




internationally, and locally via their already established 

affiliate network relationships in the 212 Arbitron areas of 

dominant influence. 

Engel, Kollat, and Blackwell have commented regarding 

advertising and learning theory: 

It will be recalled that repetition is a fundamental 
tenet of learning theory. Most authorities agree that 
repetition of a persuasive message generally is 
beneficial. It is argued that preceding advertisements 
may have made too weak an impression to stimulate much 
buying interest. Later advertisements, then, can be 
effective in strengthening established weak 
impressions. Therefore, repetition can build a 
continuity of impression in the minds of prospects and 
strengthen a disposition to think and act favorably 
toward the advertised brand, product, or store. (Engel,� 
Kollat, and Blackwell, 1973, p. 338)� 

The original networks must promote on their own� 

frequencies self-serving advertisements more fully 

announcing their programming to the populace to positively 

influence viewership. Recently, CBS has formed a national 

sweepstakes style promotion/marketing venture with K-Mart to 

"get the word out" about the network's programming to the 

millions who shop K-Mart and who watch K-Mart/CBS linked 

advertisements on national/local television and in such 

advertisements in the print medium. 

8.� Use, more effectively, on-air promotions of the three 
over-the-air networks' own programs. 

To continue to hold the line of lost viewership, and to 

attempt to increase market share, the networks must be more 

aggressive in promoting their own programming. As Owen and 

Wildman� have noted, 
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Commercial minutes that cannot be sold are filled with 
public service announcements or network promotional 
announcements. Network promotions are not merely 
filler, however; they are crucial to the success of the 
networks' upcoming programs. The networks' ability to 
promote their own programs to large audiences is an 
important ingredient in their continued relative 
success vis-a-vis their smaller rivals. Sales 
resulting from heavy promotion similarly explain the 
success of downstream sales of national motion 
pictures. (Owen and Wildman, 1992, p.155) 

9.	 Lobby the Congress, the White House and Federal 
Communications Commission for a more equitable "level 
playing field" through further financial interest­
network syndication rules relaxation. 

There is not a level playing field between ABC, CBS, 

NBC and the cable companies, telephony, and motion picture 

studios. A saving grace for the original television 

broadcast networks is heavy lobbying of the Congress, the 

White House, and the Federal Communications Commission to 

allow passage of laws and rules more favorable to the 

original broadcasting networks. In April, 1991, the FCC did 

allow the networks to produce up to 40 percent of their 

prime-time programs, allow the networks to engage in 

partnerships with motion picture studios to syndicate 

programming in the United States, and to take part in 

foreign syndication (Auletta, 1992, p. 575). Such lobbying 

by the National Association of Broadcasters on behalf of the 

three original broadcast networks asserts the rights of 

these networks as diverse broadcast programming sources, and 

would show how competing technologies/existing technologies 

are violating those rights. This lobbying is to be carried 
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out in a legal and ethical manner by broadcasters, but needs 

to be expedited with all possible haste. 

In addition, an example of rules that the networks 

would petition the FCC to overturn so that they would not be 

at an economic disadvantage to cable, telephony, and direct 

broadcast satellite--communication entities not subject to 

these restrictions--would be the elimination of the 

financial interest and network syndication rules. 

Rosencrans states that the motion picture studios are 

concerned that the three original over-the-airwaves networks 

will	 control the television program market: 

These rules were relaxed somewhat by the FCC in its 
1982	 decision viacom Int'l, Inc. v. FCC. The courts 
ruled that the traditional three television networks 
could purchase rights in programming that could be sold 
for use by cable and home video distributors as well as 
make	 profits from the merchandising aspects. proponents 
of repeal respond that television production has not 
been	 dispersed any more widely by the rules: it has 
merely shifted into the hands of the motion picture 
studios who monopolize the programming market as much 
as the networks ever did. (Rosencrans, 1990, pgs. 68, 
72) 

10.	 MOre effectively use emerging technologies and cross 
linkages via telecommunications sciences/engineering 
and convergence. 

It is effective for the three national television 

networks to be futuristic by using on-line computer services 

such as the Internet and interactive bulletin boards. 

Additionally, programming linkages between premium networks 

and ABC, CBS, and NBC such as the ABC/ESPN linkage for 

college football will aid in developing further brand 
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marketing. This is common, as the big three Detroit 

automakers have done this quite regularly; i.e, Ford Motor 

Company/Mitshubishi; Chrysler Corporation/Toyota; General 

Motors Corporation/Honda. 

11.	 Program network broadcasting on direct broadcast 
satellites. 

with the advent of the direct broadcast satellite 

programming services provided by United States Satellite 

Broadcasting and DirecTv, the broadcast television networks 

have an opportunity to reach yet another audience: those 

that do not have cable or wish to discontinue its use, those 

that are not presently receiving over-the-airwaves 

television, or those that do not have their own TVRO. Again 

the emphasis is on brand recognition from as many avenues as 

possible to enable ABC, CBS, and NBC to drive home the 

message that they are the formidable giants of the 

electronic communications industry and intend to stay that 

way by reaching any audience through utilization of new 

communications transmissions technologies. 

12.	 ABC, CBS, and NBC's Hollywood studios are to produce 
more made-for-TV movies, TV series, and theatrical 
release feature motion pictures to compete equally 
against Hollywood, Florida, European, and Pacific Rim 
studios. 

Producing their own made-for-TV motion pictures, 

television mini-series, and theatrical release feature 

motion pictures at their own respective Hollywood studios 

will	 save the networks license fees they presently normally 
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pay to the Hollywood studios, allow them to control their 

own creative productions in their entirety, and allow the 

brand recognition factor of their names/acronyms to live for 

perpetuity (Ibid., 1992, p. 96). 

13.	 Expand even more into the vast international (offshore) 
telecommunications communications, broadcasting market. 
Also greater production and distribution of major 
motion pictures to the offshore market. Transmit via 
world direct broadcast satellites, telephony, and cable 
networks. 

Europe has stable and established governments. 

Developing broadcasting and information services that are 

driven by advertising revenues would be profitable for ABC, 

CBS,	 and NBC offshore of the United States and would provide 

service to the world market. 

The Pacific Rim contains an enormous outreach audience. 

As outlined during the April, 1994 international convention 

in Cannes, France, of broadcast television program buyers, 

sellers, consultants, and dealmakers: 

More	 strategic alliances surfaced between players from 
around the world, with Nine Network of Australia, 
Television New Zealand and Canada's Baton Broadcasting 
announcing the most unusual: a multinational alliance 
of terrestrial broadcasters to combat the growing 
threat from cable and satellite. Bruce Gyngell, Nine 
Networks chairman, described it as a means to provide 
IImutual support, II with the Canadian broadcasters, 
having already experienced increased competition 
created by new means of distribution, in a position to 
advise the others. 

Although Gyngell didn't explain how the alliance would 
operate, a source from one of the three companies said 
that by joining forces they should be able to secure a 
better deal when acquiring program rights. If the 
tactic proves successful, it could set-off a trend of 
distributors increasingly being squeezed by 

65 



multiterritory buyers. Even if it doesn't work, it 
illustrates that television companies are increasingly 
"thinking global, acting local." (Amdur and Bell, April 
25, 1994, p. 35) 

Recommendations for Future Research 

Future research could include an examination into the 

expanding 21st century financial, technological, and 

regulatory policies of the cellular, photonic, fiber, and 

digital telecommunications technologies and communications/ 

information enterprises. What is to be their cultural, 

economic, political, and environmental impact as these 

enterprises continue to revolutionize and link the societies 

of the earth? Additionally, future research could explore 

the societal factors that influence television viewership in 

this new environment. 

Moreover, since the beginning of the research presented 

in this thesis, there have been rapid and constant 

successful and unsuccessful mergers, takeovers, and buyouts 

that are creating global communication entities. During 

spring 1994, Quality Value Channel failed in its takeover 

bid for Paramount. In July, 1994, QVC's Barry Diller also 

failed in his attempt to merge QVC with Laurence Tisch's 

CBS. As one of this thesis's broadcast networks policy 

analysis authoritative output, this type of merger could 

have been one of the ways that the three original U.S. 

television networks could survive into the twenty-first 

century as providers of diverse broadcast programming. 
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Future studies could track subsequent financial 

maneuvering by electronic communications industries. For 

example, during September, 1994, NBC's Jack Welch talked 

with Gerald Levin of Time Warner Inc. about possibly selling 

the GE owned network to Time Warner. There are rumors that 

Richard Frank, chairman of Disney Television and 

Telecommunications Unit is interested in purchasing Capital 

Cities/ABC Inc. RBOC Bell Atlantic's Chairman and C.E.O. 

Ray Smith is proposing to give over-the-air broadcasters 

prime channel locations on his company's video dialtone 

systems (VDT) (Broadcasting and Cable, September,S, 1994, 

p. 36; September 12, 1994, p. 34; September 19, 1994, 

p.10,) . 

However, while some may view the future for ABC, CBS, 

and NBC as dismal, other information and entertainment 

leaders elaborate that the future for the networks and their 

competitors couldn't be brighter. Gerald Levin, Chairman, 

President, and C.E.O., Time Warner Inc.; John Malone, 

President and C.E.O., Tele-Communications, Inc.; and Michael 

Ovitz, Chairman, Creative Artists Agency, note: 

lIFrom an economic point of view, this is clearly 
the future for our country,n says Levin. As 
America's military-industrial supremacy has waned, 
the nation is emerging as an information-and­
entertainment superpower. nIt's a little bit like 
the advantage Henry Ford had at the turn of the 
century, n Malone points out. "Only America was 
big enough to justify building mass-production 
centers for Fords. So, here, in the latter part 
of the century, our market is the only one large 
enough to justify building the next Microsoft 
Windows software, or the next Terminator 2, 
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Jurassic Park. That gives us, as an exporter, a 
huge edge." 

"This country is poised to set the standards 
around the world for information and entertainment 
services," says Ovitz. An America mega-industry 
has been given exponential technological power, 
power that could change the way we educate our 
children, change the way we do business, change 
our definition of community. So dreams are being 
dreamed, and plans laid, even though no one is 
sure exactly how, or how radically, these 
technological advances will affect the way we 
live. As Ovitz notes, IIA lot of these ideas are 
just ideas, and no one's been able to find a 
critical mass or marketplace. Right now CD-ROM is 
the big word because you can actually sell them to 
someone." (O/Shaughnessy, 1994/ p. 222) 
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GLOSSARY
 

The sources for these definitions are as follows: 

Daniels, Tom D., and Spiker, Barry K. Perspectives on 
Organizational Communication. 2d. ed. Dubuque, Iowa, 
Wm. C. Brown, 1991. 

Eastman, Susan T., Sydney w. Head, and Lewis Klein. 
Broadcast/Cable programming: Strategies and Practices. 
Belmont, CA: Wadsworth Publishing Company, 1989. 

Shapiro, Alan. Modern Corporate Finance. New York: 
Macmillan, 1990. 

Affiliate. A commercial television station receiving more 
than ten hours per week of network programming, but not 
owned by the network. 

Arbitrage. Profiting from differences in price when the 
same asset is traded on two or more markets. This 
involves buying in the market with the low price and 
selling in the market with the high price. 

Audience Flow. The movement of audiences from one program 
or time period to another, either on the same station 
or from one station to another; includes turning sets 
on and off. Applied to positive flow encouraged by 
similarity between contiguous programs. 

Audience Fragmentation. A phenomenon in which the total 
audience for a medium is widely distributed across a 
large number of program services. Cable is said to 
fragment the total television audience, resulting in a 
decreased average audience share for each channel. 

Broadband Bandwidth. Bandwidths above 3-4 KHz. The number 
of rf-modulated signal frequencies contained in a 
designated channel. Telephone bandwidth capacity is 
3,000 Hz; AM radio, 10,000 Hz; high-fidelity audiotape, 
20,000 Hz; FM radio, 200 KHZ; U.S. television, 6 MHz; 
coaxial cable, 57 MHz; optical fibers, multi GHz. 

Clearance. Acceptance of a network program by affiliates 
for airing; the total number of clearances governs a 
network's program's potential audience size. 

Compensation Incentive. Usually a cash payment by a network 
or syndicator to encourage program clearance. 
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Convergence. The disintegration of distinctions between 
different technologies. In this paper, convergence 
means the technological marriage of television, 
telephone, cable systems, motion picture, direct 
broadcast satellites( and computer in the home. 

Counter-programming. Scheduling programs that appeal to 
contrasting demographic groups. 

DBS. Programming from direct broadcast satellites going 
from satellite to home receiving dishes( bypassing a 
ground-based distributor such as a broadcast station or 
cable system. 

Dayparts. Portion's of a network's broadcast schedule 
defined both by time of day and by program content. 

Direct Broadcast Satellites. Special satellites intended for 
redistribution of high-powered television signals to 
individual subscribers' receiving dishes, requiring 
only small dishes. 

Federal Communications Commission (FCC). The United States 
government regulatory body that governs the licensing 
of radio and television stations. liThe Commission"--as 
it is known by broadcasters--makes regulatory rules 
regarding broadcasting, enforces these rules, and 
hears cases that involve alleged rule violations. 

Federal Trade commission. An independent regulatory agency 
(IRA) created by Congress to deal with unfair trade 
practices by trusts. The FTC regulates advertising to 
protect against unfair and deceptive advertising. 
Although it cannot directly fine broadcasters, the FTC 
can issue cease and desist orders if false and 
misleading advertising is suspected. 

Financial Interest and Syndication Rules (Fin-Syn). FCC 
regulation prohibiting broadcast networks from 
producing or having a financial stake in most of the 
entertainment series they ran, or later to participate 
in the profits from syndicating reruns of these shows 
to domestic or overseas outlets. 

Households using Television (HUT). Standard industry term 
defining viewership as total number of sets turned on 
in a household during an average quarter hour. 

Junk	 Bond. Bond rated BB or lower by Standard and Poor's 
and Ba or lower by Moody'S. 
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Leveraged Buyout. Acquisition of a company, usually by its 
management, in which the buyers borrow against the 
company's assets, usually requiring subsequent sale of 
some assets to cover purchase costs. 

Maintenance Function. Communication that regulates system 
processes. Regulation implies that system conditions 
are maintained within certain desirable or acceptable 
limits. 

Merger. Agreement by the boards of directors of two 
companies to combine. 

MUst	 Carry Rules. These rules require cable systems to 
carryall local television signals. 

Network. An interconnected chain of broadcast television 
stations that receive programming simultaneously; also 
refers to the administrative and technical unit that 
distributes (and may originate) preplanned schedules of 
programs. A network is any person or entity which 
offers an interconnected program service on a regular 
basis for 15 or more hours per week to at least 25 
affiliated television licensees in 10 or more States. 

Network Compensation. Payments by broadcast networks to 
affiliated stations for airing network programs and 
commercials. 

NTIA. The telecommunications policy-making and research arm 
of the government. Established in 1978 as part of the 
Department of Commerce, the NTIA allocates government 
uses of the radio spectrum, develops policies that 
support the development of telecommunications, 
including radio, television, and cable; and also 
provides facilities grants to noncommercial 
broadcasters. 

Programming. Television material appropriate to a 
particular market and a predefined target audience that 
is scheduled in a strategic manner and tactically 
distributed through methods and techniques to best 
reach that target audience. 

Psychographics. Descriptive information of the lifestyles 
of audience members, includes attitudes on religion, 
family, social issues, interests, hobbies and political 
opinions. 

Rating. Audience measurement unit representing the percent 
of the potential total audience tuned to a specific 
program or station for program or time period. 
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Senior Notes. Unsecured bonds whose claims are paid off 
before claims of subordinated debt. 

Share. A measurement unit for comparing audiences; 
represents the percentage of total listening or viewing 
audience (with sets on) tuned to a given station; 
total shares in a designated area in a given time 
period equal 100 percent. 

Station Group. Parent corporation, owners of several 
broadcast stations. 

synergy. A condition in which the whole is greater than the 
sum of its parts. 

System. A set of elements bound together in interdependent 
relationships. 

Warrant. A security that gives the holder the right to buy 
a specified number of shares of common stock at a 
specified price during a designated time period. 

Wholeness. The effect of elements working in relationship 
to one another differs from the effect of their 
isolated, individual actions taken collectively. 

White Knight. A third party who steps in at the target's 
behest to rescue the target from a hostile takeover 
bid. 
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TIiE THREE ORlGINAL U.S. TELEVlSION NE1WORKS
 
AS DIVERSE BROADCAST PROGRAMMING SOURCES:
 

AN ANALYTICAL MODEL
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Adapted from The Politics of Broadcast Regulation model by 
Krasnow and Longley (1978). 
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Webster, James G., and Lawrence W. Lichty. Ratings 
Analysis: Theory and Practice. Hillsdale, New Jersey: 
Lawrence Erlbaum Associates, Publishers, 1991. 
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