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This study was designed to investigate the value of 

various entry-level employment skills and areas of knowledge 

for broadcast education graduates as perceived by commercial 

broadcasters. Responses were analyzed by mediums and market 

sizes. Identification of entry-level employment positions 

available to students graduating with degrees in broadcasting 

and consideration of the relative value of broadcasting 

degrees for entry-level positions in four different areas 

of employment were also studied. 

In order to accomplish the purposes of the study, an 

instrument for collecting data was designed. A pilot survey 

was conducted to assess the instrument's design, reliability 

and validity. The instrument used in the main study was very 

similar to the one used in the pilot survey. 

A questionnaire for each medium was constructed to gather 

data from the commercial broadcasters. The questionnaires 



were composed of short phrases describing specific skills 

and areas of knowledge. 

A systematic random sample was drawn from the radio and 

television populations. A sample of 765 radio stations and 

seventy-five television stations was used in the main study. 

The sample represented about ten per cent of the radio and 

television stations listed in the 1979 Broadcasting Yearbook. 

The sample of stations (for each medium) was systema-

tically assigned to three groups (station managers, program 

directors and news directors). The sample station assignment 

was made using the same methods employed for the systematic 

random sample. 

Survey respondents were asked to indicate the value of 

each phrase on a five-point Likert scale for the entry-level 

employment positions. Broadcasters were instructed to respond 

only with regard to their specific areas of employment 

responsibility. 

Three hundred six commercial broadcasters, representing 

forty-five states, participated in the study. Analyses of 

variance were used to analyze the responses by mediums and 

market sizes. 

The results of the survey indicated that a majority of 

the entry-level employment opportunities for radio and 

television were found in small and medium market sizes. The 

most frequently mentioned radio employment positions were in 

announcing, news, advertising sales and traffic. The jobs 



most frequently listed in television were studio camera 

operators, news reporters, advertising sales personnel 

(small markets only) and office personnel. 

Radio broadcasters preferred college degrees in broad-

casting for employees in advertising sales and broadcast news. 

Television employers wanted employees with college degrees 

in broadcasting for positions in advertising sales, broadcast 

news and television production. 

Radio employers wanted employees with "personal character 

traits which support worker productivity and harmonious 

relationships with other employees." Respondents preferred 

employee proficiencies in typing, announcing, writing 

advertising copy, commercial production and news writing. 

Radio broadcasters also wanted employees with knowledge of 

the FCC's rules and regulations, broadcast advertising and 

broadcast programming. Radio employers placed little value 

on knowledge of biology, chemistry, physics and botany. 

However, the value of specific skills and areas of knowledge 

varied among entry-level employment positions. 

Television broadcasters preferred employees with 

"personal character traits which support worker productivity 

and harmonious relationships with other employees." Respondents 

also wanted employees to understand the FCC's rules and 

regulations, broadcast advertising, business, broadcast 

programming, broadcast station management and human behavior. 



Skills and areas of knowledge related to liberal arts were 

perceived as having little employment values. However, the 

value of specific skills and areas of knowledge differed 

among entry-level employment positions. 
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CHAPTER I 

THE PROBLEM 

Introduction 

Many commercial broadcasters have been critical of 

broadcast education programs in American colleges and univer-

sities. Commercial broadcasters indicated in a 1974 survey 

by Taylor (3, p. 69) that broadcasting graduates were not 

adequately prepared for commercial broadcasting employment 

positions. In another survey by Jacobs (1, p. 40) in 1974, 

only 2.9 per cent of the broadcasters responding held 

"favorable" attitudes toward broadcasting departments and 

their graduates. A study conducted by Oliver (2, p. 99) in 

19 77 concluded that broadcast station managers perceived 

broadcasting curricula as unrealistic for training future 

broadcasters. Indiana broadcast executives ranked employee 

"responsibility," "talent," "initiative," and "broadcast 

experience" "ahead of education" as characteristics necessary 

for success in broadcasting (4, p. 30). Wible (4, p. 58) 

identified communication problems between broadcasters and 

educators as the major factors underlying skepticism toward 

broadcast education programs. Oliver (2, p. 101) concluded 

that broadcasters wanted to be consulted about broadcast 

education curricula. 
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This apparently widespread lack of respect for broad-

cast education raises important questions regarding the 

appropriateness of current curricula pursued by students in 

broadcasting. Additional research is needed to identify 

areas of knowledge and skills commercial broadcasters prefer 

for employees entering the field of broadcasting. Commercial 

broadcasters could provide important information which may 

be used in academic counseling and broadcast education 

curriculardecisions. 

Statement of the Problem 

The problem of this study was to investigate the 

value of various entry-level employment skills and areas of 

knowledge for broadcast education graduates as perceived by 

commercial broadcasters. Particular attention was placed on 

identifying entry-level employment positions and on analyzing 

the skills and areas of knowledge preferred for each position. 

Purpose of the Study 

The purpose of this study was to elicit and analyze 

the responses of a selected sample of commercial broad-

casters to the following questions and to derive from these 

findings appropriate counseling and curriculum recommen-

dations applicable to broadcast education. 

1. What entry-level employment positions are available 

to students graduating with majors in broadcasting? 
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2. What is the perceived value of broadcasting degrees 

for students seeking entry-level employment positions in the 

field of broadcasting upon graduation? 

3. What skills and areas of knowledge would be most 

beneficial to students seeking entry-level employment positions 

in the field of broadcasting upon graduation? 

4. Do skills and areas of knowledge preferred by 

commercial broadcasters for students seeking entry-level 

employment positions differ among market sizes? 

5. What implications for the curriculum of broadcast 

education can be derived from these findings? 

Definition of Terms 

There are no universal definitions for market sizes; 

however, broadcasting station representatives, network 

executives and audience researchers utilize similar market 

population criteria in developing station market categories. 

The definitions used in this study were developed from 

markets ranked by the American Research Bureau and the list 

of broadcasting stations found in Broadcasting Yearbook 1979. 

Large Market Television Station.—A large market television 

station is a station located in one of the markets ranked 1-86 

by the American Research Bureau (ARB) with a population of 

more than 600,000 and listed in Broadcasting Yearbook 1979 

(Appendix A). 



Medium Market Television Station.—A medium market 

television station is a station located in one of the markets 

ranked 87-150 by the American Research Bureau (ARB) with a 

population between 300,000 and 599,999 and listed in 

Broadcasting Yearbook 1979 (Appendix B). 

Small Market Television Station.—A small market tele-

vision is a station located in one of the markets ranked 

151-208 by the American Research Bureau with a population 

between 50,000 and 299,999 and listed in Broadcasting 

Yearbook 1979 (Appendix C). 

Major Market Radio Station.—A major market radio station 

is a station located in one of the markets ranked 1-11 by the 

American Research Bureau with a population of more than two 

million and listed in Broadcasting Yearbook 1979 (Appendix D). 

Large Market Radio Station.—A large market radio 

station is a station located in one of the markets ranked 

12-93 by the American Research Bureau with a population 

between 300,000 and two million and listed in Broadcasting 

Yearbook 1979 (Appendix E). 

Medium Market Radio Station.—A medium market radio 

station is a station located in one of the markets ranked 

93-174 by the American Research Bureau with a population 

between 50,000 and 299,999 and listed in Broadcasting 

Yearbook 1979 (Appendix F). 



Small Market Radio Station.—A small market radio 

station is a station located in one of the markets ranked 

below 174 by the American Research Bureau with a population 

of less than 50,000 and listed in Broadcasting Yearbook 1979. 

(No appendix because the remaining stations total four to 

five thousand.) 

Broadcast Sales.—Broadcast sales is an entry-level 

employment position for persons whose primary responsibility 

lies in selling broadcasting time in the form of spot announce-

ments and programs. 

Broadcast News.—Broadcast news is an entry-level employ-

ment position for persons whose primary responsibility lies 

in gathering, writing and reporting timely information 

which may affect the audiences' lives. 

Radio Production.—Radio production is an entry-level 

employment position for persons whose primary responsibility 

lies in producing or assisting with the production of 

recorded and/or live programs, commercials and public service 

announcements. 

Television Production.—Television production is an 

entry-level employment position for persons whose primary 

responsibility lies in producing or assisting with the 

production of recorded and/or live programs, commercials 

and public service announcements. Specific jobs may be 
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classified as directors, camera operators, audio operators, 

video-tape operators, announcers, secretaries, production 

assistants and film editors. 

Traffic and Continuity.—Traffic and continuity is an 

entry-level employment position for persons whose primary 

responsibility lies in writing commercial copy, auditioning 

commercial copy, directing information related to commercials 

and programs, scheduling commercials and providing commercial 

availability to sales personnel. Large and major market 

stations may divide the responsibilities for this position 

and employ persons to perform duties related to only "traffic" 

or "continuity." 

Delimitations of the Study 

For purposes of defining the population for the study, 

the following delimitations were made: 

1. This study was limited to "commercial" broad-

casters, because this group comprises the largest segment 

of the broadcasting industry. Broadcasters employed by 

"public," "educational," "religious," and "foreign language" 

stations were excluded from the population. 

2. Only broadcasters with titles of station manager, 

program director or news director were surveyed, because 

most employment decisions are made by these individuals. 

3. The systematic random sample was drawn from a 

universe of radio and television stations listed in 
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Broadcasting Yearbook 1979. The population for the study 

was essentially all station managers, program directors and 

news directors of all commercial radio and television stations 

in the United States. 

Assumptions 

Based upon the research findings of Oliver, Taylor and 

others, the researcher assumed that commercial broadcasters 

desire specific competencies for entry-level employment 

positions. Therefore, an examination of broadcast education 

curricula, relevant to the preparation of students for entry-

level employment positions in broadcasting, was assumed to 

be important. The researcher also assumed that curriculum 

planners and student counselors could benefit from infor-

mation on attitudes regarding curriculum preferences expressed 

by commercial broadcasters. 

Procedures of the Study 

A review of the literature was conducted to (1) establish 

the need for the study, (2) construct a questionnaire to 

collect data from commercial broadcasters for analysis, and 

(3) obtain research background information necessary to 

study the problem. The review of the literature included 

research studies in journals and books, published reports, 

theses and dissertations concerning broadcasting curricula 

(see Chapter IIt "Background of the Problem"). 
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Two questionnaires, one for radio (Appendix G) and 

one for television (Appendix H), were constructed to gather 

data from commercial broadcasters relevant (1) to employment 

positions available to students in the field of broadcasting 

immediately upon graduation, (2) to the perceived value of 

broadcasting degrees for students seeking entry-level 

employment positions upon graduation (3) to preferred skills 

and areas of knowledge for students seeking entry-level 

employment positions upon graduation. Additional information 

was requested for statistical analysis concerning the 

respondents' market sizes and station positions. 

Respondents were asked to name the entry-level 

employment positions and the numbers of employees for each 

position in the areas of "traffic and broadcast continuity," 

"television production," "broadcast news," "advertising sales," 

and "radio production." 

Another section of each questionnaire sought data con-

cerning the preferred skills and areas of knowledge for 

students seeking the several types of entry-level employment 

positions. Unlike previous studies which used a list of 

course titles, these questionnaires were composed of short 

phrases describing specific skills and areas of knowledge. 

Respondents were asked to indicate the value of each 

phrase on a five-point Likert scale for entry-level 

employment positions in "traffic and broadcast continuity," 

"television production," "broadcast news," "advertising sales," 



and "radio production." Broadcasters responded only to their 

specific areas of employment responsibility. Response options 

included "very valuable" (5 points), "some value" (4 points), 

"no opinion" (3 points), "little value" (2 points), "no 

value" (1 point). 

The third section, Phrase One of the questionnaire, 

concerned the perceived value of a college degree in broad-

casting. Respondents were also asked to rate a college 

degree in broadcasting in terms of the degree's perceived 

value for students seeking various entry-level employment 

positions. A five-point Likert scale was used to determine 

the perceived value of a degree in broadcasting. 

A pilot survey was conducted from recognized leaders 

within the broadcasting industry to assess the questionnaires' 

design, reliability and validity (see Chapter III, "METHODOLOGY") 

Minor changes in the questionnaires were made following tests 

for reliability and validity. 

The television medium population for the study consisted 

of commercial television station managers, program directors 

and news directors located in the largest 208 markets 

(Appendixes A-C) defined by the American Research Bureau 

and listed in Broadcasting Yearbook 1979. The radio medium 

population consisted of commercial radio station managers, 

program directors and news directors listed in Broadcasting 

Yearbook 1979 (Appendixes D-F). 
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A systematic random sample of the television and radio 

populations was drawn by the researcher. A sample of 765 

radio stations (10 per cent of the radio population) and 

75 television stations (ten per cent of the television 

population) was used in the main study. 

Survey questionnaires were mailed to the broadcasters 

selected for the sample. Accompanying the survey form were 

a one-page cover letter which briefly explained the purpose 

of the study and a stamped return-addressed envelope for 

returning the completed questionnaire. A follow-up mailing 

was sent to non-respondents. Data collected from the usable 

questionnaires were encoded, key punched and analyzed by the 

computer. 
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CHAPTER II 

BACKGROUND OF THE PROBLEM 

Historical Development of Broadcast Education 

Although conflicting claims by many experimental sta-

tions have disputed the identity of the "first" radio 

station, KDKA in Pittsburgh, Pennsylvania, was the first 

commercially licensed standard broadcast radio station 

listed in the United States Department of Commerce records 

in 1920. The November 2, 1920 Harding-Cox election returns 

reported by KDKA marked the historical beginning of broad-

casting in the United States (4, pp. 207-208). 

In the early 1920's, broadcasting licenses had a strong 

appeal for department stores, newspapers, churches, electric-

supply dealers and educational institutions (5, pp. 4-5). 

Programming emphases varied among licensees. Colleges and 

universities used broadcasting as an educational medium. 

Extension courses in many disciplines were developed speci-

fically for radio broadcasts (49, p. 101). However, academe 

did not introduce broadcasting as a curricular discipline 

until 19 29 when the first known college course emphasizing 

broadcasting as a discipline was offered at the University 

of Southern California (29, p. 244) . 

12 
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By the end of the 1930"s, eight schools offered 

bachelor's degrees in broadcasting. The first bachelor's 

and master's degrees in broadcasting were offered at the 

University of Wisconsin in 1931. Two schools, State 

University of Iowa and the University of Wisconsin, began 

offering the Ph.D. in 1939 (29, p. 244). 

Researchers have disagreed about the number of insti-

tutions offering radio courses during the 1930's. Donald 

Riley wrote that sixteen colleges and universities offered 

radio courses in 1933. In 1938, Riley noted that 180 

schools listed courses in radio broadcasting (35, pp. 622-627). 

However, Sydney Head and Leo Martin found more than 300 

schools which offered radio courses in 1938 (16, pp. 39-46). 

Richard C. Brand indicated that in the 1939-1940 school year 

360 schools offered 102 8 radio courses. Brand later explained 

that most of the courses were in the technical area of radio 

engineering (8, pp. 156-160). Because numerous institutions 

offered courses in radio at the end of the 1930's, educators 

concluded that radio broadcasting developed into a major 

discipline during the 30's decade (29, pp. 243-249). 

Radio instruction in higher education gained governmental 

recognition in 1942 when the Office of Education issued the 

first Directory of College Courses in Radio. The word 

"television" was added to the title of later editions 

(38, p. 387). 
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Television gained the interest of educators during the 

1940's. Niven indicated that Columbia University offered 

the first television course in 1944 (29, p. 244). During 

the same year, John Williams, manager of the National 

Broadcasting Company's (NBC) Television Department, empha-

sized the need for adding television to the college broad-

casting curriculum (48, pp. 140-143). Scanlon (37, pp. 140-

143), Summers (40, pp. 44-47), and Stasheff (39, pp. 479-483) 

stressed the advantages, opportunities and values concerning 

the development of television courses in colleges and 

universities. However, in 1948, only thirty—three schools 

offered courses in television programming and production 

(38, p. 388) . 

During the late 1940's and early 1950's, the Federal 

Communications Commission reserved 242 television channels 

for educational television. KUHT television, licensed to 

the University of Houston, was the nation's first 

non-commercial television station to devote all of its 

broadcast time to cultural and educational programming. 

KUHT signed on the air May 25, 1953 (34, p. 126). The 

increasing popularity of television may have stimulated stu-

dent interest in this aspect of broadcast education. 

The numbers of broadcasting courses and institutions 

offering degrees in broadcasting increased at a rapid pace 

during the early 1950's. According to the Office of 
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Education's 1952 Directory, 361 schools offered two or more 

courses in broadcasting. Television courses were taught 

at 136 schools (38, p. 392). 

In 1956, Niven reported that eighty-six: schools 

offered a bachelor's degree in broadcasting with an 

enrollment of 3,149 juniors and seniors. The master's 

degree was offered at forty-seven schools, and eleven schools 

offered the Ph.D. (20, pp. 97-110). Student enrollment in 

broadcast education stabilized during the late 1950's (30, 

pp. 163-178; 25, pp. 353-378; and 23, pp. 339-354). 

Niven's 1960-61 report indicated that the number of 

institutions offering the bachelor's degree increased to 

ninety-seven; however, the number of juniors and seniors 

majoring in broadcasting had fallen to 2,618. Fifty schools 

offered the master's degree and fifteen schools offered the 

Ph.D. (28, pp. 59-74). 

The 1961-62 survey by Niven revealed that 105 schools 

offered a bachelor's degree to 2,707 juniors and seniors. 

Fifty-three schools offered a master's degree in broad-

casting, but the number of schools offering the Ph.D. 

decreased to fourteen (27, pp. 69-86). The Office of 

Education's Directory for 1962 showed that eighty-three 

schools had radio stations, 177 had radio studios, twenty-

eight owned television stations and ninety-five operated 

television studios (38, p. 393). 
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Niven's 1962-63 survey of colleges and universities 

indicated that 111 schools offered a bachelor's degree and 

fifteen the doctorate. Undergraduate enrollments increased 

to 2,994 majors. Another sixty-seven schools, which did not 

offer degrees in broadcasting, listed courses in radio 

and/or television. Colleges and universities held broad-

casting licenses for twenty-one AM radio stations, eighty FM 

radio stations, thirty-five educational television stations 

and four commercial television stations (21, pp. 63-86). 

Broadcast education grew rapidly in the latter 1960's. 

Niven's 1964-65 survey reflected an increase in schools 

offering a major in broadcasting leading to one or more 

degrees. The bachelor's degree was offered by 126 schools 

with a total of 3,527 junior and senior students. Sixty 

schools offered master's degrees, and seventeen schools 

offered the doctorate. The colleges and universities 

granting broadcasting degrees offered courses in eleven 

different departments (26, pp. 55-80). 

The 1965-66 survey by Niven indicated that 131 schools 

offered a bachelor's degree with an enrollment of 4,036 

junior and senior students majoring in broadcasting. A 

master's degree was offered by sixty-four schools, and 

eighteen institutions offered a doctorate with an emphasis 

in broadcasting (22, p. 69). 

The bachelor's degree in broadcasting was offered by 

146 schools in 1967-68 with an enrollment of 5,538 junior 
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and senior level students. Seventy-five schools offered a 

master's degree with an emphasis in broadcasting, and 

eighteen schools offered a doctorate. The 146 colleges and 

universities owned eighteen AM radio stations, 125 FM radio 

stations, forty-five educational television stations and four 

commercial television stations (22, pp. 69-71). 

During the 1969-70 school year, 9,017 junior and senior 

level students were enrolled in 173 schools offering a 

bachelor's degree with an emphasis in broadcasting. Eighty-

seven schools offered a master's degree and twenty-two the 

doctorate (31, pp. 331-332). 

The number of colleges and universities offering degrees 

in broadcasting continued to increase during the 1970's, but 

not as rapidly as in the 1960's. However, the enrollment of 

junior and senior level students in broadcasting courses 

almost doubled between 1970 and 1975 (31, pp. 331-332 and 

24, pp. 453-458). 

The bachelor's degree was offered by 180 schools in 

1971-72 with 12,162 junior and senior students majoring in 

broadcasting. Eighty-seven schools offered a master's 

degree and twenty-six the doctorate. At the colleges and 

universities granting broadcasting degrees, the courses were 

offered in eight different kinds of departments or schools 

(31, pp. 331-334). 

Niven did not take a survey of American colleges and 

universities in 1972-73 or 1973-74. The 1974-75 survey, 
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the last one published by Niven, reflected that 205 four year 

colleges and universities offered a major in broadcasting 

leading to a bachelor's degree. The 205 schools reported a 

total of 17,608 junior and senior level students majoring in 

broadcasting. A master's degree was offered by 101 schools, 

and twenty-seven schools offered the doctorate. Niven's 

survey indicated that the 205 bachelor's degree granting 

schools operated 147 FM stations, fifty-seven television 

stations and seventy-seven AM and/or carrier current stations 

(24, pp. 453-458). 

By 1979, 235 institutions offered the bachelor's degree 

in broadcasting. One hundred fifteen schools offered a master's 

and thirty-two the doctorate (9, pp. F-53-54). 

Broadcast education grew from one radio course in 1929 

(29, p. 244) to more than 200 schools offering more than 6,000 

courses in six different departments or schools in 1975 (24, 

pp. 455-456). Broadcast education in American colleges and 

universities evolved as a result of an educational curriculum 

following trends set by the commercial broadcasting industry 

(38, p. 394). However, philosophies concerning curricula vary 

among colleges, universities, instructors and commercial 

broadcasters (32, pp. 98-105). 

Review of Broadcast Curriculum Development 
and Previous Curriculum Research 

During the formative years of broadcast education, radio 

courses were most frequently found in departments of speech 

and emphasized areas of performance and skill (29, p. 242). 
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The goal of such programs was to provide a broad liberal arts 

background, with some practical training for entry-level job 

skills and a basic understanding of the broadcast industry 

(29, p. 248). In 1930, Sutton contended that announcing, 

diction, speech patterns and vocal hygiene constituted major 

areas of study in college-level radio courses (41, pp. 314-315). 

Millson argued that the quality of vocal training would suffer 

if the broadcast curriculum included only writing, production, 

and other areas associated with broadcasting (19, pp. 206-209). 

"Radio Speech" and "Radio Speaking" were the most recurring 

course titles during the 1930's. These courses were designed 

to develop speech techniques and to provide information about 

radio-broadcasting (13, pp. 294-299). An article in a 1933 

issue of Radio News illustrated a typical catalogue course 

description: 

Radio Speaking-It is a general course in the 
field of radio. Included in it is a study of (and 
then [sic] microphone practice of) announcing, 
advertising, public speaking, program building, 
continuity writing, voice training and interpre-
tation, education, and the writing, or cutting 
and adapting of radio drama (18, p. 267). 

Many instructors of radio drama felt that radio acting 

required special techniques (44, pp. 634-640) and asked for 

the separation of "Radio Drama" and "Radio Speech" courses 

(19, pp. 206-223). In 1937, Harshbarger realized the 

importance of speech training, but proposed that broadcast 

curricula include a course devoted to management problems 

and "radio as a social force" (15, pp. 144-153). After much 

discussion and debate, instructors gradually realized that 
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radio broadcasting was composed of many components and 

disciplines instead of just one or two aspects of a single 

course (16, pp. 39-46). 

The slowness in developing a full-time radio curriculum 

in colleges and universities was due, in part, to the hybrid 

nature of broadcasting (16, pp. 39-46). Radio courses were 

taught in departments of speech, engineering, journalism, 

music, English and fine arts (8, pp. 156-160). 

The multiplicity of departments offering courses in 

radio may have contributed to the lack of textbook development. 

Textbooks for radio broadcasting were not widely utilized 

during the 1930's. In 1937, McGraw-Hill Book Company 

published the first edition of Waldo Abbbt's Handbook of 

Broadcasting (1). The Handbook was the first textbook to 

cover all phases of broadcasting (2, p.v.). 

The lack of textbooks and curriculum standardization 

may have added to the lack of respect for broadcast education 

among educators and broadcasters. Commercial broadcasters 

and educators have questioned broadcast education program 

design and course content for many years. In a national survey 

conducted by Baskette in 1942, radio station managers indicated 

their preference for increased business training in broad-

cast education and less emphasis on production and performance 

(7, p. 186). Commercial broadcasters in 1947 wanted broad-

cast education programs to emphasize radio station operations 

and business (43, p. 334). A study of 218 institutions 
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conducted in 1949 by the University Association for Pro-

fessional Radio Education concluded that most of the insti-

tutions offering courses in broadcasting were not preparing 

individuals for a vocation in radio (47, p. 330). Hunter 

investigated the balance within the broadcasting curriculum 

between techniques and theory courses. Hunter recommended 

co-equal status for both areas (17, pp. 299-306). 

Periodic attempts to improve the broadcast education 

curriculum were made by various organizations during the 

1940's, usually without success (11, 47, 12 and 16). 

Although recommendations were made, these organizations had 

little or no authority for implementing the changes they 

suggested. For that reason, few curriculum changes were 

made during this period. 

An example of this lack of authority occurred when the 

National Association of Broadcasters and the American 

Association of Schools and Departments of Journalism organ-

ized a committee to develop and establish curricula standards 

for education in radio broadcasting. One of the committee's 

recommendations was a course in "Radio Advertising" (11, 

p. 327). Five years later, a study by the University 

Association for Professional Radio Education reflected why 

few changes had occurred. 

• • .Fifty-two percent of the institutions studied 
offered no more than two courses in the specific 
field of radio. It is this fact which makes the 
recommendations of the University Association for 
Professional Radio Education of little value to 
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our own Association as a device for raising 
standards or improving course content (47, p. 330). 

The Radio Committee of the Speech Association of 

America also investigated the nature of radio course offerings. 

The committee reported its findings in 1948. 

The committee believed that a year's work had 
uncovered enough evidence to warrant a careful study 
of the courses now offered in that field. The multi-
plicity of titles to designate comparable courses, 
the wide range of credit values presented by these 
courses, the apparent lack of agreement in content 
of courses with a similar title—all indicated a 
chaotic condition . . . . The report concluded 
with a recommendation that a serious attempt be 
made to establish sound standards for a basic 
curriculum in the field of radio (47, pp. 329-333). 

The Federal Radio Education Committee, representing 

universities, radio networks, the National Association of 

Broadcasters and the U. S. Office of Education, proposed 

guidelines to improve the quality of broadcast education. 

The Committee proposed that (1) eighteen to thirty hours of 

course work should be included in a four-year degree 

program; (2) courses should include the areas of survey, 

program performance, music, news, writing, program planning 

and study of commercial radio; and (3) students should get 

on-the-air experience. The Committee indicated that no 

broadcasting courses should be taken until the sophomore or 

junior year and that academic training should be as rigorous 

as other disciplines (12, pp. 338-340). 

Concurrently, the University Association for Professional 

Radio Education attempted to standardize broadcast curricula 
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and set accreditation standards (16, p. 41). Commercial 

broadcasters and educators reached an agreement on basic 

premises: 

1. that an overemphasis on the trade or skill 
aspect of broadcasting was undesirable, 

2. that "liberal arts" should comprise the heart 
of the degree program, 

3. that broadcasting courses and instructional 
methods needed standardization, and 

4. that some form of leadership was necessary to 
promote and encourage the growth of strong 
broadcasting degree curricula (16, pp. 39-46). 

In 1948, the University Association for Professional 

Radio Education (UAPRE) was organized to serve as the 

accrediting agency for broadcasting education (16, pp. 39-46). 

However, institutions of higher education established the 

National Commission on Accrediting in 1949 to reduce and 

control the excessive number of accrediting agencies (36, 

pp. 629-635). The Commission did not grant UAPRE accrediting 

powers. The University Association for Professional Radio 

Education officially dissolved in 1955 to form a new organi-

zation—the Association for Professional Broadcast Education 

(16, p. 42). 

The Association for Professional Broadcast Education, 

later named Broadcast Education Association, created the 

first industry-education association. Clark Pollock, 

president of the organization in 1975, explained why the 

association was formed. 

Commercial broadcasters shared their interests 
in developing professional standards for the industry 
and for providing trained people for their rapidly 
expanding businesses. The educators had a need to 
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exchange information, perform research, and learn 
more about commercial broadcasting. The broad-
casters needed the same thing (33, p. 2). 

The Association dropped the accreditation issue in 

favor of other objectives. The Association wanted (1) to 

attract more schools to the study of broadcasting, (2) to 

improve broadcast education, (3) to give the discipline 

academic status, (4) to secure financial support for the 

industry and (5) to exchange information between education 

and industry (16, pp. 39-46). 

The Association has been an aid, but not a panacea, 

to attacking the controversy about the proper balance among 

skills training, broader theory, general broadcast content 

and liberal arts. Educators continue to research broadcast 

education curricula and content of courses. 

Basham's 1968 study pointed out that broadcast education 

programs placed emphasis on research, communication theory, 

advertising, public relations and the behavioral science 

aspects of communication (6, pp. 1-210). The investigations 

of Able and Jacobs (3, pp. 439-452) indicated that broad-

casters and educators preferred programs with an emphasis on 

skills with a broad liberal arts background. In 1976, Weiser 

concluded that many broadcast executives preferred employees 

with knowledge in sales, programming, typing, broadcast 

journalism, broadcast law, station management, broadcast 

research and broadcast history (45, p. 10). 
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As with previous surveys of broadcasters' attitudes 

toward broadcast education, Wible found that broadcasters 

wanted more emphasis placed on business, psychology, poli-

tical science, advertising, marketing and salesmanship 

(46, p. 34). Respondents also indicated that broadcast 

majors should take courses in bookkeeping and accounting 

(46, p. 33). 

Research findings indicate that broadcasters recognize 

the value of different types of educational preparation for 

various positions in broadcasting. For instance, some 

courses may be more beneficial to graduates seeking positions 

in broadcast sales than in broadcast production. Educators 

continue to survey broadcasters concerning preferred areas 

of knowledge and skills for college graduates. However, one 

must conclude that curricular goals perceived by commercial 

broadcasters remain inconclusively defined and, perhaps, 

largely unfulfilled. 

Studies conducted over the last thirty-five years in 

broadcast education reflect a lack of curriculum standardi-

zation. Early programs were found in departments of speech 

with an emphasis on performance. During the 1970's, broad-

cast education was found in many different departments with 

various emphases. Professional associations have been unable 

to have any significant influence on broadcast curricula 

because the organizations have had little or no authority for 

implementing program changes. However, the Broadcast 
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Education Association, composed of educators and commercial 

broadcasters, has begun a unified effort to develop standards 

for taining and educating broadcasting majors. 

Earlier research seems to have ignored the fact that 

different types of employment might demand different types 

and levels of preparation. The levels of preparation for 

each employment position may vary among broadcast market 

sizes. 
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CHAPTER III 

METHODOLOGY OF THE STUDY 

This study was designed to investigate the value of 

various entry-level employment skills and areas of knowledge 

for broadcast education graduates as perceived by commercial 

broadcasters. Responses were analyzed by mediums and market 

sizes. Identification of entry-level employment positions 

available to students graduating with degrees in broadcasting 

and consideration of the relative value of broadcasting 

degrees for entry-level positions in four different areas 

of employment were also studied. 

In order to accomplish the purposes of the study, 

an instrument for collecting data was designed. A pilot 

survey was conducted to assess the instrument's design, 

reliability and validity. The questionnaire was then mailed 

to a sample of 840 commercial radio and television broad-

casters. The data gathered with the questionnaire were 

analyzed and implications for the curriculum of broadcast 

education were examined. 

Sample 

A systematic random sample (1, p. 120) was drawn from 

the radio and television populations. A sample of 765 radio 
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stations and seventy-five television stations was used in the 

main study. The sample represented about ten percent of the 

radio and television station populations. 

The sample of stations (for each medium) was systema-

tically assigned to three groups (station managers, program 

directors and news directors). The sample station assignment 

was made using the same methods employed for the systematic 

random sample. Questionnaires were mailed to radio station 

managers (255), radio program directors (255) and radio news 

directors (255). The television sample (75) was equally 

divided among television station managers (25), television 

program directors (25) and television news directors (25). 

Each broadcaster selected for the sample was mailed a 

one page letter of transmittal (Appendix I), a questionnaire 

(Appendix G or H) and a postage-paid return-addressed 

envelope. A follow-up letter of transmittal (Appendix J), 

another questionnaire and a return-addressed envelope were 

mailed to all broadcasters who did not respond to the initial 

request. 

The researcher sought a six per cent tolerance error 

rate and ninety-five per cent level of confidence. To meet 

these levels, 267 useable questionnaires had to be returned 

(3, pp. 309-317). 

Questionnaire 

A questionnaire for each medium (Appendixes G and H) 

was constructed to gather data from commercial broadcasters 
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relevant (1) to employment positions available to students 

in the field of broadcasting immediately upon graduation, 

(2) to the perceived value of broadcasting degrees for students 

seeking entry-level employment position upon graduation, (3) 

to preferred skills and areas of knowledge for students seeking 

entry-level employment positions upon graduation. 

Broadcasters were asked to name the entry-level 

employment positions and the number of employees for each 

position in the areas of "traffic and broadcast continuity," 

"broadcast news," "advertising sales," "radio production" 

(radio survey only) and "television production" (television 

survey only). The data reporting the kinds of entry-level 

employment positions were analyzed to provide answers for 

Research Question One. 

The second section of each questionnaire requested 

data concerning the preferred skills and areas of knowledge 

for students seeking the several types of entry-level 

employment positions. The questionnaires were composed of 

thirty-nine short phrases describing specific skills and areas 

of knowledge. Four additional phrases were included in the 

television survey concerning television production skills and 

areas of knowledge. 

Survey respondents were asked to indicate the value of 

each phrase on a five-point Likert scale for the entry-level 

employment positions. Broadcasters were instructed to respond 

only with regard to their specific areas of employment 
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responsibility. The Likert scale options (4, p. 184) were 

"very valuable" (5 points), "some value" (4 points), "no 

opinion" (3 points), "little value" (2 points), and "no 

value" (1 point). 

Another section, Phrase One of the questionnaires, dealt 

with the perceived general value of a college degree in broad-

casting. Broadcasters were asked to rate a college degree in 

broadcasting in terms of the degree's perceived value for 

students seeking entry-level employment positions. The same 

five-point Likert scale was used as the rating tool. 

The final section of the questionnaires provided respon-

dents with an opportunity to list additional skills or areas 

of knowledge which may be of value for securing entry-level 

employment positions. Information regarding broadcasters' 

market sizes and station positions was also requested in the 

final section. 

Validity 

Face validity (5, p. 136) was used to determine the 

questionnaires' validity. Forty-five broadcasters were 

selected by the researcher from recognized leaders within 

the broadcasting industry to participate in a pilot survey. 

The researcher chose broadcasters representing twenty-six 

different states who had served or were serving as officers 

in either national or state broadcasters organizations. 

Survey instruments were mailed to fifteen television broad-

casters (five station managers, five program directors and 
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five news directors) and thirty radio broadcasters (ten 

station managers, ten program directors and ten news 

directors). The researcher sought a seventy-five per cent 

return rate for the pilot survey (twenty-four radio and 

twelve television). 

Thirty-seven broadcasters (twenty-four radio and 

thirteen television) returned the survey instruments for a 

return rate of eighty-two per cent. Only minor changes to 

the questionnaire were suggested. Six radio broadcasters 

suggested that the questionnaire be printed on both sides of 

the paper. Seven radio broadcasters and four television 

broadcasters recommended that a return-address be printed on 

the questionnaire. No suggestions were made concerning the 

addition, deletion or modification of the phrases used to 

describe preferred skills and areas of knowledge. 

The instrument used in the main study was very similar 

to the one used in the pilot survey. The main study reflected 

only the changes requested in the pilot study. The radio 

survey was printed on both sides and the television survey 

was printed on one side only. The researcher's return address 

was added to both instruments. 

Reliability 

The data gathered from the pilot survey were used to test 

instrument reliability. The phrases were tested for 

reliability by medium (radio and television) and by employment 
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position (broadcast sales, broadcast news, radio production, 

television production and broadcast traffic and continuity). 

Reliability was tested by the split-half technique (5, p. 133). 

The survey phrases described practical skills or 

knowledge normally related to educational areas in liberal 

arts (phrases 4 through 12 plus phrases 19 and 20), business 

(phrases 3 plus phrases 13 through 18), knowledge of broad-

casting (phrases 21 through 33) and broadcasting skills 

(phrases 34 through 39 for radio and 34 through 43 for 

television). The phrases were grouped into the corresponding 

educational area and were then statistically analyzed by 

mediums and employment levels. Appendix K (Table LXXV for 

radio and Table LXXVI for television) reflects the correlation 

coefficients for each phrase. 

Each phrase in the radio and television survey 

instruments reflected a correlation coefficient of at least 

a .05 level of significance for each employment position. 

Therefore, all the phrases listed in the pilot survey were 

included in the main survey instrument. 

The same procedures described to test reliability in 

the pilot survey were utilized in the main survey with 

similar results. The reliability of the survey instruments 

was reflected through correlation coefficients of at least 

a .05 level of significance for each employment position 

(Appendix K, Table LXXVII for radio and Table LXXVIII for 

television). 
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Treatment of the Data 

The survey responses were analyzed using the Statistical 

Package for the Social Sciences (SPSS) (2, pp. 1-2). Four 

procedures, with related statistics, were conducted in the 

analysis. The initial program included a frequency count of 

responses (FREQUENCIES) related to the number of entry-level 

employment positions in "traffic and broadcast continuity," 

"television production," "broadcast news," "advertising 

sales" and "radio production." The responses were analyzed 

by media (radio and television) and market sizes. 

The second procedure included a report and analysis 

of the mean ratings for each phrase (2-39 for radio and 2-43 

for television) rated by radio and television respondents. 

The means were reported in descending order under each 

entry-level employment position for each medium. 

The third procedure was a report and analysis of the 

means of responses to the Likert scale (DESCRIPTIVE) con-

cerning the perceived value of broadcasting degrees for each 

entry-level employment position. The means were reported 

for each medium and market size. One-way analysis of 

variance (ANOVA) was used to determine significant mean 

differences among entry-level employment positions for each 

medium and market size. A Scheffe test identified signi-

ficant means. 

A one-way analysis of variance was also used to determine 

significant mean differences among employment positions for 
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each phrase listed under each medium. When an "F" value 

was significant, a Scheffe test was used to identify 

significant means. 

The final procedure was a report and analysis of the mean 

ratings for each phrase by medium and market sizes. One-

way analysis of variance was used to determine significant 

mean differences among market sizes (major, large, medium 

and small) for radio. One-way analysis of variance was 

also used to determine significant mean differences among 

market sizes (large, medium and small) for television. 

A Scheffe test was used to identify significant means. 
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CHAPTER IV 

FINDINGS 

The purpose of this study was to identify and analyze 

the value of various entry—level employment skills and areas 

of knowledge for broadcast education graduates as perceived 

by a sample of commercial broadcasters. The broadcasters' 

responses were statistically analyzed for four major entry-

level employment positions associated with each broadcasting 

medium (radio and television). The study also attempted to 

identify other types of entry-level employment positions and 

to determine the perceived value of broadcasting degrees for 

students seeking entry-level employment positions upon 

graduation. 

Survey Response 

Survey questionnaires (Appendixes G and H), a letter 

of transmittal (Appendix I) and a stamped return-addressed 

envelope were mailed to the 840 members (765 radio, and 75 

television) of the sample on May 27, 1980. By June 13, 1980, 

a total of 158 completed radio questionnaires and thirty-five 

television responses had been received for a return rate of 

22.9 per cent. 

41 
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A follow-up letter of transmittal (Appendix J), another 

copy of the questionnaire and a return-addressed envelope 

were mailed to non-respondents of the sample on June 19, 1980. 

A total of 324 completed questionnaires (273 radio, 51 tele-

vision) had been returned by July 15, 1980. The responses 

represented a return rate of 38.6 per cent. After reviewing 

the questionnaires that had been returned, twelve radio and 

six television responses were eliminated because they were 

not completed properly or they appeared to have been 

completed by non-qualified persons. Some radio questionnaires 

had been completed by individuals with titles of "engineer," 

"music director," or "announcer." Disqualified television 

questionnaires were completed by individuals with titles of 

"director," "floor manager," and "sales service." Therefore, 

306 questionnaires (261 radio, 45 television) were used in 

the analyses. The radio questionnaires represented thirty-

four per cent of the radio sample and the television responses 

reflected a return rate of sixty per cent of the television 

sample. The total return rate of the study was 36.4 per cent. 

The researcher sought a six per cent tolerance error 

rate and ninety-five per cent level of confidence. To meet 

these levels, 267 useable questionnaires had to be returned 

(1, pp. 309-317). Since the useable survey response totaled 

306 questionnaires, the study achieved the required error 

rate tolerance and level of confidence. 
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Survey responses were received from forty-five different 

states (Appendix L). Broadcasters from Texas returned the 

largest number of useable questionnaires, with twenty-four. 

New York broadcasters returned seventeen questionnaires for 

the second largest number of responses. Broadcasters 

representing Alaska, Hawaii, New Hampshire, Utah and Vermont 

did not return any useable questionnaires. 

Respondents were instructed to indicate their market 

size on the survey form. As indicated in Table I, "small 

market" broadcasters represented 34.5 per cent of the radio 

study. "Medium market" broadcasters returned 34.1 per cent 

of the useable radio questionnaires. Broadcasters repre-

senting "large" (18 per cent) and "major" (13.4 per cent) 

market radio stations comprised the remaining responses. 

Television respondents were almost equally divided 

among market sizes (Table II). "Small market" television 

representatives returned twelve questionnaires (26.6 per cent). 

Sixteen questionnaires (35.6 per cent) were returned by 

"medium market" broadcasters and seventeen survey responses 

(37.8 per cent) represented "large market" stations. 

The data from the useable questionnaires were encoded, 

key punched and analyzed by the computer. Broadcasters1 

responses to the survey instrument were analyzed by market 

sizes and employment positions. Additional broadcaster comments 

and suggestions were categorized and reported in Appendix M. 



TABLE I 

RADIO SURVEY RESPONSES 
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Market Sizea Responses Per cent of 
Responses 

Small 90 34.5% 

Medium 89 34.1 

Large 47 18.0 

Major 35 13.4 

Total 261 100.0 

3. 

Radio Market Sizes—Small=less than 
Medium=50,000 to 299,999 population 
two million population, Major=more 
population 

50,000 
, Large= 
than two 

population, 
300,000 to 
million 

TABLE II 

TELEVISION SURVEY RESPONSES 

T_ 

Market Size Responses Per cent of 
Responses 

Small 12 26. 6% 

Medium 16 35.6 

Large 17 37.8 

Total 45 100. 0 

Television Market Sizes—Small—50,000 to 299, 999 popula-
tion, Medium=300,000 to 599,999 population, Large=600,000 
or more population 
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Entry-Level Employment Positions 

Respondents were asked to list the stations' entry-

level positions and the numbers of employees in each position. 

Radio and television responses were analyzed separately. 

A total of 1,115 jobs in twelve entry-level employment 

positions were found at 261 radio stations (Table III). 

Radio broadcasters indicated that most of the entry-level 

positions were available in "small" and "medium" market 

sizes. There were 440 positions in small markets and 390 

positions in medium markets. Only ninety-one entry-level 

positions were available in major markets. 

Radio announcers or "disc-jockeys" (317) were the most 

frequently mentioned entry-level employment positions. News 

(295), Sales (113) and Traffic Directors (109) were other 

entry-level positions available to broadcast education 

students. 

Television broadcasters listed twenty-three entry-level 

employment positions (Table IV) . The twenty-three positions 

employed 350 individuals. Studio camera operators (53) and 

news reporters (47) were the two entry-level positions 

receiving the most responses. Other entry-level positions 

with a large number of responses were secretaries (27), 

production assistants (23), audio operators (22), news 

photographers (22) and sales (21). All of the sales 

positions were identified in small markets. 
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TABLE III 

RADIO RESPONSES FOR ENTRY-LEVEL 
EMPLOYMENT POSITIONS 

Employment Market o • a 

Sizes 
Positions Small Medium Large Major Total 

Announcers 149 118 40 10 317 

(Production Assis-
tants with 
announcing skills) 6 6 12 

Continuity Directors 39 33 9 - 81 

Music Researchers - - 5 5 10 

News Assistants - - 2 4 6 

News Reporters 86 116 68 25 295 

Office—Secretaries 36 22 15 13 86 

Production Directors - - 2 - 2 

Promotion Assistants - 4 3 4 11 

Sales 72 39 2 - 113 

Sales Trainees 8 5 15 9 37 

Sports Reporters 1 11 17 7 36 

Traffic Directors 49 42 10 8 109 

Total 440 390 194 91 1,115 

Stations Responding 
to the Survey 90 89 47 35 261 

Definitions for market sizes may be found in Chapter 1, 
pp. 3 and 4. 
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Television stations were grouped into three market sizes 

(Appendixes A, B and C). Medium market Broadcasters listed 

the most job opportunities (144). Only seventy-five jobs 

were found in major markets; however, thirty of the major 

market jobs were identified as secretaries and production 

assistants. Small market broadcasters identified 131 jobs 

in fourteen entry-level positions. 

Responses indicated that the best radio employment 

opportunities may be found in small and medium markets as 

announcers, news reporters and advertising sales personnel. 

Television broadcasters identified camera operators, news 

reporters and advertising sales representatives as entry-

level positions with high employment opportunities. Most of 

the television positions were listed under small and medium 

market sizes. 

Skills and Areas of Knowledge 
Preferred by Broadcasters 

Radio and television broadcasters were asked to rate 

the value of various skills and areas of knowledge for entry-

level employment positions (Traffic and Continuity, Broadcast 

News, Radio Production, Television Production and Advertising 

Sales) in each medium. The rating tool was a five-point 

Likert scale. 

Broadcasters (usually managers) who were responsible 

for hiring employees in each of the four employment positions 

rated each skill and area of knowledge four times. News 



TABLE IV 

TELEVISION RESPONSES FOR ENTRY-LEVEL 
EMPLOYMENT POSITIONS 
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Employment Market Sizes a 

Positions Small Medium Large Total 

Art Assistants _ _ 1 1 
Announcers 5 4 2 11 
Audio Operators 9 13 - 22 
Camera Operators (Studio) 27 25 1 53 
Computer Operators - 5 3 8 
Continuity Writers 9 5 1 15 
Directors 12 - - 12 
Editorial Assistants - 1 3 4 
Film Editors - 3 9 12 
News Photographers 10 12 - 22 
News Reporters 22 23 2 47 
News Video-Tape Editors 3 6 2 11 
PM Magazine Assistants - - 2 2 
Producers (News) 2 1 2 5 
Production Assistants - 5 6 11 
Promotion Assistants - 6 8 14 
Sales 21 - - 21 
Sales Trainees - 8 1 9 
Secretaries 5 7 15 27 
Sportseasters 2 3 - 5 
Traffic Directors 3 5 2 10 
Weatherca sters 1 4 - 5 

Total 131 144 75 350 
Stations Responding 
to the Survey 12 16 17 45 

definitions for market sizes may 
pp. 3 and 4. 

be found in Chapter 1, 
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and program directors often rated each phrase only for one 

or two positions. Advertising sales representatives, for 

example, are not frequently hired by news and program 

directors. 

The 306 broadcasters rated each skill and area of 

knowledge 802 times under the four entry-level employment 

positions for each medium. The mean ratings for the forty-

two phrases are reported in descending order in Table V. 

Phrases with identical means were assigned identical rank 

numbers. 

Phrases with mean ratings of 4.5 or greater were considered 

to be "very valuable" for entry-level employment positions 

(2, pp. 187-194). Mean ratings of 3.5 to 4.499 were inter-

preted to indicate "some value" and mean ratings of 2.5 

to 3.499 reflected "no opinion." Phrases with mean ratings 

of 1.5 to 2.499 were perceived to be of "little value" to 

entry-level employment positions and mean ratings between 1.0 

and 1.499 were of "no value." 

The phrase, "an understanding of the FCC's rules and 

regulations," received the highest mean rating (4.592). 

Broadcasters also rated the phrase, "personal character 

traits which support worker productivity and harmonious 

relationships with other employees," very high (4.554 mean). 

Respondents seemed to prefer employees with an understanding 

of broadcast advertising, broadcast station management, and 

broadcast programming. Typing and internships also received 
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TABLE V 

BROADCASTERS' RATINGS OF PREFERRED ENTRY-LEVEL EMPLOYMENT 
REQUIREMENTS IN THE BROADCAST INDUSTRY 

Skills and Areas 
of Knowledge N=802 Meana 

1. An understanding of the FCC's rules and 
regulations 4.592 

2. Personal character traits which support worker 
productivity and harmonious relationships 

with other employees 4.554 
3. A general understanding of broadcast advertising 4.227 
4. An understanding of station management 4.197 
5. An understanding of present trends in 

broadcast programming 4.178 
6. Proficiency in typing 4.152 
7. Experience in internships 4.131 
8. Proficiency in broadcast announcing 3.981 
9. Proficiency in writing broadcast advertising . . 3.945 
10. An understanding of human behavior and 

motivation 3.934 
11. An understanding of the effects of 

programming on society 3.859 
12. Proficiency in broadcast commercial production 3.835 
13. A general understanding of advertising 

agencies 3.782 
14. Proficiency in shooting/editing video tape . . 3.727 
15. An understanding of consumer motives and 

buying habits 3.703 
16. An understanding of audience research methods 

in mass communications 3.642 
17. Proficiency in broadcast news writing 3.641 
18. Proficiency in broadcast news reporting . . . . 3.621 
19. An understanding of the American economic 

system 3.576 
20. Proficiency in reading and analyzing audience 

ratings 3.564 
21. An understanding of the use of computers in 

broadcasting 3.556 
22. An understanding of the promotional mix of 

advertising, selling and sales promotion . . 3.541 
23. An understanding of your state's business laws 

and legal framework 3.530 
24. An understanding of communication theories . . 3.40 3 
25. An understanding of broadcast history 3.377 
26. Proficiency in basic business math computation 3.30 7 
27. An understanding of the United States 

political systems 3.283 
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TABLE V (continued) 

BROADCASTERS1 RATINGS OF PREFERRED ENTRY-LEVEL EMPLOYMENT 
REQUIREMENTS IN THE BROADCAST INDUSTRY 

Skills and Areas 
of Knowledge N=802 Meana 

28. Proficiency in reading and analyzing station 
advertising rate cards 3.266 

29. An understanding of the United States 
legal processes 3.251 

30. Proficiency in shooting movie film . 3.239 
31. Proficiency in lighting studio sets . 3.092 
32. An understanding of the principles of 

accounting and financial statements . . . . 3.067 
33. An understanding of United States history . . . 3.029 
34. An understanding of man's cultural development . 3.007 
35. An understanding of major musical works and 

styles 2.676 
36. An understanding of major literary works and 

authors 2.636 
37. An understanding of international broadcasting 

practices 2.559 
38. Proficiency in drawing and/or painting two-

diminsional designs 2.532 
39. Proficiency in speaking or reading a foreign 

language 2.524 
40. An understanding of human biological profile . . 2.465 
41. An understanding of the principles and 

applications of chemistry and/or physics . . 1.859 
42. An understanding of the fundamentals of botany . 1.777 

Mean Values—5=Very Valuable, 4=Some Value, 3=No Opinion, 
2=Little Value, l=No Value 

mean ratings exceeding four. Sixteen phrases concerning 

skills and areas of knowledge in advertising, business and 

news received means of 3.5 to 4.0 (some value). 

Biology (2.465), chemistry (1.859), and botany (1.777) 

were rated as having "little value" for entry-level 

employment positions. No phrase received a rating of "no 

value" (below .5). 
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Skills and Areas of Knowledge Preferred 
by Radio Employers 

Preferred skills and areas of knowledge varied among 

radio employment positions. The mean rating for each phrase 

was reported in descending order by employment positions. 

Employer responses in each employment position rated the 

phrase, "personal character traits which support worker 

productivity and harmonious relationships with other employees," 

with a mean of four or greater (very valuable). Individual 

skills and areas of knowledge are statistically analyzed in 

another section of this chapter. 

Each phrase describing a specific skill or area of 

knowledge was rated 693 times for four employment positions by 

261 radio broadcasters (Table VI). Radio respondents preferred 

employees with skills in typing and announcing. Employers 

also wanted entry-level employment positions filled with 

individuals who understand the FCC's rules and regulations, 

broadcast advertising, broadcast station management and 

present trends in broadcast programming. Experience in 

internships received a mean rating of 4.115 (some value). 

Most of the skills and areas of knowledge (20 phrases) 

received mean ratings of 3.5 to 4.5 (some value). Skills and 

areas of knowledge related to broadcast news, advertising and 

business were within this mean range. 

Seven phrases related to liberal arts areas were given 

mean ratings of 2.5 to 3.5 (no opinion). Only three phrases 



53 

TABLE VI 

RADIO BROADCASTERS' RATINGS OF ENTRY-LEVEL EMPLOYMENT 
REQUIREMENTS PREFERRED FOR THE RADIO INDUSTRY 

Skills and Areas 
of Knowledge N=69 3 Meana 

1. An understanding of the FCC's rules and 
regulations 4.592 

2. Personal character traits which support worker 
productivity and harmonious relationships 

with other employees 4.521 
3. A general understanding of broadcast advertising 4.219 
4. An understanding of station management 4.201 
5. An understanding of present trends in 

broadcast programming 4.177 
5. Proficiency in typing 4.177 
7. Experience in internships 4.115 
8. Proficiency in broadcast announcing . 4.059 
9. Proficiency in writing broadcast advertising . . 3.980 
10. An understanding of human behavior and 

motivation 3.909 
11. Proficiency in broadcast commercial production . 3.896 
12. An understanding of the effects of programming 

on society 3.841 
13. A general understanding of advertising agencies 3.750 
14. Proficiency in broadcast news writing 3.687 
15. An understanding of consumer motives and 

buying habits 3.681 
16. Proficiency in broadcast news reporting . . . . 3.670 
17. An understanding of consumer research methods in 

mass communications 3.628 
18. An understanding of the American economic 

system 3.560 
19. Proficiency in reading and analyzing audience 

ratings 3.544 
20. An understanding of the use of computers in 

broadcasting 3.518 
21. An understanding of your state's business laws 

and legal framework 3.512 
22. An understanding of the promotional mix of 

advertising, selling and sales promotion . . 3.511 
23. An understanding of communication theories . . 3.395 
24. An understanding of broadcast history 3.361 
25. Proficiency in basic business math computations 3.283 
26. An understanding of the United States 

political systems 3.268 
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TABLE VI (continued) 

RADIO BROADCASTERS' RATINGS OF ENTRY-LEVEL EMPLOYMENT 
REQUIREMENTS PREFERRED FOR THE RADIO INDUSTRY 

Skills and Areas 
of Knowledge N=69 3 Meana 

27. An understanding of the United States 
legal processes 3.257 

28. Proficiency in reading and analyzing station 
advertising rate cards 3.032 

29. An understanding of the principles of 
accounting and financial statements 3.031 

30. An understanding of United States history . . . 3.017 
31. An understanding of man's cultural development . 2.958 
32. An understanding of major musical works and 

styles . . 2.674 
33. An understanding of major literary works and 

authors 2.618 
34. An understanding of international broadcasting 

practices 2.517 
35. Proficiency in speaking or reading a foreign 

language 2.505 
36. An understanding of human biological profiles . 2.440 
37. An understanding of the principles and 

applications of chemistry and/or physics . . 1.850 
38. An understanding of the fundamentals of botany . 1.763 

Mean Values—5=Very Valuable, 4=Some Value, 3=No Opinion, 
2=Little Value, l=No Value 

revealed means of less than two (little value). Radio 

respondents seemed to place little employment value on 

knowledge of chemistry, biology, physics and/or botany. 

No phrase received a rating of "no value." 

As a whole, radio broadcasters' ratings seemed to 

group toward a rating of "some value." However, analysis 

of individual skills and areas of knowledge for each 

employment position produced more definite ratings. 
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Radio Sales.—The mean for thirteen phrases (Table VII) 

received ratings of 4.5 or greater (very valuable) in radio 

sales. Radio broadcasters seemed to prefer employees with 

an understanding of broadcast advertising, promotional mix 

of advertising, advertising agencies, consumer motives and 

buying habits and human behavior. Respondents also wanted 

employee proficiency in reading and analyzing audience 

ratings, writing advertising copy, business math computations, 

commercial production and experience in internships. 

Phrases reflecting knowledge in station operation re-

ceived high ratings. A rating of "some value" (a mean of 

3.5 or greater) was given to phrases concerning knowledge in 

station management, business, broadcast programming and the 

FCC 1s rules and regulations. 

Ratings for six areas of knowledge received ratings be-

tween 2.5 and 1.5 (little value). Radio respondents indi-

cated that knowledge of biology, major musical and literary 

works, foreign language, botany, chemistry and/or physics 

had little employment values for radio sales employees. 

None of the phrases received ratings of "no value." 

Radio News.—Radio news employers gave high ratings 

to news skills (Table VIII). Respondents wanted employees 

with proficiencies in news reporting, news writing, and 

radio announcing. Proficiency was also preferred in typing. 

Mean ratings greater than 4.5 (very valuable) were given to 

knowledge of United States political systems, legal processes, 
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TABLE VII 

RADIO BROADCASTERS1 RATINGS OF ENTRY-LEVEL EMPLOYMENT 
REQUIREMENTS PREFERRED FOR RADIO SALES 

Skills and Areas 
of Knowledge N=120 Meana 

1. A general understanding of broadcast advertising 4.925 
2. An understanding of the promotional mix of 

advertising, selling and sales promotion . . 4.917 
3. A general understanding of advertising agencies 4.900 
4. Proficiency in reading and analyzing station 

advertising rate cards 4.883 
5. An understanding of consumer motives and 

buying habits 4.867 
6. Proficiency in reading and analyzing audience 

ratings 4.683 
7. Proficiency in writing radio advertising copy . 4.625 
8. An understanding of human behavior and 

motivation 4.608 
9. Personal character traits which support worker 

productivity and harmonious relationships 
with other employees 4.567 

10. An understanding of broadcast station management 4.525 
10. An understanding of present trends in broadcast 

programming 4.525 
12. An understanding of the FCC's rules and 

regulations 4.508 
13. Proficiency in basic business math computations 4.500 
14. An understanding of audience research methods 

in mass communications 4.49 2 
15. An understanding of the American economic 

system 4.250 
16. Proficiency in radio commercial production . . 4.158 
17. An understanding of the effects of 

programming on society 3.983 
17. Experience in radio internships . . . 3.983 
17. An understanding of the principles of 

accounting and financial statements 3.983 
20. An understanding of the use of computers in 

broadcasting 3.817 
21. An understanding of your state's business laws 

and legal framework 3.758 
22. Proficiency in typing 3.617 
23. An understanding of broadcast history 3.550 
24. An understanding of communication theories . . 3.500 
25. Proficiency in radio announcing 3.142 
26. An understanding of the United States 

legal processes 3.125 
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TABLE VII (continued) 

RADIO BROADCASTERS' RATINGS OF ENTRY-LEVEL EMPLOYMENT 
REQUIREMENTS PREFERRED FOR RADIO SALES 

Skills and Areas a 
of Knowledge N=120 Mean 

27. An understanding of the United States 
political systems 2.992 

28. An understanding of man's cultural development . 2.933 
29. Proficiency in radio news writing 2.650 
30. Proficiency in radio news reporting 2.633 
31. An understanding of United States history . . . 2.583 
32. An understanding of international 

broadcasting practices 2.500 
33. An understanding of human biological 

characteristics 2.433 
34. An understanding of major musical works and 

styles 2.392 
35. An understanding of major literary works and 

authors 2.383 
36. Proficiency in speaking or reading a foreign 

language 2.192 
37. An understanding of the fundamentals of botany . 1.783 
38. An understanding of the principles and 

applications of chemistry and/or physics . . 1.750 

aMean Values—5=Very Valuable, 4=Some Value, 3=No Opinion, 
2=Little Value, l=No Value 

economic system, history and state business laws. Broad-

casters preferred employees with knowledge of the FCC's 

rules and regulations, broadcast station management, human 

behavior and motivation and broadcast programming. 

Most of the skills and areas of knowledge concerning 

advertising received ratings of "no opinion." Phrases 

related to the business operation of a broadcasting station 

reflected ratings of "no opinion" or "little value." 
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TABLE VIII 

RADIO BROADCASTERS' RATINGS OF ENTRY-LEVEL EMPLOYMENT 
REQUIREMENTS PREFERRED FOR RADIO NEWS 

Skills and Areas 
of Knowledge N=235 Mean 

1. Proficiency in radio news reporting 4.974 
2. Proficiency in radio news writing 4.936 
3. Proficiency in radio announcing 4.784 
4. An understanding of the United States 

political systems 4.736 
5. An understanding of the FCC's rules and 

regulations 4.660 
6. Proficiency in typing 4.596 
7. Personal character traits which support worker 

productivity and harmonious relationships 
with other employees 4.587 

8. An understanding of the United States legal 
processes 4.511 

9. An understanding of your state's business laws 
and legal processes 4.502 

10. An understanding of the American economic system 4.494 
11. Experience in radio internships 4.247 
12. An understanding of broadcast management . . . . 4.226 
13. An understanding of human behavior and 

motivation 4.183 
14. An understanding of present trends in 

broadcast programming 4.174 
15. An understanding of United States history . . . 4.132 
16. An understanding of the effects of programming 

on society 4.102 
17. An understanding of man's cultural development . 3.677 
18. An understanding of communication theories . . . 3.609 
19. A general understanding of broadcast advertising 3.600 
20. An understanding of audience research methods 

in mass communications 3.519 
21. An understanding of consumer motives and buying 

habits 3.451 
22. An understanding of broadcast history 3.447 
23. Proficiency in reading and analyzing station 

advertising rate cards 3.396 
24. Proficiency in radio commercial production . . . 3.179 
25. Proficiency in speaking or reading a foreign 

language 3.089 
25. An understanding of the use of computers in 

broadcasting 3.089 
27. An understanding of major literary works and 

authors 3.034 
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TABLE VIII (continued) 

RADIO BROADCASTERS' RATINGS OF ENTRY-LEVEL EMPLOYMENT 
REQUIREMENTS PREFERRED FOR RADIO NEWS 

Skills and Areas 
of Knowledge N=235 Mean3 

28. Proficiency in writing radio advertising copy. . 3.013 
29. An understanding of the principles of 

accounting and financial statements 2.991 
30. Proficiency in basic business math computations 2.957 
31. An understanding of human biological profiles . 2.915 
32. A general understanding of advertising agencies 2.809 
33. An understanding of international broadcasting 

practices 2.779 
34. An understanding of the promotional mix of 

advertising, selling and sales promotion . . 2.732 
35. An understanding of major musical works and 

styles 2.413 
36. Proficiency in reading and analyzing station 

advertising rate cards . . 2.400 
37. An understanding of the principles and 

applications of chemistry and/or physics . . 2.145 
38. An understanding of the fundamentals of botany . 1.974 

aMean Values—5=Very Valuable, 4=Some Value, 3=No Opinion, 
4=Little Value, l=No Value 

Only four phrases received a mean rating of less than 

2.5 (little value). Knowledge of major musical works, 

chemistry, botany and advertising rate cards were not 

preferred by radio news respondents. No phrase was rated 

below 1.5 (no value). 

Radio Production.—Radio broadcasters seemed to want 

specific skills for radio production (Table IX). Employers 

preferred proficiencies in commercial production, radio 

announcing, writing advertising copy, and the FCC's rules 
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TABLE IX 

RADIO BROADCASTERS' RATINGS OF ENTRY-LEVEL EMPLOYMENT 
REQUIREMENTS PREFERRED FOR RADIO PRODUCTION 

Skills and Areas 
of Knowledge N=180 Meana 

1. Proficiency in radio commercial production . . . 4.911 
2. Proficiency in radio announcing . . . 4.789 
3. An understanding of the FCC's rules and 

regulations 4.561 
4. Proficiency in writing radio advertising copy . 4.544 
5. Personal character traits which support worker 

productivity and harmonious relationships 
with other employees 4.461 

6. An understanding of present trends in broadcast 
programming 4.450 

7. A general understanding of broadcast advertising 4.372 
8. Experience in radio internships . . . , 4.161 
9. An understanding of broadcast management . . . . 4.050 
10. An understanding of the effects of programming 

on society 3.900 
11. A general understanding of advertising agencies. 3.833 
12. Proficiency in radio news reporting . 3.778 
13. An understanding of the promotional mix of 

advertising, selling and sales promotion . . 3.717 
14. An understanding of human behavior and 

motivation 3.639 
15. An understanding of audience research methods in 

mass communications 3.633 
16. Proficiency in radio news writing . . 3.600 
17. Proficiency in basic business math computations. 3.594 
18. An understanding of major musical works and 

sytles 3.56 7 
19. Proficiency in reading and analyzing audience 

ratings 3.550 
20. An understanding of consumer motives and 

buying habits 3.539 
21. An understanding of communication theories . . 3.533 
22. Proficiency in typing 3.472 
23. An understanding of the use of computers in 

broadcasting 3.361 
24. An understanding of broadcast history 3.350 
25. Proficiency in reading and analyzing station 

advertising rate cards 2.961 
26. An understanding of the American economic 

system 2.717 



61 

TABLE IX (continued) 

RADIO BROADCASTERS' RATINGS OF ENTRY-LEVEL EMPLOYMENT 
REQUIREMENTS PREFERRED FOR RADIO PRODUCTION 

Skills and Areas 
3 of Knowledge N=180 Mean 

27. An understanding of your state's business laws 
and legal framework 2.611 

28. An understanding of man's cultural development . 2.606 
29. An understanding of United States history . . . 2.539 
30. An understanding of major literary workds and 

authors 2.489 
31. Proficiency in speaking or reading a foreign 

language . . . 2.461 
32. An understanding of international broadcasting 

practices J . . . 2.450 
33. An understanding of the United States 

political systems . . . . 2.367 
34. An understanding of the United States legal 

processes i . . . 2.350 
35. An understanding of human biological profiles . 2.217 
36. An understanding of the principles of 

accounting and financila statements . . . . 2.183 
37. An understanding of the principles and 

applications of chemistry and/or physics . . 1.756 
38. An understanding of the fundamentals of botany . 1.622 

aMean Values—5=Very Valuable, 4=Some Value, 3=t=No Opinion, 
2=Little Value, l=No Value 

and regulations. High ratings (some value) wete given to 

phrases concerning knowledge of human behavior, broadcast 

programming, broadcast advertising, station maijiagement and 

experience in internships. 

Ratings of "little value" were given to s:j.x phrases 

related to liberal arts. A similar rating was assigned to a 

phrase related to knowledge in business. None of the 

phrases received a rating below 1.5 (no value). 
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Traffic and Continuity.—Fewer skills and areas of 

knowledge were preferred in entry-level positions of traffic 

and continuity than in the other three radio employment 

positions (Table X). Broadcasters wanted skills and 

knowledge related to the daily business operation of the 

broadcasting station. Proficiency was preferred in typing 

and in writing and producing radio advertising copy. Broad-

casters wanted entry-level employees to understand the FCC's 

rules and regulations, broadcast advertising, the use of 

computers in broadcasting, broadcast station management 

and broadcast programming. 

Respondents rated broadcast skills and knowledge 

related to news gathering, writing and reporting as "little 

value" or "no opinion." Nine phrases related to liberal 

arts received mean ratings less than 2.5 (little value). 

Radio traffic employers saw little value in news reporting 

and international broadcasting. No phrase received a rating 

below 1.5 (no value). 

Value of A College Degree in Broadcasting 
for Radio Employment Positions 

Respondents were asked to indicate their perceived value 

of a college degree in broadcasting for each entry-level 

employment position. The means of the responses were 

computed for each employment position (Table XI). Statistical 
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TABLE X 

RADIO BROADCASTERS' RATINGS OF ENTRY-LEVEL EMPLOYMENT 
REQUIREMENTS PREFERRED FOR TRAFFIC AND CONTINUITY 

Skills and Areas 
of Knowledge N=158 Meana 

1. Proficiency in typing 4.785 
2. An understanding of the FCC's rules and 

regulations 4.589 
3. Personal character traits which support worker 

productivity and harmonious relationships 
with other employees 4.456 

4. A general understanding of broadcast advertising 4.430 
5. Proficiency in writing radio advertising copy . 4.285 
6. An understanding of the use of computers in 

broadcasting 4.203 
7. A general understanding of advertising agencies. 4.184 
8. An understanding of broadcast management . . . 4.089 
9. Experience in radio internships . . 3.968 
10. Proficiency in basic business math computations. 3.627 
11. An understanding of present trends in broadcast 

programming 3.60 8 
11. Proficiency in radio commercial production . . . 3.608 
13. Proficiency in reading and analyzing station 

advertising rate cards 3.443 
14. An understanding of the promotional mix of 

advertising, selling and sales promotion . . 3.367 
15. An understanding of the principles of 

accounting and financial statements 3.335 
16. An understanding of consumer motives and 

buying habits 3.285 
17. An understanding of human behavior and 

motivation 3.278 
17. An understanding of the effects of programming 

on society 3.278 
19. An understanding of audience research methods in 

mass communications 3.127 
20. An understanding of broadcast history 3.089 
21. Proficiency in reading and analyzing audience 

ratings 2.892 
22. An understanding of your state's business laws 

and legal framework 2.880 
23. Proficiency in radio announcing 2.842 
23. An understanding of communication theories . . 2.842 
25. Proficiency in radio news writing . 2.715 
26. An understanding of the American economic 

system 2.60 8 
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TABLE X (continued) 

RADIO BROADCASTERS' RATINGS OF ENTRY-LEVEL EMPLOYMENT 
REQUIREMENTS PREFERRED FOR TRAFFIC AND CONTINUITY 

Skills and Areas 
of Knowledge N=158 Meana 

27. An understanding of the United States legal 
processes 2.525 

28. Proficiency in radio news reporting 2.392 
29. An understanding of the United States 

political systems 2.323 
30. An understanding of man's cultural development . 2.310 
31. An understanding of major musical works and 

styles 2.259 
32. An understanding of major literary works and 

authors 2.241 
33. An understanding of United States history . . . 2.234 
34. An understanding of international broadcasting 

practices 2.215 
35. An understanding of human biological profiles . 1.994 
36. Proficiency in speaking or reading a foreign 

language 1.924 
37. An understanding of the fundamentals of botany . 1.595 
38. An understanding of the principles and 

applications of chemistry and/or physics . . 1.595 

Mean Values—5=Very Valuable, 4=Some Value, 3=No Opinion, 
2=Little Value, l=No Value 

analyses were conducted among the employment positions' mean 

ratings and among the mean ratings corresponding to market 

sizes. 

Two employment positions (Broadcast News and Advertising 

Sales) received a mean rating of 3.5 or more. "Broadcast 

News and Advertising Sales" employers indicated that a 

college degree had "some value." Positions in "Traffic and 

Continuity" and "Radio Production" received mean ratings 

of 3.019 and 3.350. The mean ratings for these positions 
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indicated that respondents had "no opinion" concerning the 

value of a college degree in broadcasting. 

A one-way analysis of variance (Table XI) indicated 

significant mean differences among employment positions 

(p.<.001). A Scheff4 test revealed that "Broadcast News" 

respondents rated a college degree in broadcasting signifi-

cantly higher (p.<.05) than the other three positions. 

The responses concerning the value of a college degree 

in broadcasting were also analyzed by radio market sizes. 

A one-way analysis of variance (Table XII) revealed signifi-

cant mean differences among the four market sizes (p<.029) 

even though representatives from each market size rated a 

college degree as having "some value." A Scheff6 test 

identified significant mean differences (p<.05) between 

"medium" and "major" markets. "Major" market radio broad-

casters rated college degrees in broadcasting significantly 

greater than "medium" market respondents. 

Statistical Analyses of Skills and Areas of 
Knowledge Preferred for Entry-Level 

Radio Employment Positions 

Only radio responses to skills and areas of knowledge 

with significant mean differences at the .05 level of signi-

ficance or greater were reported in this section. Twenty-five 

phrases (describing specific skills and areas of knowledge) 

reflected significant mean differences. In some cases, the 

mean ratings for each employment position indicated that 

broadcasters preferred the corresponding skill or area of 
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TABLE XI 

THE VALUE OF A COLLEGE DEGREE IN BROADCASTING FOR 
ENTRY-LEVEL EMPLOYMENT POSITIONS IN RADIO 

Employment 
Positions Responses Mean 

Traffic and Continuity 
Broadcast News 
Advertising Sales 
Radio Production 

158 
235 
120 
180 

3.019 
4.225 
3.616 
3.350 

Source of Variance 

Source df SS MS F P 

Between Groups 
Within Groups 
Total 

3 
689 
692 

156.358 52.119 
859.301 1.24 

1015.659 

41.79 .001 

A Scheffg test revealed significant mean differences (p<.05) 
between "Broadcast News" and each of the other positions. 

TABLE XII 

THE VALUE OF A COLLEGE DEGREE IN BROADCASTING IN ENTRY-LEVEL 
RADIO EMPLOYMENT POSITIONS BY MARKET SIZES 

Market Size Responses Mean 

Small 
Medium 
Large 
Major 

243 
217 
153 
80 

3.547 
3.535 
3.876 
4.000 

Source of Variance 

Source df SS MS F P 

Between Groups 
Within Groups 
Total 

_ _ 

3 
689 
692 

13.14 
1002.50 
1015.64 

4.38 
1.46 

3.01 .029 

v w W V̂. UJ . i - i.Ci.CnU 1 

(p<.05) between "Medium" and "Major" market sizes. 
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knowledge; however, the statistical analysis revealed that 

one employer group placed a significantly greater value on 

the respective skill or area of knowledge thcin the other 

employers. 

Employment positions in "News" and "Production" received 

mean ratings of greater than four for the phrase concerning 

internships. A one-way analysis of variance revealed no 

significant mean differences among the four entry-level 

employment positions. No individual analysis was reported 

for the internship phrase. 

A Scheffe test was computed for each phrase that 

revealed significant mean differences among the four 

employment positions. The computer identified the mean 

differences at only the .05 level of significance. 

The researcher also conducted one-way analyses of 

variance for the mean ratings of each phrase by market 

size. There were no significant mean differences among 

market sizes for any of the phrases. 

Proficiency in Typing.—Respondents for "Traffic," 

"Sales," and "News" rated skills in typing as having "some 

value." A one-way analysis of variance (Table XIII) 

indicated mean differences (p<.001) among employment position 

ratings. A Scheffe test identified significant mean difference 

at the .05 level between "Traffic" and "Production" 
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and between "Traffic" and "Sales." The mean for "News" 

also differed significantly (p<.05) with "Production" and 

"Sales." 

Employers for positions in "Traffic and Continuity" 

and "News" preferred employees with proficiency in typing. 

The value for typing skills in these two positions was 

significantly greater than for positions in "Sales and/or 

Production." 

Understanding of the United States Political System.— 

A one-way analysis of variance (Table XIV) revealed signifi-

cant mean differences (p<.001) among employment positions 

for the phrase, "an understanding of the United States 

political systems." The Scheff6 test indicated significant 

mean differences at the .05 level between "Nejws" and each 

of the other three positions. Employers of news personnel 

preferred employees with an understanding of the United 

States political systems. 

Understanding of Your State's Business Laws and Legal 

Framework.—As indicated in Table XV, respondents for 

"Broadcast News" preferred employees with an understanding 

of state business laws. The one-way analysis of variance 

indicated significant mean differences (pc.OOl) among 

entry-level employment position ratings. The ScheffS test 
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TABLE XIII 

PROFICIENCY IN TYPING FOR RADIO EMPLOYEES 

Employment 
Positions Responses Mean 

Traffic and Continuity 
Broadcast News 
Advertising Sales 
Radio Production 

158 
235 
120 
180 

4.784 
4.595 
3.616 
3.472 

Source of Variance 

Source df SS MS F P 

Between Groups 
Within Groups 
Total 

3 
689 
692 

226.662 75.554 
642.501 .932 
869.164 

81.022 .001 

AScheffe test revealed that the mean for "Traffic" differed 
significantly (p<.05) with "Production" and "Sales." "News" 
also differed significantly (p <. 05) with "Production" and 
"Sales." 

TABLE XIV 

AN UNDERSTANDING OF THE UNITED STATES POLITICAL 
SYSTEMS FOR RADIO EMPLOYEES 

Employment 
Positions Responses Mean 

Traffic and Continuity 
Broadcast News 
Advertising Sales 
Radio Production 

158 
235 
120 
180 

2.322 
4.736 
2.991 
2.367 

Source of Variance 

Source df SS MS F P 

Between Groups 
Within Groups 
Total 

3 
689 
692 

803.106 267.702. 
704.967 1.023 

1508.074 

261.639 .001 

A Scheffe-* test revealed significant mean differences (p<.05) 
between "News" and each of the other positions. 
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reflected significant mean differences at the .05 level 

between "News" and each of the other three employment 

positions. 

Understanding of the United States Legal Processes.— 

"News" respondents rated the phrase, "an understanding of 

the United States legal processes," as having "some value." 

A one-way analysis of variance (Table XVI) reflected signi-

ficant mean differences (p<.001) among employment position 

ratings. A Scheffe test revealed significant mean differences 

at the .05 level between "News" and each of the other three 

positions. 

Understanding of United States History.—A one-way 

analysis of variance (Table XVII) indicated significant 

mean differences (p<.001) among employment positions for 

the phrase, "an understanding of United States history." 

The Scheffe test identified significant mean differences 

at the .05 level between "News" and each of the other three 

positions. Respondents wanted news employees to understand 

United States history. 

Unders tanding of Consumer Motives and Buying Habits.— 

As indicated in Table XVIII, respondents for "Sales" preferred 

employees with an understanding of consumer motives and 

buying habits. The one-way analysis of variance indicated 

significant mean differences (p<.001) among entry-level 
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TABLE XV 

AN UNDERSTANDING OF YOUR STATE'S BUSINESS LAWS 
AND LEGAL FRAMEWORK FOR RADIO EMPLOYEES 

Employment 
Positions Responses Mean 

Traffic and Continuity 158 2. 879 
Broadcast News 235 4. 502 
Advertising Sales 120 3. 758 
Radio Production 180 2. 611 

Source of Variance 

Source df SS MS F p 

Between Groups 3 446.912 148.970 107.340 • 001 
Within Groups 689 956.221 1.387 
Total 692 1403.134 

A Scheffe test revealed significant mean differences (p<.05) 
between "News" and each of the other positions. 

TABLE XVI 

AN UNDERSTANDING OF THE UNITED STATES LEGAL 
PROCESSES FOR RADIO EMPLOYEES 

Employment 
Positions Responses Mean 

Traffic and Continuity 158 2.525 
Broadcast News 235 4.510 
Advertising Sales 120 3.125 
Radio Production 180 2.350 

Source of Variance 

Source df SS MS F P 

Between Groups 3 604.082 201.360 168.741 .001 
Within Groups 689 822.192 1.193 
Total 692 1426.275 

A Scheffe test revealed significant mean differences (p<.05) 
between "News" and each of the other three positions. 
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employment position ratings. The Scheff§ test reflected 

significant mean differences at the .05 level between 

"Sales" and each of the other three positions. 

Understanding of the American Economic System.— 

Respondents for "News" and "Sales" rated the phrase, "an 

understanding of the American economic system" as having 

"some value." A one-way analysis of variance (Table XIX) 

revealed significant mean differences (p<.001) among entry-

level employment position ratings. A ScheffS test indicated 

that the mean for "News" differed significantly (p<.05) 

with "Traffic" and "Production." "Sales" also differed 

significantly (p<.05) with "Traffic" and "Production." 

Understanding of Human Behavior and Motivation.—A one-

way analysis of variance (Table XX) indicated significant 

mean differences (p<.001) among employment position ratings 

for the phrase, "an understanding of human behavior and 

motivation." The Scheff6 test identified significant mean 

differences at the .05 level between "Sales" and each of 

the other three positions. "News" also differed signifi-

cantly (p<.05) with "Traffic" and "Production." Broadcast 

employers seemed to prefer "Sales" and "News" personnel 

who understand human behavior and motivation,, 

Unders tanding of the Promotional Mix of Advertising, 

Personal Selling and Sales Promotion.—Broadcasters seemed 

to indicate that "Advertising Sales" personnel need an 
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TABLE XVII 

AN UNDERSTANDING OF UNITED STATES HISTORY 
FOR RADIO EMPLOYEES 

Employment 
Positions Responses Mean 

Traffic and Continuity 
Broadcast News 
Advertising Sales 
Radio Production 

158 
235 
120 
180 

2.234 
4.131 
2.583 
2.538 

Source of Variance 

Source df SS MS F P 

Between Groups 
Within Groups 
Total 

3 
689 
692 

452.650 150.883 
871.134 1.264 

1323.784 

119.337 .001 

A Scheffe test revealed significant mean differences (p<.05) 
between "News" and each of the other three positions. 

TABLE XVIII 

AN UNDERSTANDING OF CONSUMER MOTIVES AND BUYING 
HABITS FOR RADIO EMPLOYEES 

Employment 
Positions Responses Mean 

Traffic and Continuity 
Broadcast News 
Advertising Sales 
Radio Production 

158 
235 
120 
180 

3.284 
3.451 
4.867 
3.539 

Source of Variance 

Source df SS MS F P 

Between Groups 3 
Within Groups 689 
Total 692 

209.557 69.852 
1166.939 1.693 
1376.496 

41.243 .001 

A Scheffe test revealed 
between "Sales" and each 

significant mean differences 
of the other three positions. 

(p<. 05) 
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TABLE XIX 

AN UNDERSTANDING OF THE AMERICAN ECONOMIC SYSTEM 
FOR RADIO EMPLOYEES 

Employment 
Positions Responses Mean 

Traffic and Continuity 158 2.607 
Broadcast News 235 4.493 
Advertising Sales 120 4.250 
Radio Production 180 2.717 

Source of Variance 

Source df SS MS F P 

Between Groups 
Within Groups 
Total 

3 
689 
692 

533.303 177.767 
839.451 1.218 

1372.754 

.001 

A Scheffe test revealed that the mean for "News" differed 
significantly (p<.05) with "Traffic" and "Production." 
"Sales" differed significantly with "Traffic" and "Production. 

TABLE XX 

AN UNDERSTANDING OF 
FOR 

HUMAN BEHAVIOR AND 
RADIO EMPLOYEES 

MOTIVATION 

Employment 
Positions Responses Mean 

Traffic and Continuity 
Broadcast News 
Advertising Sales 
Radio Production 

158 
235 
120 
180 

3.278 
4.183 
4.608 
3.638 

Source of Variance 

Source df SS MS F P 
Between Groups 
Within Groups 
Total 

3 
689 
692 

152.275 50.758 
1062.980 1.543 
1215.256 

32.901 .001 

A Scheffe test revealed significant mean differences (p<.05) 
between "Sales" and each of the other positions. "News" 
differed significantly with "Traffic" and "Production." 
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understanding of the promotional mix of advertising, 

personal selling and sales promotion (Table XXI). The 

one-way analysis of variance revealed significant mean 

differences (p<.001) among entry-level employment position 

ratings. A Scheff£ test identified significant mean 

differences at the .05 level between "Sales" and each of 

the other three positions. 

Proficiency in Basic Business Math Computations.— 

As indicated in Table XXII, respondents for "Sales" 

preferred employees with a proficiency in basic business 

math computations. A one-way analysis of variance revealed 

significant mean differences (pc.OOl) among entry-level 

employment position ratings. A Scheff6 test reflected 

significant mean differences at the .05 level between 

"Sales" and each of the other three positions. 

Proficiency in Reading and Analyzing Audience Ratings.— 

A one-way analysis of variance (Table XXIII) reflected signi-

ficant mean differences (pc.OOl) among entry-level 

employment position ratings of the phrase, "proficiency in 

reading and analyzing audience ratings." A Scheff6 test 

identified significant mean differences at the .05 level 

between "Sales" and each of the other three employment 

positions. 
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TABLE XXI 

AN UNDERSTANDING OF THE PROMOTIONAL MIX OF ADVERTISING 
PERSONAL SELLING AND SALES PROMOTION 

FOR RADIO EMPLOYEES 

Employment 
Positions Responses Mean 

Traffic and Continuity 
Broadcast News 
Advertising Sales 
Radio Production 

158 
235 
120 
180 

3.367 
2.731 
4.917 
3.717 

Source of Variance 

Source df SS MS F P 

Between Groups 
Within Groups 
Total 

3 
689 
692 

390.632 130.210 81.670 
1098.510 1.594 
1489.142 

.001 

A Scheffe test 
between "Sales" 

revealed 
and each 

significant mean differences 
of the other three positions. 

(P<.05) 

TABLE XXII 

PROFICIENCY IN BASIC BUSINESS MATH COMPUTATIONS 
FOR RADIO EMPLOYEES 

Employment 
Positions Responses Mean 

Traffic and Continuity 
Broadcast News 
Advertising Sales 
Radio Production 

158 
235 
120 
180 

3.626 
2.957 
4.500 
2.594 

Source of Variance 

Source df SS MS F P 

Between Groups 
Within Groups 
Total 

3 
689 
692 

306.629 102.209 60.924 
1155.913 1.677 
1462.543 

.001 

A Scheffe test 
between "Sales" 

revealed 
and each 

significant mean differences 
of the other three positions. 

(p<. 05) 
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Proficiency in Reading and Analyzing Station 

Advertising Rate Cards.--Respondents for the "Advertising 

Sales" employment position preferred employees with a 

proficiency in reading and analyzing station advertising 

rate cards (Table XXIV). A one-way analysis of variance 

indicated significant mean differences (pc.OOl) among 

entry-level employment position ratings. A Scheff§ test 

revealed significant mean differences at the .05 level 

between "Sales" and each of the other three positions. 

General Understanding of Broadcast Advertising.— 

All broadcast employers rated the phrase "an understanding 

of broadcast advertising' as having "some value" (Table XXV). 

A one-way analysis of variance reflected significant mean 

differences (p<.001) among employment position ratings. 

A Schteff6 test indicated significant mean differences at 

the .05 level between "Sales" and each of the other three 

positions. "News" also differed significantly (p<.05) 

with "Traffic" and "Production." 

Understanding of Broadcast Station Management.— 

Broadcasters seemed to indicate that employees of all 

entry-level positions needed an understanding of broad-

cast station management (Table XXVI). A one-way analysis 

of variance however, reflected significant mean differences 

(p<.001) among employment position ratings. The Scheff6 
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TABLE XXIII 

PROFICIENCY IN READING AND ANALYZING AUDIENCE 
RATINS FOR RADIO EMPLOYEES 

Employment 
Positions Responses Mean 

Traffic and Continuity 
Broadcast News 
Advertising Sales 
Radio Production 

158 
235 
120 
180 

2.892 
3.395 
4.683 
3.550 

Source of Variance 

Source df SS MS F P 

Between Groups 
Within Groups 
Total 

3 
689 
692 

228.023 76.008 
1185.857 1.721 
1413.881 

44.162 .001 

A Scheffe test revealed significant mean differences (p<.05) 
between "Sales" and each of the other three positions. 

TABLE XXIV 

PROFICIENCY IN READING AND ANALYZING STATION 
ADVERTISING RATE CARDS FOR RADIO EMPLOYEES 

Employment 
Positions Responses Mean 

Traffic and Continuity 
Broadcast News 
Advertising Sales 
Radio Production 

158 
235 
120 
180 

3.443 
2.400 
4.883 
2.961. 

Source of Variance 

Source df SS MS F P 

Between Groups 
Within Groups 
Total 

3 
689 
692 

509.910 169.970 99.545 
1176.453 1.707 
1686.363 

.001 

A Scheffe test 
between "Sales" 

revealed 
and each 

significant mean differences 
of the other three positions. 

(p<. 05) 
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TABLE XXV 

A GENERAL UNDERSTANDING OF BROADCAST ADVERTISING 
FOR RADIO EMPLOYEES 

Employment 
Positions Responses Mean 

Traffic and Continuity 
Broadcast News 
Advertising Sales 
Radio Production 

158 
235 
120 
180 

4.430 
3.600 
4.925 
4.372 

Source of Variance 

Source df SS MS F P 

Between Groups 
Within Groups 
Total 

3 
689 
692 

161.140 
861.502 

1022.643 

53.714 
1.250 

42.958 .001 

A Scheffe test revealed significant mean differences (p<.05) 
between "Sales" and each of the other three positions. "News" 
differed (p<.05) with "Traffic" and "Production," 

TABLE XXVI 

AN UNDERSTANDING OF BROADCAST STATION MANAGEMENT 
FOR RADIO EMPLOYEES 

Employment 
Positions Responses Mean 

Traffic and Continuity 158 4.088 
Broadcast News 235 4.300 
Advertising Sales 120 4.525 
Radio Production 180 4.050 

Source of Variance 

Source df SS MS F P 

Between Groups 3 18.838 6.279 5.559 .001 
Within Groups 689 778.276 1.129 
Total 692 797.114 

A Scheffe test revealed significant mean differences (p<.05) 
between "Sales" and "Traffic" and between "Sales" and 
"Production." 
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test indicated that the mean for "Sales" differed 

significantly (p<.05) with the means for "Traffic" and 

"Production." 

General Understanding of Advertising Agencies.— 

A one-way analysis of variance (Table XXVII) revealed 

significant mean differences (pc.OOl) among employment 

position ratings for the phrase, "general understanding 

of advertising agencies." A Scheff£ test identified 

significant mean differences (p<.05) between "Sales" 

and each of the other three positions. The means for 

"News" also differed significantly (p<.05) with the means 

for the other three positions. "News" employers rated 

this phrase as having "little value." 

Understanding of Present Trends in Broadcast 

Programming.—A rating of "some value" was given to the 

phrase, "understanding of present trends in broadcast 

programming," by broadcast employers for each of the 

employment positions (Table XXVII3) . However, a one-way 

analysis of variance reflected significant mean differences 

(p<.001) among employment position ratings. Significant 

mean differences (p<.05) were identified by a ScheffS test 

between "Traffic" and each of the other three positions. 

"Traffic" respondents tended to have "no opinion" concerning 

this phrase. 
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TABLE XXVII 

A GENERAL UNDERSTANDING OF ADVERTISING 
AGENCIES FOR RADIO EMPLOYEES 

Employment 
Positions Responses Mean 

Traffic and Continuity 158 4.183 
Broadcast News 235 2.808 
Advertising Sales 120 4.900 
Radio Production 180 3.833 

Source of Variation 

Source df SS MS F P 

Between Groups 3 397.951 132.650 91.778 .001 
Within Groups 689 995.838 1.445 
Total 692 1393.789 

A Scheffe test revealed significant mean differences (p<.05) 
between "News" and each of the other three positions and 
also between "Sales" and each of the other three positions. 

TABLE XXVIII 

AN UNDERSTANDING OF PRESENT TRENDS IN BROADCAST 
PROGRAMMING FOR RADIO EMPLOYEES 

Employment 
Positions Responses Mean 

Traffic and Continuity 158 3.607 
Broadcast News 235 4.174 
Advertising Sales 120 4.525 
Radio Production 180 4.450 

Source of Variance 

Source df SS MS F P 

Between Groups 3 79.178 26.392 23.991 .001 
Within Groups 689 757.985 1.100 
Total 692 837.162 

A Scheffe test revealed significant mean differences (p<.05) 
between "Traffic" and each of the other positions. 
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Understanding of the Effects of Programming on Society.— 

"Broadcast News" employers rated the phrase, "understanding 

of the effects of programming on society," higher than the 

other three employer groups (Table XXIX). A one-way analysis 

of variance revealed significant mean differences (pc.OOl) 

among employment position ratings. The Scheff£ test indi-

cated the mean for "News" differed significantly (p<.05) 

with the means for each of the other three positions. 

Understanding of Audience Research Methods in Mass 

Communications.—Employers for "Advertising Sales" personnel 

preferred employees who understand audience research methods 

(Table XXX). Significant mean differences (pc.OOl) were 

revealed among employment position ratings by a one-way 

analysis of variance. A Scheff6 test indicated significant 

mean difference (p<.05) between "Sales" and each of the 

other three positions. 

Understanding of the Use of Computers in Broadcasting.— 

As indicated in Table XXXI, "Traffic" and "Sales" employers 

wanted employees to understand the use of computers in 

broadcasting. A one-way analysis of variance indicated 

significant mean differences (pc.OOl) among employment 

position ratings. A Scheff£ test reflected that the mean 

for "Traffic and Continuity" differed significantly (p<.05) 

with the means for "News" and "Production." 
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TABLE XXIX 

AN UNDERSTANDING OF THE EFFECTS OF PROGRAMMING 
ON SOCIETY FOR RADIO EMPLOYEES 

Employment 
Positions Responses Mean 

Traffic and Continuity 
Broadcast News 
Advertising Sales 
Radio Production 

158 
235 
120 
180 

3.278 
4.102 
3.983 
3.900 

Source of Variance 

Source df SS MS F P 

Between Groups 
Within Groups 
Total 

3 
689 
692 

69.076 
1039.449 
1108.525 

23.026 
1.509 

15.263 .001 

A Scheffe test revealed significant mean differences (p<.05) 
between "News" and each of the other three positions. 

TABLE XXX 

AN UNDERSTANDING OF AUDIENCE RESEARCH METHODS IN 
MASS COMMUNICATIONS FOR RADIO EMPLOYEES 

Employment 
Positions Responses Mean 

Traffic and Continuity 
Broadcast News 
Advertising Sales 
Radio Production 

158 
235 
120 
180 

3.126 
3.519 
4.492 
3.633 

Source of Variance 

Source df SS MS F P 

Between Groups 3 
Within Groups 689 
Total 692 

132.023 44.008 28.340 
1069.903 1.552 
1201.926 

.001 

A Scheffe test revealed 
between "Sales" and each 

significant mean differences 
of the other three positions. 

(P<.05) 
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Proficiency in Writing Radio Advertising Copy•—A 

one-way analysis of variance (Table XXXII) revealed signifi-

cant mean differences (pc.001) among employment position 

ratings for the phrase, "proficiency in writing radio 

advertising copy." When analyzed by the Scheff6 test signi-

ficant mean differences (pc.05) were reflected between "Sales" 

and each of the other three positions, although, broadcasters 

also wanted "Traffic" and "Production" employees with 

proficiencies in writing radio advertising copy. "News" 

employers had "no opinion" concerning this skill. 

Proficiency in Radio Announcing.—Respondents preferred 

proficiency in radio announcing for "News" and "Production" 

employees (Table XXXIII). Significant mean differences 

(pc.001) were reflected among employment position ratings. 

A Scheffg test indicated significant mean differences 

at the .05 level between "News" and "Traffic" and also 

between "News" and "Sales." "Production" differed 

significantly at the .05 level with "Traffic" and "Sales." 

Proficiency in Radio News Reporting.—A rating of 

"very valuable" was given to the phrase,"proficiency in 

radio news reporting" by broadcast news employers (Table XXXIV) 

A one-way analysis of variance reflected significant mean 

differences (pc.05) were identified by a Scheff§ test 

between "News" and each of the other three entry-level 

employment positions. 
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AN UNDERSTANDING OF THE USE OF COMPUTERS 
BROADCASTING FOR RADIO EMPLOYEES 

IN 

Employment 
Positions Responses Mean 

Traffic and Continuity 
Broadcast News 
Advertising Sales 
Radio Production 

158 
235 
120 
180 

4.203 
3.034 
3.816 
3.350 

Source of Variance 

Source df SS MS F P 

Between Groups 
Within Groups 
Total 

3 
689 
692 

144.861 
1016.147 
1161.009 

48.287 
1.474 

32.741 .001 

A Scheffe test revealed significant mean differences (p<.05) 
between "Traffic" and "News" and between "Traffic" and 
"Production." 

TABLE XXXII 

PROFICIENCY IN WRITING RADIO ADVERTISING COPY 
FOR RADIO EMPLOYEES 

Employment 
Positions Responses Mean 

Traffic and Continuity 
Broadcast News 
Advertising Sales 
Radio Production 

158 
235 
120 
180 

4.284 
3.012 
4.625 
4.544 

Source of Variance 

Source df SS MS F P 

Between Groups 
Within Groups 
Total 

3 
689 
692 

341.803 113.934 
867.898 1.259 

1209.702 

90.449 .001 

A Scheff£ revealed significant mean differences (p<.05) 
between "Sales" and each of the other three positions. 
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TABLE XXXIII 

PROFICIENCY IN RADIO ANNOUNCING 
FOR RADIO EMPLOYEES 

Employment 
Positions Responses Mean 

Traffic and Continuity 
Broadcast News 
Advertising Sales 
Radio Production 

158 
235 
120 
180 

2.841 
4.787 
3.141 
4.788 

Source of Variance 

Source df SS MS F P 

Between Groups 
Within Groups 
Total 

3 
689 
692 

555.599 
720.967 

1276.566 

185.199 
1.046 

176.988 .001 

A Scheffe test revealed significant mean differences (p<.05) 
between "News" and "Traffic" and between "News" and "Sales." 
"Production" differed (p<.05) with "Traffic" and "Sales." 

TABLE XXXIV 

PROFICIENCY IN RADIO NEWS REPORTING 
FOR RADIO EMPLOYEES 

Employment 
Positions Responses Mean 

Traffic and Continuity 
Broadcast News 
Advertising Sales 
Radio Production 

158 
235 
120 
180 

2.392 
4.974 
2.633 
3.778 

Source of Variance 

Source df SS MS F P 

Between Groups 
Within Groups 
Total 

3 
689 
692 

788.832 262.944 
722.491 1.048 

1511.324 

250.755 .001 

A Scheff£ test revealed significant mean differences (p<.05) 
between "News" and each of the other three positions. 
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Proficiency in Radio News Writing.—Broadcast news em-

ployers preferred employees with proficiency in radio news 

writing (Table XXXV). When analyzed by a one-way analysis 

of variance, significant mean differences (p<.001) were re-

vealed among employment position ratings. A Scheffe test 

identified significant mean differences (p<.05) between 

"News" and each of the other three positions. 

Proficiency in Radio Commercial Production.—Employers 

of "Sales" and "Production" personnel wanted employees pro-

ficient in radio commercial production (Table XXXVI). 

Significant mean differences (p<.001) were reflected among 

employment position ratings. A Scheffe test indicated sig-

nificant mean differences at the .05 level between "Produc-

tion" and each of the other three positions. "Sales" also 

differed significantly (p<.05) with "News" and "Traffic." 

Skills and Areas of Knowledge Preferred 
by Television Employers 

The mean for each skill and area of knowledge was re-

ported in descending order by entry-level employment posi-

tions. One phrase (personal character traits which support 

worker productivity and harmonious relationships with other 

employers) received a mean rating of four or greater by all 

four employment positions. Individual skills and areas of 

knowledge were statistically analyzed in another section of 

this chapter. 
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TABLE XXXV 

PROFICIENCY IN RADIO NEWS WRITING 
FOR RADIO EMPLOYEES 

Employment 
Positions Responses Mean 

Traffic and Continuity 
Broadcast News 
Advertising Sales 
Radio Production 

158 
235 
120 
180 

2.715 
4.936 
2.650 
3.600 

Source of Variance 

Source df SS MS F P 

Between Groups 3 
Within Groups 689 
Total 692 

646.322 215.441 177.832 
834.715 1.211 

1481.037 

.001 

A Scheffe revealed significant mean differences (p<.05) 
between "News" and each of the other three positions. 

TABLE XXXVI 

PROFICIENCY IN RADIO COMMERCIAL PRODUCTION 
FOR RADIO EMPLOYEES 

Employment 
Positions Responses Mean 

Traffic and Continuity 
Broadcast News 
Advertising Sales 
Radio Production 

158 
235 
120 
180 

3.607 
3.178 
4.158 
4.911 

Source of Variance 

Source df SS MS F P 

Between Groups 3 
Within Groups 689 
Total 692 

327.784 109.261 80.367 
936.715 1.359 

1264.500 

.001 

A Scheffe test revealed significant mean differences (p<.05) 
between "Production" and each of the other three positions. 
"Sales" differed (p<.05) with "News" and "Traffic." 
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The forty-five television respondents rated each phrase 

describing a specific skill or area of knowledge 109 times 

for the four entry-level employment positions (Table XXXVII). 

Television broadcasters indicated a preference for employees 

with an understanding of the FCC's rules and regulations, 

broadcast advertising, business, broadcast programming, 

broadcast station management and human behavior. Respondents 

also wanted broadcast education students to participate in 

television internships. Broadcasters seemed to think that 

on-the-job training and experience with "real" situations 

enhanced broadcast learning and broadcast education. 

Specific television production and news skills received mean 

ratings of 3.092 to 3.477 (no opinion). Skills and areas of 

knowledge related to liberal arts received ratings of "no 

opinion" or "little value." 

Two phrases reflected means of less than 2.5 (little 

value). Television respondents placed little employment 

value on knowledge of chemistry, physics and botany. 

Like the radio broadcasters, television broadcasters 

tended to rate skills and areas of knowledge toward the 

rating of "some value" (a mean rating of 3.5 to 4.49). 

However, television employers exhibited more definite 

ratings for individual employment positions. 

Television Sales.—Respondents representing "Television 

Sales" employers gave perfect mean ratings (5.0) to two areas 
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TABLE XXXVII 

TELEVISION BROADCASTERS' RATINGS OF ENTRY-LEVEL EMPLOYMENT 
REQUIREMENTS PREFERRED FOR THE TELEVISION INDUSTRY 

Skills and Areas a 
of Knowledge N=109 Mean 

1. Personal character traits which support worker 
productivity and harmonious relationships 

with other employees 4.761 
2. An understanding of the FCC's rules and 

regulations 4.596 
3. A general understanding of broadcast advertising 4.275 
4. Experience in television internships 4.229 
5. An understanding of present trends in 

broadcast programming 4.183 
6. An understanding of broadcast station management 4.174 
7. An understanding of human behavior and 

motivation 4.092 
8. Proficiency in typing 3.991 
9. A general understanding of advertising agencies. 3.982 
10. An understanding of the effects of programming 

on society • 3.972 
11. An understanding of consumer motives and buying 

habits 3.844 
12. An understanding of the use of computers in 

broadcasting 3.798 
13. Proficiency in shooting and editing video tape . 3.752 
14. An understanding of audience research methods 

in mass communications 3.734 
14. An understanding of the promotional mix of 

advertising, selling and sales promotion . . 3.734 
16. Proficiency in writing television copy 3.725 
17. Proficiency in reading and analyzing audience 

ratings 3.688 
18. An understanding of your state's business laws 

and legal framework 3.682 
19. An understanding of the American economic 

system 3.679 
20. Proficiency in reading and analyzing station 

advertising rate cards 3.596 
21. Proficiency in television announcing 3.486 
22. An understanding of broadcast history 3.477 
23. Proficiency in basic business math computations. 3.459 
24. An understanding of communication theories . . . 3.450 
25. An understanding of the United States 

political systems 3.376 
26. Proficiency in television directing 3.360 
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TABLE XXXVII (continued) 

TELEVISION BROADCASTERS' RATINGS OF ENTRY-LEVEL EMPLOYMENT 
REQUIREMENTS PREFERRED FOR THE TELEVISION INDUSTRY 

Skills and Areas 
of Knowledge N=109 Meana 

27. Proficiency in television news writing . . . . 
28. An understanding of man's cultural development 
29. Proficiency in television news reporting . . . 
30. An understanding of the principles of 

accounting and financial statements . . . . 
31. Proficiency in shooting movie film 
32. An understanding of the United States 

legal processes 
33. An understanding of United States history . . 
34. Proficiency in lighting studio sets . . . . . 
35. An understanding of international broadcasting 

practices 
36. An understanding of major literary works and 

authors 
37. An understanding of major musical works and 

styles 
38. Proficiency in speaking or reading a foreign . 
39. An understanding of human biological profiles 
40. Proficiency in drawing and/or painting two-

diminsional designs 
41. An understanding of the principles and 

applications of chemistry and/or physics 
42. An understanding of the fundamentals of botany 

3.349 
3.321 
3.312 

3.294 
3.239 

3.211 
3.101 
3.092 

2.826 

2.752 

2 .688 
2.642 
2.624 

2.532 

1.917 
1.862 

aMean Values—5=Very Valuable, 4=Some Value, 3=No Opinion, 
2=Little Value, l=No Value 

of knowledge (Table XXXVIII). Television broadcasters 

preferred employees who had knowledge in reading and 

analyzing rate cards and who understood broadcasting rates. 

Eleven skills and areas of knowledge reflected mean 

ratings of 4.5 to 5.0 (very valuable). "Television Sales" 

respondents indicated a preference for skills and areas of 
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TABLE XXXVIII 

TELEVISION BROADCASTERS' RATINGS OF ENTRY-LEVEL EMPLOYMENT 
REQUIREMENTS PREFERRED FOR TELEVISION SALES 

Skills and Areas 
of Knowledge N=22 Mean3 

1. Proficiency in reading and analyzing station 
advertising rate cards 5.000 

1. A general understanding of broadcast advertising 5.000 
3. An understanding of the promotional mix of 

advertising, selling and sales promotion . . 4.955 
3. A general understanding of advertising agencies. 4.955 
5. An understanding of consumer motives and buying 

habits 4.090 
6. An understanding of human behavior and 

motivation 4.818 
7. An understanding of audience research methods 

in mass communications 4.727 
8. Personal character traits which support worker 

productivity and harmonious relationships 
with other employees 4.591 

8. Proficiency in reading and analyzing audience 
ratings 4.591 

10. An understanding of the FCC's rules and 
regulations 4.545 

11. An understanding of present trends in 
broadcast programming 4.500 

12. Proficiency in basic business math computations. 4.455 
13. An understanding of the American economic 

system 4.364 
14. An understanding of broadcast management . . . . 4.318 
15. Experience in television internships 4.304 
16. Proficiency in writing television copy 4.273 
17. An understanding of the effects of 

programming on society 4.227 
18. An understanding of the principles of 

accounting and financial statements 4.182 
19. An understanding of the use of computers in 

broadcasting 4.136 
20. An understanding of your state's business laws 

and legal framework 4.000 
21. An understanding of communication theories . . . 3.818 
22. An understanding of broadcast history 3.773 
23. An understanding of man's cultural development . 3.500 
24. Proficiency in typing 3.318 
25. An understanding of the United States 

political systems 3.273 
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TABLE XXXVIII (continued) 

TELEVISION BROADCASTERS' RATINGS OF ENTRY-LEVEL EMPLOYMENT 
REQUIREMENTS PREFERRED FOR TELEVISION SALES 

Skills and Areas a 
of Knowledge N=22 Mean 

26. An understanding of the United States legal 
processes • • 3.182 

27. An understanding of international broadcasting 
practices 3.136 

28. An understanding of United States history . . . 2.727 
29. An understanding of major literary works and 

authors ! * * * 2.682 
30. An understanding of human biological profiles . 2.545 
30. Proficiency in television announcing 2.545 
32. Proficiency in shooting and editing video tape . 2.500 
33. An understanding of major musical works and 

styles . . . . . . . . . 2.455 
34. Proficiency in speaking or reading a foreign 

language 2.409 
34. Proficiency in lighting studio sets 2.409 
34. Proficiency in drawing and/or painting two-

dimensional designs 2.409 
37. Proficiency in television news writing . . . . 2.364 
37. Proficiency in shooting movie film 2.364 
39. Proficiency in television directing 2.333 
40. Proficiency in television news reporting . . . 2.318 
41. An understanding of the fundamentals of botany . 2.045 
42. An understanding of the principles and 

applications of chemistry and/or physics . . 1.909 

aMean Values—5=Very Valuable, 4=Some Value, 3=No Opinion, 
2=Little Value, l=No Value 

knowledge related to advertising and human behavior. Twelve 

phrases related business and programming as having "some 

value" for television sales positions. Ten phrases received 

a mean rating of less than 2.5 (little value). Most of the 

phrases concerned television production skills. 
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Television employers responsible for hiring sales 

personnel seemed to want employees with a broad knowledge 

of advertising and business. An understanding of the 

station's daily business operation was emphasized. 

Television News.—"News" respondents placed "some value" 

on several areas of knowledge related to liberal arts courses 

(Table XXXIX). Employers of news personnel preferred 

employees with knowledge in political systans, legal processes, 

business laws, United States history and the American economic 

system. "Some value" was placed on understanding human and 

social behavior. Specific skills were desired in news reporting, 

news writing, typing, television announcing and shooting and 

editing video tape. 

Skills and areas of knowledge related to advertising and 

business received ratings of "no opinion" or "little value." 

Production skills were also rated at these levels. 

None of the phrases received a rating of "no value." 

Television news broadcasters seemed to prefer employees 

with a broad liberal arts education. 

Television Production.—Television broadcasters seemed 

to want specific employment skills for positions in 

production (Table XL). Employers preferred proficiencies 

in television direction, shooting and editing video tape, 

studio lighting, shooting movie film and television 

announcing. Respondents also wanted employees to understand 
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TABLE XXXIX 

TELEVISION BROADCASTERS' RATINGS OF ENTRY-LEVEL EMPLOYMENT 
REQUIREMENTS PREFERRED FOR TELEVISION NEWS 

Skills and Areas a 
of Knowledge N=31 Mean 

1. Proficiency in television news reports 4.935 
2. Personal character traits which support worker 

productivity and harmonious relationships 
with other employees 4.871 

2. An understanding of the United States 
political systems 4.871 

4. Proficiency in television news writing 4.839 
5. Proficiency in typing 4.677 
6. Proficiency in television announcing 4.581 
7. An understanding of the United States legal 

processes 4.548 
8. An understanding of the FCC's rules and 

regulations 4.516 
9. An understanding of your state's business laws 

and legal framework 4.452 
10. An understanding of human behavior and 

motivation 4.387 
11. An understanding of the American economic 

system 4.355 
12. Proficiency in shooting and editing video tape . 4.323 
13. An understanding of United States history . . . 4.161 
14. An understanding of present trends in broadcast 

programming 4.097 
15. An understanding of the effects of programming 

on society 4.032 
16. An understanding of broadcast management . . . . 3.935 
17. Experience in television internships 3.903 
18. An understanding of man's cultural development . 3.839 
19. An understanding of consumer motives and 

buying habits 3.742 
20. An understanding of audience research methods 

in mass communications 3.645 
20. Proficiency in shooting movie film 3.645 
22. Proficiency in television directing 3.520 
23. An understanding of broadcast history 3.484 
24. Proficiency in reading and analyzing audience 

ratings 3.387 
24. General understanding of broadcast advertising . 3.387 
26. An understanding of communication theories . . . 3.355 
26. An understanding of major literary works and 

authors 3.355 
28. An understanding of the principles of 

accounting and financial statements 3.226 
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TABLE XXXIX (continued) 

TELEVISION BROADCASTERS' RATINGS OF ENTRY-LEVEL EMPLOYMENT 
REQUIREMENTS PREFERRED FOR TELEVISION NEWS 

Skills and Areas 
of Knowledge N=31 Mean 

28. An understanding of the use of computers in 
broadcasting 3.226 

30. Proficiency in speaking or reading a foreign 
language 3.194 

31. Proficiency in lighting studio sets 3.097 
32. An understanding of human biological profiles . 2.839 
32. An understanding of international broadcasting 

practices 2.839 
34. A general understanding of advertising agencies 2.774 
35. Proficiency in basic business math computations 2.742 
35. An understanding of the promotional mix of 

advertising, selling and sales promotion . . 2.742 
37. Proficiency in writing television advertising . 2.613 
38. An understanding of major musical works 

and styles 2.516 
39. Proficiency in reading and analyzing station 

advertising rate cards 2.355 
40. Proficiency in drawing and/or painting two-

diminsional designs 2.129 
41. An understanding of the principles and 

applications of chemistry and/or physics . . 2.097 
42. An understanding of the fundamentals of botany. 1.806 

aMean Values—5=Very Valuable, 4=Some Value, 3=No Opinion, 
2=Little Value, l=No Value 

the FCC's rules and regulations, programming trends, broad-

cast advertising and broadcast management. Experience in 

television internships received a rating of "some value." 

The skills and areas of knowledge related to news and 

liberal arts courses reflected lower mean ratings than the 

ratings given by news employers. Skills and areas of 
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TABLE XL 

TELEVISION BROADCASTERS1 RATINGS OF ENTRY-LEVEL EMPLOYMENT 
REQUIREMENTS PREFERRED FOR TELEVISION PRODUCTION 

Skills and Areas 
of Knowledge N=31 

1. Proficiency in television directing. . . . . . 
2. Proficiency in shooting and editing video tape 
2. Personal character traits which support worker 

productivity and harmonious relationships 
with other employees 

4. An understanding of the FCC's rules and 
regulations 

5. Proficiency in lighting studio sets . . . . . 
6. An understanding of present trends in broadcast 

programming . . . 
7. Experience in television internships . . . . 
8. A general understanding of broadcast advertising 
9. Proficiency in shooting movie film . . . . . 
10. An understanding of broadcast management . . 
11. An understanding of the effects of programming 

on society 
11. Proficiency in writing television advertising 
13. A general understanding of advertising agencies 
14. Proficiency in television announcing . 
15. An understanding of the promotional mix of 

advertising, selling and sales promotion 
15. An understanding of human behavior and 

motivation 
17. An understanding of the use of computers in 

broadcasting 
18. An understanding of communication theories . . 
18. Proficiency in television news writing . . . . 
20. Proficiency in drawing and/or painting two-

diminsional designs 
21. Proficiency in reading and analyzing audience 

ratings 
21. An understanding of consumer motives and buying 

habits 
21. Proficiency in reading and analyzing rate cards 
21. An understanding of audience research methods 
25. An understanding of broadcast history . . . . 
26. Proficiency in typing 
27. Proficiency in television news reporting . . . 
28. An understanding of major musical works and 

authors 

Mean3 

4. .885 
4, .871 

4, .871 

4 .677 
4 .613 

4 .548 
4 .452 
4 .387 
4 .290 
4 .226 

4 .161 
4 .161 
4 .032 
4 .000 

3 .935 

3 .935 

3 .710 
3 .677 
3 .677 

3 .645 

3 .613 

3 .613 
3 .613 
3 .613 
3 .516 
3 .452 
3 .387 

3 .290 



98 

TABLE XL (continued) 

TELEVISION BROADCASTERS' RATINGS OF ENTRY-LEVEL EMPLOYMENT 
REQUIREMENTS PREFERRED FOR TELEVISION PRODUCTION 

Skills and Areas a 
of Knowledge N=31 Mean 

28. An understanding of the American economic 
system 3.290 

30. An understanding of man's cultural development . 3.194 
30. Proficiency in basic business math computation . 3.194 
32. An understanding of your state's business 

laws and legal framework 3.000 
33. An understanding of United States history . . . 2.935 
34. An understanding of the principles of 

accounting and financial statements . . . . . 2.90 3 
35. An understanding of international broadcasting 

practices 2.806 
36. An understanding of the United States 

political system . . . . 2.742 
37. An understanding of major literary works and 

authors 2.677 
38. An understanding of the United States legal 

processes 2.645 
38. An understanding of human biological profiles . 2.645 
40. Proficiency in speaking or reading a foreign 

language 2.548 
41. An understanding of the fundamentals of 

botany 1.871 
42. An understanding of the principles and 

applications of chemistry and/or physics . . 1.86 9 

aMean Values—5=Very Valuable, 4=Some Value, 3=No Opinion, 
2=Little Value, l=No Value 

knowledge in news writing, reporting, United States 

government, American history and economic systems revealed 

response ratings of 2.645 to 3.387 or "no opinion." 

Broadcasters seemed to place more value on skills and job 

training than on knowledge of liberal arts. 
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Two areas of knowledge reflected mean rating of 

less than 2.5. Knowledge of botany, chemistry and/or 

physics had little employment value for entry-level 

positions in broadcasting. 

Traffic and Continuity.—Fewer skills arid areas of 

knowledge were preferred in entry-level positions of traffic 

and continuity than in the other three television employment 

positions (Table XLI). Nine skills and areas of knowledge 

received rating means of 4.5 or greater (very valuable). 

Broadcasters wanted employees to possess skills and areas of 

knowledge concerning broadcast advertising, broadcast 

station management, and the FCC's rules and regulations. 

Respondents also preferred proficiency in typing skills. 

Skills and areas of knowledge related to liberal arts, 

television production and television news received rating 

means of 1.64 to 2.4. Even though "Traffic" employees work 

closely with production personnel, proficiency in production 

skills are not preferred. Broadcasters also seemed to place 

"little value" in skills and areas of knowledge related 

to liberal arts and television news. Broadcasters want 

employees with skills related to duties associated with 

television traffic and continuity. 

Sixteen phrases (38 per cent) reflected mean ratings 

of less than 2.5 (little value). However, no phrase 

reflected a mean rating of "no value." 
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TABLE XLI 

TELEVISION BROADCASTERS' RATINGS OF ENTRY-LEVEL EMPLOYMENT 
REQUIREMENTS PREFERRED FOR TRAFFIC AND CONTINUITY 

Skills and Areas a 
of Knowledge N=25 Mean 

1. Personal character traits which support worker 
productivity and harmonious relationships 

with other employees 4.640 
1. An understanding of the FCC's rules and 

regulations 4.640 
3. A general understanding of Broadcast advertising 4.600 
4. A general understanding of advertising agencies. 4.560 
5. Proficiency in typing . . . 4.400 
6. An understanding of the use of computers in 

broadcasting . . . . 4.320 
7. An understanding of broadcast station 

management 4.280 
8. Experience in television internships . . . . . . . 4.240 
9. Proficiency in writing television advertising . 4.080 
10. Proficiency in reading and analyzing station 

advertising rate cards 3.880 
11. Proficiency in basic business math 

computations 3.800 
12. An understanding of the promotional mix of 

advertising, selling and sales promotions . . 3.640 
13. An understanding of present trends in broadcast 

programming 3.560 
14. An understanding of the effects of programming 

on society 3.440 
15. Proficiency in reading and analyzing audience 

ratings 3.360 
16. An understanding of consumer motives and buying 

habits 3.320 
17. An understanding of human behvaior and 

motivation 3.280 
18. An understanding of broadcast history 3.160 
19. An understanding of your state's business laws 

and legal framework 3.120 
20. An understanding of audience research methods 

in mass communications 3.119 
21. An understanding of the principles of accounting 

and financial statements 3.0 80 
22. An understanding of communication theories . . . 2.960 
23. Proficiency in shooting and editing video tape . 2.760 
24. An understanding of the American economic 

system 2.720 
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TABLE XLI (continued) 

TELEVISION BROADCASTERS' RATINGS OF ENTRY-LEVEL EMPLOYMENT 
REQUIREMENTS PREFERRED FOR TRAFFIC AND CONTINUITY 

Skills and Areas a 
of Knowledge 

IT)
 

CM
 

II S3 Mean 

25. An understanding of man's cultural development 
26. An understanding of international broadcasting 

practices 
27. An understanding of the United States political 

systems 
27. An understanding of human biological 

characteristics 
29. An understanding of major musical works 

and styles 
30. Proficiency in television announcing . . . 
30. An understanding of United States history . 
32. Proficiency in speaking or reading a foreign 

language 
32. An understanding of the United States legal 

processes 
34. Proficiency in shooting movie film . . . . 
35. An understanding of major literary works and 

authors 
36. Proficiency in television directing . . . 
37. Proficiency in television news reporting 
38. Proficiency in television news writing . . 
39. Proficiency in lighting studio sets . . . . 
40. An understanding of the fundamentals of botany 
41. Proficiency in drawing and/or painting two-

diminsional designs 
42. An understanding of the principles and 

applications of chemistry and/or physics . 

2.680 

2.560 

2.400 

2.400 

2.360 
2.320 
2.320 

2.280 

2 . 2 8 0 
2 . 2 0 0 

2.160 
2.100 
2.080 
2.000 
1.800 
1.760 

1.720 

1.640 

aMean Values—5=Very Valuable, 4=Some Value, 3=No Opinion, 
2=Little Value, l=No Value 

Value of A College Degree in Broadcasting 
for Television Employment Positions 

Television broadcasters were asked to rate the value of 

a college degree in broadcasting for each entry-level 
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employment position. After the mean ratings were computed 

for each position, a one-way analysis of variance was com-

puted among the employment positions' means to examine mean 

differences. Analysis of the mean ratings corresponding to 

market sizes was also conducted. 

Television employers of "Traffic and Continuity" per-

sonnel seemed to place less value on a college degree in 

broadcasting than employers of the other three employment 

positions (Table XLII). Television news respondents indi-

cated that a college degree in broadcasting was "very 

valuable." The means for "Production" and "Sales" reflected 

that television broadcasters had "some value" concerning a 

college degree in broadcasting. 

Significant mean differences were revealed (p<.001) 

among employment position ratings (Table XLII) by a one-way 

analysis of variance. Significant mean differences were 

identified by a Scheffe test. The means for "Traffic" dif-

fered significantly (p<.05) with "News" and "Production." 

The responses concerning the value of a college degree 

in broadcasting were also analyzed by the three television 

market sizes. A one-way analysis of variance failed to 

reveal significant mean differences (Table XLIII) among the 

market sizes at the .05 level. Respondents placed similar 

values on a college degree in broadcasting. 
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TABLE XLII 

THE VALUE OF A COLLEGE DEGREE IN BROADCASTING FOR 
ENTRY-LEVEL EMPLOYMENT POSITIONS IN TELEVISION 

Employment 
Positions Responses Mean 

Traffic and Continuity 
Broadcast News 
Advertising Sales 
Television Production 

25 
31 
22 
31 

3.000 
4.548 
3.818 
4.258 

Source of Variance 

Source df SS MS F P 

Between Groups 
Within Groups 
Total 

3 
105 
108 

36.967 
134.885 
171.852 

12.322 
1.284 

9.592 .001 

A Scheffe test revealed significant mean differences (p<.05) 
between "Traffic" and "News" and between "Traffic" and 
"Production." 

TABLE XLIII 

TELEVISION BROADCASTERS' RATINGS OF A COLLEGE DEGREE IN 
BROADCASTING FOR ENTRY-LEVEL EMPLOYMENT POSITIONS 

Market Size Responses Mean 

Small 
Medium 
Large 

30 
41 
38 

4.000 
3.707 
4.211 

Source of Variance 

Source df SS MS F P 

Between Groups 
Within Groups 
Total 

2 
106 
108 

5.049 
166.803 

171.852 

2.524 
1.573 

1.604 .206 

There were no significant mean differences among market 
sizes. 
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Statistical Analyses of Skills and Areas 
of Knowledge Preferred for Entry Level 

Television Employment Positions 

Skills and areas of knowledge which reflected signi-

ficant mean differences at the .05 level of significance 

or greater were reported in this section. Twenty-six 

phrases were identified with significant mean differences. 

In some cases, the mean ratings for each employment position 

reflected ratings of "very valuable" or "some value." 

However, the mean ratings for employment positions may 

reflect a significantly greater mean than the other three 

positions. 

A ScheffS test was computed for each phrase that 

reflected significant mean differences among the four 

employment positions. Significant means were identified 

at the .05 level. 

The mean rating for each phrase was analyzed by the 

three television market sizes. A one-way analysis of 

variance identified three phrases with significant mean 

ratings among the market sizes. The analyses are reported 

later in this section. 

Proficiency in Typing.—Employers for "Broadcast News" 

and "Traffic and Continuity" rated typing skills higher 

than the other two employment positions (Table XLIV). A 

one-way analysis of variance revealed significant mean 

difference (pc.001) among the four employment position 



105 

ratings. The Scheff£ test indicated that the mean for "News" 

differed significantly (p<.05) with "Sales" and "Production." 

The mean for "Traffic" also differed significantly (pc.05) 

with means for "Sales" and "Production." 

Understanding the United States Political Systems.— 

"Broadcast News" employers wanted personnel who understand 

the United States political systems (Table XLV). Significant 

mean differences (pc.OOl) were revealed among employment 

position ratings by a one-way analysis of variance. When 

analyzed by a Scheffe test, significant mean differences 

(p<.05) were observed between "News" and each of the other 

three positions. 

Understanding of Your State's Business Laws and Legal 

Framework.—As indicated in Table XLVI, "News" and "Sales" 

employers wanted employees to understand the state business 

laws. A one-way analysis of variance indicated significant 

mean differences (p<.001) among employment position ratings. 

A Scheff£ test reflected that the mean for "News" differed 

significantly (p<.05) with the means for "Traffic" and 

"Production." The mean for "Sales" also differed significantly 

(pc.05) with the mean for "Production." 

Understanding of the United States Legal Processes.—• 

A one-way analysis of variance (Table XLVII) revealed signi-

ficant mean differences (p<.001)among employment position 
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TABLE XLIV 

PROFICIENCY IN TYPING FOR TELEVISION EMPLOYEES 

Employment 
Positions Responses Mean 

Traffic and Continuity 
Broadcast News 
Advertising Sales 
Television Production 

25 
31 
22 
31 

4 
4 
3 
3 

.400 

.667 

.318 

.451 

Source of Variation 

Source df SS MS F P 

Between Groups 3 
Within Groups 105 
Total 108 

37.766 12.588 11.884 
111.224 1.059 
148.990 

.001 

A Scheffe test revealed significant mean differences 
between "News" and "Sales" and between "News'" and 
"Production." "Traffic" differed (p<.05) with "Sales 

(p<. 
ft 

• 

05) 

TABLE XLV 

AN UNDERSTANDING OF 
SYSTEMS FOR 

THE UNITED STATES POLITICAL 
TELEVISION EMPLOYEES 

Employment 
Positions Responses Mean 

Traffic and Continuity 
Broadcast News 
Advertising Sales 
Television Production 

25 
31 
22 
31 

2 
4 
3 
2 

.400 

.871 

.273 

.741 

Source of Variation 

Source df SS MS F P 

Between Groups 3 
Within Groups 105 
Total 108 

105.794 35.265 35.004 
105.782 1.008 
211.577 

.001 

A Scheffe test revealed significant mean differences 
(p<.05) between "News" and each of the other three positions. 
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TABLE XLVI 

AN UNDERSTANDING OF YOUR STATE'S BUSINESS LAWS 
AND LEGAL FRAMEWORK FOR TELEVISION EMPLOYEES 

Employment 
Positions Responses Mean 

Traffic and Continuity 
Broadcast News 
Advertising Sales 
Television Production 

25 
31 
22 
31 

3.120 
4.451 
4.000 
3.000 

Source of Variation 

Source df SS MS F P 

Between Groups 
Within Groups 
Total 

3 
105 
108 

42.728 
118.317 
161.047 

14.243 
1.127 

12.640 .001 

A Scheffe test revealed significant mean differences (p<.05) 
between "News" and "Production" and between "News" and 
"Traffic," "Sales" differed (p<.05) with "Production." 

TABLE XLVII 

AN UNDERSTANDING OF THE UNITED STATES LEGAL 
PROCESSES FOR TELEVISION EMPLOYEES 

Employment 
Positions Responses Mean 

Traffic and Continuity 
Broadcast News 
Advertising Sales 
Television Production 

25 
31 
22 
31 

2.280 
4.548 
3.181 
2.645 

Source of Variation 

Source df SS MS F P 

Between Groups 
Within Groups 
Total 

3 
105 
108 

87.059 
125.086 
212.146 

29.019 
1.191 

24.360 .001 

A Scheffe test revealed significant mean differences (p<.05) 
between "News" and each of the other three positions. 
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ratings for the phrase, "understanding of the United States 

legal processes." When analyzed by a Scheffts test significant 

mean differences (p<.05) were reflected between "News" and 

each of the other three positions. Broadcasters wanted "News" 

employees with an understanding of the United States legal 

processes. 

Understanding of United States History.—Respondents 

preferred employees to possess knowledge concerning United 

States history for television news positions (Table XLVIII). 

Significant mean difference (p<.001) were reflected among 

employment position ratings. A Scheff6 test indicated 

significant mean differences at the .05 level between "News" 

and each of the other three employment positions. 

Understanding of the American Economic System.—Employers 

of "News" and "Sales" personnel wanted employees to under-

stand the American economic system (Table XLIX). Significant 

mean differences (p<.001) were observed among employment 

position ratings. A Scheff£ test indicated significant mean 

differences (p<.05) between "Sales" and "Traffic" and between 

"Sales" and "Production." "News" differed significantly at 

the .05 level with "Traffic" and "Production." 

Understanding the Principles of Accounting and Inter-

pretation of Financial Statements.—"Advertising Sales" 

respondents wanted employees who understand the principles 
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TABLE XLVIII 

AN UNDERSTANDING OF UNITED STATES HISTORY 
FOR TELEVISION EMPLOYEES 

Employment 
Positions Responses Mean 

Traffic and Continuity 
Broadcast News 
Advertising Sales 
Television Production 

25 
31 
22 
31 

2.320 
4.161 
2.727 
2.935 

Source of Variation 

Source df SS MS F P 

Between Groups 
Within Groups 
Total 

3 
105 
108 

54.021 18.007 13.518 
139.867 1.332 
193.889 

.001 

A Scheffe test 
between "News" 

revealed 
and each ' 

significant mean differences 
of the other three positions. 

(p <.05) 

TABLE XLIX 

AN UNDERSTANDING OF THE AMERICAN ECONOMIC SYSTEM 
FOR TELEVISION EMPLOYEES 

Employment 
Positions Responses Mean 

Traffic and Continuity 
Broadcast News 
Advertising Sales 
Television Production 

25 
31 
22 
31 

2.720 
4.354 
4.363 
3.290 

Source of Variation 

Source df SS MS F P 

Between Groups 
Within Groups 
Total 

3 
289 
292 

52.146 
147.614 
199.761 

17.382 
1.406 

12.364 .001 

A Scheffe test revealed significant mean differences (p<.05) 
between "Sales" and "Traffic" and between "Sales" and 
"Production." "News" differed (p<.05) with "Traffic." 
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of accounting (Table L). When analyzed by a one-way 

analysis of variance, significant mean differences (p<.007) 

were revealed among employment position ratings. A Scheffe 

test identified significant mean differences at the .05 

level between "Sales" and "Production." 

A one-way analysis of variance (Table LI) revealed 

significant mean differences (p<.025) among market sizes 

for knowledge related to accounting. A Scheffe test indicated 

significant mean differences (p<.05) between "small" and 

"large" markets. Respondents representing "large" markets 

placed "some value" on knowledge of accounting. 

Understanding of Human Behavior and Motivation.— 

Employers of "News" and "Sales" personnel preferred employees 

who understand human behavior and motivation (Table LII). 

Significant mean differences (p<.001) were revealed among 

employment position ratings by a one-way analysis of 

variance. When analyzed by a Scheffe test, significant mean 

differences (p<.05) were observed between "News" and "Traffic." 

"Sales" also differed significantly (p<.05) with "Traffic" and 

"Production." 

Understanding of Consumer Motives and Buying Habits.— 

As indicated in Table LIII, "Sales" employers wanted employees 

to understand consumer motives and buying habits. A one-way 

analysis of variance indicated significant mean differences 

(p<.001) among employment position ratings. A Scheffe test 
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TABLE L 

AN UNDERSTANDING OF THE PRINCIPLES OF ACCOUNTING AND 
INTERPRETATION OF FINANCIAL STATEMENTS FOR TELEVISION 

Employment 
Positions Responses Mean 

Traffic and Continuity 
Broadcast News 
Advertising Sales 
Television Production 

25 
31 
22 
31 

3.080 
3.225 
4.181 
2.903 

Source of Variance 

Source df SS MS F P 

Between Groups 3 
Within Groups 105 
Total 108 

23.363 7.788 
193.241 1.840 
216.605 

4.232 .007 

A Scheffe revealed significant mean differences (p<.05) 
between "Sales" and "Production." 

TABLE LI 

AN UNDERSTANDING OF THE PRINCIPLES OF 
INTERPRETATION OF FINANCIAL STATEMENTS 

ACCOUNTING AND 
BY MARKET SIZE 

Market Size Responses Mean 

Small 
Medium 
Large 

30 
41 
38 

2.667 
2.829 
3.500 

Source of Variance 

Source df SS MS F P 

Between Groups 2 14.634 7.317 3.840 .025 
Within Groups 106 201.970 1.905 
Total 108 216.605 

A Scheff£ test revealed significant mean differences (p<.05) 
between "Small" and "Large" markets. 
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TABLE LII 

AN UNDERSTANDING OF HUMAN BEHAVIOR AND MOTIVATION 
FOR TELEVISION EMPLOYEES 

Employment 
Positions Responses Mean 

Traffic and Continuity 
Broadcast News 
Advertising Sales 
Television Production 

25 
31 
22 
31 

3.280 
4.387 
4.818 
3.935 

Source of Variation 

Source df SS MS F P 

Between Groups 
Within Groups 
Total 

3 
105 
108 

31.544 
125.538 
157.082 

10.514 
1.195 

8.794 .001 

A Scheffe test revealed significant mean differences (p<.05) 
between "News" and "Traffic." "Sales" differed (p<.05) 
with "Traffic" and "Production." 

TABLE LIII 

AN UNDERSTANDING OF CONSUMER MOTIVES AND BUYING 
HABITS FOR TELEVISION EMPLOYEES 

Employment 
Positions Responses Mean 

Traffic and Continuity 
Broadcast News 
Advertising Sales 
Television Production 

25 
31 
22 
31 

3.320 
3.741 
4.909 
3.612 

Source of Variation 

Source df SS MS F P 

Between Groups 
Within Groups 
Total 

3 
105 
108 

33.800 
162.548 
196.348 

11.266 
1.548 

11.267 .001 

A Scheffe test revealed significant mean differences (p<.05) 
between "Sales" and each of the other three positions. 
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reflected that the mean for "Sales" differed significantly 

(p<.05) with the mean for each of the other three positions. 

Proficiency in Business Math Computations.—Broadcast 

sales employers preferred employees with proficiency in 

business math computations (Table LIV). When analyzed by 

a one-way analysis of variance, significant mean differences 

(p<.001) were indicated among employment position ratings. 

A Scheffe test identified significant mean differences at 

the .05 level between "Sales" and "News" and also between 

"Sales" and "Traffic." The mean for "News" differed signi-

ficantly (p<.05) with the mean for "Traffic." 

A one-way analysis of variance reflected significant 

mean differences (p<.038) among market sizes (Table LV). 

The Scheff£ test identified significant mean differences 

at the .05 level between "small" and "large" market sizes. 

Large market stations seemed to place a significantly greater 

value on business math proficiency. 

An Understanding of the Promotional Mix of Advertising 

Personal Selling and Sales Promotion.—A one-way analysis 

of variance (Table LVI) revealed significant mean differences 

(p<.001) among employment position ratings for knowledge in 

the promotional mix of advertising. Significant mean 

differences (p<.05) were revealed (by a Scheffe test) between 

"News" and "Production." The mean for "Sales" also differed 
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PROFICIENCY IN BUSINESS MATH COMPUTATIONS 
FOR TELEVISION POSITIONS 
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Employment 
Positions Responses Mean 

Traffic and Continuity 
Broadcast News 
Advertising Sales 
Television Production 

25 
31 
22 
31 

3.800 
2.741 
4.454 
3.193 

Source of Variance 

Source df SS MS F P 

Between Groups 
Within Groups 
Total 

3 
105 
108 

42.835 
188.228 
231.063 

14.278 
1.792 

7.965 .001 

A Scheff^" test revealed significant mean differences (p <. 05) 
between "Sales" and "News,between "Sales" and "Traffic," 
and also between "News" and "Traffic." 

TABLE LV 

PROFICIENCY IN BUSINESS MATH COMPUTATIONS 
BY MARKET SIZE 

Market Size Responses Mean 

Small 
Medium 
Large 

30 
41 
38 

3.000 
3.390 
3.895 

Source of Variance 

Source df SS MS F P 

Between Groups 
Within Groups 
Total 

2 
106 
108 

13.730 
217.334 
231.063 

6.864 
2.050 

3.348 .038 

A Scheffe test revealed significant mean differences (p<.05) 
between "Small" and "Large" market sizes. 
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significantly at the .05 level with the means for "News" and 

"Traffic." Respondents wanted employers in "Production" and 

"Sales" to understand the promotional mix of advertising. 

Proficiency in Reading and Analyzing Station Ratings •— 

Advertising sales employers preferred employees with profi-

ciency in reading and analyzing station ratings (Table LVII). 

When analyzed by a one-way analysis of variance, significant 

mean differences (p<.006) were reflected among employment 

position ratings. A Scheff§ test identified significant mean 

differences (p.<05) between "Sales" and "Traffic" and between 

"Sales" and "News." 

Proficiency in Reading and Analyzing Station Rate Cards.— 

Respondents preferred proficiency in reading and analyzing 

station rate cards for "Sales" personnel (Table LVIII). 

Significant mean differences (p<.001) were reflected among 

employment position ratings. A Scheffe test indicated 

significant mean differences (p<.05) between "Sales" and 

each of the other three positions. The mean for "News" 

differed significantly (p<.05) with the means for each of the 

other three positions. News employers saw "little value" in 

reading station rate cards. 

General Understanding of Broadcast Advertising.—Employers 

of broadcast sales personnel wanted employees to understand 

broadcast advertising (Table LIX). Significant mean differences 
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TABLE LVI 

AN UNDERSTANDING OF THE PROMOTIONAL MIX OF ADVERTISING, 
PERSONAL SELLING AND SALES PROMOTION 

FOR TELEVISION EMPLOYEES 

Employment 
Positions Responses Mean 

Traffic and Continuity 
Broadcast News 
Advertising Sales 
Television Production 

25 
31 
22 
31 

3.640 
2.741 
4.954 
3.935 

Source of Variation 

Source df SS MS F P 

Between Groups 3 
Within Groups 105 
Total 108 

64.763 
174.520 
239.283 

21.587 
1.662 

12.988 .001 

A Scheffe test revealed significant mean differences (p<.05) 
between "News" and "Production." "Sales" also differed 
significantly (p <.05) with "News" and "Traffic." 

TABLE LVII 

PROFICIENCY IN READING AND ANALYZING STATION 
RATINGS FOR TELEVISION EMPLOYEES 

Employment 
Positions Responses Mean 

Traffic and Continuity 
Broadcast News 
Advertising Sales 
Television Production 

25 
31 
22 
31 

3.360 
3.387 
4.590 
3.612 

Source of Variation 

Source df SS MS F p 

Between Groups 
Within Groups 
Total 

3 
105 
108 

23.606 
183.787 
207.393 

7.868 
1.750 

4.496 .006 

A Scheffe revealed significant mean differences (p<.05) 
between "Sales" and "Taffic" and "Sales" and "News." 
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TABLE LVIII 

PROFICIENCY IN READING AND ANALYZING STATION 
RATE CARDS FOR TELEVISION EMPLOYEES 

Employment 
Positions Responses Mean 

Traffic and Continuity 
Broadcast News 
Advertising Sales 
Television Production 

25 
31 
22 
31 

3.880 
2.354 
5.000 
3.613 

Source of Variance 

Source df SS MS F P 

Between Groups 
Within Groups 
Total 

3 
105 
108 

93.147 
175.089 
268.238 

31.049 
1.667 

18.620 .001 

A Scheffe test revealed significant mean differences (p<.05) 
between "Sales" and each of the other three positions. 
"News" also differed with all three positions. 

TABLE LIX 

A GENERAL UNDERSTANDING OF BROADCAST ADVERTISING 
FOR TELEVISION EMPLOYEES 

Employment 
Positions Responses Mean 

Traffic and Continuity 25 4.600 
Broadcast News 31 3.381 
Advertising Sales 22 5.000 
Television Production 31 4.387 

Source of Variance 

Source df SS MS F P 

Between Groups 3 39.033 13.011 13.840 .001 
Within Groups 105 98.709 .941 
Total 108 137.742 

A Scheffe test revealed significant mean differences at the 
.05 level between "News" and each of the other positions. 
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(pc.OOl) were observed among employment position rating. 

A Scheff§ test indicated significant mean differences (p<.05) 

between "News" and each of the other three positions. 

Employers of news personnel had no opinion concerning the 

value of knowledge in broadcast advertising. 

General Understanding of Advertising Agencies.— 

"News" respondents placed "little value" in knowledge of 

advertising agencies (Table LX). A one-way analysis of 

variance reflected significant mean differences (p<.001) 

among employment position ratings. A Scheff£ test identified 

significant mean differences (p<.05) between "News" and each 

of the other three positions. Respondents representing news 

employers gave "no opinion" to knowledge of advertising 

agencies. 

Understanding of the Effects of Programming on Society.— 

A one-way analysis of variance (Table LXI) revealed significant 

mean differences (p<.002) among employment position ratings 

for knowledge of the effects of programming on society. A 

Scheff£ test indicated that the mean for "Traffic" differed 

significantly (p<.05) with the means for "Sales" and 

"Production." Respondents for "Traffic" rated the phrase, 

"the effects of programming on society," significantly lower 

than "Sales" and "Production" respondents. 
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TABLE LX 

A GENERAL UNDERSTANDING OF ADVERTISING AGENCIES 
FOR TELEVISION EMPLOYEES 

Employment 
Positions Responses Mean 

Traffic and Continuity 
Broadcast News 
Advertising Sales 
Television Production 

25 
31 
22 
31 

4.560 
2.774 
4.954 
4.032 

Source of Variance 

Source df SS MS F P 

Between Groups 
Within Groups 
Total 

3 
105 
108 

74.461 
121.501 
195.962 

24.820 
1.157 

21.450 .001 

A Scheffd" test revealed significant mean differences 
(p<.05) between "News" and each of the other positions. 

TABLE LXI 

AN UNDERSTANDING OF THE EFFECTS OF PROGRAMMING 
ON SOCIETY FOR TELEVISION EMPLOYEES 

Employment 
Positions Responses Mean 

Traffic and Continuity 
Broadcast News 
Advertising Sales 
Television Production 

25 
31 
22 
31 

3.560 
4.096 
4.500 
4.548 

Source of Variance 

Source df SS MS F P 

Between Groups 
Within Groups 
Total 

3 
105 
108 

16.283 
106.046 
122.330 

5.427 
1.010 

5.374 .002 

A Scheff^" test revealed significant mean differences at 
the .05 level between "Traffic" and "Sales" and also 
between "Traffic" and "Production." 
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Understanding of the Use of Computers in Broadcasting.— 

As indicated in Table LXII, "Traffic" and "Sales" employers 

wanted employees who understand the use of computers in 

broadcasting. A one-way analysis of variance indicated 

significant mean differences (p<.003) among employment 

position rating. A Scheffe test reflected that the mean 

rating for "News" differed significantly (p<.05) with "Sales" 

and "Traffic." News employers did not indicate an employment 

value in the use of computers in broadcasting. 

A one-way analysis of variance (Table LXIII) indicated 

significant mean differences (p<.025) among market sizes for 

knowledge related to the use of computers. A Scheff6 test 

revealed significant mean differences (p<.05) between "small" 

and "large" market responses. Respondents representing large 

market stations valued the knowledge of computers significantly 

more than small market responses. 

Understanding Audience Research Methods in Mass 

Communications.—Broadcast sales employers preferred employees 

who understand audience research methods in mass communications 

(Table LXIV). A one-way analysis of variance indicated signi-

ficant mean differences (pc.OOl) among employment position 

ratings. A Scheff£ test reflected significant mean differences 

(p<.05) between "Sales" and each of the other three positions. 
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TABLE LXII 

AN UNDERSTANDING OF THE USE OF COMPUTERS IN 
BROADCASTING FOR TELEVISION POSITIONS 

Employment 
Positions Responses Mean 

Traffic and Continuity 
Broadcast News 
Advertising Sales 
Television Production 

25 
31 
22 
31 

4.320 
3.2.25 
4.136 
3.709 

Source of Variance 

Source df SS MS F P 

Between Groups 
Within Groups 
Total 

3 
105 
108 

19.722 
137.837 
157.559 

6.574 
1.312 

5.008 .003 

A Scheffe test revealed significant mean differences (p<.05) 
between "News" and "Sales," and between "News" and "Traffic." 

TABLE LXIII 

AN UNDERSTANDING OF THE USE OF COMPUTERS IN 
BROADCASTING BY MARKET SIZE 

Market Size Responses Mean 

Small 
Medium 
Large 

30 
41 
38 

3.367 
3.781 
4.158 

Source of Variance 

Source df SS MS F P 

Between Groups 
Within Gropus 
Total 

2 
106 
108 

10.516 5.258 
147.043 1.387 
157.559 

3.790 .025 

A Scheffe test 
between "Small" 

revealed significant mean 
and "Large" market sizes. 

differences (P< .05) 
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Proficiency in Writing Television Advertising Copy.— 

Broadcast news employers indicated that proficiency in writing 

television advertising copy had little employment value for 

"News" employees (Table LXV). When analyzed by a one-way 

analysis of variance, significant mean differences (pc.OOl) 

were revealed among employment position ratings. Significant 

mean differences at the .05 level were indicated (by a Scheff£ 

test) between "News" and each of the other three positions. 

Proficiency in Television Announcing.—Respondents 

representing "News" and "Production" preferred employees with 

proficiency in television announcing (Table LXVI). Signifi-

cant mean differences (pc.OOl) were reflected among employment 

position ratings. A Scheffe test indicated that the mean for 

"News" differed significantly (p<.05) with "Traffic" and "News." 

The mean for "Production" also differed significantly (p<.05) 

with "Traffic" and "Sales." 

Proficiency in Television News Reporting.—Broadcast 

news employers wanted employees with proficiency in tele-

vision news reporting (Table LXVII). A one-way analysis 

of variance reflected significant mean differences (pc.OOl) 

among employment positions. A Scheffe test identified signi-

ficant mean differences (p<.05) between "News" and each of 

the other three positions. 
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TABLE LXIV 

AN UNDERSTANDING OF AUDIENCE RESEARCH METHODS IN 
MASS COMMUNICATIONS FOR TELEVISION EMPLOYEES 

Employment 
Positions Responses Mean 

Traffic and Continuity 
Broadcast News 
Advertising Sales 
Television Production 

25 
31 
22 
31 

3.120 
3.645 
4.727 
3.612 

Source of Variation 

Source df SS MS F P 

Between Groups 
Within Groups 
Total 

3 
105 
108 

31.829 
155.454 
187.283 

10.609 
1.481 

7.166 .001 

A Scheffe test revealed significant mean differences (p<.05) 
between "Sales" and each of the other three positions. 

TABLE LXV 

PROFICIENCY IN WRITING TELEVISION ADVERTISING COPY 
FOR TELEVISION EMPLOYEES 

Employment 
Positions Responses Mean 

Traffic and Continuity 
Broadcast News 
Advertising Sales 
Television Production 

25 
31 
22 
31 

4.080 
2.612 
4.272 
4.161 

Source of Variation 

Source df SS MS F P 

Between Groups 
Within Groups 
Total 

3 
105 
108 

53.991 17.997 
193.751 1.845 
247.742 

9.753 .001 

A Scheffe* test 
between "News" 

revealed 
and each < 

significant mean 
of the other three 

differences 
positions. 

(P <• 05) 
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TABLE LXVI 

PROFICIENCY IN TELEVISION ANNOUNCING 
FOR TELEVISION EMPLOYEES 

Employment 
Positions Responses Mean 

Traffic and Continuity 
Broadcast News 
Advertising Sales 
Television Production 

25 
31 
22 
31 

2.320 
4.580 
2.545 
4.000 

Source of Variance 

Source df SS MS F P 

Between Groups 3 
Within Groups 105 
Total 108 

98.786 32.928 26.919 
128.442 1.223 
227.229 

.001 

A Scheffe test revealed significant mean differences (p<.05) 
between "News" and "Traffic" and between "News" and "Sales." 
"Production" differed (p<.05) with "Traffic" and "Sales." 

TABLE LXVII 

PROFICIENCY IN TELEVISION NEWS REPORTING 
FOR TELEVISION EMPLOYEES 

Employment 
Positions Responses Mean 

Traffic and Continuity 
Broadcast News 
Advertising Sales 
Television Production 

25 
31 
22 
31 

2.080 
4.935 
2.318 
3.387 

Source of Variance 

Source df SS MS F P 

Between Groups 3 
Within Groups 105 
Total 108 

141.566 47.185 40.664 
121.838 1.160 
263.394 

.001 

A Scheffe test revealed significant mean differences (p<.05) 
between "News" and each of the other three positions. 
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Proficiency in Television News Writing.—Broadcast news 

respondents preferred proficiency in television news writing 

for news employees (Table LXVIII). Significant mean differ-

ences (pc.OOl) were indicated among employment position 

ratings. A Scheff§ test reflected significant mean 

differences at the .05 level between "News" and each of the 

other three positions. 

Proficiency in Television Directing.—A one-way analysis 

of variance (Table LXIX) indicated significant mean differences 

(p<.001) among employment position ratings for proficiency 

in television directing. Significant mean differences (p<.05) 

were identified by a Scheff6 test between "Production" and 

each of the other three positions. Television production 

employers wanted employees with proficiency in television 

directing. 

Proficiency in Shooting and Editing Video Tape.—As 

reflected in Table LXX, "News" and "Production" employers 

preferred employees with proficiencies in shooting and 

editing video tape. A one-way analysis of variance revealed 

significant mean differences (pc.OOl) among employment 

position ratings. Significant mean differences (p<.05) were 

identified by a Scheff£ test between "Production" and each 

of the other three positions. The mean for "News" differed 

significantly (p<.05) with the means for "Traffic" and "Sales." 
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TABLE LXVIII 

PROFICIENCY IN TELEVISION NEWS WRITING 
FOR TELEVISION EMPLOYEES 

Employment 
Positions Responses Mean 

Traffic and Continuity 
Broadcast News 
Advertising Sales 
Television Production 

25 
31 
22 
31 

2.000 
4.838 
2.363 
3.645 

Source of Variance 

Source df SS MS F P 

Between Groups 
Within Groups 
Total 

3 
105 
108 

138.371 46.123 
134.381 1.279 
272.751 

36.039 .001 

A Scheffe test revealed significant mean differences (p<.05) 
between "News" and each of the other three positions. 

TABLE LXIX 

PROFICIENCY IN TELEVISION DIRECTING 
FOR TELEVISION EMPLOYEES 

Employment 
Positions Responses Mean 

Traffic and Continuity 
Broadcast News 
Advertising Sales 
Television Production 

25 
31 
22 
31 

2.100 
3.520 
2.333 
4.884 

Source of Variance 

Source df SS MS F P 

Between Groups 
Within Groups 
Total 

3 
105 
108 

111.800 37.267 
96.693 1.137 

208.494 

32.760 .001 

A Scheffe'' test revealed significant mean differences (p<.05) 
between "Production" and each of the other three positions. 
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Proficiency in Shooting Movie Film.—Television 

production respondents wanted employees who were proficient 

in shooting movie film (Table LXXI). A one-way analysis of 

variance indicated significant mean differences (pc.OOl) 

among employment position ratings. A Scheff6 test revealed 

significant mean differences (p<.05) between "Production" 

and "Sales" and between "Production" and "Traffic." 

Proficiency in Lighting Studio Sets.—A one-way analysis 

of variance (Table LXXII) revealed significant mean differences 

(p<.001) among employment position ratings for the phrase, 

"proficiency in lighting studio sets." A Scheffe test 

indicated significant mean differences (p<.05) between 

"Production" and each of the other three positions. Television 

production employers preferred employees who exhibited profi-

ciency in lighting studio sets. 

The results of this study reflect the varied degrees of 

value employers perceive for employment skills and areas of 

knowledge. The data reflect answers to the research questions 

listed in Chapter I. 

A majority of the entry-level radio positions were 

identified in "small" and "medium" market broadcast stations. 

Radio stations classified as "large" or "major" market 

facilities indicated few employment opportunities for entry-

level employment positions. 
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TABLE LXX 

PROFICIENCY IN SHOOTING AND EDITING VIDEO TAPE 
FOR TELEVISION EMPLOYEES 

Employment 
Mean Positions Responses Mean 

Traffic and Continuity 25 2.760 
Broadcast News 31 4.322, 
Advertising Sales 22 2.500 
Television Production 31 4.871 

Source of Variance 

Source df SS MS F P 

Between Groups 3 107.994 35.998 30.901 .001 
Within Groups 105 122.317 1.165 
Total 108 230.311 

A Scheffe* test revealed significant mean differences (p<»05) 
between "Production" and each of the other three positions. 
"News" differed significantly (p<.05) with "Traffic" and 
"Sales." 

TABLE LXXI 

PROFICIENCY IN SHOOTING MOVIE FILM 
FOR TELEVISION EMPLOYEES 

Employment 
Positions Responses Mean 

Traffic and Continuity 
Broadcast News 
Advertising Sales 
Television Production 

25 
31 
22 
31 

2.200 
3.645 
2.363 
4.290 

Source of Variance 

Source df SS MS F P 

Between Groups 
Within Groups 
Total 

3 
105 
108 

83.223 
200.574 
283.797 

27.741 
1.910 

14.522 .001 

O v J I l f c i -L -L L C O t l e v C C l l C U O l y I I J - JL J L V ^ G L l l L. JLUCCIJLI VJ. -L J- V Jtr 

between "Production" and "Sales" and also with "Traffic." 
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Responses indicated that jobs as news reporters, 

announcers, advertising sales personnel and traffic directors 

were available at radio stations in small and medium market 

stations. Employment positions of announcers, news reporters, 

secretaries and sales trainees were available in large and 

major market stations. 

Television respondents revealed that a majority of the 

entry-level television jobs were found in small and medium 

markets. There were fewer employment positions available in 

small markets than in medium and large markets; however, 

small market stations had more jobs available in each entry-

level position. 

Entry-level positions in large markets were available 

to employees as production assistants, film editors, secre-

taries and promotion assistants. Entry-level television 

employment opportunities in small and medium markets may 

best be found as camera operators, news reporters and 

advertising sales personnel. 

Broadcasters rated skills and areas of knowledge for 

four entry-level employment positions. Only eight skills 

and areas of knowledge received a rating of "some value." 

However, individual employment positions reflected a greater 

number of skills and areas of knowledge with a rating of 

"some value." Employers desired specific skills for each 

employment position. Often, the skills or areas of knowledge 

preferred for one position, may reflect significantly lower 
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TABLE LXXII 

PROFICIENCY IN LIGHTING STUDIO SETS 
FOR TELEVISION EMPLOYEES 

Employment 
Positions Responses Mean 

Traffic and Continuity 
Broadcast News 
Advertising Sales 
Television Production 

25 
31 
22 
31 

1.800 
3.096 
2.409 
4.613 

Source of Variance 

Source df SS MS F P 

Between Groups 
Within Groups 
Total 

3 
105 
108 

123.699 
129.382 
253.082 

41.233 
1.232 

33.463 .001 

A Scheffe test revealed significant mean differences 
(p<.05) between "Production" and each of the other three 
positions. 

ratings for another position. The value of skills and areas 

of knowledge varied both among employment positions and 

medium. 

A college degree in broadcasting was preferred by radio 

and television news employers. Television production 

respondents also wanted employees with degrees in broad-

casting. 

Radio broadcasters in major markets valued a college 

degree significantly more than medium market respondents. 

Television representatives in small and large markets 

preferred employees with college degrees in broadcasting. 
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However, there were no significant differences among market 

sizes. 

The implications for the curriculum of broadcast 

education will be examined in Chapter V. 

Additional Comments and Suggestions 

Broadcasters were given the opportunity to include 

additional comments and suggestions in their responses 

(Appendix M). Most of the responses emphasized the need 

for the skills and areas of knowledge listed in the 

questionnaire. The responses were categorized and reported 

by market sizes and mediums. The responses were not 

statistically analyzed, but the researcher perceived little 

differences in the respondents' comments. Representatives 

of both mediums emphasized the need for institutions of 

higher learning to stress better writing and grammar skills. 

Broadcasters also wanted students of broadcast education to 

participate more actively in internships related to specific 

employment positions. Respondents wanted more emphasis 

placed on knowledge of advertising and station management. 
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CHAPTER V 

SUMMARY, CONCLUSIONS AND IMPLICATIONS 

Summary 

A problem facing broadcast education is that the broad-

cast education programs are considered by some broadcasters 

to be ineffective in preparing broadcast graduates for 

careers in commercial broadcasting. The present study was 

designed to receive input from broadcast employers concerning 

preferred employee skills and areas of knowledge. Identi-

fication of entry-level employment positions available to 

students graduating with degrees in broadcasting and con-

sideration of the relative values of broadcasting degrees for 

entry-level positions in four different areas of employment 

were also studied. 

Three hundred six commercial broadcasters participated 

in the study. Responses to the questionnaires were analyzed 

by broadcast medium and market sizes. 

The results of the survey indicated that a majority of 

the entry-level employment opportunities for radio are found 

in small and medium market sizes (Table III). The most 

frequently mentioned employment positions are in Announcing, 

News, Advertising Sales and Traffic. 

Seventy-nine per cent of the television employment 

opportunities were identified in small and medium market 

133 
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sizes (Table IV). The jobs most frequently listed in tele-

vision were Studio Camera Operators, News Reporters, 

Advertising Sales Personnel (small markets only) and Office 

Personnel. 

Radio broadcasters preferred college degrees in broad-

casting for employees in Advertising Sales and Broadcast 

News. Television employers wanted employees with college 

degrees in broadcasting for positions in Advertising Sales, 

Broadcast News and Television Production. 

Table LXXIII reflects the mean radio employers' responses 

to questionnaire phrases describing specific skills and areas 

of knowledge for four employment areas. Radio employers 

wanted employees with "personal character traits which 

support worker productivity and harmonious relationships with 

other employees." Respondents preferred employee proficiencies 

in typing, announcing, writing advertising copy, commercial 

production and news writing. Radio broadcasters also wanted 

employees with knowledge of the FCC's rules and regulations, 

broadcast advertising and broadcast programming. Radio 

employers in general placed little value on knowledge of 

biology, chemistry, physics and botany. However, the value 

of other specific skills and areas of knowledge varied among 

entry-level employment positions. 

Radio Sales employers preferred employees with an 

understanding of the FCC's rules and regulations, broadcast 

station management, business practice, broadcast programming, 
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SUMMARY OF MEAN RADIO RATINGS 
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Skills and Areas of Knowledge 

1. A college degree in broadcasting for 
students seeking entry-level employment 
positions in broadcasting 

sv sv no no 

2. Personal character traits which support 
worker productivity and harmonious 
relationships with other employees 

w vv sv sv 

3. Proficiency in typing sv w no vv 

4. An understanding of the United States 
political systems 

no w lv lv 

5. An understanding of your state's 
business laws and legal framework 

sv vv no no 

6. An understanding of the United States 
legal processes no w lv no 

7. An understanding of man's cultural 
development 

no sv no lv 

8. Proficiency in speaking or reading 
a foreign language Iv no lv lv 

9. An understanding of major literary 
works and authors 

lv no lv lv 

10. An understanding of United States 
history no sv no lv 

11. An understanding of human biological 
characteristics 

lv lv lv lv 

12. An understanding of major musical 
works and styles lv lv sv lv 

13. An understanding of the American 
economic system 

sv vv no no 

14. An understanding of human behavior 
and motivation w sv sv no 

w=very valuable, sv=some value, no=no opinion, 
lv=little value, nv=no value 
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TABLE LXXIII (continued) 

SUMMARY OF MEAN RADIO RATINGS 

Skills and Areas of Knowledge 

15, An understanding of the principles of 
accounting and interpretation of 
financial statements 

sv no lv no 

16. An understanding of consumer motives 
and buying habits vv no sv no 

17. An understanding of the promotional 
mix of advertising, personal selling 
and sales 

w no sv no 

18. Proficiency in basic business math com-
putations vv no no sv 

19. An understanding of the fundamentals 
of botany 

lv lv lv lv 

20. An understanding of the principles and 
applications of chemistry and/or 
physics 

lv lv lv lv 

21. Proficiency in reading and analyzing 
audience ratings 

w no sv no 

22. Proficiency in reading and analyzing 
station rate cards vv lv no no 

23. A general understanding of broadcast 
advertising 

w no sv sv 

24. A general understanding of advertising 
agencies w no sv sv 

25. An understanding of the FCC's rules 
and regulations 

w w vv vv 

26. An understanding of broadcast station 
management vv sv sv sv 

27. An understanding of broadcast 
history 

sv no no no 

vv=very valuable, sv=some value, no=no opinion, 
lv=little value, nv=no value 
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SUMMARY OF MEAN RADIO RATINGS 
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Skills and Areas of Knowledge oS> 

28, An understanding of present trends 
in broadcast programming 

w 1 sv sv sv 

29. An understanding of the effects of 
programming on society 

sv sv sv no 

30. An understanding of international 
broadcasting practices 

no no lv lv 

31. An understanding of communication 
theories 

sv sv sv no 

32. An understanding of audience research 
methods in mass communications 

sv sv sv no 

33. An understanding of the use of computers 
in broadcasting 

sv no no sv 

34. Experience in radio internships sv sv sv sv 

35. Proficiency in writing radio 
advertising copy 

w no vv sv 

36. Proficiency in radio announcing no vv vv no 

37. Proficiency in radio news reporting no vv sv lv 

38. Proficiency in radio news writing no vv sv no 

39. Proficiency in radio commercial 
production 

sv no w sv 

vv= 
lv= 

=very valuable, sv=some value, no=no opinion, 
^little value, nv=no value 
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broadcast advertising and human behavior. Proficiency 

was desired in reading and analyzing audience ratings, 

writing advertising copy and producing commercials. 

Respondents placed little employment value on knowledge of 

the liberal arts. 

Radio News respondents placed high values on profi-

ciencies in news reporting, news writing and radio announcing. 

News employers preferred employees with knowledge of most 

liberal arts areas and the FCC's rules and regulations. 

Skills and areas of knowledge related to advertising and the 

business operation of the station received low ratings. 

Radio Production employers wanted employees with 

proficiencies in producing commercials, announcing and 

writing advertising copy. Respondents preferred employees with 

knowledge of broadcast advertising and broadcast programming. 

Little employment value was placed on knowledge of the liberal 

arts. 

Radio Traffic and Continuity respondents preferred 

employees with an understanding of the FCC's rules and 

regulations, broadcast advertising and broadcast programming. 

Respondents placed little employment value on knowledge 

of most liberal arts areas. 

Television broadcasters (Table LXXIV) preferred employees 

with "personal character traits which support worker produc-

tivity and harmonious relationships with other employees." 
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SUMMARY OF MEAN TELEVISION RATINGS 
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Skills and Areas of Knowledge 

1. A college degree in broadcasting for 
students seeking entry-level employment 
positions 

sv sv sv no 

2. Personal character traits which support 
worker productivity and harmonious 
relationships with other employees 

vv vv w vv 

3. Proficiency in typing , no vv US- sv 

4. An understanding of the United States 
political systems 

no vv no lv 

5. An understanding of the United States 
legal processes 

sv sv no no 

6. An understanding of the United States 
legal processes 

no vv no lv 

7. An understanding of man's cultural 
development 

sv sv no no 

8. Proficiency in speaking or reading a 
foreign language lv no no lv 

9. An understanding of major literary 
works and authors no no no lv 

10• An understanding of human biological 
characteristics no no no lv 

11. An understanding of United States 
history no sv no lv 

12. An understanding of major musical 
works and styles lv no no lv 

13. An understanding of the American 
economic system sv sv no no 

14. An understanding of human behavior 
and motivation vv sv sv no 

w=very valuable, sv=some value, no=no opinion, 
lv=little value, nv=no value 
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TABLE LXXIV (continued) 

SUMMARY OF MEAN TELEVISION RATINGS 

Skills and Areas of Knowledge 

15. An understanding of the principles of 
accounting and interpretation of 
financial statements 

sv no no no 

16. An understanding of consumer motives 
and buying habits 

vv sv sv no 

17. An understanding of the promotional 
mix of advertising, personal selling 
and sales promotion 

w no sv sv 

18. Proficiency in basic business math 
computations 

sv no no sv 

19. An understanding of the fundamentals 
of botany 

lv lv lv lv 

20. An understanding of the principles and 
applications of chemistry and/or 
physics 

lv lv lv lv 

21. Proficiency in reading and 
analyzing audience ratings 

vv no sv sv 

22. Proficiency in reading and analyzing 
station rate cards 

w no sv sv 

23. A general understanding of 
broadcast advertising 

vv no sv w 

24. A general understanding of advertising 
agencies 

w no sv vv 

25. An understanding of the FCC's rules 
and regulations 

vv vv vv w 

26. An understanding of broadcast station 
management 

sv sv sv sv 

27. An understanding of broadcast history sv jno sv no 

w=very valuable, sv=some value, no=no opinion, 
lv=little value, nv=no value 
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SUMMARY OF MEAN TELEVISION RATINGS 
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Skills and Areas of Knowledge 

28. An understanding of present trends in 
broadcast programming 

vv sv vv sv 

29. An understanding of the effects of 
programming on society 

w sv vv sv 

30. An understanding of international 
broadcasting practices 

no no no no 

31. An understanding of communication 
theories 

sv no no no 

32. An understanding of audience research 
methods in mass communication 

w sv sv no 

33. An understanding of the use of computers 
in broadcasting 

sv no sv sv 

34. Experience in internships sv sv sv sv 

35. Proficiency in writing television 
advertising copy 

sv no sv sv 

36# Proficiency in television announcing no vv sv sv 

37. Proficiency in television news 
reporting 

lv w no lv 

38. Proficiency in television news 
writing 

lv sv vv no 

39. Proficiency in television directing lv sv vv no 

40. Proficiency in shooting and editing 
video tape 

no sv w no 

41. Proficiency in shooting movie film lv sv sv lv 

42. Proficiency in lighting studio sets lv no vv lv 

43. Proficiency in drawing and/or painting 
two-diminsional designs 

lv lv sv lv 

vv=very valuable, sv=some value, no=no opinion, 
lv=little value, nv=no value 
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Respondents wanted employees to understand the FCC's rules 

and regulations, broadcast advertising, business, broadcast 

programming, broadcast station management and human behavior. 

Skills and areas of knowledge related to the liberal arts 

were perceived as having little employment values. However, 

the value of specific skills and areas of knowledge differed 

among entry-level employment positions. 

Television Sales employers preferred employees with an 

understanding of the FCC's rules and regulations, broadcast 

advertising, business, and broadcast programming. Little 

emphasis was placed on skills related to Television 

Production. 

Television News respondents wanted employees with skills 

in news reporting, news writing, typing, announcing and 

operating video tape equipment. News employers also preferred 

employees with knowledge in some areas of the liberal arts. 

Skills and areas of knowledge related to advertising and 

business received ratings of "no opinion" or "little value. 

Television Production employers preferred employees 

with proficiencies in television directing, operating video 

tape equipment, lighting studing sets and announcing. 

Respondents also wanted employees to understand the FCC's 

rules and regulations, broadcast programming and broadcast 

advertising. Skills and areas of knowledge related to 

Broadcast News and the liberal arts were not emphasized. 
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Television Traffic and Continuity respondents wanted 

employees to understand the FCC's rules and regulations, 

broadcast station management and broadcast advertising. 

Proficiency in typing was desired. Employers placed little 

employment value in skills and areas of knowledge related 

to the liberal arts. 

A statistical analysis of the television responses 

revealed significant differences among market sizes for only 

three phrases. "Large" and "small" market television stations' 

mean ratings differed significantly for "an understanding 

of the principles of accounting and interpretation of 

financial statements" (Table LII); "proficiency in business 

math computation" (Table LVI); and "an understanding of the 

use of computers in broadcasting" (Table LXIV). There were 

no other significant differences among television market 

sizes and no significant differences among market sizes for 

radio. 

Conclusions 

The following conclusions were drawn as a result of the 

survey. 

1. The skills and areas of knowledge preferred by 

radio employers are very similar to the skills and areas of 

knowledge preferred by television employers for employment 

positions found in both mediums. Tables LXXIII and LXXIV 

exhibit the similarities in employer mean ratings. 
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2. Broadcast employers prefer different skills and 

areas of knowledge for various kinds of employment positions. 

Twenty-five phrases in the radio questionnaire reflected 

significant mean differences among entry-level employment 

positions. Twenty-six phrases were identified with signifi-

cant mean differences among television entry-level employment 

positions. 

3. Broadcast employers prefer employee skills and 

areas of knowledge related specifically to the employee's 

employment position. For example, news employers did not 

place a high mean rating on advertising skills and areas 

of knowledge for news employees. 

4. Except for news employers, broadcasters apparently 

want employees "well trained" in broadcast skills and areas 

of knowledge rather than employees who are educated in the 

area of liberal arts. Mean ratings for broadcast skills and 

areas of knowledge are higher than other skills and areas of 

knowledge. 

Implications 

The findings of this study may be used as a guide to 

counsel broadcast education students and to help make curri-

cular decisions. However, curricular planners and counselors 

should regard the research findings in perspective with 

total program goals and departmental facilities. 

Since a broadcast education program usually exists within 

some larger structure such as a department or college, 
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curricular modifications must obviously be made with regard 

for the more general objectives of the college or institution 

offering the program. Further, variables within institutions 

(staff size and capabilities, program funding, and facilities) 

may establish curricular limitations. Institutions with 

limited production facilities should not emphasize production 

skills. Faculty backgrounds and areas of proficiency could 

restrict or permit variety in broadcast education curriculum. 

Employers of Radio Production, Radio Traffic and Continuity, 

and Television Traffic and Continuity personnel do not prefer 

employees with a college degree in broadcasting. Students 

who want to concentrate their studies and efforts in these 

areas may consider vocational schools and/or community 

colleges with broadcasting programs. Students can develop 

and refine production skills and enter the broadcasting 

job market more quickly through vocational school and 

community college training. However, academic counselors who 

recommend vocational school or community college programs must 

determine whether the student's benefits from this avenue 

of training outweigh the benefits offered through baccalaureate 

degree programs. Counselors must be concerned with the value 

of the student's total academic experience. 

There is an inconsistency in what broadcasters prefer 

and the ratings given to the liberal arts. Other than radio 

and television News respondents, the findings of this study 

revealed that most entry—level employers saw little employment 
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value in the liberal arts. Yet, responses indicate that 

employers placed a high value on "personal character traits 

which support worker productivity and harmonious relation-

ships with other employees." 

Traditionally, courses in anthropology, literature, 

philosophy, psychology, and sociology concern the study of 

hum fin actions and reactions to moral and social values of 

society. Through the study of government and history, one 

may make intelligent decisions regarding possible solutions 

to community, state and national problems. The knowledge 

gained through the study of biology, botany, chemistry and 

physics may help the student become more aware of his 

environment's strengths and weaknesses. The study of these 

courses may not contribute directly to the job skills needed 

for the routine operation of the broadcasting station, but 

the study of liberal arts fehould be expected to aid the 

employee's general efficiency and to enhance his relation-

ships with his colleagues and others with whom he is in 

daily contact. 

Responses to the questionnaire indicate that radio and 

television employers generally prefer employees with knowledge 

related to the daily operation of the broadcasting station. 

Employers rated "an understanding of the FCC's rules and 

regulations" as "very valuable." Radio and television employers 

want employees who understand broadcast station management, 
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present programming trends, and the effects of broadcast 

programming on society. These areas are related directly 

to the station's daily activities. 

Educators may find it difficult to develop an entire 

course in current rules and regulations, because the rules 

and regulations change frequently. However, employers 

indicate that the rules and regulations need to be understood 

by employees in each radio and television employment area. 

Seminars could be developed to analyze and interpret current 

FCC rules and regulations. Counselors may recommend that 

students enroll in the seminar course during the student's 

final semester. In this manner, there would be fewer 

changes in the rules and regulations before the student s 

entry into the job market. 

Some of the FCC's rules and regulations extend into 

the Federal Trade Commission's regulations on advertising. 

Production and Continuity employees in radio and television 

need to be familiar with limitations and restrictions placed 

on broadcast advertising by the FCC and the FTC. 

Advertising placed in and between radio and television 

programs is the major source of revenue for a broadcasting 

station. The popularity and placement of a program often 

determine its financial success. The popularity of tele-

vision programs often changes from one season to the next 

season. Broadcast employees need to know why programs succeed 

or fail and to understand the considerations given to program 

schedules. 
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Students who understand the present trends in broadcast 

programming and the effects of programming on society may 

have an employment advantage over other broadcast students 

who have not studied broadcast programming. Colleges and 

universities which do not offer courses in broadcast 

programming are not providing students with an opportunity 

to gain knowledge in an area that received high mean ratings 

from radio and television employers. 

Television programs developed and produced by the British 

Broadcasting Corporation have frequently been broadcast over 

the major networks in the United States. Communications 

satellites have increased the possibilities of news coverage 

from throughout the world. Yet/ radio and television broad 

casters did not prefer employees with an understanding of 

international broadcasting. 

Educators should make curricular decisions based on 

present and future industry needs. It is obvious that 

international broadcasting activities will increase during 

the coming years. Global news events may become increasingly 

important to network news departments and citizens of the 

United States. Foreign television program syndication could 

become a major source of television programs in the United 

States. Many foreign countries already purchase television 

programs from the United States syndicators. Television 

programming needs could be satisfied through international 

program trade agreements. 
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The broadcast educator is the vital link between student 

career objectives and broadcast industry needs. Educators 

must be concerned with the development of broadcast education 

programs which reflect instruction in areas of knowledge 

and broadcast skills preferred by commercial broadcasters. 

Additionally, broadcast educators should make curricular 

plans to meet future industry needs and to provide broad-

cast education students with a total educational experience 

beyond vocational skills. 



150 

APPENDIX A 

LARGE MARKET TELEVISION STATIONS 

1. New York, NY 22. Portland, Or. 

2. Los Angeles, CA 23. Hartford, Conn. 

3. Chicago, 111. 24. Milwaukee, Wis. 

4. Philadelphia, PA 25. Cincinnati, Ohio 

5. San Francisco, CA 26. Kansas City, Kan. 

6. Boston, MA 27. San Diego, CA 

7. Detroit, Mich. 28. Buffalo, NY 

8. Washington, D.C. 29. Nashville, Tenn. 

9. Cleveland, Ohio 30. Sacramento, CA 

10. Dallas-Fort Worth, TX 31. Providence, RI 

11. Pittsburgh, PA 32. Columbus, Ohio 

12. Houston, TX 33. Phoenix, Ari z. 

13. St. Louis, Mo. 34. Charlotte, NC 

14. Minneapolis-St. Paul, 35. Memphis, Tenn. 
Minn. 

36. New Orleans, La. 
15. Miami, Fla. 

37. Greenville, SC 
16. Atlanta, GA 

38. Oklahoma City, Okla. 

17. Tampa, Fla 
Grand Papids, Mich. 

Tampa, Fla 
39. Grand Papids, Mich. 

18. Seattle-Tacoma, Wash. 
40. Orlando, Fla 

19. Baltimore, Md. 
41. Wilkes Barre-Scranton, PA 

20. Indianapolis, Ind. 
42. Raleicrh-Durham, NC 

21. Denver, Colo. 
43. Louisville, KY 
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LARGE MARKET TELEVISION STATIONS 

44. Charleston, SC 

45. Albany, NY 

46. Dayton, Ohio 

47. Harrisburgh-York, PA 

48. Norfolk-Hampton, VA 

49. Salt Lake City, Utah 

50. Birmingham, Ala. 

51. San Antonio, TX 

52. Tulsa, Okla. 

53. Greensboro-Winston Salem, 
NC 

54. Wichita-Hutchinson, Kan. 

55. Flint-Bay City, Mich. 

56. Richmond, VA 

57. Toledo, Ohio 

58. Little Rock, Ark. 

59. Shreveport, La. 

60. Knoxville, Tenn. 

61. Syracuse, NY 

62. Mobile-Pensacola, Fla. 

63. Des Moines, Iowa 

64. Jacksonville, Fla. 

65. 

66. 

67. 

68. 

69. 

70. 

71. 

72. 

73. 

74. 

75. 

76. 

77. 

78. 

79. 

80. 

81. 

82. 

83. 

84. 

85. 

86. 

(continued) 

Rochester, NY 

Green Bay, Wis. 

Roanoke, VA 

Omaha, Neb. 

Fresno, CA 

Cedar Rapids, Iowa 

Springfield, 111. 

Johnstown-Altoona, PA 

Chattanooga, Tenn. 

Davenport-Moline, Iowa 

Spokane, Wash. 

Paducah-Cape Girardeau, 
MO. 

Albuquerque, NM 

South Bend-Elkhart, Ind. 

Portland, Ore. 

Youngstown, Ohio 

West Palm Beach, Fla. 

Lincoln-Kearney, Neb. 

Jackson, Miss. 

Bristol-Kingsport, Tenn, 

Springfield, Mo. 

Springfield, Ma. 
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APPENDIX B 

MEDIUM MARKET TELEVISION STATIONS 

87. Evansville, Ind. 119. Montgomery, Ala. 

88. Peoria, 111. 120. Beaumont-Port Arthur, 

89. Lexington, KY TX 

90. Burlington-Plattsburgh, NY 121. Columbus, Ga. 

91. Tucson, Ariz. 122. Binghamton, NY 

92. Sioux Falls, SD 123. Sioux City, Iowa 

93. Lansing, Mich. 124. Charleston, SC 

94. Greenville-New Bern, NC 125. Lubbock, TX 

95. Baton Rouge, La. 126. La Crosse, Wise. 

96. Huntsville-Decatur, Ala. 127. Yakima, Wash. 

97. Austin, TX 128. Eugene, Ore. 

98. Ft. Wayne, Ind. 129. Wilmington, NC 

99. Columbia, SC 130. Waxisau, Wise. 
100. Rockford, 111. 131. Topeka, Kan. 

101. Fargo, ND 132. Bluefield-
102. Waco-Temple, TX Beckley, Ind. 

103. Colorado Springs-Pueblo, 133. Corpus Christi, TX 
Colo. 134. Rochester-

104. Madison, Wise. Mason City, Iowa 

105. El Paso, TX 135. Erie, PA 
106. Monroe-El Dorado, Ark. 136. Columbus, Ga. 

107. Duluth-Superior, Wise. 137. Las Vegas, Nev. 
108. Augusta, Ga. 138. Brownsville, TX 
109. Terre Haute, Ind. 139. Columbia-
110. Wichita Falls-Lawton, Jefferson City, Mo. 

Okla. 140. Boise, Idaho 
111. Wheeling-Steubenville, 141. Tallahassee, Fla. 

Ohio 142. Ft. Myers, Fla. 
112. Salinas-Monterey, CA 143. Bismarck-
113. Joplin-Pittsburgh, PA Dickinson, ND 
114. Savannah, Ga. 144. Quincy-Hannibal, Md. 
115. Lafayette, La. 145. Chico-Redding, CA 
116. Santa Earbara-Santa Maria, 146. Bangor, Me. 

CA 147. Macon, Ga. 
117. Amarillo, TX 148. Reno, Nev. 
118. Traverse City-Cadillac, 149. Odessa-Midland, TX 

Mich. 150. Albany, Ga. 
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APPENDIX C 

SMALL MARKET TELEVISION STATIONS 

Panama City, Fla. 
St. Joseph, Mo. 
Roswell, NM 
Biloxi-Gulfport, Miss. 
El Centro-Yuma, Ariz. 
Eureka, CA 
Mankato, Minn. 
Palm Springs, CA 
Grand Junction, Colo. 
Tuscaloosa, Ala. 
Jackson, Tenn. 
Anniston, Ala. 
Greenwood, Miss. 
Lafayette, Ind. 
Lima, Ohio 
Twin Falls, Idaho 
San Angelo, TX 
Bellingham, Wash. 
Bowling Green, Ky. 
Harrisonburg, Va. 
Parkersburg, WV 
Prewque Isle, Me. 
Ottumwa-Kirksville, Mo. 
Zanesville, Ohio 
Laredo, TX 

151. Utica, NY 180. 

152. Alexandria, Minn. 181. 

153. Missoula-Butte, Mont. 182. 

154. Bakersfield, CA 183. 

155. Abilene-Sweetwater, TX 184. 

156. Medford, Ore. 185. 

157. Dothan, Ala. 186. 

158. Tyler, TX 187. 

159. Florence, SC 188. 

160. Elmira, NY 189. 

161. Billings, Mont. 190. 

162. Ft. Smith, Ark. 191. 
163. Watertown, Tenn. 192. 

164. Idaho Falls, Ida. 193. 

165. Weston, WV 194. 

166. Rapid City, Iowa 195. 
167. Hattiesburg, Miss. 196. 
168. Salisbury, Md. 197. 
169. Meridian, Miss. 198. 
170. Anchorage, Alaska 199. 
171. Alexandria, La. 200. 
172. Jonesboro, Ark. 201. 
173. Lake Charles, La. 202. 
174. Ardmore-Ada, Okla. 203. 
175. Great Falls, Mont. 204. 
176. Cheyenne, Wyo. 205. 
177. Gainesville, Fla. 206. 
178. Casper-Riverton, Wyo. 207. 
179. Marquette, Mich. 208. 

NM 
LctrGclo f TX 
Farmington, 
Victoria, TX 
Flagstaff, Ariz. 
Selma, Ala. 
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APPENDIX D 

MAJOR MARKET RADIO STATIONS 

1. Nevr York, NY 

2. Los Angeles, CA 

3. Chicago, 111. 

4. San Francisco, CA 

5. Philadelphia, Pa. 

6. Detroit, Mich. 

7. Boston, Mass. 

8. Washington, DC 

9. Nassau-Suffolk (Long Island, NY) 

10. Houston-Galveston, TX 

11. Dallas-Ft. Worth, TX 
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APPENDIX E 

12. 

13. 

14. 

15. 

16. 

17. 

18. 

19. 

20. 

21. 

22. 

23. 

24. 

25. 

26. 

27. 

28. 

29. 

30. 

31. 

LARGE MARKET RADIO STATIONS 

St. Louis, Mo. 

Pittsburgh, Pa. 

Baltimore, Md, 

32. Norfolk-Newport News-
Hampton, Va. 

Minneapolis-
St. Paul, Minn. 

Cleveland, Ohio 

Seattle-
Tacoma, Wash. 

Atlanta, Ga. 

Anaheim-Santa Ana, CA 

San Diego, CA 

Miami, Fla. 

Tampa, Fla. 

Denver, Colo. 

Providence-Warwick-
Pawtucket, RI. 

Milwaukee, wise. 

Cincinnati, Ohio 

Buffalo, NY 

Kansas City, Kan. 

Phoenix, Ariz. 

San Jose, CA 

Portland, Ore. 

33. Indianapolis, Ind. 

34. New Orleans, La. 

35. Columbus, Ohio 

36. Rochester, NY 

37. Ft. Lauderdale, Fla. 

38. Sacramento, CA 

39. San Antonio, TX 

40. Louisville, Ky. 

41. Memphis, Tenn. 

42. Hartford, Conn. 

43. Dayton, Ohio 

44. Birmingham, Ala. 

45. Albany-Schenectady, NY 

46. Greensboro-
Winston Salem, NC 

47. Nashville, Tenn. 

48. Toledo, Ohio 

49. Salt Lake City, Utah 

50. Oklahoma City, Okla. 

51. Honolulu, Hawaii 

52. Jacksonville, Fla. 
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LARGE MARKET RADIO STATIONS (continued) 

53. Akron, Ohio 

54. Northeast Penn, 
(Wilkes Barre-Scranton) 

55. Syracuse, NY 

56. Allentown-
Bethlehem, Pa. 

57. Burlington, NY 

58. Richmond, Va. 

59* Orlando, Fla. 

60. Springfield, Mass. 

61. Tulsa, Okla. 

62. Charlotte, NC 

63. Omaha, Neb. 

64. Grand Rapids, Mich. 

65. Greenville, SC 

66. Youngstown, Ohio 

67. Wilmington, Del. 

68. West Palm Eeach-
Boca Raton, Fla. 

69. Raleigh-Durham, NC 

70. Flint, Mich. 

71. Austin, TX 

72. 

73. Tucson, Arix. 

74. Fresno, CA 

75. Knoxville, Tenn. 

76. Lansing-East Lansing, Mich. 

77. Harrisburg, Pa. 

78. New Haven-West Haven, Conn. 

79. Bridgeport, Conn. 

80. Baton Rouge, La. 

81. Johnson City-Kingsport-
Bristol, Va. 

82. Mobile, Ala. 

83. El Paso, TX 

84. Canton, Ohio 

85. Alburquerque, NM 

86. Chattanooga, Tenn. 

87. Wichita, Kan. 

88. McAllen-Brownsville, TX 

89. Worcester, Mass. 

90. Columbia, SC 

91. Davenport, Iowa 

92. Charleston, SC 

New Bedford-Fall River, 93. Little Rock, Ark. 
Mass. 
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APPENDIX F 

94. 

95. 

96. 

97. 

98. 

99. 

100. 

101. 

102. 

103. 

104. 

105. 

106. 

107. 

108. 

109. 

110. 

111. 

112. 

113. 

MEDIUM MARKET 

Beaumont-
Port Arthur, TX 

Bakersfield, CA 

Ft. Wayne, Ind. 

Peoria, 111. 

Las Vegas, Nev. 

York, Pa. 

Sheveport, La. 

Lancaster, Pa. 

Des Moines, Iowa 

Utica-Rome, NY 

Sarasota-
Bradenton, Fla. 

Madison, Wise. 

Reading, Pa. 

Spokane, Wash. 

Binghamton, NY 

Stockton, CA 

Lexington-
Fayette, Ky. 

Huntington, WV 

Jackson, Miss. 

Corpus Christi, TX 

RADIO 

114. 

115. 

116. 

117. 

118. 

119. 

120. 

121. 

122. 

123. 

124. 

125. 

126. 

127. 

128. 

129. 

130. 

131. 

132. 

133. 

STATIONS 

Appleton-Oshkosh, Wise. 

Evansville, Ohio 

Huntsville, Ala. 

Salinas-Seaside-
Monterey, CA 

Lakeland-

Winter Haven, Fla. 

Augusta, Ga. 

South Bend, Ind. 

Pensacola, Fla. 

Colorado Springs, Colo, 
Greenville-New Bern-
Washington, NC 

Erie, Pa. 

Kalamazoo, Mich. 

Duluth-Superior, Wise. 

Rockford, 111. 

Springfield, 111. 

Charleston, WV 

Montgomery, Ala. 

Melbourne-Titusville-
Cocoa, Fla. 

Modesto, CA 

Macon, Ga. 
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MEDIUM MARKET RADIO 

134. Daytona Beach, Fla. 

135. Roanoke, Va. 

136. Boise, Idaho 

137. Fayetteville, NC 

138. Columbus, Ga. 

139. Saginaw, Mich. 

140. Savannah, Ga. 

141. Portland, Me. 

142. Lubbock, TX 

143. Springfield, Mo. 

144. Atlantic City, NJ 

145. Lincoln, Neb. 

146. Wheeling, WV 

147. Topeka, Kan. 

148. Anchorage, Alaska 

149. Terre Haute, Ind. 

150. Asheville, NC 

151. Green Bay, Wise. 

152. Cedar Rapids, Iowa 

153. Reno, Nev. 

154. Steubenville-
Weirton, Ohio 

STATIONS (continued) 

155. Amarilli, TX 

156. Waco, TX 

157. Yakima, Wash. 

158. Lynchburg, Va. 

159. Manchester, NH 

160. Tallahassee, Fla. 

161. Waterloo-

Cedar Falls, Iowa 

162. Fargo-Moorhead, ND 

163. Altoona, Pa. 

164. Wichita Falls, TX 

165. Wilmington, NC 

166. Bloomington, 111. 

167. Lafayette, La. 

168. Pueblo, Colo. 

169. Medford, Ore. 
170. Richland-Kennewich-

Pasco, Wash. 

171. Billings, Mont. 

172. Sioux Falls, SD 

173. Great Falls, Mont. 

174. Casper, Wyo. 
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APPENDIX G 

RADIO SURVEY 

Instructions: This questionnaire is designed to require 
only a few minutes of your time for completion. Rate the 
following phrases in terms of their value for entry-level 
employment positions for college graduates in the broadcast 
industry. Place the number which corresponds to your 
perceived value in the appropriate column(s). Respond only 
in the column(s) for which you are responsible for hiring 
employees. The number "five" (5) placed in a column 
represents a rating of "very valuable." A "four" (4) 
represents a rating of "some value;" a "three" (3) means 
"no opinion;" a "two" (2) reflects "little value;" and a 
"one" (1) indicates "no value." Please respond to each 
phrase in your respective column(s). 

>&> vA A. 
5=very valuable 
4=some value 
3=no opinion 
2=little value 
l=no value 

Example 1 
"An understanding of refregeration and air 
conditioning technology" 

Example 2 
"An understandina of automotive mechanics" 

In the first example the respondent rated the 
statement as having "no value" for students 
enterning the broadcast field in the areas of 
broadcast news and radio production. In the 
second example/ the respondent had "no opinion" 
regarding the statement's value for advertising 
sales and rated the statement as "little value" 
for students seeking employment in broadcast 
traffic and continuity. 

PLEASE RATE THE FOLLOWING STATEMENTS 

1. A college degree in broadcasting for 
students seeking entry-level employment 
positions in broadcasting 



5=very valuable 
4=some value 
3=no opinion 
2=little value 
l=no value 

vA 
& > • 
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2. Personal character traits which support 
worker productivity and harmonious 
relationships with other employees 

3. Proficiency in typing 

4. An understanding of the United States 
political systems 

5. An understanding of your state's 
business laws and legal framework 

6. An understanding of the United States 
legal processes 

7. An understanding of man's cultural 
development 

8. Proficiency in speaking or reading a 
foreign language 

9. An understanding of major literary works 
and authors 

10. An understanding of United States history 

11. An understanding of human biological 
characteristics 

12. An understanding of major musical 
works and styles 

13. An understanding of the American 
economic system 

14. An understanding of human behavior 
and motivation 

15. An understanding of the principles of 
accounting and interpretation of 
fincancial statements 

16. An understanding of consumer motives and 
buying habits 

17. An understanding of the promotional mix 
of advertising, personal selling and 
sales promotion 

18. Proficiency in basic business math 
computations 



5=very valuable 
4=some value 
3=no opinion 
2=little value 
l=no value 
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19. An understanding of the fundamentals of 
botany 

£4? i 

20. An understanding of the principles and 
applications of chemistry and/or physics 

21. Proficiency in reading and analyzing 
audience ratings 

22. Proficiency in reading and analyzing 
station advertising rate cards 

23. A general understanding of advertising 

24. A general understanding of advertising 
agencies 

25. An understanding of the FCC's rules and 
regulations 

26. An understanding of broadcast station 
management 

27. An understanding of broadcast history 

28. An understanding of present trends in 
broadcast programming 

29. An understanding of the effects of 
programming on society 

30. An understanding of international 
broadcasting practices 

31. An understanding of communication 
theories 

32. An understanding of audience research 
methods in mass communications 

33. An understanding of the use of computers 
in broadcasting 

34. Experience in radio internships 

35. Proficiency in writing radio 
advertising copy 

36. Proficiency in radio announcing 

37. Proficiency in radio news reporting 
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5=very valuable 
4=some value 
3=no opinion 
2=little value 
l=no value 

38, 

39, 

Proficiency in radio news writing 

Proficiency in radio commercial 
production 

II, 

1., 

2 ' . 

3 

A.m 

5 . 

Name the entry-level positions for which you are 
responsible for hiring employees. If the station were 
fully staffed, how many employees would be employed 
in each position? 

Positions Number of 
Employees 

III. Please list any additional areas of skills or 
knowledge which may be of value for entry-level 
employment positions for college graduates entering 
the broadcast industry. Please use the back or 
additional pages if necessary. 

Name Station Call Letters 

Your professional title__ 

Market Size (circle one) 

3 0 0 , 0 0 0 - 5 9 9 , 9 9 9 

0 - 4 9 , 9 9 9 5 0 , 0 0 0 - 2 9 9 , 9 9 9 

600,000-two million more than 
two million 
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APPENDIX H 

TELEVISION SURVEY 

Instructions: This questionnaire is designed to require only 
a few minutes of your time for completion. Rate the 
following phrases in terms of their value for entry-level 
employment positions for college graduates in the broadcast 
industry. Place the number which corresponds to your 
perceived value in the appropriate column(s). Respond only 
in the column(s) for which you are responsible for hiring 
employees. The number "five" (5) placed in a column 
represents a rating of "very valuable." A "four" (4) 
represents a rating of "some value;" a "three" (3) means 
"no opinion;" a "two" (2) reflects "little value;" and a 
"one" (1) indicates "no value." Please respond to each 
phrase in your respective column(s). 

. A vjfc- v 
5=very valuable 
4=some value 
3=no opinion 
2=little value 
l=no value 

Example 1 
"An understanding of refrigeration and air 
conditioning technology" 

Example 2 
"An understanding of automotive mechanics" 

In the first example the respondent rated the 
statement as having "no value" for students 
entering the broadcast field in the areas of 
broadcast news and TV production. In the 
second example, the respondent had "no opinion" 
regarding the statement's value for advertising 
sales and rated the statement as "little value" 
for students seeking employment in broadcast 
traffic and continuity. 

PLEASE RATE THE FOLLOWING STATEMENTS 

"IT A college degree in broadcasting for 
students seeking entry-level employment 
positions in broadcasting 
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5=very valuable 
4=some value 
3=no opinion 
2=little value 
l=no value 2/ 

<c 

<? V** 

2. Personal character traits which support 
worker productivity and harmonious 
relationships with other employees 

3. Proficiency in typing 

4. An understanding of the United States 
political systems 

5. An understanding of your state's 
business laws and legal framework 

6. An understanding of the United States 
legal processes 

7. An understanding of man's cultural 
development 

8. Proficiency in speaking or reading a 
foreign language 

9. An understanding of major literary works 
and authors 

10. An understanding of United States history 

11. An understanding of human biological 
characteristics 

12. An understanding of major musical 
works and styles 

13. An understanding of the American 
economic system 

14. An understanding of human behavior 
and motivation 

15. An understanding of the principles of 
accounting and interpretation of 
financial statements 

16. An understanding of consumer motives and 
buying habits 

17. An understanding of the promotional mix 
of advertising, personal selling and 
sales promotion 

18. Proficiency in basic business math 
computations 
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5=very valuable 
4=some value 
3=no opinion 
2=little value 
l=no value 

19. An understanding of the fundamentals of 
botany 

20. An understanding of the principles and 
applications of chemistry and/or physics 

21. Proficiency in reading and analyzing 
audience ratings 

22. Proficiency in reading and analyzing 
station advertising rate cards 

23. A general understanding of advertising 

24. A general understanding of advertising 
agencies 

25. An understanding of the FCC's rules and 
regulations 

26. An understanding of broadcast station 
management 

27. An understanding of broadcast history 

28. An understanding of present trends in 
broadcast programming 

29. An understanding of the effects of 
programming on society 

30. An understanding of international 
broadcasting practices 

31. An understanding of communication 
theories 

32. An understanding of audience research 
methods in mass communications 

33. An understanding of the use of computers 
in broadcasting 

34. Experience in television internships 

35. Proficiency in writing television 
advertising copy 

36. Proficiency in television announcing 

37. Proficiency in television news 
reporting 
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5=very valuable 
4=some value 
3=no opinion 
2=little value 
l=no value 

38, 

39, 

40, 

Proficiency in TV news writing 

Proficiency in television directing 

Proficiency in shooting and editincr 
video tape ____ 

41, 

42, 

43, 

Proficiency in shooting movie film 

l.__ 
2 . _ 
3.__ 
4 . 

5. 

III, 

Proficiency in lighting studio sets 

Proficiency in drawing and/or painting two-
diminsional designs 

II. Name the entry-level positions for which you are respon-
sible for hiring employees. If the station were fully 
staffed, how many emplovees would be employed in each 
position? Number of 

Positions Employees 

Please list any additional areas of skills or knowledge 
which may be of value for entry-level employment posi-
tions for college graduates entering the broadcast 
industry. Use the back use the back or additional 
pages if necessary. 

Name 

Your professional title__ 

Market Size (circle one) 

300,000-599,999 

Station Call Letters 

0-49,999 50,000-299,999 

600,000-two million more than 
two million 
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APPENDIX I 

May 26, 1980 

Dear Broadcaster: 

I need your help. Recent surveys have pointed to general 
inadequacies of most broadcasting education programs. 
In many cases, we forget to seek your opinion regarding 
broadcast education curricula. 

The present study seeks to remedy that situation by 
providing you with an opportunity to express your opinions 
about entry-level employment skills and areas of knowledge. 
The objective of this research is to provide guidelines for 
curriculum evaluation and revision. 

Your station and position were randomly selected from the 
1979 edition of Broadcasting Yearbook. Since some of the 
names may be out of date, we are sending the questionnaire 
to an employment position rather than an individual. 

Your responses will remain confidential, so please be frank 
in expressing your opinions. A pre-addressed stamped 
envelope has been provided for returning your questionnaire, 
If you desire a copy of the results of this study, please 
enclose your name and address. 

Please take a few minutes to complete this questionnaire. 
Your assistance represents a valuable investment in the 
future of commercial broadcasting and broadcast education. 

Thank you. 

Best Regards, 

Jerry C. Hudson 
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APPENDIX J 

June 18, 1980 

Dear Broadcaster: 

I STILL NEED YOUR HELP. About three weeks ago you should 
have received a short questionnaire regarding broadcast 
curricula in higher education. A duplicate questionnaire 
has been enclosed to replace the original which may have 
been mislaid. If you have already returned the original 
questionnaire, kindly disregard this reminder. 

Recent surveys have pointed to general inadequacies of 
most broadcasting education programs. In many cases, 
we forget to seek your opinion regarding broadcast education 
curricula. 

The present study seeks to remedy that situation by 
providing you with an opportunity to express your opinions 
about entry-level employment skills and areas of knowledge. 
The objective of this research is to provide guidelines for 
curriculum evaluation and revision. 

Your station and position were randomly selected from the 
1979 edition of Broadcasting Yearbook. Since some of the 
names may be out of date, we are sending the questionnaire 
to an employment position rather than an individual. 

Please take a few minutes to complete this questionnaire. 
Your assistance represents a valuable investment in the 
future of commercial broadcasting and broadcast education. 
If you desire a copy of the results of this study, please 
enclose your name and address. 

Thank you. 

Best Regards, 

Jerry C. Hudson 
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TABLE LXXV 

RADIO CORRELATION COEFFICIENTS 
FOR THE PILOT SURVEY 

169 

Phrase 
Number 

Radio 
Sales 

Radio 
News 

Radio 
Production 

Traffic and 
Continuity 

Liberal Arts 
4 .6352 .2968 .6028 .6937 

5 .6646 .5488 .7165 .5432 

6 .6343 .5851 .7367 .6442 

7 .6566 .7375 .7633 .7425 

8 .6452 .6193 .3966 .6789 

9 .7056 .7241 .7386 .8140 

10 .7883 .6450 .7324 .8033 

11 .7189 .8082 .5825 .7170 

12 .6258 .5680 .5385 .7159 

19 .5957 .6389 .6302 .5750 

20 
Business 
3 

.6216 

.4752 

.6552 

.3405 

.5118 

.4356 

.6182 

.3640 

13 .6886 .5542 .7447 .7368 

14 .5799 .5431 .7747 .7018 

15 .6588 .7977 .6961 .6285 

16 .4575 .7592 .7892 .7319 

17 .4839 .6577 .6383 .7357 

18 .7075 .8038 .6749 .6172 



TABLE LXXV (continued) 

RADIO CORRELATION COEFFICIENTS 
FOR THE PILOT SURVEY 

170 

Phrase 
Number 

Radio 
Sales 

Radio 
News 

Radio 
Production 

Traffic and 
Continuity 

Knowledge of Broadcasting 
21 .4350 .6184 .7413 .6339 

22 .3996 .6650 .6141 .6446 

23 .3128 .6218 .5687 .6136 

24 .2979 .6250 .6492 .5594 

25 .2964 .3810 .5695 .2969 

26 .6012 .6029 .5865 .6048 

27 .8040 .5777 .5986 .6351 

28 .6360 .6261 .5767 .7092 

29 .3607 .4862 .7009 .6731 

30 .5784 .6138 .5641 .5885 

31 .6228 .5721 .6643 .6566 

32 .6001 .7058 .7475 .7638 

33 .4460 .4599 .3760 .2775 
Broadcasting Skills 
34 .3676 .4969 .4278 .4990 

35 .3608 .7726 .5762 .6436 

36 .8387 .3877 .3485 .7805 

37 .8665 .2353 .7773 .7489 

38 .8214 .3974 .7843 .7665 

39 .5424 .8106 .3170 .7464 



TABLE LXXVI 

TELEVISION CORRELATION COEFFICIENTS 
FOR THE PILOT SURVEY 
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Phrase 
Number 

TV 
Sales 

TV 
News 

TV 
Production 

Traffic and 
Continuity 

Liberal Arts 
4 .4772 .4371 .4442 .3977 

5 .4798 .3829 .6224 .6051 

6 .6102 .5194 .4285 .7233 

7 .6927 .6331 .5169 .7244 

8 .6198 .5032 .6395 .7241 

9 .4762 .8581 .6051 .7926 

10 .6134 .4689 .6454 .7774 

11 .5904 .5241 .6531 .8131 

12 .5991 .6449 .4175 .7772 

19 .4967 .5914 .5112 .4440 

20 .7203 .6744 .7215 .8380 
Business 
3 .4614 .4480 .4011 .3905 

13 .5686 .5546 .6791 .7865 

14 .4749 .4797 .7295 .7830 

15 .4686 .7876 .7515 .8748 

16 .5131 .7451 .8487 .8956 

17 .4944 .7777 .7744 .6796 

18 .4706 .7305 .7506 .5421 



TABLE LXXVI (continued) 

TELEVISION CORRELATION COEFFICIENTS 
FOR THE PILOT SURVEY 

172 

Phrase 
Number 

TV 
Sales 

TV 
News 

TV 
Production 

Traffic and 
Continuity 

Knowledge 
21 

of Broadcasting 
.4642 .6602 .7601 .6031 

22 .4635 .7314 .8651 .7325 

23 .4516 .7665 .6697 .5485 

24 .4741 .6216 .8247 .3924 

25 .6288 .3961 .5488 .5542 

26 .5233 .8139 .8368 .8047 

27 .7017 .7514 .5750 .4882 

28 .8144 .7556 .7726 .8406 

29 .4571 .6093 .6560 .5756 

30 .4545 .4659 .7074 .3921 

31 .7372 .6509 .7014 .7371 

32 .5191 .6410 .5814 .5862 

33 .4553 .4236 .5322 .4762 
Broadcasting Skills 
34 .4689 .5885 .5104 .5846 

35 .4592 .5725 .6838 .5112 

36 .4929 .3876 .7831 .8165 

37 .8648 .4707 .7569 .7689 

38 .8905 .3848 .4931 .7818 

39 .8877 .5153 .3990 .7246 

40 .8470 .3918 .4027 .6893 

41 .8639 .7033 .4101 .7975 

42 .7383 .7317 .4662 .6228 

43 .6213 .7149 .8697 .7932 



TABLE LXXVII 

RADIO CORRELATION COEFFICIENTS 
FOR THE MAIN SURVEY 

173 

Phrase 
Number 

Radio 
Sales 

Radio 
News 

Radio 
Production 

Traffic and 
Continuity 

Liberal Arts 
4 .6684 .4451 .6695 .6014 

5 .5063 .4956 .6050 .4990 

6 .6824 .5207 .6164 .5551 

7 .5670 .6686 .7643 .6300 

8 .5548 .4806 .4594 .5032 

9 .6227 .7237 .6290 .5861 

10 .6215 .6170 .7775 .6767 

11 .6385 .7231 .7229 .6058 

12 .5408 .7221 .4885 .6443 

19 .6416 .6976 .6557 .4674 

20 .6363 .7273 .6457 .4547 
Business 
3 .3279 .2599 .2435 .4552 

13 .7115 .5913 .7359 .6930 

14 .6112 .6357 .7591 .7495 

15 .5969 .7227 .7298 .6666 

16 .5267 .7316 .7995 .7571 

17 .3349 .7321 .6450 .6864 

18 .5971 .6860 .6679 .5991 



TABLE LXXVII (continued) 

RADIO CORRELATION COEFFICIENTS 
FOR THE MAIN SURVEY 
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Phrase 
Number 

Radio 
Sales 

Radio 
News 

Radio 
Production 

Traffic and 
Continuity 

Knowledge of Broadcasting 
.6082 .6122 21 .5148 .6872 .6082 .6122 

22 .5470 .6167 .5538 .5864 

23 .3713 .6954 .6036 .6364 

24 .3396 .7111 .4438 .5789 

25 .4742 .2875 .4674 .5019 

26 .5957 .6200 .6507 .5632 

27 .4737 .6225 .5218 .4904 

28 .6190 .6712 .5404 .6897 

29 .5956 .4763 .6136 .6660 

30 .5480 .6212 .6192 .5716 

31 .5513 .5708 .5711 .7048 

32 .5440 .7057 .6860 .7767 

33 .5358 .6390 .4934 .3248 
Broadcasting Skills 

.3816 34 .4499 .5784 .4666 .3816 

35 .5730 .7496 .4804 .6035 

36 .8787 .4158 .3806 .7526 

37 .8506 .2182 .7570 .7690 

38 .7851 .1944 .7248 .7381 

39 .5938 .7804 .3614 .6032 



TABLE LXXVIII 

TELEVISION CORRELATION COEFFICIENTS 
FOR THE MAIN SURVEY 
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Phrase 
Number 

TV 
Sales 

TV 
News 

TV 
Production 

Traffic and 
Continuity 

Liberal Arts 
4 .3956 .3619 .3956 .5071 

5 .3804 .3562 .5810 .6227 

6 .6027 .5314 .7281 .4904 

7 .6899 .6196 .7249 .5756 

8 .6171 .4981 .7285 .6198 

9 .4749 .8762 .8007 .6381 

10 .6092 .4895 .7856 .6871 

11 .5867 .5478 .8195 .6731 

12 .5949 .6400 .7781 .4858 

19 .4851 .6541 .4702 .5203 

20 .7068 .7181 .8407 .7116 
Business 
3 .3880 .3591 .4053 .4472 

13 .5541 .5423 .7838 .7177 

14 .4830 .4525 .7828 .7780 

15 .4836 .8028 .8748 .7814 

16 .5183 .7551 .8949 .8702 

17 .3994 .7738 .6780 .7891 

18 .4059 .7534 .5400 .7739 
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TABLE LXXVIII (continued) 

TELEVISION CORRELATION COEFFICIENTS 
FOR THE MAIN SURVEY 

Phrase TV TV 
Number Sales News 
Knowledge of Broadcasting 
21 . 3 9 4 2 

22 . 3 9 8 8 

23 . 3 8 1 8 

24 . 4 0 3 1 

25 . 6 2 2 5 

26 . 5 1 6 5 

27 . 7 0 0 4 

28 .8066 

29 . 4 5 6 8 

30 . 3 9 7 6 

31 . 6 8 8 9 

32 . 5 1 5 5 

33 . 3 9 2 7 
Broadcasting Skills 
34 . 4 4 8 2 

35 . 4 3 6 4 

36 . 4 9 6 6 

37 . 8 6 5 4 

38 . 8 9 0 9 

39 . 8 8 8 3 

40 . 8 4 8 0 

41 . 8 6 2 9 

42 . 7 3 3 7 

43 . 6 2 0 3 

. 6 6 4 0 

. 7 2 1 4 

. 7 6 1 1 

. 6 1 7 1 

. 3 8 1 8 

. 8 1 2 8 

. 7 5 4 9 

. 7 3 6 8 

. 6 1 0 2 

. 4 6 2 6 

. 6 4 9 1 

. 6 4 2 8 

. 3 6 2 4 

. 5 7 9 0 

. 5 5 4 8 

. 3 5 4 1 

. 3 6 6 2 

. 3 5 2 2 

. 5 0 0 9 

. 4 0 6 9 

. 7 1 0 1 

. 7 3 5 6 

. 7 0 3 6 

TV 
Production 

. 6 0 5 3 

. 7 3 7 2 

. 5 2 2 8 

. 3 9 3 4 

. 5 2 7 1 

. 8 0 5 7 

. 4 8 0 8 

. 8 4 1 3 

. 5 7 8 3 

. 3 9 6 9 

. 7 2 3 8 

. 5 8 0 5 

. 4 7 7 3 

. 5 9 3 6 

. 4 9 9 8 

. 8 2 5 2 

. 7 8 1 7 

. 7 9 8 9 

. 7 3 3 5 

. 6 8 6 3 

. 8 0 6 4 

. 6 5 0 1 

. 8 0 9 3 

Traffic and 
Continuity 

. 7 9 5 6 

. 8 8 0 9 

. 7 2 4 2 

. 8 5 5 1 

. 4 7 1 6 

. 8 5 7 3 

. 6 1 2 9 

. 7 5 0 3 

. 6 9 4 4 

. 7 3 6 1 

. 6 8 3 6 

. 5 7 3 5 

. 4 4 7 7 

. 4 0 5 0 

. 7 4 0 7 

. 8 2 5 5 

. 7 7 4 3 

. 5 6 7 6 

. 3 9 0 5 

. 3 8 2 2 

. 4 0 0 8 

. 3 8 6 0 

. 8 6 5 9 



APPENDIX L 

SURVEY RESPONSES 

177 

State Radio Television Total 
Alabama 3 1 4 

Arkansas 8 1 9 

Arizona 2 1 3 

California 10 4 14 

Colorado 5 2 7 

Connecticut 4 - 4 

Delaware 2 - 2 

Florida 12 2 14 

Georgia 5 1 6 

Idaho 2 - 2 

Illinois 8 1 9 

Indiana 9 2 11 

Iowa 5 - 5 

Kansas 4 - 4 

Kentucky 8 1 9 

Louisiana 7 1 8 

Maine 4 - 4 

Maryland 3 - 3 

Massachusetts 3 - 3 

Michigan 9 1 10 

Minnesota 7 1 8 
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SURVEY RESPONSES (continued) 

State Radio Television Total 

Mississippi 7 1 8 

Missouri 10 - 10 

Montana 3 - 3 

Nebraska 7 - 7 

Nevada 3 1 4 

New Jersey 3 - 3 

New Mexico 6 - 6 

New York 12 5 17 

North Carolina 10 1 11 

North Dakota 1 - 1 

Ohio 11 2 13 

Oklahoma 5 - 5 

Oregon 3 2 5 

Pennsylvania 6 1 7 

Rhode Island 2 - 2 

South Carolina 3 2 5 

South Dakota 1 1 2 

Tennessee 7 1 8 

Texas 18 6 24 

Virginia 3 - 3 

Washington 2 1 3 

West Virginia 8 - 8 

Wisconsin 7 1 8 

Wyoming 
Total 

3 
261 

1 
45 

4 
306 
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APPENDIX M 

RESPONDENTS' COMMENTS AND SUGGESTIONS REGARDING 
ADDITIONAL PRE-EMPLOYMENT NEEDS 

Suggestions and Comments Responses 
Radio Television 

1. Students need to learn basic 
grammar and writing skills. 21 8 

2. Emphasize more practical experience 
and internships. 18 6 

3. Emphasize sales, advertising, and 
broadcast management. 12 7 

4. Require more courses in marketing, 
management and/or business. 4 5 

5. Emphasize broadcast rules and 
regulations. 6 3 

6. Develop course which emphasize skills 
for small market employment 
opportunities. 7 3 

7. Students need a basic understanding 

of electronics. 5 

8. Require more liberal arts courses 7 

9. Emphasize that broadcasting is 
a business and should make a profit. 9 2 

10. Develop "ENG" shooting and editing 
skills. - 4 
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