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CHAPTER I

INTRODUCTION TO STUDY



Introduction to the Study

KOWH-KOWH FM of Omaha was founded in December, 1970, by Reconciliation,
Inc. A review of literature by the author indicated that at the time of
this study, there had been no thesis, dissertation, or published paper using

radio station KOWH as its main subject.

The KOWH Choice

Because KOWH played an important part of the Nebraska media picture,
came intc existence through the community efforts of black people, and had
not been the focus of any previous major study, the author felt it was an
excellent subject for research.

KOWH was especially interesting to study because the station was
financed to a great extent by the United Methodist Church and by blacks in
the Omaha community. Also of interest to the author was the fact that
several key people in KOWH ownership and management were Kansas State Univer-
sity alumni. Bob Boozer, on the Board of Directors, was a 1958 graduate of
KSU. Keith Donald, Richard Baker, and Mike Jones, KSU alumni, served in

management positions at KOWH.

What is Black-Oriented Radio?

Before the Civil War, blacks in the United States used the medium of
the newspaper to crusade for hlack people's collective aspirations. For
many years black-oriented newspapers comprised the primary media channel in
this pursuit for racial equality. Black newspapers have suffered from a
high mortality rate, due to the lack of advertising and subscriptions which

created financial instability.l



The black entry into the radio industry was due primarily to financial
incentive.2

Any radio station that carries programming which is intentionally
designed and oriented to a black audience may be defined as black radio.3
By that definition, black ownership is not a prerequisite; comparatively few
radio stations can be considered black radio because they are not black-
owned and black-operated stations. Many white owners went into the black
market radio venture by default.4 The owners were financially in trouble

and tried this specialized programming as a last resort.

Black Radio Programming in the Early Days

Black radio's birth was motivated primarily by money-making objectives.
The first attempt of a coast-to-coast black radio program was promoted by a
black businessman, Leonard Evans. Evans was promoting a black soap opera
show in 1954. Evans' philosophy was apparent in the following statement:
"This is not a crusade for the intermingling of the races, we are out to
move tonnage, to sell merchandise. If we do help race relations, it's
incidental.“5

This type of business-like attitude was typical of early black radio.
Black radio was not used as a voice against the racial injustices. The use
of radio to render public services to blacks was not attempted and perhaps
not even conceived of during the early period.

Those prevailing characteristics hegan to disappear during the late
1960s and early 1970s for two reasons. For one, the black radio station
began to get more involved with its community. This correlated quite
closely with the progression of the civil rights movement in the United

States.



Secondly, national advertisers became aware of blacks' purchasing
power, which represented momney. ‘Black radio stations provided Madison Avenue
advertisers research facts which showed blacks spent 98.9 percent of their
disposable income compared to 77 percent by Whites.6 Studies also confirmed
that blacks could recall about twice as many commercials (particularly from
black radio) as could whites. Other similar data were gathered, and suddenly
the black consumer was the target of advertising campaigns. By 1964 black
radio had become a $25 million business.7 Black radio increased to an
estimated $35 million business in 1931,

Advertisers, in expanding into black radio, found it profitable to
change their advertisements to a more black-oriented content. John Johnson
of Ebony magazine said: ''The Negro consumer is demanding that his hopes,
fears, needs and dreams be considered. He is increasingly responsive to
advertisements oriented to him. He cannot be sold by advertisements and
articles which take him for granted."8

Bob Dore, a black radioc station representative, said, "When a Negro
hears a commercial on general market radio, he's not sure it's meant for him.
When he hears one on a Negro station, he knows it's meant for him."9

From the advertiser's point of view, black radio emerged as a dynanic
force for three principal reasons. First, the black population represents
a $25 billion annual income. Secondly, blacks have thelr own tastes,
preferences, purchasing habits, and dreams. Thirdly, large black populations

are often grouped in a small geographical area which makes a convenient,

easy target for advertising.



Importance of the Study

The value of studies in black radio and in other black media becomes

apparent when one considers the importance of black media to the black
community and the relatively little attention it has received.

Maxwell Brooks, in The Negro Press Re-examined, wrote:

For nearly a hundred years now the Negro's efforts have been
directed toward the achievement of full citizenship...Two institu-
tions have had major roles in this long struggle--The church and
the press., White Americans are rather well aware of the part that
the Negro church and its agents have played, but they are far less
informed about the Negro press...The Negro press has been impor- 0
tant...and it deserves more thorough study than it has received.

In The Negro in the United States, Erwin Welsch said:

The Negro press has become the most influential Negro
business in the twentieth century...Unfortunately, the press
has not received the scholarly research attention it deserves.

According to John D. Stephens, "Until the boom in black history in the

late 1970s, blacks were as invisible in journalism history as in other

wl2

history; they are still under represented. Roland E. Wolseley, in

The Black Press, U.S.A., stated that:

Little has been set down about black radio as a jourmal-
istic phenomenon. As of this writing, black owned and operated
radio has been the only viable electronic competitor from within
the complete realm of the black press. The black radio is a
relevant1§orce making a noticeable impact on American radio as
a whole.

The Black Almanac of 1979 states: '"Blacks have progressed faster in

radio than any other areas of media. Blacks are responsible and responsive

to the black radio.14

Studies on Minorities and the Media

Race and ethnic status have long been used as analytical variables in

sociological research. In mass communication research, however, it is only



in the last decade that there is a sustained utilization of race and ethmic
status as explanatory variables in the communication process. As a result,
there seems to be a void in knowledge of the relationships between minorities
and the mass media.

Several justifications can be advanced for studying ethnic minorities
and the media. First, it is important from a theoretical view to compare
the different minority groups with the majority group. Secondly, since
minorities form a sizable segment of the media's audience, it is important
from a practical standpoint for those in the media holding policy-making
positions to be familiar with this segment of the audience preferences.

Recognizing the significance of the relationships that exist between
minorities and the media, the author collected from Spingarn Library,
Howard University in Washington, D.C., results of an unpublished study by
Donetta Langley and Reggie Henderson. In 1980 they collected and recorded
the results of empirical studies that have been conducted over a 33-year
period, 1948 to 1981, The majority of the studies in their review were
located through a systematic search of the indices of four major research

journals in mass communication: Journal of Broadcasting, Journal of

Communication, Journalism Quarterly and Public Opinion Quarterly. 1In

addition, they used Social Science Index and issues of the American News-

paper Publishers Association (ANPA) News Research Reports.

One of the primary questions answered in Langley and Henderson's
literature review was: Compared to whites, which media do blacks use? The
primary answer has been that blacks are different from whites in their

selection of the media. Their paper asserts the following:



The fact that blacks differ from whites in their media use is
a common finding in Bogart (1972); Sharon (1973); Bush (1971) and
Stroman and Becker (1978).

Bogart's (1972) study is the most general picture in the
literature on the black community's exposure to newspapers,
television and radio. Sharon (1973) and Bush (1971) confine their
studies to readership of the newspaper only and Stroman and Becker
(1978) concentrate their analysis on blacks' reliance on the media
for political content.

Bogart's analysis of a national sample of more than 15,000
adults compares black and white exposure to print and broadcast
media. Bogart's finding that fewer blacks than whites read news-
papers is also found in Sharon (1973) and Stroman and Becker (1978).
While there are no sex differences between whites in newspaper
readership, there are sex differences between blacks; that is, blac
women read newspapers more frequently than their male counterparts.

With respect to age, the study says:

The age difference among blacks parallels that of whites
with older blacks reading newspapers more frequently than younger
blacks. Blacks who are very old, though,lgre the least likely
age group to pay attention to newspapers.

Langley and Henderson's unpublished study shows basic differences con-
tinue to be prevalent:

There are also differences in attention to television.
Blacks are more frequent viewers than whites of non-prime time
television. During prime-time, blacks and whites view television
with approximately the same frequency. Among blacks, young people
are thz heaviest viewers of television and during prime—time,
upper income blacks are heavier viewers than lower income blacks.

Bogart found little difference between black and white use of
radio. Black men were slightly more likely to listen to radio than
white men and black women were slightly more likely to listen to
radio than white women.

Sharon (1973) found that low income blacks were still less
likely to read newspapers than low income whites.

Sharon (1973), Bush (1971) and Stroman and Becker (1978) also
looked at what kinds of stories attracted blacks. Sharon found
that blacks read fewer editorials, womens and society pages and
regular ads than whites, but blacks read more sports stories than
whites. Bush (1971) also found that blacks were less likely than



whites to read opinion content, financial news and comics. In
addition, Bush found that few blacks read stories which had
been jumped to an inside page. While the Bush study found that
black men were not as thorough readers as were white men, it
didn't find any differences between black women and white women
in their thoroughness of reading the newspaper.

Differences were also found in the Stroman and Becker (1978)
study in the time of day blacks and whites watched television
news., Blacks were more likely than whites to watch morning and
late evening news and less likely to watch the early evening news.

While the most mentioned studies compared blacks with whites, the study
also presented information comparing blacks with other blacks in their use of
the media.

Jackson (1980) attempted to determine if differences in socio-
economic levels among blacks were related to their media use.
Jackson found that highly educated and upper income blacks read
newspapers and magazines more frequently than poorly educated,
low income blacks. In addition to socio-economic level differ-
ences, Jackson found age differences with relation to print
media. Newspaper reading peaked in the 30-year old category; that
is, blacks in their 30's were the most regular newspaper readers
while blacks who were over 50 were the least regular readers.

This age difference was also among Bogart's (1972) findings.

Carey discovered that blacks preferred weekend programs
while whites liked mid-week viewing. Blacks preferred programs
which were individually oriented while whites preferred programs
which were family oriented. Blacks also preferred programs
with individual conflict as a theme and what Carey said critics
called "better television.'" Blacks preferred physically aggres-
sive, visual comedy as opposed to strictly oral humor. 1In
addition, Carey found that blacks avoided country and western
and romantic music.

Hur and Robinson (1978) investigated blacks' preference
for and exposure to the highest rated program in television
history--Roots. In this study which was conducted in Cleveland,
the authors found that more blacks than whites watched Roots
and among Roots viewers, blacks watched more episodes on the
average than whites. In an investigation of attitudes and inter-
personal communication surrounding Roots, the authors found that
black viewers thought the series was more historically accurate
and blacks talked with more people ahout Roots than whites.18



Langley and Henderson show that while many of the studies have looked at
the entertainment program preferences of minority audiences, few studies
have linked minority audiences with public affairs and political information.
They indicate other studies which were found useful.

Tan and Vaughn (1976) examined the relatiouship between media
use and public affairs knowledge. They found that there was a
significant positive relationship between total media use and
public affairs knowledge. However, the relationship between use
of black media and public affairs knowledge was weaker than that
between total media use and public affairs knowledge. The best
predictor of public affairs knowledge was newspaper reading.

Most of the studies throughout this section have focused
on the audience's relationship to newspapers and television.
Except for Surlin (1977) little is known about the relationship
of the minority audience to radio. Surlin investigated the
attitudes of the public, particularly poorly educated, alienated
blacks about the need for minority ownership of minority
programming radio stations. In the study which was conducted in
Athens, Georgia, Surlin found that poorly educated, high fatal-
istic blacks were much more likely than their white counterparts
to perceive a need for minority ownership. Highly educated, low
fatalistic blacks were on the other hand, least likely to
perceive a need for minority ownership.19

The major conclusions suggested by Langley and Henderson concerning the
complete study are as follows:

The media usage and content preferences of blacks differ from
those of whites. These differences surface in the following
manner: blacks read newspapers to a lesser extent than whites and
blacks and whites read different sections of the newspaper; blacks
view more television than whites (with the exception of prime-time
television); and blacks listen to radioc slightly more than whites.

The media use patterns noted above are reflected in the
sources that blacks rely on for information. In general, blacks
are more likely than whites to rely on television and people as
sources of information. Rarely do they use newspapers as a
source of information.

Minorities are also underrepresented in television progranms.
And, although there has been an increase in the proportion of
minorities appearing on television, this increase has occurred in
minor, insignificant roles or roles that tend to reinforce stereo-
types of minorities.Z20
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One of the conclusions the author feels can be drawm from this review is
that, while little is known about the relationship of blacks and the mass
media, even less is known about other minority groups such as Spanish-
Americans, Native-Americans and Asian-Americans. Except for a few studies on
Mexican-Americans, these other minority groups have been ignored in the
literature. What is presented then is a decidedly unbalanced picture of

minorities and the media.

FCC Conference Concerning Minorities in Broadcasting

In a Statement of Policy on Minority Ownership of Broadcasting
Facilities released in May 1978, the FCC said it was committed to seeing that
the need and viewpoints of minorities are reflected in broadcast programming.
The commission recognized that equal employment opportunities for minorities
would result in diverse programming, but it concluded that minority owner-
ship is another important way to ensure programming responsive to American's
needs.

The FCC convened a conference designed to look at and research barriers
to minority acquisition of broadcast properties and ways of overcoming those
barriers. This important conference met at FCC headquarters on April 15
and 26, 1979. The conference's principal finding was that minority groups
seeking entry into the broadcast industry are at a serious disadvantage
because they have relatively little knowledge of, or experience with, the
complex and sophisticated arrangements for financing the acquisition of broad-
cast facilities.z'1 The conference also found that lending institutions, as
a group, have relatively little knowledge of, or experience with, financing

either minority business enterprises or broadcast properties. The conference



11

also found that minorities, as a group, lack managerial and broadcast
operational experience that would lead institutional lenders to finance
acquisition of broadcast stations.22

Other findings were that minority groups already operating broadcast
stations are at a competitive disadvantage for two primary reasons: (1) the
major broadcast audience rating services, on which much of a station's
advertising revenue depends, employ survey methodologies that consistently
underestimate the audiences of minority-owned (and formatted) broadcast
stations; and (2) the major broadcast advertising agencies and advertisers
are frequently reluctant to purchase time on minority-owned (and formatted)
broadeast stations.23

The conference recommended, among other things, that the FCC study ways
to increase minority broadcast ownership and that the FCC conduct a critical
review of its policies and rules affecting minority broadcast ownership.24
Other conference recommendations were that the financial community reevaluate
its collective attitude towards financing minority broadcast station
acquisitions and that the advertising community conduct further research into
the purchasing power and buying habits of minority groups.zs

The final conference recommendation was that the audience rating services
develop new survey techniques where such techniques are necessary to guar-
antee accurate estimates of the audiences of minority-formatted stations.

The FCC has taken several steps to make it easier for minorities to

acquire and operate broadcast stationms.
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FCC Policy on Minority Ownership

In May 1978 the FCC announced in its Statement of Policy on Minority
Ownership of Broadcasting Facilities that when an application is made to
transfer or assign a broadcast license to a minority enterprise, the FCC
will consider granting the seller a tax certificate under Section 1071 of
the Internal Revenue Code. The commission is authorized to issue a certifi-
cate if it appears likely that the transfer or assignment of a broadcast
license will facilitate either the implementation of new FCC policy or
changes in existing FCC policy. A person holding such a certificate may
defer payment of capital gains taxes upon sale of the station. The commis-
sion sald it believed that the availability of tax certificates would serve
as a significant incentive to those selling broadcast stations to sell to
minority enterprises. In fact, a number of minority enterprises acquired
stations under this policy.26

There are presently three ways a minority enterprise can acquire a
broadcast station. First the entrepreneur may challenge the license re-
newal application of an existing station and have the FCC award the license
to the entrepreneur. Second the enterprise may apply to the FCC for a
license to breoadcast on an unusual frequency. Finally the enterprise may
buy an existing facility.27

At the time of the study black radio stations in operation were at an
all-time high. Early 1980 figures indicate that black radio participaticn
was prevalent in 29 states.

The participation included 65 AM stations and 36 FM stations. The

number of FMs remained constant between the National Association of Black
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Owned Broadcasters (NABOB), 1980 and 1981 measurements, and only the AM
totals increased.

The number of black owners over the same interval grew from 63 in 1980
to 71 as of January 1, 1981, a 12 percent rise.

Nate Boyer, executive director of NABOB, estimates that roughly half
the current total of black-owned stations have been "a direct result of the

FCC's policy of encouraging minority ownership," while another 20 percent
were secured through the normal acquisition channels. Since May, 1978, when
the FCC began implementing its minority ownership policies, blacks have
acquired 18 properties as a result of the issuance of tax certificates to
broadcasters who sell to minorities, and 15 properties as a result of FCC

distress sale proceedings.28

Minority Employment in Broadcasting

The broadcasting employment statistics are defined further in nine
categories of work performance. These categories are: officials and man-
agers (which includes newswriters, reporters and announcers), technicians,
sales workers, office/clerical, craftsmen (including building trades),
operatives, laborers and service personnel. The breakdown of broadcasting
employment in these categories is shown in Figure 1. The Federal Communi-
cations Commission is concerned with the relatively small number of minority
personnel in management positions and the large number of personnel in the

lower positions.
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Total Employment Total Minorities
Officials and Managers 28,544 2,255 ( 7.9%)
Professionals 42,895 5,688 (13.3%)
Technicians 26,609 4,083 (15.3%)
Sales Workers 16,1865 1,302 ( 8.1%)
Office/Clerical 22,826 5,520 (24.2%)
Craftsmen 1,801 322 (17.9%)
Operatives 958 252 (26.3%)
Laborers 240 114 (47.5%)
Service 1,164 723 (62.1%)
TOTAL 141,202 20,259 (14.3%)

FIG. 1 Full-time 1980 broadcast employment by job
categories, showing total employment and minority
employment.

The Discrimination Problem

In spite of the FCC's steps to make minority access more equitable,

Elliott Franks, former head of the National Association of Black Broadcasters,

said it will be virtually impossible for black radio to "make ground." He

says it 1s impossible because of the distinct discrimination that takes

place in media, especially in radio. He described the plight of black radio

during an interview in December, 1980 with former correspondent and anchor-

woman for ABC news, Sylvia Chase.

Q.
A.

In what ways are black radio stations discriminated against?

Black radio, because of the way it was born...it was given birth by
white America, and white America in the late 40s and early 50s talking
about black programming, gave to the black community what they thought
the black community might like to hear. I mean that finger popping,
jive talking, street corner kind of presentation so consequently in
the eyes of many major ad agencies and the clients they represent,
black radic is a joke with no credibility.

Aren't black radio stations still caught in that kind of vicious
circle...they don't grow as fast as white owned-operated radio stations
because they are not getting the advertising and because they don't

get the ads they don't grow fast and therefore don't get the advertising?
We think the priority problem is the rating service. There is almost

a monopoly as far as rating surveys to date. The problem that U.S.
census has every 10 years coming up with a severe undercount of blacks...
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that same problem manifests itself in the major rating services in
radio today. They have not come up with the type of mechanism or
structure that adequately surveys the black community and indeed

does get an inaccurate reflection of that black and black family
listening habits as it relates to radioc. Ad agencies have little or
no sensitivity in terms of a black owned facility. When we go to

the market place to pitch our station, the ad agency representative
is interested in one thing and one thing only...and that 1s what kind
of numbers do you have in the demographic spread that their client
wants? ...how many men do you have--25 to 29? How many females--18
to 357 And if you don't have the numbers the ad agency could care
less...they'll say sorry then go ahead and buy those statioms that have
the numbers. Also there are many advertisers who tell stations they
will not buy "ethnic," meaning simply they will not buy Black or
Spanish, yet these are firms that don't refuse black dollars.?
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Methodology
The method employed in this study of KOWH is the case study. Several

sources provided information for this study. Primary sources were personal
interviews with Richard Baker, who served as operations director for KOWH FM
from November 1974 to February 1977; Robert Boozer, a member of the board of
directors for KOWH from 1970 to 1979; Denny Christensen, sales manager from
1972 to. 1977; Marge Bray, who served as office manager from 1972 to 1979;
and Keith Donald, general manager from 1973 to 1979. Secondary sources
provided introductory and background information. These included: 1946 to

1980 issues of the Omaha World-Herald newspaper, 1969 to 1980 issues of the

Omaha Sun newspaper, literature on Nebraska black history, the City of Omaha
black history, studies in the area of black broadcasting in Nebraska and the
United States, and literature on black broadcasting in general.

Some issues of the World Herald are on microfilm at the Nebraska State

Historical Society and newspaper clippings concerning KOWH and Omaha's radio
stations can be found on the 3rd floor of Omaha's public library in Omaha,
Nebraska.

Other secondary sources included a discussion and subsegquent interview
with Harold Becker, a Nebraska historian who specializes in Nebraska black

history and is a columnist for Sun Newspaper in Omaha. Alsoc included

were a visit to Creighton University's department of journalism and

visits to the libraries at the University of Nebraska at Omaha, Howard Uni-
versity in Washington, D.C., Kansas State University, and the University of
Kansas. These sources were utilized for information concerning black radio,
black radio history, minority acquisition, and black broadecast advertising.

Brochures, pamphlets, and studies from the National Association of Broad-
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casters, Broadcap, and the Federal Communications Commission were used to
gather minority broadcasting facts such as total stations, minority employ-
ment, minority ownership, the status of minority broadcast fund, FCC minority
ownership policies and NAB activitiles and chronology of assistance to
minorities.

Copies of official KOWH documents were given to the author for use in
the study by several former employees of KOWH.

The remainder of this chapter will touch on the current status of black
radio in America and then will bring the study into focus on blacks and black

media in Nebraska.

Black Radio Current Trends

In spite of the low number of currently black-owned and operated statioms
in the over-all media picture, the number of black-owned and black-oriented
stations has shown a marked increase since the first outlet devoted entirely
to black audiences was established after the second World War.

It is clear that a function of black-oriented radio is to entertain and
to inform the black populace. With that factor being prevalent, the bulk
of the "outlets" are situated in large cities in the Northeast, Midwest,
West and heaviest in the South. As more blacks migrated to large cities,
interest in establishing mew '"soul" outlets increased, so that urban black
listeners usually can choose from two or more stations.

"Black programming stations reach approximately 93 percent of the U.S.
black population totaling more than 23,000,000 black Americans."l By 1970
the number of black-owned radio stations had increased due to a more

unified feeling in America's black community. The smallness of black radio
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is realized when it is noted that in 1975 more than 7,000 commercial
stations existed in America, with 118 of those stations having all black
programming.2

The explanation for so few black owned and operated stations is that
greater equalizer...money. The Black Almanac points out that many "applica-
tions for the necessary certifications by the Federal Communications
Commission are challenged by rivals for the frequency rights with the result
of prolonged lobbying and litigation." Few blacks have the dollars or credit

3

lines to support such costs on their own.~ The "ownership" question has

recently been a concern with the broadcast industry as a whole.

Black-Owned Stations of the 1980s

As of January 2, 1981, there were 108 black-owned broadcast stations
{(defined as at least 51 percent black participation) in 29 states, according
to the latest survey of the National Association of Black Owned Broadcasters
(NABOB). This represented a 4 percent gain in the number of black stations
over the previous year, when NABOB reported 104 outlets in which blacks held
a majority interest.

Of the 108 facilities, 65 were AMs, 36 FMs and seven were TV statioms.
The number of FMs and TVs remained constant between NABOB's 1980 and 1981
measurements, and only the AM totals increased, the survey showed.

The number of black owners over the same interval grew from 63 in 1980
to 71 as of January 1, 1981, a 12 percent rise.4

Nate Boyer, executive director of NABOB, estimates that roughly half

the current total of black-owned stations have been "a direct result of the

FCC's policy of encouraging minority ownership,'" while another 20 percent
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were secured through the normal acquisition channels. Since May, 1978, when
the FCC began implementing its minority ownership policies, blacks have
acquired 18 properties as a result of the issuance of tax certificates to
broadcasters who sell to minorities, and 15 properties as a result of FCC

distress sale proceedings.

Nebraska's Black History

Information on Nebhraska's black history is not detailed. Several sources
were found to mention the presence of a black populace as early as the mid-
1860s. The development of the West, coincident with the economic upheavals
in the south, attracted the attention of many dissatisfied freedmen.6 New
lands, new environment plus the opportunity for social and economic develop-
ment beckoned. By 1870 the first Negro exodus from the South was underway.7
Omaha became the port where the majority of the blacks settled and established
homes. There were jobs in Omaha and a chance to make a living. Those who
came in advance of their families sent for them and brought them north. As
the news spread in the south, friends and relatives were encouraged by reports
of industrial opportunity and joined the move northward into Nebraska.8

Little is written about blacks in Nebraska before the post-Civil War
time frame.

Legend has it that an exploring expedition headed by a monk,

Fray Marcos, touched the south eastern part of the state in 1539.

A Negro servant is thought to have been a member of the party.

This same Negro is thought to have been with Coronado's expedition

when he supposedly penetrated the southern part of Nebraska in 1541.

If it can be taken for granted that one or both of these expeditions

crossed the present southern boundary of the state, then it is

entirely possible that Negroes entered Nebraska as early as 1539 or

1541.9

Disregarding those blacks who, as slaves, arrived in Nebraska because
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they had no choice in the matter, immigrants fell into three classifications
with regard to their reasons for coming to Nebraska. Those who came to
Nebraska for economic reasons comprised numerically the largest of the three
10
groups.
"Next in importance was the group prompted to choose Nebraska as a
future home because of soclal factors. Finally a certain small percentage

settled in the state purely by chance."ll

Omaha Black History

The city of Omaha was often referred to as the "Gateway of the West for
Blacks."
The first black known in Omaha was owned by an Indian squaw. Though no

records show slavery as a popular industry in Omaha, local interest was

evidenced by an article appearing in the "Omaha Nebraskan" which quotes the

Chicago Times and Herald on the running away of Eliza, a slave, from

Stephen A. Nuckolls, to Chicago and her arrest November 12, 1860.

Omaha was the fourth largest railroad center and the eastern terminus
of the Union Pacific. Many blacks were employed by the company as porters,
cooks, and waiters. They found Omsha desirable and moved their families
there. The need for manpower immediately preceding and following the World
War furnished the next incentive for mass movement which increased at an
unusual rate. "According to the U.S. Census in 1920, the Negro population
in Omaha was 10,315. According to the census of 1930, of 214,000 people in
Omaha, 11,123 or 5.6 percent were Negroes."l2

It is not surprising that a black radio station would be situated in
the Omaha area in the 1970s, as that is where 35,000 of the state's 50,000

blacks resided.
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Black Media in Nebraska History

Nebraska has had a broadcast facility and at least 12 black periodicals
during its existence as a state.13 Chronologically these periodicals

include: Omaha Chronicle (1887-1888), Progress (1889-1904), Afro-American

Sentinel (1893-1899), Enterprise (1893-1914), Omaha Monitor (1915-1919),

New Era (1920-1926), Omaha Guide (1927-1956), Lincoln Voice (1946-1953),

Omaha Star (1938---), Everybody (1959---), and Tan Pride (1968-——).14
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11The Negro in Omaha: A Social Study of Negro Development, a published
report by T. Earl Sullinger, Ph.D., 1952,
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No other radio station in Omaha provided the black community and its
supporters the latest soul, jazz and gospel recording and relevant infor-
mation on political, social and economic issues which reflect the black
perspective as did KOWH-KOWH FM.l That message was part of a letter the FCC
received from a member of black Omahans as a result of a letter writing
session held in an effort to save KOWH-KOWH FM from being sold and from for-
mat changes. The above request and subsequent discussion and show of concern
were exercised to no avail.

Omaha's black~controlled radio stations had a goal to present music,
news and editorials geared to the total Omaha market. Attorney Wilber
Phillips made that comment as Reconciliation, Inc., a Negro controlled

corporation, signed contracts to purchase KOZN and KOWH FM with the approval

of the Federal Communications Commission.2

The Reconciliation, Inc., Investment Group, Rodney Wead, Chairman

Rodney Wead, chairman of the board and president of Reconciliation, Inc.,
was the person responsible for the founding of KOWH-KOWH FM. f

Wead received a Bachelor of Science degree from Dana College. He is
married, and he and his wife had four children. Wead also served as
executive director of the United Methodist Community Center, alsoc known as
Wesley House, in Omaha. He was responsible for establishing a commercial
credit union, a legal defense fund, a scholarship program for minority
students, an Afro-American library and an urban-rural crisis fund for
education and economic assistance for blacks, Chicanos and Indians of the

State of Nebraska.3

The venture into black radio for Omaha was the result of a brainstorm
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during the Nebraska Methodist Conference held in July 1969.4 The amount of
$10,000 was given by that conference to the Urban-Rural Crisis Fund which
was to be headed by an Cmaha attorney.

Then $10,000 was given to this venture by the Nebraska Methodist
Conference as a contribution to the Fund for Reconciliation.5 Wead indicated
that the corporation for the black radio station was called Reconciliation,
Inc., for a reason. He said, "...we feel that reconciliation may be on the
way to the ghetto because for the first time in this part of the middle west

there is a voice for the community."6

Black Radio for Omaha

The outstanding characteristic of Wead's concept for black radio in
Omaha was the emphasis on community participation. This is evident in his
statement on the original idea:

We first began to talk about the idea of a black radio station
in Omaha, Nebraska, when we learned that, since 1956, when radio
station WDIS of Memphis pioneered programs especially designed for
black listeners, the number of stations devoting at least part of
their air time to black audiences has risen to nearly five hundred.
Only seven of them are black-owned and most of the black-owned
stations were family-operated and are controlled by closed
corporations. Therefore, it was exciting to us that we might
start the first community-owned, community-controlled and community-
operated hlack radio station.

Wead was convinced Omaha was a viable market.

Most people in the industry believe it will continue to grow
and will do so at a much accelerated rate. There is a greater
feeling of togetherness in the black community today which has
created an awareness and pride in black people and changed the
whole face of ethnic radio over the past five to ten years.
Factors bearing upon estimated revenue are: presence of two
major universities; advantage of both AM and FM capahilities;
wide coverage area of signals. Especially the AM which is at
660 KC on a clear channel and offers the advertiser such cities
as Lincoln, Nebraska, St. Joseph, Missouri, Sioux City, Iowa and



29

outlying portions of Des Moines (this is especially important
to national accounts); and absence of a 'hlack' 'oriented' or
'soul' station in the area. Considering these facts and the
presence of five other commercial AM stations, we should be
able to realize a minimum annual income of two hundred
thousand dollars ($200,000) within an eighteen to twenty-four
month period. The only qualification that is placed on this
estimate is the presence of top management and sale personnel,

Wead felt the key to success for black-oriented radio was the personal
approach of the station. He considered black-programming radio to be the
only medium that could reach the black community every day with the things
it wants to hear and know about. Several surveys showed that the average

black person is more brand conscious than the average white person.9

The Reconciliation, Inc. Investment Group

The purchase price for the two stations was announced as $360,000. The
purchaser, Reconciliation, Inc., was made up of twenty-one black and four
white Investors whose funds totaled $120,000. By written agreement the
whites were obligated to sell their interests once black purchasers could be
found. Names of all the investors were never revealed but two members of
the investment group were prominent professional sports stars Bob Gibson and
Bob Boozer. Others included Thurman Ballard, treasurer, Alvin J. Gilmore,
secretary, Lewiser L. Dixon, Dr. Lloyd Howard, Dr. Otis Morgan, Kenney Myers,
Dr. Claude Organ, Robert Myers, Earle Persen, Dr. John H. Wells, American

1
Community Stores Incorporated and Richman Gordman, Inc. 4

KOWH Financing

Bob Gibson, the second largest stockholder, owned 9.58 percent of the

1
stock of Reconciliation, Inc.11 Bob Boozer owned 4.35 percent.

Charlene Gibson, Bob Gibson's wife and listed as assistant treasurer of
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Reconciliation, Inc., owned .87 percent. The largest stockholder was
Dr. Marion E. Jones, a physician from Kansas City, Missburi with 13.07
percent. The Nebraska United Methodist Conference had 1,250 shares of non-
voting preferred stock, which included all of the preferred stock issued.
The FCC indicated the percentages of common stock listed referred to all
issued stock and did not include subscriptions.13

Wead described the financing process as follows:

We accomplished the task this way--purchase of a station
(formerly called KOZN AM and KOWH FM) was accomplished by a
$250,000 loan from MELIC (Mission Enterprise Loan Investment
Committee) of the Methodist General Board of Missions, the
aforementioned $10,000 grants from the Nebraska Conference of
the United Methodist Church, a loan of $50,000 from a local
bank, a loan of $12,500 and an investment of non-voting stock
of $12,500 from the Nebraska Conference Council and $80,000
raised locally.

The original operating plan for KOWH was to have the

station managed by blacks, but it would not necessarily work
to employ an all-black staff during its operation.l4

Reconciliation, Inc./dba/KOWH-KOWH FM Corporate Structure

Reconciliation, Inc., doing business as KOWH-KOWH FM, had to separate
organizational operations during the nine-year existence of the corporation.
Initially Reconciliation was comprised of the stockholders, the board of
directors, the president and general manager, one engineer, two sales persons,
an accounting and administration department, a commercial manager, an
operations manager who had jurisdiction over the news director, newsperson,
program director and announcers. The initial structure had 14 employees

including maintenance personnel.

Structure Reorganization

In 1974, Reconciliation, Inc. reorganized the structure to accommodate
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a different strategy. The focal point of the strategy was the separation of
AM operations from FM operations.

From 1974 to 1979 the corporate structure of Reconciliation, Inc.
consisted of the stockholders, board of directors, one general manager, one
engineer and one AM operations manager. The AM operations manager had
jurisdicition over the AM news department, twe AM announcers, the traffic
department and one secretary. Also included in the reorganization was a
business manager, a sales manager with two account executives and an FM
operations manager. The FM operations manager had jurisdiction over the FM

news department, three announcers, the traffic department and one secretary.
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KOWH Initial Employment

During the existence of KOWH one of the station's primary problems was
getting and keeping staff members.1 Needed were well-trained, experienced
journalists to help establish a professional, quality station. Experience
dictated to train people from the community rather than getting outside, high
priced professionals who did not stay very long, since they used the station
as a stepping stone for their careers.2 That philosophy echoed Rodney Wead's
goals to keep the station run by community blacks. That was done on most

levels of employment at KOWH but was not the rule in menagement levels.

KOWH Location

The original station location was the Prom-Town House motel in down-
town Omaha.3 Omaha architect Ambrose Jackson was named to draw up remodel-
ing plans so the station would operate on two floors inthe rear of the
Franklin Community Credit Union Building and occupied a total work space of

2,000 square feet. The complete remodeling job took about 66 days.4

KOWH AM Program Strategy

At the time of the remodeling procedure KOWH FM had five black disc
jockeys and two sales persons on its staff during which time the station
offered a strictly soul music format.5

Figure 2 shows the initial programming intent of KOWH-KOWH FM. KOWH
was located at 660 on the AM dial. The AM was a 1000 Watt daytime operation
which broadcast from sunup to sunset everyday. The AM had an operating

radius of 225 miles.6 If a radio receiver was within 225 miles of Omaha,

chances are KOWH AM could be received. KOWH AM was designed to inform and
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FIG. 2 Initial Programming Intent
from 1970 to 1972
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entertain the mature adult who had a healthy respect and genuine interest
in what he or she heard on KOWH radio.

KOWH AM offered traditionally music designed specifically for the
black consumer market and primarily directed at the 12-24 or 12-34 age
groups.7 One innovative approach KOWH AM tried for its black audience was
that of Music of Masters. This programming was instituted in 1975.

Music of Masters was a "super collection of world famous artists
coordinated into a finely synchronized mixture of male vocalists, female
vdcalists and instrumental arrangements that were specifically designed to
fill the 34+, mature, black adult radio programming void."

A handout described the KOWH Music of the Magters as a "new, different
and innovative approach to radic that 1s unequaled in Omaha!" The series

included artists such as:

Nat King Cole Duke Ellington
Ray Charles Count Basie
Nancy Wilson Abby Lincoln
Cleo Laine Diana Ross
Johnny Mathies Brook Benton
Sammy Davis, Jr. Quincy Jones
Shirley Bassey Dinah Washington
Della Reese Wes Montgomery
Lou Rawls B. B. King
Arthur Prysock Etta James

The KOWH Music of the Masters claimed three major functions:
1. Fill the void for the 34+, mature, black adult.

2. Provide an extremely unique variety of music that always
has received 'General Market' acceptance.

3. Make you proud to be an adult.8
KOWH turned the morning portion of the AM station to a religious format which

monetarily was good.
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KOWH FM Program Strategy

Figure 3 shows the potential receiving range of KOWH FM. KOWH FM was
designed to inform and entertain the teenagers and young adults in Omaha who
expressed their appreciation for "Soul Music." KOWH FM gave the "Scund of

2 KOWH FM was found on 94.1 on the FM dial; it operated 24 hours per

Today."
day as a full-time stereo soul station. KOWH FM emphasized what was referred
to as its "Action Stages." The Action Stages were designed to coincide with
shifts which would work the completion of an old stage and the beginning of
a new one. KOWH FM, Stage I stereoc presented the nation's hottest selling
soul singles, complemented by the greatest soul hits of all time. Stage I
sterec hours of operation were from 6 a.m. to 6 p.m. Stage II stereo
presented the nation's hottest selling soul singles as found in Stage I, hut
the special feature of Stage II was the top selling soul LP cuts which added
the variety necessary to make radio more interesting. In summation, Stage II
featured the nation's hottest selling soul LP cuts. Hours of Stage II
entertainment were from 6 p.m. to midnight. Stage III of KOWH FM's action
stages featured the best in the Jazz experience and operated in a midnight
to 6 a.m. time frame.10 To underscore its prominence, KOWH FM utilized the
slogans, "KOWH FM is excitement, KOWH FM is innovation, KOWH FM is the soul of
Omaha."

From the outset, KOWH emphasized its total programming aspect.

In keeping with its unique characteristic of community involvement,
KOWH-KOWH FM was heavily involved in community affairs. It was an informa-
tion center, fund raiser, catalyst and a community bulletin board.

Because of the high degree of community involvement, KOWH-KOWH FM

~generated a high level of rapport with its listeners.ll To underscore its
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involvement, KOWH FM listed 19 activities of operation:

1. KOWH FM News in Depth

2. KOWH FM Nebraska Job Service Report

3. KOWH FM YMCA Report, Fund Raising, Membership Drive
4. KOWH FM Consumer Corner

5. KOWH FM Community Issues

6. KOWH FM Social Scene

7. KOWH FM Request Lines

8. KOWH FM Promotions (Audience Participation)

9. KOWH FM Communications Call-In

10. KOWM FM Miss Black Nebraska Pageant

11. KOWH FM Stome Soul Picnic (National in 1975)

12. KOWH FM Mid City Business and Professional Association
13. KOWH FM Radiothons

l4. KOWH FM United Negro College Fund Drive

15. KOWH FM Remote Broadcasts

16. KOWH FM Turkey Giveaway

17. KOWH FM Instant News
18. KOWH FM Omaha Royals Professional Baseball

19. KOWH FM Kansas City Chiefs Football

In the final analysis, KOWH management felt programming was not only

unique but functional as a whole.

News Programming

In August 1972, KOWH switched from the Black Audio Network (BAN) to
the Mutual Broadcasting System, Inc. The Mutual service was one of two
networks organized to provide live national news and sportscasts of
particular interest to blacks.12 BAN was not a live service and would
supply KOWH with 13 or 15 news stories per day which the station recorded
and used later as needed.13 There was some concern expressed by black
radio station managers in other cities that national network ads could
cause a loss of local advertising revenue. If Ford Motor Company were to
advertise on the network, it was feared that local Ford dealerships might
cut back on their black radio advertising budgets.

That was of concern to KOWH because the station orginally had some

39
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trouble convincing local advertisers they had a good portion of the Omaha

market. That changed somewhat as in 1972 the annual gross income was $125,000.14

KOWH-KOWH FM Awards

In the nine year history of the station KOWH-KOWH FM received twelve
avards based on community service and programming.

1. Award-of Merit for distinguished service since 1922...by the -
Nebraska Broadcasters Association.

2. Award of Appreciation...by the American Red Cross.

3. Historical Journalism Marker...by the Nebraska Professional Chapter
of Sigma Delta Chi.

4. Black is Beautiful Award...by the Afro American Culture Center Library.

5. United Appeal...for outstanding public service advertising and
publicity,

6. U.S. Army Recruiting Main Station.

7. Public Service Award...by the General Services Administration for
support of the Federal Procurement Task Force on Minority Business
Enterprise and the GSA in promoting the President's Minority
Business Enterprise Program within the community.

8. Certificate of Appreciation...by the Interfaith Human Services
Disaster Task Force, Inc.

9. C.A.P....presented by Cooperative Urban Teacher Education Associatiom.

10. Salvation Army Tree of Lights Campaign.

11. CAP Award...presented by the National Automobile Dealers Association.

12. United Negro College Fund Distinguished Service Citation.

In June of 1972, general manager Alvin Gilmore instituted a community
Advisory Board with the expressed purpose of giving the black community an
opportunity for station input. Figure 4 shows the Advisory Board Minutes

for July 23, 1972. The Advisory Board functioned until 1977.
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3910 Harney Street
Omaha, Nebr. 68131

Phone 422-1600 Area Code 402

The meeting opened with Mr. Gilmore stating he nas had scme feed back that
there wag a group in the community contemplating challenging KOWH at license
renewal time. He felt that this was vary unfair of any black erganization
without at least trying to notify KOWH of their complaint.

Mr. Gilmore atated that KOWH realices its obligations in meetinp community
needs . . o wihich not only includes entertainment but also public service,
public affairs, education, etc. He also stated that XOWH is in the process
of improving in all of these areas, as is evident with the Community Advisory
Beard.

Mr. Gllmore then asked each Board Member to inform any community persons, wito
have suggestions or ideas on how XOWVH can improve in thes community, that they
are welcome %o attend cur meetinga; or they can call to arrange meetings any
tine and any wheres they specify. He also stated he would be willing to work
witn these groups to help alleviate the employment proolem3 persons are having
with other radio stations. As an exmmple, if a radio station would Zike to
hire him to train someone at XOWH, this could ea=mily be arranged.

The next item discussed was an cff-shoot of the Community Advisory Zoard . « «
a special Ferascnnel Committee chairsd by Jenatcr Zmest Chanbers,

Hr. Gilmore stated that since most of the station's provlems in the commurnity
ssem to stem from employment turnover, this would keep the community aware of
the problems we have with some of our peonls and 3now them that we do not iire
yeople excent after constart counseling~-warnings, Ifines, suspensicns——oefors
terminating. It was the general consensus of the group that this was a good
way of approaching the problem.

At this point, thers was a snort discussion on programming. Several board
members asked why KOWH does not have separate programming on the M.

HUr. Gilmore stated until now, there zas veen a financial problem, out ncw the
station is working on a plan whnich would include jazz, ©tlues, and easy
listening soul music on the FM station. He also stated the station is planning
to go stero ca FM also.

The next item discussed was the possiblity of ACWH using a special promotion
for the Community Advisory Board using names of Board Members for the community
to contact with ideas and suggestions. The gensral comsensus appeared to be
this particular policy would intarfere with tiae Scard Members' personal lives;
and, therefore, the matter was dropped.

FIG. 4 Advisory Board Meeting Minutes for KOWH,
July 27, 1972.
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FIG. 4 (Continued)

It was announced that 3enator Zrmest Chambers, Aleane Carter, and [avid Rice==
representing the Papal CJomplex——nad been added to the Board. iir. Gilmore
atated be felt especially happy about the addition of Aleane Carter because of
aer knowledge and dedication to the community aleong the lines of communi-
cations.

Mr. Gilmore also felt it was a good idea having David Rice represent the Femnal
Complex because there are many XCWH listeners in Lincoln; and ithe station

feels we should be trying to meet their needs also. Wnen Mr. Gilmors tallted
with Mr..Rice a couple of months ago, Mr. Rice mentioned hs thought it would
great if the Community Advisory Board Members would meet in Lincoln accasionally.
Several of the members indicated they would be in favor of holdirg one of the
meetings in Lincoln. Mr. Gilmors stated the staticn would pay any expenses

for sucha meetinga.

Mr. Gilmors commented everyons realizes the importance of having a man of
Sanator Chambers' stature on the Committee Advisory Board.

¥r. Gilmore further stated that Buddy King is now in charge of all Personnel
in Naws and Programming. ZHe statesd Suddy, the Operaticmns Manager, has com=
plete coarge of hiring and terminating employees, Hs has been experiencing
a number of problems at this time.

- Eddis Chambers asked whether the station nss ever conducted any seminars
explaining the team eifort invoived in operating a business. Mr. Gilmors stated
no special seminar had been deld, but constant meetings had been neid on tnis
preblem, He atated that this was like fighting a loming vattlo decause in
megt "Top 40" and "Black! srogramming stations--sxcespt in larger union warksts
such as Chicago-—there's constant turnover. uhen asked woy 'Top 40" and "Slack"
rrogramming stations, Mr. Gilmore stated these are the types of stations that
smploy young, immaturs persons, as opposed to '"Middle of the Hoad" stations
tkat employ older and mature individuals, Therefore, you naturally weuld have
this problem.

Mr. Gilmore commented that the feed back on the monmey rap progran was good
from upper income peaple but it apparently is not reaching the lower classes
of people. He has been taikting with Larry King with the Franklin Community
Credit Union about adding a financial program that will be suitable for peopls
with low incomes.

Gregory Rhodes suggested that next yeer the station snould maks an effort to
air editorial type programs for low-income persons at income tax time.
!y, Gilmore atated he agreed and would see that this happens.

Eddie Chambers then suggested that cur News Depariment toy to develop bettar
contacts 80 that the community will be kept informed of the dates and tizmes
of comminity meetings.
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Marketing Strategy

The advertising scheme KQWH AM employed from 1970-1979 was a common-

senge approach to selling through written communication to a possible

client with the following pitch:

Why should I advertise on KOWH...You cannot afford not to!15
KOWH provides you access to a consumer market that is more often
regarded as an adjunct to the general market than being regarded
as a distinctive 'recognized' buying power! Black-oriented media
include radio stations, magazines and newspapers. Black people
listen to radio considerably more than the average white person
and are slightly less interested in TV and much less interested

in print media. When the black person does tune in his radio,
he is inclined to "black programmed stations."

When you advertise at KOWH it is not a gamble...But an

investment that declares a dividend on your share of a 93.5
million dollar market.l6

Figure 5 shows the Spot Rate Card utilized for much of the advertising

sales.

These rates were instituted in 1975 and with minor variations effective

until 1978.

Denny Christensen, sales manager at KOWH from 1972 until 1978, indicated

five reasons for the influence and importance of KOWH-KOWH FM in the black

market:

1.

KOWH-KOWH FM is the only medium available on a day-to-day basis
which specifically attempts to reach the black community.

KOWH-KOWH FM supplies the listener with advertising which he can
be sure is meant for him.

Blacks are so strongly concerned with their visibility and identity
as people that they feel obliged to listen to a medium which
specifically gives them an identity and visibility. Black radio
supplies a communications medium that apprises them of daily
happenings throughout the country and the world.

KOWH-KOWH FM has an incredibly high index among hlacks.
J. Walter Thompson estimates that 90 percent of the black

population listens to black radio regularly, in fact, a per capita
average of 23 hours and 23 minutes per week.l/
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FIG. 5 Rate Card from 1975 to 1978.
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Christensen further stated that the simple formula used to reach that

black market was simply recognition, identification and invitatiom.

Blacks want to be recognized. They want to know that someone
cares about their business.

Blacks want to identify with the image projected in the media.
The black consumer wants to be solicited-—invited in media and under
circumstances with which he is familiar.18
Christensen said advertising clientele had to be continuously convinced
that Omaha had a viable black market. KOWH formulated an information sheet
entitled, "Understanding the Black Consumer," which was distributed to

potential advertisers to reassure them that buying KOWH time was worth the

effort. Appendix F is the text of that message.

KOWH Sales and The Omaha Market

KOWH sales appealed for national advertising through a promotional
piece that gave the demographics of the Omaha black market. KOWH presented
the following information to prospective clients.

The Omaha Black Market
"The Omaha black population is ranked 78th nationally with an estimated
population of 44,839. The 7.7 percent degree of error by the U.S. Census
Bureau places the approximate figures closer to 50,000.

The average number of persons per household is 3.46, compared to 3.01
for whites. According to these figures, there are approximatély 14,286 black
families in the Omaha area.

Two earner families make up 54 percent of all black households to
provide a $12,982 median income. All black families have a $70,800 median

income. Simply stated, the black people of Omaha spend approximately:
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$151.6 million per year!
12.6 million per month!
1,9 million per week!

The black people of Omaha contribute no significant industry to the
City. They countribute no significant political influence in the City. They
represent no significant social strata in the City. The black people of
Omaha for the most part are consumers...loyal, dedicated, influencible, some-
what predictable consumers. They make 40 percent less than white families
do on the whole, but they spend 30 percent more of their disposable income.
They spend almost $152 million per year right in Omaha. Can you afford not
to ask for your share?”

The Omaha market report was part of the packet of information dis-
tributed to potential advertisers by KOWH sales. KOWH underscored the fact
thaf black consumer market is vast and untapped.

Among black consumers, KOWH saw the following as rapid growth

categories:
Housing Travel/Airlines
Clothing Cosmetics
Home Furnishing Publishing
Auto/01il Co. Credit Cards
Liquor Food at Home

Entertainment--TV/Stereo/Records/Camera

Brand categories most vulnerahle to shifts were the following:

Automotive Cosmetics
Liquor Tobacco 19
Appliances Entertainment/TV/Stereo

KOWH strategy was to magnify emphasis on black identity thus making
totally black-oriented media, such as KOWH, the strongest vehicle, to not

only reach, but also to motivate the black consumer. That was the message

the sales staff conveyed most.20
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In 1975 KOWH conducted a survey to gather data to use in marketing
strategy. The intent of the survey was to amplify the fact that more blacks
in Omaha listened pri?arily to KOWH. One hundred twenty-seven hlacks in
Omaha were called and asked, '"What station do you listen to most?" The
respondents were identified by age, sex, hours listened per week and time of
day or night listened to. Based on the survey findings, KOWH was far and
away the most listened to station in Omaha. Figure 6 shows the results of
the survey.

Also part of KOWH market strategy, sales pointed out the benefits of
KOWH-KOWH FM radio spots. KOWH described the benefits of the market as such:

Reach and Persuasiveness:

Because blacks listen predominantly to black radio and because
the black population is so highly concentrated, you can reach your
target group with fewer media.

KOWH-KOWH FM is involvement.

Media exposure translates into media motivation.

Efficiency:

A highly responsive population segment with rapidly growing
purchasing power camn be reached iIn its entirety.

Loyalty and low turnover translate into high frequency of exposure.

Low station rates and high station credibility translate into top
advertising dollar efficiency.

Effective Targeting:

KOWH-KOWH FM offers a choice of flexible scheduling. Messages can
be aired at times where they work hest. 100 percent guarantees spot
allocation.2l

Given the pertinent information concerning the importance of using KOWH

as an advertising medium, KOWH sales strategy's next step was to present a
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proposal for service.22 Figure 7 is a proposal issued to Hellicher

Brothers - J.L. Marsh in 1973.

KOWH AM-FM General Managers from 1970-1979

During its nine years, KOWH-KOWH FM had four different general managers.23

Robert Nichols

"Robert Nichols served as the initial general manager. Nichols
officially started as general manager on January 4, 1971. He had previously
lived in South Carolina and had accumulated 18 years experience in radio and
TV in that state prior to the position at KOWH. Nichols left KOWH in
September 1971 to move back to South Carolina to work as a talk show host at
24

a Charleston television station.™

Alvin Gilmore

"Alvin Gilmore took over the general manager position in October 1971,
Gilmore was part of the original board of directors at KOWH and was an Omaha
native, His tenure ended in February 1973 when he accepted an executive
position with Blue Cross-Blue Shield of Omaha.525

Richard Garvey

"Richard Garvey, the only non-black general manager KOWH had during its
years of operation, was hired in March 1973. He was not retained past August
1973 because of differences of managing philosophy with the board of
26

directors and because of other personal conflicts."

Keith Donald

"Keith Donald was the final general manager for KOWH. Donald, a 1970
graduate of Kansas State University, began at KOWH in September 1973. Donald

was originally from Kansas City, Kansas, and had a radio sales oriented back-
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N 3910 Herney Sirest

KO 1 Omache, Nebr. 63131 !
I e I

hY -“/
SN e BN

Phone 422-1620 Area Code

Hovamber 27, 1573

EETTYCHER 3ROTHZSS - J. L. MARSE

KCWIl and XCWd-rH extend te Heilichar 3rothers - J. L. Marsii a2 trectendous oppor-
nity to caritalize on oma of the 20ttest commoditles availasle %Soday . . .
MSCUL MUSICT!! '

The growth of the soul ousic markast over the past three years hae beer nhanomenni!
Yeekly figures from 3illboard Macazize's "Hot 100" indicate froa 358 - 470 of ie
singles being played znaticnally are soul records! With thesa facts in mind,

WHE and XOWH~ have caombized their affarts %o progTam soul music ia s way com-
pletaly new to the Midwest. We call cur approach "fotal Soul Programmizg™.

All music that is soul music and that's done b9y 3lack or 'arn:i.'ta artists will he
played on KCUH and XCWH-TM, This Zeans a numaer of fhings to you as am advar-
tizser. It means:

1, -We'll nave a larger acdisnca

2. We'll reach a mors diversifiad demographic andience
3« We'll make more impressions

4. 'We'll 2ave more receptions

5. OQur listaners will provide responses

6. You'll make mors sales )

7+ You'll zake more money from your advertising dollar

PROPOSAL: To maximiza your advertising opportunities on the KOWH "Tatal Soul™
.concept, I recommend tiae following 3pot allocations:. :

KOWH-AM . o o . 20 €Q's per weelc for 52 weeis . . 1040 3 §7.75 = § 8060
20 30's per week for 32 weeks . . 1040 2 35.50 = 6760
The Blacik 40 . & 60's per week for 52 weelks , . 312 2 58.00 = 2496

KOWH 60's paékage (including 3lack 40) . . « . « « « » » 310,338
KO'{IESO'spackage...-.-.(OHly).......... 6'760

" FIG. 7 KOWH Proposal for Service to Heilicher Brothers, 1973
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FIG.. 7 (Continued)

HEILICHER BROTIERS - J. L. MARSH -2~ November 27, 1573

KOWH-FM « « . - Stage I (Easy listening soul music) & am - 2 pm
Stage II (LP Cuts) 2 pm - 10 vt
Stage III (Jazz; Modern and Contemporary) 10 pz - 6 am

2,000 &0-second spots @ $2.50 = $50C0
*A1ll FM spots are to be allocated om a BTA basis

KSD: aw Keith S. Deonald
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ground. He had been a sales representative for a radio station in Junction

City, Kansas, and for two radio stations in Kansas City, Missouri."27
When Donald assumed the general manager position, the monthly income

of the station was $12,000 but the monthly expenditures amounted to

approximately $16,000. To help offset some of the negative activity, Donald

hired two program directors, Mike Jones, a black, and Richard Baker, a white,

both classmates of Donald's at Kansas State University.28

Keith Donald's Reorganization of KOWH

Donald hired Jones as operations director of KOWH AM in August 1974.
Baker was then hired as operations director for KOWH FM in November 1974.

The position of operations director paid $900 per month as established by
Donald. The position had complete control of all facets of KOWH operations
except the sales department or more specifically the day to day sales activity.
The operations director had some input into the sales department as it related
to programming. Each director had the services of bookkeeper, two office
persons, two news persons, an air staff which included four full-time air
personalities and two part—timers.29 Donald required both operations
directors take a board shift to eliminate hiring any new disc jockeys. The
board shifts increased from four to six hours in duration.

The primary function of the positions was to work on ways of improving
programming, news reporting, and evaluate personnel already with the station,
and generally review and implement methods of generating revenue which had
been neglected by previous adminiatratinns.30 Donald felt the key to KOWH

longevity rested with the ownership.
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Major Factor in the Decline of KOWH

KOWH-KOWH FM was reasonably successful, financially, under the manage-
ment of Keith Donald. Unfortunately at the time Donald assumed the general
manager position at KOWH, the station had lost some credibility in the Omaha
black community and had accumulated a large debt as the result of many unpaid
bills including later deliquencies from previous managements.1 The monthly
income was $12,000 but the expenditures amounted to approximately $16,O00.2
Throughout its existence, the station was deliquent in making loan payments.
The station also owed ASCAP a total of $9,500 and was inconsistent in making
necessary tax payments to the Internal Revenue Service.3 Donald felt many
of the KOWH financial concerns rested with the ownership. While KOWH
operated to keep the monthly and yearly financial activity on the positive,
it was Reconciliation, Inc.'s responsibility to pay taxes and make sure loan
payments were made.

Donald and his operations managers had several meetings with the board
of directors and made every effort to keep them apprised of the situation.
In 1977 and 1978 they made several trips to Kansas City in an effort to
obtain funds from the major stockholde.rs.4 This effort was not successful

and the debts continued.5

KOWH-KOWH. FM is Sold

It was announced Qctober 1, 1978 that KOWH FM was being bought by
Wichita Great Empire Broadcasting, Inc. Great Empire owned statlon KYNN.
S & M Broadcasting of Indianapolis purchased KOWH AM.6

The announcement of the sale brought opposition from the black

community. The Omaha branch of the National Association for the Advance-
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ment of Colored People (NAACP) wrote oppositions to the sale and directed
their opposition directly to the FCC. NAACP President James Hart said the
sale of KOWH to a white corporation would mean the loss of the annual radio-
thon for the United Negro College Fund. The radiothon was a function which
annually netted over $5,000.7 A meeting protesting the sale was held at the
Omaha Opportunities Industrialization Center. It was attended by 400 people.

A news story in the Omaha World-Herald on October 22, 1979 stated:

If there is "a substantial outcry" from the community, the
Federal ?ommunications Commission may decide to hold a gearing
on Omaha's only black-owned and operated radio statiom.
Nearly 1,000 people signed a protest petition and the goal was to
canvass the community and obtain 30,000 signatures to send to the FCC.9
The majority of KOWH's board of directors voted to sell the stations, but
some dissenting board members and stockholders wanted to keep KOWH black-
owned with a black-oriented format. After the ownership of KYNN filed an
application to the FCC for transfer of license a "petition to deny" could
be filed by those opposing. That petition needed to have quite a few names
on it to be effective. The FCC's main concern was to see that the public
interest was served by the licensee. What about keeping the station black-
owned? It would be uncoustitutional and against the public interest for
the FCC to disapprove the sale because the buyer was a white-owned corporation.
Because of the protests, the principals agreed to give the opposition a
chance to find a buyer willing to retain the formats.
The stipluation: a buyer would have to be found in 90 days. The
price tag for both stations was $1,375,000.10 The primary thrust was to get

community control of the radio stations to avoid the eventual change of

programming. The principals in the sale agreed to this arrangement. A
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corporation would have to be formed before stock could be sold. Stock
subscriptions were sold in December 1978. It was hoped that enough stock
subscriptions could be sold to enable stockholders to form the purchasing
corporation. Price for common stock was $20 a share and preferred stock was
$1,000 a share.ll The general public could either buy stock subscriptions
or donate to the "Save Our Radio Fund," which was housed at the Community
Bank of Omaha. A 24-hour answering service was made available to those
wishing to find out how to purchase stock subscriptions or wishing to offer
services such as typing or telephoning.

Another key area of activity was door-to-door canvassing. Members of
Black Liberation for Action on Campus (BLAC), a student group at the
University of Nebraska at Omaha, undertook a door-to-door campaign. All
these efforts netted only $80Q in pledge cards and $1,000 in cash donations
to the escrow account at the Community Bank. This was clearly far short of

the amount needed to sustain KOWH as a community-owned radio stationm.

The Sale is Finalized

The sale of KOWH-KOWH FM to separate buyers was approved by the
Federal Communications Commission in April 1979. KOWH AM was sold for
$435,000 to Radio Omaha, Inc., which is owned by Sam W. Smulyan, his son
Jeff Smulyan, and Jack Marsella, who also owned WNIS radio in Indianapolis.12
The AM station retained the religious music format.

KOWH FM was sold for $1,050,000 to Wichita Great Empire Broadcasting,
owned by F. F. Lynch and Michael Oatman. Wichita Great Empire also owns
KYNN in Omaha, KFDI AM-FM in Wichita, KTTS AM-FM in Springfield, Missouri

and KROK FM in Shreveport, Louj'.siana.13 ‘KOWH FM's Soul format changed to a

country-western format one week after its sale.
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Summary and Conclusion

During its brief 1ife span, KOWH considered itself the primary
communication life-blood of the Omaha, Nebraska black community. The
station spent nine years trying to imprint that feeling on the whole Omaha
listening audience.

It is the opinion of the author that Rodney Wead set up Reconciliation,
Inc. to administer KOWH for the purpose of serving the black community. The
author feels that Wead viewed mass communications as the first step towards
unity and self-determination for a black community, specifically, his black
community.

The Wead philosophy concerning mass communications was consistent with
Jane Goodman who wrote:

Unless minority groups can be helped to understand their

rights and responsibilities in broadcasting, and how to protect

and exercise them, they will continue to be deprived of the vital

channels into the main stream of American life, livelihood and

dialogue.l

The author believes KOWH was unique because the station was a community
project. The community aspect is important because part of the station's
funding came from the sale of stocks which were offered to the publiec.

Many media outlets do not offer such stock availability to the general public.

The broadcasting of KOWH was specifically designed to be of interest to
the black community and all the music programmed was by black artists. The
author believes that like other media in the realm of black press, KOWH was
cause-oriented. But, before any station can continue to exist, it has to

be money-oriented. Wilbur Phillips, attorney and economic developer for

Wesley House, put it succinctly, "We cannot stay in business if someone sues
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us out of business. We are out to make money for our investors and we also
have debts to pay."2

KOWH lost credibility in the community during its initial years of
operation but the station made a slight gain later in its history. It is
the author's opinion that the "Keith Donald" era of station operation did
well in regaining some of the lost respect and credibility. Unfortunately,
the indehtedness was too serious. By the time Donald assumed control, the
station was never really ahle to rebound. For Reconciliation, Inc. the

only way to eliminate those debts was to sell Rodney Wead's dream.
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'APPENDTX A

ARTICLES OF INCORPORMLTION
OF
RECONCILIATION, INCORPOR..TED

KNOW ZLL MEN BY THESE PRESENTS:

That we, the undersigned, for the purpose of forming a corper-
ation under and pursuant to the laws of the State of Nebraska, do
heresby associate ocurselves together as a body corporate, and do
adopt the following Jrticles of Incorporation:

IRTICLE I
The name of this company shall be Reconciliation, Incorporated.
JRTICLE Il

The principal place of transacting business of the corporation
shall be in Omaha, Nebraska but the corporation shall have the power
to transact and carry on its business in other cities, towns, counties,
and states.

- The registered agent of this corporation shall be:

Rodney S. tlead, and the regis*pred office shall be
2001 North 35th Street, Omaha, Nebraska and the
registered agent at that address shall be Raflney 5. Wead.

<RTICLE III

The general nature ¢f the business of the corporation and the
objects and purposes proposed shall be: To buy, own, hold, deil in
or otherwise accuire, contrsl, rent, lease, manage, operate, devedop,
build, construct, erect, improve, repair, maintain and invest in
real and personal property of every description; and te sell, convay,
lease, transfer, exchange, mortgage, pledge or otherwise dispose of
such property or any part therecf; the loaning of money for itself
and as agents for others upon mortgages or other securities and the
purchasing and selling of lands, and of money obligations secured
upen real or personal property; the acquiring, holding, selling,
hypotecating, assigning, transferring and conveying of its own
obligations or the obligations of any other persons, individuals,
associations, partnerships or corporations: and collecting, fore-
closing, compounding, compromising, releasing, satiafying and dis-
charging the same of record; teo buy and sell chattel mortgages,
conditional sales contracts, taxes and tax certificates, securities,
notes and other obligations of every kind and nature; borrowing money
and exacuting deeds of trust or mortgages upon real estate or personal
property as security therefore; the borrowing of money and executing
and issuing promissory notes, bills of exchange, bonds, debentures
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‘and other negotiable or transferable instruments; to acquire, own,
operate and manage, either as principal or as agent, any manufacturii:;,
jobbing, wholesale or retail business; to deal in its own capital
stock and capital stock of others and generally to do any an 4 all
other things necessary, usual, incident or customary, in order to
carry out the purpeses for which this corporation is formed, which

are permissible or legal under the laws of the State of Nebraska.

ARTICLE IV

The authorized capital stock of the corporation shall be
$100,000 divided into 100 shares of common stock, with a par value
of 51,000 each. The stock may be issued for cash or for labor,
property or services, at values fixed by the Board of Directors.
L1l stock so issued shall be fully paid and nonassessabla. E-ch
shars of stock shall be entitled to one vate.

The corporation may commence business when a ninimum amount of
$10,000 Dollars of the capital gtock is issued and fully paid.

LRTICLE V

The time of commencement of this corporation shall be the date
of filing of these Articles of Ingorporaticon in the officas of the
Secretary of the State of Nebraska and the recording of same in the
o:'fice of the County Clerk of Douglas County, Nebraska, and shall
have perpatual existeance,

ZRTICLE VI

The affairs of this corporation shall be conducted by a 2oard
of Directors consisting of not less than two nor mors than five
Directors, elected by the stockholdes at the annual meeting of the
stockholders.

The Directors of the corporation shall fix the time and placc ol
the annual meeting of the stockholders.

The affairs of the corporation shall be codducted by a Board
of Directors to be chosen in the first instance by the Inccrporators.
Tha Directors so chosen shall hold their offices until the first
annual meeting of the corporation, Thereafter the Directors shall
be elected by the Stockholders.

The Director shall adopt by-laws for the management of the
corporation,

The Directors shall alect the officers who shall consist of
President, Vics-President, Secretary and Trsasurer and such other
officers as may be deemed necessary for the proper management of
said corporation.
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ANTICLE VII

The Incorporators of said business company and their addresses
are as followsa:

Rodney 5. Wead 3404 Burdetter Omaha, MNebraska

¥ona Tayloer 3510 Morth 45th ivenme Cmaha, Nebzaska

June Swanigan 4315 North 33rd Street Omaha, Nebraska
ARTICLE IX

These Jrticlas may be altered or amended by a majority vote oz
the issued and outstanding capital stock of the corporation at any
anmial or special meeting of the stockholders.
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ESCROW AGREEMENT BETWEEN STARR BROADCASTING GROUP INC.
AND RECONCILIATION, INC. FOR TRANSFER OF CONTROL

SSC2CY JGRIZNENT

IT IS AGREZD by and among STARR BROADCASTING GROUP, INC. {"Ssller”},
RECTHCILINTION, INC. ("Suyer"), THZ CONML NOTIOMIL 3ANK ("SapkM),
RCIAZRT MYZAS a3 the Trustae for 211 present and future stockholders
of Reconciliation, Inc. ("Truste=") and TEZ UNITED ST.TZES NATIONIL
BIATK of Gmaha ("Sscraow Sgent") as follows: ‘

Escrow agent acknowledges receict from Trustee of gertain shares
of common and preferred stock of Reconciliation, Inc., a Yekraska
corporation, as mere particularly described in a "stock list”® attached
hersto and incorporated herein, together with stock powers executad
in blank for all of said stock. Buysr and Trustae represent and
warrant that the aforesaid cerrificatas constitute all of the prazently
exdsting stock of Reconciliatien, Inc., and that the signarturs=s cn
each of the stock fowers are valid and genuine signaiures of thw
owners of .the certificatas refezrrzed to therein. ZIZIscrow .gent agrses
to accept and acknowledge rec2ipt Zfcr all additicnal shares of
Reconciliation, Inc., stock hereinafter delivered to it (all ef which
shall be hnereinafter be referred to as "Stock") and agrses to hold
and dispose of same in accordancs with the following instsuctions:

l. Buyer is indebted teo Bank in the amount of Three Hundred
Thousand Dollars ($300,300.0Q0), said indebtedness being avidenced
by a certain Loan Jgreement, and two promissory rnotes executed in con-
" junction tnerewith, all 3f which are attached hersto as Zxhibits 1,
2, and 3, respectively. Szid promissory notes are hersafier referred
to as "Bank's Notes.,"

2. Jidditicnally, Buyer is indebted to Seller in the sum cof
Sixty Thousand Dollars ($80,000.00), as evidenced by Purchase . greoe-
ment and a promissory. note (harsinafter referrsd to as "Seller's Notes"),
both attached hercsto as Exhibits 4 and 3, zespectively. :

3. In the event of default by Buyer in the paymeat of either
of Bank's lotes ar Sellar's Note, the 2ank or Seller, ar beth, as ths
case ma2y be, mav serve written notice of said default upen Sscorow
Agent, todether with proof of service of the same notice upen Euyer
and Trustee. The Zzilure ¢f either Bank or Seller to serve writtan
notice 9f any particular default upon Escrow Jgent shall in no way
prejudice the right of Bank or Seller to serve writtan notice upon
Escrow Jlgent as to any subsequent default. I£ within thrity davs
after service of such notice, Zank or Seller, as %he case may be,
has not notified Escrow .gent in writing that the default has been
cured, Escrow ..gent will thereupon cause all of the stock then held
by it to be scld at publiz sale in Cmaha, Nebwaska, after giving
Printed notice of the time, place and terms of the sale for nat less
than three consscutive weeks in a2 newsparer of ¢enerszl circuiation in
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Douglas County, Nebraska. & copy of said printed notice shall be
delivered to Buyer, Trustee, Seller and Bank within five days after
the first publication thereof. The terms of said sale and the manner
in which it is conducted shall be “commercially reascnable" as said
term is used in the Uniform Commercial Code and judicial interpre-
tations and constructions thereof. )

Either the Bunk or the Seller may be bidders and/or purchasezs
at said sale. The fact that the successful bidder or one or all of
the individuals involved in a bidding group may be sharsholders of
Reconciljation, Inc., shall not prevent them from being bidders.

Said sale shall be made subject to FCC approval of the transfer
of control of stations KOZY¥ (AM) and KOWH {(FM) to the successful
bidder. Unless instructed otherwise in writing hereafter by both
Seller and Bank, Escrow .,gent shall also require as a condition of
sale that aminimum bid of Ona Thousand Dollars (3$1,000.00) be entared
by any bidder other than Seller or Bank, and that a cash deposit be
made by the successful bidder (other than Seller or Bank) in an amount
equivalent to ten per cent (10%) of his bid, or One Thousand Dollars
{($1,000.00), whichever is greater. The successful bidder must make
application to FCC for a transfer of control within fourteen days’
after his or its bid is made and must secure approval of said trans-
fer of centrol within ninety days aftar his or its bid is made. I£
the successful bidder fails to perform as above the Escrow agent, if
directed to do so by either Bank or Seller, shall void the sale to
said saccessful bidder to the extent permissible under FCC Rules and
Requlations and proceed to resale of the stock following the same
procedures {including those partaining to avoidance of the sale) and
subject to the same conditions with regard to applicatien for and
approval of the transfer of control of Reconciliation, Inc. '

Unless Bank and Seller shall otherwise jointly diresct in writing
hereafter, upon the avoidance of any sale as aforesaid, the bidder
shall forfeit his cash deposit which shall be used and applied as
provided in this next paragraph: Escrow .gent shall inform all pros-
pective bidders of tiis sale condition is same has not been remanded
by Bank and Seller as herein provided.

4. The proceeds of said sale (after deducting therefrom the
reasonable expenses of sale) shall first be applied to the payment
of the fees and expenses of the Escrow igent; than to the principal
and interest then due on the Bank's Notes; then to the principal
and interest then due on the Seller's Note; then to any reascnable
expenditures made by Bank or Seller to preserve the assets of Recsn-
ciliation, Inc., pending sale of the stock. If any excess remains,
it shall be paid to Trustee, and thersupcn all cbligations between
Buyer and the Bank and Buyer and Seller shall cease; if there is a
deficiency. Buyer shall be liable to Bank or Seller, or both, as
the case may be, for the same. d
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5. It is understocd and agreed by the parties hereto that at
all times prior to FCC approval of a sale of the stock of Buyer that
the shareholders cf Buyer shall have all the voting and other rights
of shareholders except as dividend rights are conditioned and limitad
by the Lean Agreement.

6. Escrow .,gent's fees and 2ll expensaes in connection with the
Escrow created by this Jgreement, to the extent that they are not
fully paid from the prnceeds of the sale of the stock of Buyer, will
be paid by Seller, or, in the event that Seller's Not2 has been p:e-
viocusly paigd, sa;d expenses will be paid by Bank.

7. Upon written notixe from Bank, Seller and Buyer that Bani's
Motas and Seller's Note have been paid in full, Escrow lgent will
redeliver: the stock to Trustee.

8. Aas a condition to acceptance of the obligations hereunder,
Escrow Agent may requirs any reasonable evidence of Trustee!s authority
to act on behalf of the stocgkholders c¢r Buyer.

9., Escrow Agent shall be entitled to a minimum fee of Che
Hundred Fifty Dollars ($150.00) to be paid by Seller upon the :
exacution of this .\greement by Escrow .gent. In the event that Egcrow
Agent shall perform services under this .greement as a result of notics
of default being served upon it by Bank or Seller, Escrow [gant shall
be entitled to reasonable compensation for such services, as well as
reimbursement for all out-cf-pocket expenses reasonably incurred in
connection therewith including, but not limited to, reasonable fees
of its counsel and court cosis.

In censideration of the acceptance of the Escrow Agent of this
Agreement, Seller, Buyer, Bank and Trustee, and each of them, agree
that Escrow Jgent's duties in connection herewith are confined to .thos
specifically enumerated, that Escrow Agent shall not be liable or re-
sponsible for the sufficiency or validity of any instruments deposited
with it, including endorsemsnts on said stock certificates and that
Escrow .,gent shall not be liable for any loss which may occur by yea-
son of the exercise of discretion of Escrow Agent in any particular
manner or for any rsason except for f£fraud or willful misconduct amd
Seller, Buyer, Bank and Trustee, and each of them, agree to indemnify,
defend and save harmiess Escrow agent against all costs, damages,
attorney fees, expanses and liabilities which it may sustain in cen=-
nection with this escrow or any court action arising therefrom and
to pay them upon demand.
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DATED this 19th day of December, 1970.

ATTEST: STARR EROADCASTING GROUF, IMC.

/S/ Gordon M. Ryan By /S§/ Peter Starr, President
Title:

ATTEST: RECONCILIATICN, INC.

By /S/ Rodney Wead
Title

THE CMAHA NATIONAL BANX
By/S/ Edward A. Xohout, V.P.

THE UNITED STATES NATIONAL BANX of Cmahs

By
Titla:

S/ Robert L. Mvers
ROBERT L. MYERS, Trustee
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KOWH ORIGINAL CORPORATE STRUCTURE 1970

KOWH RADIO ORGANIZATIONAL CHART

STOCFHOLDERS

BOARD OF DIRECTORS

PRESIDENT
AND
GENERAL MANAGER

ENGINEER SALES ACCOUNTING AND COMMERCIAL OPERATIONS
MANAGER ADMINISTRATION MANAGER MANAGER
SALESMEN NEWS PROGRAM

DIRECTOR DIRECTOR

NEWSMEN ANNOUNCER
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KOWH REORGANIZATIONAL CHART 1974
RECONCILIATION, INC.,/dba/KOWH-KOWH FM

CHART OF ORGANIZATION

STOCKHOLDERS

DIRECTORS

GENERAL MANAGER

ENGINEER AM OPERATIONS BUSINESS MANAGER FM OPERATIONS

NEWS =t~ ANNOUNCER

SECRETARY

SALES
NEWS .J. ANNOUNCER ACCT. EXEC.
TRAFFIC ANNOUNCER ACCT. EXEC.

bt ANNOUNCER

ANNOUNCER

TRAFFIC
SECRETARY
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A LISTING OF KOWH ADVERTISERS FOR 1975-1976,

KOWH'S BEST SALES YEAR

KOWH/KOWH~-FM RATDIO

Barnhart Press

Dike Rack

Brandeis

Canfields

City Cleaners
Crossroads Merchant Assn.
Zderer Fleorist
Gardentoriuam

General Foods Corp.
Govis Gallery

Homer Fecords

Futsut Records & Tapes
Johnson Security
Kilpatricks

Max I. Walker Cleaners
Midwest Music Company
Miller Wedding World
Montgomery Wards

Otta Shine Car Wash
Records & Tapes

Sears

Silverado Music Group
Sound Machine

Target

Turmsatyle

Wes Cleaners

Westroads Merchants
Zodiac Sounds & Gift Shop

(LOcAL)

{LCCAL)
JIWELTRS

Loes Faghion Jewelry
Zrcékey Jewelry
Michael Jewelry
{LOCAL)

MISCEILLANZOUS

Alexander Enterprises

2 & B Opportunities

Sull Work

Chureh of Scientology
Cooprehensive Manpower Program
Caongcentrated Manpower
Tlorence Day Cars Center

Form 1040

J. W. Gitson Conmgany

1975-76 ADVERTISERS

Kidney Foundation of NB
M.U.D.

Mid City Buainess & Prof.
Naticnal Farmers Org.
Nebraska Job Service
Northwestern Eell
0.0.1.C.

0.7.P.D.

Cmeha Jazz Society
Omaha Star Newapaper
Skil Corp.

Urban League

V.F. W, #2364

Wesley House

Zodiac Fealth Spa

PACKAGE STORES

Alberts Packege Store
Daileys Package Storse
Decat Package Store
Dixon's Package

M & G Exnterprises

Al Erown Studie
HMerrill Goff Studio

RELISION

Azmerican Indian Hour

Zack to the 2ible

Zelievers Voice of Victory

Bellesvue Assembly of God

Bible Institute of the Air

C. H. Mason 3itle Colleze

Charlain Aay

Daivd Nunn Revivals

Zvangellist Gray

Faith Seminar of the Alr

Faith Temple COGIC

First Chureh of the Cpen
2iblie
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XOWH/KOWH~-FM RADIO

First Lutheran Church

Gospel Hour

Hill Green Evangellistic Assn.
Holy Trinity House of God
Hour of Deliverance

Jewish Voice

Jimmy Swaggart

Kenneth Hagin

Midwest Tabarnacle of Deliverance
Mission to Children
Mother Roberts

Muhammad's Templa

New Bethel GCGIC

Cmaha Gospel Taternacle
Cral Roberts

Price Hall Masons

Radio Eible Class

Aev., J. R. Williams

Rev. Jorcdan

St. Peters Rock Eaptish Chureh
Sister Ethel Crawford
Southwest Radio Church
Spiritual Clouds of Joy
Temple of Truth

The Chapel of Alr

The ¥ord of Miracles
World rissions, Inc.

Zieon wheel Baptist Church

(NATIONAL)

{LCCAL)

RESTAURANTS/LCUNGES

Allen's Showcase
Bali Hi
Best Steak House
Bob Rodgers Lounge

iry Cueen
Diamond Back Lounge
Dixie Chicken
Ebony Restaursnt
Friendship Inns International.
Go Go Drive-In
Culf Sea Fcods
Guys & Dolls Club
Hill's Chicken in a Box
Joker Lounge
Kentucky Fried Chiciten
M & B Lounge
M & M Lounge
MeDonalds
McDonalds Hot Srot

(LCCAL)

(LOCAL)
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1975-76 ADVERTISERS

Mr. G's Loungs
llew Travelers Club
Play Pen Lounge
Run Johnny Run
Sgt. Mac'!s Cafe
Ekxeeta Dar-B-lue
The Fish Basket
%=5=7 Club
Time-Cut Drive-In
Universe o Love
restroaas Uinner lheatre

PESTAURANT

Burger King

SALCNS & BARZER SHOFS

Zconemy Seauty Salan
rifl Beauty of Easence
J. Paul's Zarber Shop
Joknny's Wig & Beauty Salon
Littlefield's Heautyrama
ilew Look Barber Shop

mre. L's Harter shop
Sculptured nails

Velma's Coametigue

WBJ Boutique

Wilson's Beauty & Barber

SCECCLS

Althouse School of Seauty
Boystown

Metro Tech. Community Collags
Neb. University at Lincoln
Neb., Weslynn Universitly
Universal Schocls

SPORTS/CLUES

Mid Continent Sports Co.
Midwest Athletic Clubd
Nor<h Sranch YCA
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ROWH/KCWH-FM ADID

Expressions in Ethic Arta
Fonner Park

Fox Theatres

Get uUown Productions
uolden uloves Tourmament
Galden Spike Dpive-In
Cmaha Theatres

(NATICNAL)

Admiral Park IV
Dundee Q Cinema Four
Gemini Twin 3Six West Theatres(LOCAL)
Northampion Skyview Theatres
Pecny Fark

Shrine Circus

Sidney Iowa Rodeo
Seul King Productions
Stars Limited

+ate Fair Races
Sunset Speedway
Weat L Auditerium
Utopia Productions

ENTERTAIMMENT-RECCRD CO. {LocAL)

AST Recards ——
ATS Adv./"E4 Motown Hita"
C3S Records

Candlelite Muaic Co.
Capitol Records

Great Hall Productions
History Greatest Headlines
J. D. Productions

Jack Wodell Association

K. €. Jazz Festival

Lawis Gray Productions % Pacific
Londen Records

Mans World EInterprises
Margrace Corp.

Musicland

Hebraska State Fair

New Werlds Production

T=2 Productions

Tarus Praduction

United Artists

VMS Productions

Warner Productions

Worlds of Fun

{LCCAL)

{LCCAL)

{LOCAL)

75
1875-76 ADVERTISERS

FACTURY/DEALLZH ASSH.

rord Motor ucmpany
Honeywell

Sutaru Auto
Vickers Fetroleunm

TINANCIAL-INSURANCE

Ames Plaza Banit

Blue Cross/3lue Shield
Colonial Penn Insurance
Commurnity bank of Nebraska
First Naticnal Zangk

North Side Zank

North West Eank Corp.
State Fara Insurance
Thomaa Realty & Insurance

FCOTWEAR

Corbaley Shoes

FUNERAL HCMES

Myers Funeral Home
Thomas Funeral Home

GASQLINE/OTL

John & Leons Standard
Sam Young's Mobil Station
Sledges 00

GENERAL RETAILEIRS, RECORDS
A4 & A Music
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KOWH/KCWH=-FM RADIO

APFLIANCES~FURNITURE-CECCRATING (LOCAL)
Don's Radio & TV

Coodman's Custom Upholstery

Igwanna African Imports

Nebraska Furniture Mart

Nebraska ''V & Sales

Cmaha Shade & Shutter

Sol Lewis (NATIONAL)

AREA FOCD PRODUCTS & RETAILERS

Aunt Sweets Snack Shoppe
Bullits Fast Del. & Grocery
F & L Grocery

Hill's Catering

Hinky Dinky

Kellogz's Garden Marlket
Larry's Food Station
Safeway Stores

{LOCAL)

AUTO DEALERS-PARTS-MOTORCYCLE SHOPS

AAMCO Transmissions
Ace Auto Suppy
Baxter Enterprises
Bluffs Cycle
Charlie Graham Builck
Chase Auto Repailr
Dewey Chevrolet
Etex Zody Shop
General Pontiac
House of Fardtops
Jack King Lincoln Mercury
Jones 3edy Shop

Mid City Auto

Mr, Automotive

Novak Cadillac

Novak Porshe/Audi
Novak Volkswagen
Aon Olson Dodge
Shelly Buick

Sidles Distributing
Sonny Gerber Auto
Tires, Inc.

Troy Tire Store
Warren Anderson auto

{LOCAL)

(LecAL)

76

1575-76 ADVEATISERS
BEVERAGE

Coca Cola Bottling Co.
Mr. Plb
Coke

SEVERAGE

Budweiser Beer
Candaigua ¥ine Co.
Falstaff HBeer
Gallo Winery

" Olympia Beer

Schlitz Beer
United Vitners

CLOTHIMG
Artis Fashions

rosstown Clothing
Tully's for Men

DRUG STORES~-COSMETICS

Health Care Prascriptions
Johnson LDrug

Kelly's Sundries

Wilson's Beauty Supply

INTERTAINMENT (THEATRES,ZIC..

Afro Academy of Dramatic Ar<:
Aksarten/Holiday on Ice
Aksarten/Horase Races
Atokad Horse Racing Assn.
Charles Gamble Jazz Show
Chris Fritz Productions
Columbus Races
Creighton/Upward Bound
/Splash Party
Urast Theatre
Louglas Theatre
Elks Hall
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KOWH/KOWH=-FM RADIOC

TRAVEL
Avis Fent a Car System, Inc.
Continental Trailways

Metro Area Transit
Union Pacific

TRAVEL
Greyhound Corporation

77

1975-76 ADVERTISERS
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KOWH INFORMATION SHEET USED BY THE SALES DEPARTMENT
TO CONVINCE PROSPECTIVE CLIENTS OF BLACK RADIO'S MARKETABILITY

3910 Harney Stree:

Omcha, Nebr. 68131

Phone 422-1600 Area Code 402

UNDERSTANDING
THE
BLACK CONSUMER
MARKETTNG OBJZCTIVE?? “SOCTAL, RESPCNSIBTLITY??
COMPLETELY
IGRORED?7! !

From.its noted beginnirngs following World War II, *he black sonsumer zarket
has grewn, shifted, and has beccme in soze product categeries a vital and
eruclal market, It has undergone changa, often hecause it has reflected tha
cansymer group which has aléo undergone changes,

For many e¢ompanies today, the black consumer market can either represe=at
& markating objective or as too frequently is the case - a social responsihiliiiz,. -
. It zay be time, tharefors, i3 resicy ulat camsiiistes the.hlask densucor zarkat,
and vhat distirgsishes it from the total 7.S. amorket for goods and services.

- STTLL MINORITY STATUS

Peopls, béing the dynamic, cnmﬁlex sreatures that they are, are motivated
iz large measures by emotlon, habit, and prejudice from which ares derived thelr
ideals and behavier, In tha case of the black ARerican hds higaly visible and
different cutward appearance identify him as a member of a minoriiy group having
an impesed subordinate gtatus in American gociety, This has not changed aftar a
decade of freedom-ridesa, marches, pray~ins, legislative gains, nor is there any
strong indicaticn that blacks will' be accepted into the maingtreams of Afericm
1lifs, particularly the baai..c arsas = aoaial;. economic, or cultural.

The ACeriean soeiety today, as it has been, is divided into two basic groupa,
the white ard nenwhits populations, and as a result the two groups, for the
mest part, continue te sperate separately in tha stated basic arecas,
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KEASONS FOR THE MARKET STARTLITY

There are four reasons why there is a black consumer market in,the United States:
1} foreed identification of the people comprising this =market, ‘

2) definable purchase patterns by this greup of consunmers,

3) %he sizs of the market, and

4) the loeation of this market in the 7,3,

T™ese facts have not been altered, despite limited gaing in seome areas,
BASIC FACT APPLICATION

© "z ig important for-those ‘wholare now gelling productay services, and
ideas to the blask consumer market, and fsr those whe will do so in the {ature,
that the basic faat of eustomereoriented programaing be applied.

NOT REVERSE SEGREGATION

Despite the amount ef advertising dirscted to black sonsumers, there still
2xdsis in many quarters the idea that segnented aarketing - custcmer—cwienied
programming direeted to the nonwhits commnity ~ is segregation in reverse,
Cusrtomer=oriented: rrogeans almed at. this sonsucer group are not gegregation in
revarse ut simply provide blacie consumers with what they want -~ pecozmitiom,

SAME CONCEPT APFLIES

With the widely acknowledged conespt that advertising and other zesns of
sommmnication, in order to achieve maxiun identification, should be orientad as
elesely as possible to the interests of the corsumer, it is surprising that even
taday gooe exseutives in business and industry, advertiser and advertising agency
alike =till need te be made aware “hat this same eoneept applies to the blaek

sonsumer aarvet.

Parhaps it is a combination o faetors as to why thiaz exists - personal
orajudiees, . the continuing pereeptior, ef the minority In Aterizan scciety, 2is-
{infspmation, misguidanes, or whataver, there zceds to te some reexamination of
customer-oriented programming as applied to the nenwhite pepulatien, Aad, the
ceed to separata the concepts of good marketing practices, and seeial -~ ‘

respeasibility,
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GCAL CF STATUS CHANGE

It is no se¢ret that nonwhites waht a'change in their status, and this den-
tinues to be a contiruing geal, Yet, a market exists within,this clinste., Mass-
oriented communications cannot, nor has it ever been able %o, effactively reach
the minds and articulate the agpirations of gillions of nenwnite Americans. ‘ore
‘and more there is documentation of this fact-tkat nonwiite zedia Zloes the more
effactive job of communicating and influencing, Understanding this coull be
eritical in the peried ahead.

GEIERAL APPROACHZ 404 00!

Fop business exscutives, advertisers and agencies, to simply say "we do
not discriminota: our advertising is geared for everyone; everycne reads daily
newspapers (white-oriented); we reach tslevision viewers; we do not want %o '
sepragate anyone! is net-remiistic-and.dees not reflect.a true-grasp-clf-thea
situation in light of the changes that are taking place and the practices that

continue to be highly evident,
THLIGS ARE CHANGING

™ere is incrensing evidence of changes taking place which concerns the
black consumer., ThRere ore companies wnose products once enjoyed fairly good
shares among black consumers, tut cow are suffering markaet orosion. Cempanies
#hat have been lenders in the use of blacks in *elevision commerciais {zuat often
replacing black faces for white) are finding that "proportionats usage of wlacks
in eommercials® is not producing "proportionate sharas of black expenditures Jor

gocds’.

‘Thepe=iggrowing evidence: tosy-4hat tivere must be drawn some-~iines -Detween.
waat is going to be displays of corporate social responsibility, displays of good

public relations practices, and displays of zood marketing oracticas

DEFINE ICUR cOAls

Marketing executives will have to determine exactly what 1% iz they want
to achieve in the way of results from the black consumer zarket, if this is a
market to be considered. IZ ‘he décision is made that this is a =zarket worth
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either developing, or protecting, then it should be approached on that basia,
with exhaustive research, careful consideraticn, sound projecticrs, and izpor-
tantly, sound btudgeting %o get the job done, through the media and %achniques
that will produce the desired results. Feedback systsms need to be built in,

If-on~-tha-ether-hand a management .decision is made that the gompary, or.
orgenization will undertake and communicate what it is doing in,corporats social
responsibility o improve the quality of life for 211 ARericans, then that
becomes a different type of campaign, but it should not te equatad with the

~walief Lhat-this- ig. gedng-te-vroduca.a.maxketing reacticn in ke pindg of millions
of nonwhites.

TV?.40..17'S WHITE ORIENTED

5 Many companies are still under the belief that the use of tlacks and cther

minoritiecs in commercials can do an effective seliing job., This wag' never the

intent of integrating televizion commercials and print ads in white-oriented

print media., TV is, and con*inues to be, a primarily white-oriented medium.

It has and is continuing in 2 Iinited way to achieve what it was designed to do

- change the image of AmMericans who happen to be nonwiite in white viewers' ?inda. )
Granted, there are %faday some “wlack-orientad TV cormmerciais. Generally,

however, they fall into the category of being the same commercials aimed at white

“mwhptarayith Yiack-faeesjoulany-ges-inughed-at in-nonwailesocmea.bacause thed.

are such blatant copies of "white" compaigns.
THE ZUAL SOCIZTY WILL CONTLIUE

We continue to iive in a dual society in ‘merica, and the cvideQQE %s such
that it is going to contimue for some time %o come. It iIs apparent as well thal
the need for dual communications wiil be with u3 Zor scme tize, There are needs
for corporate social rTesvonsibility, without a doubt and the accompliskmenis iz

*%his. area. Aged to be tommunicgted fo-whites, as well as to :qggéi{gﬁt'.ggfj_gop1
the 352-billion consumer market nonwnites represent, there is a need for good,

afficisnt marketing oractices as weil.
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APPENDIX F (Continued)

PROVEN ZFCRMUIA

[¥H

There is a proven formula that can be used by any corpany or organizatica
It

¢
is,

that desires to irbrove its share of the market among tlack consumers,
simply equated.,.Reccgnition + Identificaticn + Invitation = (A Brand New
Mcnetary Realization!!

The black consumer market rmust be recognized - objectively appraised without

reliance on personal experiences and preijudices, nor as zn adjunct to the white
consumer market. The markst wants scmeone to say, "I care about your tusiness,"

and said to it direectly! t wants to te recognized.

The second stage is %o regard the black consumer in terms of his image of
himself, that is, to initiate effcrts to give identity to the black consunmer, as
a consumer. Ot as a secondary consideration to which ha's been subjected jpst'
same o Beritrg- e winerity, oo Prisuconsumercenmeidentily with.ihose.proerazs in.sur=. ... .

roundings with wiaich he is nest familiar.

The third stage is to solicit his business-by invitaticn-in media and under
circumstances with which he is Zumiliar, and by which ne can make a favorabls
surchasing decision cr influence a sala. The invitation can taka many forzs,
tut to the black consumer it ruc® be {and shculd be) a claarcut invitation that
takes the "mayhe' out of wheiher it means him or not, ‘hat might prove o be
an irpitant o the Slack comsumer (whether it is real or imagined) can i1l te
afforded in Zoday's marikeiplace.

THIRE'S A NESD FOR UNTERSTANTING
Thers is 1i® le likelihiced that market franchises can be protecied or margin
T IFBTIY Iheraasad T Hry-bluelsorsnmer i igmcred, -or-/segregated’-as-ie-or.
she often is in mass advertising.
I# a company or crganization geeking To reach and influence the black <on-
sumer creates a favorable climiste for itself, and thrcugh prograzming reflective
of the market produces a favorable Yracial reaction', then this company should

have success far beyond any normal pattern.
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APPENDIX F (Continued)

BLACKS ARE A DIVERSE AUDIZNCE

Today's competitive pressures demand that firms become more sephisticatad
in marketing strategy, development, and executicn. Marketers are regquired to
gain broader and deeper knowledge of each distinctive markei segment. Advertisers,
and their agencies, must become increasingly more skillful not only at reacting
efficiently, but also to influsnce effactively. Thers is the nsed to define
target audiences.,

The black mariet is as varied and heterogeneous as the white one. Zlack
- 9eople-ooten i2-21l agesy. lacomas~aad—aducational. . brackets. . TRene ara.dzhallsc=.. ..
tuals and blue collars.

To classify all black people in one broad zrouping is not to know "where
ita at”.

If you try to appeal to both blacks and whites, you'll miss the boat. If
you try o appeal to all blacks, you've made the boat, but you're heading in
the wrorg direction., If yeu understand the varied and interesting segments of
the black populatien, it will be a rough voyage, but you'll make it,

There are two marketing routes to reach black people. The conventional
route with black-oriented advertisizng and premcticn, and the word-of-mouth
method. ECth can work squally well, btut doa't try the latter unless you're
‘really in syne with the Ghedttoe~ +» oo o 24t ¢ mmmERm cm oA 1T e

PROBLEM AREAS

There have been problems in the accuracy of available stardardized data,
shortcomings of both research availability and zeasursment zethodolegy, as well
as by obsaolescenge., TYet, there is increasingly more information and data
available on the nonwhite consumer market. It can be used to cake sound

decisions concerning marketing and advertising expenditures.
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DEFTINING RCOLES

In many businesses, the decision %o communicate is often to satisfy objsc-

tives more properly under the banner of sowporate social rasronsibiliiy than fer

sound marketinz objectives. An advertisement in black-criented =zedia 2escribing

what the corpcration is deing to improve the guality of black 1ifs can zardly
be considered as comrunication %o zell and influerce blacks. !lfor sheuld it even
he listed in advertising sxpenditures. This is not %o say such advertising is

net necessary.

Yet, the blachk consumer market san remain an opportunity for scme, and 2
problem for athers, tut it dces exist, and can be affectively and efficiently
sold., The decision has to be made if the communications objective is ts satisfy

marketing objectives or display corporath awarencss of its social respomsibility.

Pr e cmmaTytehould-be defineM and marteting Itacticss and-teckmigues not wsed fo
meet corporate eocial respeonsibility objactives. Nor should corporate social
responsivility programs be used to satisfy marketing objectives. IRe two sheuld

never meeti _Let your XCWH-AM-FM representative shoew you thie difference.
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This is a case study of radio station KOWH-KOWH FM which broadcast in
Omaha, Nebraska from 1970 to 1979. KOWH functioned as a black-owned and
operated entity during that time frame. Its importance to the Omaha black
community was unusual because of community and church involveﬁent in the
initial financing. KOWH was established in 1945, but the history of KOWH
as a black-owned and operated station began in December 1970. That was
when Reconciliation, Inc., a black investment group, purchased KOWH and
KOWH FM. Two members of the black investment group were professional sports
stars, Bob Gibson and Bob Boozer. Other money for the purchase came from
the United Methodist Church and the Omaha National Bank. In addition,
stock in the corporation was sold to the black community in Omaha.

KOWH-KOWH FM operated as a radio station from 1974 to 1979 under the
direction of Keith Donald, general manager. Because of deficits created
during the early years of operation, the stations never enjoyed a period of
being ahead or "on target" as a business enterprise. The sale of KOWH-KOWH
FM to separate buyers was approved by the Federal Communications Commission
in April 1979, ending their operation as black media.

During its brief life span, KOWH considered itself the primary communi-
cation life-blood of the Omaha, Nebraska black community. The station spent
nine years trying to‘imprint that feeling on the whole Omaha listening
audience.

It is the opinion of the author that Rodney Wead set up Reconciliation,
Ine. to administer KOWH for the purpose of serving the black community. The
author feels that Wead viewed mass communications as the first step towards
unity and self-determination for a black community, specifically, his black

community.



The author believes KOWH was unique because the station was a
community project. The community aspect is important because part of the
station's funding came from the sale of stock to the public. Many media
outlets do not offer to sell stock to the general publie.

The broadcasting of KOWH was specifically designed to be of interest
to the black community and all the music programmed was by black artists.
The author believes that like other media in the realm of black press,
KOWH was cause-oriented.

But, before any station can continue to exist, it has to be money-
oriented. Unfortunately, KOWH-KOWH FM did not succeed as a business

enterprise.





