plans for
acquisition, new construction
and refinancing of existing debt.

We know where the industry's
going because we've been there
since the beginning. We talk
your language.

WE'VE BEEN REACHING
NEW HORIZONS

SINCE 1959

Want professionals in the finance
side of cable? Talk to Bill Ken-
nedy. Kevan Fight. Bill Van Huss
ot Phii Thoben for a confidential
analysis. We believe in those
new horizons. Since 1959.

[Firstmark Financial

Firstmark Financial Corp.
Communications Finance Div.
110 E. Washington St.
Indianapolis, IN 46204
317'638-1331

.
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We have on hand what you have in mind.

We had you in mind when we designed our PM-2000 mixer. That’s why this is the
mixer that more than meets your performance expectations. And feels the way you want it
ta feel.

The layout is simple and uncluttered. Yet the PM-2000 is sophisticated, versatile,
and rugged It's been proven equally adept in broadcast and recording, both at fixed
installations and on the road.

With 5-position, 4-band eq, and six independent sends on all 32 inputs (24 channels
also available), plus a full-function 14 x 8 matrix, the PM-2000 has earned a reputation
as the consummate console. Distortion and noise specs are as low as much more
expensive studio consoles.

Write to PO. Box 6600, Buena Park, CA 90622 for complete information. We're

g confident that the more you know about the PM-2000, the more you'll
realizeit’s the mixer you have in mind. And the PM-20001s
available at select Yamaha dealers now. So you can have
it in hand, right away.

© YAMAHA




NAUTILUS TV NETWORK

A 70 Million Dollar State of
the Art Production Facility
presents entertaining and in-
formative programming for
satellite networks and brgad-
cast stations.

Write or call for a demo tape
of:
1. Medicjne Man

2. Real Estate Action
Line

3. Common Sense
Economics

or a brochure on: our facilities
near Disney World.

PO. Box 1783
DelLand Florida 32720
(904) 228-2884

®
REl oo

Representing

RAl RADIOTELEVISIONE ITALIANA

in the U.S.A. and Canada
and Mexico

1350 Avenue of the Americas

(212) 975-0200

Renato M. Pachetti
President
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Regional TV.................. D-45
News Directors, Radio-TV Assn.... F-40
News Services, Radioand TV. .. .. D-50
Newspaper Ownership of Stations. A-51
Nielsen, AC.Co................. F-15
o
Operators, Muiltiple Systems.... G-369
Ownership, Group Stations....... A-35
Ownership, Newspaper........... A-51
P
PaY TV (- = gls am o= o w20 T s B-148
Placement Services............. F-37
Press Services. . ................ D-50
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BEST BUY IN REGIONAL

$ RADIO JINGLES $

P MARY HURT

~"  212-873-1238

B IN BUSINESS 16 YEARS
Call for demo reel.

AUDIBLE ADVERTISING PRODS. INC.
desota building

215 west 91st st., suite 25

new york, n.y. 10024
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Character Flip/Rotation

Dual channel mix

Area Forecast
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| 2 Weather

Static headline, changing copy Keyboard logo compose Left and right italics
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25% and 50% character reducticn Computer Election Interface Character reversal

Many of our capabilities
aren’t even options
on other graphic generators.

Which is the do-all, top-of-the-line that give you hundreds of fonts to
graphics generator? create and store.

It may not be the one you think it is. And much more.
Unless you specify the D-8800 Plus the D-8800 talks to you in plain
Graphics Generator System from 3M. English, at the keyboard. Not in codes

It's the graphics system that gives u that so often take weeks, even months
you almost every creative capability ; ' to learn to decipher.
you could want. Call 3M today at 612-733-8132 and

Such as the features you see above, ! ask for a demonstration. You'll quickly
photographed from a monitor using discover the D-8800 is your only real
graphics generated from the D-8300 1Y option. Or write on your letterhead to:
keyboard with no external hardware. Video Products/3M, Bldg. 223-5E/3M
And dual channel mix. Ten roll and ’ Center, St. Paul, MN 55144, In Canada
crawl speeds. Eight mask positions. = hew contact 3M Canada, Inc., P.O. Box
Both horizontal and vertical autocenter- B 4 5757, London, Ontario, NGA-4T1.
ing. Character reduction and italics =D d

3M Hears You...
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Asalesincentive program
for “soft” quarters with a
tour as the incentive.

We encourage vyou to
listen to the stations
which have used the Tony
Lease Media Sales
Incentive Travel Program
with amazing results.

Call the Following:

Jerry Danziger, KOB TV
(505) 243-4411

Weldon Donaldson GSM
KFMB TV (714) 292-5363

Ed Tabor, GSM, KLAS TV
(702) 733-8850

Then call. . .
TONY LEASE TOURS

America’s 5 star media tour
company. TLT does all the
work - creates a 5 star tour
just for your clients.

¥ Prouven experience

* Wholesaler prices

% Personally escorted

CALL OR
WRITE:
1L 8.6 8 & ¢
TONY LEASE /" o)
TOURS 1O/

305 N. COAST BLVD.
LAGUNA BEACH, CA 92651

(714) 494-0783
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Since tleir introduction in1977, the
UREI 8C0 series mon tors have steadily
been replacing old-
fashionzd loudspeakars.

In studios threughout the
world, they've becore the
accepted standard —the
critical stzndard by which
all other professional loud-
speaker systems are 10w
judged.

Our new Series “A” models

(811A, 813A & 815A) now incorpe-
-at= the following im-
provements:

* The exclusive Time-Aligned™* cross-
over has been redesigned to allow the
maximum power transfer to the trans
ducers — improved sensitivity for
more acoustic power per watt.

15 » A totally new High Frequency Expo-

— nential Horn design (Patent

Pending) which includes a

diffraction buffer, flare

compensators, and

, ; 7 shadow slots.

7 * The diffraction buffer has
been added to the leading
edge of the horn resuiting
in better impedance trans-
formation to the atmos-
phere. This provides a
substantially improved
transition through the
crossover region and dis=
persion is enhanced over
; the entire range of the
) ¢ High Frequency Horn.

-« The Flare Wall Boundary
treatment results ina
reduction of transient
distortion without
degrading the power

g transfer characteristics
! . of the Horn. ©
iy . ¢ » Shadow Slots have been
added to further improve

/ the mid-range magnitude

regularity and overcome

the classic “shadow effect”
characteristic of some,
coaxial systems.

e

P
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See your professional audio products
dealer for full sechnica’ informa-ion.

The New UREI
Series ‘A’ Time-Aligne
Professional Monitoring
Loudspeaker Systems

* With a new diaphram and phasing

plug, the high-erd respor:se on all
three models now extends
™ towell beyond 15 kHz.

» All models now feature a
BNC type comnector to
accommodate the Con-
duc:or Comgensation™
feazure of UBEl's model
65000 Power Amplifier.

The new series “X’

moritors from URE are
available in three sizes to s.it any
monitoring requirement. Taey're
accurate, powerfu. and improved.

From One Pro To Another — trust all
your toughest signal processing aad
monitoring needs to UREIL

“Time-Align is a Trademark = £ M. Long Aasoc., Oakland, CA
All referenced Trade narks &r= property of. or licensec by,
United Recording Electronics Industries. a JRC Comgany.

(o]
@D@U Fromm One Pro To Another

United Racording Electr=nics Industres

8460 San Fernando Roed, Sun Valle, California 91352
(213) 767-1000 Telex: 65-1389 URE SNVY
Worldwice: Gotham Expcrt Corporation. New York
Canada: Gould Marketirg, Montreal H47 1ES

®/ @ @/ /,;;/

©UREI1981
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Directory, US. .. ... ... .. ... .. B-85  Television Bureau of Advertising... F-40 wold, Robert, Co.. .. ... ... ... .. .. D-44
Equipment Manufacturers. ... .. .. E-1  Television Billings........... ... B-200 World Radio & Television...... ... F-62
Abbreviations Commonly Used in 1982 YeaRBOOK
aCtg. of cal il s acting chmn.. ... .. chairman HBO. Home Box Office mw..... medium wave SH.... specified hours
ADI Area of Dominant CBN..... .. .. Christian horiz........ horizontal N night sls.............. sales
Influence Broadcasting Network polarization nati o national Sp........... Spanish
admin... administrative coml... . .. commercial hatrs ... .. headquarters  net......... .. network spec.......... special
adv........ advertising, coord...... coordinator ind....... independent nwspr...... newspaper ST........ shares time
advertisement  CP. construction permit info........ information  off.... ... . . officer stn............ station
affil ... .. affiliate  C&W country & westemn instal ... .. installation opns. ...... operations sub........ subscriber
anncr...... announcer D ... ... day instrm . ... instrumental OWIMES L 30 L i a s owner  supt.... superintend_ent
ANt s e antenna  DA. directional antenna | ltalian per......... personnel  supvr....... supervisor
AOR ... album oriented  dey.. . . .. development Khz .. ...... .. kilohertz Pal o e Polish  sves......... services
rock  dir... .. ... .. director Kkw .. kilowatts BRI public relations  sw......... short wave
APR..... .. Associated dup........ duplicates loc... ... ... ... local pres......... president t............... terrain
Press Radio  edit............ editor EST N T local sunset prod....... production, tech......... technical
ASSNyin tira s association  educ...... educational Isthng. . ....... listening producer traf.......... ... traffic
assoc....... associate engr......... engineer B e e com e long wave  prog......... program trans....... translators
asst. ,uimuw-ue assistant  engrg..... engineering MDS..... ... Multipoint progmg.... programing treas......... treasurer
attyF P attorney ERP.... ... .. effective Distribution Service ~ progsv..... progressive  TWX.... Teletypewriter
aur. ... aural radiated power mdse ... merchandising prom. ... .. promotion Exchange
bestg. ... broadcasting  ESPN. Entertainment & med.. . ........ media  ptnr...... L. partner  U........... unlimited
[930) o d oY T & YT board Sports Programing mfg..... manufacturing pub affrs.. public affairs UHF ....... . ultra high
bldg.......... building Network  mgng....... managing  Pub ser.. public service frequency
BH1s 22 = s =m beautiful  ETV... . ... educational mgr.......... manager publ..... .. .. publicity  UPI...... United Press
BUSEN: sl an a2 1 business television mgt...... management quad .... quadraphonic International
CATV.... .. community  exec.. ... ... executive mhz. ... ... megahertz  rel......... .. relations  vert........... vertical
antenna television Fro ... . .. French mktg........ marketing (Gle) o o Y0 o religion polarization
Cd.,. .4 .ag-a- ciudad g, ... .. ... . .. .. ground MOR........ middie of rep..... representative  VHF . very high frequency
CEOQ... chief executive  gen. .. ... . ... general the road rgnl.......... regional  VisS............. visual
officer  Ger.... ... . ... German MSO....... .. multiple  rsch....... .. research  VP...... vice president
ch............ channel HAAT . ... height above system operator  Sec......... secretary W watts
ChoPrZ g 7 charge average terrain MUS kg " o e ens music  sep.......... separate  Wkly....... .. .. weekly

Several directories of the 1982 Yearsook employ the standard, two-letter state abbreviations of the U.S. Postal Service.

Alabama........ ... AL Georgia........... GA Maryland ... ... ... MD  New Mexico. ... ... NM  South Dakota. ..... SD
Alaska............ AK Guam............. GU Massachusetts . . . . . MA  New York.......... NY  Tennessee......... TN
Arizona........ .. .. AZ Hawaii..... ........ HI Michigan...... ... .. Ml North Carolina . . ... NC Texas......... Lo TX
Arkansas . ... .... .. AR ldaho.............. ID Minnesota .. ... ... . MN  North Dakota...... ND  Utah.............. ut
California....... ... CA Minois.............. IL Mississippi........ MS Ohio.............. OH vermont........... vT
Canal Zone........ CZ Indiana............ IN Missouri..... ... .. MO  Oklahoma......... OK  Virginia ............ VA
Colorado.......... CcO lowa........... ... IA Montana...... . ... MT Oregon............ OR  Virginislands. ... ... \
Connecticut. .. .. .. CT Kansas. e i:nnns KS Nebraska........ .. NE  Pennsylvania....... PA Washington.. ... .. WA
Delaware..... . ... . DE Kentucky........ .. KY Nevada.... ... . ... NV Puerto Rico........ PR West Virginia ... ... WV
District of Columbia DC Louisiana.......... LA New Hampshire . ... NH Rhode Island . .. .. .. RI Wisconsin......... Wi
Florida............. FL Maine............. ME  New Jersey....... . NJ  South Carolina. . ... sC  Wyoming......... wy
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Quality Sound for a Quality Picture

Pre-eminence in
Audio Noise Reduction
Since 1965

00 Dolby

DOLBY LABORATORIES

731 Sansome Street

San Francisco, CA 94111

346 Clapham Road, London SW9

Dolby and the double-D synthol are trademarks
of Dolby Laboratories Licensing Corp.  580/3071
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PEIRCE-PHELPS. FOR EVERY THING
FROM MINI-VANS TO MAXE-STUDIOS

We ust supplied a compact news van to Warner Amex in Mesquite, Texas. And an on-air production studio to WWACTV
in Atlantic City. Now we’d like to do something for you. Call or write and tell us what you need.

PEIRGE-PHELPS, INC. VIDEO SYSTEMS DIVISION

2000 N. 59th Street, Philadelphia, Pa. 19131, 800-523-4682. In Pennsylvania, call 215-879-7171.



Talk to the man who hasbeen
on both sides of the table!

Before you make a financial move, talk to the
man who has sat on both sides of the negotiating
table. Lester Kamin.

Financial moves of any kind in the broadcast
and cable television industries require intimate
knowledge of buyers’ and sellers’ motivations and
needs, banking, tax consequences, risk capital and
dozens of details that make or break a deal.

Lester Kamin learned about these the hard way.
He has owned, operated, negotiated and sold eight

W | 10T 50 ¢ Company

radio stations and five major cable television prop-
erties. He’s among the pioneers in the industry.

Are you selling? In need of sophisticated invest-
ment advice? Require confidential financial
planning?

Contact Lester Kamin!

His fiscal creativity, his tenacity and unmatched
experience will mean more money on the table for
you.

2020 North Loop West/Suite 111
Houston, Texas 77018
Telephone: 713/957-0310
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Broadcasting

The ABC’s
of radio
and television

A description of broadcasting—how
it evolved, how it works, how it is
regulated—as reported by the FCC

One of the most dramatic developments of 20th Cen-
tury technology has been the use of radio waves—
electromagnetic radiations traveling at the speed of
light—for communication. Radio communication
designed for reception by the general public is known
as ‘‘broadcasting.”” Radio waves of different frequen-
cies {number of cycles per second) can be *‘tuned.’”
Hence, signals from many sources can be received on a
radio set without interfering with each other.

In everyday language, the term ‘‘radio” refers to
aural (sound) broadcasting, which is received from
amplitude-modulated (AM) or frequency-modulated
(FM) stations. “*Television,” another form of radio, is
received from stations making both visual and aural
transmissions. AM radio, sometimes called standard
broadcasting, was the earliest broadcast service and'
operates on relatively low ““medium™ frequencies. FM
and TV are newer and occupy considerably higher fre-
quency bands.

Radio communications was born of many minds and
developments. In the 1860’s, the Scottish physicist,
James Clerk Maxwell, predicted the existence of radio
waves. Heinrich Rudolph Hertz, the German
physicist, later demonstrated that rapid variations of
electric current can be projected into space in the form
of waves similar to those of light and heat. (His con-
tributions have been honored internationally by the
adoption of Hertz as a synonym for cycles per second.)
In 1895, the Italian engineer, Guglielmo Marconi,
transmitted radio signals for a short distance, and at
the turn of the century, conducted successful trans-
Atlantic tests.

The first practical application of radio was for ship-
to-ship and ship-to-shore telegraphic communication.
Marine disasters early demonstrated the speed and
effectiveness of radiotelegraphy for saving life and pro-
perty at sea.

This new communication medium was first known
as ‘‘wireless.’ American use of the term ‘‘radio” is
traced to about 1912 when the Navy, feeling that
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“‘wireless”’ was too inclusive, adopted the word
‘“‘radiotelegraph.’’ The use of the word ‘‘broadcast’
(originally a way to sow seed) stems from early U.S.
naval references to ‘‘broadcast’ of orders to the fleet.
Now it is used to describe radio service to the public.

The origin of the first voice broadcast is a subject for
debate. Claims to that distinction range from ‘*Hello,
Rainey,”’ said to have been transmitted by Nathan B.
Stubblefield to a neighbor, Rainey T. Wells, in a dem-
onstration near Murray, Ky., in 1892, to an impromptu
program from Brant Rock, Mass., by Reginald A. Fes-
senden in 1906, which was picked up by nearby ships.

There were other early experimental audio transmis-
sions. Lee De Forest put singer Enrico Caruso on the
air in 1910, and there were trans-Atlantic voice tests by
the Bell Telephone Co. at Arlington, Va., in 1915. But
it was not until after World War I that regular broad-
casting began.

The identity of the ‘‘first’" broadcasting station is
also a matter of conflicting claims. This is due largely
to the fact that some pioneer AM broadcast stations
developed from experimental operations. Although
KDKA Pittsburgh did not receive a regular broadcast-
ing license until Nov. 7, 1921, it furnished programs
under a different authorization before that date.
Records of the Department of Commerce, which then
supervised radio, indicate that the first station issued a
regular broadcasting license was WBZ Springfield,
Mass. on Sept. 15, 1921, (WBZ is now assigned to
Boston.)

There was experimental network operation over
telephone lines as early as 1922. In that year WJZ (now
WABC) New York and WGY Schenectady, N.Y.,
broadcast the World Series. Early in 1923 WEAF (now
WNBC) New York and WNAC Boston picked up a
football game from Chicago. Later that same year
WEAF and WGY were connected with KDKA Pitts-
burgh and KYW Chicago {now Philadelphia) to carry
talks made at a dinner in New York. President
Coolidge’s message to Congress was broadcast by six
stations in 1923.

In 1926 the National Broadcasting Co., a subsidiary
of RCA Corp., started the first regular network with 24
stations. For its first cozst-t0-coast hookup, in 1927, it
broadcast a football game. In that same year, the Col-
umbia Broadcasting System, first called the Columbia
Phonograph Broadcasting System, was organized.

For some years NBC operated two networks, the Red
and the Blue, but when the FCC adopted chain-broad-
casting rules in the early forties, one organization was
prohibited from operating two networks serving the
same area at the same time. RCA sold the Blue Net-
work to Edward J. Noble in 1943. It ultimately bzcame
the American Broadcasting Co. (In 1968, ABC itself
was given a limited exception to the dual-network rule
in order to operate four radio networks, each providing
a specific service.)
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FM and TV broadcasting emerged from their experi-
mental stage just before U.S. entry into World War II.
Wartime restrictions retarded expansion of radio
facilities, although the emergency produced new tech-
niques and apparatus that are in use today. In the
decades following the war, broadcasting expanded
domestically, and the development of communication
satellites has opened new possibilities for international
relay.

Regulation of Broadcasting

The Wirekess Ship Act of 1910 applied to use of radio
by ships, but the Radio Act of 1912 was the first
domestic law for general control of radio. It made the
Secretary of Commerce and Labor responsible for
licensing racio stations and operators.

Early broadcasting was experimental and, therefore,
noncommercial. In 1919 radiotelephone experiments
were enabled to operate as ‘“‘limited commercial sta-
tions.”” In 1922 the wavelength of 360 meters {approx-
imately 830 kilocycles per second) was assigned for the
transmission of ‘‘important news items, entertain-
ment, lectures, sermons, and similar matter.””

Recommendations of the first National Radio Con-
ference in 1922 resulted in further regulations by the
Secretary of Commerce. A new type of AM broadcast
station came into being, with minimum power of 500
watts and maximum of 1000 watts (1 kilowatt). Two
frequencies (750 and 833 kilocycles per second) were
assigned for program transmission.

So rapid was the development of AM broadcasting
that, upon recommendation of subsequent National
Radio Conferences in 1923 and 1924, the Department
of Commerce allocated 550 to 1500 kilocycles per sec-
ond for standard broadcast and authorized operating
power up to 5000 watts (5 kilowatts).

Increasing numbers of AM stations caused so much
interference that, in 1925, a fourth National Radio
Conference asked for a limitation on broadcast time
and power. The Secretary of Commerce was unable to
deal with the situation because court decisions held
that the Radio Act of 1912 did not give him this
authority. As a result, many broadcasters changed their
frequencies and increased their power and operating
time at will, regardless of the effect on other stations,
producing bedlam on the air.

In 1926 President Coolidge urged Congress to
remedy matters. The result was the Dill-White Radio
Act of 1927.

Federal Radio Commission

The Radio Act of 1927 created a five-member
Federal Radia Cominission to issue station licenses,
allocate frequancy bands to various services, assign
specific frequencies to individual stations, and control
station power. The same act delegated to the Secretary



of Commerce authority to inspect radio stations, to ex-
amine and license radio operators, and to assign radio
call signs.

Much of the early effort of the Federal Radio Com-
mission was required to straighten out the confusion in
the broadcast band. It was impossible to accommodate
the 732 broadcast stations then operating. New regula-
tions caused about 150 of them to surrender their
licenses.

Communications Act of 1934

At the request of President Roosevelt, the Secretary
of Commerce in 1933 appointed an interdepartmental
committee to study electronic communications. The
committee recommended that Congress establish a
single agency to regulate all interstate and foreign com-
munication by wire and radio, including telegraph,
telephone and broadcast. The Communications Act of
1934 created the Federal Communications Commis-
sion for this unified regulation. This is the statute
under which the FCC operates and which it enforces.
Several of its provisions were taken from the earlier
Radio Act.

Federal Communications Commission

The FCC began operating on July 11, 1934, as an in-
dependent federal agency headed by seven commis-
sioners, who are appointed by the President with the
advice and consent of the Senate.

FCC Broadcast Regulation

One of the FCC’s major activities is the regulation of
broadcasting. This has three phases.

The first is the allocation of space in the radio fre-
quency spectrum to the broadcast services and to mary
nonbroadcast services which also must be accommo-
dated. In view of the tremendously increased use of
radio technology in recent decades, the competing de-
mands for frequencies are among the commission’s
most pressing problems. Fortunately, as technology
has advanced, frequencies higher and higher in the
spectrum have become usable. Apart from the fre-
quencies used for broadcasting, frequencies in other
portions of the spectrum are allocated for **broadcast
auxiliary”” use by remote pickup and other transmitters
auxiliary to main broadcast stations (see Auxiliary
Broadcast Services).

The second phase of regulation is the assignment of
stations in each service within the allocated frequency
bands, with specific location, frequency and power. The
chief consideration, although by no means the only
one, is to avoid interference with other stations on the
same channel (frequency) or channels adjacent in the
spectrum. If his application is granted, an applicant for
a new station or for changed facilities receives a con-
struction permit. Later, when the station is built and it
is capable of operating as proposed, a license to operate
is issued.

The third phase is regulation of existing stations: in-
spection (o see that stations are operating in accordance
with FCC rules and technical provisions of their
authorizations, modifying the authorizations when
necessary, assigning station call letters, licensing
transmitter operators, processing requests to assign the
station license to another party or transfer control of
the licensee corporation, and processing applications
for renewal of license. At renewal time the commission
reviews the station’s record to see if it is operating in
the public interest.

The Nature of American
Broadcasting

Although educational and other noncommercial sta-
tions share the airwaves, the American broadcasting
system for the most part is a commercial system. In
this respect it is supported by revenues from those who
advertise goods or services to the audience. Advertis-
ing messages are presented as commercial ‘‘spot an-
nouncements’ before, during, and after programs, or
as a part of “‘sponsored’’ programs.

Broadcast stations are licensed to serve the public in-
terest, convenience and necessity. Because radio chan-
nels are limited and are part of the public domain, it is
important to entrust them to licensees with a sense of
public responsibility. By law, each license must contain
a statement that the licensee does not have any right to
operate the station or use the frequency beyond the
term of license. The maximum term of license is three
years.

Under requirements of the Communications Act,
applicants must be legally, technically and financially
qualified, and they must show that their proposed
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There were 9,092 radio stations operating in the United States at
the end of 1981. Of these, 4,630 were commercial AM’s, 3,346
were commercial FM’s and 1,116 were noncommercial FM’s.
There were 1,042 operating television stations: 524 commercial
VHF’s, 248 commercial UHF’s, 107 noncommercial VHF’s and
163 noncommercial UHF’s. Most commercial TV’s are network
affiliated; approximately 200 operate as independents.

No single entity may own more than seven stations in each
service (AM, FM or TV). In TV, no more than five may be VHE
No owner may have two stations of the same service in the same
community. No owner of three VHF’s in the top 50 markets may
purchase other VHF’s in the top 50 without a showing of
compelling public interest. Newspaper owners may no longer
purchase broadcast properties in the same market, nor may radio
station owners acquire TV stations there, nor TV owners radio
outlets. TV stations may no longer acquire cable TV franchises in
the same city, and networks may not own cable systems at all.

In 1980, the last year for which official FCC figures are available,
commercial broadcasting had total revenues of approximately
$12.0 billion. Profits were $1.8 billion. Television accounted for
$8.8 billion (73.5%) of revenues and $1.6 billion (91.5%) of
profits; radio, for approximately $3.2 billion (26.5%) and $154
million (8.5%). Public broadcasting had a 1980 income of $696.6
million—27% from the federal government.

There are more than 81 million U.S. homes (98% of all homes)
with television sets, about 50% of which have more than one set.
About 71 million sets are color. It is estimated that about 96% of
TV homes can receive UHF signals, and that about 25% are linked
with cable systems, according to Arbitron Television. There are an
estimated 457.5 million radio sets in the U.S., 338.6 million (74%)
of them in homes and 118.9 million (26%) out of homes.

The average American home watches TV for six hours and 45
minutes a day, according to A.C. Nielsen statistics. And the latest
study by The Roper Organization (commissioned by the
Television Information Office) shows that 64% of the U.S. public
turns to TV as the source of most of its news, and that 51% ranks it
as the most believable news source.

The average 30-second prime-time network television
announcement now costs $100,000 (spots on a top-rated series
cost $175,000; low-rated spots average about $45,000). An
estimated 105 million people watched the 1982 Super Bowl
telecast. Thirty-second announcements during that event cost
$345,000. Thirty-second announcements on individual TV
stations range from $15,000 in top-rated specials in major markets
to as low as $10 in the second-hundred markets. Radio spots cost
from $600 or more in major markets to less than a dollar in
small towns.
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operation would be in the public interest. They must be
citizens of the United States. Corporations with alien
officers or directors or with more than one-fifth of the
capital stock controlled by foreign interests may not be
licensed.

Penalties for broadcast station violations, depending
upon the degree of seriousness, range from repri-
mands, fines up to $10,000, and short-term probation-
ary licenses to denial of license renewal, or even
license revocation. Cease and desist orders may also be
issued.

In 1965 the commission provided for public inspec-
tion of certain records of broadcast stations in the com-
munities they serve. These are mainly duplicate copies
of records in the public files of the commission in
Washington, and include licenses, records of owner-
ship, applications to the FCC and related material, net-
work affiliation contracts and employment reports.

Under the Communications Act, it is the respon-
sibility of each broadcast licensee to program in the
public interest. The commission does not prescribe the
time to be devoted to news, education, religion, music,
public issues, or other subjects. Programing can vary
with community needs at the discretion of the station
licensee.

Licensees are expected to ascertain and meet the
needs of their communities in programing. Applicants
must show how community needs and interest have
been determined and how they will be met. The com-
mission periodically reviews station performance,
usually in connection with the license renewal applica-
tion, to determine whether the licensee has lived up to
its obligations and the promises it made in obtaining
permission to use the public airwaves.

The commission is forbidden by law from censoring
programs. The Communications Act, Section 326,
states: ‘‘Nothing in this Act shall be understood or
construed to give the commission the power of censor-
ship over the radio communications of signals
transmitted by any radio station, and no regulation or
condition shall be promulgated or fixed by the commis-
sion which shall interfere with the right of free speech
by means of radio communication.”

Fairness —The commission has held that when a
station presents one viewpoint on a controversial
public issue, the public interest requires that reasona-
ble opportunity be afforded for the presentation of op-
posing viewpoints. This is the **Fairness Doctrine.” It
stems from a policy on editorializing announced in
1949, supported by a 1959 amendment to the Com-
munications Act, which obligates broadcasters “‘to
afford reasonable opportunity for the discussion of
conflicting views of public importance.”” In 1967, the
commission adopted specific rules requiring stations to
notify persons when personal attacks were made on
them in discussion of controversial public issues (with
certain exceptions such as newscasts). The same re-
quirement was also applied to station editorials endors-
ing or upposing a political candidate. These rules were
upheld by the Supreme Court in 1969.

Section 315.—Section 315 of the Communica-
tions Act provides: (a) “‘If any licensee shall permit
any person who is a legally qualified candidate for any
public office to use a broadcasting station, he shall
afford equal opportunities to all other such candidates
for that office in the use of such broadcasting station;
provided, that such licensee shall have no power of
censorship over the material broadcast under the provi-
sions of this section. No obligation is hereby imposed
upon any licensee to allow the use of its station by any
such candidate....(b) The charges made for the use of
any broadcast station for any of the purposes set forth
in this section shall not exceed the charges made for
comparable use of such station for other purposes....””
In 1959 the act was amended to exempt from the equal-
time requirement appearances by candidates on
newscasts, news interviews and other news coverage.

A problem in connection with this statute is that it
requires a station presenting one candidate to afford
equal opportunities to all other legally qualified candi-
dates for the same office, including, often, some who
have no chance of prevailing in the election. In 1960
Congress suspended this requirement for the presiden-
tial election, thus making possible the broadcast de-
bates between the Democratic and Republican candi-
dates without stations having to give equal time to the
numerous other presidential candidates representing
small parties. A similar provision on a permanent basis
is contained in legislation passed by Congress in Sep-
tember 1970.

Advertising. —The commission does not regulate
individual commercials. In considering applications for
new stations, renewals and transfers, it does consider
whether overcommercialization contrary to the public
interest may be involved. Radio applicants proposing

more than 18 minutes of commercials per hour must
justify their policies to the commission. There is no
commercial quota in FCC rules, but the 18-minute
benchmark is part of the National Association of
Broadcasters Radio Code. The NAB Television Code
specifies a commercial maximum of 16 minutes per
hour. (See section on Industry Self-Regulation).

Stations and producers of advertising are expected to
cooperate in controlling the sound volume (loudness)
of commercials.

“Payola” and “rigged quiz shows”.—Revela-
tions about programs in the late 1950°s led 1o amend-
ments to the Communications Act in 1960. These
made more explicit a station’s obligation to make an
announcement when money or other consideration is
received for the presentation of broadcast material
(e.g., money received by a disk jockey for playing a
record). They made illegal the presentation of pro-
grams purporting ta be contests of knowledge or skill
where the result is in any way prearranged.

Lotteries, obscenity and fraud.—Congress in
January 1975 modified the law to permit the broadcast-
ing of information or advertisements on a lawful state-
operated lottery by stations in that state or adjacent
states. The FCC a month later amended its rules to
conform to the changes. The U.S. Criminal Code
prohibits broadcasting of lotteries other than state-
operated. To be regarded as a “‘lottery,”” a giveaway ar-
rangement must invelve a prize, chance, and “"considera-
tion.” A number of commission and court deci-
sions have dealt with these concepts in particular situa-
tions, especially as to what is “‘consideration.”” (It has
been held, for instance, that having to go in a particular
store or listen to a particular program is not ‘‘con-
sideration.”") The Criminal Code also bars obscene, in-
decent, or profane language, or fraud by wire. radio, or
television.

Sale of time and station management.—The
Communications Act declares that broadcasting is not
a common carrier operation. Unlike commor carriers,
broadcasters are not required to sell or to give time to
all who seek to go on the air, nor are they subject to
regulation of rates and business affairs. Because pro-
graming is primarily the responsibility of broadcast
licensees, the commission does not ordinarily monitor
individual programs, or require the filing of scripts.
However, stations are required to keep logs showing
the programs presented and records of requests for po-
litical time.

The commission does not maintain surveillance of
the day-to-day internal management of broadcast sta-
tions, or regulate time charges, profits, artists’ salaries
or employe relations. It licenses only stations and their
transmitter operators, not announcers, disk jockeys or
other personnel, except where they are employed as
transmitter operators. Stations are required to keep
technical and maintenance logs as well as program
logs.

Industry  self-regulation.—Radic and TV
“‘codes’” are administered by the National Association
of Broadcasters for the guidance and voluntary com-
pliance of stations subscribing to the codes. The codes
govern programing and advertising practices.

Networks. —The commission does not license net-
works as such, only individual stations. Station licen-
sees are subject to the chain broadcasting regulations
adopted by the commission in 1941 to further competi-
tion in broadcasting. These rules have been supple-
mented by further regulations adopted from time to
time.

Monopoly. —One of the commission’s foremost
concerns is promotion of diversification in the broad-
cast media, avoiding monopoly or undue concentration
of control. Commission rules prohibit the same person
or group from operating more than one station in the
same service (AM, FM or TV) in the same locality.
They also limit to seven the number of stations in the
same service that may be commonly owned in the na-
tion as a whole (only five of any group of TV stations
may be VHF). Acquisition of more than three TV sta-
tions (only two of which may be VHF) in the 50 largest
TV markets is permitted only upon a compelling show-
ing that it would be in the public interest. New licen-
sees are now also prohibited from owning more than
one full-time station (AM, FM, TV) in the same
locality.

Receivers.—The advent of “‘wireless’’ prompted
amateurs and others interested in listening in on
Morse code radiotelegraph transmissions to acquire
receiving sets. Inexpensive crystal frequency detectors
boomed the production of homemade and commer-
cially manufactured receivers. Then the rise of broad-
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casting aroused public interest in owning sets, battery
operated at first, to receive regular programs. Receivers
operated by house current came on the market about
1928. Development of the transistor in 1948 led to
their use in place of tubes in sets. Successive stages in
TV receiver development have taken sets from black-
and-white to color, and VHF-only to all-channel (VHF
and UHF) capability (see chapter on TV Broadcast).

The commission does not license receivers. How-
ever, it does require manufacturers to limit radiation
that may interfere with radio or TV reception.

Call tetters. —International agreement provides for
national identification of a radio station by the first let-
ter or first two letters of its assigned call signal, and for
this purpese the alphabet is apportioned among na-
tions. Broadcast stations in the United States use call
letters beginning with K or W. Generally, those begin-
ning with K are assigned to stations west of the
Mississippi River and in the territories or possessions,
while W is assigned east of the Mississippi.

During radio’s infancy, most of the broadcast sta-
tions were in the East. As inland stations developed,
the Mississippi River was made the dividing line be-
tween K and W calls. However, KDK A Pittsburgh and
some other eastern stations authorized before this
system went into effect have retained their K calls, and
similarly some pioneer stations west of the Mississippi
have kept their W calls. Most of the early broadcast call
signs contained only three letters. These combinations
were soon exhausted and stations were assigned four-
letter calls. Since many AM licensees also operate FM
and TV stations, a common practice is to use the AM
call letters followed by **-FM™ or **-TV."

National defense.—In cooperation with military
and civil defense agencies, the commission has estab-
lished the Emergency Broadcast System, based on
voluntary participation by the broadcast industry. EBS
facilities are for the primary purpose of giving
emergency warning and advice to the public in event of
attack, but they are put to peacetime use in alerting au-
diences to serious weather and other emergencies
threatening life and property.

Broadcast Operation

Frequencies and Station Assignments. —Radio
frequencies differ in characteristics, and each service is
assigned to a frequency band to suit its needs.

The AM aural service, sometimes called standard
broadcast, occupies the band from 535 kilocycles per
second to 1605 kc/s. Radio waves travel with the same
speed as light, and are of different **frequencies” (cy-
cles per second) and *“*wavelengths™ (distance between
points in successive cycles). ‘‘Frequency” and
“‘wavelength’ vary inversely with each other. The lat-
ter term was formerly used generally to describe a par-
ticular radio wave, and still is in some other countries;
but in the United States the use of ‘‘frequency’ is
much more common. The ‘‘medium” frequencies
such as the AM band are usually referred to by their
number of kilocycles (1000 cycles) per second, or, for
short “*kilocycles.”” The higher frequencies are usually
referred to by the number of megacycles (1000 kilocy-
cles or 1,000,000 cycles) per second, or ‘‘megacycles.”
The term *‘gigacycle™ has come into use in more re-
cent years, meaning 1,000,000,000 cycles per second
(1,000 megacyles), to describe the much higher fre-
quencies now being used in many services although
not in broadcasting as such. The term ‘‘*Hertz'’ as a
synonym for cycle per second has recently been agreed
upon internationally and domestically, along with its
derivities “‘kilohertz,”’ ‘‘megahertz,” etc. The usable
frequency spectrum has constantly expanded upward
with developing technology, so that what were once
“high"* frequencies are near the low end of the total
spectrum used. AM stations are assigned at 10 kc/s in-
tervals beginning at 540 kc/s, providing 107 frequen-
cies.

FM broadcasting occupies the frequencies from 88 to
108 mhz, with 100 channels of 200 khz width each, the
lowest 20 of them reserved for educational use. Both
the center frequency (e.g., *93.1 mhz’’) and the desig-
nated channel number from 201 to 300 are used (e.g.,
“*channel 201" is **88.1 mhz'"). although channel
numbers are not in popular usage since they are not on
FM receivers.

In television, where wider channels are required to
carry both picture and sound, each channel is 6 mhz
wide. The very high frequency (VHF) portion of the
television service occupies the frequencies 54 to 72
mhz (channels 2, 3 and 4), 76 to 88 mhz (channels 5
and 6) and 174 to 216 mhz (channels 7 through 13).
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