: respondents, 1ncludlng years
' salary, college majors and mi

,characterlstlcs o

DOCUMENT RESUME

zn‘ooz'sso’

. .. . ~
i Ulhle, Darrell E. a4 -
N The Indiana Report: What 320 Broadcasters Thlnk About
/\« . Radio and TV Acadenlc Prograls in Higher N
: S . Education.
INS}l?UTIQN Ball State Unlv., uunc1e, Ind. Center forsRadlo and
B . 7 Television. T
_PUB DATE ' 7?1\\\\\ ' - :
NOTE ; \ﬁpp. T - 7
SN \ . o / A
- E S'PRiCE . MF- 50 76 HC- $3 32 Plus TPostage ;///’ \\\J//
DI CRIPTORS . Academic Education; Attitudes; ¥Broadcast Industry. n
College Graduates; College Programs; Curriculum —
' Developméﬁgﬁ Higher Educ on; Mass Media; Media
. Research; 'Media Spec1al sts; Programing (Eroadcast).
- y - Radio; *Surveys- Television :
DENTIFIERS Ball State University; Center for Radio and
\ Telexlsxon° *Indiana Broadcasters Association
ABSTRACT ; . S -

\ A survey was. conducted of 70 Indiana radio and .-

television statlon managers and 250 collége-educ;ted elployees of B
their choosing,to assess views on quality of academic programs in

- radio and television. Questionnaires were distribated and personal

visits made to more than 50 stations. Questions and responses were
grouped under three headings: Part 1 covers personal data on
:ﬁéjrange of experlence, beg nning -
age at which management s atus was
attained and a personal choice of "favorite" position. Part- 2als
with opinpiéns and{attltudes about college-educated enployees,

replaced, /and . reconnendat;ons for curriculum content and for
improéving; graﬂuates of acadenmic programs. Part 3 sumparizes .

-questlonnalre response, including apparent influence on careers of s

college éducat10n,,spec1f1c broadcasting courses, college placement

,serv1ces" -radio-TV' departments and professors and college broadcast

facilities. ﬁespondents were also asked®to rank the emphasis placed

on ¢ritical areas by their- college programs, and to suggest dlfferent o

elphasls based on ﬁhelr experlence. (SK)

L - N

8

****i*****************************ﬁ******t****!ﬁ;t****************i******

* Documents acquired by ERIC include many informal unpublished

* materials not available from other sources. ERIC makes every effort =*
* to obtain the best copy available. Nevertheless, items of marginal =*
* reproducibility are often encountered and this affects the gquality *
* .of the microfiche and hardcopy reproductions ERIC makes available *
* via the ERIC Document Reproductlon Se€rvice .  (EDRS). EDRS is not *
* responsible for the quality of the original document. Reproductions *
* *
* *

supplied by EDRS are the best that can be made from the original.
*********************************************************t**#******#*

o Y *

radio-TV staff, how employees are recruited and /7//’



- -

i .THE INDIANA REPORT

. \
o

_WHAT 320 BROADCASTERS THINK ABOUT

. ‘. v

'« RADIO AND TV ACADEMIC PROGRAMS .
,]
IN HLGHER .EDUCATION

P ¢ - ) 4

arrell E. Wible

: I Center gor Radio and Television ,

PO \

\ ' -

Ball_’ State University °

. U.S. OEPARTMENT OF HEALTH,
- EOUCATION & WELFARE
197 5 . : NATIONAL INSTITUTE OF
. ) - EOUCATION ‘R/
¥ : THIS DOCUMENT HAS BEEN REPRO
e N DUCED EXACTLY AS RECEIVED FROM
; : i . THE PERSON OR ORGANIZATION ORIGIN
| . ATING IT POINTS OF VIEW OR OPINIONS

- : . | C : STATED DO NOT NECESSARILY REPRE
\ S SENT OFFICIAL NATIONAL INSTITUTE OF
EDUCATION POSITION OR POLICY




" FRRATA D
‘ !
,

. " Error /- \ ' . Correction
. Page 5, line 84, imput . imput \
3 Page 8, under line 25, add . WAMW/WFML, Washington, Joe K
O station and manager's name. Edwards, General Manager
T , R _ _
% Page 9, line 24, respondent's respondents. - :
% ' Page 25, line 2, Rfles Rules = . . /
: : i y
i. .  Page 30, line 4, facitliies -  facilities v
CoE - | . L
5 Page 47," top of page, 70 employees 63 employees L
"} Page 47, opposite "AVERAGE" $9,014.20 S ‘
Y ///’f per emp]oyee’ -$10,015.78 per employee ; ,
. L‘ . ‘ - . ; o \" - v i
P - | i\\‘gz;? i
4 o . S . ! ’ R ‘ .
; _ / |
‘ . o i \ . : . |
. .,'.'\ ) . /
o AU \ / ‘
N\ " <
: N \ . » \\ ~
s




. ACKNOWLEDGMENTS -

_ Iihe ‘assistance of Ball State University and the Center for \
Radio

Television, in making this report available, is gratefully Y

acknowledged.

Preliminary tabulation of more than 1,500 pages of employee
questionnaires was greatly expedited by upper-class RTV majors, Bill
Iddings, John Zondlo, Brad Groninger, Chnis Nolte, Richard Conklin,
‘Donna Menis, Edd Monskie, Rob O'Brian, and John Taylor. Equal
. effort was provided by graduate students Jim Ottolin, Ron Carlson,

. Maurice Odijne, and Duncan Holaday. The1r efforts are truly appreci-
@ted.

To my colleagues in br&edcastmg and in educatlon who have
encouraged such a study over the years--\-wu‘.hout sharing those many '
points of view this would not have happened. ©

The hospitality of station managers, despite unscheduled visits
by the writer on several gccasxons. was extremely gratifying. .Every
door was openedwithout hesitation, regardless of the hour of day or’
the pace of the schedule. iy
. To those employees who found time out of busy sche les to show

facilities and to talk about broadcasting--thank you. Your ideas and
_opinions meah a great deal to thé present and future of brOadcastmg and
higher education.

To Michael l{ Rogers, Executive Secretary of the Indiana Broad-
casters. Association (and a former professorial colleabue at Ball State),
and to officers and directors of IBA sincere apprecxatlon for your
encouragement and approval. T o : -

x4



INTRODUCTION . -

-
Lo e
-

| A station manager recently wrote, "Some schools teach weird things about

commercial broadcastmg." A broadcasting employee said, "There are station

anagers with weird ideas about higher education." An educator without commer-
ial broadcasting experience might have remarked to both, "What's going on?"
Another educator with substantial commercial experience might have rephed,
"Why?not communicate with each other and learn more about it?"

-The success of the broadcasting industry is dependent upon people-—good

people! Higher education has access to more "good people" first than do broad-
. caste¥s, and therefore is in a position of considerable influence. It is obligated
* to use, that mfluence wisely~-~in the best interest of the student, or as the FCC °

"\mlght \put i , the student interest, convenience and necessny "
\ By wofFking. together in a spirit of cooperation, both higher educatign and
broadcisters can benefit; the industry and related, areas can benefit. Studez;tts
. can be \better directed toward realization of meaningful careers with adequat‘e
compensation and benefits. Perhaps, and even more important, bright, tabo,;pﬁ;ag,tL
hard-working youn men and women who have been entering medicine, law, an K
other s cialized areas of business or professions, will consider broadcastingy
~ |A| university professor was heard to say, "The university should lead\th’é‘&“ =
way."| A broadcaster replied, "No way!" The restlt of such thinking is confusion
and lagk of d1 ection for.a student who may be tyapped in a stream of conflicting®
ideas , and is hsking, "Which way?" =
The glamour of broadcastmg has trap its‘share of unsuspecting victims.
It is exciting and it is fun! It is also an extremely demanding, hard-nosed

busihess ! ) / )
Broadcasting is con\ tantly moving, shifting and changing. It is a business
of 1deas and survival’ fittest. It is a business which extends far beyond the-

- ego-~satisfying search for recognmon. The pressures may be 1mp0551ble but the
rewards ma be infinite.

Any person entering broadcastmg ought to be made aware, as nearly as
possible, of fealities which are sure to come. One should know that even the most
gifted, the mc\st successful, may find a day when their best is no longer good
enough--when the job is no longer fun., What then? : .

{ome succeed. Some do not. ‘Some are unable to recognize the dlffgrence.lr
It's a nihg thought to be 40 years or older and without a future. Broad-.
casting has 4fs §hare of those who have given their best years for too little. .

Broadcasting, as a career, offers far more than one can hear on x‘adlo or
‘see on television\. There is the sheer joy of \borkmg at somethmg you: ltke to do!
There are advertising agencies, news services, equipment manufacturers -audi-
ence research firms, nefworks, program and jingle packagers, and,(other closely
related areas.. - { Ay \

This study déals with a single area of broadcastmg—-that of radlor—TV station
operations of Indiana. It embraces at least three dlfferent vanf.age pomts. The

first is that of the station manager who sees the product of a college omumversny
v’“ arnes, ".\ . :
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as an employer. The second is that of the employee of a st,atlon ho is m a
pos' Jon to relate profe%smnal respon51b1ht1es with personél expeérience m higher

acadermc program.
A responsrble person, w1111ng to spend four years of life and con51derable

offer--an efxperlence which is relevant tg career oppartunity. - Such an

’perlence demands constant liaison between the profes&%al world of commercial
r educatlon.

oadcastmg and the professmnal expertlse of those Phlg

broad‘b@sters and those ‘who are involved in academic radio-
/ ﬁ” o{t college and umversmes.




K) PURPOSE FOR;THE”STUDY_

. .
» -

: The purpose for the study is to promote a better relationship: between R
academlc broadcast programs of higher education, and commercial broadcasting '
stations. There are obvious benefits to such a relationship, but before it can exist
they must know more about each other--about obligations, needs, problems, etc.

. L »

. Industry changes.--Broadcasting.is constantly changing. There are n\ew.‘ )
regulauons, new proposals, new equipment) new techniques, new pressures --
nothing seems to stay the same for very long. Changes are dictated by‘a highly P
competitive atmosphere of business, and the-broadcaster who survives is the one
who keeps up with or moves ahead of the competition.

There are three basic areas of organization with which stations maintain
touch with industry changes. It'is mandatory to stay abreast of sales. Radio
stations have access to membership in Radio Advertising Bureau. TV stations have
~ likewise with Television Buredu of Advertising. In the area of news there are many
individuals who represent stations as members of the Radio-and Television News
Director's Association. The third basic area’ is station membership and partici-
pation in the state broadcasting associations, and in the National Association of
Broadcasters. Stations learn a great deal from each other--from common
problems. \,’ . .

Active Rartlmpatxon by all broadcasters, in state and national orgam-
zations, to the extent that they are capable, is vital for.the health and well being
of the industry. It is time consuming, somenmes frustrating, it costs money,
but it is absolutely necessary. - : o,

The-academic program.--This study was conceived on the premise that an
academic program is only as good as- its~faculty, its facilities, and its alumni.

As difficult as it may be for a broadcaster to stay up-to-date it is even more’
difficult for those in the.academic world. Faculty, with required degrees and teacli-
ing abilities in radio-TV, are extremely difficult to find. Professional experience,
other than teaching, is traditionally secondary to degree achievement. To find '

. faculty with a doctorate, teaching ability, and as much as 10 years of successful
exgerlence in day-to-day, commercial &tation operation, is almost an impos-

. sibility. To require teachmg ability w1th the advanced degree, and successful

commercial experlernce, is askmg for two professmns. .

A professor dedicated to teachmg may. devote some 50" to 60 hours per
week to that job. In radio-TV, course content must constantly be revised and -
updated for currency and relevancy. When the industry changes, academic courses
(sometlmes entire programs) must reflect the change. But university changes are
often unbelieveably slow. A new course Oor a new program may requ1re more than
a year-to put into effect. ¥

The industry moves so fast that textbooks are frequently out-of-date before
they\@re printed. They too often reflect material which is directed to networks
‘ and major markets. blttle attention is focused in the secondary markets where

. students of broadcastmg are most hkely to find station mamgers who can afford

to take chances on begmnera.
Technical facmtles are usually adequate. They may be a little older than

. . i 2
Voo . . =3 -
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one might like, overcrowded, arranged for educational use rather than for com-
mermal experience, but reasonably satxsfactory for productlon purposes.

The average professor faces a serious handicap in not being able to travel
to professmnal meetings. Thére are at least twelve such meetings ea¢h year
which could be attended to advantage Yy various faculty members of every radio-
TV-film department. Some meetings may cost $300 or more for transportatxon
and lodgmg--plus a registration fee. Most of that amount cofnes out of a faculty
member's pocket. The result 1s that most faculty do not attend. 3 g

Broadcasters and RTV faculty, a co-op.--There is an invaluable and gener-
ally untapped source of “information for academic programs--all ‘within a few ,

. miles of any university!

It has beeﬁ")the -experience of this writer for ‘many years that stanon man-
agers, Station personnel, and state broadcasting associations will open their
doors wide to any educator willing to make the effort. If requested, they will
share their ideas, ¢pinions, attitudes, and information. By communicating with
‘these broadcasters an educator is in a position to better understand what they
are doing, how they \are doing it, and why they are doing it. ‘That éxperience
translates to better teaching, to better academic programs, and it comes full -
circle when it produces alumni who know exactly what to expect.

Hopefully, this study will be impressive enough in some small way tormoti~
vate a productive co-op for a better broadcasting mdu /try

. METHOD OF STUD/X’ |
A brief presentatlon was made to an exec;u/;we session of the Indlana Broad-
. casters Association as to the pux’pose of the stﬂdy, and an explanation of the re-
search method. The matter was discussed and the project met with approvall
There appeared to be unanimous agreement on the need for such a study .
- withih a few weeks a personal letter was sent to 102 station managers !t)f
3 f“\lndlana radio and television stations. The letter explained the purpose fort
. study and extended an invitation to pargticipate. "A self-addressed;, stamped post-
/:l card was enclosed for return. Each manager was requested to check a state-
/ ment of partlcipatlon or non-partu:lpation, slgn with na e and call letters’ and '
return. « - ~
Eighty-three of the 102 managers agreed to partlcl te. TQree refusedlbut ,
ene reconsidered and agreed. A follow-up request was made to 17 managers who
did not return the card and nine of those subsequently agreed to take part. Eight
managers did not ‘respond ahd were dropped from /the maxlmg list.
Of the ninety-two mandgers who agreed to the survey, the "promise v.
perfarmance" record shows that all but 11’ were able to cpmplete the agreement.
’ On receipt of the card sig by the manager a second letter was sent with
a questionnaire’ and a self-addressed, stamped envelope.
A second set of questm’nnalres was prepared for station employees other
‘than managers who had attended college. It was not, stip ted that they be grad-
- uated nor was it neces7'fy that they have had courses i radlo-TV. An open
v
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letter was attached to each questlohnaire and the respondents were asked not to
identify the,\mselves unless -they close to do so. . o

As each manager's questionnaire was received, ' from three to 15 employee
questionnaires were mailed to the manager (in some cases hand delivered) in a
single envelope, each with return postage and'self~addressed envelopes. The
manager was requested to distribute them to 'station employees of his choice who

‘had attended college. More than 300 of the employee questlonnalres were distri-

o

buted, and more than 250 were returned. . : '

Numerous letters and comments we;fe receiyed from both managers and
employees. Where it seems appropriateg ‘their refmarks are mcluded.

In addition to the questionnaires there were personal visits, to more than’'50
stations, and ‘conversations with more than 50 station managers and with numerous
Station employees. - _ o,

' c : . o, / i }
: ,/ ,/ . K X i . .
LIMITATIONS OF THE STUDY . y

‘A few radio managers are concerned orily about rédlo. They find it dlfﬁcult

to think of their profession as broadcasting, that rddio is a part of it and TV is a

part of it, and that they are botl a part of mass commumcatmns. Some television
managers are reluctant to recognize cable TV as'a growing force. ,§mcé far more ,

. radio managers are involved fhan are TV managers certain totals may reflect

various media bias. It is to l:;e expected and understood.

There id no assurance that all of the managers, or even a majority, perSon-
ally filled out or even checked many areas of the questlonna{re whi¢h ‘should reflegt ;.
management opinion. It is likely that some answers to some questions were dele-
gated. Even so, there is ample evidence that many' managers spent considerable
time,, thought, and effort over what they believed to be d1fﬁcult but 1mportant
questlons which required comment and explanation. .

“Somé questions were difficult to answer, expecially in areas, Wthh may be
of litfle concern to the normal operation of a station. But those answers omltted o
or estimated, indicate important information. .

The potential of the study is dependent upon the deifee of participation.by . .

_stjatlon managers, and to a lesser extent their broadcagjt employees. Cooperation

vl(as excellent! The study is only as accurate as the accuracy’ of the information
prowded as well as the tabulation of the data in its final form,

Effectiveness of the stuly is a long-term proposition. It will depend upon
the willingness of thosé in higher education to accept the imput of broadcasters
into academic programs. It will depend- upon initiative by broadcasters and o'
professors to learn more about each other. Sufficient evidence is present to, -
enable an academic prograt to strengthen programs which are already strong, to

‘redouble efforts in areas which are weak, and fo abandon certain ar€as or to lesséen

emphas1s where there is little value.
_Not all of Indiand's managers were invited to participate nor did all of those
who were invited respond. But 102 Indiana radio stations and 18 TV stations, all .
commercial, are represented as are the more than 2,500 full-time ‘and part-time
] N P

- e

§ L »

/d,f "" . . 9 ' T

/

!
/

v €



_ employees of.those stations. K= L ) N

“‘ Fmally, the stydy is limited by the bias pf the writer who conceivegi the
project, prepared the questionnaires and tabulated the data. Fifteen years of

_day-to-day commercial station operatton is tndeed a formidable obstacle for an
"academician" to overcome. R . . S ,
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) ORGANIZATION OF THE STU_DY o
3, R ¢
It was demded to.organize radio respondents into groups by staff size. '
There were 18 w1th staff size of two—to—mne 19 with staff size of 10 to 14, eleven

each for staff sige 15 to-19 and 20 to 26, and four with staff size from 27 to 60.

* -Some respondents are for AM-FM “for AM only, or FM only. Since position

0

responsibilities frequently overlap there was no effort made tb separate positions
in AM-FM operations.

All TV reéspondents are mcluded in a single gr0up. This is somewhat com- -
" plicated by three UHF statidns in markets Wwhich are dominated by VHF stations.
_Their staff dizes-range from 17 to 25. The remaining 15 TV stations have staff
sizes ranging from 50 to 118. Three of the 15 have AM-FM-TV combmations

. under the sarme general manager. It is estimated that approximately 60 of their
' combined staff members are involved primarily in radio, but there is undoubtedly

_Some overlapping of responsibilities. In any event, radio employees working in
“the AM-FM-TV organizations in this study are listed in the TV statistics.

Part J of the study begins,by listing calls, city of assignment,/and the names
and titles of those. who supplied information for the survey. It then proceeds on

- a question by question. basig with mformation about, Indiana radio-TV managers.

_ uates of academic programs.

. This includes years of experience as broadcasters, number of different organiza-
" tions for which they have worked full-time, weekly pay for their first full-time
“RTV jobs, the years they attendéd college, majors and minors by éyrriculum,
benefit of college education, age when management status was first attained, the
areas of their first full-time radio—TV jobs, the positions in which they had
"reasonable experience" before becoming manager, and a persghal choice of a
"favorite" position should they choose on  after their years offexperience.

. Part II of the study deals primarily with opinions and attitudes about gollege-
educated employees, about- characteristics of radio-TV staff persons, and size
of market and medium/media recommended for the Eollege-attendmg _student/
graduate. It also gets into the area of how managers go about finding people for
jobs,, information about turnover,- -recommendations for a "son or daughter" who
is interested in a broadcastigg career, and recommendations for improvmg grad-

Part II of the study also lists full-time positions, by station staff-size cate-
gory, of the 2,102 individuals on the payrolls of the eighty -one respondents. Add- -
itional mformation listsig19 full-time position openings for the last two years for
the same respondents. JAlso included are part-time positions and part-time pos-
ition openings for the past two years, ' ~
Finally, the respondents were given a list of 55 brief titles representing

courses in higher education, ancl which may be associated with radio-TV programs.

-
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‘ The coursesare given a rating by eJc}x manager category and by total managers. o
- b PARTICIPATING MANAGERS AND THEIR STATIONS
\ . ‘ ~ INDIANA —- 1975
. caALLs - " MARKET : NAME AND TITLE
0 : - Lt
. WHBU ' Anderson John R. Atkinson, President and Gen. Mgr.
Vo ‘WHUT/WLHN . Anderson David J. Butler, General'Manager
WIFF-AM-FM Auburn : Wayne H. Paradlse, President and Ger, Mgr.
WBIW Bedford Wm. M: Qu;gg, General Manager ‘
WBNL-AM~-FM Boonville Norman Hall, President and Gen. Mgr.’
- WWCM Brazil . Jack Teiken, General Manager ~
. .WCSI-AM-FM Columbus ~ James F. Kauper, VP and Gen. Mgr. .
' WCNB-AM-_FM Connersville ~ Emmett M. Jackson, General Manager K
, WPDF ' Coryden Herbert L. Arms, President and Gen. Mgr.
‘ . W?VL/WLFQ. Crawfordsville John L. Smclau;,\Jr. , Pres.-and Gen. Mgr.
WIRC/WFIM Elkhart Ed Huot, Station Manager '
WBMP Elwood ' Scott Ridener , General Manager
WGBF Evansville ) Martm L. Leich, President and Gen. Mgr.
WIKY-AM-FM <Evansville Charles A. Blake, Station Manager
WROZ . Evansville Wilbur Walker, General Manager N
WLYV "’ . Fort Wayne Victor H. Sterling, General Managef
WMEE/WMEF -~ Fart Wayne Burt J. Sherwood, VP and Gen. Mgr.
~WOWO '~ . .  Fort Wayne Carl W, Vandergrift, General Manager
WLTH o - Gary _ Dale Dawson, VP and Gen. Mgr.
WWCA i Gary" Joseph A. Haas, General Manager
WKAM - Gpshen * . Gerald D. Grainger ;*General Manager
: wJOB ' mmond ;. Judith Grambo, Station Manager
. WWHC rtford Cityy Whm. C. Morris, General Manager’
' WATIL IKianapolis / “ Robert Lamb, General Manager .
, WBRI .’ ) _ Indianapolis'lf Thomas J. Wallace, General Manager
. WIBC/WNAP" Indianapolis& James C. Hilliard, VP and Gen. Mgr.
WIFE-AM-FM Indianapolisj Robert D. Kiley, President and Gen. Mgr.
7 WIRE/WXTZ, .. Indianapolis’ Don N. Nelson, VP and Gen. Mgr. . $
WNDE/WFBQ - Indiaigpolis James E. Hankins, VP.and Gen. Mgr.
WNTS . Indian®polis Jeff Smuly®, General Manager ]
WXLW Indianapolis wWm. S. Poorman, General Manager ° )
WXVW Jaffersonville Charles J. Jenkins, General Manager -
WAWK-AM-FM Kendallville Paul L. King, President and Gen. Mgr. -
WIOU/WKMO - Kokomo W. R, Williamson, éeneral Manager . s’
WAZY-AM-FM Lafayette Hal M. Youart, General Mana'ger

WASK-AM-FM - Lafayette Henry Rosenthal, President and Gen. Mgr.

" 1Not included in station data, Parts I and II.
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WSAL-AM-FM,
WBAT .
WGOM/WMRI n# M
" Ddvig’K ister, Pre§1dent a‘nd en. Mgg.
. N.!Udel}, President Gen.

S Poor'man, Preside;

'Kir atrick, General
Charles K. Plummer,,
Richard W. Schultz, P}
Kenneth E. Kunze,
Richard Huckaba,Ge
Rlchyﬁond Lester G. Spenéer, President and Gen. Mgr.
. Rushville . Edward W. Roehling, VP and Gén. Mgr.

Salem *  Don Martin, President and Gén. Mgr.
Sullivan Arthur F. Stanley, President and Gen. Mgr. i
Tell City James R. Brewer, Pres1dent and Geri. Mgr.

Terre Haute \ George A. Foulkes, President and Gen, Mgr.
Terre Hgute Harvey K. Glor, General Manager

" Terre Haute Michael J. Raftis, President and Gen. Mgr.
Valparaiso Leonaid J. Ellis, President and Gen. Mgy
. .Valparaiso Paul D, Woidke, General Manager .
AOV-AM-FM  Vincennes Wm. B. Kepler, General Manager,
WAYT -+, - Wabash . O. J. Jackson, General Manager o
WRSW-AM-FM ' Warsaw Duane-Pagel, Station Manager .
e . L . : /

TWO PROGRAM DIRECTORS RESPONDING FOR GENERAL MANAGERS

WGL . ) . Fort wayne ,b Jon PatricR ¢ ’
WRAY N Princeton . Stephen Lankford.

4

TV AND RADIO STATION S UNDER SAME GENERAL MANAGERS AND TV ALONE

WSIV-TV Elkhart ~  DonE. Fuller, VP and Gen. Mgr.

WEHT-TV Evansville James H. Manion, VP and Gen. Mgr.
WFIE-TV fvansville _, Kelly Athérton, VP and Gen. Mgr..
WITV Evansville E. Berry Smith, President and Gen. Mgr.
"WANE-TV | Fort Wayne ; Reid G. Chaprnan, VP and Gen. Mgr.
“WKJG-TV . Fort Wayne ° ' Hilliard Gates, VP and.Gen. Mgr.
WPTALTV . Fort Wayne * Edwin C. Metcalfe, President and G(&;n. Mgr.
. WITVY . 'Indianapolis Elmer Snow, General Manager ,
WLWI -+ Indianapolis Eugene V. McPherson, VP and Gen. Mgr.

WISH-TV -  Indianapolis Rebert B.,McCanell, VP and Gen. Mgr.
WRTV - Indianapolis Jerry Chapman, VP and Gen. Mgr.
WLEIK ' Lafayette ~ p Harold Shively, VP and Gen. Mgr.
- WHMB-TV Indianapolis W. Neale Carr,. Geheral Manager .
. WHL-TV- " Terre Haute  Ben Falber, Jr., Exec. VP and Gen. Mgr. '

Q ' ¢ s

12




o ) ” , , -
WIWO-TV ' . Terie Haute  John T. Gelder, Exec. VP and Gen. Mgr. 5
" WTHI-AM-FM-TV ' Terre Haute  Robert K. Larr, VP and Station Mgr & e ‘
ez WNDU-AM~FM-TV - Se Bend_/ Bazil O'Hagan, VP, Broadcast O rations i ( )
' W\BT\AM-FM‘—TV" South Bend™ ack Douglas General Manager" \ " ye |

| e

|
§<\-t—l'll of the study 1s~devo‘ted to questlonnalre responses from some, 239 _ o
broadcast employeesy In order to compare empleyee and management oplmons .
nd attitudes there ar " some questions which are directed to both.

_ The age-old bias of department V. department within staftdon operatlon was

i 1nd1catlogs are that the rge majority prov1ded in rmatlon Wthh recognlzed -
... . the importance of areas utside personal pr‘e?rences. - )
N o Spec1f1c empha51s was placed upon att des and opinions relative to eac S
respondent's expenence m higher- educ ion. Questions were directed to the ' |
" - apparent 1nﬂuence n thelr broadcastlng careers by their- college ed|2(t10n, ' |
< college broadcasting coursjii-, college placement services, radio-TV départments
"~ and professors, facilities thei: Rvaacadem rograms -and re_ mmendations , |
for others interested’in bro?dcast careers, _ C S |
R Additional recomrﬂendanons were sought for 1mprqyem rit.. of college radio- |
, TV-fllm grograms. Respondents were asked to rank: the phasis placed Gpon
cr1t1cﬁ‘l%areas by their college RTV programs then t, rovide rankings of the
same areas as they beheved the emphasis. should beln today's RTV framework. j

As a check measure upon the empha51s upon areas the respondent's weye asked t
" rate 55 course titles (same as ratéd by managers ).. The 15 hlghest and 15 lowe
' . rated courses« were tabulated in addition to the others. -

_ - A specific inquigy was directed to the operation of a college campus carrier,
_ current station with recommendations requgsted for several areas. '
Part 11l also includes a tabulation by age: ﬁnd posmon for each area of

' employment for 225 persons. It includes hotits worked per ‘week, weekly pay

for the reSpondent's first RTV pos1t1on, years of exper1ence rent weekly pay,
. ‘and yearly salary. Averages are also included. .
r Part IV deals with comments by:the employee respondents with regard to”
' . specific questions.. Comments. were %elected from more than tmes of
suggestl.ons. : = , S
: ‘Part V is a brief summary of the flndmgs. el
L, . - S
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‘The following pages represent supporting numbefs and percentagé's re-,
erctmg the background, attitudes and oplmons of Indlana radio and telev151on -
\statlon managers in g variety of areas relating to the relatlonshlp of commerc1al

broadcastmg to thher education. : , : -
_\ It mcludes comments and analysxs relatmg to data frggpr{;ore than 250 -
separate items of mformatlon. : : o
. This material is complled from que tlonnalre response from
v " A N . s g )
;81 broadcasting orgamzati ns; ’

-

’ . i

78 statlon managers; |

2 program d1rectors,
. "102 radio stations and 18 ’fV statidns; )
. 2,102 "ridividuals on full-time payroll;

' 4 424 individuals on part-time payroll;n
. 819 full;fime job operrings in the last two yearg;
. 206 ;)art—iime job openings in the lasttwo years;

. Approximatély 70 Indiana stations not included.
. /’ - " -

. Estimate about 600 fiill-time employees for those stations.,

Total AM-FM-~TV for Indiana about 192 .stations and more I,

than 3,000 full-time and part-time employees. e e

N . : : Sy LT
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INDIANA 'BROAD%STER'S SITR‘VEY. -- MANAGERS
PARTI--BACKGROUND 'Q
SO ( 10 - RADIO RADIO™ RADIO RADIO TV TpTALS
. ‘Staff Size /2-9 '10-14 15-19 20-26 27-60 17-118] )
Number Respondents 18 . 19 11 11 -4 18 g b
e ‘ ; v .
1 How many years of full-tlme experlence do you have in broadcastmg" Lt
 Years, ' . | .
- 0-4 . - - o - 1 - - 1
5-10, 5 .3 2 - - 1 11
11-15 3 4 2 2 1 1 13
16-20 2 - 1 -3 - v 3 9
- 21-25 . 3 8 1. 1 2 8 23
e, 26-30 . 2 3 2 4 - 2 13
£31-35 O - 1 - c2f -4
: 36-40 2 - 1 - A '5
é 4%-45 - ‘- 1 - - - 1
’ One manager reported data for two ‘stations in separate marke’f%.
2 ‘How many different broadcastlng orgamzatlons have employed you fu ull-time?
! —
A Orgaﬁrzatlons - .
. One ™~ 2 3 2 4 4 16
Two 4 4 4 2 4 18
~“Three 4 2 - - 2 2 11
~ Four 2 4 2 - 3 12
Five 2 2 - 2 - 1 7
Six i -2 —Q" - - - 2
Seven - -\ 1 1 2\ 4
- Eight - - - 1 (.2 - 3.
) ';Nme or more 2 2 \ - 1 - 6

Weekly Pay ' ', o
' $7.50 ' '
'~ 20-30
31-40
41-50
51-60
61-70
71-80
81-100
101-150

“ | Over 150. ' /‘k’"’v

One manager reported $50 plus 15% of 1nd1v1duql sales.

1n- 45

N W
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oy RADIO RADIO RADIO RADIO RADIOi TV  TOTALS
, Staff Size . 2=9 ,10-14 15-19 20-26 27-60 17-118  /* -
Nurmnber RespOndents - 18 & 19 11 11 ., 4 ° 18 /81‘
\ ‘4, What years did you attend college" S ) e
‘ 193039 2. 2. 3 "1 1, 5 14
. 1940-49 4 6. . 20 6 = 12~ 30 .
1950-59 . 5 4 2 - T2 17 -7
* 1960- 69/_ ) 1 r B -, 4
1970- > | - A= .- - A
' “ 13 13-.7 8 710 4 18 7 66
5. What'was your callege maJor" o o
usiness’ 4 3 3 2 A L6 19
; / Economics. s - -, 1 1 - - - T2
Co _ Educatlo‘n 1 T - - - - - 1
a English 1 ‘1 1 2 - 1 6
' " Electrical Engr. = - -, - 1 - 2 i3 )
Elementary Ed. = o1 - - - 1
' ‘History - - 2 - - 3,
- Journalism v - } - S - - 2
Law - 1 1 i LA - 3
’ . 1 [ F B 2 5
. P 51cal Edf - - - —/= 1 . - - 1
' . olitical Smence - - - - 1 - 1
.- - 'Radio-TV-Speech 3 4 3 . 4 1 6 21
Theatre. o - 1 - - 1 2
. , 2" - - - - 1y - 3
/ *Includes Busmess Administration, Accounting, Industrlal I"’lﬁnagement, S
‘ , Marketing, ag_LAd.vertlsmg. s 0 - R
\ - #Includes a degree in Brdadcast Law and Regulated Industries. ... = ‘
g - NOTE that some. manager$ studied double majors. ‘
6. What was your college minor? : ' ) v '
Bible : - -\ - = - 1 1
_ Business - - 2\\ 3 9
Education = - .- - - 1 1
Engineering - - :/ - 1
English 1 - 4 8
History/Pol Sc 3 2 - - ~ 7
Journalism ' 2 1 - . - 1 5
' Literature/Art + RS T T - 1
-+ Music : - - - - I R %
Psychology - 2. - .- - - - 27
Radio-TV-Speech = - 4 1 2- 1 - 8 |
Science 1 - - = - - 1 . '
Th - ‘ = z - - -
. eatre/Comm 2‘ : ‘)7 \? 2




- - ,m»,qéé /RADIOA RADIO . RADIO RADIO TV  TOTALS
Staff Size '

_ 9 '/ 10-14/ 15-19  20-26 _27-60 17-118
Number Respondents 8 19 11 1 . 4 18 8 .
7. Has your college education benefited you in your broadcasting career? '
No benefit - 1 S T
Little benefit 1 =7 =5 5 .‘.\
Some benefit 7 / : \

. Great benefit

20-25 | / J/s
26-30 /- 7
" 31-35 - I's
36-40 \ -, '%,~/ 1
T 41-45 . f |-
46-50 - = i . : . .
51-55 ~ j = = - -

' . | B ’ ' \ - '
9. Which of the positipons belpw would &e‘s}lﬁibe your first, full-time radio-TV job?
. - ' . - 3 : o . " ‘

General Staff 4 2 2 2 - 1 11
Announcing ' 11 8 5 4 . 2 -5 35 7
. News— ST B | - 1 1 - 3
Promotion =~ | .1 S e 1 - - 1 3
Traffic - - - - '3 3
Sales 2 5 1 4 1 8 21
‘Continuity - - 2. 1 - . - 1 4
Sports - - 1 1 - - - 2
Play-by-play - 1 } 1. - - - 2
Music - - - 1 - 2 3
Production -’ 1 1~ - - ¢ - A
Director - - 1/ - - 1 2
Produceér - - - -1 - - 1. ;
Engineer 2! 7 2 - G - - 2 6
Secretarial -
Photographer
Photo Lab

Graphic Arts
.Floor Manager
Cameraman
Accounting



A ‘»

>

Prod. /D1r.

‘18 o "/’:{’

RADIO RADIO, RADIO RADIO RADIO TV  TOTALS

e

{
'

/

‘Staff Size - 299 15-19  20-26 27-60 17- 118

‘Number Respondents " 18 11 11 4 18 81 .

10. In which of the positions below did you have "reasonable" expegience before

" becoming manager? . v : :
General Staff - -9 4. 6 ! 1 . - 28
Announcing ;. - 17 11 11 7 ‘3 7 56
News . = 15 10 - 4 7 1 4 41
,Promotion T 6 8 6 4 5 36

: Trafflc , 9 - 3 6 * 6 2 5/ 31
*Secretarial | ¢ 1 - 3 o= Xy - 4
‘Sales ! 16 13 6 .9 R R
Continuity =~ 12 12 8 "6 4 N 47
Sports - .4 -4 4 /{ 2 Ly 23
Play-by-play .5 5 .3 3 /- 18
*Photographer - S - L e ’1 1
*Photo Lab - - - — ;- 1 1
*Music: . 4 4 3 - 3 3 i2 19
Production. 5° 5. 4 3 2 6 25
*Floor Manager 2 - 1 - - 2 5
*Cameraman - 2 - 1., - - 2 ( 5
*Director 1 1 1 - - 3 6
Producer 1 2 - i- - ts, ., 8
Engineer Y\ . 4 5 1 - =T 2 12 -
*Accounting 4 4 1 3 - 1 13 ¢
Progranr Director | - - - ~x- 4 5
*Sales Manager ¥\ - - - - 2 = 2
'Business Manager 1 - ' ap T 1
Documentary Writer, - - - 2 2
Prod./Dir. '

11. Which of the positions below would be your "favqrite" today if you chose one?
General Staff C - 1 1 |1 4
.Announcing 2 1 - T 1 7
News 2 - v - at 4
Promotion .} 2 - 1; *» % 4
Sales 8 3" 5 g 33
‘Continuity - 1 - s - -‘ . 1
Sports - - 1 - oo 2

~ Play-by-play 3 1 - - 1 8
— Productlon - 2 . 1« 1 - 5
roducer - .. 1 1 e, - 1 - 3
Engineer ) .2 - - 1 4
Prograrlerector/ — - «f 1 2 3
Business Manager -~ - - - 1
Documentary Writer, - "- - .1 1

/



Y

two started at $50 or less.

. t\fafhc and*promotion for a tota-l of 27 'in sales-related areas.

'becoming managers,

—

¥ ygravitatgd to

-business, e

‘staff and most had respons b111t1es wmch 1ncluded announcmg. Only three began
‘their careers in news. " /

PART I -- COMMENTS - ¢
All 118 TV managers attended college. Of the 44 station managers re- \
sponding for staff sizes 15 and up, all but four attended collegea 1Of the 66 " N
station managers who attended college, the two most promment rha_]ors are * \’
business (19) and radlo-}/?!dlspeech (21) while English was a majpr of six - .~
managers® : - o . : '
College minors followed the same pattern. Nine managers mmored in \
%ﬁnt in radio-TV-speech, and eight in English. o VL
Only two rnanagers of the 66 who attended college said they received no
benefit. But 26 claimed "great’ benefjt" and 33 others said, "some benefit." . -’
Of 81 managers responding there vyere 68 with broadcasting expgence C
totaling 11 years or more. Forty-asxx managers have been in broadcasting .
for more than 21 years. One h,a{s been broadcastmg for 45 years.
' Most managers do not move around very much. Thirty-four have worked
for no more than two statlons and 57 have worked for four or fewer’stations.
- Most managers started at very low pay. Sixty-six of them began at $100
or less per week. Those above, $100 either began careers in sales or have ten
years or less eXperlenck Flfty—nme managers started at $80) or less. Thirty-

4

W

There were 98 job pos1tlons listed by 81 managers as bemg their "first
full-time p051t10n" with multiple/ responsibilities accounting for the extra /
numbers. Of the 98 nearly half were in news, announcmg, and general staff--
the- performance area. Thirty-five started as announcers, 11 began as general

R

One manager started 45 years. ago as an annduncer earmng $7. 50 per week--
as-a high school student. Another manager told the writer that he hired a new’ -
engineer for /}2 per week. The man moved his amily 600 miles for a weekly
raise of $2. It happened in 1941 wh;n/some 00 would buy a new car.
Twenty-one managers began/thelr cafeers in sales with three each in .

ted having "reasonable" expez"lence in sales before ;
were involved wjth traffic, and 36 with promotion. In
the performance aréa' 56 sajid they had experience in announcmg, 28 in general QT
staff work and 471 in newsx .

When asked for

ir "favorite" arega today, 33 chose sales, seVen chose
announcing, and the yést were scattered throughout the job positions. In any
event, the majority/of Indiana station managers started as announcers and

eneral staff, opftained a considerable, jamount of experience in other areas, and
es as their primary area of interest. : .
ager said that he began'his career as an announcer, worked his
way to progfam director, and found that he could go no further. He then became®
involve< sales started at the bottom there, and rose to the position of general
mianager ‘tqrQugh the ranks of sales. ' p '

QHe
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© . .31-40 , 2
1
2

RADIO R,ADIO RADIO

SwaffSize ", 29«
Number Respondents 18 19
1.

Nurkper of
Applications®
10-20 -
21-30

41-50 -
_Over 50

[ZC I I S e - - )

Des cription | ° _
Respon51b111ty/Att1tude A
Talent et

Initiative. ' .

General knowledge of sales
General knowledge of news
General knowledge of FCC Rules
hnowleﬁge of produvition techniques

I A
’

I CIC

1

v

4

‘Total estunated appllcauons

_ *The approxlmate m1d-pomt of each cafegory was multlphed by the'
- humber of managers for estlmated appllcatlons.

 PART 11 =L ATTITUDES AND OPINIONS

10-14 13-19. "20-26 - 27-6%

11

1 =W

5

mwoqm

Manager Selections
Poor Falr Good Excellent

+

4

3 _ Number of_ Managers

1

RADIO RADIO TV
17- 118

18

L=

3 - 13

2.
1.
3.
3.
4.

wwwwm

6 24 " 39 6
3 30 40 6
5 33 31 3
24 26 13 2
8 23 35 5 -
24 5 12 -
8 26 36 2
78 197 206 24
~
. P

OTALS

'81'

240

525
280

135

App;iommately how many Job appllcatlons have you received in the' past year?

_1650 -

2830

MOver 50" was .

How would you describe the average college-educated student (erﬁployee)
has worked full-tlme for you durmg the past f1ve years?

-,

i

o



Lo ‘ RAHIO RADIO ~RADIO RADIO RADIO TV. "TOTALS/
Staff Size - 2 9 o 10-14 -19 20-26 .27-60 17-118

3

Number Respondents ;1/8 : 19 11 b 11 4 18! 81

4. How man} college-edudated students (employees) havé workedn,fﬁr you on
- a full-time basis durmg the past five years?

g:;nll;;:e(: - /’ Manager Respondent?
1-5 & 6 N R - 1 g0
é -10 8 12 7 1- 1 - . 6 _2x
LT . 11-15 - 4+ 2 3 -2 M
- 116 -20 - - 7 1 s - 1 126
21-25 . - - 1 - R = 23
over 25 / _ . _ - 1 S 4 \4 270

| Estlméted 866

5. How long have your,full-u,me staff* memb_ers been emp_lpyed?

Years R " " Number of Employees _
: 86 134 88 . 151 111 236* 806
/6 -10 ' 25 32 40 - 33 . 32 133 295
- /11 =15 12 . 8 18 26 27 67 158
Over 15 7 25 22 26 14 64 158
Empl J/ees reported 130 199 168 236 184 500 1417
‘\_Act‘u payroll ~~ 130 - 219 186 247 194 932, 1908
// . *Nine TV manageTs answered and data were tabulated for seven stations,
-deleting two stations which had not been,on the air for five years. .
" 6. Which of follawing media, mark’et-sxze cbmbinations would you recom=
mend as the most likely opportunity for employment for the radlo-TV
college-attendmgg‘student/graduate?
Market Size : ;?&:“
© Recommendatx%ns by Manager %
~{ o © 1st 50 2nd 50 3rd 50‘ .Over 150 L
AM Radio : 4 4 ¢ 18 a2 £ o
FM Radio -4 8 19 33
TV 1 9 21 17 .
AM-FM 4 5 16 26 .
AM-FM-TV - 9 ° 13 15
Cable-TV el 4 10 8 1
. Ad Agency. 7 13 - 13 8 vy
‘ 26 58 108~ 158
— .
Ly
2L




T . minimum eXperJ.ence,, but omeone w1llmg o wotk hard, lear , and with a
certam amount of capabmty and, talent. Rank thie following from "1 to7" as

( . Ave
Descriptive Choice ank-
. ) » [ . » lng
a. Contact the Indiana Broadcasters Assoc. '3.21
° 'b. Place an ad in Broadcasting.. | 3.74
c. Check applications in station files. 1.64
d. Check Broadcasting for "51tuatlons wanted. " 4.10

e. Contact the radio-TV film department of . 56 ~:202 . 3.61.°
the nearest umversny or college. & ‘

f. Contact the placement office of the nearest. 52 229 | 4740
" university or college. o - ) o roor
* g. Contact_ managemeht friends 4n broadcastmg 69 198 . 2.8
- to see if they know anyone who is looking KR )

LYY

‘ for ,,such a job.

| 8. Whicllof the foIlowmg would best express your reactlon to radlo-TV- lm oo
coufses taken by your average college~educated employee2 \

~ "7 Descriptive Choices ‘ o M'aagers_
“That's-fine. - Should be helpful." 45 '
b. "Forget what you've been taught. we'll train. - -, K 6

you the right way." A

c. No spec1f1c ‘comment but negatlve toward college . \ 3
1 ~‘RTV-£11m programs. a

\ d.  No specifi¢ comment but positive toward college ::-/ i /24 AP
‘ 'IRTV—film programs. _ S
many college radio-TV professors have v151ted your station durmg
the\past year? -~ ’ ‘ i

- L)

 Ndne 43 | One 17 " Two 9 Three or moré_7

7
/
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/ . . . . I

‘Which of‘the followmg recommendations would you have for a son or
daughter who is mterested in a broadcastmg career?

Do ot - Strong '

19

. . . Recoms e
. . . . .V - Recom- Recom .
mend _ ,
: ‘ . mend mend
© o, oap as Do not:go to college but instead select one of L2 61 1 ‘
s the "broadcasting" schools - ' ' \ < ‘ :
{, b. Select a'dollege with §,strang broadcasting pro-i 25 N | T 41
gram, based on faculty, facxhties and alumm _ L
recommendation. . e, v
' ~ ¢. Select any good college, wnether or not it has a, ‘11 . 39 _ 3
broadcasting program. . . ‘3 - ,«x/ (
N d},. Da not take any broadcasting courses at: all, but .- B A 45 ' 2
‘ \ major in areas such as business, pohucal scie- SRR ' L,
. nce, psychology, sociology, etc..- . T S ) i
. © ' eé. Specialize in one or two spec1ﬁ,c areas, such as.. T 37 11 '
' announcing, news, sports, sales; etc.’ : o ' ' i
f. 'Spec1a11ze in radio, aLl areas. . | I 30 4
& ‘ .
g. Specialize in televxsiogf, all areas.. ) 15 30 ‘5
‘ h. Do not spec1a11ze in’ any area but try to obtain 10 | /13 37 -
“ an overall broad(:asting education with as. much ‘ . '
) practxdal expe’rience as possible. » o -, : ?
3’7"6{5_# » ' ' ) =t
13. Which of the (ollowmg recommendations would you have for 1mprov1ng the he
broadcastirig gradua‘tes of college/umversuy academic /Programs? ~a
L . / - .
~a.'Pa t-tlme paid /teaching by ldcal or area pro—~ ' 46 2 27 -
f ssmnal broadcasters in their Spec1alt1es. : » ' '
‘;,r: - b A?fncourage faculty members to ‘develop exper- 46 12 19
& - ¢ - tise by workmg part,-—tzme at a local or area ) o
.« Station. _
. q Encourage faculty membérs to maintain closer 41 f .8 31
relationship with local and area stations by - ‘ ’
periodic visits. . , p
N d. Colleges should place higher priority on com- 33 1 41
d . mercial experience when hiring new faculty. BN ’ -
e. An internshi;i program for students reqﬂif"ing 34 = 3 o3

e |

1

'10-16 weeks in full-time attendance at a com-
/mercial station at no pay but for credit. Similar
to student-teaching programs.

r -

/



f - FULLTIME POSITI\ONS -- TOTAL EMPLDYEES e

. n
D ’ RADIO RADIO RADIO RADIO RADIOy TV* TOTALS . . ¢
- Staff Size, . ' 2-9  10-12 .15- 15) 20-26 2760 \17- 118 C '
)] 4 3 ~ 4
Number Resp'ond,entsl 18 o 15’ 11‘ a1l s , 4 © 18 81" . Percent ;
S v r o N I E : 3 o
. Local Sales -, 33 ‘54, . 39 \ ‘55 44 '_,’104 329 as 62
- Nat/Reg Sales .- .6 3 6 4 ° 23 42 " 1.99
,Promouon - 2 7 6 - 3. 26 .41 195
affic ° ;.. 120 15 ¢ 12, ¥ % 7 56 117.°  5.55
'C tinuity -t 17 ° 8- - 13 : 18 i gy, 029 0 9% .7 4.37
News = 18 19, 25 - "3 23 © 153 274, ' 13.01
'PuubhckAffalrs T 6 - 6 6 .16 .3 1.61 .
Play-by-Play/Sports., 5 2 & . 7 4. 13 /- 45 ¢ 2.14
" Announcing/Talent 50 64 -5¢ .0 53 .31 .41 293 - 13.91
. TV Production Staff =~ -- = - -, - &~ 30 30 . 1.42
‘Engineering 8 019 -7l 19 0,17 7 242 322 ° 15.29
Becretarial T4 16* | 14" ™ 16 15 -85 160 , - 7.60
Program Directory. - 5 11 8 .10 - 5 16 55 - 2.61
Director of Operations 3 . - 2 \ - 5 = 16 26 1.23 |
. Production Manager 2 - . l\ - 5 4>, ' 18 29 1.38
. Photography/Photo Lab - - L=t o= T - AT 47 ., " 2.23
'Prodl:fer/ogrector - - (O / - 7 58° 58 " 2.75
Graphic Arts ‘- N - - - $19° 197 .90
Accounti 3 9 - .7 .12 . _10 T 52 _493 . 4.42
TOTAL P SITIONS - - 179 ©236 198 .. 269 180 1044 2106 5 99.98
- ON PA/JYROLL ‘ . 130 221 18& 247/ 1124 2'10} : .
*TV éolumn. mcludes three AM-FM-TV stations ﬁ(n,der same manager. ~ Approximatey
60. employees under TV may have primary responsibility in radio. _ o
S _ POSITIONS REPRESENTING PERFORMANCE/PRODUCTION T
Announcmg/TalelL-* 50 64 54 53 . 31 41 29»3f, .
News: ' 18- - 19 25 36 .23 153 2 ’
PuBlic Affairs 6 - -, 6, 6 / 16 "
Play-by-Play/Sports 5 » 12 ° 4 . 7 4 13 45 o
TV Production Staff - - - - -/ .30 30
Program Director 5+« 11. 8 10 - 2/ 16, .55
' Director of Operations . 3 ;° 2 - -5, ’ 16 26
Production Mizgger 2 - -~ 5. /4 . 18 29
- Producer/Diregtor , -. - - fo=- 58 58 -
TOTAL POSITIONS " 89 108 91 122 73 © 361 844
L. ) POSITIONS REPRESENTING_SALES AND SALES RELATED /
Local Sales . 33 v 54 397 55 / 44 104 329/ %
:Nat/Rey Sales - - . 6 3 6 4 23 42/ T ‘
Promotion . 3 1-, 2 6 /. .3 .26 a1 .
Traffic ' ' 12 . 15 12 15/ .7 56 117 $ p
Continuity - | 17 8 13 1 7 29 592 d
.. TOTAL. PObITIOr(‘JS , 65 - . 84 69.. 10 ) 65 ,' -238 621 : 1
*From Question 12 on the original questlonnaire 'which stated ) "Hb\‘ many full- t}gffne
staff members do you employ?" ' i v o

g

we s T .
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! . . _ T 21° )
/ o 'FULL-TI E POSITION OPENINGS L | |
2 , : RADIO "RADIO| RADIO, RADIG RADIO' “TV* _ TQTALS

Staff Size =~ . . L\2 -9. 1o 14 \ 15-19  20-26 27-60 \17 -118 :

~ Number Respondents '_)'18,. . 19 1 11 1,/1‘ -4 j 18 81 Percent.

" Local Sales 25 35 | 18 28 15, 34, 155 18.93 —

. Nat Sales 2 - 1 ’ 71 2 A .13 1.59 °
o Promotlon " 1 1 L A 3 13 18  2.20

Traffic . %, . T ‘4 5 5., 6 31 58  7.08 -

continuity R T 6 7T T4 18 47  5.74

. News wLE 11 9 20 10 67 26 15.38 »

", Public Affiirs R T | 1. 1 - - . 5, 8 ©.J98 -

Play-by-Pléy/ Sports: 1 3 - - 2 1 7 .85

.-Anngupcing/Talent * - 35 38 21 - 26 8 16 144 17.58

LTV Pi:oductlon Staff - - - 5 - - R ¢ 17 2.08
d\'-f_; a1 /3 1 3*' 4. 46" 58 7.08

‘ 7 ), 9 6 7" . 9 29 , 67 8.18

, 2’ /% s 3 1 2 5. % 18 2.20

. Diregtor of, Operations 2 b - 1 1 - 3 w7 -« 85
- Prod tion Man}gex“* ) - ,t-; L= . - e M7 - 7 .85

Photography/ Qto Lab - - L= - - - 15 A5 . 1.83

Producer/{irector - - - - ;- - 1 ° 11 | .1.5341

Graphic, Arts o - ; - a0 =75 5. .61

Accourjting = T 1 9 5 16 ‘38 | _4.64

_TOTAJ -POSITIONS 96 126° 73 108 70' 346 819 ’\ 99.99

?W /column ificludes. t.h.ree AM- EM—TV _stations under same manager. - ' \
POSITION OPENINGS REPRESENTING PERFORMANCE/PRODUCTION

Announcmg/Talent . 85 38~ .21 26 8 16 144 = . '
News P 9 11- . 9 20' 10 - 67 126 “
Public Affaits =~ . 1 1 1 ' - " - - 5 .8 |
Play-by-may/S‘ports 1 3 - - 2 b D ¢ C8
TV Production taff - - - - - 17 17
Program Direétor 2 5 3 A | 2 5 18
¢~ Director of Operations & - 1 1 - 3 - 7
o Production Manager , -t - .- - - 7 7
g + Producer/Director = "«;u - - - T . 11 -
TogAL ‘POSITIONS .7 50 .. 58 35 .. 48 22 132 345
- - POSITION OPENINGS REPRESENTING SALEg KND SALES RELAT
Local Sales 25 35 18 28 15 34 155
Nat/Reg Sales 2, - 1 1. 2 13
. Promotion 17 1y - - - 3 3 18
Traffic : -7 4 1 5 S 6 58
Continuity 3 9 * 6 7 .4 18 47
TOTAL POSITIONS 38 49 30 41 30 103 291
\ ‘( :
? , ey
S ‘/
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PART-TIME POSITIONS -- TOTAL EMPLOYERS

L ~ RADIO RADIO' RADIO RADIQ RADIQ TV* TOTALS
Staff Size . 2-;9 10-14 * 15-19 20-26 27-60 17-118 LI
. i | o

n 18 / - 81 “Percent
4 . 19 448 -

1 2 .47

1 - 4 .94
.2 72,83
r2 8 1.89
22 _ . 14.39

- 9 2.12

9 50 11.79
14 36.79
10.14

5.19

1.18

.47

2.59 .

< 1.42

.47

—
O

* Number. Respondents */18

Local Sales _

- Nat/Reg Sales ,
Promotion '
Traffic '
Contmulty w 3
News R §
Public, Affairs ¥ -
Play-by~Play/Sports . 12 .
Announcing/Talent 38
Engipeering - .16
-Secretama;

Program Director
Production Manager
Photography/ Photo Al.@b
Producer/Qirectér
Graphic Arts .- ’
Accounting 6 - - 11 2.59
TOTAL POSITIONS ~ 109 78 423 99.75

~ ON PAYROLL" 67 51 64 28 148 424

@
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1oy column mclu\dés three AM-FM—TV gtauons under San‘fe manager. Some posmons
" under 'I‘V may apply to radio as well. )

% PO§ITIONS RSPRESENTING PERFORMANCE/ PRODUCTION

Announcing/Talent ’5‘8 39 - 22 37" , ‘14 156
News 1 . 12 - 4 8 - 22 61
Public Affairs - 4 3 2 - . 9

- Play-by-Play Sports- 12 7 ” 10 °9 50
Program Director 2 - - 1 5
Production Manager 1 . - 2
Photography/Photo Lab -/} - . oo ‘ 11 11
Producer/Director - - - 6 6
TOTAL POSITIONS . 64 62 42 : 63 . 300

. -POSITIONS REPRESENTING SALES AND:SALES REL ATED

Local Sales 4 2
Nat/Reg Sales ; ‘-
Promotion~ :
Traffic :
Coniinuity : - 5 :
TOTAL POSITIONS 1 L.8. g 1 R 45

"T‘rom Quesuon 15 on the original quesuormalr& wh1c‘h~stated, "How many part-time
[KC staff members do you employ?"
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Staff Size

L

POSITION OPENINGS REPRESENT ING PERFORMAN O‘E/ PRODUCTION

. i iR T B i = - t
* Number Respondents ..:> 18" -+ 19 11 11 4 18 .~ ' 81 Percent
"~ . Local Sales -2 1 2 - 4 9 4.37
-~ <. Nat/Reg Sales . - S S e 149
" » - Promotion . .- 1 -\ e = T o2
© . Traffic . O N T 3
Continuity '\ e = I S 1 2
~» News " = . -1 2 6. 6 - 13 . 28
" Public Affairs - - - 1 . 2 L= 2 5
‘ {u;, Play-by-Play/Sports S- 2 2. 5 - 4 13 .
_Announcing/Talent = 26 - 24 -10 . 31 - . - 9 100 -
. TV Production Staff; - Sy - - - 14 - 14
Engineering- e 2 S - 1 - 1 4
- Secretarial P 1 > - .. 2 - -1 7
Production Manager - T 3 -3
Photography/Photo Lab = -+ - - 7=" .- - 9 9.
Producer/Dlrea\r =l - R \\\-' - -1 -1 .
GraphmoArts ' - -, - S - 1 1
Accounting L= 1 - N -3 4
| "TOTAL'POSITIONS’ ~ 33 . 3¢ 20 51 N\ - ; 68 206
. *TV column 1ncludes three AM-FM-TV statlons -under sar;e manager. .

S

- TOTAL POSITIONS s

i

Announcmg/Talent 26 . 227/ 10 31 - 9 100
- News : - 1 6 6 C - 13 28
. Public Affa1rs : - - 1 2 - 2. 5 /
Play-by-Play/Sports - -2 -2 .5 - ba 13
. TV Production Staff - - - - - 14 14
*  Production Manager __ - - - - -\ 3 3
R 27 28 19 . 44 . - 45 163

POSITION- OPENINGS REPRESENTING SALES AND SALES RELATED o

) Local Salgs - <2 y 2 - 4_ 9 '
7 jNat/Reg Sales S - - - - - 1 1
" . Promgtion : - 1 =y T g T 1 "2
" Trafficc . -+ 1 1 - T - - .- 3
Continuity = ., ~ _=_ - =+ o1 = 1 2
.’I'OTAL POSITIONS . .1 4 1 . 4 - 7 17
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' The following are, brief titles representing courses which may be available in

- various radio-TV-film programs. Scan the listing& and rate the value of each

Gegurse as youperceive it with "1" being very poor and "6" being very good.

. _COURSE TITLES - RESPONDEI\QITS“ RATING
t General Psychology I 72 4.0"
Advanged Psychology’ =~ 68 . 2.9
"Principles of Sociology : \ 69 3.7 v
. American National Government . 72! 4.2 -‘
., State and Local Government _ 71 4.5
e World Regional Geography - = - 72 . 3.2
o Introduétory Meteorology @~ - .~ 68 2.6 LA L
“ Social Problems T 3.8 . |
T . Foreign Language . _ 69 , 2.6 |
“ Accounting = v ’ _ T 3.9 . |
' Consumer Behavior . 71 ‘4.3
. | Principles of Marketing =~ . T2 4.8
R "~ Data Processing - o ‘ 7697 '2.?
‘Retail Management - . 71 4.2 ,
Interpreting Business Data . - 70 3.9 |
Principles of Economics » ' 69 4.2 ‘
Radio Sales . | - 73 = 5.6 »
~ Television Sales o e 68 5.4 |
' Creating Radio Commercials | 73 5.2
Creating TV Commercials S Y - 5.1
_ RTV Sales Promotion v 68 5.1
" Audience Research_ : L0 4.8
.. Public Relations . S 4.9
* TV News Film Production 65 4.1
Shooting and Editing Film - 64 4.0
Film Censorship - - 65 3.1
Film Directing 65 3.4
Station Management ‘ : 71 5.1
Acting : - 68 2.9
Oral Intrepretation . - . 70 4.4 ;
Debate L ' X 70 4.0
. Radio Programming ' - - 72 5.2
% TV'Programming =~ 65 5.0
“Broadcasting History | Tt 3.9
Film History : o 65 3.0 :
Remote Broadcasting - - 68 3.7
a Announcing ,:~‘ ' T2 5.2
Phonetics - R (¢ 4.6
Commercial Station Operation - 72 5.6
.Radio News Reporting o 73 5.2 .
TV News Reporting . . 66 5.0




(Courseytitle ratings,-cbht'd.__) S ’ ‘_ T B . : . \

COURSE TITLES | RESPONDENTS RATING I
" Creating the Documentary 67 3.6 ‘
FCC Rfles and Regfm}ations L 73 5.1
p Play-by-Play/Sportq 69 3.9
International Broadcasting - - 65 2.4
Social Responsibility of Broadc'st'g 67 4.0
Dramatic Writing - 67 2.7,
\ ‘ Commercial Writing . 7N 5.2 )
K News Writing = _— 71 . 5.3
o 4 Radio Production .- . ' R S & | 4.9 . .
T, TV Production. . .. | ANE 63 . 4.7 k |
A _ - TV Directing - . ST 4,1
T Graphic Arts o _ _ 65 ‘7. 3.4 w
' - . Public Affairs Progh?mming 69 ‘ 4.5 .
Broadcast Engineer ‘ . 69 4.5 |

(lst Class Ticket) _ -

“THE FIFTEEN HIGHEST RATED COURSE TITLES

.~

5.6 Radio Sales \ 7 5.1 Creatmg TV Commercials.. -

* _ Commercial Station Operauon RTV Sales Promotion
5.4 TV Sales ) : Station Management ‘
" 5.3 News Writing : L FCC Rules and Regulations :
5.2 Creating Radio, Commercials =~ 5.0 TV Programming : )
Radio Programming . =~ TV News Reporting ; ) 4
.. Announcing ' | . - ‘ - ’ )
- - Radio News Reporting . '
. Commercial Writing
o .. THE FIFTEEN LOWEST RATED COURSE TITLES ' ’ s
2.4 Ihternational Broadcasting = 3.2 Warld Regional Geography
226 Introductory Meteorology 3.4 Graphic Arts
Forexgn Language Film Directing _
“2r7—Pramatic Writing - : 3.6 Creating the Documentary %
- Advanced P_sycff'logy 3.7 Principles of Sociology =~
Data Processing - Remote Broadcasting - R ¥
3.0 Film History ' 3,8 Social Problems :
3.1. Film Censorship - o

7

e . | THE NEXT PAGE IS 28 , | -
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average blacks, average people."

: L PART "11 - COMMENTS. -

ost managers do not know how many job appllcatlons they recewe durmg
‘avear. The estimated figure is set at 2,830 for 79 managers respondmg, but _
the actual figure is probably well over 3,000. Managers tend- not to be mterested ,

in appligations until they have openings.
Gjven five characteristics to be considered when hxrmg an empIOyee s the

' overwhelmmg choice was. responsibijlity/attitude. The second choice was a close

selection between talent and initiative. Experlence was a distant fourth as a
choice and education was last. One manager rated "talent" as first with nothing
for any of the other chmces. Onl;kgur others rated "talent" as the1 ﬁrst cholce.

and Regtilatlons were add ’ and a brief descrlptlon of each of e characterlstlcs L

was included. Some 7 percent.of the managers rated their college-educated
~ employees as fair to poor in salés andfFCC Rules. ‘The questlon also provoked
\ considerable comment, mcludmg

—

e

"I have had college graduates who‘would'rate" poor and others.excellent." |

T "Most grads want to start at the top with a high salary and title. Few want |
to work and prove. The grads I have worked their way up and are currently the .
hlghest paid among the staff." - ~. . ?

w———

leferent than non-college " ¢ a

. "They want to do the job but need eggperience. "
"We have‘had .very good and very bad. Consequently an average is meamng-
less. There is. no average college student just as there are no average men,"

“

g _
"Talent nd 1mt1at1ve have no relationship to education. General knowledge
of sales has nothing to do with ablllty to get out, meet the people, get the business.
A good salesman can always hire-a college grad to figure out that stuff. Pro-
duction technjques have no value unless those techniques caRt\wate entertain the
people. It's pretty tough to teach 'Sho biz.'" - , - I i

b

~Under "other" one manager wrote, "Motivation: Desire to work for as
opposed to having the right to." Another added, "Ability to present an  excellent”
commercial announcement," then rated the average college student/employee
1" "
poor .

g i ) A

- To learn something about job turnover the managers were asked how long

-

L
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' thelr ﬁlll-tlme staff members had been employed me estimated by percentage,

, “others aﬁpro:umated by numbers, some said they dn't know, and others answ-
ered preclsely. Some statlons have little turnovef. Others have grea turnover.
~The smaller the staff the easier the question wag' to answer. Of th 8 1nd1v1d\-

‘ uals onth yroll for the respondents who angswered, only 1,417 mplo ees

. were listed. the information submitted, indications are that nearly 57
percent of the employeés listed had been employed for five years or lessi Only -
some 11 percent had been employed over 15 years. -7

How does management ‘go about fmdlng a new employee? Seve cho_ices
were.listed,, and the data were ranked. Most managers looked to thejr station
- files for applzcauons. A distant second would be to contact managenmni nt friends .. '
. to see if they know of anyone who 1s looking for such a JOb. A third choice was
to_contact the Indiana Broadcasters Association. Trade publications and univer-

' 51ty departments and placement serv1ces were far down the list. . A\ &
’ - One manager said he would adveftise for such an employee on his own .
airwaves. ~ }\ ¥
Another said, "Raid competxtor before any other cho1ce. Thl.S not only finds

a person but gives a compet1tor a problem. He mt;st//&/( en use-his time to solve

lt " . , ,,/.

Another manager said, "Ask other employees for reco'mmendatlons. _C\on-
sider present employees." v -, o o
Other managers were concerned w1th thelr obhgatlons under "equal opportx-
unity." Some of the1r comments were: \

"We advertise each and eyery' opening with over 55 no
agencies as a condition of our Equal Opportunity obligation

' \ "The E. O. C. rules are Ve‘ry'str ct and local solicitati
.contacts is imperative. " :

U

o

oups, cql;leges ’
QUESTION 29 was an effort to determine management reaction to ra_x'iio-TV-

film courses taken by the average college-educated employee. Out of 78‘responses
only nine were negative. One manager expressed his reaction: . i

"Send notice to our regular list which itcluded minority é
employment agencies, etc." o \ o« K

"I can't speak for the industry, and I have no blanket opinions about radio/
television graduates, or what college has done for them . [ do feel that colleges
need to weed out people who shouldn't be in the business in the first place. I
feel greater emphasis should be placed on basic comn’iumcatlons skills which
don't necessarily involve tra1n1ng to use television’ gear.’ Writing skills in every
style - newspaper, radio, television, promiotion, cojmmerc1al cont1nu1ty, speech”

RIC L
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skﬂls in extemporaneous speech from handlmg a meeting to performing on Tadxo/ o
~ television. The skills I have mentioned could be._ttaught to the right per\so’n in o o
- someone's hvmg room without benefit of campus radio or television hardware v
and facxt.lnes. To the wrong person, no amount of training could give it to them. = _
In past recruxtmg I have done for news operatlons and production, I haye-been .
‘concerned t]\at the brilliant people I wanted were perhaps in law, or theater, or e
.educatlon, political science or somewhex'l e else.: 1 frequently had the feeling thait

too many 'duds' had for some reason, bee attr:acted into radlo/'I‘V Itswasn't /

really the fault of what they were being-taught ,,or the facilities used in teachmg,
them, but the fact that many of them id; e the potentlal to begm with. ;

) > ) \ T R b;am \
: ~ This is probably nc e Wsmal&dl‘o\ss;auons or cable TV operatxons ,.
. but the large TV s ation needs a person with und education :? t/eysxcs m
__~"¢ommunications skifs--writing and speaking rather than someofi€ trained in
. % specific TV or rasﬁi’o techniques. /Eednomlcs, political .sc;ende, hlstory, geo- . -
"~ -graphy, science and any of the academie disciplines wil)l become increasingly
T 'im rtant to the person once he becomes involved in T station life-~TV news,
a0 munity affairs, management, sales, promotion, or whatever. This is the
', - #part the TV station can't’ glve. But, if the candidate is bright, has basic writing
' ~ and spee;ﬁ/ﬂﬁl; ‘we can train him for most key posmons in news, promotion,
commumty servxces and productlon "

" dOD't feel CollegeS_train people to be commercial broadcasters, but
rather ETV broadcasters.":
3 ”

"{ wonder if/e

o)

-

he) "has a Third Phone with the Broa}iciEndorsemem\, "

_ T "They hav general idea of the'facility of broadcastinglbut none whatso-
‘ever as far as theMusiness is concerned which is advertisirig, marketing, and
salesmanship." - ' '

"When I was in schodl (1937-41) courses were terrible in radio. Do

know about today s curr1cula."*~ S .

‘\‘
AN
N

MWhat have you done to entertam people lately? What have you sold?"

. } ~

¢ "It depends upon which s/chooi/ﬁe employ 1as attended and what he has
__-'been taught.” Some scheoi”’teach -some we thing_saf)ogt commercial broad-
+ casting.® /:%{_ e -

e

R\ ‘ mpha51s placed on TY-for the radio station manager's view.
"Radio and TV shoul _ : ogether. Radio is a bag of its own."

ittle sharper than generally ‘educated col
and much better tha ﬁon-college educated employees " -

3,2-/



S / “survey shows that college RTV professors and station managers do not
visit each other very often. Nearly 57 percent of thé managers reported that not
one college professor visited their stations durirg the past yegr. Fifty-one per-

~ cent of the ‘managers said they had not visited a radio-TV department during the
jSame time. . J ~

S One manager said about v151tmg professor's, "They don't even know where
it'is." Another said that none visited his station and added, "We are in a umver-
51ty town with a university with a’large broadcasting department. " .
5 QUESTION 22 on the questlonnalre asked for recommendatjons which would - -
impr »broadcastmg gradiiates’of college academic programs. All but two of
- 75 ndents recommended part-time paid teaching by local or area prof7’s-

— .. iomal broadcasters. . /f ‘
= All but one manager eéommended that ¢olleges should place hlgher prior-

ity on commercial expe¥ience when hiring new faculty. ™ . \

N All but three mahagers recommended a required mtern;shlp program for
//RTV majors calling for 10 to 16 weeks in full-time attendance at*commermal

“ /statlons. :

Managers comments included some apprehenslon and add1t10na1 re mend-

ations: ) | : %

-5

"Recommend colleges draw on RAB, NAB and other professional organiza-
tions for lecturers and material, especially in management level classes. Also
use of AP and UPI reps for news classes and network upper and middle-level
managers. These mlght work out best in semmar type format."

"There should be required college courses for radlo-TV majors to-take ' |
bookkeepmg and accounting, and some business courses. Some colleges are .
teaching radio and TV in an artificial atmosphere. We halve to do a lot of re-

trammg when they” come to us." : ‘

-

"Change radio-TV academic requirements to offer a broader base in speech,
news, bu\s)mess, musm .and lessen emphasis on- equ1pment instruction."

U R: und-at " that the training I recelved wasn't approprr'ate for broad-
casting in the 196b's and 1970's. Too much of the '40's were bemg taught. "

"Faculty ahd students must be aware that although we are llcensed to serve
the public, like any other business, we are here to make money."

\
v "Place far more empha51s on business aspects of broadcastmg-—marketmg
and sales."

Concerning part-time teaching by area broadcasters, a respondent said,
"The ones who really have the most to offer probably have the least time to spare."
Another said, "Only if they are competent teachers, which is rarely the case."

L] W £
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several managers emphaslzed that colleges must be careful to aVo1d commercial

" drop-outs--unsuccessful commerclal broadcasters. :
QUESTION 30 was directed to the kind of recommendations a manager would

give to a son or daughter who might be interested in a broadcasting career. Of 64

who answered only three recommended one of the "broadcasting" schools over a

college or university. Only one d1d not recommend a college with a "strong T

~ .
a e .

broadcasting p;ogram "

-

: Manager 's comments includea' :j

ey
"Would recommend takmg some broad cast classes, but get w1de-irang1ng
background in all areas, business especially, political science if news interest,
.« o psychology and sociology are always good." ) :
" "Major in busmess, psychology, pohtlcal science, advert1smg, marketing,
salesmanshlp--mmor in broadcasting." L

.’

_"Practical experience is a must. Get a part-time job whilé going to school."

v "Take broadcasting courses but major in areas such as business, political -
science; psychology, sociology, English, etc." /

- . v

"If interested in radio DJ then go to hroadc%tj school after college."
"Talk with commercial broa"dcaster before making decision." // *

-

"Besides broadcastmg he or she should have a strong backgroundi/ liberal
arts and business." - -

v

) Lo 5. : ]

, "At the present time the 'broadcasting' schools are the only ones offering

.,ﬂ’ valid job placement services to the student. . Recommend such schools because of
thls "

t
ES =

) "I’would like to see at least 75 percent of the emphasis in’college be placed '
‘oh academic subject matter with perhaps the final year only devoted to a prac-

. ticum or the ciopportumty to 'play' radio/television station. During the three or
more years of academic subjects, I would like to see a screening process which
might sort people out for their respective abilities." ’

-3

"A high percentage of college graduates cannot read or write or speak--
yet they possess degrées! What is going on with the basics?"

)“ ® ) ’ ’ -

Concernmg commerc1al experlence to be consldered when hiring new faculty, '



INDLANA BROADCASTER'S SURVEY -- EMPLOYEES

N " . PART III D
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_ 5.\ . BACKGROWND -= ATTITUDES AND OPINIONS:
 Information which follows is tabulated from data provided by 239 respon+
dent$ who were employed by I"ndlana commercial radlo and/or TV statlons at the .
time of the survey.\ S

Responses to varlous questions are undoubtédly influenced by age, employee
category, and other fa;:tors. No effort was made to provide a bias distinction.
There.is no way of knov)ung how many of the 239 respondenis were graduated from
. college, or how many were "successful" in their academic efforts s or how many
are "successful" in commercxal broadcasting. The only stlpulatmn was that each
attended college. The managers of their stations selected them to fill out and -
return the questionnaires. More than 60 percent of the respondents are under 30. °
years of age, and in excellent position to vividly recall "how it was" in college _
and how they believe it ought to be today. All of the respondents are in a position’
to offer oplmons and attitudes on how they believe today's academlc broadcastmg
program can better meet the needs of students and stations.

4

\ ¥

AN

Data are provided by: 201 male . 35 female 3 unknovm
| Age Refpl:)r::::t s Percent Positions Rel::ol?ut:;t Percent
* 40 and over 34 14.2 Sales 62 . 25 9
30-39 51 21.3 Programming 54 22.6
25-29 .. 89 37.2 News 71 '29.7
Under 25 ¢+ =~ 65 27.2 Writing 12 5.0
Promotion 729
‘Photo/Film 5 . 261
Engineering 6 2.5
" Others ' 8 3.3
, None listed 14 5.9
. COLLEGE MAJORS AND MINORS
- Discipline Major Minor
Agriculture . 1’ -
Anthropology : ° -~ - 1
Art (Graphic Arts/Pamtmg/Sculpture) 3 5
Bus’mess (Accountmg/Advertlsmg/Advertlsmg Art/ 24 21
Business, Administration/Busirniess Education/
. Business Management/Econom1cs/1\’darket1ng -
Bnology 1

Educatlon (Secondary Educatlon) D 5 1

,G‘L
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*The numerical order of this section is not the same as that of the
- original questionnaire. . N

<

ERIC - S - 36

. . o L, o S .

" College ,MajOrs and Minors (C_-ont'd/z) EAR o / . /'/

' D1sc1plme T / , . - Major Minor,
- Engmeermg-*(Clyil/ElectrIcal‘ﬁleqtromcs/ - 5 . o+ -
’ .’ Industna%Q'lanagement o A / _—
_ English (English Drama/English’ L1terature) - 21 23..
Foreign Language (Arablc/German/Spamsh) : 1 3
 Geography . - i 1 1
‘History (Govemment/Politlcal Sc1ence/Amer1can : 11 32
Studles/Intgrnauonal Relations/Mideast Studles/ ’ .
E "Social Studles) K -
’ Mass Commumcauons (Journahsm/Public Relatlons/ " 145 71
Radw-TV/Telecommumcatxons/Speech/Theatre ). B~ '

Mathematics ™. s =f .~ 4 5
Meteorology S SR ¢
Mortuary Science. S RS T -

Music Educationy, =~ . - - S 3 k
' Philosophy - . e S - -3
> Physical Educatmn St A ) SR T
Physics , S : \\ . LTy e B
B Pre-vprofessmnal (J..aw/Medlcine) T 3¢ -

" Printing. Technology S _ . /,'- 1 -
Psycholagy: , - . e 4, 23
Rellgion/Theology, . : 1- 1 v
Sociology7Social Science . - 8 //
Visual Communicauon/Vlsual Design . - 2 } ’
NO MINOR AREA OF STUDY LIS’I‘ED o - ' s

QUES,TIONS' AND RESPONSES®
- How many years of full-time exper~ - 2. How many different broadcasiing '6rgan-
ience do you have in broadcasting? - izations have employed you full-time?
‘Years Resporggnts ‘ .O;ganiozaiions " Respondents
0-4 115 - : L 1-4 204
.5-10 68 ' 5-8 21
(11-13 14 ‘ Over 8 2
16-20 - 19 . . . -
Over 21 Lo 17 ) '
Ny e o T V ' \

o
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. 3. What‘was your weeldy gross pay qu‘ ".4. What years did yoy attend college?
) youfreﬁrst fuu‘-tl,xjie/ Job in RTV~ﬁ1m? ‘

/ . A U it

Weekly Pay . /ﬁ'esponﬁents /’J Lol ,-o' Years .’ Respondents
| $40-50 7 L3, e T Béfore 1940 :
50-75 . ,,.aé Lo -+ .7 7194050 .
boo7s-100 0 i 7 e . 1951-60, 31
. . - ,100-150 / 78 - ] . 1961-70 © 120 .
.4 - 150-200" : 1971-—74 . . .59
5. Has your colleL w education bene- . 6 Have your college broadcasting |
fitted you in your broadcastmg ’ courses -benefitted you in your
career? ‘, : b'roadcasting career? *
7’ . . .
L No’ benef/it 7 “No benefit _ 30
~ . lLittle b/éneﬁt 26 -« .7 Little benefit 49. °
© Sorme penefit 115 .7\ Some benefit 82
G“re,a),’ benefit’ 88 . N ~ * Great benefit 49

o

7. Did your broadcastmg courses, help " . 8. +Did your university/college place=

- you, obtain your first full-tlme job-

after leaving cellege?’

Radlo :
TV
‘. . Teaching
- Ad Agency
Néwspaper.
Cable TV

118
64
9

6
S
1

"+ in RTV? your first full-time job in R_’I‘V?\
* No help_ ' 68 * No help’ s 210
/" Little help , 32 L Little help 7 .
. ;-"}‘" Some help 62 o ’ Some help -9 ;
' .+ Gréat help 14 ©o . ’ Great help .2
- / 9. Did you);; radlo-TV department or 10. At what age did you obtain your ’
professors assist youi obtammg first: full-time radio-TV position?
your first full-time Jol},»m radio-TV? - /\ ' '
% . No help SERETY: ) : . Under 25 . 187
. "Little help 19 - " .25-29 34
Some help 27, S 30-39 . L 17
‘Great help 14

11. Wthh of the following areas prowded you with your first full-time posmon

Other positions included: Transportation, funeral
director, college placement service, administrative,
Agriculture Extension Service, U. S. Military, public
relations, theatre, Ministry; retailing, news wire,
contractor, specialty sales, film company, college
RTV staff, M1dwest Egm Airborne TV Instructlon.

. ment service assist you in obtaining




’“12. Whl‘ch, of the followmg areas most clpéely repf‘esems your ﬁrst ﬁlll-t1me
pos1t10n in RTV-ﬁlm? .

13, Looking.Back on your college RTV

am how would you rate it in
uon to the needs of a broad-
¥ castmg station?

v

Media

‘ xFM

AM

AM

r

Radxo

Rad1o '

-FM

-FM-TV
TOTALS . &

9

7

\\

o4

4.

| 66
NC,é Other posxtlons mclucied one respondent each in cable TV, ‘Public
- Broadcasting, mstructlonal TV, and educational TV. Three others

1st 50
.22

K4

indi /cated "first posipons" in advertising agencies, -

Excellent . 7
Very good 19
Good /.42
. Fair e 67
Poor ' - 35
Very poor 15

.Wﬁere student use of RTV~film

while school was in session.

Ava

Seldom available 1

ilable evefy
day

AN W

27

36

23

26
38

29

- facilities are concerned, evaluate
the availability of those facilities
with "1" being "seldom available"
to "6" being available every day

. Market Size .
.2d 50 3rd .50 'OVer 150
12 . 21 Tt 34
3 10
19 13 -
1 18
_8 . 2,
‘43 . 80

14, “Evaluate your celfege RTV-film
fac1ht1es ofi the scale of "1 to 6"

" with "1" being very poor and "6"

bemg very good.

Very poor 1
( 2
8 3
4
. 5 ~
~ Very good 6

16.

broadcasting industry?

15
28

-39

26
31
15

a. Enjgy it very much. -

b. Enjoy it at present but '
not for a lifetime job.

c. Intend to make it my

lifetime work.

d. Disappomted and plan

to leave.

courses taken by you during your college education?

"That's fine. Should be helpful."
"Forget what you've been taught. We'll train you the right way. "

a.
b.
Ce.
d.

No specific comment but negative toward college RTV-ﬁlm«.programs. .

168
17

83

2

No specific comment but positive toward college RTV—ﬁlm programs.

\

‘Which of the following best describe
“your feelings about working in the

Which of the following would best express management's reaction to RTV-film

63,

23

21

57



e

a. Do not go to college but mstead select one of ,""
the "broadcasting" schools:

-be. Select a college ‘with e&i,rong broédcastmg pro— @7

- gram, based on fatulty, facxhtles and alumm '
recommendation. :

c. Select any good college, whether or not it has a
broadcasting program. : .

.

major in areas such as busmess pdhtxéral sci-
ence, psychology, socmlogy, etc. £

e. Specxahze m.dhe o;r two Spemflc areas:. such as-
announcmg ’ nev<s ‘ sports, sales, etc.

’

f. Specxahze in radio, all areas. . .

g. Specialize in teleV1s1on,, all areas&

L,

d. Do not take any broadcastmg course/s at all but

© mex

i

h‘ Do not specialize in anyfar'ea but. try to obtahn .

an overall broadcastmg/éducatlon with as much
le's

yctlcal experlence as poss1ble. 4

Which o/f/?the fol;owmg recommendatxoné would you have for-improving the ..

41

23

s

58

67
63
67

N

"fDo Not Strongly
Recom- Recdm-
", mend mehd
2160 =

15 112

157 /15

Uz . 22

128 25
13 -, 33

27 . 132

broadcasting graduates of college/university academic programs?

a. Part-time paid teaching by local or area pro- '
fessional broadca,s rs in their specialtles,

f) Encourage faculty members to develop exper-
tise by workingpart-time at a local or area

station, . : /

-c« Encourage faculty members to ma,i{ltain closer

relationship with local and area/étatlons by

periodic visits. .

d. Colleges should place higﬁer rierity on com-
mercial experience when hiring new faculty.

e. An 1ritérnsh1p program for students requiring
\ 10-16 weeks in full-time attendance at a com-

&

72

T

104

92

86

58

mercxaf station at no pay but for credit. Slmllar '

" to student-teaching programs. ,

183/ 14

6 147
41 - 75 °
12 117
10 . 127

9 158



20. A carrler-current radlo statlon is -one of those extra curricular act1v1t1es e
“which is available on many college and umversxty campuses. ‘Where such a .
statlonuxs' concenned express your opxmops. ' : v oL

A .- ) -

DoNot ' Strongly ~

o o ., . L ) C . .,R > ' v '
S _— . _ eeommend ‘Recommend Recom d
a., At least one carrier"cprrent station 109 i 2 : 112 v ;
should be available to RTV students. : o L ce
.- , - L ‘\’ - “”.” ; o ’ . A Z .
b.’ Such a station should be operated, as 65 -8 sy 7
nearly as possible; as a regular com- P " -
o mercial operation, with the same rules,', ’ Ao
: regulatlons (FCC ‘NAB) and freedom. : ’ e
* o » . .
; . ’. . l . .
1t should be operated totally by students 18 ° 183 14
without faculty superV151on. o S '
*. .d. It should be operated by students’ with 117 25/ 76
ey Saculty superv1sxon. ‘ ’ // S
J ,(,{‘ 5 ’ o A : . . n‘
‘ ‘ " It shéuld be operated on a basis of 18 v 128 < 28 ’K‘ 56°
! ] . hours per day. . ‘ SR to / ‘ _
f.' Should rotate staff asmgnments as much-© 96 13 116
" as pogsible’so 4o provide a great o .
varlety of expenence. , _ o R gt
g. Should be dvailable only to radlo-TV- Y 93 C 33 .
film majors and rm,nors‘aJ . L b ’ \ '
! Should be, available to freshmen as well, 108, - a7 99
" as uppe men. 2 o ' ) ' .
i. Shonld ha«ve fac111t1es equaI t@ﬂ‘f‘ superﬁor 114 . - -40 . 56
" 1o the average local commercial station. .
j. A commercially operated carrier curent 86 - 69 . 56,
station is absolutely necessary in order o o o
to provide commercial. experience forithe ' L
average college student. ‘ g o
' ‘ k. Should be.financially self-supporting. 114 55 ’ 46 / o
" i 1. Station income should ;;rovide‘,for limjted - 128 ot a4 46

number of paid positions if possible.
, , i




~21.

' certain areas by their
. upon the same areas based upon what they had- leatned as broadcaster

QUESTIONS '13 AND 14 6asked respondenf.s to evaluate the emphasis piaced in T
roadcastmg programs then to place thelr own Tiphasis '
The
questlons w’ere, "Rank the followu areas in importance asfyou recall them

from bemg emphasmed by your college" broadcastmg f)rogram, a and, "Knowing

what, you do about broadcasting at this stage of your career, if you ould organ- [ -
ize your own broadcasting program, rank the Same areas with the §mphasis |

~ which yowbelieve -would'be most beneficial over the long haul to a sthdent of

RTV—ﬁlm."' Fifteen areas of emphasis were mcluded and the rankin

. added and divided by the number of respondents to obtam an qverage rankmg.

for ‘each area 1n ,each~quest10n. N L - o _ :
. . RO— // R T
. e . ,_‘\ o T ;// \Ranklndas
e TR '1—"%<R Broadeaster -
Areas of Emphasis. ~.__ : w Er_an;ﬁ‘asmed\ espon- Npuld Empha- espon-
: N R “~der t S, dents

‘ R _ ( by College . A \s\xze - S
" Programming B TN | 5.4 (4) 121 ' ‘4‘;'-6{. (ST_— 1§L:T>~<"/ ,
~ Sales b 8.2 (10) 106 5.1 (4)- 181

News 5.7 (5) .. 127 = 5.6 (5)- 182 ~
‘Audience Research 8.2 (10) 103 6.6- (8) 170 .

History ' 5.2 (3) © 126+ = 9.2 (12) 144 - .
" Film . | 8.3 (11) 104 8.5 (10) 147 .

Radid Productlpn " 4.1 (1) . 134" 6.0 (7) 179

TV Production 4.1 (1) ' 129 5.8 (6) - 173 -——=

FCC Regulation 5.4 (4). 119 5.6 (5) 182 |
" Theory 5.0 (2) 125 8.7 (11) 150

Commercia stauonoperauon 7.7 -(9) 7 109 4.2 (2) - 192

Non-co cial Sta. Opr. 7.2 (8) 112 9.7 (13) 135

~ Social Re'sponmb;ht.y _ 6.7 (6) +, 112, . 7.6 (9) 172

Practical Experience 7.1 (7) 120 3.7 “(1) - 197 .

Broadcast Engineering 10.8 10.5 (14) 146 .,

(12) 93
(leading to a 1st Class o .
radlotelephone license)

*Numbefs in- parenthesis indicate the ranking of the average rankings.
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COURSE TITLES !

General Ps_ychblogy

. Advanced Psychology

~ Principles of Sociology
" JAAmerican Nat'l Government

State and Local Government
" World Regional Geography NN
Introductory Meteorology

- Social Problems

.Foreign Language -
Accoun,tmg .
Consumer Behavior
Principles of Marketmg
Data Processing : ""“‘j"*'

Rétail Management - I

Interpretmg Business Data
Principles of Economics

" Radio Sales -

Television Sales - :
Creating Radio Commercials
Creating TV Commercials
RTV Sales Promotion '
Audience Research

. Public Relations

" TV News Film Production

Shooting and Editing Film \

- Film Censorship
- Film Directing R
- Station Management

Actmg ,

: Oral Intrepretatlon
'Debate

Radio Programming
TV Programnimg

Broadcastmg Hlstory

Annourncing e
Phonetics. :

Commercial Statlon Operatlon
Radio News Reporting -
TV News Reporting )
Creating-the Documentary _
FCC Rules and Regulations

~—

" The followin_g are brléf titles representing courses which may be available in :
- various radio-TV-film programs. ; Scan the listings and rate the value of each o
course as you perceive it w1th " bemg very poor and "6" being very good . >

RESPONDENTS

194
190

191
191
192

RATING

S . 40

v ®
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~ World Regional Geography

(Course title ratings, cont'd. )

'COURSE TITLES L RESPONDENTS RATING -
Play-by-Play Sports -~ - .~ 194 3.9
International Broadcasting - 191 - 3.4
Social Responsibility ' 19 4.9
Dramatic Writing - - = = 194 3.5
- Commercial Writing . <« 191 5.3
News Writing . . © 191 56"
" . Radio Production . . _ o192 5.5
STV kcﬁu/ct‘:zn : - 190... : '5.8
TV Directing = 191 5.3
“* \ Graphic Arts . A - 4.1
Public Affairs Programming =~ 191 4.8
‘Broadcast Engineering- . 190 © 3.7
’ " THE FIFTEEN HIGHEST RATED COURSE TITLES i
5.9 Commercial Station Operation 5.6 Radio Programming
5.8. FCC Rules and Regulations . Wews Reporting
" TV Production ‘ V News Reporting
5.7 TV Programming ‘/.//'mng T~
o queatmg TV G{ammercmls 5.5 Public Relations
5.6 Radio Sales Radio Production - a
Television Sales oo
- . Creating Radio Coi imercials
RTV Sales Promotion' .
Station Management | B b
; : \ - v
o THE FIFTEEN LOWEST RATED COURSE TITLES
2.9 DatafProcessmg* ' 3.7 Film History
3.0 Introductory Meteorology Broadcast Engineering :
3.1 Play-by-Play/Sports" 4.0 Interpreting Business Data
3.3 Advanced Psychology 4.1 Retail Management
3.4 Forexg@anguage v ' Film Censorship
Internati ~Broadcasting “Social Responsibility of Br,
3.5 Ac_count";ng _— ‘ ‘Graphic Arts . '
Acting * ' ' :
Dramatic Writing -
3.6 o _




Before a student is commltted toa malor in college leadmg to a career thexe are Wi

certain questions whi
involved? What pa

advance? Which Marea" ’}u

‘By combining iriformatio

. tain amount of gu1dance for students and‘ their faculty.

P
- P051t10n/Age _ / '
AGE 40 OR OVER
i 2
Sale man -

/S sman
Salesman -

-Salesman -
Sales Manager
" Sale’sman )
Sales. Managér oo
- Salesman
Salesman
Sales Manager '
~ Sales Manager
Sales Manager
.Sales Manager
Sales Manager
Sales Manager
AVERAGES

" AGE 30 TO 39

Salesman ,
Sales Manager/Prod
Salesman . :
Salesman
Sales Manager
Sales Mgr/Talent

-~ Salesman
Salesman °
Salesman
Sales Manager
Sales Manager/Talent
Salesman
Salesman
Sales Manager
Sales Manager

‘ Salesman

AVERAGES

/Hfs per.
Week 0

i3y

- 50-55

35
35
- 60

40

64
50-55
45-50 .
30-40
35-60

60

40+

45

40+
40-50

46.6

40-50
50

135-40

50
40-60
50
50-70
50
45

40-70

46
40

65
60
50-65

40-50

50.5

SALES POSITION S .

ought to be considered. How many weekly'work hours are
1ay be expected for the "first job"? How long does it take to
n the career seems to offer the better opportunity? -
rom several questions it is possible to provxde /a cer-

—

Yearly

214

" Weekly Pay | Weekly Pay Yrs
- 1st Job ‘Current ~ Exp Sala,ry-'

% 40-50 $ 300+ 19 $15,600+
100-150 300 - . 16 15,600
100 325 2 16,900

65 . 400 20 és,soo
75-100 . 400 18 20,800 .
200+ - 400- 13 20,800 -
- 40-50 450 22 23,400
. 50-75 500 21 26,000‘
100-150 500. 18 26,000
. 50-75 540 18 © 28,080
200+ '600+ 10 . 31,200+
50 600+ 20 31,200+
50-75 670 24 34,840
50-75 900_.: 22 46,800
’ 50-75 - _ 15 = <
$90.33 $491.78 18.5 $25,572.85
) N
‘$ 75+100  $ 134+ 15 % 6,968+
100-150 160 3 8,320
100-150 150-200 2 9,100
200+ 250 . - 13,000
150-200 250+ 5 13,000+
© 75-100 250-350 11 15,600
200+ 250-400 1 16,900
75-100 , 375 16 19,500
75-100 375 8 19,500
50-75 385 15 20,020
40-50 415 14 21,580
150-200- 480 7 24,960
200+ « . 495 3 25,740
150-200 500 6 26,000
50-75. 800 19 . 41,600
" 75-100 - <9 -
$123.90 $361.26 8.9 $18,785.86

N.OT : Where two figures are given the mid-point was chosen to compile averages.

-~
I



~ AGE UNDER 25

(Sales P051t10ns ) cont 'd)

- rPo_siti'pn/Age‘ H\z::fr
~ AGE 25 TO 29
Sales/Copywrltmg - 40
Salesman - 50
Salesman 40-45
..Salesman 40-45
©  Sales Manager/’l‘alent .40-50
- Salesman ©  50-60
Salesman : 40
SalesManager _ — 50
Salesman—"" . 40+
Salésman o 40
Salesman’ 5?-60 _
Salesman - 50
Salesman 70
Sales N‘anager , > 60 -
Sales Manager . 40-50°
-~ “Salesman " '
Salesman 45-55
Sales Manager 50
' Salesman ¢ 40
Salesman T 50-60
Salesman 45-50
48.1

 Sales/Talent —— ' 40-50

Sales/l’alent ‘ 40-50
‘Sales Manager/Talent 60
Salesman 60-70
. Salesman 40
o SahEsnhaq/ 50
Salesman ) 45
SajJesman . 40-50
Sdlesman - 40
alesman 60-65
AVE GES 49.5
-TOTALS
AVERAGE

40+

Weekly Pay Weekly Pay = Yrs  Yearly
“1st Job. Current /Exp/ Salary i -
// - ) - o
$ 75-100 ‘“$/7s 100 2 $ 4,550 .
100-15 - T 1104 3 5,720+
- 75<100 100-150 6 6,500
150 1150 , 1 7,800
< 75=-100 - 175-200 .5 9,750
1100-150 200 - - ~10,400 °
' 150-200 - 200 1 10,400
75-100. . 200 -9 10,400 -
50-200 200 ° 1, 10,400 _
150-200 200+ 2 10,400+ = .
100-150 .200-250 5 11,700
100-150 250+ 4 13,0005
200+ 240-300 2 |
100-150 300+, - £ 3 15,600+ -
© 100-150 325 “5° . 16,900 ‘
© 75-80 346 - 5 17,992 i
150-200 " 365 2 18,980 -
75-100 300-450 . 6 19,500 _
~100-150. ~ 350-450. ,5 20,800 S
~100~150. 5500 - 3 26,000
_100-15 500600 5 28,600 y
$128.09 ~ - $285.04 3.8 $13. 782~4Z%h
o ’ . ne
$50-75 0§ - 5 $ =,
- 75-100 75-100 1 4,550
'100-150 90+ - 1 4,680+
100-150 110+ 1 5,720+
75-100 200 3 10,400
75-100 200 4 10,400
150-200 200+ 1 10,400+
200+ 200+ 1 10,400+
150-200 - 175-250 - 2 11,050
100-150 100-150 5 18,200 ,
$125.00 $9,533.33+ _,

$17,203.62 per employee

. $183.33 - 2.4

.59 sales employees earn $1,015,014 per yea’\r’./




- N .
’ PROGRAMMING POSITIONS L B
y Hrs per Weekly Pay Weekly Pa Yrs - Yearly—
, 1t10n/ Age ‘Week . Ist Job Cprrenty 'Exp  Salary '
7 /AGE 4OOROVER .. ., .0 .o . e
" Program Director 50 _ . $.32 $190 32' % 9,880
Program Director . 42-48 -~  40-50 228 \) 11,855
" Program Director-- - % 40-50 50-75" 300 /21 15,600
Program Director .. | 45 - - 7/&-150 - . 22 -
 Program Direttor——— "\ __ 8975 - 400 22 20,800 '
o AVERAC 1 "45/ - $62/9’0 - - $279.50 26  $14,533.75
AGE30TO 39+~ . ot - - '
' Pgrf Dir/Chi 3 45+ 75-100 = $160 6 $ 8,320
- Agsoc grod/ ogrammer . 40 ] 75-100 . - 175° 7 9,100 .
Pry Dire 40" 150-200 - 150-200 .6 . 9,100 o
k,r’Flo rinan/Director 35 / 75-100 185 / 4 9,620 - -
"Pg; - 48 7 75-100.— ~ 190 - 10 9,880 |
. Operaki ‘ . 45" 50-75 7 210 » 8 1Q,920
-’ Program Dmec&d’r 74D+~ T00-1507 250+ 9 - 13,000+ | -
Pgm Djr/Prod Mgr  ~ - 40 ~80-75 _ - 250 . 13, . 13,000 -
Pgm Dir/Prod Mgr -~ 40+ -~ 50-75 .- 275 /,/ 7 14,300
?o%am DireCtor . /4 ; '_“40-,-519.«-/"7“ 300 22 - 15,600
rogiam Difector ~ =~~~ 65 - 75-100 — ~ 438" 16 22,776
Program Director .-~ . 50 - - . - 16 -
.‘Program Director. =~ 50 50-75 - .49 - ‘
Pgm Dir/Prod Mgr " 60 . 50-75 . - 15 -
AVERAGES -45.4 7 $84.23 $237.09  10.¢¢ $12,328.72
GE 25 TO 29 . / one T : - '
Production Director 40 $ 50-75 % - - 6 -
Pgm Dir/Promotion Mgr . A0+ ~75-100 100 1 $ 5,200
‘”A ouncer/Productlon 42 100-150 100-150 1 6,500
P / 50 75-100 150 3 7,800
Annguncer = 48 100-150 - 165 2 8,580
~ Pgm \Dir/Announcer 43 50-75 175 5 9,100
og/Dir Operatior}é 40-50 50-75 © 150-200 6 9,100
Announcer . / 40 75-100 . 185 6 . 9,620
~ 40-45 75-100 - 200 2 10,400
Asst Pgm Dlr/Anncr 65 50-100 .200+ 2 10,400+
Production Manager 40-50 100-150 =, . 200+ 8 10,400+
Pgm Mgr/Promotiox Mgr 55 75-100 225+ « 5 11,700+
. Pgm Mgr/Anncr/Pyéd &L45 .75-100 225 - 5 11,700
Anncr/Producer | 40 "100-150 246 7 12,792
Operations Manager 60 150-200 250 4 13,000
Operations ManagFr ' 80+ 75-100 - 275 9 14,300
_ Pgm Mgr/Talent | 25 '150-200 300 5 15,600
\Bpe;auo s Mgr/Prod Mgr 80+ 75-100 300 6 15,600
40+ 150-200 _327 . 7 _.17,004
"48.3 $103.29 $212.. 38 5.3 $11 044.22
26




(Programming Positions, cont'd)

Position/Age
AGE UNDER 25

»
Director
Music D1rector

'Floorman : .
: Anncr/Musxc Dlrector
. Pgm Dir/News Director

TV Production .

. Anncr/Production

Program Director

- Assistant Manage
Program Director/Music

Announcer
Announcer
Program Director
Announcer '

-. Operations Manager

AVERAGES'.
“TOTALS
" AVERAGE

' AGE 40 OR OVER

News Person

-

Hrs per

Week

" 40

- 50-55. -

40
44 .
S0
40 .
44
S0+

55-60

46
44
40

" 40-50

60

40-50

46.5

M

o

Weekly l5'ay

1st Job

$ 50-75

100-150
75-100
75-100

75-100

¥

100-150 *

100-15Q0

_-50-75

100-150Q

75-100
50-75

" 75-100

100-150

100-150

$98. 33

45 .

48 programmmg employees earn $507 787 per year.

$10,583.06 per employee

News Person . .

~ ~="News Director

.News Director

News Director
Farm Director
FarnrDirector
Sports Director

AVERAGES
AGE 30 TO 39

News Director
News Director
News Person
News Person

News Dir/Reporter/Talent
News Dir/Comm Aff Dir

News Director

News Dir/hPub Affairs

News Person
Meteorologist
News Person
News Director
‘News Director

.News Dir/Sports Dir

AVERAGES

P

NEWS POSITIONS -

$106.78

40, $ 50-75
40 30 .
- 50+ 50-75..
" 40+ 75-100
50-60 - 75-100
-40+ 100-150
50 32.50
40-65 34
45.9 $63.93"
50-60 $100-150
40 . 50-75
40 75-100 -
40 - 50-75
45 150-200
54 75-100
50-55 75-100
40 200+
50+ 50-75
30-35 200+
45-50 100-150
60 40-50
- 50-60 75-100
30-60 75-100
46.9

®

Weekly Pay = Yrs ms‘\Yéai'f‘-ly»
Current Exp Salary
$ 170 1 $ 3,640
115 1 5,980
120 - 2 6,240
125 1 6,500
- 125 1 6,500
130 1 - 6,760 _
135 &6 2 . 7,020
150 6 7,800
150+ 1 7,800+
‘ 155, 5 8,060
. .150-200 6 9,100
180 3 9,360
190 5 9,880
200° 1 10,400
«.-200 2 104400
$148 2.5 . $7,696
® J—
~$ 165 24 $ 8,580
- = 27 . -
- 19 -
- . 20 ° -
[} - 5' » -
26 -
3oo+ 737, 15,600+
© 350 . 33 - _18,200.
$271 65 23.9 $14,126.66
[
$ - 1 12 > $ - A
160 8 8,320 . °
185 4 9,620
186 S 15 - 9,672
200 “ 3 10,400
200+ 6 10,400+
220 8 11,440
225 2 11,760
_ 230 16 11,960
250 1 13,000
300 6 15,600
350 16 . 18,200
350 12 18,200 .
500 16 . _26,000
$258.15 8.9 $13,424

(3]

[




Q

: Posxtlon/Age N

(News‘ P051t10ns cont'd) , : .v / . ST
Hrs per Weekly Pay © Weekly P?y- - Yrs _ Yearly.

, Week - 1st Job - Curren Exp Y Salary
- AGE 25 TO 29 S | - : o - s
News Director - 52 $ 75-100 $ - 9. % -
“News Director : 40-45 -100-150 : - .8 -
News Dir/Announcer - 40 - 75-100 .. 125 3 6,500
News Person 40-45 75-100 140 3 7,280
News Dir/Reporter ‘44 50-75 150 9 7,800
News Person 40-55  100-150 . 155 3 -~ 8,060
‘News Person " 40-60 100-150 160 4 '8,320
News Dir/Photographer - 40 100-150 160 4. 8,320
News Diregtor 40-50 * - 75-100 165 4. 8,580
‘News Director 44+ 75-100 165 8 8, 580
News Dir/Anchor S 40 100-150 . 175 4 9,100 -
News D1rectors/Sports 38-42 50-75 175 7 9",‘100 o
News Person 40-50 100-150 150-200 2 9,100
News Person - ) f:o, ... 100-150 -~ ¢+ 150-200 . 4 9,100
News Dlr/Meteorologlst : * . 75-100 - 180. 5 9,360
News Person 55-70 - 75-100 : 195 -7 10,140
News Person 40+ - 100-150 200 4 _ 10,400
News Dir/Prod Syper 40-45 75-100 -k 200 - 10,400
. News Dir/Pub Aff Dir " 40+ 100-150 200+ 3 10,400+
. News Dir/Sports " 45 100-150 - . 205 .6 10,660
News Dlrector/Anchor 40~45 150-200 215 2 11,180
Néws Person 41 "~ 100-150 .. 225 7 11,700
News Person \ - 45 150-200 250+ 3 13,000+
+ News Dir/Exec Prod 4\5 100-150 270 4 14,040
News Director 50 75-100 . - 275 7 14,300
SNews Dlr/Prod/Anncr 40-50 100-150 283 6 14,716
AVERAGES 44 .4 $117.79 - $192.42 5.1 $10,005.66
AGE UNDER 25 )
News Director/DJ 30-38 $ 75-100 $ 60 4 $ 3,120
News Dir/Tal/Prod/Wrtr . 44 75-100 75-100 1 4,550
New's Person . .40 . 1002150 100 2 5,200
News Dir/Public Affairs , 44 100-150 , 118 1 6,136
News Person « 45 100-150 ) 125 2 6,500
News Person 40 100-150 125 1 6,500
News Dlr/Producer 44  ° 100=150 . . 125 3 6,500
News Person - 40+ 75-100 125 2 6,500
News Person . . 40 - 100-150 125 2 6,500
News Person . 40+ 100-150 100-150 1 6,500
Public Service/News ' : 100-150. © 100-150 1 6,500.
News Director ’ 40 100-150 140 ‘ 1- 7, 2807
News Person 40 100-150 . 140 L 2 7,28
News Person 44 1100-150 L 143 - 2 7,436
News Person ' 40+ 75-100 150 2 7,800
News Director - 50-75 . 150 3 7,800
News Person 43 75-100 157 1 8,164
News Person ) , 50 100-150 160 1 8,320
News Person 40-45 100-150 170 . 2 8,840
News Director/Anchor - 40 100-150 . -165-185- 1 9,100
News Director 45 150-200 - 180 2 9,360
News Director 70 ‘ - 240 6 12,480
 News.Person 60 65 100-150 300° 3 15,600
' AVERAGES 44.4 $115.90 $145.45 2 )
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(News Posnxons, cont'd) - o ;v\ . oy
Tf)TALS - 70 news emplbyees earn $630 994 per year. 2 &
AVERAGE: ' $9 014 20 per employee. |
"~ WRITING posmonS P
/'NO RESPONDENTS OVER40 . -~ . - | S
ST ‘Hrs per  Weekly Pay Weekly Pay . Yrs Yearly
&

- Position/ Age . Week Ist Job- = Current. Exp _ Salary’
AGE30TO39 R T ) L
Wnter © . 40 . $100-150 $ 135 1 $ 7,020
‘Writer C : 44+ 50-75 150 14 ° 7,800
Writer ©~ - .40 . _100-150 . 230 4 11,960 -

AVERAGES R 3 | $104.17  '$171.66 6.3  $8,926.66
S AGEfst,o'29 N : coor " Co
© Writer 40 * 75-100 105 L1 5,460
Writer/Spl Pgms Mgr 45 * 100-150 - 165 . .3 8,580 °
. Writer - 40 . 100-150 . 187 s 5 " 9,724
Writer/Traffic D1r \ .60 . _50-75 200' ° 7 - 10,400 -
AVERAGES © 46 $100 $164 25 4 "$8,541

' AGEUNDER2s | . . e
Writer/Prod/Bookkeeping 40  75-100 80, . 1-. 4,160

~ Writer ) 35 75-100 - 100 , - - 1- . 5,200

*Writer 40-45  100-150  ° 100-150 - 2’ 6,500
. ‘Writer. e | 44 . 200+ 7 210, 1 10,920
o Writer/Traffic 40 - _75-100 - - 3 -
AVERAGES |- 40 $117.50 ° $128.75 1.6 . $6,695
TOTALS 11 writing employees earn $87 723 99 per year. ' |
N AVERAGE $7,974. 90 per employee a - . .
. PROMOTION POSITIONS e
NO RESPONDENTS OVER 40 OR 30 4] 39 . | v,
AGE 25 TO 29 - . . ,
Promdtion -, 40  “$ 75-100 $115 4. $5,980
Promotion . 50 150-200 175 3 9,100
| Promotion - : 55 50-75 290 .4 15,080
) Promotion - po 44 " 75-100 - 4 -
’ AVERAGES 47 $103.13 . $193.33 3.7 $10,053.33
,G ﬁl . ' . .. . ‘49‘ o \ R
’ EMC " | ) ’ ' ’ ") b . . ) . . . " ‘l‘
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° v . . . , .

a (Promotmn Posxtlons, cont'd) . ) S » M”/ . 48 -
\ , Posmon/Age " . < Hrsper " Weekly Pay. _ Weglgly ?ay - Yrs - 'Yeén;'ly' \
. " AGE UNDER 25 Week . 1st -.l:ob, N _ Current Exp - Salary - . g
, o , . . N R AR AR
- Promotion = = 40-50 - .100-150 115 1 5,980 -
. Promotion . .7 50 - 100-150 . 125 1= 6,500
" Prém/Pub Rel/Anncr - 45-50' . 150-200 . 220 3, _11,440 .,
~ AVERAGES ‘46.8 . $141.66 $153.33 * 1.6 $7 973. 33
"»f . TOTALS Sxx pr6mot10n emﬁloyees earn $54 ,080 per yealg. E
‘ AVERAGE i $9/013 33 e, v o
o ‘ PHOTOGRAPHY AND FILM EDITING
, NO RESPONDENTS OVER 40° g R
. ) . e ’ .
AGE 30 TO 39 _ R - L -
) . . » . '. ‘. . . _ / ]
/ Film Editor 240 - $75-100 - $ 90 .1-  $ 4,680 -
. AGE 25 TO 29\ ! . ’ . . ‘. ‘ | . : R . '/ .0
Chief Photographer 40 75100 ° 200 7+ 10,400
AGE UNDER 25 - ' , " o -
k] . A
' Photographer : 0+ ~  100-150 100-150 3 °. 6,500
Photo/D'krm/bgmg/Cam 40+ ' 75-100 130 - 1. 6,760, /
News Photographer 45-55 200+ ° c 220 2 11,440
° "AVERAGES © 42 . $117.5 ~$153 2. 8 $7, 956
‘ - TOTALS : Flve photo and film iting employées earn $39, 780.
, e ENGINEERING POSIT/O & .
AGE 40 AND OVER \ N -
Chief Engineer 45 ¢ §100-150 $300\ 20 15;600 ,_
_AGE:30 TO 39 ) o ( \ " .
| Chief Engineer 7 . .~ . T 75-100 13100\, 14 6,812
g AGE 25 TO 29 < ' . D
' Chief Engineer - - 75-100 200 ° 6 ' 10,400
Engineer . 40 > 150-200 - 207 1 10,764
AGE UNDER 25 =~ . ¢ .
Engineer .. 40 100-150 _ - -100-150 1 6,500
Engineer . _a0 75-100 189 5 9,828 ‘
AVERAGES - =~ 41 $114.58 $192 7.8 $9,984"
TOTALS ' Si)‘t engmeenng employees earn $59 904 per year.




=]

L . OTHER POSITIONS | o

,fa .
L. e bl

Buéine'ss Manager / 40+ - _ 50-75
' Controller - 100~150

- AGE 25 10 29 S
/" Executive Sec/Office Mgr 40 782200 - 4
' Graphics < ", ¢ 40 200 . 269 1. 13,588

Graphics . 40 . 100150 . 100-150 . 1 )

AGE UNDER 25 D

. 75=-100 75-100 1= 4
5

4

*

¢ R

Traffic _ | ,524
Traffic 100-150- < 105 1 1460
S g .
« [
| » o
' ' . . -
[ - ¢
‘ . '

17 17,108
6 12,896 ~

3

i . . ~, . o ] o ] . - / B - - - - .
" | | . . . o / . ) /, e . ¢
Position/Age WeeKly, Pay Weeklyi Pay YI; Yearly .
1"" ' . i1st Job . Current' ' - “Exp Sala;yw o
" AGE 40 AND OVER AR / T
_}' “Secretarial /'/ . '/$ﬁ‘50-75 T : $145 ‘2,0 . $7,540
. Personnel/Pub Rel Dir = - . 5075 - 267 ' %25 13,884
v .y ’ . \ - . ;, . /”,/" . : e / ] ‘ -
' AGE 30 TO 39 0 . : - °
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j' L COJMMENTS( ON QUESTIONS — BY EMPLOYEES

L}

s

More t;han tihlrty pages of comments were recelved. Many of them

t Varlous questldns as 1nd1ca/t[ed - _ : - o

- 1 .
. t -

QUESTION 5 was’ addressed to the matter of assistance from a depart—
. metit or professor(s) -in obtammg a job. One respondent said, "They were
so wrapped up in their worlds I-didn't bother to approach them." Others,

sa1d that'a position opportunity was 'posted on a bulletm board or announced
mclass. : , v .( o K

QUESTION 6 concerned assistance from- the college placement office.
Some stated that they had. not requested assxstance. Others said the service
. was no help at all. One said, ", « % They told me: they wouldn "t help unless )

-

- I got'my hair cut." | ]

'QUESTION 13 AND 14 provoked considerablé response and most centered
ar,ound the area of pract1ca1 experlence. . .

- »

"I think as much practical experience should be avallable as possible, -
i.e., campus statlon experlence." :

"There's simply' no substitute for practical experience." Cot o .

"Theory courses, no! Practical expenence (hews reporting, wrltmg',
editing classes)——tremendous oo - . . . .

‘ [ ]
. . e - .

"Less emphasis on theory--more practical experiencé,"

[N ' 0
f ' B - .

MPractical experience is first in all areas." - .
"Nothing can replace prgctical exp?_rience . "‘

A.‘

.
’
L)

."In connection with film, TV production, practical éxperience, and news
" the use of-mini-cams should be strong since-they are the coming thing in TV
ljeWS and special eVents coverage. They also Have commercial production . .
appiication potential." A . .

- . ~

+ ~

.‘ QUESTIQN 15 involved an assessment of management att1tude3toward RTV A
- courses. Respondents. found management positive but provided numerOus qom-'

-
ments. L , . ) . , / . ,rg v
1] 7 e
Y - /' L. ' . *

3
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R "They rebard it as helpful but usually lackmg in the rea11ty of dead-
lines and 'short-cut' techniques learned in the 'real world'." "

/

. "N ver a comment either way. Mostly interested in ﬁuahgy and quari-
tity of oa ut, not in amount of educatlon or ab111ty " . '

2

' "Learnmg the busmess c°mes from takmg the knocks of the busmess."_ -

"Could be helpful but nbt apphcable to the real wgrld'-—-RTV grads S

too b;deahstm. "o
. ° ' N i ' .6:] ' ‘a y.
. - ‘ /.
"Colleges just don t hit the true target concerned mttr commerc1a1 ‘; B
v ~ ; 2
radlo M | : P L v

. . / , - .o : ': .

. "If youare quahﬁed you get ‘the job. Experlence 1s whahcounts. "o A '
' ."’"Not sO much reactlon to courSes taken compared te‘ what you've done,

e. g. » 'Have_ you covered any council meétmgs etc nn

8 [ . .
& . - . ) °

"btudents s,hould remember that what is learned doesn't fit evéry sta- .
K tion;-each is run differently. | /,

’ ' C e
-

"The degree is more beneﬁcial than the educatlon." .

- o *

"Need some background to build on, but broad background is better than

spec1ahzed "o / . . :
// . . [ * (- ! . .

» "Cdllege RTV should get dut of the shell and into the real world." : -

[

)

QUESTION 8 requested- information on ava11ab111ty of radlo-TV-ﬁlm
facilities. A fI equent' comment was that radio facilities were generally avail- | '
able but that TV, facilities were seldom available for practlce and éxtra work. .-

4 - . o

.o QUé ION 23 was d1rected toward job’ sat actxon. A large maJority
enJoyed REY work. . - , »
" /W111/be-1h broadcastmg in §ome way 't11 the day I d1e " ‘ ' . g ’

/After this everythmg e‘lse would be pretty dull."’, - y . , . '

N

/ "Enjoy news because”it is never the same.\routme. Also find it fulfilling
because of the 1mportance it has in the commumty and the mdustry."

w ,
e T

’ "It's g::eatl Espeécially- sales. That's. where the ,money is." .

-
’

"I like it as a career, but there is a lot of. 'Miekey Mouse' B *S..that o , -
goes on in every station from Management right on'down to ' pr1ma donna'.
jocks. It takes some getting used to, I guess'."

- ¢ B3 -




e "I'enjoy it now, but as for the future, I'm not sure.

"A JOb 1s a jobis a Jobr-after imtiating myself in what o hoped would / .
deveIop mto a fantastlc career--that's my reaction." ' N ' A

.

"Like the work but there is no seﬁ:urlty in broadcasting. "

-~
.
e e . ¢ s

_ y "Need to work -at other stations to decide whether it wul be hfelong
WOI‘ i.‘\‘ e - " f ’ ‘ . ) .

. o~
0 . : . - . S . .

AN < . v ’ L
"H's still very exciting." . " '

A . ’ M -

- "Most satisfying occupationI can think of. Very rewarding." T

’ ’ .
"EnJOy 1t, however need spme -more time to evaluate my future." i
- i 3 -

e ® ot

"Good! But most newsmen are the biggest egot&ts I've ever encounter
Too much cockiness in the field. Too much apathy among néws directors.!

SEVERAL COMMENTS stated that the job was enjoyable but the pay .
" low. Another said that it was "Extremely difficult, tiring, and nerve-wrackmg
) work." : -’ . ¢, , , P
v ‘ oo B
_ AN IMPORTANT COMMENT by a newsman stated "Enjey it very much--but’ i
concerned about the future." R ' 1

. g - . o * \

S N QUESTION 27 requested ad,vice for a friend, son or daughter, interested . :
in preparation for a broadcastlng career. The comment mo’st ﬁm,uymade ‘ .
‘ mvolved part-time experience while a student. L

« n v M ne ’
. ’ . ) P

-

- ’ "Work, commercially in broad‘ca_sting while attending s¢hool." -

L L

. o’

Pem e "Take .any part-time RTV job you can get even re v
@ area ] . . . . - .

[y

fely connected to"'the ' ,

-
» L]

5 ‘ -, ° ’ ‘, [] * L) .
"Try to find a commercial broadcasting job‘yi ile inksghool." "

- ¢ S'Make sure college has pract1ca1~experience ava;lable.

LA

"Learn as much as possxble about agenCy and pubhc ref

*
-

thT)S’ work

eh tha }ﬁi of great
but it is how you ca/ﬂ applydyou_g,,general edu ion to your JO -




-

%

areas ?such'as bu~s~i‘ne;§s\,’politicalSCience, history, et‘c'. "

v [

A "MaJor in_some area such as busmess 5 po‘hncal sc1enc s etc. , ahd s
mlnor in broadcast or Journallsm and get as much work experience as poss1ble "

S . [3
7 ® - - ‘) s

' _ "Take bi'oad’cast Courses plus a.strong area of history, busine-ss . 'etc.i',
: ~ \x : ° : B

—

- - “Balance strong leeral Arts (sc1ences human1t1es etc. ) with strong
. broadcast curr1culum v B : R

“~ \ av‘v- .s..\‘ .’

"Study areas such as business, polmcal science, psychology, soc1ology,

_ etc., with broadcast ng courses. Do not neglect English grammar."

T,

"Speech ability to Communlcate broad‘understandlng of life, of meaning
) social change paramount to any other preparatlon " _ . «

One respondent suggested that one should major. in an area other than

» broadcasting, then take ". . . a broadcasting and/or speech minor as well

as a good backgroungJ in. English 11terature and composmon." Others suggested
a~similar ar.rangement. T S ey o c ‘/ \

\

QUESTION 28 on campus carrier current disclosed approval of such an
operatlon by all but two respondents. There were numerous comments.

KR AR
SRR .
"'Students should make final decTsmns after faculty adv1ce-—General
Manager student Board of D)rectors faculty "o 0 s

\

l_ . ~

.

"Ihls can bia very 1mportit ' Job' on a resume. "

"t should not be over-estlmated in prov1d1ng educatlon. Classroofn

eduE‘atgn l,ﬁ,;;g‘tlll 1mportant." - . e e

\

_ "Var1ed experiences should be emﬁxasnged plus the’ battle for the ,
advert1s1ng dollar df radio vs. newspaper really should be emphasized. If
our colleges don'¥produce advocates of radio vs. newspaper, ‘who else will?
‘Radio vS. newspaperespeclally in small market is extremely mportant "

. | v

S "Should be operated oompletely as a business as it'is in real life, with
. a full ‘staff of officeTs., Perhaps it could be self-supportlng » as a legal sepa-
" rate eorporauon and eyen rent-: space from the un1vers1ty s -

o,

"If ‘not for ‘, I would not be in radio sales at th1s tlme. When I began

work1ng the;c‘e I had never considered radio as a career. After . . .»almonth >

-

changed my areas of étudy and concentrated on radio." - -~ -
*» E - T -

. "I worked at a carriér current stationv_ at . . Had~ it-not been for that

R V .
| o S5 :
. . . ' —
- . N . .




\ - expenence there is v1rtua11y no way I could have competently walked 1nto a
L stat1on and performed aDJ program the flrst day on t.he JOb-" ’

a

M. e Good produc"tmn experlence but should be accompamed by sales :
Staf . ' . . . « 7 o Y & \ ~
: "Set up carrier statlon and drop the currlculum' Carrier was my first
full-tlme Job'" e N :

Mororn Dorm it the pOSl.tl.On of bemg just like a commercxal statlon.
~~Make it harder on the students so they learn in an. env1ronment that 1s less
thanxldeal."_ o v . h : :

- B ’/ : - ' ' Ce

* "Should receive help (financial) from university and commercial sta-
tions and not be*hindered by the 'same things that often prohibit commercial
stations. from bemgx mnovatlve." ' -

"1 thn;k it is 1mportant to have as much up-to-date equlpment as pos-
slble. "o : ) .. ° .-
] B - . ' » ) ‘a ‘ . i ) ; 'E
\ .. "Without a carriér current station a student cannot get thie practical |
experience he or she needs. . . too much emphasis is put on learning RTV
in books . . . The only way a student can really learn is to--DO IT! A car-

o r1er current station is .one way to DO ITl" , s -

"I ..o ./‘ML&S moved to take RTV courses because of Just such a station.”
No course could be as 1mportant' v » :

"No amount of classwork can replace actual oommerclal RTV experlence--
employers want experience when h1r1ng and w1ll hire the graduate who has it." '

, ~
QUESTION 29 requested recommendatlons for 1mprovmg college RTV(
instruction. The re ponse to an internship program as a regu1rement for
RTV-film majors was the most strongly recommended of the suggestions . -
offered. Most comments were p051t1ve but there were questions raised for’
' ‘cons1derat10n.

. Y'Be compet1t1Ve in recruiting qua11f1ed faculty--even more so that ,
_ (when rec\tuxtmg) the football coach." ' : S
"Frequent v1S1ts by broadcast p%%plé to discuss workmg the busmess .
" an questlop and answer sessions." &

", .. Very| ’few good commercial statlons want to waste time vilth ‘even
ost m1n1murh training for an employee who is expected to termjinate in
threg to four months." :




"We have thai: (internship program) and it is the ‘best idea yet.' "
‘ o “Broadcastmg is a business and should be taught th.at way. Adverhsing
- -_t.ecluuques should be strongly emphasxzed." .

L

: "We have used interns for one year, pnmarlly in news, ve found
them to be fairly eff?ctlve as report.ers and contmuny wntgrs. !'

~ "Too often i rns are shafted into domg jobs ‘of httle real value' dr -
" are not properly tramed, or prov1de a cheap market that depresses income."

- "Be highly selective in hlrmg local professionals. Just because they re.
on the air doesn"t1 necessanly make them up-to-date or good."

el ¥

- . QUESTION 30 was dlrected to a crmcal area. There is a high rate of \
job turnovemL in broadcasting. What happens to those’ who leave radio-TV?
o "Numerocus areas were quoted as job opportunities as a result of having
been a broadcaster. Included were advertising agencies, public relations,

"anythmg in sales," pohtical press, wire services, newspaper, government,

' stetlon sales representatlve staff, -audio recording, teaching, politics, cor-

' porate advertlsmg s wrltmg, cable TV, "any type of film productlon work,"
personnel, quld "anything electronic."

The most frequently mentioned areas were ad agenc1es sales, and «
pubh relations. The assumption is that they do not intend or desire to move
to -another radio or TV organization. Oné respondent spoke with some degree
of secunty— saying, "Since my educauon and experience is in accountmg N
Iam not now or. haVe I been-re ricted to any partlcular ﬁeld. "

«@ v




. . .  PARTV

c . . ' _ASUMMARY T
»v . . . ) . e . . f ‘ ) v : . s: “:/
I ) - ' . Y . . s Rl

There are many positive aspects of RTV academ1c programs Wthh '
ave been expresséd.by the 320 broadcasters who have participated in this

survey. There’ are also numerous reasons to re}gﬂBTv ‘as a strong and
growing indystry i mass commumcat1ons BDT adio and TV, and worthy
~_of preparation ané\study for a ¢ ra oo

RTV employees like the busmess ™
a particular station, manager, or s1tuat10n, but %rrerally they ré*"énthus-
iastic. The writer toured statlon fac1llt1e' g

news staff, etc. Nearly lﬁp}eare prou “to be a part of .the stat1
radio or TV,.large or small market, or old or new facilities. They
' positive in their apparent attitudes about broadcasting. ‘
' Managers and employees also have a positive attitude toward college
educat1on. Some 88 percent of managers and 86 percent of employees’claim
' "somf" to "great" benefit from college. But they have less- respett for’
‘college’RTV programs. Some 63,percent of 185 employee respondents re-
gard their college RTV programs as "fair" to "very poor" when relatecl—to
-the "needs" of a broadcastmg station. ‘ s
‘The majority of managers reacted positively when asked to expr \5's
their "attitude" toward RTV courses taken by their employeeés. More than
80 percent considered such courses’ "helpful" or con51dered themselv/és
"positive" toward college RTV courses. : :
’ Departments, professors, and placement services are doing a [)oor JOb
in assisting students toward finding jobs. RTV programs are doing a poor
job in dealing with sales, the busmess of broadcasting, and FCC Rulfss and -
Regulations. .

RTV progra;s are generally poor in prov1d1ngéact1cal ex‘x@rlence.

Over and.over agin it is stated that theory ’ w1thout practical experience,
is a waste of time. c »
_ One manager deplOred the average student's meptneis in knowing how
- to apply .for a Job how to prepare resumes write letters, and even how to
shake hands with a prospective employer.
A commercial carrier current operation is overwhelmingly recommended.
One/fespondent wrote,". . . I was graduated from: . . . The simple
eason [ went there was for the practical experience opportunities. . .
* When I was interviewing for jobs. . . most station managers didn't care

about my college educatlon, just my practical experlence. You can't stress
C

it enough." o '/.
' Indeed, managers rank experience ahead of education but behmdéi\- : A

£cucation
sponslblllty/attltude talent, and initiative. A carrier current/operat1% R
using the guidelines from th1s study, can provide much needed/ experience

o. “ /
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‘Radio offered the f1rst "full-;lme"' RTV p051t10n to 58 percent 6f some
232 employee respondents. This contrasted to 31.5 percent who began in -
TV. More than 34 percent started in markets smaller than 150 compared -
‘with 28 percent who began in the top 50 markets. : i
Tables devoted to full-time positions, openings for the past two years
-+inthose positions, and,similar information for part-time jobs, are intended «
- to provide direction for an academic prograin. The same is true for salary
tables for employees. Faculty should be in a position to develop courses and -
course content to meet opportunity. Students should be able to choose a-
directiop 'some evidence of a future worthy of the"requirements in higher
educatigq ST i
i 1 000 Job openmgs have been available over the past two

~One radio station manager fold the writer that his. top salesm&l would- - >
earn about $34,000 for /1974.- Top news persons in select anchor ppsmons R -
earn from $30 000 to $40,000 per year in the Indianapolis. market. Comparable
‘sales positions pay as much or more~--for more people.

Pressures are great! Salesmen must produce sales. News anchor
persons must produce ratings. Pay for all is relative. It depends upon
station policy;, ‘upon the job, market size, experience, and how a person
.produces. Tﬁis' is true for all positions. The tables indicate that, generally

_ speaking, those with the most experience get the most money. .

Durlng the survey time the writer witnessed one of the first on-the-air
uses of a "mini-cam" video tape unit for an Indiana, TV station. The statlon
has since purchased th&qulpment and is using it daily. ‘

Another TV manager 1nd1cated that he had ordered three "m1n1-cams"
and intended to phase out his 16mm film use for news as soon as the units

-became operational. His yearly film and chemical budget was in the vicinity
of $30,000, and he plannedgo recover his investment in less than three years.

The}appearancé of "mini-cam" video tape equipment presents ‘another
adjustment problem for radio-TV academic programs as the emphasis shifts
from film to video tape in TV news operations. Some Indiana TV stations
report shooting more than 500,000 feet of film per year. A shift to "mini-
"cam" units will effect a major change in the news-film area.

One respondent said, "Cruel George Bernard Shaw said, 'Those who
can--do. Those who can!t, teach.' Anyway, I believe that the higher income
plus the wider experleZ:e makes the veteran broadcaster t.he best teacher--
and probably the most interested."

Both employees and managers urged colleges to solicit part-time teach-
ing by local or area broadcasters. They recommend that faculty maintain
a closer relatlonshlp with commercial stations, that colleges place a higher
priority on commercxal experience when hiring new faculty, and a required
internship program for all RTV majors similar to student te thing programs.

When asked to choose courses which might bé offered in RTV programs
the managers and employees made the same choices in a majority of cases.

! e . : LAPIEN

S9 | |




" The 15 highest rated courses found agreemiefit én all but four. Managers
- placed a higher priority on announcing and commercial writing. Employees
found more favor with radio production and TV pr&iuctlon. _

There was less;agreement on the lowest rated courses but in ten cases
heir choices werfe identical. :
Some of th¢ most revealing mformatlon was the employee ranking of
hasis" by their college RTV courses and programs as compared to how

s "1t should be" panked today. Radlq and TV production courses drOpped from

ROPPED from 3rd te 12th. This may come as a shock 1o those
'who have emphasjzed history of broadcasting. It should be pomted out that,
_where course ratings are concerned managers give a much hlgher value to
hlstory than do emplgyees.

RECOMMENDATIQ .=-It would seem that the collective talents of the
. entire faculty‘in any RTV program should thoroughly examine its academic
offerlngs. .

Courses and course content.should be reviewed. Advice should be solic
1ted from those who are in a position to employ--from- those with experience.
Seek.not from the d1s1llu\§10ned e bitter , the unsuccessful, but the enthusi-
astic, the successful! ' :

Invite broadcasters to visit, to\ attend classes, to evaluate the worth of
courses, course content, fac111t1es, teachmg, and extra-curricular RTV
experience activities. Communicate! Communicate!

It is the sincere belief of the writer that opportunities for improvement
in radio-TV-film academic programs are unlimited. Perhaps the information
presented here can provide some moving factor toward a-better relationship
between broadcasting and higher educationtz-

. F
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