
This proposal deals with consiuerations that must be brought out 

into the open if broadcasting in this country is to be intellibentls used 

in the interest of the general liste1dne public. In principle, of course, 

broadcasting is a public service. Lebally, the industry is given its fran-

chise in return for the service it renders 11in the public interest, conven-

ience, and necessity." Th~s conception of broadcasting is always tuen for 

granted in proceedings before the FCC o.ncl in all the industry 1 s publi.c 

statements. Educ.tion quite lo6 ically bases its claim ~o radi.o time on 

this concept. In practice, however, quite another concept prevails - as 

broadcast ers will rea~ admit privately: as they say, "After all , we 're 

in business. ~nen educators can provide ~rogr~s that will get an hold 

listeners, we're not only ready to give them time but other help as well." 

Thus in practice it has to be tuen for granted that virtually 

all of t he industry's activities are €OVerned by commercial considerations. 

Of course the more progressive me~oers of the industry are comin6 to feel 

that so:ue Measures of genuine public service are necsssary as 11insurance, 11 

as they put it. Thus we have the CBS, for example, making an explicit 



public statement of its polic,y regarding programs that deal with contro-

versial questions , But as yet, eo far as I can ascertain, this trend is 

not reflected to any great extent in the industry's reeearoh. 

In that, the inaustry in almost ~xclusively concerned with the 

listener as a prospective purchaser. The resanrch divisions o£ the chains, 

for example, are so far as I know without exception organized to promote the 

sale of time. Administratively tba.t are a part of the division of sales 

promotion. Actually, they undertake little rase~ch directly, wost of 

their effort is devoted to interpreting data obtained fro~ outside research 

organizations - the Cooperative Analysis of Broadcasting, generally Known as 

the Croale,y Survey; the Clar~-Hooper Survey; and other similar abenc~ea, 

These agencies serve not only the industry but advert13in~ agencies and 

advertisers as well, Their studies in effect are concerned only witt1 !Ile.cnbers 

of the radio audience who are likely to buy proQucts advertised by radio, 

Their inquiries, with few exceptions, are made by telephone and t hus pro-

vide no data whatsoever on the npprox~tely 15,000,000 radio homes which 

have no telephone service, (There are now in use approximately 11,000,000 

ho~e telephones, as contrasted with a total of 24, 000, 000 ho~e radio sets 
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in use in the country.) 1'i1ey provide no data whatsoever on rural liatenera . 

It is thus fair to sa that little is as yet .known of tho make-up, 

habits , or interests of the total rauio audience. But obviou&ly radio cuet 

take tne total audience into account if it is to oecoJle a genuine public ser-

v~ce. The present proposal, as I unuerstand it, is the first step ln arriving 

at a gaxaixa sound knoftledge of radio's auuience as a whole . In contrast to 

.c:;>resent researcn it "ill frola t.nE: outset truce the entire audience into 

not 
account, and it will study that auuience/in ter~~ of what it buys, but 

rather in terms of ita needs, interests, anu ca~acities. 

This differtJuce Chll }X.rhape be illust.rated by what tnis ;;)tudy will 

~naeavor to discover ubout who listens in contrast to what the industry ' s re-

search provides . So far as I can a3Certain, t he indi.letry know who llstens only 

in terms of tho total number of sots in operation, bro~en down into broad socio-

economic ~roups in cities in the different ti.Jne zones across the country . The 

present proposal, on t he other hane1, would attempt to find fea~ible ways of 

extending this inforU~a.tion to include the a..;e and sex of listeners, tneir voca-

tiona, tneir education, taeir avocational interests, and their cultural bacK-

ground. C_early such information is essential if broadcastin~ is to be illdepen-
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dently planned to auit the needs, interests, and cappcities of ~isteners. 

Existinc dat~ undoubtedly provides n certain basis for planning broP~casts 

that serve the purposes of adverticers. But if broaucaating is to have a 

broader public service - informational, educntionr~, or cultural, - its 

planning must toke into account such other con.iiderationn as these. 

On the still more fundamental question of why liateninb takes 

place, the industry knows litt~e or nothing beyond the outcomes of one 

specific stuey 11hich showed, &.s would be expected, that it ic the program 

which attracts rather than the ease with which a station is beard. But 

nothing is known of why ~rogr~,s attract. Uere the present project would 

ao pioneer work in o~ening up ways b.r which the basic interests of listeners 

could be determined - interests occasioned by their personal ambition~, 

attitudes, repressions, enviro~ental limitations, ana, fin~y, indiviaual 

responsibilities which the,y recogni~e as parents or citizens . Thus, in 

general, as the docket states, the project would attempt to explain hat 

avail~ble data only describes, and that eomewhat meagerly for the broader 

purposes of radio as an instrument of (".lblic service. 
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The docket alludes briefly to certain considerations which the 

industry believes prevent it from i n i t i a t ion a s t u d y of t h i s kind. Com-

mercia l ly , radio has been built up as an instrument of mass a p p e a l . Its 

r e s e a r c h h a s thus been concerned wi th t h e radio audience in the mass: it 

h a s hada d little concern w i t h t h e individual or w i th t h e groupings of in-

dividuala with in the m a s s A g a i n tne industry h a s not cared t o r i sk re-

search on how l is teners listen: any d a t a which would suggest t h a t listeners 

do not give complete attention to what i s broadcast the industry feels would 

tend to w e a k e n its posit ion with advertisers. On the other h a n d this is a 

factor which must be taken into a c c o u n t if broadcasting is to be planned 

r e a l i s t i c a l l y .

More i m p o r t a n t still in this respect , is the r e l a t i o n which has 

grown up between tne industry and the adver t is ing agenc ies on the one h a n d

and between the agencies a n d buyers of time on the other hand. It is a 

fact t h a t one of tho national chains felt obliged deliberately to curtail 

its research to maintain good relations with the advertising agencies who

acted as intermediaries of sponsors in the purchase of t i m e . D a t a which

the chain was collecting proved contrary to some of the contentions on 
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which the agencies were selling time. To maintain its profitable relations 

with the agencies, the chain ' s only choice was to give up the research. 

With this the case, it may seem strange t hat this proJect has the 

support of influential representatives of the industry - and it may well be 

that eome of them at least do not dee clearly all that the project implies. 

But they are nonetheless «aaiit•W committed to it in a way which promi~es 

their cooperation as wor!C proceeds . Thi·s can be briefly' accounted for by 

the project ' s history. 

Act~~, t he project is a part of a comprehensive program of re-

search wnich is shortly to be sponsora<.l by the FREC. Tnis is a serai-official. 

body made u~ of approxicately 40 ~embers representing the more ~portant 

agencies in the industry and similar non-profit agencies concerned with 

) broadcasting' a public service. The .comprehensive program of researcn re-

ferred to was origi~ worked out ~/ sub-co~ttees appointed for that 

purpose. Financing of this program •s then discusded at an informal con-

ference called by tbe FCC in January. The ~onference grou; included the 

presidents and other lmportant ~ representatives of ~1e pz three principal 

broadcasting chains and the Executive Director of the National Associ~tion of 



Broadcaatera, ropreeenting t he im.i11stry as a whole. The industry' a repre-

se11tativee readily went on record that some resee.rch of t t-..ie kind was 

desirable :md needed, but th~t tho pro_t)osed £h ogram was not sufficiently 

comprehensive for the purpose. The ~ro~-rWA was then referred to en informal 

oommi 'ttee of s ix r.bose me111ba:ra int~luded three broadcasters: Willis of CBS, 

Royal of NBC, and Bl\ldwi.n of t11e NAB; and three educators, Tyson of N,ACRE, 

C'l.lltrll of Princeton, and Charters of Ohio State. The l'ltore comprehensive 

progro.m worked out by this SLl!Ul com.;nit.t~Je wa.:; discussed at a second confer-

ence in \isrch und :U:rt:dl form!\.l.ly a.do;>ted , It was tnen 11greed tlla.t t he 

coaill.ttee of six ~.oi.lld short:cy be made the executive co!IUll.ittee of tho F.REC 

and thnt :t should have the se1~ices of a c~petent executive secretary ~nose 

prim&ry responnibility would be the coordination of the various projects in-

eluded. As noted in t~e docket, it wna also ~Teed that all findings should 

be released throuEh this executive coDmdttee, tboueh the agencies underta~ing 

t he varioas proJects included will be quite indel)tmdent in .cn.rrying on t he 

necesoary reaearch. 

The industry's C01runi tment to this ,prot;-ram is further indicated by 

its willingness to support certain of the projects included at an expense of 
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not less tc.an ~0,000 dur~ tne next bo years. In ac!dition, the 

in:lustry is underwriting the salary an office expenses ot tlle executive 

secretary to the extent of $151000 annus.lly dur1n6 that two-year pe1·1o1. 

In view of the interest this ~rogram has for educators and non-rrofit 

groupll concerned with broadcastint,1 fWlds for other of the projects ru:e 

being &~ked of various founa~tiona. 

Sup~rt of the :,n-esent propo3al thus appear.:> to be: fund8.iilent&l 

for advancing the interests recognized in Foundation program in r adio. 

In the first place, such su;port r.ould contribute sub3t~tially to the 

success of an enter?rise - one of tho first - in which educators and broad-

casters are cooper~ting to advance for co.ruu~n interests . In tne second 

~lace, 3Upport of this particular propvaal 3ho~u have the result of making 

clear for the first tlme so~e of the lruportant implications of the public 

service concept of broadcastin0 to a degree that ~ wel~ neces31tute 

icportant change3 in current broaa~~wt~nb practice. In effect the ~pose 

of the present ?roposaJ. is to set a new style in radio research. As has 

been ~inted out., tlle broadcaaters do not at present feel 1;hat thej' can 

afford t o initiate research of this kind for the.uselves . If the present 
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project succeeds, as I expect it will, in demonstrating the feaaibilit,y 

and significance of studying the actual ana. potential public service of 

radio to ita total audience it will set a style wnich the broadcasters 

advertisers 
cannot afford to disregaru. Individual »Eaxd&&ItBX& already sense the 

need. Individual advertisers are a.lreauy challenging the suppositl.ona on 

which present broadcasting practicb rests. Clearly t he time is ripe for 

study of this kind. Support of this proJect see:-as to me a strategic 

move for the Foundation to ~e at this time. 

. . . , -
/ 



IHAT THE INDUSTRY JQJOWS 
{only what is regarded at present as commercial 

in implic~t:ions) 

A. WHO LISTENS 

Total Number ir... terms of 
1. income 
2. size of cit1 
5. tiae-zones 

(.:J..l this based on 32,000 
.:~ersonal incervie.'l's -
8,000 each .n Jan. April, 
July, & Oct. 'l'hese snm-
?lin~e in 120 cities -
rural areas uot included) 

(Cert3in areas have bee~ ~tudied more intensively for 
specific commercial 9urposes: tor these areas infor-
illatiou exists ~ut .i.s not generally available that nns era 
the question: !ho Listens also in te~~s of age and sex. 
This work for the most part has been done by 1nd1 vidual 
advertisers ho at ~resent are unwilling to make the re-
sults availa~le either t c the industr7 or even to their 
advertising agencies.) 

B. WdE7; LISTEJl!i;G TAKES PLACE 

Answers to this quest ion come from three sources: 

1. Crosley Survey (Cooperative Allalysia of Bl·oad.-
casti.ng): Telephone inquiries l':hi...:il by 
SaiUpling ehow tile si:-e of the autiience for 
every half hour uuril4; the broadcasting u.aJ in 
termd of sets in operation, time zones , clty 
~· (Tin.s survey is confined to 35 citi~a 
whlch represents 19~ of tne total Listening 
110pulation - no rural areas ~cluu~d. ) It 
asks: \That programs diu you is ten to <luring 
certn.in s pacified hours. 

f . Clru.·k*Hooper Survey (Teie;lhone ingul.ries), 
,.hicn 1;5hoY.s llUd.:ience s~ze between tile hour::. 
of 7 and 10 P.t on:cy, in t eriilS of sets in 
operation. (This survey covers o~· 16 
cities tn~s side the ~ssissippi; no rural 
areas included.) It asks: \That program are you 
now listening to? 

WHAT THE. STUDY TIILL CONTRIBUTE 

A. \\1!0 LIS'IEli5 

Development of new techniques to supplem6nt ex-
isting infor~ticn in ~erms of 
1 . Age 
2. Sex 
5. Education 
4. Occup~tl.on 
5. Rural. areas 
G. Cultural bac ·ground (regional bToup~ ; 

national groups; inter~sta in terms of 
hopeo, avocct~ons, politi~s, religi on.) 

B. WHEN LISTENING TAKE~ PLLCE 

Ss.we as A. 



3. Starch Sllrvey (For CBS) establishes §1!!. of 
listening audience in half -hour pericxl:> in 
terms of sets in operation, ~ sex, she 
of city, time-zones. (Personal. interview 
•ba~ed on recall) This survey re~resente 
all ~;>ulation groups in t1~ country over 
2500 - t hus no ursas Qefine~ ~ the census 
as rural. 

*and reco~tion forQs . 

4. Ind1vi ual comvanies undertake private ~~­
veys of progr~s they ~)onsor or test the 
value of t:illle r.hich they are thinking of 
purchae:.l.nt; . 

5. There E.l.r<.! alao t •. o survey.:. on the Vies t Coast: 
Thl California l!ltelligence B':.1roau 

(colnciuontaJ. telej?honc): deaJ.s J~ith the 
.Lo .... Anbele~ area; a....'tU 
Fact~ Consoliaated (Pertion~l interv~ewina 

recall): ueals with five major ~arkets 
on the r.est Coast in terms si :nilar to 
Crosley Survey. 

C. uUAT IS !:..ISTENLD TO 

1. Croslev· 
»hat people hear in t~s of uhat they 

rame~ber th6,7 hear. 

2. ClarA:..:llooper 
~'h'lt peopla are list.wg to duri.nt;. hours 
calleJ. (7-lu P..t) 

5. Facts Consolidated 
Came as Cro~le~· 

4. California Intelli&ence Dureau 
~hat people are listening to in the Dos 
.Angeles area during aey- period in the 
broadcasting day. 

C. liHA'I IE LISTElED TO 

Sftme as t. and B 



D. HOfi LISTENING TA..".\ES PLACE 

NO INFOIU!ATION 

E. fiHERE LISTh1HNG Tlli-:8 ?LA.CE 

l . In ter~s of home listenipg from 
source~ not~d above . 

~ .Crosley ~rhaps ~es ~nto 3ccount 
auto.11obile listening to ome 
extent. 

CBS Stuiy in 6 cities: Vlhat favorite ctHti on 
is; re'"'sons r.hJ : 

1. ~se of r ecepti on 
2. Favorite program 

G. EFFECTS OF LISTINING 
1. In t~r~s of sales 
2. Circulation of boo~s (limited) 
5 . Att enJance at certain public events: 

~ovies; baJeOall g~ues, etc. 
(No systemat.i.c surv0ys ; got Oj exam.im.tion of 
records before and after broaacasts, etc . ) 

Possibilities: 
Naison ' s r ecorUing device: records of listening 

anu purchases 
Psychological Corp. : Brand Barometer 
Cros~ey ; Consumers Index (same as above) 
Neilson Compacy: Dealer I ndeJt 

D. HO?i LISTENING TAKES PLACE 

Development of new techniques to supplement ex-
isting inforgat~on in terms of 

1. Active and Passive (who, •~hat, ,.uen, r.nere) 
2. ~';bat lit.teners do o:.rh.ile liste!lino (.vho, Y.u.t, 

l:.en, ... here) 

E. ~ LISTF:'1ING TAKES PL~,CE 

l . School 
2. Listening grou~s 
5. Public places : lunch roo~~ ; entertaiLlm~nt 

places; ct~ches (Soutu); ~oliti~al r nllies. 
4. Public conve.yances . 

F. -~uy l..ICTIJUNu TAKES PLACL 

From u.ata above such raotivatillt; r~ctors a:; : 
L. Da3ic ~1~viuual in~~rast 
2 . J.mbitl.Ollw 
5. Attituacs 
4 . Repressions 
5. C .pacitl.es 
6 . Tempera.:.ent 
7 . ResponE ... bilities 
8 . OvercoLng enviroumE>nt&J. h u. tict ps 

limitations for soci~ par~icipation 

G. EFFECTS OF Ll3TENING 
On 
~. AttituJes 
2. Conduct 
5. Information 
4. New interests and aesires 
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