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“Popular culture i the stories we share
every day. Call it news, fiction, education,
Tevthdlogy, ‘or just media, that great and
utiquely human process governs much of
what we do. )
© Wi is the most prolific-and tireless storys
. tolier in vour home? It used ¢ he the parent,
" grandovarent. ov cides ing. Today in most
bomes it television, Telavision hag
arat
oply dream about: 2 pulplt o every hving
Boom, Witk 2 charismatic messenger provid
3 the coriron ritusl of enlertainment and
- ptormation with 2 censral underlying sales
fresnage forall
o« The slory behnind this great transfermation”
3 sociely is the story of how we allocate and
s ur popuiar colural resources, Who pays
a1 {¢ whom? -
For mest of humian existence, public siory
was a handicraft process, cendueted
! administered by 2 pricstly or
higrarchy. Payment for it way ex-
P i she form of (ribute or tithe and
ctesns of cosmice order, Tradition,
antation, and authoritaiive
seristilres ruled the day.
onie revoluti

0 mechanized story

ople 10 interpret a3 they saw fit,
Aihe way o the Reformation and the

Wrowiedge”, could now oross
fostzing, space and time and
is ot family and caste. The old
cave way to the new corpocate
S0 s and governors of industrial society.
: Their gowsr rests largely {n their freedows {0

anage the industrigiized process of story
s telting and i buidd mess markets for mass
Cpwoduction through the mass distribution of
© Bymbels and adveriising messages.

ud state us the patrons of 1he mess
S popuiar of the arts, particularly radio and tel-
+ evision, The publics montes (ncluded in {he

. orice of advertised goods) are chepneled -

. threugh them to suppsri corporate aims,

¢ sales and powess, -

“- The welectronic wave, that gathered

Sstreangih with radio, it hard wish teievision,
g ing and changing the ecntours of alf.

i of popular cuiture. The chief charac-

ics of television ave cradle-ic-grave 2

» early universal coverage: centralized, stan--
duercized and ritualjzed production; and non-,

.. selective use. In addition, most elements of |
pregrant production are centralized so that
news, fiction, drama, documentary, talk,
gams and othar shows serve the same basic
Istituticsial purposes. S

st Amendmoent to the Coustituiion,

i protect the public from an op-
pre BALE povernment, became the prine

ccipal shieid of *the new “private movern-.

eved what all emparors and popas eould: .

st machines—

ally advertisers veplaced nebility, |

(13

dng them from public (as well as government

controi of programming, .
Television bus become the funetional
equivaient of preindusirizi religion, preach-
Ing its corporaia message in every home. The
modert mexis of power is not Church and
State, but Tetevision and State, :
How do we pay for this?
Advertising costs, which are possed on 1o

the Auncrican consuuner, wotel 536 billion ane

nually—100 times the ioial gross budget of

- the United Nexions, - . .

. Approximziely 1,880 daily aad more thaa-
7,50 weekly newspapers absorh nearly one-

-third of that amount. Television uses 20 per

cert of the total, ond s share keeps rising,
gradusily squeerzing older media out of the
business, ' ’ )

Radio now gety less thas 7 per cent of the
toial advertising support and magazines iess
than 6, with cutdoor, direct mail, and other
outiets accounting for the rost. R

TY rensramreing e riin hy a fawr laraai

cans's day to pay for the advestising that sup-
ports the programs, the agencies, the hroad-
“easters, the television set manufacturers, the
repair people, and the eleciriciiy needed to
xua the set. :
The power of television snables # to
charge an average of $100,000 per prime time
commaerecial rofnute and up to 2 quarter of &
million dollars for a one-mintte commercial

“inseried into & movie ks “Gone With the.

Wind"-—and advertisers stand i ine for the
privilege, .

Divided by audience size, thése astronotie
cal prices add up {o an attractive “cost per
thousand” {viewers) compared 1o other more
selective—and selectively used—forms of
1ass communication and advertising,

Tefevision also jexds popular euliure in
terms of jts conceniralion. it wakes 2 big iet-
work to produce expensive shows and o take
big risks. The top 25 network advertizers pay
Tinrs rhaon half Af dha theaa smodinn A

By Maryn Trakies/Photophite with the conpuration of Sears

“As Advertised on TV?: Sears paint, subject of a ¥V ed campaign, is featured in « floor display.

The rest of the money we spend for popu-
ler culture goes for books, movies, record,
and sports, all of which now depend on
broadeasting for transmissios or promotion
or boih, but most of wiich—uniike broad-
casting itself—can dlso be bought direcily by

“the conrsumer,

Advertisingsupported inedis’ creste (he
bulk of popular culivre. But their principat
products—the products they sell for profit—
are not cullure; they are people, called audis
ences and sold to advertisers for a price.

. The diredt price the public pays for news
papers and magazines covers the cost of de-
livery. The advertisers pay the rest, but frem
moaey that, i not for special legislation,
would have gone to the public freasury.

Inother words, the public’s own money is
aved to seil publie audicnees to the highest
bidders. This is-done in three principal ways.

1. All broadcasting stations are liconsed by

tha Tadannl M

e -

&,
&xd o
&
e
&
)
g
@
“Ca
é‘;‘ﬂm
®
ag
o
&
e
E%_
=
=
S
@

law. In fact, they operata as husinesses to
make & profit, but the enormoeousty profitabla

license ta broadeast in the public domaia is
givan away free of charge. -
2. The advertising subsidy that supperts

and guides the cullural induslry is extracied

through a levy on the price of all advertised
goeds and services. Some call this private taxs
aticn without representation. The iax is hid~
den in the price of soap; I pay when I wash,
not when I watch TV or read a magazine.

3. Congress made advertising a tax-deduet..

ible business expense, subsidizes the postal
rates of printed media, and provides certain
advantages for “failing” newspapers.

Without these direct contributions from

the publie treasury, “private” media would
1ot be profitable, and probably could not
exist at all.

Stripped of mystification, the “new reli-
gion” and other forms of mainstream popu-
lar culture operate on legislative and market
mechanisms that channel publie monies to

Private corporations o support “chesp” or
A

free” madia as the cuitural arms of business
and industry. Since the marketing mechas
nism is concersted not just with popuizrity
hut with persuading large audiences to buy
the goods and services advertised, the quatity

_and diversity of the culteral service, and ils

relevance to the needs of many specific pu-
hiies that make up the totel community, car-
not, therefore, be ihe chlef criteria of most
mass cultaral production,

. What of the future? :
There are signs of tenslon and of prossire”.

to loosen the hinld of the corporate glants and

. the networks dnd to diversify the rnain.

stream of popular cuiture, especially televi
sion. Citizen groups and public organizations
are demanding greater responsivencss and

protection of the public interest from aif gov- -

ernmeni—private as well as pubstic. )

Such broadening and democratization of
popular cultural productien would have the
additional advantage of not selling the sama
fears, hopes and siyles of Hie to practicaily
ali of the people'practically a!l of the time.
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