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Until about 15 years ago, teaching an introductory course
on electronic media meant teaching the history, struc-
ture, economics, content, and regulation of broadcasting.
Broadcasting and broadcasters were at the epicenter of all
that was electronic media. In fact, the concept of a world
of electronic media that didn't revolve around broadcast-
ing and that wasn't based on the traditional mass com-
munication model seemed far away and abstract.

Much has changed in the past 15 years, however. Today,
students live in a nonlinear, digital world in which tradi-
tional broadcasting plays a diminished role. For example,
students no longer need to wait for over-the-air radio to
hear new music or even their favorite tunes. The Internet
provides multiple streams of music, much of which
can be shared and downloaded for future playback on
computers or mobile devices. College classroom build-
ings and dorm rooms now provide broadband Internet,
which facilitates social and professional networking, and
education, music, and movie file sharing.

Furthermore, entertainment and leisure activities have
changed. Gone are the multicomponent stereo systems
and small-screen television sets that have been popular
since the 1960s. Instead, students are designing their
own entertainment and information systems by selecting
from among a variety of compact, portable MP3 devices;
digital televisions; handheld devices; computers; and
smartphones. Students have become more adept at han-
dling, editing, and storing media content for their per-
sonal use. Finally, they're also becoming online content
providers through social networks like Facebook and
Twitter.

So, given all these developments, does this mean that
the traditional electronic media are not worth discuss-
ing? Should teaching about electronic media begin with
the birth of the World Wide Web? Is the pre-digital world
irrelevant or obsolete? Obviously, we don't think so.

Electronic Media: Then, Now, and Later is rooted in the
notion that studying the past not only facilitates under-
standing the present, but also helps predict the future. Just
as we can show how broadcast television spawned the
cable industry, we can trace how the cable industry led to
the satellite industry and how both have led to a digital
world—one in which convergence has blurred the lines
separating media functions and in which old-style broad-
casters have expanded, consolidated, and adapted to the
multiplatform system of contemporary electronic media.

Preface

The study of electronic media should address more than
just the delivery systems used to reach mass audiences.
Personal electronic devices that deliver information and
entertainment selected by individual consumers should
be covered as well. Devices such as smartphones and the
iPod Touch and the iPad—which are capable of surfing
the Internet, recording and sending video images, playing
music, and allowing interpersonal communication with
voice or text—have changed the modern lifestyle to the
point that they must be included in any discussion of the
digital electronic media revolution. Digital video recorders
such as TiVo have changed how audiences schedule their
television viewing time, making the television network
concept of scheduled viewing somewhat anachronistic.
Online connections open the world to on the go, any-
time entertainment.

This book provides a link between the traditional world
of broadcasting and the contemporary universe of digital
electronic media, which offers increasingly greater con-
trol over listening, viewing, and electronic interaction. As
both emerging electronic media professionals and dis-
criminating electronic media consumers, today’s students
must know about these changes and understand how
they will affect the future of the industry and the enor-
mous cultural impact they continue to have upon society.

ORGANIZATION OF THE TEXT

With the knowledge that what comes next is based on
what came before, we would like to acknowledge Edward
R. Murrow and his programs Hear It Now (1950-1951)
and See It Now (1951-1958) for suggesting the structure
of this text. Each chapter of the book is organized chron-
ologically into these sections:

® See It Then begins with the invention or inception of
the topic (e.g., television) and traces its development
up to the Telecommunications Act of 1996 and into
the new millennium.

e See It Now discusses activities and developments from
2000 to the present.

® Sece It Later starts with the present and makes general
predictions about what will happen in the digital
world of tomorrow.

Underlying this organization is the idea that change in
electronic media rarely occurs without past events pro-
viding the opportunity or demand for change.



Chapter 1 summarizes the history of electronic media,
introduces industry terms, and discusses current media
trends. Chapters 2 through 5 give overviews of the vari-
ous delivery systems: radio; television; cable, satellite,
and microwave; and the Internet, respectively. In these
chapters, topics include the history and characteristics
of each and its place in the world of electronic media—
now and in the future.

Chapters 6 through 8 look behind the scenes of elec-
tronic media. Chapter 6 considers how programming
is developed for the various delivery systems. We watch
television to see a program, we listen to the radio to hear
music, and we use the Internet to connect us to infor-
mation. Clearly, content is essential to the existence of
electronic media. Chapter 7 is about advertising. The
electronic media industry couldn’t survive if it provided
its content for free, so it sells its viewers, listeners, and
users to advertisers, who pay the content providers for
the opportunity to advertise their goods and services to
the media audience. Chapter 8 looks at audience mea-
surement and sales, considering the complex relationship

among the numbers of viewers, listeners, and users; the
popularity of programming; and the cost of advertising
to reach desired consumers.

Chapters 9 and 10 investigate ownership and operation
of the various types of delivery systems. Chapter 11 looks
at two industries that have strong ties to electronic media
and its content: film and video games. Chapter 12 covers
regulation of the electronic media industry along with
the legal and ethical issues faced by its professionals.

The last two chapters of the book consider electronic
media from a consumer standpoint. Much has been writ-
ten in academic journals and the popular press about
the social and cultural effects of mass media. Chapter 13
condenses available research and presents several theo-
retical perspectives, tying them to contemporary issues
and concerns. Moving away from theory to application,
Chapter 14 is a guide to consumer use of new electronic
media devices. It discusses new technologies, how they
are used or will be used, and how they are changing peo-
ple’s lifestyles today and perhaps tomorrow.



The companion web site for Electronic Media: Then, Now,
and Later features additional information not found
in the book. You will find chapter objectives and sum-
maries, flashcards, trivia questions, animations show-
ing how communication technologies work, useful web
links, and more.

The web site may be found here:

http://booksite.focalpress.com/companion/medoff

About the Web Site

For your initial visit to the site, you will need to register
your access using the following pass code:

BROADCASTING

You will also be prompted to create your own user name
and password during the registration process; these will
give you access to the web site for all subsequent visits,
so please save this information in a safe place.
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Can you think of a day in the recent past when you
didn’t use some form of electronic media? It would have
had to be a day when you were not at home, not in your
car, not on campus, not in a hotel, and not in a fitness
club, grocery store, or shopping mall. It would also have
to be a day when you were not using your cell phone or
handheld media player or connected to the Internet—a
day that you didn't use Twitter or Facebook.

Chances are good that you can’t come up with a day. It
is almost impossible to totally escape electronic media
in today’s world. Even if you don't see it or hear it, elec-
tronic media are all around you—signals from broadcast
stations, satellites, and wireless Internet connections are
pervasive. Even when you are backpacking in a remote
area, some signals are there. Your only means of escape
would be to ignore electronic media by not using a tele-
vision, radio, cell phone, MP3 player, or computer.

Would you want to spend many days without elec-
tronic media? Not likely. We tune in to find out about
our world and to know about the things that affect our
everyday lives: the weather, the traffic report, the stock
market, the horrors of 9/11, or the local news. We also
tune in simply to be entertained by the Super Bowl, The
Simpsons, American Idol, Law and Order, the latest popular
music songs on a Top 40 radio countdown show, your
favorite disc jockey, or a music-downloading site on the

© 2011 Elsevier Inc. All rights reserved.
DOI: 10.1016/B978-0-240-81256-4.00001-X

web. Electronic media provide us with messages that
influence us in many ways.

This book will “tune in” to many aspects of the elec-
tronic media that are not readily apparent, despite their
prevalence. We will investigate the history, structure,
delivery systems, economics, content, operations, regu-
lation, and ethics of electronic media from the perspec-
tives of what happened in the past (“See It Then”), what
is happening now (“See It Now”), and what might hap-
pen in the future (“See It Later”).

SEE IT THEN

ORIGINS OF ELECTRONIC MEDIA

The desire to communicate is a part of being human. We
have always needed to express ourselves but it took a long
time before we could do so successfully. About 100,000
years ago, we developed the capacity to communicate
using speech. About 40,000 years ago, we drew pictures
on the walls of caves. Through the ages, we've used vari-
ous systems to send messages like smoke signals, sema-
phores (flags), pigeons, and human messengers, each of
which had its own advantages and disadvantages. Each
system worked when the conditions were just right, but
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was limited at least some of the time. For instance, smoke
signals and semaphore systems did not work at night
because they depended on sunlight for the receiver to see
the signal. Messengers were slow and could be captured
during times of conflict or war. Pigeons could carry very
small messages but were susceptible to natural predators
and severe weather.

FIG. 1.1 A 1,500-year-old cave paint-
ing from South Africa. Photo courtesy
iStockphoto. ©Skilpad, image #10277331.

FIG. 1.2 Hieroglyphics from inside a
temple in Egypt. Photo courtesy iStock-
photo. ©Tjanze, image #10353358.

As we became more verbal and communicative and each
person’s sphere of contacts expanded, efforts to commu-
nicate became more sophisticated. This did not happen
quickly, however; it took many years for written language
to develop. In fact, writing came into use about 5,000 to
6,000 years ago. With written language, we no longer
had to rely solely on memory.

e et . e
b ' —e [



FIG. 1.3 Native American pictographs from a rock wall in Arizona. Photo
courtesy Lea Parker.

There’s evidence that as early as 4000 BCE people were
writing on clay tablets, which were portable and durable
records of transactions and observations. One thousand
years later, the Egyptians used the fibrous plant papyrus
as a type of primitive paper. At the time, a form of pic-
ture writing called hieroglyphics evolved. About 2000 BCE,
the Egyptians developed an alphabet of 24 characters. In
the western United States, early Native Americans carved
pictographs in rocks to show others what they saw and
how they lived their lives.

In the middle of the fifteenth century, Johannes
Gutenberg, a metal worker in Europe, developed a sys-
tem to print multiple copies of an original page using
a system of movable type. Using a modified wine press,
Gutenberg printed pages for books by putting together
individual letters. The letters were then coated with ink

FYI: Human Desire to Communicate with Aliens

SETI, which stands for search for extraterrestrial intelligence,

took over this function for the National Aeronautics and Space
Administration (NASA) when a budget crisis caused NASA
support to be withdrawn. SETI is a nonprofit organization that
monitors the radio spectrum for signals from other star systems
in the hopes that it will hear a radio signal from intelligent life
on another planet. It uses a huge receiving station located in
Arrecibo, Puerto Rico, to monitor millions of radio channels
simultaneously, mostly by computer.

SETI hasn't found anything yet. Perhaps extraterrestrial beings
don't use radio waves to send signals. Maybe they prefer cable
or some other technology that cannot be detected with the
equipment used at the SETI site. The point here is that humans
have a strong desire to communicate with others (humans or
extraterrestrials), and they are willing and able to spend the time
and money to make that contact.

To learn more about SETI, go to www.seti.org.

Chapter 1: Tuning in to Electronic Media ’

FIG. 1.4 The first printing press was built in the fifteenth century.

and pressed onto paper using the press. The result was a
printed page that could be duplicated many times with
high quality and low cost. For the first time, one individ-
ual with a printing press could reach many people with
high-quality copies of a book or newspaper.

In 1844, Samuel F. B. Morse developed a system of com-
munication that used electricity and allowed people
to send messages over long distances almost instan-
taneously. The invention—the telegraph—could send
messages from one source point to other points using a
system of dots and dashes—short on/offs and long on/
offs to spell out words one letter at a time. The telegraph
worked well as long as the distant point had the equip-
ment and a skilled operator to receive and translate the
coded message into words. Twenty-two years later, in
1876, Alexander Graham Bell invented the telephone,
a device that then (as now) only required a person to
speak into the mouthpiece. Both of these inventions
were designed to facilitate person-to-person (or one-to-one)
communication over distances.

As books and newspapers became popular, the practice
of communicating to many people at once became com-
mon. This one-to-many model of communicating was not
a balanced two-way model, however. The audience (the
many) could possibly communicate back to the sender,
but this communication, known as feedback, was limited.
As such, the one-to-many model became known as mass
communication. The mass media constitute the channel
that uses a mechanical device (e.g., a printing press) or
electronic device (e.g., broadcast transmitter) to deliver
messages to a mass audience.
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FYI: Communication Models

Shannon and Weaver Mathematical Model

Models are created to help us understand process and concepts.
Shannon and Weaver (1949) developed a model based on message
transmission that helps explain the process of communicating. That
model, also known as a linear model, works well to explain telephone
communication.

The elements of that model are the information source, the trans-
mitter, the channel, and the destination. The information source (a
person) uses a transmitter (a telephone) to send a signal through
a channel (telephone wires) that is received by a receiver (another
telephone) and then heard at the destination (a person). In mass
communication, the information source (say, a weathercaster at a
television station) uses a broadcast television transmitter to send
a signal using broadcast waves through the air (channel) that is
received by a television receiver and then seen and heard by the
viewer (destination). Additional concepts, such as noise that can
interfere with the process, were added to the model to make it more
generalizable.

[

Schramm-0sgood Communication Model

Schramm and Osgood (Schramm, 1954) used a simplified model

to explain communication. Using only three basic elements—a
message, an encoder, and a decoder—this model demonstrates the
reciprocal nature of communication between two people or entities.
It shows how communication is a two-way process in which the
participants act as both senders and receivers of messages.

Schramm Mass Communication Model

In an attempt to create a model to explain mass communication,
Schramm (1954) used one source to represent an organization that
sends out many identical messages to the audience composed of
many individual receivers, who are connected to groups of others
and pass along information about the messages from the initial
receiver. The dotted lines in the model represent feedback from
the receivers, which is delayed and not explicit. The organization
must then infer the meaning of the feedback (such as ratings for a
program) and act accordingly.

Channel

(A)
- Signal

»

. :
Received Message

signal

Noise

source

FIG. 1.5A
Source: Based on Shannon & Weaver, 1949.

(B)

Message

Encoder Decoder

Interpreter Interpreter

\

Decoder Encoder

«

Message

FIG.1.5B & 1.5C
Source: Based on Schramm, 1954.

Although the concept of mass communication
using media technology was born in the 1400s with
Gutenberg's printing press. It was not until 1690 when
the first information pamphlet was printed for mass con-
sumption by the general public. Publick Occurrences, Both
Foreign and Domestick was the precursor to the modern
day newspaper. Its publisher stated, “the country shall

(©)

The mass
% audience

Many receivers,
each decoding,
interpreting,
encoding

Each connected
with a group in
which the message
is reinterpreted and
often acted upon

Many identical 5
messages

Delayed inferentia
feedback

be furnished once a month with an account of such con-
siderable things as have arrived unto our notice” (“The
Massachusetts Historical Society,” 2004). Although the
publisher had big plans, the government shut down
the paper after the first issue because it was published
without legal authority and because it contained sala-
cious content—an item about incest in the French royal



family. Other pamphlet/newspapers came and went but
finally in 1833 the New York Sun established itself as
the first daily newspaper created for the mass audience.
Publisher Benjamin Day set the price of his paper, the

— ——— o —

FIG. 1.6 The New York Sun was the first of the so-called penny press
newspapers.

FYI: Technology Timeline
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New York Sun, at one penny, hence the term the “penny
press.”

The masses were now being reached by print, but not
yet by sound. In the early twentieth century, Guglielmo
Marconi developed radio telegraphy, which could send
a signal from point to point. This technology was simi-
lar to Morse’s telegraph but without the wires. Soon after
radio telegraphy became viable, other inventors pro-
duced a system for transmitting the human voice and
other sounds, such as music. Radio signaled the begin-
ning of broadcasting and eventually the start of commer-
cial electronic media. Newspapers, magazines, clubs, and
even schools promoted radio and stimulated interest in
the new medium. In the late 1920s, the fascination with
radio grew as music and other programs hit the airwaves.

Radio enjoyed its place as the only instantaneous and elec-
tronic medium for over 30 years. During this time, it devel-
oped most of the programming formats (some of which
were later used for television), enjoyed financial success, and
was a mainstay in American culture. Radio’s stature changed
after World War II, when television broadcasting got off
to a roaring start. Many of the popular shows on network
radio shifted over to television, providing the new medium
with an audience already familiar with the program.

Since the early 1950s, television has been a media pow-
erhouse, dominating the national audience. Television is
in great demand by advertisers, who often have to wait in
line to buy time on desirable network shows. Beginning
in 1946 and lasting into the 1980s, the three major
networks—ABC, CBS, and NBC—claimed almost 90 per-
cent of the national prime-time viewing audience. Since
then, the viewing audience has moved to cable, satellite,
and the Internet. Even so, the broadcast television indus-
try remains a dominant force in the national media,
which we will look at later in this book.

Television, in its many forms—broadcast, cable, satellite,
videocassette, DVD, and now online at sites like Hulu.com
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and through our cell phones—has been the center point of
media for over 50 years. The Internet, the network of net-
works that connect computers to each other, allows users to
find information, entertainment, and personal communi-
cation and to do so easily for a low cost. Although every-
day use of the Internet is still in its infancy (since the early
1990s), the Internet is a paradigm breaker—a medium that
defies previous models of electronic media. It has grown
more rapidly than any other medium in history. We will dis-
cuss the Internet later in this chapter and also in Chapter 5.

CHARACTERISTICS OF TRADITIONAL
MASS MEDIA

Each mass medium has specific benefits and is best
suited for specific types of communication, for example,
television for broadcasting messages to a large, geograph-
ically and demographically diverse audience; radio for
airing local information to a local audience and deliver-
ing specialized programming to specialized audiences;
and so on. Each medium can be differentiated from the
others by considering the following characteristics: audi-
ence, time, display, distribution, distance, and storage.

AUDIENCE

Traditional media differ in the audiences they reach.
Radio and television are single-source media that reach
large audiences simultaneously, while other media, such
as the telephone, reach only one person at a time.

TIME

Media also differ in terms of whether they transmit and
receive information in an asynchronous or synchronous
manner. With asynchronous media, there is a delay
between when the message is sent and when it is finally
received. Newspapers, books, and magazines—which are
printed well in advance of delivery—are all asynchronous
media, as are CDs, DVDs and films. With synchronous
media, there is no perceptible delay between the time the
message goes out and the time it is received. Synchronous
messages from television, radio, and telephone are
received almost instantaneously after transmission.

Just because a medium is synchronous doesn’t mean
that it’s interactive, however. Radio and television broad-
casts are synchronous but not considered interactive per
se. Listeners can call radio request lines, and viewers can
call in to vote for their favorite on American Idol. But this
is feedback (an audience message sent back to the source
of the communication), rather than true interactivity.

DISPLAY AND DISTRIBUTION

Media also differ in how they display and distribute
information. Display refers to the technological means
(e.g., video, audio, text) used to present information
to audiences or individual receivers. Distribution refers
to the method used to carry information to receivers.
Television’s audio and visual images are distributed by
broadcasting, cable, microwave, or direct broadcast satel-
lite. Radio is generally transmitted over the air, although

direct broadcast satellites now send radio signals to sub-
scribers across the country.

DISTANCE

Mediated messages are transmitted over both short
and long distances. Some media are better suited for
long-distance delivery and others for short or local
transmission. Print media need to be physically deliv-
ered to their destinations, a process that can be cum-
bersome and expensive over long distances. Electronic
media deliver messages through the airwaves, telephone
lines, cable wires, satellites, and fiber optics, giving them
a time and cost advantage over print.

STORAGE

Message storage is limited to media that have the means
of housing large amounts of information. For instance,
CDs, DVDs, and computer flash and hard drives have the
capacity to store millions of bits of data, whereas news-
paper publishing offices typically have limited space for
storing back issues. Until recently, television stations had
to rely on small videotape libraries, but most are in the
process of changing to digital storage of all programs.

LISTENING AND VIEWING BEHAVIOR

Electronic media have affected the lives of Americans for
the past hundred years. The effects are many and can be
categorized in three general areas:

e Cognitive effects: Electronic media bring a flood of
information to us. We learn about the weather, the
stock market, our favorite sports team, world news,
health, science, nature, and just about anything we
can think about. As a result of using electronic media,
we are more knowledgeable about the world and gain
insights into topics that we would never experience on
our own. Through electronic media we know what the
inside of a prison looks like, we can vicariously experi-
ence the thrill of skydiving, and we can even observe
the horrors of war.

® Emotional effects: Electronic media give us informa-
tion that may influence our attitudes. For instance,
watching a show about how the local animal shel-
ter is underfunded and forced to euthanize animals
might make the audience more sensitive to the idea
of spaying or neutering their pets. Even hearing a sen-
timental or raucous song on the radio might cause
our mood to change.

® Behavioral effects: The electronic media can persuade
us to change our behavior or induce us to action.
After watching a show about people who lost their
homes to a wild forest fire, audience members might
donate money to help provide emergency food and
shelter. Hearing the pledge drive on a local National
Public Radio station might prompt listeners to phone
in their pledges for money.

How we experience the electronic media also influences
how we live our lives. Starting in the late 1920s, people
gathered around the living room radio in the evening to



FYI: TV Use Statistics

Research shows that the average U.S. adult watches almost

4Y% hours of TV each day. In each TV household (more than 99
percent of all households in the United States), the television

is on for 6 hours and 47 minutes. This includes watching while
eating, a habit of 66 percent of all Americans. And 49 percent of
those surveyed said that they watch too much TV.

Although during the period 2004-2009 young people spent less
time watching regularly scheduled TV (25 minutes or less), they
spent more time—about 7% hours total—in front of some type
of screen, such as a TV, a videogame, or a handheld media player
(Eggerton, 2010).

listen to popular network programs. This habit of relying
on radio for home entertainment at night set the stage
for the popularity of television. Americans were already
in their living rooms each night, ready to be entertained.
When television finally became a reality after World War
I1, people sat around their TV sets watching Milton Berle,
Arthur Godfrey, Lawrence Welk, and Lucille Ball, along
with baseball games and boxing matches. Gone were
the days of sitting out on the porch, taking a stroll in the
neighborhood, and sitting around the parlor singing and
playing the piano.

With the introduction of television, radio narrowed its
focus to attract specialized audiences—for instance, rock
'n’ roll music programming to attract teenagers. Stations
that did not program rock 'n’ roll attempted to reach
an adult or family audience by using a different type
of music and less repetition. Radio listening became a
popular activity outside the home with the advent of the
transistor radio in the 1950s. It was small and light and
could be carried anywhere. At the time, being properly
equipped for the beach meant bringing along a portable
transistor radio. The notion of personal electronic media
was born, as both mass and personal forms offer easily
accessible interpersonal media use.

Transistors found their way into the design of televi-
sion sets as well. Audiences moved away from the living
room and the large console TV set and began viewing
small TVs in other rooms of the home, especially the
bedrooms. Although these sets were not truly portable,
because they required standard AC electrical power, tele-
vision viewing became more of an individual activity.
The electronic media had become personalized.

SEE IT NOW

CHARACTERISTICS OF THE WORLD
WIDE WEB

Although popular use of the Internet is less than 20 years
old, it has become an incredibly important part of our
daily media behavior, mostly because of that portion of
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the Internet that allows the use of graphics, sound, and
video known as the World Wide Web.

WHAT IS THE INTERNET?

Simply stated, the Internet is a worldwide network of
computers. Millions of people around the globe down-
load information from the Internet every day. The
Internet also provides an opportunity for people to
upload material. An individual can create a web site that
could potentially be viewed by millions.

Before any medium can be considered a mass medium, it
needs to be adopted by a critical mass of users, which is
generally about 50 million users. The Internet emerged
as a new mass medium at an unprecedented speed.
Radio broadcasting (which began in an era with a
smaller population base) took 38 years of operation to
reach the magic 50 million mark, and television took
13 years. The Internet surpassed 50 million regular U.S.
users sometime in late 1997 or early 1998, only about
five years after emergence of the World Wide Web.

The Internet is a product of convergence, which one
researcher defined as the “coming together of all forms of
mediated communication in an electronic, digital form,
driven by computers” (Pavlik, 1996, p. 132). Another
researcher defined convergence as the “merging of commu-
nications and information capabilities over an integrated
electronic network” (Dizard, 2000, p. 14). The Internet is
a convergence of many of the characteristics of traditional
media (text, graphics, moving pictures, and sound) into
one unique medium.

TECHNOLOGY

The World Wide Web is a technologically separate and
unique medium, yet it shares many properties with tra-
ditional media. Both its similarities and differences have
made it a formidable competitor for the traditional mass
media audience.

When comparing traditional media, each can be distin-
guished by unique strengths and weaknesses. Radio is
convenient and portable and can be listened to even while
the audience is engaged in oth er activities. Television is
aural and visual and captivating; print (magazines, news-
papers, and books) is portable and can be read anytime,
anywhere. The web has some of these same advantages.
For example, people can listen to online audio while
attending to other activities, they can read archived infor-
mation anytime they please, and they can sit back and
be entertained and captivated by graphics and video dis-
plays. The Internet also offers benefits that aren’t found
in traditional media: two-way communication through
email, social media, and interactivity at web sites. In addi-
tion, the Internet provides online versions of print media,
which can be read electronically or even printed to pro-
vide a portable version—for instance, the New York Times
at www.nytimes.com; Rolling Stone at www.rollingstone
.com; Elle Magazine at www.elle.com; and Spin Magazine at
www.spinmagazine.com.
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Although the Internet's proponents highly tout this
medium, it falls short of traditional media in some ways.
A computer, cell phone, game console, or Wi-Fi-enabled
device (such as an iPod touch) is required to access
online material. Although the Internet seems almost
ubiquitous, there are many places where getting an
Internet connection is an inconvenience. Unlike broad-
casting, access to the Internet often requires a subscrip-
tion to an Internet Service Provider (ISP) for your home
or workplace, or an account that can be charged when-
ever you are in a Wi-Fi area that is restricted to account
holders (e.g., in a Starbucks).

CONTENT

What makes the web unique is that it can display informa-
tion in ways similar to television, radio, and print media.
Radio delivers audio, television delivers audio and video,
and print delivers text and graphics. The web delivers con-
tent in all of these media, often from a single page or web
site, thus blurring the distinction among them.

The web’s big advantage over traditional media is its
lack of constraints in terms of space and time. Radio
and television content are both limited by available air-
time, and print is constrained by the available number
of lines, columns, or pages. These limitations disappear
online. News and entertainment on the Internet are not
confined to seconds of time or column inches of space
but are instead free-flowing, with the amount of content
being determined by writers or web page designers.

Although the amount of content is unlimited, the speed
of online delivery is limited by bandwidth, which is the
amount of data that can be sent all at once through a com-
munication path. Think of bandwidth as a water faucet or a
pipe. The width of the faucet or pipe determines the amount
of water that can flow through it and the speed at which
it flows. Similarly, bandwidth limits the speed of informa-
tion flow and thus affects content. Web designers may
reduce content to increase speed, for example. Bandwidth is
becoming less of a concern, however, now that broadband
connections with fast data speeds are commonplace.

Webcasters are concerned about the licensing fees that
have been imposed by the organizations and compa-
nies that represent older media. The Recording Industry
Association of America (RIAA) imposed music-licensing
fees on webcasters that were costly enough to force many
stations to terminate their audio streams. Additional fees
in the form of a “performance tax” that would impose a
tax on radio stations for playing music free on their sta-
tions have also been proposed by record companies.

The unique nature of the Internet has traditional media
constantly looking over their shoulder, as online enter-
tainment continues to attract audience time and atten-
tion. Ted Turner, the media magnate who started the
WTBS Superstation and the Cable News Network (CNN),
and Michael Crichton, author of Jurassic Park and other
best-sellers, have both proclaimed that old-style media,
especially newspapers, are dinosaurs on their way to
extinction in this age of new communication technology.
However, traditional media may not have as much to

fear from the Internet and convergence as they think.
Looking back, a new medium has never brought about
the demise of an old medium. Radio did not erase print
media from the face of the earth, and television did not
eliminate radio. Newer media have, however, eroded the
audiences of existing older media and thus have affected
their ability to generate advertising dollars. Older media
may certainly have to adapt to new viewer and listener
preferences and behaviors.

Traditional media must adapt to a new competitive envi-
ronment if they want to survive. Many media outlets have
done so by delivering their content online, by extend-
ing their existing services and adding new ones, and by
repackaging their content. For many people, the Internet
is supplementing existing media rather than replacing
them. Younger audiences, however, who are growing up in
an environment where media content is always available
on the Internet or on their own storage devices, are using
traditional media less and less. The nature of traditional
media has been linear programming, where content is
available at specific times only (e.g., The Tonight Show with
Jay Leno is shown at 11:35 p.m. on the coasts and 10:35 p.m.
Mountain and Central time zones). Online sites such as
Hulu.com, a content site jointly owned by Fox, NBC, and
Disney make clips and full episodes of programs like The
Office or The Tonight Show available at any time. Episodes
of some shows are available for only a certain period of
time after they air on the television network.

WHY DIGITAL?

Digitization of mass mediated content is probably the
most revolutionary innovation since the printing press.
That statement may be a stretch but digitization is trans-
forming the media and way consumers use the media.
Transforming analog signals (continuous waves) into
binary or discontinuous signals compresses (reduces)
data so they are more easily stored and sent. In binary
format, large amounts of information can be archived
and retrieved. Users no longer have to search through
torn pages or garbled video and audiotapes to find the
information they are seeking. Plus, digitized material
fits onto miniature, but powerful, portable devices, such
as laptops, smartphones, iPods, and electronic books.
A digitized dictionary, encyclopedia, and 10 years of The
New York Times can all be slipped into your back pocket.

Later chapters of this book explain how the Federal
Communications Commission (FCC) regulates electronic
media and controls the use of portions of the electromag-
netic spectrum in this country. It was the FCC that mandated
that all broadcast television stations change their signals
from analog to digital on June 12, 2009, and return the fre-
quencies used for analog television broadcasting to the FCC
to allot to other services, such as cell phones. Digital televi-
sion is the new “must have” product. The picture is sharp,
crisp and clear, it's almost like you've stepped into the pic-
ture. And when connected to a high quality audio system it
can be hard to separate real life from television life.

Digitization has also been very kind to our ears. Satellite
direct digital radio service began in 2002 with satellite
services XM Satellite Radio and Sirius Satellite Radio. These
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services send out audio signals to a satellite, which then
transmits them to your satellite receiver radio. The best part
is that the signals travel with you. If you're on a cross-country
trip you can listen to the same station the whole way—
there’s no such thing as losing the signal. Of course, satel-
lite radio requires a special receiver and a paid subscription,
but it can certainly be worth it when you consider that you
have access to over 200 channels of music, talk, sports and
news. Satellite radio has been a bit slow to catch on and so
in 2008, XM and Sirius pooled their resources and became
one company, Sirius XM Radio.

If satellite radio isn't to your liking, try digital terrestrial
radio, also known as HD radio (high-definition radio). Digital
broadcasting (technically called in-band on-channel, IBOC)
lets a radio station use the same frequency to broadcast
its analog and digital signals, which translates to clearer,
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static-free radio, and it is compatible with your old ana-
log radio and your new digital one. Better yet, stations can
offer more than one “channel” or station in their allotted
frequency. In other words, an HD station that is broadcast-
ing at 103.1 MHz can program several subchannels with a
variety of formats.

TRENDS AND TERMINOLOGY

The electronic media industry has changed dramatically
over the past 20 years, most notably since 1996, when
the Telecommunications Act was signed into law. As the
technology and rules regarding ownership change, it will
be important to understand a number of issues in the
field of electronic media.

CONVERGENCE

One of the dominant trends in electronic media in the
past 20 years is convergence. In addition to the defini-
tions of convergence provided earlier in this chapter,
convergence also refers to the blurring of the boundaries
between the different types of electronic communica-
tion media. The media and other telecommunication
services, like voice telephony and online services, have
traditionally been distinct, using different methods of
connecting with their audiences or users as well as dif-
ferent platforms, such as television sets, telephones, and
computers. Moreover, these services have been regulated
with separate laws.

With digital technology, you can use various media at the
same time over one device. In other words, when you are
connected to the Internet via a broadband connection,
you can listen to an online radio station, retrieve your
email, listen to your own iTunes music library, download
a book, or use instant messaging to have a real-time con-
versation (including both audio and video) with peo-
ple located anywhere in the world. Using your “Smart”
phone, maybe an iPhone or a Blackberry, you can receive
calls, send and receive text messages, digital pictures and
video, store and play MP3 music files, and surf the web.

Digitization has also changed how we read books. Buy
a Kindle iPad or another type of e-book device and
download hundreds of pages of your favorite reading.
Instead of lugging a backpack full of books, you only
need to carry one paperback-sized e-book. So, are books
still considered print media if you can download them
on your computer or e-reader? Clearly, digitization and
convergence have blurred the lines that distinguish one
medium from another, such that the traditional defini-
tions of these media need to be reevaluated.

CONSOLIDATION

Media companies are quite aware of how convergence
has changed the electronic media business. Companies
like News Corporation, owner of the Fox network, are
buying other types of media. For example, News Corp.
owns MySpace.com, and SKYTV, a satellite television
company. This type of business consolidation, was facili-
tated by the Telecommunications Act of 1996, which
relaxed most of the limits on media ownership.
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FYI: Convergence

The term convergence has been a buzzword in the world of media

for some time now. When the term first came into common use,
many people thought that traditional media would be replaced and
converged or that digital media would take over or supplant the old
media. But in fact, the old and new media are still coexisting. Much of
the content in any given print newspaper can be obtained by going
to that newspaper’s web site. Although most papers hold back some
content for subscribers, newspapers are reaching out for readership

in many ways. Large daily newspapers like the New York Times have
services that will send stories from the day’s paper to your email.
Instead of paying 50 cents or more for a paper copy of the newspaper,
wouldn't you rather go directly to the web and get some of that
content for free? The problem, obviously, is that you must have a
computer or reading portable device with you when you want to read
the paper. Despite the fact that laptops, netbooks, smartphones, iPads,
and e-readers like the Kindle have become very popular, such devices
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still require a Wi-Fi connection, cell phone line, or downloaded content
to allow users to read the news of the day wherever they are.

So people are still buying newspapers and hard copy books because
it still fulfills their needs and fits their lifestyle. But newspapers
have experienced tremendous financial difficulties because of the
recession that began in 2008. As the costs of paper, ink, labor, and
distribution have increased along with decreases in circulation and
advertising dollars, many papers have been forced to consolidate,
stop hard copy publication, or just publish web versions of their
‘newspaper. Digital media have not replaced traditional media,
but they have taken over a large portion of the audience. As
technological innovations surface and are adopted into our daily
lives, old habits do change. One thing that will not change is the
audience’s desire to get news, information, and entertainment

via mass media, whether that means paper delivery or electronic
delivery of content.
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Arizena is one of five states that will split
$1.5 billion from a new federal program
aimed at helping regions hardest hit by
home foreclosures.

President Barack Obama announced the new
funds Friday in Las Vegas as part of a
government push to reduce the number of
homes falling into fereclosure by assisting
unemployed homeowners and other
struggling borrowers.

Because foreciosures damage home values
and have been a critical factor in the collapse
of the housing market, any recovery will
have to be preceded by a slowdown in
repossessed homes
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Details on how states can qualify for the
federal money have not been released. But
the new effort is intended to help
unemployed homecwners, borrowers who
owe more than their house is worth (which
can prevent them from selling) and pecple
with second on their homes.

“What we can do is help families that have
done everything right to stay in their
homes,” Obama said during a Las Vegas
town-hall meeting

The $1.5 billion will come from money set
asida for housing under the $700 bilion
Troubled Relief Program, known as TARF

To receive their share of the money, stale
housing officials must submit proposals to
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FIG. 1.9A & 1.9B Most daily papers will have stories that are “converged” in other media. This figure shows an example of the hard copy of a story

from a large daily (left) and the online version (right).

Big electronic media companies aren’t stopping with
consolidation, they are also acquiring newspapers. Cross-
media ownership is not a new concept, it actually can be
traced to the 1920s but it has mostly been discouraged
by the government, because it reduces the diversity and
number of media “voices” in a given market. (Read more
about this in Chapter 12.)

IT’S NOT CALLED SHOW ART, IT’S CALLED
SHOW BUSINESS

Although most media consumers like to think that the
sole purpose of the media is entertain them, the harsh
reality is that stations are on the air to make money.
Broadcast stations, cable and satellite channels, and
media-related web sites cost money to operate and often
have investors who demand a return on their investment.

The “media are here to entertain us” fantasy may have
been somewhat true up to when many broadcasting
stations were small, privately held businesses that took
pride in having a dedicated audience that they bent over
backwards to please with interesting programming. With
profit margins at about 10 percent to 25 percent indepen-
dent broadcasters were thriving, at least until the 1990s,
when media became much more competitive and the
business model emphasized profits. Nowadays consoli-
dation has led to fewer companies owning more stations.
Plus, many ownership groups are publicly held and so
look to the bottom line to please their stockholders.

Buying a station is an expensive endeavor and the
purchasers more often than not incur a huge debt that
takes many years to pay off. Station owners entice the
largest possible audience to its programming so it can



sell advertising for the highest possible price to bring
in enough profit to support the enterprise and pay back
its investors and debt holders. In a weakened economy,
advertising is cut back, often leaving stations in dire
straits and ripe for takeover or purchase by a media
conglomerate.

MONETIZATION

Media companies are faced with the challenge of reach-
ing their target audience that is distracted by other enter-
tainment outlets. As the audience moved to the Internet,
the media created their own web sites. As they moved
to smart phones and Twitter, companies followed with
promotional tweets. As the audience moved to social
network sites, media companies started their own social
network groups. Radio and television find themselves
chasing their listeners and viewers from one media land-
scape to another. But if they don’t they could lose them,
and with the audience goes the advertising dollars and
the ability to finance new electronic and digital endeav-
ors to lure the audience back. Electronic media com-
panies are scrambling to find ways to make up for lost
advertising revenue by attempting to monetize content or
generate revenue from the new delivery systems (e.g.,
web sites, podcasts).

SEE IT LATER

As mentioned earlier, this book focuses on electronic
media, which have traditionally been defined as mass
media delivered electronically. The book also presents
an expanded view of electronic media including per-
sonal media. Innovations in personal media (e.g., the
ability to download music from a file-sharing source)
have prompted noticeable changes in the way young
people listen to and learn about music. Specifically, they
are moving away from broadcast radio and toward the
web. This movement has caused a shakeup in the music
industry, which is losing money due to decreased CD
sales. The topics discussed in the following section are all
relevant to what is happening now in electronic media
and are certain to influence media and media use in the
future.

CURRENT AND FUTURE INFLUENCES

USER-GENERATED CONTENT/DESKTOP
PRODUCTION

Audiences are now generating their own content and
displaying it on the Internet to potentially millions of
users. Since 2005, people from all over the world have
uploaded millions of videos onto YouTube. Almost any
kind of video can be quickly uploaded using Adobe
Flash and MPEG-4 encoding. The site is a phenomenon
and a favorite among young people who enjoy short
clips of video about anything and everything. Purchased
by Google in 2006, this site attracts millions of viewers
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each day who spend at least a few minutes watching
user-generated video content.

That YouTube videos are produced mostly by amateurs
attests to the changes in the video production process. In
the last ten years, more and more of that process of mak-
ing programs has been accomplished using computers.
Although there are still some quality differences, small
computers can now perform many of the production
tasks that were performed by expensive standalone equip-
ment in the past. People can edit video or audio on their
laptops and thus produce television or radio program-
ming in their own homes. The ease of producing and
displaying homemade video is causing the networks and
cable channels to rethink their scheduling and program-
ming strategies, and they may even change the length of
their programs. Networks and cable channels may find a
way to make money without having to make 30- or 60-
minute programs, which are costly and very risky.

Perhaps having the ability to produce programs with
desktop computers will lead to greater media literacy, in
which the audience has knowledge and understanding
not only of the meaning of the content of the media but
also of the power of the media, the intent of the media,
and the influence of the media.

EMAIL/INSTANT MESSAGING

Consider that the Internet was seen as “an obscure tech-
nical toy” until the development of user-friendly brows-
ers in 1992. And even though email was available before
1992 through online services like Prodigy, America
Online, and Compuserv, it was not widely used. Since
then, email has become a vitally important way to com-
municate with others. We conduct business and keep
in touch with family and friends quickly, easily, and for
almost no cost. Although email is generally asynchro-
nous, we constantly check it for recent messages.

Some synchronous services like instant messaging and
text messaging allow us to communicate with others in
real time. Instant messaging, or IM, provides a one-to-
one electronic conversation channel. We can type real-
time messages to people who are on our “friends” lists.
Services like Skype provide a video and audio link to
anybody else with a computer and the Skype software.
Compared to the days when the only means of long-
distance communication was writing a letter or making
an expensive phone call, the Internet provides an inex-
pensive, quick, and efficient means for keeping in close
(and sometimes constant) communication with others.

There’s little room to argue the Internet’s profound
impact on us socially and culturally. Electronic person-to-
person communication via e-mail has revolutionized our
whole social structure and the way we communicate with
one another. Our friendships are now segmented accord-
ing to how we communicate electronically. We phone,
text, instant message, and tweet our closest friends. The
next lowest level of friends get sent emails and pithy
messages on Facebook. Acquaintances and distant
friends are sent notices about blog postings and chain
emails. And people you really don’t care to associate
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much with but still want to keep in contact with get the
group email wishing everyone “happy holidays.”

CELL PHONES

Just fifteen years ago, it was unusual to find a college stu-
dent with his or her own cell phone, because they were
expensive and considered a luxury for almost everyone
except frequent business travelers. Now, it is unusual to
find a college student without one. Students talk to each
other between classes and most other times when they
aren’t in their dorm rooms or apartments, where their
so-called landline phones are located. As cell phone
calling plans now commonly include free long-distance
calls, no roaming charges, and unlimited text or picture
messaging, keeping in contact with friends and relatives
either locally or at great distances is easy and not very
expensive.

In addition to making voice calls, a popular feature of
cell phone plans is text messaging. The user can tap in a
short message using the keypad of the phone and send
it as easily as making a call. Students use text messaging
and programs like Twitter when they can't talk, such as
during classes, in movies, and at work.

SOCIAL NETWORKS

Non-electronic social networks have been around for a
long time. People form a social relationship because of
common interests or values. Members of fan clubs, reli-
gious groups, and political parties are social networked
through common interests. The Internet has made social
networking an everyday activity for millions of people
because of the ease of communicating. On Facebook
people create circles of friends who link to other circles
of friends. Sometimes on Facebook we learn more about
our friends than we really want to know.

BLOGGING

Web logs, also known as blogs, are web pages posted by
individuals (bloggers) who want to express themselves on
a variety of topics. Commonly, bloggers deal with politi-
cal issues, citing sources like newspaper articles and other
bloggers and giving their own commentary and opinion.
Sometimes the blogs are similar to personal diaries of
everyday lives. But because social network sites are easier
to use and connect to more people, social blogging has
given way to social networking.

Both social networks and blogs allow one-to-one and
one-to-many communication, such that people from all
over the world can find out about the lives and opinions
of individuals. As with many of the services provided by
the web, these types of electronic communication simply
did not exist before the mid-1990s. Yet the use of social
networks and blogging is a fast-growing trend that is cer-
tain to influence how we get and respond to information
in the future. These innovations encourage the audience
to interact with the media, something that was uncom-
mon in the days of traditional media. Clearly, technology
is changing how we receive and respond to the electronic
media, and the changes are occurring more rapidly than
ever before.

DOWNLOADING MUSIC AND MOVIES

Portable media devices have changed our music lis-
tening habits. Back in the 1980s when we wanted por-
table music we could pop a cassette tape into our Sony
Walkman. But it was a hassle to lug around an assort-
ment of tapes. But now with portable media devices
like the iPod, we can download and carry around
thousands of songs in the front pocket of our jeans or
attached to our upper arm when out on a jog. Although
the downloading from free file-sharing sites raises seri-
ous copyright and ethical questions, legal file sharing is
widespread.

Nifty little media devices also store full-length feature
films. It's quite amazing to think that you can sit on park
bench or on the beach and watch a movie that’s playing
on a device that fits into the palm of your hand.

The electronic media comprise a large, dynamic, and
high-profile industry that is moving us in new cultural
and social directions. Satellite and HD radio, digital
television, personal and portable media devices, email,
social networks, blogging, chatting, instant messaging,
Twitter, and wikis are innovations that weren't even in
the public consciousness 20 years ago.

FAQ: FREQUENTLY ASKED QUESTIONS
ABOUT STUDYING ELECTRONIC
MEDIA

When we have questions about how things work, how
to get help, how to understand things, or just how to get
more information about something we now go to elec-
tronic media (the Internet) to find out more. Many sites
have FAQ sections to help people with common ques-
tions. Following are some typical questions about study-
ing electronic media:

1. How much time do we spend with electronic

media?
Few things command as much time and atten-
tion in our lives as our interactions with electronic
media. In each household that has a television
set, it is on for an average of 7 hours and 44 min-
utes per day, which is more than the time spent
working, going to school, shopping, or exercising.
Sleep is the only activity that is more time-
consuming.

2. Has electronic media viewing/listening changed?
Today’s video program content is viewed on more
than just television sets. Consumers are watching
via the Internet and on cell phones, in-home and
out-of-home, live and time-shifted, free and paid,
and rebroadcasts and original program streams.
Radio, traditionally listened to at home, at work,
in autos, on the beach, and while working out, is
now listened to on cell phones, MP3 players, and
all Internet-enabled devices.

3. Electronic media present us with the icons of
pop culture. How many people have not heard of
Madonna, Michael Jackson, Marilyn Monroe, Elvis



Presley, David Letterman, Jay Leno, the Beatles,

Brad Pitt, Bart Simpson, Justin Timberlake, and

Katie Couric? These people, so familiar in our

everyday lives, became prominent with the help of

electronic media.

. Is there a social benefit to watching and listening

to electronic media?

We talk about things we see on television and hear

on the radio: American Idol, Survivor, Dancing with

the Stars, Wheel of Fortune, Star Trek, Adult Swim,
and the weather forecast. We talk about movies
that we have downloaded and seen on DVDs.

. Is electronic media are an ambassadors of our

culture?

American electronic media content is pervasive

in many parts of the world. That means that the

perceptions that people in other countries have
formed about us are based on what they have seen
in the movies and on television.

. Isn't watching/listening to the electronic media

enough? Why do we know so much about media

personalities?

This industry gets quite a bit of news coverage.

Some shows are dedicated to news about the elec-

tronic media and movie personalities. Many peo-

ple are fascinated with the lives of prominent and
famous people Shows like Entertainment Tonight,

TMZ, and Access Hollywood get more viewers when

famous people like Britney Spears or Lindsay

Lohan do foolish or scandalous acts that generate

entertainment news stories.

. How do electronic media actually influence us?

e Speech—We learn new phrases and meanings
for words and slang.

e Customs and traditions—The portrayal of holi-
day festivities, like the dropping of the “apple”
on New Year's Eve, shapes how we observe
these holidays.

e Styles of clothing, cars, and technology—We
see and hear about these products through
electronic media, and we are tempted to try
them out.

e Sense of ethics and justice—We view many sto-
ries of good and evil and even experience real
courtroom dramas by viewing one of the many
courtroom shows on television.

e Perceptions of others in our society and dis-
tant countries—National Geographic programs
show us how people in South America live, for
example.

o Lifestyles—We learn about other people’s lives
and our own by watching talk shows, self-help
shows, and advice shows.

. Are people today different than they were years

ago because of electronic media?

By the time we finish high school, we have been

subjected to many thousands of hours of elec-

tronic media. What effect does that have on us?

Are we different than our parents or grandparents

because we have used so much electronic media?

Do electronic media have a quick and direct effect

on us or a slow, subtle, cumulative effect? Many
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people who study media, including psycholo-
gists and sociologists, believe that contemporary
digital media equipment sets young people apart
from older people (e.g., those over 30 years old).
Young people don't remember a time when they
weren't constantly connected and available to
their peers and to the world. Entertainment can
be customized and even individualized. People
born since 1990 were introduced to technology
early in life. They are comfortable at multitask-
ing. They can seek out and even create their own
entertainment content. They expect change and
innovation at a much faster pace than people
who grew up with traditional analog media.
9. Can studying electronic media help us in our

everyday lives?
Studying electronic media and becoming media
literate will help us to be discriminating consum-
ers who can make good media choices. By know-
ing more about the history, structure, economics,
and regulation of electronic media, we can better
understand and even predict the future of media.
It also helps us to understand how the constant
connectivity of today will influence all of us in
the future.

10. Will studying electronic media help us in our
careers?
Few industries have undergone and continue to
undergo the dramatic technological and business
changes that we have seen in electronic media in
the past ten years. The electronic media are always
changing, and as they change, so do we. For col-
lege students interested in a career in electronic
media, knowing about these changes will present
appropriate strategies for job seeking.

SUMMARY

Until recently, the number of people we could commu-
nicate with was limited to those we could see face-to-face
or contact by letter. Since the mid-nineteenth century,
electricity has enhanced various forms of communica-
tion and allowed us to communicate to one or to many
people over long distances with one message. Through
the use of electronic media—radio, television, and the
Internet—we now can communicate with a huge num-
ber of people almost instantaneously.

Traditional mass media share characteristics such as
audience, time, display, distribution, distance, and stor-
age. Electronic media are not constrained by time and
distance. Electronic media can have cognitive, emotional,
and behavioral effects on the audience, influencing and
changing people’s lives.

The Internet has emerged as a new mass medium at an
unprecedented speed. It was adopted rapidly and rep-
resents a combination or convergence of various mass
media. The Internet enables communication with a large
audience for low cost and short turnaround time. The
process of digitization has simplified the format through
which information is transmitted.
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Numerous trends are changing the media industry and
how we relate to and use electronic media. Convergence is
the combining of media and thus the blurring of the dis-
tinctiveness among them. Consolidation involves fewer
companies owning more electronic media stations and
businesses. Some trends have resulted directly from changes
in technology. For example, desktop production has been
fueled by digital technology and faster computers, which
allow individuals to create content for electronic media on
a single computer.

Technology has also provided new ways of communicat-
ing with others. Email and instant messaging facilitate
our communication with others across distances in either
a synchronous or asynchronous time frame. Cell phones
make personal communication easy and inexpensive and
encourage us to keep in touch with others on a more
regular basis; they are also capable of text messaging and
allow surfing the Internet and even receiving broadcast
signals. People communicate with many others through
social network sites to share their personal experiences,
preferences, and observations. Bloggers create personal
web pages that tend to focus on their individual views of

political issues and observations of the world in general
and to simply let other people know about their lives
and opinions.

The study of electronic media is important not only as
a field of intellectual pursuit, but also as a means of
preparing oneself for a successful career in a media-related
field. In addition, because electronic media are so perva-
sive, we need to be critical consumers of both the con-
tent and the activity that consumes so much of our time.
American electronic media provide a window for the rest
of the world to view our culture. Finally, we should rec-
ognize that electronic media are dynamic forces in our
society that are constantly changing. We need to study the
changes and understand that they affect us deeply.

NOTE

1. In the 1920s, some newspapers were encouraged to start radio stations in their
communities, because they had mass media experience and the resources to
experiment with the new medium of broadcasting. Some of these historic
cross-ownerships still exist today; for example, the owners of the Pittsburgh
Post-Gazette also own television station KDKA in Pittsburgh.
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Until the mid-1800s, communicating over distances
meant waiting long periods of time between transmis-
sion and reception. Visual signal systems such as the
semaphore (a system using torches or flags to convey
meaning) used by the Romans' and the French? and
smoke signals used by Native Americans were rapid, but
the amount of information that could be transmitted
quickly and effectively was limited.

The electrical telegraph in the early 1880s was the first
invention to improve on distance and time in long-
distance communication. However, the wires required by
this method of communication were vulnerable to attack
or accident and therefore not always reliable. A system
was needed that would allow communication to travel
over long distances, carry meaningful messages, and do
so without wires. That system was radio.

This chapter will discuss how radio waves were discov-
ered, the major inventors behind the development of
radio, how radio became a mass medium, and what
delivery systems are available now and will be in the
future.

© 2011 Elsevier Inc. All rights reserved.
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SEE IT THEN

EARLY INVENTORS AND INVENTIONS

The nineteenth century was a time of tremendous tech-
nological growth around the world. The Industrial
Revolution, which began in England, took off in the
United States just after the Civil War and continued into
the early 1900s. A variety of communication technolo-
gies were invented along the way, in this country and
abroad, all leading to the development of radio.

ELECTRICAL TELEGRAPHY

Samuel E B. Morse, a well-known American artist,
became interested in the use of electromagnets for the
purpose of signaling. In 1835, he created the electrical
telegraph, an instrument that used pulses of current to
deflect an electromagnet, which moved a marker to pro-
duce a written code on a strip of paper. The next year,
he changed the system so that it embossed paper with a

15
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FIG. 2.1 The first telegraph, circa 1840. Photo courtesy iStock-
photo. ©Jonnysek, image #3785353.

system of dots and dashes, which later became known as
Morse code. This simple code allowed telegraph opera-
tors to send messages quickly over long distances (once
the wires were in place) and could be interpreted univer-
sally by all telegraph operators.

Morse patented the telegraph in 1840, and the U.S. gov-
ernment provided funds for a demonstration of this
new technology. A line was set up between Washington,
DC, and Baltimore. After dealing with some technologi-
cal problems (some of which were remedied by Ezra
Cornell, for whom Cornell University is named), the first
official message, “What hath God wrought,” was trans-
mitted and received on May 24, 1844. The government
allowed private businesses to develop the electrical com-
munication industry, a policy that would be repeated in
later years with other communication technologies. By
1861, a transcontinental line was in place, allowing mes-
sages to be sent and received across the United States.

Even though the electrical telegraph conquered the
problems of distance and speed, it still presented some
challenges:

1. It required building a costly system of wires
between senders and receivers.

2. It worked only as long as the wires were in place.
This meant, for example, that outlaws could cut
the wires between two points and prevent news
about a train robbery from being sent to law
enforcement officials.

3. The telegraph was a restricted system that required
trained telegraph operators who knew how to
send and receive in Morse code. Western Union
was the dominant company in the business, and it
controlled all messages.

4. Once a message was decoded, delivering it to the
appropriate receiver proved problematic. The local
address of the receiver had to be found, and a
courier had to physically travel from the telegraph
office to the receiver's home or place of business.
Ironically, physically delivering the message to the
receiver took a great deal more time than sending
the message across the country.

5. Because people were charged by the letter or word,
messages were often short and somewhat cryp-
tic. Thus, they often lacked specific meaning or
emotion.

ELECTRICAL TELEPHONY

Despite its shortcomings, the telegraph was still the
fastest way to communicate across distance. Alexander
Graham Bell, however, came up with a better method of
two-way communication, which could be used by indi-
viduals without special training. He invented the electri-
cal telephone, which combined two scientific principles
to achieve electrical conduction of sound wave patterns
converted to electrical patterns down a wire. On March
10, 1876, Bell made the first “telephone call” to his
assistant, “Mr. Watson, come here; I want to see you”



through his experimental system. One year later, the
first telephone line was constructed between Boston and
Somerville, Massachusetts.

Electrical telephony was astounding. For the first time
ever, people could speak to one another across dis-
tances in real time without a special coding/decoding
system. The costs and logistics of building a telephone
system inhibited widespread use at first. As in the case
of the telegraph, signals went only to places that had
been wired to receive and transmit them. Even areas
that had been wired sometimes had problems, as when
bad weather caused telephone lines to break and created
lapses in service. Despite these drawbacks, however, the
growth of distance communication was assured and the
telephone soon became an integral part of life.

POINT-TO-POINT ELECTRICAL
COMMUNICATION

Both electrical telegraphy and electrical telephony were
designed and used as systems to facilitate point-to-
point communication. Using either of these systems,
one person could send a message to another person at
a distant location. The speed at which the signal trav-
eled through the wires was the same as the speed of light
(more than 186,000 miles per second), which meant the
message reached its destination almost instantaneously.
Obviously, the rapid speed and ability to send messages
made the telegraph and the telephone superior to pre-
vious message delivery systems, such as smoke signals,
drum beats, the semaphore system, and even the various
ways of delivering mail by ground travel and ship.

Electrical point-to-point communication proved its
value in many situations, such as announcing the arrival
of incoming stage coaches and trains. By the late 1800s,
manufacturers and merchants were getting updates via
telegraph messages or phone calls telling them when
their materials or products would be arriving. Similarly,
weather forecasts could also be relayed about an incom-
ing storm or drastic change in temperature. These systems
worked fairly well when the lines remained intact, but of
course, they failed if the lines were damaged.

Since the arrival times of ships and the people and goods
they were bringing were important pieces of information,
there had been a strong desire to reach ships at sea. But
because the telegraph and telephone required a point-
to-point wired connection neither was technologically
able to send or receive messages to or from ships when
they were at sea. This problem generated strong interest
in the idea of sending electrical messages without wires.
Given the importance of the shipping business and the
potential for profit, possible solutions were sought from
scientists, innovators, and inventors to develop a wireless
system of communication.

WIRELESS TRANSMISSION
James Clerk Maxwell

As early as 1864, a Scottish physicist named James Clerk
Maxwell predicted that signals containing information sim-
ilar to that of the telegraph could be carried through space
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without the use of wires. In 1873, he published a paper that
described radiant waves that were invisible. These waves,
which later became known as radio waves, were part of a
theory that suggested that signals could travel over distances
and carry information. That theory, which became known
as electromagnetic theory, used mathematical equations to
demonstrate that electricity and light are very similar and
both radiate at a constant speed across space.

Heinrich Hertz

Most people who study the advent of radio accept that
numerous contributions were made by scientists around
the world. Heinrich Hertz, a physicist from Germany,
used Maxwell’s theory to build a crude detector of radi-
ated waves in 1886. Hertz set up a device that generated
high-voltage sparks between two metal balls. A short
distance away, he placed two smaller electrodes. When
the large electric spark jumped across the gap between
the two large balls, Hertz could see that a smaller spark
appeared at the second set of metal balls. It was proof
that electromagnetic energy had traveled through the air,
causing the second spark. Hertz never pursued the idea
of using the waves to transmit information, but his work
is considered crucial to the use of electromagnetic waves
for communicating. In fact, the basic unit of electromag-
netic frequency, the hertz, was named after him.

In the late 1890s, English physicist Sir Oliver Lodge
devised a way to tune both a transmitter and a receiver
to the same frequency to vastly improve signal strength
and reception. Another scientist noted for contribut-
ing improvements in the wave detector and antenna is
Alexander Popoff, a Russian who experimented in the
1890s. Interestingly, Popoff's work was dedicated to find-
ing a better way to detect and predict thunderstorms.

Guglielmo Marconi

An Italian inventor, Guglielmo Marconi, is generally cred-
ited with the first practical demonstration of the wireless
transmission of signals. After reading about Hertz's exper-
iments, Marconi used electromagnetic waves to transmit
Morse code signals. Not only was he able to improve
on Hertz's invention, but he also noted that having an
antenna above ground improved signal transmission.

When Marconi approached the government of his native
Italy for a patent and financial support, they expressed no
interest. Fortunately for Marconi, his mother came from an
Irish family with connections in Great Britain, which was at
the time a strong maritime power and thus very interested
in developing a system to contact ships at sea. Through his
mother’s contacts, Marconi found the head of the telegraph
office of the British Post Office, William Preece, who had
also done some wireless experimentation. Britain provided
Marconi with a patent and the financial support he needed
to further develop his wireless system.

In 1899, Marconi showed that radio waves could be sent
and received over long distances by sending a signal across
the English Channel. Just two years later, he sent a signal
(the letter S in Morse code) from Great Britain to North
America, convincing many that wireless communication
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FIG. 2.2 The radio bands represent a portion of the electromagnetic spectrum.

FIG. 2.3 Guglielmo Marconi at work with his wireless radio. Courtesy
MZTV Museum.

across great distances was possible. However, around 1901,
the system was designed to carry only dots and dashes, or
Morse code, and not the human voice. As the telephone
had been invented over 25 years earlier, people had
already been exposed to voice communication over long
distances and therefore expected that radio should be able
to carry voice messages, as well.

Some historians credit American inventor Nathan
Stubblefield as the first person to successfully transmit
the human voice using radio waves, although he used
ground conduction rather than transmitting through the
air. Regardless, in 1892, Stubblefield supposedly com-
municated the words “Hello Rainey” to his assistant dur-
ing an experiment near Murray, Kentucky.

Reginald Fessenden

A Canadian electrical engineer, Reginald Fessenden, and
an engineer from General Electric, Ernst Alexanderson,
constructed a high-speed alternator (a device that gener-
ates radio energy) to carry voice signals. On Christmas
Eve, 1906, Reginald Fessenden transmitted a voice signal
from his home at Brant Rock, Massachusetts, to ships at
sea along the East Coast of the United States. He sent
out music played on a violin, readings from the Bible,
and season'’s greetings to all that could hear the signal.
Many people consider this transmission the first pub-
licly received radio broadcast using modulated continu-
ous electromagnetic waves carrying sound wave patterns,
instead of Morse code.

Lee de Forest

In 1899, American inventor Lee de Forest earned a PhD
from Yale University with a dissertation that investi-
gated wireless transmissions, and in 1900, he developed
a wireless system to compete with Marconi’s. In addi-
tion, de Forest constructed a device that would amplify
weak radio signals. His invention was an improvement
upon one constructed by John Fleming, an engineer
from England. Fleming developed a radio wave detec-
tor in a sealed glass tube that came to be known as the
Fleming valve or diode tube. This device, which looked like
a household lightbulb, was able to detect radio signals
that contained the human voice, but it didn't amplify
the signal. De Forest added a third element to the diode
tube to make a triode tube, later known as the audion.
This device amplified the voice signal enough to allow
voice transmission using radio waves. De Forest filed for
a patent for his invention in 1906.

[

FIG. 2.4 Lee de Forest with his audion tube. Courtesy MZTV Museum.

De Forest was very good at generating publicity, with
events like the broadcast of a phonograph record from
the Eiffel Tower in Paris, which was received 500 miles
away. But he was not a skillful businessman. He spent
much of his time trying to create a viable business in
the radio industry, despite many financial setbacks. He
also had numerous legal problems with patents. One
of the most difficult involved the 1914 invention of a
regenerative or feedback circuit, which was also discov-
ered at about the same time by Edwin H. Armstrong,
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another radio inventor. De Forest won the legal battle,
even though he couldn’t explain exactly how the system
worked when he testified in court. Regardless, historians
often give Armstrong credit for this invention, which
made receiving radio signals much easier (Lewis, 1991).

A TRAGICLESSON

In the early 1900s, radio was somewhat of an oddity.
Although many hobbyists were experimenting with radio
transmissions and radio demonstrations were used for
publicity purposes at fairs and department stores, only
two companies were making parts for radio receivers.
Government officials had a better overall view of the use-
fulness of radio for health and safety. Beginning as early as
1903, government representatives of the leading industrial
countries began holding annual conferences (called Radio
Conferences) to discuss humanitarian and international
uses of wireless radio. By 1910, many of these nations had
established regulations to guide the use of radio, particu-
larly in terms of maritime uses. The U.S. Congress passed
the Wireless Ship Act of 1910, which required a ship with
more than 50 passengers to carry a radio that could reach
another radio 100 miles away. The ship also had to have
aboard a person capable of operating the radio. Although
the United States incorporated many of these humanitar-
ian considerations into the Wireless Ship Act of 1910, the
United States failed to include all elements discussed and
agreed upon in these Radio Conferences. And just two
years later, a tragedy occurred that heightened awareness
of the power of radio forever.

In mid-April 1912, an “unsinkable” luxury liner named
Titanic set out on its maiden voyage from England, bound
for the United States. Its passengers, mostly wealthy and
well-known people, expected a luxurious trip across the
Atlantic Ocean on the newest and most sophisticated
ocean liner ever built. The Titanic was equipped with the
most modern technology available at the time, including
a wireless radio and people trained to operate it.

Late at night on April 15, the Titanic collided with a
huge iceberg in the North Atlantic Ocean, ripping open
the hull and causing the ship to rapidly take on water.
Supposedly, the ship’s radio operator had received warn-
ings about icebergs being dangerously close to the ship’s
path, but he didn't heed them. Instead, the operator
requested that other ship radio operators clear the air-
waves to allow the Titanic to send personal messages
from the ship’s famous passengers to Europe and the
United States.

After the Titanic collided with the iceberg and began to
sink, the radio operator on board began sending out
SOS signals. Unfortunately, the collision occurred late at
night and most of the wireless operators on other ships
in the area had already gone off duty. One ship, the
U.S. California, was less than ten miles away and could
have been on the scene in time to rescue survivors from
the icy waters, if only its wireless operator had been on
duty ten minutes longer. Because the Wireless Ship Act
of 1910 failed to require 24-hour staffing of wireless
systems (as agreed to in the 1906 international agree-
ments), the California had no one on duty to receive the
Titanic’'s SOS. Only one operator, on the ship Carpathia,
heard the signal and sped to the Titanic. Although the
Carpathia was able to rescue some 700 passengers about
1,500 perished when the Titanic went down.

One of the many legends that emerged from the Titanic
tragedy involves a young wireless operator named
David Sarnoff. Stationed at a wireless operation inside
Wanamaker’s Department Store in New York City, he
picked up Titanic’s distress signals and the responses
from the Carpathia. As the legend goes, Sarnoff stayed at
his wireless station for the next 72 hours receiving infor-
mation about survivors from the signals sent out by the
Carpathia. Sarnoff relayed the events of the sinking to
other wireless operators and newspapers. As news of the
Titanic spread, the government ordered that the airwaves
be cleared of other wireless operators leaving Sarnoff
as the only one to send messages to coordinate rescue
traffic and to pass along exclusive information to the
New York American daily newspaper.

Some historians dispute this legend about David Sarnoff
(the source of which was Sarnoff, after he became presi-
dent of RCA). Whatever the case, the story marks an inter-
esting and important milestone in the development of the
wireless (Lewis, 1991, pp. 105-107). Namely, it proved to
the world that the wireless radio was indispensable for
safety—for the first time ever ships at sea had immediate
contact with the rest of the world. In addition, the Titanic
tragedy demonstrated the power of wireless radio to dis-
seminate information to many people immediately.

The publicity surrounding the Titanic led to government
scrutiny of the role of wireless radio and to the provi-
sions of the Wireless Ship Act of 1910. Governments
worldwide sought to increase wireless conformity and
compatibility. As a result, of the Titanic disaster, Congress
passed the Radio Act of 1912, legislation that set the tone
for Congress’ future acts to regulate radio transmissions.
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FIG. 2.5 A young David Sarnoff at his wireless station in Wanamaker’s
Department Store.

This act required the licensing of radio operations used
for the purpose of interstate commerce. It also required
licensed operators to be citizens of the United States
and stated that licenses must be obtained from the U.S.
Secretary of Commerce and Labor, who had jurisdiction
over commercial radio use in this country. (For more
about this act, see Chapter 12.)

RADIO BECOMES A MASS MEDIUM

Both Fessenden and de Forest did some early promo-
tional voice transmissions to heighten awareness and
demand for their inventions, but neither set up a regu-
lar schedule of programs for the general audience.
Few people had radio sets at the time, moreover, those
people who did have radios and a working knowledge
of the technology were mostly hobbyists and amateur
radio operators who communicated primarily with each
other. Their communication was person-to-person and
conducted in Morse code. Without interesting programs,
radio had a hard time attracting listeners, and without
listeners there wasn't a need to create interesting regu-
larly scheduled programs.

In 1909, Charles D. “Doc” Herrold, who operated a tech-
nical college in San Jose, California, began to send trans-
missions using voice on a regular schedule. According to
former students of the school, the station that Herrold
began transmitted popular music of the time along with
some speeches and other “talk.” In some ways, this sta-
tion might be considered the first real broadcast station,
because it was scheduled, provided voice transmissions,
and was sent out to the general public (although few
people had radio receivers). In a sense, it was also the first
college radio station. Herrold’s operation was one of the
first to be licensed after the Radio Act of 1912, and it con-
tinued operation until World War I. It came back on the
air in early 1922 with the call letters KQW. The station
was later sold and then moved to San Francisco, where it
became KCBS, a station that still broadcasts today.

In 1916, a Westinghouse engineer, Dr. Frank Conrad,
began to send both voice and music programs from his
home in Pittsburgh to the Westinghouse plant located
about five miles away. Eventually, he also began to play
music by placing a microphone next to a phonograph,
which became so popular that he scheduled music
programs for Wednesday and Sunday evenings. Some
consider Conrad the first disc jockey, or DJ. Conrad’s sta-
tion, then known as 8XK, was licensed to Westinghouse
in 1920 as KDKA. It was one of the first broadcast sta-
tion to be issued a commercial license by the Secretary
of Commerce in the United States.

Another station that claims to be the first licensed sta-
tion on the air is SMK-WW]J in Detroit. It started out as
8MK, an amateur station that first went on the air from
a “radio phone room” in the Detroit News building.
The license for this station was eventually issued to the
Detroit News for station WWJ on March 3, 1922.

BROADCASTING

When early experimenters such as de Forest, Herrold, and
Conrad sent entertainment over the airwaves to gain some
publicity and please friends, they only reached a small
segment of the population. The term “broadcasting,” was
later coined to describe mass transmission to the general
public. “Broadcasting” is actually an agricultural term that
describes planting seeds by “broadcasting”—casting them
in all directions using a circular hand motion, rather than
planting them in rows (Lewis, 1991).

Before 1916, radio experimenters felt that radio would be
most useful for sending information to sites that could
not be wired for telephone or telegraph. Likely uses
included ship-to-shore or ship-to-ship communication
and communication that had to travel over terrain that
presented problems for wiring, such as harsh weather,
high altitude, and large bodies of water. The idea of using
radio signals to send messages to a large, general audience
simply had not yet surfaced. But a conscientious radio
telegraph operator named David Sarnoff was giving quite
a bit of thought to the potential uses of radio.

Sarnoff stayed in radio as a career after his experience
with relaying news of the Titanic disaster. By 1916, he
had become commercial manager of American Marconi
(a subsidiary of British Marconi). Sarnoff aimed to profit
from radio by developing ways to make it more popular
with the general consumers. Although historians dispute
its authenticity (e.g., Benjamin, 1993), a memo was found
in 1920 that was supposedly written earlier by Sarnoff
and addressed to the manager of American Marconi. In it,
Sarnoff outlined an idea that contains the essence of what
radio broadcasting would become. Namely, he suggested:

A plan of development which would make radio a “household util-
ity” in the same sense as the piano or phonograph. The idea is to
bring music into the house by wireless. . . . The problem of trans-
mitting music has already been solved in principle and therefore
all the receivers attuned to the transmitting wavelength should be
capable of receiving such music. The receiver can be designed in
the form of a simple “Radio Music Box” and arranged for several
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FIG. 2.6A The news reported about the sinking of the Titanic in April 1912 came from wireless radio transmission. Courtesy Corbis Images. © Bettmann/CORBIS.



m ELECTRONIC MEDIA: THEN, NOW, AND LATER

(B)

4

mHﬂE _'
GREATLOSS,

. 14
w3t g;Funiﬁ:ws;_ 5

FIG.2.6B (Continued). Courtesy Corbis Images. © Hulton-Deutsch Collection/CORBIS.

different wavelengths, which should be changeable with the throw-
ing of a single switch or pressing of a single button. . . . The box
can be placed on a table in the parlor or living room, the switch
set accordingly and the transmitted music received. There should
be no difficulty in receiving music perfectly when transmitted
within a radius of 25 to 50 miles. . . . The same principle can
be extended to numerous other fields as, for example, receiving of
lectures at home which can be made perfectly audible; also events
of national importance can be simultaneously announced and
received. (Gross, 2003, pp. 14-15).

In addition, Sarnoff's memo stated how money could
be made from the enterprise. Rather than suggest some
sort of subscription fee or advertising, Sarnoff suggested
that large profits could be gained from the sale of radio
receivers to the general public.

In retrospect, it seems as if this idea should have been
adopted immediately. But in fact, it was ignored by
American Marconi and other companies in the radio
business at the time. The idea of Sarnoff's “Radio Music
Box” simply did not catch on, for many reasons, includ-
ing the need for the audience to wear earphones to hear
the signal, the fact that much of the radio equipment at
the time was complicated and unreliable, and the lack
of public interest in this type of service. Also, the people
who held the power in the radio industry were engineers
and businesspeople, who were not particularly interested
in entertaining the masses.

WORLD WARI

When the United States entered World War I in 1917,
the federal government used radio to help communi-
cation within its armed forces and among the armed

forces of its allies. In addition, for security reasons, the
government prevented foreign radio operators from
transmitting in the United States. Therefore, the federal
government took over the operation of all high-power
stations in the country including the point-to-point
sending and receiving stations owned by American
Marconi. And in 1917, it even closed down the amateur
and experimental stations, which stopped the progress of
radio as an entertainment medium.

But the government'’s action led to two important devel-
opments in radio: First, operating a station during the
war required government training of many people, and
second, the government took control of all patents
related to wireless communication and placed them in a
“patent pool” for all scientists and engineers during the
war. This helped the war effort by stimulating the tech-
nological development of radio. In turn, these develop-
ments helped stimulate the growth of the radio industry
after the end of the war in late 1918.

THE RADIO CORPORATION OF AMERICA

After World War [, the British-owned Marconi Company
sought to strengthen its position as the leader in long-
distance radio communication. It tried to buy a large num-
ber of the powerful Alexanderson alternators produced by
General Electric (GE) for its American subsidiary, American
Marconi, which essentially would have given Marconi a near
monopoly in transatlantic radio. Because the U.S. govern-
ment had just taken steps to avoid foreign control of radio
in the country, it was opposed to the sale of equipment to
British-owned Marconi. The U.S. government considered
continuing its control of the radio industry but it lacked



the skilled operators needed to do so. Moreover, opposi-
tion from American Telephone and Telegraph (AT&T), the
Marconi Company, General Electric, and other companies
that contributed patents to the government patent pool dur-
ing the war, along with amateur radio operators was strong
enough to convince the government to back off, allowing
the radio industry to be in the hands of private enterprise.
The solution to the situation was agreed to in the cross
licensing agreement of 1919 which formed a jointly owned
company Radio Corporation of America (RCA) which
would manage the patents that were pooled during the
war with the American Marconi point-to-point stations.

The Radio Corporation of America (RCA) began opera-
tion in October 1919 and began running the radio stations
which were formerly owned by American Marconi., In the
next few years, much legal wrangling occurred over which
company controlled broadcast equipment patents. From
1919 through 1921, GE, RCA, Westinghouse, and AT&T
signed agreements to pool their patents, leading to a con-
sortium of companies that would move broadcasting to the
next level. By 1922, GE, Westinghouse, AT&T, and United
Fruit (a small company that held desirable patents) had
become the corporate owners of RCA. With this develop-
ment, approximately 2,000 patents were pooled and an
effective manufacturing and marketing plan was enacted
in which radio receivers were manufactured by GE and
Westinghouse but sold exclusively by RCA, and charging for
sending and receiving messages would be done by AT&T.

THE 1920s

Broadcasting as we know it began during the 1920s. After
World War I, the technology was greatly improved, and
people who gained radio skills and experience during
the war became interested in experimenting with radio.
But the business sector lagged behind, showing very little
interest in the technology; up to that time, radio had
been a point-to-point business.

As noted earlier, some of the groundwork for commer-
cial broadcast radio was laid as early as 1909 with Doc
Herrold's experimental broadcasts. It was Dr. Frank
Conrad’s broadcasts on station 8XK in 1916 (which
became KDKA in 1920) that really began the broad-
cast era. After the war, Conrad was allowed to resume
broadcasting. His broadcasts were meant for a gen-
eral audience and were informational and entertain-
ing. By mid-1920 Conrad had convinced his superiors
at Westinghouse that the company could make money
by selling premanufactured radio sets (like appliances)
for people to receive programming from a radio station
operated by Westinghouse. The inaugural broadcast for
station KDKA was the presidential election of 1920. After
covering the 1920 presidential election, Conrad contin-
ued his programming with regularly scheduled shows,
and local people bought radios to listen to these broad-
casts. The programs were mostly music, much of which
came from live bands that performed in a tent on the
roof of the building that housed the station. After high
winds destroyed the tent, a bona fide studio was built
that allowed the bands to play indoors with much bet-
ter sound reproduction. Although the station had started

Chapter 2: Radio a

in Conrad’s garage, by 1921 it moved to a more suitable
building and gained the support of the Westinghouse
Company.

In 1920, Westinghouse was still selling radio sets that it
manufactured and was looking for ways to increase radio
set sales. The company decided to promote and broad-
cast a program each evening in the hope that people
would get into the habit of listening nightly. The real
goal was to sell receivers and promote the name of the
Westinghouse Company. During this time, a department
store in Pittsburgh ran an ad in the Pittsburgh Press for
amateur wireless sets selling for $10.

FYI: 1920 Presidential Election

Until 1920, the sounds of presidential campaigns had been heard
only by phonograph record. That changed on election night,
November 2, 1920, when returns from the presidential election
were broadcast. With this, radio became a force in the political
process, bringing the live events and real sounds of political
campaigns directly to the audience.

Another innovation also was made in the 1920 presidential
election: Election returns within a radius of 300 miles of
Pittsburgh were received and transmitted by wireless telephone.
This process was created by the Westinghouse Electric &
Manufacturing Company and its subsidiary, the International
Radio Telegraph Company. The returns were received directly
from an authoritative source and sent by a wireless telephone
stationed at East Pittsburgh. Receiving stations of almost any size
or type could catch the messages within the radius by using a
crystal detector, a tuning coil, a pair of telephone receivers, and

a small aerial. Using a two-stage amplifier, the operator would
attach the receivers to a phonograph, so that messages could be
heard anywhere in a medium-sized room.

The end of the war precipitated renewed interest in radio
and scheduled entertainment programs. Philadelphia
station KDKA was the first licensed station in the United
States. But the number of stations that went on the air
after KDKA grew slowly. In fact, only 30 stations had
been granted licenses to broadcast by January 1, 1922.
That number grew to 218 by May 1 of that year, and by
March 1923, there were 556 licensed stations on the air.
During 1923, more than 500,000 radio receivers were
produced by American manufacturers, which increased
the demand for programming, and thus stations.

Department stores and hotels set up radio stations on
their properties to draw customers. These businesses
were especially active in radio because they often owned
tall buildings that provided good locations for antennas.
Live music was the most popular form of radio entertain-
ment, although some sporting events, like heavyweight
prize fights and World Series baseball games, drew huge
audiences, consisting of as many as half a million people.
Other people were drawn to radio for political program-
ming, like President Warren G. Harding's Veterans Day
speech from Arlington Cemetery near Washington, DC.
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FIG. 2.7 Radio stations on the air, 1921-1925. The increase in radio sta-
tions on the air began in 1921 and exploded in 1922-1923, when the
number went from 30 to over 550. A slight decrease occurred after that

boom, followed by another increase in 1924-1925. Source: Sterling & Kitross,
2002, p. 827.

Factory-built receivers became common in American
homes in 1921. A sophisticated receiver cost $60 and
a simple one only $10. As the daily pay for the average
worker at that time was about $1, few Americans could
afford a sophisticated receiver, but many bought the less-
expensive model. Westinghouse promoted sales of the
sets in the towns where it had manufacturing plants by
broadcasting radio programming.

A huge amount of radio station activity occurred by
1923. More than 600 licensed stations began broadcast-
ing during that year, although many of them went off
the air after only a short time. Westinghouse seemed to
be having great success with broadcasting, perhaps due
at least in part to the fact that it also sold radio receivers.
Other broadcasters simply didn’t have a way to pay for
the expenses incurred in the continuous operation of a
radio station. Most of the owners of one or more stations

FYI: A Radio in Every Home, the Internet
in Every Hut

The rapid technological advancement of early radio led

H. P Davis, a Westinghouse vice president (in 1922), to state,
“A receiving set in every home, in every hotel room, in every
schoolroom, in every hospital room. ... Itis not so much a
question of possibility, it is rather a question of how soon”
(Hilliard & Keith, 2001, p. 33).

Interestingly, President Bill Clinton made a similar statement
regarding access to the so-called Information Superhighway,

as presented by the Internet. In October 1996, Clinton stated,
“Let us reach a goal in the twenty-first century of every home
connected to the Internet and let us be brought closer together
as a community through that connection” (“Clinton Unveils
Plan,"1996). He also later stated, “Our big goal should be to make
connection to the Internet as common as the connection to
telephone today” (“Internet in Every Hut,"2000). In 2009, President
Barack Obama stated that a major component of putting the
American Dream within reach of the American people is by
expanding broadband lines across America to give everyone the
chance to get online.

were radio receiver manufacturers and dealers and busi-
nesses involved with electrical device repair. In almost all
cases, the radio station was put on the air as a sideline to
the main business of the company that held the license.

Also in 1922, another technological innovation was
demonstrated: the superheterodyne receiver, invented
by Edwin Armstrong (who later developed FM radio).
This device greatly improved the ability of radio to be
received at great distances from the transmitting sta-
tion. Later that same year, a broadcast originating from
London was received at station WOR in New York.

In 1923, the federal government adopted the four-letter
call sign rule, such that stations west of the Mississippi
River were assigned K as the first letter and stations east
of the Mississippi were assigned W as the first letter. Note
that KDKA in Pittsburgh was an exception, because it was
licensed shortly before this rule went into effect. Many
colleges and universities put stations on the air during
1923 in the hope that doing so would help supplement
the education of their students.

THE BEGINNINGS OF COMMERCIAL
RADIO

In the early 1920s, radio stations were often started for
the purpose of supporting or promoting a product or
service offered by the station owner. This formula gener-
ally didn’t work, however. Even though the demand for
radio receivers exceeded the supply, having a large audi-
ence didn't guarantee success. The radio industry had
yet to come up with a way to make radio pay for itself,
let alone make a profit. Interestingly, owners of Internet
web sites faced the same dilemma in the early part of
the twenty-first century, when they continued to look for
ways to make their sites bring in enough money to pay
their expenses and justify keeping them online.

In 1922, WEAF—the AT&T-owned station in New York—
provided broadcasters with a novel way to make money
from their stations. Using part of the economic model for
making money from the telephone system, WEAF acted
as a common carrier and sold time to advertisers and per-
formers who wanted to reach an audience. This procedure,
known as toll broadcasting, was similar to that used when
a long-distance call was made and charges were presented
to the caller. Like the caller, the advertiser would pay a toll
for the time used on the air. This concept was a critical part
of the new economic model for supporting radio. It pro-
vided funds to the broadcaster to pay expenses, helped the
advertiser reach an audience to sell a product or service,
and kept broadcast programming free to the audience. (For
more about WEAF's early advertising, see Chapter 7.)

Again, in retrospect, it would seem that toll broadcasting
should have been an instant sensation among broadcasters,
but it did not catch on immediately, partly because of cross-
licensing agreements among the companies that had shared
in the patent-pooling of World War I, which gave AT&T the
sole right to “charge” for messages. At a radio conference in
1922, U.S. Secretary of State Herbert Hoover disparaged the
idea of toll broadcasting, stating that a service with as much



promise as radio should not “be drowned in advertising
chatter” (Hilliard & Keith, 2001, p. 30).

TECHNICAL PROBLEMS

The proliferation of radio stations in the early 1920s led
to some technical problems. Due to a lack of foresight on
the part of the government, all of the stations licensed to
operate commercially (as opposed to experimental sta-
tions) were assigned the same wavelength: 360 meters,
about 830 KHz on the dial. Essentially, all of the stations
intending to reach a general audience were operating on
the same frequency. When a radio receiver receives more
than one signal on the same frequency, the result is often
interference and noise, rather than radio programming.

To solve this problem, the government initially encour-
aged stations in the same geographical area to take turns
broadcasting. For instance, Station A would broadcast
from 6:00 to 8:00 p.m. and Station B would broadcast
from 8:00 to 10:00 p.m. Some stations voluntarily went
off the air at night to allow larger stations with more
sophisticated programming to be heard by the audience.
This type of cooperation didn't last long, especially when
it cut into a station’s advertising time. However, the final
solution came with the Radio Act of 1927 when the gov-
ernment redesigned the use of the electromagnetic spec-
trum, providing 107 channels for radio stations to use.

CHAIN BROADCASTING

In 1923, another piece of the broadcast puzzle was added
by WEAE Just after the beginning of the year, WEAF sent
a musical performance over the telephone lines (owned
by AT&T, its parent company) to a station in Boston, and
the program was broadcast simultaneously by both sta-
tions. This interconnection was called chain broadcasting,
and though this term is not commonly heard today, it
still appears in legal documents. The more common
term used now is “network,” but before 1926 it was
referred to as chain broadcasting. Both terms refer to sta-
tions that are interconnected for the purpose of broad-
casting identical programs, simultaneously.

Other forms of programming also started at this time.
Information programming was common, offering lec-
tures, news, political information, weather announce-
ments, and religious items. Sports broadcasting also
attracted a large audience.

Politicians seized the opportunity to reach many constit-
uents through the medium of radio. Before radio, they
had to rely on newspapers to communicate their mes-
sages accurately. Newspapers weren't an ideal medium,
however, because then as now, newspaper reporters, col-
umnists, and editors wrote the articles, not the politicians
themselves. Politicians preferred that voters heard their
messages directly, not as interpreted (or edited) by news-
paper writers. Radio allowed the politician’s words to be
heard as they were spoken and also connected a voice
with the politician’s name. Radio gave politicians and
other public officials the ability to reach many people at
once with an immediacy never before achieved. Radio
also gave power to politicians by airing their speeches
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and interviews and making their voices familiar to large
audiences. Radio benefited local, state, and federal politi-
cians, because they could now reach constituents across
the state or even across the country with a single speech
or message.

COPYRIGHT ISSUES

For years artists, writers, and composers had envied the
legal protection of their creative product similar to the
protection patents provided inventors. In 1907 Congress
passed legislation in the form of the Copyright Act of
1907, which was the first national law to extend to the cre-
ative community the same ownership protection offered
to inventors, engineers, and scientists of their “intellectual
product.” In 1914, the American Society of Composers,
Authors, and Publishers (ASCAP) was established to col-
lect “royalty fees” on behalf of the composers and authors
of songs and other owners of copywritten material.

As programming included more and more recorded (pho-
nograph) music, musicians, composers, and lyricists began
to complain that radio stations were using their work with-
out permission (and, more importantly, without the artists
receiving any compensation). The stations felt, however,
that broadcasting copyrighted phonograph music actually
benefited the artists by promoting their work.

As a result of this conflict, ASCAP negotiated a fee with
WEAF in 1923 to use copyrighted material. Specifically,
WEAF agreed to pay $500 for the year. After a court case
upheld ASCAP’s right to negotiate these fees, the orga-
nization made usage agreements with other stations.
The broadcasters responded by forming the National
Association of Broadcasters (NAB), a trade group that,
among other things, negotiated rates charged by ASCAP.

RADIO RECEIVERS

As discussed earlier, the number of radio receivers in the
United States grew dramatically during the 1920s. In just
one year, from 1923 to 1924, the number of sets went
from 0.5 million to over 1.25 million. This phenomenal
growth was due in part to the fact that manufacturers were
marketing inexpensive sets, which were affordable to most
people. At this point, it had truly become a mass medium.

Interestingly, in 1924, Congress passed a bill that stated
that the airwaves belonged to the people, not to sta-
tions or networks. This concept is important. It comes
up again in later legislation that formed the long-lasting
rules and regulations for broadcasting up to the present.

THE NETWORK SYSTEM

By 1926, individual stations were having a difficult time
filling air space. They had to find people to come to the sta-
tion to perform or talk. There was very little use of phono-
graph records. It became apparent that a system of shared
programming was needed. RCA, GE, and Westinghouse
combined to form the National Broadcasting Company
(NBC), which was established as a programming network,
to manage the program sharing of the “radio group” of
stations. NBC then bought AT&T-owned WEAE and the
programming responsibility of its chain, which essentially
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took AT&T out of the programming and ownership busi-
ness and practically eliminated the programming compe-
tition. NBC initially affiliated with 19 stations, which were
interconnected for the purpose of simultaneously broad-
casting programs. NBC's opening special, a gala event
with live music from popular orchestras and singers, was
carried by 25 stations and reached millions of listeners.
By the end of 1926, NBC was successfully operating two
major networks. The original NBC network was renamed
NBC Blue and the newly acquired AT&T (WEAF-based)
network was named NBC Red.?

GOVERNMENT INVOLVEMENT

In early 1927, Congress passed the Radio Act of 1927,
which formed a federal regulatory body for radio, the
Federal Radio Commission (FRC). The role of this com-
mission was to organize and administrate radio in the
United States; specific responsibilities included issuing
licenses, assigning frequency bands to the various types
of stations and specific frequencies to individual stations,
and designating station power levels.

To be licensed, a station had to be able to prove that it
could provide enough funding to operate and to be able
to control its programming. The FRC had the power to
deny licenses to stations that were attempting to form
a monopoly. In addition, a license could be denied to
a station owned by a telephone company trying to con-
trol a radio station or by a radio station trying to con-
trol a telephone company. The FRC also had the power
to develop regulations for stations and networks of sta-
tions. According to the 1927 act, the U.S. Secretary of
Commerce was authorized to inspect radio stations,
license operators of stations, and assign call letters.

A FEW IMPORTANT WORDS

At first, both listeners and broadcasters welcomed the
Radio Act of 1927, thinking it would clear up all of the
interference problems and make radio easier to listen
to and radio stations easier to operate. But the act also
set down a requirement that stations must operate in
the “public interest, convenience, and necessity.” These
somewhat nebulous words have often been a point of
contention between broadcasters and regulators. The
FRC and later (after 1934) the Federal Communications
Commission (FCC) used these words to explain why the
commission was interested in regulating programming
and content.

Another feature of the 1927 act was that all existing
radio licenses became null and void 60 days after its pas-
sage. This requirement forced all stations operating at the
time to reapply for licenses, which allowed the FRC to
assign frequencies to stations with the intent of minimiz-
ing interference and bringing some order to the chaos of
the radio band. The result was that the powerful stations
were treated well and given desirable frequencies, while
the less powerful stations were given less desirable fre-
quencies. Other stations, such as college stations, which
had little power in a business or political sense, were
simply forced off the air or bought out by commercial
stations.

COMPETITION TO NBC

The financial success of NBC caused others to consider
competing with the powerhouse networks. In 1927,
one such group, the United Independent Broadcasters
(UIB), met with limited network success, primarily
because it was not well funded. In fact, AT&T would not
lease interconnecting lines to UIB because of the fear of
nonpayment.

UIB was rescued by an unlikely corporate player, the
Columbia Phonograph Company. Columbia had been
in direct competition with another phonograph com-
pany, the Victor Phonograph Company, and the two
ultimately played important roles in the development of
the radio broadcast networks. Victor was about to merge
with RCA (the parent company of NBC), a move that
worried Columbia because of RCA’s huge name recog-
nition and business power. Also, Columbia feared that
Victor might gain a tremendous edge by its association
and use in the broadcasting business to air its records.
Columbia decided to get into the broadcasting business
by merging with UIB to form the Columbia Phonograph
Broadcasting System (CPBS) so that it could play its
records on its own network.

A cigar company executive, William S. Paley, was
impressed with the results from advertising on the new
network. So in 1928, when CPBS encountered finan-
cial difficulties, Paley bought a controlling share of the
network and became its president. Eventually, this com-
pany and its network became known as the Columbia
Broadcast System, or CBS. Paley controlled CBS until
1983, becoming one of the most well-known electronic
media moguls in the United States.

In 1928, the U.S. had three nationally operating radio
networks: NBC Red, NBC Blue, and CBS. Radio receivers
continued to be highly desirable, and set sales continued
to climb rapidly. Approximately 15 million American
homes had radio receivers. Another important aspect of
broadcasting also began in 1927. It was not a network
innovation or a new form of programming. In fact, it
was a manufacturing idea: putting a radio receiver in
the dashboard of a car. Because many of the radio sets
sold at this time were battery-powered, putting receiv-
ers into automobiles (all cars had batteries) was a logi-
cal idea. This innovation began a love affair between
car drivers and broadcast radio that exists to this day.
The automobile provided the portability needed to help
make radio an indispensable medium for more than 80
years.

Joining NBC and CBS, another network entered the pic-
ture in 1934: the Mutual Broadcasting System (MBS).
It was a cooperative programming network that did
not own any stations. The programming came from the
member stations and was sent out over the network. The
most famous of its shared radio shows came from WXYZ
in Detroit, The Lone Ranger. Mutual didn’t have the big
name stars or entertainment that was typical on NBC or
CBS and never had a comparable audience size or adver-
tising desirability.
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With this distinetive clock-size model, General
Motars Radio has established new and definitely
higher staudards in the field of small receiving
sots. Consider these modern features, compactly
eombined in a beantiful Gothie cabinet
only 19 inches high—six RCA tubes (four
screen grid): electro-dynamic speaker;
dual volume controk; illuminated dial; all-
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WITH TONE SELECTOR

See the Linle General at your Joeal General Motors
Kadio dealer’s today. Let a demonstration reveal

possible in 20 small an AC receiver,

The Litde General offers many attractive
features 0s a second radio—for guest
room, den, nureery, college dormitory or
servants' quarters. You have a choice
of three strikingly handsome finishes . .. a
rich butt walnut . . . an antiqued buff ivory
lacquer . . . an antiqued light green lnequer.

the ding pecformance of this clock-size
receiver, priced at only $57.50 less tubes.

Alko sec and hear the standard-size General
Motors radios and radio-phonographs in their
cabinets of authentio Period design—priced from
$L36 1o 5270, less tubes. All models available on
the liberal C.MLALC. plan of mouthly payments.

GENERAL MOTORS RADIO CORFPORATION
DAYTON, OHIO



INFLUENCES OF EARLY RADIO

The excitement generated by broadcasting lured many
people to experiment with radio, both transmitting and
receiving. Many hobbyists built their own radio receiv-
ers, and a number of them also dabbled in radio trans-
mitting. Those who wanted to transmit messages did so
with point-to-point communication on the frequencies
set aside for amateur, or “ham,” radio operators. The
print media also embraced radio to a certain extent. For
example, many newspapers added a section that dealt
with radio schedules, discussions of programs, and even
technical tips for better reception.

Radio exposed the American audience to the concept of
free entertainment and information programming (once
the initial price for the receiver was paid). Although news-
papers were very inexpensive, radio programming was
free and could be enjoyed in unlimited amounts by the
audience. Moreover, it did not require literacy. Radio also
encouraged people to stay home and listen to free pro-
grams, rather than go to vaudeville shows at their local
theaters. “Talking” motion pictures, a product of the late
1920s, drew large audiences but did not seem to slow
down radio’s growth. The phonograph record indus-
try was forced to cope with their followers who now
could receive free music on the radio, rather than pay for
phonograph records that were expensive and had lower-
quality sound than radio.

Radio also exposed listeners to the voices of politicians,
celebrities, sports heroes, and even common people.
Audiences heard different regional dialects and accents.
Professional announcers later made every effort to homog-
enize speech by minimizing accents and regional slang
and using proper, formal “general American” pronuncia-
tion. Although this influence on language is difficult to
measure, the early radio audience had a steady stream of
sophisticated role models from whom to model their own
speech patterns, minus regional accents.

Radio also changed the fortunes of newspapers. As radio
gained in popularity, newspaper readership and the
number of daily newspapers in the United States began
to decline. Although many factors likely brought about
this change, one factor might have been the availability
of news over the radio. Radio’s encroachment on news-
paper readership continues today.

As audience dependence on radio grew, the stations and
networks added newscasts to gain new listeners. Radio
newscasts had begun in the 1920s, but NBC started a
regular network nightly newscast with Lowell Thomas,
a well-known newscaster, on its Blue network in 1930.
NBC's initiation of nightly news signaled the begin-
ning of a serious news effort to expand radio’s influence
and use.

Newspapers, already wary of radio stealing its readers,
forced the radio stations and networks to limit their news-
casts. At the time, both newspapers and radio stations
sent out their own reporters but they were highly reliant
on the wire services for the bulk of their news. The wire
services had more money to send reporters out into the
field and gather the news. The services then contracted
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with newspapers and stations to send them prewritten
reports, which were then inserted into the papers and
read over the air. Starting in 1933, the newspaper industry
pressured the news wire services to release news reports
only to the papers and to cease delivering stories to the
stations. This incident was the first formal action taken
by newspapers in what became known as the newspaper
(press)/radio war. The newspapers also started to refuse to
print radio program schedules without charge. The radio
industry retaliated by hiring freelance reporters to gather
news.

Radio and newspapers settled the war by signing the
Biltmore Agreement (named after the hotel in New York
where the agreement was signed). This agreement lim-
ited network radio to the following news programming:

1. Two newscasts per day: one before 9:30 a.m. and
one after 9:00 p.m. (to protect the morning and
evening editions of newspapers)

2. Commentary and soft news, rather than hard news
reporting

3. Use of the Press-Radio Bureau, which would sup-

ply the networks and stations with news through

subscriptions

No radio news-gathering operations

No sponsorship of news shows

A required statement at the end of each radio

newscast, “You can read more about it in your

local newspaper.”

QU

The Biltmore Agreement didn't last long. Because the
agreement was between the wire services and the radio
networks, the newspapers, independent and local
stations—especially those in big cities—the radio indus-
try felt that they could continue gathering and report-
ing news. Moreover, newscasters, who had previously
read the news in a direct way, became commentators and
read the news in the context of commentary. Not even
the wire associations upheld the restrictions of the agree-
ment. Soon after it was signed, two wire associations
(International News Service and United Press) decided
to accept radio station business and tailored their news
feeds for broadcast. Even though the Biltmore Agreement
was short-lived and difficult to enforce, it is a classic
example of efforts by an existing medium to slow the
growth and competition of a newer medium.

FYI: Disney v.Sony

The type of action that the newspaper industry took against the
radio industry in the 1930s has been seen periodically since then,
as in the case of Disney v. Sony in 1976. At the time, Disney Studios
was trying to prevent the copying of Disney movies and other
products by individuals with home videocassette recorders, the
earliest of which were made by Sony. Disney was unsuccessful in
this action. As in the case of the Biltmore Agreement, actions that
have tried to stop new media technologies from developing have
been mostly unsuccessful.
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Calming down

What a day! Adventure, thrills for the
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ing pleasant, quiet thoughts—sleepv
dreams.

“Music before meals,” say the doctors.
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After the failure of the Biltmore Agreement, the radio
industry became more active and more sophisticated in
its news broadcasting. That sophistication was personified
by CBS and newscasters like Edward R. Murrow, who in
the late 1930s and early 1940s broadcast a live half-hour
report for CBS on events occurring in Europe. Murrow
began a tradition of high-quality news reporting on radio
that lasted not only through World War II but continued
with reporters like Walter Cronkite and Dan Rather, who
started in radio but became famous on television.

WORLD WARI I

During the late 1930s, Americans, with the help of radio,
were paying attention to the hostilities taking place in
other parts of the world. To many, it seemed as if the world
was gearing up for a huge and possibly cataclysmic war.
The public’s strong reaction to Orson Welles's War of the
Worlds broadcast in 1938 underscored the facts that radio
was a powerful disseminator of information and that peo-
ple were on edge about security and the likelihood of war.
(For more about this historic broadcast, see Chapter 13.)

ZOOMIN 2.1

Hear a clip from the audio of President Roosevelt's speech on
December 7, 1941, by going to: www.archives.gov/education/
lessons/day-of-infamy.

After the Japanese attack on Pearl Harbor, on December 7,
1941, the radio networks interrupted their regular program-
ming to announce the attack. And the next day, President
Franklin D. Roosevelt gave a speech that was listened
to by 62 million people, which was huge at the time. He
described the attack as “a day that will live in infamy” in
this, one of the most influential and commonly heard
speeches from that era.

Upon entering World War II, the U.S. government imme-
diately took steps to support the overall war effort.
Amateur radio transmitters were shut down to prevent
the possibility that military information would be sent
to the enemy. Regular broadcasting at some West Coast
stations was curtailed to prevent enemy aircraft from using
the broadcast signal to locate American cities. All short-
wave stations capable of sending a signal overseas were
brought under government control, and manufacturers of
radio parts and equipment were required to convert from
manufacturing consumer equipment to producing equip-
ment that would directly aid the war effort.

During the war, the building of new radio stations
stopped. Materials that had been used to construct sta-
tions were deemed as scarce resources by the government
and used directly to support the war effort. A small num-
ber of new stations did get on the air between 1942 and
1945, but the government curtailed most of the growth
of the industry.

Despite the hardships faced by Americans during these
years, radio continued to be popular. It was inexpensive
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entertainment and it kept listeners aware of what was
happening in the world. Radio provided entertainment
and relaxation in a time of tension and, hence, drew
large and devoted audiences.

Radio’s prosperity during the war years was furthered
by tax breaks. Fearing that some companies would gain
huge profits from government contracts during World
War II, lawmakers imposed a 90 percent excess-profit tax
on American industry. Basically, the tax meant that for
every dollar of profit a company made, it had to give back
90 cents in the form of taxes. But there was a loophole in
the tax law that allowed companies to get a bit more for
their money. That is, they could use their profits to pay
for advertising and be taxed at the rate that existed before
the war, or about 10 percent. Companies now had a huge
incentive to ramp up their advertising, even during the
hard times of the war. Either spend the money advertis-
ing or spend the money on taxes. Radio profited from
the increased advertising. Even when the war effort mini-
mized the number and variety of products a company had
available to sell, they kept advertising for the purpose of
keeping their name or product in front of the audience.

Additionally, because paper was mostly relegated to the
government’s war effort, newsprint was scarce, hence, the
daily editions were limited to fewer pages than before
the war. Advertisers thus flocked to radio, which could
fill its 24 hours of airtime with as many commercial
announcements and program sponsorships as advertisers
were willing to buy. Newspapers suffered as they reluc-
tantly turned away advertisers, who then bought radio
advertising instead.

AM RADIO

The networks continued to supply programming to
radio stations into the early 1950s. This arrangement all
changed with the rise of television, which became a head-
on competitor for the audience. Some shows were actu-
ally broadcast on both radio and television at the same
time, a practice known as simulcasting. When most of the
American audience had easy access to a television set,
however, this practice was terminated. If the show was
good enough to hear, it was probably good enough to be
seen, as well. Audiences eventually preferred the television
versions, which made the radio versions unprofitable.

By 1955, radio station programming had become more
music oriented with an in-station announcer spinning
the tunes, and more focused with national and interna-
tional news provided by a national radio/TV network.
The network presence at local stations was primarily
news on the hour or half-hour. Late-breaking important
stories were aired in headline form and then followed
with more coverage in the scheduled newscast.

Most of what had made radio popular had changed. It
was no longer the daytime companion and nighttime
focus of people’s attention. Radio was forced to fig-
ure out a way to keep an audience and pay its bills. It
couldn’t afford to spend money to hire writers and actors
to create drama or comedy programs, especially as the
networks were now doing that with television.
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Radio stations began to have individual announcers take
air shifts in blocks—for example, from 6:00 to 10:00 a.m.
each morning—and play music, announce song titles
and artists, and read weather or brief news reports. These
announcers became known as disk (or disc) jockeys, or
DJs, because most of the time they were playing phono-
graph records, or disks, on the air.

Many stations, trying to differentiate themselves in a
competitive market, selected a specific style of music and
played it most of the time. The result was that stations spe-
cialized in musical genres like country and western music,
African-American-influenced music (known as rhythm
and blues), classical music, popular music, and so on.
Radio stations began to depend on the music industry for
popular music. Information about record sales was distrib-
uted by trade publications, and radio programmers readily
accepted the process of playing “what’s hot” on their sta-
tions, knowing that at least part of the audience was not
only familiar with the music but also liked it and would
spend money to buy the record. This trend gave birth to
the Top 40 radio format, which used a small playlist of
familiar and popular songs (see Chapter 6).

The relationship among stations, disc jockeys, and record
companies was also significant in making music popular.
If a disc jockey in a large market heard and liked a song
that might be popular with the audience, it got played.
The more plays it got on the radio, the more records were
sold. The record companies noticed this close relation-
ship between disc jockeys and hit songs, and it eventually
led to problems. In 1959, the FCC began investigating
charges that disc jockeys across the country were taking
bribes in exchange for giving records airplay. Some disc
jockeys were indeed guilty of selling their influence with
the audience, which became known as the payola scandal.

A slightly related form of influence buying and selling
also was exposed at about this time. Many radio perform-
ers (not just disc jockeys) were accused of selling their
influence by giving on-air plugs, or free promotion or
advertising for products or services. This practice became
known as plugola and resulted in both congressional and
FCC actions to prevent it from recurring. (More on this
topic in Chapter 12.)

In 1960, a few big shifts in network programming sig-
naled the changes that would affect radio in the years to
come. Network affiliated stations lost some or all of their
network entertainment programming, which brought
audiences to them in the first place. Stations like KFAX
in San Francisco adopted an all-news format, and KABC,
an ABC-owned station in Los Angeles, adopted an all-
talk format. Other interesting changes followed. WABC,
an ABC-owned station in New York, was struggling and
had very low ratings. It tried the Top 40 format that was
becoming popular across the country, and within a year,
ratings rose dramatically.

FM RADIO

Up to this point, all of our discussion about radio has
really referred to AM radio, or signals in the band from
540 KHz to 1,700 KHz. All stations that broadcast in

this band use amplitude modulation (AM) to carry voice
communication. AM is a method of combining audio
information with the basic carrier wave that is sent from
the broadcast antenna to a receiving antenna. Amplitude
modulation combines the audio with the carrier wave by
varying the size or height of the wave (its amplitude).

AM was developed in the very early days of radio and
was problematic from the beginning. AM is suscep-
tible to the static caused by thunderstorms and electri-
cal equipment, which creates noise distortion on the
receiving end. The fidelity (or sound reproduction) is
limited such that AM cannot reproduce very high fre-
quency sounds (such as the high notes from a violin or
piccolo) or very low frequency sounds (such as the low
notes from a bass drum or bass violin). (For an illustra-
tion about AM radio, go to the web site, http://booksite
.focalpress.com/companion/medoft.)

Edwin H. Armstrong, the inventor of the superheterodyne
radio receiver, sought to improve radio by eliminating the
static and improving the fidelity of the radio signal. After
many years of experimentation, Armstrong’s patents were
finally granted in 1933. In 1935 Armstrong gave a pub-
lic demonstration of his system, called FM for frequency
modulation. He explained how the frequency of each
wave was modulated by the sound transmitted and dem-
onstrated that FM’s audio quality is superior to AM radio.

FYI: The Armstrong/Sarnoff Conflict

Edwin H. Armstrong’s FM radio invention seemed like a natural
for the radio networks: less static, better sound, and a receiver
that picked the strongest signal on the frequency without
interference. Despite those technological advancements, David
Sarnoff, the head of RCA and a friend of Armstrong’s, decided
against supporting FM. Rather, he wanted to spend more time
and energy on the development of television and to avoid
having to pay Armstrong for his invention. Later, Sarnoff testified
in court that “RCA and NBC have done more to develop FM than
anybody in this country, including Armstrong” (Lewis, 1991,

p. 317). Armstrong fought Sarnoff and his company for patent
infringement, vowing to continue “until I'm dead or broke” (Lewis,
1991, p. 327).

This conflict began with a lawsuit by Armstrong against RCA and
NBC in 1948 and continued through 1953. By then, Armstrong
had run out of money to pay his lawyers, and the prospect of
receiving damages from RCA in the near future (lawyers estimated
it would take until 1961) seemed remote. On January 31, 1954,
despondent over a dispute with his wife and the continuing battle
with Sarnoff and RCA, Armstrong jumped to his death from his
tenth-story bedroom window, “the last defiant act of the lone
inventor and a lonely man” (Lewis, 1991, p. 327).

Despite providing better sound and no static, FM broad-
casting started out slowly, faltered, and then got a new
life beginning in the 1960s. One important discovery
that Armstrong made was that frequency modulation
required more bandwidth. Instead of the 10 KHz channel
used by AM broadcasting, FM required 20 times more



space for each channel, or 200 KHz. The government set
aside the 42 to 50 MHz band for FM radio beginning
January 1, 1941. By the end of 1941, there were about
40 FM stations on the air, but many of the stations were
not fully powered and some were experimental. Further,
the audience for FM was limited because by 1941 only
about 400,000 receivers that could pick up FM signals
had been sold.

ZOOMIN 2.2

Go to the Focal Press web site at http://booksite.focalpress
.com/companion/medoff to learn more about AM, FM, and
radio bands.

During World War 1I, interest in FM waned and only
a few new stations went on the air. The government
decided that the original band reserved for FM radio was
needed for government services. FM was then moved to
the original space in the electromagnetic spectrum where
channel 1 in the VHF television band was located. The
FM band was later reassigned to the 88 to 108 MHz band
in 1945, and FM radio broadcasting in the 42 to 50 MHz
band ceased in 1948. As a result, many listeners owned
FM radios that would no longer receive FM radio signals.

FM stations did not operate profitably for some time,
and total FM revenues did not pass $1 million until 1948
(Sterling & Kitross, 2002, p. 295). In the 1950s, FM sta-
tions actually started going off the air for lack of financial
support. This trend began to change in 1961, when the
FCC authorized FM stereo broadcasting. When American
youths started to notice the superior sound quality of
FM and inexpensive receivers from Germany and Japan
became readily available, the FM audience grew. The
demand for new radio stations in the 1960s prompted the
FCC to push new licensees into the FM band. However,
car manufacturers were slow to include radios with FM
receivers in their new models. Therefore, in the 1960s
(with FCC urging), Congress passed legislation requiring
all car radios to have FM receiving capability. At that same
time, the FCC turned down a proposal for AM stereo, sig-
naling the long, slow decline of AM and the rise of FM.

With the music and audience of the counterculture
of the late 60s, FM grew steadily in the late 1960s and
throughout the 1970s. High-fidelity stereo systems also
became popular. The quality of FM stereo broadcast-
ing, coupled with a programming change toward more
popular music and the availability of FM radios in cars,
helped FM make tremendous growth in audience popu-
larity. That popularity didn't immediately translate into
profitability for FM stations, however. Although revenues
climbed from the early 1960s into the mid 1970s—from
$10 million in 1962 to $308.6 million in 1975—more
FM stations were losing money than making money.

It took until the late 1970s and early 1980s before FM radio
gained an equal footing with AM radio. In 1978, the FM
audience surpassed the AM audience for the first time. By
the late 1980s, the FM audience was much larger than the
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AM audience, commanding almost 75 percent of the total
national radio audience. Almost all car and portable radios
now had an easily tunable FM band, which made FM as
easy to find and listen to as AM. In addition, the audience
was now well aware of the superior sound quality of FM.

In the 1990s, the radio industry continued to program
to very specific audiences, especially in large markets, in
which 30 or more stations vied for the same audience.
Because of its superior sound quality, most FM stations
had music formats, and AM stations, formats migrated
toward news, talk, and religion, as those formats did not
need the higher sound quality.

THE TELECOMMUNICATIONS
ACT OF 1996

Starting in 1950 with the “Rule of Sevens” that limited
ownership to seven AM, seven FM, and seven TV sta-
tions, the FCC continued to prevent broadcast owner-
ship groups from owning large numbers of stations. But
with the Telecommunications Act of 1996, ownership
restrictions in radio were removed. A group could own as
many stations around the country as it wanted, as long
as it didn’t own too many in any one market.

In the decade following the passage of the act, stations
were bought and sold at a dizzying pace, with many
small owners succumbing to the tremendous pressure
and big money offered for stations by large owners.
Several groups owned hundreds of stations, including
Clear Channel (1,216 stations in 190 markets), Cumulus
(310 stations in 61 markets), Citadel (now part of ABC
with 223 stations in 56 markets), CBS (185 stations in
40 markets), and Entercom (110 stations in 23 markets).
As those owners tried to minimize their operational
costs by sharing personnel and other resources among
their stations, the radio industry became more formulaic.
Programming began to sound more similar from mar-
ket to market as groups that owned similarly formatted
stations in different markets used similar (and some-
times identical) music playlists and shared DJs.

Technology has enhanced the trend toward format simi-
larity, as automation allows many programming and
recording tasks to be done on a computer. Voice tracking,
the prerecording of DJ talk and announcements for use
later at one or many stations, can be accomplished from
anywhere in the world with a microphone, a personal
computer, and an Internet connection. Some DJs have
never even visited the markets in which their voices are
broadcast. Thus, radio has lost much of its “localism.”

The business plan for most of the larger groups has not
worked out as they hoped, however, as the cost savings
realized by the large combos were less than expected and
station groups were unable to use their size to leverage sig-
nificant increases in advertising. In the decade following
1996, radio’s share of the total advertising market grew
only from 7 percent to 8 percent. A combination of factors
thus forced most station groups to alter their approach to
the business and, in some cases, to sell off stations or find
other means to recapitalize their company. The problems
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facing radio included excessive debt as a result of aggres-
sive station acquisition, declines in listening as audience
habits changed, and declining advertising revenue that
resulted from the recession in 2008 and 2009, as well as
shifting advertiser priorities that moved money from radio
to competing media.

SEE IT NOW

RADIO GOES DIGITAL

Although broadcast television stations completed their
government-mandated change over to digital service in
2009, radio stations have been more slowly initiating
that change on their own. Their goal is to switch to digi-
tal while keeping all existing radios from becoming obso-
lete (which is what happened when the FCC moved the
FM band in 1945). With a system called IBOC (in-band,
on-channel), broadcasters can use their existing frequen-
cies to broadcast in digital and analog at the same time.
The digital signal will be of higher quality than the exist-
ing analog service. Audience members who are happy
with analog can stay with analog. The IBOC technology
is owned by a company called iBiquity Digital, which
licenses the software to radio stations (and consumer elec-
tronics manufacturers) under the brand name HD Radio.

FYI: Music Industry Woes

Although the radio has had its problems because of the recession
from 2008-2010 and increased competition, the music industry
has seen its revenue drop by more than 50 percent in the ten-year
period from 1999 ($14.6 billion) to 2009 ($6.3 billion). Aloum sales
have decreased about 8 percent per year. CD sales have declined

in nine of the past ten years. The industry is attempting to switch to
an access model from a purchase model (Goldman, 2010).

IBOC holds some promise of providing additional rev-
enue streams for local stations, although most stations
have yet to realize that benefit. Because of the size of
the bandwidth available to licensed broadcasters and
the ability of digital broadcasting to make very efficient
use of the band through compression, additional sig-
nals may be available (although the more channels you
create, the smaller the available bandwidth, which can
affect sound quality). For example, a classic rock station
might be able to offer a narrowly targeted classic 1970s
station, a “deep cuts” album track format, and a 1990s
“classic alternative” station, all within the same chan-
nel that now provides only one analog signal. The IBOC
receiver will be capable of receiving and separating these
signals so they will be easily tunable by the digital radio
audience. The primary channel is typically designated
HD1 (e.g., WCBS-HD1), with digital subchannels desig-
nated HD2 and HD3. There are other ancillary services
being discussed and tested. For instance, breaking news,
sports, weather, and traffic information can be delivered

separately from the main audio program. Another avail-
able feature is iTunes tagging, which allows audiences to
capture and store artist and song information, which can
then be synced with their MP3 player for possible later
purchase. The main audio program will also provide the
ability to pause, store, fast forward, index, and replay
audio programming, giving audiences much more con-
trol over their radio listening experience.

Nevertheless, HD Radio has been slow to make inroads
as the lack of a mandated change has presented broad-
casters and listeners with a “chicken or egg” quandary.
As of 2009, less than 15 percent of all the radio stations
in the United States were broadcasting a digital signal, so
consumers in many markets had very little incentive to
purchase digital receivers. The relative lack of consumer
interest slowed the rollout of both home and car radios
capable of receiving digital signals, and auto manufactur-
ers have been slow to make the radios available in new
cars, though the number of models where HD Radio is
at least an option is increasing.

Elsewhere in the world, many broadcasters began digi-
tal radio broadcasting in 2003. However, they operate in
a different portion of the spectrum and use a different
standard than the one adopted by the United States.

ZOOMIN 2.3

Finding radio stations on the web is easy, but you can try these
sites for up-to-date lists of stations: www.radio-locator.com,
www.radiotower.com, and www.live365.com.

OTHER DELIVERY SYSTEMS

Cable companies began to offer audio services in the late
1990s, grabbing the attention of many radio listeners.
A satellite-distributed service, such as DMX from Liberty
Media, offers up to 100 channels of continuous music
24 hour a day, 7 days a week, with no commercials and
no DJs. This service is similar to other premium cable
services that are usually bundled in digital service tiers.
These services also offer several variations of particular
kinds of music, such as a contemporary country chan-
nel and a classic country channel and display artist and
song info along with music trivia or other information
on screen. Satellite television providers include similar
music service channels for their subscribers.

By 2002, two companies—XM Satellite Radio and Sirius
Satellite Radio—had begun delivering satellite digital radio
directly to subscribers. Similar to cable audio services, sat-
ellite radio required a special receiver and a subscription
that initially cost $10 to $13 per month for about 100
channels. These services started out slowly but have grown
as automobile manufacturers have offered receivers capa-
ble of satellite radio in new cars and frequently bundled
subscription fees into lease terms. However, many listen-
ers failed to maintain the service once their introductory



subscription period ran out, forcing the companies to
spend more money promoting the services in order to
attract additional new subscribers. This phenomenon,
known as churn, is the main reason that Sirius and XM
have failed so far to generate any profits for their inves-
tors. In 2008, the two merged into a single provider that
was renamed Sirius XM, in an attempt to reduce costs and
provide more programming to entice subscribers.

The largest source of digital audio is now almost cer-
tainly the Internet, providing thousands of music ser-
vice sites representing just about every music format
possible from all over the globe. For most of its history,
Internet service lacked the portability (and until rela-
tively recently, the bandwidth) to effectively compete
with other methods for delivering audio programming.
However, that is rapidly changing and audiences have
more choice than ever before.

SEE IT LATER

In sum, competing services now supply much of what
radio has supplied for the last 90 years. Music can be
heard over the Internet 24 hours a day, 7 days a week,
from thousands of sources all over the world. Internet
and satellite providers can mimic licensed radio stations
free from the content restrictions imposed on broadcast
stations by the FCC.

Many people have argued that online radio cannot com-
pete with broadcast radio, because people expect radio
to be portable. The issue of portability is fading away,
however, as wireless Internet connections are becom-
ing more common, and radio stations need a strategy
for maximizing the potential of the Internet and par-
ticularly wireless connections to the network. Netbook-
type portable computers and 3G wireless phones such
as the iPhone or various competitors are similar to a
small portable radio, but are of course capable of doing
much more than just delivering audio programming.
Audience members can multitask; in addition to listen-
ing to a radio station or audio service on the Internet,
they can also read and send email, check on their stock
performance, and read their favorite news service. Even
the automobile, once the exclusive domain of broadcast
radio, now offers other services with wireless capability.
Reports in 2009 noted that 3G phone subscribers had
doubled use of their devices to access music or other
audio over the previous year and that the wider avail-
ability of wireless service and various devices enabled
content streaming to move past P2P file sharing as the
fastest growing use of Internet bandwidth.

ZOOMIN 2.4

You can go to www.ibiquity.com for more information about
terrestrial broadcast HD radio. For examples of other radio/
audio services that are web-based, go to www.pandora.com or
www.accuradio.com.
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Legislation has also had an ongoing effect on broadcast
radio. As noted earlier, the consolidation of ownership
has encouraged stations to save money by using voice
tracking, which allows a few DJs to be heard on group-
owned stations in many markets. Radio syndication has
also contributed to radio’s sameness across markets. The
music playlists in many stations in different markets are
identical. Local radio has become formulaic. With all
these changes, radio has lost some of what has made it
so popular over the years—its localism. A DJ heard in
Kansas City might be the same one heard in San Diego,
and the music might be identical, as well.

The FCC has also granted licenses to several hundred
low-power FM (LPFM) stations in cities across the United
States. These stations offer nonprofit organizations the
opportunity to reach local audiences with just 100 watts
of power; this is enough to reach listeners within a few
miles of the station. Localism might be rejuvenated, at
least somewhat, through stations like these.

Perhaps broadcast radio is going through the same situ-
ation that it did in the 1950s, when television took over
its prime-time evening audience. Radio once again must
reinvent itself to ensure its viability. Digital technolo-
gies are important parts of that process, but the key will
be developing new content to be delivered over those
technologies. Radio stations need to offer audiences
programming and other services that they can’t get any-
where else. A return to more local content is one option,
as is a general emphasis on talent rather than narrow
and formulaic music offerings.

THE ROLE OF GOVERNMENT

The FCC has long been interested in preserving localism
in electronic media. Over the years, this agenda has been
reflected in its attitude toward local broadcast stations,
which have been encouraged to serve their communi-
ties. Local broadcast television and radio stations enjoy
a competitive advantage over satellite services, because
they provide the programming, news, and talk important
to people in their community.

So far, satellite television and radio have been national,
though satellite television services have been required to
provide local stations (at an extra cost to the subscriber)
and satellite radio providers offer local weather and traf-
fic channels to subscribers. The FCC may decide to allow
satellite services to provide local programming, com-
mercials, and even news. If it does, it could change the
revenue stream for all electronic media and have serious
implications for local broadcasters, namely, local broad-
casters would be forced to compete for local advertising
dollars with national satellite services and some siphon-
ing off of local dollars would certainly occur. Thus, local
broadcasters would have to fight even harder to keep
their revenues from shrinking.

Local radio faces additional regulatory battles. At the time
of this writing, traditional radio stations enjoyed one
continued advantage over newer digital services: satellite
radio, Internet music services, and digital cable music
providers all pay two separate performance royalties
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for the music they play, the first to the songwriter and
music publisher and the second to the record labels
and recording artists. This is the system that applies to
radio in most countries of the world as well. Because of
a quirk in U.S. copyright law, traditional radio stations
only paid the songwriter and music publisher. This tra-
dition of paying the songwriter and music publisher
was maintained because Congress believed that playing
a song on the air would encourage people to buy the
music; the promotional value was thus considered to be
adequate compensation to the performers because the
record labels and artists made money from the sales of
discs. As music sales dropped in the early years of this
century, the music industry scrambled for new revenue
streams and in an echo of the 1920s copyright battles
mentioned earlier in the chapter, the RIAA began actively
lobbying Congress to revise the law and introduce an
additional royalty for broadcast radio that would be paid
to the labels and artists. This added expense would cre-
ate additional financial pressures in an industry that is
already struggling with a changing business climate, but
not all is gloomy. The economic pressure might also cre-
ate incentives to develop new forms of programming
that don’t rely on music.

SUMMARY

Communication modes have changed over the years in
response to the human desire to go beyond face-to-face
contact. Since the beginning of the twentieth century,
humankind has developed the technology to reach peo-
ple over long distances in a matter of seconds. First using
the wired telegraph and telephone and then using radio
telegraphy and telephony, people have been able to com-
municate both one to one and one to many. The ability
to communicate one to many using radio signaled the
beginning of electronic mass media.

Entrepreneurs and inventors like Guglielmo Marconi,
Lee de Forest, Edwin H. Armstrong, Frank Conrad, and
David Sarnoff propelled radio from an experimental sys-
tem to an industry and storehouse of American culture.
From its modest audience size in 1920 to its peak in
1950, radio was the mass medium of the people.

The U.S. government has played a role in the develop-
ment of the radio industry by ensuring that control
stayed in the hands of American companies, as evidenced
by its seizure of all powerful radio transmitters during
World War I. Rather than keep control after the war, the
government released control, and since that time, the
radio industry has been a commercial enterprise, guided
by market factors more so than government intervention.
At first, radio stations experienced numerous problems

NOTES

1. In the first and second centuries, the Roman army used torches and smoke
columns to send military commands.

2. In the late 1790s, the French army used a visual system with mechanical
devices on top of a series of towers that were visible by telescope.

with technology, some of which stemmed from them all
using the same frequency for broadcasting. The govern-
ment corrected that problem by establishing separate
frequencies for stations in the same market and region
with the Radio Act of 1927 and the establishment of the
Federal Radio Commission. The government also estab-
lished the philosophy that the airwaves belong to the
people and that broadcast stations must operate in the
“public interest, convenience, and necessity.”

Networks NBC Blue and Red and CBS provided radio
programming from the late 1920s through the 1940s.
However, NBC was forced by the FCC to sell off one of
its networks, (which eventually became ABC) in order
to maintain diversity and competitiveness in the mar-
ket place. These networks’ programming innovations set
the stage for many years of audience loyalty and appre-
ciation. In fact, many of the program types developed
during these years made the transition to television
and continue to the present. Radio strongly influenced
American society by providing free entertainment and
information and exposing listeners to actual voices of
celebrities and government officials. Radio also siphoned
some of the interest away from newspapers.

AM radio lost its network entertainment programming
and prominence in the minds of the audience when tele-
vision was introduced after World War II. But AM radio
reinvented itself by developing music formats hosted by
disc jockeys. FM radio, which rebounded from a serious
setback when the FCC changed its band location, gained
dominance in musical programming after the introduc-
tion of stereo broadcasting in the 1960s. By the 1980s,
the FM audience was larger than the AM audience. Once
again, AM had to reinvent itself, which it did by concen-
trating programming more on talk, news, and religion
instead of music.

The Telecommunications Act of 1996 triggered a dra-
matic increase in consolidation, because it relaxed
ownership rules, and this consolidation has led some
industry watchers to criticize radio for losing its local-
ism. Alternative delivery systems have further fragmented
the radio audience and, along with various economic
and regulatory issues, created challenges for the radio
industry. However, many of these services cannot com-
pete with traditional radio when it comes to providing
locally oriented news and entertainment using a tech-
nology that is both portable and without direct cost to
the audience.

Media businesses almost never completely disappear,
but they do have to reinvent themselves periodically to
adapt to changing audience tastes and economic condi-
tions. Radio has been in that situation before, and finds
itself there once again.

3. NBC networks Blue and Red—along with their lone network competitor,
CBS—dominated broadcasting for the next 15 years, until the government
ruled that one company could not own two networks. This rule eventu-
ally became known as the duopoly rule. NBC was forced to sell off the Blue
network, which later became ABC. The buyer was Life Savers candy magnate
Edwin J. Noble.
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While some experimenters and inventors worked with
radio waves and sending audio across distances, oth-
ers were more interested in transmitting live pictures.
Experiments in television began in the 1880s, but com-
mercial television broadcasting was not ready to begin
business in the United States until the early 1940s. At
that time, U.S. involvement in World War II put any
further development on hold, because some of the raw
materials used to make television sets were deemed
essential for the war effort.

Television got off to a slow start again after the war, but
the opportunities it offered were seen by many, includ-
ing veterans returning from the war and AM broadcasters
wishing to expand their businesses. The FCC was flooded
with requests for licenses and ordered a freeze on accept-
ing applications for stations. Decisions made during the
freeze led to the emergence of cable, the UHF TV chan-
nels (Ultra High Frequency band of TV channels 14-83
which was another band of TV channels at frequencies
higher than the previous channels 2-13 known as VHE
Very High Frequency), color television, channels assigned
for educational TV, and the solidification of the networks.

© 2011 Elsevier Inc. All rights reserved.
DOI: 10.1016/B978-0-240-81256-4.00003-3

Television shaped U.S. history with its impact on the
economy through effective advertising in the 1950s and
its presentation of the Vietham War and social unrest in
the 1960s as well as the social awareness of the 1970s.
In the 1980s, viewership splintered with the appearance
of cable networks such as CNN, MTV, and HBO, creat-
ing a less homogeneous television landscape. Although
conglomeration may bring back some of that homoge-
neity, technology exists now that puts individual viewers
in charge of what they watch and when.

SEE IT THEN

THE EXPERIMENTAL YEARS
EARLY INNOVATIONS

Early thinking about how to send pictures using electric-
ity was divided into two camps: the mechanical scanning
camp and the electronic scanning camp. Mechanical
scanning was a method that employed a spinning disc

37
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FIG. 3.1 British family watching a 1930 Baird
Televisor, a mechanical scanning TV. Courtesy MZTV
Museum.

system that used one disc to record the visual image
for sending and another one for viewing. Paul Nipkow
developed a mechanical scanning system in 1884 in
Germany. Other experimenters followed, including John
Logie Baird from England. In 1926, Baird developed
a workable system to send live television images. The
British Broadcasting Corporation (BBC) adopted his sys-
tem and began broadcastsing in 1936.

By today’s standards, the John Logie Baird system was
primitive, using only 30 horizontal lines of information.
Until 2009, analog NTSC (National Television Standards
Committee) television used 525 lines; now digital ATSC
(Advanced Television Systems Committee) television can
use up to 1,080 lines per frame.

Electronic scanning was developed by Westinghouse
researcher Vladimir K. Zworykin. In 1923, he developed
a working electronic television scanning system that did
not require the mechanical spinning disks of previous
systems and produced a better picture. His camera tube,
the iconoscope, was a photosensitive device that converted
light into electrical energy. Zworykin is also credited with
developing a TV receiver using a similar device called a
kinescope,' which was a cathode ray tube similar to the
large glass picture tubes that were used in television sets
until the advent of flat screen televisions. When RCA
took over the research activities of GE and Westinghouse,
Zworykin's boss was David Sarnoff, who was interested
in electronic television and building a television network.

In 1922, inventor Philo T. Farnsworth designed a sys-
tem for electronic television, and in the early 1930s, he
accumulated a number of television system patents that
made improvements to the system developed by the RCA
group. Although RCA almost always bought the com-
panies that held patents in order to acquire their tech-
nology, Farnsworth managed to convince RCA to license

FIG. 3.2 Vladimir K. Zworykin with the television cathode ray tube he
invented. Courtesy MZTV Museum.

FIG. 3.3 Philo T. Farnsworth with an early television pickup tube. Courtesy
MZTV Museum.



FIG. 3.4 David Sarnoff, president of NBC, makes an introductory speech
for live TV at the 1939 World's Fair. Courtesy MZTV Museum.

his patents, which gave him control over his inventions
and substantial earnings in royalties from RCA (Ritchie,
1994; Schatzkin, 2003; Schwartz, 2000).

In 1930, the leaders in television technology—RCA, GE,
and Westinghouse—joined forces to develop electronic
television. Zworykin worked with engineers from RCA
and GE, and by 1936, an experimental television station—
W2XF in New York—began transmitting television pic-
tures. By 1939, a 441-line picture had been developed
and the station was transmitting on a regular schedule.

Development of electronic television continued through-
out the 1930s, and television made its debut at the New
York World’s Fair in 1939. Television was introduced
to the public by David Sarnoff and the first presiden-
tial television address was given by President Franklin
D. Roosevelt from the World’s Fair. In 1941, the FCC,
advised by the National Television System Committee
(known as the NTSC, the group that developed the
standards for broadcast television), adopted a standard
for operation: On July 1, 1941, commercial television
broadcasting began by FCC approval. Compared to radio,
television required much more space (i.e, bandwidth)
on the electromagnetic spectrum. For instance, AM radio
requires 10 KHz and FM requires 200 KHz, but television
requires 6 MHz, or 30 times as much space as FM and
600 times as much as AM. By 1941, the television picture
had improved to 525 horizontal lines, up from the 441-
line picture first put forward by RCA.

ZOOMIN 3.1

For animation and illustrations about over-the-air television
signals, television scanning lines, and streamed video, go to the
Focal Press web site for this book at http://booksite.focalpress
.com/companion/medoff. View a video clip about the origins of
television at: www.farnovision.com/media/origins.html.
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FIG. 3.6 Thisimage of Felix the Cat was the result of early electronic scan-
ning experiments. Courtesy MZTV Museum.

WORLD WAR I

Commercial television broadcasting was ready to begin
business in 1941, but U.S. involvement in World War
I essentially halted its development. In early 1942, the
federal government noticed that the manufacturing
of television stations and receivers used materials and
equipment that could be used for the war effort, espe-
cially in the production of radar equipment, and so it
stopped television broadcasting almost entirely.

As World War II drew to a close, limitations on resources
began to change and restrictions were gradually removed.
Radio stations were again being built, and materials
once deemed scarce were again available to industry.
Television, which had been talked about by many but
seen by few, was about to get a real test in the market-
place. Yet even after the war ended, it was almost two
years before materials were available to resume television
station construction and set manufacturing.

OFF TO A SLOW START

The effort to bring television to homes across the coun-
try began again after the war. In 1945, there were only
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FIG. 3.7 The experimental NBC
Studio where Felix was first televised.
Courtesy MZTV Museum.

six television stations on the air, and three years later,
on January 1, 1948, there were only sixteen. There were
many reasons for the slow growth of television, but per-
haps the most important was that building a television
station required more technological knowledge than
building a radio station. Television added pictures to the
sounds, making the construction of a broadcast facility
much more complicated. And with additional technolog-
ical complications came additional expenses. Television
required more space, more equipment, and more per-
sonnel than radio. Also, investors were concerned that
not many people owned television sets. Public support
for television did not begin until the end of the 1940s,
when the U.S. economy began to boom, television set
prices began to decrease and television programming
options began to increase, which set the stage for mas-
sive growth in the television industry.

By late 1948, there were only 34 stations on the air, but
numerous applications were being submitted to the FCC
for new licenses. Many of these applications came from
AM broadcasters who wanted to start television stations.
Interestingly, newspaper companies were encouraged to
join in the television industry by the FCC and govern-
ment. Newspaper companies had experience in mass
media, and they could afford to build new television
stations. Several newspaper companies built powerful
stations that have stayed on the air for many years. For
instance, WGN (whose call letters are also an acronym
for the World’s Greatest Newspaper) in Chicago was
built by the Tribune company, then owner of the Chicago
Tribune and other papers, and WIM] was built by the
owner of the Milwaukee Journal and WBAP in Ft. Worth,
Texas was built by the Ft. Worth Star Telegram.

Similar to what happened in the early days of the fea-
ture film industry, the new television industry offered
opportunities for many people. Veterans returning from
the war, who had radar experience, often became televi-
sion engineers. Others moved from camera operation to
director to producer in a matter of months. The race was

on to provide a lot of television programs, and the talent
pool of people qualified to work in television was still
quite small.

THE BIG FREEZE

The post-World War II audience demand for television
sets and programming was the catalyst for the increased
number of new applications for television licenses. The
FCC became overwhelmed by the number of new station
applicants and though it had a set procedure for allocat-
ing radio stations to markets, the FCC simply was not
prepared to deal with licensing television stations. And
so in 1948, the FCC essentially threw up its hands and
yelled, “Freeze!”

The FCC froze all new applications until it could devise
a new plan. Specifically, it wanted to provide local
television service to as many markets as possible, give
maximum television coverage nationwide, and prevent
interference among station signals. However, the FCC
needed time to prepare the specifics of the plan, such
as how to allocate frequencies and achieve the agency’s
goals of preventing signal interference. The plan took
almost four years to develop, and it wasn't until April
1952 that the FCC lifted the freeze and began to accept
new applications for stations.

THE BIRTH OF CABLE

Because the freeze came at a time when many stations
had been planned but not yet licensed, many cities
didn’t get television stations until after 1952. People
in many markets were simply left out of the television
boom. Not surprisingly, the lack of a television signal led
to the birth of community antenna television (CATV),
the precursor to modern-day cable television.

In communities that did not have local stations, enter-
prising individuals found a way to provide television.
(These were often appliance store owners, who wanted to
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FIG. 3.8A, 3.8B, & 3.8C Advertisements for early television sets.

sell television sets, and telephone line engineers.) They  signals. The system ran an antenna cable to a central
built systems that included a large, sensitive antenna that  location in town from where a wire that carried the tele-
brought in television signals from distant stations. The  vision signals was connected to each individual home
antenna was usually placed on the top of a nearby hill or  that was willing to pay a fee for the television reception.
a location just outside town that could receive television  (See Chapter 4.)
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VHF AND UHF

The freeze on licensing new television stations ended
when the FCC issued The Sixth Report and Order; its master
plan for the allotment of stations to channels and mar-
kets. Included was the opening of the ultra-high-frequency
band, or UHE which allotted channels 14 through 83 to
television stations across the United States. The UHF band
seemed like a great idea, except for the fact that none of
the television sets manufactured up to that time could
receive those channels without using a converter. Before
the freeze all stations were licensed to the very-high-fre-
quency band, or VHF channels which were originally
channels 2 through 13.

Stations that were licensed to the UHF band didn’t have
large audiences because existing sets couldn’t receive the
signal. Also, the nature of the ultra high frequency of the
channels above 13 made both transmission and recep-
tion more difficult. UHF signals do not travel as far as
VHEF signals; therefore, a UHF station requires quite a bit
more power than a VHF station just to reach the same
geographical area. Sets without UHF tuners required set-
top converter boxes, but they were not as easy to operate
as VHF tuners, which clicked into place on each channel.
As a result, the set-top boxes required more adjusting.
Also, in order to receive UHF signals, a different style of
television antenna was required. Combination antennas
were sold that received both VHF and UHF signals, and
sometimes, each antenna had to be aimed in a different
direction to receive the various signals available in the
market.

In 1962, Congress passed the All-Channel Receiver Act,
amending the Communications Act of 1934. The 1962
act authorized the FCC to mandate that all television sets
manufactured in 1964 and beyond must be able to eas-
ily tune both VHF and UHF stations. Despite this legisla-
tion, the inequality between stations on the two bands
remained. Until cable television became widespread and
provided good-quality signals for all stations on the sys-
tem, VHF signals dominated. In fact, a common saying
about stations in the first decades of television broad-
casting was that getting a VHF license was like getting
a “license to print money.” Although it was never quite
that easy, VHF stations with network affiliations domi-
nated the market and commanded the majority of televi-
sion advertising dollars.

COLOR TELEVISION

In the 1950s, the public was just beginning to get used to
the idea of black-and-white television, but the networks
were experimenting with systems to bring full color to
television broadcasting. In fact, one of the issues dealt
with during the freeze was the changeover from black-
and-white television broadcasting to color. The FCC was
concerned about color because it was looking carefully
into the allotments of spectrum space for television, and
at that time, color television appeared to require more
channel space than black-and-white television.

Two competing systems emerged that both fit into
the existing 6 MHz of channel space allotted for each

FIG. 3.9 The first color television was made by RCA in 1954 and sold for
around $1,000—or about $6,000 in today's money. Courtesy MZTV.

television station. The CBS system used a mechanical
color wheel that transmitted a color signal. This system
was not compatible with existing black-and-white sets
at the time; plus, it was somewhat difficult to maintain
and also produced “noise” that distorted both the elec-
tronic picture and sound. RCA promoted a competing
system that accomplished color television broadcast-
ing electronically, rather than mechanically. After much
wrangling and debate, the FCC supported the CBS color
system in October 1950.

The public was not quite ready to buy color sets, had
CBS or its manufacturing partners even produced them
in the months following the FCC's decision. Very few
programs had been prepared for color broadcasting, and
very few audience members could afford color televi-
sion sets. As the United States turned its attention to the
Korean War in 1951, the issue of color television faded
in importance.

At the end of 1953, with impetus from the courts, the
FCC reversed itself and selected the electronic color sys-
tem developed by RCA. This reversal came about in
part because CBS lacked the conviction to continue its
push for color and the NTSC accepted the RCA version.
No doubt David Sarnoff, head of RCA, who also cam-
paigned for acceptance of his company’s system, had
an impact on the FCC decision. The RCA system was
improved from the original and was still used by broad-
casters in the United States until the digital switchover in
June 2009.

Although other better-performing systems have been
adopted worldwide, the NTSC (RCA) system remained
intact until the United States replaced it with digital
television. The 525-line color broadcasting system was
criticized repeatedly over the years, not only for its lower
resolution as compared to other systems but also because
engineers often found it unreliable. Some engineers jok-
ingly referred to the NTSC acronym as meaning “Never
Twice the Same Color.”
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focalpress.com/companion/medoff, for information and ani-
mation of black-and-white versus color and analog versus digi-
tal signals.

Despite adoption of the RCA color system, there was
no huge demand either to manufacture color sets or to
broadcast color programs. Because almost all television
cameras were capable of producing only black-and-white
images, very few programs were made for broadcasting in
color. Also, people had already bought black-and-white
sets, which were very expensive at the time. In sum, the
situation was similar to the recent switch from analog to
digital television broadcasting. Digital TV set purchases
began slowly from the late 1990s until just before the
digital switchover, because they were expensive and the
audience didn't see the need for an expensive new set.

DOMINATION OF THE NETWORKS

As had been the case in radio during the 1930s and
1940s—radio’s Golden Age—the networks dominated
television from its inception. Interestingly enough, the
financial power that the networks had accumulated
from radio was used to bankroll the new medium of
television. Television stations with network affiliations
did well, while independent stations often struggled for
audiences, programming, and money.

The freeze helped solidify the networks. During the four
freeze years, existing stations scrambled to affiliate with
the two powerful networks, CBS and NBC. Thus, two
years after the freeze ended, CBS and NBC had more than
three-quarters of all stations that were affiliates. ABC,
which was formed after NBC divested its Blue radio net-
work in 1943, was always a distant third in number of sta-
tions and audience size. ABC was so financially strapped
that in 1951 it merged with United Paramount Theaters
to receive a cash infusion and stay in business. A fourth
network, the Du Mont network (a TV set manufacturing
company), had many affiliates in medium and smaller-
sized markets, but it experienced problems similar to ABC
with audience size and ceased operation in 1955.

RELATIONSHIPS WITH AFFILIATES

Beginning in the early days of radio, the networks exerted
quite a bit of control over the affiliates. The reason behind
this was simple: The networks provided the high-quality
entertainment that made the local stations both popu-
lar and sophisticated. Big-name stars from Hollywood
and New York could be heard on local stations in small
towns across the country. Without the big-name stars
and high-quality programs, a local station was nothing
special—often a so-called Mom and Pop operation
owned by a group of small businesspeople. The net-
works’ ability to bring stars and desirable programs to
the affiliates continued into the television era.
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Television programming has always been expensive to
produce. In the early days, the networks, using the money
they had banked during the Golden Age of radio, pro-
duced enough programming to allow local stations to pro-
vide some news, public affairs, children’s programs, and
sports. Drama, situation-comedy, and even variety shows
were too expensive for most local stations, however.

Independent stations were forced to either produce shows
on their own or seek programming material from indepen-
dent producers or syndicators. In the early 1950s, not much
quality programming was available from these sources,
which made affiliation with a television network very
attractive, both financially and operationally. It was easier
to get programs from the network than to produce them at
the station or to get them from other sources. More impor-
tant, network programs were usually of higher quality than
locally produced or independently produced programs.

These harsh facts of life in the television industry meant
that network affiliation was highly valued. The networks
had their pick of stations in a given market and were in
a very strong bargaining position with their affiliates. In
other words, the networks could often dictate financial
terms and the availability of airtime to the local stations.
The top three stations in a market affiliated with CBS,
NBC, and ABC. In most cases, the independent stations
were newcomers to a market or broadcast on a less desir-
able UHF channel, and in television markets that had
three stations or less there were no independent stations.

The networks also had quite a bit of freedom from regula-
tion. Although local stations were regulated directly by the
FCC, the networks were regulated only through the stations
they owned. Very little legislation and regulation hampered
the networks directly, because the networks weren't using
publicly owned airwaves—the affiliate stations were.

The affiliations between local stations and networks were
renewable every year. However, from the post-World
War II years until recently, an affiliation with a net-
work usually lasted for many years. Often, the relation-
ship between a network and an affiliate began in the
very early days of the station’s existence and remained
unchanged. The affiliate relationship has several com-
ponents. The local station provides its airtime (known
as clearance) and its audiences to the network, and the
network provides a dependable schedule of high-quality
shows to the local affiliate for most of the broadcast day.
In addition, the affiliate is paid for its airtime. This prac-
tice, known as station compensation, is based on the size
and the demographic makeup of the audience delivered
by the station to the network, its advertisers, and the
competition for the station’s affiliation.

In the early days of television, NBC and CBS both had
money, strong VHF affiliates, and an inventory of radio
programs that were set to make the transition from radio
to television. Besides the shows themselves, the networks
also enjoyed the relationship between the shows and
their advertisers. The shows that made the change from
radio to television often brought their sponsors along.
And for an established show with a loyal following, this
created an instant audience of loyal television viewers.
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If there was a problem with network programming in the
early days of television, it was that television was really
radio with pictures. Many of the same programs, with the
same stars, switched from radio to television. Although
this transition was comfortable for the audience, it didn't
encourage much experimentation or the development of
new program types and styles. Despite this, the years after
World War II were the Golden Age of television, when
audiences and advertisers flocked to the tube.

THE GOLDEN AGE

In the 1950s, television was severely restricted by techno-
logical factors. Cameras were large and heavy, and strong
lighting (which generated quite a bit of heat as well as
light) was required to get a good video image. Portable
video cameras did not exist and neither did videotape
(until after 1956). Although about one-quarter of the
prime-time programs were recorded on film, most shows
had to be produced live.

FYI: Kinescopes

The method used to preserve live television shows and show
them in different time zones was referred to as kinescope
recording. Developed by Du Mont, NBC, and Kodak, this was

a primitive method of storing visual images by aiming a film
camera at a television monitor showing the program to be
recorded. Kinescopes (as they have been referred to over the
years) were not good quality and required time for developing
and shipping to stations. After videotape became available in
1956, kinescopes ceased to be a viable medium for storing video
programs. Now they are considered rare and are collector’s items.

For more information, go to www.museum.tv and find the
Encyclopedia of Television under the Publications tab, click on
Browse Now, then use the index to click on K, then click on
Kinescopes.

GOING LIVE

Most programs at that time were produced in a studio.
For instance, news shows were primarily a newscaster
reading the news, with an occasional piece of film accom-
panying the story. Talk shows, game shows, and music
and variety shows were also relatively easy to produce in
a TV studio. The look of television then was simple and
straightforward. There were no fancy special effects.

Even so, live shows often had an edge to them. Viewers
became accustomed to the ever-present possibility that
things could go wrong. Actors forgot their lines, doors
would not open, lights would not work, and a host
of other things that could go wrong sometimes did.
Videotape was not invented until 1956, and even then,
it was very expensive, prohibiting all but the largest sta-
tions and networks from using it.

THEATRICAL INFLUENCES

From 1948 to 1957, the networks began looking for
ways to persuade people to buy their first television sets.

Most programming came from New York City, the loca-
tion of the networks’ headquarters and television stu-
dios. Programming was thus influenced by Broadway.

Some of the programming during this period was created
by people who worked in the theater and had an interest
in the new television medium. Original television plays
were aired on programs (called anthologies) that showed
different plays each week, often written by big-name the-
atrical writers and sometimes performed by big-name
actors. Programs like Kraft Theater, Playhouse 90, and Studio
One featured live, high-quality dramas that attracted edu-
cated viewers who were likely to buy expensive TV sets.

Interest in this first-rate work was high at first, but
it diminished after the composition of the audience
changed from mostly affluent, educated people to an
audience that included almost everybody, educated and
affluent or not. Also, audience taste began to favor pro-
grams that were shot on location and had more action
and adventure than plays shot in a studio. In addition,
advertisers didn't care for some of the serious dramatic
topics shown on the anthologies.

BLACKLISTING AND BROADCASTING

After World War 11, the U.S. government and the public
in general became very aware of the growing power and
nuclear capabilities of the Soviet Union. In addition,
Americans feared that communism was spreading in
many parts of the world.

The general attitude toward communism was not just
that it was different from the American system but that
it was a political ideology that would be used to take
over the world. Politicians seized on these fears and used
them for political gain. In the early 1950s, a small group
of former Federal Bureau of Investigation (FBI) agents
published a newsletter called Counterattack. Its purpose
was to encourage Americans to identify and even shun
people who demonstrated sympathy or ideological
agreement with communism. Another publication, Red
Channels: The Report of Communist Influence in Radio and
Television, described the communist influence in broad-
casting and named 151 people in the industry who sup-
posedly had communist ties. The names of these people
were put on a blacklist, and they were essentially no lon-
ger permitted to work in broadcasting or related indus-
tries. Red Channels was published just as North Korea, a
communist country, invaded South Korea. The United
States got involved in the conflict, and hence the nation’s
role in stopping communism began, as American troops
were sent to fight in a foreign land.

The Korean War, which lasted until 1953, reinforced
many Americans’ feelings that communism had to be
stopped, and the idea that communism had infiltrated
broadcasting triggered activities to stop it. Although no
individual’s association with communist activities was
ever proven, the mere listing of a person’s name in Red
Channels prevented him or her from continuing a career
in broadcasting. The networks and advertising agencies
even employed individuals to check the backgrounds
of people working in the industry. If a person’s name
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FIG. 3.10 Advertisement for the 1958 Philco Predicta.

showed up in any list of communist sympathizers, he
or she could not be hired to work for the network, the
advertising agency, or any project or program produced
by either. New employees were expected to take a loy-
alty oath before working. People who were suspected of

senp ip o 12GP%% . winssias 13THY

Philkio Prediocta table TV (abows ), the ssrw book of
tetes iinn! The pecrure, complocly enclosed in in
ot g, “Boats” snd vwivels sbore s B high , y
calnet Fimnhaot ol stoand, ioen be pdaced any. 4 .
whvre Cleamogg brwe wom anid boaonid il weanh,
Cives a boilliam, prcture window vigw of TV laml

o

communist activities were expected to confess and name
their communist associates.

The most prominent of the politicians who used
Americans’ fear of communism to strengthen his own
political power was a U.S. senator from Wisconsin: Joseph
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McCarthy. He used televised congressional hearings
about communism in the U.S. Army to further his notori-
ety. Eventually, McCarthy’s tactics caught up with him. He
was challenged by Edward R. Murrow on a personal inter-
view show called See It Now that aired on March 9, 1954.
In the show, excerpts of speeches given by McCarthy
were replayed to uncover his inconsistencies. In the end,
McCarthy was shown to be a bully who ignored fact and
used innuendo to level accusations at his adversaries and
innocent people who worked in the media.

ZOOMIN 3.3

Learn more about blacklisting by going to www.museum.tv
and find the Encyclopedia of Television under the Publications
tab. Click on the Browse Now link, then use the index to select
B, then click on blacklisting.

The Red Scare, as it was known, created a very bad atmo-
sphere for broadcasting and its employees. The cloud of
blacklisting continued until 1962, when radio comedian
John Henry Faulk, who had been blacklisted in 1956,
won a multimillion-dollar lawsuit against AWARE, a
group that had named him as a communist sympathizer.
The effect of the lawsuit was that the blacklisting prac-
tices went from upfront and public to secretive and pri-
vate. The blacklist became a graylist, which was used in
broadcasting to identify people who might have subver-
sive ideas, especially those who embraced communism.
The practice of graylisting lasted into the 1960s.

UPHEAVAL AND EDUCATION

THE “VAST WASTELAND”

In 1961, recently appointed FCC Chairman Newton
Minow stated at the National Association of Broadcasters
convention that television programming was a “vast
wasteland.” Critics have latched onto that remark as
accurately depicting the quality of the programming
offered by most television stations.

Although few would argue that television has tradition-
ally offered many hours of intellectually light programs,
it has and still does serve a function beyond pure enter-
tainment. For example, television allowed Americans
to witness history during the tumultuous decade of the
1960s. This journalistic function both solidified the
importance of television in American society and gave it
real credibility as a provider of valuable information.

THE TUMULTUOUS 1960s

Some of the many events covered by television during
the 1960s included the presidential debates between
candidates John F. Kennedy and Richard M. Nixon; the
1962 Cuban missile crisis; the 1963 assassination of
President John F. Kennedy and the subsequent killing of
his accused assassin, Lee Harvey Oswald; the 1968 assas-
sinations of Martin Luther King, Jr., and Robert Kennedy;

and man’s first walk on the moon in 1969. In addition,
continuing coverage of the escalating war in Vietnam,
domestic unrest regarding racial issues, and violent dem-
onstrations during the 1968 Democratic convention in
Chicago allowed the public to view historical events in
an up close and personal way never before possible.

Viewers were deeply affected by the events and issues
presented on television—for example, realistic footage of
rioting in the streets and the horrors of war. In addition,
the proliferation of violent action shows on television
led many to wonder whether the media were somehow
encouraging people to behave in violent ways.

The U.S. government responded to the violence on televi-
sion and in real life in 1968 by creating a research com-
mission, the Commission on the Causes and Effects of
Violence. In 1969, the Senate asked the U.S. Surgeon
General to investigate the relationship between televi-
sion and violent behavior. The results, published in early
1972, stated that violence on television can lead some
individuals to violent behavior. Although the findings fell
short of pointing to television as the cause of increased
violence in society, it fueled the efforts of citizen’s action
groups like the Action for Children’s Television (ACT),
which sought to focus congressional attention on the
content of television and its effect on children.

EDUCATIONAL TELEVISION GOES PUBLIC

During the television freeze that followed World War 1I,
the FCC was lobbied both by commercial broadcasters
and the Joint Committee on Educational Television
(JCET) regarding noncommercial television stations.
The commercial broadcasters tried to prevent the FCC
from reserving television channels for noncommercial
television stations, while the JCET lobbied for noncom-
mercial television use. As part of the Sixth Report and
Order, which ended the station licensing freeze, the FCC
increased the number of channels reserved for noncom-
mercial stations from 10 percent to 35 percent of the
available station allocations (242 channels—80 VHF
and 162 UHF) for noncommercial use. Since then, the
FCC has increased the number of channels dedicated for
noncommercial stations to a total of 600.

In 1959, noncommercial television producers formed the
National Educational Television (NET) network to oper-
ate as a cooperative, sharing venture among stations by
sending prerecorded programs by mail. After one station
aired a program, it sent it to the next station, and so on.
This inexpensive and low-tech network, which became
known as a bicycle network, didn’t allow stations in differ-
ent locations to air the same program at the same time.

In 1967, the Carnegie Commission on Educational
Television (CET)—a group composed of leaders in politics,
business corporations, the arts, and education—published a
report about noncommercial television that recommended
that the government establish a corporation for public tele-
vision. Until that point, noncommercial television had
been strongly associated with educational television. The
CET wanted to change the direction of noncommercial
television so as to provide a broader cultural view.



The eventual result of the report and discussion that fol-
lowed was the Public Broadcasting Act of 1967. The term
“broadcasting” was used instead of “television” because
Congress decided to include radio as well as television
in the legislation. The act provided that a corporation
would be set up, with the board of directors appointed
by the president of the United States, and that financial
support would come from Congress. Having a corpora-
tion oversee public television was intended to provide
some distance between the government and the non-
commercial network.

The corporation that was formed in 1968, the Corporation
for Public Broadcasting (CPB), was meant to support both
the producers who created programs and the stations
that aired them. However, CPB was not allowed to own
or operate any stations. Rather, the Public Broadcasting
Service (PBS), the television network arm of CPB, would
operate the network that connected the participating sta-
tions. This arrangement provided for CPB to fund produc-
ers of programs and PBS and the public stations to select
the programs they wish to air, thereby insulating program
presenters from government pressure to air government
financed programs. PBS went on the air in 1969 and
began distributing programming to member stations five
nights a week, including a children’s daytime show called
Sesame Street.

PBS, like CPB, is a private, nonprofit corporation whose
members are public television stations. Its mission has
been direct involvement in program acquisition, distri-
bution, and promotion for its stations. Although PBS
doesn’t produce programs, it does support programs pro-
duced by PBS stations and helps acquire programs from
independent producers around the world. PBS has also
been involved in developing engineering and technol-
ogy and in marketing video products (e.g., videotapes of
programs) to the public. In addition, PBS administered
the PBS Adult Learning Service, which provided televised
educational courses for credit to up to 450,000 students
each year. This service was discontinued in 2005.

PBS is unlike the commercial networks, because it doesn't
sell advertising time. Instead, PBS gets its funding from a
variety of national, regional, and local sources. Audience
members provide almost 25 percent of the funding
through direct donations. State governments provide
about 18 percent, and CPB (along with federal grants
and contracts) adds about 16 percent. Businesses add
another 16 percent, state universities and colleges add
over 6 percent, and foundations provide an additional
5 percent. Because PBS does not get 100 percent of its
funding from ratings-conscious advertisers like the com-
mercial networks do, the programming philosophy of
PBS is more oriented to providing programs of cultural
and educational interest. When the Carnegie Commission
first recommended establishing the new, noncommercial
network (PBS), the commercial TV networks supported
the concept because it would provide programming
to that segment of the audience that was critical of
the entertainment concept presented by the commer-
cial networks. The audience that who had opposed
the move from “serious” cultural and information
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programming of the “live” era of TV would now have
an alternative to the entertainment program content of
the commercial networks. The commercial stations and
networks could now concentrate on entertainment that
collected a less sophisticated audience that was more
attractive to advertisers. Also these entities would be
under less pressure from the FCC to program to the pub-
lic interest if the public broadcasters were fulfilling this
role, thereby avoiding the Newton Minow concern that
American TV was becoming a “vast wasteland.”

Because the president appoints the leaders of CPB, it
sometimes gets caught up in politics. When Richard
Nixon was president, he vetoed a funding bill for CPB
because he didn't like the fact that it allowed PBS to
air information programs that showed his administra-
tion in an unfavorable light. Nixon’s action resulted in
the forced resignation of some CPB officials, who were
replaced by people who favored Nixon's view of the role
of CPB and PBS. Although this event was unusual in the
history of CPB, it shows that public television is influ-
enced by the presidential administration in power.

INCREASED CHOICE AND COMPETITION
IN THE 1970s

The television broadcast industry was affected by huge
changes that began in the 1970s. Videocassette record-
ers (VCRs) began to be used in industry and in homes.
Audiences learned to have more control over television
through time shifting, or recording a program and view-
ing it later.”

Satellite distribution of television programming was used
by new services like Home Box Office (HBO) with great
success. In fact, HBO ushered in a new era—that of the
distribution of programming via satellite—which led to
the growth of the cable industry and the concept of audi-
ences receiving television programming from sources
other than broadcast stations and networks and paying for
the programming via subscription. (See more about HBO
in Chapter 4.) National cable channels began to appear
that resembled broadcast networks but did not require
licensing by the FCC. The big-three networks were begin-
ning to see some real competition for audience time, but
their audience sizes and revenues continued to climb.

GOVERNMENT REGULATION

The FCC enacted some new rules in the 1970s that
encouraged competition in the television business. The
first was the prime-time access rule (PTAR), which pre-
vented network affiliates in the top 50 markets from
programming more than three hours of network shows
in prime time (i.e., 7:00 p.m. to 11:00 p.m. Eastern and
Pacific; 6:00 p.m. to 10:00 p.m. Central and Mountain).
The FCC's goal was to encourage more local program-
ming at television stations and to allow independent
producers one hour of prime time for syndication dis-
tribution of their programs outside of the network hold
on this lucrative audience. However, most of the stations
affected by the rule resorted to finding inexpensive pro-
gramming, rather than producing their own. The result
was more game shows and other syndicated fare.
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Another FCC rule prevented the networks from acquiring
financial interest and control or syndication rights over
independently produced programs that aired on the net-
works. Known as fin/syn (Financial Interest and Syndication
Rule), it allowed both independent producers and syn-
dicators to reap bigger financial rewards from successful
television programs.

A third rule, the duopoly rule, prohibited a company that
owned a television station or AM or FM radio station in
a market from acquiring another station in that market.
In other words, the owners of a TV station could not buy
another TV station in the same market. The FCC obvi-
ously feared that multiple-station ownership in a given
market could lead to a broadcast monopoly.

A fourth rule was an attempt put forward by the National
Association of Broadcasters (NAB) to reduce the amount
of sex and violence on television that would be seen
by children. Known as the family hour, it attempted to
restrict sex and violence on television before 9:00 p.m.
(8:00 p.m. Central). The rule was strongly opposed by
the television industry because it restricted creativity and
the right of free speech. In other words, it didn't like the
NAB’s attempt to dictate program content. Others were
opposed to the idea because they suspected that the NAB
was bowing to pressure from the FCC. The rule was never
accepted by the FCC, but the “jawboning” (informal
discussion) impact of these dialogues still had an impact
on TV programming in the 1970s.

These four restrictions on television remained in place for
some time, but all ultimately were abolished. The FCC's
willingness to deregulate, which began in the late 1970s,
overcame its need to restrict broadcast television—
at least in the areas just mentioned.

SOCIAL AWARENESS PROGRAMMING

The 1970s also saw a new type of situation-comedy pro-
gram, or sitcom, that included a social consciousness.
Shows like All in the Family, Maude, and The Jeffersons
encouraged the audience to think about social issues such
as the Vietnam War, abortion, and racism by examining
them within a humorous context. The critical and finan-
cial success of these shows kept these issues in front of the
public and encouraged other producers to include socially
relevant topics in entertainment television programs.
In addition, audiences and social pressure groups took
action to persuade electronic media to stop stereotyping
minorities and to include more of these individuals in the
media workforce, management, and ownership structure.

TECHNOLOGICAL CHANGES

In the 1970s, cities all over the country were being wired
for cable television. Satellite-to-home television also was
a reality, although it was most popular in sparsely popu-
lated areas, where cable wasn’t available and homeown-
ers had the space and money for a large receiving dish.
Yet despite these developments, the major networks did
very little to change what they presented to the audience.
Network schedules revealed little innovation. Program
formats that had been successful for many years in both

radio and then television remained in place during the
1970s. After all, broadcast television provided free enter-
tainment to anyone who could afford a television set.

Unlike the early days of television—when television
sets were expensive and purchased only by upscale, edu-
cated people—television sets became very affordable
in the 1970s. Low-priced television sets were a result of
manufacturers enjoying the economy of scale: the more
sets that were produced, the cheaper it was to manufac-
ture each set. Another factor was that foreign compa-
nies, especially those from Japan (Sony, Panasonic, and
Toshiba), were producing low-cost, high-quality color
television sets and selling them in the United States.

Regardless, the size of the audience grew, and despite
losing its strong share dominance of the audience, the
audience for the television networks grew. As a result,
network advertising revenues grew as well.

THE NETWORKS LOSE GROUND IN THE 1980s

The networks maintained a powerful position in their
dealings with affiliates from the early days of television
up to the 1980s. The three major networks enjoyed 90
percent of the viewing audience at the beginning of the
1980s, but during later years, the viewing audience had
a shift in behavior. Instead of relying on the broadcast
networks for their television-viewing fare, the audience
began to spend more and more time with cable chan-
nels. National cable channels like CNN, MTV, and ESPN
and pay channels like HBO and Showtime gained larger
shares of the audience, as most of the country’s big cit-
ies became wired for cable television. The introduction
of the Fox network gave viewers yet another broadcast
choice. Rentals of VCR videos further eroded the net-
work-viewing audience.

As viewers’ options proliferated, they spent less and less
time with the big-three broadcast networks. During the
1980s, the networks combined share of the primetime
audience shrank by about one-third, going from almost
90 percent to 60 percent.

DEREGULATION REVISITED

The broadcast deregulation trend that began in the late
1970s continued throughout the 1980s. Some have even
said that the deregulation of the 1970s became the unreg-
ulation of the 1980s during the Reagan Republican years.
There were less public service programs, no limit on the
number of commercials per hour, a much easier license
renewal process, no trafficking restrictions (previously, an
owner had to hold a broadcast station at least three years
before it could be sold), and less recordkeeping. In 1982, a
federal court struck down the NAB Code, a set of program-
ming and advertising guidelines for radio and television,
on antitrust grounds. In 1984, the FCC upped ownership
limits from the rule of sevens (which allowed owning only
seven stations in any service, AM, FM, or TV) to twelve sta-
tions in either radio service and up to 25 percent of the
total television households nationwide. In 1992, the lim-
its were raised again, allowing up to 40 radio stations per
owner and some relaxation of the duopoly rules.



ELECTRONIC NEWS GATHERING

Another technological development of the 1980s was
the miniaturization of the components needed to pro-
duce broadcast-quality video. As portable video cameras
became common at networks and television stations
across the United States, news gathering and reporting
changed.

In earlier days, news was shot on film and then devel-
oped and edited, preventing stories from being ready for
the 6:00 p.m. newscast. Anchors would report a break-
ing story and then give the “Film at eleven” promise.
Beginning in the late 1970s and becoming widespread
in the 1980s, battery-powered portable video cameras,
easy video-editing procedures, and lower-priced editing
systems made the production of a news story shot in the
field easily available for earlier broadcasts. On a late-
breaking story, the anchor could then say, “We will have
that video for you later in this program.”

Gathering news video in the field became known as
ENG, for electronic news gathering, which noted the
difference between shooting film for news and shoot-
ing video. With ENG, broadcast news changed in several
ways—namely, video was cheaper and easier to produce.
The Cable News Network (CNN) started operation and
competed directly with the broadcast networks for the
news audience because news stories could be easily and
quickly produced. In addition, satellite news gathering
(SNG) was initiated, which allowed a news crew in a sat-
ellite news truck with uplink capability to shoot video
from just about anywhere and transmit it to the station
via satellite.

THE NETWORKS REGROUP

Broadcasting revenues, which had for decades been on
the rise, started to level off toward the end of the 1980s.
One of the results of this decline in revenues was a
change in ownership at the network level. In 1985, GE
bought RCA, the parent company of NBC, and Capital
Cities Communications, a broadcast group, bought ABC.
And in 1986, for the first time since the demise of the Du
Mont network in 1955, television had a fourth commer-
cial network, the Fox television network. Fox was started
by Rupert Murdoch, who owned News Corporation, and
it was named after the film studio Twentieth Century
Fox, also owned by Murdoch’s company. The network
slowly built a prime-time schedule, despite losing large
sums of money in the early years. In 1988, Fox lost $80
million. It took another five years until Fox began sched-
uling prime-time programming seven nights per week.

Because broadcast network revenues were declining and
despite the competition from cable, satellite, and even
a new network (Fox), many executives of the big-three
networks decided that their strategies were working fine
and didn't require overhauling. New ideas clashed with
old, and the direction of the television industry became
a source of tension. Generally, the big-three networks
managed to change very little with the times, leading
some industry critics to refer to them as the “three blind
mice” (Auletta, 1991).
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MORE NETWORK CHALLENGES

The 1990s brought many changes to television. During
this decade, the Internet became a household word and
promised to bring dramatic changes to the media land-
scape. Moreover, new networks appeared, cable channels
proliferated, and direct broadcast satellite became eco-
nomically viable.

CNN

The 1991 Gulf War gave TV news operations the oppor-
tunity to use satellite technology to deliver quality news
reporting from half a world away. The big winner with
audiences was CNN, with its 24-hours-per-day coverage.
The broadcast networks could not afford this extensive
coverage because they could not preempt their advertiser-
supported entertainment programs (i.e.,, show their own
news programs instead). Also, the networks didn't have the
infrastructure of news bureaus and reporters in the field.
CNN did have that structure, and as a result, it became an
important source for breaking international news. CNN's
reputation as a premier source for news was solidified.

ANGRY AFFILIATES

As a result of having smaller audiences, the networks had
less power over the advertising market and their own
affiliates. Angered over having less advertising slots avail-
able in prime time, the affiliates continued to preempt
network programs and instead aired programs they pro-
duced or obtained. Some stations believed that the net-
work compensation they were receiving for their airtime
was not enough. Other stations didn’t want to sign long-
term agreements with the networks, preferring to keep
the network affiliation option flexible.

NEW NETWORKS

By the time Fox finally had filled its prime-time schedule,
two other groups had also started new networks. The WB
Television Network (owned by Warner Brothers, a film
studio) and the United Paramount Network, or UPN
(owned by the United Paramount film studio) began
their prime-time television programming in 1995. These
networks took on affiliates that had formerly been inde-
pendent stations and were usually smaller stations with
smaller audiences.

Neither of these two networks had a noticeable influence
on the big-three networks’ viewership. The WB and UPN
programmed fewer hours per week and had significantly
smaller audiences than ABC, CBS, and NBC. Yet despite
the weak performance of the two new entries, a third
new network was started by television group owner Bud
Paxson in 1998. PAX attempted to counterprogram to its
competition by offering family-friendly programming
and avoiding shows heavy in violence. Although the net-
work still exists (known as ION Television since 2007),
it is available through affiliated broadcast stations and
through cable and satellite network distribution.

Two Spanish language networks Univision and Telemundo
have been supplying programs to stations for many years,
but since they broadcast in Spanish only, their mass appeal



m ELECTRONIC MEDIA: THEN, NOW, AND LATER

is limited. Univision is the largest network and began in
1968 as the Spanish International Network. It became
Univision in 1986 and in 1988 began producing for a
“national audience,” although in Spanish only. Telemundo
the second largest Spanish language network began in
1954 at a station in Puerto Rico. It was purchased by
NBC in 2002 and continues to supply Spanish language
programming,.

In some cases, local stations changed network affilia-
tions. Ownership changes among stations in groups trig-
gered some big switches in network affiliations in the
early 1990s. As a result of a television group changing
hands, some stations in the group switched affiliations
from CBS to Fox. (See Chapter 9.)

SATELLITE TELEVISION

In the mid-1990s, direct broadcast satellites (DBS)
brought another television delivery system to consumers.
Using a small dish, rather than the large one used since
the 1970s, consumers could enjoy many high-quality
channels for about the same price as cable. Two compa-
nies now compete for subscribers nationally: the DISH
Network and DirecTV. (See Chapter 4 for more about
satellite delivery.)

NEW REGULATIONS

Broadcasting changed significantly with the passage
of the Telecommunications Act of 1996: The policy on
owning television stations went from a 25 percent limit
on the size of the national audience that one television
group could reach to a 35 percent limit of the national
audience. After the act was passed, large television
groups became even larger by buying more stations. In
June 2003, the FCC raised the television ownership cap
from 35 percent to 45 percent, but this rule change was
blocked by a court in Philadelphia. In November 2003, a
compromise was reached that allowed television groups
to increase their national audience reach to 39 percent.

SEE IT NOW

DIGITAL TELEVISION

FIG. 3.11 Coupon for digital TV converter box.

The conversion to digital TV in broadcasting was com-
pleted on June 12, 2009. Digital television, or DTV,
allows transmission of television programs in a wide-
screen, high-resolution format known as high-definition
television (HDTV). It also allows transmission in stan-
dard definition (SDTV), similar to an analog television
picture, but with better color reproduction and less inter-
ference. The old analog picture has 525 lines of resolu-
tion, but the HDTV picture can have up to 1,080 lines,
or more than twice as much picture information. In
addition, the HDTV picture has a wider aspect ratio (the
relationship between screen width and height), yielding
a 16:9 picture (16 units wide, 9 units high) that more
closely resembles a widescreen movie picture and more
closely reproduces how our eyes see than the 4:3 pic-
ture of analog television. This new broadcast standard,
adopted by the Advanced Television Systems Committee
is known as ATSC A/53 or simply ATSC.

In making the move from analog to digital, the FCC also
forced all television stations to make large investments
in new digital equipment. This switch to digital has not
offered immediate financial rewards, as stations don’t have
a way to generate any more income with a digital picture
than they did with analog-only broadcasting. One advan-
tage to the new digital system, however, is that stations
have enough room in the 6 MHz channel to send out more
than one program at a time. For example a local station
might have its main programming on its first channel, that
is, a network feed, such as NBC. A second channel may
carry weather and news, and a third may carry program-
ming in other languages, for example, Spanish.

Before the switch to digital, audiences were slow to
embrace the new digital broadcast technology. A digital
set costs many times more than an analog set, and the
digital broadcast signal requires some type of broadcast-
receiving antenna. Because more than three-quarters
of the audience uses either cable or satellite to receive
television programs, knowledge of and interest in these
antennas were low, but it increased when both cable
and satellite delivery systems added HDTV signals to the
subscriber’s options. Analog set owners are still able to
receive programming, as the cable and satellite compa-
nies convert the digital signals to analog for older sets.
Analog set owners that are not subscribers to either cable
or satellite systems require a converter box to convert
digital signals into analog signals.

With the digital signal, television stations now have the
capability of transmitting multiple programs in SDTV or,
in some cases, two HDTV programs. Audio quality for
both HDTV and SDTV are similar to the quality of a CD
and include up to five channels of sound, an improve-
ment over analog transmission. Digital data services can
also be transmitted via digital transmission, allowing
stations to send news, program schedules, and product
information to the audience at the same time as the tele-
vision program.

TV STATIONS

Stations are now using the web to connect with viewers
through the use of online video, social networking, and



other features that are not shown via broadcast. Stations
are providing blogs about local news issues, up-to-the-
minute traffic and weather coverage, community chat
rooms, in-depth coverage of stories, and—most impor-
tantly for station revenues—advertising space. News per-
sonalities offer email contact with the audience as well
as a presence on Facebook and Twitter. Some stations are
now posting information and content from the audience
emails directly into local news shows.

Young people who are interested in working at televi-
sion stations need to face the reality that jobs now have
different requirements than in the past. Stations are less
inclined to hire a person who can only shoot or only
edit. Reporters who had good on-air delivery are often
passed over while those who can shoot, edit, write, and
deliver the “stand up” in front of the camera get close
attention. Job applicants who have traditional audio/
video skills plus web site skills and experience are more
desired by stations that need to keep pace with the com-
petition and rapidly changing technology.

NETWORKS

Because of poor ratings, the WB and UPN merged and in
association with CBS became the CW network in 2006.
The CW got its name from the parent companies, CBS
and Warner Bros. Other stations not part of the CW
became a network called MyNetworkTV in 2006. After
three years of low ratings, MyNetworkTV changed its sta-
tus from a network to a syndication programming service
and is owned by the Fox network.

FYI: Analog versus Digital

Duplicating an analog signal was like pouring water from one jar
to another. After you finish pouring, the new jar will be almost
full and a few drops will be left in the old jar. When you duplicate
in analog, the entire signal is not duplicated. Some gets lost in
transit. Duplicating a digital signal is like pouring marbles from
one jar to another. In this case, the new jar will be full of marbles
and the other jar will be completely empty. Digital transfer allows
the entire sampled signal to be duplicated, and the copies are
identical to the original. Although some say that the process of
digital sampling misses some of the original (like the content
represented by the spaces between the marbles), the process is
very accurate.

INDUSTRY STRUCTURE

Since the Telecommunications Act of 1996 was signed
into law, the electronic media landscape has changed
noticeably. Fewer and fewer owners are controlling more
and more broadcast stations. Ownership rules are being
relaxed, allowing media companies to buy more prop-
erties in a category (i.e., radio stations or television sta-
tions) and to cross traditional lines. For example, some
companies now own a television station and a daily
newspaper in the same market. The issues related to
cross-ownership have not been settled, however.
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The Advanced Television Systems Committee (ATSC) is an
international nonprofit organization that helps to develop vol-
untary standards for digital television. More information about
this group is available at www.atsc.org, and more information
about digital television is available at www.dtv.gov.

For animations about digital television transmission, resolu-
tion, pixels, and aspect ratio, go to the Focal Press web site
for this book at http://booksite.focalpress.com/companion/
medoff/.

It is difficult to predict how changes in ownership will
ultimately change television. The FCC rules on own-
ership are still evolving but have a strong predisposi-
tion toward relaxation of rules and deregulation, which
means that fewer companies will program more stations.
Consolidation in radio has led to more formulaic and
less local programming. This same trend is developing
for television, as well.

SEE IT LATER

TECHNOLOGICAL CHALLENGES

Now that the digital changeover has taken place, televi-
sion sets will be much more similar to computers than
they have been in the past. Computers with CD drives,
DVD drives, and high-quality speaker systems will soon
serve as centers for home entertainment, as they are able
to play any digitally recorded medium and receive any
online radio or audio service. The missing link has been
the ability to receive network, cable, and satellite televi-
sion on a computer monitor without special hardware
or extreme effort. Digital broadcasting (and digital cable
and satellite delivery) will blur the lines of distinction
between using television sets for entertainment only and
using television monitors for computer work.

This blurring of distinction has encouraged some of the
big names in the computer industry—Apple, Microsoft,
Dell, and Gateway—to get into selling equipment to the
audience for both computing and entertainment needs.
Not only does this change the competitive environment
in home entertainment, but it also changes how audi-
ences will use their computers and where they will place
them in their homes.

TV-on-DVD also has become a factor in television view-
ing. The sales of television programs on DVD generated
$1.5 billion in 2003. Many viewers are willing to buy a
whole season of a TV series on DVD to avoid annoying
commercials, to get a better-quality picture, and to set
their own viewing times. This trend has slowed somewhat
with a slow economy since 2007. In addition, download
sites—both legal and illegal—make buying the physical
DVD less necessary. The trend toward netbooks (small
laptops capable of Internet connectivity) as replacements
for laptops and desktop computers is significant, in that
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the netbooks do not have internal DVD drives. The lack
of the internal drives encourages viewers to seek enter-
tainment that is stored or transported in other forms,
such as flash memory or “jump” drives.

Digital video recorders (DVRs), such as TiVos, may have
an enormous impact on television advertising, because
they allow viewers to skip commercials from the playback
of TV shows. These devices are easily available through
cable and satellite providers. DVRs are computer-type
hard drives located inside of cable and satellite receivers
that allow users to transfer programs to other media, such
as DVDs or flash memory drives.

Some cable channels and the networks are consider-
ing DVD and videogame use when attempting to reach
young audiences. Moreover, they are considering putting
prime-time shows on later at night or perhaps repeating
them at a later time to reach those that use other enter-
tainment options during prime time. In addition to
integrating some shows with the Internet, the networks
are considering connections between TV shows and cell
phones. For example, Fox TV's American Idol encourages
voters to send text messages to vote for their favorites.

The broadcast network audience share will continue
to decrease in the years to come, because the audience
will have more choices. The networks may find that
their profitability depends increasingly on being able
to deliver programs that other services cannot provide
or that they, the networks, can best provide. For exam-
ple, the networks can deliver live programs, like news
and sports, and can operate profitably by offering real-
ity shows that do not require large payments to stars,
writers, and independent producers. The networks will
continue to be challenged by technological changes and
other delivery systems. As a result, they will continue to
vertically integrate by buying program-producing and
program-syndication companies, which allows them to
gain control over programming sources and outlets. They
will also utilize new programming services on other
delivery systems (e.g., cable, satellite, and the Internet)
and even new technologies to keep their audience share
large enough to attract advertisers.

Although it does not now pose a threat to large televi-
sion producers, the ability of individuals to create tele-
vision programs looms on the horizon. Digital tools for
the production of high-quality television, once the exclu-
sive domain of “big media,” are now becoming available
to ordinary people. Personal technology of this type may
change the future production of television programs.

Local broadcast stations are now producing video con-
tent not only for their broadcast newscasts, but also for
streaming from their web sites. A video package pro-
duced for a nighttime newscast is often archived as is
or edited to a different length and repurposed for later
use on the web site. Stations owned by broadcast groups
often share content in this way.

TV stations compete not only with traditional media and
other TV stations in their market, but also with a service
like YouTube that shows content created by the audi-
ence. Although not known as a news source, YouTube

(purchased by Google in 2006 for $1.65 billion) had
close to 100 million viewers per month in 2010. Each of
the networks has its own web site that will stream video,
and NBC, ABC, and Fox created Hulu.com to attract
viewers to clips and full episodes of their shows. It is not
yet clear if online viewing will cause local TV stations
serious problems in the near future. The challenge to tra-
ditional television is to provide compelling content that
audiences will watch and advertisers will support.

As a final note about the future of television, new devices
and innovations will continue to surface and perhaps cre-
ate big changes in viewing behavior. As netbooks become
more moderately priced, more viewing will occur through
these devices. Mobile TV, viewing television using cell
phones, has previously been limited because of deliv-
ery systems, bandwidth, and the size of the screen. When
larger screen cell phones (e.g., iPhones and similar
phones) are more readily available, TV industry efforts
to reach people anytime and anywhere will increase dra-
matically. Some believe that the next big thing for TV is 3D
(three-dimensional TV). Although numerous obstacles like
the need to wear special glasses to get the 3D effect still
exist, numerous players in the TV industry are conducting
research to make 3D viewing a possibility for television.

SUMMARY

Early experimenters in television tried two methods to
obtain pictures: a mechanical scanning system and an
electronic scanning system. The electronic system was
eventually adopted as the standard. Although many
inventors were involved in the development of electronic
television, two of the most important were Vladimir K.
Zworykin and Philo T. Farnsworth.

The FCC authorized commercial television broadcasting in
1941, but the industry didn't grow until after World War II,
when the materials needed for television equipment man-
ufacturing became available. After the war, television grew
so rapidly that the FCC could not keep up with license
applications or technical issues. In 1948, the FCC put a
freeze on all television license applications that lasted until
1952. During the freeze, the FCC considered the allocation
of spectrum space to stations, designed the UHF band and
dealt with the issues of VHF and UHF stations in the same
markets, color television, and educational channels.

Stations with network affiliations did well because of net-
work programming. Independent stations had to resort
to older programs from syndication as well as sports and
locally produced programs, especially children’s pro-
grams and cooking shows.

At first, television was a live medium. In the 1950s, many
high-quality, dramatic programs were written for live
theater-type performances in order to attract educated
audience members who could afford the cost of a tele-
vision set. Program production changed when videotape
became available and programs were no long produced
live in the studio. The television audience changed when
the price of a TV set dropped and programs were adapted
to appeal to a less educated audience. The early days of
television had some challenges, including creation of a



blacklist of people working in the industry who suppos-
edly had communist sympathies.

The importance of television became more evident in
the 1960s when events such as the assassinations of John
E Kennedy, Martin Luther King, Jr., and Robert Kennedy
were covered extensively by the networks. That decade
also saw a growth in local news coverage and national
news coverage of the Vietnam War, violence in the
streets, racial tension, and the first man on the moon. In
1967, Congress approved the Public Broadcasting Act,
signaling the birth of a network dedicated to noncom-
mercial broadcasting.

In the 1970s, cable television attracted audiences with its
premium channels (like HBO) and excellent reception.
VCRs gave the audience the ability to rent movies and
record programs off the air. In the 1980s, these alternate
delivery systems became stronger, with more programming
available. The number of channels grew considerably with
the addition of cable networks like CNN, MTV, and ESPN.
Broadcast deregulation was a guiding principle for the
FCC, and many rules were modified, or removed entirely.
Television technology improved, and electronic news gath-
ering using portable video equipment became common
in stations across the country. During this decade, a new
commercial network, Fox, began operating. Overall, the
audience size grew, but the networks’ share of the audience
declined because viewers had more choices.

The 1990s began with extensive coverage of the Gulf
War, giving television an opportunity to show live
video from the other side of the world. A new technol-
ogy, direct broadcast satellite, began service to audi-
ences, providing many high-quality channels and direct
competition to local cable companies. The passage of
the Telecommunications Act of 1996 changed many of
the rules regarding ownership of electronic media sta-
tions and allowed television group owners to acquire
as many stations as they wanted, up to a cap of 39 per-
cent of the national audience. This relaxation of owner-
ship rules resulted in fewer groups owning more stations
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and thus consolidating the television station business. In
the 1990s, three new television networks emerged: the
WB, UPN, and PAX and have since evolved into the CW
(UPN and WB) and ION. In the last half of the 1990s,
the Internet became popular and signaled huge changes
in audience media behavior. People began to spend more
time online and less time in front of their television sets.

At the beginning of the new century, consolidation of
station ownership began to raise issues about diver-
sity and localism. The role of the networks continues to
change from one of a delivery system for independently
produced programs to one that delivers network-owned
and -produced programs. The convergence of computers
and television will continue drawing corporations like
Apple, Microsoft, Dell, and Gateway into the television
business. Digital broadcasting replaced analog broad-
casting in 2009 and ushered in a new era of high-quality
video and sound and different delivery methods, includ-
ing multiple signals and web delivery of content to the
audience. Television stations are now using new media
to provide additional viewing opportunities and social
media to connect with the audience.

Technology continues to present different viewing oppor-
tunities to the audience that will force the networks and
multichannel TV program services (cable companies, sat-
ellite companies, and telecommunication companies) to
continually adjust their delivery and revenue models to
stay financially viable in the competition for viewers and
advertisers.

NOTES

1. The term “kinescope,” first used as the name of Zworykin’s picture tube, was
also used later as the term for the films that recorded live television shows
before videotape came into use. This was accomplished by pointing a film
camera at a TV monitor while the shows were broadcast live.

2. VCRs were popular but still expensive in the late 1970s. Because of their
high price, significant saturation (i.e., 50 percent of all households) was not
reached until 1988. VCR prices dropped in the 1990s, and by the end of that
decade, saturation had reached 85 percent (Home Video Index, 2004).
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Numerous changes have occurred in electronic media
since 1895, when Marconi first sent out Morse code
messages via radio waves. The industry changed from
point-to-point communication to point-to-multipoint
communication when commercial radio began in the
early 1920s. That model stayed in place as broadcast tele-
vision dominated electronic media beginning in the late
1940s. But since that time, a combination of technologi-
cal, economic, and political factors have brought about
changes in how the audience receives electronic messages.

This chapter looks at how the delivery of programming has
grown and changed from an industry dominated by broad-
casting to one that includes cable delivery, satellite delivery,
microwave delivery, and the Internet. Cable receives more
attention in this discussion because it is the delivery system
of choice for about 55 percent of the viewing audience. In
addition to the discussion about the delivery of program-
ming to mass audiences, point-to-point communication
using electronic devices will be discussed.

SEE IT THEN

CABLE DELIVERY

From the early days of television experimentation until
the late 1970s, most people, especially those in big cities,

© 2011 Elsevier Inc. All rights reserved.
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received television directly from the broadcast stations.
Their television sets were attached to antennas that
received the broadcast signal directly from the local tele-
vision stations. People in rural areas and other smaller
markets outside major metropolitan markets sometimes
received a signal from one or more major market stations
with the help of small transmitters located nearby. These
retransmitters received the television signal from a sta-
tion and then retransmitted it to homes in the rural area.
This retransmitting device, known as a translator, would
send the signal out on a special frequency to avoid inter-
fering with the signal of the originating station.

Translators were not used in the very early days of tele-
vision, however, and many of the people who lived in
areas far from big cities or where the television signal
was blocked by hills or mountains couldn't receive tele-
vision signals. Whether because television signals were
blocked or because there weren't any nearby stations,
many viewers throughout the country were without
television altogether. The desire for television led to the
birth of an alternative delivery system: cable television.

REGULATORY PROBLEMS LEAD TO
RECEPTION PROBLEMS

The circumstances surrounding the development of
cable can be best understood by going back to the late

57
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FIG. 4.1 These rooftops show an
unsightly array of antennas and
satellite dishes for receiving tele-
vision and radio signals. This type
of view is typical in major cities in 1
the United States and developed |
countries throughout the world. [ 4
The recent switch to digital broad- TTH
casting has actually increased J ~d
the number of rooftop anten- """

nas. Photo courtesy iStockPhoto.
©dubassy, image #7418420. £

1940s, when the television industry was just beginning.
Television found an eager audience for its programs,
many of which were taken directly from radio and modi-
fied for the screen. The audience wanted to see their
favorite radio stars and watch the new shows, such as the
Texaco Star Theatre, starring Milton Berle, and Your Show of
Shows, with Sid Caesar, Imogene Coca, and Carl Reiner.

After the public heard all about television and viewed
some programs in their neighbors’ homes, appliance
stores, or bars, they were eager to buy sets and begin
watching in their own homes. The problem was that tele-
vision stations were located primarily in large cities like
New York, Philadelphia, and Chicago. Each of these mar-
kets had several stations and brought big-name talent to
the audience. People were rushing to buy television sets,
and companies were rushing to get licenses for television
stations to deliver the programs. The stage was set for
television to begin a huge growth phase. But there was
a problem: the Federal Communications Commission
(FCC) was inundated with applications for new stations.

THE FCC's DILEMMA

The FCC had a great deal of difficulty assigning stations
to frequencies or channels. In the late 1940s, the FCC
felt that it had to take time to study the issue of chan-
nel assignment to stations before it could deal with the
vast number of applications that had accumulated. The
result was the freeze. As noted in Chapter 3, the FCC put
a freeze on all applications for television station licenses.
Although it was initially meant to be temporary and last
only six months, the freeze lasted four years, from 1948
to 1952. During this time, television became very popu-
lar, but people who didn’t live in or near a major market
were essentially shut out of the television boom.
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COMMUNITY ANTENNAS

As the saying goes, “Necessity is the mother of inven-
tion,” and in this case, it was the lack of television that
led to invention. Appliance store owners in smaller cities
and towns had a hard time selling television sets because
the areas didn’t have a local station and couldn’t receive
signals from distant stations. These store owners needed
to find a way to bring a television signal to their town.

There are competing stories about who first came up with
a specific solution to the problem of reception of distant
television signals. Some contend that John Walson, an
appliance store owner in rural Pennsylvania was the first
to bring television to his community via cable, yet others
claim that L. E. Parsons of Astoria, Oregon, was the first
to do so. Essentially, both of these men came up with the
idea of placing a television antenna on top of a hill or
mountain to bring in television signals from distant sta-
tions. But bringing in television was just part of the plan,
making money was the other incentive. The Music Box
memo written by David Sarnoff years earlier was a plan
to sell radios by providing attractive programming on
the radio. Applying Sarnoff’s idea to television, the plan
was for appliance store owners to come up with a way to
bring television programs to their area, and then sell the
television sets so customers could watch the programs.

The idea of sharing or distributing television signals wasn't
new. It first started in New York City when apartment
dwellers found that other buildings blocked the signals
and they could only get television by placing an antenna
on the roof of the building. Landlords soon became wary
of granting permission for rooftop placement because of
potential disputes over the best locations, problems over
maintaining the antennas and their masts, and the basic



ugliness of the proliferating metal antennas. These prob-
lems were solved by sharing an antenna system. One
strong antenna was used to receive the television signal
and to distribute it to the apartments through a system
of wires. This master antenna system was the forerunner of
cable television delivery (CATV).

Out in Oregon in 1948, L. E. Parsons placed a television
antenna on top of a hotel in Astoria to receive the signal
of a Seattle station. He then connected a long wire from
the antenna to his apartment. Local interest grew consid-
erably when word got out that Parsons had the only tele-
vision within 100 miles that could receive a signal. He
also placed a line from the antenna to the television set
in the lobby of the hotel.

Eventually, Parsons obtained permission to run wire
through the underground conduits to businesses in
downtown Astoria. Consumer demand led to Parsons
wiring many homes, although he didn’t initially have
permission to string his wires on utility poles. The result
was a somewhat primitive delivery system that nonethe-
less became a viable business—the Radio and Electronics
Company of Astoria. Parsons also began consulting with
others who wanted to set up similar systems elsewhere
in the country.

Bob Tarlton was yet another cable entrepreneur. He con-
nected his appliance store in Lansford, Pennsylvania,
to an antenna on top of a nearby hill, presumably to
demonstrate television so he could sell more sets. He
was the first to conceptualize CATV as a local business
and used modified equipment purchased from Milton
Shapp, owner of Jerrold Electronics and future governor
of Pennsylvania. Eventually, Jerrold Electronics became
the leader in manufacturing equipment specifically for
the community antenna television industry.

ZOOMIN 4.1

Go to the companion web site for this text, http://booksite
focalpress.com/companion/medoff to see a diagram that
explains the basics of CATV.

Thus, the advent of the cable industry was not a result
of an earth-shaking technological breakthrough. Rather,
it was an idea that grew out of strong demand for televi-
sion from an audience hungry for entertainment. In fact,
few patents for cable television were issued during the
beginnings of cable television, because the technology
it used was based on the simple distribution of existing
broadcast signals.

CABLE DEVELOPS AS A DELIVERY SYSTEM

Cable delivery began as a service to bring television
to areas that could not receive a signal. It also helped
broadcasters by reaching new audiences. Cable systems
eager to expand their reach came up with yet another
way of doing so—microwave transmission. By using
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microwave signals, a cable system could import televi-
sion signals from distant large markets, rather than just
from the closest market. The use of microwaves was espe-
cially important in the Western part of the United States
where cities are very far apart. Bringing in distant signals
gave the audience more programming choices and thus a
reason to subscribe and pay for cable television.

But carrying signals from distant stations did not go
over well with local stations that were excluded from the
cable systems channel lineup. After much debate, cable
systems were required by the FCC to carry signals from
all “significantly viewed” stations in their market. The
1965 rule became known as the must-carry rule. In other
words, cable systems had to carry local broadcast stations
on their systems.

Later rulings by the FCC helped cable develop without
stripping the local stations of their audiences. In 1972
the FCC authorized satellite distribution of signals to
cable systems in any part of the country. Cable systems
were required to carry signals from the big-three net-
works (ABC, CBS, and NBC) and to obtain them from
the market closest to the system. This requirement
became known as the anti-leapfrogging rule, because cable
could not skip over closer stations in favor of farther sta-
tions. Importing signals from independent stations was
similarly limited.

The 1972 legislation also set down the nonduplication
(or syndicated exclusivity) rules, which prevented cable
systems from showing a syndicated program from a dis-
tant station if a local station in the market was airing the
same program. In addition, the FCC ruled that new cable
systems had to have at least 20 channels and two-way
capacity allowing signals to travel both to and from the
audience. The added technical requirements made build-
ing cable systems more expensive, and this slowed down
the growth of cable systems in all but the largest markets.

The tide turned in 1977, when deregulation sentiment
strongly influenced the federal government. Cable
argued that FCC restrictions hampered its development.
The FCC capitulated to cable and eased its regulations.
It dropped most carriage rules (i.e., what signals the sys-
tems carried) for small systems, allowed unrestricted
importation of foreign language and religious programs,
dropped the anti-leapfrogging rule, and rescinded the
minimum capacity rule that required systems of 3,500
or more subscribers to carry at least 20 channels and to
furnish equipment and facilities for access by the public.
(FCC, 1976).

Dropping the anti-leapfrogging rule led to a new type
of broadcast station, the superstation. Television stations
were now free to begin satellite distribution of their
signals to cable systems across the country. Those sta-
tions that did so became known as superstations, because
they transmitted programs via satellite to cable systems
nationwide and locally through over-the-air broadcasts.
The most well-known superstations include Ted Turner’s
WTBS in Atlanta, WGN in Chicago, and WWOR in New
Jersey. Superstations typically provide programming such
as major league sports and popular old sitcoms. The
popularity of the superstations is unmistakable.
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Cable adds pay cable

When satellite distribution of signals became a reality,
the cable industry looked closely at the idea of distribut-
ing programming from sources other than the broadcast
networks. The cable industry was especially interested in
the revenue potential of new satellite delivered channels.
The first of such was Home Box Office (HBO), which was
launched in 1972. The idea for HBO came from Sterling
Manhattan Cable in New York City, which was owned
by Time, Inc. Recognizing the need for a new entertain-
ment channel featuring live sports and movies, the cable
service created HBO. At first, HBO experienced limited
success because it could only sell programming to other
cable companies in the Northeast. Growth was further
hindered by the limited range of the microwave trans-
mitters and receivers HBO used to distribute its signal.

Gerald Levin, then president of HBO, looked to satel-
lite distribution of the program signal. But it took some
legal wrangling (HBO v. FCC, 1977) before HBO could
be delivered via satellite rather than through microwave.
The rules were relaxed regarding what types of programs
companies like HBO could present and the size (and
therefore the cost) of the receiving equipment cable sys-
tems would need to purchase in order to add satellite-
distributed programs. Once these issues were settled,
the door was open for cable companies to offer satellite-
delivered (premium) channels to its customers, but for
an extra fee. HBO, thus, became the first company to
deliver nonbroadcast, original programming via satel-
lite. Basically, HBO programs were uplinked to a satel-
lite, picked up by a cable company's satellite dish, and
then delivered via cable to the homes of subscribers. As
such, satellite delivery changed the use and purpose of
cable television. Rather than just deliver broadcast net-
work programming via cable, new cable networks sup-
plied subscribers with original programming.

ZOOMIN 4.2

The idea of using satellites for communication purposes was
first publicized in a 1945 article appearing in Wireless World,
written by novelist and scientist Arthur C. Clarke. He theo-
rized that three satellites in geostationary orbit (22,300 miles
above the equator) could be used to relay information to the
entire globe (Clarke, 1945). For a graphic of geostationary sat-
ellites and distribution of signals to cable companies, includ-
ing superstations, go to the companion web site for this text:
http://booksite.focalpress.com/companion/medoff.

HBO faced its first competitor in 1978 when Showtime
began delivering premium satellite programming. Viewers'’
desire for new and varied programming choices led to a
huge increase in cable television and premium channel
subscriptions. Growth exploded with the number of cable
systems capable of receiving satellite signals growing from
829 in 1978 to over 2,500 in 1980.

The cable industry also embraced the idea of providing
satellite channels that were advertiser-supported rather
than subscription based. This time marked the begin-
ning of many of the cable channels that have become
as familiar as the broadcast networks, such as the USA
Network, CBN (Christian Broadcasting Network),
C-SPAN, ESPN, CNN, MTV, and BET. As with HBO and
Showtime, these channels are uplinked to satellite and
then downlinked to a cable service that distributes them
to subscribers” homes. But rather than paying an extra
fee for these advertiser supported channels, they are
offered as part of a package of programs that include the
broadcast networks. Only the premium channels, such
as HBO, are charged separately.

In addition to transmitting broadcast networks, satel-
lite networks and premium channels, cable systems also
provide local programming channels. These local origina-
tion (LO) channels include an array of programs such as
locally produced high school football games, city coun-
cil meetings, local church services, and a band playing in
someone’s garage. These programs are typically produced
by subscribers who borrow the equipment and facilities
from the cable system and by outside sources.

Copyright issues resurface

Imagine being able to take a product made by several
companies and being able to resell it without paying
those companies for the use of their product. That is
essentially what the cable companies did from the late
1940s until the late 1970s. Although broadcast stations
benefited indirectly from cable, because the cable service
sent those stations’ signals to audience members who
couldn’t otherwise get them, the broadcast stations were
providing their programming to the cable companies
free of charge. They weren’t happy about it, but they had
very little choice if they wanted to keep their audience
size up.

Remember, a broadcast station is compensated for clear-
ing its airtime to run a network’s program. But a station
does not get a full 24 hours of programming from a net-
work, therefore it pays syndicators for programming or
produces its own shows, such as evening newscasts. The
cost of these non-network programs is offset by selling
advertising time. So when these station-obtained pro-
grams were delivered via cable without compensation to
the station, station and network management took legal
action. It took years, but the broadcast stations finally
persuaded Congress to address the entire issue through
the Copyright Act of 1976. This act established the
Copyright Royalty Tribunal to enforce the fees charged
to cable companies for the use of imported television
signals. Although this seemed like a fair and equitable
way of paying copyright holders, the tribunal found that
none of the participants was happy with either the col-
lection of fees or the payments made.

Although the copyright tribunal was temporary and had
problems, the fact that it was established settled the ques-
tion of copyright liability and was one of several reasons
that cable grew so rapidly in the late 1970s and early
1980s. Several other factors contributed to this growth, as



well, including the fact that geosynchronous communica-
tion satellites were available to distribute programming to
cable systems. In addition, some of the restrictions on pay
cable were eliminated and the federal government moved
toward a free-market attitude. The government allowed
the marketplace to decide how a new delivery system, like
satellite-delivered cable television (and pay cable), would
serve the needs of the market. Cable growth was also
encouraged in July 1980, when the FCC rescinded its rules
regarding syndicated exclusivity and distant signal impor-
tation, which had protected local television stations. In
1993, Congress ended the Copyright Royalty Tribunal and
gave the responsibility for collecting copyright royalties to
the Library of Congress.

Franchising

By the early 1980s, demand for cable delivery was very
strong and it was prevalent across the United States.
Growth was hampered in many cases, however, because
of the franchising process that cable companies had to
follow in order to begin serving an individual market.

Franchising was the means by which a community gave
permission to a company to begin to serve its residents
with cable television. The city council (or a committee
appointed by the city) would publish a request for propos-
als (RFP), weigh the merits of the proposals submitted,
and then vote for the best proposal. The winning cable
company would then be awarded the franchise, giving it
permission to construct a cable system for that city or
region.

Although almost every city and town of any size had
already completed the franchise process by the early
1980s, cable companies were furiously competing for the
right to establish service across the country. The battles
for large markets were particularly intense and at times
somewhat questionable from an ethical perspective.
Since a cable franchise was practically an exclusive right
to build a system in a market, it was very valuable. And
once built, a system could depend on long-term custom-
ers who paid their bills every month; owning a cable
franchise is like owning a utility, such as an electricity
or telephone service. For cable companies and investors,
franchising provided a means to achieve long-term sta-
bility and profitability. The cable companies are guaran-
teed long-term income to offset the high cost of laying
cable throughout the market and building the head end
(i.e., where the incoming television signals were pro-
cessed and then sent out to subscribers). The process of
franchising is both financial and political. It is financial
in terms of the community trying to get the best deal for
itself and its residents. It is political in terms of all of the
public relations and persuasion involved to convince the
city council or committee to accept the proposal written
by the cable company. The competition for a franchise
was often a race to win the hearts and minds of the city
council or committee members. After a time, the focus
shifted a bit from the cable companies trying to write the
best cable franchise proposal to other less than ethical
techniques of persuading council or committee members
to vote for their companies.
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FYI: “Renting a Citizen” for Cable

Some cable companies tried to influence city officials with
attractive stock deals. For instance, in 1982, a Denver councilwoman
received a terrific stock deal from one of the franchise applicants
and observed that the only person she knew who didn't own
cable stock was the coach of her son's little league football team.
(She later discovered that he didn't live in the city of Denver.)

And in Milwaukee in 1982, an applicant for the cable franchise
retained two local political consulting firms: one to help pitch its
case and the other to prevent the first firm from helping any of
the competitors (Hazlett, 1989).

In some cities, council or committee members were
allowed to invest in the companies that submitted pro-
posals. These stock deals were often made more attractive
by low-cost loans from the competing cable companies.
From a business standpoint, the practice made no sense,
except that the person who became an investor also
might have had a critical vote to cast during the franchise
decision process. This practice became known as the rent-
a-citizen part of franchising, and it cast a dubious light
on the ethical behavior of both the cable companies and
the citizens involved in the process.

Another part of the franchising process was the actual
proposal of service for the city. The proposal consisted
of a description of what kind of system would be built,
including the number of channels that would be available
to customers through “basic” and “pay” subscriptions,
the monthly charge for service, the identification of
access channels, and the equipment needed for access
and local origination studios. The proposal also spelled
out service to the schools, local government, fire sta-
tions, and police department; technical capabilities, such
as two-way video and audio; the data services to be pro-
vided; the fees paid to local government; and the time-
table for construction of the system.

Clearly, the number of issues that cable companies had
to address before being granted the franchise was often
quite lengthy. And the detail that was required of these
proposals would seem to indicate that both parties knew
what they were getting. That was not always the case,
however.

After a franchise was awarded, it was sometimes discov-
ered that what had been promised was not actually afford-
able. In the rush to put forward the very best proposal,
companies sometimes promised more than they could
afford or deliver, given what was technologically feasible
at the time. In short, “The attitude of the most aggressive
[cable system] operators was to promise anything to win
the franchise and worry about fulfilling the promises
later” (Parsons & Frieden, 1998, pp. 56-57). A long-time
cable executive described the cable company tactics at the
time by saying, “All of us in the business oversold. . . . The
game was promise the world, get the franchise, and then
go in for franchise renegotiations” (Yutkin, 2002).
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These promises were made with the “Blue Sky” period
of cable development ahead. That was a period in the
1970s and early 1980s, when cable was perceived by
many as a panacea for the delivery of television pro-
grams and improved health care, safety, and education.
It was also expected (and this eventually did occur) that
the iron grip of the big-three networks would be relaxed
as cable provided a more open marketplace for the deliv-
ery of programming and other services.

Although many of the predictions about delivery of
programming materialized, most of the predictions for
other services did not. Many of these shortcomings can
be explained by the fact that the financial model—which
included building the infrastructure of channels for
health care, fire and safety monitoring, and banking—
just did not work. Providing these community services
via cable rarely made it to the testing stage.

After getting the franchise award and putting its basic sys-
tem in place, the cable company often went back to the
city council to discuss the reality of the financial situation.
With a partially built system in place, it was not likely that
another cable company would be willing to come into
town. Also, the technology for providing the promised
services would be just as expensive for another company.
All of the options that the city had at this point seemed to
involve legal fees and perhaps long legal battles.

In the end, the city typically renegotiated to get the cable
system installed and running, abandoning some of the
technological dreams promised during the “Blue Sky”
era. The cable company got its monopolistic franchise,
and the city got a scaled-down but economically viable
cable system.

The Cable Act of 1984

During the 1970s and early 1980s, the FCC continued
to back away from regulating the cable industry. And as
it did, local governments enacted rules to keep the cable
industry in check while the cities and towns benefited.
Somewhat beleaguered with demands from local policy-
makers, the cable industry lobbied the FCC to help pro-
vide a balance between what local governments could
demand and what cable companies could provide.

The result of the lobbying effort was the Cable Com-
munications Policy Act of 1984, an amendment to the
Communications Act of 1934. This act provided a num-
ber of guidelines for the relationship between cable com-
panies and the communities that they served. It included
specific rules regarding the municipality’s control over
rates and programming, the cable companies’ ability to
retain their franchises, and the theft of cable services by
audience members. In addition, the FCC reasserted the
cities’ power to require access channels as part of the
franchise agreement, the anti-cross-ownership philosophy
that prevented broadcast and cable ownership in the
same market, and the protection of subscriber privacy by
requiring disclosure of the use of subscriber information.
With these rules in place, the cable companies could
continue wiring the major markets and thus established
cable as a financially stable major player in electronic

media. The most important part of the 1984 act was the
effective elimination of rate controls, allowing cable to
charge whatever the market would bear and creating cash
flow sufficient to fund new programming ventures. The
subsequent rate abuses also set the stage for reregulation
in the 1992 act.

CABLE SUBSCRIPTION RATES

During the 1990s, after years of consumer complaints
about rates and service, Congress got involved in control-
ling how much cable businesses could charge for their
programming. The Cable Television Consumer Protection
Act of 1992 mandated that the FCC had the power and
the need to control rates for basic cable subscriptions. The
FCC did just that in 1993 by limiting the amount that
cable companies could charge their subscribers, but in
some systems, it also required cable companies to reduce
their rates and refund their subscribers. As a result, cable
lost about one billion dollars in revenue, but perhaps it
was money it shouldn’t have had in the first place.

By the second half of the 1990s, cable was more com-
petitive and subscription fees had stabilized, thus the
need to regulate cable rates had diminished. In 1996,
Congress terminated its rate control over the cable indus-
try, and in 1999, it ended rate regulation. But since then,
cable television rates have increased 45 percent, nearly
three times the rate of inflation. Perhaps regulation is
needed after all.

SIGNAL CARRIAGE VERSUS RETRANSMISSION
CONSENT

The Cable Television Consumer Protection Act of 1992
also set down what broadcast signals cable systems could
or should carry. Cable systems with more than 12 chan-
nels had to reserve channels for all local broadcast sta-
tions. In addition, the broadcast stations were given the
right to negotiate for the use of their signals.

After intense negotiation the big cable companies, or
multiple system operators (MSOs), declared that they
would offer networks a dedicated channel to use for an
additional service. In other words, instead of giving the
broadcasters money for the right to carry the stations
on the system, the cable companies offered to give the
broadcasters an additional channel. Broadcast networks
were now able to create their own cable channels. For
example, NBC started MSNBC, ABC created ESPN2 and
Fox the FX channel.

SATELLITE DELIVERY

As discussed earlier in this chapter, satellite technology
was instrumental in the development of cable. When sat-
ellite distribution of video programs to cable companies
became both technically and economically feasible, the
cable industry grew rapidly. It is somewhat ironic that
satellite delivery posed competition to the cable industry
it helped launch.

Three different types of satellites have been used for
communication purposes:



1. Geosynchronous satellites are parked in an orbit
22,300 miles above the earth’s equator. These sta-
tionary satellites provide services to cable com-
panies and television stations along with direct
broadcast satellite video and audio to homes.

2. Middle-earth orbiters are satellites that travel in a
lower orbit—beneath 22,300 miles but over 1,000
miles above the earth. These nonstationary satellites
are used for voice and data transmission and also
for the global positioning system (GPS) devices,
which have become common in recent years.

3. Low-orbit satellites are nonstationary and travel from
100 to 1,000 miles above the earth. They are used for
personal communication services, such as mobile
phones, Internet access, and video conferencing.

SATELLITE MASTER ANTENNA TELEVISION

SMATV is an acronym for satellite master antenna televi-
sion, which is also known as private cable. Essentially, an
SMATV system is similar to a very small cable system.
SMATV serves one or several adjacent buildings in a part
of a city. The SMATV head end, located on the premises
of the buildings being served, receives the satellite sig-
nals. An SMATV doesn’t require a franchise authoriza-
tion because it is self-contained and on private property,
thus avoiding the right-of-way approval necessary for a
citywide system.

SMATV systems are commonly used by apartment build-
ings and housing complexes, large hotels and resorts,
and hospitals. In addition to providing video program-
ming, some systems also offer Internet access and other
telecommunication services.

SATELLITE TELEVISION

The same technology that allows point-to-multipoint
video program distribution from satellite channels to
cable systems, also allows program distribution directly
to audience homes. Satellite technology was first avail-
able in 1972 when HBO began sending its signal to
cable companies throughout the United States. But it
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FIG. 4.2 This picture shows both an older C-band satellite receiving dish
and a newer DBS dish mounted below it on the same mast. The DBS dish
is about one tenth the size of the C-band dish above it. Photo courtesy
iStockphoto. ©tomnackid, image #2687905.
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FYI: Westwood One

Westwood One, a radio syndication company started by Norm
Pattiz, acquired the Mutual Broadcast System in 1980 and sought
a distribution system to provide programming to member
stations. Until that time, syndicated radio programs had usually
been supplied on tape or LP (i.e,, vinyl records). Radio networks
were still considered wired and supplied programming via
phone line. The networks began to consider delivery via satellite
after observing the success of HBO and superstations. And so
Westwood One began to distribute programs to its Mutual
Broadcast System affiliates via satellite.

Westwood One now serves more than 5,000 radio and 170 TV
stations in the United States providing over 150 news, sports, music
and talk and entertainment programs and features and live events
to numerous media partners. Through its Metro Traffic business,
Westwood One provides traffic reporting and local news, sports and
weather to approximately 2,300 radio and TV stations. Westwood
One also provides digital and other cross-promotion delivery of its
network and Metro content. Westwood One includes CBS Radio
News, CNNRadio, NBC News Radio, MTV, VH1, CMT, and BET radio.

For more about this syndicator, go to www.westwoodone.com.

Career Tracks: Norm Pattiz, Chairman, Board
of Directors, Westwood One

What is your job? What do you do?

| am Chairman of the Board and Executive
Producer of Entertainment Programming
for Westwood One.

How long have you been doing this
job?

Since | founded the company in 1976.

What was your first job in electronic media?

| was a sales rep and eventually sales manager of KCOP-TV in
Los Angeles.

What led you to the job?

| was working at an advertising agency that placed a high vol-
ume of television and radio advertising. The station reps wore
the best suits, drove the nicest cars, had expense accounts
to go to the best restaurants, and worked in a very exciting
industry.

What advice do you have for students who might want a
job like yours?

Take every opportunity you can to become familiar with
the media that you wish to become a part of. Get inside the
door. Internships, volunteer work, campus stations, entry-level
positions—anything to become part of the enterprise. And
one more thing: Read the “trades.” Industry trade papers are an
excellent way to find out what’s going on, who the players are,
what trends exist, and where the opportunities are within the
industry.
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was mostly used by cable companies to downlink pro-
grams rather than by individual households.

Early technology required a large receiving dish, 8 to 15
feet across, to receive the satellite signals. The equipment
was costly and a large space was needed to install it.
The receiving dish was large because its size was directly
related to the power of the transponders and the fre-
quency at which the signal was sent. The C band—the
space in the electromagnetic spectrum used by these
communication satellites—required a large dish to best
receive the signals. During the early years of satellite tele-
vision (late 1970s to the early 1990s), satellite owners
were generally affluent and lived in rural areas or other
places that were not serviced by a cable company.

Large satellite television dishes became increasingly
uncommon in the 1980s and by the 1990s were used
very infrequently. The early satellite program providers
could not compete with cable and multichannel multipoint
distribution systems (MMDSs). But a way of delivering a
direct broadcast satellite (DBS) system to subscribers that
would compete with cable was being developed.

Success came in 1994 with DirecTV, a subsidiary of
General Motors owned by Hughes Electronics. DirecTV's
first competitor, the DISH Network, was launched in
1996. Although the cost of DBS to consumers was
slightly higher than that of cable, it offered about 150
channels of high-quality television—often, more than
twice what cable offered. In some locations DBS compa-
nies provided channels that were not offered by the local
cable system. Moreover, the signal was excellent, because
it was transmitted digitally to a small 18-inch dish, and
then converted to analog for analog television sets. The
biggest downside to DBS was the complex installation
necessary to begin the service, but the installation cost
was often included in the initial fee required to start the
service.

Another disadvantage of DBS was that until 1999, it
was not allowed to provide the local broadcast stations
to individual subscribing homes. This forced subscrib-
ers who really wanted local programming, such as eve-
ning newscasts, either to subscribe to cable or to capture
over-air signals with an antenna in addition to their
DBS service. For many consumers, this was not accept-
able. Paying for both cable and DBS was expensive and
involved paying for quite a bit of program duplication.
Also, very few people wanted to switch to an antenna
while viewing just to see the local news or other pro-
grams. This problem was rectified in 1999, when the
Satellite Home Viewers Act (SHVA) mandated that local
broadcast signals be carried on DBS.

To date, there have been two major players in the DBS
business: DirecTV and the DISH Network. These two
companies have been fighting for subscribers against
each other and against cable. In March 2002, DirecTV
and DISH Network proposed to the FCC that they merge
and create one national provider of DBS service. The
government rejected the merger idea, however, preferring
to maintain two providers that could compete with each
other and give the audience a choice.

SATELLITE RADIO

Satellites also have been used to distribute radio pro-
gramming. Since the early 1980s, when radio became a
medium of formats rather than programs, consultants and
programming services have been providing stations with
preprogrammed content in two categories: individual syn-
dicated programs and features and all-day-format services.

Well before satellites were used to distribute program-
ming, radio stations received a variety of electronic tran-
scriptions, or recordings that provided programming to
stations. They came from companies like Drake-Chenault®
who would provide recordings for a week or month of
programming. The station played the recordings and
added local station identification messages, commercials,
weather, and so on to ensure that the listeners felt that the
station was still local and not just a recording sent from a
distant place.
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FIG. 4.3 Growth of DBS. For more information about satellite television,
go to the Satellite Broadcasters Association’s web site: www.sbca.com.
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For a diagram showing satellite radio (including repeaters),
go to the companion web site for this book, http://booksite
focalpress.com/companion/medoff. For more about satellite
radio, go to www.sirius.com.

At first, the recordings came through the mail in the
form of records or tapes. The program content was
mostly music of a particular format, such as Country and
Western or Top 40. Many individual programs, like syn-
dicated talk or music countdown shows (e.g., American
Top 40, now known as AT40), were also syndicated.
Some services allowed a local announcer to act as a disc
jockey, but in fact, the DJ had little or no control over
the programming content.

Later, these services switched to satellites for distribution
of their programming (see above inset about Westwood
One). Doing so allowed one programming (or syndi-
cation) center to simultaneously supply many stations
with programming content.

In 2001, XM Satellite Radio successfully began a radio
service that sends a satellite signal to cars and homes



equipped with special satellite receivers. XM was formed
with the help of investors from automobile manufactur-
ing, broadcast radio, and satellite broadcasting, namely,
General Motors, American Honda, Clear Channel (the
nation’s largest radio group), and DirecTV. The advan-
tages of satellite radio are the clear signal, the ability of
the signal to be received nationwide with the listener,
and the antenna is small. XM subscribers received over
200 channels of music, news, sports, and children’s pro-
gramming directly to homes and cars. In addition to
satellites, XM had small terrestrial transmitters called
repeaters that augmented the satellite signal to ensure
that listeners in big cities could get the signal when the
satellite signal was blocked by large buildings.

XM'’s only competitor, Sirius Satellite Radio, also entered
the market in 2001. The only big difference between the
services was that Sirius used three satellites, whereas XM
used two. Sirius also provided hundreds of channels
of audio service, including commercial-free music and
news, sports, talk, and children’s programming.

Although these companies touted satellite radio as the
service that will change radio the way satellite-distributed
cable services changed television, satellite radio got off to
a slow start. Auto manufacturers didn’t begin to install
satellite radio capable receivers in new cars until 2003.
All other cars had to be retrofitted with a new receiver or
adaptor of some sort to receive the signal. Also, listeners
had to subscribe to the service before they were able to
receive it.

Slow subscriber rates led to the merger of Sirius and XM
in 2008. The combined company is now known as Sirius
XM Radio.

Satellite radio has not become the major competitor to
local broadcast radio as many feared. It could be because
satellite radio, as with DBS satellite television in its first
five years, does not offer local stations in its lineup of
channels. The absence of local radio, as a weakness of
satellite radio, demonstrates the strength of local broad-
cast radio. Perhaps listeners rely on broadcast stations for
local information more so than for selection of music.

POINT-TO-POINT OR ONE-TO-ONE
COMMUNICATION

With the invention of the telephone in 1876, the elec-
tronic delivery of personal media became part of
Americans’ lives. Since that time, we have become more
and more dependent on electronic point-to-point or
one-to-one communication in our everyday lives. Almost
everyone in the United States has access to at least one
telephone line.

By the 1980s, our use of the telephone had grown
beyond real-time, point-to-point communication. We
were also sending faxes via telephone lines and even
attaching answering machines to them to record the
voice messages of people trying to contact us. Answering
machines became message centers and freed us from the
confines of home. We no longer had to wait around for
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an important call; the caller could simply leave a mes-
sage. Sometimes, we even preferred to leave a message,
rather than talk to someone. We also discovered that we
could screen calls so as to know who was calling or hear
his or her message without having to answer. We could
also conduct business by providing an informative out-
going message: “If you're calling about the red Toyota,
sorry, it's already been sold.” Or we could be funny: “If
your call is about good news or money, leave a message.
If not, send me a letter.” This flexible use of telephone
delivery for more than just real-time talking opened the
door to other types of phones and even other uses.

CELL PHONES

By the mid-1990s, cell phones were gaining in popu-
larity. Most people know what cell phones are, but not
everyone knows how they were developed or how they
work. As with many new communication devices, we
tend to think of the cell phone as a recent invention. But
interestingly, one of the first prototypes was developed in
1947 as a way to communicate from cars. This innova-
tion was limited, however, because the FCC regulations
allowed only 23 simultaneous conversations in the same
geographical area.

Initially, the cost of making cell phones was too high for
most consumers. And because of the FCC's apathy in rel-
egating airwave usage for wireless one-to-one communi-
cation, the introduction of wireless phones to the public
was further delayed. Then in 1978, AT&T and Bell Labs
introduced a cellular system and held general consumer
trials in Chicago. Within a few years, other companies
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FIG. 4.4 Since 1999, the number of cell phone subscribers has risen
dramatically. Although numbers vary from different sources for the total
number of subscribers, CTIA, the International Association for the Wireless
Telecommunications Industry, states that almost 90 percent of the U.S.
population has a wireless phone. Interestingly, 20 percent of households
in the United States have no landline phone.
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FIG. 4.5A & 4.5B Cell phones have
changed dramatically from the one
on the left. That first phone used
analog transmission, was heavy, and
performed one function: it made
and received calls. Newer smart-
phones use digital transmission
and can perform many functions,
including receiving calls, sending
and receiving text, picture and video
messages, playing and storing music,
surfing the Internet, receiving radio
and television signals, game playing,
and picture and video recording.
Smartphones have replaced PDAs
(personal digital assistants) and can
also perform many of the functions
of laptop computers. Photo courtesy
iStockphoto.  ©KarenMower,  image
#7400189. Courtesy Natalie Michele.

(A) (B)

were also testing cellular systems and pressuring the FCC
to authorize commercial cellular services.

The first portable or mobile telephone units, called trans-
portables or luggables, were big and heavy but appropriate
for some applications. Cell phones were commercially
available starting in 1984. There were 5.3 million cell
phone subscribers by 1990.

ZOOMIN 4.4

Go to the companion web site for this text, http://booksite
focalpress.com/companion/medoff for a description of how
cell phones work.

By May 2002, more than 135 million Americans were
cell phone customers—18 times the number of users
in 1992. American teens constituted 32 million of the
135 million consumers, and spent $172 billion on cell
phones and accessories in 2001. The number of cell
phone users reached 262 million in 2008.

In July 2002, the Bush administration allotted more
radio spectrum for the use of wireless communication
services. The U.S. Commerce Department’s National
Telecommunications and Information Administration
are working closely with the FCC and industry to make
more spectrum space available by the end of 2010 in
order to continue to meet American consumers’ wireless
voice and data communication needs.

The term mobile telephone has given way to the more famil-
iar cellular or cell phone. Mobile describes how it’s used, and
cellular describes how it works. A cell phone is really a type
of two-way radio. Basically, a city or county is divided into
smaller areas called cells, usually a few miles in radius.
Each cell contains a low-powered radio transmitting/

receiving tower that covers the cell area. Collectively, the
cell towers provide coverage to the entire larger area, be
it a city or county or some other region. The size of each
cell varies according to geographic terrain, number of cell
phone users, demand, and other criteria.

When you make a call, it's picked up by the cell tower
and transmitted over an assigned radio frequency. When
you move out of the cell while still talking, a switching
mechanism transfers your call from that cell to a new cell
area and to the corresponding radio frequency. Most of
the time, you won't notice the switch, but sometimes, as
you travel from one cell area to another, your call may be
dropped because of spotty (or “hit and miss”) coverage.

According to the International Telecommunication
Union—an international organization within the United
Nations through which governments and the private
sector coordinate global telecommunication networks
and services—the number of U.S. landline phones has
dropped by almost 18 million between 2003 and 2008.
This trend should be watched closely, because wide-
spread dropping of landline telephones shifts many dol-
lars toward the cell phone service providers and away
from the regional Bell operating companies (RBOCs)
that do not have a big role in cell phone service. This
trend has less of an impact on Verizon and AT&T, which
have both landline customers and cell phone customers.

SEE IT NOW

CABLE

The number of households that subscribe to cable has
dropped slightly in the last decade, mostly because of
competition from satellite delivery and the Internet. As
of 2010, it seems that an increasing number of people
find their programming on the Internet through both



paid sources (e.g., iTunes), free sources that are legal
(e.g., Hulu.com, YouTube, Joost), and many sources
that allow illegal downloading (e.g., BitTorrent). Cable
has about 63 million subscribers; the satellite and tele-
communication companies have about 35 million sub-
scribers. Obviously, the competition is taking some of
the multichannel program delivery business from cable.
Cable does have about 40 million subscribers to broad-
band Internet service, which continues to support the
presence of cable in subscriber's homes. Because cable
broadband service is often the best alternative for high
speed Internet delivery, it supports the marketing of
cable’s “triple play”: multichannel TV programming,
digital telephone service (VoIP, or Voice over Internet
Protocol), and Internet service.

RETRANSMISSION FEES

Retransmission fees have now become a significant rev-
enue stream for television broadcasters. In 2008, over
$500 million was paid to broadcasters for use of their
signal by the cable and satellite industry. This figure has
grown quickly and should reach over $1.2 billion dol-
lars by 2011, with satellite television contributing slightly
more than 50 percent of this figure and cable contribut-
ing a bit less than 50 percent. The payments are equal to
about 25 cents per subscriber per month.

TECHNOLOGY

About 7,700 cable systems are now in operation across
the United States, and many of these are now capable of
digital signal transmission. The advantage of the digital
signal in cable is that it can be compressed, allowing
more than one signal to be sent out in the space previ-
ously required for one analog television signal. This pro-
cess is called multiplexing.

Besides adding more channels to the system, another
advantage of digital cable is that it provides interactiv-
ity, which allows subscribers to send signals back to the

FYI: Cable Subscriptions

The following table shows the number in millions of basic video
subscribers to cable television in the United States:

2009 62.6 2001 66.9
2008 63.7 2000 66.6
2007 64.9 1995 61.6
2006 654 1990 517
2005 654 1985 36.7
2004 654 1980 18.1
2003 66.0 1975 20
2002 66.1

Source: National Cable Television Association.
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cable head end to order video on demand (VOD) pro-
grams. With VOD subscribers can select programs and
movies and have them transmitted immediately upon
ordering.

CONSOLIDATION AND INTEGRATION

As of 2010, the top four MSOs—Comcast, Time Warner,
Cox Communications, and Charter Communications —
have almost three quarters (47 million of about 63
million) of cable subscribers, with Comcast Cable
Communications and Time Warner Cable controlling 36
million of them. Clearly, the cable industry has become
an oligopoly: a market environment controlled by a
small number of companies, with the majority of the
business in the hands of a few companies.

The owners of cable companies don't own just cable
companies. In addition, they often own companies
that own other mass media providers and even non-
media properties. For example, in addition to owning
Time, Fortune, and People magazines, Time Warner owns
the Warner Bros. film studio, New Line Cinema (a film-
producing company), HBO, and Turner Broadcasting
(Superstation WTBS, CNN, TBS).

FYI: Typical Channel Lineup

In 1984, Group W Cable (Westinghouse's cable division) offered
the following channels to its Eugene/Springfield, Oregon,
subscribers:

Channel Service

2 TNN (the Nashville Channel)

3 CNN

4 KOZY (Local origination)

5 ESPN

6 KMTR (NBC Affiliate)

7 KOAC (PBS Affiliate)

8 KVAL (CBS Affiliate)

9 Time and public service announcements
10 KEZI (ABC Affiliate)

11 C-SPAN/Local access

12 KPTV (Independent brought in from Portland)
13 Classified ads

At the time, some 20 years ago, this was a typical cable channel
lineup. Some premium channels were also available, requiring a
set-top converter. Group W's basic service cost less than $7 per

month in early 1984, but was raised to over $10 during the year.

The table below shows a typical lineup for cable channels in 2010.
This complex list of offerings allows the cable company to have a
complicated pricing structure that includes basic service, digital
basic service, premium service, HD service, and a music service.
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Typical Cable Channel Lineup, 2010

BASIC SERVICE 58  Fox Sports AZ 149  Fox Soccer Channel 451 The Movie Channel E 750  Fox News HD

2 KNAZ (NBC) Flagstaff (2) 59  College & University 2 150 Fox Sports Espanol 452 The Movie Channel XtraW 751 CNN HD

3 KTVK (IND) Phoenix (3) 60  Animal Planet 151  Fox Movies (FX Movies) 453  The Movie Channel Xtra E 755 HBOHD

4 College & University 1 62  HSN 153 IFC PPV SERVICE 760 Cinemax HD

5 KPHO (CBS) Phoenix (5) 63  G4-TechTV 154 Chiller 765 Showtime HD

6 USA 64  Cartoon Network 160 MTV2 201_inDemand | 770 The Movie Channel HD
7 KUTP(MY 45) Phoenix 65 HGTV 161  MTVHITS 202_inDemand 2 775 Starzl HD

8 KAET(PBS) Phoenix (8) 66 KASW (CW) Phoenix (61) 162 VHI Classic Rock 203_inDemand 3 780 Encore HD

10 KSAZ(FOX) Phoenix (10) 67  Discovery Health 163 CMT Pure Country 204_inDemand 4

11 KNXV(ABC) Phoenix (15) 70  FX 164 VHI Soul 220 Jenna HDTIER

12 KPNX(NBO) Phoenix (12) 1 our 551 Fresh 796 HD Theater

13 KFPH(Telefutura) Flagstaff (13) 72 Bravo PREMIUM SERVICE 22 >Pcetcess 197 Universal D

14 TNT 73 National Geographic 201_Encore W HDTV SERVICE MUSIC SERVICE
15  Weather Channel 80 TV Guide 202 Encore E 700 Home Cinema HD 901  Beautiful Instrumentals
16 Disney 81  truTV 203 Encore Action W 703 KTVKHD (Ind) 902 Jazz Vocal Blends
17 CNN 89  C-SPAN 204 Encore Action E 705 KPHO HD (CBS) 903 Hottest Hits

18 CNNHN 90  C-SPAN2 205 Encore Love StoriesW 706 KASW HD (CW) 904 Modern Country
19  Lifetime Movie Network 99  Fox Sports Radio 1650 AM Flag. 206 Encore Love Stories E 708 KAET HD (PBS) 905 Alternative

20 ABC Familly 207 Encore Mysteries W 709  KUTP HD (MY 45) 906  Adult Contemporary
21 TBN (Trinity) DIGITAL BASIC SERVICE 503 £ncore Mysteries E 710 KSAZ HD (FOX) 907  Lite Classical

22 GAC 101 Discovery-Science 209 Encore Drama W 711 KNXV HD (ABC) 908 Rockn’Roll Oldies
23 Nickelodeon W 102 Planet Green 210 Encore Drama E 712 KPNX HD (NBC) 909  Classic Rock

24 Spike 103 Investigation Discovery 211 Encore Westerns W 718 ESPNews HD 910 Urban Beat

25 ESPN 104 Military Channel 212 Encore Westerns E 719 ESPNU HD 911 Coffeehouse Rock
26 ESPN2 106 Discovery-Kids 250 Starzl W 720 ESPNHD 912 Dance

27 ESPN Classic 107 NickJr. 251 Starzl E 721 ESPN2HD 913 Contemporary Christian
28 MSNBC 108 TeenNick 252 Starz! Edge 722 FSNAZHD 914 Album Rock

29  Lifetime 109 Nicktoons 253 Starzl Edge 2 723 Speed HD 915 Hard Rock

30  KAZT (IND) Prescott (7) 110 Disney XD 254 Starzin Black 724 Golf HD 916  80's Hits

31 History Channel 120 Biography Channel 301 HBOW 725 VERSUS HD 917 70's Hits

32 A&E 121 History Ch. International 302 HBOE 730 Bravo HD 918 ClassicR&B

33 KTVW (Univision) Phoenix (33) 122 BBC America 305 HBO Family W 731 MTVHD 919 Traditional Country
34 Discovery 125 Soap Net 306 HBO Family E 732 National Geographic HD 920  Soft Hits

35 TLC 130  Game Show 307 HBO2W (Plus) 733 Comedy Central HD 921  Retro Disco

36 Fox News 131 Style 308 HBO 2E (Plus) 734 FXHD 922 Groove Lounge

37  CNBC 132 Oxygen 309 HBO Signature W 735 TNTHD 923 Big Band Swing

38  Speed 133 WE (Women's Entertainment) 310 HBO Signature E 736 USAHD 924 Smooth Jazz

39  KTAZ Telemundo (39) 134 Fine Living 350 Cinemax W 737 HGTVHD 925 New Age

44 AMC 135 DIY 351 Cinemax E 738 Food Network HD 926 Holidays & Happenings
45 TCM 137 Hallmark 353 More Max W 739  Lifetime HD 927  Great Standards

47 Comedy Central 139 FUEL 354  More Max E 740  Lifetime Movie Network HD 928  Malt Shop Oldies
48 MTV 140 ESPNews 401 Showtime W 741 Travel Channel HD 929 Reggae

49 VHI 141 Golf Channel 402 Showtime E 742 A&E HD 930 Children's

50 E 142 Versus 403 Showtime Too W 743 History Channel HD

51 QvC 143 Speed Channel 404 Showtime Too E 744 EIHD

52 Syfy 144 ESPNU 405 Showtime Showcase W 745  Syfy HD

53  Food Network 145  Bloomberg 406  Showtime Showcase E 746 TBS HD

54 TBS 146 Fox Sports Atlantic 407 Showtime Extreme W 747  Spike HD

56  The Travel Channel 147  Fox Sports Central 408 Showtime Extreme E 748  Disney HD

57 TVland 148 Fox Sports Pacific 450 The Movie ChannelW 749  ABC Family HD




The advantage for a company to own cable systems,
broadcast stations, cable channels, production compa-
nies, and film companies is that they are able to provide
their own content for their electronic media outlets. This
controlling of production and distribution is known as
vertical integration, and it presents both an opportunity
and a cause for concern. A company can provide its own
programs for a cable channel on its own systems. And
by having guaranteed space on a cable system, the com-
pany can be assured that the programs will air and that it
will at least recover some of its initial investment through
advertising. Independent program providers, on the other
hand, have no such guarantee and are therefore less likely
to take creative chances with their programs. What's more,
a large company may produce a hit program and restrict
its distribution by carrying it only on its own systems.

ZOOMIN 4.5

MSOs have become gigantic, multiple-business companies
with holdings in media and other businesses. To learn more
about the cable giant Comcast, go to www.comcast.com. To
get an idea about how diversified Time Warner is and how
broad its influence can be, go to www.timewarner.com and
click on About Us, then click on Our Company. This company
is concerned not only with the delivery of entertainment and
information, but also with its creation and production.

MSOs have responded to the criticism of vertical inte-
gration by stating that because some airings and income
are guaranteed for their new programs and services, they
are more likely to take chances and produce programs
for smaller audiences, as is the case with channels like
BET (Black Entertainment Television) and Discovery.
This response has been met with skepticism, however.
Many believe that the large MSOs are relying on what
has worked in the past, rather than taking creative risks.
Generally, it is left to the smaller, independent media
companies to take the creative and financial risks.

The FCC, however, is keeping an eye on vertical integra-
tion. For example, it is trying to keep the unethical use of
the power of vertical integration in check by preventing
a cable system from having more than 40 percent of its
first 75 channels occupied by cable channels and other
services that are owned (at least in part) by the cable sys-
tem or its parent company.

Vertical integration is also subject to concerns that when
a few companies dominate the creation, production
and distribution of content, diversity is squelched. In
other words, only a few voices are heard and the range
of information, viewpoints, and opinion is limited.
The cable companies have countered by asserting that
they provide a large and diverse selection of content,
and that through economies of scale they can afford
to provide better services to customers and the finan-
cial security that media outlets need to stay in business.
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Regardless of the public’s or the FCC'’s criticisms, it seems
likely that consolidation in the industry will continue
until just a few giant companies are left in the cable
business.

SATELLITE

The two satellite TV companies, DISH Network and
DirectTV, continue to battle each other and the cable and
telecommunications companies for subscribers. Satellite
companies have a disadvantage in that they cannot offer
the “triple play” (telephone, Internet service, and TV)
offered by cable and telephone companies. Their attempt
to merge was rejected by the government, so for the time
being, at least, consumers will continue to have a choice
of two providers.

Satellite companies are continually looking for ways to
increase their revenue. They are offering upgrades to HD
receivers that include one or more DVRs with large stor-
age capability. And consumers can pay to use receivers
that can be controlled remotely from a computer or web-
enabled phone.

ONE TO ONE

Not all electronic communication follows the one-to-
many model. The use of electronic point-to-point or
one-to-one communication for both pleasure and busi-
ness has skyrocketed. People expect to communicate
with others easily, quickly, and from any location.

Pagers provided a one-way version with some alphanu-
meric messaging. But when digital cell phones became
relatively cheap, versatile, and dependable in the late
1990s, pagers became nearly obsolete and cell phones
have taken over. It is estimated that there are about 280
million cell phone users in 2010.

Cell phone use got a boost when the FCC ruled in late
2003 that landline phone users could keep their current
number when switching to a cell phone. It also allowed
customers with cell phones to drop one service but keep
their number when switching to a different service.
Being able to keep the same phone number reduced the
worry about missing calls made to an old number and
led some people to drop their landline in favor of a cell
phone. Phone numbers are now tied to a person rather
than to a location-based telephone.

Currently the trend in cell phones is toward “smart-
phones.” The industry-leading models of Blackberrys
and iPhones combine all of the common cell phone
functions with a blend of functions that were previously
found only on computers. Checking email or surfing the
web via these cell phones is now commonplace, facili-
tated by “qwerty” keyboards similar in function and lay-
out (but not size) to computer keyboards. In addition,
thousands of applications (apps) can be added to smart-
phones. The apps can turn cell phones into an MP3
player, video playback monitor, TV set, game console
and GPS travel guide. The division between a smart cell
phone and a miniature computer is becoming blurry.
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SEEIT LATER

CABLE DELIVERY

Cable subscriptions peaked in 2001 when it had almost 67
million subscribers. In 2010, there were about 63 million
subscribers and the number is expected to continue to
drop in the future. Despite this decline, cable is still a prof-
itable business. Almost all of those millions of household
are paying their cable TV bill each month, and in about 40
million of those households, that monthly bill includes
broadband Internet service. So although there are fewer
cable television subscribers, the financial loss is made up
for with fees for Internet service.

The cable television industry is becoming a strong force
in multichannel program delivery. Although there is
some churn or turnover among subscribers, the figures
have been declining slowly, despite competition from
satellite television.

Cable companies are upgrading their systems from analog
to digital and using fiber-optic cable to carry signals into
homes. The upgraded systems allow more channel capacity
(basic channels, premium channels and packages, and pay-
per-view), which entices new subscribers. Cable companies
are also heavily promoting their “triple play” package that
includes Internet access through their cable modems and
digital telephone service, in addition to television program-
ming. The goal is to give people more reasons to subscribe
to cable and fewer reasons to subscribe to satellite TV.

FYI: Video Program Distributors

Top 10 Multichannel Video Program Distributors

1. Comcast Corporation 23.8 million subscribers

2. DirectTV 184 million subscribers
3. DISH Network 13.8 million subscribers
4. Time Warner Cable 12.9 million subscribers
5. Cox Communications 5.2 million subscribers
6. Charter Communications 4.9 million subscribers
7. Cablevision Systems 3.1 million subscribers
8. Verizon Communications 2.7 million subscribers
9. Bright House Networks 2.3 million subscribers
10. AT&T 1.8 million subscribers
SATELLITE DELIVERY
TELEVISION

DBS companies DirecTV and EchoStar/DISH Network
continue to attract customers by offering an alternative to
cable. By keeping pricing low and the quality of program
reception high, DBS has pulled subscribers from cable

and enticed younger adults who are just starting their
own households to satellite delivery. DBS services also
lure subscribers by offering a digital video recorder, and
a combination telephone/television package. By spicing
up their offerings DBS companies can market themselves
in direct competition with cable and telephone compa-
nies instead of as an alternative way to receive television.

ZOOMIN 4.6

Go to this text’s companion web site, http://booksite.focalpress
.com/companion/medoff for a diagram of an SMATV system.

Even as satellite delivery becomes more popular it still
faces the challenges of making itself more user friendly.
For example, although the receivers provide high-qual-
ity reception and recording, the user interface is, at best,
a bit clumsy. Additionally, the remotes are tricky to use
and sometimes difficult to read without proper lighting.
Searching for specific programs is slow and often frus-
trating. Improvements are being made but might still fall
short of computer interfaces that are easily controlled by
a keyboard and mouse, which are familiar to most users.
When TV sets are fully Internet-capable and television
programming is readily available on the Internet, sub-
scribers will probably drop their subscriptions to cable
and satellite and just use the Internet to get their TV
programs. The computer keyboard and mouse interface
is better suited for Internet television than the compli-
cated remotes offered by cable and satellite companies.
Although it is common for people to pay $100 or more
per month for cable or satellite services, many subscrib-
ers are saving money by dropping the middleman and
using their computers or Internet-capable TV to receive
programs directly. Dropping a subscription to cable
or satellite might become as common as dropping the
daily delivery of the newspaper has been for the past ten
years. People don't want to pay for a costly subscription
to a newspaper when they could get news from reliable
sources on the Internet for free. The same changes might
occur in the satellite TV program industry.

RADIO

As mentioned above, Sirius and XM merged to keep sat-
ellite radio alive. Satellite radio is still a relatively young
medium and bears the burden of proving itself to the
electronic media audience. Although most households are
willing to pay for a subscription to cable or satellite televi-
sion, this isn't true for satellite radio. Part of the problem
is with the dedicated receivers that are required for the
service. These receivers only work for satellite radio unlike
computers, smartphones, or audio/video handheld play-
ers which, when connected to the Internet, can provide a
variety of entertainment and information sources.

By expanding the variety of places the audience can
receive the service, the subscription base for satel-
lite radio could increase. The merger of XM and Sirius
demonstrates the difficult competitive environment



the two companies faced. Until the economy strength-
ens, satellite radio will probably continue to perform
below expectations because in a weak economy, free
radio and self-programmed MP3 players are attractive
alternatives to paying for satellite radio. With a finan-
cial boost from Liberty Entertainment, Sirius XM has
been able to stay in business. Some say that Sirius XM
should drop the satellite business and just provide audio
programming online. Although this move would cer-
tainly decrease expenses for company, it would lose the
ability to provide interruption-free radio service to cars,
which has been the main competitive advantage it has
maintained over terrestrial radio.

POINT-TO-POINT OR ONE-TO-ONE
COMMUNICATION

Technological innovation is occurring rapidly in the cell
phone arena. The next generation of cell phones will let
users more easily take digital pictures; surf the web; send
instant messages; play games; access email; and down-
load images, programs, and ringtones from the Internet.
These phones also will have high-quality color screens,
touch screens, and better voice-activated dialing.

Cell phones will continue to show strong growth as their
versatility, ease of use, and competitive prices encourage
more customers to go wireless. Yet despite the popular-
ity of cell phones in this country, the United States lags
behind some countries in Asia and Europe, which have
penetration rates as high as 85 percent.

The new capabilities of cell phones may bring some legal
and ethical problems, as well. The managers of athletic
clubs and other facilities with locker rooms worry about
lawsuits stemming from cell phone picture taking. Also,
some cell phone users take advantage of this picture-
taking feature to take snapshots of pages from magazines
and books so they don’t have to buy them. But cell phones
may also provide individuals with more security. In Japan,
a young female store clerk used a cell phone to take a digi-
tal picture of a man who had fondled her on a commuter
train. She then called the police and sent them the picture,
leading to the prompt arrest of the perpetrator.

A trend that is strengthening is the convergence of vari-
ous data and voice networks. Worldwide telephone,
cable TV, wireless communication, and computer data
networks are becoming less of a standalone system; that
is, they are converging into a powerful unified network
based on the Internet protocol packet-switching system,
which is versatile and can transmit any kind of informa-
tion quickly and at low cost.

Rather than having people make calls to verify transac-
tions, place orders, or move money from businesses to
banks and so on, computers are doing it over high-speed
broadband wires. And as the amount of information
transferred continues to grow, the need for more band-
width will grow, as well. This need will lead companies in
this industry, such as AT&T and Sprint, to seek better ways
of moving information from point to point. One method
of accomplishing this will be by building and utilizing a
fiber-optic network. Fiber-optic wires are capable of trans-
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ferring more information than either telephone wires or
cable.

As is the case for other delivery systems, telecommuni-
cations companies will continue to consolidate. Mergers
such as the one between Cingular and AT&T in 2004
have formed huge companies, leading this part of the
industry to an oligopoly similar to those in the cable and
satellite industries.

INTERNET DELIVERY

The delivery of radio and audio services via the Internet
will continue to grow, supported by faster connections,
improved compression, and less bandwidth needed per
service. Program providers like the broadcast networks,
cable channels, and even some independent production
houses now realize that using the Internet for delivery of
their products is technically viable. The broadcast net-
works are driving audiences to their web sites to encour-
age the audience to view episodes of their favorite shows.

Consumer use of Wi-Fi is growing daily. Restaurants, cof-
fee shops, hotels, and universities are just some of the
places that are providing wireless Internet service for
their customers and students. Data transfer speeds are
increasing and connecting is easy. Laptops, smartphones,
netbooks, and Wi-Fi-enabled devices like the iPad are
used to connect to the Internet without the annoyance
of wires. When Wi-Fi or similar wireless technology can
provide an Internet connection to a moving car, a new
era of radio program delivery will begin.

Since the changeover to digital broadcasting, viewers have
been exposed to the capabilities and advantages of digital
television. Some television manufacturers are tapping into
consumer demand by marketing television sets with built-
in Internet capabilities. These factors may converge in a
very powerful change: Consumers may wonder if the cable
and satellite companies are necessary if viewers can get their
favorite programs and movies directly from the Internet.
As mentioned above, many young viewers have given up
their expensive cable or satellite subscriptions and now use
an Internet connection, their computers, and a flat screen
monitor to provide them with their video entertainment.
If this trend continues, it will signal the need for cable and
satellite companies to rethink their business model. They
may need to sell subscriptions to viewers who access their
channels via the Internet instead of cable or satellite. The
reality that many young people are able to find their favor-
ite programs and movies online without cost through peer-
to-peer content sharing sites may make this changeover to a
new business model a difficult one.

Looming on the horizon is the business of using the
Internet and Wi-Fi to make phone calls. The quality of
transmission of phone calls using the Internet is improving,
and momentum is building for VoIP. The cell phone users
may find that Internet calls (as in Skype calls) are easy and
good enough to allow them to drop Verizon, AT&T, Sprint,
T-Mobile, or whatever carrier and just get a Wi-Fi phone.

All of these changes in technology are leading to new ways
of acquiring content and communicating with each other.
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As technological changes lead to social changes, social
changes lead to behavioral changes (such as dropping
the landline and keeping the cell phone). As we change
the way and types of media we use, industries will have to
change their business models if they want to survive.

SUMMARY

Audience members don't pay much attention to deliv-
ery systems, except when selecting a service or paying
the monthly bill. For most of the audience, television
is television whether it comes from broadcast, cable, or
satellite.

Electronic media delivery systems deliver both entertain-
ment and information to mass audiences. These systems
are broadcasting, cable, satellite, and satellite master
antenna systems. Other systems, like cell phones and
data services, deliver content to individuals using a one-
to-one model and usually do not deliver entertainment.
Cell phones have the capability to deliver mobile TV and
receive over-the-air radio.

Cable television started out in the late 1940s as a small-
time system to help reach audiences that could not be
reached by regular terrestrial broadcasting. Strong growth
began in the mid-1970s, when cable systems began to
use communication satellites to receive programming
from all over the country and also began to develop their
own programming through national cable channels, pay
channels, local origination, and pay-per-view. The cable
industry is now switching from analog to digital signal
transmission. Digital cable has a larger channel capac-
ity than analog and doesn't involve stringing additional
wires to homes. The industry has consolidated and is
now an oligopoly, such that a very few MSOs have large
numbers of subscribers.

The satellite television industry started with much the
same mission as early cable: to reach audiences that
could not be reached by other systems. In the mid-1990s,
two companies, DirectTV and EchoStar/DISH Network,
began to market satellite services that provide a digital
signal that can be received by a small dish. These services
provide many signals for a cost competitive with cable
service. From the late 1990s until now, satellite-delivered
television has grown steadily.

An important trend in delivery systems is vertical integra-
tion. Large media companies now own networks, televi-
sion stations, newspapers, magazines, cable channels,
book publishing companies, movie studios, syndication
companies, and television program-producing compa-
nies. This trend has caused concern among smaller com-
panies that do not own many different media-related
entities. One large media company can dominate many
aspects of the delivery industry just by supplying its own
programs and selling them only to company-owned
media outlets and affiliates.

Satellite radio was in the works for about ten years, but
didn't begin selling subscriptions until 2001. Two com-
panies, XM Satellite Radio and Sirius Satellite Radio,
each provided about 200 channels of digital audio to
subscribers for about $10 to $13 per month. Many of
the channels are commercial-free and provide music and
information in a wide variety of styles and formats. A spe-
cial radio receiver is required to receive the signals, and
only paying subscribers can receive them. Smartphones
now have the capability of receiving Sirius XM program-
ming. Due to financial difficulties, the companies merged
in 2008.

Cell phones have become common both in the United
States and abroad. Cell phone use has been beneficial to
society by providing a means for emergency communica-
tion and for friends, family, and acquaintances to stay in
touch. The picture-taking ability of cell phones created
some ethical and legal problems regarding privacy. Cell
phone use will continue to increase, and cell phones
themselves will continue to evolve into multifaceted
communication devices. Cell phones are evolving into
miniature computers that can receive email, use social
networks, and surf the web.

Digitization, convergence, and consolidation of media
are the way of the future. Although media consumers
will benefit from technological advances, individuals,
consumer groups, and the government are concerned
about a small number of companies controlling too
much of the industry. In the future, the audience will
have more electronic media choices, with better techni-
cal quality and more portability, but it will also have to
struggle with having a smaller number of competitors in
the industry and the possible negative consequences that
creates. Audiences have been upgrading their television
sets from analog to digital.

The new digital TVs have begun an era where the TV
set is converging with computers and may signal big
changes in how audiences receive programming. This
evolution may give audiences more choices and further
blur the lines between delivery systems and program
providers.

NOTES

1. Although people in the United States take electronic media for granted and
many are knowledgeable about digital media, much of the world’s popula-
tion, especially people in less-developed countries, cannot afford digital
media and have very little, if any, experience with it.

2. In the early 70s, FM stations were looking for inexpensive programming to fill
their airtime. Drake-Chenault (originally American Independent Radio) recorded
music to tape and made it available to stations on large reels of audiotape that
could be played on a simple automation system. By the late 1970s, Drake-
Chenault had over 300 stations as clients, many of them in large markets.
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Although many people believe that the Internet is a
1990s invention, this electronically networked system
was actually envisioned in the early 1960s. And in just
40 years, technology has developed from being able to
send one letter from one computer to another to being
able to send trillions of messages around the world every
day.

In this chapter, you'll learn how the Internet works and
about Internet resources: the web, email, podcasting,
YouTube, blogs, electronic newsgroups, instant mes-
saging, chat, social network sites, and Twitter. Although
some social and personal media function through the
Internet, they will be discussed in depth in Chapter 14.
This chapter focuses primarily on the benefits and chal-
lenges of online television and radio and looks at how
the Internet—specifically, the web, podcasting, and
YouTube—has changed the radio and television indus-
tries and how it has changed the way we receive mass-
mediated messages and use radio and television. The
Internet has improved the lives of many people, but has
caused problems for others. With every new technology,
only by understanding where it came from can we help
guide where it is going.

© 2011 Elsevier Inc. All rights reserved.
DOI: 10.1016/B978-0-240-81256-4.00005-7

SEE IT THEN

HISTORY OF THE INTERNET AND
THE WORLD WIDE WEB

In the early 1960s, scientists approached the U.S. gov-
ernment with a formal proposal for creating a decentral-
ized communications network that would be used in the
event of a nuclear attack. By 1970, ARPAnet (Advanced
Research Projects Agency Network) was created to
advance computer interconnections.

The interconnections established by ARPAnet soon
caught the attention of other U.S. agencies, which saw
the promise of using an electronic network for sharing
information among research facilities and schools. While
disco music was hitting the airwaves, Vinton Cerf, later
known as “the father of the Internet,” and researchers at
Stanford University and UCLA were developing packet-
switching technologies and transmission protocols that
allow the Internet to function. In the 1980s, the National
Science Foundation (NSF) took on the task of design-
ing a network that became the basis for the Internet, as

73
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it's known today. At the same time, a group of scientists
in the European Laboratory of Particle Physics (CERN),
headed by Tim Berners-Lee, “the father of the World
Wide Web,” was developing a system for worldwide inter-
connectivity that was later dubbed the World Wide Web.

ZOOMIN 5.1

See Tim Berners-Lee talk about the Internet: www.pbs.org/nbr/
site/research/learnmore/berners-lee_world_wide_web_091009/.

HOW THE INTERNET WORKS

The Internet operates as a packet-switched network. It
takes bundles of data and breaks them up into small
packets or chunks that travel through the network inde-
pendently. Smaller bundles of data move more quickly
and efficiently through the network than larger bundles.
It's kind of like when you move and dismantle your
home entertainment system. You might put the DVD
and CD player in the car but the large screen television
in the truck. The home entertainment system is still a
complete unit, but when transporting, it's more conve-
nient to move each part separately and then reassemble
all of the components when you get them to your new
place. Briefly, that's how the Internet works, except it dis-
assembles data rather than a home entertainment system
and reassembles the whole unit at its destination point.

On a larger level, an email message, web page information,
image, or other online data flow through interconnected
computers from its point of origin to its destination. For
example, your computer is the origination point, known as

the client. The message you send to a friend leaves your cli-
ent computer and then goes to a server. From there, it trav-
els to one or several routers, then to a server, and finally to
your friend’s computer, which is also called a client.

ZOOMIN 5.2

The Internet turned 40 years old on October 29, 2009. Listen to
one of the founders describe when the first email message was
sent and other big Internet moments: www.npr.org/templates/
story/story.php?storyld=114319703.

Servers are basically powerful computers that provide con-
tinuous access to the Internet. A server sends message
packets to a router, a computer that links networks on the
Internet. A router sorts each packet of data until the entire
message is reassembled, and then it transmits the electronic
packets either to other routers or directly to the addressee’s
server. The server holds the entire message until an individ-
ual directs his or her client computer to pick it up.

Servers and routers deliver online messages through a sys-
tem called transmission control protocols/Internet protocols
(TCP/IP), which define how computers electronically trans-
fer information to each other on the Internet. TCP is the set
of rules that governs how smaller packets are reassembled
into an IP file until all of the data bits are together. Routers
follow IP rules for reassembling data packets and data
addressing so information gets to its final destination. Each
computer has its own numerical IP address (which the user
usually does not see) to which routers send the informa-
tion. An IP address usually consists of between 8 and 12
numbers and may look something like 166.233.2.44.
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FYI: Top-Level Domains (2010)

.aero Air transportation industry

biz Business

.com Commercial

.CO0p Cooperatives

edu Education, university

.gov Governmental agency

info Unrestricted use

int International treaties between governments
Jjobs International human resources

mil Military

.mobi Mobile content providers/users
museum Museum sites

.name Individuals

net Network providers

.org Nonprofit/nongovernment

pro Professionals

tel Business storage and management

travel Travel and tourism community

Plus other International domains, such as:

.asia Asian-originated sites
uk United Kingdom
Source: ICANN Registry Listing, 2010.

Because IP addresses are rather cumbersome and difficult
to remember, an alternate addressing system was devised.
The Domain Name System (DNS) basically assigns a
text-based name to a numerical IP address using the fol-
lowing structure: username@host.subdomain. For example,
in MaryC@anyUniv.edu, the user name, MaryC, identifies
the person who was issued Internet access. The @ liter-
ally means “at,” and host.subdomain is the user’s location.
In this example, anyUniv represents a fictitious university.
The top-level domain (TLD), which is always the last
element of an address, indicates the host’s type of orga-
nization. In this example, edu shows that anyUniv is an
educational institution.

ZOOMIN 5.3

To see web pages from the old days, go to www.archive.org/
details/vlogs and access the WayBack Machine, a service that
brings up web sites as they were in the past. The archives go as
far back as 1996.

Prior to creation of the web, information stored on the
Internet could be retrieved only through a series of com-
plicated steps and commands. The process was difficult,
time-consuming, and required an in-depth knowledge

Chapter 5: The Internet

of Internet protocols. As such, the Internet was of lim-
ited use. In fact, it was largely unnoticed by the public
until 1993 when undergraduate Marc Andreessen and a
team of other University of Illinois students developed
Mosaic, the first web browser. Mosaic allowed users to
access and share Web-based information through click-
able hyperlinks instead of difficult commands and inter-
faces. Mosaic caught the attention of Jim Clark, founder
of Silicon Graphics, who lured Andreessen to California’s
Silicon Valley to enhance and improve the browser. With
Clark’s financial backing and Andreessen’s know-how,
Netscape Navigator was born. This enhanced version of
Mosaic made Andreessen one of the first new-technol-
ogy, under-30-year-old millionaires (“Marc Andreessen,”
1997). Once Netscape Navigator hit the market, the pop-
ularity of Mosaic as a separate browser plummeted. Since
Mosaic, other browsers have come and gone as new and
improved ones have been developed.

ELECTRONIC MASS MEDIA ONLINE

So far, this chapter has focused on the history of the
Internet and on what the Internet is and how it works.
As online technology improved the traditional electronic
media—primarily radio and television—saw the potential
for increasing their audience and hence, revenue by
delivering their content online. Stations and networks
slowly developed online counterparts to their traditional
over-the-air and cable-delivered content.

THE RISE OF INTERNET RADIO

Almost all local radio stations have established web sites
to promote themselves, to provide both news and infor-
mation, and sometimes to cybercast over-the-air pro-
grams and music. These web sites lend credence to the
media industry’s concern that Internet users may one day
discover that they no longer need radios. Instead, they’ll
just access radio programming over the Internet.

The rise of Internet radio somewhat mirrors the devel-
opment of over-the-air radio. In the early days of radio,
amateur (ham) operators used specialized crystal sets
to transmit signals and voice to a limited number of
listeners who had receiving sets (usually other ham
operators). Transmitting and receiving sets were dif-
ficult to operate, the reception was poor and full of
static, and the sets themselves were large and cumber-
some, leaving only a small audience of technologically
advanced listeners. In the early days of radio, the tech-
nologically adept were the first to gravitate toward the
new medium. In the 1990s, the technologically savvy
again took the lead, but this time, they paved the way
for cybercasting. Just as primitive radios and static-filled
programs once kept the general public from experi-
encing the airwaves, bandwidth limitations and slow
computer and modem speeds kept many radio fans
from listening via the Internet. For example, using a
14.4-Kbps modem, Geek of the Week—one of the first
online programs—took almost two hours to download
the 15 minutes of audio, which was considered very fast
at the time.



September 5, 1995

The birthday of live
Internet audio.
Progressive Networks
transmit the Seattle
Mariners versus the
New York Yankees
game online.

September 9, 1995

Dallas station KLIF-AM is
the first commercial radio
station to netcast live
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December 3, 1994

The University of Kansas
makes history when its
student-run radio station,
KJHK-FM, is one of the
first stations to go live on
the Internet 24 hours a
day.

September 6, 1995

SW networks cybercast
Governor Mario Cuomo’s
speech live from the
National Association of
Broadcasters convention.

continuous programming.

November 20, 1995
Real-time music debuts
when a Vince Gill concert
from Nashville is cybercast
live on MClI’s Telecom web site.
The concert was also simulcast
over the TNN cable network
and syndicated to radio
stations across the nation,
giving it the distinction of
being the “first-ever triple-
cast” (Taylor, 1996b, p. 6).

FIG. 5.2 Highlights of early Internet radio.

Small-to-medium market and college stations gener-
ally led the way to the Internet. As their success stories
quickly spread throughout the radio industry, other sta-
tions eagerly set up their own music sites. RealNetworks,
the provider of RealAudio products, was the first appli-
cation to bring real-time audio on demand over the
Internet. Since the introduction of RealAudio in 1994,
thousands of radio stations have made the leap from
broadcast to online audiocast. By using RealAudio tech-
nology, AM and FM commercial radio, public radio, and
college stations capture large audiences and moved from
simply providing prerecorded audio clips to transmitting
real-time audio in continuous streams.

Streaming technology pushes data through the Internet
in a continuous flow, so information is displayed on your
computer before the entire file has finished download-
ing. Streamed audio and video selections can be played
as they're being sent, so you don’t have to wait for the
entire file to download. Since RealAudio’s introduction,
several other companies have developed similar audio-
on-demand applications and new protocols for increas-
ing bandwidth for even faster streaming. Online audio
has come a long way since the early days of the Internet.
Online audio is now all over the Internet. Computer and
Internet technology has become less expensive, easier to
use, and able to deliver better sound quality, but though
it is making strides, online radio has not yet become as
popular as its over-the-air counterpart.

FYI: The Internet

The word Internet is made up of the prefix inter, meaning
“between or among each other,” and the suffix net, short for
network, which is “an interconnecting pattern or system.” An
inter-network, or internet (small i), refers to any “network of
networks” or “network of computers,” whereas Internet with a
capital / is the specific name of the computer network that pro-
vides the World Wide Web and other interactive components
(Bonchek, 1997; Krol, 1995; Yahoo! Dictionary Online, 1997).

In 1999, online music was transformed when college
student Shawn Fanning created Napster, the first software
for finding, downloading, and swapping MP3 (Moving
Picture Experts Group, Audio Layer 3) music files online.
Young adults’ love for music made the MP3 format and
MP3 player the hottest trend since the transistor radio.

Although it's always been legal for music owners to record
their personal, store-bought CDs in another format or to
a portable player, sharing copies with others who haven't
paid for the music is considered piracy and copyright
infringement. At first, music file-sharing sites seemed like a
good idea, but they quickly ran into all kinds of copyright
problems and found themselves knee-deep in lawsuits.

In the early 2000s, the recording industry launched a
vigorous campaign against music pirates. The RIAA has
sued nearly 300 music lovers, targeting excessive pilfer-
ers. The RIAA is serious about getting its message out:
“Importing a free song is the same as shoplifting a disc
from a record store” (Levy, 2003b, p. 39). In some cases,
the RIAA held individuals liable for millions of dollars
in lost revenue, sometimes equaling up to $150,000 per
song. After making its point, the RIAA worked out settle-
ments in the $3,000 to $5,000 range and instituted the
“Clean Slate Amnesty” program for those who wanted
to avoid litigation by issuing a written promise to purge
their computers of all files and never download music
again. The RIAA’s efforts paid off for them; just over
half of those who regularly downloaded music illegally
claimed that the crackdown has made them less likely to
continue to pirate music. Further, the percentage of U.S.
Internet users who downloaded music illegally dropped
from 29 percent to 14 percent from 2000 to 2004.

FYl

Top Ten Most Downloaded Albums of the Year (2009)
Overall (According to SoundScan/Nielsen)

Number of
Downloads
1. Kings of Leon, “Only By the Night” 397,000
2. lady Gaga,“The Fame” 352,000
3. Twilight soundtrack 332,000
4. Taylor Swift, "Fearless” 300,000
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5. Jay-Z "Blueprint 3" 277,000
6.  Dave Matthews Band, “Big Whiskey & 276,000
The Groogrox King”
7. Black Eyes Peas, “The ENN.D. (Energy Never Dies)” 270,000
8. U2,"No Line on the Horizon” 257,000
9. Michael Jackson, “Essential Michael Jackson” 251,500
10.  The Fray, “Fray” 251,100
Source: Farber, 2009.
Top Ten Physical CDs (According to
SoundScan/Nielsen)
Number of
CD Sales
1. Taylor Swift, “Fearless” 2,298,000
2. Michael Jackson,"Number Ones” 2,155,000
3. Hanna Montana soundtrack 1,689,000
4. Lady Gaga, “The Fame” 1,659,000
5. Eminem,“Relapse” 1,533,000
6.  Black Eyed Peas,“The EN.D. (Energy Never Dies)” 1,440,000
7. Jay Z"Blueprint 3" 1,337,000
8. Kings of Leon, “Only By The Night” 1,254,000
9. Nickelback, “Dark Horse" 1,253,000
10.  Twilight soundtrack 1,201,000

Source: Farber, 2009.

Napster was at the center of the music download imbro-
glio. After building a clientele of about 80 million users
but facing several years of legal wrangling, Napster went
offline in July 2001. Napster made its comeback in late
2003, but this time, as a legal site. The service now charges
users per download, with the payments going to music
companies, publishers, and artists to make up for what
they claim to have lost in CD sales. The question at the
time was whether Internet users would pay for what they
used to get for free. One study reported that only about
one-quarter of Internet users who downloaded music in
the past would be willing to pay to do so in the future
and another study claimed that only about one-third of
college students would pay more than $8.50 per month
to download music. Yet another report found that peo-
ple who download free music do so to sample it and if
they like it, they'll buy it. But as we now know, paying for
downloading music has become commonplace and for
many preferable to buying a CD.

ZOOMIN 5.4

For more information about RIAA and the “Clean Slate
Amnesty” program, visit www.riaa.com.
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TELEVISION’S MIGRATIONTO
THE WEB

Web technologies and content are continually develop-
ing, as television has since its inception in the 1940s.
Early television programs were largely adapted to the
new medium from radio. Programs such as Amos n’
Andy, Life of Riley, The Guiding Light, You Bet Your Life,
and The Lone Ranger all originated as radio programs,
as did many other shows televised in the 1950s. Given
the ability of television to bring so much more life to a
program than radio ever could, producers began creating
new, exciting, dynamic shows.

Many ardent fans have long hailed television as the ulti-
mate form of entertainment. You can watch television
anytime, anywhere, and you get to choose what to watch
by the push of a button or the flick of a switch. Yet despite
the popularity of watching television, the viewing public is
always looking for new ways to boost its viewing pleasure.

Over-the-air television was once the primary means
of receiving programming. Although cable was estab-
lished early in the life of television, it didn’t take hold
with viewers until the 1970s. More recent technologies,
especially satellite, gave rise to newer means of program
delivery, and the web itself was hailed as the “televi-
sion of the future.” The web was sometimes likened to
an advanced form of old interactive television, in which
interactivity is the core attraction.

September 1994

CBS connects to
Prodigy, a proprietary
online service.

February 1995

The Weather Channel
debuts on CompuServe;
a forum that provides an

outlet for discussing
the weather and the
channel’'s coverage.

March 1996

WRNN-TV, a New York—
based cable regional
news network, launches
a web site with live

March 1996 online video reports.

Lifetime is one of the
first cable networks to
launch a web site.

September 1996

NFL games are shown
live online. Highlights
from previous games,
player profiles, and other
background information
is accessible while watch-
ing live game action in

an onscreen show.

October 1996

American Cybercast
launches the first TV-type
network online and the
first online soap

opera, The Spot.

November 1998

CNN, ABC News, MSNBC,
and Fox offer real-time
election night coverage,
providing up-to-the-
minute results for voters.

FIG. 5.3 Highlights of early Internet television.
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In the mid-1990s, the Internet was touted as the up-and-
coming substitute for television. The physical similarities
between a television and a computer monitor, coupled
with the promise that online content would soon be as
plentiful and exciting as that on television, led people to
believe that the Internet would soon replace television.
The novelty of the Internet also drew many television
viewers out of plain curiosity.

Early reports claimed that between 18 and 37 percent of
web users were watching less television than they had
before becoming users and that the Internet was cutting
more deeply into time spent watching television than
with other traditional media. On the other hand, the
Internet may not have affected the time viewers spent
with television except perhaps among those individuals
who watched little television in the first place.

Internet technologies didn’t catch up with television.
Thus, the 1990s closed with some full-motion video, but
the Internet did not evolve into a substitute for television.
Internet users with high-end computers could watch short
video clips, at most. Users crossed into the twenty-first cen-
tury with the hope that their desktop machines would soon
be capable of receiving both the Internet and television.

SEE IT NOW

INTERNET USERS

The Internet has gone from a largely unknown medium
to one now used by over 1.5 billion people worldwide,
including 227 million people in the United States (74.1
percent of the population), with most going online every-
day. Estimates on the number of hours users spend online
vary widely, but most research indicates that individuals
spend about four hours per day online, which constitutes
about 30 percent of their media use per day. Although male
users originally dominated the web, women'’s share of use
has increased to the point that they are now about equal to
male users. Generally, online users tend to be younger than
age 65, highly educated, and more affluent than the U.S.

FIG. 5.4 How the Internet works. Source: Kaye &
Medoff, 2001.

population at large, and users tend to live in urban and
suburban areas.

The sheer number of online users attests to the large vari-
ety of online content. As astonishing as it seems there are
about 234 million web sites on the Internet. Moreover,
each site contains multiple pages. As Tim Berners-Lee
pointed out during an interview on PBS'’s Nightly Business
Report, there are more web pages than there are neurons
in a person’s brain (about 50-100 billion). Further,
Berners-Lee claims we know more about how the human
brain works than about how the web works in terms of
its impact on us socially and culturally.

FYI: Internet Use by Demographic Group (2010)

Men 74%
Women 74%
Age
18-29 93%
30-49 81%
50-64 70%
65+ 38%
Race/Ethnicity
White 76%
Black 70%
Hispanic 64%
Household Income
<$30,000 60%
$30,000-549,000 76%
$50,000-574,000 83%
$75,000+ 94%
Schooling
Less than High School 39%
High School 63%
Some College 87%
College+ 94%

Source: Pew Research Center, 2010.




FYI: College Students and the Internet

75 percent own a laptop computer

74 percent own an MP3 player

74 percent own a digital camera

61 percent watch movies on their computer

40 percent share video or blog content

38.5 percent own smartphones (the iPhone is the most
popular: 18 percent)

33 percent have increased their consumption of
webisodes

30 percent watch videos while visiting a social
network site
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FIG.5.5 College students are the most avid
of computer and Internet users. Photo cour-
tesy iStockphoto. ©tracks, image# 4758492.
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FIG. 5.7 Internet access by provider.

Source: “College Students Fastest,” 2009; “Totally Wired Campus,” 2009.

FYI: How Many Online?

This table shows the number of Internet users by continent for

the year 2009.

100 - World Regions Internet Users  Percent of All Users
90 Oceania/Australia 20 million 12
80 Middle East 57 million 33
g 70+ Africa 67 million 39
% 601 Latin America/Caribbean 179 million 10.3
g %07 North America 252 million 146
» 404
o Europe 418 million 24.1
5 301 Radio Cable ’
| Asia 738 million 426
20
10 R Internet World total 1.7 billion
0 T T T T T T T T T T T T T T T T T T T T Growth 2000_2009 3803%
1922 1950 1976 1998

Year

FIG. 5.6 Media adoption rates. Source: Shane, 1999.

Source: Internet Usage Statistics, 2009.
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INTERNET RESOURCES

The Internet has evolved into a multidimensional
resource. No longer is it just a place to view a web site
or to send an email; it now contains different types of
resources or components, each with different functions
and purposes.

WORLD WIDE WEB

The World Wide Web consists of billions of pages within
hundreds of millions of web sites. The web presents infor-
mation in text, graphic, audio, and video formats, making
it unique from other Internet resources. Point-and-click
browsers, first developed in the early 1990s, make it easy
to travel from web site to web site. Gathering informa-
tion is as easy as clicking your mouse. In the early days the
web pretty much consisted of static sites, and email was
accessed through special non-web-based software. But
now the web serves as a gateway to other online resources.
Email, electronic mailing lists, newsgroups, chat rooms,
blogs, and social network sites (SNS) are mostly accessed
through the web.

The web has changed and is still changing the way infor-
mation and entertainment are received and sent. Messages
ranging from personal news to national and international
headlines make their way to the audience via the web. The
web is also altering existing media use habits and the life-
styles of millions of users who have grown to rely on it
as a source of entertainment, information, and two-way
communication.

ELECTRONIC MAIL

Electronic mail, or email, is one of the earliest Internet
resources and until recently one of the most widely
used applications—in 2009, reports were indicating that
social network site use was surpassing email. The popu-
larity of social network sites could be signaling a shift in
how consumers are using the Internet.

The first known email was sent from UCLA to Stanford
University on October 29, 1969, when researchers
attempted to send the word login. They managed to
send the letter L and then waited for confirmation that
it had made it to Stanford. They then sent the letter O
and waited and waited until it arrived. Then they sent
the letter G, but due to a computer malfunction, it never
arrived. Just as the letter S was the first successful transat-
lantic radio signal, the letters L and O made up the first
successful email message.

Email has come a long way since that first attempt. Today,
210 billion email messages fly through cyberspace every day
from 1.3 billion email users. The rise of email and the cre-
ation of online marketing and billing, business-to-business
email, and new systems for collecting and verifying online
signatures have reduced reliance on the United States Postal
Service (USPS). The volume of mail handled by the USPS
has been declining in recent years. From 2000 to 2009, vol-
ume declined from 208 billion pieces of mail to 177 bil-
lion (“Postal Service Stretched Thin,” 2010). Because there
are now more emails (210 billion) sent each day than let-
ters and packages through the USPS each year, the U.S.

Postmaster General has asked Congress to allow the USPS
to cut delivery from six days a week to five days to save
money in fuel, vehicle wear and tear, and employee wages.

PODCASTING

One of the first times that the term “podcasting” was men-
tioned was in an issue of The Guardian newspaper in 2004.
The term is a combination of the acronym “Personal on
Demand” (POD) and the word “broadcasting.” According
to Jason Van Orden, author of Promoting Your Podcast, a
podcast is “a digital recording of a radio broadcast or simi-
lar programme, made available on the Internet for down-
loading to a personal audio player” (Van Orden, 2008).
Podcasts are produced by radio and television stations and
networks, talk show hosts, celebrities, professors, and any-
one who thinks he or she has something of interest to say
about topics such as movies, music, popular culture, cook-
ing, sports, and any others imaginable. Many corporate
media web sites—such as npr.org, espn.go.com, and abc
.go.com—offer hundreds, if not thousands, of podcasts.

YOUTUBE

YouTube differs from other interactive web sites in that
it is specifically used for sharing video. Created in 2005,
and acquired by Google in October 2006, YouTube is
now one of the most widely used sites, with millions of
users watching millions of videos and short clips that
range from professionally produced movie and televi-
sion shows and musical performances to amateur content
such as homemade videos of cats playing, people doing
stupid things, and car crashes. Almost anyone can upload
and watch videos. Many organizations, such as ones sup-
porting political candidates, register for online accounts
known as channels, where videos—such as those of can-
didate speeches—are stored for open access viewing.

BLOGS

Blogs (originally dubbed weblogs) are a type of web site
that allows users to interact directly with the blog host
(blogger). Blogs have been part of the Internet landscape
since the late 1990s, but they became popular shortly after
September 11, 2001. These diary-type sites were an ideal
venue for the outpouring of grief and anger that followed
the terrorist attacks on the United States. The subsequent
war on Iraq served as the catalyst for hundreds of warblogs
and military blogs, which are blogs hosted by soldiers or
citizens living in the war zone.

Blogs are free-flowing journals of self-expression in
which bloggers post news items, spout their opinions,
criticize and laud public policy, opine about what's hap-
pening in the online and offline worlds, and connect vis-
itors to essential readings. A blogger may be a journalist,
someone with expertise in a specific area such as law or
politics, or any everyday person who enjoys an exchange
of opinions. Blog readers (those who access a blog) post
their comments about a current event, issue, political
candidate, or whatever they want to the blogger. These
comments are often accompanied by links to more
information and analysis and to related items. The blog-
ger posts the blog readers’ comments and links and adds



his or her own opinions and links to more information.
Blog readers are attracted to the freewheeling conversa-
tion of blogs and to the diverse points of view posted by
the blogger and other blog readers.

ELECTRONIC MAILING LISTS

Electronic mailing lists are similar to email, in that mes-
sages are sent to electronic mailboxes for later retrieval.
The difference is that email messages are addressed to
individual recipients, whereas electronic mailing list
messages are addressed to the electronic mailing list’s
address and then forwarded only to the electronic mail-
boxes of the list’s subscribers.

Electronic mailing lists connect people with similar inter-
ests. Most such lists are topic-specific, which means sub-
scribers trade information about specific subjects, like
college football, gardening, computers, dog breeding,
and television shows. Many clubs, organizations, special
interest groups, classes, and media use electronic mailing
lists as a means of communicating among their members.
Newsletters, class handouts, club meeting dates, and so
on are sent out through the list, rather than as photocop-
ies or other paper material that are sent through the USPS.
Most electronic mailing lists are open to anyone; others
are available only on a subscribe-by-permission basis.
Electronic mailing lists are often referred to generically as
listservs; however, LISTSERV is the brand name of an auto-
matic mailing list server that was first developed in 1986.

NEWSGROUPS

Similar to electronic mailing lists, newsgroups bring
together people with similar interests. Web-based news-
groups are discussion and information exchange forums
on specific topics, but unlike electronic mailing lists, par-
ticipants are not required to subscribe and messages are
not delivered to individual electronic mailboxes. Instead,
newsgroups work by archiving messages for users to find
and access at their convenience. Think of a newsgroup as
a bulletin board hanging in a hallway outside of a class-
room. Flyers are posted on the bulletin board and left
hanging for people to come by, sift through, and read.

CHAT ROOMS

A chat room is another type of two-way, online commu-
nication. Chat participants exchange live, real-time mes-
sages. It's almost like talking on the telephone, in that a
conversation is going on, but instead of talking, messages
are typed back and forth. There are many different types
of chat rooms covering many different topics. Chat is
commonly used for online tech or customer product
support. Chat is very useful for carrying on real-time,
immediate-response conversations with people from
around the world.

INSTANT MESSAGING

Instant messaging (IM) lets you carry on real-time con-
versations with your friends. But instead of talking, you
type in your messages. Whereas a chat room conver-
sation occurs among anonymous individuals, instant
messaging occurs among people who know each other.
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Instant messaging is basically a private chat room that
alerts you when friends and family are online, waiting for
you to converse. Because you are synchronously linked
to someone you know, IM has a more personal feel than
a chat room and is more immediate than email. Instead
of sending messages for anytime retrieval, you're actually
conversing with friends and family in real time. Some
IM software boasts video capabilities, so you and your
online buddies will feel like you're in the same room.

ZOOMIN 5.5

Go to any search service and do three searches on “blogs,’
“newsgroups,” and “social network sites.” Click on some of the
returned links or try a directory to find interesting ones. Join
one of each and keep track of the activity.

Go to Yahoo! (messenger.yahoo.com) for instructions on down-
loading instant messaging software. Then instant message
your friends and classmates.

“Instant messaging” differs from “text messaging” in that
IM is Internet-based on computer-to-computer connec-
tions, whereas texting occurs between cell phones and
other handheld devices. Instant messaging services were
once the domain of America Online (AOL) and Microsoft,
but recently Skype and Facebook added IM applications.

SOCIAL NETWORK SITES

Millions of online users are drawn to SNS as a means of
keeping in touch with existing friends and family and
building a network of new “friends” based on shared
interests and other commonalities, such as politics, reli-
gion, hobbies, and activities. Although social network
sites hit their stride in the late-2000s, they have been in
existence since the late 1990s. SNS such as sixdegrees
.com, AsianAvenue, BlackPlanet, and LiveJournal were
the precursors to the second wave of SNS, which includes
MySpace and Facebook. There are now hundreds of web-
based SNS.

TWITTER

Twitter is the newest social network rage. Restricted to
140 character text messages known as “tweets,” senders
have the choice of limiting recipients to their network of
“friends” or allowing open access. Millions of users are
drawn to the convenience and ease of sending and receiv-
ing message either through the Twitter web site or via
other devices, such as cell phones and Blackberrys. Critics
claim that most tweets, also known as micro-blogging,
are nothing but useless babble that just clog up in-boxes
and waste users’ time.

NAVIGATING THE WORLD WIDE WEB

Web browsers, such as Internet Explorer, are tools
that allow access to online content. Browsers interpret
Hypertext Markup Language (HTML), a web programming
language, and reconstruct text and graphics. Hypertext is
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“non-linear text, or text that does not flow sequentially
from start to finish” (Pavlik, 1996, p. 134). The beauty
of hypertext is that it allows nonlinear or nonsequential
movement among and within documents. Hypertext is
what lets you skip all around a web site, in any order you
please, and jump from the beginning of a page to the end
and then to the middle, simply by pointing and clicking
on hot buttons, links, and icons.

FYI

Top Web Sites by Unique Visitors:
September 2009

Property Videos
Google sites 198 million
Yahoo! sites 164 million
Microsoft sites 133 million
AOL sites 100 million
Facebook.com 95 million
Ask Network 93 million
Fox Interactive Network 85 million
eBay sites 70 million
Amazon sites 68 million
Wikipedia sites 67 million

Source: “ComScore Top 50 Properties,” 2009.

All web browsers operate similarly, yet each has its own
unique features and thus markets itself accordingly. The
competition among browsers has always been stiff and
market share fluctuates. For example, in the mid-1990s,
Netscape Navigator led the U.S. market, but by 2003
Internet Explorer (IE) commanded a 90 percent share of
users, which left Netscape with only about a 7 percent
share, and Mozilla and other browsers fighting for the
remaining market.

FYI: Hypertext Mark-Up Language (HTML)

HTML is the World Wide Web programming language that basically
guides an entire document or site. For instance, it tells browsers how
to display online text and graphics, how to link pages, and how to
link within a page. HTML also designates font style, size, and color.

Specialized commands or tags determine a document’s layout and
style. For example, to center a document’s title—say, How to

Plant Roses—and display it as a large headline in italic, the

tags <center><H1></> are inserted before and after the title,
respectively, like this:

< center > <l > <B > HOW TO PLANT ROSES
</center > </l > </B >

A decade into the new millennium, the two pioneer-
ing browsers, Mosaic and Netscape Navigator, are now
defunct, having been replaced with more sophisticated
ones such as Safari, Mozilla Firefox, and newcomer
Google Chrome, which have eroded IE’'s market. Internet
Explorer is still the most widely used browser, but only
holds about 62 percent of the online market. Firefox is
a distant second, capturing about 24 percent of Internet
users, followed by Safari (5 percent) and Chrome (5 per-
cent, released in 2008), with the rest of the online mar-
ket using several other less popular browsers.

AOL is a proprietary company that provides online ser-
vices to its subscribers. Sometimes the term “walled gar-
den” is used to describe AOL's business model. Basically,
subscribers paid a monthly fee for which they received
an email account and could play games, use chat and
instant messaging, build home pages, and access AOL'’s
online information. The costs associated with operating
an online walled area where only subscribers can enter are
high, so AOL has repositioned itself as a content provider,
similar to Yahoo!. To do so means depending on more
advertising and less on subscribers. AOL now offers free
access to the Internet, email accounts, and other online
resources.

Rather than go through a proprietary service, most users
connect to the Internet through an Internet Service
Provider (ISP), which provides broadband, satellite, and
even old-school telephone dial-up service. Once con-
nected, users select a browser to travel throughout the
Internet.

THE WORLD WIDE WEB AND THE
MASS MEDIA

Many Internet users are abandoning traditionally deliv-
ered radio and television for Internet delivery, figuring
that it's better to access static-free, online audio than
to listen to an over-the-air broadcast and that it's more
convenient to read about current events and watch video
clips or programs online than to wait for a television
program to come on.

The first set of commands within the brackets tells the browser to
display the text centered and in bold italics. The set of bracketed
commands containing a slash tells the browser to stop displaying
the text in the designated style.

The HTML source code for most web pages can be viewed by
clicking on the "View" pull-down box in the browser’s tool bar and
then clicking on the "Document Source” option. Note in Figure 5.9, in
the source code, that the ,img src 5 hangl.gif align 5 left . command
places the image of the hanging flowers next to the headline.
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FIG. 5.8 Simple text-based web site.

FIG. 5.9 HTML source code for the “How to Plant Roses” web page.

One of the main concerns about online content doesn’t
regard delivery but the nature of the content itself.
Decentralized information dissemination means that
online materials are often not subjected to traditional
methods of source checking and editing. Thus, they may
be inaccurate and not very credible.

When listeners tune to radio news or viewers watch tele-
vision news, they are generally aware of the information
source. They know, for instance, that they're listening
to news provided by National Public Radio (NPR) or

watching the ABC network. In addition, broadcast mate-
rial is generally written and produced by a network or an
independent producer or credentialed journalist. In gen-
eral, audiences rely on these sources and believe them to
be trustworthy, accurate, and objective.

However, Internet users, especially novices, cannot
be sure that what they read and see online is cred-
ible and accurate, especially if it is posted by an unfa-
miliar source. Many web sites are posted by reliable
and known sources, such as CNN and NBC. However,
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anyone can produce a web page or post a message on
a blog, a social network site, bulletin board, or chat
room, bringing into question source credibility. Such
User Generated Content (UGC) now accounts for more
online information than that produced by journalists,
writers, and other professionals. Internet users must
grapple with the amount of credence to give to what
they see and read online. Thus, it's a good idea to sift
through cyber information very carefully. It is the user’s
responsibility to double-check the veracity of online
information. Users should be cautious of accepting
conjecture as truth and of using web sources as substi-
tutes for academic texts, traditional books, and other
media that check their sources and facts for accuracy
before publication.

ONLINE RADIO TODAY

Being a disc jockey (DJ) or a station manager or owner
may seem like an unattainable career aspiration. But
with Internet know-how, an online connection, and the
right software, that dream can come true. Getting into
the business of online radio is much less expensive and a
whole lot easier than buying a broadcast station or com-
peting with other DJs for a couple of hours of over-the-
air time. And Internet radio has caught the ears of web
users and has the potential of becoming a viable alter-
native to over-the-air broadcasting. Online radio offers
so much more to its audience than broadcast stations,
which are limited by signal range and audio-only output.
Internet radio delivers audio, text, graphics, and video to
satisfy a range of listener needs.

Currently, almost all of the nation’s 13,000 radio sta-
tions have some sort of Internet presence. Although
some audio sites are actually radio station web sites
that retransmit portions of their over-the-air programs,
others produce programs solely for online use and are
not affiliated with any broadcast stations. Many of these
sites offer very specific types of music in an attempt to
reach small target audiences. A site may feature, for
example, Swedish rock, Latin jazz, or other very specific
and hard-to-find music. There are hundreds of audio
programs available, you just need to go to any online
search service or radio program guide to get the time
and place of a live program or a long list of web site
addresses on which audio files reside. Radio stations
are also accessible through iTunes.Radio station web
sites are promotional by nature, and most also offer
local news and entertainment information and have
the capability of transmitting audio clips or delivering
live programming. However, doing so has hit a snag.
Streamed audio is a great way for consumers who don't
have access to a radio or who live outside the signal
area to listen to their favorite station. But after many
complaints from record labels, artists, and others, the
Library of Congress implemented royalty fees, requiring
webcasters to pay for simultaneous Internet retransmis-
sion. The fees vary from per-song costs to a percent-
age of gross revenues, depending on the online pricing
model. Whatever the exact amount charged, labels and
artists claim this fee is too low, online music providers
say it’s too high.

FYI: Challenges of Internet Radio

® With a slower connection, the delivery may be choppy, with
dropped syllables and words.

® High treble and low bass sounds are diminished, as the data
squeeze into available bandwidths.

® Without external computer speakers quality of sound is often
like listening to AM radio or FM mono radio, at best.

® A high-speed cable modem or direct Internet access with

increased bandwidth is needed to hear audio of FM stereo—

quality and even CD-quality sound.

There is a delay when downloading audio files.

® Many online radio stations and audio sites cannot accommo-
date more than a few hundred simultaneous listeners.

® Thereis a lack of portability.

FYI: Benefits of Internet Radio

® Web audio files can be listened to at any time.

® Netcasts can be listened to from anywhere in the world,
regardless of their place of origin.

® Online radio can be heard and seen. Song lyrics, rock bands
in concert, and news items can be viewed as text, graphics,
or video.

® Online radio supports multitasking, or the ability of users to
listen to an audio program while performing other computer
tasks and even while surfing the web.

From over-the-air to over-the-Internet

Broadcast radio stations are concerned that their listen-
ing audience is leaving them behind for online music.
Although some studies claim that radio listening is
decreasing among Internet users, others claim that radio
is gaining favor among those who go online.

Early online radio was difficult to listen to and hard to
access. Downloading a music file took an excruciatingly
long time. Moreover, the playback was tinny and music
would often fade in and out. Few Internet users had com-
puters that could handle audio, and few stations were
streaming live content. Given these problems, several older
studies found that in the late 1990s only 5 to 13 percent
of web users reported that the amount of time they spent
listening to over-the-air radio had decreased as a result of
using the web. A study of politically interested Internet users
has reported that 27.7 percent spend less time with radio
news since becoming Internet users. A more recent look at
12- to 20-year-olds found that 85 percent prefer to listen to
music on their MP3 player and 54 percent would rather lis-
ten to music over the Internet than over-the-air radio. Only
about one-third still favor AM/FM radio. And when it comes
to exposure to new music, about two-thirds say they learn
more about new songs and bands from the Internet than
from the radio. In general, online radio listening jumped
from 33 to 42 million weekly listeners from 2008 and
2009. Online listeners tend to be young, upscale, educated,
and employed full-time, whereas older listeners prefer



over-the-air radio. Further, over-the-air radio can’t do what
sites like Pandora can do online: find songs you like. When
you listen to a song, Pandora asks you to rate it, and if you
like it, it will find other similar types of music for you that
you put into your own online music library. Pandora helps
you set up your own music playlist; it's like having your own
radio station, but one that plays only your favorite music.

The advantage of over-the-air radio is that it can be lis-
tened to while surfing the Internet and engaging in many
other activities. Online radio is also conducive to multi-
tasking and has the advantage of convenience and time-
liness. Rather than turn on a radio and wait for a long
period of time to hear the latest news or a favorite song,
Internet users can just as easily connect online and listen
to audio-streamed news and music at their convenience
and of their liking. So Internet users may not be turning
their backs on traditional radio content, but rather aban-
doning the old over-the-air delivery for the new online
delivery, which provides clearer audio at convenient times
and can be set to play a user’s favorite types of music. If
listeners are going to go to the Internet anyway, it makes
sense for broadcast stations to offer streamed program-
ming and other over-the-air content online so that listen-
ers at least migrate to the stations’ online counterparts.

Portable music/video players and
downloading music and video

The purpose of a podcast is not just to transfer readable
information to audio format, but provide users with
updated and sometimes live online audio. Different from
a typical audio file, a podcast is created through an RSS
(Real Simple Syndication) feed, which is in a standard-
ized format used to publish frequently updated materi-
als, such as news headlines and blog entries. Technically,
a podcast is an audio file embedded in an RSS feed.

Podcasts are subscribed to through a software program,
known as a podcatcher. Once signed up, all you have to
do is plug your MP3 player into the computer and the new
podcast episodes are automatically synced. Podcasts free lis-
teners from media, business, and personal schedules, and
they can be archived on a computer or burned onto a CD.

Apple Computer
(34¢)

Record label

(47¢)

Publisher/
songwriter

(80

FIG. 5.10 99 cents per download. So where does your 99 cents go when
you pay to download a song from a legal music site? Here’s an example
from Apple’s iTunes. Source: Spors, 2003.
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FYI: Downloading Music Sites

Site Lowest Price  Monthly # of Titles
Per Song Subscription

iTunes $0.99 no 8 million

Napster $0.99 yes 7 million

Amazon MP3 $0.89 no 6 million

Rhapsody $0.99 yes 5 million

Zune Marketplace $0.98 yes 5 million

With podcasting as the new downloading rage, the
question arises as to how media organizations consider
people who download music and other audio and video
programs—are they listeners and viewers? If someone
subscribes to the podcasts of National Public Radio’s Talk
of the Nation, or to Lost episodes through abc.go.com,
should they be considered a radio listener or television
viewer or merely a podcaster? Perhaps the consumption
of content is what matters rather than the mode of deliv-
ery. As the number of podcasts and podcasters surge,
the media have much to consider; they need to redefine
themselves and rethink their methods of content delivery
and how to measure their online and mobile audiences.

It's impossible to give a definitive number of available
podcasts. Podcast Alley, a well-known podcast directory,
lists just over 70,000 podcasts containing more than 4.5
million episodes. Class lectures, interviews, tutorials,
stories, training, and speeches are often podcast. Pew
Research reports that the most popular podcast topic is
“technology,” followed by “comedy,” “religion and spiri-
tuality,” and “business.”

Podcasts are accessed by 19 percent of all U.S. Internet
users. With about 250 million Internet users in the
United States, that percentage translates into 47.5 mil-
lion podcasters—an incredibly high number considering
that podcasting first became known to the online pub-
lic only in 2004. The typical podcaster demographically
resembles those who are usually the first to try out a new
online resource—males, younger than age 65, with high
incomes and a college degree. Also, those who have been
going online for six years or more are more likely to lis-
ten to podcasts than online newbies.

File sharing and downloading, both legal and illegal,
spawned a new way to obtain and listen to music and
other audio files. Gone are the days when a song or audio
clip could take up to an hour to download and then be so
garbled that it wasn't worth the effort. Cybercasting, either
by live streaming or by downloading, is a great way for
little-known artists who have a hard time getting airplay on
traditional stations to gain exposure. Additionally, listen-
ers can easily sample new music, and links are often pro-
vided to sites for downloading and purchasing songs and
CDs. Downloading music from online sites has boomed
in recent years especially since the advent of the iPod
and other portable digital music devices. Digital music
sales top about $2 billion a year. An estimated 5 billion
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FIG. 5.11 With the Internet, you can study and work anywhere.
Photo courtesy iStockphoto. ©adamdodd, image# 4481014.

songs were traded on peer-to-peer sites and 500 million
were purchased online in 2006. In 2008, an astounding
1 billion songs were bought online—a 27 percent increase
from the year before—from music services such as iTunes,
Napster, Rhapsody, Zune, e-music, Pandora, and Amazon
MP3. Unfortunately, the revenue generated by online sales
doesn’t make up for the downturn in CD sales, which
have been decreasing since 2000.

And the RIAA is still going after music pirates. In the sum-
mer of 2009, a 32-year-old Minnesota mother of four
and a Boston University graduate student were both fined
for illegally downloading music. The woman was fined
$80,000 for each of 24 songs she illegally downloaded, for
a total judgment of $1.9 million—for songs that only cost
99 cents each; the graduate student was fined $675,000
for illegally downloading and sharing 800 songs between
1999 and 2007. Evidently, the courts are taking the issue
of illegal downloads very seriously.

The advantages of moving your audio files from your PC
to a portable player are that you can take your music with
you anywhere and that you can download and organize
whatever music you want to hear. Whether your portable
music device plays MP3 files or CDs, it lets you escape into
another world. Taking a bus ride or long flight, grocery
shopping, exercising, and other mundane activities are all
easier to endure with your favorite music or an interesting
podcast. In fact, the use of portable music players is some-
times criticized for making it too easy to avoid the world
at hand and to shut out other people, and that they are
too distracting and thus dangerous in certain situations.

THE INTERNET AND TELEVISION

Many claim that using the Internet is functionally similar
to using television: Users face a screen displaying text and

graphics that—in some instances—also includes audio
and video components. Switching from web site to web
site is, in some ways, similar to changing television chan-
nels. When Internet users wish to switch from one web
site to another, they may do so by typing in a known uni-
form resource locator (URL), by simply clicking on a link,
or by clicking on their browser’s “Back” and “Forward”
buttons, which function like the up and down arrow keys
on a television remote control device. Even the lingo of
web browsing is borrowed from television. Commonly
used terms such as surfing and cruising are used to describe
traversing from one web site to another and are also used
to describe television channel-switching behavior.

FYI: Top U.S. Online Video Content Providers
Videos Viewed (November 2009)

Property Videos

Google sites 12.2 billion
Hulu 924 million
Viacom Digital 499 million
Microsoft sites 479 million
Yahoo! sites 470 million
Fox Interactive Media 446 million
Turner Network 336 million
CBS Interactive 287 million
AOL LLC 227 million
Megavideo.com 201 million

Source: “Top U.S. Online Video Content Properties,” 2009.

Now, new combo computer monitors/televisions fur-
ther integrate the utility of the Internet and television.
Flat-panel displays connect into DVD players, DVRs,
televisions, and computers. These monitors also feature

FYI: Home Internet Access

Percent of U.S. Households

Y 2000 42.0%
Y 2001 51.0%
Y 2002 52.9%
Y 2003 55.1%
Y 2004 56.8%
Y 2005 58.5%
Y 2006 60.2%
Y 2007 62.0%
Y 2008 63.6%
Y 2009 74.1%



picture-in-picture capabilities that let you size the tele-
vision window so you can watch your favorite program
while using your computer.

AUDIENCE FRAGMENTATION

The traditional broadcast television model expected pro-
grams to appeal to millions of viewers. Then cable televi-
sion came along and altered the model by introducing
narrowcasting, in which topic-specific shows are expected
to appeal to smaller but more interested and loyal audi-
ences. The Internet has taken narrowcasting a step further
by targeting information to smaller groups and individu-
als and cybercasting it straight to home computers and
even to pagers and cell phones. The web is thus becom-
ing a “personal broadcast system” (Cortese, 1997, p. 96).

The television industry is worried that the web is further
fragmenting an already fragmented audience. In the early
days of television, viewership was mostly shared among
three major broadcast television networks, which were
and still are fiercely competitive. (Even a small gain in
the number of viewers means millions of dollars of addi-
tional advertising revenue.) Cable television, which often
offers hundreds of channels, has further fragmented the
viewing audience. Now, as viewers increasingly subscribe
to cable and satellite delivery systems and turn to the
web as a new source of information and entertainment,
the size of television’s audience is eroding further—and
with it, potential advertising revenue.

To help offset audience loss and to retain current view-
ers, most television networks have established web sites
on which they promote their programs and stars and
offer visitors insights into the world of television. Many
new and returning television shows are heavily pro-
moted online with banner ads, a web site, and some-
times blogs, Twitter, bulletin boards, and chat rooms. As
one TV executive said, “The more they talk about it, the
more they watch it” (Krol, 1997, p. 40). Television pro-
gram executives view the Internet as a magnet to their
televised fare.

USING TELEVISION, USING THE WEB

In many ways, how we use the web closely mirrors our
television viewing. There are two basic ways we watch
television: instrumentally and ritualistically. Instrumental
viewing tends to be goal-oriented and content-based; we
watch television with a certain type of program in mind.
Ritualistic viewing is more habitual in nature; we watch
television for the act of watching, without regard to pro-
gram content.

Internet users also connect to the web both instrumentally
and ritualistically. Sometimes, we may go online seek-
ing specific information; we pay attention to content and
actively move from site to site with a clear goal in mind.
At other times, we may get on the web because it’s a habit
or just to pass time, exploring sites by randomly clicking
on links. You can’t use the web as mindlessly as you can
watch television, but many pages are designed to let you
kick back and become a “web potato” instead of a “couch
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potato.” Pages are designed to be compelling and hold
your attention longer on each screen, so you don't have
to scroll and click as much. Longer video and audio seg-
ments are aimed at keeping you glued to the screen for
longer periods of time. As video monitors become larger
and resolution clearer, you'll feel like you're watching tele-
vision, rather than a computer.

SELECTING TELEVISION PROGRAMS
AND WEB SITES

Wielding a television remote control device gives viewers
the power to create their own patterns of television chan-
nel selection. Some viewers may quickly scan through all
the available channels; others may slowly sample a vari-
ety of favorite channels before selecting one program to
watch. Television viewers tend to surf through the low-
est-numbered channels on the dial (2 through 13) more
often than the higher-numbered channels. Unlike televi-
sion, however, the web doesn’t have prime locations on
its “dial,” so one web site doesn’t have an inherent loca-
tion advantage over another. However, sites with short
and easy-to-remember domain names may be accessed
more frequently than their counterparts with longer and
more complicated URLs.

FIG.5.12 The Internet keeps us connected to the latest news and events.
Photo courtesy iStockphoto. ©sjlocke, image #9652079.

As users become adept at making their way around the
web, customized styles of browsing are emerging. Some
users may access only a set of favorite sites; others may
not be loyal to any particular site. When viewers sit down
to watch television, they usually grab the remote con-
trol and start pushing buttons. But instead of randomly
moving from one channel to another, most viewers have
developed a favorite set of channels they go through first.
Most viewers' channel repertoire consists of an average of
10 to 12 channels, regardless of the number of channels
offered by their cable systems.

These television-viewing behaviors may be transferred
to using the web. As users become more familiar with
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online content, they may develop their own repertoire
of favorite sites that they link to regularly. These selected
sites can be easily bookmarked for instant and more fre-
quent access.

Similar to how television adapted its programs from
radio, many web sites reproduce material that has already
appeared in traditional media. For instance, many news
sites and other media-oriented sites are made up largely
of text taken directly from the pages of newspapers, mag-
azines, brochures, radio and television scripts, and other
sources. In some cases, however, materials are adapted
more specifically to the web. The text is edited and rewrit-
ten for visual presentation and screen size, and short,
summary versions may be linked to longer, detailed ones.
Bold graphic illustrations, audio and video components,
and interactive elements also enliven web pages and give
them a television-like appearance.

Television-oriented sites are still typically used to promote
televised fare and are among the most popular web sites,
excluding search services. Each of the big-three television
networks (ABC, NBC, and CBS) and dozens of cable net-
works tried out the web for the first time in 1994 and all
now have their own web sites. You can go online to find
out the week’s guest lineup on The Late Show with David
Letterman, to find out what happened on your favorite
soap opera, to chat with other fans about your favorite
show or star, and to find out about upcoming episodes.

IS THE WEB STEALING TELEVISION’S
VIEWERS?

Just as radio’s audience was encroached on by broad-
cast television and, in turn, broadcast television’s view-
ers were drawn to cable, many fear that the web is slowly
attracting users away from radio and television. Time
spent on the web is time that could be spent watching
television, in particular.

Until about the mid-2000s, television was a bit protected
from web pillaging for several reasons. Online technol-
ogy couldn’t deliver the same clear video and audio/video
syncing as television, not all television programs were
available online in their entirety, and television-quality
original web programs were scarce. Some web sites, how-
ever, did offer short episodes (webisodes) of online-only
programming,.

But that was yesterday. Now, given all of the advances in
full-motion video technology, you can now watch almost
every television program online and at your convenience
on web sites such as Hulu.com, YouTube.com, TV.com,
Joost.com, and Fancast.com. And depending on the age
and model of your television and computer, the audio
and video quality may even be superior online. Given
the Internet’s vast storage capabilities, it's getting easier
to go online and watch any program without being tied
to a television schedule.

Millions of viewers are watching television online every
day, and it is becoming a common entertainment activ-
ity. About 67 percent (167.5 million) of U.S. Internet

users have streamed or downloaded digital video, and
35 percent of all Internet users have streamed full-length
television episodes. Although about 4 in 10 episode
streamers are between the ages of 18-34, even about
25 percent of those 35-54 watch television online. As
expected, younger viewers spend more time watching
online shows—those 18-34 spend about 4 to 5 hours
per week and those over age 35, about 2.5 to 3.5 hours.
Ironically, work time is prime time on the web. About 65
percent of online streaming happens Monday through
Friday, between 9 a.m. and 5 p.m.

Programs such as The Office, Ugly Betty, and Grey's
Anatomy are both television and computer hits. For
example, the season four premiere (September 27, 2007)
of The Office garnered 9.7 million television viewers and
2.7 million online viewers. Similarly, 8.1 million televi-
sion viewers and 520,000 online viewers saw the season
two debut (February 12, 2008) of Jericho. Google-owned
YouTube—the king of online video, with 90 million
visitors watching 5.9 billion videos per month—has
signed on with Hollywood studios to host thousands
of television episodes and movies on its site. Despite
the popularity of many other sites that offer video
online, almost twice as many online users are aware of
YouTube than of Hulu.com. Further, Google is adding
a captioning system to many of its videos that eventu-
ally will translate English audio into text in 51 different
languages, thus expanding its market of non-English
speakers and the hearing-impaired. The captioning sys-
tems will also allow users to search for particular text
within videos.

It's not just shows originated for television that are big
hits; the webisode is in full swing. Webisodes are not
exactly like a television program—some series consist
of only a few episodes, each of which may only be a
few minutes long. Webisodes such as The Guild, Sorority
Forever, and Gemini Division have a following of their
own and are considered by many a new entertainment
genre. Webisodes even have their own award ceremonies,
plus of course fans, critics, and blogs.

So where do you find a webisode? YouTube is one
such place, but many are actually produced by media
companies such as Warner Bros., NBC, and Sony. Plus
sites such as Strike.tv and Koldcast.tv host many webi-
sodes. Some say there are as many as 3,000 webisodes
online.

Yet despite all of the online viewing and webisodes, tele-
vision is tops when it comes to entertainment. The typi-
cal U.S. viewer watches 142 hours of television monthly
compared to 27 hours on the Internet. Even though
Internet technology is a catalyst for changing the culture
of television viewing, people love television, and so far it
has proven resilient against online encroachment. There
are many indications that television and the Internet will
eventually develop a symbiotic relationship, making it
unnecessary for a household to have both a traditional
television set and a separate computer with Internet
access.



FYI: Internet Video

Percent of U.S. Adults 2006 2009
Watched streaming video 28% 40%
Watched Internet TV 7% 24%
Downloaded/purchased shows/movies 5% 12%

Percent (%)

Chapter 5: The Internet m

[l 2006 [ 2009 '—

Watched
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FIG.5.13

Source, “2009 Media and Communications Trends,” 2009.

FYI: A Sampling of Radio and Television Online

Sites that Link to Thousands of Radio Station Web Sites

Radio Locator
Radio Tower

Web Radio

www.radio-locator.com
www.radiotower.com

www.radio-directory.fm

Site That Links to Television Station Web Sites

Newslink
News Sites
ABC Television
Citadel Media
BBC
BBC Radio
CBS Television
CBS SportsLine
CNN Interactive
ESPN SportsZone
FOX
National Public Radio
MSNBC
Radio Free Europe
Voice of America
Television Station Sites
10News.com (San Diego)

LasVegasNow

www.newslink.org/broad.html

www.abcnews.com
www.abcradio.com
www.bbc.co.uk/radio
www.bbc.co.uk/radiol
www.cbs.com
www.cbs.sportsline.com/cbssports
WWW.CNN.com
espn.go.com
www.fox.com
WWW.Npr.org
www.msnbc.msn.com
www.rferl.org

WWW.VOa.gov

www.thesandiegochannel.com

www.lasvegasnow.com

Watched
Internet TV

KPIX-TV
WBIR-TV
WBOC-TV
WFLA-TV

Downloaded/

www.cbs5.com
www.wbircom
www.wboc.com

www.wfla.com

Television Broadcast Networks Online

ABC
CBS
NBC
FOX

ION Television

The CW
PBS

abc.go.com
www.cbs.com

nbc.com

www.fox.com
www.iontelevision.com
WWW.CWtv.com

www.pbs.org

Television Cable Networks Online

Comedy Central

Discovery Channel

SyFy
E!l Online
ESPN
HBO

The Learning Channel

Lifetime

MTV Online
Nick-at-Nite
Online Television Listings

TV Guide Online

www.comcentral.com
www.discovery.com
www.syfy.com
http://www.eonline.com
espn.go.com
www.hbo.com
tlcdiscovery.com

www lifetimetv.com
www.mtv.com

www.nickatnite.com

www.tvguide.com
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THE WEB AND TELEVISION NEWS

The web is an ideal venue for reporting the news, in that
it eliminates the constraints of time and space. Most news
organizations gather more information than they have the
time to air or the space to print. But on the web, an unlim-
ited amount of news can be presented. Stories don't have
to be written to fill a small number of seconds or inches
in a column. Online news is sometimes written as a sum-
mary with a link to an in-depth version as well as related
stories. Hyperlinked stories give site visitors greater con-
trol over the news they receive by allowing them to select
those reports they find most interesting,

The web also has other advantages in reporting news.
Late-breaking news can be added almost instanta-
neously, and stories can be updated and amended as
needed. For example, TMZ.com was the first news out-
let to announce Michael Jackson’s death. It even beat
the Los Angeles coroner’s office report to the media by
six minutes. Critics claim that TMZ's posting was pre-
mature and it just got lucky that Jackson did indeed
die, but the organization claims to have a large net-
work of reliable sources. Moreover, online archives of
yesterday’s news are available to news junkies, who no
longer have to worry about missing a television news-
cast. Additionally, web news is richly presented in
audio, text, video, and graphic formats. Whereas radio
is bound to audio, television to audio and video, and
newspapers to text and graphics, the web has limit-
less options for presentation. Radio news on the web
is presented visually, television news with text, and
newspaper stories with audio. The characteristics
that distinguish radio and television news presenta-
tion from one another fade on the web. Television
news sites, such as ESPN.com and CNN.com feature
so many video clips that they're almost like watching
television—sans the television. Even print newspaper
sites are reaching out to millions of visitors via video.

The web has become increasingly important to both
television networks and affiliate stations as an alternative
means of distributing around-the-clock and up-to-the
minute information. Television stations often work with
Internet companies to help develop and maintain their
online news presence. For example, Internet Broadcasting
Systems (IBS) develops, operates, and sells advertising on
television station web sites. IBS brings the latest news to
station web sites through a partnership with CNN.

Online media are having a difficult time distinguish-
ing themselves from their competitors; therefore, media
sites are turning to brand awareness as a strategy to moti-
vate consumers to select their site over another, such as
cbssports.com over espn.go.com. The media aim to trans-
fer their strong brand names, such as NBC and CNN, to
the online environment. Internet experts speculate that
early users of the Internet were not brand-sensitive but
rather tried out many different sites and returned to the
ones they liked the best, regardless of the site’s originator.
Users who are more web-tentative tend to be brand-loyal
and stick to known sites. In other words, a web surfer who
regularly watches CNN on television may be more likely
to access cnn.com than another web news site.

Regardless of whether news is generated by radio or tele-
vision, online content delivery is evolving as the web
gains recognition as a distinct medium. Traditional ways
of reporting and presentation are giving way to dynamic
and interactive methods that hold promise for engaging
and drawing new audiences to the web.

ELECTRONIC MEDIA AND BLOGS

Blogs are places where online intellectuals, the digi-
tal and politically elite, and everyday people meet to
exchange ideas and discuss the latest developments
about war and peace, the economy, politics, celebrities,
and a myriad of other topics without the interference of
traditional media. As such, bloggers are part of a new,
tech-savvy crowd who often scoop the media giants and
provide more insight into current events than can be
found in the traditional media.

Blogging has exploded on the cyberscene. A new blog-
ger jumps on the bandwagon every 40 seconds. Although
estimates vary widely on the number of blogs (depend-
ing on how “blog” is defined), there were between
20,000 and 30,000 in the late 1990s, between 0.5 mil-
lion and almost 3 million by the end of 2002, and 70
million blogs worldwide in 2007. By 2009, an astound-
ing 133 million blogs inhabited cyberspace. Today's
blogosphere (or collective world of blogs) is used mostly
by white, highly educated, high-income, conservative,
and libertarian males. But as more people are discovering
this online world, it is attracting a more diverse audience.

As blogging proliferates, the media’s power is being
“redistributed into the hands of many” (Reynolds, 2002).
Bloggers often scoop the traditional media and bring
stories into the limelight that the media may otherwise
have overlooked or buried. For example, in 2002 the power
of blogs became apparent when Trent Lott’s infamous glo-
rification of Senator Strom Thurmond’s 1948 desegrega-
tionist campaign was printed on page 6 of the Washington
Post and omitted entirely by the New York Times. Only
when bloggers homed in on the remark did the main-
stream press run with the story. But it was pressure from
the bloggers that eventually led to Lott’s resignation.

Some media executives and journalists are concerned
that blogs spread misinformation and blur fact and
opinion. Also, mindful of losing readers and viewers and
the need to counter unfettered blog information, they
have set up their own blogs. Almost all major news sites
contain several blogs, which are hosted by their journal-
ists and pundits. But because media-hosted blog con-
tent is edited and fact-checked and is sometimes merely
expanded print or on-air stories that may reflect the views
of the organization, blog purists don’t consider them true
blogs. Blog purists claim that real blogs are those that
provide a space for uninhibited public deliberation and
an open marketplace of ideas where everyone’s views are
considered seriously. The downside to independent blogs
is that they are not always subject to the strict editorial
standards and source and fact checking that characterize
the traditional media. A good deal of the information
found on blogs is, in fact, not carefully scrutinized and
may often be in error.



Chapter 5: The Internet «

concerned with terrorism, war, and conflict, often with

FYI: Blog Use Comparisons: 2006 and 2009 a pro-military stance. A military blog (milblog) is a blog
written by members or veterans of any branch of the U.S

Teens 12 to 17 Years of Age armed services, posting directly from the front lines. A

political blog primarily comments on politics and often

2006 2009 takes a clearly stated political bias. A corporate blog is

Have a blog 25% 14% published and used by an organization to reach its orga-
Comment on friend’s blogs 7506 50% nizational goals. These are just some of the major types

Adults over the Age of 30 of blogs—many more types have been identified.

Have a blog 7% 1% Moving beyond the typical blog are videologs, also known
as vlogs. Vlogs are kind of mini-video documentaries.
Commentaries, rants, and raves are all presented as full-
motion video. Anyone equipped with a digital video cam-
era and special software can produce his or her own vlog.

Source: Irvine, 2010.

The media consider themselves the watchdogs of the
government, and, now, blogs have taken on the role of
watchdogs of both the government and the media. Like
vultures, bloggers hover over media web sites, often criti-
cizing and commenting on news stories and looking for
errors even before the printed versions have hit the news-
stands or the electronic versions have zipped through the
airwaves. Bloggers immediately swoop into action when
they read or hear of a controversial report or a story they
deem as biased or factually incorrect. As one blogger
commented, “This is the Internet and we can fact check
your ass” (Reynolds, 2002). Bloggers are an “endless
parade of experts . . . with Internet-style megaphones
ready to pounce on errors.” Conversely, traditional
journalists claim that bloggers are really just “wannabe
amateurs badly in need of some skills and some editors”
(Rosenberg, 2002).

The perceptions of credibility of blogs vary. Some con-
tend that information found on non-media-hosted blogs
is not as credible as that found on media blogs or those
posted by credentialed journalists, which are usually fact-
checked. Yet others claim that blogs are credible precisely
because the online world scrutinizes the information
found there. Even mainstream journalists access blogs to
look for tips and story ideas. Many online users consider
blogs more credible than the traditional media, which ZOOMIN 5.6
they deem as biased, either to the left or to the right.

FIG. 5.14 Anyone can write a blog. Photo courtesy iStockphoto. ©AlexValent,
image #3220999.

There’s a blog out there for everyone, of every political See demo vlogs at:

persuasion and almost every interest. The personal blog www.archive.org/details/vlogs

is the earliest type of blog and is mostly used to com- www.livevideo.com/media/tag/vlogs.aspx
municate with family and friends. Many college students

have blogs, on which they post photos, daily diaries, and

other personal information to share with others, though

social networks such as Facebook and MySpace seem to

have taken over blogs as places to share personal and

social information. The basic or general-topic blog is an ZOOMIN 5.7

open forum, in which anyone can read and participate

in discussions about a myriad of topics. Some general- Explore a blog by reading the comments and following the
information blogs tackle many issues and topics whereas links to other information:

others may focus on specific topics such as dog breeding globeofblogs.com

or gardening. Media/journalism blogs encompass those
that post news stories and opinion and often focus on
issues concerning journalism and the media. Bloggers
are usually, but not always, journalists, and the blogs www.google.com/press/blogs/directory.html
are often hosted by media organizations. A warblog is

www.bloghop.com

www.bloggingfusion.com
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With so much information available over blogs, it is
understandable that people may prefer connecting to a
source on which they’re encouraged to talk to rather than
wait for television or radio to talk at them. If bloggers
continue to scoop the traditional media, provide access to
in-depth commentary and diverse viewpoints, and point
out media errors, they may become even more influential
in shaping cultural ideology. What role vlogs will take in
the world of news remains to be seen, but they have the
potential to tackle television news especially among blog
readers who dislike or distrust traditional media.

SEEIT LATER

The Internet is changing so rapidly that what is written
here in the “See It Later” section of this chapter may very
well be more appropriate for “See It Now” section by the
time the book is published. It's not that the publishing
process is slow—it’s more that digital technology and
our digital culture are moving at lightning speed.

The traditional media are struggling to keep up with the
Internet, but they know they must or they will lose their
audience. As radio listeners and television viewers come
to prefer online delivery the media must offer online
content. But just putting up content is not enough; the
media have to figure out how to survive in the digital
age. The following prognostications and suggestions for
online success have been culled from various speeches
and articles by media experts.

Radio has survived broadcast television, cable television,
records, cassettes, CDs, and music videos, but can it survive
the Internet? Even though the audience for over-the-air
radio is still huge and U.S. listeners still spend about
1.5 hours per day listening, broadcasters are not doing
very well financially. As advertisers are moving online,
so must broadcasters. The future is “broadcasting to an
audience of one” (Internet is Future of Radio, 2009).
Radio must take full advantage of digital technology that
allows users to be their own programmers. MP3 players
and computers are merely new ways to deliver audio and
should not be viewed as the radio receiver’s enemies, but
rather as ways to reach an audience. Indeed, those who
listen online are more apt to tune in to over-the-air radio,
which indicates that radio listeners are not abandoning
radio but are merely turning to their online counterparts.

Because about 45 percent of all radio listening occurs
in vehicles, broadcast radio has pretty much been the
only way to tune in. Cassettes, MP3 players, and satel-
lite radio compete for drivers’ ears as well. But now,
web radio is calling shotgun. It's still not easy to con-
nect to web-streamed audio, but it can be done with an
Internet-connected smartphone that’s hooked through
your car speakers and by installing audio software, such
as Pandora or Slacker. But too much web listening runs
the risk of using up your monthly cell phone gigabyte
quota. In-car web radio is still years away from popular
use, if it even ever catches on. Something better could
come along in the meantime.

Since Mosaic hit the market in 1993, there has been much
talk about the potential for viewing television online.

Now the talk is over, and most programs can be viewed
online. It used to be that television was a family or group
activity where everyone would squeeze together on the
sofa and sit back and watch and make comments about
the show. As the number of multiple-television house-
holds grew and with the proliferation of cable channels,
television viewing became more of a solo activity and
more individualized. But still, viewing programs as they
aired gave us a something to talk about the next day. The
Internet and other video delivery systems are contributing
to a culture in which a shared television viewing experi-
ence may become an activity of the past.

Network television must find a way to retain an audience
and turn a profit. Offering full episodes with commer-
cials online and available for downloading on mobile
devices are positive steps in attracting an audience and
revenue. Perhaps offering more behind-the-scenes clips,
unedited news, and interview video and making it eas-
ier for viewers to help create news stories would make
networks, and stations, online sites more engaging and
interesting. Perhaps instead of thinking of television as
an imperiled medium, it should be thought of as one
with new and exciting ways of delivering content.

The younger web-savvy generation enjoys interacting
online and feeling like they're part of the action. Blogs and
vlogs are instrumental in creating the interactive culture
that marks the online world. Users are no longer content
to just be receivers of the news—they want to create the
news and report on events. During the 2009 protests in
Iran challenging the election results, a young woman, Neda
Agha-Soltan, was killed. She became a symbol of unrest
as millions of viewers watched in horror as her death was
captured on cell phones and video cameras and posted on
YouTube as it happened. The day Michael Jackson died,
passersby videoed the EMTs putting him into the ambu-
lance and his arrival at the hospital before the major news
outlets were on the scene. And because news travels in
seconds across the Internet, thousands of mourners gath-
ered at the hospital within minutes of his death. These
are examples of how individuals became reporters rather
than just viewers. The difficulty for the television networks
is verifying the user generated content—anyone can shoot
a fake video. Television news organizations need to strat-
egize how to deal with these types of situations and set
information policies regarding privacy, surveillance, ethical
standards, verifying sources, and protecting anonymity.

FYI: Video Gone Wild

Watch out when posting video on YouTube. If you'll be embarrassed
if others see it, don't do it. Look what happened to the two
Domino's Pizza workers who stupidly tainted food they were
preparing for delivery and captured it all on video. The workers
claim they were just fooling around, but once the video hit
YouTube, disgusted viewers spread the word all over the Internet.

In the end, the workers were fired and the pair was arrested.
Additionally, Domino’s reputation was harmed and it filed civil
charges against the former employees.



As laptops once freed us from our desktop computers,
mobile connectivity by cell phone and other handheld
devices hold promise to unfetter us from our laptops.
Mobile devices are quickly becoming the primary way
to connect to the Internet. Their portability and low cost
make them the optimal ways to stay socially in touch
and linked to online, media, and real worlds.

SUMMARY

The history of the Internet is longer than most people
think. It dates back to the 1960s, when scientists were
experimenting with a new way to share information and
keep connected in times of crisis. In its early days, the
Internet was largely limited to communicating military,
academic, and scientific research and was accessed by using
complicated commands. In 1993, the first web browser,
Mosaic, came onto the scene and the Internet quickly
caught the public’s attention. Since then, it has become the
most quickly adopted new medium in history.

Without a doubt, the Internet has changed our lives tre-
mendously. We no longer have to passively sit and absorb
whatever news and information the traditional media
want to send our way but we can select what we want to
know. Online technologies have sprouted new ways of
gaining news and information and having an individual
voice. Despite these unique qualities, the Internet also has
many of the same properties as the traditional print and
broadcast media. It delivers audio, video, text, and graph-
ics in one package.

Not only has the Internet changed the way we receive
and provide information, but it is also altering our tra-
ditional media use behaviors. Millions of people around
the world log onto the Internet on a regular basis. For
some, the Internet will always be a supplement to radio
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and television, but for others, the Internet may become
the medium they turn to first for news, information, and
entertainment.

Online radio delivery has attracted many users who pre-
fer clicking a button to hear their favorite audio over
tuning in to an over-the-air station. For audio provid-
ers, online radio is relatively easy to set up and inexpen-
sive to maintain. Given all this, cyber radio is the ideal
medium for those who want to reach a global audience.
People have been enamored with television and the act
of watching television since the 1940s, which means it
will be hard, if not impossible, to tear them away from
this medium. For people to abandon television for the
Internet, it will have to resemble television in how it's
used, in program quality, and in content delivery.

Clearly, the Internet is quickly catching up with radio
and television when it comes to news delivery. In many
ways, the Internet has surpassed radio and television
when it comes to providing in-depth news. The web is
not constrained by time and space, as are the traditional
media. News can be posted immediately and updated
continuously, as the situation warrants. Moreover,
weblogs and vlogs redistribute news and information
delivery from established media into the hands of every-
day people.

Broadcast radio and television networks and stations are
competing among and between themselves and with
the Internet, often with their own online counterparts.
Television and radio must compete with the web for a
fragmented audience and precious advertising dollars. The
traditional media are concentrating their efforts on design-
ing web sites that will draw viewers away from their online
competitors. But at the same time, they have to be sure that
they don't lure viewers to the web at the expense of their

FIG. 5.15 The Internet is a combination of
television, film, radio, newspaper, maga-
zines, and other media. Photo courtesy iStock-
photo. ©Petrovich9, image #6030817.
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over-the-air fare. Even though research differs on whether
the Internet is taking time away from radio and television,
even a short amount of time spent online is time taken
away from the “old-line media” (Dizard, 2000).

The Internet is still a relatively new medium, and so no
one knows for sure what form it will end up taking as it

keeps changing and adapting to technological innovations
and diverse social and cultural needs. But what we do
know is that it has had an enormous impact on the radio
and television industries. If the prognosticators are right,
the web will eventually merge with radio and television,
offering both conventional radio and television fare and
web-based content through a single device.
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In the very early days of radio, amateur operators just put
something on the air—often, on the spur of the moment.
Maybe someone would drop by a station to sing or play an
instrument or to talk about some issue to whomever was
listening. Some years later, radio station licensing required
the transmission of scheduled programming. Sports, news,
music, dramas, and church services were among the types
of programs that listeners crowded around their radios to
hear. By today’s standards, the level of static and generally
poor audio quality would make radio unlistenable, but to
yesterday’s audience, radio was magic.

In this chapter, you'll learn about the development of
radio programming. You'll read about types of station
formatting, how stations obtain music, how your favor-
ite songs get on the air, and who decides how often
they're played. The chapter then moves on to television
programming. You'll learn about the different types of
television programs and find out how program ideas
are developed, how programs make it to the air, and
how program-scheduling strategies are used to keep you
tuned to a channel.

© 2011 Elsevier Inc. All rights reserved.
DOI: 10.1016/B978-0-240-81256-4.00006-9

SEE IT THEN: RADIO

TYPES OF PROGRAMS
MUsIC

In one of the first live radio performances, opera singer
Enrico Caruso sang “O Solo Mio” from the Metropolitan
Opera in New York in 1910. Lee de Forest, the disputed
inventor of the audion tube, masterminded the perfor-
mance to promote radio.

ZOOMIN 6.1

Hear Caruso as he sang live from the Met almost 100 years ago
at www.old-time.com/golden_%?20age/osolemio.ram.

By the late 1920s, music was the main source of radio
programming. For example, about three-quarters of the

95
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programming aired by New York City stations and NBC
Blue and NBC Red network-affiliated stations was devoted
to music. Because the quality of phonograph records
broadcast over the air was very poor, most of the music
was broadcast live. Musicians performed in studios that
often held a live audience. The studios were often deco-
rated with potted plants, such as palm trees, to make them
seem like real concert halls or ballrooms. Radio program-
ming of that era is often referred to as potted palm music.

Early 1930s radio programming set the standard for
the next 20 years. Program development was limited,
because radio-transmitting equipment was bulky, heavy,
and hard to move around, and thus on location shows
were rare and troublesome. For example, in 1921, KDKA
covered the Dempsey-Carpentier prize fight with a tem-
porary transmitter set up in New Jersey. It was fortunate
for KDKA that Carpentier was knocked out in the fourth
round, because shortly after the fight ended, the station’s
transmitter melted into one big heap of metal.

As technology allowed, dramas, comedy shows, live
sporting events, and other new types of radio programs
became popular with the listeners, diminishing the
amount of time set aside for musical programming. By
the late 1940s, only about 40 percent of the programming
was music-oriented. Comedies, soap operas, dramas,
quiz shows, and children’s programs filled the airwaves
until the late 1950s. To make it easy for listeners to tune
in, radio programs were aired during regularly scheduled
times, and radio program guides were printed in news-
papers just like they are for television today. Listeners
knew when it was time to run inside to hear their favorite
shows, such as The Green Hornet, The Jack Benny Program,
and The Lone Ranger.

FIG. 6.1 Charles J. Correll and Freeman F. Gosden wore
blackface as characters Amos and Andy. Courtesy RKO
Pictures/Photofest. ©RKO Radio Pictures.

DRAMAS

Among the most popular programs were serial dramas,
which were termed soap operas, because they were often
sponsored by laundry soap manufacturers. However, they
could have just as easily been called cereal operas, because
the first serial drama, Betty and Bob, was actually spon-
sored by General Mills. These 15-minute continuing sto-
ryline dramas appealed largely to females and dominated
the daytime airwaves. In the evening, listeners tuned in to
episodic dramas, which resolved the story within a single
episode and appealed to a diverse audience.

COMEDIES

Comedians such as Jack Benny, George Burns, Gracie
Allen, and Bob Hope all got their start in radio programs
between the late 1920s and mid-1940s and later made a
successful transition to television.

ZOOMIN 6.2

Every Sunday from 1930 to 1954, the Mutual network aired
one of the most popular radio programs ever, The Shadow.
The program enthralled listeners with its famous opening line,
“Who knows what evil lurks in the hearts of men; The Shadow
knows,” which was followed by a sinister laugh (“Famous
Weekly Shows,” 1994-2002). Listen to audio clips of The Shadow
at www.old-time.com/sights/shadow.html.

The comedy Amos 'n” Andy made its radio debut in 1928
and was the first nationwide hit on American radio. Avid
fans would stop what they were doing to crowd around




the radio to hear the latest antics of their two favorite
characters. In addition to being popular, Amos n" Andy
was also one of the most controversial programs on the
air. The title characters were “derived largely from the
stereotypic caricatures of African-Americans” and played
by white actors who “mimicked so-called Negro dia-
lect” (Amos 'n’ Andy Show, 2003). Freeman Gosden and
Charles Correll, the white creators and voices of the pro-
gram, “chose black characters because blackface comics
could tell funnier stories than whiteface comics,” rather
than for racist purposes. Even so, the program quickly
came under fire from the black community and the
National Association for the Advancement of Colored
People (NAACP). As the show progressed, the charac-
ters grew beyond being caricatures and became beloved
by the radio audience. In fact, NBC claimed the program
was just as popular among black listeners as among
white listeners. The program moved to CBS television in
1951 but only remained on the air for two more years.

ZOOMIN 6.3

Learn more about Amos 'n’Andy and hear sound clips at either

of these sites:

® www.otr.com/amosandy.html

® www.museum.tv/archives/etv/A/htmlA/amosnandy/
amosnandy.htm.

It wasn't until 1947 with the debut of Beulah that a radio
sitcom starred an African-American. Well-known actress
Hattie McDaniel took over the part from a white actor who
had been playing the part of Beulah, a stereotypical sim-
ple-minded but warm, caring, funny maid who ends up
outwitting her employers. When McDaniel took the lead,
the program was renamed The Beulah Show, and remained
on radio until 1954. The show also aired on television
from 1950 to 1953 with the role of Beulah played by vari-
ous African-American actresses, including Ethel Waters.

ZOOMIN 6.4

To listen to clips of popular old radio programs such as Amos ‘'n’
Andy, Bob Hope, Fibber McGee and Molly, The Red Skelton Show,
Abbott and Costello, and The Adventures of Ozzie and Harriet, go
to www.old-time.com/golden_age/index.html.

The Burns and Allen Show hit the airwaves in 1932. The
show featured George Burns as a crusty husband and
straight man to his wife, the very funny Gracie Allen
(they were also married in real life). After a successful
18-year run, the program moved to television where it
aired for 8 seasons, producing 291 episodes.

The Jack Benny Program aired from 1932-1955. The epi-
sodes were usually based around a comedy sketch that
featured Jack Benny and his regular cast but also included
guest stars who sang or played a musical instrument.
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The Bob Hope Radio Show was a variety-type program that
featured guest stars who joked around with Bob, sang
and danced, and performed audio skits. Many of his
programs during WWII were recorded live from military
bases around the world. The show was on the air from
1938-1955.

BACK TO THE MUSIC

Radio thrived throughout the 1930s and 1940s and
became the primary source of entertainment. People
couldn’t imagine anything better than having entertain-
ment delivered right to their living rooms. But then came
television—a new-fangled device that combined sound
with images. Television quickly won the hearts and eyes
of the public, who proudly displayed their new televisions
and pushed their radio sets into some dark corner of their
living room. In 1946, only about 8,000 U.S. households
had a television set, but just five years later, some 10 mil-
lion households were enjoying the small screen.

Television programs were in huge demand and were des-
perately needed to fill airtime. Industry executives con-
vinced radio show producers to move their programs
over to television. As radio soaps, comedies, quiz shows,
dramas, and the like were made into television shows,
radio found itself scrambling to replace these programs
or face its own empty airtime. Consider that the loss of
network radio programs also meant the loss of advertis-
ing revenue. Radio executives knew they had to do what-
ever they could to save radio from dying off altogether.

The easiest way to fill airtime was with music. After all,
radio is an audio-only medium, so audio-only program-
ming is the perfect fit. From the late 1940s to the mid
1950s or so, radio gave itself a makeover. It emerged as a
stronger medium and found its place alongside television.

Several technological innovations helped radio make the
transition to a music-dominated medium. Most impor-
tantly, music was now recordable on vinyl records and
reel-to-reel tape, making the airing of live music unneces-
sary. Further, the invention of the transistor made radios
smaller allowing automobile manufacturers to add
radios to cars, which increased the listening audience.
Also, by being able to carry these smaller, portable radios
with them to work, to the beach, and to other places, lis-
teners could for the first time tune in to radio outside of
their homes. They could work, play, and even drive while
listening to music, because radio didn’t demand their
full attention, as did television.

Eventually, radio executives discovered that their medium
was a powerful tool in filling the needs of the local pub-
lic, and they began offering music that appealed to the
community within the broadcast area. Radio stations dis-
covered that they couldn't be all things to all people, so
they addressed niche audiences with specialized musical
tastes through station formatting. Various stations began
playing particular types of music throughout the day.
Maybe one station played classical, another blues and
jazz, another big band, and so on. Each station devel-
oped its own identity and attracted a certain audience
through its musical format.
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FIG. 6.2 Radio’s portability, as well as its ability to provide soothing back-

ground noise, lends it to listening while doing other things. Photo courtesy
iStockphoto. ©Phildate, image #4284453.

Realizing that music fans were spending a great deal of
money on records, enterprising radio programmers soon
got into the habit of checking record sales to predict what
songs and what performers would go over well on radio.
This link between the music industry and radio stations
started in the early 1950s continues as strong as ever today.

Rock 'n’roll

Despite the success of music formatting, radio stations
were still suffering from having lost part of their audi-
ence to television. Stations needed something new to
draw listeners back to radio—and rock 'n" roll saved
the day. Young people went crazy over this new sound,
and parents went crazy trying to keep their teens away
from this wild new music. The more teens were told they
couldn’t listen, the more they wanted to listen, and rock
'n’ roll stations flourished.

The term “rock 'n’ roll” was originally a euphemism for
the act of sexual intercourse. The new sound combined the
rhythm-and-blues sound of Memphis with the country
beat of Nashville and thus became the first “integration-
ist music” (Campbell, 2000, p. 72). Rock 'n" roll was
embraced by many different types of people and thus
provided a way to break away from the “racial, sexual,
regional, and class taboos” of the 1950s (Campbell,
2000, p. 76). The music united blacks and whites, men

and women, northerners and southerners, and the rich
and the poor. What's more, rock 'n’ roll became the
music that defined the baby-boom generation and con-
tinues as a popular station format today.

FIG. 6.3 Rock 'n’roll caught on quickly with teens in the 1950s. Courtesy
Globe Photos.

About the same time that rock 'n’ roll steamrolled its
way onto the music scene, radio stations were experi-
menting with DJs who announced and played the tunes
and established a rapport with the station’s listeners.
Alan Freed was probably the most influential DJ of all
time. He is credited with applying the term rock 'n’ roll
to music, for being the first DJ to play rhythm-and-blues
and black versions of early rock to his mostly white audi-
ence in Cleveland, and for being instrumental in intro-
ducing teenagers to this exciting new sound.

Rock 'n” roll fans closely identified with stations that
played their type of music, while anti-rock 'n’ rollers lis-
tened to the stations that refused to broadcast the con-
troversial sound. The publicity that resulted from this
conflict sparked a renewed interest in radio and elevated
its popularity and ratings. Capitalizing on the appeal
of rock 'n’ roll, radio programmers Todd Storz and Bill
Stewart created the first Top 40 format for a station in
Omaha, Nebraska. Storz and Stewart listened to the
music that other stations were playing and discovered
that at any one time the number of different hit songs
was about 40—hence, the name “Top 40.” Storz and
Stewart’s new format featured up-and-coming hit songs,
current hit songs, and songs that had been hit songs.

The Top 40 format caught on with many stations across
the country and appealed especially to young people,
who wanted to keep up with the latest and most popu-
lar songs. But Top 40 music playlists were largely based
on local or regional preferences and decency standards.
Before cable music entertainment programs, pop cul-
ture magazines, the Internet, and other music sources,
there were few ways for teens on the East Coast to know
what West Coasters were listening to; that is, until Casey
Kasem aired Billboard magazine’s Top 40 national
records of the week on his “American Top 40" pro-
gram. At its peak, the program aired on over 500 radio
stations across the country reaching millions of young
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music fans. After 39 years on the air, 77-year-old Kasem
recorded his last show in July 2009.

Rock 'n’ roll was initially thought of as a flash-in-the-pan
musical style that would be popular only with a small
number of teenagers. However, it proved to be the magic
formula that rekindled radio listenership.

SEE IT NOW: RADIO

TYPES OF PROGRAMS
MuUsIC

Since the late 1950s, it has been standard for stations to
establish an identifying format. A station chooses a for-
mat based on budget, local audience characteristics and
size, the number and strength of competing stations, and
potential advertising revenue. Stations often change their
format in accordance with these factors.

ZOOMIN 6.5

Learn more about different types of music and station formats

at these web sites:

® New York Radio Guide: www.nyradioguide.com/formats
.htm.

(B) ® Arbitron: www.arbitron.com/radio_stations/formats.htm.

. ® Radio Station World: radiostationworld.com/directory/
radio_formats/.

NEWS AND INFORMATION

About two-thirds of “all-news” and “news/talk” stations in
the United States are on the AM dial (Broadcasting & Cable
Yearbook, 2010). In 1961, the Federal Communications
Communication (FCC) opened up spectrum space for FM,
which has a sound quality superior to AM, and authorized
stereo broadcast FM. Almost all stations remained on the
AM spectrum, largely because most radios were manufac-
tured with only an AM tuner and could not transmit ste-
reo FM. As listener demand for stereo FM increased, more
stations began moving to the FM dial and manufacturers
included an FM dial on most sets. Once FM radios were
available in cars, stations were lured away from tinny-
sounding AM to the richer-sounding FM. Where the best
and hippest stations went, so did listeners.

ZOOMIN 6.6

Surf your FM radio dial and listen to some stations with which
you're unfamiliar. How long does it take you to identify each
FIG. 6.4A & 6.4B Fats Domino and Chuck Berry were among the black station’s format and target audience? What cues tipped you off

performers who helped usher in rock 'n’roll. Courtesy Warner Bros./Photofest. to the format? Do some stations play up their format identity
©Warner Bros. Courtesy Photofest. more than others?
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By the early 1970s, only about 30 percent of listeners
tuned exclusively to FM stations, but 20 years later, three-
quarters of radio listeners preferred FM. Music-format
AM stations couldn’t come close to the quality of sound
emanating from their FM competitors, so they either
migrated to the FM band or stayed on the AM band but
changed to a nonmusic format for which audio quality
wasn't so important.

The news/information format falls into three basic, non-
mutually exclusive categories:

1. All-news stations air primarily national, regional,
local news, weather, trafficc and special-interest
feature stories. The reports are usually scheduled
throughout the day. The news cycle may occasion-
ally be interrupted for a special in-depth report
or talk show or another program that’s not part
of the usual schedule. It's rare to find a local sta-
tion that employs beat reporters. Instead, stations
air news that it obtains from wire services or other
news sources.

2. The news/talk format consists of a combination of
call-in talk shows and short newscasts that may
break in once an hour and between other shows.
Most talk programs air during regularly scheduled
times usually in one- to four-hour segments.

3. The sports/talk format is similar to the news/talk
format, but focuses mainly on sports issues and
news and regularly scheduled live sporting events.
Sports talk usually includes call-in programs and
may emphasize local sports, especially if a profes-
sional or big-name college team is located within
the broadcast area.

FYI: News/Talk Radio

The news/talk format is often a mixture of news and entertain-
ment. The hosts set the tone with their own opinions, humor, off-
the-cuff remarks, wild accusations, cynical remarks, light-hearted
conversation, and other interjections that keep the audience
entertained and amused yet informed about current events and
politics. Listeners enter the fray by calling in and venting on the air.

Ever since Rush Limbaugh led the way with his acerbic, conser-
vative talk show, the format has come under fire for its politically
right-wing bias and lack of balance and fairness, yet it remains
very popular among its listeners. About 91 percent of AM radio
talk shows are conservative leaning.

Some local radio stations pick up a few moderate and liberal
syndicated shows, and some air their own local progressive
programs. But in fact, there are no big-name national hosts to
spread the left (liberal) philosophy. To counteract conserva-
tive talk radio, a new progressive radio network, Air America,
began broadcasting in early spring 2004. Listeners with more
forward viewpoints were happy to have a forum in which they
could express their views without “being called dopes, morons,
traitors, Feminazis, evildoers and communists” by conservative
hosts (Atkins, 2003). Air America was never profitable, and it
ceased live programming in January 2010.

NONCOMMERCIAL RADIO

Noncommercial (or educational) stations are usually
owned and operated by colleges and universities, religious
institutions, and towns. The stations are usually found at
the lower end of the FM dial, between 88 and 92 mega-
hertz. Because these stations are noncommercial, they
don't bring in revenue from advertising dollars. Instead,
they rely on other forms of revenue, such as monetary
donations, government grants, and underwriting, which
is typically an on-air promotional announcement or pro-
gram sponsorship. Unlike the advertisements that run on
commercial stations, underwriting spots must abide by
FCC regulations that limit promotional content.

Most noncommercial stations rely on their own library
of donated materials but may also produce their own
community affairs and news shows. Currently, about
3,500 noncommercial stations broadcast in the United
States. Many are housed on college campuses.

Community and college stations are usually not as rig-
idly formatted as commercial stations. Listeners are often
treated to a variety of music, from classical to jazz, alter-
native rock, and blues. Additionally, news, talk, and sports
programs may be thrown into the mix. The eclectic nature
of noncommercial stations draws listeners who are tired
of the same old rotated music offered by most commercial
stations. College stations are especially known for intro-
ducing new artists. Well-known bands and artists such as
Nirvana, U2, The Cure, Elvis Costello, Nine Inch Nails,
and R.E.M. owe much of their success to college radio.

Congress established the Corporation for Public Broad-
casting (CPB) in 1968. The CPB, in turn, set up the
National Public Radio (NPR) network in 1970. NPR’s mis-
sion “is to work in partnership with its member stations
to create a more informed public—one challenged and
invigorated by a deeper understanding and appreciation
of events, ideas and cultures” (“What is NPR?,” 2010).

FYI: Top 20 Formats of U.S. and Canadian
Radio Stations: 2009

1. Country 12. Gospel

2. Adult Contemporary 13. Variety/Diverse/Diversified
3. Christian 14. Contemporary Hits/Top 40
4. News/Talk 15. Rock/Album-Oriented
5. Sports Rock

6. Oldies 16. Classical

7. Religious 17. Urban Contemporary

8. Talk 18. Jazz

9. Spanish 19. Other

10. News 20. Alternative

11. Classic Rock

Source: Broadcasting & Cable Yearbook 2010.

National Public Radio distributes both its own and inde-
pendently produced programs to its member stations.
NPR programs can be heard on about 800 public sta-
tions aired to about 22 million listeners each week. NPR



has won many programming awards and is considered
one of the most trusted news sources. NPR delivers such
favorites as Morning Edition, All Things Considered, Car
Talk, and The Motley Fool Radio Show.

ZOOMIN 6.7

® |earn more about NPR at ww.npr.org.

® Tunein to your local NPR member station. Listen to at least
one news program, one music program, and one other
program of your choosing. How do NPR programs differ
from those on commercial radio stations?

® Listen to your college radio station. How is it different from
the commercial stations in your area?

WHERE RADIO PROGRAMS
COME FROM

LOCAL PROGRAMS

Most local radio stations rely on their own libraries for
music. Stations often