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Preface

The electronic media industries experienced sweeping changes dur-
ing the 1990s. Driven by technological, economic, regulatory, global,
and social forces, these changes have had a dramatic impact on
management in the radio, television, cable, and telecommunication
industries.

Just a decade ago, media managers faced a very different set of
challenges. There was less competition for audiences and advertisers.
Regulators imposed many guidelines, including those that prevented
multiple ownership of stations within the same market and cross-
ownership among broadcasters, networks, cable operators, and tele-
phone companies. The potential of new communication technologies,
such as broadband distribution, digital television, and direct broad-
cast satellites, was not understood. Electronic mail, fax machines,
and the Internet had little meaning for electronic media managers.

Today, media managers face a unique and rapidly changing en-
vironment. Competition is intense. Technology has created conver-
gence among media industries, blending computers, programming,
and distribution systems. Mergers and acquisitions have changed the
makeup of the key players who operate networks, station groups, and
cable companies. The elimination of regulatory barriers, the growth
of strategic alliances and partnerships among media companies, and
a global marketplace for entertainment and information have all con-
tributed to the changing managerial environment.

Managers no longer manage a single operation. In many mar-
kets, electronic media managers may be responsible for several radio
stations or two television stations. Given this hectic environment,
multitasking has become a common characteristic of media manag-
ers. Coupled with structural changes, management of individual em-
ployees has changed in many ways, led by the changing composition
of the workforce. The growth of ethnic populations, the presence of
more women in the workforce, and new skills required of media em-
ployees have changed organizational cultures. Employees no longer
must make an appointment to see their supervisor; in most organiza-
tions they simply send an email. Downsizing has produced leaner or-
ganizations and a more hectic pace.

X
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Preface

This textbook is designed to help you understand the changing
contemporary world of electronic media management. Though tar-
geted primarily toward undergraduate and graduate students, this
book will also be useful to media managers and practitioners. It fo-
cuses on domestic (U.S.) managerial topics, but where applicable,
global issues are introduced. Every effort has been made to make the
information not only relevant and timely but also understandable.

Chapter Review

Management of Electronic Media begins with an overview of elec-
tronic media in society. Chapter 1 introduces you to the main indus-
tries that make up the electronic media and also presents the various
functions, skills, and roles of electronic media managers.

Chapter 2 examines the types of strategic alliances and partner-
ships found across the electronic media, with a particular emphasis
on mergers and acquisitions. This chapter includes a discussion of fac-
tors influencing the formation of alliances.

Chapter 3 centers on ethics in electronic media management.
This chapter examines types of ethics, ethical norms, and situations
in which ethics are challenged in the management of electronic media
organizations. ;

Chapter 4 provides a discussion of management theory by ex-
amining the three schools of management thought. Contemporary
managerial theories and their application to the electronic media are
presented in this chapter. -

Chapter 5 details the importance of financial management in an
electronic media organization. The chapter includes sections on bud-
geting, financial statements, financial ratios, and financial analysis.

In Chapter 6, you will learn about personnel management by
looking at recruitment, selection, orientation, and termination of em-
ployees. This chapter also covers the use of performance reviews and
legal aspects of managing people.

Identifying target markets and audiences is the focus of Chap-
ter 7. Readers will gain an understanding of the different types of mar-
kets, market structure, and the increasingly important use of audience
research.
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Programming strategies and distribution are discussed in Chap-
ter 8 in the context of the radio, television, and cable industries, at
both the national and local levels.

Marketing, an important business skill, is discussed in Chap-
ter 9. You will find an introduction to basic marketing principles and
strategies, along with information on marketing to advertisers and
the role of promotion in marketing campaigns.

Chapter 10, one of two completely new chapters in this edition,
is devoted to news and newsroom management. News plays an in-
creasingly important role in the electronic media, and this chapter ex-
amines the importance of news and managerial topics related to man-
aging the news department.

While the Federal Communications Commission remains the
single greatest influence on telecommunications policy in the United
States, all three branches of government and a host of other federal
agencies impact the regulatory process. Chapter 11 reviews these
influences and their impact on management.

Chapter 12, the other chapter new to this edition, is devoted to
a discussion of the Internet and electronic media management. The
Internet is being used in a variety of ways by electronic media organ-
izations; this chapter reveals how management uses the Internet to
complement and expand traditional lines of business.

Each chapter begins with an overview summarizing its contents.
At the end of each chapter, you will find case studies that you can use
to stimulate thought and discussion on various management topics.
Most of the case studies in this second edition are new. Many cases
put you in the role of an electronic media manager, requiring you to
perform in a decision-making environment.

Throughout the book, tables and charts present data and other
statistical information pertinent to each chapter. A glossary of key
terms used in the text is also included for easy reference.

Acknowledgments
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Abbreviations and Acronyms

ABC-—American Broadcasting Company

ACT-—Action for Children’s Television

AE—Account Executive

AM—Amplitude modulation

AOL—America Online

AQH—Average quarter hour

AR&D—Audience research and development

AT&T—American Telephone & Telegraph

AWRT—American Women in Radio and
Television

BCFM—Broadcast Cable Financial
Management Association

CAB—Cable Advertising Bureau

CBS— Columbia Broadcasting System

CEO—Chief Executive Officer

CHR— Contemporary hit radio

CNN— Cable News Network

CPM— Cost per thousand

CPP— Cost per point

DAB—Digital audio broadcasting

DARS—Digital Audio Radio Services

DBS—Direct broadcast satellite

DMA—Designated Market Area

DOJ—Department of Justice

DSL—Digital subscriber line

DTV—Digital Television

DVD—Digital Video Disc

EAS—Emergency Activation System

EBS—Emergency Broadcast System

EEO—Equal employment opportunity

EEOC—Equal Employment Opportunity
Commission

EMRC—Electronic Media Ratings Council

ESPN—Entertainment Sports Programming
Network

FAA—Federal Aviation Administration

FBC—Fox Broadcasting Company

FCC—Federal Communications Commission

XV

Fin-Syn—Financial interest—syndication rules

FM—Frequency modulation

FRC—Federal Radio Commission

FTC—Federal Trade Commission

GI— Gross impressions

GM—General Manager

GRP— Gross rating points

GSM — General Sales Manager

HBO—Home Box Office

HDTV—High definition television

HH—Households

HR—Human Resources

HUT—Households using television

IAB—Internet Advertising Bureau

ISP—Internet Service Provider

IXC—Interexchange carrier

LAPS (test)— Of literary, artistic, political, or
scientific value

LEC—Local exchange provider

LMA —Local marketing agreement

LSM—Local Sales Manager

LUR—Lowest-unit-rate

MBO-—Management by Objectives

MCI—Microwave Communications, Inc.

MF]—Modified Final Judgment

MMDS—Multipoint multichannel distribution
services

MSO—Multiple system operator

MSTV—Maximum Service Television

MTV—Music Television

NAB—National Association of Broadcasters

NATPE—National Association of Television
Program Executives

NBC—National Broadcasting Company

NCTA—National Cable Television Association

NHI—Nielsen Homevideo Index

NHSI—Nielsen Hispanic Station Index

NHTI—Nielsen Hispanic Television Index




NMMS—Nielsen Metered Market Service

NMS—Nielsen New Media Services

NPV—Net present value

NSI—Nielsen Station Index

NSM—National Sales Manager

NSS—Nielsen Syndicated Services

NTI—Nielsen Television Index

NTIA—National Telecommunications and
Information Administration

PAX—Paxnet television network

P & L—Profit and loss

PCS—Personal communication services

PD-—Program Director

PDA—Personal digital assistant

PEG—Public, educational, and government
channels

PICON—Public interest, convenience, or
necessity

P-O-M-C—Planning, organizing, motivating,

- controlling

PPM—Portable People Meter

PPV—Pay-per-view

PSC—Public service commission

PTAR~—Prime-time access rule

PUC—Public utility commission

PUR —Persons using radio

PV—Present value

RAB—Radio Advertising Bureau

Abbreviations and Acronyms X\

RADAR-—Radio’s All Dimensional Audience
Research

RBDS—Radio broadcast data system

RBOC—Regional Bell operating company

ROR—Rate of return

RTNDA—Radio-Television News Directors
Association

SBC—Southwestern Bell Corporation

SMATV—Satellite Master Antenna Television

SMSA—Standard metropolitan statistical area

SP]—Society for Professional Journalists

SRDS—Standard Rate and Data Service

STV—Standard television

TCI—Tele-Communications, Inc.

TQM—Total quality management

TSA—Total Survey Area

TSL-—Time spent listening

TVB—Television Bureau of Advertising

TVHH — Television households

UHF—Ultrahigh frequency

UPN—United Paramount Network

USTA—United States Telephone Association

VALS—Values, attitudes, and lifestyles

VHF—Very high frequency

VIP—Viewers in Profile

VNR—Video news release

WB—Warner Brothers network

WWW—World Wide Web
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