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BROADCASTING IN AMERICA



A GLANCE AHEAD

THE FUTURE OF BROADCASTING:
AM, FM, TV AND FAX

WAYNE COY!

§1

IN HIs INVITATION TO ME to participate in this panel on the
future of broadcasting, Dr. Keith Tyler said he wanted to
limit the scope to the “next few years.” For an educational
scientist of Dr. Tyler’s stature, that phrase is shockingly loose
and inexact. So I am going to get specific and assume that he
means at least five years—or a quinquennium as we “scholars”
say in Washington.

By limiting our discussion to the next five years, are we to
assume that Dr. Tyler doubts the ability of us panel members
to crystal gaze ten, twenty or thirty years into the future?
Personally, as an old hand at crystal gazing, I much prefer
making long-range predictions to short-range predictions. It
takes that much longer to check up on you.

In any event, I wish to avail myself of the kind of escape
clause that I observe is now being employed by some of our
more prominent forecasters—employed, 1 believe, ever since
last fall. That clause is something to the effect that the predic-
tion is made on the assumption that the facts will be the same
at the time of the occurrence of the event as at the time of
prediction.

Now as to the future of the first item on your agenda—AM
broadcasting. Where will it be five years from now? Will it
still be a great medium of mass communication, or will it have
dwindled to its “doom” within three years as predicted by

! Chairman, FCC, Washington, D. C.
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“Deac” Aylesworth, first President of the National Broadcast-
ing Company?

Today we have nearly 2000 AM stations on the air—more
than twice as many as on VJ-Day. Moreover, many of the
stations have far more power than they had before the war.
Nearly 170 stations are under construction. More than 400
applications are pending before the Federal Communications
Commission. And, in addition, applications for new stations are
still coming in at the rate of about 20 a month.

Ninety-five per cent of American families—practically
every family—own a receiving set. There is a set in one out of
every four autos. The listeners have invested in this system of
broadcasting more than four times as much as the broadcasters
have invested in all their equipment and they continue to spend
half again as much per year for new sets, tubes and repairs as
the $500,000,000 the advertisers spend on the sponsorship of
programs.

Statistics on financial returns for 1948 recently gathered by
the Federal Communications Commission show that over-all
the business of broadcasting was still quite profitable. The
earnings on investment or sales compare favorably with those
in any other industry.

Despite the fact that the number of stations on the air has
more than doubled since before the war, the majority of the
established stations—that is, stations that had been on the air
at least two years—reported increased revenues in 1948.

And despite the fact that the number of stations had
doubled, the proportion of these established stations losing
money was lower than in the last year before the war.

In 1941, 22 per cent of the stations lost money. In 1948,
15 per cent of the stations in existence at least two years (i.e.,
licensed in 1946 or prior years) reported losses.

It is true that the profits of the established stations declined
slightly in 1948. It is not difficult to find the reasons for such
decline. They are increased labor costs and additional expenses,
in many instances, required for the operation of the FM sta-
tions operated in conjunction with the AM stations. This latter
item is nothing new to the broadcasters of America. They are
continuously making investments in technological improve-
ments for the betterment of their service.
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So far I have been speaking of established stations—stations
that were on the air before 1947.

Some of the new stations, as is normal in broadcasting—or
any other business—lost money during their first year or so of
operation. From 1939 through 1941, for example, an average
of 60 stations went on the air each year. On the average, half
of these newcomers lost money in their first year.

In 1945, 62 per cent of the stations lost money in their first
year of operation, and in 1947 the comparable figure was 63
per cent.

Now look at the picture in 1948. Almost six times as many
new stations were licensed in that year as were licensed during
1939-1941. But despite that six-fold increase in new stations,
the proportion losing money in the first year of operation was
58 per cent or only a slightly higher percentage than in the pre-
war years.

Five years from now when AM broadcasting feels the
heavy impact of television, the financial returns will undoubt-
edly be considerably less. These risks should be very carefully
weighed by anyone contemplating entering AM broadcasting
and also should be carefully weighed by AM broadcasters
planning their future.

§2

My next assignment in this Nostradamus routine is FM.

We have today a nationwide FM service with almost as
many stations on the air or under construction as there were
AM stations on V]-Day. There are more than 725 stations on
the air and 160 under construction. In addition, we have more
than 70 applications pending.

I think that that is encouraging. It is especially encourag-
ing because those figures are quite realistic. They represent
those that remain steadfast after a year in which approximately
100 applicants turned in their construction permits for various
reasons. I think that most of the water has been squeezed out
of those figures.

Moreover, three-fourths of the operating stations are using
full power which means that they are getting far better cover-
age than most regional AM’s.

- . However, the. operators of FM stations have not done
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nearly enough to realize the full potentialities of this splendid
new system of sound broadcasting. Too many are operating
only the minimum number of hours per day, depriving the
American people with FM receivers of some of the finest AM
programs.

To overcome the lag in the growth of FM, I have sug-
gested to the Commission that we now consider requiring the
AM operators of FM stations to operate their FM the same
number of hours as their AM. I have also suggested that the
Commission consider requiring them to duplicate their full pro-
gram structures so that the programs that have been developed
in radio over more than a quarter of a century may thus be
made available to the people over this better. system of broad-
casting.

My own thought is that those who do not have AM facili-
ties should in the first year operate six hours a day as they are
now required under our rules; the second year, eight hours;
and the third year, full time.

I think FM will continue to grow.

I do not think it will be squeezed out by television.

If this nation will continue to require sound radio service
(and I think it will) then there will be a demand for the best
kind of sound service available. That best is FM.

There are many weak spots in our AM coverage today.
Many suburban areas adjacent to the large metropolitan areas,
as well as many rural areas, are either unserved or poorly
served.

There are many small cities that do not have their own full
time—that is, nighttime as well as daytime—radio stations for
the discussion of their local problems, for their local sports
events, for local religious programs, for the promotion of
local talent.

Something is needed to fill those vacuums.

That something is FM. The overwhelming majority of
American AM radio stations, excluding the §6 clear channel
stations, could serve larger areas, could serve those areas with
better signals and could provide service more days and more
hours out of the year with FM.

Millions of people can be reached by an adequate signal
only with FM. Those millions are consumers—consumers that
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it is becoming increasingly important for advertisers to reach
as the tempo of American merchandising is stepped up.

What is needed is circulation. Circulation cannot be had
by magic. Service—and only good service—will bring it about.

83

Now, what will the next five years bring in television?

My own belief is that, five years from tonight, television
will be the dominant medium of broadcasting.

Five years from tonight, most Americans will be getting
most of their broadcast information, education, and entertain-
ment from television.

Five years from tonight, sound broadcasting, although
much improved in technical quality because of the increased use
of FM and much extended in coverage because of the addition
of both AM and FM stations, will be attracting less of the
listeners’ attention especially during the evening hours, will
be attracting less of the advertisers’ dollars, will be secondary
to television.

The skyrocket progress that has marked television during
the past two years will be progressively accelerated.

I concur in estimates of the manufacturing industry that
five years from tonight 40 to 50 per cent of the homes in
America will have television receivers.

And we know that television attracts more audience per set
than does sound radio.

We also know that even today the listener gives more
attention to his television set than he does to his radio receiver.
That amount of attention should increase as programs improve
in quality and quantity.

Today we have 1,500,000 television sets in use. It now
appears that by the end of the year there may be 3,000,000.

Today we have 60 stations on the air and as many more
under construction.

The removal of four bottlenecks will speed television’s
growth during the next five years.

The first bottleneck is the Federal Communications Com-
mission’s freeze on the granting of permits for new construc-
tion. That has been in effect for some seven months and will
perhaps be in effect for another three or four months. I assume
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this audience is acquainted with the interference problems that
prompted this freeze. More than 300 applications are held
up by the freeze.

I must confess to an excess of optimism with respect to the
time required to revise the Standards of Good Engineering
Practice for Television. The time required to analyze the
data presently available from the operations of television sta-
tions in the VHF band and particularly the time required for
engineers to agree on its meaning has been surprisingly long.
While the freeze will be extended beyond the time that had
been originally anticipated, I am quite sure that television serv-
ice will be much improved because of the very careful scrutiny
given the data and the sound basis provided for the revision of
Television Engineering Standards.

The second bottleneck is the limitation of the present 12
television channels in the Very High Frequency Band. Many
rural areas and even some important metropolitan areas could
not be served if we were to restrict television to this present
band.

Therefore, we are now studying methods of utilizing a
higher band in the spectrum—the Ultra High Frequency
Band. We hope to gain the needed additional channels in
that band.

Five years from tonight, I expect to see 600 to 800 stations
on the air. That will mean that five years from tonight tele-
vision service will be available to the overwhelming majority
of the people of the United States.

The third bottleneck is scarcity of networking facilities.
This 1s being remedied rapidly. As you know, coaxial cable and
microwave relay connect cities as far north as Boston and as far
south as Richmond. A coaxial cable has been in operation
between the East Coast and St. Louis since January. Two more
westward channels have just been made available on this cable.
Now a microwave system is being constructed between New
York and Chicago. Next year, it will be extended to Des
Moines. Next year, also, a coaxial cable will be run from
Des Moines to Minneapolis and St. Paul.

The new microwave relay that is now being built between
New York and Chicago will have 31 intermediate stations
along the route. Between Philadelphia and Pittsburgh, the
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concrete towers will be placed on mountain tops and will be
about 60 feet high. On the flat land of Ohio and Indiana, the
towers will be from 150 to 200 feet high.

A coaxial cable for television will link Toledo and Dayton,
and will tie into microwave relays linking Columbus and Cin-
cinnati in October.

I expect to see the West Coast linked with the East Coast
by a combination of microwave relay and by coaxial cable in
another two years.

Five years from now, I am sure that networking facilities
will be so generally available that they will no longer constitute
a bottleneck.

A fourth bottleneck is the huge cost of station construction
and operation. The cost of constructing a metropolitan tele-
vision station runs from $200,000 to $1,000,000. Figures
reported to the Federal Communications Commission reveal
that the average operating cost of 14 stations that were on the
air for all of 1948 was $538,000. And none of those stations
were on the air full time. They were operating only from 10
to 5O hours a week.

Many radio broadcasters who ought to be television entre-
preneurs cannot afford that kind of money, and their thinking
about television is controlled by the prospect of such expendi-
tures. I think television can be more widely developed in the
next few years by getting away from that carriage trade con-
cept. Cities and towns outside the 140 metropolitan areas could
be served by a “secondary” station operating with minimum
staff and equipment, obtaining its programs from a metropoli-
tan station. It would be, in effect, a repeater station.

Cities and towns between the secondary station and the
metropolitan station could tap the connecting circuit.

Other small cities and towns could pick up programs from
the secondary stations. This would be similar to our railroad
system. These stations would, of course, be expected to work
toward the day when they can provide more and more local
service—but that could be a gradual process geared to the
economics of the situation.

I want to make it clear that my thoughts on the subject of
secondary stations are my own ideas and do not reflect any
conclusion reached by the Commission. Nor has such a plan
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yet been considered by the Commission. It is my hope that my
suggestions will encourage all interested parties to study this
method of expanding television coverage.

All four of these bottlenecks will be smashed, I am confi-
dent, within the next five years.

As to advertising revenues for television, I do not hear of
any trepidation on that account. Television is proving itself as
an unsurpassed advertising, demonstrating, selling medium. It
is estimated that advertisers will spend $2 5,000,000 on tele-
vision this year. There are now around 1500 television adver-
tisers. Last year more than 40 per cent of the advertisers using
network television were not radio advertisers.

Last year, with the medium still in its early infancy, tele-
vision in the city of Philadelphia took 914 per cent of the total
broadcasting revenue. In New York it took 8.2 per cent, in
Washington 7.7 per cent, and in Baltimore 714 per cent.

I do not want to imply that the revenue of the television
stations in the cities I have just named came from aural radio
exclusively. As I indicated, 40 per cent of the advertisers
using network television last year were not radio advertisers.
Whether that percentage is the same today or not is of no real
significance. Certainly some of the money now going into tele-
vision—and a large amount of it—comes from advertisers not
now using radio. More than that, I am sure that many adver-
tisers now using television have increased their advertising
appropriations to cover the expense of this new media. But
we cannot be blind to the fact that some of the money going
into television advertising has come from radio broadcasting.
Yet, radio broadcasting revenues continue to support the pres-
ent large losses in television operation and will continue to
support those losses, in many instances, for some months.

84

Radio broadcasting faces not only the loss of some of its
revenue to television, but it may face a more serious conse-
quence as a result of television. All of the surveys show that
nighttime radio loses audience as television set circulation is
increased in an area. At the present time, the loss 1s not serious
although it is significant in terms of the listening habits of
people. This developing situation is a challenge to those who
operate sound broadcasting stations. It seems to me to indicate
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that there will be a very considerable readjustment of night-
time radio programming within the next five years, and a more
drastic revision of it in the following years, as television circu-
lation reaches sizable proportions. It likewise indicates that
there will be a greater emphasis on daytime radio than there
has been in the more recent years.

I do not believe that American radio broadcasters will take
any loss of audience to this new media of television without
vigorous efforts to make their programming more attractive
in an effort to hold their audience or a reasonably large part of
it. In fact, it seems reasonable to me to expect that they will
intensify their studies of their community needs and direct
their revitalized programming at meeting those needs, and
thus try to build up even more loyal audience than they have
had heretofore. It does seem to me that television will inevi-
tably be the dominant medium in the electronic field, but given
imaginative leadership, aural radio broadcasting can and will
serve a most important function in our national life.

The last subject of my assignment here for tonight is fac-
simile. The trend in this field now is away from simplexing
and towards multiplexing so that the printed material can be
sent over the receiver simultaneously with voice or music. This
means that an FIM station does not have to interrupt its sound
programs in order to broadcast its facsimile material.

The idea of facsimile, with its promise of an electronic
newspaper, is an intriguing one and I am glad to observe that
some stations are continuing to work on the development of
the medium. Much more experience is apparently needed
before we estimate the future of this art of radio printing.

I fully expect that the ingenuity which flows from a com-
petitive entrepreneur system will result in a development flow-
ing from present experimentation with facsimile which will
provide for the commercial development of this electronic
printing machine. Likewise, it seems to me that here is a field
in which you people interested in education by radio would
want to interest yourselves. It seems to me that here you have
a feasible method for the distribution of materials needed in
any program involved in teaching by radio.

As I understand it, I am not expected to comment on edu-
cational broadcasting. That is being left to the experts. How-
ever, since I have the platform amid so many educators, I want
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to take 2 moment to discuss the progress of station construction
by educational institutions.

Four years after the Commission allocated 20 FM channels
for non-commercial educational broadcasting, we find that only
30 schools or school systems have such stations on the air, while
only 20 others have them under construction. We at the Com-
mission are frankly concerned that faster progress is not being
made. I feel compelled to utter the warning you have heard so
often before concerning the value of these frequencies, and 1
urge you not to make the same mistake education made years
ago when it abdicated its position in standard broadcasting.

The low power non-commercial FM educational service
authorized by the Commission last year seems to be filling a
real need. Six of those stations are under construction while
11 more have been applied for.

I suggest that you investigate the possibilities of these low
power stations for your schools. They should be an excellent
stepping stone into the higher powered stations that you need
to serve the thousands of persons who are waiting to be served.

In addition, as you know, some 100 low power campus
stations in the standard broadcast band are now in operation.
The Commission has issued proposed new rules to govern these
stations and has asked for comments to be submitted by June 1.
The Commission now proposes to consider licensing these sta-
tions. Most of the stations, while commercial, are non-profit
enterprises. Your comments on the terms of such licensing
procedures will be welcomed.

In conclusion, I wish to express my appreciation to all those
who, through the past 19 years, have labored so diligently and
so brilliantly to build this Institute for Education by Radio up
to its present impressive eminence.

All of you who have contributed to its growth since incep-
tion in 1930 may well feel proud that you have created here
the world’s foremost forum for the study of broadcasting as
an educational and cultural medium.

There is urgent need for the expert, professional, free and
democratic discussion that prevails at these Institute meetings.

I sincerely hope that your enthusiasm and your faith will
not fail you, and that you will continue your magnificent con-
tributions to American education and to American broadcasting.
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JOHN F. PATT?
(Representing AM Broadcasting)

Not that it is especially appropriate but because I just
heard it, I would like to begin by telling the story of the young
man who had a date with a pair of Siamese twins. The date
began and they all went out on the town to a dinner, show,
moonlight automobile ride, and all that. The next day,
friend asked him what kind of a time he had—did he enjoy
his date? “Well,” said the young man, “yes and no!”

The only point I want to make with that story is that there
is no yes-and-no ready answer to the question of the future of
television and AM and FM sound broadcasting.

All of us in radio are tremendously affected by the growth
and development of television. Nearly everyone in radio wants
and expects to get into television at some time in the not too
distant future. It is too exciting and too challenging an oppor-
tunity for service and for self-improvement for radio workers
either to ignore it or to fail to want to have a part in it. Itisa
natural stepping stone for the creative, technical, and promo-
tional people in radio to move into this new- dlmensmnal elec-
tronic field. In my humble judgment, no other type of worker
is as naturally qualified to break into television as the radio
man or woman. No other field of communications than sound
broadcasting provides quite the same rich background for serv-
ing the public, within the home, by radio waves—to properly
evaluate community problems and establish community service
—to fit varieties of programs suiting all tastes into various time
schedules—and to develop the necessary revenues with which to
support such a service. It is with that preface, from one who
visualizes television as an expanded opportunity for radio, and
who regards television and sound broadcasting as essentially
complementary rather than exclusively competitive services,
that I come before you.

I have been in sound broadcasting for 27 years, starting in
the crystal set era. At that time, none of our talent was ever
paid anything, and our chief concern was filling time with
anyone who might offer his services without charge. In Kansas
City, Missouri, where I began, our station divided time with

? General Manager, WGAR, Cleveland
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the one other station of the town, and together these two sta-
tions did not fill half the hours of the day

From 1924 to 1926 I worked part time to finish my col-
lege education, as program director for a university radio sta-
tion which actually operated only two nights per week. I
mention this personal background only to illustrate the broad
development which has taken place in broadcasting in the last
quarter of a century.

From a few dozen stations operating in the mid-twenties
with inferior equipment, low power, inadequate programs and
intermittent schedules, we have come to the point where nearly
2000 AM stations are now operating (more are coming on the
air all the time)—most of them delivering service from 18 to
24 hours per day, with the most modern of equipment, and a
varying competitive program structure which gives recognition
virtually to all tastes and appetites, and to which 40 million
American homes are tuned for an average of more than five
hours per day. Half of these homes have two or more sets,
and one of six of these have from three to six sets or seven or
more. The American public has gone to the market place and
invested nearly 12 billion dollars in receiving equlpment

At the same time, American business and individual invest-
ors have spent at least another 2 billion dollars to construct
fine studios, control rooms, transmitter plants and antenna
installations, all to provide %77 million receivers with constant
service, day and night. With such a large total investment in
an industry which has shown only up curves through good and
bad times and throughout a world war in the past quarter of a
century, it is most difficult for anyone who gives the matter
any thought to agree with Deac Aylesworth’s prediction in
Look magazine that television will doom sound broadcasting
within three years.

Radio receivers have increased 40 per cent since the war.
Twelve million will be sold this year—sets in use have shown
a similar gain since 1942, and all indexes of listening—Hooper,
Nielsen and the Pulse show more people listening to more
programs on more stations.

I freely admit that these radio percentage gains will not
continue in the next § or 10 years. Frankly, the up curves show
some recent signs of flattening out. But whereas the general
listening curve may level oft or even decline in the future, it
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is my belief that even greater opportunities lie ahead for par-
ticular stations, for increased listening at particular hours, and
with specialized program services. For example, morning
audiences can be increased by one-third, according to a new
survey of the Bureau of Applied Social Research of Columbia
University.

Radio is the only medium to entertain or enlighten man
while he works. The household tasks of hundreds of thou-
sands of the nation’s home-makers are immeasurably lightened
by bright music or the daily installments of radio’s serial
dramas. Millions of American working men and office workers
find time passes more quickly and pleasantly at their benches
or desks by listening to the baseball games or music to fit their
moods. One of my friends discovered it took one gallon of
paint and four radio mystery stories to complete a repaint job
on his kitchen.

Is there any other medium than AM radio (supplemented
by FM, of course) which will provide to all members of the
family such pleasant and instantaneous and reliable accompani-
ment in variety when they work, when they read, when they
ride, and when they travel and play? 1 think the answer
is plain.

But it is in man’s new found leisure time that radio and
television will develop in importance together. That leisure
time will no doubt increase further with technological improve-
ments, shorter work hours, and with improved transportation.
Television will keep more people at home more of the time—
and at home there will be more time for reading, more time
for radio listening. The people of our great nation have a
tremendous appetite for all kinds of leisure-time activities, and
seldom do they want to do any one thing for too sustained a
period. Their hobbies and interests and games are many and
varied, and radio listening has always been their favorite leisure
activity, according to several successive Fortune magazine polls.

It is here that I may venture the uncomfortable role of a
prophet who has been hearing voices. In this case, the voices
of a lot of fellow broadcasters whom 1 wired this week for
figures and opinions. The 20 broadcasters whom 1 wired were
located in cities with one or more television stations—half of
them operating television stations and half of them not yet in
TV, but no doubt, like myself, planning for the day when they
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will be. More than half of these stations show revenue gains
for the first four months of 1949 as against 1948. Those whose
revenues were about the same or who show losses are, for the
most part, operators of television stations who have spent most
of their energies in developing television revenues. Some of
the hardier operators predicted that sound broadcasting will
continue to gain listeners and dollars, but the majority look
for some inevitable reduction of audience and a likely lessening
of revenues in the next § to 10 years. I agree with this major-
ity, and though I have always felt that radio advertising was
underpriced and undervalued, I believe that we may expect
some reduction of radio advertlsmg expenditures, perhaps only
temporary. It seems to me that these reductions, if they
develop as predicted, will be likely to affect mainly the newer
stations, and some of the so-called marginal operations in areas
which have become over-saturated with radio signals.

We must naturally expect that television will divert a good
share of the public’s attention in the coming years. We already
know that television requires greater concentration of attention
for enjoyment, so a fatigue point with the eyes and with the
body in fixed positions is more quickly reached, and it is at that
point that sound broadcasting will be ready to fill a more
relaxed role.

In my observation, there are several kinds of radio pro-
grams to which television adds little if anything, and among
these are news broadcasting, music (particularly instrumental),
and some kinds of sports and events. Radio will always be
quicker with the news and can reach many places where the
TV camera cannot penetrate on short notice. We have already
found that a bad picture or an unattractive one detracts from
the attention given to newscasting or a discussion of important
issues. By the same token, the average symphony orchestra or
an opera does not come off well on the small TV screen which
is most effective with more intimate subjects. Let us not for-
get, too, that the mind has eyes, and the picture which the
imagination is able to conjure up is often a more beautiful one
and a more convincing one than what is placed before us in
actuality to see. The ears are not directional and while walking
about the house or while lying down with eyes closed or while
sewing, reading, conversing, or playing cards, one is able to
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keep the radio on for music, late bulletins or special events,
including sports.

Sound broadcasting is likely to be the only means of enter-
tainment or education by air waves for a large section of the
country for a great many years to come. Predictions of tele-
vision manufacturers are that we may have 18 million sets
built and installed by 1954, five years from now. By this time,
at the present rate, we should have over 9o million radios (five
times as many as TV sets) in perhaps 45-48 million homes.
Thus, AM radio must be the ever reliable public servant which
alone presently reaches 94 per cent, and will probably soon
reach 97 or 98 per cent of the American people. It is the only
medium, too, through which the President might be able to
speak instantly and simultaneously to virtually every citizen
of our country in time of national emergency. It is the only
medium, at least for 10 years, which will be ready to provide
all the people with a constant and varied supply of music,
drama, sports, news, and other entertainment and education.

Looking at this responsibility for radio and at the probable
fact that revenues supporting this structure may fall off, it is
almost inevitable that competition for listeners and for adver-
tising may force some of our radio stations to cease operation.
The number of daily newspapers in the United States has
declined from about 3000 near the beginning of the century
to approximately 1800 today. Those that remain have greater
than ever circulation and advertising revenues. It is conceiv-
able, then, that the number of radio stations presently operating
or granted may fall off in approximately like proportion. The
public will determine the exact number.

The doctors or lawyers or businessmen or others who have
invested recently in radio broadcasting as a part time or sideline
activity, and who are looking for a quick profit, will probably
be the ones to suffer these losses, while the broadcaster who
spends full time at his job of serving his audience, of working
at good employee relations, and of satisfying his clients, ought
to emerge from this transition period in a stronger position
than before.

It is right and proper that this broadcaster should operate
sight and sound broadcasting services side by side in exactly
the same way that the newspaper takes on the distribution of a
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Sunday supplement or pictorial magazine, or a movie theater
may present a stage show, or a retailer may offer a choice of
various competitive makes of merchandise. The competition
for listeners will be very keen and with a few more open spots
on the evening time schedules appearing, perhaps some of you
in the teaching profession or listener groups will find more of
those programs you have been asking for in peak listening time.

Just as the broadcaster will have to meet this challenge of
the future and to accept the responsibility which is to provide
the best he can at all times, so it will be your responsibility as
listeners to continue to encourage better broadcasting and more
discriminating listening.

MORTIMER W. LOEW]?
(Representing TV Broadcasting)

Shortly after the turn of the century, man realized a dream
of the ages. Shedding the shackles of earth, he soared for the
first time through space in a heavier-than-air means of trans-
portation. No longer were his movements to be confined to
locomotion on the earth’s surface. Time and space contracted
over night. Man acclaimed the dawn of a new era. Great and
wonderful things were predicted for the future of the air-
borne man and his way of life.

If the early advocates of aviation had been blessed with the
power to peer into the future, perhaps they would have paused
and considered carefully its development.

For we now know the airplane, one of man’s greatest ser-
vants, can be, at the same time, a weapon. of destruction. One
plane with one bomb can destroy a mighty city. With the com-
pleteness and the terrifying finality of sudden death, hundreds
of thousands of lives can be snuffed out in the twinkling of
an eye.

And yet, this amazing invention was originally created not
as a weapon of destruction but as an instrument to serve man.
Sometime, somewhere, the monster that Frankenstein created
turned on his master.

I wonder if we in television should not read again the story
of aviation. We stand today in our industry where the pioneers
of the planes stood in the early years of the Twentieth Century.
We, too, are creating a vital new industry—an industry that

3 Director, DuMont Network, New York City.




A GLANCE AHEAD 21

will affect not only our lives, but the lives of future generations.
Will we permit television to become our monster, or shall we
maintain control and direct its every movement? Even at this
early day, signs appear on the horizon indicating a certain
looseness in thinking, which, if followed, could easily lead to
almost certain economic disaster.

Television is a motivating force, not merely an entertain-
ment medium.

And yet, we are conditioning the public’s mind to accept
TV chiefly as an entertainment medium.

Suppose we pursue the entertainment thought for a mo-
ment. From the earliest times, man earned his leisure. As he
worked, so he was rewarded. During the progress of civiliza-
tion, this reward assumed many forms. Time for relaxation
‘and entertainment and a medium of exchange were the usual
benefits derived from satisfactory endeavors.

During this time, the theater and sports enterprises devel-
oped into man’s favorite forms of entertainment. Comedies,
dramas, and the tragedies of the golden Elizabethan Period
provided further escape from the monotony of everyday liv-
ing. Plays attracted ever-increasing audiences. As one’s ability
to purchase admission to theatrical presentations increased, the
individual demanded more and better entertainment. All this
culminated in the rise of Broadway and Hollywood. Plays and
presentations prospered or failed in direct proportion to their

ability to attract paying customers. No one expected and, in-
deed, it would have been an economic impossibility for theatrl—
cal producers to open their doors and admit the public without
admission charge, hence men worked and paid for their en-
tertainment.

Yet, today, there is an apparent race to see which “angel”
can give Mr. and Mrs. Public the most free entertainment in
their own home. I say this will lead to serious economic reper-
cussions. Many are its ramifications. Let us consider just two.

The automobile industry has exerted greater influence upon
our lives than has any other single factor. The American way
of life and the basic economy of the nation depend, to a large
degree, upon the health of this great industry.

The automobile first provided the nation with a means of
breaking down sectional barriers and prejudices. City folk
visited the country, the farmers traveled to big towns: the
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South came to know the North by some other name than
Damyankee, and New Yorkers realized there was a vast coun-
try west of the Hudson.

The hundreds of thousands of tourists traveling in cars
spent billions of dollars for goods and services, until today
there are few people whose lives are not touched by the manu-
facturing, distribution or sale of a motorist-demand item.

But as the automobile took the people out of their homes,
television will put them back—with this important difference:
the family now purchases a television receiver and receives its
recreation without leaving the home.

What will happen to our economy if there is no longer a
tourist-stimulated billion dollar demand for goods and serv-
ices? If television eliminates this market, how will it affect
employment? Will certain businesses which previously de-
pended upon the motor for support now fail? The beer and
pretzel manufacturers might show a rising sales curve, but
how about the thousands of gas stations, roadside restaurants,
and the like?

I say this is television’s golden opportunity. Where, on
one hand, it may reduce purchasing in some lines, it has almost
unlimited powers to increase sales in many others. No other
medium so completely encompasses all the factors of a sales
stimulant.

If we continue to think of television in the narrow confines
of an entertainment medium, we do a grave injustice not only
to our industry, but to the viewers as well.

Advertisers will soon learn the ever-increasing program
costs, for established Broadway-Hollywood names do not
necessarily pay off in increasing sales. And I believe we, the
broadcasters, rather than they, the advertisers, should initiate
the steps that will eliminate the race for ratings.

Television has so much more to offer than just free enter-
tainment. As a matter of fact, human nature being the way
it is, entertainment only begets entertainment. In the final
analysis, a race raised on a diet of entertainment will shortly
display many of the characteristics of a moron, including the
demand for more and more at less and less, and lack of appre-
ciation for favors received. I think we should beware of giving
the public too much.

The theaters learned this fact to their sorrow. In the be-
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ginning, there were one-reelers, then the feature pictures,
finally the double and triple features. Competition from with-
out and within pushed them further, and we witnessed a suc-
cession of “bank nights,” bingo games, and distribution of
dishes and household appliances. Finally, in desperation, the
operators installed popcorn and cola dispensing machines. Do
we want to follow this dismal path? I think not.

Whereas the automobile with one cylinder and the movies
with the one-reeler started in a2 modest way and grew to a high
point of development, television is expected to degin on that
same high level. The public accepted the $25-week Jack
Bennys and the Bob Hopes as radio struggled into existence.
Today, the television public demands the $25,000 per week
Benny and Hope. If television—even though it is a strong and
healthy new industry—szarss at the point the theatrical indus-
try has reached after centuries of development, where will it
go from here? Where can it go?

I repeat, we are selling television short when entertainment
is allowed to dominate the schedule to the exclusion of a sales
message, well presented.

Television is more than high-rated, high-priced comedians.
It 1s your window on the world.

Today, a 10- or 12-year-old child can see more of the
world through this window than his grandfather saw in his
entire lifetime. Children, being in the most formative and re-
ceptive years of their lives, absorb quickly that which they
see and hear.

Through curiosity and a feeling they must learn, they turn
naturally to all sources of information, especially those which
are particularly pleasant and interesting. We should, there-
fore, exercise extreme care in planning television programs
designed for the youth. However, I am happy to say that, to
date, television has recognized this responsibility and pro-
grammed accordingly. There are now many fine children’s
programs with all the elements removed that were found dis-
tasteful in other media.

In the field of education, television, properly used, is the
greatest instrument for mass dissemination of information and
knowledge since the days of Guttenberg. Its place in the edu-
cational system is that of a powerful vehicle for the dramatic
presentation of instructional material.
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The reporting of current affairs, a facet of the broader as-
pect of education, is handled by television in a manner no other
medium has ever been able to approach—and that, the trans-
mission of sight and sound of significant events simultaneously
with their occurrence.

Television captures the elements of life itself and stirs into
the learning process all the suspense and spontaneity that may
be associated with any type of activity, where and when it
happens. With sight added to sound, learning is much faster,
more vivid and more efficient. This is accomplished whether
the material is presented as a public broadcast to the home, as
a combination home and classroom service, or as a direct edu-
cational program designed especially for the classroom.

The educational possibilities of television have not yet
begun to be exploited. I feel certain that, as teaching methods
are adapted to this medium and as new techniques are devel-
oped, the integration of television into the educational system
will contribute greatly to the gratification of one of man’s basic
longings—the hungering for more knowledge.

Down through the centuries, man has labored to overcome
the curse of Babel, the confusion of countless tongues. He has
sought a way to communicate ideas quickly and truthfully, free
from hearsay and artistic interpretation. Today, man holds in
his hands the invention he has sought so long. It is television
—the logical, inevitable sequel to all his achievements in radio
and motion pictures, in printing, photography, and the fine arts.

Television will topple the walls of misunderstanding and
tolerance—the Tower of Babel of our time. Television will
project ideas and ideals across international boundaries and be
the greatest frontier-jumper of our day, reaching into foreign
homes and meeting places with the ease of radio and with the
added advantage of speaking the universally understood lan-
guage of pictures. This great new medium of television makes
its chief appeal to the eye which discerns truth far more quickly
than the ear.

Permit me to close with this word of warning and optimism.

As it is all our responsibility to guard the future of televi-
sion, I sincerely believe if you, as educators, and we, as broad-
casters, will unite for the further development of this great
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medium, no power on earth can prevail against it. If I believed
otherwise I would not be here today.

LEONARD MARKS?*
(Representing FM Broadcasting)

All of you know that one of the basic principles in organ-
izing a forum discussion is to have both sides of the controversy
represented. I think there is one person absent from this plat-
form tonight who should be here and that is Deac Aylesworth.
His recent article in Look magazine set off a lot of argument.

I came here prepared to argue that radio is not doomed.
I thought it would fall upon my shoulders to defend sound
broadcasting, but I find that isn’t necessary and I am very
pleased. In fact, there are more advocates for FM sound
broadcasting here than have appeared before on a single plat-
form of a national convention.

Those of you who attended the National Association of
Broadcasters convention in Chicago recently perhaps felt the
awful gloom and fear there that television would soon replace
all sound broadcasting and that all business, as far as radio was
concerned, would end. From my talks with many broadcasters
and much study I can say that radio is not doomed, nor is it
dying. Instead, the facts of radio life show that sound broad-
casting is still a healthy industry, fully mature and gaining
influence with age.

The seers predicted many years ago that the railroads
would become obsolete when airplanes operated on a daily
schedule connecting all parts of the nation. Today, the airlines
do reach all parts of the nation, and they provide a regular and
dependable service, but the railroads are still carrying passen-
gers and freight, and those of you who are familiar with their
profits know that in 1948 they reported greater profits than at
any time during peace.

The same crystal gazers predicted that the stage would be-
come a historical relic when movie theaters were located in
every town. Today, Broadway theaters have Standing Room
Only signs, and those who have tried to get tickets for “Kiss
Me, Kate” or “South Pacific” know you have to wait sometimes

* General Counsel, FM Association.
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eight months. Despite the fact that there is a movie theater in
every town in the United States, Broadway is still very much
with us. These two illustrations prove that, although the
prophets may occupy high places in industry, or can point to
past predictions, they can be wrong.

There is no denying that television captures the imagination
of the average person, and that its potentialities are great, but
it does not follow that the birth of a newer industry spells doom
for well-established, mature business. Like all infants, televi-
sion will have its growing pains and its childhood diseases. It
will require the usual period of growth before the infant can
feed itself, instead of nursing on sound broadcasting.

Since I have no crystal ball, I would not venture to predict
when television will become a self-sustaining industry. How-
ever, even an inexperienced layman, after examining television
balance sheets, will realize that for the time being there will
be more financial failures than there will be successful profit-
making enterprises.

Now that we have examined television, let’s take a look
at sound broadcasting. You heard Chairman Coy say, a few
minutes ago, that sound broadcasting has grown nearly 200
per cent since the end of the war. Instead of 1000 AM stations
we now have 2,000; instead of 45 FM stations we have 700!

Experience and surveys show that the public is switching
to FM service. Expose a radio listener to FM for one day,
and you will find that he no longer will be satisfied with the
squawks of an AM set. Of course, 130 million people are not
going to be converted overnight and change their listening
habits after they have listened to AM for 25 years. However,
the’ dynamic growth of FM, and the increasing and widespread
adoption of FM service by the average listener heralds a new
era in sound broadcasting.

The American public has never rejected an improvement,
whether it be in railroads, the airplane, household appliances,
clothing, housing, or entertainment. If the seers would look
more carefully into their crystal balls, they might find that the
future of FM is not as cloudy as they predict.

Despite the great growth of FM during the past five years,
certain problems do exist. I am very sorry that Chairman Coy
had to leave soon after his address. Anticipating that, I asked
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him to read the next part of my presentation. After I am
through with it, I will give you his comment.

At the present time, FM broadcasters, while making head-
way and gaining audience and advertising acceptance, are con-
cerned about the problem of duplication. Tonight Chairman
Coy said, as he had in previous speeches, that he had recom-
mended to the Commission that AM stations with FM affiliates
be required to duplicate the program service during the entire
broadcast day. Naturally, there is a difference of opinion
whether this will benefit or harm FM broadcasts. In any event,
tonight I called Chairman Coy’s attention to the fact that on
October 28, 1947, one year and six months ago, the FM Asso-
ciation filed a petition with the Federal Communications Com-
mission, requesting a hearing in order to afford all interested
parties an opportunity to present their views on the question
of duplication of network shows over AM and FM.

Careful study was made before this petition was filed. The
networks advised that certain problems existed as a result of
their contracts with Mr. Petrillo. Some broadcasters, operating
network affiliated stations, urged that they be permitted to
carry some, but not all; of the network shows on their FM
stations. Some independents believed that a rule compelling
network affiliates to carry all network shows over both stations
would be the most persuasive inducement to having the public
switch over to FM and stay tuned to the FM dial.

You can see that all shades of opinion were represented.
Certainly it would be a healthy thing if a public hearing was
held, at which time, in true American fashion, the facts and
opinions could be presented before the FCC. Instead, for 18
months we have had nothing but statements reflecting one side
or the other of this question.

I would publicly like to ask Chairman Coy if 18 months
isn’t long enough for the Commission to consider the advisabil-
ity of holding a hearing? How can FM progress at its normal
and natural rate if decisions are not made? If we are to con-
tinue the dynamic growth of FM we cannot have road blocks
placed in the path. We need the help of the Commission, and
this help will come, not from platform utterances or predictions
of things to come, but from concrete action now.

Therefore, on behalf of the FM Association, 1 would like
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to call the Commission’s attention to the fact that an FM peti-
tion on this vital subject has been pending for 18 months. 1f
the Commission is sincere in its desire to help promote I'M, it
will meet this issue and order an immediate public hearing
where all sides can be presented and a decision made.

One other problem requires immediate attention. There
was a time when I'M applications were acted upon within 60
to 9o days after they were filed. Unfortunately, that day has
passed. Frequently, a simple application for an FM station
will require eight months for action. During that time, the
applicant’s interest may naturally wane. In any event, here is
a problem which again requires the Commission’s immediate
attention and not just a nod of the head, agreeing that delays
are unfortunate.

All of us here know that broadcasters are genuinely inter-
ested in FM. Over 700 stations are on the air and, as the
Chairman told you tonight, three-fourths are operating with
full power. Despite all obstacles, they will succeed. I cannot
conceive of an industry having 700 stations, each representing
a minimum of $50,000 investment, going out of business.

We in the FM Association believe that it is the duty of the
Commission to speed the transition from static AM radio to
the streamlined FM service which engineering ingenuity has
created. M, the Diesel engine of sound broadcasting, must
have tracks on which to travel, and these tracks must be built
without delay by the government construction company author-
ized to grant clearances and rights of way. Once the rights of
way are granted, private industry will build these stations and
operate them at maximum power. When this is done, Diesel
service will be available to 130 million people in every part of
the United States. Even today, only four years after it began
operations on its new part of the band, FM serves 100,000,-
000 people.

This concludes my presentation except to report that Chair-
man Coy said he regretted the fact that our petition had been
on file for such a long time. He added that the petition ob-
viously had escaped attention of the Commissioners, and that
when he returned to Washington he hoped the Commission
would give this matter early attention.
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DISCUSSION
KENNETH BARTLETT,® Moderator

CHAIRMAN BARTLETT:

My duties as moderator for all the general sessions are, as I suppose
you know, an innovation at this Institute. My duties are to stimulate
wide participation on the part of this audience, to limit individual con-
tributions to reasonable length, and to ask you to confine your comments
and your questions to the topic under discussion.

The question we have for examination here is the hottest thing in
American radio. Many of us here have worked in radio many years
and we sense the importance of events now transpiring. Frankly, we
face up to the question: Is this the end? Is this the beginning of a major
change! Is there something new that we must adapt ourselves to?

Before we ask for questions from the audience, we might have an
exchange among the men who are members of the panel.

MR. ParT:

I will start by asking a question: Mr. Marks, do you think it would
be advantageous for FM stations to duplicate 100 per cent of their AM
network schedule?

MR. MaRKs:

I happen to agree with Chairman Coy on that. He expressed it
as his personal opinion and it is also mine. I think that if all AM stations
having network afliliates were required to carry the same schedule of
programs on both AM and FM, you would have the transition to FM
listening very rapidly for this reason: The woman who listens to the
so-called serial dramas during the day, and the man who listens to Jack
Benny on Sunday night will keep listening to those programs. Unless
he or she can hear it on FM, it will be necessary to switch back and
forth between AM and FM. There is a natural dislike on the part of
the average person to doing this.

If all of the network programs which have been built up over the
years, acquiring goodwill and large audiences, could be heard on AM
and FM at the same time, the public soon would be completely sold on
listening to FM alone.

MR. Loewi:

It scems to me that the manufacturer has had a lot to do with

creating a situation where duplicate programming seems necessary. The

® Syracuse University.
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manufacturers today are putting M receivers in with their television
receivers. 'Therefore, virtually any TV receiver you buy today gives
you FM, as well, while not so many AM receivers will be made.

MR. Parr:

In my talk a little earlier, I pointed out that we already have about
95 per cent saturation of AM sets. I also quoted a figure of the Radio
Manufacturers Association, that probably 12 million AM and FM re-
ceivers will be made this year. With two, three, and four sets in many
of the homes today, I don’t think operators of AM stations are going
to be too concerned, for a while, at least, if the television set manu-
facturers put FM only into the television sets. Certainly you cannot
use the television set and the sound broadcasting set in the same room at
the same time.

CHAIRMAN BARTLETT:

Before we turn this over to the audience, I have one question for
the panel and I would like to address it first to Mr. Patt.

Mr. Patt, as consumers of radio, we see in a Hooper report that
sets in use on a Sunday night might be 40, 45, or 46 per cent. Next
we have the television broadcaster coming in and bidding for an audi-
ence. My question to you and to Commander Loewi is this: Can radio
hold its 46 per cent sets-in-use figure?

Also, if sound broadcasting loses part of its audience to television,
then the cost per listener has gone up and, in the final analysis, adver-
tisers buy advertising on the basis of cost per listener. It seems to me
that the fundamental problem is the same for AM, FM, and television.
Where is the audience coming from?

MRr. PaTT:

The question was asked: Will we hold that 46 per cent sets in use?
Perhaps not immediately, but as I indicated in my main remarks, tele-
vision is bringing more people back into the homes. There are three
to five to ten members in various families. While some of them want
to watch the television set, others may want to read or play cards or
listen to AM programs.

We may temporarily lose some of the sets in use, but I think we will
get them back.

CHAIRMAN BARTLETT:

Mr. Television man, suppose you tell us where your audience is

coming from.
MR. Loewi:
My brief is that the broadcasters are supported by the advertisers.
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Advertisers are trying to sell their product or services in order to
make money. If they go into television, I cannot conceive that it will
mean anything else than increasing their advertising appropriations.
"They are going to have to get this money from somewhere. Therefore,
I think that television is going to cut into the advertising dollar. I
believe that AM advertisers who swing into TV will curtail their
expenditures in AM.

CHAIRMAN BARTLETT:

Now we would like to hear from the FM man.
MR. MaRKs:

It is axiomatic that you only listen to a program that will reach you.
Those of you who have listened to AM at night know that sometimes
you can’t hear an AM signal six to seven miles from the transmitter,
Even regional stations serve only 11 or 12 miles, but the same station
operating with FM will reach out 60 miles, and in that 10~ to 60-mile
area there are a lot of people.

MR. PaTT:

I just wish to repeat my belief that radio advertising has been under-
priced and undervalued for some time. If I remember my figures cor-
rectly, the cost of reaching 1000 radio listeners a decade ago was
something like $2.50. Last week, at the Hollywood Advertising Club,
Mr. Nielsen, of the Nielsen Research Service, pointed out that the cost
of reaching 1000 radio listeners had declined in two years, from 1947
to 1949, from $1.87 to $1.78. I think that if you will give people the
programs they want, they will listen.

MRr. Loewr:

I would like to add one point relative to the number of listeners.

About two blocks from my office in New York City, they have torn
down a large building and are excavating. I go by there every day and
I see thousands of people standing there, watching this work. I have
never seen anything with a greater audience appeal.

I went to the superintendent of the job the other day and said to
him, “Tell me something, Mister. An awful lot of people watch you
work here every day. Did you ever get an order from one of them.
Did anyone actually place an order for any excavating?”

He looked at me and said, emphatically, “No!”

I pointed across the street where there was a little jewelry shop.
There were no crowds in front of its windows, and only a few people
but every once in a while someone would walk into the store and buy
something.
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I think that is what television will do, because television can demon-
strate and sell in that show window in your home. We are selling all
the merchandise we can handle in our daytime broadcasting in New
York simply by demonstrating to the housewife some particularly use-
ful thing.

CHAIRMAN BARTLETT:

‘This is a good time to invite all of you to join in the discussion.
Please identify yourselves.

MR. Ross C. ALm?’

I have a question to direct to Mr. Loewi. Mr. Loewi, how long
does the television industry estimate that the average listener can watch
television in one day?

MRr. Loewr:

No statistics have been gathered as yet on that. We never ask how
long they watch. We just want to know if they are watching.
MR. Epwarp LamB?

I am the owner of FM, AM, and a television station, and am build-
ing a television station in Columbus. I believe very definitely in the
future of all three.

I wish to disagree with my good friend, Leonard Marks, and also
with Chairman Coy, on their idea of duplicate programming for FM.

My FM station in Toledo is one of the oldest in northern Ohio
and the station lost a great deal of money at first when we duplicated
our programs. We screamed about the high fidelity and the clarity of
the signal, and we tried to get people to buy another set, so that they
could get this theoretical advantage of a clear signal. We continued to
lose money on M broadcasting until we decided to entirely separate
our broadcasting activities in AM and FM.

Now I think we are one of the few FM stations in the United
States in the black. We certainly didn’t do it by duplicating programs,
and I think the FM Association is making a serious mistake in working
for duplicate programming. There is not sufficient inducement to spend
money for an FM set if it brings only the same program. The problem
is to give people different and better programming on FM.

I may be naive but I certainly have learned a few lessons the hard
way and the expensive way in broadcasting. In spite of all my experi-
ence, I, personally, cannot tell the difference between an FM and an
AM signal. There probably is a difference, but [ can’t detect it.

® Michigan State College, East Lansing, Mich.
? President, Station WTOD, Toledo, Ohio.
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I only wish to suggest that we who are interested in the future of
FM should seize a great opportunity which exists. We should not
aspire to imitate and duplicate, but to produce new and better programs.
CHAIRMAN BARTLETT:

Some of you recall that a recent issue of Life magazine devoted a
pictorial report to a television station operating in the relatively small
city of Erie, Pa. Mr. Lamb, the man who just spoke to you, is the
operator of that station.

Now for a reply, Mr. Marks.

MR. MaRrks:

Let me say, as I said before, that the opinion I expressed on dupli-
cation was my own. Let me also say that if you produce good programs
on FM, which make your station a successful one, I assume those same
programs also would be successful on AM.

You say you cannot tell the difference between an FM and an AM
signal, and probably many people would say the same thing. But, Mr.
Lamb, how many miles do you serve at night with an AM station and
how many miles do you serve at night with an FM station? During
the last Republican and Democratic national conventions, when there
were several static storms in the East, do you remember how the AM
programs suffered?

CHAIRMAN BARTLETT:

Does anyone want to ask a question or make a short statement on
the problem of duplication?
Mgs. Rura M. Kocan:?®

I would like to direct this to Mr. Loewi.

Mr. Loewi mentioned earlier that he thought the different radio
services should supplement or complement each other. The same point
was made here again a little while ago.

I want to direct attention to the possibility of refining these comple-
mentary services still further. Have we gone far enough with the
idea of a special service for the 12-year-old? Also, a different type of
service, perhaps, for the older person in the home? How about the
people in our convalescent homes and our mental institutions? Aren’t
these important fields to explore?

CHAIRMAN BARTLETT:

Are you confining your question to television programs?
Mgs. Kogan:

No, I am not.

® Chicago Radio Listeners, Chicago.
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CHAIRMAN BARTLETT:

But you still direct your question to Commander Loewi, who rep-
resents television?
MRrs. Kogan:

I don’t care especially who takes it.
MRr. Loewr:

I think the question could be in more able hands.
CHAIRMAN BARTLETT:

I think we might ask Mr. Patt to answer this. It is a restatement
of the question: Should we not explore further the possibility of special-
ized programming in an effort to increase the total sets used in both
AM and FM?

MRr. PaTr:

I would like to recall a statement made by Paul Keston, then execu-
tive vice president of the CBS, when he testified before the Commis-
sion with respect to FM service. At that time the Commission was
considering the advisability of requiring all licensees of FM stations,
whether or not they operated AM stations, to produce or present
entirely separate programming.

Mr. Keston’s statement was: “This is liable to result in twice as
many services half as good.”

Whether you agree entirely with Mr. Keston or not, I think that
is a pertinent point. Any listener who buys an FM receiver or a tele-
vision set with only the FM audible band on it ought to be able to
expect that he would continue to get all of the well-known big-time
networks and other local AM programs on his FM set. There are
enough additional FM channels, it seems to me, for operators who are
interested in producing a strictly separate service from AM. And I
would like to add one more thought: from the listener’s point of view,
when he buys an FM receiver he ought to be able to get the programs
he has been receiving for 10 to 15 years on AM.

CHAIRMAN BARTLETT:

We have a few more minutes. I wonder if there are other questions?
MR. RicHARD BROWER:

I would like to address the vacant chair.

We had some correspondence with Mr. Coy some time ago regard-
ing the channels that he again mentioned tonight were in peril of being
lost to education by being given to commercial users.

I think that we, as educational radio people, should decry such a

® Minnesota Department of Education, St. Paul.
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proposal just as much as we would decry the selling of Yellowstone
National Park to some private organization for its private exploitation.
These broadcasting channels are a national resource that I feel defi-
nitely should be kept for all time, for the purpose of our schools and
colleges. "T'hey should not, under any condition, be allowed to be ex-
ploited commercially.

I just came from a legislative session in my state where we reached
for a bird and managed to pick off a few tail feathers. Legislatures and
schools move very slowly in their thinking. We cannot expect to go
ahead in this as quickly as commercial people would. We have got to
be given time, and these channels should be preserved as a permanent
national resource for the schools.

CHAIRMAN BARTLETT:
Is there anyone here who would like to oppose that point of view?
All right, another question?

MR. ALLEN STouT:”

I would like to direct this question to Mr. Patt, please.

The gentlemen in the panel tonight have used the figure of 46
per cent of the sets in use as a criterion for discussion. We, in East
Tennessee, have never been particularly concerned about the set-in-use
figure, What we have been working on are ways and means to get
the other 54 per cent to listen to radio. We would like to have some
ideas about how to do that.

MR. Parr:

That is an excellent question and I don’t know the answer to it. A
good many surveys have been made to find out what people were doing
who were not listening. Columbia University, in a study under Dr.
Paul Lazarsfeld, has found that the morning audience presumably
could be increased by one-third if certain program types not now being
broadcast were made available. I think the broadcasters will study that
particular piece of research carefully.

Mr. Don W. Lyon:"

Mr. Marks, you say the sale of FM sets can be raised by duplica-
tion of FM and AM programs! How do you account for the fact that
the average person who pays $49.50 for an FM set doesn’t care par-
ticularly about the AM he has been getting?

MR. MaRrks:
I have thought about that and it’s true enough. However, I have

¥ Director, Special Events, Station WROL, Knoxville, Tenn.
X Syracuse University.
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talked to a number of manufacturers who are contemplating the manu-
facture of M sets only. Their surveys and research show that the
average American wants to hear the type of program which has been
presented to him for the past 25 years over American radio. There
are some people who do not follow this pattern, but the average listener
wants to hear what he has heard.

MRr. GEOrRGE LoFTt:*

I hope I may address this question properly to the narrator, since
he presented some remarks of his own.

You opened this discussion by indicating that this might be a criti-
cal time—a turning point— for people who are in the field of radio.
I notice in the official program that you are listed in connection with
an organization called the Television Broadcasters Association. Does
that mean our moderator has made his choice?

CHAIRMAN BARTLETT:

Radio has been the center of attraction in the field of advertising
for 20 years. It grew accustomed to applause, it basked in its glory
and it had a wonderful time. It is still a good advertising medium but
there is now a new star on the horizon.

Somehow or other, I have a feeling that the greatest and finest
advertising medium, also the greatest and finest educational medium,
will prove to be TV, and that alongside of it, working hard and doing
a good job, will be sound radio.

I do not think that the people here will lose their jobs, but I do think
they will be called upon to modify their attitude, change their habits
and become acclimated to a new environment.

In answer to your question, “Have I changed my allegiance?” No,
I still love the old girl, but oh, how I love the new baby!

MR. Morris Novik:*

In relation to our previous discussion over duplication of program-
ming for FM, I do not believe this is its principal problem. A good
many Americans who have invested their money in FM are trying
to attract a part of that 54 per cent who do not listen to AM. There
are many independent FM operators who are trying to do a job of
better programming and they deserve all the help and encouragement
we can give them,

CHAIRMAN BARTLETT:!
I think we have time for one more question.

¥ Radio Director for the American Friends Service Committee, Philadelphia.
12 public Service Director, New York City.
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Mr. Homer E. SaLLEY:"

Someone said earlier that commercial broadcasters were clamoring
for the part of that wave band that has been assigned for educational
use. I believe it was Mr. Coy who stated that the heaviest demand at
the present time is from religious broadcasters, rather than commercial
people, for that particular part of the FM band.

Does this mean that time is not being made available on AM, FM
and television for religious broadcasting on the sustaining basis? If so,
why not? Perhaps the broadcasters do not consider the religious pro-
grams of sufficiently high quality.

MR. RoBerT A. REED:”

Our group, the Texas Baptist Convention, has filed a petition with
the FCC, asking permission for any church to make an application in
the educational band for low power, 10-watt stations.

I wish to make it clear that this petition was not drawn in the name
of the Baptist church alone. It was made on behalf of all denomina-
tional groups, asking that any bona fide church that wanted to might
make an application.

The channels we are interested in were made available five years
ago and at that time it was estimated there would be 500 stations on
the air within a short time. Including some applications on file, only
48 have taken advantage of this opportunity to date.

The churches want to get on the air and many of us feel that these
small, 10-watt stations are the answer. They will only serve a small
area—between three and four miles—but that will meet the needs
of our congregations.

With reference to your question about time on the air, I can answer
that very definitely because that is my work. We do get time on some
stations in Texas but we experience difficulty with other stations.

MR. EvererT C. PARKER:"

I think that religious groups get as much free time on the air as any
other public service group. It’s true that we don’t always get the best
time. And yet, when we come up with a good program, we get
good time.

I think in answer to the question of Mr. Salley’s, that religious
groups in this country are aware of the need for good programs. We
need to do a better job where we already have time. Our churches all

1 public Library, Louisville, Ky.

15 Director of Radio, Teexas Baptist Convention, Dallas.
1% Protestant Radio Commission, New York City.
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over the country are giving thought and work to the problem. If we
get the kind of help from stations that we expect, I think you will see
an improvement in religious broadcasting.

CHAIRMAN BARTLETT:

I see our time has run out and it becomes my duty to summarize,
briefly, what this general session has developed. In our consideration
of the future of broadcasting, touching upon AM, FM, and TV, it
seems to me that we have turned up at least two major questions.

1. If there is a future for all three, where is each one’s audience
coming from?

2. Should FM work toward duplicate programming?



A CRITICAL APPRAISAL

WHAT WILL TELEVISION DO
TO AMERICAN LIFE?

PANEL DISCUSSION
JAMES LAWRENCE FLY,! Presiding

THE GREAT POTENTIALITY OF TELEVISION is hinted at in
our topic, “What Will Television Do to American Life?” We
are in the boom era of TV. There are economic headaches and
some failures ahead, but this is no “Mississippi bubble.” Tele-
vision will continue on the march, gaining strength as it rolls
along. At the same time, I do not predict that radio is a dying
industry.

At dinner here we have been conversing about the tre-
mendous audiences that television is drawing and about the
ownership of receivers, particularly among the low-income
groups.

Television will draw its audience from the motion picture
theater, the night club, sports events, and a dozen other public
diversions. Someone wrote an interesting article recently, dis-
cussing the problems that writers are going to have because of
the pull to television and away from serious reading. Motion
picture companies have had some interesting studies made on
this subject. Visual advertising media will be affected perhaps
quite as much as radio advertising.

However, I want to underscore the belief that radio is not
a dying industry, but that radio is here to stay. In stating this,
I do not wish or intend to underestimate television. Television
will exercise a great force upon the public as a whole. Ulti-
mately, it may become the most powerful of all forces in its

! Attorney; Former Chairman of the FCC.
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effect upon our social, political and economic philosophies, pub-
lic enlightenment and entertainment. It will be the greatest of
all media in the field of mass education.

Television unquestionably is a mighty power. It is with us
to stay. And I think we may as well face up to it.

OSCAR KATZ?

Basic Presentation—A Research Point of View

§1

We, at CBS, are already calling television the “giant in
a hurry.” Yet there is no denying the fact that television is
still an infant. Calling television both a giant and an infant in
the same breath is not as paradoxical as it seems. For television
is a baby of heroic proportions—a Paul Bunyan type of infant.

Consider a few vital statistics about this towering toddler.
In just two years’ time, broadcasters have built enough stations
in various communities to make television locally available to
almost half of the families in the United States. And already,
some 1,500,000 families own television sets. With an esti-
mated four viewers per set, today’s television audience num-
bers about six million people. And this is just the beginning.
Each month, approximately 180,000 families join the ranks
of the televnslon audience. Each month, manufacturers are
producing almost as many sets as they put out in the entire
year of 1947.

Incidentally, television is very much an Awmerican baby.
Outside this country, there are only three television stations
today—one in England, one in France, and one in Russia. In
the United States, there are already more than 60 on the air.

I have been asked to talk about the impact of this giant
baby on the current scene, and later I want to talk a bit about
television in the future.

For some time now, CBS and the Sociology Department of
Rutgers University have together been conducting studies of
television. For these studies, a middle-sized Eastern city was
chosen as a laboratory for continuing research. This city was
picked both because it is within range of all the New York
television stations, and yet, at the same time, has the major
attributes of a small, self-contained city.

2 Director of Research, CBS, New York City.
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During July and August of last year, all television set
owners in the city were interviewed—some 278 families rep-
resenting 1110 individuals. Comparative data were secured
from a like number of families who did not own sets, but who
were similar to the television owners in education, economic
status, and other relevant variables.

Most of the Rutgers’ findings have been confirmed by other
recent studies. We are, therefore, confident that this research
pictures rather accurately the influence of television on set
owners today.

Perhaps the most striking fact is that television has an im-
mediate and sharp impact upon other leisure time activities.
Television set owners in the New York arca now use their sets
a little more than three hours a day. Probably because of
present programming, most of this viewing takes place during
the evening. Obviously this cuts into the hours available for
other activities.

According to the Rutgers studies, the activities which are
most sharply reduced are radio listening, movie going, and
visiting outside the home. Television also cuts down the time
spent in reading magazines, newspapers, and other printed
materials. Some familics report a curtailment of such activi-
ties as knitting, sewing, gardening, auto riding, and, believe
it or not, even sleeping.

In this study, it appears that television, at the moment,
keeps the members of the family home together. Television
families spend an average of 4.7 evenings a week at home.
Compared with this, the non-owning families spend only 3.1
evenings a week at home. In other words, television families
are home in the evening 50 per cent more than non-television
families.

Television set owners have more people come to visit, both
old friends and new. Friends visit television families an aver-
age of two and a half evenings a week, as compared with less
than two for the non-television homes—an increase of one-
third. This increase of visiting secems to be a temporary phe-
nomenon which will probably disappear as more and more
people buy receivers.

Television influences children and teen-agers in much the
same way as it does their parents. It reduces the hours they
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spend on other leisure time activities and it tends to keep them
home more.

There is one point of special interest regarding very young
children. As you know, most children up to the age of six or
seven have very little interest in mass media. Newspapers,
magazines, radio, and movies are not as yet major factors in
their experience. However, young children, even two- and
three-year-olds, are attracted to television. Television 1s a
completely new dimension in their experience, and the only
mass medium which regularly engages the attention of the
very young.

The reason for this seems clear. Television combines pic-
tures in motion with the human voice, and furthermore, it
brings them right into the home. Because television approxi-
mates reality and minimizes the use of symbols, even very
young children can understand it. And because it comes into
the home, it is easily available to them.

Thus, television satisfies the child’s appetite for exploring
his immediate and remote environment. And it allows him to
do this in the physical security of his own home. It is no acc-
dent that programs designed for children constitute one of
the major types of television programming today. And it is no
accident that many of these programs attract large audiences.
In spite of this, I feel that we have just begun to explore the
possibilities of television for children. Here is an exciting chal-
lenge for both the broadcaster and the educator.

§2

These are some of the main facts about television’s effects
as we know them today. What is their significance; What can
we predict from these findings about television’s future in-
fluence?

Findings such as these are, of course, useful in describing
the present situation. Furthermore, they are valid bench marks
or reference points against which future research findings can
be evaluated for the determination of trends.

I feel, however, that we would be making a serious mis-
take if we attached too much importance to their predictive
value. In a sense, we know only one frame in a long moving
picture. We have caught a still, so to speak, of an object in
motion. Where it will go from here is difficult to say.
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Using findings such as these to predict television’s future
influence puts us in about the same position as a man who is
examining a caterpillar for the first time. He can describe what
he sees, but how can he tell; not knowing its metamorphosis,
that this crawling, furry worm will change into a butterfly?

Let us look for a2 moment at the dangers inherent in placing
too much importance upon current findings. Take the fact,
for example, that television is now cutting into other leisure
time activities. Will this continue to be truc in the future?
And, if so, will it cut in to the same extent?

In an effort to answer these questions, some researchers
have compared the hours spent on various leisure time activi-
ties of recent TV set owners with those of older set owners.
Generally speaking, they have found that the amount of time
spent in viewing television does not decrease with length of
ownership; nor is there any return to the former level of par-
ticipation in other leisure time activities.

They have taken this to mean that television’s early effects
will not wear off or change with time. In other words, they
maintain that there is no novelty factor at all.

I feel that it is much too early to make such a flat predic-
tion. For one thing, the stimulus has not remained constant.
In the last year alone there has been a rapid increase in the
number and variety of programs. New programs are hitting
the air every week. And the quality of the programs, both
in craftsmanship and entertainment values, has steadily im-
proved. Consequently, it is impossible to isolate or estimate
a novelty factor, if such exists, until the program structure has
become relatively stable. FFurthermore, even if the program
structure were stable, a period of a year or so is probably too
short an interval in which to determine the existence or the
extent of a novelty effect.

So, regarding the effects on leisure time activities, for the
moment 1 feel safe in saying only this: The impact of televi-
sion upon the lives of set owners is substantial and, from the
short-term point of view, constant. But we cannot predict the
extent or the quality of this impact in the distant future.

Now consider the fact that television brings the family
together more often. It is tempting to interpret this finding as
meaning that television tends to bind the family together into
a more congenial, social unit. But increased physical proximity
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is far from synonymous with increased family solidarity. Just
being together can do little for families in which deep-seated
tensions exist.

The structure of American family life is shaped by a com-
plex of social and personal factors. Television undoubtedly
will take its place as one of these factors. But it seems far-
fetched to think that television, in and of itself, will make
significant changes in the basic emotional structure of the
American family.

In the same way, we should be cautious about the signifi-
cance of the fact that friends visit TV families more often.
Increased visiting does not necessarily mean greater sociability,
as some have concluded. Two and a half evenings of watching
a television set with friends may involve less exchange of ideas
and interpersonal stimulation than fewer evenings without a
television set.

Up to this point, I have told you about some current tele-
vision research and I have cautioned you about predicting from
it. Perhaps you feel that I underestimate the importance of
present research and that I am being too cautious. But let us
look back 2§ years and consider for a few minutes some predic-
tions about radio that went wrong. My interest is not to gloat
over these past errors but to learn from them.

Automobile dealers, for example, feared that radio would
cut down on automobile use because it would keep families at
home more. Well, what happened? The radio was installed in
the car. At the time, no one could foresee this relationship be-
tween a medium of communication and a medium of trans-
portation.

Newspaper publishers thought radio would eat into their
circulation because they looked upon it as another medium for
disseminating the news. But, in time, it became clear that radio
and newspapers performed different functions. Radio broad-
cast the news with less detail, but with more speed. News-
papers printed the full details—as well as the funnies, the
crossword puzzle, the fashion news, want ads, and other fea-
tures. Looking back, we can be clever about this, but at the
time we could not predict this relationship between the two
media of communication. What at first scemed to be only a
minor difference turned out to be a major difference.

ST
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Record manufacturers feared radio, too. With this new
instrument, you could hear music all day long without changing
a record or winding a machine. During the early ’30’s—radio’s
adolescence—the sale of records did take a nosedive. In 1933,
sales dropped to an all time low of 10 million discs for the year.
Was radio to blame or the depression?

Whatever the answer, records came back to life in the ’40’s.
In 1947, 325 million records were sold—an all-time high.
The return to prosperity may have been responsible. But we
also had the invention of the electric player, followed by the
automatic changer and the low-cost combination radio-phono-
graph set. Radio, instead of depressing, may even have stimu-
lated record sales in that it increased the interest in music. At
the same time radio, which was originally looked upon as a
music box, became more things to more people, and the phono-
graph re-emerged as #4e music box. Here we have an example
of a multiplicity of relationships so complex that, even with
the advantage of hindsight, we are not sure what took place.

These erroneous predictions about radio should, I think,
arouse in all of us a healthy skepticism toward the numerous
forecasts about television’s future influences. What, then, can
we say about the future of television?

§3

Almost everyone seems to agree that television is destined
to become a mass medium. That is, it will have the general
characteristics of all mass media: broad appeal, low unit cost,
and ready availability. I personally think that television will
be the greatest of the mass media of our time.

At any rate, it is in terms of the general characteristics of
all mass media that we can best discuss reascnable expectations
for television. I think the characteristic that merits our special
attention in discussing television is broad appeal—the fact that
most people will want it.

Broad appeal is inherent in television. Essentially, televi-
sion provides a maximum extension of the perceived environ-
ment with a minimum of effort. Many television viewers re-
flect this concept when they make remarks like these:

“It’s as if you were right there . . . You have a box scat or
better for all sorts of things right in your own home.”
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“I'm often too tired to read or go to the movies. Now I can
just sit back and watch my television set.”

“We've been all over Furope now . . . We have secen much
that we would never have scen.”
A woman, after watching the political conventions, said:

“I felt that the whole scheme of politics will change now that
people can sce how candidates are actually chosen.”

Another indication of television’s broad appeal is the enthu-
siasm of set owners as reflected in questionnaire studies. For
example, Dr. Coffin, of Hofstra College, found that 92 per
cent of a community’s television families rated television as
“good” or “wonderful,” and only 2 per cent of them rated
it “poor” or “disappointing.”

Perhaps the most convincing testimony of television’s broad
appeal is its rapid rate of diffusion through all socio-economic
levels. From the Rutgers study and other research, we know
that just a year ago the majority of television set owners were
upper-income and upper-education people. Now a steadily
increasing proportion of television sets are being bought by
people in the lower socio-economic groups. Recent surveys in
New York and Chicago indicate that today in those cities more
than half of the sets are owned by people in the two lowest
income brackets.

We are all aware of the amazing growth of television. But
perhaps some of you did not know that people are actually
buying sets in areas where television stations have not yet been
constructed.

The signs all point in one direction: Television wi/l have
broad appeal.

What are the implications of this statement! One very
definite implication is that most of television’s programs will
be entertainment. That is what most people want most of the
time in radio and in other mass media. The newspapers that
have won the greatest popularity emphasize comics, columns,
and other features. The magazines with the largest circulation
contain such entertainment elements as pictorial reporting, light
fiction, and humor. Hollywood movies have always been pri-
marily entertainment.

Even though the mass media are basically oriented to ma-
jority interests, they also include materials of special interest to
minority tastes. There are the “think pieces” in magazines and
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in newspapers. There is the growth of the social problem film.
And there are the serious music, documentary, and discussion
programs on radio.

But these features get space and time proportionate to the
size of the audience that is intcrested in them. Most of the
space and most of the time is devoted to material that appeals
to most of the people. This is what has been called “cultural
democracy.”

However, in television, with sight added to sound, some
serious comment will probably have much broader appeal than
it had in the older media. For example, a political speech on
television, where the audience can see the speaker’s gestures,
postures, and individual idiosyncrasies, has much more interest
than when that same speech is heard over the radio or read
in print.

But make no mistake about it. Generally speaking, in its
program appeal television cannot be significantly different from
the other mass media. The tastes of its nation-wide audience,
more than anything else, will determine its content.

84

This brings us to an old controversy no doubt familiar to
all of us gathered here. The controversy revolves around this
question: \What should the role of intellectual and cultural
leaders be in determining the content of the mass media?

Many intellectual and cultural leaders feel that their tastes
should be directly reflected in larger and larger proportions of
the content of the mass media. They believe that the audience
will then come to share these tastes and preferences.

Some of us, however (and I belong to this group), main-
tain that if media attempt to give the American people what
their intellectual and cultural leaders think they ought to like,
the people as a whole will reject the media. We hold that
intellectual and cultural leaders should take into account the
present tastes and preferences of the mass audience. And start-
ing with this, they should teach those who make up this audi-
ence to discriminate, to criticize, to become more perceptive
about the content of the media. As this happens, the media
will respond to the changing tastes of the audience. For if
they do not, they will lose their status as mass media. When a
“You Are There,” a “Doorway to Life,” or “Tell It Again,” or
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a “People’s Platform” can gain even one-half the audience
of a program like “Suspense,” then there will be many more
such programs on the air.

I have reviewed this controversy because I wonder whether
we have to live it through still another time as television grows
up. Or are we going to take a realistic approach to television,
recognizing that it is destined to become a mass medium and
must be treated as such? If we are not realistic in this sense,
we will repeat many of the mistakes of the past.

I believe that many of the false starts and failures in edu-
cational radio stemmed from our disregard of those inherent
attributes of radio that make it a mass medium.

In the early days, educators thought of radio as an exten-
sion of the classroom. A master teacher before a microphone
could teach many thousands who previously did not have the
advantage of such expert teaching. What’s more, he could
reach them with no more effort that he formerly expended in
teaching a class of 3o.

What we neglected to sec in this situation were essential
differences between the radio and the classroom as educational
media. Radio, like all other mass media, 1s essentially one-way
communication. On the other hand, the essence of good class-
room teaching is the personal relationship and interaction be-
tween the teacher and his students. As you are well aware,
the classroom teacher adjusts his teaching to the kind of re-
sponse he gets from his students. He can see whether explana-
tions or demonstrations are getting across; he can answer
questions, correct mistakes, help those who are baffled, and
encourage his students to speak up. But you can get none of this
personal and immediate interaction with a mass medium. You
can only transmit material from a distance, without knowing
the kind of response you are getting, and without the possibil-
ity of adjusting to individual differences.

Another mistake, of a different order in educational radio,
was to underestimate the importance of showmanship in a mass
medium. In fact, the word “showmanship” has been suspect
among educators. Perhaps this is because most educators con-
sider showmanship to be of only incidental importance in the
classroom. This attitude, in turn, may stem from the fact that
a pupil is never really free to leave a class if it fails to engage
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his interest. So, if you will permit the analogy, a teacher’s
Hooper rating is predetermined in the registrar’s ofhice.

A mass medium does not enjoy this guarantee. And if edu-
cation is to qualify in radio or in television or in any other mass
medium, educators must face the fact that their programs must
earn and hold an audience that is free to leave.

Seme attempts have been made to introduce showmanship
by dramatizing educational material. But often, even in these
programs, the writer cannot resist the temptation to stop the
action for an exposition on his subject matter. No program type
is good if the audience loses interest. A speech by I*.D.R. was
good radio. Some educational drama is bad radio.

Of course, we do not expect an educational broadcast to
attract as large an audience as a Jack Benny broadcast. But
if a sizable audience does not show up, or if it leaves early, this
cannot be blamed either on the audience or the medium.

Such mistakes in the educational use of radio as I have
reviewed grew out of a failure to recognize the inherent at-
tributes of mass media. Now that we are witnessing the phe-
nomenal growth of a new mass medium, possibly the greatest
of them all, let us from the outset capitalize on its qualities as
a mass medium.

When we use television for specific educational purposes,
let’s be showmen just as much as are the producers of comedy
or quiz shows. This need not, and should not, in anyway com-
promise the educator’s stature as a teacher.

Furthermore, let’s recognize that television, because of its
broad appeal, will become an integral part of our everyday
life. And let’s direct our interest and the interest of our stu-
dents to the whole of television. lL.et’s aid our students and
our townspeople in their participation in this new extension of
their environment. Let’s urge them to seek out what is rich-
est and most revealing and most beneficial to them. And then
let’s hold to the idea that progress in television will and should
be paced by the choices of the majority.

MARTIN GOSCH?
The Producer’s Viewpoint

Last year at this time, the preparation for my participation
on the television panel was comparatively simple. All I had

3 President, Independent Television Producers’ Association, New York.
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to do was speak about the things I had done. Now, I have
been requested to talk about the future.

Well, let me say at the outset, I have no crystal ball. In
fact, prognostication has never been my forte. I still look back,
with some chagrin, to the early ‘30’s and the days when I was
a radio editor of a large Eastern newspaper. Reviewing the
premiere of a certain program series, I said, “I'red Allen will
never be a success on the radio.” So, if you will accept me at
such face value, I’ll try not to make a similar mistake again.

The subject of television’s impact upon the future of Amer-
ican life is, I believe, largely a double-barreled question. It
divides itself into the subject of entertainment, and its subse-
quent reactions, and the aspect of education, and its cultural
reactions.

The fundamental principles of television presuppose one
thing if nothing else. People must stop going out and start
staying at home. And if we expect the folks to stay at home,
what kind of varied entertainment will keep them there? For,
unless they remain there long enough to be sold breakfast
cereals, patent medicines, gasoline, and automobiles, the prog-
ress of television will be seriously, if not fatally, impeded.
Television is today, has been and will continue to be for some
time in the future a red ink business. Until this color can be
changed to black, the advantages of TV for education and cul-
ture will be seriously impeded. That is the fact, and there is
no point to the television industry hiding behind smoke screens
and mixed metaphors in order to escape it.

Does this mean, however, that educators must sit back and
wait for the TV ledgers to show a profit before they can or may
participate in the growth of this industry? I say positively not,
and I intend to speak of that in a few moments.

The simplest way to foresee the future of television enter-
tainment is to analyze its past. What kind of television viewing
has held the set owner at home this past year? Among the
leaders and most popular programs have been Milton Berle,
Arthur Godfrey’s talent scouts, the Goldbergs, and the Broad-
way Revue. Mr. Berle’s program is conceded to be a well-
presented revival of the old-time vaudeville, using, in many
instances, some of the old-time stars we remember so fondly.
Arthur Godfrey’s show, on the other hand, is more than co-
incidentally reminiscent of the traditional amateur nights of
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the early 1900’s, which gave birth to great stars like Eddie
Cantor and Al Jolson, and the nostalgic expression, “get the
hook.” The Goldbergs, who have enjoyed a phenomenal rise
in television, are a perfect example of family comedy-drama,
equally traditional. Conversely, the Broadway Revue, which
you see on Iriday nights, is a slick presentation of modern,
original, New York entertainment. Therefore, it is significant
that only one of the four leading programs carries an overtone
of sophistication.

I would call this an obvious trend in show business. In fact,
it seems to indicate that the television public is demonstrating,
graphically, its preference for familiar things, warm things,
friendly things. Thus, until national network television is prac-
tical, until the cost factor is considerably reduced, television
programs’ bag of tricks will certainly consists almost entirely
of these shows of mass appeal. The quiz program will soon
take hold, as it has in radio, and any moment your telephone
may ring and some quiz-master may ask you to identify the
picture on your screen. If you tell him correctly that those
symmetrical limbs belong to Betty Grable, he’ll force you to
accept $18,000—whether it puts you in a high income tax
bracket or not!

This trend should be even more emphasized in the future
with the wider distribution of television. Present figures allo-
cate over 50 per cent of the sets in use to the urban area of
cosmopolitan New York City. As the distribution becomes
more suburban, it is logical to believe that the popularity of
mass appeal programming will further increase. Of course,
there are at present numerous programs which are designed
for a more discriminating audience; and, while they will un-
doubtedly increase in number, it is hardly likely that their in-
crease will be in proportion to shows of a more popular nature.

Perhaps, on the surface, I seem to be painting a bleak pic-
ture for the educator and his future in television’s growth. But,
if I were an educator and not a producer, I would have no such
dim view of my place in the television sun. I would, however,
make some radical changes in my accustomed thinking. I would
face the facts and the figures squarely—and I would adjust
myself to them rather than them to me. First, I would accept
the fact that my attempts to promulgate academnic education via
radio have been, for the most part, fairly unsuccessful. True,
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I have given an impetus to the culture for the mass, but aca-
demically I have failed. And if I have failed with the radio
classroom, then I must consider myself even more inept in
television, which is composed of radio, plus the theatre, and
plus motion pictures. I would reach one inevitable conclusion:
I have been presenting education in a sparsely-filled theater
while my students are all in the adjoining playhouse enjoying
Fred Allen.

Now, I do not propose that we put jokes into the biology
book, or that Mr. Allen does not have his rightful place on
the American scene. But I would borrow from I'red Allen that
catalyst which would make the change for me, namely, show-
manship!

It is my firm belief that the experience and knowledge of
the educator, added to the inherent values of television—along
with showmanship—can sell learning in very much the manner
that an advertising agency sells soap. Does this agency tell you,
through magazine, radio, or billboards, that the soap merely
washes? No! They inform you that your dishes can have that
Oxydol sparkle . . . that you have not lived until your clothes
are Rinso-white . . . and that Duz does everything! You may
label that “advertlsmg,” but it is also showmanship!

If the precepts of advertising practice are correct—that a
picture is worth a thousand words—then it should likewise
follow that one television classroom, properly presented, could
be worth a thousand radio lectures. And that is what, I believe,
the educators have to look forward to.

FFor the moment, let us consider television from the nega-
tive standpoint, as, for example, a force of evil. Used in this
manner, television might well be the most potent propaganda
influence the world has ever known. I’m sure it requires little
imagination to visualize how effective an educational weapon
television could be in the hands of an Adolph Hitler or a
totalitarian state. Think of the ease with which Nazism could
have been taught to German school children via television,
particularly if those principals were woven into as popular a
program as Howdy-Doody. By the same token, this facility
for mass propaganda can be converted to the benefits of mass
education, with the same ease and the same imagination.

It is incumbent upon the educators of this country to advise



A CRITICAL APPRAISAL 53

the telecasters that they are ready, willing, and able to cooper-
ate, to help, to suggest, to work hand in hand with the people
who are now shaping the destiny of television, so that rogether
they can create the greatest social force for good that the world
has ever known.

This cannot happen, it will not happen, if you wait for tele-
vision to come to you. Among other things, you must stop
thinking of education through television in the same restricted
terms which applied to radio. In plain, simple language, let’s
come out of the ivory tower of academics and join the man
on the street.

Just as the educator should not departmentalize his aca-
demic life so that he is philosophically unable to reach the aver-
age family at home, so the telecaster should not continue to
look upon the educator as a dull stuffed shirt. There must be
lots of give and take to this proposition, and much compromise
of thought. All of this sacrifice and all of this compromise is
certainly worth the candle if we can believe that television has
in its future the cultural renaissance of our modern civilization.

And where does culture begin? Where do we sow its seeds?
—1In our children. A year ago, I stood on this platform and
told what we all thought was an amusing story about a friend
of mine from Hollywood who was editing old western pictures
for television. IFrankly, I lost my humorous attitude toward
those westerns some weeks ago, when my four-year-old daugh-
ter came to me and asked me to buy her a gun so that she could
shoot the little boy next door. What seemed good enough for
Hopalong Cassidy was perfectly reasonable to her. Culture
began at my house with the elimination of western pictures.
Naturally, for the benefit of my friends on the Coast, this is a
personal problem because the little boy next door already has
a Burt Lancaster tommy gun. I don’t mean to disparage west-
ern pictures too strongly since I am mindful of the fact that,
at the inception of the automobile, a United States Senator once
stood in Congress and declared that, if he had his way, he
would make it illegal for anyone to drive an automobile on
the roads of this country! And they even tried to design an
auto in the shape of a horse so that the cars wouldn’t frighten
man’s best friend!

I have one big worry about television that you can help to
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overcome. I am afraid that something is going to happen to
television which could destroy it as a program force unless you,
the educators, do something about it. That is censorship.

The rumblings of censorship for television have been heard
now for some time.

Ladies and gentlemen, I implore you to remember this sub-
ject because unless you help the telecaster create a code under
which this industry can thrive and grow, you may find that all
you will have left on your television screen will be the western
picture. This is an exceedingly ominous note. You can make a
great contribution to the future of television if you will under-
take to do something about it today.

JULIEN BRYAN!

For Motion Pictures

I want to talk briefly and quite frankly here tonight. 1
think of us here as television people, or at least people who
have a special interest in television, and I consider this discus-
sion both an opportunity and a challenge.

You heard our principal speaker say a few minutes ago
that some 60 television stations now are under way. Nearly
every one of them is operating in the red. So far, we who are
interested in serious education have done virtually nothing in
television. Maybe we are dismayed and afraid on account of
the amount of money it requires to get started. But it is a fact
that education, instead of recognizing in television the answer
to many of its problems and getting started in television, so
far has done nothing.

I was in a certain Eastern city two weeks ago where a pro-
gram was produced in television for the public schools. The
effort was applauded. The people who put it on were quite
pleased with themselves, but, as far as education was concerned,
it was a fourth rate production.

I am primarily a film producer, interested in documentary
films and serious education. I think that one of the things we
need to do is to make our productions as fine as we know how.
We need to make them as interesting as we can and we need to
embody in them some of the showmanship that other speakers
here tonight have mentioned.

* Exccutive Director, Internazional Film Foundation.
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Also, no matter how excellent a film may be, it should
never be shown in a public school or university without first
giving the audience a background or briefing about the film.
Speaking from experience, the results are well worth the extra
preparation and effort.

In a St. Louis radio station, for example, we talked to the
high school seniors for 20 minutes before the show. We called
on them for their opinions about China, the country we were
to visit in the television-film. After we had shown the film
for 20 to 25 minutes, we switched back to the youngsters and
interviewed them, covering some of the interesting things they
had gotten out of the film.

In the use of all such films that are intended for something
more than just entertainment, the committee or teacher should
prepare carefully for it. I think that eventually we producers
may have some preliminary discussion or explanation registered
on the film.

As educators, we get a strong feeling from stations and
producers that in all programs there must be showmanship,
there must be entertainment—it must be Jack Benny or Milton
Berle. In the last 30 days, in my own film work, on and off
television, I have had some experiences that offset this attitude.
A few days ago, 3000 people paid admission in Rochester,
N. Y, to see a serious film about the United Nations. In To-
ledo, 7000 people saw the same film.

The moral is simple. There are millions of people who
want this type of thing. They have never gotten it from Holly-
wood and I don’t think they ever will. We can get it from
and through television if we, as educators, keep everlastingly
at it. I agree with producers, however, that educational pro-
grams must mirror greater planning and more careful produc-
tion. Educational programs in television must be thought
through and not all hashed up. I believe the pressure and heat
must come out.

I don’t blame the stations too much for the present situa-
tion because in some of the cities where I have first-hand infor-
mation, the universities and schools have not offered the best
programs possible. This gives me hope that in the future such
programs will come from university-sponsored stations.

Some of you may know about the big things that are being
planned out in Iowa. In the last 18 months, the state legis-
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lature there has been induced to appropriate a sizable amount
of money to erect and equip a university station. One of the
chief factors in influencing the legislature was television—a
short film telling why the money was needed. In the future,
I believe that much of the money that is required for this type
of a station will be promoted through television itself.

More and more I think of television as one of the great
new tools by which it will be possible for men to bring world
understanding and world peace. In my work over the vears,
most of us in the documentary educational field have had too
much help from Hollywood. At any rate, Hollywood has
influenced us too much. Today, the field of television offers
new and exciting possibilities.

It is our job and the job of people in education to work
carefully and thoughtfully so that the standard of television
will be raised in terms of higher ideals of international under-
standing.

DALLAS W. SMYTHE?®
For Other Media and for Recreation

I have been asked to discuss the implication of television
in relation to other media and recreation in American life.
Obviously, my first problem becomes one of defining “other
media and recrcation.” “Other media” refers to newspapers,
magazines, and books. “Recreation” I take to mean the use of
non-working time for purposes which serve the needs of the
individual’s personality. Recreation would embrace activities
as diverse as whittling, conversing, g1mblmg, or organizational
activity in behalf of church, social orgamzatlon or political
party. In fact, simply “settmg, as when one sits on the porch
and reflects in silence, may fall within the scope of recreation.
All structured use of leisure time is thus recreation. Whether
the use of leisure time is socially or individually “beneficial”
is a separate and ultimately more important question. The hope
that the social attitudes of the American people should mature
fast enough to catch up with the maturity of our physical
sciences, with their capacity for production and destruction,
may spur our inquiry. For clarity of thought, however, ethical
and social evaluation should be distinguished from diagnosis.

We should note at the outset that the effects of TV will

® University of Illinois.
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be markedly differentiated as between families with TV which
have an urban culture and those with a rural culture.

I heartily applaud the researchers who have already begun
to work in the field of TV’s effects. But without detracting
from the skill, imagination, and effort they have put forth, it
i1s still true that we have very little evidence from studies to
date which bear conclusively on the long run effects of TV on
leisure time activities. The TV homes today are only about 3
per cent of the potential of some 38 million TV homes. And
the reactions of the remaining 97 per cent may well be differ-
ent from those of the 3 per cent who are most willing and
able to buy TV sets. Also to be remembered is the fact that
the art of TV programming is yet young, and it may be ex-
pected that TV content 10 years from now may have effects
substantially different from those of present programs. These
limitations on the meaning of presently available research, how-
ever, are less serious than a third limitation.

It is relatively easy and inexpensive to find how many
fewer exposures TV people will have to advertising in one
or another medium. But little will be known about the poten-
tial effect of TV on people until the needs, interests, character,
and personality of the viewer are studied by the intensive (and
expensive) techniques used by psychologists. Genuine depth
must be penetrated in TV effects studies of viewers. Intensive
studies done with the collaboration of psychologists and sociol-
ogists are needed if we are to explore the possible effects of a
passive “addiction” to TV on the capacity of the individual to
exercise his own whole personality. Such a task force approach
is also necessary if we are to learn the significance of TV for
the healthy functioning of social, political, and religious groups
at all levels in our organization. For example, television ap-
plied to political conventions raises many interesting questions.
What becomes of the function of the local unit in the political
party organization in formulating and expressing the party
program? If the national convention takes on the aspect of a
TV show, with script, gags, visual values, and personalities
administered from the top to make the program for all local
units, what becomes of our traditional conception of democracy?

But'with all these qualifications, what can we say about the
effects thus far discernible of TV on recreation and other
media?
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Ideally, we should have available for studies of the kind we
are talking about more information on the use of #ime. Inten-
sive studies on the use of time, even for very small numbers
of people, are badly needed. E. L. Thorndike reports on one
such study, but its data were collected 17 years ago, and even
then were very fragmentary. How much time is devot<ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>