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Foreword
by Ed Shane

Ed Shane is a broadcast adviser and
founder of Houston-based Shane Media
Services, which provides management,
programming, and research consulta-
tion to radio. Since 1977 he has helped
broadcast companies, both large and
small, achieve success for their sta-
tions in a variety of formats. A trend-
watcher, Shane combines insights on
the world at large with research
conducted specifically for radio. His
writing has been published in both con-
sumer and trade press. His first radio
book, Programming Dynamics (1984,
Kansas City, KS: Globecom), was an
industry bestseller. He is also the
author of Cutting Through (1991,
Houston, TX: Shane Media).

Welcome to the Golden Age of Radio.
Revenues are the highest ever, setting
records in the mid-1990s. Profits are
up, too. Advertiser demand is high.
Rule changes have allowed ownerships
to consolidate.

Most people refer to “the Golden Age”
as some period in the past, usually the
“theater of the mind” days of the 1930s
and 40s when listeners turned words
and sound into mental pictures that
commanded the attention of the nation.
That was a unique period. Radio was
the only free-entertainment medium for
a nation emerging from a disastrous
depression. For that reason alone, the
phrase “Golden Age” applies.

The fifties and sixties are also
described as a “Golden Age.” That was a
time when the deejay was as much a
king as Elvis because the deejay spun
the soundtrack to the lives of Baby
Boomers as teenagers.

If you’re using this book to learn
radio, chances are you have no direct
experience of those long-gone Golden
Ages. That’'s why I feel that today’s

radio—and for that matter, tomor-
row's—are Golden Ages, too.

To hear some people talk, the end of
the nineties is hardly the stuff of a
“Golden Age.” They say radio is endan-
gered, threatened, about to die. New
media will invade radio’s turf, they say,
replacing radio as an information
provider and music provider.

I'll be the first to admit that there’s no
holding back the interactive and digital
future. Yet radio has already faced
challenges, even threats, from other
media: television, the long play album,
CDs and cassettes, multichannel cable
television, cable audio. Each time,
radio survived and adapted.

Radio even survived the announce-
ment of its own demise. Henry Morgan,
a radio performer and satirist during
the fifties, once claimed, “Radio actu-
ally died when ‘Stop the Music’ got
higher ratings than Fred Allen.” While
the event was noteworthy for lovers of
the original Golden Age, it hardly
spelled death. It did spell change and
challenge. When Morgan made his
acerbic comment, network radio faced
more than a challenge. The medium
was truly threatened by television.

Before television, the “pictures” were
on the radio. A man named “Raymond”
opened a squeaking door on “Inner
Sanctum” and the stories told behind
the door made spines tingle for a half
hour. That age brought “The Shadow,”
a Gothic thriller whose main character
was a mental projection against a foggy
night full of smoke from coal-burning
furnaces.

The lighter side of that era was Fibber
McGee's closet, a packed-to-the-gills
jumble that fell with a crash to the floor
once per episode in an avalanche that
usually included samples of the spon-
sor's product. After the cacophony
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there was a pause. Finally, a dinner
bell crash-tinkled to the floor as punc-
tuation.

These images, all formed in the mind
of the listener, could not stand the
transition to television. Even NBC-TV's
attempt at a revival of “Fibber McGee
and Molly” left the famous closet out of
sight—in the hands of sound-effects
experts and in the imagination of the
viewer.

The transition was easier for other
radio shows. Jack Benny simply added
scenery and sets to the comedy scripts
his crew was already performing. It was
the same for Burns and Allen and for
scores of other radio performers who
moved from their radio desks to their
TV desks and continued their careers
in the visual medium.

While radio was disrupted by the
introduction of television, it survived
the challenge by finding new applica-
tions for its medium. Panic began to
subside when audio broadcasters
stretched individual music programs
into 24-hour formats. Thus were born
Top 40, Middle of the Road, Beautiful
Music. Each station became something
distinct. The days of being “all things
to all people” on one radio station virtu-
ally disappeared.

The stories of radio’s rejuvenation
have been told plenty of times. The
names Todd Storz, Gordon McLendon,
and Rick Sklar are the stuff of legend
because those men did not view the
future of radio in terms of its past. The
change to format radio stimulated
another “Golden Age” as teenagers of
the Baby Boom discovered Top 40 radio
playing their music.

I was ten years old in 1955 when
radio’s evolution was taking place. With
the exception of a few evenings with my
parents listening to what remained of
the old shows, all my radio experiences
were tied up with the new disc jockeys
and the new music—rock 'n’ roll. I had
no understanding of the plight of the
radio industry against the threat of tele-
vision. I assumed that it had been that
way all along, one station for me and my
friends, another for my parents.

Now that I've studied radio of that
time and have had the chance to inter-

view people who either made it happen
or watched it happen, I find the stories
of rejuvenation in stark contrast to what
was called radio’s “death.” There’s fur-
ther contradiction: The number of sta-
tions in the U.S. has grown from 700
then to more than 11,000 now! There's
no indication that the number of signals
is going to decrease. Technology was
good to radio in terms of its ability to
expand its numbers, just as technology
has created radio’s challenges.

Futurist Alvin Toffler wrote that “new
technologies make diversity as cheap
as uniformity.” That applies to radio,
too. The industry’s newly formulated
formats fragmented into narrower
niches as space was made available on
the dial for new facilities.

As radio expanded in the seventies
and eighties, so did cable television.
Again, radio was challenged by tech-
nology.

CNN and MTV were the eighties
equivalent of “moving from the radio
desk to the TV desk.” Both networks
borrowed radio’s strong, cohesive posi-
tioning by using 24-hour vertical pro-
gramming in the emerging cable
medium. A staggering number of video
music shows followed in MTV's wake.
Record companies transferred promo-
tional dollars from radio play to pro-
duction of video clips.

What was radio’s response? Radio met
cable’s challenge head on with adapta-
tion. The result was Contemporary Hit
Radio in the eighties, then a new breed of
Country for the nineties.

Another of radio’s Golden Ages is
emerging as this book goes to press: the
impact of talk radio on national dis-
course. A cohesive, singular, pop music
doesn’t exist amid the format fragmen-
tation and fractionalization of the
nineties. So words are stimulating Baby
Boomers as adults the way rock ‘n roll
did when they were teenagers.

Rush Limbaugh made his mark by
speaking for large numbers of conserv-
ative Baby Boom males. Howard Stern
expressed in words (often outrageous
words) what rock singers have said in
music. From politics to sex to comedy,
the spoken word creates a new context
for radio.
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There may be context, but content is
often no more than rhetoric. Talk show
hosts rely on neatly turned slogans that
amount to bumper sticker philosophy.
At the root of the rise of talk radio is the
glut of information confronting con-
sumers. Talk shows are an attempt to
sort it all out, to filter data from infor-
mation overload.

There's a theme here. In each of
radio’s “Golden Ages,” as I've defined
them, technology is the driving force:

In the 1930s and 1940s radio itself was
the driving technology. There was
total national distribution of a free-
entertainment medium.

In the fifties, TV challenged. At first
radio worried, then it reinvented
itself.

Radio’s reinvention of the fifties and
sixties took advantage of the phono-
graph record, especially the new 45
rpm discs.

In the late sixties and early seventies
the LP record became the primary
medium for popular music. Radio
capitalized.

The technology of improved audio
married the LP and FM sound to
reinvent radio once again in the sev-
enties.

FOREWORD xi

The CD did the same for radio in the
eighties.

The cable boom of the eighties caused
radio to react, first with new vertical
formats, then with music that had
been seen on MTV and other music
channels.

Instant and constant access to infor-
mation prompted the rise of radio
talk shows to “sort it all out” and to
speak for the “average person.”

The next Golden Age will be created
by users of this book responding to the
medium’s next challenge: How do we
use radio’s unique attribute—portabil-
ity—in a wired world?

Broadcasters line up on either side of
that question. Some say on-line ser-
vices will offer most of what radio can
deliver—news, weather, music, odd
facts—and that the click of a mouse
can Kill radio as we know it.

I don’t believe it. I'm too optimistic
about radio and its ability to adapt. I'm
optimistic, too, about your ability to
respond to what you’ll learn in this
book—a real world view of a medium
that knows how to reinvent itself and
re-energize itself.

See you in the Golden Age—the one
you create!
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Radio waves
sing, dance,
glide and spin
through the air
like strange magic,
delivering messages
as individual
as the fingerprints
of each listener.
Lindy Bonczek
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Preface

It seems remarkable that a decade has
passed since the publication of the first
edition of this text. Truly gratifying is
the fact that during this time it has
become the most widely adopted book
of its kind at colleges throughout the
country and enjoys a sizable following
overseas, as well as among industry
practitioners. It is what may be called
the “standard,” and it has become so
because of its 3-C formula—compre-
hensive, concise, and candid.

Since the first outing of this book, the
radio industry has witnessed enormous
change. It has been a time of significant
technical innovation and economic flux.
The advent of digital audio promises to
revolutionize broadcast signal transmis-
sion and reception. Of course, with such
a transformation come challenges and
concerns, and these will doubtlessly
occupy the thoughts of broadcasters
well into the next millennium.

When this book was first published in
1986, radio was enjoying unprece-
dented prosperity. The prices being
paid for radio properties were soaring,
and station revenues were at excep-
tional levels. Life was good for almost
everyone in the industry, or so it
seemed. Many AM station owners were
not in on the opulent banquet, and a
growing number were pulling the plug
on their operations. Yet on the whole,
the eighties were auspicious years for
the magic medium.

The tide shifted as the final decade of
the twentieth century began. The
nation had slipped into a nasty reces-
sion taking radio with it on its down-
ward slide, but soon the medium’s
fortunes were on the upswing. The
industry has indeed experienced many
ups and downs since its inception over
75 years ago, however, and it will
doubtlessly know the thrill of ascent
and the angst of decline again.

It is impossible to imagine a world
without David Sarnoff's radio music

box, but that is not necessary for it is
safe to assume that radio in some form
will continue to be an integral part of
our lives for a very long time to come.

The mission of this book has not
changed. This edition, like the previous
ones, is the result of a desire and effort
to provide the student of radio with the
most complete account of the medium
possible, from the insider’s view, if you
will. It is presented from the perspective
of the radio professional, drawing on
the insights and observations of those
who make their daily living by working
in the industry.

What continues to set this particular
text apart from others is that not one or
two but literally hundreds of radio peo-
ple have contributed to this effort to
disseminate factual and relevant infor-
mation about the medium in a way that
captures its reality. These professionals
represent the top echelons of network
and group-owned radio, as well as the
rural daytime-only outlets spread
across the country.

We have sought to create a truly
practical, timely, illustrative (a picture
can be worth a thousand words—sta-
tions explain and reveal themselves
through visuals), and accessible book
on commercial radio station operations;
a book that reflects through its struc-
ture and organization the radio sta-
tion’s own. Therefore, the departments
and personnel that comprise a radio
station are our principle focus. We
begin by examining the role of station
management and then move into pro-
gramming, sales, news, engineering,
production, and traffic, as well as other
key areas that serve as the vital ingredi-
ents of any radio outlet.

Since our strategy was to draw on the
experience of countless broadcast and
allied professionals, our debt of grati-
tude is significant. It is to these individ-
uals who contributed most directly to its
making that we also dedicate this book.
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xiv PREFACE

In addition, we would like to express
our sincere appreciation to the many
individuals and organizations that
assisted us in so many important ways.
Foremost among them is Ed Shane,
whose contribution to this edition
brings new meaning to the term gen-
erosity. A profound word of thanks is
also due Jay Williams, Jr., Ralph Guild,
Bill Siemering, Lee Abrams, Lynn
Christian, Chris Sterling, Donna
Halper, Bruce DuMont, Paul Fiddick,
Norm Feuer, Ward Quaal, Frank Bell,
Allen Myers, Ted Bolton, et al.—the list
is endless. My hat is off to every indi-
vidual and station cited in this book.

Countless companies contributed to
the body of this work. They include the
ABC Radio Networks, Arbitron Ratings
Company, Auditronics Inc., The
Benchmark Company, Bolton Research,
BMI, BPME, Broadcast Electronics,
Broadcasting and Cable, Burkhart
Douglas and Associates, Coleman
Research, Communication Graphics,
CFM, CRN, Denon, DMR, the FCC, FMR
Associates, Halper and Associates, IGM
Inc., Interep Radio Store, International
Demographics, Jacobs Media, Jefferson
Pilot Data Systems, Lund Consultants,
Marketron Inc., Mediabase, Metro

Traffic Network, MMR, Museum of
Broadcast Communications, National
Association of Broadcasters, Premiere
Radio Networks, Public Radio Interna-
tional, QuikStats, Radio Advertising
Bureau, Radio Aahs, Radio Ink, Radio
and Records, RTNDA, Radio Computer
Systems, RCA, Satelillite Music Net-
work, Shane Media, Society of Broad-
cast Engineers, Jim Steele, Annette
Steiner, Superaudio, Tapscan, TM
Century, Westinghouse Broadcasting,
and Westwood One.

Since the publication of earlier edi-
tions, it is safe to assume—in an indus-
try noted for its nomadic nature—that a
number of contributors have moved on
to positions at other stations. More-
over, it is equally certain that many sta-
tions have changed call letters, because
that is the name of the game too. Due to
the sheer volume of contributors, it
would be difficult to establish the cur-
rent whereabouts or status of each
without employing the services of the
FBI, CIA, and Secret Service. We have
therefore let stand the original ad-
dresses and call letters of contributors
except when new information has
become available; in those cases,
changes have been made.
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State of
the Fifth
Estate

IN THE AIR—
EVERYWHERE

As we approach the new millennium,
radio remains ubiquitous. It continues
to be the most pervasive medium on
earth. There is no patch of land, no
piece of ocean surface, untouched by
the electromagnetic signals beamed
from the more than twenty-seven thou-
sand radio stations worldwide. Over a
third of these broadcast outlets trans-
mit in America alone. Today, over eleven
thousand stations in this country reach
99 percent of all households, and less
than 1 percent have fewer than five
receivers. There are nearly a billion
working radios in the United States.
Contemporary radio’s unique per-
sonal approach has resulted in a shift
of the audience’s application of the
medium: from family or group enter-
tainer before 1950, to individual com-
panion in the last half of the century.
Although television usurped radio’s
position as the number one entertain-
ment medium four decades ago, radio’s
total reach handily exceeds that of the
video medium. More people tune in to
radio for its multifaceted offerings than
to any other medium—print or elec-
tronic. Practically every automobile (95
percent) has a radio. “There are twice
as many car radios in use (approxi-
mately 132 million) as the total circula-
tion (60 million) of all daily newspapers,
and four out of five adults are reached
by radio each week,” contends Kenneth
Costa, vice president of marketing for
the Radio Advertising Bureau (RAB).

Seven out of ten adults are reached
weekly by car radio.

The average adult spends over two-
and-a-half hours per day listening to
radio. A survey conducted by RADAR
(Radio’s All Dimensional Audience
Research) concluded that 95 percent of
all persons over twelve years old tuned
in to radio. In the 1990s, this computes
to around 200 million Americans, and
the figure continues to grow.

The RADAR report also found that
working women account for nearly 65
percent of radio listening by women, a
statistic that reflects the times.

The number of radio receivers in use
in America has risen by more than 50
percent since 1970, when 321 million
sets provided listeners a wide range of
audio services. In recent years, techno-
logical innovations in receiver design
alone have contributed to the ever-
increasing popularity of the medium.
Boxes and walk-alongs, among others,
have boosted receiver sales over the
three billion dollar mark annually, up 30
percent since 1970. There are 25 million
walk-along listeners. Radio’s ability to
move with its audience has never been
greater. Out-of-home listeners account
for over 60 percent of the average audi-
ence Monday through Friday. In addi-
tion, the Radio Advertising Bureau
concluded that seven out of ten com-
puter purchasers and wine and beer
drinkers tune into the medium daily.

Radio appeals to everyone and is avail-
able to all. Its mobility and variety of
offerings have made it the most popular
medium in history. To most of us, radio
is as much a part of our day as morning
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2 THE RADIO STATION

FIGURE 1.1

Radio celebrated its
75th birthday in
1995.

FIGURE 1.2
Courtesy RAB.
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RADIO’S 75TH CELEBRATION

coffee and the ride to work or school. It is
a companion that keeps us informed
about world and local events, gives us
sports scores, provides us with the latest
weather and school closings, and a host
of other information, not to mention our
favorite music, and asks for nothing in
return. A recent Katz Radio Group study
concluded that “only radio adapts to the
lifestyle of its audience.” The report dis-
pelled the belief that radio listening
drops during the summer, as does TV
viewing, proving that radio is indeed a
friend for all seasons.

RADIO AUDIENGCES

Radio Reaches Aimost Everyone

...Every Week
Waeekly
Oemo Resch
Persons 12+ 95.5%
Teens 1217 92.8%
Aduits 18+ 95.1%
Ment 18+ 95.7%
1834 97.6%
2584 97.5%
3564 97.2%
55+ 90.2%
65+ 85.5%
Women 18« 94.6%
184 97.7%
2554 97.6%
3584 97.0%
55+ 57.1%
85+ 829%

Source: RADAR ® 30. Fall 1994, © Copvright Sienstisal Research, Inc.
(Monday.Sundsy. Sam-Mid.)

W T F s
ol
95.5%

It is difficult to imagine a world with-
out such an accommodating and amus-
ing cohort, one that not only has
enriched our lives by providing us with
a nonstop source of entertainment, but
has also kept us abreast of happenings
during times of national and global cri-
sis. To most Americans, radio is an
integral part of daily life.

A HOUSEHOLD UTILITY

Although radio seems to have been
around for centuries, it is a relatively
recent invention. Many people alive
today lived in a world without radio—
hard to imagine, yet true. The world
owes a debt of gratitude to several
“wireless” technologists who con-
tributed to the development of the
medium. A friendly debate continues to
be waged today as to just who should
rightfully be honored with the title
“father of radio.” There are numerous
candidates who actually take us as far
back as the last century. For example,
there is physicist James Clerk Maxwell,
who theorized the existence of electro-
magnetic waves, which later in the cen-
tury were used to carry radio signals.
Then there is German scientist
Heinrich Hertz, who validated
Maxwell’'s theory by proving that elec-
tromagnetic waves do indeed exist.
The first choice of many to be called
grand patriarch of radio is Guglielmo
Marconi, who is credited with devising a
method of transmitting sound without
the help of wires—thus “wireless teleg-
raphy.” There are a host of other inven-
tors and innovators who can, with some
justification, be considered for the title.
Nikola Tesla experimented with various
forms of wireless transmission, and
although he has been largely neglected
by historians, today there are Tesla
Societies that maintain he is responsi-
ble for the invention of wireless trans-
mission and modern radio. Lee De
Forest, Ambrose Fleming, Reginald
Fessenden, and David Sarnoff are a few
others whose names have been associ-
ated with the hallowed designation. (A
further discussion of radio’s preeminent
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FIGURE 1.3

Radio receivers
from the medium'’s
inception to the
present.
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4 THE RADIO STATION

FIGURE 1.4
Courtesy RAB.

technologists can be found in Chapter
10.) However, of the aforementioned,
perhaps the pioneer with the most sub-
stantial claim is Sarnoff. A true vision-
ary, Sarnoff allegedly conceived of the
ultimate application of Marconi's device
in a now-famous memorandum. In what
became known as the “radio music box”
memo, Sarnoff supposedly suggested
that radio receivers be mass produced
for public consumption and that music,
news, and information be broadcast to
the households that owned the appli-
ance. According to legend, at first his
proposal was all but snubbed. Sarnoff's
persistence eventually paid off, and in
1919 sets were available for general pur-
chase. Within a very few years, radio’s
popularity would exceed even Sarnoff's
estimations. Recently some scholars
have concluded that Sarnoff's memo may
have been written several years later, if at
all, as a means of securing his status in
the history of the radio medium.

A TOLL ON RADIO

Though not yet a household word in
1922, radio was surfacing as a medium
to be reckoned with. Hundreds of thou-
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sands of Americans were purchasing the
crude, battery-operated crystal sets of
the day and tuning the two frequencies
(750 and 833 kc) set aside by the
Department of Commerce for reception of
radio broadcasts. The majority of stations
in the early 1920s were owned by receiver
manufacturers and department stores
that sold the apparatus. Newspapers and
colleges owned nearly as many. Radio
was not yet a commercial enterprise.
Those stations not owned by parent com-
panies often depended on public dona-
tions and grants. These outlets found it
no small task to continue operating.
Interestingly, it was not one of these
financially pinched stations that con-
ceived of a way to generate income, but
rather AT&T-owned WEAF in New York.
The first paid announcement ever
broadcast lasted ten minutes and was
bought by Hawthorne Court, a Queens-
based real estate company. Within a
matter of weeks other businesses also
paid modest “tolls” to air messages over
WEAF. Despite AT&T's attempts to
monopolize the pay-for-broadcast con-
cept, a year later in 1923 many stations
were actively seeking sponsors to
underwrite their expenses as well as to
generate profits. Thus, the age of com-
mercial radio was launched. It is
impossible to imagine what American
broadcasting would be like today had it
remained a purely noncommercial
medium as it has in many countries.

BIRTH OF THE
NETWORKS

The same year that Pittsburgh station
KDKA began offering a schedule of
daily broadcasts, experimental net-
work operations using telephone lines
were inaugurated. As early as 1922,
stations were forming chains, thereby
enabling programs to be broadcast
simultaneously to several different
areas. Sports events were among the
first programs to be broadcast in net-
work fashion. Stations WJZ (later
WABC) in New York and WQGY in
Schenectady linked for the airing of the
1922 World Series, and early in 1923
WEAF in New York and WNAC in
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Boston transmitted a football game
emanating from Chicago. Later the
same year, President Coolidge’s mes-
sage to Congress was aired over six
stations. Chain broadcasting, a term
used to describe the earliest network-
ing efforts, was off and running.

The first major broadcast network
was established in 1926 by the Radio
Corporation of America (RCA) and was
named the National Broadcasting
Company (NBC). The network consisted
of two dozen stations—several of which
it had acquired from AT&T, which was
encouraged by the government to divest
itself of its broadcast holdings. Among
the outlets RCA purchased was WEAF,
which became its flagship station.
Rather than form one exclusive radio
combine, RCA chose to operate sepa-
rate Red and Blue networks. The for-
mer comprised the bulk of NBC's
stations, whereas the Blue network
remained relatively small, with fewer
than half a dozen outlets. Under the
NBC banner, both networks would
grow, the Blue network remaining the
more modest of the two.

Less than two years after NBC was in
operation, the Columbia Broadcasting
System (CBS, initially Columbia Phono-
graph Broadcasting System) began its
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network service with sixteen stations.
William S. Paley, who had served as
advertising manager of his family’s cigar
company (Congress Cigar), formed the
network in 1928 and would remain its
chief executive into the 1980s.

A third network emerged in 1934.
The Mutual Broadcasting System went
into business with affiliates in only four
cities—New York, Chicago, Detroit, and
Cincinnati. Unlike NBC and CBS,
Mutual did not own any stations. Its
primary function was that of program
supplier. In 1941, Mutual led its com-
petitors with 160 affiliates.
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FIGURE 1.5
David Sarnoff, the
man who helped
put radio into the
home. Courtesy
RCA.

FIGURE 1.6
Radio fans circa
1921. Courtesy
Westinghouse
Electric.
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Although NBC initially benefited from
the government's fear of a potential
monopoly of communication services
by AT&T, it also was forced to divest
itself of a part of its holdings because
of similar ‘apprehensions. When the
Federal \Communications Commission
(FCC) implemented more stringent
chain broadcasting rules in the early
1940s, which prohibited one organiza-
tion from operating two separate and
distinct networks, RCA sold its Blue
network, retaining the more lucrative
Red network.

The FCC authorized the sale of the
Blue network to Edward J. Noble in
1943. Noble, who had amassed a for-
tune as owner of the Lifesaver Candy
Company, established the American
Broadcasting Company (ABC) in
1945. In the years to come, ABC
would eventually become the largest
and most successful of all the radio
networks.

By the end of World War II, the net-
works accounted for 90 percent of the
radio audience and were the greatest
source of individual station revenue.
Today most of the major networks are
under the auspices of megacorpora-
tions. In 1995, Disney purchased Cap
Cities/ABC and Westinghouse bought
CBS. A few years earlier, GE reclaimed
NBC.

CONFLICT IN THE AIR

The five years that followed radio’s
inception saw phenomenal growth.
Millions of receivers adorned living
rooms throughout the country, and
over seven hundred stations were
transmitting signals. A lack of sufficient
regulations and an inadequate broad-
cast band contributed to a situation
that bordered on catastrophic for the
fledgling medium. Radio reception suf-
fered greatly as the result of too many
stations broadcasting, almost at will,
on the same frequencies. Interference
was widespread. Frustration increased
among both the listening public and
the broadcasters, who feared the stran-
gulation of their industry.

Concerned about the situation, partic-
ipants of the National Radio Conferences
(1923-1925) appealed to the secretary of
commerce to impose limitations on sta-
tion operating hours and power. The
bedlam continued, since the head of
the Commerce Department lacked the
necessary power to implement effective
changes. However, in 1926, President
Coolidge urged Congress to address the
issue. This resulted in the Radio Act
of 1927 and the formation of the Fed-
eral Radio Commission (FRC). The five-
member commission was given authority
to issue station licenses, allocate fre-
quency bands to various services, assign
frequencies to individual stations, and
dictate station power and hours of oper-
ation.

Within months of its inception, the
FRC established the Standard Broad-
cast band (500-1500 kc) and pulled the
plug on 150 of the existing 732 radio
outlets. In less than a year, the medium
that had been on the threshold of ruin
was thriving. The listening public
responded to the clearer reception and
the increasing schedule of entertain-
ment programming by purchasing mil-
lions of receivers. More people were
tuned to their radio music boxes than
ever before.

RADIO PROSPERS
DURING THE
DEPRESSION

The most popular radio show in his-
tory, “Amos 'n’ Andy,” made its debut
on NBC in 1929, the same year that the
stock market took its traumatic plunge.
The show attempted to lessen the
despair brought on by the ensuing
Depression by addressing it with light-
hearted humor. As the Depression
deepened, the stars of “Amos 'n’ Andy,”
Freeman Gosden and Charles Correll,
sought to assist in the president’s
recovery plan by helping to restore con-
fidence in the nation’s banking system
through a series of recurring references
and skits. When the “Amos 'n’ Andy”
show aired, most of the country
stopped what it was doing and tuned
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in. Theater owners complained that on
the evening the show was broadcast,
ticket sales were down dramatically.

As businesses failed, radio flour-
ished. The abundance of escapist fare
that the medium offered, along with the
important fact that it was provided free
to the listener, enhanced radio’s hold
on the public.

Not one to overlook an opportunity
to give his program for economic recu-
peration a further boost, President
Franklin D. Roosevelt launched a series
of broadcasts on March 12, 1933,
which became known as the “fireside
chats.” Although the president had
never received formal broadcast train-
ing, he was completely at home in front
of the microphone. The audience per-
ceived a man of sincerity, intelligence,
and determination. His sensitive and
astute use of the medium went a long
way toward helping in the effort to
restore the economy.

In the same year that Roosevelt took
to the airwaves to reach the American
people, he set the wheels in motion to
create an independent government
agency whose sole function would be to
regulate all electronic forms of commu-
nication, including both broadcast and
wire. To that end, the Communications
Act of 1934 resulted in the establish-
ment of the Federal Communications
Commission.

As the Depression’s grip on the
nation weakened in the late 1930s,
another crisis of awesome proportions
loomed—World War II. Once again
radio would prove an invaluable tool for
the national good. Just as the medium
completed its second decade of exis-
tence, it found itself enlisting in the
battle against global tyranny. By 1939,
as the great firestorm was nearing
American shores, 1,465 stations were
authorized to broadcast.

RADIO DURING WORLD
WAR II

Before either FM or television had a
chance to get off the ground, the FCC saw
fit to impose a wartime freeze on the con-
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struction of new broadcast outlets. All
materials and manpower were directed at
defeating the enemy. Meanwhile, existing
AM stations prospered and enjoyed
increased stature. Americans turned to
their receivers for the latest information
on the war’s progress. Radio took the
concerned listener to the battle fronts
with dramatic and timely reports from
war correspondents, such as Edward R.
Murrow and Eric Sevareid, in Europe
and the South Pacific. The immediacy of
the news and the gripping reality of the
sounds of battle brought the war into
stateside homes. This was the war that
touched all Americans. Nearly everyone
had a relative or knew someone involved
in the effort to preserve the American way
of life.
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FIGURE 1.7
Radio trade paper
in 1923 serving a
growing industry.
Courtesy
Westinghouse
Electric.

FIGURE 1.8

In the 1930s, radio
offered an
impressive
schedule of
programs for
children.
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FIGURE 1.9

Today many of
these pre-World
War II catalin table
model receivers,
which originally
cost under $20, sell
for thousands of
dollars as
collector’s items.

Programs that centered on concerns
related to the war were plentiful. Under
the auspices of the Defense Communi-
cations Board, radio set out to do its
part to quash aggression and tyranny.
No program of the day failed to address
issues confronting the country. In fact,
many programs were expressly propa-
gandistic in their attempts to shape
and influence listeners’ attitudes in
favor of the Allied position.

Programs with war themes were pop-
ular with sponsors who wanted to pro-
ject a patriotic image, and most did.
Popular commentator Walter Winchell,
who was sponsored by Jergen’s Lotion,
closed his programs with a statement
that illustrates the prevailing sentiment
of the period: “With lotions of love, I
remain your New York correspondent
Walter Winchell, who thinks every
American has at least one thing to be
thankful for on Tuesday next. Thankful
that we still salute a flag and not a
shirt.”

Although no new radio stations were
constructed between 1941 and 1945,
the industry saw profits double and the
listening audience swell. By war’s end,
95 percent of homes had at least one
radio.

TELEVISION APPEARS

The freeze that prevented the full devel-
opment and marketing of television was
lifted within months of the war's end.
Few radio broadcasters anticipated the
dilemma that awaited them. In 1946 it
was business as usual for the medium,
which enjoyed new-found prestige as
the consequence of its valuable service
during the war. Two years later, how-
ever, television was the new celebrity on
the block, and radio was about to expe-
rience a significant decline in its popu-
larity.

While still an infant in 1950, televi-
sion succeeded in gaining the distinc-
tion of being the number one entertain-
ment medium. Not only did radio’s
audience begin to migrate to the TV
screen, but many of the medium’s
entertainers and sponsors jumped ship

as well. Profits began to decline, and
the radio networks lost their promi-
nence.

In 1952, as television’s popularity
continued to eclipse radio’s, three thou-
sand stations of the faltering medium
were authorized to operate. Several
media observers of the day predicted
that television's effect would be too dev-
astating for the older medium to over-
come. Many radio station owners
around the country sold their facilities.
Some reinvested their money in televi-
sion, while others left the field of broad-
casting entirely.

Recalling this bleak period in radio’s
history in a 1958 magazine article in
Wisdom, David Sarnoff wrote:

“In the Spring of 1949, the cry went
up that 'radio is doomed.” Some of the
prophets of doom predicted that within
three years sound broadcasting over
national networks would be wiped out,
with television taking its place.

“I did not join that gloomy forecast in
'49, nor do I now. Years have passed,
and radio broadcasting is still with us
and rendering nationwide service. It
plays too vital a role in the life of this
nation to be canceled out by another
medium. I have witnessed too many
cycles of advance and adaptation to
believe that a service so intimately inte-
grated with American life can become
extinct.

“We would be closing our eyes to real-
ity, however, if we failed to recognize
that radio has been undergoing funda-
mental changes. To make the most of
its great potentials, it must now be
operated and used in ways which take
cognizance of the fact that it is no
longer the only broadcast medium. A
process of adjustment is necessary,
and it is taking place.”

A NEW DIRECTION

A technological breakthrough by Bell
Laboratory sclentists in 1948 resulted
in the creation of the transistor. This
innovation provided radio manufactur-
ers the chance to produce miniature
portable receivers. The new transistors,

www americanradiohistorv com


www.americanradiohistory.com

as they were popularly called, enhanced
radio’s mobility. Yet the medium contin-
ued to flounder throughout the early
1950s as it attempted to formulate a
strategy that would offset the effects of
television. Many radio programmers felt
that the only way to hold onto their
dwindling audience was to offer the
same material, almost program for pro-
gram, aired by television. Ironically,
television had appropriated its pro-
gramming approach from radio, which
no longer found the system viable.

By 1955, radio revenues reached an
unimpressive 90 million dollars, and it
was apparent to all that the medium
had to devise another way to attract a
more formidable following. Prerecorded
music became a mainstay for many sta-
tions that had dropped their network
affiliations in the face of decreased pro-
gram schedules. Gradually, music
became the primary product of radio
stations and the disc jockey (deejay,
jock) their new star.

RADIO ROCKS AND
ROARS

The mid-fifties saw the birth of the
unique cultural phenomenon known as
rock 'n’ roll, a term invented by deejay
Alan Freed to describe a new form of
music derived from rhythm and blues.
The new sound took hold of the nation’s
youth and helped return radio to a
position of prominence.

In 1955, Bill Haley's recording of
“Rock Around the Clock” struck pay-
dirt and sold over a million copies,
thus ushering in a new era in contem-
porary music. The following year Elvis
Presley tunes dominated the hit
charts. Dozens of stations around the
country began to focus their playlists
on the newest music innovation. The
Top 40 radio format, which was con-
ceived about the time rock made its
debut, began to top the ratings charts.
In its original form, Top 40 appealed to
a much larger cross section of the lis-
tening public because of the diversity
of its offerings. At first artists such as
Perry Como, Les Paul and Mary Ford,
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and Doris Day were more comimon
than the rockers. Then the growing
penchant of young listeners for the
doo-wop sound figured greatly in the
narrowing of the Top 40 playlist to
mostly rock 'n’ roll records. Before long
the Top 40 station was synonymous
with rock and teens.

A few years passed before stations
employing the format generated the
kind of profits their ratings seemed to
warrant. Many advertisers initially
resisted spending money on stations
that primarily attracted kids. By 1960,
however, rock stations could no longer
be denied since they led their competi-
tors in most cities. Rock and radio
formed the perfect union.

FM'S ASCENT

Rock eventually triggered the wider
acceptance of FM, whose creator, Edwin
H. Armstrong, set out to produce a
static-free alternative to the AM band.
In 1938 he accomplished his objective,
and two years later the FCC autho-
rized FM broadcasting. However, World
War II and RCA (which had a greater
interest in the development of tele-
vision) thwarted the implementation of
Armstrong’s innovation. It was not until
1946 that FM stations were under con-
struction. Yet FM’'s launch was less
than dazzling. Television was on the
minds of most Americans, and the pre-
vailing attitude was that a new radio
band was hardly necessary.

Over 600 FM outlets were on the air
in 1950, but by the end of the decade
the number had shrunk by one hun-
dred. Throughout the 1950s and early
1960s, FM stations directed their pro-
gramming to special-interest groups.
Classical and soft music were offered
by many. This conservative, if not
somewhat highbrow, programming
helped foster an elitist image. FM
became associated with the intellectual
or, as it was sometimes referred to, the
“egghead” community. Some FM sta-
tions purposely expanded on their snob
appeal image in an attempt to set them-
selves apart from popular, mass appeal
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radio. This, however, did little to fill
their coffers.

FM remained the poor second
cousin to AM throughout the 1960s, a
decade that did, however, prove tran-
sitional for FM. Many FM licenses were
held by AM station operators who
sensed that someday the new medium
might take off. An equal number of
FM licensees used the unprofitable
medium for tax write-off purposes.
Although many AM broadcasters pos-
sessed FM frequencies, they often did
little when it came to programming
them. Most chose to simulcast their
AM broadcasts. It was more cost effec-
tive during a period when FM drew
less than 10 percent of the listening
audience.

In 1961 the FCC authorized stereo
broadcasting on FM. This would prove
to be a benchmark in the evolution of
the medium. Gradually more and more
recording companies were pressing
stereo disks. The classical music buff
was initially considered the best
prospect for the new product. Since
fidelity was of prime concern to the
classical music devotee, FM stations
that could afford to go stereo did so.
The “easy listening” stations soon fol-
lowed suit.

Another benchmark in the develop-
ment of FM occurred in 1965 when the
FCC passed legislation requiring that
FM broadcasters in cities whose popu-
lations exceeded one hundred thou-
sand break simulcast with their AM
counterparts for at least 50 percent of
their broadcast day. The commission
felt that simply duplicating an AM sig-
nal did not constitute efficient use of an
FM frequency. The FCC also thought
that the move would help foster growth
in the medium, which eventually
proved to be the case.

The first format to attract sizable
audiences to FM was Beautiful Music,
a creation of program innovator Gor-
don McLendon. The execution of the
format made it particularly adaptable
to automation systems, which many
AM/FM combo operations resorted to
when the word came down from
Washington that simulcast days were
over. Automation kept staff size and

production expenses to a minimum.
Many stations assigned FM operation
to their engineers, who kept the system
fed with reels of music tapes and car-
tridges containing commercial mater-
ial. Initially, the idea was to keep the
FM as a form of garnishment for the
more lucrative AM operation. In other
words, at combo stations the FM was
thrown in as a perk to attract advertis-
ers—two stations for the price of one.
To the surprise of more than a few sta-
tion managers, the FM side began to
attract impressive numbers. The more-
music, less-talk (meaning fewer com-
mercials) stereo operations made
money. By the late 1960s, FM claimed a
quarter of the radio listening audience,
a 120 percent increase in less than five
years.

Contributing to this unprecedented
rise in popularity was the experimental
Progressive format, which sought to
provide listeners with an alternative to
the frenetic, highly commercial AM
sound. Rather than focus on the best-
selling songs of the moment, as was the
tendency on AM, these stations were
more interested in giving airtime to
album cuts that normally never
touched the felt of studio turntables.
The Progressive or album rock format
slowly chipped away at Top 40s ratings
numbers and eventually earned itself
part of the radio audience.

The first major market station to
choose a daring path away from the
tried and true chart hit format was
WOR-FM in New York. On July 30,
1966, the station broke from its AM
side and embarked upon a new age in
contemporary music programming.
Other stations around the country were
not long in following their lead.

The FM transformation was to break
into full stride in the early and mid-
1970s. Stereo component systems
were a hot consumer item and the pre-
ferred way to listen to music, includ-
ing rock. However, the notion of Top
40 on FM was still alien to most. FM
listeners had long regarded their
medium as the alternative to the pulp
and punch presentation typical of the
Standard Broadcast band. The idea of
contemporary hit stations on FM
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offended the sensibilities of a portion
of the listening public. Nonetheless,
Top 40 began to make its debut on FM
and for many license holders it
marked the first time they enjoyed siz-
able profits. By the end of the decade,
FM'’s profits would triple, as would its
share of the audience. After three
decades of living in the shadow of AM,
FM achieved parity in 1979 when it
equaled AM’s listenership. The follow-
ing year it moved ahead. In the late
1980s, studies demonstrated that FM
now attracts as much as 85 percent of
the radio audience.

With 400 more commercial AM sta-
tions (4,985) than FM stations (4,570),
and only a quarter of the audience, the
older medium is now faced with a
unique challenge that could determine
its very survival. In an attempt to retain
a share of the audience, many AM sta-
tions have dropped music in favor of
news and talk. WABC-AM's shift from
Musicradio to Talkradio in 1982 clearly
illustrated the metamorphosis that AM
was undergoing. WABC had long been
the nation’s foremost leader in the pop-
rock music format.

In a further effort to avert the FM
sweep, hundreds of AM stations have
gone stereo and many more plan to do
the same. AM broadcasters are hoping
this will give them the competitive edge
they urgently need. Music may return
to the AM side, bringing along with it
some unique format approaches. A
number of radio consultants believe
that the real programming innovations
in the next few years will occur at AM
stations. “Necessity is the mother of
invention,” says Dick Ellis, program-
ming consultant and former radio for-
mat specialist for Peters Productions in
San Diego, California. “Expect some
very exciting and interesting things to
happen on AM.”

AM STEREO

Hoping to help AM radio out of its dol-
drums, in the early 1980s the FCC
authorized stereocasting on the senior
band. However, the Commission failed
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to declare a technical standard, leaving
it to the marketplace to do so. This
resulted in a very sluggish conversion
to the two channel system, and by the
1990s only a few hundred AM outlets
offered stereo broadcasting. Those that
did were typically the more prosperous
metro market stations that ultimately
featured talk and information formats.

Eventually, the FCC declared Motorola
the industry standard bearer, but by the
mid-1990s the hope that stereo would
provide a cure for AM’s deepening
malaise had dimmed considerably. By
this time, many AM outlets, which may
have benefitted by having a stereo sig-
nal, were in a weaker financial state and
unable to convert or were less than
enthusiastic about any potential pay-
back.

NONCOMMERCIAL
RADIO

Over 1500 stations operate without
direct advertiser support. Noncommer-
cial stations, as they are called, date
back to the medium’'s heyday, and were
primarily run by colleges and universi-
ties. The first “noncoms™ broadcast on
the AM band but moved to the FM side
in 1938. After World War II the FCC
reconstituted the FM band and reserved
the first twenty channels (88 to 92 MHz)
for noncommercial facilities. Initially
this gave rise to low-power (10 watt) sta-
tions known as Class D’s. The lower
cost of such operations was a prime
motivator for schools that wanted to
become involved with broadcasting.

In 1967 the Corporation for Public
Broadcasting (CPB) was established as
the result of the Public Broadcasting
Act. Within three years National Public
Radio (NPR) was formed. Today over
400 stations are members of NPR,
which provides programming. Many
NPR affiliates are licensed to colleges
and universities, while a substantial
number are owned by nonprofit organi-
zations.

Member stations are the primary
source of funding for NPR. They con-
tribute 60 percent of its operating bud-
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FIGURE 1.10

NPR News reaches
millions of listeners
daily and is
regarded by many
as the medium's
foremost news
service. Courtesy
National Public
Radio and Corey
Flintoff. Photo
credit: Shannon
Henry.

FIGURE 1.11

A Public Radio
International
promotional piece.
Courtesy PRI

get. Affiliates in turn are supported by
listeners, by community businesses,
and by grants from the CPB.

NPR claims that over 12 million
Americans tune in to their member sta-
tions. Their literature states “NPR’s
news and performance programming
attracts an audience distinguished by
its level of education, professionalism,
and community involvement. [Programs
such as “All Things Considered” and
“Morning Edition” have become the
industry’s premier news and informa-
tion features, achieving both popular

GE@”

PRI Public Radio International”

ublic Radio International
(PRI} is the source of more

public radio prog

In addition to acquiring

finished p

The network emphasizea

g in three

ion-based

from and

than any otlier distributor
in the United States.
Founded in 1983 as
American Public Radio,
PRI is steadily moving
forward with its second
decade goal 1o “provide
expanded global perspec-
tives on world news,
current events, and culture

to public radio audiences.”

Keep us in mind

and on file.
We look forward

to talking with

YOU.

Thia recyoled paper is mede from SO% wesla peper ond containy

10% postoneumer weste.

independent producers
around the globe, PRI
sctively shapes and devel-

prog
general areas:

* News and inforination
* Classical music

» Comedy/Variety and

ops new progi and
program formats. PRI also
seeks to expand the reach,
impact, and relevaucy of

public radio for audiences

who liave not traditionally

heen public radio listeners.

Public Radio International

porary 1nusic

PRI also distributes an

average of four special

programs per month.

‘@

PRI Public Radio Infernational”

100 North Sixth Street, Suite 900A

Minncapolis, Minnesota 55403

Telephone: 612,338.5000
Facsimile: 612.330.9222

and critical acclaim.] Research shows
NPR listeners are consumers of infor-
mation from many sources and are
more likely than average Americans to
buy books. They are motivated citizens
involved in public activities, such as
voting and fund raising. They address
public meetings, write letters to editors,
and lead business and civic groups.”

Public Radio International (formerly
American Public Radio) debuted in
1983 and operated much like NPR. It
provided listeners with additional non-
commercial options, airing popular pro-
grams like Garrison Keillor's “A Prairie
Home Companion” and many others.

Noncommercial stations can be
divided into at least three categories:
public, college (noncommercial educa-
tional), and community. A fourth cate-
gory, noncommercial religious stations,
has emerged during the last couple of
decades.

Many public radio stations, especially
those affiliated with NPR, choose to air
classical music around the clock, while
others opt to set aside only a portion of
their broadcast day for classical pro-
gramming.

According to the Intercollegiate
Broadcasting System (IBS), more than
eight hundred schools and colleges
hold noncommercial licenses. The
majority of these stations operate at
lower power, some with as little as 10
watts. Since the late 1970s, a large per-
centage of college stations have
upgraded from Class D to Class A sta-
tions and now radiate hundreds of
watts or more. Most college stations
serve as training grounds for future
broadcasters while providing alterna-
tive programming for their listeners.

Community noncoms are usually
licensed to civic groups, foundations,
school boards, and religious associa-
tions. Although the majority of these
stations broadcast at low power, they
manage to satisfy the programming
desires of thousands of listeners.

Only in rare instances do noncoms
pose a ratings threat to commercial
stations, and then it is usually in the
area of classical music programming.
Consequently, commercial and non-
commercial radio stations manage a
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William
Siemering

On Public Radio

Although the distance between
commercial and public radio has
narrowed in recent years they remain
notably different. Since the largest single
source of income for public radio stations
is listener contributions, the programming
is listener driven and the program
directors read the Arbitron ratings just
as their commercial colleagues do.
However, their programming must be
significantly different in content and
quality from commercial programs to
elicit free-will contributions. (In many
European countries, public service
broadcasting is supported by a tax on
receivers, not voluntary contributions.)
Commercial stations, while often
involved in community service, have
one goal: make a profit. Public stations
have a mission to serve unmet cultural,

information, and community needs.

The most listened-to programs on
public radio are news and information
programs: “Morning Edition,” “All
Things Considered,” and “Fresh Air.”
These are characterized by both the
thoroughness of their coverage and
breadth of subjects. They regard news of
the arts/popular culture to be as
important to understanding the world as
news of politicians. No commercial
network comes close to replicating these
programs. Local stations frequently
sponsor town meetings on important
public affairs issues or sponsor concerts
in the community to strengthen their
local links. Local stations may broadcast
jazz, Triple A (Adult Alternative Album),
blue grass, acoustic, classical music, or
an array of talk programs. Some stations
are directed to specific audiences such
as Hispanic or Indian.

Public radio listeners tend to be
educated and to include decision makers
and influentials in their communities so
their influence is great. Eight out of ten
newspaper editors rely on it as an
important source of information as do
network television producers and
anchors. Publisher’s Weekly said public
radio is the single most important
medium for the book business.

FIGURE 1.12

In addition to support from listeners,
public radio also receives corporate and
business underwriting, and grants from
foundations and the Corporation for
Public Broadcasting, which was created
in 1967 to distribute federal funds and
protect stations against political
pressure on programming. Managing a
public radio station is, therefore, more
complex because its funding is so
diverse. At the same time it must protect
the independence of the programming
from funder influence.

Recently, some politicians have
questioned continued federal funding
for public broadcasting and various
alternative systems of this support are
being explored.

fairly peaceful and congenial coexis-
tence. (See “Suggested Further Read-
ings” for additional information on
noncommercial radio.)

PROLIFERATION AND
FRAG-OUT

Specialization, or narrowcasting as it
has come to be called, salvaged the
medium in the early 1950s. Before that
time, radio bore little resemblance to its
sound during the age of television. It was
the video medium that copied radio’s
approach to programming during its
golden age. Sightradio, as television was
sometimes ironically called, drew from
the older electronic medium its pro-
gramming schematic and left radio hov-

ering on the edge of the abyss. Gradually
radio station managers realized they
could not combat the dire effects of tele-
vision by programming in a like manner.
To survive they had to change. To attract
listeners they had to offer a different type
of service. The majority of stations went
to spinning records and presenting short
newscasts. Sports and weather forecasts
became an industry staple.

Initially, most outlets aired broad-
appeal music. Specialized forms, such
as jazz, rhythm and blues, and country,
were left off most playlists, except in cer-
tain regions of the country. Eventually
these all-things-to-all-people stations
were challenged by what is considered
to be the first popular attempt at format
specialization. As legend now has it,
radio programmer Todd Storz and his
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assistant Bill Steward of KOWH-AM in
Omaha, Nebraska, decided to limit their
station’s playlist to only those records
that currently enjoyed high sales. The
idea for the scheme struck them at a
local tavern as they observed people
spending money to play mostly the same
few songs on the jukebox. Their pro-
gramming concept became known as
“Top 40.” Within months of executing
their new format, KOWH topped the rat-
ings. Word of their success spread,
inspiring other stations around the
nation to take the pop record approach.
They too found success.

By the early 1960s other formats had
evolved, including Beautiful Music,
which was introduced over San
Francisco station KABL, and All-News,
which first aired over XETRA located in
Tijuana, Mexico. Both formats were the
progeny of Gordon McLendon and were
successfully copied across the country.

The diversity of musical styles that
evolved in the mid-1960s, with the help
of such disparate performers as the
Beatles and Glen Campbell, gave rise to
myriad format variations. While some
stations focused on 1950s rock 'n’ roll
(“blasts from the past,” “oldies but
goodies”), others stuck to current hits
and still others chose to play more
obscure rock album cuts. The 1960s
saw the advent of the radio formats of
Soft Rock and Acid and Psychedelic
hard rock. Meanwhile, Country, whose
popularity had been confined mostly to
areas of the South and Midwest, experi-
enced a sudden growth in its accep-
tance through the crossover appeal of
artists such as Johnny Hartford,
Bobbie Gentry, Bobby Goldsboro,
Johnny Cash, and, in particular, Glen
Campbell, whose sophisticated coun-
try-flavor songs topped both the Top 40
and Country charts.

As types of music continued to become
more diffused in the 1970s, a host of new
formats came into use. The listening
audience became more and more frag-
mented. Frag-out, a term coined by radio
consultant Kent Burkhart, posed an
ever-increasing challenge to program
directors whose job it was to attract a
large enough piece of the radio audience
to keep their stations profitable.

The late 1970s and early 1980s saw
the rise and decline of the Disco format,
which eventually evolved into Urban
Contemporary, and a wave of interest in
synthesizer-based electropop. Formats
such as Soft Rock faded from the scene
only to be replaced by a narrower form of
Top 40 called Contemporary Hit. New
formats continue to surface with almost
predictable regularity. Among the most
recent batch are All-Comedy, Children’s
Radio, All-Sports, Eclectic-Oriented
Rock, All-Weather, New Age, All-
Motivation, All-Business, and All-
Beatles.

Although specialization saved the
industry from an untimely end over
three decades ago, the proliferation in
the number of radio stations (which
nearly quadrupled since 1950) compet-
ing for the same audience has brought
about the age of hyperspecialization.
Today there are more than one hundred
format variations in the radio market-
place, as compared to a handful when
radio stations first acknowledged the
necessity of programming to a prese-
lected segment of the audience as the
only means to remain in business. (For
a more detailed discussion on radio for-
mats, see Chapter 3.)

PROFITS IN THE AIR

Although radio has been unable to
regain the share of the national advertis-
ing dollar it attracted before the arrival of
television, it does earn far more today
than it did during its so-called heyday.
About 7 percent of all money spent on
advertising goes to radio. This computes
to billions of dollars.

Despite the enormous gains since
WEAF introduced the concept of broad-
cast advertising, radio cannot be
regarded as a get-rich-quick scheme.
Many stations walk a thin line between
profit and loss. While some major mar-
ket radio stations demand and receive
over a thousand dollars for a one-minute
commercial, an equal number sell time
for the proverbial “dollar a holler.”

While the medium’s earnings have
maintained a progressive growth pat-
tern, it also has experienced periods of
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recession. These financial slumps or dry
periods have almost all occurred since
1950. Initially television’s effect on
radio’s revenues was devastating. The
medium began to recoup its losses when
it shifted from its reliance on the net-
works and national advertisers to local
businesses. Today 70 percent of radio’s
revenues come from local spot sales as
compared to half that figure in 1948.

By targeting specific audience demo-
graphics, the industry remained sol-
vent. In the 1980s, a typical radio
station earned fifty thousand dollars
annually in profits. As the medium
regained its footing after the staggering
blow administered it by television, it
experienced both peaks and valleys
financially. In 1961, for example, the
FCC reported that more radio stations
recorded losses than in any previous
period since it began keeping records of
such things. Two years later, however,
the industry happily recorded its great-
est profits ever. In 1963 the medium’s
revenues exceeded 636 million dollars.
In the next few years earnings would be
up 60 percent, surpassing the 1.5 bil-
lion mark, and would leap another 150
percent between 1970 and 1980. FM
profits have tripled since 1970 and
have significantly contributed to the
overall industry figures.

The segment of the industry that has
found it most difficult to stay in the
black is the AM daytimer. These radio
stations are required by the FCC to
cease broadcasting around sunset so
as not to interfere with other AM sta-
tions. Of the twenty-three hundred
daytimers in operation, nearly a third
have reported losses at one time or
another over the past decade. The
unique problem facing daytime-only
broadcasters has been further aggra-
vated by FM's dramatic surge in popu-
larity. The nature of their license gives
daytimers subordinate status to full-
time AM operations, which have found
competing no easy trick, especially in
the light of FM's success. Because of
the lowly status of the daytimer in a
marketplace that has become increas-
ingly thick with rivals, it is extremely
difficult for these stations to prosper,
although some do very well. Many day-
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Acid Rock Jazz

Adult Contemporary Lite
Album-Oriented Rock MAC

Arena Rock Mellow Rock
Beautiful Music Middle-of-the-Road
Big Band Mix

Black Modern Rock
Bluegrass Motown
Bubble Gum News
Children's News/Tatk
Classical New Wave
Classic Hits Nostalgia
Classic Rock Oldies

Contemporary Country Pop

Contemporary Hits Progressive
Country and Western Punk Rock
Chicken Rock Religious

Dance Rhythm and Blues
Disco Soft Rock

Easy Listening Southem Rock
Eclectic Standards

English Rock Talk

Ethnic Top 40

Folk Rock Urban Contemporary
Free Form Urban Country

timers have opted for specialized forms
of programming to attract advertisers.
For example, religious and ethnic for-
mats have proven successful.

At this writing a number of proposals
to enhance the status of AM stations
are being considered by the FCC. One
such proposal suggests that the inter-
ference problem can be reduced if cer-

THE AM RENAISSANCE

The '90s decade is the decade of
change in the radio industry,

As the “underdog” AM mdio s in a
unique position to increase its strength in
the marketplace.

AM offers more flexibility and room
for niche-programming to expand radio’s
audience base.

The growth in the News/Tall;, Adult
Standards, Spanish and Religious formats
documents AM's elasticity

Innowation is the watchword of AM
programming, New on the format
scene and “enjoving varying amounts
of success,” according to an Interep Radio
Store report, are Sports Radio and
Children's programming.

FIGURE 1.13

Some popular radio
program formats
from 1960 to the
present. New
formats are
constantly evolving.

FIGURE 1.14
Courtesy NAB.
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tain stations shift frequencies to the
extended portion (1605-1705 KHz) of
the AM band. The FCC’'s Docket 87-
267, issued in the latter part of 1991,
cited the preceding as a primary step in
the improvement of the AM situation. It
inspired many skeptics who regard it as
nothing more than a Band-Aid™. Other
elements of the plan include tax incen-
tives for AM broadcasters who pull the
plug on their ailing operations and mul-
tiple AM station ownership in the same
market.

As a consequence of the formidable
obstacles facing the AM daytime opera-
tion, many have been put up for sale,
and asking prices have been alarmingly
low.

Meanwhile, the price for FM stations
has skyrocketed since 1970. Many full-
time metro market AMs have sold for
multimillions, for the simple reason
that they continue to appear in the top
of their respective ratings surveys.

In general, individual station profits
have not kept pace with profits indus-
try-wide due to the rapid growth in the
number of outlets over the past two
decades. To say the least, competition
is keen and in many markets downright
fierce. It is common for thirty or more
radio stations to vie for the same adver-
tising dollars in large cities, and the
introduction of other media in recent
years, such as cable, intensifies the
skirmish over sponsors.

ECONOMICS AND
SURVIVAL

Following the general financial euphoria
and binge-buying of the 1980s, the early
1990s experienced a considerable eco-
nomic downturn, which had a jarring
impact on the radio industry. Had the
medium become a “top-down” industry,
to use the vernacular of the day?
Nineteen ninety-one is considered by
many to be one of the worst years ever.
“As a result of the proliferation of sta-
tions, the excessively high prices paid
for them during the deregulatory buy-
ing and selling binge of the late 1980s,
and the recession, more than half of the

stations in the country ran in the red,”
observed Rick Sklar of Sklar
Communications. (Mr. Sklar passed
away shortly after this interview.)

Producer Ty Ford agreed with Sklar,
adding “The price fallout of the late
1980s and early 1990s was due in great
part to the collapse of the property-
value spiral that was started by deregu-
lation and the negative effect that
investors had on the broadcasting busi-
ness. This resulted in depressed or
reduced salaries and an inability to
make equipment updates due to the
need to pay off highly leveraged station
loans.”

According to leading radio consultant
Kent Burkhart, “The recession in the
first third of the 1990s crippled financ-
ing of radio properties. The banks were
under highly leveraged transaction
(HLTs) rules regarding radio loans; thus
the value of stations dropped by one-
third to one-half. The recession created
advertising havoc too. Instead of five-
deep buys, we were looking for one
through three deep. Emotional sales
pitches were rejected. Stations stream-
lined costs due to the economic slump.
Air shifts were expanded and promo-
tion budgets slashed. The top ten to fif-
teen markets did reasonably well in the
revenue column, but those markets
outside of the top majors went search-
ing for new ad dollars, which were diffi-
cult to find.”

The total value of radio station sales
declined 65 percent in a six-month
period between 1990 and 1991, and
radio revenues dropped 4 percent dur-
ing the same period, according to sta-
tistics in Broadcasting magazine
(September 9, 1991). All of this took
place during a time when operating
expenses rose. These were troubling
figures when compared to the salad
days of 1988 when $5.8 billion was
paid for 955 radio stations.

Cash flow problems were the order of
the day, and this resulted (as Ty Ford
pointed out) in significant budgetary
cuts. This was made very evident by a
report in the December 1991 issue of
Broadcast Engineering magazine that
stated, “All radio budgets show a
decrease.” The survey showed that
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budgets for equipment purchases were
being delayed and that “planned spend-
ing for most areas is somewhat below
last year's.”

In order to counter the sharp reversal
of fortunes, many broadcasters formed
local marketing (also called manage-
ment) agreements (LMAs), whereby one
radio station leases time and/or facili-
ties from another area station. The
buzz-term in the early 1990s became
LMAs.

LMAs allowed radio stations to enter
into economically advantageous, joint
operating ventures, stated the editors
of Radio World. They believe that LMAs
should remain the province of the local
marketplace and not be regulated by
the federal government. The publica-
tion asserted that LMAs provide broad-
casters a means of functioning during
tough economic times and in a fero-
ciously competitive marketplace.

Those who opposed LMAs feared that
diversity would be lost as stations com-
bined resources (signals, staffs, and
facilities). A few years later, the relax-
ation of the duopoly rules would raise
similar concerns. Proponents argued
that this was highly improbable given
the vast number of frequencies that
light up the dial. In other words, there
is safety in numbers, and the public
will continue to be served.

However, Pat McNally, general man-
ager of KITS-FM, warned, “In the long
run LMAs and consolidation may cause
a loss of available jobs in our business
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and help to continue the erosion of cre-
ative salesmanship and conceptual
selling. Radio station sales staffs will
become like small rep firms.”

Century 21 Programming’s Dave
Scott observes that LMAs have inspired
some interesting arrangements. “Some
of the novel partnerships include a sub-
urban station north of Atlanta that
bought a suburban station south of
Atlanta and created one studio to feed
them both. A similar situation occurred
in San Francisco/San Jose, and I
believe they're on the same frequency
(or maybe a notch apart). Around Los
Angeles, someone got two or three sta-
tions on the same frequency. Necessity
is the mother of invention, they say.”

While many industry people were
guardedly hopeful about the future of
radio, many saw change as inevitable.
“Major adjustments are being made as
the consequence of the recent mini-
crash. In the future, we will depend on
fewer nonrevenue producers at stations.
We'll see less people per facility. The belt
will be tightened for good,” notes Bill
Campbell, vice president and general
manager of WSNE-FM in Providence,
Rhode Island.

Rick Sklar accurately predicted that
satellite-supplied stations will have a
role in this. “To save money and stay in
business, large numbers of stations are
going satellite and others are turning to
suppliers of twenty-four-hour formats
for their programming because of the
economic environment. (See Chapter

mall [radio] stations—the bulk of the industry—are

in profound financial distress."

That's the first line and bottom line of an internal
FCC report on the state of the radio business distribut-
ed to Chairman Alfred Sikes and other commissioners
last week.

“Radio today is a world of large haves and littie
have-nots,” the report says. “Industry revenue and
profits are overwhelmingly concentrated in the smali
number of large radio stations, while most small sta-
tions struggle to remain solvent.”

One indicator of the "distress’: by the FCC's count,
287 radio stations have gone dark, 53% in just the last
12 months.

Not surprisingly, the findings undergird pending pro-
posals to relax the radio ownership rules, which pro-
hibit a company from owning more than one AM or FM
in a market and from owning more than 12 AM's and

FCC SAYS RADIO IS IN ‘PROFOUND FINANCIAL DISTRESS’

12 FM's. (A minority-controlled company may own up
to 14 stations of each type.) The FCC may vote on the
ownership proposal in March or April.

"The potential economies from consolidation wouid
materially improve industry profitability,” the report
says. "If a conservative 10% of general and adminis-
trative costs could be eliminated, for example, the
savings would raise industry profitability by 30%," the
report continues. "Alternatively, these savings could
immediately boost flat per-station programing outlays
by 5% and still raise industry profits by 15%," the
report says.

The top-50 large-market stations, just one-half of
1% of the some 10,000 stations now on the air, ac-
count for 11% of industry revenue and 50% of industry
profit in 1990, the report says. Yet stations with less
than $1 million in annual revenues—75% of all sta-
tions—on average, lost money in 1990, it says. -wu
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In the early 1990s
stories like this
revealed the
downside of one of
radio’s most
turbulent years.
Courtesy
Broadcasting.
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11 for more on syndicated program-
ming.)

Fred Jacobs, president of Jacob's
Media, assessed the state of the Fifth
Estate. “In the first third of the 1990s,
everything seems to be converging, and
radio’s future is up in the air. Many
operators are in debt and are feeling the
pressures of a long economic recession.
Similarly, the FCC is not providing reg-
ulatory focus. There’s no consensus
about the legality of LMAs, multiple
station ownership in the same market,
and so on. Format fragmentation has
made for a more competitive environ-
ment in most cities, including medium
markets. The available revenue pie is
now being split among more players.
Like cable television, radio has become
very niche-oriented. To make matters
even more uncertain, Digital Audio
Broadcasting (DAB) is also a murky
issue at the moment. It's coming, but
we don’t really have a fix on when and
in what form. Will it create even more
outlets? If so, where will existing broad-
casters end up and what will be the
value of their properties? Will there be
enough advertising revenue to go
around?”

Despite the medium’s shaky start in
the 1990s, B. Eric Rhoads possessed a
positive outlook. “I believe that radio is
poised for a strong future over the next
ten years. Cable is floundering in its
local sales efforts, and TV is having
huge problems. Nationally the net-
works are still high-priced and have
reduced viewing. In the end, radio is
the only stable medium. It is targeted
and cost effective. This fact will keep
the industry alive for a long time. Radio
will survive and thrive.”

RAB’s senior vice president of radio,
Lynn Christian, believed that the eco-
nomic ills of radio had been overstated.
“To paraphrase Mark Twain, ‘Reports of
radio’s death have been grossly exag-
gerated.” At a recent RAB Management
gathering, the mood was pretty upbeat.
In fact, a number of broadcasters said
their profits were up. I think the reces-
sion of the early 1990s has been less
injurious to the medium than it has
been to other industries. Radio’s going
to be fine.”

CONSOLIDATION AND
DOWNSIZING

As the medium entered the middle of
the decade, it was doing more than just
fine. The headlines in the industry
trade publications revealed exactly how
well the medium had recovered: “Radio
Draws Advertisers as Economy
Strengthens” (Broadcasting, May 1994),
“Recovery” (Radio Ink, December 1993),
“Radio Revenues Hit One Billion in
May” (Radio World, August 1994),
“National Spot Revenue up 38 Percent”
(Broadcasting, May 1995).

The primary cause of this dramatic
upsurge was the relaxation of FCC
rules, foremost among them station
ownership caps and duopoly. By the
mid-1990s, individual companies could
own several stations in the same mar-
ket, and this spurred active trading and
mergers of broadcast properties. The
idea was to reduce competition and
thus overhead. The consolidation and
downsizing prompted by LMAs would
pick up steam with the elimination of
the duopoly rule, which prevented dual
station ownership in the same market.

Says Lynn Christian, “Consolida-
tion—market by market—is the word
best describing what is happening in
commercial radio in the 1990s. The
legal authority to own and operate sev-
eral radio stations in almost every mar-
ket is rapidly changing radio’s land-
scape. Radio station operators are
becoming more like local cable opera-
tors, offering a variety of formats on the
FM and AM dials.”

One alarming effect of downsizing for
aspiring broadcasters is the reduction of
available jobs. “Individual station staffs
get small as companies grow in station
holdings. A direct result of duopoly soft-
ening and the increase in ownership
limits is fewer jobs, more generalization,
and less specialization. Jacks and Jills
of all trades will be valuable. Group
presidents will be taking jobs as station
managers, especially in duopoly/multi-
ple station operations,” observes Ed
Shane, president of Shane Media.

Another concern inspired by consoli-
dation is the potential loss of program-
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ming diversity. Says Christian, “While
cost savings and profits are central to
the concept behind downsizing and
multiple ownership, the creative forces
in radio are taking a hit. In point of
fact, in the past few years no exciting
new programming ideas have been
developed.”

Despite the many concerns, business
is good and getting better in the mid-
1990s. The dollar volume of station
transactions (number of stations
changing hands) approved by the FCC
is creeping up to the astronomic levels
of the pre-1991 slump, and local rev-
enue was up 7 percent in 1995.

BUYING AND SELLING

Today brokerage firms handle the sale
of many radio stations. “It's difficult to
overlook the .importance of Wall Street
and the financial community in the
future of radio,” notes Ed Shane. Bill
Campbell, co-owner of Blue River
Communications, says the future is
now. “Wall Street is where much of the
buying and selling of radio outlets
occurs nowadays. Things have changed
to where stations are sold through
lawyers and brokerage houses more
than they are from broadcaster to
broadcaster. Those are pretty much
bygone days, and that is kind of sad.
It’s the ‘three-piece suiters’ game in the
1990s. There is little direct negotiating,
no bargaining between owners over a
drink at the corner pub. Stations are
commodities to be bought and sold by
people who .sometimes have little
apprecidation or understanding of what
radio is really all about. Of course, the
economic inertia of the first part of this
decade inspired more direct negotia-
tions (strategic alliances) between own-
ers, and I think that is good. I'm also
detecting a move to drive the MBAs out
of our business. Broadcasters who gain
general experience beyond just man-
agement are the future.”

For their services, brokers receive an
average commission of 7 to 8 percent
on sales, and in some cases they earn
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additional incentives based on the size FIGURE 1.16
of the transaction. In recent years bro- The fully
kers have been very successful in nego- computerized radio
tiating large profits for their clients. station has arrived.
Brokerage firms promote the sale of 1he idea behind it
stations through ads in industry trade ::sfﬁtgi::gaﬁgitt:t?on
magazines, direct mailings, and ap- operatiox!:s In many
pearances at broadcast conferences. cages, the |
Interested buyers are provided with all computerization
the pertinent data concerning a sta- has improved a
tion's geographical location, physical station’s product
holdings, operating parameters, pro- Wwhile reducing
gramming, and income history, as well ~€xpenses, often in
as economic, competitive, and demo- the area of
graphic information about the area Personnel
within reach of the station’s signal.
Another recent approach to the buy-
ing and selling of radio properties is the
auction method, although this means
of selling a station is perceived by some
as a kind of last-resort effort at getting
rid of profitless stations, most of which
are AM. (See Figure 1.18.)
The average price of an AM station in
the late 1980s was $450,000, with
some selling for as little as a few thou-
sand dollars, while others sold for sev-
eral million. In 1986 New York station
WMCA-AM sold for $11 million, and in
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FIGURE 1.17
AM/FM share of
listening. Courtesy
of National
Database.
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1992, WFAN-AM received a bid of $70
million, proving that AM stations can
still command enormous sums.

The average price for FM stations is
higher than it is for AM. In the early
1990s the average price for an FM sta-
tion exceeded $3 million.

Many AM broadcasters look for full-
time status, improved reception, and
stereo to increase the value of their
properties in the coming years.

Here are some representative radio

station sales in the early 1990s as
reflected in a broadcast trade paper:
City and station: Port Arthur, TX.,
KLTN FM

Price: $3.65 million.
Staunton, VA.,
WTON AM/FM
Price: $1 million.
Cabo Roio, Puerto
Rico, WEKO AM
Price: $1.1 million.
Hampton, N.H.,
WZEA FM

Price: $1.1 million.

City and station:

City and station:

City and station:

DAB REVOLUTION

DAB makes analog amplitude modula-
tion (AM) and frequency modulation
(FM) outmoded systems. With the great
popularity of home digital music equip-
ment (CD and DAT), broadcasters are
forced to convert their signals to re-
main competitive. Thus DAB looms
large in the future of radio. The days of
analog signal propagation are num-
bered. (For an explanation of both dig-
ital and analog signaling, see Chapters
9 and 10.)

In the mid-1980s, compact disc play-
ers were introduced to the consumer
market. Today, CD players rank as the
top consumer item for home music
reproduction. Turntables have gone by
the board, and the analog tape cassette
market is beginning to downsize.
Digital is here to stay, at least until
something better comes along.

At first DAB was perceived as a threat
by broadcasters. The National Associa-
tion of Broadcasters (NAB) looked at the
new sound technology adversarially. In
an interview in the July 23, 1990, issue
of RadioWeelk, John Abel, NAB's execu-
tive vice president of operations, stated,
“DAB is a threat and anyone who plans
to stay in business for a while needs to
pay careful attention.”

As time went on, DAB was regarded
as a fait accompli, something that was
simply going to happen. Soon broad-
casters assumed a more proactive pos-
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ture regarding the technology, and then
the concemn shifted to where to put the
new medium and how to protect exist-
ing broadcast operations.

Early on, NAB proposed locating DAB
in the L-Band portion of the electro-
magnetic spectrum. It also argued for
in-band placement. Eventually the FCC
saw fit to recommend that DAB be allo-
cated room in the S-Band, and it took
its proposal to the World Administrative
Radio Conference (WARC) held in Spain
in February 1992. This spectrum desig-
nation is expected to help in-band ter-
restrial development. In-band digital
signaling would permit broadcasters to
remain on their existing frequencies.
This is something they favor, as satel-
lite DAB signal transmission is re-
garded as a significant threat to the
local nature of U.S. broadcasting.

On the other hand, many countries
are fully supportive of a satellite DAB
system because they do not have the
number of stations the U.S. possesses
and thus lack the coverage and finan-
cial investment.

As of this writing, many of the DAB
issues are still being debated, and this
will likely be the case throughout much
of the decade. However, it appears a rel-
ative certainty that DAB will be avail-
able to the U.S. public in the not-
too-distant future. Of course, this will
require a whole new direction in
home/car/walk-along receiver design.
Simply put, DAB renders existing
radios obsolete. This is cause for some
anxiety among broadcasters who won-
der how quickly the buying public will
convert. However, considerable confi-
dence exists, since the consumer’s
huge appetite for new and improved
sound shows no sign of abating.

America is a nation of audiophiles,
demanding high-quality sound. Analog
broadcasting cannot compete with the
interference-free reception and greater
frequency dynamics of digital signals.

Digital signaling heralds a new age in
radio broadcasting. Jeff Tellis, presi-
dent of the Intercollegiate Broadcasting
System (IBS), explains why. “The rea-
son for the great interest in DAB is its
considerable number of advantages.”
Among them are:
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Significantly improved coverage using
significantly less power.

Dramatic improvement in the quality of
the signal; compare CD to vinyl.

More precise coverage control using
multiple transmitters similar to cel-
lular phone technology.

No adjacent channel reception prob-
lems.

On-channel booster capabilities elimi-
nating the need to use separate fre-
quencies to extend the same signal.

Easy transmission of auxiliary services,
including format information, traffic,
weather, text, and selective messag-
ing services.

Sharing of transmitting facilities—com-
mon transmitter and antenna.

Telecommunications professor Ernest
Hakanen expands on the cost advan-
tages of digital broadcasting. “DAB also
promises to be economically efficient.
Since there is no interstation interfer-
ence between DAB signals and because
of the appeal of the spectrum efficiency
provided by the interleaved environ-
ment, all of the channel operators in an
area could utilize the same transmitter.
The transmission facilities could be
operated by a consortium for the con-
struction, operation, and maintenance
of the common transmission plant.
Antenna height for DAB systems is also
lower than current FM standards.
Electrical power conservation and sav-
ings are a huge advantage of DAB.”

Picking up on Hakanen'’s point about
consolidating broadcast operations,
RAB’s Lynn Christian says, “In the
future, the consortium (radio station
malls) approach to maintaining and
operating a station will be common-
place for obvious economic reasons.
DAB is very conducive to a collaborative
relationship among broadcasters.”

Prior to the WARC meeting in 1992,
NAB’s DAB Task Force proposed a set
of standards to ensure that the technol-
ogy would operate effectively. The spec-
ifications included:

CD quality sound

Enhanced coverage area

Accommodation of existing AM and FM
frequencies
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FIGURE 1.18
Radio is going to
bits. Courtesy NAB.

A ‘Bit’ About The Future

NABhasd dasub of; toprotect and
nurture broadcasting’s “playing field of the future.” The future has
some radio broadcasters nervous about their place in the changing
clectronic environment.

The assignment of spectrum.space and the various distribution
systems and techniques, have captured trade press headlines. One of
the nation’s leading futurists, Nicholas Negrop from the MIT
Media Lab in Boston, told a recent NAB Futures Supumit that it will
simply boil down to “bits and
bytes” (sec RadioWeek 1/20).
According to Negroponte, “The

Does radio have a future as
an important entertalnment

and information medium in separation of radjo and TV will
the 213t Century? be arcanc” because we will all
have li “to radiate so many

bits per second.” Also, TV sets will carry names such as IBM or
Apple. Both he and NAB Exec VP/Operations John Abel encour-
aged broadcasters to become active in data broadcasting to protect
their future.

Asthis debat the next g ion of radio broad s
will question their role in radio with these pending technological
changes.

Does radio have & future as an important entertainment and infor-
mation medium in the 21st Century? Will the proliferation of media
choices, the aging of America's population, and the changing ethnic
structure in the U.S. allow radio an opportunity to maintain its
dynamic “voice of the people” role?

Sounds, voices, music and events are all vital modules of the
American lifestyle. As the dirack for many g of lis-
teners, radio will remain prosperous and evolve if bro s (or,
if you will, “bit-casters™) continue to be innovative. The single most
important ingredient for future in radio will be creativity.
Tell the people entering the field not to worry about radio’s distribu-
tion system — a good system, or several systems, will be available
in the next century.

Now is the time to think about developing our programming
product to fill these high-quality stereo pipelines: new concepts,
new formats, and new ideas are needed. Programming and market-
ing offer especially exciting creative challenges on the “new radio™
we are i ing in today. E ge everyone to think positive
about radio’s future — just as we do at NAB.

— Lynn Christian, Senior VPINAB Radio

Immunity to multipath interference

Immunity to stoplight fades

No interference to existing AM and FM
broadcasters

DAB system interference immunity

Minimization of transmission costs

Receiver complexity

Additional data capacity

Reception area threshold

After nearly a century of analog sig-
nal transmission, radio is about to ven-
ture into the digital domain, which will
keep it relevant to the demands of a
technologically sophisticated listening
marketplace as it embarks on its next
100 years.

CABLE AND SATELLITE
RADIO

Radio broadcasters have a wary eye on
the evolving digital audio services being
made available by cable and satellite
services. It is the threat of increased
competition that inspires contempt for
these new audio options. While broad-
casters have long employed satellite pro-
gramming and network services to
enhance their over-the-air terrestrial
signals, the idea of a direct-to-consumer
alternative is not greeted with enthusi-
asm, especially since these are already
available in digital sound, something
broadcasters are still investigating. At
this writing, the FCC was deciding where
to locate satellite radio in the electro-
magnetic spectrum, while the NAB
argued against its introduction into the
local marketplace. Despite all the brou-
haha, it appears certain that conven-
tional earthbound radio will be joined in
its difficult quest for listeners and adver-
tisers by these new delivery systems and
that the already fragmented radio audi-
ence will be splintered even further.

Subscriber music services, such as
Digital Music Express and Music
Choice, are growing rapidly with the aid
of satellite delivery systems, like
DirecTV and Primestar Partners, and
their appeal is considerable—no chat-
ter, no commercials, tailor-made for-
mats, and so on.

RADIO ON-LINE

Your favorite radio station on your lap-
top computer? Why not? Many stations
already use e-mail for interactivity with
their audiences, and now stations are
preparing to download signals to PC's.

The term network has existed nearly
since the medium’s inception, and now
the information highway term Internet,
which embraces this vintage word, is
making significant inroads into the
industry’s vernacular.

While some broadcasters view the
computer as just another unwanted
competitor, many are happily exploiting
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Following this
the outcome

it as a new opportunity and potential
revenue stream. Intermet Talk Radio is
already garnering an impressive audi-
ence around the country, and a service
called RealAudio provides radio shows
through on-line service to computer
speakers. NPR and ABC both have
download services, and the ranks of
computer radio programmers is swelling,.

A good example is KJHK-FM in
Lawrence, Kansas, which claims to be
among the first stations broadcasting
around the clock on the Internet. A
growing number of outlets (over 600 at
this writing) are establishing station
web sites, whereby listeners can access
programming and interact with the sta-
tion by dialing up through their
modems. The brave new world of the
cyber-station is here!

Stations are finding the Internet to be
an outstanding tool for station promo-
tion. It is quick, easy, cheap, and uni-
versal.

Interactive radio is a growing reality,
as is the opportunity for everyone with
the right computer and software to be a
broadcaster or cybercaster. With an

of last nights bingo r
St. Marys,a rundov«?n on fodays

an interview with the owner of Wiley's Drugstore
s concerning his new expansion plans.
S

message, Il have an update on™,

e at III'H,
birth and |\

Internet encoder, the home user can
transmit to an international audience.
This prospect prompts a collective sigh
from station managers, who are losing
track of the new forms of competition.

Notes Lynn Christian, “The major
concern regarding the future of radio is
centered on new competition from
satellite, cable, and on-line sources.
Those companies which are planning to
partner with these new media choices,
and develop data services, will
undoubtedly be the big winners in the
21st century. Broadcast radio, as I
have known it during the past 40 years,
will not be the same in 10 years. But
what American business will be the
same in the year 2000? These are revo-
lutionary times in radio and in the
world.”

Professors Jeff Harman and Bruce
Klopfenstein have attempted to deter-
mine (in a special Delphi Forecast Study
for the NAB) the future of new and evolv-
ing technologies in the radio industry.
Among other things, their research con-
cluded that by the year 2000 most radio
stations will be engaged in some form of:
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The local nature of
U.S. radio is
thought to be
threatened by
national DAB
satellite delivery.
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FIGURE 1.20

Cable radio
services rely on
satellite technology
to deliver
programming to
subscriber systems
nationwide.
Courtesy
Superaudio.

SUPERALIMD® Cable Radio Service is profssionally programmed 1o ensure high ouality nd less SpsBios The wariety of music
tound on SUPERALIDID haz proven b b amendg the top isieneng formats raticnally and f= certn 10 please your diverss
sibecriber base. Ohwr unigue formats, such as Minnes=es Public Radio, Business Radis Netwnrk ind the In Touch Nitwnrk
provide addilions choice(s) for Eatanes.

7,

7y
SUPERAUDIO ts transmitted over the FM band. To add one or all of our audio '
farmats to your cable system, you simply de-modulate the format(s) you have
ehisser:*. assign each format(s) a frequency available on the FM band in that
parficedr market, and re-modulate each format to that frequency.

Suppliers.  Wigener Communications (404) 623-0096 4
Comtact: Bt ’

Srantific 1-800-722-2009 7
Conlact: Vi

Leaming industries (714) 727-4144 ’
Contact: Keith Rauch ’

OEROOELATOR 4

REOELATOR

.

SUPERAUDIO.
NI

* # you ore using 3 SLIFERAIDN format bubind a phoie sotad
chiiwil, Ui is 38 you nesd to do

wide-area datacasting, computer pag-
ing, digital transmission (DARS), smart
receivers (RDS), high-speed data broad-
casting, digital production, and Internet
services.

Ed Shane adds desktop broadcasting
to the list of present and future innova-
tions. “Mainly related to all the down-
sizing, one station or even seven will be
babysat by a computer.”

As radio heads warp speed into this
“future world,” it is obvious that aspir-
ing broadcasters will have to know their

way around a computer, because the
audio studio will exist within the digital
and cyber domains.

RADIO AND
GOVERNMENT
REGULATIONS

Almost from the start it was recognized
that radio could be a unique instrument
for the public good. This point was
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never made more apparent than in
1912, when, according to legend (which
was recently debunked), a young wire-
less operator named David Sarnoff
picked up the distress signal from the
sinking Titanic and relayed the message
to ships in the vicinity, which then came
to the rescue of those still alive. The sur-
vivors were the beneficiaries of the first
attempt at regulating the new medium.
The Wireless Ship Act of 1910 required
that ships carrying fifty or more passen-
gers have wireless equipment on board.
The effective use of the medium from an
experimental station in New York City’s
Wanamaker Building resulted in the
saving of seven hundred lives.

Radio’s first practical application was
as a means of communicating from
ship to ship and from ship to shore.
During the first decade of this century,
Marconi's wireless invention was seen
primarily as a way of linking the ships
at sea with the rest of the world. Until
that time, when ships left port they
were beyond any conventional mode of
communications. The wireless was a
boon to the maritime services, includ-
ing the Navy, which equipped each of
its warships with the new device.

Coming on the heels of the Titanic
disaster, the Radio Act of 1912 sought
to expand the general control of radio
on the domestic level. The secretary of
commerce and labor was appointed to

2400 N81 | LOG CLOSED | PRT OFF | CR
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Processing Speed of Service (1/94)
Test Sites on File per Sec 2.948 (2/94)
ADVANCED TELEVISION SERVICE SCHEDULE OF MEETINGS

| crR

head the implementation and monitor-
ing of the new legislation. The primary
function of the act was to license wire-
less stations and operators. The new
regulations empowered the Department
of Commerce and Labor to impose fines
and revoke the licenses of those who
operated outside the parameters set
down by the communications law.

Growth of radio on the national level
was curtailed by World War I, when the
government saw fit to take over the
medium for military purposes. However,
as the war raged on, the same young
wireless operator, David Sarnoff, who
supposedly had been instrumental in
saving the lives of passengers on the ill-
fated Titanic, was hard at work on a
scheme to drastically modify the scope
of the medium, thus converting it from
an experimental and maritime commu-
nications apparatus to an appliance
designed for use by the general public.
Less than five years after the war's end,
receivers were being bought by the mil-
lions, and radio as we know it today was
born.

As explained earlier, the lack of regu-
lations dealing with interference nearly
resulted in the premature end of radio.
By 1926 hundreds of stations clogged
the airways, bringing pandemonium to
the dial. The Radio Act of 1912 simply
did not anticipate radio’s new applica-
tion. It was the Radio Act of 1927 that
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The FCC can be
accessed via the
Internet, providing
stations with
needed information
and quick answers.
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FIGURE 1.22
Digital audio is now
available on the
Internet. RealAudio
makes your
computer a stereo
radio. Courtesy
RealAudio.

Audio-on-demand for the Internet...

RealAudio Plaver and Encoder 1

Now your browser can play audio on demand -- Make your Web site come alive with sound
no more long file transfers! effects and dialogue.

® Read about RealAudio 2.0 ® Evaluate Server ver, 1.0

° E Pl ® Beta test the Personal Server

e Download FREE Encoder ® Purchasc the Server,

...Discover RealAudio 2.0 Now!

Sites And Sounds

Now Hear This

The latest news and announcements from Progressive Networks
Last Update: January 23rd; Next Update: January 26th

Our newest Web publication keeps you up-to-date on the latest in activism
and progressive politics.

Hear live and on-demand music at these popular sites.

¥

Progressive Networks anpounces RealAudio Server Products for the
Macintosh.
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—

o U.S. Internet Broadcast Stations

FIGURE 1.23
Internet links to
station web sites.

o WXYC
Chapcl Hill, North Carolina, USA's 89.3 FM station is also broadcasting live on
the internet (MBONE)! Check out how Internet Broadcasting is done and how
you can listen-in on your Mac, UNIX or PC box here! Oh yeah, their program
schedule, rotation list and assorted radio info resides in this sunsite.unc.edu server
as well (email shoffner@cs.unc.cdu).
o KJHK
KJHK 90.7 FM in Lawrence, KS (KU's student run college radio station) began
broadcasting its programming 24 hours over the Intemet on December 3rd, 1994.
o KUGS
Bellingham, Washington's KUGS 89.3 FM radio station serving the students of
Western Washington University is also broadcasting on the Internet.
0 Nexus UTV, England
On the 13th May 1995 Nexus UTV (the student television station of the University
of East Anglia) began a LIVE 24 hour broadcast down the Internet.
o Radio HK
Radio HK claims to be the first 24 hour continuous radio station (not broadcasting
over the axrwaves) broadcastmg over the Intemet

US1g Xing chhnology S Streamworks wc have WBBR broadcasting the news
and information network of Bloomberg radio.

o

KING-FM is a commercial classical music station in Seattle that in the past 5 years
has twice won the NAB's Marconi award as best classical music station in the U.S.

They are the first classical station in the world to send live feeds over the net via
RealAudio 2. Also in the works is a virtual tour of their studios.

first approached radio as a mass
medium. The Federal Regulatory Com-
mission’s five commissioners quickly
implemented a series of actions that
restored the fledgling medium’s health.

The Communications Act of 1934
charged a seven-member commission
with the responsibility of ensuring the
efficient use of the airways—which the
government views as a limited resource
that belongs to the public and is leased
to broadcasters. Over the years the
FCC has concentrated its efforts on
maximizing the usefulness of radio for
the public’s benefit. Consequently,
broadcasters have been required to
devote a portion of their airtime to pro-
grams that address important commu-
nity and national issues. In addition,
broadcasters have had to promise to
serve as a constant and reliable source
of information, while retaining certain
limits on the amount of commercial
material scheduled.

The FCC has steadfastly sought to
keep the medium free of political bias
and special-interest groups. In 1949 the
commission implemented regulations
making it necessary for stations that
present a viewpoint to provide an equal
amount of airtime to contrasting or
opposing viewpoints. The Fairess
Doctrine obliged broadcasters “to afford
reasonable opportunity for the discus-
sion of conflicting views of public impor-
tance.” Later it also stipulated that
stations notify persons when attacks
were made on them over the air.

Although broadcasters generally
acknowledge the unique nature of their
business, many have felt that the gov-
ernment's involvement has exceeded
reasonable limits in a society based
upon a free enterprise system. Since it
is their money, time, and energy they
are investing, broadcasters feel they
should be afforded greater opportunity
to determine their own programming.

www americanradiohistorv.com


www.americanradiohistory.com

28 THE RADIO STATION

Jay Williams, Jr.

The Future of Radio

No other industry in the United States is
changing and evolving as dramatically
as the entire telecommunications
industry. Almost as fast, marketing and
advertising are also undergoing an
unprecedented upheaval. And, in the
midst of these changes, regulations
governing radio are being relaxed,
spurring new development and
investment enthusiasm. Radio is in the
eye of the hurricane of change.

Here are some of the factors
changing radio:

Telecommunications: Digital has
revolutionized technology, allowing
for capacity and flexibility never
before imagined. For example,
telephone companies no longer just
provide lines for communication,
they now also provide the products
and services of communication.
Increasingly in competition (or
alliances) with cable and on-line
services, these giant delivery systems
provide entertainment, services
information, and marketing
opportunities. As radio is one of the
original seven “media groups”
(which include TV, newspapers,
books, magazines, etc.), radio will
soon be in competition with these
new services for consumer/listener
time and attention and, not much
later, for revenue. Digital itself has
literally changed the communi-
cations paradigm; in the face of this
new technology, communications,
computer, and telephone companies
will merge, acquire, or form alliances
in an attempt to dominate the time

and total involvement of the
consumer. Program and content
providers will align themselves with
these new delivery systems in the
new media world.

Technology: Digital and regulatory
factors will increasingly add to the
more efficient radio operations.
Changes in EBS, unattended
operations, digital workstations, and
the like are but a tip of the iceberg.
Expanded band, satellite radio,
floating platforms allowing
networked radio personalities to
interface with locally programmed
music, radio programming on the
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Internet, digital transmission, and
more will change the face of radio.

Regulatory factors: Technology can
only expand as rapidly as regulatory
constraints allow. With the vast array
of choices now available to the
listener/viewer from these new media
sources, the justification for both
content and technological restraints
covering radio is evaporating. Clearly,
if technological advancements are not
soon encouraged, radio will be
relegated as obsolete by consumers.
Thus, reality dictates the direction of
deregulation; politics unfortunately,
dictates the pace.
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Duopoly and multistation ownership:
As the regulatory climate is relaxed,
mature market economics will
continue to impact the radio industry.
The problems of increasingly
expensive talent and personnel (and
the difficulty in finding qualified
people, particularly in smaller
markets) are being solved by
increasingly sophisticated computer
equipment which can run major areas
of a station easily and efficiently. Jobs
will continue to be combined as
computer-networked personnel are
able to handle multiple internal tasks
for off-site stations as well as those in
the next office. Similar equipment
allows stations to reduce the once
large on-air staffs to a handful of
employees.

Types of owners: Although publicly
traded companies can own radio
stations, it wasn't unti} the regulatory
climate changed that their interest
grew in radio. Over the past few
years, the elimination of the three
year rule, the so-called Fairness
Doctrine, and the 7-7-7 ownership
rule created a more positive
investment climate for these
demanding companies. More recent
regulatory changes include the
creation of LMA’s duopolies, and
higher limits on station ownership
among these well-financed
companies, driving up multiples in
large and medium-sized markets as
they build clusters of four, five, and
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even more stations in a single market.
The result is that radio is moving
quickly from a “cottage industry,”
with many family-owned stations, to
a network of fewer but more powerful
group owners (a transition that
parallels those in retailing and other
industries).

Marketing: The degree of intense

competitive programming among
radio stations will decrease as
multiple stations in a market are co-
owned. Co-owned stations in direct
format competition will be altered by
ownership to decrease cannibaliza-
tion of listenership and to maximize
revenue opportunities. Thus, the
internal focus will shift more to sales
and, soon after, to nonspot revenue as
pressure grows on spot inventory.
Adbvertisers, however, are also
changing; increasingly shown specific
user information by other media
groups, advertisers will force radio to
present more than “listener estimates”
and generic gqualitative information.
Pressure will grow on the rating
services to provide specific
information; yet the solutions
ultimately must lie in listener
databases created and maintained by
individual stations in order to prove
specific station listenership by
geodemographic and consumer
behavioral data. Promotional
demands on stations, by advertising
agencies and clients alike, will

continue to increase as advertisers
attempt to create additional reasons
for people to become acquainted
with or sample their products or
services.

The concept of broadcasting is dead.
Broadcasting, as with all media, must
become interactive to survive. The
listener must be allowed to “talk-back”
and communicate with the station. The
VCR created a whole new paradigm; no
longer did the family have to gather for
the CBS Monday night movie on
Monday night. Real time will become
increasingly more obsolete as the
listener begins to take more control of
when and what he or she hears (creating
“my time”). Initially this can be done by
allowing listeners to preselect prizes
they want to win in a contest or
promotion, giving them special listener
status with individual incentives,
allowing them to respond directly in the
medium of their choice (phone, Internet,
write-in) and receive personal
responses. Radio broadcasters will learn
that real time, station time, is no longer
as important as “my time,” when the
listener wants to listen.

Broadcasters who develop the means
to segment listeners effectively (both for
sales and marketing and to create
listener loyalty) and provide ways for
those listeners to receive the
information/entertainment/contests and
prizes when they want them will create
the “new era of radio.”

In the late 1970s, a strong movement
headed by Congressman Lionel Van
Deerlin sought to reduce the FCC’s role
in broadcasting, in order to allow the
marketplace to dictate how the indus-
try conducted itself. Van Deerlin actu-
ally proposed that the Broadcast
Branch of the commission be abolished
and a new organization with much less
authority created. His bill was defeated,
but out of his and others’ efforts came a
new attitude concerning the govern-
ment’s hold on the electronic media.

President Reagan’s antibureaucracy,
free-enterprise philosophy gave impe-

Wi

tus to the deregulation move already
under way when he assumed office.
The FCC, headed by Chairman Mark
Fowler, expanded on the deregulation
proposal that had been initiated by his
predecessor, Charles Ferris. The dereg-
ulation decision eliminated the re-
quirement that radio stations devote a
portion of their airtime (8 percent for
AM and 6 percent for FM) to nonenter-
tainment programming of a public
affairs nature. In addition, stations no
longer had to undergo the lengthy
process of ascertainment of commu-
nity needs as a condition of license
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Air Concert
“Picked Up"
By Radio Here

Vietrdla music, ‘playsd iato
the alr over a wireless tele-
phons, was “'picked up” VW
listeners on the wireless re-
calvisg statios which was
recently lastalled here for
palronas interasted [n wireless
experiments. The comcert WAS
heard Thureday Bight about
10 o'clock, and coatidued 30
minutes. Two orchesira sum-
ders, & soprano solo—whied
rang particularly high and
clear through the Air—aad &
juveniie “talking plece”™ com-
stituted (he profram.

The musie was from a Vie-
trots pulled up close to the
tranamitter of & wirsiess tele-
phone In the home of Frank
Conra4, Pesn asd Peebles
avenues, Wilkinshurg. Mr.
Coarad is @ wirsiess euthuat-
ast and "Puts op” the wirelesa
concerty periodically for the
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have wireless sets.
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meds hy the maker of the
aet which s {a operation IR
our starv, sre on sale bere
K10,00 up.

--1Fcat Razement

FIGURE 1.25
History-making ad
in 1920. Courtesy
Westinghouse
Electric.

FIGURE 1.26
FCC organizational
chart.

renewal, and guidelines pertaining to
the amount of time devoted to commer-
cial announcements were eliminated.
The rule requiring stations to maintain
detailed program logs was also abol-
ished. A simplified postcard license
renewal form was adopted, and license
terms were extended from three to
seven years. In a further step the com-
mission raised the ceiling on the num-
ber of broadcast outlets a company or
individual could own from seven AM,
seven FM, and seven television sta-
tions to twelve each. As of March 1992,
the FCC saw fit to raise the caps on
ownership again, this time to 30 AM
and 30 FM (see Figure 1.22). Later in
the year, these were reduced to 18 AM
and 18 FM. Three years later, with a
Republican Congress in place, a new
telecommunications bill proposed to
eliminate ownership caps completely.
The bill also sought to relax the cross-
ownership rule, which kept a single

entity from possessing a radio, TV, and
newspaper company in the same mar-
ket. Meanwhile, radio license terms
were to be raised to ten years.

On August 4, 1987, the FCC voted to
eliminate the thirty-eight-year-old
Fairness Doctrine, declaring it uncon-
stitutional and no longer applicable to
broadcasters. A month before, Presi-
dent Reagan had vetoed legislation that
would have made the policy law.

The extensive updating of FCC rules
and policy was based on the belief that
the marketplace should serve as the
primary regulator. Opponents of the
reform feared that with their new-found
freedom, radio stations would quickly
turn their backs on community con-
cerns and concentrate their full efforts
on fattening their pocketbooks.

Those who support the position that
broadcasters should first serve the
needs of society are concerned that
deregulation (unregulation) has further
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reduced the medium’s “good-citizen”
role. “Radio, especially the commercial
sector, has long since fallen down on its
‘interest, convenience, and necessity’
obligation born of the Radio Act of 1927.
While a small segment of the industry
does exert an effort to address the con-
siderable problems facing society today,
the overwhelming majority continue to
be fixated on the financial bottom line.
There needs to be more of a balance,”
observes Robert Hilliard, former FCC
Chief of Public and Educational
Broadcasting. Proponents of deregula-
tion applauded the FCC'’s actions, con-
tending that the listening audience
would indeed play a vital role in deter-
mining the programming of radio sta-
tions, since the medium had to meet the
needs of the public in order to prosper.

While the government continues to
closely scrutinize the actions of the
radio industry to ensure that it oper-
ates in an efficient and effective man-
ner, it is no longer perceived as the
fearsome, omnipresent Big Brother it
once was. Today broadcasters more
fully enjoy the fruits of a laissez-faire
system of economy.

In the spring of 1996, the telecom-
munications bill (made a Telecom-
munication Act) mentioned above
became a reality and ownership caps
were all but eliminated.

JOBS AND EQUALITY IN
RADIO

Today the radio industry employs over
100,000 people, but with all the down-
sizing and consolidation, this figure is
likely to shrink some in the coming
years. Since 1972 75,000 individuals
have found full-time employment in
radio. Today, opportunities for women
and minorities are greater than ever.
Radio has until fairly recently been a
male-dominated profession. In 1975
men in the industry outnumbered
women nearly four to one. But that has
changed. Now women are being hired
more than ever before, and not just for
office positions. Women have made sig-
nificant inroads into programming,
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I. Initiation of Action

Suggestions for changes to the FCC Ruies and
Regulations can come from sources outside of the
Commission either by forma) petition, legislation,
court decision or informal suggestion. In addition,
a Bureau/Office within the FCC can initiate a
Rulemaking proceeding on its own.

Ii. Bureau/Office Evaluation

When a petition for Rulemaking is received, it
is sent to the appropriate Bureau(s)/Office(s) for
evaluation. If a Bureau/Office decides a particular
petition is meritorious, it can request that the
Dockets department assign a Rulemaking number
to the petition.

A similar request is made when a Bureau/
Office decides to initiate a Rulemaking procedure
on its own. A weekly notice is issued listing all
accepted petitions for Rulemaking. The public has
30 days to submit comments. The Bureau/Office
then has the option of generating an agenda item
requesting one of four actions by the Commission.
If a Notice of Inquiry (NOI) or Notice of Proposed
Rulemaking (NPRM) is issued, a decket is
instituted and a docket number is assigned.
Hl. Possible Commission Actions

Major changes to the Rules are presented to the
public as either an NOI or NPRM. The Commis-
sion will issue an NOl when it is simply asking
for information on a broad subject or trying to
generate ideas on a given topic. An NPRM is
issued when there is a specific change to the Rules
being proposed.

How FCC Rules Are Made

ther an NPRM or a Memorandum Opinion and
Order (MO&O) concluding the inquiry.
V. C and Replies Eval

When an NOI or NPRM has been issued, the
public is given the opportunity to comment
initially, and then respond to the comments that
are made. When the Cornmission does not receive
sufticient comments to make a decision, a further
NOI or NPRM may be issued.

[t may be determined that an oral argument
before the Commission is needed to provide an
opportunity for the public to testify before the
Commission, as well as for the Bureau(s)/Office(s)
lo present diverse opinions concerning the
proposed Rule change.

V. Report and Order issued

A Report and Order is issued by the
Commission stating the new or amended Rule,
or stating that the Rules will not be changed. The
proceeding may be terminated in whole or in part.

The Commission may issue additional Report
and Orders in the docket.

Vi. Reconsideration Given

Petitions for reconsideration may be filed by the
public within 30 days. They are reviewed by the
appropriate Bureau(s)/Office(s) and/or by the
Commission.

Vil. Modification Possible

As a result of its review of a petition for
reconsideration, the Commission may issue an
MO&O modifying its initial decision or denying
the petition for reconsideration.

[f an NOl is issued, it must be followed by ei- Prwided by FCC
sales, and management positions, and FIGURE 1.27
there is no reason to think that this g,ouﬁesy of Radio
orid.

trend will not continue. It will take a
while, however, before an appropriate
proportion of women and minorities
are working in the medium. The FCC'’s
insistence on equal opportunity em-
ployment (at this writing there was
concern that this requirement would
be dropped) within the broadcast
industry makes prospects good for all
who are interested in broadcasting
careers.

Still there is room for improvement in
the participation levels of different eth-
nic groups in the radio industry. Says
NAB’'s vice president for human
resources, Dwight Ellis, “Current
employment trends reported by the FCC
reveal very little growth between 1980
and 1992 in Native American broadcast
employment, for example. Other groups
have experienced slow growth too. The
NAB is committed to assisting the
growth of employment and station own-
ership for minorities in the industry.
The NAB has been a vanguard for
minority progress in broadcasting.
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FIGURE 1.28
Native-owned
stations provide
radio jobs for
American Indians.
Courtesy KTNN.

Nevertheless, more must be done.”

A common misconception is that a
radio station consists primarily of dee-
jays with few other job options avail-
able. Wrong! Nothing could be further
from the truth. Granted, disc jockeys
comprise part of a station’s staff, but
many other employees are necessary to
keep the station on the air.

An average-size station in a medium
market employs between eighteen and
twenty-six people, and on-air personnel
comprise about a third of that figure.
Stations are usually broken down into
three major areas: sales, programming,
and engineering. Each area, in particu-
lar the first two, requires a variety of
people for positions that demand a wide
range of skills. Subsequent chapters in
this book will bear this out.

Proper training and education are
necessary to secure a job at most sta-
tions, although many will train people
to fill the less demanding positions.
Over a thousand schools and colleges
offer courses in radio broadcasting, and
most award certificates or degrees. As
in most other fields today, the more cre-
dentials a job candidate possesses, the
better he or she looks to a prospective
employer.

Perhaps no other profession weighs
practical, hands-on experience as heav-
ily as radio does. This is especially true
in the on-air area. On the programming
side, it is the individual's sound that
wins the job, not the degree. However, it
is the formal training and education
that usually contribute most directly to
the quality of the sound that the pro-
gram director is looking for when hir-
ing. In reality, only a small percentage
of radio announcers have college
degrees (the number is growing), but

statistics have shown that those who
do stand a better chance of moving into
managerial positions.

Many station managers look for the
college-educated person, particularly
for the areas of news and sales. Before
1965 the percentage of radio personnel
with college training was relatively low.
But the figure has gradually increased
as more and more colleges add broad-
casting curricula. Thousands of com-
munications degrees are conferred
annually, thus providing the radio
industry a pool of highly educated job
candidates. Today, college training is a
plus when one is searching for employ-
ment in radio.

The job application or resume that lists
practical experience in addition to formal
training is most appealing. The majority
of colleges with radio curricula have col-
lege stations. These small outlets provide
the aspiring broadcaster with a golden
opportunity to gain some much-needed
on-air experience. Some of the nation’s
foremost broadcasters began their
careers at college radio stations. Many of
these same schools have internship pro-
grams that provide the student with the
chance to get important on-the-job train-
ing at professional stations. Again, expe-
rience is experience, and it does count to
the prospective employer. Small com-
mercial stations often are willing to hire
broadcast students to fill part-time and
vacation slots. This constitutes “profes-
sional” experience and is an invaluable
addition to the resume.

Entry-level positions in radio seldom
pay well. In fact, many small market
stations pay near minimum wage.
However, the experience gained at these
small-budget operations more than
makes up for the small salaries. The
first year or two in radio constitutes the
dues-paying period, a time in which a
person learns the ropes. The small radio
station provides inexperienced people
the chance to become involved in all
facets of the business. Rarely does a
new employee perform only one func-
tion. For example, a person hired to dee-
jay will often prepare and deliver
newscasts, write and produce commer-
cials, and may even sell airtime.

In order to succeed in a business as
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unique as radio, a person must pos-
sess many qualities, not the least of
which are determination, skill, and the
ability to accept and benefit from con-
structive criticism. A career in radio is
like no other, and the rewards, both
personal and financial, can be excep-
tional. “It’'s a great business,” says
Lynn Christian, senior vice president of
the Radio Advertising Bureau. “No two
days are alike. After thirty some years
in radio, I still recommend it over other
career opportunities.”

CHAPTER HIGHLIGHTS

1. The average adult spends two-
and-a-half hours per day listening to
radio. Radio is the most available
source of entertainment, companion-
ship, and information.

2. Guglielmo Marconi is generally
considered the father of radio, although
David Sarnoff is a likely contender.

3. As early as 1922, the Department
of Commerce set aside two frequencies
for radio broadcasts. WEAF in New
York aired the first commercial.

4. Today, most radio networks have
been subsumed by major corporations
(Disney, GE, Westinghouse).

5. Station networks, first called chain
broadcasting, operated as early as 1922.
Radio Corporation of America (RCA)
formed the first major network in 1926,
the National Broadcasting Company
(NBC). Columbia Broadcasting System
(CBS) was formed in 1928, and Mutual
Broadcasting System (MBS) followed in
1934. American Broadcasting Company
(ABC), formed in 1945, became the
largest and most successful radio net-
work.

6. Early station proliferation led to
overlapping signals. Signal quality
decreased, as did listenership. The
Radio Act of 1927 formed the Federal
Radio Commission (FRC), a five-mem-
ber board authorized to issue station
licenses, allocate frequency bands,
assign frequencies to individual sta-
tions, and dictate station power and
hours of operation. The FRC estab-
lished the Standard Broadcast band
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Words from Larry King

| started my career in May 1957. | did news and
sports. In 1960 | began a talk show in Miami and
have been hosting talk ever since. Back then | also
did sports for the Miami Dolphins. Sports is a big
love of mine. I've never regarded what | do as a
‘challenge,’ per se. It is a love affair. My desire is
to inform and entertain the listener. That gets me
going. For those young people out there who want
to pursue a career in radio, I'd say never give up.
Always be yourself. Don't try to be Larry King. The
only secret is there is no secret. Your talent will
come out if you are good. As far as the future of
radio is concerned, it is hard to predict. Talk is
always in good shape. The public tends to grow as
part of radio. There will always be a need for what
the medium offers. Bottom line: the opportunities
will be there for those good enough to take
advantage of them.”

THE MOST INFLUENTIAL
INTERVIEW PROGRAM DN PLANET EARTH
" e

BRSILCRET UVE LACH DL7 BN WENTWODE Suf ENTEN TARSAENT

Catoh all the bgest Sfosmie, mevaneiial syents and oxci

g penscmaiies as Ly Mg talke il e v ang
shakera i pedilice avd enterfanment on Weshwood One's
oy abmuicas! of CNN'S LARTY NING LIVE Monday

I fhrough Satunday 510 pm, (ET]

@ WESTWOOD ONE EXTERTAINMENT

FOR (#ONT PESDUMIAFIN CONTACY VERM Pl E AN DA BIPSEIENTATIAL 4T (708) 47 S-53ku

(500-1500 kc).

7. Radio prospered during the
Depression by providing cost-free enter-
tainment and escape from the harsh
financial realities. “Amos 'n’ Andy,”
which made its debut in 1929, was the
most popular radio show in history.
President Franklin D. Roosevelt’s fire-
side chats began on March 12, 1933.
The Communications Act of 1934 estab-
lished the seven-member Federal
Communications Commission (FCC).
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The Larry King
Show is aired by
over 350 stations.
Courtesy Larry
King.
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FIGURE 1.30
Organizational flow Owner
chart for a medium
market radio |
station. VP/General
Manager
Sales Program Office/ Chief
Manager Director Clerical Engineer
] Taffic | |
Salespeople Announcers Technicians
[ News l Music I
Director Director
: Building
&7 l TR Maintenance
] Newspeople
Billing |
Sports
Director

8. World War II led the FCC to freeze
construction of new broadcast outlets;
therefore, existing AM outlets prospered.

9. Two years after the war’s end, tele-
vision usurped the entertainment lead-
ership.

10. The Bell Lab scientists’ invention

of the transistor in 1948 helped save
radio by providing portability. Music
became radio’s mainstay.

11. The Top 40 radio format, con-
ceived about the same time as the emer-
gence of rock music, became the most
popular format with younger audiences.

Bruce DuMont

On the Museum of
Broadcast
Communications

The Museum of Broadcast
Communications is one of only two
broadcast museums in America. Itis a
museum of popular culture and
contemporary American history that
preserves and presents historic
moments from radio and television. It
contains a collection of 75,000 radio
and television programs and

commercials depicting the historic
moments of the past 50 years.

Public programs are presented
frequently, featuring many of radio and
television’s major personalities, as well
as those who work behind the scenes.
The significant moments of world history
in the past fifty years have been captured
by microphones and cameras, and the
Museum’s Archives represent an
opportunity for students, scholars, and

the general public to tap into that history.

The Archives are fully computerized
and are accessible to the general public
seven days a week. The Museum of
Broadcast Communications contains
America’s only Radio Hall of Fame,
which includes 85 of the major
personalities and leaders of the
medium. Working radio and television
studios provide visitors with an
opportunity to experience the thrill of
being “on-the-air.”

FIGURE 1.31

The Museum of Broadcast
Communications at the Chicago
Cultural Center is located on
Michigan Avenue at Washington
Street.
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Media Jobs Offered Sorted by Date

Post To This Grouo
e Back To Index Sorted By: [ thread 1 subject 1l author 1

Starting: Mon 23 Oct 1995 - 21:57:09 CST
Ending: Wed 28 Feb 1996 - 20:49:47 CST
Messages: 44

e HELP WANTED WRVV@aol.com
Help wanled: Morning News/Sidekick Michael G. Scull
Help Wanted: AE for Cape Cod WXTK
MaxPace@aol.com
Soly positon Witk sics stoerience MR STEVE. HARTFORD
ed 2 Entry level news reporter Kevin McKinnon
HELP WANTED; Sales Manager-Birmingham, B/LL THOMAS

CleanWilly@aol.com

Help Wanted: Radio Copywriter, UK /an Britton
e Help wanted:OPS MGR/NEWS TALENT MR DAVID H ISEMAN

e Help Wanted: Svndication Radio Sales FMacek@aol.com

e Helo Wanted: Adv.Sales Reps/Illinois Randy Miller

e Help Wanted: N/T Air talent John B. Adams
e Re: Jok openine in Worcester SidS1045@aol.com
e Help Wanted: Air Talent/Salesp in North & Cent llinois Randy Miller

o Help Wanted: Radio News Director Joey Helleny
HELF WANTED: Station Manager

BobSeybold@aol.com

T. KentAtkins
Mike Petersen

News/Operations person needed
AanMﬂnaﬂr_nuﬂﬂMtke Petersen

- doherty@ios.com

Help Wanted: Assistant Engineér, Pitisbureh area
Help Wanted: Production/Technical coordinator Richard Paul

IECH/PROD, PERSON Richard Paul
Terry

=l A'an 3 ‘l A wale 1
ELP WANTED: P/T Board Operators-Air Talents WLNO Radio

ELP WANTED: KIDS RADIO NEWS ANCHOR Maura Gallucci

elp Wanted: Executive Director. NACE Michael Black..WEOS-FM
elp Wanted: Worcester PM drive opening SSCHWEIGER@delphi.com
elp Wantled: Worcester news opening SSCHWEIGER@delphi.com
Help Wanted: The_Doge

: Chi Enc Schecter
3 i 1 Howard M. Ginsberg

HELP WANTED PAGE Myloe@aol.com
Help Wanted John Rosso

John Davis
Paul Baldwin

help wanted Rbk1959@aol.com
A ED:

John Davis

Last message date: Wed 28 Feb 1996 - 20:49:47 CST
Archived on: Fri Mar 01 1996 - 10:41:32 CST
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12. Edwin H. Armstrong developed
the static-free FM band in 1938. The
FCC authorized stereo FM broadcast-
ing in 1961, and in 1965 it separated
FM from AM simulcasts in cities with
populations in excess of one hundred
thousand. Beautiful Music was the
first popular format on FM, which
relied heavily on automation. The
Progressive format focused on album
cuts rather than Top 40. By the mid-
1980s FM possessed 70 percent of the
listening audience.

13. Today FM commands 80 percent
of the audience although some AM sta-
tions top their market ratings.

14. The Corporation for Public
Broadcasting was established in 1967.
Three years later National Public Radio
began providing funding and program-
ming to member stations. More than
eight hundred schools and colleges hold
noncommercial radio licenses.

15. Narrowcasting is specialized pro-
gramming. Frag-out refers to the frag-
mentation of audience because of
numerous formats.

16. Highly leveraged transactions
(HLTs) have created economic problems
for many stations. Local Marketing
Agreements (LMAs) allow broadcasters
to form contracts with one another for
mutually beneficial purposes.

17. Consolidation, downsizing, and
mergers have been prompted by the
FCC’s relaxation of the duopoly and
ownership rules.

18. Seventy percent of radio’s rev-
enues come from local spot sales.

19. Brokerage firms handle the sale
of most radio stations. Brokers receive
a commission of between 7 and 8 per-
cent on sales.

20. Digital Audio Broadcasting (DAB)
is set to replace the conventional ana-
log system of signal transmission and
reception.

21. Cable and satellite radio services
are providing listeners with options
besides traditional terrestrial signal
reception.

22. Radio is on the Internet as
stations download programming to
PCs. The medium uses computer web
sites for true interactivity with audi-
ences.

23. In 1949 the FCC formulated the
Fairness Doctrine, which obligated
broadcasters to present opposing
points of view. In 1987 the FCC
declared the Doctrine unconstitutional
and eliminated it.

24. The Republicans wrote a new
telecommunications bill designed to lift
significant sanctions from broadcasters.
The Telecommunication Act of 1996 all
but eliminated radio station ownership
ceilings.

25. The radio industry employs over
one hundred thousand people, with
women and minorities making signifi-
cant gains in recent years. A combina-
tion of practical experience and formal
training is the best preparation for a
career in broadcasting.
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