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STATEMENT BY THE COMMISSION

ADIO broadcasting is an essential part of the

- modern press. It shares the same functions and
encounters the same problems as the older agencies
of mass communication. On the other hand, radio
exhibits significant differences. Its ability to draw
millions of citizens into close and simultaneous con-
tact with leaders and with events of the moment
gives it a reach and an influence of peculiar im-
portance in the management of public affairs.

There are also differences with regard to its sup-
port and its control. Like newspapers and maga-
zines, broadcasting is supported by advertising;
but, for broadcasting in the United States at pres-
ent, advertising is practically the sole support, and
advertisers play a role in determining what is
furnished the public that is exceptional in other
agencies of the press.

Unlike the other instruments of the press also,
radio stations gain and retain their right to do
business by periodic license from a federal regula-
tory agency. This agency is commissioned to exer-
cise its licensing power in such a way as (1) to se-
cure operations of broadcasting in the public inter-

\



est, (2) to maintain radio broadcasting as a com-
petitive industry, and (8) to refrain from censorship
of radio programs.

The study which follows reveals that the unusual
controls exercised by advertising on behalf of im-
mediate commercial interest and at the expense of
station program direction have, so far, been much
more significant than the controls established by
the government on behalf of the public interest.
Government intervention has been carefully lim-
ited to avoid interference with free expression on
public affairs; government license has not meant
censorship. The power of continuous, specialized
regulation has enabled the federal agency to estah-
lish and preserve a competitive structure. But pub-
lic action to bring about the full employment of
radio broadcasting in the interest of general en-
lightenment has as yet been both tentative and
timid.

In such public service the radio industry itself
has much accomplishment to its credit. Neverthe-
less, much more is required if radio is fully to meet
the growing needs of the people for understanding.
Three things are necessary: an effort by members of
the industry itself, acting separately and collec-
tively; appraisal of the radio by organized groups of
citizens in local communities; and vigorous, but
carefully limited, action by the federal administra-
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tive agency to promote the most effective service in
the public interest.

To this end, we make the following recommenda-
tions:

1. We recommend that the Federal Communica-
tions Commission, in all grants of licenses—espe-
cially for the new FM, television, and broadcast
facsimile services—and in its relicensing of the
AM clear-channel stations capable of serving large
areas, follow a policy which will extend these serv-
ices, as far as is technically possible, to every village
in the land.

2. We recommend that by license policy the
F.C.C. provide, as far as possible, local facilities for
adequate broadcasting of local news and discussion
of public issues, in communities of such size as to
need the radio for these purposes, and that local
groups of citizens explore the possibilities of creat-
ing and supporting such a service of mass com-
munication in communities not now separately pro-
vided with one.

3. We recommend that the F.C.C. maintain its
policy of providing for diversity and competition in
station ownership by prohibiting (a) dual owner-
ship of station facilities offering the same type of
service in any community, (b) dual ownership of
networks, and (c¢) network ownership or control of
individual radio stations in excess of reasonable
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needs of networks for originating programs and for
extension of service to remote areas; further, that
the F.C.C. explore all possible means of reducing
those barriers which may prevent new groups from
owning stations: i.e., by inflated purchase price, by
unnecessarily high line communication charges, by
rules against transcriptions and recordings, and by
restrictive provisions in station affiliation with net-
works.

4. We recommend that further diversity and ex-
pansion of radio service by the development of non-
commercial or self-supporting stations under the
sponsorship of educational institutions, founda-
tions, and state and local governments be encour-
aged in every practicable way; that the I'.C.C. con-
tinue to reserve radio frequencies for such use; and
that educational institutions seek to organize their
separate facilities into combined educational net-
works.

5. We recommend that the radio networks, radio
stations, the National Association of Broadcasters,
and the organizations of writers, directors, and
commentators, jointly or severally, establish the
practice of separation of advertising from programs
(this not to prevent the selling and programming of
unrelated advertising announcements preceding or
following programs). If the industry or its agencies
fail to assume this responsibility within a reasonable
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time, we recommend that the F.C.C. set up this
separation as a regulation or standard of perform-
ance to be considered in the license or relicense of
stations.

6. We recommend that the industry seek effective
means of improving the quality of radio programs
and of achieving proper program balance. To this
end it should act through its own organized associa-
tions and publications, as well as through other
agencies of the press, to encourage honest, expert
criticism and the publicizing and pooling of infor-
mation regarding instances of good performance in
the public interest. We recommend especially that
efforts be made to provide, generally, programs at
good listening hours dealing with public issues and
prepared with the best professional skill, and local
programs adequate for local needs.

7. We recommend that the radio listeners in each
community, in the various regions, and in the coun-
try as a whole organize to criticize and to evaluate
the specific radio services they receive, to define
additional radio services they desire, and to serve
as advisory aids to the official representatives of the
public in their necessary judgments as between
rival claimants for the use of scarce radio fre-
quencies.

8. We recommend that, in order to establish
radio, television, and facsimile broadcasting clearly

ix



within the meaning of the term “press” as pro-
tected by the First Ammendment, the industry ap-
peal to the courts any actual cases of interference
by government with freedom of expression on pub-
lic affairs via radio, and that the F.C.C. co-operate
in making such appeals possible.

This recommendation would give constitutional
support to the prohibition against censorship in the
Communications Act. It would not prevent the
F.C.C. from denying a license on the ground that
the applicant was unprepared to serve the public
interest, convenience, and necessity. Nor would it
prevent the Commission from considering, in con-
nection with an application for renewal, whether
the applicant had kept the promises he had made
when the license was granted and had actually
served the public interest, convenience, and neces-
sity. This recommmendation is intended to strength-
en the prohibition against censorship, not to guar-
antee licensees a perpetual franchise regardless of
their performance. The air belongs to the public,
not to the radio industry.

The establishment of these various lines of re-
sponsibility and control within the framework of
free expression and widely distributed initiative are
the more urgent because of impending technological
development in television and facsimile. Together,
these newer instruments mean that radio, as much
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as, or more than, the printing press, may eventually
become the chief medium for distributing words,
images, and ideas in our society. Freedom and ac-
countability must represent the joint achievement
of the industry, of community groups, and of gov-
ernment, acting in proper relation to one another.

RoseErT M. HUuTCcnins ARrcHiBALD MaAcLEIsH
ZECHARIAH CHAFEE, JrR. CHARLES E. MERRIAM
Joun M. CLARK REINHOLD NIEBUNR
JOHN DicKINSON RoBERT REDFIELD
WirLiam E. HockING  ARTHUR M. SCHLESINGER
HaronLp D. LasswELL GEORGE N. SHUSTER

[NoTe.—Because of his official connection with the broadcasting
industry as a director of Station WOR, Beardsley Ruml is not sign-
ing this statement. His action is without prejudice to the Commis-
sion’s conclusions and recommendations or to those contained in
the ensuing volume by Mr. Llewellyn White.)
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1
THE PROBLEM

cienTisTs of Renaissance Europe knew that the air was

filled with waves upon which light and sound traveled. In
the latter part of the nineteenth century, men discovered that
deliberately planned sounds and images could be carried by
these waves in such a way that they would be faithfully re-
produced over distances beyond the range of the human eye
and ear. It remained for the experimenters of the twentieth
century to create devices to carry, first characters and then
the sounds of the human voice, whole printed pages, and
photographs, around the globe with the speed of light.

Today man is opening a third dimension of communica-
tion : radiation through the ether of natural motion in natural
colors. Halfway through the atomic century and only a gen-
eration removed from the first crude broadcast of Marconi’s
“peep-peep-peep’’ code signals, the world citizen is physically
able to drop in on any one of his two billion neighbors with less
effort than that formerly required to call on the Smiths next
door.

So much man has accomplished. As he faces the future, he
holds in one hand the key to universal understanding, in the
other a fragment of nuclear energy so awesomely destructive
that none would dare to loose it, save through misunderstand-
ing. History will record how man reacts to this providential
coincidence.

Neither the opportunist, measuring radio in terms of per-
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sonal profit, nor the intellectual snob, resentful of all mass
communication as an invasion of his little world of literate
discourse, can deny that the innocent-looking boxes in two
hundred million homes have become a powerful force—for
advancement or for destruction.

What began within the lifetimes of most of us as an ama-
teur’s hobby has become a cornerstone of communication in
our society. It needs to be studied with the long view. The
world of tomorrow will not be the world that heard Dr. Frank
Conrad broadcast the Harding-Cox election returns or even
the world which, in the 1940’s, smiled wonderingly over re-
ports of the first successful transmission of television in color.
The context, as well as the problem, has changed.

THE CONTEXT

No study of mass communication undertaken after July,
1945, could fail to take account of the impact of the atomic
bomb upon all human intercourse. In an age in which any-
thing short of the maximum of considered, intelligent human
behavior may lead to the destruction of civilization, the his-
toric concepts of the proper functions and minimal responsi-
bilities of all those who shape the world citizen’s thinking
must be sharply re-examined.

Already men are flinching from that task. Already it has
become the fashion to say, ‘“Yes, the A-bomb makes educa-
tion for survival an urgent priority; but it is not our responsi-
bility.” Thus the motion picture producer begs off with “We
are an entertainment medium; let radio educate the people.”
The broadcaster retorts: “We, too, are primarily an enter-
tainment medium; let the newspapers do it.”” The newspaper
publisher complains that “we cannot fill our columns with
dull stuff; what are the magazines for?”” The magazine editor
asks: “What are books for?”” The book publisher turns ac-
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cusingly to the schools with “You don’t expect us to make up
for the educators’ deficiencies, do you?”’ The college president
takes refuge in “What can we do with youngsters whose
parents have failed them?’’ Parents blame the church, and the
preachers castigate the movies, thus completing the sorry
circle.

What is clearly indicated is a total effort to preserve and to
develop that capacity for reasoned judgment and action
which has marked man apart from the lower animals and
which now is his surest and perhaps his only defense against
self-destruction—a total effort far beyond anything man has
yet put forth, a co-ordinated campaign from which no soldier,
however humble, can be excused. Least of all can any of the
media of mass communication be excused; for now, more than
ever, they have special responsibilities toward society.

It seems reasonable to assume that more persouns read
books than complete their eight years of grammar school;
that more persons read magazines than read books; that
more persons read newspapers than read magazines; that
more persons see whole motion pictures than read whole news-
papers; and that more persons listen to the radio than attend
movies. Many persons have had little or no constructive
parental guidance, little or no inspiring church influence,
little or no direct contact with the other leaders in the com-
munity. It is apparent, therefore, that the media of mass com-
munication can and do reach citizens who can be reached in
no other way.

Moreover, less than a third of the average citizen’s life is
passed under the direct influence of home and school. During
the adult three-quarters of his span, he must face and form
judgments upon issues for which the influences of youth can
only partially have prepared him. In the many complex fields
outside his ken, yet directly affecting his way of life, he needs
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the benefit of expert judgments and of that rare interpretive
genius which can reduce the most abstruse technieal jargon to
layman’s language. It is equally apparent, therefore, that the
most heroic efforts of parents, teachers, preachers, and other
community leaders may avail little if the media of mass com-
munication shirk their peculiar responsibilities.

THE NEWEST SOLDIER

Must radio bear a disproportionate share of these peculiar
responsibilities that cannot be delegated to any other agency
in our society? Is it more—or less—responsible for educating
citizens for survival than, say, the newspaper press? Be-
fore one can answer that question, he must examine care-
fully the significant characteristics of radio.

In varying degree all the media—newspapers, magazines,
books, radio, and motion pictures—are vehicles for enter-
tainment, information, education, and advertising. All are
profit-seeking private enterprises, which, for the most part,
have voluntarily assumed certain “public service”’ aspects.
All are marked by keen competition for mass circulation, with
the natural consequence that they tend to place the emphasis
on entertainment and often to avoid controversy. Like book
publishers, motion picture producers, and the more enlight-
ened magazines and newspapers, broadcasters have volun-
tarily accepted (though by no means always discharged) a
responsibility for presenting diverse viewpoints rather than
the single viewpoint of the owner. As with the movies (and,
to an alarmingly increasing extent, the newspapers and maga-
zines also), radio does not differentiate between different
types of audiences but is rather an omnibus medium.

It has been said that radio is unique in that it is the only
medium in which the advertisers prepare the ‘‘reading mat-
ter.” It is true that the advertiser has taken over the radio to
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an extent he would scarcely dare attempt, today, with the
other media. But that situation could be corrected.

The 1mportant thing is that radio has permanently and
inescapably unique characteristies that cannot be changed.
It cannot separate the advertising and ‘“‘reading matter” of
the air in such a way as to spare the consumer the necessity of
listening to the former. It is obliged to employ a circulation
medium which the Congress has declared belongs to the
people and which is so limited physically as to introduce into
the contest for the public’s ear factors other than the usual
economic ones. Finally, and perhaps most important, it
reaches more people than does any other medium, and always
will.

To state that last simple fact is to lift the whole question of
the broadcasters’ responsibility in the atomic age above the
level of physical accident. Not as a sullen small boy fleeing the
rod of government regulation but as a giant who has bested
all rivals for the honor, must radio lead us to a more peaceful,
orderly world.

Is radio leading? Before the author attempts to answer
that question fairly and constructively, he owes it to the
broadcasters to reveal the yardstick by which he has meas-
ured their effort.

THE YARDSTICK

In its general report, A Free and Responsible Press, the
Commission on Freedom of the Press! undertakes to define
the task for all the media of mass communication:

Today our society needs, first, a truthful, comprelensive, and
intelligent account of the day’s events in a context which gives

them meaning; second, a forum for the exchange of comment and
criticism; third, a means of projecting the opinions and attitudes

1 The word “press” as used in all Commission documents is meant to
embrace newspapers, magazines, books, radio, and movies.
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of the groups in the society to one another; fourth, a method of pre-
senting and clarifying the goals and values of the society; and,
fifth, a way of reaching every member of the society by the cur-
rents of information, thought, and feeling which the press supplies.

This states the problem in very general terms. It is unlikely
that one would find in the United States fifty broadcasters
disposed to take exception to a single statement. Yet it is
precisely this sort of sweeping “call to duty” that alarms
broadcasters (and publishers and motion picture producers).
For it is perfectly true, as they say, that the same phrases
have been used over and over again as a springboard for the
advocacy of all manner of “reforms’ and pet schemes.

“Why, you could put together almost any kind of ‘yard-
stick,” as you call it, out of that statement,” a network
executive who had read it commented. “Government opera-
tion. The Canadian system (which is part government, part
private). The elimination of advertising altogether. An anti-
monopoly witch-hunt. Government censorship of programs.
The junking of everything but news, commentary, and dis-
cussion.”

It should be said at once, then, that this report advocates
none of these things. It should be said that the “yardstick”
has been fashioned entirely out of existing parts—things
American broadcasters already are doing on a commercial
basis, wholly within the bounds of the free-enterprise system
and the First Amendment.

What are some of these things that American broadcasters
are already doing? The author does not propose either to
name them all or to cite a few. To attempt the first would
require several years of traveling about the country listening
to some forty thousand programs broadcast in the course of a
year by more than a thousand stations. Short of a veritable
army of researchers, such a task could not even be com-
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pleted within the lifetimes of the programs under scrutiny
On the other hand, to prepare a “selective’ list would be to
court the protests not only of the slighted broadcasters but of
everyone else who differed with the author’s judgment. One
who proposed to question the validity for sixty million per-
sons of the seven-times-one-man judgments of the Federal
Communications Commission would hardly wish to commit
the same error.

But there is, in the author’s view, an even better reason for
not citing programs and stations by name. That is that it is
both unnecessary and misleading—unnecessary because the
conscientious broadcaster already knows ‘“good” from “bad”
(else he would not know how to get out a promotion bro-
chure), and misleading because one man’s meat may very
well be another’s poison.

No two broadcasters have quite the same problem, or quite
the same responsibilities. A man with a little 250-watt local
station in an agricultural community may not have to worry
so much about diversity of interest as a man who broadcasts
from a 50-kilowatt clear-channel station to city-dwellers,
miners, dairy farmers, automobile workers, and small-town
folk. A network’s responsibility toward residents of New
York City, who can tune in the other three chains and nearly
a score of independent stations, will not be the same as its
responsibility toward the thousands who must depend upon
it for the only radio fare they get.

It is perfectly true, as has often been remarked, that it is
simple arithmetic to say that, if the hours from 6:00 to 11:00
r.M.—the only weekday hours when 75 per cent of the voters
can listen to the radio—are packed night after night with one
variety, comedy, popular musie, and silly audience-showoff
program after another, there will be no time left for anything
calculated to help the citizen win his battle for survival. But
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that is not to say that all the broadcasters’ problems can be
reduced to simple mathematics: so many hours of “entertain-
ment”’ and so many of “education.” In a medium that has
learned so well how to make “‘entertainment’’ educational and
‘““education” entertaining, the attempt to allocate hours to
these two forms always seems to the author a little silly.

Nothing, perhaps, has done more to confuse the layman’s
(and the broadcaster’s and the government official’s) thinking
about radio than this business of labeling and categorizing.
Thus, just as all religionists are thought to be “religious,”
moronic daytime serials as entitled to the designation
“drama’ as the rare performances of the theater’s truly great,
and anyone with a “sweet horn’’ as much a “musician’ as

" and any-

Arturo Toseanini, so all “comedy’ is “comedy,’
thing with a box-top is a “children’s show.”

No reasonable person would wish to see “popular’”’ musie
displaced altogether by the symphonic classics, or the come-
dians engrossed in debate over the United Nations veto prin-
ciple. The broadcaster’s familiar plaint that his critics wish to
suppress the entertainment side of radio is a red herring.
What is wanted is better comedy, and better through-the-
week, choice-listening-hour balance between comedy and
certain other things.

Moreover, it must be obvious to us all that the citizen re-
quires a somewhat larger ratio of red meat to pastry than
even he realizes. This is something the listener surveys do not
show but which every alert broadcaster knows, just the same.
Perhaps the alert broadecaster hides behind the meaningless
(except to advertisers) decimal points of these surveys be-
cause knowing carries with it a responsibility to do something
about the situation—for example, to present “educational”
material with all the care and expense that goes into the enter-
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tainment shows, so that people will listen, instead of just
turning a little time over to the local pastor or high-school
principal.

One of the challenging things about the information busi-
ness today is that what every world citizen needs to know has
grown so enormously in sheer volume and in complexity that
the purveyors of information are confronted with a task of
condensing and simplifying and explaining never dreamed of
in the days of John Peter Zenger. The print press, with its Sun-
day review-of-the-week sections and its news magazines, is be-
ginning to meet the challenge. It is high time the broadcasters
did, not only for the sake of their own prestige but also for the
sake of the fifty million adult Americans who do not read
Sunday review-of-the-week sections or news magazines.

The author’s “yardstick,” then, is simply this: Let the
broadcasters, of their own volition, contribute more that is
“plus” in terms of the five goals of the Commission on Free-
dom of the Press; and let them, realizing that not everything
that is not “plus” is by that token “neutral,” eliminate those
“minuses’’ which have the effect of cheapening the goals and
values of our society.

What does this boil down to? It may well reduce itself to
nothing more complicated than for the better broadcasters to
devise effective means of preventing the frustration of their
purposes by any of the frustrating forces that have sur-
rounded them for twenty years. It might involve nothing
more revolutionary than the emancipation of broadcasting
from the overseership of advertising, the writing of a set of
standards for the industry which would reflect the practices
of its best practitioners rather than some common denomina-
tor, and effective measures to insure the observance of the
standards. Certain it is that, if a “yardstick’ of satisfactory
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performance can be fashioned out of existing performance, the
solution need not be sought in a drastic change of systems, or
even in a bold extension of governmental authority.

In a context of democratic thought which appears to be
swinging away from governmental checks, the solution may
have to be worked out between the industry and the listening
public. Let the broadcaster, then, since he must make the
first move and since in any case his primary role is that of
world citizen, consult his conscience. But let him not consult
it in the complacent atmosphere of an air-conditioned office
or apartment in Manhattan or Beverly Hills or Lake Forest.
Let him, rather, retire for one solid week to the woods and
there, locked in a cabin, without newspapers, magazines, or
books, his only contact with the outside world a cheap four-
tube portable radio on which he can get only one station
(preferably his own), simulate the conditions under which
many of his customers live, week in and week out.
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2

MARCONI’'S MARVEL

ANEW field of science and industry was opened in 1895
when Guglielmo Marconi succeeded in transmitting a
message by wireless across his father’s Bolognese estate. Two
years later the enterprising young Italian organized a British
company for wireless point-to-point and ship-to-shore com-
munication. In 1899 this company, later known as the Mar-
coni Wireless Telegraph Company, Ltd., incorporated an
American subsidiary.

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

By the end of World War I, General Electrie had acquired
the patents on the Alexanderson alternator; American Tele-
phone & Telegraph had bought all the De Forest rights, in-
cluding his audion tube; and Westinghouse had developed
important new transmission equipment, all vitally important
to the future of wireless, yet none complete without the others
and without devices controlled by American Marconi. The
infant industry faced a wasteful patent war, in which the
British might come off winners.
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To meet this threat, Navy Secretary Daniels proposed gov-
ermment ownership. The Ariny, the Navy “brass,” and a ma-
jority in the Congress opposed such a step, but they agreed
that the patents should be secured to the United States. Owen
D. Young, chairman of the board of General Electric, had a
solution: Let the three American firms directly involved pool
their resources and buy out American Marconi. Pursuant to
Young’s suggestion, on October 17, 1919, the Radio Corpora-
tion of America (R.C.A.) was formed.

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

! The lively and continuing controversy over who was the “first” broad-
caster probably will never be definitely settled. Among KDKA rivals with
equally impressive claims are WHA (Madison, Wisconsin); KQW (San
Jose, California); and WWJ (Detroit).

12



On November 2, 1920, having sold a good many sets in
anticipation of the event, Westinghouse broadcast from
KDKA (Pittsburgh) the Harding-Coxelection returns; and
others were venturing. Commerce Secretary Iloover had
designated 300 meters as the band in which anyone could try
his hand at broadcasting if so licensed. By January 1, 1922,
thirty licenses had been issued. Fourteen months later, no
fewer than 556 broadcasting stations were making the ether
crackle with strange sounds.

This tremendous expansion was due in no small part to the
fact that the other members of the Big Three that had formed
R.C.A. were catching the Davis fever. In 1922, R.C.A. be-
came part owner of Westinghouse’s WJZ (Newark, New
Jersey), which, two years later, it took over entirely and
moved to New York City. General Electric built WGY
(Schenectady, New York); Westinghouse itself expanded to
Chicago, Philadelphia, and Boston.

In that same year, A.'T. & T. decided to withdraw from the
R.C.A. consortium and erect two powerful broadecasting sta-
tions in New York, to be supported by leasing time to all who
had wares to sell. On August 16, 1922, A.'T. & T. opened
WEAF for husiness as the firsl advertising-supported station
in the world.

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

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

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

SHORT-WAVE AND RADIO RELAY

For the engineers and laboratory technicians, however,
standard aural broadcasting was only a beginning. A hun-
dred times the width of the standard band lay above 1,600
kiloeyeles in the spectrum. They would explore it.

The basis of Marconi’s work was laid by an Englishman
named Clerk Maxwell, who, in 1864, formulated the mathe-
matical equations governing all electromagnetic radiation
(including light) and pointing to many then undiscovered
forms of radiation. This gave rise to the modern idea of a scale
or spectrum of electromagnetic radiation, ranged according to
wave length, which includes radio waves, infrared and ultra-
violet radiation, visible light, X-rays, gamma rays, and cosmic
rays.

Radio waves, the existence of which had been postulated
by Maxwell twenty years before, were first produced and
detected in the laboratory by the German scientist, Heinrich
Hertz, jn 1888. When Marconi pioneered his application of
radio for commercial purposes in 1895, he utilized frequencies
in the region of 300 megacycles. These very high frequencies
did not come into general use until forty years after Marconi’s
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early experiments and have been intensively developed only
during the recent war. For long-distance work, Marconi and
others dropped to the frequency band between 120 and 2,000
kilocycles. Indeed, in the early days of broadecasting, only the
low, medium, and broadecast frequencies were considered im-
portant. (The division of the spectrum as we know it today
runs roughly as follows: the portion below 100 kilocycles is
referred to as “low”; 100-550 as “medium”’; 550-1,600 as
“broadeast’’; 1,600-6,000 as “medium high”’; 6,000-30,000 as
“high”; 30,000-300,000 as “very high”; 300,000-3,000,000
as “ultra-high”’; above 3,000,000 as “superhigh.”)

When the broadeast band was fixed by law, the amateurs
were pushed up into higher bands, which were thought to be
valueless for commerecial or government use. The “hams’ pro-
ceeded to pay for what seemed at the time a discrimination by
making important new discoveries, to be compared in im-
portance with their discovery of aural broadcasting itself.
Among the new vistas that they opened up during the 1920’s
and 1930’s was short-wave international broadcasting.

After Westinghouse went into commercial broadeasting,
Dr. Conrad, the “father’” of KDKA, continued to experiment
with his amateur station in East Pittsburgh, 8XK. After SX Kk
was moved into the higher bands, Conrad tinkered with the
“‘useless” short waves and finally convinced Westinghouse
that they might prove to be the answer to the problem of
linking stations together for simultaneous broadeasting with-
out benefit of the expensive telephone long-lines. In August,
1922, he built a short-wave transmitter adjoining KDKA.
In-March, 1923, a program was successfully transmitted
from KDKA to KDPM (Cleveland). By July, Westing-
house was providing regular network broadecasts through
radio relay.

As has so often been the case with radio experimentation,
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altogether unlooked-for results were obtained. In August,
1923, KDKA's short-wave broadcasts were clearly received in
England. London soon was rebroadcasting some of the pro-
grams over the British Broadeasting Corporation transmit-
ters; and in February, 1924, Calcutta reported extraordinarily
good reception. Searching for an explanation of the phe-
nomenon, engineers discovered that the Heaviside layer? sur-
rounding the earth apparently “reflected’” the short waves,
causing them to skip like flat stones on a millpond, striking
the earth at certain intervals. As understanding increased of
how to adjust frequencies to times of day and seasons, so as to
control the interval of the arc, the band between 1,600 and
6,000 kilocycles was set aside for short-wave broadcasting,
and amateurs everywhere developed the strengths and weak-
nesses of the marvelous new device. In the late thirties,
N.B.C. and C.B.S. joined Westinghouse, General Electric,
and the Crosley (now Aviation Corporation) interests in Cin-
cinnati in experimenting with the commercial application of
short-wave international broadcasting.

Meantime, attention had been diverted from Conrad’s
original application of short wave as a means of linking do-
mestic stations; for, by the time the Westinghouse veteran
had demonstrated that he was on the track of something
promising, R.C.A. was committed to the use of A.T. & T.’s
telephone long-lines for network interconnection. Moreover,
the quality of the signal delivered by telephone wire could not
be matched in the first fumbling experiments with radio re-
lay. To the extent that anyone thought of the less favored
areas which, for want of telephone long-lines or of a profitable
advertising market or of both, were to go without adequate
broadcasting service for a quarter-century, it was thought
that these areas would be taken care of by ‘“secondary’ serv-

28 called for the Englishman of that name who discovered it.
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ice, i.e., by being able to pick up the programs of powerful
stations, 500-1,500 miles away. Hence, radio relay languished
for twenty years in the laboratory.

The coming of frequency-modulation aural broadcasting,
facsimile, and television has brought radio relay techniques
out of the laboratory. Spurred by wartime developments,
especially in the radar field, a number of companies, by the
summer of 1946, were experimenting with relays in the very
high frequencies.

Westinghouse had come forward with a novel principle
called “stratovision,” based on a number of airplanes flying
continuous circle routes in the stratosphere, receiving signals
from ground stations and relaying them to other pairs of
planes and/or the ground, much as a tandem series of lawn
sprinklers covers a large area. Press Wireless, Inc., a dot-dash
and facsimile carrier limited by charter to the transmission of
press intelligence to and from the North American continent,
was seeking permission to transmit broadcasting programs
by radio within the United States. Raytheon was develop-
ing radio relay in the “superhigh’ frequencies. Du Mont
was experimenting with the transmission of television pro-
grams on light beams. Nearly all the new systems being tried
contemplated ‘“multiplexing.” or the simultaneous emission
of aural, television, and facsimile signals.

Fully aware that their long-lines would not be adequate for
television or, from a purely quantitative, geographical stand-
point, for the expected increased traffic in all three types of
modern broadcasting, the A.T. & T. fitted two strings to its
bow. While experimenting with various types of radio relay,
including an adaptation to broadcasting of its “mobile-high-
ways'’ plan for telephouic service to moving vehicles, the tele-
phone company appeared to be placing its greatest reliance on
underground coaxial cables, which were capable of carrying
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several-score telephone, aural broadcasting, television, and/or
facsimile messages simultaneously. Because it required the
new cables in any event for its expanding telephone traffic, the
A.T. & T. was not waiting for the results of its tests to deter-
mine which of the two systems would be cheaper to instal and
operate, more readily installed, and calculated to give the
most reliable service: as of the close of 1946, it had put into
operation a coaxial cable linking New York and Washington
and was better than halfway to the Pacific Coast with the
first transcontinental span. For the sixty million radio lis-
teners standing on the threshold of FM, television, and fac-
simile, the answer to the question, “Which is the better sys-
tem?”’ had perhaps a greater urgency.

Another interesting development which may enlarge the
horizons of radio is called ““pulse-time” modulation, or PM, a
product of the Federal Laboratories, a subsidiary of the Inter-
national Telephone & Telegraph Corporation. By using a
“scanning’’ ray inside a special cathode-ray tube, which re-
volves much like a lighthouse beam, except that its rate is
eight thousand times per second, Federal has been able to
transmit up to twenty-four telephone conversations simul-
taneously and hopes to be able to transmit that many radio
programs on a channel less than twenty-four times as wide as
the normal broadecasting one, thus perhaps opening the door
to more broadeasting stations in a given area.

FREQUENCY MODULATION

Radio waves, like all electromagnetic radiations, have a
common speed, the speed of light—300,000,000 meters per
second. However, they are distinguished by three measure-
ments: “amplitude,” the height of a wave from trough to
crest; “wave length,” the distance from crest to crest of suc-
cessive waves; and “frequency,” the number of occurrences of
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an entire wave in some given period of time, usually 1 second.
’ and frequencies are
therefore measured in cycles per second, often loosely referred
to simply as “cycles.” When the number of cycles is very
large. they are reckoned in thousands, or kilocycles; when the
number is even larger, they are counted in millions, or

These occurrences are called “cycles,’

megacycles.

Since the speed of all radio waves is the same, when the
rate or frequency gets higher, the wave length gets shorter;
for, if more waves going at the same speed have to pass a
given point in a second, they must be crowded more closely
together. Once the speed of transmission (300,000,000 meters
per second) is known, it is easy to convert frequency into
wave length (and vice versa) by remembering that frequency
in cycles times wave length in meters must always equal
300,000,000. Thus 30 meters equals 10,000,000 cycles (10
megacycles), and 1,500 kilocycles equals 200 meters. In short,
wave length and frequency are interchangeable terms, and
one is left with only two variables: amplitude and wave
length/frequency.

The difference between amplitude-modulation (AM) and
frequency-modulation (FM) transmission can be very simply
explained, although at some expense to scientific precision.
Eachradio transmitter puts out what is called a “carrier wave”
of the frequency listed for it in the F.C.C. allocations. (This is
the frequency printed on radio-set dials and listed at the top
of newspaper radio-program logs.) The carrier wave is a true
carrier of information; for on it is superimposed a form of
change, called “modulation,” which represents the variations
in the sound as it strikes the studio microphone. The type
of modulation used by so-called “standard’ broadcasting sta-
tions is called “amplitude modulation” because in it the am-
plitude, or height of the carrier waves from trough to crest, is
varied.
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In the late 1920’s, however, engineers began to experiment
with other possible variables, and they found that, by varying
the frequency of the carrier to correspond with the original
studio sound, while keeping the amplitude constant, they
gained several significant advantages. Notable among these
was the virtual elimination of ‘‘static,” the random radio
noise produced by thunderstorms, some home appliances, and
other electrical disturbers of the peace. This unwanted noise
is in itself an amplitude-modulated signal. Therefore, it passes
through an ordinary AM receiver along with the wanted
broadcast signal. But the FM receiver is unresponsive to
amplitude-modulated signals.

Frequency modulation requires a much larger bite out of
the radio spectrum to convey its intelligence than does AM,
and this makes it impossible to transmit FM on the tightly
packed broadeast band. But this seeming disadvantage was
turned into a blessing when FM settled in the huge spaces of
the frequency spectrumn among the higher megacycles. Here,
al least for a time, there was room for all comers, and the
engineers were able to provide for the carrier wave to be
modulated by a much wider range of sound frequencies than
could be squeezed into the broadcast band. Thus, for the first
time, the vital upper ranges of musical instruments could be
faithfully reproduced on a commercial system.3

These striking advantages—freedom from static and faith-
fulness of tonal rendition—appeared to those interested in
network broadcasting, and particularly to those possessing
long-range clear-channel stations, to be outweighed by a
cramping limitation of FM: i.e., the range of a station is lim-
ited in practice to the distance of the horizon as seen from the
transmitting antenna, much as if the antenna were a light-

3 Some engineers argue that it is the higher frequency and wider band

rather than the difference in modulation that accounts for FM's superiority.
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house whose rays would not carry around the curvature of the
earth. This limited range of 30-40 miles seemed to spell the
death of commercially sponsored network radio; and FM was
therefore firmly told to stay in the laboratory and was dis-
missed by most radio executives as an engineer’s pipe-dream.

To Major Edwin Armstrong, of Columbia University, this
gloomy verdict was merely a challenge. The very weaknesses
of FM, he thought, represented its real strength. If FM re-
quired wider operating bands, then, fortunately, in the unused
part of the spectrum there was enough room to accommodate
more FM stations than AM stations in virtually any given
area. Moreover, these very wider bands made possible a
tonal reproduction forever barred to AM transmitters, with
their necessarily narrower bands. FM put all the sta-
tions in a given area on a footing of mechanical equality.
Finally, if the range was limited, then there surely was need
for more purely community stations; besides, these could be
linked, as effectively if not so simply as with standard sta-
tions, into regional and national networks.

In May, 1940, the F.C.C. authorized commercial operation
of FM stations as of July 1, 1940. By the end of the following
year, one license had been issued, one special temporary au-
thorization had been granted, and six construction permits
were in the hands of broadcasters. By 1942, when the F.C.C.,
at the instance of the War Production Board, imposed a
freeze on all new station construction, the number of com-
mercial stations had increased to thirty. Meantime, set-
manufacturers, led by Phileo, had produced and distributed
nearly 400,000 sets built to receive FM signals in the 42-50-
megacycle band—a band which, as we shall see in a later
chapter, was destined to be rendered obsolescent when, in
1945, the F.C.C,, heeding the advice of its engineers, “kicked
FM upstairs” into the 88-108 megacycle band.
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There have been other setbacks, some of which will be dis-
cussed in the following chapter. Suffice it to note here that,
instead of the “four to five thousand FM stations and ten or a
dozen networks’’ envisioned in mid-1945, there actually were,
as of January 10, 1947; one hundred and forty-two licensed
stations, twenty-five of them still operating in the old bands;
some three hundred additional construetion permits and
conditional grants; four-hundred-odd pending applications;
and no networks.

SIGHT WITH SOUND

The concept of television is older than voice broadcasting.
The first serious experiments looking toward the transmission
of visual images by electromagnetic waves were initiated in
1877. In the early 1920’s relatively successful tests combining
radio transmission and mechanical manipulation of the im-
ages were held in this country. In 1923, President Harding’s
moving image was televised between Washington and Phila-
delphia. Three years later, the Bell System conducted success-
ful wire television tests in black and white, and by 1929 they
had added color.

The first great strides were not made, however, until after
the perfection of the cathode ray, when a number of engineers
attempted to devise an all-electronie, all-radio system. In
1930, N.B.C. opened an experimental television station in
New York and borrowed from Westinghouse Vladimir
Zworykin, who had demonstrated his kinescope or cathode-
ray receiver the year before. Shortly after going to R.C.A,,
Zworykin perfected his iconoscope; and in 1933 both he and
Philo Farnsworth, of the Farnsworth Laboratory, Ltd., pro-
duced 240-line black-and-white images over short distances
which compared very favorably with the 30- and 60-line im-
ages theretofore transmitted, but which still required mechan-

23



ical “scanning’ at the sending end. By 1935, the standard had
been raised to 343 lines, and by 1940 to 525. At this time also,
C.B.S,, Zenith, Du Mont, Paramount, General Electric, West-
inghouse, and the Don Lee Network had become interested in
the new field, and a threatened patent war between R.C.A.
and Farnsworth had been settled to the advantage of all con-
cerned.

Since with television, as with FM, transmitter lieight is a
factor, N.B.C. in 1932 moved its experimental station to the
top of the Empire State Building, the tallest building in the
world. In 1936, Zworykin successfully demonstrated outdoor
television, using a mobile “pickup’’; and, in 1939, N.B.C. an-
nounced that it was ready to make the new art available to
the publie, with two hours of programmning a week which
would be received on R.C.A.-built sets. Soon others were
ready to enter the lists on a regularly scheduled basis, and in
1940 the F.C.C. authorized N.B.C., C.B.S., Zenith, General
Electrie, and Philco to operate commereial stations for the
benefit of the fewer than two thousand set-owners in New
York, Philadelphia, Chicago, Schenectady, and Hollywood.
The war, of course, shelved commercial television tem-
porarily;* but, in 1941, N.B.C. completed the first television
station to accept sponsored programs. This example was fol-
lowed two years later by Du Mont Laboratories, and in 1944
N.B.C. and C.B.S. resumed broadcasting to the general pub-
lic.

Meanwhile, a controversy of major proportions had devel-
oped between the proponents of color television “soon’” and
the advocates of black-and-white ‘“right away,” with the
lineup, as of the close of 1946, Zenith, Bendix, Westinghouse,
and Federal Telephone & Radio behind C.B.S. and color;

¢ Television was widely used, however, in hospitals and for air-raid
warnings and student training.
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General Electric, Philco, Du Mont, and most of the others
rallying to N.B.C. and black-and-white. Amid the smoke of
this battle, the Yankee Network, Philco, and some eighty
other television pioneers quietly withdrew their applications
for construction permits, leaving the field to six licensed com-
mercial stations, thirty-six with construction permits and
forty with applications pending.

THE RADIO NEWSPAPER

Like television, facsimile—or the transmission of charac-
ters, printing type, and pictures by radio—is older than
broadcasting. The principle was established in England as
early as 1850; and in 1924, facsimile (or radiophoto) pictures
of President Coolidge, Prime Minister Stanley Baldwin, and
the Prince of Wales were sent from London to New York in
20 minutes. Four years later, the Federal Radio Commission
allocated two channels for facsimile experimentation. In 1938,
an experimental facsimile network was established, based on
WOR (New York), WGN (Chicago), WLW (Cincinnati),
WGH (Newport News), KSTI (St. Paul), WHO (Des
Moines), WSM (Nashville), and WHK (Cleveland).

That facsimile has not progressed beyond the experimental
stage is probably due to a number of factors. To begin with, to
be practical for home use it must be, as J. R. Poppele, vice-
president and chief engineer of WOR, puts it, 97 per cent
electronic,” since supplementary mechanical devices located
in the receiver would be continually getting out of syn-
chronization. Sets being turned out in small volume as late as
the summer of 1946 still required the threading of paper into
the receiver. Until about 1944, they had to be turned on and
off manually and at precisely the correct instant. By 1946,
paper was available that did not soil the hands, and the
quality of printing had been vastly improved. The remaining
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physical defects undoubtedly will be ironed out by 1950,
but it is the fact that, as of the close of 1946, facsimile was not
ready to begin regularly delivering a home newspaper. It is
not unlikely that it will have its first commercial application
as a by-product or sideline of FM. The F.C.C. has authorized
commercial FM broadcasters to transmit some facsimile (pro-
vided it does not encroach on the required six hours of aural
FM broadcasting) and eventually may permit the mul-
tiplexing of the two. When that time comes, the capsule news-
paper may be evolved as a supplement to, and as reader-pull
“‘come-on”’ for, established newspapers.

In sum, then, the story of the technological development of
broadcasting is the story of all technological development : the
technicians have brought forth miracles faster than men
bound by economic factors could deliver them to the public.
Let us examine some of these economic factors in radio.



3
RAGTIME TO RICHES

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

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

David Sarnoff, onetime American Marconi engineer, who
had come over to R.C.A. and was now a vice-president, ex-
plored several avenues. He wrote in 2 memorandum of June
17, 1922:

The cost of broadecasting must be borne by those who derive
profits directly or indirectly from the business resulting from radio

broadecasting: manufacturer, national distributor, wholesale dis-
tributor, retail dealer, licensee. I suggest that the Radio Corpora-
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tion of America pay over to the Broadeasting Company [no such
company had vet been formed] 2 per cent of its gross radio sales,
that General Electric and Westinghouse do likewise, and that our
proposcd licensees be required to do the same. We may find it prac-
ticable lo require our wholesale distributors to pay over a reason-
able percentage of their gross radio sales. It is conceivable that the
same principle may even be extended in time to the dealers.

And, as though he divined that even this arrangement might
not prove adequate for long, he added:

It is conceivable that plans may be devised whereby it will re-
ceive public support. There may even appear on the lorizon a
public benefactor who will be willing to contribute a large sum in
the form of an endowment. I feel that with suitable publicity activi-
ties, such a company will ultimately be regarded as a public institu-
tion of great value in the same sense that a library, for example, is
regarded today.

Expenses were mounting the while. If the listening public
wanted more recognized stars, the recognized stars wanted
something more substantial in the way of remuneration than
their carfare to New Jersey and the realization that they were
participating in the making of history. In the fall of 1922, the
American Society of Composers, Authors, and Publishers
(A.S.C.A.P.) decided that broadcasters should pay royalty
fees on phonograph records. As the majority of broadcasters
were on the verge of bankruptey, this was a real blow. A num-
ber of them organized the National Association of Broad-
casters (N.A.B.) to fight A.S.C.A.P. Some signed royalty con-
tracts meekly. Others simply dropped transcribed musie,
falling back on news bulletins, market and weather reports,
and amateur skits. Still others appealed to their listeners
for contributions. Among these latter was the A.T. & T’s
WEAF (New York City), which returned to a handful of
donors the less than $200 its pleas had brought forth.

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

Two weeks after A.T. & T. put WEAF on the air, a real
estate firm on Long Island paid $100 for a 10-minute talk
which resulted in the quick sale of two apartments. In Sep-
tember a second customer tried the new medium. By March,
1923, WEAF boasted twenty-five sponsors, including the
R. H. Macy department store, the Metropolitan Life Insur-
ance Company, the Colgate Company, and 1. Miller Shoes.
At first, the advertisers contented themselves with what to-
day would be called “spot announcements.” Before 1923 was
many months old, however, Gimbel Brothers and Browning
King were sponsoring hour-long programs of dance music.

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

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

Master of the situation, A.'T. & T. should have been con-
tent, but it was not. It longed to break the tripartite agree-
ment and start producing its own vacuum tubes. It was not
popular with the independent broadcasters, who wanted to
see it prosecuted as a trust. Within the corporation there were
many who questioned the wisdom of staying in the radio
broadeasting business: A.T. & T, they argued, was (1) a tele-
phone company, (2) a manufacturer of electronic devices. If
it contented itself with leasing telephone long-lines to, and
manufacturing equipment for, the broadcasters, it could draw
down a substantial income from the new industry without in-
curring any of its mounting risks.
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THE COMING OF N.B.C. AND C.B.S.

Even more obvious were R.C.A.’s sources of discontent.
In the summer of 1925 a committee, headed by Sarnoff, re-
ported to the directors that (1) R.C.A. could never be assured
of adequate financial underpinning unless it went into adver-
tising, and (2) it should do this through a broadcasting sub-
sidiary rather than directly because (a) listeners wanted good
programs with little or no advertising and (4) the sponsor
expected a type of program which R.C.A. would be “embar-
rassed’’ to give him.

In May, 1926, stealing Sarnoff’s thunder, A.T. & T. incor-
porated a subsidiary, the Broadcasting Company of America.
The move was designed to frighten R.C.A. into making fur-
ther concessions, for A.T. & T. already had decided to get out
of the broadcasting business. In July, WEAF and WJZ were
united under the management of R.C.A. In September the
National Broadcasting Company! was incorporated as a sub-
sidiary of R.C.A./with R.C.A., G.E., and Westinghouse hold-
ing 50, 30, and 20 per cent of the stock, respectively. In No-
vember, exercising its option, R.C.A. paid A.T. & 'T'. $1,000,-
000 for WEAF, in return for which A.T. & T. agreed not to
re-enter the broadeasting field for seven years, on pain of
refunding $800,000, and to lease its telephone long-lines to
'N.B.C. At the close of the year, N.B.C. issued advertising
rate cards for the Red Network, with WEAF (since October,
1946, WNBC) as the key station, and for the Blue Network,
headed by WJZ. In the network field they had, for the
moment, no rival.

But broadeasting was not the ounly, or even the major, con-
cern of R.C.A. Although N.B.C.’s time sales of $3,000,000 in
1928 were encouraging, they had to be compared with a
traffic in receiving sets which, as early as 1924, had reached
the proportions of a $50,000,000 business. Meantime, R.C.A.
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sought new fields. In March, 1929, it acquired a majority of
the stock of the Victor Talking Machine Company. In De-
cember of the same year it persuaded G.E. and Westinghouse
to permit it to manufacture, as well as distribute, receiving
sets and tubes and set up the R.C.A.—Victor Company to do
it. Two years earlier, it had set up another subsidiary, the
Radiomarine Corporation, to handle ship-to-shore and avia-
tion traffic. Tn 1928 it incorporated R.C.A. Communications,
Inc., to operate a world-wide point-to-point radiotelegraph
system. In May, ﬁ;)fip, R.C.A. bought out the G.E. and
Westinghouse interests in N.B.C. Previously, the corporation
had acquired a toehold in the motion picture industry through
the formation in 1928 of the Radio-Keith-Orpheum (RKO')_)
Company. By 1932, R.C.A. had acquired a better than 60
per cent interest in this production-distribution firin, which
also controlled more than two hundred theaters; but in 1935
it sold half its holdings to the Atlas Corporation, and, by the
spring of 1943, it was out of the movie business.

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

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

Shortly after the formation of N.B.C., a rival network was
organized. At the fourth annual meeting of the N.A.B. in
September, 1926, a promoter, George A. Coats, incensed over
the rights and royalties demanded by A.S.C.A.P., proposed
setting up a great radio program bureau. The idea appealed to
Arthur Judson, manager of the Philadelphia Symphony
Orchestra, who was apprehensive of the threat to talent book-
ing inherent in the vast plans of R.C.A. A corporation known
as the Judson Radio Program Corporation was organized to
book talent and develop radio programs. After an unsuccess-
ful attempt to place talent on N.B.C., the two men, in Janu-
ary, 1927, incorporated the United Independent Broad-
casters (UU.I.B.), for the purpose of contracting for radio
time, selling it to advertisers, and furnishing programs to
broadcasters. In April, U.L.B. became affiliated with the
Columbia Phonograph Company, and an operating company
was formed, the Columbia Phonograph Broadcasting System,
Inc. (C.P.B.S.), with U.LB. remaining as the holding com-
pany.

The new network succeeded in signing sixteen stations,
with a standard contract which obligated C.P.B.S. to pay
them $500 a week for 10 specific hours. Owing to unexpected
difficulties, the chain was not able to begin broadcasting until
September, when the first program went out over the sixteen
stations. Meantime, heavy financial losses had piled up, and
the following month the Columbia Phonograph Company
felt obliged to withdraw. At that time a controlling interest in

33



U.I.B. was acquired by three men, two of them owners of
WCAU (Philadelphia), one of the contracted stations. Shortly
thereafter, U.L.B. acquired all the outstanding stock of the
Columbia Phonograph Company, and the name of the net-
work was changed to the Columbia Broadcasting System,
Inec.

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

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

In December, 1938, C.B.S. purchased from Consolidated
Filin Industries, Inc., the capital stock of the American
Record Corporation and its subsidiaries, changing the name
to the Columbia Recording Corporation, still the opposite
number to R.C.A.’s Vietor Division and sharing with the
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latter a major portion of the lucrative phonograph record and
transeription market.

THE SCRAMBLE TO ‘‘AFFILIATE"

From the earliest days of broadeasting, the pull from every
direction has been such as to make the rapid expansion of net-
works inevitable. The listeners wanted to hear the ‘“finished”
programs from New York and other talent centers. Independ-
ent broadcasters wished not only to please their listeners but
also to claim a share in the national advertiser’s dollar. The
networks themselves naturally worked to expand that dollar
by putting themselves in position to offer more and more
stations.

_The irresistible tide flowed swiftly. On November 1, 1926,
N.B.Cy had 19 stations in its Red and Blue networks. By the
end of 1927, the number had increased to 48. Ten years later,
it stood at_138. As of December, 1946, the chain (meantime
divested of the old Blue Network) boasted 159. Meanwhile,
Q.B.S, from a start of 16 in 1927, had 28 within a year and
113 by 1939. At the close of 1946, it had 162 By 1938, roughly
38 per cent of the 721 standard statiogs were either owned by,
or under contract to, one of the two big companies. As of the
end of 1946, approximately 800 of the more than a thousand
on the air were divided as follows:

M. S o e macir v =7 & & e 3 % . 384*
ABC.. .. ... .. ... . 2838*
NaB ol it o 2y e a0 wi 162
071 AN AP AT AP 162

* Many M.B.S. and A.B.C. affiliates also are affiliated with another network.

As network broadeasting developed, business relationships
changed. In the early days, A.T. & T. had asked for no bind-
ing contracts with the member stations that formed the
nucleus of its 1923-24 network. When N.B.C. was organized,
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it continued these informal understandings, making special
contracts only with those stations that demanded them for
protection. In genefal, it was agreed that the afliliates would
receive $45 an hour for commercial programs and pay N.B.C.
$45 an hour for sustaining service. No option on time was
taken by the network, which had to clear on each occasion
with each station before making definite arrangements with
the sponsor. On the other hand, C.B.S. wrote individual con-
tracts with its affiliates from the start, agreeing to pay $50
an hour for commercial time and charging the same rate for
sustainers.

After Paley bought into C.B.S., payments for sustaining
programs were eliminated, and, in return, the stations waived
compensation for the first five hours a week of commercial
time. In August, 1929, C.B.S. adjusted its rates according to
the power, popularity, physical coverage, market, and spot
rate charged national advertisers. Hourly rates ranged from
$125 to $1,250 for commercial programs, which stations were
required to carry, although they were free to take or refuse
sustaining programs. In 1932, N.B.C. abolished hourly rates
for sustainers, and the stations began paying the network a
flat sumn of $1,500 a month. By 1935 the older network had
changed its contracts to conform to C.B.S.’s option policy.

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

Meanwhile, the networks were acquiring stations by owner-
ship as well as by affiliation. When it was organized, N.B.C.
had owned three stations: WEAF and WJZ (New York) and
WRC (Washington); C.B.S. began with none but acquired
WABC (New York) in December, 1928. Between 1930 and
1935, N.B.C. purchased seven more: WMAL (Washington),
WTAM (Cleveland), WMAQ and WENR (Chicago), KOA
(Denver), and KPO and KGO (San Francisco). By 1936,
C.B.S. had picked up eight to add to WABC: WJSV (Wash-
ington) (now WTOP), WBT (Charlotte, North Carolina),!
WEEI (Boston) (by lease), WBBM (Chicago), WKRC (Cin-
cinnati),! WCCO (Minneapolis), KMOX (St. Louis), and
KNX (Los Angeles). The net effect of this concentration was
to give N.B.C. and C.B.S. absolute control of 14 and affilia-
tion with 14, or the use of 28 of the 30 clear-channel stations
of 50-kilowatt power then in existence. At this point the gov-
ernment, as we shall see in a later chapter, stepped in to stem
the tide.

Many independent stations did not wish to be bound by
the rigid contracts of the national networks. Others were pri-
marily interested in coverage on less than the national scale.
Still others could not get an N.B.C. or a C.B.S. affiliation.
The obvious advantages of limited network operation were
not lost on these. In the late 1920’s, groups of two or more
independent stations began to exchange programs and quote
advertising rates based on the combined markets. In the
thirties some of these smaller chains expanded and became
quite powerful in their regions, using their dominant positions
in the markets to bargain collectively with the national net-

! Since disposed of.
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works. Others were content to go quietly along on a state-
wide basis. Not a few of the earlier ones failed to survive.

Among those that prospered, the 1946 leaders would in-
clude the Don Lee Network, which, through an arrangement
with the Pacific Network, covered California, Oregon, and
Washington; the Yankee Network, which, by absorbing the
Colonial Network, secured a dominant position in New Eng-
land; the Texas Network; and the Michigan Network. Mean-
while, another type of small combination, based upon com-
mon ownership of & number of stations, had developed. Al-
though Westinghouse was first in this field, the bulk of such
chains came to be associated with newspaper combinations.
(The tables in Appen. I will give some idea of the regional
and common-ownership network situation as of January 1,
1947.)

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

In September, 1935, WXYZ left M.B.S. to join N.B.C. as
an affiliate and was replaced by CKLW (Windsor, Ontario),
which also served the Detroit area, thus lending an inter-
national flavor to the new venture. The next year, Don Lee
and Colonial joined the M.B.S. fold. By January, 1939, there
were 107 ‘“‘co-operating’’ stations, 25 of which were able,
thanks to the very loose arrangements with M.B.S_, to retain
afliliation with N.B.C,, and 5 with C.B.S. In January, 1940,
the original incorporators issued stock to five additional com-
panies: the Don Lee Broadcasting Company, the Colonial
Network, Inc., the Cincinnati Times-Star Company (licensee
of WKRC), the United Broadcasting Company (a subsidiary
of the Cleveland Plain Dealer and licensee of WIIK [Cleve-
land] and WHKC [Columbus]), and the Western Ontario
Broadeasting Company, Ltd., licensee of CKLW.

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

M.B.S.’s intensive drive soon brought it to the top in the
number of affiliations. But the figures were misleading;
N.B.C. and C.B.S. at the close of the 1930’s were interested
not only in all but 2 of the 30 powerful 50-kilowatt clear chan-
nels but in 53.4 per cent of the regional stations as well.

Moreover, as the Federal Communications Commission
was to disclose, N.B.C. and C.B.S. had what amounted al-
most to a stranglehold on radio talent. The former had set up
an Artists’ Service in 1926. In 1935 it acquired the Civie
Concert Service, Inc. In 1937 the gross talent bookings of the
merged unit were $6,032,274. C.B.S. presented a similar situa-
tion, having set up Columbia Artists, Inc., and having ac-
quired 55 per cent of the stock of the Columbia Concerts
Corporation in 1930,

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

Several attempts subsequently were made to launch a fifth
national network. In November, 1939, Elliot Roosevelt, one-
time president of Hearst Radio, Inc., announced the forma-
tion of the Transcontinental Broadcasting System. It never
took the air, largely because it failed to secure in advance suf-
ficient promises of revenue to hold in line the 100 stations in-
volved. In July, 1945, Leonard A. Versluis, a Michigan broad-
caster, managed to get the Associated Broadeasting System
operating on the basis of a very loose arrangement with a
dozen independent stations. Associated threw up the sponge
on February 11, 1946.

CROSS-CURRENTS

With the coming of the first two big national networks, the
demand for radio sets and broadeasting equipment naturally
increased. Even by the end of 1927, the 5-year-old “novelty”
had become a $425,000,000 business in terms of gross receipts
for apparatus. By 1938 there were 40,000,000 receiving sets in
use in the United States. The original cost to the public of the
nearly 100,000,000 receiving sets (excluding FM, television,
and faesimile receivers) turned out between 1921 and mid-
1946 has been estimated at almost $3,000,000,000. For the
two-dozen broadeast licensees primarily interested in radio
manufacture,? these figures meant divided interest, if not
divided allegiance. The apparent conflicts flowing out of this
situation have sometimes given rise to charges that the manu-
facturers shaped future plans to present stock inventories.

Thus Major Armstrong, the “inventor’’ of FM broadcast-
ing, accused R.C.A. and others of holding FM back for a

2 Biggest: R.C.A., G.E., Westinghouse, Zenith, Philco, Aviation Corpora-
tion, Du Mont, Farnsworth, Stromberg-Carlson.
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decade because of heavy inventories in AM equipment. And
some observers saw in the attempts of Zenith to discredit
F.C.C. engineering tests leading to the shift of FM to higher
bands an undue concern for several thousand FM sets built
to receive in the old band. In any event, it may be stated as a
valid generalization that the equipment manufacturers have
been, on the whole, less enthusiastic about FM than those
broadcasters who have no interest in the lucrative apparatus
market.

Even more spectacular has been the controversy between
black-and-white and color television, with four important
manufacturers (Zenith, Bendix, Federal, and Westinghouse)
supporting C.B.S. in the campaign to wait for color and the
others either on the fence or lined up behind R.C.A. for going
ahead without color. C.B.S. has expressed a fear that if color
television is not pushed, it may be artificially retarded for a
decade or more by two factors: (1) a flooding of the market
with black-and-white sets which, because television receivers
are considerably more expensive than AM sets, the owners
might not wish to replace very soon, and (2) a freezing of fre-
quency allocations in the two limited bands assigned by the
F.C.C. in September, 1945, one of which is designed for black-
and-white and the other for color.? In October, 1946, N.B.C.
stole a march on C.B.S: by demonstrating all-electronic color
television. (C.B.S. at that time still employed mechanical
color disks.)

Corollary interests in television extend far beyond the lim-

3 C.B.S. has favored moving television all the way up into the microwave
bands, arguing that rclease of the black-and-white band between 44 and
88 megacycles would free 220 additional FM channels; the F.C.C. and a
number of set-manufacturers point out that this would create FM receiver
design problems and probably involve the manufacture of two- and three-
band sets, since 20-30 megacycles is the practical limit for a single-band
receiver dial.
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its of equipment manufacture, however. Du Mont has boasted
that it is not “big business,” inasmuch as the initial invest-
ment ‘“‘need not run over $272,500.” Other telecasters dis-
agree, and the F.C.C., challenging Du Mont’s figures, warns
prospects that television is still “a rich man’s game.” Under
the circumstances, it is searcely surprising that some advertis-
ing agencies, long accustomed to programming standard
broadecast stations, are quietly preparing to play an even more
dominant role in television. It is even less surprising that the
agencies plan, because of the higher costs involved, to make
the new medium more, rather than less, commercial than
aural broadeasting has become.

It goes without saying that the motion picture industry is
interested in television, although Hollywood does not appear
to have made up its collective mind whether the wireless
talkie will supplant the neighborliood movie or merely serve
as a means of bringing “trailers’” of forthcoming films into the
home and see-it-as-it-happens newsreels into the theater.
Department stores, with an eye to the possibilities for fashion
shows, also are active in the field. Indeed, these two groups,
together with the big networks, the equipment manufac-
turers, and perhaps the newspapers, may have to support
commercial television for several years.

Merlin H. Aylesworth, former president of N.B.C., has
predicted that there will be 3,000,000 television sets in use by
1948, ““at least 10,000,000 by 1850”’; and that television will
give movies a run for their box-office half-dollars and news-
papers a run for their advertising dollars. If there is anything
to what he says and to precedent, Hollywood may be ex-
pected to try to narrow, and the publishers to try to resist, the
relentless flow of progress. It will be remembered that hoth
the movies and the press fought radio in its salad days.
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THE NEWSPAPER-RADIO FEUD

As a matter of fact, the publishers have more reason to be
on their guard now than they had in the early twenties. Then
radio was tolerated as something of a toy, and, although sev-
eral newspapers owned stations, they did not regard them as
competitors. In 1922, the Associated Press warned its mem-
bers that the broadecasting of its news was contrary to A.P.
by-laws; but, as the United Press and International News
Service were supplying news to broadcasters, those warned
felt obliged to strain the by-laws. So little did the newspaper
owners fear radio that they cheerfully accorded the broad-
casters a courtesy long denied (in effect) by most periodicals
to motion picture exhibitors, theatrical producers, and book
publishers: free announcement of scheduled attractions with-
out the usual quid pro quo of paid advertisements.

With the rapid expansion of N.B.C. and C.B.S. in the
early thirties, however, the picture rapidly changed. News-
paper advertising lineage fell as radio time billings soared.
Radio news coverage, which had dealt a death blow to the
afternoon ‘‘extra,” was utilizing the press association re-
ports—the very raw material of newspapers—to beat the
publishers at their own game, and with a decided advantage
in timing. The dormant radio committee of the American
Association of Newspaper Publishers sprang into action. By
1933 it had persuaded A.P., U.P,, and L.N.S. to suspend the
service of news to broadcasters.

The response of at least one network was immediate and
initially effective. In October, C.B.S. News Chief Paul W.
White, a former U.P. editor, quietly began to organize his
own news-gathering staff. Newspapers in areas where C.B.S.
had outlets promptly withdrew the network’s program list-
ings, and the publishers’ committee urged newspapers to
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accord like treatment to all listings, as a means of bringing
concerted hroadcaster pressure to bear on C.B.S.

The broadcasters lost their nerve. They had managed their
relations with the press badly, especially in the matter of
failing to accompany requests for free space with paid adver-
tisements. Most of them stood in awe of the older medium,
insisting that radio needed the support of the press (which,
since 1933, it has never received). The network front eracked
when N.B.C. decided to play both ends against the middle
instead of supporting its news chief, A. A. Schechter (now
news chief of M.B.S.), in his move to follow White’s lead by
building up N.B.C.’s own news-gathering staff.

A few days of going without printed program logs con-
vinced all but a handful of broadcasters that they could not
win in a showdown. The spirit of panic swept C.B.S. up in its
tide, and in December, 1933, representatives of both net-
works met with spokesmen for the A N.P.A., AP, UP., and
ILN.S. in the Hotel Biltmore, New York, and signed a ten-
point “agreement,” which later, perhaps for legal reasons,
became known as(‘the Biltmore prog,lfam.’\}

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

Two contributing factors to this eurious pact should be
noted in passing. One, of particular interest in view of the
1946 newspaper campaign against “‘government interference”’
with the broadecasters (touched off by issuance of the F.C.C.’s
famous “Blue Book”), was the subtle press agitation just
prior to the Biltmore conference for congressional legislation
more strictly regulating the radio industry, accompanied by
some kind words for the British system of government owner-
ship and operation. The other was the broadeasters’ mounting
coolness toward frequent interruptions of commercial pro-
grams by news bulletins, a practice which distressed the
sponsors and their advertising agencies. The two time periods
selected for newscasts happened fortuitously to fall in “op-
tional”’ segments which normally produced little or no adver-
tising revenue.

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

The extent to which the outcome was a Pyrrhic victory for
the broadcasters, as well as a missed opportunity for their
listeners, may not even today be fully realized. A 1939 Fortune
survey indicated that 70 per cent of Americans relied on the
radio for news and that 58 per cent thought it more accurate
than that supplied by the press. A survey by the Survey
Research Center of the University of Michigan, due for publi-
cation in 1947, substantiates these findings very dramatically.
On many occasions during the war, at subsequent inter-
national conferences, and in the midst of numerous strikes
which kept newspapers off the stands for days and weeks,
listening America might well have wished that radio’s handful
of reporters had been an army.

Actually, the wartime cessation of hostilities between press
and radio may have marked not so much a victory, Pyrrhic
or otherwise, as a long armistice. The aggressive reappearance
of radio newsmen during the war, together with a succession
of time-beats over the newspapers, all the more galling be-
cause they usually involved news gathered by and for the
press, caused the A.P. management to *‘re-examine’ the situ-
ation, with a view to exploring the possibility of trying to
reinforce restrictions on the broadcasters’ use of press-associa-
tion material.

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

It is to be hoped that the publishers will find a way to
avoid further squabbles in which the public would be the
chief sufferer. The fact that, as of the end of 1946, nearly
three hundred of them operated standard broadcasting sta-
tions and more than four hundred, including most of these
three hundred, were clamoring to get into FM or television or
both may be a good augury. Perhaps the “pioneers” can per-
suade their reluctant brethren that radio is here to stay.

“KING CANUTE’’ PETRILLO

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

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

By 1935 the sums being paid in royalties by the networks
were so staggering that the National Association of Broad-
casters (N.A.B.), a trade-group formed specifically to fight
inroads of this sort, began looking about for ways to lower the
cost. When A.S.C.A.P. in 1937 announced a rise in royalty
scales, N.A.B. redoubled its efforts to line up the industry
solidly behind the networks. In September, 1939, the broad-
casters decided to take a step from which they had shrunk in
their feud with the press: they approved a $1,500,000 N.A.B.
war chest with which they set up Broadcast Musie, Inc., to
develop their own music. Meantime, A.S.C.A.P. became em-
broiled with the Department of Justice. But when the govern-
ment accepted a consent decree, the broadcasters in October,
1941, signed new contracts, based on a 1940 A.S.C.A.P. offer
considerably more moderate than the ultimatum of 1937:
B.M.I. had done its job. Record 1940 A.S.C.A.P. royalties of
$5,000,000 plummeted to $300,000 in 1941 and did not reach
$3,000,000 in 1942. By 1946 the figure had climbed back to
$5,000,000, but only on the basis of a much larger gross vol-
ume. For once, the industry appeared to have won a victory
destined to benefit all concerned.
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While they were winning that battle, however, the broad-
casters were assailed from flank and rear. The spearhead of
the new hosts was James Caesar Petrillo, at that time presi-
dent of the Chicago local of the American Federation of
Musicians (A.F.M.). To Petrillo two things were apparent:
the gains registered by the authors of popular music did not
benefit the men who played it; and “live” musicians would
always be indispensable to the broadcasters.

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

Moved by a sense of timing that has characterized his
actions ever since, Petrillo in 1935 calmly ordered all broad-
casting stations to hire “stand-by’’ musicians to the number
of those used in the making of any recording or transcription*
every time a ‘“‘platter” was played more than once, on pain of
seeing the musicians walk out of the Chicago recording stu-
dios. Early in 1936 he made good his threat. Locals in other
cities promptly brought pressure on Joseph Weber, then presi-

¢ A transcription is a recording made at the lime of “live”” broadcast.
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dent of the A.F.M. Weber extended the stand-by order to the
entire country, advising the networks to bring pressure on
their affiliates. This the networks declined to undertake. But
it was apparent that they would lose, whatever they did; and
so, on September 15, 1937, they formally capitulated. Af-
filiated and independent stations, as well as record manu-
facturers, had, of course, to follow suit.

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

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

Meantime, his eagle eye had long since noted that more and
more radio stations were employing staff (usually announcer)
or mechanical record-changers. Having organized the manual
“platter-turners” of Chicago, Petrillo moved in the spring of
1944 to require all stations to employ hand labor, thus provid-
ing work for an additional 2,000 A.F.M. scale lahorers. This
brought him into collision with the National Association of
Broadcasting Engineers and Technicians (N.ABET), an
independent union which had organized most of the “disk-
jockeys” outside Chicago. Afraid of Petrillo, N.B.C. and
AB.C. hesitated about signing new contracts with
N.A.B.E.T., who in turn, took the case to the National Labor
Relations Board. The latter upheld N.A.B.E.T., directing
N.B.C. and AB.C. to sign new contracts with the anti-
Petrillo union. There, as of the close of 1946, the matter
rested. No one supposed that Petrillo, with C.B.S. and a num-
ber of independent stations whose “platter-turners” were
members of the International Brotherhood of Electrical
Workers rather than N.A.B.E.T. in his pocket, would let it
rest for long.

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

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

When I became president of thiec American Federation of Musicians,
I made sure that the contracts with the locals in the three cities
where network shows originate . . . . New York, Chicago, and Los
Angeles . . . . would all expire on one day. That day is coming next
January 81. If the Supreme Court rules the Lea Act constitutional,
the small stations won’t get any music, because the three locals
will make agreements to play locally only.

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

We'll just send out a little letter. We'll just say, ‘“Gentlemen,
on such and such a date, members of the A.F.M. will not be per-
mitted to perform in the making of recordings or transeriptions.”

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

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

At the end of the year Petrillo had his test case in the
judicial wringer. Behind him stood the American Federation
of Radio Artists, affiliated through the Associated Actors and
Artistes of America with Actors Equity, the American Guild
of Musical Artists, and the American Guild of Variety Art-
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ists; the Radio Directors Guild; the Screen Actors Guild; the
United Office and Professional Workers of Ameriea; the Inter-
national Brotherhood of Electrical Workers; and half-a-dozen
other unions, any one of which could disrupt the broadeasting
industry on a moment’s notice. In December the United
States District Court in Chieago dismissed a criminal infor-
mation against Petrillo in the WAAF case, ruling the Lea
Act unconstitutional on five counts involving the First, Fifth,
and Thirteenth amendments. The federal government moved
to appeal directly to the Supreme Court. Meanwhile, how-
ever, in October, the transeription manufacturers had agreed
to meet the A.IF*.M. “czar’s’” 50 per cent “‘across-the-board”
wage increase. Once again, the wall had been breached.

THE ADVERTISING MEN MOVE IN

It will be recalled that, when broadeasting took its first
halting steps in the early 1920’s, it was thought by R.C.A.,
G.E., Westinghouse, and the other manufacturers that the
sale of equipment would support the new medium indefinite-
ly; and that, when A.'T. & T., which had virtually no equip-
ment to sell, failed in its appeal to the public for contribu-
tions, it turned to the merchants. But potential advertisers
were skeptical. For more than a century, they had been deal-
ing with the written word. Those who controlled the print
media were loath to see the advertiser’s dollar split. Weighing
the bird in hand against the rumored two in the bush, the
advertising agencies that got their 15 per cent from the print
media hesitated to break with old friends.

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

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

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

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

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

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

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

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

The networks have always tried to get a firmer foothold in the

production field . . . . a position they lost to advertising agencies in
the early days of radio.

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

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

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

The sponsors and agencies were building up a solidarity
entirely unmatched by the broadcasters. By 1944, C.B.S. had
thirteen customers who bought more than $1,000,000 worth of
time each, and three who spent more than $4,000,000 each,’
while N.B.C. had eleven million-dollar-plus clients, A.B.C.
nine, and M.B.S. three. But advertising-agency concentration
had become even more pronounced. J. Walter Thompson
bought $13,470,003 worth of time from C.B.S., A.B.C., and
M.BS. in 1944; Young and Rubicam, $10,034,721; Dancer,

5 It is perhaps only fair to say that Trammell was speaking of evils Le
detected in the Chain Broadcasting Regulations rather than in advertiser
domination.

¢ General Foods, $5,537,409; Lever Brothers, $4,842,781; Proctor and
Gamble, $4,348,795.
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Fitzgerald, $7,062,811. In other words, three ageneies bought

Lnearly a fourth of the time on three of the four networks” ¥n
1945 seven sponsors and six agencies fyrnished almost half of
C.B.S.s #65,724,362 billings; twelve sponsors and five agen-
cies contributed more than 40 per cent of A.B.C.’s $40,045,-
966; six sponsors and five agencies accounted for a third of
M.B.S.’s $20,637,363 (see Tables 1 and 2).

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

The merest suggestion from a courageous network execu-
tive that he might set aside a choice hour in the evening for a
brave new venture in public service could bring a reminder
from half-a-dozen agencies of the fact that they could easily
take their business next door—and his listeners with it. What
would happen if the broadeasters, or even the four networks,
moved in unison is a matter for conjecture. They have never
tried it.

Pending some such declaration of independence, the situa-
tion as of the close of 1946 was not without its significance for
the future. Thus, as regards standard, or old-style, broadcast-
ing, Variely, as early as December 8, 1945, noted a new trend
which has since become more marked:

" N.B.C. has not released figures since 1941; they would approximate
those for C.B.S.

® The average afiliate’s revenue breaks down into about three equal
parts: a third from networks, a third from local advertising, and a third from
national advertisers using station-break spots.

58



TABLE 1

CONCENTRATION OF GROSS BILLINGS BY AGENCIES
FOR A.B.C.,, C.B.S,, AND M.B.S. IN 1945*

. No. of More - Percentage

Network Total Gross :‘:l:lgle‘:c‘; than T:rl ?l,lo::lll,l;:f! of Top Five

E Billings \clcnunls $1,000,000 Agencies Agencies of

) Accounts & ) Total Gross
AB.C..... 840,045,966 77 14 |813,223,825 33
C.BS... 65,724,851 78 19 30,089,399 46
MBS... 20,637,363 61 3 7,792,453 38

A.B.C. billings of top five agencies:

J. Walter Thonipson. . .
Compton. . ........ -
Kenyon and Eckhardt. .

Batten, Barton, Durstine and Osborn . . . .

Young and Rubicam . .
Total. .. ..

C.B.S. billings of top six agencies:
Young and Rubicam..... . ... .. .
Dancer, Fitzgerald, Sample. .

BioWa, iy i bl = atls o' 4
J. Walter Thompson . . . ..

Ruthrauff and Ryan, Inc.. . . .
Compton. . ............. ...

Total..... ...

M .B.S. billings of top five agencies:
Erwin, Wasey . ......... ...
Hixson-O’Donnell. . . .
D’Arey.............

Gardner. . ...... . ..
Kenyon and Eckhardt

. % 4,540,394
.. 2,809,467
2,248,536
2,082,855
2,042,573

.. $13,223,825

.. 09,492,434

6,495,750
4,976,900
4,648,864
4,425,451
3,151,968

.. $33,191,362

.. 8 2,961,043
1,868,203
1,286,371

.l 1,093,172

1,083,464

¥ 07,792,453

Top ayency billings for the three networks combined: t

Young and Rubicam. ... ... .. ...
J. Walter Thompson. . . . :
Dauncer, Fitzgerald, Sample. . . .

$11,945,652 or 9.459,
10,052,515 or 7.909,
8,612,751 or 6.819,

* N.B.C. has not disclosed figures since 1941; but subtracting the figures for the above
three networks [rom the estimated total for national network gross billings gives N.B.C.

gross of 364,339,448,

t The order of these ageucies would probably change somewhat if N.13.C. figures werc in-

cluded.
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TABLE 2

ToP ADVERTISERS FOR A.B.C., C.B.S., AND M.B.S. FOR 1945*

A.B.C.:

Total gross billings................... e §3 = = aOwe

(This included 115 advertisers, 12 with
billings of more than a million dollars

each)

Proctor and Gamblef. . ... .. L. § 2,240,587
General Mills. . . . .. . . 2,159,021
Miles Laboratories. . . . . R 1,956.191
Kellogg......... .. o 1,678,207
Coca-Cola. ........ R 1,498,370
Quaker Oats. . .. .. .. - . 1,489,247
Swift and Company .. ....... . 1.483,725
Libby, MecNeill and Libby. . ....... 1,420,561
Esquire, Inc.. ............... ... 1,176,187
Westinghouse. .. . ... .. 1,148,557
Philcogg s a-gs a2 dés din s e n ol aashs s 1,144,236
Ford Motor Company. ... ........ 1,055,915

Total. ............ . ... 18,445,754

C.BS.:
Tothl gross Billings wussr gos-woeapyass oo ns
(This included 127 advertisers, 16 with
billings of more than a million dollars
each, of which 7 had billings of more
than two million dollars each)

Proctor and Gamble. . ... ... ... .. 8 5,858,496
Lever Brothers. ........ .. ... 5,091,929
General Foods. . . . .. -~ Aw x g . 4,164,948
American Home Products. . . .. . 2,984,922
General Electric. .. ........ L. 2,842,841
Sterling Drug. . ....... .. .. . 2,275,351
William Wrigley. . ... .. - 2,057,578

TotAlmaae wamps « ¢ : re $24,776,065

M.BS.:
Total gross billings. .. .................. ... ...,
(This included 74 advertisers, 4 with
billings of more than a million dollars
each)

R.B.Semler. .................... $ 1,713,953
Coca-Cola. . .. Sad s anmw . tat 1,286,571
Ralston Purina. .. ... .. P 1,098,172
Sinclair Refining. .. ............... 1,043,899

Total. . ...... ... ... .. ... .. $ 5,137,595

$40,045, 966

46% of total gross

$65,724,851

389, of total gross

$20, 637,363

25% of total gross

* N.B.C. has not disclosed figures since 1941, but subtracting the figures for the above
three networks from the estimated total for national network gross billings gives N.B.C. a

gross of $64,839,448; billings would approximate those of C.B.S.

t Proctor and Gamble was the top advertiser, with a tota] of #7,603,070 for these three
networks, which includes a billing of 34,037 for M.B.S., ranking among the five lowest ad-

vertisers for that network. Proctor and Gamble is a top advertiser on

other top advertisers cannot be given without N.B.C. figures.

.B.C. Exact order of



The sponsors are going to play it safe. Instead of making any
definite commitments on the new shows, and plunking down a
quarter or a half a million dollars for time and talent, only to find
that they’re saddled with a product that isn’t exciting the customers,
the clients are hitching the intro for the products onto their estab-
lished network shows for a series of regional tests. Proctor & Gamble,
for example, is getting ready to launch its new Velvet Skin Lotion.
One of the P & G airers, possibly the Rudy Vallee show, will be
used on an experimental basis, with a line piped into Buffalo for a
strictly regional plug. Meanwhile lotion will be shuffled off to
Buffalo for a super sales campaign.

As with the old-fashioned medicine show, those who do not
buy a bottle of what’s good for man or beast will not get to
see the little lady do her dance.

“LOVE THAT SOAP!”

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

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

61



had a generic name to vie with the “horse opera” of the
screen.

The loghooks of WEAF and WJZ, at that time both N.B.C.
stations, show no prominent commercial sponsors hefore 6:00
p.M. during 1932 and 1933. By 1936 the daytime hours were
filled with 15-minute shows, 3ponsored primarily by Oxydol,
Ivory, Best Foods, Chipso, and Climalene. By 1939 the serial
was well established, and such clients as Kolynos, Phillips,
Dr. Lyons, and Camay had mounted the bandwagon.

Costs of evening programs, paradoxically, rose steadily
through the vears from 1935 to 1946. At first, this trend
alarmed the sponsors and advertising agencies; for, although
there was no doubt about the existence of radio audiences,
there was considerable about the radio market: that listeners
were purchasing radio-advertised products had not vet been
“conclusively’ demonstrated. The sponsors, still to be intro-
duced to corporate and income-tax schedules which were to
make “good-will’’ advertising the cheapest commodity on the
market, wanted results. Led by the American Tobacco Coni-
pany’s George Washington Hill, with his “unprecedented”
Cremo contest and strident Lucky Strike program, they had
shaken off all the old network inhibitions against “direct”
advertising, except the one about specifying the price. That
this taboo to which the broadcasters clung was meaningless
was made clear in practice: Eno Fruit Salts deseribed a trial
hottle costing “a little less than two packs of cigarettes’;
another sponsor announced that his product could be pur-
chased for “the smallest silver coin in circulation’’; Richman
Brothers boasted that “men who pay $435 for their suits can
now get them . . . . for half that.” The dropping of such “sub-
tleties” was only a question of time.

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

The first strictly “dramatic”’ program of the type now com-
mon, “First-Nighter,” was launched in 1930. It was soon fol+
lowed by the~‘Lux Radio Theatre.” From this point it was
only a step to the dramatization of mystery and murder
stories: “The Shadow,” “Bulldog Drummond,” “The Green
Hornet.” The Kellogg Company gave the formula a new
emphasis with ‘“The Singing Lady,” a presupper-hour chil-
dren’s program. Soon all the breakfast-food people were com-
bining cowboy or G-man derring-do and package-top prizes to
persuade young Americans to hound their mothers into buy-
ing new “taste sensations.” The “sealed-in vitamin” fillip was
to come later.

By 1938, Fortune observed, radio entertainment was be-
coming ‘“increasingly complicated.”, Major Bowes had
pointed the wz—).y for amateur shows, which enjoyed a brief
reign and then gave way to quiz and other audience-participa-
tion programs, the more extreme types of which proved so
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popular that thousands of citizens still clamor weekly for the
chance to make themselves ridiculous.

Henry Ford and General Motors'each had a symphony pro-
gram. The sponsoring of “serious” music was felt to be a mat-
ter of “prestige,” as well as a completely noncontroversial
form of ‘“‘public service’’; and soon C.B.S. had the New York
Philharmonic and N.B.C. its own symphony with Toscanini
conducting. The public, Fortune feared, “still preferred swing
to symphony, comedy to uplift. Program-makers had accus-
tomed the listener to the Big and the New, and now had a
self-created mandate to produce it over and over again.”
Unconvinced, the Blue Network (now A.B.C.) clung to the
Metropolitan Opera broadcasts it had begun in December,
1981, occasionally finding a prestige-hungry (or tax-ridden)
sponsor for it (American Tobacco in 1933-34, Lambert
Pharmaceutical in 1934-35, Texas Company from 1941 to
1943). Symphonies became fixtures. And many a lesser
orchestra found a place on a local station.

As early as 1931, broadcasters began to experiment serious-
1y with forum and other “discussion’’ programs. The oldest of
the forums is the “University of Chicago Round Table,”
launched on N.B.C.’s WMAQ (Chicago) in February of that
year and, since October, 1933, a Sunday afternoon sustaining
feature of N.B.C. “America’s Town Meeting of the Air” has
been a Blue Network (A.B.C.) feature since May, 1935,
sometimes sponsored but during 1946 sustaining. The “Amer-
ican Forum of the Air” was started by M.B.S. in January,
1939. C.B.S. introduced “People’s Platform” in July, 1938.
The latter’s “American School of the Air” and N.B.C.s
“University of the Air” have been sustaining features since
the early 1930’s.

As with the “serious” music programs, most broadcasters
have been content to let the networks hold the “forum fran-
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chise” for them with one each, and these four coming later
and later in the evening or on Sunday afternoon. Unrehearsed
discussion of controversial public issues by ‘“‘outsiders’” has
been frowned on by the N.A.B., as we shall see. Such expan-
sion as there has been under the heading of “news and discus-
sion’’ since the outbreak of World War I1, therefore, has been
in the direction of a quantitative increase in straight news
bulletins and the development of one-man commentaries.
The latter device, which made its appearance shortly after
Munich and probably reached a peak before V-J Day,
brought to the microphone a wide variety of speakers, a hand-
ful of them well qualified by experience for the work.

Table 3 will give some indication of the trends between
1932 and 1945. The spectacular rise under the heading
“Drama” should be noted with the reservation that it coiny
cides with the development of the “soap opera’ and children’s
serial; bona fide experimentation in the theater arts, sym-
bolized by the “Columbia Workshop’ and the outstanding
contributions of such men as Orson Welles, Arch Oboler,
Norman Corwin, and Archibald MacLeish, represents only a
small fraction of the total and, indeed, for a time declined.
In connection with the figure for “news,” it should be borne
in mind that interest reached a peak during the war and has
since receded somewhat.

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

This trend, in turn, affected the agencies in more ways than
one. Some of them had urged their stars to incorporate them-
TABLE 3
ANALYSIS OF PROGRAM CLASSIFICATIONS (IN PERCENTAGES)

N.B.C.* C.BS.t M.BS.t
! 1933 1939 1944 1933 1939 1944 1944
Music:
Classical and semi-|
classical . .. ... .. 2609 | 14.1 | 12.¢ 8.8 6.2 7.3 6.9
Dance and light. . .| 40.4 | 43.1 | 20.50| 45.4 | 30.8 | 25.8 32.4
Drama........... .. 11.2 {201 | 26.7] 18.1 | 26.6 | 28.6 7.2
News........... 2.0 3.8 | 20.4 +.7 109|165 22.5
Variely andquiz. ...| 26| 29 |140( 79| 84|136| 87
Talks and discussions| 7.0 | 96! 24| 72| 48| 6.2 12.8
Sports. ............ 1.0 1.2 1.1 1.5 7.0 0.8 0.9
Children’s§. ... .... 36 29| 04| 53| 3.1 4.6
Religious. ... .. ... 1.8 1.3 1.1 J1.1 ) 2.2 1.2 4.0
Physical training] . . 253 11l bu e e | L eve 1o om0 . e | w2 ] e
Total . .. ....il()u.o 100.0 1000 [100.0 |100.0 |100.0 | 100 0
Sustaining. ... ... .. 7.4 1 70.3 | 50.6 i 77.1 51 ‘i 52.2 69.0
Commercial. ... .. .. 23.6 | 20.7 | 49.4 | 22.9 | 48.7 | 47.8 | 31.0

* The 1933 and 1939 figures for N.B.C. are the combined Ited and Blue networks—194 4 are
the figures for N.B.C. (formerly the Red) alone.

t C.B.8S. figures in 1933 and 1939 for dance music, drama, and variety were combined into
one class (“Popular Entertainment™); whereas it was possible to reclassify the conmuercial
programs, such figures on sustaining were unavailahble, hence the figures in the table are an
estimate.

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

§ These figures should be compared very approximately, since the networks differ not
only on the methods of classification but in degree of change since 1983. C.B.S. no longer
classifies children’s programs.

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

selves, as a device to save the agencies the few dollars for so-
cial security deductions which they would otherwise have had
to pay; and the stars had found that they rather enjoyed

? One might add another: the American businessman’s extra-sensory
knowledge of the precise moment when the customers have had enough.
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dealing directly with sponsors, with whom they shared the 15
per cent service charge formerly paid to the agencies. Far
more serious from the agency standpoint was the trend to-
ward ‘“package’ firms, often consisting of a writer and a sales-
man, who sold finished shows either to the stars or to the
sponsors, in either case by-passing the agencies.

How these trends would affect the broadcasters themselves
remained to be seen.'® Having bheen denied the cream of the
agency business and therefore obliged to seratch for new ideas
long ago, A.B.C. and M.B.S. may have found a partial so-
lution in the co-operative sponsorship idea, whereby several-
score local merchants in various communities help to defray
the expense of such $100,000-plus attractions as Raymond
Swing and Elmer Davis. Some affiliates had built up enough
local business to cushion the shock, and, of course, the inde-
pendents for the most part always had been, vis-i-vis the net-
works, national advertisers, and agencies, just what the word
implies.

So much for the historical development of a business whose
gross time sales grew from a few thousand dollars in 1925 to
$100,000,000 in 1935 and to more than $400,000,000 in 1945
For the most part, it has been a natural phenomenon, a case
of a hidden spring producing a brook that became a stream
and then a torrent, making its own bed as it swept along. Let
us now examine the extent to which the torrent has been
curbed and channelized, by the broadcasters themselves, by
the educators, by the listening publie, and by the govern-
ment.

19 Whatever happens, the broadcasters should have some “fat” to keep
them warm. The sixteen heaviest advertisers in the country spent $147,741,-
252 in 1945 on newspapers, magazines, and radio; $76,183,530 of it went to
the four national networks and their affiliates. C.B.S. reported an increase
in net income for the first half of 1946 over the first half of 1945 of nearly a

million. According to an autumu survey by Broadcasting, billings were up
all around the country.
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4
TOWARD SELF-REGULATION

T OFTEN has been remarked that the radio broadcasting
I industry operates under a poorly defined charter. Possibly
it would be more accurate to say that it operates under no
charter. A study of the public and private utterances of those
most directly connected with broadecasting reveals (1) that
the attitudes of individuals changed sharply as the industry
developed and (2) that at no period in this quarter-century
of development have the industry’s spokesmen been able to
agree on a precise definition of the broadcasters’ responsibili-
ties.

Probably changing attitudes were inevitable in a changing
industry. Certainly, much of what was said in the 1920’s was a
natural expression of the groping for guidance in a new field
the outlines of which were then clearly visible to no one. It
will serve no useful purpose to recall here that David Sarnoff,
in 1922, envisioned radio as a “‘public service’’ comparable to
the free library or that delegates to Secretary lloover’s First
Radio Conference in the same year voted to outlaw all direct
advertising. Advertising was not at the time an issue.

Nor is it remarkable that the broadcasters should have
come, in time, to depend for their revenues upon the “evil”
which they had once banished by resolution; the remarkable
thing is that the shift of emphasis was so thoroughgoing that
twenty years later Mark Woods, president of the American
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Broadecasting Company, could say unblushingly! that “we are
selling time for one specific reason, and that is to sell goods.”
And what makes it remarkable is that Woods, who was not an
advertising man, nonetheless spoke the vernacular of the ad-
vertising man. Like the beleaguered Czechs of ancient Bo-
hemia, the broadcasters had eried out for succor. Like the
Hapsburgs, the advertising men who came to rescue remained
to rule. And, like many a philosophical Slav, the broadcasters
accepted the conquerer’s tongue.

The point is significant because the advertising people
brought to broadcasting not only their language but also their
mores and standards. One may criticize the broadcasters for
accepting them, but he could hardly accuse the broadeasters
of failing to live up to them. For example, there is nothing im-
moral in an advertising man’s admission that his primary pur-
pose is to sell goods. So that, if we weigh Woods’s words as the
words of an advertising practitioner and still find them shock-
ing, then the indictment will have to cover all advertising
men, as well as a majority of the broadcasters. Perhaps it
should also cover those educational and eleemosynary bodies
that talked a good deal about ‘‘rescuing’” radio in the twen-
ties but did very little; a Congress that did not heed the
broadcasters’ plea for help; and a listening public that re-
sponded to it with contributions of dimes and half-dollars.

NATIONAL ASSOCIATION OF BROADCASTERS: FIRST PHASE

As has been noted, the America