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AFTER 
TV news directors still 

BLAME ME! 

by Tom Becherer 

CBS’s Don Hewitt takes the 
heat for the growing number 
of tabloid news magazines. 

ADRENALINE 
NEWS 
BLUES 
Are you becoming 
physically addicted to 
your job? 

change jobs about every 
three years. How come? 
by Andy Barton 
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The More Things Change... 
The more you may wonder where your news service will come from. 
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Radio and Televsion News Directors Foundation 

Annual Banquet and 
Celebration of the First Amendment 

March 8, 1995 
The Mayflower Hotel, Washington, DC 

Master of Ceremonies 
Helen Thomas, UPI White House Bureau Chief 

Leonard Zeidenberg First Amendment Award 
Walter Cronkite, Special Correspondent, CBS Inc. 

Award to be presented by 
Frank Stanton, Former President, CBS 

First Amendment Leadership Award 
Tom Johnson, President, CNN 

Award to be presented by 
Bill Moyers, Public Affairs Television 

Proceeds benefit RTNDF's educational programs to 
promote excellence in journalism 

Patron (Table of ten, prime location, special recognition in Program) $10,000 
Benefactor (Table of ten, preferred location, listing in Program) $5,000 
Sponsor (Table of ten, listing in Program) $3,000 
individual Tickets $300 per seat 

For ticket information, contact: Frances Dattilo, RTNDF, (202) 467-5215 
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NewsCutter Editing» 

If It Were Any Faster, 

It Would Be Live» 

5:52- Shoot 5:55- Edit 6:03- Air 

Creating news stories quickly 

and creatively can mean the difference 

between being *1 and being left 

behind. So it’s no 

wonder that a 

growing number 

ol news stations 

are turning to 

Avid NewsCutter, the news editing 

system from the leader in disk-based 

media solutions. 

NewsCutter’s random-access 

technology makes editing instantaneous. 

You simply select your shots, mark in 

and out points and 

record them to disk. 

It’s as fast and easy 

as tape-to-tape. 

Then organize your 

story in any order you like. 1 here’s no 

shuttling or rewinding tape to eat up 

your time. Add wipes, dissolves, titles, 

Avid NewsCutter 
• instant random-access editing 
• No tape shuttling or rewinding: 

\ no generation loss ¿ 
’ Creative control of wipes, dissolves, 
titles, DVEs 

• Multiple versions of a story in minutes f 

DVEs. You can even create whole 

different versions of the story in a 

matter of minutes. 

And NewsCutter isn’t just faster 

than tape - it’s more reliable. No 

tapes to jam, no heads to replace, no 

mechanical parts to maintain. 

To find out more about the biggest 

breakthrough in editing 

since videotape, call 

800-949-AVID. «mam 
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Avid Technology. Inc. One Park West Tewksbury MA 01876-9906 USA 



THE ASSOCIATION 

OF ELECTRONIC 

JOURNALISTS 

PRESIDENT 
David Barllelt 

CHAIRMAN 
Bill Yeager 
Metro Networks News, Philadelphia 

CHAIRMAN-ELECT 
Loren Tobia 
KMTV. Omaha, NE 

TREASURER 
Lou Prato 
PAST CHAIRWOMAN 
Marci Burdick 
KYTV, Springfield, MO 

GENERAL COUNSEL 
J. Laurent Scharff 
Reed Smith Shaw & McClay, Washington 

BOARD OF DIRECTORS 
David Busiek 
KCCI-TV, Des Moines, IA 

Mike Cavender 
WTSP-TV, St. Petersburg, FL 

Paul Douglas 
WTIC-AM, Hartford, CT 

Janet Evans-Ferkin 
KLBJ-AM, Austin, TX 

Robert Garcia 
CBS Radio, Washington 

Bernard Gershon 
ABC News, Radio, New York 

Al Gibson 
CKCO-TV, Kichener, Ontario 

Vickie Jenkins 
KOIT Radio, San Francisco 

Dave McGinn 
CJOH-TV, Ottawa 

Mark Millage 
KELO-TV, Sioux Falls, SD 

Jon Petrovich 
CNN, Atlanta 

Lucy Riley 
WSFA. Montgomery, AL 

Marv Rockford 
KCNC-TV, Denver 

John Sears 
KPTV, Portland, OR 

Marsha Taylor 
WDBO-AM, Orlando, FL 

Brian Trauring 
WRDW-TV, Augusta, SC 

Deidra White 
WWJ Radio, Southfield, MI 

Bruce Whiteaker 
WMC-TV, Memphis, TN 

Scot Witt 
WDCB Radio, Glen Ellyn, IL 

Will Wright 
WWOR, Secaucus, NJ 

COMMUNOTOR 
VOL. XLIX, NO. 2 FEBRUARY 1995 

Editor: Joe Tiernan 

TEN YEARS AFTER.11 
by Andy Barton 

Where are the people who managed TV newsroooms ten years ago? And what 
advice do they have for today’s news directors? 

ADDICTED TO NEWS.13 
by Tom Becherer 

Áre you becoming physically addicted to your job? Do you enjoy the adrenaline high 
you get from constant deadline pressure? 

JAVA MAKES IT HAPPEN .17 
by Dan Benedict 

If an army travels on its stomach, as Napoleon is supposed to have said, then it’s coffee 
that fuels the tanks of many newsroom soldiers. 

RAISING ETHICAL ISSUES.19 
by Jeffrey Marks 

We should take our RINDA code off the wall and use it to solve real ethical problems. 

DEMANDING RESPECT. 22 
by Rob Puglisi 

Competition from CNN, CONUS and Fox is causing the big-three networks to overcome 
old stereotypes of who works for whom. 

ELECTROCUTION!.25 
by John Pretnack 

The death of ENG technician Al Battle in a “mast-up” accident in Washington is serving 
as a much needed wake-up call for the broadcast community. 

TREND-SETTING STAND-UPS.27 
by Terry Likes 

Is there a difference in the way stand-ups are utilized at the networks and local affiliates? 

OBSTACLES OVERCOME..29 
by Rick Marks 

After the Los Angeles earthquake last January, student journalists at California State Uni¬ 
versity Northridge produced a series of remarkable newscasts for cable outlets. 

DEPARTMENTS 

From the Chairman.6 
by Bill Yeager 

On the Move.9 

Feedback.33 
by Joni Brander 

RTNDA History.34 
by Jack Shelley 

WordWatching.37 
by Merv Block 

You’re On!.38 
by Don Hewitt 

Communicator (ISSN 0033-7153) is published monthly in the United States by the Radio-Television News Directors 
Association. (Basic subscription rate of a year is included in dues. Non member subscription rate is $75.00 domestic, 
additional overseas.) Second-class postage paid at Washington, DC. and additional mailing offices. Copyright 1995 by 
RTNDA. All rights reserved. Opinions expressed by authors do not «ecessarily reflect the official policy of RTNDA. 
Unsolicited articles and photos should be sent to the editor. POSTMASTER: Send address changes to Communicator, 
RTNDA. 1000 Connecticut Ave., NW. Suite 615, Washington, IX' 20036-. (202) 659-6510. 

REPRINTS $5 PER ARTICLE BACK ISSUES $8 

COMMUNICATOR/FEBRUARY 1995 5 



From the Chairman 

MAKE A COMMITMENT OF TIME IN ’95 

in this second month of the new year you may be realizing that with ease 
and with little if any guilt you are ig¬ 

noring the resolutions you set for your¬ 
self. Republicans are discovering it is far 
easier to talk about a contract with 
America than to actually implement one. 

Resolutions and contracts aside, I pro¬ 
pose a Commitment of Time in ’95. Give 
me no more than three minutes of your 
reading time now. Give RTNDA no more 
than 45 minutes of your time each month. 

Your Commitment of Time will in¬ 
volve you in the association’s M&M — 
Marketing & Membership — unveiled in 
the December issue of Communicator and 
other vital association programs. In this 
50th year of RTNDA, your commitment is 
essential. In 1995, please commit to: 

1. Renewing Your Membership. 
Do so after receiving the first notifi¬ 

cation of your membership renewal. Re¬ 
member, new dues rates are in effect. 

Electronic Journalists 
Radio: 

First member from a 
news organization.$ 115 
Additional members.$95 

Television/Other electronic media: 
First member from a 
news organization.$ 145 
Additional members.$ 125 

Other 
Retired.$50 
Student.$50 
Educator.$ 115 
General Associate.$145 
Supplier/Participating: 

First Representative.$445 
Additional Representatives ...$175 

CORRECTION 
In the chairman’s December article, 
an editing error changed the third 
paragraph of Bill Yeager’s “Vision 
of the Future.” It should have read. 
"The RTNDA M&M follows more 
than a year of customer research and 
another year of development. It is 
now ready for the consumer.” 

2. Recruit Two New Members. 
This will take more time than renewing 

your own membership. Personal contact is 
the best way. You’ll find a membership ap¬ 
plication in the January Membership Di¬ 
rectory issue of Communicator or call 
(8IX)) 80-RTNDA and staff will send you 
printed material to help you make your 
pitch. If you don’t have time to make a per¬ 
sonal appeal, give staff the names and con¬ 
tact information and they’ll send information 
to the potential member for you. 

3. Participating in Diversity. 
This must be a legit commitment and 

not merely lip service. Association lead¬ 
ership is striving to increase minority 
membership and participation. In turn, 
leadership is standing at the ready to par¬ 
ticipate in diversity programs sponsored 
by other associations and minority orga¬ 
nizations. While the association does not 
involve itself in your news department's 
affairs, it does encourage you, your gen¬ 
eral manager, your program director, 
whomever, to commit to diversity. 

4. ProtectingOur First Amendment 
Rights. 
This is not an easy one to fulfill. In 

this litigious society we are constantly 
challenged. The association has First 
Amendment information, including 
case histories, that will be of use to you. 
RTNDA is in court or on Capitol Hill 
whenever a landmark decision or pro¬ 

posed law threatens our rights provided 
by the First Amendment. 

5. Upholding the RTNDA Code 
of Ethics. 
Quoting from the opening statement 

of our code, “The responsibility of radio 
and television journalists is to gather 
and report information of importance 
and interest to the public accurately, 
honestly and impartially.” All in all, this 
commitment will take little day-to-day 
time. The code is a realistic set of stan¬ 
dards unanimously adopted by the 
Board of Directors eight years ago. See 
page 19 for the complete code. 

6. Accepting an Invitation. 
You may get a call from your re¬ 

gional director, who will extend an invi¬ 
tation to lunch or dinner with President 
Bartlett and me. In the month we get to¬ 
gether, this commitment will take a little 
more than 45 minutes. We will be in 
more than 40 cities this year to bring 
RTNDA to you, to hear what confronts 
and challenges you, to listen to your 
concerns. The association will be better 
able to serve you. 

7. Signing Up for Our 50th 
Convention. 
As with renewing your membership, 

this will take no more than five minutes 
of your time. Mark your calendar to ar¬ 
rive in New Orleans no later than the af¬ 
ternoon of Wednesday, September 6, in 
time for the Murrow Awards program 
and keynoter’s address that night, and to 
stay through Saturday night for the Paul 
White Award dinner. Between the open¬ 
ing and closing events, there will be a 
number of 50th anniversary events, 
World Media Expo and exceptional 
programs to improve your professional 
performance. 

That’s it. No resolutions easily broken. 
No contract to legislate. A straight forward 
commitment of time for RTNDA. 

Bill Yeager 
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When he developed 
AP's first radio wire 
in 1941, Oliver 

"Gram" Gramling helped 
move AP forward and 
encouraged others to join him 
in the pursuit of excellence. 

His legacy lives in the 
Gramling Awards, which will 
annually recognize three AP 
employees who demonstrate 
initiative and leadership in 
journalism. Gramling's bequest 
to AP honors these employees 
with cash prizes ranging from 
$10,000 to $25,000. 

The Associated Press 
congratulates the 1994 winners 
of the first Gramling awards 
and honors Gramling's 
memory as an AP innovator. 

“Ann Hme the news business is standing still, it is going backward. 

— Olivets. Gramling [1905-1993 

George Esper 

AP Special Correspondent 

The Gramling Reporter Award 

Susanne Schafer 

AP Military Writer 

The Gramling Fellowship 

/p 

Mark Smith 

World Affairs Correspondent, 
AP Broadcast 

The Gramling Achievement Award 



Announcing the Eighth Annual 

ICI EDUCATION FOUNDATION — AMERICAN UNIVERSITY 

JOURNALISM 
AWARDS 

For Excellence in Personal Finance Reporting 

The program recognizes excellence in reporting during calendar year 1994 on personal finance 
and money management with an award of $2,500 in each of the five categories: newspapers 
with more than 300,000 daily circulation, newspapers with less than 300,000 daily circulation, 
periodicals, television, and radio. 

The Awards are made for reporting which examines, explains, and illuminates the often 
complex and confusing issues and choices that confront American consumers in matters of 
personal finance. Personal finance is defined as all savings, spending, and investment opportu¬ 
nities and decisions that individuals face in determining and achieving personal financial objec¬ 
tives. The definition also includes public policy issues relating to personal finance and money 
management. 

The winners in 1994 for reporting that occurred in 1993 were: 

Kathy Kristof 
Los Angeles Times 

Rhoda Fukushima 
The Fresno Bee 

Bruce Gellerman 
WBUR-FM 

(Public radio in Boston) 

Betsy Stark & Betsy Karetnick 
Wall Street Journal Television 

Jeffrey Laderman, Gary Weiss & Team 
Business Week 

0 EDUCATION 
FOUNDATION 

For information and entry forms, contact: 

The Journalism Awards Program 
The American University 

4400 Massachusetts Avenue, NW 
Eagle Station, P.O. Box 79 
Washington, DC 20016 

202/885-6167 or 202/326-5861 
AMERICAN 
UNIVERSITY 
WASHINGTON, DC 

Entry Deadline: March 15,1995 



On the Move 

Bill Connor named 
Washington corres¬ 
pondent for Hearst 
Broadcasting, from 
reporter/weekend 
anchor at WCSH-
TV, Portland, ME. 

David Goldberg to 
corporate news 
director for New 
World Communica¬ 
tions stations, from 
news director at 
KHOU-TV, Houston. 

Dennis Kelly 
named news 
director at KIRO 
Radio, Seattle, 
from operations 
manager at KXL-
AM, Portland, OR. 

Tom Atwood to bureau chief at KSDK-TV, 
St. Louis, from reporter at WKRN-TV, 
Nashville. 
Gene Brink named news director at 
WUTR-TV in Utica, NY. 
Len Cannon named correspondent at 
Dateline NBC, New York, from weekend 
anchor at WWL-TV, New Orleans. 
Bill Carey to assist, news director at 
WCBS-TV, New York, from same position 
at WBBM-TV, Chicago. 
George Case. CNN consultant, joins Fox 
News, L.A., as VP/director of operations. 
Dale Cox named news director at WFXL-
TV, Albany, GA. 
Mary Cox to assist, news director at 

KPHO-TV. Phoenix, from news director at 
KNXV-TV, same city. 

Linda DesMarais named news director at 
WPBF-TV, West Palm Beach. FL. 

Lisa Gregorisch named news director of 
WNYW-TV, New York, from same posi¬ 
tion at KDAF-TV. Dallas. 

John Pastorek promoted to director of 
news at WBRZ-TV, Baton Rouge. 
Luis Patino to executive news producer 
at KMEX-TV, Los Angeles, from news re¬ 
porter at KCAL-TV. 

Carolyn Pressutti. reporter at WMAR-
TV, Baltimore, to co-anchor Washington, 
DC’s WUSA-TV’s 5:30-7 a.m. news block. 

Susan Reilly named assignment editor at 
WPXI-TV, Pittsburgh, from same position 
at WTAE-TV. 

Frank Sesno. CNN anchor, named to the 
new post of executive editor of the 
network’s Washington bureau. 
Karen Scott promoted to assist, news di¬ 
rector at WPIX-TV, New York. 

Omar Sobrino promoted to senior pro¬ 
ducer of 11 p.m. newscast at WPXI-TV. 
Pittsburgh. 
Charles Stewart joins KCBS-TV, Los An¬ 
geles, as executive producer, from same 
position at WRC-TV, Washington. EXT. 

Troy Thomas promoted to news pro¬ 
ducer at WJW-TV, Cleveland. 

Call (900) 4O-RTNDA for the latest job listing (850 per minute). Job openings listed free. 
Printed job bulletin subscription free to members. Call (800) 8O-RTNDA for information. 

OWN A PIECE OF 
JOURNALISM 

HISTORY 

Edward R. Murrow is the only electronic 

journalist to be honored by the U.S. Postal 

Service with a stamp carrying his image. Now 

you can own a piece of history with a limited 

edition, first day cover of the Edward R. 

Murrow stamp, custom-designed especially 

for RTNDA. Supplies are limited, so don't miss 

this opportunity to own a piece of history. 

Name 

Company 

Address 

City State Zip/Postal Code 

Telephone 

□ Member-$25 Payment Method. □ Check or Money Order D Visa 
□ Non-member-$50 A American Express Cl MasterCard 

_ RTNDA 
Card# Expiration Date 

Signature 

Mail orders to: RTNDA, 1000 Connecticut Ave., NW, 
Suite 615, Washington, DC 20036. Telephone: (800) 80-RTNDA, 
Fax: (202) 223-4007 (credit cards only) 
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New Orleans • Site ofthe 50th 
Anniversary RINDA International Conference and 

World Media Expo • September6-9, 1995» Check Your April 

Issue of Communicatorfor Conference Registration Materials 



By Andy Barton 

TEN YEARS AFTER 
The people who managed television newsrooms ten years ago now hold a wide 
variety of jobs inside and outside television. How did they get where they are? And 
what advice do they have for today’s news directors. 

TIV news directors change jobs an av¬ 
erage of about every three years. That 
fact has been written about a lot. But 

the career of the average TV news director 
is also relatively short. While a few man¬ 
age newsrooms for decades, most only do 
it for a few years before moving up or out. 

University of Missouri journalism pro¬ 
fessor emeritus Vernon Stone has been sur¬ 
veying news departments and news direc¬ 
tors for years. He says the average news di¬ 
rector spends only seven years in news 
management. 

I chose ten top-50 markets and con¬ 
ducted a small study. Using the RTNDA di¬ 
rectory. I looked up who the news directors 
were in those markets in 1984. Then I looked 
up who the news directors were in 1994. 

There were 35 names on each list. 
Guess how many names were on both 
lists? The markets are San Francisco; Min¬ 
neapolis; Miami; Atlanta; Denver, Portland, 
OR; New Orleans; Buffalo; Louisville and 
Memphis. There were two names on both 
lists: Marv Rockfold at KCNC in Denver and 
Fred Zehnder at KTVU in Oakland. 

Of the 35 news directors on the 1984 
list, only nine were still in local TV news¬ 
rooms in 1994. Some had moved up. Six 
are now general managers, one an assis¬ 
tant general manager. Two hold the corpo¬ 
rate title of vice president for news; one 
runs a Washington news bureau and one is 
a news consultant. (Yes, only one! ) 

But nearly half have moved in a differ¬ 
ent direction. Professor Stone’s RTNDA 
surveys say that at any given lime half of 
all news directors are thinking about get¬ 
ting out. They cite public relations, teach¬ 
ing, video production, consulting and 
owning their own businesses as options 
they are considering. 

The 15 1984 news directors who have 
completely left local TV include a teacher, 
a police public information officer, and 
five video producers. But two have 
moved into sales, one is working in radio, 
one works in public broadcasting, one 

works for United Way, one runs a book¬ 
store specializing in rare books, one has 
retired early, and one has moved so far 
from news that none of his former co¬ 
workers even know where he works. A 
third of the 15 started their own busi¬ 
nesses, either as a primary or secondary 
source of income. 

The only pattem seems to be that many 
news directors who leave local TV don’t 
move too far away. (For a look at some 
who have moved in a completely different 
direction, see Tom Becherer’s article im¬ 
mediately following this story.) 

Larry Price spent 25 years in local TV 
news. His 15 years as a news director 

included stops in New Orleans and Min¬ 
neapolis. He is now a regional TV execu¬ 
tive for the Associated Press. He spent 
years keeping them out of his newsrooms. 
Now he’s one of them. He’s a salesman. 

“I never would have dreamed 1 would 
be in sales,” says Price, but adds, ”1994 
has been one of the best years of my life.” 
He misses the newsroom “only during 
times of big stories.” 

Price says his years as a news director 
help him in his current job. “When I’m 
selling them something, I know what their 
needs are.” 

Mike Ferring spent ten years as a news 
director, including a stop in San Francisco. 
He is now vice president at the Founda¬ 
tion for American Communications. His 
mission: educate journalists and their 
sources. He never expected to be doing this 
and says he does sometimes miss the news¬ 
room. But he is still involved in the news 
business and feels his years as a news director 
helped prepare him for his career move. 

Penny Parish ran the newsroom at 
KMSP in Minneapolis for nine years. She 
began taking law enforcement courses at a 
local college in an effort to better under¬ 
stand one of her major news sources. She 
ended up with a two-year degree in law en¬ 
forcement and a growing dissatisfaction 

with local TV news. Her current title: pub¬ 
lic information officer for the Minneapo¬ 
lis police department. She now gives out 
(or in some cases withholds) the same in¬ 
formation she used to go after. 

Is she surprised by the role switch? You 
bet. Birt she says it’s a pleasant change. 
She particularly enjoys not having to su¬ 
pervise anyone. She has her own business 
on the side. She gives workshops on how 
news and law enforcement people can 
deal with each other more effectively. 

Aita Boley spent 23 years in local TV. 
She ran the newsroom at KMGH-TV in 
Denver for four years. When she lost that 
job she ran a small gift store for a couple of 
years. She didn’t want to leave TV news 
but also wasn’t willing to move. She 
found news directors “extremely reluctant 
to hire an ex-news director.” She decided 
to retire early. “I miss TV news,” she says, 
“but I don’t miss my last TV news job.” 

Bill Swing is one of the rarest of TV 
news directors. He left the business 
through retirement at the age of 65. He 
spent 14 years running the newsroom at 
KPTV in Portland, Oregon. But retirement 
for him doesn’t mean not working. He 
turned a hobby collecting rare books into 
a small business buying and selling them. 
He sometimes misses news, but he says 
"There’s life afterTV news, and plenty of it.” 

Pc*e Jacobus spent 12 years running 
newsrooms in Detroit, Philadelphia, 

and San Francisco. He now produces a 
travel program for a national cable net¬ 
work. His newsroom management experi¬ 
ence comes in handy. He’s still managing 
people and budgets, but he says he misses 
the news business when a big story breaks. 

John Kline managed newsrooms in Se¬ 
attle and Portland, Oregon. When he left 
the TV news business, he first tried net¬ 
work radio for a few years. He then started 
up his own video production company, 
specializing in putting together informa-

(continued on page 12) 
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“I don’t think you ever get news completely out of 
your blood,” says one former news director. 
(continuedfr om page 11) 
tion videos for relief organizations. He has 
traveled all over the world. It’s a job most 
people would love to have and he’s happy 
with it, but he says, “I miss the adrenaline 
flow I used to get with news.” He says he 
has found the skills he polished in news¬ 
rooms very marketable. “Arbitration and 
negotiation skills make you better at deal¬ 
ing with life in the business world.” 

Dave Choate spent eight years manag¬ 
ing Miami’s WSVN-TV in the pre-Fox 
days. His title today: executive director of 
Florida’s Broward County Commission 
on Substance Abuse. It’s part of United 
Way. He coordinates the activities of drug 
treatment programs. This isn’t where he 
expected to be, but he’s happy, adding, “I 
don’t think you ever get news completely 
out of your blood. There are certain things 
you miss, but there are many more things 
you don’t miss.” One thing he misses is 
“having a product at the end of each day 
that you can look at and take satisfaction 
in. You just don’t get that in most jobs.” 

While 35 news directors is far from a 
definitive study, it’s safe to conclude that 
most of today’s news directors won’t be 

news directors ten years from now. Those 
who have made the transition have plenty 
of advice for those coming behind them. 

“Plan ahead,” says Mike Ferring. 
“Worry today about what you will be do¬ 
ing ten years from now.” Arta Boley adds, 
“Do not count on news as your lifetime 
work. Be prepared to do something else.” 

“One should have more than one inter¬ 
est in life,” says Bill Swing. “Spend time 
on other interests.” Penny Parish says, 
"Remember that news is a business. If 
there is no personal satisfaction in your 
job, look for another business.” 

Dave Choate says those leaving or be¬ 
ing forced to leave the news business 
should be prepared for major changes but 
shouldn’t worry too much. He says, 
“There aren’t many things in the outside 
world that being a good news director 
doesn’t prepare you for.” 

Those who have moved up in broad¬ 
casting also have advice for those still 
fighting the newsroom wars. Paul Sands is 
now VP of news at Pulitzer Broadcasting. 
He spent 12 years as a news director. 
“Learn sales,” he advises. “Learn about 

ratings. Focus on what you are doing for 
the viewers. Don’t get bogged down in op¬ 
erational problems." 

John Howell spent nine years as a news 
director before being named GM at WPXI-
TV in Pittsburgh. He, too, says news direc¬ 
tors looking to move up should learn to 
understand sales. He thinks being a news 
director is in many ways tougher than run¬ 
ning a station. And, he says, “How to find 
and motivate good people is a skill that is 
in demand anywhere.” 

Larry Price thinks many veteran news 
directors are convinced there is nothing 
else they can do as well as they do their 
current jobs. That’s wrong, says Price. 
“Look at yourself and determine what you 
really want to do, then go do it.” John 
Kline echoes that advice. “Sit down and 
determine what you are best at doing, then 
market yourself accordingly.” 

Of course, this advice doesn’t work if 
what you do best and really want to do is 
run a local TV newsroom until retirement. 
Pete Jacobus offers these words to today’s 
news directors: “Enjoy what you are do¬ 
ing. Who knows how long it will last.” ■ 

Andy Barton is news director at 
WHP-TV in Harrisburg, PA. He has 
managed newsrooms for ten years. 
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By Tom Becherer 

ADDICTED TO NEWS 
There is a body of thought that holds those of us in high pressure positions become 
physically addicted to the job. When a crisis hits, the body reacts with a jolt of 
adrenaline that helps us meet the added stress. 

T
he phone calls come every few 
months. They start with small talk. 
“How ya doin'?” Then, almost im¬ 

perceptibly, there’s a shift. The chat be¬ 
comes something like this: ‘Tom, I was 
calling to see if you’ve heard about any¬ 
thing. Don’t get me wrong, I’m happy, but 
I thought it wouldn't hurt to look around." 

The caller is a former news director 
who has been doing something else for a 
year or so. Now, like a drunk looking to be 
talked out of taking a drink, he calls me to 
be talked out of wearing the news director 
hat again. 

With apologies to AA founder Bill Wil¬ 
son, I swear I’m going to start a 12-step 
program for recovering news directors. 

Nearly eight years ago, I walked out of 
my last TV newsroom with mixed feelings 
of release and dread. Some time earlier, a 
sage friend told me, ‘Tom, you can’t be 
what you do.” Suddenly, I didn’t “do” 
anything, so what was I going to “be”? 

Scared to death that I couldn’t find an¬ 
other job yet euphoric at the prospect of 
no more missed meals because of late-
breaking news, no more pagers going off 
in church, no more late-night phone calls 
meaning an interrupted night’s sleep lead¬ 
ing to a hectic day made it seem as though 
I'd been reborn. 

Eventually, I found something else to 
do. It fit my personality, my experience 
and my goals. But, over time, the siren 
song of the newsroom was heard again. It 
happens to all of us. 

There is a body of thought that holds 
those of us in high pressure jobs like triage 
nurses, firemen, policemen, ambulance 
drivers, air traffic controllers and the like 
become physically addicted to the job. 
When a crisis hits, the body reads with a 
jolt of adrenaline to enable us to meet the 
added stress. In highly stressful occupa¬ 
tions, that jolt comes several times a day. 

An addiction to an adrenaline high 
would explain why each of us who has 

opted out of a newsroom finds himself in¬ 
explicably drawn back after a period of 
time. Like any addict, we’re going to be 
drawn back to the drug of choice. 

But what is that craving for adrenaline 
doing to us? In the book Is It Worth Dying 
For?, Dr. Robert S. Eliot, a chief of cardiol¬ 
ogy at the University of Nebraska, gave us 
some ideas. Dr. Eliot began focusing on 
stress when he had a heart attack. Though 
he had none of the customary risk factors 
for coronary problems, the stress in his life 
put him at risk despite an otherwise exem¬ 
plary lifestyle. His research offers the ex¬ 
planation we seek every time we feel the urge 
to dive back into a newsroom atmosphere. 

Dr. Eliot points out there are two kinds 
of responses to stress: alarm and vigi¬ 

lance. Alarm is the emergency system that 
prepares the body instantly for fight or 
flight. Vigilance is the body’s conserva¬ 
tion-withdrawal system preparing for 
long-term survival in the face of scarce re¬ 
sources. Alarm can occur when one per¬ 
ceives a challenge to his control; vigi¬ 
lance can occur when one feels a loss of con¬ 
trol. Vigilance can become a way of life. 

The problem is that the body produces 
certain chemicals to assist in meeting the 
challenge and then has an excess of those 
chemicals in the system, says Dr. Eliot. 
‘The body responds to emotional stress as 
it would to a physical crisis. A sense of 
danger heightens activity by the heart and 
other organs in case you have to attack or 
run for your life.” 

“Your body produces chemicals for ex-
u-a strength and energy. This chemical re¬ 
action to stress is a physiological process 
that has evolved over millions of years. 
We have been 3 million years in the forest, 
3,000 years on the farm, but only 300 
years in the factory. The life we are living 
today, the life of modern technology, has 
only existed for about 50 years,” Dr. Eliot 
states. “In the 20th century, the fight-or-

flight response is physiologically neu¬ 
rotic. That is, people are reacting to 
today’s problems with yesterday’s primi¬ 
tive responses. When stress was primarily 
physical—when cavemen fought saber-
toothed tigers—people really did have to 
fight or flee.” 

There aren’t any tigers in newsrooms 
today, but a news director’s adrenal gland 
is producing drugs to handle stress as 
though there were—adrenaline to meet 
the “alarms” and a similar substance, corti¬ 
sol, to provide what’s needed for “vigi¬ 
lance.” Both raise blood pressure, influ¬ 
ence the platelets, create an atmosphere in 
which those platelets can bombard artery 
walls, pave the way to hardening of the arter¬ 
ies and, in extreme cases, result in blood clots. 

The “vigilance” aspect of stress is in¬ 
sidious. It’s not manifest in blowups and 
the like. It’s quiet. In looking at stress, Dr. 
Eliot, in 1967, discovered Cape Canaveral 
aerospace workers, some as young as 29, 
were dropping dead of heart attacks at 
alarming rates. Each time there was a suc¬ 
cessful launch, 15 percent of the work 
force was let go in government cutbacks. 
The stress of lacing a loss of their jobs was 
killing these young people. Does that kind of 
stress sound familiar to news directors? 

And this stress attacks men and women 
differently. Dr. Donna Willis, health 

reporter on NBC’s Today show, described 
the difference like this: 

“The hormones that increase from 
stress, like adrenaline and cortisol, rise to a 
rapid peak in men but they trail off 
quickly. But, for women, that rise in¬ 
creases and delays so they don’t unwind 
as well as men.” 

The good news is one is not totally at 
the mercy of physiological responses. 
There are ways to deal with this stress. Any 
good doctor can suggest exercise, medita¬ 
tion. breathing exercises and myriad other 

(continued on page 14) 
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Are you becoming physically addicted to your job? 
An addiction to an adrenaline high would explain 
why those of us who have opted out of newsrooms 
find ourselves inexplicably drawn back. 
(continued from page 13) 
ways to reduce its influence on your life. 
There are plenty of self-help books pro¬ 
duced to give some guidance. 

Some suggestions from Dr. Willis are: 

• Get perspective. The problem may not 
be that big. 

• Seek realistic solutions. Counsel with 
sage folks you know who can help you 
find answers. 

• Look beneath the surface. Examine 
your real values and how they fit the 
current situation. 

• Give something back. Offer help, vol¬ 
unteer somewhere. 

• Set goals. You can’t know how you’re 
doing unless you have something 
against which to measure. 

Simply getting a circle of friends can be a 
great help. The job of news director is a 
lonely one. That doesn't help the stress factor. 
Many news directors’ friendships are limited 
to other news directors in other cities. One 
needs to have people in whom to confide. 

But what about those folks who no 
longer face that daily bombardment of 
adrenaline in the newsroom. How do they 
live without that excitement? What are 
their lives like in the non-news world? 
What about the lack of daily gratification 
achieved when the newscast airs and the 
focus shifts to the next task at hand? What 
about gratification deferred when one 
works on a project for weeks, months or 
years before it reaches fruition? 

To learn what some of the more suc¬ 
cessful of the former news directors do, we 
asked them. 

Eric Anderson, whose last stint as an 
news director was with WITI in Milwau¬ 
kee, is now a stockbroker with Robert W. 
Beirut Inc., there. He says he doesn’t miss 
the action in the newsroom. As Anderson 
puts it, 'The first couple of years I was nos¬ 
talgic when a big story was going on. I felt 
I was missing a chance to be involved. 
But, I’ve come to realize how artificial that 
excitement was and how very little it had 

to do with my life. There’s a superficiality 
to all of that. I guess I don’t need my ego 
fed to that degree any more.” 

When asked what advice he’d offer 
those still running newsrooms, Eric said: 
“I think I would try to step back from it and 
take a little broader view of things and not 
attach the same level of importance to it 
that I did. What winds up on the tube that 
night is really not that big a deal !” 

That idea of perspective came up in 
talking with Jack Hurley, director of 
broadcast programming for the Freedom 
Forum and a former news director. He put 
it this way, ‘‘It ain’t the end of the world. 
Things I thought were the end of a news 
day, the end of a news organization really 
weren’t the end of the world. The best part 
is the gratification at the end of the day. 
You get to recharge for the next day.” 

When looking at the stress level, 
Hurley added “I’m working as hard now as 
I did in the news business. I experience 
some stress now, but it’s a different kind. 
The expectation level is every bit as high 
as ever but what takes a lot of the stress off and 
what I don’t miss is the babysitting. There 
are people moving up faster who require a 
great deal more attention now. We expect too 
much too soon, not in all cases, but many.” 

Considering whether he’d return to a 
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newsroom, Hurley opined “If I went back 
to it, I’d go back with a different attitude. 
I’d expect more from my people in terms of 
accepting responsibility for their actions 
or inactions. It’s so complex, it’s virtually 
impossible for one person to do it all. You 
have to put together a team you can trust.” 

A former RTNDA board member, Mary 
McCarthy, sees what she does now as a re¬ 
turn of sorts to her roots. Mary, who also 
served on RTNDA’s executive committee, 
was news director at three markets. Now, 
she lives in New Orleans and runs The 
Newsletter Place, writing, designing, re¬ 
porting for and publishing newsletters for 
companies and nonprofit organizations fo¬ 
cusing on marketing and regulatory issues. 

McCarthy says, “I’ve returned to doing 
what I got into the business for in the first 
place, interviewing people and getting in¬ 
formation from them whether they want to 
give it to me or not. I’m still doing some 
16-hour days, but I’m choosing them. I 
have afternoons to play golf, Sundays to 
read mystery novels instead of planning 
coverage or laying out schedules. The 
only stress I have on a daily basis is 
whether I can get my computer to work or 
not. There are no microwave truck break¬ 
downs in my life today.” 

McCarthy offered advice similar to 
Hurley and Anderson. “My advice to 
those still there is to step back and put 
your life in perspective. It’s wonderful 
here in the real world. It was only after I 
was a year out here getting well that I real¬ 
ized how much the newsroom was making 
me sick. I didn’t realize I was losing touch 
not only with the community I was sup¬ 
posed to be serving. I was losing touch with 
my self and the person God meant me to be.” 

Since leaving the newsroom, 
McCarthy has apparently gotten back in 
touch. She married. As she put it, she re¬ 
claimed her personal life and that enabled 
her to develop a relationship to the point 
that she could marry. 

Two of the more different cases are Paul 
Paolicelli, a former news consultant and 
news director and Ken Kurtz, former news 
director along with RTNDA board mem¬ 
ber and its unofficial parliamentarian. 

Before joining Metro Traffic in Hous¬ 
ton, Paolicelli took three years out to live 
in Rome where spent his time writing. 

As he put it, “What I found writing 
books is it’s really satisfying to come up 
with a concept, resolving all the issues in¬ 
volved and getting it out. 1 really don’t 
care whether anyone reads it or not. 

“I found when I quit doing daily news 

and I could sit down and read a book, I was 
really delighted. The best part for me was 
being able to indulge my own interests. 

“I can focus on an idea and see it 
through to its conclusion and not run off 
and stomp on a lot of little fires. My last 
few years as a news director, I wasn’t in¬ 
volved in story coverage as much as with 
the business of the news department, tal¬ 
ent agents, budgets and the like. I find a 
news director is not so much in the news 
business anymore as in managing a news 
operation and tied to the budgeting and man¬ 
aging of the operation as opposed to being 
involved in what that organization does.” 

Kurtz, while conducting media work¬ 
shops, still works very closely with his old 
station on a variety of projects. He’s stayed 
active doing part-time public affairs for 
Kentucky Educational Television. 

“Keep a focus on your 
life that doesn’t com¬ 
pletely surround the 
news business....Don’t 
let your job define you,” 
suggests former news di¬ 
rector Dan Webster, who’s 
now studying to be an 
Episcopal priest. 

Kurtz has a different view of the job 
and its stress. “I never really felt the stress 
level of the job. There was too much going 
on that I was interested in and there was al¬ 
ways going to be another story. If you 
screwed up today you could always re¬ 
group on the next one. It is the least 9-5 
business I know. It is always changing and 
I have always found relaxation in those 
changes. The intellectual and physical 
challenges were as relaxing to me as golf 
and tennis must be for others.” 

He says, ‘There are days I definitely 
wish I were back. But when they get back 
to budget questions or personnel prob¬ 
lems, I’m just as happy I’m not.” 

Pat Brown, who breeds, raises and 
trains quarter horses on the Louisiana/ 
Texas border now, was a former Chicago 
anchor and news director in Texas, Ala¬ 
bama and Louisiana. He echoes Kurtz’s 
sentiments. “I’m susceptible to going 
back in. The reason is an old line that be¬ 
comes truer all the time. It’s not what we 
did, it’s what we are. Every time the bell 

goes off, the adrenaline goes off. I watch 
TV news different than everyone else in 
America. In the end, I think you have to ac¬ 
cept that’s what we are. 

“At some level, everyone misses the 
damned thing. Not all of it, but some of it. 
The opportunity to do something of value 
to people, we miss it. Being out, you have 
no opportunity to contribute that way.” 

Dan Webster, former news director in 
Albuquerque and Salt Lake City, was the 
first CONUS Washington bureau chief. He 
also spent some time with the AP in Wash¬ 
ington working on the project that is now 
APTV. Dan’s found a truly different way to 
contribute. He’s halfway through a course 
of study at an Austin seminary to become 
an Episcopal priest. 

Dan describes the stress in his life this 
way: “There is stress in final exams, term 
papers, and living without full-time em¬ 
ployment. Stress comes from tackling a 
completely different kind of job, part-time 
employment with AmericaWest airlines. 
Whether approving a script for a story that 
will be seen by millions, pushing back a 
$40 million airplane or cleaning bathrooms 
on a plane, there is stress in your life.” 

Dan adds, “Being a chaplain intern at a 
local hospital this summer, walking 
around with a beeper, being called to a 
code situation where you have people 
jumping up and down on someone’s chest 
while the family is crying in the hallway, 
those are the firebells for me today. But 
rather than observing, I’m participating. 
That brings on a whole new kind of stress 
that, in this line of work, is more satisfying 
because you can be of comfort and truly be 
involved instead of merely observe." 

Dan offers this advice: “Keep a focus in 
your life that doesn’t completely surround 
the news business. Make sure that you 
have something completely outside the 
news business that is your touchstone to 
reality. Don’t get caught up in the over¬ 
night numbers, the next phone call from 
the GM, or the anchor “monster” who 
wants to change everything around for 
you. Don’t get caught up in that as your 
reality. Be a part of it, tackle it; but don’t let 
it define you.” 

So we end with one word of advice 
echoing from the physicians and those 
who have been there—perspective. Just 
as we try to bring it to our newscasts, we 
need it in our lives. ■ 

Tom Becherer, a former news direc¬ 
tor, now works for Conus Communi¬ 
cations and is based in Louisville. 
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By Dan Benedict 

JAVA MAKES IT HAPPEN 
If an army travels on its stomach, as Napoleon is supposed to have said, then it’s 
coffee that fuels the tanks of many newsroom soldiers. Without coffee, one 
journalist jokes, “CNN would become a 12-hour network.” 

If it's black and reasonably hot, we will 
drink it. 
If there is no coffee, we move to the soda 
machine. 
If there is no Coke in the soda machine, 
and no coffee, 
someone will get hurt.... 

T
hat sentiment, from a Boston jour¬ 
nalist, echoes throughout news 
rooms. It must be hidden away in the 

First Amendment somewhere, in a place 
that only station attorneys can find, that 
“Congress shall make no law abridging 
the freedom of speech, or of the press, or 
the right of the people to pursue a decent 
cup of coffee....” After all, the American 
Revolution was bom of colonists protesting 
outrageous taxes on tea They dumped the 
overpriced English tea in Boston Harbor, 
switched to java, and ever since, no one’s 
dared to threaten the American caffeine 
supply without expecting a war. 

If an army travels on its stomach, as Na¬ 
poleon is supposed to have said, then it’s 
coffee that fuels the tanks of many of the 
newsroom soldiers. Without coffee, Cable 
News Network “would become a 12-hour 
network,” jokes CNN overnight assign¬ 
ment editor Meridith Tamarkin. “Coffee is 
wake-up and wake-up is coffee,” NBC 
News radio overnight reporter Paul 
Henderson flatly states. 

Humans have been consuming qahwa 
(literally, “that which prevents sleep”) for 
a thousand years, and caffeine is the 
world’s most widely used psychoactive 
substance. In the United States, more than 
80% of adults “regularly consume behav-
iorally active doses of caffeine,” accord¬ 
ing to an article in the Journal of the 
American Medical Association. Adult caf¬ 
feine users consume an estimated average 
of 280 milligrams of the substance every 
day, most commonly found in coffee, tea 
and soft drinks. 

A serving of coffee averages about 100 

milligrams of caffeine but may range from 
less than half to more than twice that, de¬ 
pending upon the way it’s prepared, the 
quality of the beans, and the size of the 
serving. In comparison, tea averages 
about 50 milligrams of caffeine per serv¬ 
ing, but a strong cup of some tea (such as 
“breakfast teas”) may equal the caffeine in 
an average cup of coffee. Coke, Pepsi and 
Dr Pepper (“the friendly pepper-upper”) 
have about 44 milligrams of caffeine in a 
12-ounce serving. 

Low doses of caffeine, the amount 
found in about two average cups of coffee 
or less, usually produce such mild positive 
effects as increased alertness, energy, and 
feelings of well-being. This is why the coffee 
pot is a ubiquitous fixture in newsrooms. 

“We’re the most desperate coffee drink¬ 
ers you can possibly imagine,” ABC 
Nightline production coordinator Lely 
Constantinople avows. “When news 
breaks at nine o’clock at night, it’s just 
madness. People trying to get guests in¬ 
volved and pieces produced need some¬ 
thing to keep them going,” she says, and 
coffee gives them “a quick boost.” 

The coffee often doesn’t come from the 
network’s machines, however, because it’s 
“terrible. It tastes like tar,” according to 
Constantinople. “It’s absolutely awful, it 
never comes out the right way, it’s never 
enough, the creamer is disgusting, and it’s 
just an awful experience altogether. Usu¬ 
ally people here leave the building and go 
get stuff across the street at Starbucks,” 
rather than drink ABC’s free brew. 

“That jolt of caffeine does work,” says 
anchor Dennis Bounds of Seattle’s KING-
TV. Bounds anchored the morning news 
on the station for four years. “I’d drink 
about two or three cups of coffee on the set 
in two hours and would sip on it through¬ 
out the morning, up until about nine 
o’clock. It’s part of the routine, but it helps 
when you get up at 3:15 and you’ve got to 
be bright-eyed and bushy-tailed by five 

a.m.” Besides, he laughs, “Makeup can 
only do so much.” Seattle is where 
Starbucks opened its first retail store in 
1971. and where even the KING-TV caf¬ 
eteria serves lattes. 

Caffeine is a central nervous system 
stimulant. It increases heart rate, blood 
pressure, body temperature, breathing 
rate, frequency of urination, and also af¬ 
fects the digestive system. There are large 
differences in the way individuals re¬ 
spond to the drug. 

Caffeine’s physical effect depends 
mostly on the amount of it reaching the 
brain through the bloodstream. This peaks 
between half an hour to an hour after you 
drink your beverage of choice, and is after 
most of the caffeine is absorbed in the di¬ 
gestive system but before much of the 
drug is broken down by the liver. As long 
as caffeine remains in the blood, it contin-

(continued on page 18) 

HALLOWED 
GROUNDS 
In the end, they will ban coffee too. You know this in your heart. 
At first people will stand in door¬ 
ways shivering and huddling over 
cups of it. Then there will be official 
warnings, forbidden zones, DEA 
raids. Life as we know it will end, 
the Totally Flaccid Society will 
have begun. In time the Chinese 
communist army will invade Los 
Angeles, unopposed. 

Maybe that’s why people drink 
so much now: savoring, while they 
can. the nice little rollick of a toot, a 
pop, a latte. 

—Phil McCombs 
Washington Post 
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Journalists drink coffee for the same reason that 
anyone drinks coffee. It gives them a lift, it height¬ 
ens their mental powers, their mental acuity,” says a 
drug counselor. “If you have to go fast, I would think 
that it would be very usefill.” 
(continuedf rom page 19) 

ues to have an effect. The average length 
of time it takes for half of the drug to leave 
the body is four hours, but this period can 
range from two-and-a-half to ten hours. 
Most of the drug is gone from the system 
within 12 hours. 

For some, their daily coffee rituals may 

Your 

be an indication of trouble brewing. A re¬ 
cent study at Johns Hopkins University 
concluded that “caffeine exhibits the fea¬ 
tures of a typical psychoactive substance 
of dependence.” In other words, you can 
be a java junkie. Surprisingly, some of the 
subjects of that study consumed less than 
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the national daily average of caffeine. 
“Journalists drink coffee for the same 

reason that anyone drinks coffee,” states a 
Portland, Oregon, alcohol and drug coun¬ 
selor known as Michael M. “It gives them 
a lift, it heightens their mental powers, 
their mental acuity. If you have to go fast, I 
would think that it would be very useful.” 

Michael is a co-founder of Caffeine 
Addicts Anonymous, a 12-step program. 
“Caffeine is one of the oldest drugs used 
by people. The funny thing about it is that 
after the first couple of cups, most people 
develop a tolerance, and it does not even 
affect them. But they think it does, so it has 
a psychological effect. You may find 
people who drink an unusual amount of caf¬ 
feine would actually have a reverse tolerance 
to it They may start to feel tired after having a 
fifth cup. It all depends on the person.” 

Caffeine Addicts Anonymous starts its 
meetings with a recital of the Alcoholics 
Anonymous 12 steps, substituting the 
word caffeine for alcohol. (“We admit we 
are powerless over caffeine—that our 
lives have become unmanageable....”) 
Some of the signs and symptoms of being 
a coffee overachiever are restlessness, ner¬ 
vousness, excitement, insomnia, diuresis, 
panic attacks, periods of inexhaustibility, 
and psychomotor agitation. 

It’s usually the higher doses of caffeine, 
in the range of 200 to 800 milligrams, that 
are associated with negative effects, but 
not always. In 1980, the United States 
Food and Drug Administration advised 
women who were pregnant or who might 
become pregnant to limit or eliminate caf¬ 
feine from their diets, an advisory that re¬ 
mains in effect. 

Still, despite being accused of links 
with heart disease, cancer, birth defects, 
raised cholesterol levels, infertility, and 
other ills, the Consumers Union, publisher 
of Consumer Reports, has concluded that 
“as yet, however, no serious charge 
against caffeine has completely stuck.” 

So, at least for now, enjoy your coffee. 
It’s cheap, it’s legal and apparently, for 
many, it’s relatively safe. While smokers 
may be exiled to the sidewalks outside, 
coffee users are not stigmatized while pur¬ 
suing their habit When the aroma of freshly 
brewed coffee wafts through the newsroom, 
who has grounds for complaint? ■ 

Dan Benedict, who has worked for 
CNN and ABC News, edits TVWX 
SkyReport, an astronomical news 
service for broadcasters. 
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By Jeffrey Marks 

RAISING ETHICAL ISSUES 
This year, RTNDA is offering a “short course” on how we make tough decisions. We 
should take our code off the wall and use it to learn new ways to solve problems. 

As the GM of the television station 
and as a believer in the United 
Way, I asked everyone in the sta¬ 

tion to listen to the charity’s pitch for do¬ 
nations. One reporter objected loudly. She 
told me that she had learned at her Ivy 
League graduate school that journalists 
should not give to charities, even anony¬ 
mously, except for journalism causes. She 
upbraided me for trying to expose her to 
the United Way information. 

What followed was an exchange of 
thoughtful memos about being a citizen 
and a journalist at the same time. We dis¬ 
agreed, but 1 was delighted that a reporter 
raised an ethical issue. As I considered her 
point of view, I went to the RTNDA Code 
of Broadcast News Ethics. It says that ra¬ 
dio and TV journalists will “strive to con¬ 
duct themselves in a manner that protects 
them from conflict of interest, real or per¬ 
ceived.” Did I force a conflict of interest on 
this reporter? Is there any perception prob¬ 
lem if giving to charity is anonymous? 
Wherever you land on these questions, it 
is very helpful to have the Code to spark 
the debate. 

In 1986, our Code was long and wordy. 
RTNDA President John Spain asked me to 
oversee a rewrite. Two years and eight 
drafts later, the new Code was adopted by 
the RTNDA board. The centra! idea was to 
create a document that could be posted on 
the newsroom wall or inserted into policy 
manuals, and referred to frequently. 

This document does not speak in 
“never” and “always” terms, but it does 
speak of ideals, asking us to “strive” for 
balance, accuracy and fairness. It calls on 
us to “respect” the rights of those we cover, 
“recognize” the need to protect sources 
and “encourage” others to adopt the Code 
of Ethics. 

There is a reason we did it this way. We 
do not need more rules. We need to en¬ 
hance debate and discussion of ethical is¬ 
sues, not provide easy, black-and-white 

answers to complex questions. A healthy 
newsroom does not have a rule that dic¬ 
tates never reporting suicides; instead, it 
has a list of questions to ask when there is a 
tough call to make on a suicide story. 

The danger in any code of ethics, the 
lawyers will tell you, is that it will be used 
against you in court. It has happened with 
this document. But there is greater danger 
in having no ethical standards. We lose a 
great deal, and so does our audience, if a 
young reporter’s first job is in a place 
where ethical questions are decided by 
news director fiat, without any kind of 
pondering. RTNDA’s Code of Ethics exists 

to promote pondering. 
This year, you have a chance to prac¬ 

tice pondering. We know that RTNDA 
members enjoy discussing ethics ques¬ 
tions at conventions and regional meet¬ 
ings. This year, RTNDA is producing a se¬ 
ries of Short Courses on how we make 
tough decisions. We will take our Code off 
the wall and use it to learn new ways to 
solve problems. ■ 

Jeffrey Marks was RTNDA chair¬ 
man in 1992. 

RTNDA Code of Ethics 
On August 31, 1987, the RTNDA Board 

of Directors unanimously adopted the fol¬ 

lowing code of ethics: 

The responsibility of radio and television 
journalists is to gather and report informa¬ 
tion of importance and interest to the pub¬ 
lic accurately, honestly and impartially. 

The members of the Radio-Television 
News Directors Association accept these 
standards and will: 

I. Strive to present the source or nature 
of broadcast news material in a way that 
is balanced, accurate and fair. 

A. They will evaluate information 
solely on its merits as news, rejecting sen¬ 
sationalism or misleading emphasis in any 
form. 

B. They will guard against using au¬ 
dio or video material in a way that de¬ 
ceives the audience. 

C. They will not mislead the public by 
presenting as spontaneous news any ma¬ 
terial which is staged or rehearsed. 

D. They will identify people by race, 

creed, nationality or prior status only when 
it is relevant. 

E. They will clearly label opinion and 
commentary. 

F. They will promptly acknowledge 
and correct errors. 

2. Strive to conduct themselves in a manner 
that protects them from conflicts of interest, 
real or perceived. They will decline gifts or 
favors which would influence or appear to 
influence their judgments. 

3. Respect the dignity, privacy and well¬ 
being of people with whom they deal. 

4. Recognize the need to protect confiden¬ 
tial sources. They will promise confiden¬ 
tiality only with the intention of keeping 
that promise. 

5. Respect everyone’s right to a fair trial. 

6. Broadcast the private transmissions of 
other broadcasters only with permission. 

7. Actively encourage observance of this 
Code by all journalists, whether members 
of the Radio-Television News Directors 
Association or not. 
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RTN DA Short Courses Spring Schedule 

RTNDA Short Courses make getting the quality professional development and training you need 

easy and affordable. Choose from three intensive, hands-on half-day sessions featuring veteran news 

professionals who are experts on the respective subjects addressed. 

Charlotte — March 25 

Buffalo, NY — April 1 

There is more to electronic journalism than arriving first, rolling 
tape and beaming back a signal.To get viewers to watch and to 
keep them coming back, you need to tell good stories. Any 
decent reporter can do the big stories well...it’s how the little 
story is done that sets you apart. 

Let “The 1O Commandments of Visual Storytelling” 
show you how to make the most of your material.This intensive, 
half-day program will cover story selection, interview tech¬ 
niques, script construction, writing, pacing and more. You will 
learn proven methods for producing better pieces, beginning 
with your very next assignment. 

Who Should Attend 

Anyone who makes a living telling stories on television — 
reporters, photographers, producers, editors and their manag¬ 
ers. Even the most experienced news professional will learn 
valuable techniques to enhance any story. 

At this course you will learn to... 

I Set a scene. 

I Make the most of an interview. 

I Think visually. 

I Do stand-ups that enhance, rather than intrude. 

I Create the illusion of depth, even when you only have a short 
time to produce the piece. 

I Recognize the simple truth in any story. 

I Use beginnings, middles and endings. 

Your Short Course Leader 

With nearly 20 years of reporting experience, 
Wayne Freedman doesn’t just preach the 
“commandments,” he practices them every 
day at KGO-TV in San Francisco. In the past, 
Freedman has worked as the national feature 
correspondent for CBS This Morning and 
CBS Radio. Freedman has used his techni¬ 
ques to train professionals for more than 
10 years with sessions across the country 
and in Europe. He has received numerous 
industry awards including 22 Emmy awards 

in the last eight years and several AP, UPI and RTNDA awards. 

Wayne Freedman, 
KGO-TV, 
San Francisco 

Orlando — March 1 1 

Salt Lake City — April 8 

With increasing public skepticism about the news media, 
today’s electronic journalists are challenged daily to present 
the news accurately, responsibly and without bias. Making the 
right decision about how to cover a story can affect not only 
your station’s reputation, but the public’s perception of the 
entire industry. 

“Ethics in Journalism: Forget the Rules, Do the 

Right Thing” shows you how to take the RTNDA Code of 
Ethics off the wall and put it into practice in your newsroom. 
Through role-playing and interaction, you will learn how to 
solve ethical problems using a creative team approach. Learn 
how to improve your decision-making skills in this critical area. 

Who Should Attend 

This session is aimed at everyone in the radio and television 
newsroom. News managers, reporters, photographers, produc¬ 
ers and assignment editors will benefit from the creative 
team approach to the decision-making process presented in 
this session. 

At this course you will learn to... 

I Identify underlying ethical issues in a story. 

I Maintain the delicate balance between the people’s right to 
know and an individual’s right to privacy. 

I Avoid situations that may be perceived by the public as 
conflicts of interest. 

I Use a creative team approach to making ethical decisions. 

I Put the RTNDA Code of Ethics to work in your newsroom. 

Your Short Course Leader 

During Jeffrey Marks’ extensive journalism 
career he has served as a reporter, editor, 
producer, executive producer, news director 
and general manager. He is a past RTNDA 
Chairman and served on the RTNDA Board 
of Directors from 1985 to 1993. During his 
tenure as chairman of the RTNDA Ethics 
Committee, Marks oversaw the revision 
of the association’s Code of Ethics and 
coordinated ethics programming for the 

membership. He has been a guest faculty member in ethics 
at the Poynter Institute and has written several articles on 
the subject. 

Jeffrey Marks, 
Consultant 

Participation is limited. 
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R T N D A 

RTNDA Short Courses are produced 
by RI NDA and are sponsored by 
SBC Communications, Inc. 

Atlanta — March 18 

San Francisco — April 29 

Capturing sound and video that will make a good story a great 
one is a challenge for even the most experienced journalist. But 
even good video and sound can lose its impact if the final 
product doesn’t integrate the key elements of a story for 
maximum effect. 

Let “Creative Angles: A Different Approach to 
Sound and Pictures” show you unique methods to plan 
a story and make the most of visual and audio opportunities. 
Learn how to bring all of the elements together to create a 
seamless, well-produced story that grabs the viewer’s attention 
and holds it. 

Who Should Attend 

Photographers, producers and reporters will benefit greatly 
from the techniques and information offered in this session. It 
also is an important course for news managers and editors, so 
they can direct their staff on the latest techniques. 

At this course you will learn to... 

I Plan a shoot before you get in the field. 

I Make the most of natural sound to tell a story. 

I Incorporate talent into a story, making them integral to the 
final product. 

I Tell a great story with (or without) a reporter. 

I Find the side bar in a main story. 

Your Short Course Leader 

John Goheen, 
Free-lance 
Photographer/ 
Producer, 
Denver 

The only three-time recipient of the presti¬ 
gious NPPA Television News Photographer 
of the Year Award, John Goheen is widely 
recognized for his storytelling skills and his 
ability to capture great sound and pictures. 
During his 17-year career, he has traveled 
the world to photograph major stories and 
events. As a free-lance photographer and 
producer, he has worked for 48 Hours, CBS 
Evening News, NBC Nightly News, ESPN 
and others. He also consults with television 
stations and is a sought-after speaker at semi¬ 
nars and workshops. 

Reserve your space today! 

Short Course 
Registration Form 

Registration Information 

To register, simply complete this form and return it to RTNDA by the Monday 
preceding the Short Course, iæ., if you wish to attend the March 18 Short 
Course, your registration must reach RTNDA by Monday, March 13. Please 
complete a separate registration form for each participant from your 
station/company. 

Send registration to: 
Short Courses 
RTNDA 
1000 Connecticut Ave., NW. Suite 615 
Washington, DC 20036 

If paying by credit card or at the door, you may register by phone or fax: 
Phone: (800) 80-RTNDA Fax: (202) 223-4007 

Cancellations 
If you are unable to attend, please notify RTNDA in writing by the Monday 
preceding the Short Course. Cancellations received after that date will be 
billed for the full price of the course. 

Registrant Information 
Please check the Short Course for which you are registering. 

’The 10 Commandments of Visual Storytelling” 
□ Charlotte — March 25 □ Buffalo, NY — April 1 

"Ethics in Journalism: Forget the Rules. Do the Right Thing” 
□ Orlando — March II □ Salt Lake City — April 8 

"Creative Angles: A Different Approach to Sound and Pictures” 
□ Atlanta — March 18 □ San Francisco — April 29 

Telephone Fax (for confirmation) 

Name 

Title 

Station/Company 

Address 

City State Zip/Postai Code 

Registration Fee 
(Circle the applicable registration fee.) ‘Member Non-Member 

First registrant from station/company $55 $75 

“‘Additional registrant from station/company $45 $65 

* Membership in RTNDA is based on individual qualifications and is not 
transferable. To qualify for the member rate, the individual registering 
must be a member of RTNDA. For information on joining RTNDA, please 
call (800) 80-RTNDA. 

** Please provide the name of the first registrant: 

Payment Information 
□ Check Enclosed DVISA □ MasterCard □ American Express 
□ Pay at the door (Due to limited seating, if you don’t attend or cancel by 

the deadline, you will be billed.) 

Card # Exp. Date 

Signature 

Participants will receive a confirmation of registration which will 
include the time and location of the Short Course. 



By Rob Puglisi 

DEMANDING RESPECT 
The networks have good reason to want to overcome the old stereotypes of how they 
treat affiliates. It’s competition. Other news services like CNN, CONUS and Fox are 
courting the same stations to share video and news coverage. 

A
 military jet that lost both its en¬ 
gines had just crashed onto a 
Fresno street, exploding and burst¬ 

ing into flames in front of an apartment 
building. Now, less than an hour later, 
CBS affiliates across the nation were be¬ 
ing fed KJEO-TV’s live coverage from the 
scene. In California, other CBS stations 
even broke into afternoon programming 
to carry it live. 

Just one year earlier, when news direc¬ 
tors from many of those same CBS affili¬ 
ates in California met to discuss how they 
and the network could work together to 
better help each other, neither CBS nor 
KJEO had any kind of uplink in Fresno. 
The affiliates agreed their inability to eas¬ 
ily get video out of central California was 
a serious problem. Only this time, their 
complaints didn’t fall on deaf ears. 

Within a month. CBS shipped KJEO a 
spare flyaway uplink the network agreed 
to loan the station, no strings attached. It’s 
the same uplink that allowed the CBS af¬ 
filiates to get the jump on their competi¬ 
tion following the plane crash and pro¬ 
vided the CBS Evening News with its lead 
video that night. And it was more than just 
good strategic planning on the part of 
CBS—it was an example of how networks 
are doing more these days to work with af¬ 
filiates, partly out of economic necessity, 
partly because it makes good sense jour¬ 
nalistically, and partly because the TV 
landscape has changed so drastically re¬ 
cently, particularly in the last year. 

“There’s a different tone, a different 
way that everyone’s dealing with each 
other now, in the wake of the affiliate 
switches,” says Bud Faulder, news director 
at KJEO and beneficiary of the flyaway 
unit. 

“Prior to Murdoch doing what he did 
through New World and with football, 
there was lip service but very little perfor¬ 
mance,” Faulder says. ‘The network and 
the people who controlled the finances 

would not necessarily follow through 
with the plans and hopes of the operations 
people, who may have wanted to do things, 
but they never would have gotten the money. 

“But as soon as Murdoch made it evi¬ 
dent they were vulnerable, they changed 
their mode of operation. Now the people 
who deal with the affiliates have more 
freedom and money to do things.” 

One of the things all of the networks 
have done is expand their affiliate news 
services, as all three networks start 1995 
delivering what amounts to a 24-hour 
news service to their affiliates. One year 
ago, only NBC could truly claim to have a 
round-the-clock system. Affiliates are be¬ 
ing fed a constant stream of video, as the 
networks continue to try to put to rest the 
old notion that they keep the best stuff for 
themselves. 

I’ve been here for about 10 years, and when I first started, once in awhile you’d 
see network hold video, but I don’t know 
the last time that happened. We just don’t 
do it,” says John Frazee, vice president of 
news services for CBS, who joined the net¬ 
work after working for local news opera¬ 
tions in St. Louis and Kansas City. 

“It’s in the interest of CBS Evening 
News to have that story out in affiliate 
newscasts to get viewers interested. 
Whether it’s NBC. ABC or CBS, they can't 
be successful by thinking they’re going to 
close the flow of breaking news, because 
the breaking news is out there—you can’t 
keep it away from people,” explains 
Frazee, who says networks aren’t inter¬ 
ested in holding back video because 
they’re not trying to compete with affili¬ 
ates at the same game anymore. 

“All of the networks’ evening news¬ 
casts have changed over time. They don’t 
try to be the breaking newscast of the day. 
They have to be more interpretive, and that’s 
where they’re spending their resources.” 

In fact, at NBC affiliate KING-TV in Se¬ 

attle, it’s gotten to the point where they’re 
able to get NBC Nightly News to let them 
downlink certain reports being done for 
the evening broadcast. Whether it’s a story 
involving Seattle-based Boeing, which is 
often the case, or whether it’s something 
entirely different, the station uses it first, 
and the network doesn’t seem to mind. 

“I can get Nightly material the same 
day, and we’ll have it on before they will. 
Especially if you’ve been working with 
them closely on a story, they’re willing to 
share,” says Scott LaPlante, KING’S opera¬ 
tions manager. 

LaPlante does, however, have a special 
relationship with NBC, and it’s another 
example of how networks and affiliates 
are working together. In lieu of having a 
bureau in the Pacific Northwest, the net¬ 
work uses LaPlante to be their point man 
and primary contact in Seattle. 

‘They’ll call me up in the morning and 
need an interview done with a small 
manufacturer, so I’ll take a KING photog¬ 
rapher and end up producing a segment of 
a story for Nightly News, mostly on same¬ 
day turnaround stories,” LaPlante says. 

“Most of it is for Nightly News and the 
Today shows, and it works out well be¬ 
cause generally they’re stories we’re al¬ 
ready working on, but sometimes a story 
will be something NBC is working on that 
we haven’t thought of, and the material I 
shoot for the network is available to us. 

t’s a pretty good deal both ways. We save NBC a lot of money by me coordinating 
things. They don’t have to fly producers 
in and put them up overnight,” explains 
LaPlante, who also does things like field 
produce 2:30 a.m. liveshots for Saturday 
Today—which, he points out with a laugh, 
KING doesn’t even carry. But no one on 
either side is complaining. 

“This way, he develops more relation¬ 
ships with them,” says KING news director 
Andy Beers.“It works out for them and for 
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Minutes after assignment editor Rick Martin heard about 
shots being fired at the White House, the tip line rang in 

the WRC-TV newsroom. The call kicked into high gear the 
cooperative effort already underway involving the NBC affili¬ 
ate, the network’s Washington bureau and NBC’s affiliate 
news service. 

‘The guy asked me if I heard about the shooting,” Martin 
remembers. “He said they were driving by the White House 
and his uncle had been recording with his new camcorder 
when the gunshots rang out. But they were calling from the Air 
and Space Museum, and were reluctant to give up the video 
because they were visiting and were anxious to go sightseeing.” 

Martin dispatched a courier, but the tourist would only 
promise to phone again in 15 minutes. “It was the longest 15 
minutes of my life. I didn’t think he was going to call back,” 

says Martin, who got a return call and the family’s video of 
Francisco Duran opening fire. 

As soon as the tape was in house, Charles Bragel, another 
WRC assignment editor, called his old buddy from high 
school and college, Antoine Sanfuentes, who was on the NBC 
desk in Washington. Bragale had given him a heads up earlier 
that his station may be getting exclusive video, and the net¬ 
work quickly put it on the air in a special report. 

Meantime, NBC News Channel weekend producer Sue Ann 
Williams in Charlotte was working with senior producer Rose¬ 
mary Freitas in Washington, to make sure all the affiliates were fed 
the exclusive pictures taken by the out-of-town vacationers. 

“I asked him what made him call us,” Martin recalled when 
it was all over. “He said, ‘We like Tom Brokaw.’ I said, ‘That’s 
great, we like Tom too. I’m glad you called.'” ■ 

us because it gives us closer ties to the or¬ 
ganization by his establishing contacts 
for us.” 

And one more benefit to KING: NBC 
pays the station a fee for LaPlante’s ser¬ 
vices. So although his salary is paid by 
KING, part of it is offset by the network. It’s 

a win-win situation the other networks, 
and other stations, are also using success¬ 
fully. For example, after O J. Simpson was 
arrested, WKBW-TV in Buffalo wanted 
one of its reporters in Los Angeles to cover 
the legal maneuverings involving the 
former Bills star. ABC's affiliate service. 

NewsOne, also wanted a reporter there, so 
Jerry Giordano suddenly became the re¬ 
porter servicing all the ABC stations. 

‘They’ve picked up a lot of our ex¬ 
penses, and it’s made it a little more afford¬ 
able for all of us,” says Chuck Samuels, 

(continued on page 24) 
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“There’s no such thing as an arrogant network any¬ 
more,” NBC News’ Tracey Carruthers says, “because 
we don’t have the resources to be arrogant anymore. 
We need them more than they need us.” 
(continued from page 23) 

WKBW’s news director. “If they hadn’t, 
we might have brought him back earlier. ” 

And while a lot of the focus these days 
is on what networks can do for affiliates, 
Samuels says affiliates also have to look at 
it the other way. 

“It behooves both of us to cooperate 
with each other. We work real hard to ac¬ 
commodate NewsOne, ABSAT and ABC. 
Of course our product always comes first 
when it comes to anything, but if you 
scratch their back enough, someday it will 
come back to payoff in a big way,” 
Samuels says, adding it’s still important 
that networks remember the road isn’t 
one-way. 

“Our local newscasts are delivering 
large audiences to the networks. It benefits 
them to treat us with respect, and not like 
country bumpkins in the hinterland." 

The networks have good reason to 
want to overcome the old stereotypes. 
Other news services, like CNN and CO¬ 
NUS, often court the same affiliates to get 
video and news coverage. They’ll send 
couriers right to the station's door to pick 
up a dub, and they started doing generic 
liveshots from the scene of breaking news 
stories well before the affiliate news ser¬ 
vices did. 

“There’s no doubt there’s been compe¬ 
tition out there,” acknowledges Don 
Dunphy. VP of affiliate news services for 
ABC. “We’ve responded to some of what 
they’ve done, and they’ve responded to us.” 

“We’ve had a correspondent in Wash¬ 
ington since mid-1993, who works just for 
NewsOne. Two years ago, we did a total of 
200 of these liveshots between our re¬ 
porter and the affiliates’ reporters, and in 
1994 it’s up to around 1,300,” says 
Dunphy. “All of this is designed to 
strengthen our relationship, and the bond 
is going to grow and strengthen more.” 

Often, the generic liveshots the net¬ 
works arrange for affiliates show just how 
far the cooperation has come. Chuck Senkier, 
executive producer of newsgathering for 
CBS’s Newspath service, calls it matching 
up resources. 

“When the American Eagle plane 
crashed in Raleigh, we rented a satellite 
truck, brought in a regional producer, and 
worked with a crew from Charlotte that 
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didn’t have a truck there. I provided a 
truck and producer, they provided a re¬ 
porter and camera, and they got a lead 
liveshot with their reporter, while the sta¬ 
tion in Raleigh was then able to concen¬ 
trate on its big local story,” recalls Senkier. 

The Charlotte crew was given the re¬ 
sponsibility of providing the generic 
liveshots for all CBS affiliates. It’s an 
added burden, but it’s one Senkier says af¬ 
filiates have to be willing to accept when 
news is breaking in their backyard. 

“What they all have to keep in mind, as 
they all demand more live coverage from 
other stations, is that they have to be will¬ 
ing to step up to the plate and deliver 
when it’s their turn. We realize that can be 
difficult and extremely demanding,” 
Senkier says, “but they have to be ready to 
contribute.” 

Networks and affiliates didn’t have to 
worry much about that until recently. 
Senkier remembers when he was a re¬ 
gional producer for Newspath just eight 
years ago. His territory included Michi¬ 
gan, Indiana, Ohio, Kentucky and part of 
Pennsylvania—but only one CBS affili¬ 
ate had a satellite truck. So coordinating 
liveshots from breaking news stories 
didn’t take up much time. 

These days, however, Senkier finds 
himself spending a little more time help¬ 
ing new affiliates joining the CBS fold in 
the wake of the switches going on in sev¬ 
eral markets. When WTSP-TV in Tampa 
made an overnight switch from ABC to 
CBS several weeks ago, he even flew into 
town to make sure the newsroom was 
ready for the change. 

“I was in at 3:20 Monday morning and 
I stayed until six that night,” says Senkier, 
who started off working with the morning 
producer, explaining all of CBS’s feeds 
and news services. “Our senior producer 
came in at nine and stayed until 11 at 
night. We were there for two days, show¬ 
ing them where to find the hard news, the 
consumer features, the natsound from the 
evening news, and as an added benefit, 
now they can place a face with a voice.” 

Having someone for affiliates to turn to 
is important these days. At NBC, there’s 
even a director of news partnerships, 
Lloyd Siegel, who says his primary job is 

to communicate and coordinate. 
“We make a major effort to make sure 

stations know what will be on Dateline in 
particular, and on Nightly News and To¬ 
day. We send out a wire every week with 
suggestions on how stations can tie into 
Dateline” explains Siegel. 

“It’s a promotional relationship, and 
it’s a coverage relationship. We’ve gotten 
terrific support from the affiliate news di¬ 
rectors, but the one thing that would be better 
from our standpoint is if they’d tell us more,” 
Siegel says. “There’s never been a time when 
we’ve given this issue more attention.” 

Back during the midwest floods in 
1993, Siegel remembers getting a call 
from Ralph Oakley, general manager at 
WGEM in Quincy. Illinois, suggesting 
NBC might want to send a crew to his area. 
He put Oakley in touch with Chicago bu¬ 
reau chief Tracey Carruthers. 

“They’re a small facility, but the GM 
started giving me names of people who 
could rent us four-wheel-drive vehicles— 
even their home numbers,” Carruthers recalls. 
“By the time we got there, we had already es¬ 
tablished choppers, cars, everything.” 

Carruthers says she relies more and 
more on affiliates these days because the 
Chicago bureau isn’t nearly as big as it 
used to be. And to save on travel expenses 
and shipping costs, her crews usually 
travel without a tape editor and edit gear, 
which means they often have to bulk feed 
all their raw video. 

“It’s more difficult, but that’s the name 
of the game. What we need these days, in¬ 
stead of room for an edit pack and gear, is a 
place and time to feed. So I end up asking 
the affiliate, “Can we do a liveshot for 
Nightly, for the Today show, and oh yeah, 
can I take 30 minutes of your feed time be¬ 
fore you do your liveshot? We can’t do 
that without them.” 

How times have changed, she says. 
Starting out in this business, back at the 
old WIIC in Pittsburgh, she still can pic¬ 
ture the network people coming in from 
time to time, and making all kinds of de¬ 
mands because of their status. It was a sign of 
the times that's been tom down to make room 
for the realities of television news today. 

“There’s no such thing as an arrogant 
network anymore,” Carruthers says, “be¬ 
cause we don’t have the resources to be ar¬ 
rogant anymore. We need them more than 
they need us.” ■ 

Rob Puglisi is the executive pro¬ 
ducer at WTEN-TV in Albany, New 
York. 



By John Premack 

ELECTROCUTION! 
The death of a veteran ENG technician in a “mast-up” accident last year is serving as 
a much needed wake-up call for the broadcast community. 

Al Battle safely covered the 1991 military coup in Haiti but was electrocuted in Washington in 1994. His employer has started a 
trust fund for his three-year-old daughter. Checks can be made out to: “Megan Battle Trust Fund”, c/o Olin Greene, director of 
finance and administration, Potomac TV Services Corp., #800, 500 North Capitol St. NW, Washington, DC 20001. 

Potomac Television’s Al Battle, on 
assignment for CNN in Washing¬ 
ton, died when he apparently mis¬ 

judged the clearance between his extending 
mast and high-voltage wires overhead. 

One consequence of this tragic acci¬ 
dent, which happened in full view of 
many of Battle’s colleagues, is that the 
topic of on-the-job safety is receiving 
some much-needed attention in industry 
publications. Of particular note is an ex¬ 
cellent series by Mark Bell in the July 
through October 1994 issues of Television 
Broadcast that should be required reading 
for all technicians and photojournalists 
who operate a live truck, their engineering 
supervisors, and all newsroom executives. 

In addition to exploring the dangers of 
working with equipment that is capable of 
causing serious injury or death. Bell’s se¬ 
ries also makes it clear that, with few ex¬ 
ceptions, broadcasters are doing far less 
than they could when it comes to training 
truck operators in proper operating proto¬ 
cols and safety procedures. And Al 
Battle’s death makes it equally clear that 

no one is immune. Even a decade’s worth 
of experience can’t mitigate a few mo¬ 
ments of carelessness or inattention. 

There aie no industry wide statistics on 
the number of ENG van and satellite truck 
mishaps that occur every year, but it is 
hard to find a market where local lore 
doesn’t include tales of trucks demasted 
and antennas trashed, as well as lucky 
near-misses. Since Battle died, a photog-
rapher/technician in another market re¬ 
ceived serious bums in a similar mishap 
and a satellite truck slipped off its jacks and 
rolled down a hill into several parked cars. 

Richard Wolf, who heads one of the 
largest ENG and satellite truck fabrication 
companies in the country, estimates that 
one of his customers’ trucks is demasted 
by a bridge or other overhead obstacle ev¬ 
ery two months. Power-line mishaps come 
to his attention less frequently, perhaps 
twice a year, but they are often more seri¬ 
ous, says Wolf. Will-Burt, the manufac¬ 
turer of the masts installed on most ENG 
vehicles, sees the results of from six to 
eight mast-up mishaps each year. 

Fortunately, personal injuries and 
deaths occur far less frequently, but the 
“accidents will happen” response that any 
employee involved in a mast mishap is so 
relieved to receive can be a sign that the 
employee who engineered an accident 
isn’t the only one at fault. Accidents will 
happen, but there would be a lot fewer of 
them if both employees and employers 
took an aggressive approach to safety and 
training. Management must understand 
that most of these mishaps should never 
have happened in the first place and recog¬ 
nize that accident prevention is an ongo¬ 
ing process that doesn’t stop just because 
there haven’t been any. 

Just ask LaVaughn Thompson, VP for 
engineering for seven stations owned by 
AFLAC. They haven’t had a serious opera¬ 
tor-error mishap since initiating a corpo¬ 
rate-mandated safety program in 1988. As 
a former ENG technician, Thompson 
hasn’t forgotten what it is like to work in 
the field: the often difficult conditions and 
the relative youth and lack of experience 

(continued on page 26) 
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Does your station have a formal safety training 
curriculum for new operators? When was the last 
time you ran a safety seminar for the entire staff? 
(continuedfr om page 25) 

of many employees at smaller stations. As 
a manager, he’s in a position to do some¬ 
thing about it. “I live in fear that a lot of the 
eager news-kids, in their youth, really 
don’t think about the dangers,” says Th¬ 
ompson. “We tell them, ‘Don’t let anyone 
push you into a situation.’” 

That’s not all they tell them. Under a 
divisionwide safety training and certifica¬ 
tion program that is a model for the indus¬ 
try, potential ENG operators at all AFLAC 
stations are told they must study a com¬ 
pany-provided training manual and pass 
both written and practical tests on techni¬ 
cal operations and van safety before they 
will even be allowed to take a truck out. 
One-on-one instruction from station-certi¬ 
fied trainers covers everything from prin¬ 
ciples of microwave transmission, to posi¬ 
tioning the truck and raising the mast, to 
how to treat a victim of electric shock. 

AFLAC’s prescribed operating proce¬ 
dures are thorough and well designed. Its 
rigorous exam allows zero tolerance for 
safety-related mistakes. For example, op¬ 

erators are required to walk all the way 
around the van in search of overhead ob¬ 
structions EVERY TIME the mast is about 
to be raised. They must hold their hand on 
the mast control the entire time the mast is 
in motion and focus their full attention on 
the rising mast. They are expected to drop 
the mast immediately in case of lightning 
or high winds, even if means missing the 
liveshot. Step-by-step safety procedures 
are also spelled out for power cables, low 
clearance bridges and garages, vehicle 
checks and driving techniques. 

LaVaughn Thompson is the first to ad¬ 
mit that even the most thorough training 
program is no guarantee that your em¬ 
ployees won’t be injured on the job, but 
he says that AFLAC’s ENG Safety Train¬ 
ing program “has been extremely benefi¬ 
cial ... not only to the safety of the person¬ 
nel operating our ENG vans, but to the op¬ 
erating efficiency of the news effort.” 

Thompson acknowledges that some 
broadcasters may not be as aggressive at 
identifying potential safety problems as 

AFLAC, and although he was unwilling to 
embrace the theory that some corpora¬ 
tions are reluctant to acknowledge that 
employee errors have potentially fatal 
consequences, he urges that stations rec¬ 
ognize “it is in your best interests” to imple¬ 
ment employee safety training programs. 

The electrocution of an ENG techni¬ 
cian is a tragedy that could happen again. 
According to my sources, the circum¬ 
stances surrounding Al Battle’s death were 
not unique. Could one of your employees 
be next? Does your station have a formal 
safety training curriculum for new opera¬ 
tors? Are there written mandatory ENG op¬ 
erating procedures? Are your truck opera¬ 
tors trained in CPR and basic first aid? 

There’s no need to start from scratch. In 
support of his hope that the broadcast in¬ 
dustry will develop safer ENG operating 
practices, LaVaughn Thompson will pro¬ 
vide a copy of the AFLAC Broadcast ENG 
Training Manual to any station that is in¬ 
terested. Write to him at 1932 Wynnton 
Road. Columbus, GA 31999. It’s an excel¬ 
lent way to start. ■ 

John Premack is chief photogra¬ 
pher at WCVB-TV in Boston. His e-
mail address is 74554.1106@ 
compuserve.com. 
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By Terry Likes 

TREND-SETTING STAND-UPS 
Are affiliates creating a trend for stand-ups with movement and purpose? Are there 
differences in the ways stand-ups are utilized at networks and local affiliates? 

W
Fhat I see a lot of at the networks 
are obligatory stand-ups that 
add nothing to the meaning of a 

story; they oftentimes are not all that cre¬ 
ative,” says Larry Pond, news director at 
WRTV-TV in Indianapolis. “That is not to 
say everyone at the network is like that, 
but too many of them are. And I would tell 
reporters not to model what you see net¬ 
work guys do. Be creative, and put some 
thought into what it is you are doing,” says 
Pond. Charles Kuralt is quoted to have 
said there are better ways to end a package 
than with a reporter stand-up. Yet, watch 
any network weekday nightly newscast 
and you will see far too many closing 
stand-ups. Several reasons for the exces¬ 
sive number of closing stand-ups include 
time constraints, ego, and story formula. In 
performing stand-ups, reporters must ad¬ 
here to journalistic integrity while visual¬ 
izing the story. 

“If a trend exists in this country for per¬ 
forming reporter stand-ups, it has not been 
the networks for 15 years,” says a news 
consultant, who wishes to remain anony¬ 
mous. “Often, networks have an older 
group of correspondents and they tend to 
be insular by only watching what the 
other networks are reporting.” 

ABC network news correspondent 
Bob Jamieson says half of the time view¬ 
ers see some network reporters do closing 
stand-ups. Time constraints fuel support 
for closing stand-ups. “I think you often 
do [closing stand-ups] in Washington be¬ 
cause stories from the beats there so often 
require summaries. Sometimes, there is no 
other way to end a piece. If you are talking 
about feature stories, they seldom, if ever, 
end in stand-uppers,” says Jamieson. 

Nashville’s WSMV-TV news director 
.Al Tompkins says the network reporters 
do stand-ups the way they have always 
done them. Tompkins agrees time con¬ 
straints contribute to network reporters be¬ 
coming staid and stodgy. “It is possible to 
be cutting a stand-up ten minutes before 
you go on-air. It happens a lot. We had a 

guy yesterday cutting for network, and 
they fed it maybe ten minutes before air to 
New York that way. It happens all the time.” 

Yet, local affiliate reporters also have 
time constraints and the additional pres¬ 
sure of multiple news broadcasts each day. 
By comparison, the network reporters 
have one daily broadcast and virtually the 
entire day to fine-tune stories. Diversity 
may breed creativity at the local level 
while following a story formula can lead 
to stagnation at the network level. There 
are also distinct differences between net¬ 
works and affiliates on stand-up usage. 
Jamieson says, “The most common prac¬ 
tice at the networks is to use a stand-upper 
in most stories to bridge two ideas or loca¬ 
tions. You don’t do anything studied or 
not natural. Too often, local stations do 
various things with stand-uppers which are 
not natural, simply to showcase a reporter.” 

Bruce Whiteaker, news director at 
WMC-TV in Memphis, says there are 

different standards and goals distinguish¬ 
ing the networks from their affiliates and 
notes the network lines are blurting today. 
“We don’t do things because NBC dic¬ 
tates it. My newscast style here in Mem¬ 
phis has nothing to do with NBC. We have 
our own style.” 

John Sears, news director at KPTV-TV 
in Portland, says the networks have be¬ 
come somewhat predictable. “There al¬ 
most seems to be a formula for how to put 
together a network piece and I think there 
is a danger in following any kind of a for¬ 
mula. We want our pieces to be as creative, 
have as much movement and diversity, as 
possible.” Yet, CBS network news corre¬ 
spondent Jacqueline Adams says no ex¬ 
ecutive producer has ever told her how to 
do stand-ups. Adams likes to use stand-
ups to help guide the audience from 
thought to thought. “Sometimes just as 
you’re crafting a story, and understand 
what pictures you have, you do a stand-up 
where you have the weakest picture.” 

Every news manager has a personal 

philosophy for doing stand-ups in news 
reports. Whiteaker says he wants to see a 
stand-up in virtually every package “be¬ 
cause I think the viewer ought to see who 
is talking to them. But, if it detracts from 
the story, don’t do it.” 

Tompkins says he does not require his 
reporters to do stand-ups. “I don’t have 
any requirements on whether they do 
them, how they do them, or where they put 
them in their stories, as long as the stories 
make sense, have continuity and tell a 
great story involving people.” 

Pond has never believed every story re¬ 
quires a stand-up. “However, stand-ups 
can lend a sense of meaning and personal¬ 
ization to a story, and since you’re commu¬ 
nicating personally with viewers, they 
like to see who is talking to them.” 

Sears does not allow stand-up opens 
because they bog down the story. “You 
want great video with strong natural 
sound to open. I feel the most significant 
portions of the story are the beginning and 
the close. Oftentimes, if you have a stand¬ 
up close. you diffuse the story.” 

Keith Connors, news director at 
WOKR-TV. Rochester, New York, is a big 
believer of letting video tell a story and us¬ 
ing stand-ups for support “You do stand-
ups to establish yourself in a location, to 
add perspective, to bridge a story from one 
aspect to another, and to make a point for 
which you have no visuals, but they don’t 
have to be a part of every story.” 

One trend over the past few years is 
adding movement to stand-ups. Are 

broadcast journalists subjecting them¬ 
selves to yet another “fad-like” formula? 
Some news directors make the reporter and 
photographer move in every stand-up be¬ 
cause it offers a specific style showing move¬ 
ment in the picture as well as camera move¬ 
ment. “It does not work every time,” says the 
unnamed news consultant. ‘The networks 
do not add movement because they can be 
dinosaurs when it comes to stand-ups.” 

(continued on page 28) 
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Network standups have become predictable. “There 
almost seems to be a formula for how they put to¬ 
gether a network piece. There is a danger in follow¬ 
ing any kind of formula,” says John Sears, news 
director of KPTV-TV, Portland, OR. 
(continued from page 27) 

NBC network news correspondent 
Robert Hager admits to doing more clos¬ 
ing stand-ups than bridges. “A couple of 
years ago the walking stand-up was very 
popular and everyone was doing them to 
the extent it was overdone. I went through 
that same thing myself and I began to walk 

in some stand-ups. Now 1 have cut it out.” 
Adams says that while walking in a 

stand-up can be distracting to a viewer, it 
can give a story an edge. “I tend to take 
two or three steps and then stand still, but 
the movement gives the stand-up a sense 
of energy.” 

“Comprompter 
put us into the 
computer age 

1 \ y> 

“And we never looked back. Many of our staff had 
major apprehensions about working with computers, 
but after only a day or two of training, we were up 
and running.” 

“We have many, many historical archives. Before we 
were a bit lost when we went to find a particular piece 
of information. Now, with Comprompter, searching 
our historical archives is as simple as logging in.” 

“I would recommend Comprompter to anyone. The 
training is excellent, the Comprompter computer 
system is very user-friendly, and the service is ongoing.” 

Phil Supple, News Director - WEEK-TV, Peoria, Illinois 

NEWSROOM 
Comprompter a 

Call today and put the power to work for you. (608) 785-7766 

Hager sees more movement in local af¬ 
filiate stand-ups due to more reporter in¬ 
volvement in stories. “Occasionally you 
might see some that were done out of line 
simply for the dramatic effect of it and dis¬ 
tracted from the content of the story, but 
that is not a general criticism. I don’t see it 
as something that has gotten out of hand.” 

Often questioned is the integrity of the 
reporter who is promoted from affiliate to 
network, who is accustomed to moving 
stand-ups. While some are pacesetters at 
the network, many conform very quickly. 

Network nightly news reporters and 
producers may take a cue from the affili¬ 
ates and network magazine programs. 
Tompkins says the magazine shows have 
added more creative stand-ups. “I think 
the magazine shows have loosened every¬ 
one up a little; particularly, shows like 
Primetime and Dateline have taken on a 
different style than what you see on the 
nightly news,” says Hager. The primetime 
programs go to great lengths to showcase 
the reporters by doing “jazzier” stand-ups. 
“They emphasize the reporter a lot more. 
They are much more conscious of the rat¬ 
ings than the evening news.” ABC’s Day 
One senior operations producer Joe 
Coscia says in magazine pieces the story 
is not to be upstaged. He says the maga¬ 
zine show has a luxury of production 
which the local news operation often does 
not possess. “You want your characters in 
your story to do as much of the dialogue as 
possible. The narrator need only be in 
there to bridge certain elements of a story. 
In a magazine piece, you have a produc¬ 
tion element so you are able to produce a 
stand-up which may take four or five hours.’ ’ 

Most reporters do not have several 
hours to perfect a stand-up. However, no 
matter what the level of reporting experi¬ 
ence, time should always be made to re¬ 
view the basic reporting skills, get cri¬ 
tiques and even attend writing seminars. 
Only by policing ourselves can we con¬ 
tinue to grow as journalists and avoid 
story repetition and formulas. 

“We’re all just trying to do better TV. 
We’re all trying to do more interesting TV,” 
says Adams. “We are reporters and we are 
also storytellers and if a stand-up can help 
communicate, can help involve or explain 
a subject, then I think we are all searching 
forthebest ways to do that.” ■ 

Terry Likes, a former radio and TV re¬ 
porter, teaches broadcast journalism 
at Western Kentucky University. 
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By Rick Marks 

OBSTACLES OVERCOME 
California was rocked by a massive earthquake last January leaving CSUN student 
journalists, who produce news programs for cable outlets, without a base of operations: 
no studio, newsroom or equipment. They pulled together to produce not only a series of 
remarkable newscasts but a detailed historical record of the earthquake’s impact. 

T
lhe scars are still visible. Cracks in 
walls, broken tiles, mounds of debris 
in streets, boarded-up businesses, va¬ 

cant houses, closed malls, shattered park¬ 
ing structures. 

All are searing reminders of last year’s 
Los Angeles earthquake. For 30 terrifying 
seconds, at 4:31 in the morning of January 
17th, the earth heaved with a violence I 
had never experienced in my more than 
40 years in Southern California. 

More than two decades earlier, the 
Sylmar earthquake had jolted Los Ange¬ 
les (and my family) awake. I was working 
then as a writer/producer at KNBC News, 
Channel 4, in Los Angeles. The quake had 
knocked the station off the air, but we set up a 
makeshift studio in a parking lot and broad¬ 
cast from there much of the day. That experi¬ 
ence taught me a simple lesson. No matter the 
odds or obstacles, get on the air and inform 
the people. It’s our duty and their right 

Now, 23 years later, I was faculty advi¬ 
sor to the student-produced cable news 
program at California State University 
Northridge. Our half-hour broadcast, Val¬ 
ley View, is aired once a week, 18 times a 
year, during the school year. The program 
is a compendium of the week’s news in the 
San Femando Valley—the only news pro¬ 
gram designed exclusively to cover the 
valley. Now in its seventh year, it is carried 
on the Valley’s three cable outlets, with a 
reach to about one-and-a-half million 
people. Valley View has won numerous 
state and national awards, and many stu¬ 
dents have gone on to professional careers. 
But last January the students faced obstacles 
and odds that I had never encountered in my 
22 years at NBC and KNBC news. 

Unlike Channel 4, the student journal¬ 
ists at CSUN couldn’t even go to work. 
School wasn’t in session and wouldn’t be 
for another month. In addition, the cam¬ 
pus was devastated, with a quarter-billion 
dollars in damage. Every building, in¬ 

cluding our studio, was damaged and off-
limits. Worse still, the studio contained all 
of our equipment. 

The students were scattered through¬ 
out Los Angeles. Some had been injured 
in the quake. Some had lost their apart¬ 
ments and jobs. Most had taken a prereq¬ 
uisite course and had produced some short 
news stories on VHS equipment. But most 
had not been trained on our Hi-8 cameras 
and edit machines and certainly had not 
covered a story remotely approximating 
the magnitude of the earthquake. 

Over the next few days, as communica¬ 
tions slowly were restored to the Valley, 
students began to contact one another and 
me. A meeting was set up at my house, a 
week after the quake, to map out strategy. 

Attendance was strictly voluntary. But 
nearly the entire class of about 20 

students attended, along with Nick 
Martinovich, our technical advisor. First, a 
reality check. We had no studio, no cam¬ 
eras, no batteries, no cassettes, no editing 
machines, no classrooms, no computers. 
But we did have one hell of a story. 

We assigned stories: Campus damage. 
Community damage. The opening of 
CSUN. The tragic collapse of the apart¬ 
ment complex across from the campus 
where 16 people had died, including two 
CSUN students. 

We realized the major stations already 
were covering many of these stories. But 
that coverage was limited to traditional 
short, day-of-news accounts, and besides, 
during the first critical week, few people 
were watching because power was out in 
most of the valley. 

So we decided on a radical new format. 
We would produce a news magazine, with 
in-depth stories up to six minutes in 
length. Since we had no studio, we would 
make the campus our studio, shooting 
lead-ins to stories at various locations and 

then compositing the program. But com¬ 
posite where? And with what? 

We needed our cameras and editing 
machines. Over the next few days, Nick 
and several students talked their way past 
safety officials and gained access to the 
dangerously weakened studio. They re¬ 
trieved three Hi-8 cameras and two editing 
machines. They set up one machine in a 
student’s apartment five miles east of the 
campus. The other they set up in a bed¬ 
room at my house six miles west of the 
campus. Cameras were located at both lo¬ 
cations. Our work stations were in place. 

Students received a crash course in 
shooting. I had done something similar to 
this in 1987, during a strike at NBC. I was 
producing election coverage in Iowa and 
New Hampshire, and two accountants 
were my “cameramen.” They shot and 
learned on the job. 

And that’s what Nick and I did now. We 
emphasized the basics. White balance. 
Use a tripod. Get wide, medium and 
closeup shots. Tight on interviews. 
Cutaways. Hold the shots. Don’t get fancy. 
It had worked in 1987 with the bean 
counters. It would work in 1994 with the 
student journalists. 

The students shot and Martinovich and 
I went over their work immediately. 

Teach and shoot. Shoot and teach. 
Martinovich held labs continuously at 
my house. He and some of the advanced 
students taught crash courses in editing. 

The reporters began to write scripts. At 
first the scripts were short, disjointed, in¬ 
complete. The reporters rewrote, adding 
more details and facts. And they reshot. 
The work went on seven days a week, of¬ 
ten deep into the night. In the end. the staff 
put together stunning pieces on the ca¬ 
lamity and hope all around them. 

Normally, journalists cover someone 
(continued on page 30) 
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(continued from page 29) 
else’s tragedy. These students, victims 
themselves, had to put aside personal trau¬ 
mas to report on what amounted to their 
own story. They were also covering history. 

It was reminiscent of my first days in 
television when we covered monumental 
stories—the civil rights struggle, the war 
in Vietnam, Watergate. We truly realized, 
as newspaper editor Ben Bradlee once put 
it so eloquently, that we were writing the 
first rough draft of history. 

The students sensed they were writing 
that first critical draft, too. And with re¬ 
markable perseverance and dedication, 
they rose to the occasion. They produced 
eight programs, each containing in-depth, 
penetrating reports. Eventually, they be¬ 
gan covering other stories, but the stan¬ 
dard of excellence had been established. 

I’ve been in this business for nearly 30 
years. I’ve won four Emmys and worked 
on some major stories. But this, my apolo¬ 
gies to Winston Churchill—was my most 
exquisite moment. ■ 

Rick Marks, a former executive 
producer at KNBC-TV, Los Angeles, 
teaches journalism at CSUN. 
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• Full Text Archive 
• Wire Service Capture 
• Easy to Learn and Use 
• Show Rundown Management 
• On screen Integrated TV Window 
• MS-DOS/MS-Windows/Novell NetWare Based 
• Touch Screen - Dynamic On-air Machine Control 

Leading Edge 
Not Just State-of-the-Art 

(805) 529-7223 
3930 Quailwood St. 
Moorpark, CA 93021 

When Planning 
Your New Mobile 
Satellite System, 
These Are The 
Only Numbers 
You Need To 
Worry About. 
1-606-282-4800 

With 10 years of mobile satellite 
experience, we understand the 
importance of customer service. 
So it shouldn't surprise you that 
Harris Allied is the ONLY 
manufacturer that keeps spare 
systems in-house for immediate 
shipment in case of equipment 
failure. The "right now" nature of 
mobile satellite demands that if 
there’s even a small problem, it 
must be corrected. Right now. 

So, to make sure you're 
always up and running, we stock 
spare exciters, up-converters, 
power amplifiers and receivers. 
Plus our 24 hour emergency 
hotline assures you immediacy 
when "right now" means just 
that. Of course, the only 
numbers you need to worry 
about now are 1-606-282-4800. 

SI HARRIS 
>4I_I_IED= 

7920 Kentucky Drive • Florence. KY 41042 USA 
606 282-4800 • Fax 606-283-2818 
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An 
experience 
you'll never 
forget! 

The Management Seminar 
for News Executives 
at the University of Missouri 
School of Journalism 
June 4-7, 1995 

Seminar Instructor Janet Mason of KARE-TV 

- Develop human relations skills to coach and motivate a 
newsroom staff to compete in any size market. 

- Learn to negotiate favorable deals with talent. 
- Learn strategies to improve your ratings. 
- Master the communications and leadership techniques you 

need to get ahead in today's competitive environment. 
- The most up-to-date educational materials presented by the 

best group of professional instructors in the country. 
- Four days that will change the way you do business forever! 
- In the Missouri Journalism School tradition, we are not interested 

in the ordinary. We will teach you how to strive for and 
achieve excellence! 

- Make your reservations today! 

vJOU 
th© 

tod&V * 
Sign up 

too'-

a 

Hey-
X ’ ve bea ? this 

Name Title 

Station Phone Fax 

Address 

$795 Registration fee includes instruction, all materials and most meals. Only one news executive Tom a 
market will be accepted, so make your reservations early. Make checks payable to the Management 

Seminar for News Executives, send registration and payment to: 
Management Seminar for News Executives, PO Box 838, Columbia, MO 65205 

DT'NmiT 1995 Mana9ement Seminar for News Executives 
lx 1 IN Ur Sponsored by RTNDF and the Missouri School of Journalism 

Call (314) 882-4201 for more information 



CALL FOR FREE CATALOG AND APPLICATIONS. 

CONVERGING 
TECHNOLOGIES 
CONFERENCE 
MAY 18-20,1995 

CRAFT IN DEPTH: 
REPORTING & THE 

RELIABILITY OF FACTS 
NOV. 26-DEC. 1,1995 

STORYTELLING IN TEAMS 
AUG. 27-SEPT. 1,1995 

STATION LEADERSHIP 
IN THE 21 ST 

POWER REPORTING 
DEC. 3-8,1995 

NEWS RESEARCH 
& THE NEWSROOM 

DEC. 3-7,1995 

COMPUTER ASSISTED 
JOURNALISM 
APRIL 2-7,1995 

NATIONAL WRITERS' 
WORKSHOP 

APRIL 22-23,1995 
(ONE SITE ON APRIL 1-2) 

WRITING NARRATIVES 
ON DEADLINE 

SEPT. 10-15,1995 

PRODUCING NEWSCASTS 
JUNE 18-23,1995 

SUSTAINING SUCCESS: 
CHALLENGES FACING 
MINORITY MANAGERS 

OCT. 5-7,1995 

foVAöROOM 
MANAGEMENT 

MARCH 19-24,1995 

INVESTIGATIVE REPORTING 
SEPT. 17-22,1995 

SURVIVING THE NEWSROOM: 
ACHIEVING A BALANCED LIFE 

JUNE 14-16,1995 

ETHICAL DECISION-MAKING 
0CT.15-20,1995 

At The Poynter Institute, great 
journalism is our goal. We look 
for it. We celebrate it. We help ■ 

create it. 

We pay tuition and hotel 
costs for many of our broadcast 

seminars. We keep programs 
small, and hold them in our stunning, 
harbor-side building. We feature 

case study, small group work, and role¬ 
playing exercises rather than lectures. 

We form personal networks designed to 

last a lifetime. 

Poynter is nonprofit and financially 

independent. All we need is your application, 

and we'll prepare you to do better work the day 
you return to your newsroom. It's an experience 

that can shape your entire career. 

ETHICAL DECISION ! 
MARCH 12-1 

IS The Poynter Institute 
801 Third Street South • St. Petersburg, FL 33701 
Phone (813) 821- 9494 • Fax (813) 821-0583 

kHJLW LEADERS 
IN THE NEWSROOM 
JAN. 22-27,1995 

NEWS LIBRA^T ». 
MANARME. 
r^WâR 2000 
>Z»6^MARCH 2,1995 

b« Se excellent 

The Poynter Institute maintains employment practices and admission policies that do not discriminate on the basis of race, color, religion, sex, age, national origin, or physical handicap. 



Feedback 
Joni M. Brander 

One of my radio reporters seems to hit every third word or so 
when delivering his copy. What do you call this phenomenon? 
How can I help him break this hahit? 
That’s exactly what it is: a bad habit. You can also refer to it as a 
patterned delivery style. In any case, it can be a big problem be¬ 
cause any kind of pattem found within a delivery generally im¬ 
plies that the talent isn’t truly cognizant of what is being said. It’s 
easy to be fooled, however, because many on-air talent become 
very adept at reading in a patterned manner, and their presenta¬ 
tions sound very smooth and credible on the surface. Make sure 
he is marking his scripts, and marking them correctly, so that he em¬ 
phasizes only key words and pauses appropriately. If possible, check 
his scripts and have him practice aloud daily until the habit is broken. 

What are two of the biggest mistakes novices make when per¬ 
forming on camera in the early stages of their careers? 
Rigidity and “reading” from the script. Most beginners become 
quite self-contained the minute the camera/lights go on, and they 
make us feel incredibly uncomfortable because they look so stiff. 
That lack of movement also affects their delivery, which, in turn, 
demonstrates very little commitment to the copy and virtually no 
understanding or involvement in the information presented. 
These novices are simply reading words as they appear, getting 
through it however they can. They think they have had a success¬ 
ful stint on the air when they enunciate well without stumbling, 
regardless of the meaning and emotion those words convey. It is 
quite obvious when someone is just “reading.” They blow 

through key words within the copy, usually employ the same fa¬ 
cial expression, and each story sounds exactly the same as the one 
before, with no indication of individual content, or the presence 
of hard or soft news. 

What are some methods one can employ to add movement to 
their performance? 
Movement is very important to any successful on-air presenta¬ 
tion but is especially critical when TV is the showcase. Television 
is a very flat medium and therefore you must add movement to 
your performance to give the screen variety and life. The move¬ 
ments need not be theatrical or contrived, but they should be a 
natural extension of interpreting and delivering the information 
at hand. One way to add movement is to gesture and physically 
work the copy as you read. Gesturing will add movement to the 
head and shoulder area and will enhance your facial expression 
and interpretation. Another method is to vary your body position 
on set, as well as the position of your head and neck as you look 
into the camera. Finally, you can add movement by looking at the 
camera from different angles, and looking down at your scripts or 
off to the side occasionally. ■ 

Joni M. Brander, of Brander Broadcast Consulting, is a 
talent coach based in Chicago. You can fax questions 
to (312) 275-9804 or address them to 5320 N. 
Sheridan, Suite 2306, Chicago, IL 60640. Telephone 
(312) 907-9761. 

Need a quick answer 

Mervin Block 

copyties) oi Broadcast Newswriting, (rtnj $2^ $22.95 NAME 

BROADCAST NEWSWRITING: 
THE RTNDA REFERENCE GUIDE 

PLEASE SEND ME: 

MERVIN 
BLOCK 

The authoritative 
manual tor 
protessionals 

Broadcast 
Newswriting: 
The RTNDA 

Reference Guide 

SPECIAL RTNDA 
DISCOUNT PRICE 

$22 95 to a newswriting question? 
The answer is: this book. The first specific reference guide to effective, efficient 
newswriting. A tool chest for professionals, it's full of tips: tips about words-about 
writing, about language, about journalism. 

Clear, simple guidance from Mervin Block, the author of "WordWatching" in 
Communicator 

"Now anyone who writes for the ear and the eye can benefit from Merv's writing 
wisdom. This book will help you do it...'' 

—David Bartlett, President, RTNDA 
Mail orders to: RTNDA Publications 1000 Connecticut Ave., NW, Ste. 615, Washington, D.C. 20036 

■ Telephone: (800) 80-RTNDA ■ Fax: (202) 223-4007 (credit cards only) 

_DC residents add 6% sales tax. 

_S&H $2.50 

_TOTAL (IN U.S. FUNDS) 

□ VISA □ MC □ AMEX 

TITLE___ 

ORGANIZATION____ 

STREET ADDRESS_COY_STATE_ZIP_ 

CARD# _ SIGNATURE_ 

EXPIRATION DATE _ TELEPHONE ( )_ 
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A silver anniversary convention. A dream 
becomes a reality. 

RTNDA’s 25th convention was held 
at the Statler-Hilton Hotel in Bos¬ 
ton in 1971 with founding Presi¬ 

dent John Hogan returning for the first 
time since the early days. Hogan flew back 
from Saigon to meet his old friends at a lun¬ 
cheon session honoring all past presidents. 

There were other presidents on hand, 
too—the heads of all three major net¬ 
works: Julian Goodman of NBC, Elton 
Rule of ABC, and Frank Stanton of CBS. 
Luncheon speaker Nancy Dickerson, 
Washington correspondent for NBC 
News, helped call attention to the growing 
number of women in important broadcast 
reporting jobs. 

And there was another straw in the 
wind. 

A man many members hadn’t heard of, 
from a town hardly any of them knew 
about, gave a talk on “What’s Lacking in 
Radio News.” In less than five years he was 
to become perhaps the most influential 
man in America in shaping changes in the 
way local television news was presented. 

It was RTNDA’s first real look at Frank 
Magid from Marion, Iowa. The day of the 
broadcast news consultant was at hand. 

The year 1971 was the year when the 
phrase “advocacy reporting” rumbled 
throughout debates about the way the 
news media covered public controversies. 
It was a time when many veteran editors 
thought too many cub reporters felt “tell¬ 
ing it like it is,” to use Walter Cronkite’s 
phrase from an earlier convention, meant 
“telling it the way / see it.” 

One veteran editor/reporter who plainly 
didn’t agree with that supposedly new 
(but really old) way of covering the news 
was Past President Jim Bormann, keynoter 
at the Boston convention. He sharply at¬ 
tacked what he called a “phony, plastic 
kind of reporting,” blamed at least some 
journalism school instructors for watering 
down the concept of objectivity, and de¬ 
clared: “It is simply outrageous to think 
that we as modem practitioners have any 
rights or duties or privileges to deal more 
lightly with the truth than the journalists 
of any other age had.” For his candor on 
the “new journalism,” he got a standing 
ovation, although some faculty members 
who belonged to RTNDA spent quite a 

RTNDA History 
Jack Shelley 

while later trying to assure him things 
weren’t that bad around their J-schools. 

At the conclusion of the Boston con¬ 
vention, CBS President Frank Stanton be¬ 
came the first person in the history of 
RTNDA’s Paul White Award to win it for a 
second time. He had received his first one 
in 1957. The 1971 award went to him vir¬ 
tually by acclamation, because of his cou¬ 
rageous stand in facing the threat of jail 
rather than yield to a congressional 
committee’s demand for all the out-takes 
from The Selling of the Pentagon. 

The awards banquet speaker was 
Charles Curran, director-general of 
Britain’s BBC. He dedicated his address to 
Dr. Stanton, declared his full support for 
the struggle of American broadcast jour¬ 
nalists to report freely, and said that while 
news reporters ought to be guided by tree 
national security, they should never be 
swayed by “political embarrassment.” 

The election of officers at the conven¬ 
tion produced none of the fire and an¬ 

ger that had occurred in Denver a year ear¬ 
lier. The RTNDA board had stipulated af¬ 
ter Denver that all nominations for presi¬ 
dent-elect would be published in Commu¬ 
nicator and that 60 days’ advance notice 
must be provided the nominees and mem¬ 
bership before an election of the top offic¬ 
ers. In compliance with that instruction, 
the August edition had brought word that 
Charles (Chuck) Harrison of WGN-TV, 
Chicago, and Ed Planer of WDSU-TV, 
New Orleans, had been nominated for the 
office of vice president or president-elect. 
Bos Johnson of Huntington, West Vir¬ 
ginia, was finishing a term as treasurer, and 
Fred Heckman of WIBC, Indianapolis, 
was nominated to run against him. 

Harrison was chosen president-elect 
and Johnson was picked for another term. 
Chet Casselman moved up to the presi¬ 
dency when the convention ended. 

RTNDA-Canada’s new head became 
Frank Flegel of CKCK Radio/TV, Regina, 
Saskatchewan. 

In a move aimed at winning back some 
of the small-station members whom many 
felt the recent dues increase had driven off, 
the board voted in Boston to establish a 
special classification for news directors 
with four or fewer on their staffs. Their ac¬ 
tive-member fee would be $35, less than 
half that for news directors from stations 

with bigger staffs. The $35 fee originally 
was set for a trial period of two years. 

While RTNDA’s membership was 
down, the membership numbers for 
RTNDA-Canada continued to surge. They 
had reached another all-time high of 280, 
which outgoing RTNDA-Canada Presi¬ 
dent Don Johnston said made a “flattering 
comparison” with the parent organiza¬ 
tion. But Johnston said the Canadian divi¬ 
sion planned to increase its dues to ten 
dollars the following year for active mem¬ 
bers. The dues were in addition to what¬ 
ever a Canadian member paid for his regu¬ 
lar RTNDA status. 

The courtly, silver-haired retiring trea¬ 
surer of RTNDA-Canada. Charlie Edwards, 
was presented the RTNDA Distinguished 
Service Award at the Boston conference. 
Edwards was retired general manager of 
Broadcast News Ltd., of Toronto, and as 
Canadian President Johnston said, more 
than any other one person, “he was 
RTNDA of Canada at the beginning.” 

The RTNDA Foundation’s scholarship 
funds had prospered well enough in the 
year since the historic first award was 
given out to a broadcast journalism stu¬ 
dent in 1970. At Boston, two scholar¬ 
ships—the Chatfield award and one 
called the “Founders’ Fellowship,” were 
presented to Gary Stromberg of North¬ 
western University and David Chester of 
the University of Texas, respectively. And 
there was growing hope that three scholar¬ 
ships could be awarded in 1972. 

F'or several years RTNDA had been at¬ 
tempting to get a new careers booklet 

off the presses, and early in 1972 an admi¬ 
rably concise and up-to-date paperback 
entitled Careers in Broadcast News be¬ 
came available. It was written by Dr. 
Vernon A. Stone, then professor of broad¬ 
cast journalism at the University of Wis¬ 
consin-Madison. It quickly produced 
widespread demand, selling for a remark¬ 
ably low bulk price ofj ust ten cents a copy. 

It had been 16 years since RTNDA’s 
first “broadcast news careers” booklet had 
been published. That one had been com¬ 
piled by University of Indiana Professor 
Dick Yoakam, Bulletin editor Joe Andrews 
and the University of Iowa, and news di¬ 
rector Ron Mires of WHK in Philadelphia. 
It was 12 pages long. First copies were deliv¬ 
ered stapled to the middle of the Bulletin. 
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In 1993, Stone produced his seventh 
edition of the booklet and recalled in the 
June 1994 Communicator that the edition 
of two decades earlier showed 
newspeople at manual typewriters and 
emphasized radio’s ability to broadcast 
from the scene of events as they are hap¬ 
pening. The cover of the earlier booklet 
showed journalism student Jill Geisler of 
the University of Wisconsin sighting 
through the trusty Bell & Howell 70DR 
movie camera that was “a TV news work¬ 
horse” in its day. Twenty years later she 
had become the news director of WITI-TV, 
Milwaukee; typewriters of any kind were 
long gone from most newsrooms; and 
radio’s on-the-spot edge over television in 
live coverage was strongly challenged 
and in some instances eclipsed. 

Late in 1971, doughty old Senator 
Sam Ervin (D-NC), whose chairmanship 
of the Senate Watergate Committee would 
earn him worldwide praise in a few more 
years, began holding hearings in a sub¬ 
committee on constitutional rights. The 
emphasis was on the First Amendment. 

RTNDA President Casselman attacked 
the “fairness doctrine” and equal-time 
provisions in his testimony February 8, 
1972. Casselman told committee mem¬ 
bers news broadcasters must be granted 

the same freedoms enjoyed by the print 
media, or eventually freedom of the press 
would die. Casselman, accompanied by 
RTNDA legal counsel Larry Scharff, also 
voiced RTNDA’s support for two new re-
porters’-privilege bills on file in Congress. 

A special committee composed of 
President Casselman, Past President 
McCulla, Vice President Harrison and Ex¬ 
ecutive Secretary Downey was appointed 
to seek final agreement on the opening of 
the long-desired office in Washington. 
The committee met with Past President 
Ted Koop, who was willing to take the as¬ 
signment as RTNDA’s Washington execu¬ 
tive. Downey also was still considered a 
candidate after his long years of service as 
executive secretary. The committee was 
instructed to send a final recommendation 
to the board by May 15. 

In May the board took the move that 
had been dreamed of by organization 
leaders for years. It established a Washing¬ 
ton base for RTNDA. It chose Koop, a re¬ 
tired vice president of CBS News, Wash¬ 
ington, as the first director of the RTNDA 
Washington office. Koop was to serve for 
18 months, beginning June 1, 1972. Rob 
Downey was to remain as executive secre¬ 
tary in East Lansing, Michigan. 

Casselman hailed the move, saying it 

would allow RTNDA to retain the “invalu¬ 
able continuity” Downey had provided 
for 19 years, “allowing Ted to be free to 
pursue vigorously those many functions, 
services and projects that for too long 
have been unavoidably underplumbed.” 

Operating any office in Washington, 
DC, is expensive and the RTNDA board 
was well aware more income would have 
be found. Casselman told the membership 
in the October Communicator: “We’re try¬ 
ing to raise funds from broadcasters and 
foundations to maintain RTNDA’s new 
Washington office. Suggestions have 
been received that this be done, at least in 
part, by establishing a new membership 
category—it might be called supporting 
membership—broadcasting companies. 
Annual dues might be set at $1,000. No 
voting rights or other privileges would be 
included. 

“I think this is a good proposal,” 
Casselman added, “and intend to present 
it to the board at the autumn meeting.” It 
would be in the form of a constitutional 
amendment, which would have to be ap¬ 
proved by the membership. ■ 

Next month: Was Howard Hughes 
at our convention? 

★ Radio and Television News Directors Foundation^ 
1995 Journalism Scholarships and 

Minority News Management Internships 

RTNDF Scholarships ( Deadl i ne : 3/1/95 ) 
★ Ed Bradley $5,000 Scholarship 
★Carole Simpson $2,000 Scholarship 
★ Len Allen $1,000 Award of Merit for Radio News 
★Abe Schechter $1,000 Graduate Scholarship 
★Nine $1,000 Undergraduate Scholarships 

RTNDF Internships (Deadline: 3/1/95) 

★Three-Month Summer Internships 
Three fully-paid internships in television or 
radio news management. 
★ Six-Month Internships 
Three fully-paid internships in television or 
radio news management. 

★ All winners receive an expense-paid trip to the Radio and Television News Directors 
Association Annual International Convention in New Orleans, LA, September 6-9, 1995. it 

For application information contact: 
Gwen Lyda. RTNDF Scholarship and Internship Program at (202) 467-5212. 

RTNDF 
V 
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HOW DO YOU GET THE LATEST BREAKING NEWS 
WHEN YOU AND YOUR BUDGET HAVE REACHED 

THE BREAKING POINT? 

With Metro Networks os your programming partner, you can provide your 
listeners with the latest breaking news, weather, sports and traffic, including 

"This Just In" coverage, from local talent without increasing hard costs. 

If this sounds like one break you can't pass up, call 713-621 -2800. 

We are not the best because we are the biggest. 
We are the biggest because we are the best. ™ 

METRO NETWORKS’ 
NEWS • SPORTS • WEATHER • TRAFFIC 

L 



WordWatching 
Mervin Block 

The greatest of faults is to be conscious 
of none. Thomas Carlyle said it before I 
did. That makes it thrice as true. So you 
and I can help humanity, or at least a few 
writers, by looking at this script and tag¬ 
ging any faults: 

“At least 45 people are confirmed 
dead after a strong earthquake hit the is¬ 
land of Mindoro [earthquake locator full 
screen] in the Philippines. 

As long as those people are confirmed 
dead, they’re dead for sure. No need for 
confirmed. But it’s not news to say people 
are dead. Billions of people are dead. Are 
expresses no action, so it’s half dead. And 
if 45 people have been killed, you don’t 
need to describe the quake as strong. 
Rarely, if ever, do we report foreign quakes 
that are no great shakes. 

In the first sentence of that script— 
broadcast on major-market morning tele¬ 
vision—the elements are presented in the 
wrong sequence: what’s told after after 
should be switched with what’s told be¬ 
fore after. That’s usually the case in spot¬ 
news stories when you find after in the 
first sentence. 

Further, the writer started with a num¬ 
ber, which is undesirable in a story like 
this. It’s preferable to set the scene and tell 
what caused the deaths so that when you 
reach the number at the end, you’ll reach 
the high point of the sentence and stop— 
and make a dent in a listener’s mind. 

This pattern packs more punch than 
ending the sentence with words that lack 
strength or importance: “An earthquake in 
the Philippines has killed 45 people.” The 
rewrite tells listeners promptly where the 
story occurred. In the original script, lis¬ 
teners may think the quake was in their 
area, and they don’t learn otherwise until 
the end of the sentence, when they find 
out it’s far away. 

“The quake struck at 3:15 a.m. and 
had a moment magnitude of seven¬ 
point-one. Was it 3:15 a.m. in the Philip¬ 
pines or in the studio? When we report the 
time, we use our local time; if we’re talking 
about another time zone, we say so. But 
why report the time anywhere unless it has 
significance? Like the eleventh hour of 
the eleventh day of the eleventh month— 
the start of the Armistice in World War I. Or 
7:55 a.m., Sunday, December?. 1941. 

Moment magnitude? I’ve never heard 
that term. It could be common among 

seismologists, but it doesn’t register with 
me. And probably not with most listeners. 

“The epicenter is 75 miles south of 
Manila. Epicenter is used so often that it 
may be acceptable, but it’s more under¬ 
standable if you say, ‘The quake was cen¬ 
tered 75 miles south of Manila.” 

“However, no damage or injuries 
were reported in the capitol city. How¬ 
ever is not a good word to use on air. But is 
better—and two syllables shorter. Also: re¬ 
port the dead and injured first—people 
before property!—unless the damage is 
great and casualties few. Capitol? That’s 
the building where the U.S. Congress or a 
state legislature meets. The writer means 
capital—with two a’s. But because a 
capital is a city, it’s redundant to refer to a 
“capital city.” (It’s also incorrect to refer, as 
some newscasters do, to “the capital of 
Manila,” as if Manila had its own capital.) 
The misspelling of capital is of no great 
moment, but when competent editors see 
a misspelling, they wonder: “Is the writer 
unlettered or careless? If careless, is he also 
careless—and couldn’t care less—about 
other points in a script?” 

When you stop to think about it, which 
is always a good idea, why report the ab¬ 
sence of injuries or damage in Manila? 
Manila is so far from the action—and on 
another island—that I wouldn’t expect 
any effect there. It’s best to focus on what 
happened, not what didn’t happen. With 
exceptions. If a prominent bride or bride¬ 
groom doesn’t show up for the wedding, 
the non-event is news. And it may be 
worth mentioning if a dog at the scene of a 
crime fails to bark. 

“The earthquake leveled several vil¬ 
lages on Mindoro, destroying nearly 
200 homes. Better: “The quake flattened 
several villages on Mindoro and de¬ 
stroyed almost 200 homes.” Why the re¬ 
write? Flattened has more power than lev¬ 
eled. And destroyed, a verb with a tense, 
has more impact than destroying, which is 
a participle, not a verb. Almost, Ed Bliss 
once told me, is easier for newscasters to 
sink their pipes into than nearly, which is 
best used for physical proximity. After you 
use earthquake, you can shift down to 
quake. But don’t use the obscure temblor 
or, as some writers mistakenly put it, trem¬ 
bler. 

“Many of the dead were swept away 
by a tidal wave. Does that mean some 

people were killed by the wave or does it 
mean that people already dead were swept 
away? Swept into a paddy? Swept out to 
sea? 

“Officials say 133 people have been 
hospitalized with severe injuries. With 
all the confusion inherent in a disaster, the 
number of dead seems too precise. Al¬ 
though officials provided that total, I 
would modify it: “Officials say more than 
130 people have been severely hurt.” I’d 
forget about hospitalized; I assume 
people hurt severely would be hospital¬ 
ized. Any time the severely injured are not 
hospitalized, just add, “But hospitals are 
so crowded, the injured were turned 
away.” 

“Mindoro is still recovering from a 
typhoon last month. The tense is wrong. It 
had been recovering—until today’s 
quake. 

"The storm destroyed most of the 
island’s coconut and rice crops.” Inter¬ 
esting. perhaps, but is it newsworthy for 
us? Is Mindoro the world’s only source of 
coconuts? Or is it even a major source? Or 
is the crop of any consequence at all? And 
how important is it for us over here—at 
least 7,200 miles away—to know about 
it? When the typhoon hit Mindoro last 
month, was the loss of crops reported on 
the air at that station? If so, is there any 
need to report it again? If it wasn’t re¬ 
ported, is there a compelling need to re¬ 
port it now? 

The quake script should have given 
an editor bad vibes. The editor should 
have strolled over to the writer, pointed 
out the script’s faults and returned the 
script for rewriting. They’d all benefit: 
writer, editor and listeners. 

The actress Lillian Gish said: “I like 
people to come back and tell me what I did 
wrong. That’s the kindest thing you can 
do.” H © Mervin Block 1995 

Mervm Block is the author of a new 
book, Broadcast Newswriting: The 
RTNDA Reference Guide. He’s also 
the author of Rewriting Network 
News: WordWatching Tips from 345 
TV and Radio Scripts and Writing Broad¬ 
cast News—Shorter, Sharper, Stronger. 
His books are sold by RTNDA to 
members at a discount. 
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By Don Hewitt 

BLAME ME! 

in the beginning, in TV’s Garden of Eden, the three networks started life as 
purveyors of entertainment and dis¬ 

seminators of news—with a line between 
them that the founding fathers. Bill Paley, 
David Sarnoff and Leonard Goldenson, 
decreed should never be crossed—indeed 
never even be blurred—and that while the 
purveyors of entertainment were free to 
take the high road or the low road, the dis¬ 
seminators of news would be confined to 
the high road. It’s not going off the road 
that disturbs me. It’s that nobody cares 
that we do, and worse, couldn’t care less if 
we ever get back on. 

A once proud profession is now plagued 
by a gaggle of TV “news” magazines 
that—by and large—with, admittedly, a 
notable exception here and there, cackle 
their way through prime time with nary a 
thought to anything or anybody more 
newsworthy than Amy and Joey, Donald and 
Marla, Tonya and Nancy, the Menendez 
boys, the Manson girls and an assortment of 
muggers, maimers and misfits with names 
like Gilhooley, Bobbitt and Dahmer. 

The unhappy fact of life about this me¬ 
lange of so-called news magazines is that 
they’re less about giving the news to the 
public than they are about giving the 
word to Hollywood: “Anything You Can 
Do, We Can Do Cheaper.” So, there’s no 
question the news magazines are cost ef-
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You're On! 

fective. How effective they are as joumal-
ism is another question. Sometimes 
they’re very effective. A lot of the time 
they’re not Truth is, they vary from very 
good one week to very bad the next. 

Would that ABC’s Turning Point be as 
good every week as it was the week it 
turned its sights on Philadelphia, Missis¬ 
sippi, and the murder of the three civil 
rights workers. It may have gone into the 
ratings dumper but they did themselves 
proud. That’s something you can seldom 
say about the sleaze that runs rampant on 
the tube night after night. And it isn’t just 
us. Journalistic institutions like the Wash¬ 
ington Post and the New York Times also 
see fit to run some of that same sleaze, not 
in the newspapers they own and operate, 
but on the TV stations they own and operate. 

In the mad scramble for ratings, TV 
news magazines are now part of the reli¬ 
gion of broadcasting. You want to work in 
TV? Repeat after me: “Our Father who art 
in Chicago, Nielsen be thy name.” I don’t 
care what your religion is—Catholic, 
Protestant, Jewish or Muslim—if you’re in 
TV, Sweepsweek is your holy week. It 
doesn’t always coincide with the full 
moon but it has the same effect. Otherwise 
sane and sensible broadcasters go mad vy¬ 
ing for viewers with mindless stories like 
the blockbuster one of them came up with 
called “Dangerous Dry Cleaners.” Satur¬ 
day Night Live? No. WCBS-TV News. 

The new buzzword you hear all the 
time now is “interactive.” As someone 
who is only vaguely comfortable being 
“interactive” with the cash machine at my 
bank. I’m not sure how “interactive” I 
want to be with my TV set. Visualize Satur¬ 
day morning. You’ve got a hyperactive 
kid and an interactive TV and you wake 
up and discover that while looking for his 
favorite cartoon show your kid punched 
the wrong button and sold your house to 

the kid next door. I liked it better when 
they called it the boob tube and we 
weren't “all connected." What we in TV 
seem to be “connected” to more than any¬ 
thing else these days is trash. And that’s 
not to say that America didn’t always have 
its fair share of trash. But today, thanks to 
TV, your living room is principally where 
America’s trash can be found. Whoever 
coined the phrase “the lowest common de¬ 
nominator” must have had us in mind. 
But, dammit, we are too good for that. So 
why don’t we do ourselves, and the coun¬ 
try, a favor and return the trash to the super¬ 
market checkout counter where it belongs? 

Who’s the culprit in all this? It may 
very well be me. 60 Minutes was the first 
broadcast to demonstrate that news could 
be a profit center. And you know what hap¬ 
pened after that. The networks and syndi¬ 
cators began piling TV news magazines 
one on top of the other like circus acrobats. 

So, it’s really the 60 Minutes profit-
and-loss statement everybody’s trying to 
clone, not necessarily the broadcast. What 
I find most appalling about the industry I 
grew up in is that today broadcast journal¬ 
ism is every bit as market-driven as the 
“anything-for-a-vote” congressman and 
the “anything-for-a-buck” businessman 
we hold up to ridicule. If it sells, sell it. 
That’s not news. That’s commerce. 

Now, you’re probably saying to your¬ 
self: ‘That’s easy for him to say; he has 
lived in that nice, comfortable niche Sun¬ 
days at 7 competing with kid shows and 
old movies. He’s never once had to make 
the compromises we have to make every 
day?' I’m not going to deny that. But, 
while living in that time slot, we didn’t 
just sit there and savor our good fortune. 
We created something the people who run 
TV want more than anything else in the 
world: another hour of prime time—and 
not just another hour, the most profitable 
hour in the history of television. 

Will there ever be another 60 Minutes? 
Only if we can convince the people we 
work for that they have a responsibility to 
be better—a lot better—than they are now. 
And that it is possible to be good and 
make money at the same time. ■ 

Don Hewitt, winner of the 1988 
RTNDA Paul White Award, is execu¬ 
tive producer of 60 Minutes. This 
article is excerpted from his speech 
to CBS-affiliate news directors at 
RTNDA ’94 in Los Angeles. 
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You’re a news editor, it’s 5 minutes to air and a big story 
breaks. The material’s about to come down the line and the 
producer desperately wants it as the lead item. 

? 

4 

What can you do? 
Linear system. 

Don’t even think 
about it. 

Ordinary non-linear system. 

Oh well...start 
digitizing for the 
next newscast. 

Newsbox" 

The whole job, 
no problem. 

Begin your edit immediately - even as 

your feed comes in. Using Scene Select?1 

grab the clips you want ‘on-the-fly’ and 

instantly link them into a rough-cut. 

That’s it - you’re ready to go on-air. 

Even so, nothing is committed - you can 

still re-arrange with Segment Replace 

and fine tune the edits as required -

right up to the wire. The story is always 

available for instant playout. 

With Newsbox’s unique true random 

access operation it’s as fast, flexible 

and simple as that. No dead time, no 

waiting, no panic. 

Newsbox offers all this - and much 

more - at a very competitive price. 

To catch up on all the very latest 

news, call Craig Sherter now 

at: (203) 656 3100. 

NEWSBOX 

QUANTEL 

Dedicated to news, because you are. 

Quantel Inc. 85 Old Kings Highway North, Darien, CT 06820, Tel: (203) 656 3100, Fax: (203) 656 3459 
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or high water 
Don't get stuck with a fair weather truck. Neither 

rain, nor snow, nor 40 mph winds with gusts to 
60 mph, will keep Centro's Satellite Networker™ from 
getting your signal through. This sleak, low profile, 
high performance SNV can turn any story into more 
than a remote possibility, and link you instantly to the 
rest of the world. 

Centro is building everything from single thread 
uplink only utility trucks, to fully redundant SNV's 
with microwave capability, full compliment of pro¬ 
duction gear, and complete communications 
packages. And, Centro can build exactly the truck 
you need. Just the way you want it. On time, 
and within budget. 

© 1987-Centro Corporation 



Code of Broadcast 
Kews Ethics 
Radio-Television 
Kiews Directors 
Association 

The responsibility of radio and tele¬ 
vision journalists is to gather and 
report information of importance and 
interest to the public accurately, hon¬ 
estly and impartially. 

The members of the Radio-Televi¬ 
sion News Directors Association ac¬ 
cept these standards and will: 

1. Strive to present the source or 
nature of broadcast news material 
in a way that is balanced, accurate 
and fair. 

A. They will evaluate information 
solely on its merits as news, 
rejecting sensationalism or mis¬ 
leading emphasis in any form. 

B. They will guard against using 
audio or video material in a 
way that deceives the audience. 

C. They will not mislead the pub¬ 
lic by presenting as spontane¬ 
ous news any material which is 
staged or rehearsed. 

D. They will identify people by 
race, creed, nationality or prior 
status only when it is relevant. 

E. They will clearly label opinion 
and commentary. 

F. They will promptly acknowl¬ 
edge and correct errors. 

2. Strive to conduct themselves in a 
manner that protects them from 
conflicts of interest, real or per¬ 
ceived. They will decline gifts or 
favors which would influence or 
appear to influence their judg¬ 
ments. 

3. Respect the dignity, privacy and 
well-being of people with whom 
they deal. 

4. Recognizethe need to protect con¬ 
fidential sources. They will prom¬ 
ise confidentiality only with the 
intention of keeping that promise. 

5. Respect everyone's right to a fair 
trial. 

6. Broadcast the private transmis¬ 
sions of other broadcasters only 
with permission. 

7. Actively encourage observance of 
this Code by all journalists, whether 
members of the Radio-Television 
News Directors Association or not. 
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Letters 
Lincoln Furber's piece (May 1988) 

commenting on the movie, “Broadcast 
News,” notes that one of the key epi¬ 
sodes in the movie involves Jane's dis¬ 
covery that in his story on gang rape, 
the anchor faked a tear. It happened in 
the course of putting together a single¬ 
camera interview; the movie makes it 
clear that when she had conducted the 
interview, the anchor had in fact shed a 
tear. 

Of course, as Furber notes, “Any stag¬ 
ing of news is anathema” and the inci¬ 
dent raised “a valid ethical conflict.” 
But if, as is commonly assumed, the film 
was about CBS News, the ethical di¬ 
lemma in which CBS News put the an¬ 
chor was even more excruciating and 

complex than is generally recognized. 
For the CBS News Standards (the writ¬ 
ten guidelines which are supposed to 
serve as the news organization's bible) 
explicitly dictates (pp. 23-24) that “re¬ 
verse questions must conform to the 
original questions in tone, character and 
content” and “reaction shots . . . may 
not, in any way, . . . alter what actually 
occurred....” 
When we put together the CBS News 

Standards, it never occurred to us that 
a reporter—let alone an anchor—might 
cry in the course of an interview. So we 
put the movie’s anchor—and his 
editors—in an awful spot; If he actu¬ 
ally cried during the interview, the stan¬ 
dard governing reverse shots required 

him to cry again. And that, at least 
technically, would have violated the 
Standard's prohibition (page 38) 
against staging. What was the poor 
guy to do—except reflect on the perils 
of thinking of everything when guide¬ 
lines and standards are written? 

Incidentally, the anchor got robbed of 
his planned vacation with Jane. If she 
were as knowledgeable as the film tried 
to portray her, she would have known 
immediately—and not long after by re¬ 
viewing the tape—that the tear was a 
fake: It had to be, because it was a 
reverse shot on a single-camera job. 
We who wrote the Standards—and 

Jane—owe the anchor that aborted va¬ 
cation with Jane. He was the victim; we 
were the perpetrators. 

Dick Salant 
New Canaan, CT 

Editor’s Note: Richard Salant is a former 
president of CBS News. 

Candidates for Regional Directors 
Elections for board members in seven of RTNDA's 14 regions take place this month. On June 1, ballots 
will be mailed to all active members in regions holding elections. Ballots must be returned by July 1. 

The candidates interested in representing you are: 

REGION 2 (AZ, CA, NV, HI, Guam) 

Jeff Wald (incumbent) 
KTLA, Los Angeles 

‘‘If re-elected, I will continue to pro¬ 
pose expanded workshops and 
seminars designed for profes¬ 
sionals and students. Building 
better bridges with students and 
others, I believe, will serve to 

improve the quality of radio and TV news.” 

REGION 6 (NE, KS, IA, MO) 

Loren Tobia (incumbent) 
KMTV, Omaha 

‘‘Since joining the board last year, 
I’ve worked to keep my constituents 
informed of what is going on and 
what actions the board is considering. 
As a member of RTNDA’s Manage¬ 
ment Relations Committee, I’ve 
tried to bridge the gap between GMs and news directors.” 

Bill Yeager 
KFWB-AM, Los Angeles 

“With respect to my opponent and 
his TV colleagues, there needs to 
be greater board representation 
from radio NDs. If elected, I’ll hold 
regular regional meetings, write 
regional newsletters, listen and 

work with my associates to offer strong representation 
on the national board.” 

Edward “Ned” Dermody 
KMA Radio, Shenandoah, IA 

“I firmly believe that special empha¬ 
sis needs to be directed to the 
needs and interests of radio mem¬ 
bers and an improvement in com¬ 
munication with management and 
associated groups which share 
RTNDA’s interests. If elected, I would place additional 
emphasis on the retention and addition of new members.” 



REGION 9 (AR, LA, MS, AL) 
Andrew Pontz 
KTBS-TV, Shreveport, LA 

“We should work toward strengthening regional ties with 
a goal of setting up a workable system for pooling news 
resources. I would like to see my region take the lead in 
establishing a new spirit of cooperation among all news 
departments, regardless of affiliation, ownership or past 
ties. Post-graduate training programs for new hires is also 
on my agenda.” 

UNOPPOSED^ 

REGION 10 (KY, TN) 
Bill Lord 
WKRN-TV, Nashville 

“Broadcast news is often con¬ 
sidered a shallow profession with 
pompous leaders. Sometimes those 
impressions are right on the money. 
As an RTNDA director, I would work 
to change all that. I would listen to 

our critics to improve our product. I would spend more 
time recruiting the brightest possible newcomers to raise 
the standards of our industry. And I would encourage 
NDs to get off their pedestals and put the fun and 
adventure back into digging up good news stories.” 

REGION 12 (NY, NJ, PA) 
John Corporon 
WPIX-TV, New York City 

“I’ve been a reporter for newspapers, 
radio and TV and a bureau chief for 
UPI. I have been a ND for affiliate 
and independent stations in a career 
covering 32 years. I have fought the 
good fight for First Amendment 
rights and am actively working to keep cameras in New 
York State courtrooms beyond a government-mandated 
18-month experiment. If elected, I’ll do more of the same.” 

Craig Robbins 
WMC Radio, Memphis 

“I would set up mini-conferences in 
both Tennessee and Kentucky each 
year and establish a “tape network” 
where members could exchange 
tapes of newscasts from other 
markets. Through visits or phone 

calls to members, I’d publish monthly updates to ail 
regional members informing them of activities, 
changes, and topics of the workshops. I would encour¬ 
age more membership in RTNDA in all newsrooms in 
my region.” 

Carolynn Jones 
WOBM Radio, Toms River, NJ 

“It takes many types of people to 
represent RTNDA. So too for Region 
12. When was the last time a 
medium-market radio ND from New 
Jersey was elected to the board? If 
elected, I would support more pro¬ 
grams for inexperienced news directors, continue work¬ 
ing with students, raise and answer questions on 
media ethics and protect our constitutional rights.” 

REGION 13 (DC, DE, MD, VA) 
Mike Freedman 
UPI Radio, Washington, DC 

“It’s been said the only constant in 
our industry is change. I believe 
we’re constantly evolving and the 
foundation for positive evolution 
lies in our professional traditions. If 
we lose sight of traditional jour¬ 

nalistic values, our substance begins to diminish. 
There is no better vehicle for meeting the industry 
challenges of today than RTNDA and I would be 
honored to represent the interests of the members of 
my region.” 

REGION 14 (FL, GA, NC, PR, SC, VI) 
Lee Hall (incumbent) 
WSB Radio, Atlanta 

“To say that times are hard is to 
understate our problems. News 
directors face an increasing respon¬ 
sibility merging journalism and 
management, at a time when staff 
cutbacks are widespread. RTNDA 
must do more to help its members cope with the 
changing environment, and assist them in learning the 
skills necessary to succeed.” 

Georgeann Herbert 
WTAR/WLTY, Norfolk, VA 

“I think Region 13 has an important 
story to tell that the rest of RTNDA 
hasn’t heard very much about in 
recent years. I would also like to 
improve RTNDA as a resource for 
small and moderately-sized news¬ 

rooms, so NDs can gather ideas about marketing their 
news products and achieving excellence in broadcasting.” 

Marsha Taylor 
WDBO Radio, Orlando 

“I want to combat news apathy by 
giving professionals a reason to 
join RTNDA. If elected, I'll help 
coordinate workshops and network¬ 
ing opportunities to support newspeo¬ 
ple at all levels. I would also uphold 
the ethics and standards that form the foundation of 
our association.” 
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limVe On! 

... After Ilie Television Machine Got Hooked Up to the 
Money Machine 
by Roger Mudd 

Recently, I was reading the Wash¬ ington Post Book Review, and I 
came across a Jonathan Yardley 

review of the most recent biography 
of Edward R. Murrow. Yardley de¬ 
scribed Murrow as the greatest jour¬ 
nalist ever to work in broadcasting— 
indeed, the only great journalist 
broadcasting has thus far produced. 
If you are a journalist in broadcasting, 
and your name is not Edward R. Mur¬ 
row, that’s a troubling sentence. 

Is Jonathan Yardley right? And if he 
is, why is he right? Each network 
front office would dispute Yardley and 
would cite Cronkite, and Huntley and 
Brinkley, and Howard K. Smith, and 
Sevareid, and John Daly, and Frank 
Reynolds. 

Each was or, as in the case of Brink-
ley, is a major figure of significance. 
But I venture to say that none will 
approach the impact Murrow had on 
his audience, or on national affairs, or 
on the fledgling society of broadcast 
journalists who were struggling back 
then to become serious, and to be 
taken seriously. So I think in my own 
mind Yardley was right. 

Not because those other men were¬ 
n’t capable of Murrow’s greatness, 
but because they reached the height 
of their professional lives after the 
television machine got hooked up to 
the money machine. I also think it will 
be next to impossible for television to 
produce another journalist of Mur¬ 
row’s stature, although certain of my 
colleagues are constantly trying to 
drape Murrow's cloak around their 
sloping shoulders. 

In what those of us who are over 50 
like to call the “Golden Age of Broad¬ 
casting,’’ it used to be, even as re¬ 
cently as the 1970s, that being fair, 
and being complete, and being in 
good taste, and getting as close to the 
truth as we could get or were allowed 
to get was an end in itself. And that 
was a good day’s work, and by God, 
that’s what we were put on Earth to 
do. 

But with the rise of intense compe¬ 
tition in television—with the network 
world no longer just CBS and NBC, 
but with ABC, and PBS, and cable, 
and C-SPAN and Conus and Ted 

Turner, and VCRs and rental movies— 
everything at the commercial networks 
seemed to change. It was no longer 
just enough to be fair, complete, taste¬ 
ful and truthful. We had to win; the 
news had to win. It didn’t have to be 
necessarily more perceptive, or re¬ 
vealing, but it had to win. 
And that meant a whole new men¬ 

tality in network newsrooms, pres¬ 
sured by a new breed of corporate 
owners who had entered broadcast¬ 
ing under deregulation. It meant mer¬ 
chandisable anchors, on-the-road 
newscasts, self-promotions, the slow 
erosion of the wall between show busi¬ 
ness and news business, and the grow¬ 
ing tendency toward trivia, in which 
no story lasted more than 90 seconds, 
and no one was heard to speak for 
more than 12. 

Daniel Schorr once said he thought 
the news ought to be in black and 
white, and the rest in color, so people 
could tell the difference. So, it seems 
to me that it is no wonder another 
Murrow could not develop under such 
circumstances. 
We have all become so busy com¬ 

peting and selling our product— 
product, as contemporary broadcast¬ 
ing likes to call the news—and 
sweating out the numbers that we 
have lost sight of why the press, the 
media, is the only private enterprise 
singled out by the Constitution for 
protection. 

We've lost sight of why it /s singled 
out. The press exists in America not to 
make money, or win ratings, or sell 
soap, or to entertain, but to find the 
truth and report what is as close to 
the truth as journalists can get. That’s 
what it exists for, that’s why it’s pro¬ 
tected by the Constitution, nothing 
more and nothing less. 

All of us are ambivalent about the media in America because we ex¬ 
pect so much of it, and rely so 

heavily on it. We want it to be infor¬ 
mative but not pandering. We want it 
to be responsible, but not heavy. We 
want it to entertain, but not be frivo¬ 
lous. We want it to be aggressive, but 
dispassionate. And we want it to be 
absolutely up-to-date, but totally free 
of error. 

We in news are forever arguing and 
debating about our role in a democ¬ 
racy, and we are forever promising 
ourselves and our critics to do better. 
But then every four years we forget 
our promises, and here we go again. 
Television, radio, the newspapers, the 
magazines, the columnists, all of us 
are once again embarked on Ameri¬ 
ca’s longest pre-planned quadrennial 
special event—the campaign for the 
White House. 

The politicians and their parties will 
spend perhaps $200 million this year 
on broadcasting advertising, and the 
three big network news departments 
will spend about $150 million to cover 
the politicians. With that kind of money 
committed, politics will start blocking 
out most other news. The story will 
become almost an end in itself. That is, 
the competition among the networks 
and among anchors will become al¬ 
most more important than the news. 
Look what happened when the Vice 

President, figuring he’d been a wimp 
long enough, challenged the journal¬ 
istic manhood of the nation’s top¬ 
rated anchorman. 

But you know it wasn’t always that 
way. Back in the ’40s and the '50s, 
television and politics were strangers. 
TV reporting was rudimentary. Con¬ 
vention coverage was herky-jerky, 
mainly designed to sell TV sets. ABC 

(Continued on page 8) 



by 
MEDSTAR 

Attract more hospital advertising with 
Medstar s powerful TV specials. 

Each available with or without local windows. 
Please send me a preview package on: 
□ How to Beat Cancer 

□ Cocaine: the end of the line 

□ How to Beat Heart Attacks 
□ Women’s Health 

□ Send me your FREE guide: 
“How to Attract More Hospital Advertising” 

Call (215)395-8660 or send to: 

Name_ 

Title_Station_ 

Address_ 

City_State_Zip_ 

MEDSTAR 
5920 Hamilton Slvd., Allentown, PA 18106 
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did not even broadcast the 1952 con¬ 
vention. NBC's anchorman was Bill 
Henry; CBS’s was Walter Cronkite. 
Delegates were advised to wear blue 
shirts. 

But quite quickly, television and pol¬ 
itics discovered each other. The con¬ 
vention rules were modified to ac¬ 
commodate TV’s viewing schedule. 
Party managers learned to minimize 
open conflicts. Multi-ballot roll calls 
became a thing of the past. 

Election night—which had been one 
of America's exquisite pleasures, stay¬ 
ing up until 2 or 3 o’clock in the 
morning, listening to H. V. Kaltenborn 
tell us that when the farm belt came 
in, the picture would change—election 
night became a contest not between 
Democrats and Republicans, but be¬ 
tween networks to see which could 
call the election first. 

The all-time record got set in 1980, 
when NBC, at 8:15 p.m. in the East, 
5:15 out West, flashed up on the screen 
“Reagan Wins.” NBC, of course, had 
scored a great scoop that night, and it 
was a sweet moment. ABC did not 
predict Reagan’s victory until 9:52, 
and Walter Cronkite did not make the 
call until after Jimmy Carter himself 
had conceded. It was the only scoop 
Jimmy ever had. 

But, something else happened that 
night—November 4th, 1980. And it 
seems to me that we lost control of 
the electoral process that night. That 
secret, magical moment when each 
American, registered and willing, gets 
to cast a ballot in secret, for the leader 
of his choice, without fear of retribu¬ 
tion or punishment or political re¬ 
prisal; a ballot equal in strength and 
importance to every other ballot be¬ 
ing cast, including the one the very 
president’s successor is casting. It 
seems to me, that on that night in 
1980, that moment got taken away 
from us. 

Watching the coverage of the pri¬ 
maries this spring; watching the 
“quickie” updates; watching the one-
minute newscasts; watching the 
election-night specials where candi¬ 
dates are seemingly dialed up on the 
screen, questioned for 90 seconds, 
and then dialed off again; watching 
how technology lashes one candidate 
to another until all three or four are 
tied together in some sort of limbo; 
listening to our secret ballots being 
analyzed for their content, their mo¬ 
tive, their race, their church, their 
money; listening to the reporters, all 
honorable and decent journalists, 
given a stopwatch strait jacket to wear 
while they try to describe in tight and 
snappy words one of America’s most 
complicated and precious rituals; 
watching all that, it began to occur to 
me that television has taken control of 
the country’s electoral system, and 
that I wanted it back. 

Daniel Schorr once 
said he thought the 
news ought to he in 
black and white, and 
the rest in color, so 
people could tell the 
difference. 

We’ve been asked to believe for 
years that television is simply an ob¬ 
server, not a participant. That TV’s 
presence does not distort reality, or 
warp the process, and that its respon¬ 
sibility to the public is to report what it 
knows quickly, accurately, and fairly. 
But look at what has happened. 

Having penetrated the ballot box with 
an exit poll system breathtaking in its 
simplicity and startling in its accuracy, 
the networks now find themselves un¬ 
able to make full use of that system 
because of a public relations problem 
with the public and the politicians. 
Having helped remove the drama 

from the nominating conventions, hav¬ 
ing helped them turn into scripted, 
predictable, bland gatherings, the net¬ 
works now talk about reducing their 
coverage of them because they are 
bland and predictable. Having encour¬ 
aged political parties to add more and 
more primaries because they would 
bring politics out into the open, they 
now want to roll back on their cover¬ 
age of the primaries, because they 
might produce muddled results. 

Having literally taken over daily cam¬ 
paign coverage, and having caused 
candidates to rearrange their entire 
style of campaigning to fit television’s 
peculiar requirements, the networks 
now regard such steady coverage as 
a luxury, not worth the money for the 
news it produces, and are no longer 
sending a full complement of corre¬ 
spondent, producer and camera crew 
with each candidate. 

The net effect on politics, it seems 
to me, has been to water it down. It’s 
not that television has not performed 
an enormous good by opening up 
politics to the American voter and 
viewer by educating the viewer on the 
intricacies of the system, and by bring¬ 
ing what we call “the process” into 
their homes. It is that we re not sure 
that what we’re seeing, and who we’re 
seeing, are the real thing. 

Does, or did, Richard Gephardt re¬ 
ally believe in all that fair trade stuff? 
Or was that $48,000 Hyundai simply a 
TV gimmick? Is Bob Dole truly a poor 
boy from Russell, Kansas, or is he 
really a millionaire from Capitol Hill? 
Are those votes really votes, or are 
they exit poll votes? Why won’t they 
give us the actual vote totals? Why is 
everything in percentages? 

Why don’t candidates give speeches 
any more? Why are they always walk¬ 
ing around with hard hats on, looking 
at lathes? 

It seems to me that broadcasting 
should get the elections back where 
they belong; into the hands of the 
candidates and the citizens who vote 
for them. 
The one commodity we need more 

of in political reporting is time— 
although public broadcasting is fortu¬ 
nate in this regard. Time to let the 
political drama unfold. Time to ex¬ 
plain circumstances in such a way, 
and with such care, that the viewer is 
made to realize that life is indeed 
complicated and cannot be, and 
should not be, wrapped up in 90 sec¬ 
onds. 

The net effect of such an approach 
is to restore some balance to the 
system, to send a signal to the viewers 
thatthe process really belongs to them, 
that what's important is what the can¬ 
didates are saying and thinking, and 
not what television says and thinks. 

Roger Mudd, who’s worked as a re¬ 
porter and anchor at CBS and NBC 
News, is Washington essayist for the 
MacNeil/Lehrer News Hour. 



Ed Bradley Will Keynote 
’88 RTNDA Convention 

CBS News Correspondent Ed Bradley will open the 43rd Annual RTNDA 
International Conference and Exhibition Wednesday, November 30 in Las 
Vegas. The “60 Minutes” co-editor will address convention attendees at the 
opening awards ceremony, where the RTNDA Edward R. Murrow awards for 
broadcast excellence in radio and television news will be presented. 
Bradley joined “60 Minutes” in the 1981-82 season. He has covered an 

eclectic group of topics, from profiles on composer/producer Quincy Jones and 
film director/actor John Huston to air bags in automobiles to heroin produc¬ 
tion in Pakistan. Two of Bradley's reports from “60 Minutes” won Emmy 
awards in 1983: “In the Belly of the Beast,” an interview with convicted 
murderer and author Jack Henry Abbott; and “Lena,” a profile of singer Lena 
Horne. 
In his 17-year career with CBS News, Bradley has covered the national 

political conventions and Jimmy Carter’s 1976 presidential campaign, reported 
from Paris, Saigon and Cambodia, anchored “The CBS Sunday Night News” 
(1976-81), and served as CBS News White House correspondent. 
He has won numerous awards, including Alfred I. duPont-Columbia Univer¬ 

sity, George Polk Award in Journalism, Overseas Press Club, and George 
Foster Peabody awards. 
Prior to joining CBS News, Bradley was a reporter for WCBS Radio in New 

York (1967-71), and WDAS Radio in Philadelphia (1963-67). He graduated 
from Cheyney (Pa.) State College in 1964. 

RTNDA ’88: 
“The Road to Excellence” 
The focus is improvement—personal 
and professional—at the 43rd annual 
RTNDA convention in Las Vegas 
November 30-December 3. 
The convention cuts across all 

levels of experience, education, 
market size and technical capability. 
It offers three full days of workshops 
and classes geared to doing your job 
better in an increasingly competitive 
industry. 
Come to the RTNDA convention 

and draw on the brightest minds in 
the business. Learn from the con¬ 
tinual exchange of information. Use 
the RTNDA network to take home 
practical ideas and innovative visions 
for the future. Share solutions to 
common problems. RTNDA will help 
you get your career on the right 
track and boost your performance. 
Long-time convention attendees know 
that the contacts they make are 
critical to their success in the field. 

The Premier Marketplace 
The largest exhibition in the nation 
devoted exclusively to products and 

services for the electronic newsroom 
promises to be bigger and more ex¬ 
citing than ever. It’s one-stop shop¬ 
ping for updating your newsroom’s 
capabilities. You’ll be able to test and 
compare products in an environment 
designed to give you maximum op¬ 
portunity for a minimum investment 
of time and money. 

Ways and Means 
Turn the page for your registration 
and housing request forms. 
All pre-registration forms must be 

Members Save the Most 
Significant discounts apply for 
RTNDA members in most conven¬ 
tion registration categories. In many 
cases, the amount you save on regis¬ 
tration as a member will practically 
pay for your first year’s dues. Now is 
the time to join. Use the application 
on the reverse of the convention reg¬ 
istration form and put your dues to 
work right away. Attend the conven¬ 
tion for less, and reap the benefits 
of RTNDA membership for an 
entire year. 

New This Year: Plastic! 
For the first time, RTNDA is pleased 
to offer the convenience of paying for 
convention registration with your 
VISA or MasterCard. Registering 
for the convention is easier / 
than ever. 

postmarked by November 1 to take 
advantage of lower rates. 
Early return of housing forms helps 

insure your choice of accommoda¬ 
tions. 
Both forms may be photocopied 

and passed along to others who 
might be interested in attending. 
Most sessions, meals and the exhi¬ 

bition will be located in the Las 
Vegas Convention Center. The clos¬ 
ing Paul White Banquet will be held 
in the nearby Las Vegas Hilton Hotel. 
Housing is available at the Las 

Vegas Hilton and Riviera Hotels. 
Both are within walking distance of 
the convention center. 



MAIL TO 
HOUSING 
BUREAU 

Official Housing Request 
43rd Annual RTNDA International Conference and Exhibition 

November 30-December 3, 1988 

Accommodations 
Guest room and personal-use suite reservations at the RTNDA of¬ 
ficial hotels are handled on a first-come, first-served basis. Requests 
for guest rooms and personal-use only suites (not business/hospitality 
suites) should be mailed to the Las Vegas Housing Bureau. The 
bureau will accept only written reservations. RTNDA convention 
hotels will not accept direct reservations. 
The bureau will send you an acknowledgement and forward 

your request to your preferred hotel (or the alternate hotel if 
rooms are no longer available at your preferred hotel). The hotel 
will then confirm your reservation to you directly. 

Hospitality Suite Requests and Surcharges 
A selection of suites at the Las Vegas Hilton Hotel has been re¬ 
served by RTNDA to assist organizations and exhibitors that re¬ 
quire major hotel accommodations for business or hospitality pur¬ 
poses. A business/hospitality suite surcharge of $200 for RTNDA 
members and $300 for non-members is payable to RTNDA for the 
use of these suites. The suite surcharge is waived for RTNDA Sup¬ 
porting Members, exhibitors and sponsors of RTNDA-approved 
convention events. 
Requests for business/hospitality suites should be directed to: 

Eddie Barker, RTNDA Exhibition Manager 
P.O. Box 47346 
Dallas, TX 75247 

Surcharge checks, payable to RTNDA in U.S. dollars, must be 
sent with the suite request. 

Small suites for personal use are available without imposition of 
the surcharge. These suites should be requested through the Las 
Vegas Housing Bureau. 
You may contact the hotels directly for suite descriptions and 

rates, but all business/hospitality suite reservations must be pro¬ 
cessed through the RTNDA Exhibition Manager in Dallas, and all 
other suite requests must be processed through the housing 
bureau. 

RTNDA Convention Hotels 
The Las Vegas Hilton $65/single or double 
3000 Paradise Road 
Las Vegas, NV 89109 
(702) 732-5111 
Easy walking distance of the Convention Center. 

The Riviera Hotel $62/single or double 
2901 Las Vegas Boulevard South 
Las Vegas, NV 89109 
(702) 734-5110 

A little further away than the Hilton, but still within walking dis¬ 
tance of the Convention Center. 
Shuttle service will be provided to the Convention Center from 
both hotels. 

Deposits 
The Las Vegas Hilton Hotel requires a deposit only for guaranteed 
arrivals after 6 p.m. The Riviera Hotel requires a deposit for all 
reservations. 

No deposit is required at this time. Wait until you receive 
your confirmation directly from the hotel, and carefully read the 
instructions on sending a deposit to guarantee your reservation. If 
you do not follow instructions from the hotel, your room reserva¬ 
tion may be released. 

Deadlines 
Housing request forms must be received by the bureau by Tuesday, 
November 8. After this date, the housing bureau will confirm 
room requests at the special convention rates only if space is 
available. 

Changes, Cancellations and Deposit Refunds 
After the hotel confirms your room request and receipt of deposit 
if applicable, reservation changes or cancellations must be made 
directly with that hotel. Both hotels require 24-hour cancellation 
notice for a deposit refund. 

.Clip and 

RTNDA 43rd Annual International Conference 
November 30-December 3, 1988 

Please type or print clearly. 

Guest Name(s)_ 

Send confirmation to: 

Name_ 

Station/Organization_ 
Address_ 
City_ 

State/Province_ Zip/Postal Code_ 
Country_ Telephone_ 

Arrival date _ time_ 

Departure date_ time_ 

Hotel Preference: _ Las Vegas Hilton _Riviera Hotel 

Type of accommodation (check one): 

Guest Rooms: □ Single □ Double □ Double/Double 

Suites—Personal Use: □ Parlor and one bedroom □ Parlor and two bedrooms 

Special Requirements:_ 

Mail. 

For Guest Rooms and Personal-Use Suites, return this form to: 

RTNDA Convention 
Las Vegas Housing Bureau 
3150 Paradise Road 
Las Vegas, NV 89109-9096 

For Business/Hospitality Suites Only 
Return this form and surcharge payment to: Eddie Barker 

RTNDA Exhibition Manager 
P.O. Box 47346 
Dallas, TX 75247 

c ■ d • /u rn 214-631-1278 ouïtes—business/Hospitality Use 
[Surcharge Applies] 

Type of Accommodation (check one) 

_ Parlor and one bedroom 
_ Parlor and two bedrooms 

Surcharge schedule (check one) 

_ RTNDA Member ($200) 
_ Non-Member ($300) 
_ RTNDA Supporting Member (no fee) 
_ RTNDA Exhibitor (no fee) 
- RTNDA Convention Event Sponsor (no fee) 

Enclosed is my check or money order payable to RTNDA for a business/ 
hospitality suite surcharge in the amount of $_ 

If additional rooms are required, follow this format and attach a sup¬ 
plemental list. This form may be duplicated. 



Official Registration Form 
43rd Annual RTNDA International Conference and Exhibition 

November 30-December 3, 1988 

MAIL TO 
RTNDA 

A separate registration form must be completed for each individual registrant 

See reverse side for registration policies. This form may be duplicated. 

Badge Information—This is how badge will read: 

First Name or Nickname 

Full Name 

Station/Organization 

City State/Country 

Name of Spouse (if spouse registration paid): 

other than spouse. Please print clearly or type. 

Please complete this section: 

Title 

Mailing Address (□ Home □ Office) 

Street Address/Box No. 

City State/Province/Country Zip/Postal Code 

(_)__ 

Phone during business hours 

Exp. Date: Card #: □ □ 
VISA 

Cardholder’s signature: 

Method of Payment: Fees payable to RTNDA by check, VISA or MasterCard. Registration fees must accompany this form or registration will not 
processed. 

□ Check Enclosed 

Fees, payable to RTNDA in U.S. dollars on a U.S. bank, MUST accompany this form. 
Send payment with form to: RTNDA, 1717 K Street, N.W., Suite 615, Washington, D.C. 20006 

If you do not receive confirmation of this registration in the mail within three weeks, call RTNDA at 202-659-6510. 

THIS FORM MUST BE POSTMARKED NO LATER THAN NOVEMBER 1. 
This form cannot be used after November 1. 

Have you joined RTNDA in the last year? □ Yes □ No 

Is this your first RTNDA conference? □ Yes □ No 
Did you attend the 1987 RTNDA conference in Orlando? □ Yes □ No 

Your Network Affiliation(s):---

Do you work for: O Radio D TV O Cable O Other 
Are you an exhibitor? □ Yes □ No 

Cancellation Policy 
All requests for refunds must be in writing. No requests made by phone will be accepted. Requests for refunds postmarked no later than October 7 will be honored in full. A $35 
administrative fee will be deducted for cancellations postmarked from October 8 through November 1. No refunds will be made for requests postmarked after November 1. 

Fee Schedule_ Total Fees_ 

Early Bird Registration On-Site Registration 
(by Nov. 1) (Nov. 29-Dec. 3) 

□ Member $290 $315

□ Member—Retired category (does not include meals) $ 40 $ 40 

□ Member—Supplier/Professional Services (see reverse) 
□ First registrant from company $490 $510 
□ Each additional registrant from company $390 

□ Non-member $340 $365 

□ Non-member—Supplier/Professional Services (see reverse) 
□ First registrant from company $540 $ 
□ Each additional registrant from company $440 $460 

[See “New Membership” below if you wish to join RTNDA and save on the cost of registration.] $-

□ Spouse $ 165 $ 165

□ Student (does not include meals) $ 40 $ 40 

□ Engineer—December 3 only (does not include meals) complimentary complimentary _$_ 

□ New Membership (for non-members wishing to join RTNDA)— 
Please complete application on reverse side, list appropriate dues fee on line at right, and include dues payment with registration 
fee. Be sure to register for the convention at the member rate. $---

□ Support the Foundation 
The Radio and Television News Directors Foundation (RTNDF) awards one graduate scholarship, seven undergraduate scholar-
ships, one award of merit, and three fellowships to students and broadcast journalism professionals. Your RTNDF gift is impor¬ 
tant. When you register, you have an opportunity to help students and professionals continue their education by giving to the 
Foundation. 

c 
Suggested contribution: $25 

TOTAL ENCLOSED $_ 



Convention 
Registration Policies 
Registration Fees 
The registration fee covers welcoming 

reception, awards presentation, scheduled 
luncheons, Paul White reception and ban¬ 
quet, and admission to all meetings and 
exhibits. 
Student, Engineer and Retired Member 

registration does not include meals, but 
tickets for meals may be purchased on-site. 
The Retired Member registration fee ap¬ 

plies only to RTNDA Retired category 
members. 
RTNDA membership is individual, not 

by company. 

Supplier/Professional 
Services Category 
Non-exhibitors who attend the confer¬ 

ence for the primary purpose of selling 
goods or services or for the primary pur¬ 
pose of promoting for profit the businesses 
or organizations they represent are required 
to register under the “Supplier/ Profes¬ 
sional Services” category. 

Submitting Your 
Convention Registration 
Payment must accompany all registration 

forms. No registration will be processed 
without payment. 
Checks received at RTNDA without 

registration forms are automatically mailed 
back to you or your accounting office. 

New Members Who Join 
When Registering 
Be sure to check the appropriate category 

of membership on application form at right: 

Active (voting)—News directors, bureau 
chiefs or news executives at licensed sta¬ 
tions, networks or cable systems who spend 
most of their time supervising news pro¬ 
gramming. 
News Associate—Persons actively en¬ 
gaged in the preparation of news for a 
licensed station, network, or other 
recognized news service. 
Other Associate—Electronic journalism 
educators, government public information 
officers, or representatives of 501(c)(3) non¬ 
profit organizations. 
Retired—Retirees who have been RTNDA 
members for at least five years. 
Student—Full-time university or college 
students preparing for broadcast journalism 
careers. 
Participating—Suppliers of goods and 
services to electronic news organizations, 
including corporate or interest-group in¬ 
formation personnel. 
International— Residents of countries 
outside the U.S. who demonstrate their 
commitment to the improvement of elec¬ 
tronic journalism. 

Join RTNDA and Save on 
Convention Registration! 
Joining RTNDA when you sign up for the convention enables you to save substantially 

on your registration fees—in many membership categories, the difference you save will near¬ 
ly equal the price of membership. 
Here’s how to take advantage of the discounted fees PLUS enjoy the benefits of RTNDA 

membership all year long: Complete the membership application below and check the 
“New Membership” box on the reverse side of this registration form. Then be sure to 
register for the convention at the member rate and include your dues payment with your 
registration fee. It’s that easy! 

RTNDA Membership Application 
Yes, I want to join RTNDA. Here is my completed application and first annual dues payment. (For 
convention registrants: include dues with convention registration fee.) 

(please print or type) 

Name __ 
(Air Name, if any) 

Organization____ 
(Station, Firm, or School, St if student, year due to graduate} 

Network Affiliation_ 

Mailing Address (Check location where you prefer to receive mail—A for office address, B for home 
address. This address is also the one RTNDA will publish in its membership directory.) 

□ A Street Address/P.O. Box No._ 

City/State or Province_ 

Zip or Postal Code_ Phone (_)_ 

□ B Residence Street Address/P.O. Box No. _ 

City/State or Province__ 

Zip or Postal Code_ Phone (_)_ 

Annual Dues 
Dues are for one year and include a $30 subscription fee to the monthly RTNDA COMMUNICATOR Magazine. 
Dues are not deductible as a charitable contribution for Federal income tax purposes. Please make payment in U S 
dollars to RTNDA. 

Please check one category of membership: 

Active ( ) 25 or more staff.$200 
( ) 5 to 24 staff.$165 
( ) 4 or fewer staff.$ 55 

Associate ( ) News.$ 55 
( ) Educator ..$ 55 
( ) Government ....$ 55 
( ) Non-profit/501(c)(3) Organization $ 55 

Retired ( ) .$ 30 

Student ( ) .$ 30 

Participating ( ) .$300 

International ( ) Canada.$ 75 
( ) All other countries ..........$ 95 

TITLE AND/OR DUTIES 

New Member_ If dues are being 
transferred—from whom 

Reinstatement_ 

RECRUITED BY 

Name 

Station/Organization City 

Your signature_Date: _ 

If you are registering for the conven-
1 tion: Please check the “New Member¬ 
ship” box on the reverse side of this registra¬ 
tion form and list the appropriate dues amount 
under “Total Fees.” 

FOR RTNDA OFFICE USE 
APPLICATION APPROVED: 

-- Date 

Radio-Television News Directors Association • 1717 K Street, N.W.—Suite 615 • Washington, D.C. 20006 
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Scrambling 
WH1 Hurt Pro 
Baseball 
by Keith Olbermann 

Since the Big Sportscasting Bang of the '70s, when the growth of satellite 
technology collided full force with 

the dour sports reporting school of rip-
read-and-rant, professional sports and 
TV news have lived a symbiotic exist¬ 
ence which has provided the former 
with endless free publicity and the latter 
with a reliable, valuable source of sports 
video. TV’s unfettered access to satellite 
feeds of games of all kinds has, for 
nearly a decade, produced a boom time 
for sportscasters and the leagues they 
inadvertently promote. Unfortunately 
boom is turning to bust, and it’s starting 
in baseball. 
The pendulum is swinging back be¬ 

cause of scrambling, baseball’s push to 
encode its ballpark-to-station, or “back¬ 
haul,’’ satellite feeds and to charge sta¬ 
tions for access to those signals. The 
immediate economic impact is simple 
enough: a station such as mine with the 
capacity to watch, and cull highlights from, 
four major league baseball games a day 
in 1987, paid no money for such access. 
In 1988, to duplicate the volume and vari¬ 
ety of that viewing, baseball has superim¬ 
posed an expense in equipment and pro¬ 
cessing fees totalling $20,000. In future 
years, the figure would be at least $6,000 
annually, probably more as the encipher¬ 
ing systems are broken by enterprising 
pirates and new equipment has to be 
purchased or modifications made. 

Major League Baseball’s vice presi¬ 
dent for broadcasting, Bryan Burns,does 
not acknowledge the value of local TV 
news highlights to his industry, having 
told one Los Angeles sports producer 
that he can see no benefits to baseball 
from news coverage—this, despite the 
fact that just 30 seconds of highlights, 
per team, per night, on the seven VHFs 
in Los Angeles translates into at least 
$1,000,000 in free advertising for the 
Angels and Dodgers, annually. The sheer 
volume of highlights aired on news¬ 
casts also provided the sport with per¬ 
haps its only publicity edge on the om¬ 
nipresent National Football League, and 
some veteran sports programmers be¬ 
lieve that if baseball is no longer widely 
accessible, the next generation of fans 
will not see it as “The National Pastime.” 

Mr. Burns has ceaselessly asked why based on the success of baseball’s 
stations are complaining about the new 
restrictions when so many network and 
newsfeed arrangements exist. He is obliv¬ 
ious, of course, to the concept of edito¬ 
rial control. For with full access to the 
satellite feeds come the right to select 
which games are to be watched, the 
ability to tailor highlight packages to 
emphasize local players, to intersperse 
comedic shots (or even ones unfavor¬ 
able to baseball), or to otherwise shape 

project—and scrambling is but the most-
publicized of baseball’s grabs to gain to¬ 
tal control over its product. 

Baseball has also roughed up radio 
sportscasters who have been restricted 
to arbitrary times for live reports which 
render broadcasting from any ballpark 
virtually impossible. Moves have been 
made, believe it or not, to get logo 
rights’ payments from the promoters 
of baseball memorabilia shows who 

a highlight package to a station’s own 
needs or sportscasters. Without full ac¬ 
cess comes fourth-generation pre-cut 
highlights, often with a mismatching 
graphic, always selected with another 
program’s needs in mind. 

use photographs of player/autograph 
signers, or even reproductions of base¬ 
ball cards, in advertisements. And most 
alarming to the television news indus¬ 
try was Commissioner Peter Ueb-
beroth’s tentative announcement ear-

Geographically, the West Coast is es¬ 
pecially hard hit. While newsfeeds are 
invariably from the East, the western 
baseball teams play fully 61 percent of 
their games in the Pacific time zone. 
The CNN sportscast to which Mr. Burns 
refers stations as a source for video, airs 
at 8:30 Pacific time, when most West 
Coast games are still in their early stages 
and the video as yet legally unairable. 
That the video feeds are insufficient for 
a station’s needs regardless of location 
should be proven by the fact that here in 
Los Angeles, KNBC, subscribers to the 
baseball-spawned “SNS” monopoly 
feed, has still repeatedly had to turn to 
other stations for Angels’ and Dodgers' 
highlights not found on the SNS trans¬ 
missions. As this is written, scrambling 
is moving towards 100 percent and sta¬ 
tions are beginning to encounter nights 
where their local team’s video is simply 
inaccessible. 

Yet the real impact of scrambling is far 
more broadly based and insidious than 
even the financial and editorial problems 
would suggest. For baseball is merely the 
first sport to venture into scrambling— 
hockey and pro basketball admit plans 

lier this spring of an all-baseball cable 
channel, which seems the natural ex¬ 
tension of the original stated intent in 
scrambling: the controlling of home¬ 
satellite dish and “Sports Bar” access 
to the game and the eventual estab¬ 
lishment of direct-to-consumer satel¬ 
lite baseball sales. 

The overall picture, then, is of scram¬ 
bling, first, followed by continuing re¬ 
striction o~ access to baseball for news 
services, consumers, viewers, and the 
like, while an “alternative media” struc¬ 
ture is set up under the control and 
perhaps the ownership of Major League 
Baseball. The SNS service could be the 
prototype for other no-alternative, pay-
for-news mechanisms inside and out¬ 
side baseball, and portends problems 
not only for the integrity, editorial con¬ 
trol, and independence of television 
news sports operations, but also for 
news operations as a whole, beholden 
to more and more industries which re¬ 
quire cash in exchange for their “news.” 

Keith Olbermann is the sports direc¬ 
tor at KTLA-TV in Los Angeles. 
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No Peeking at Baseball Clips 
by Philip R. Hochberg 

Listen to TV news directors this spring and you would think “Tape at 11”— 
10 p.m. for you readers in the Central 

Time Zone—is going the way of the 
high strike zone. But one thing /s hap¬ 
pening: The major leagues are now 
playing hardball with game highlights. 
And with every legal right. 

In recent years, baseball has begun 
issuing a “royalty free license" for ex¬ 
cerpting telecasts; other sports organi¬ 
zations, such as the NBA, have imposed 
limitations on highlight usage. Likewise, 
in the Winter Olympics, strict guide¬ 
lines were issued on highlight usage. 

The NFL for years has had limitations 
on highlights that depend on not only the 
length of the clip and the season that the 
clip is from, but the day of the week on 
which it is used. Sunday shows, obvi¬ 
ously, have greater freedom than the rest 
of the week: six minutes versus two. NFL 
clubs make certain that all their local 
stations are aware of the restrictions. 
While some broadcasters have ex¬ 

pressed surprise at getting a “Greetings" 
letter from sports, a little research would 
have provided them a bigger surprise. In 

a little-noted—except by teams and 
leagues—case of seven years ago, a fed¬ 
eral district court in Massachusetts dealt 
with a factual setting that was virtually, as 
the lawyers says, “on all fours " with the 
usage question. The case, New Boston 
Television, Inc. v. ESPN, 1981, involved 
highlights of Red Sox and Brums games. 
For years, the Red Sox and Bruins 

through their flagship station, WSBK-TV, 
had sold the right to excerpt telecasts to 
the three Boston network affiliates. ESPN 
wanted the same highlights for its Sports-
Center show, which was seen around the 

country, including cable systems in the 
Boston area. When the parties could not 
agree, ESPN took what it wanted. 
The station and the teams sued ESPN 

for copyright infringement and sought 
an injunction initially. ESPN responded 
with three defenses: 

• Fair use—only small portions of the 
telecasts were used and were used for 
news programming. 
• No marketplace injury—WSBK had 

not attempted to sell highlights to cable 
and was still selling to the network affili¬ 
ates. 
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• Delay—the plaintiffs simply waited 
too long to sue. 

The court rejected all three defenses. 
The court looked to the Copyright Act 
for the “fair use” question. In rejecting 
the notion that the use was for news 
programs, District Court Judge Rya Zo¬ 
bel said that ESPN's rights were pro¬ 
tected by enabling ESPN to report the 
facts of the games, but it did not “permit 
[ESPN] to appropriate plaintiff’s expres¬ 
sion of that information by copying the 
plaintiff’s films themselves.” 

Fair use, said the court, “is not a 
license for corporate theft.” The court 
noted also that the quality, not the 
quantity, of the use was to be control¬ 
ling. 
Judge Zobel then turned to the mar¬ 

ketplace argument—and just as quickly 
denied that. The harm was significant 
enough to warrant enjoining the use. 
ESPN was not going to be allowed to 
appropriate the WSBK highlights and 
preclude the station and the teams 
from getting into the business of sell¬ 
ing to cable, noting the existing sales 
to the network affiliates. The delay in 
suing was a result of ongoing negoti¬ 
ations. 
Acasedecided bytheSupreme Court 

in 1985, Harper & Row, Publishers, Inc. 
V. Nation Enterprises (The Nation Mag¬ 
azine), dealt extensively with “fair use” 
for news purposes—the heart of any 
broadcaster claim to highlights and 
the heart of the ESPN case. In The 
Nation, the Supreme Court held that 
prepublication of a section of former 
president Gerald Ford's memoirs deal¬ 
ing with the Nixon pardon was an 
infringement. 
News may be news—the score of the 

game or the fact that Don Matting^ hit a 
grand slam—but the copyrightable ex¬ 
pression of it is protectable. 

The national television networks usu¬ 
ally protect themselves by cooperating 
with one another. For example, you might 
see an NBC baseball highlight on CBS 
and a golf or tennis highlight on NBC. 
Cooperation and “Courtesy of...” go 
a long way. On the other hand, there 
usually is a highlight spitting contest 
when one network has contracted for 
the delayed telecast of a boxing match, 
for instance, and another network just 
happens to run the 10 seconds showing 
the knockout punch. 
The potential for a new area of 

controversy—"Oh my,” Dick Enberg 
would say, “what will these lawyers think 
of next?”—is highlight usage in a newer 
form of nonbroadcast distribution: score¬ 
boards with extensive video capabili¬ 
ties. “Oh, my,” notwithstanding, the Na¬ 
tional League made sure, starting in 
1984, that problems wouldn’t arise. At 

the 1983 winter meetings, the Phillies, 
who had just installed a Video Board in 
Veterans Stadium, proposed an auto¬ 
matic grant of permission from one club 
to another for stadium highlight use. It 
was approved unanimously. 

In the foreseeable future, however, a 
greater issue will arise at the local 
television stations, especially those that 
don’t carry the games of any profes¬ 
sional or collegiate team and have 
nothing to trade in a “Courtesy of. . 
deal. If I own a telecast and you want 
to use a part of it to enhance your 
news/sports presentation, why should 
I let you take that for free? What other 
programming doesn’t cost you any¬ 
thing? And while the station might 
respond that it is offering free public¬ 
ity to the team, that publicity is going 
to come anyway. It might make some 
business sense to charge for it. 

Some stations will respond by simply 
sending crews out to the stadium or 
arena. A word of caution: Phone ahead. 
In at least one reported case, a TV 
station in Hartford, Connecticut, sought 
access to the Hartford Coliseum to tape 
parts of the 1981 World Figure Skating 
Championship. ABC had purchased ex¬ 
clusive rights to show the event on a 
delayed basis and objected to the sta¬ 
tion showing highlights prior to the tele¬ 
cast. In Post Newsweek Stations— 
Connecticut, Inc. v. Travelers Insurance 
Co., the U.S. district court ruled that the 
local TV station did not have “a consti¬ 
tutional right of special access” to the 
arena for taping purposes. 
Judge Emmet Clarie expressed sym¬ 

pathy for the station. It was hard, he 
said, to see the economic harm of a 
two-minute highlight. But, as he also 
recognized, the issue before the court 
was not whether the rights holder 
needed the protection, but whether it 
contracted for the protection. 

The baseball highlight issue heated 
up recently with the announcement that 
“backhauls” (transmissions from away 
sites for home telecasts) would be scram¬ 
bled. News directors screamed they were 

being denied access for excerpting pur¬ 
poses. “To some extent, that’s true,” 
said baseball. It might add, “The high¬ 
lights were never yours to begin with.” 

Philip Hochberg is a Washington, 
DC, attorney in the firm of Baraff 
Koerner Ölender & Hochberg. He rep¬ 
resents various college and pro sports 
interests. Reprinted by permission of 
Sports inc. The Sports Business 
Weekly. Permission to reproduce may 
be obtained only from the president 
of Sports inc., 3 Park Ave., NYC 10016. 
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Radio at the 
Political Conventions 
by Frederick L. Berns 

W
henever and however you want 
your political convention cover¬ 
age this summer, radio will have 
you covered. 

You say you want gavel-to-gavel cov¬ 
erage of the July 18-21 Democratic Con¬ 
vention and the August 15-18 Republi¬ 
can Convention? Tune in to certain 
affiliates of organizations like ABC, NBC, 
CBS and United Stations. 

Looking for in-depth coverage of the 
delegates from your area? Switch your 
dial to a local station or regional net¬ 
work receiving the customized cover¬ 
age to be supplied by independent ra¬ 
dio news services and free-lance 
reporters. 
A black perspective? Try the nearest 

National Black Network station. The im¬ 
pact of the conventions on women, ho¬ 
mosexuals, the elderly and other inter¬ 

est groups? Find yourself the nearest 
Pacifica National News station. 

Have friends overseas who speak only 
Ukrainian or Farsi or Hindi? Have them 
listen to Voice of America. 

Radio will zero in on the conventions 
from most every angle this summer. 
Indeed, never before have so many ra¬ 
dio news organizations spent so much 
to cover conventions in so many ways. 

Exactly how many of those organiza¬ 
tions will be on hand at the Atlanta 
Omni for the Democratic Convention 
and at the New Orleans Superdome for 
the Republican Convention is uncer¬ 
tain. Tina Tate, the U.S. House Radio-TV 
Gallery superintendent who is oversee¬ 
ing media credentials, says that applica¬ 
tions for credentials may be up 15 per¬ 
cent from 1984. 

There were 310 radio stations which 

were represented at the Democratic Con¬ 
vention in San Francisco, and 240 at the 
Republican Convention in Dallas. The 
vast majority were supplied either by a 
group with which they were affiliated, or 
by a news service. 

Many of the radio news organiza¬ 
tions that will cover the Atlanta 
and New Orleans conventions are 

willing to pay top dollar to outdo the 
competition. 

Radio networks and services have re¬ 
served “about a third" of the 38 sky¬ 
boxes in Atlanta and 40 skyboxes in 
New Orleans, according to Tate. Prices 
at the Omni, for which skyboxes had to 
be built and transported into the arena, 
are at least $140 per square foot, while 
the going rate at the Superdome, where 
existing skyboxes were available for rent, 
are about $40 per square foot. 

KWG 

and you re on the air. 
Nine Remote System packages 

have been designed to meet your 
needs and budget. Call your 
distributor or Gentner today to 
gain the edge with fast set up and 
clear reporting. 

•Good quality telephone audio 
•All equipment and accessories 
in ONE case 
•Pre-wired and pre-tested by 
Gentner 
•Fast, easy set-up even in tight 
spaces 

P.O. Box 27647 • Salt Lake City, Utah 84127-0647 
(«01)268-1117 • Telex 910-380-6909GENTNER Cl) 

Copyright 1 1987 Gentner 

The biggest news at your next remote 
could be your remote system. 

Until now, telephone remotes 
have meant octopus-like systems 
that take a half hour to get 
working and sound a lot like the 
first Trans-Atlantic call. 

Now, great news for news 
people. Gentner Remote Systems 
set up in less than five mintues, 
with good sound quality and ease 
of use. Two-way capability not 
only makes cueing the remote 
simple, it means reporters and 
anchors can be on the air simul¬ 
taneously. 

The entire system comes pre¬ 
wired in ONE travel-approved 
case. There’s plenty of room for 
accessories. Just plug in power, 
mies, headsets and the phone line 

GENTNER 
SOUND THINKING 



RTNDA COMMUNICATOR/JUNE 1988 17 

shell,” said Tate, adding that convention 
skyboxes range in size from about 100 
to more than 240 square feet. 

Little wonder that ABC will spend $1 
million to offer three varieties of con¬ 
vention programming (including live, 
continuous coverage) over 19 satellite 
channels. 
Mutual Broadcasting System will 

spend “a couple of hundred thousand 
dollars” on its coverage, which will fea¬ 
ture ‘‘a live raw feed of entire conven¬ 
tion activities,” and a variety of anchored 
special events, updates and drive-time 
reports, according to news director Bart 
Tessier. 

“Sizeable and in excess of previous 
years” is all that Ed Tobias will say 
about AP's convention budget. Tobias, 
the assistant managing editor for news 
at AP Network News, said the network 
will offer “two-channel coverage”—one 
channel carrying live, continuous cov¬ 
erage of the sessions, while the other 
offers normal newscasts and special 
reports. 

How various organizations cover the 
conventions will depend on the audi¬ 
ences and clients they serve. 
News bureaus who customize their 

reports to stations and regional net¬ 
works will focus their efforts on the 
news and views of local delegates. Their 
job will be to follow the “locals” rather 
than the leaders. 

In contrast, National Public Radio will 
devote its coverage to “sorting out and 
putting in perspective the national story,” 
according to Jeff Rosenberg, the exec¬ 
utive producer of NPR’s convention op¬ 
erations. 

“Our challenge is to tell what's impor¬ 
tant and to give a sense of what it’s like 
to be there to our listeners,” Rosenberg 
pointed out. He described NPR’s audi¬ 
ence as “socially concerned and con¬ 
scious older, wealthier and more edu¬ 
cated listeners who tend to listen longer 
and get more involved with what they're 
hearing.” 
“The Afro American public” will be 

the target audience of the National Black 
Network’s convention reporting, accord¬ 
ing to Vince Sanders, NBN’s vice presi¬ 
dent of news and operations. That cov¬ 
erage will include a mix of gavel-to-
gavel programming, as well as special 
reports and commentaries. 
Sanders noted that the outcome in 

Atlanta of Jesse Jackson’s bid and the 
activities in New Orleans of the little-
known group of black Republicans will 
be among the foremost concerns of 
NBN’s 40-member convention staff. 

Bill Wax, the executive producer of 
Pacifica’s convention unit, said that his 

staff will provide Pacifica's five member 
stations and other interested public sta¬ 
tions with analyses of issues, rather than 
individuals. 

“Our audience is interested in the is¬ 
sues affecting disenfranchised groups— 
like blacks, women, gays and the elderly," 
Wax observed.“Our focus will be on the 
issues going into the platform, and we re 
definitely not getting involved in who will 
win the horserace." 

Confronting the Voice of America is 
the weighty task of reporting on Ameri¬ 
can conventions for a worldwide audi¬ 
ence of at least 130 million. VOA will 
attempt to fulfill that responsibility with 
around-the-clock coverage in 15 lan¬ 
guages, involving a total staff of 50 and 
a budget of $500,000. 

Said Nancy Smart, VOA’s chief of spe¬ 
cial events: “Our job is to report on a 
basic American institution—the con¬ 
ventions—with an international flavor. 
Sometimes that means hunting up del¬ 
egates who speak the languages we 
broadcast, and getting their perspec¬ 
tives.” 

While coverage plans vary widely, all 
the radio news organizations face 
some common logistical chal¬ 

lenges. 
Convention floor access will be tough 

to come by at times, especially at the 
Democratic Convention, where there will 
be a maximum of delegates (4161 regu¬ 
lars, plus 1170 alternates) and a mini¬ 
mum of floor space in which to find and 
interview them. 

“The Omni is so small and floor ac¬ 
cess will be so limited that reporters will 
have to arrange some of their interviews 
at delegate hotels and other places,” 
Tina Tate advised. “We may have only 
one floor pass available for every ten 
persons with credentials.” 

Reporters, most of whom will share 
general workspace near the convention 
floor, will have to stand in line for floor 
passes. There will be tight restrictions 
on the time they can use the passes 
once they get them. Add to that the 
additional problems in Atlanta of the 
East Coast time zone, creating a situa¬ 
tion in which more correspondents will 
have to be on the air at the same time 
and a possible shortage of available 
satellite time. 

Under any conditions, covering con¬ 
ventions can severely test even the most 
efficient radio news operations. 

Many veterans echo the words of Rich¬ 
ard Rieman, the executive producer of 
presidential election coverage for United 
Stations. Rieman speaks of “the chal¬ 
lenge of making sense of what’s hap¬ 

pening when you see only a small part 
of the action on the floor, the overall 
picture is always changing and too much 
is going on at once.” 

Some radio news executives have mis¬ 
givings about covering a Republican 
Convention that will be long on pag¬ 
eantry but short on hard news. 

“It wi I be another coronation,” re¬ 
marked Mutual’s Bart Tessier. “But oth¬ 
ers (news operations) will be there, so 
we will have to be there for competitive 
reasons.” 
NPR’s Rosenberg predicts listener 

interest will be considerably less in the 
Republican Convention, where George 
Bush's nomination will be a formality, 
but he described covering the event as 
“a challenge rather than a punish¬ 
ment." 

The most pressing challenge for many 
organizations, in these lean times for 
radio news, is the expense involved in 
convent.on coverage. 

Rosenberg conceded that NPR’s 15-
25 member convention staff will resort 
to “more restrained coverage than in 
1980, the last of our big spending 
years.” 

“We haven’t had the success in fund-
raising that we had hoped, and the NPR 
board didn’t give the news department 
what we had asked for for convention 
coverage,” he said. “We’ve had to scram¬ 
ble.” 
UPI Radio Network has had to do 

some scrambling of its own to finance 
its convention activities, which will con¬ 
sist of live coverage of major addresses 
and a variety of live special reports. 

“As long as UPI is suffering, the net¬ 
work feels the pinch,” Mike Freedman, 
the managing editor and director of 
broadcast operations, said, referring to 
the parent company’s $2 million per 
month losses. 

Pacifica intends to contain its ex¬ 
penses by relying on volunteers to as¬ 
sist in coverage and on local commu¬ 
nity stations to help line up free housing 
for reporters. 

Radio will rise to the financial and 
other challenges of convention cover¬ 
age this summer. 

As AP’s Ed Tobias points out, radio 
will provide something that TV can’t: 
"portraits of sound of a major news 
story.” 

Fred Berns is bureau chief of the 
Berns Bureau, an independent radio 
news organization in Washington. 
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Chicago 1968: 
Beat the Press 
It is twenty years since broadcasters were targets at America’s most violent political 
convention. Many viewer attitudes we’re dealing with today may have their roots in the 
coverage controversies of that era. 

by Dick Standish 

Television news and “the media” be¬ came the targets of people who didn’t 
like what they saw on the air in the 

Sixties. Conservatives thought the news¬ 
casters were too liberal. Blacksand anti¬ 
war demonstrators thought the news¬ 
casters were too conservative. They all 
seemed very willing to express their 
opinions—often loudly. 

It was the first summer and conven¬ 
tions were telecast in color, 1968. The 
color made the scenes all the more dra¬ 
matic as the Chicago police fought young 
anti-war demonstrators and went right 
after reporters and photographers, too. 

The video showed police officers beat¬ 
ing young people, some of whom ended 
up bleeding and hurt. Nightsticks crunch¬ 
ing into backs, heads, stomachs, and 
legs were all part of the vivid images. 

On the air, ABC reporter Jim Barnes 
said, “The police have gone mad!” 
“Newsmen were repeatedly singled 

out by policemen and deliberately beaten 
and harassed. Cameras were broken 
and film was destroyed,” was the charge 
made by a committee representing the 
networks and top newspapers. 

Broadcast executives faced great chal¬ 
lenges to keep their people safe, yet get 
the story at the same time. It takes 
discipline to be objective and fair when 
your people are being intimidated. 

The city’s powerful mayor, Richard 
Daley, thought he had scored a big 
victory when he beat Houston and Phil¬ 
adelphia to win the Democratic conven¬ 
tion. But it all turned very sour for him 
and his party. 

Earlier, the Democrats had split apart 
as Lyndon Johnson’s war policies caused 
wide and deep divisions. Anti-war pro¬ 
tests and racial feelings peaked. Dr. King 
and Senator Kennedy were murdered. 

Older, more conservative Americans 
reacted intensely against the challenges, 
defending the American war policy and 
traditional lifestyle. 
The confrontation was everywhere, 

even in the television booths. 
ABC had as commentators liberal au¬ 

thor Gore Vidal, and conservative editor 
Wiliam F. Buckley, Jr. 

At one point, Vidal said, “As far as I’m 
concerned, the only pro or crypto-Nazi I 
can think of is yourself.” 

Buckley retorted, “Stop calling me a 
crypto-Nazi or I’ll sock you in your god¬ 
damn face, and you’ll stay plastered!” 

The convention setting was dramatic. 
All the competing people and emo¬ 

tions converged as the established Dem¬ 
ocratic leaders tried to hang onto their 
power and nominate Hubert Humphrey. 
Conversely, “Dump the Hump!” was the 
cry of the younger challengers. 

Jlayar Richard Daley 
thought he had 
scored a big victory 
when he beat 
Houston and 
Philadelphia to win 
the Democratic 
convention. But it all 
turned very sour lor 
him and his party. 

Before the sessions opened, a pig 
named Pigasus was nominated for Pres¬ 
ident by the radical Yippies. Protesters 
were arrested. More and more demon¬ 
strators joined the mix, and the turmoil 
grew. For a week, they confronted the 
police. 

Mayor Daley fought media and demon¬ 
strators alike. He felt the protesters were 
almost created by television, believing the 
presence of the photographers fueled the 
action. He denounced the protesters as 
“terrorists” who had come to “assault, 
harass, and taunt the police into reacting 
before television cameras.” 

His answer: keep the cameras away. 
He and his officers harassed the net¬ 
works, restricted setup space, and 
banned newsgathering equipment to¬ 
tally from certain places. 

The mayor interfered with reporters 
inside the meeting hall, too. 

On air, NBC’s Sander Vanocur com¬ 
plained he was being shadowed by un¬ 
known operatives on the convention 
floor. Anchor David Brinkley said, 
“faceless, unidentified men ... (are) fol¬ 
lowing our reporters wherever they go, 
listening to every word they say.” 

While covering the ejection of a dele¬ 
gate from Georgia, CBS’s Dan Rather 
was punched to the floor. Once he was 
back on his feet, he charged that it was 
a security guard who’d given him a shot 
in the stomach. 
Up in the anchor booth, an unhappy 

Walter Cronkite told his viewers, “I think 
we’ve got a bunch of thugs down there.” 
He said, “We have been so angry at times 
that we have wanted to pack up our 
typewriters and get out of town. But, the 
people who want managed news want us 
to do just that. We will stay on the job and 
report the news as we see it.” 
At the same time though, there were 

some conservative viewers out across 
America who thought the police and the 
mayor were right. They felt the reporters 
and protesters should be thrown alto¬ 
gether into one bag of troublemakers. 

In the search for balance, executives 
at CBS decided to allow Daley to present 
his side of it. 
Cronkite was subdued as Daley vis¬ 

ited the anchor booth. He was allowed 
to ramble on, pretty much unchallenged. 
He claimed the reporters had not shown 
the demonstrators supposedly provok¬ 
ing the police. 

Of course, it was Daley’s own restric¬ 
tions which had kept the news crews 
from covering the start of the march 
which ended in trouble. How could re¬ 
porters have known who started it all? 
The controversy over how the mayor 

had treated the reporters and demon¬ 
strators lingered on for several weeks, 
helping stall the start of Humphrey’s fall 
campaign. 

It was the most physical, dramatic mod¬ 
ern convention the nation has watched. 

Dick Standish is the New Jersey 
correspondent for KYW-TV in Phila¬ 
delphia. 
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BACKGROUNDER: 
Conventions in Brief 

19 

To fully anticipate possible stories for Atlanta and New Orleans, review the modern history of your state delegations at the 
conventions. 

An intern researcher can pull this material easily from the local paper filed at the library or historical society. All he or she 
has to do is check these dates of convention coverage for local incidents, controversies, quotes, and personalities. 

Democrats Republicans 

1984 

July 16-19 San Francisco 
Mondale-Ferraro 
Democrats nominated first woman to run for vice pres¬ 

ident. NY’s Cuomo and IL’s Jackson gave top speeches. 
Mondale, talking of tax increases, perceived as under 
control of special interests and liberals. 

Aug 11-14 New York 
Carter-Mondale 
Bitter end to the Kennedy challenge of incumbent Carter. 

Carter won. But, the Massachusetts Senator starred with 
Aug 12 speech. EMK: “The work goes on. The cause 
endures. The hope still lives. And, the dream shall never 
die.” 

1976 

Jul 12-15 New York 
Carter-Mondale 
Senator Glenn’s keynote speech seen as boring. Carter 

picked Mondale as running mate. Texas’s Barbara Jordan 
hit with a call for a national community where “all of us are 
equal.” 

1972 

July 10-13 Miami Beach 
McGovern-Eagleton 
Anti-war liberal McGovern was nominated, but candi¬ 

dacy derailed. Chicago’s Richard Daley was denied a 
delegate’s seat. McGovern accepted out of prime time at 3 
a.m. Eagleton of MO concealed shock treatments. Black 
congresswoman Shirley Chisholm had 152 delegate votes. 

1968 

Aug 26-29 Chicago 
Humphrey-Muskie 
Police and demonstrators out of control in most dra¬ 

matic modern convention. Anti-war liberals clashed with 
older order. Yippies nominated pig for president. 

Aug 24-27 Atlantic City 
Johnson-Humphrey 
Credentials battle over two contending Mississippi 

delegations—civil rightsfight. Neithersideended up happy. 
Johnson picked liberal Hubert Humphrey of MN for vice 
president. 

July 11-14 Los Angeles 
Kennedy-Johnson 
Kennedy surprised all by picking bitter contender LBJ 

for veep nomination. It may have won him the election. 

Aug 20-23 Dallas 
Reagan-Bush 
Routine renomination of then popular incumbent. Re¬ 

agan quoted Will Rogers, and said, “lí I could paraphrase 
Will, our friends in the other party have never met a tax 
they didn't like.” 

1980 

July 14-17 Detroit 
Reagan-Bush 
Ronald Reagan finally won his party’s nomination, 12 

years after first moves. Conservatives won, pledged anti¬ 
tax revolution. Brief flurry about possibility former presi¬ 
dent Ford would be picked for vice president. George 
Bush, runnerup to Reagan, was final choice. 

Aug 16-19 Kansas City 
Ford-Dole 
President Gerald Ford just beat challenge from Ronald 

Reagan who fell 117 delegates short. Ford picked Kansas 
Senator Bob Dole to be his conservative running mate. 
Some Ford fans felt Reagan’s disloyalty made Carter 
president. 

Aug 21-23 Miami Beach 
Nixon-Agnew 
Routine re-nomination. Nixon spoke of “a new majority’’ 

Outside, demonstrators flooded area. 
Nixon went on to a big win. The Watergate burglary had 

little impact with voters. 

Aug 5-8 Miami Beach 
Nixon-Agnew 
Nixon prevailed over Reagan, Rockefeller. Picked Mary¬ 

land’s governor to run with him. They went on to make 
history. 

1964 

July 19-22 San Francisco 
Goldwater-Miller 
Conservatives took over. NY’s Rockefeller booed, PAs 

Scranton embarrassed. Goldwater: “Extremism in defense 
of liberty is no vice . . . moderation in pursuit of justice is 
no virtue." 

1960 

July 25-28 Chicago 
Nixon-Lodge 
UN Ambassador Lodge picked to emphasize foreign 

affairs strength. Nixon went on to first televised presiden¬ 
tial debate with JFK. 

There were four or five dull conventions in these thirty years. But more often than not, contesting, contrasting forces have 
been drawn to these national arenas, producing interesting stories as the people and groups fought for power. 
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Color Bars Cover the Crinkles 
by Bill Slatter 
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Heidi Mitchell had just graduated from Pepperdine in Malibu and was look¬ 
ing for her first job. A friend knew 

the owner of KMIR-TV, Palm Springs, so 
Heidi wrote him, using the name of her 
friend as an opening wedge. He called 
her and asked if he could see a tape. 

“Well, gosh,” she replied, “I go to 
Palm Springs all the time. I’ll bring one 
down.” 

Actually, she confessed to me, “It’s a 
two and a half hour drive and I hate the 
desert.” 

But she drove down and talked her¬ 
self into a reporter’s job. "On that first 
job,” Heidi says, “nobody’s that good so 
you’ve got to sell yourself." 

And a little chutzpah also helps in 
what has come to be a way of life for 
reporters and anchors—the seemingly 
endless search for that next job. 
Jim McClure, political reporter at 

WVEC-TV, Norfolk, calls it a necessary 
evil. “You hear network reporters com¬ 
plain that today’s reporters don’t know 
their areas the way they used to. 

“That’s fine for Harry Reasoner who 
started in Minneapolis,” Jim says, “or 
John Chancellor who started in Chicago 
or Dan Rather who began in Houston. 

“But today we’re in a business where 
you start in Quincy or Evansville—or 
Peoria, if you’re lucky. You have to fight 
your way up if you want to get to the top 
or return to the area you come from.” 

In Jim’s case that’s Chicago, the num¬ 
ber 3 market. 

So how do you get to Chicago or New 
York or the network? Or maybe you’d 
be happy just to get to Phoenix or Bal¬ 
timore or Sacramento, all nice cities 
and good news towns. 

It isn’t easy. It’s expensive, time con¬ 
suming, frustrating, and you’d better be 
ready for a lot of rejections, even the 
very best of you. 

Tom Murray, a sports anchor/reporter 
who recently jumped from WXII, Winston-
Salem, to KXAS, Fort Worth, says, “The 
first thing you have to decide is whether 
you’re a permanent fixture in this place or 
just passing through." 

Winston-Salem is 
a great place to live, 
Tom told me, and it 
would have been 
easy for him to stay 
and grow there and 
enjoy a very nice life. 
Probably a majority 
of people in ourbusi-
ness reach a middle 
market level and set¬ 
tle down. 

Others like Tom and 
Sam Champion set 
major market goals 
for themselves early 
in their careers. This 
past February Sam 
parlayed a weekend 
weather job at WJKS, 
Jacksonville, to week¬ 
end at WABC, New 
York. That sort of 
thing is rare, but it 
does happen. 
Champion had 

been in the business 
just four years, 
spending two at 
WSPD, Paducah,and 
two in Jacksonville. 
Several months be¬ 
fore he made the 

move to New York he did most of the 
things that nearly everybody does— 
wrote letters, sent tapes, made phone 
calls, stayed in touch with those who 
had expressed interest. 

He also sent his tape to a West Coast 
agent recommended by a friend. “He 
really doesn't want publicity,” Sam said, 
declining to tell me who it was. 

“He was able to put me in markets 
that I couldn’t put myself in,” Sam told 
me, and that included WABC which liked 
his work and hired him. 

Now before everybody rushes out to 
hire an agent, a word of caution. Cham¬ 
pion feels it’s important to have an agent 
if you’re aiming for a top 10 or 15 mar¬ 
ket. Below that, he thinks, you can do it 
yourself. 

And I’ve noticed that few agents fall 
over themselves to sign up report¬ 
ers, except at the topmost levels. 

There’s just not enough money in it for 
them even at 10 percent of your gross 
earnings. What agents are interested in 
are anchors—news, sports and weather. 
Especially those who have “big market" 
written on them. 

But lest I leave you with the impres¬ 
sion that everybody aiming for the top 
10 has to have an agent, let me tell you 
about Diana Williams and Monica Mal¬ 
pass. 

Diana, just a few years out of Duke 
where she majored in economics, was 
doing just fine at WBTV, Charlotte, one 
of the better stations in the country. 
She was weekday co-anchor, and I’m 

sure had no worries about where her 
next meal or sports car was coming 
from. But she decided she was good 
enough to covet a spot at the top, and 
she went at it the old-fashioned way, 
without agent. 
“There are good agents and bad 

agents, so if you've got a good one, 
they're worth it,” she says. “If you get a 
bad one you’re just wasting your money. 
Better to do it on your own.” 

A few years earlier, without journalism 
training, she managed to talk herself 
into an internship at WTVD, Durham 
(now an ABC O and O) and she says, 
"There was this crusty old acting news 
director (Bill Boyle, now retired) who 
said ‘let's put the girl on the air.’ ” And 
they did. Diana moved up from there to 
WSOC-TV in Charlotte and then across 



RTNDA COMMUNICATOR/JUNE 1988 21 

Diana Williams 

the street to WBTV because of a chance 
to anchor. 

When she felt she was ready for that 
last big move she picked out stations in 
New York, Chicago, Washington and 
Boston and assembled her tape. “There 
were a lot of nights I stayed until 2 or 3 
in the morning because I’m a slow ed¬ 
itor,” she says. 
“I led with a whole show cut down 

because news directors want to see an 
entire show. They don’t want to see a lot 
of fancy stuff like a montage getting into 
it. 

“Then I put on 2 or 3 stories, then 
some live, that was it. I made it short, 
too. About 8 minutes.” 
Jeff Rosser, then news director at 

WNEV, liked it, flew her up and hired 
Diana as his noon and 5 p.m. anchor. 
Eight years from Durham to Boston. 
Diana not only didn’t use an agent, 

she didn’t have a journalism degree and 
feels that liberal arts is better for the 
long haul. 
Another Carolinian, Monica Malpass, 

went to the prestigious University of 
North Carolina at Chapel Hill, but grad¬ 
uated from its radio-TV department with¬ 
out a tape. 

“I applied to about 50 stations in the 
southeast. Nobody would give me the 
time of day.” She’d had some newspa¬ 
per, radio and behind-the-scenes TV ex¬ 
perience but no tape to show a televi¬ 
sion news director. 

But she says she got lucky at WXII, 
Winston Salem. The late Dave Emery, 
who was news director, “was willing to 
send me out on a story on a slow news 
day on a snowy day in February.” On the 
basis of that he gave her a job as a 
part-time weekend reporter. 
“When he realized I could put two 

words together, he hired me full-time 
about two weeks later, and a year later I 
was anchoring.” 

Monica Malpass 

She had been in Winston-Salem for 
just over two years when she began 
sending out tapes to stations in top 30 
markets. “I guess I’m an impatient kind 
of person,” she says, “and it didn’t seem 
all that fast to me to go from the 50th 
market to the 4th.” Winston-Salem was 
her first job and after just three years 
there she made it to WPVI, the ABC O 
and O in Philadelphia, as reporter and 
morning anchor. Without an agent. 

In fact, she says WPVI won’t even deal 
with agents. “Why should I give away 10 
percent of my salary when he can’t help 
me and I have to do my own negotiat¬ 
ing?” 
Monica says she sent out about 50 

tapes—tapes she bought new to avoid 
the crinkles often found in those free 
old ones. (“But if you’re gonna use old 
tapes," a young reporter told me, "start 
with color bars to get past the crinkles.” 
So that’s why all those audition tapes 
have color bars!) 

Monica always sent her tape with her 
letter in the belief that news directors 
may not even read letters, “But they’ll 
pop in the tape and within 10 seconds 
know if they have any interest.” Then, 
she says, they go back and read the 
letter and resume. And don’t expect to 
get your tapes back, she says. She got 
back only 10 of the 50 she sent. 

WPVI was one of the stations she sent 
her tape to but she never got confirma¬ 
tion that they received it. “I figured they 
just hated my work, and I was too em¬ 
barrassed to ask,” she says. 
Meanwhile, Frank Magid, the Iowa 

consultant, had sent her tape separately 
to WPVI, a client, and one day she got a 
call from news director Ned Warwick 
who flew her up and hired her. Monica 
had been wise enough to send her tapes 
regularly to all the consultants and head¬ 
hunters. 

Heidi Mitchell 

One of the most unusual moves I’ve seen was Stephanie Frederick’s. She 
was a wire service reporter for UPI in 

Dallas and went from there to KRON-TV, 
San Francisco. Even though she says 
she learned a lot about writing at UPI 
she doesn't recommend trying to parlay 
a print job into a TV reporter’s job in the 
5th market. 

Before that happy move, Stephanie 
made a lot of mistakes and learned a lot 
aboutherself and the businessof finding 
jobs. She started at age 15 at KALB 
Radio in Alexandria, Louisiana, and 
worked full-time in radio all through 
school at the University of Oklahoma 
"While the other kids were out partying 
and having a good time,” she says. 

She admits her high opinion of herself 
led to trouble in Oklahoma City when she 
took a job as a reporter at KTVY. In fact, 
she got fired. “A personality dispute, I 
guess you could call it,” she confessed. “I 
learned something from that. You’ve got 

PHENOMENAL 
FOOTAGE. 

It’s just a phone call away. 
Footage from silent films, 
feature films, newsreels, doc¬ 
umentaries, industrial films and 
more. Fully cleared for use in 
your productions. 
Our computerized system 

assures fast access. Call or 
write for a free brochure and 
sample reel. 

Archive Film 
Productions, Inc-

Stock Footage Library 
212/620-3955 

Dept. RTNQA, 530 West 25th Street New York. NY 10001 USA 
Fax 212/645-2137 Telex: 822023 
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John Holt 

to make an effort to get along with every¬ 
body in the newsroom.” 

“The people you work with,” she says, 

"are the people who can help you get 
jobs.” They’re also the ones who can 
shoot you down when a news director 
calls and asks one of them for a recom¬ 
mendation. “It may be the producer you 
fought with every day.” 

Her next mistake, Stephanie says, was 
being too proud to take a job in a 
smaller market. “I could have had a job 
in Harrisburg about a month after I left 
Oklahoma City,” she says, “but I said no 
way.’ I thought I was too big for Harris¬ 
burg." 

The months went by and still no job, 
so she went to work for UPI. “It’s O.K. to 
be out of the business for three to six 
months and then come back in but not 
for a year and a half.” 

But get back she finally did with an 
assist from a friend and an agent. Don 
Browne, NBC'sastute Miami bureau chief, 
had showed me Stephanie’s work a few 
years ago as he had that of Deborah 
Norville, now NBC’s Sunrise anchor. At 
the time I was a talent scout with NBC. He 
also spoke to Herb Dudnick, now news 
director at KRON-TV, and formerly a top 
news manager at NBC and, of course, 
well known to Don. If you ever doubted it, 
the business of news broadcasting oper¬ 
ates on what has come to be known as 
“networking,” and this is a classic exam¬ 
ple of how it works. 
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On the strength of Browne's recom¬ 
mendation, Stephanie made the trip to 
San Francisco to meet Dudnick. “I didn’t 
go begging," she says, “I told him what¬ 
ever you need from me I can do. If you 
need an aggressive reporter, here I am.” 

During her long job search she had 
also enlisted the help of Atlanta agent 
Frank Beltran—“A great guy. He sent 
out a ton of letters and tapes for me.” 

Six months after her visit, KRON came 
through with an offer and Stephanie 
grabbed it. 

What about radio as a means to get 
into TV? Stephanie Frederick got her start 
in radio, and so did Mary Tordoff, now 
managing editor at WOKR, Rochester, 
New York. Her first job was at WAAX, Eau 
Claire, Wisconsin, which at that time was 
affiliated with WEAU-TV. “Working in 
radio,” she says, “does a lot for you as far 
as meeting deadlines, writing a story 
crisply, telling a story as accurately and in 
as short a time as possible.” 

It also helped that she could walk 
across the room to work in television, 
and that her news director, Gil Buettner, 
was willing to give her a try at TV pro¬ 
ducing. And that an anchorthere named 
Mike Rindo would later become news 
director at the chain's Rochester sta¬ 
tion, as would Buettner. And that they 
would remember old friends and trusted 
associates and bring them along. There’s 
that networking again. 
John Holt, now a reporter at KSNW, 

Wichita, also got started in radio while 
at college at the University of Kansas. 
“But the smartest thing I ever did,” he 
says, “was get an internship at WIBW-
TV, Topeka, which worked into a full-
time job." 

The key to choosing internships, John 
says, is to pick a small station that has a 
track record of hiring interns and will let 
you get some real experience. “I was 
writing, anchoring, reading on the air 
while still just an intern.” 

When last we heard from Heidi Mitchell 
she was working in the desert which she 
hates and filling the jobs of reporter, an¬ 
chor and assignment editor in a three-
person department. And she’d been there 
two years. Enough! She made a lot of 
phone calls, sent out a lot of tapes, made 
several trips with her own money and just 
before Christmas got a job at KRDO-TV, 
Colorado Springs, where she’s now an¬ 
chor and reporter for Good Morning Col¬ 
orado. I hope she likes the mountains. 

Bill Slatter is a talent coach and 
news consultant. His address is P.O. 
Box 7076, Evanston, IL 60201, (312) 
328-3660. 
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Goodj ournalism compels us to report: 
Vfe have just won six of 14 Pulitzer Prizes 

awarded to the newspaper industry. 

Public Service: 
The Charlotte (N.C. ) Observer. For revealing 
misuse of funds by the PTL television ministry. 

National Reporting: 
Tim Weiner, The Philadelphia Inquirer. 
For series on secret Pentagon budget. 

Feature Writing: 
Jacqui Banaszynski, St. Paul Pioneer Press 
Dispatch. For series on the life and death 

of an AIDS victim. 

Pulitzer Prizes recognize the best in the business. 
At Knight-Ridder we are proud and honored to have 

so many winners in our family. 

Knight-Ridder is a worldwide communications and media company with eight televi 



Goodj ournalism compels us to report: 
We have just won sixof 14 Pulitzer Prizes 

awarded to the newspaper industry. 

Commentary: 
Dave Barry, The Miami Herald. For using humor 

as “fresh insight into serious concerns.” 

Editorial Cartooning: 
Doug Marlette, The Charlotte Observer. 

This award shared with the Atlanta Constitution. 

Feature Photography: 
Michel duCille,The Miami Herald. 
For photographs depicting decay 

of a housing project. 

In the past four years alone, our people have won 
22 Pulitzers. With journalists that good and innovative, 
the least we can do is report on them once in a while. 

sion stations, cable systems, business information services and 30 daily newspapers. 
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Jfir* Practices 

Questions for Anchors 
by Emerson Stone 
WW^^hrow out the anchor!” goes 
■ B the sailor's cry. You can hear it 
B in many an inland town when a 
B newscast lags. 

When NBC’s Tom Brokaw was an 
anchor caught in a chain of weeks with 
down ratings, neither he nor anyone 
else knew why, only that competition 
means that somebody has to be up, and 
somebody down. They frequently pass 
each other, sinking and rising. 
Upside and downside have varied 

causes. When down, NBC, like others in 
the same boat, rounds up the usual 
suspects—something inherent in the 
product, presentation, or newspeople; 
the vagaries of the new people-meters; 
softness in ratings support from NBC 
affiliated stations; competition from 
some high-rated sporting event; lack of 
a female co-anchor; and so on. 
The female co-anchor some have sug¬ 

gested to NBC News is that solid pro¬ 
fessional, Connie Chung. One NBC af¬ 
filiate manager may have given his view 
of her top qualification for the position 
when he was quoted as saying that she 
has “huge male appeal.” 

Clearly Brokaw himself is in no dan¬ 
ger of being thrown overboard, any more 
than Dan Rather, who was in the same 
rough waters a few months earlier. His 
situation was of course different: the 
woman then murmured about as co¬ 
anchor had a different name, Diane 
Sawyer. 

These situations tend to have a kind 
of tidal repetition. Sawyer, Chung, and 
others can manage quite well, thank 
you, even alone at the helm, but they 
become netted in maneuvers having 
nothing to do with their abilities. 
Any anchor that is down, network or 

local, has a difficult row to hoe (to shift 
from marine to dry-land metaphor) in 
the areas of image, diplomacy, sexism, 
and similar considerations that involve 
ethical choices. To a co-anchor sugges¬ 
tion, the anchor must make noises about 
its being a palatable idea but that such 
decisions are made elsewhere (even 
though there may be an ironclad “no 
co-anchor” clause in his contract). 

The suggested co-anchor, on the other 
hand, must kick a few clods, aw-shucks 
a bit, and profess to be totally euphoric 
in the present job. 
Even apart from such waltzing and 

other responses in time of crisis, an 
anchor, like Gilbert and Sullivan’s po¬ 

licemen, does not always find life “an 
appy one.” Throughout anchor life (and 
John Chancellor and Walter Cronkite 
show that there is life after anchoring), 
ethical considerations constantly sur¬ 
face, and anchors must ask themselves 
questions like these: 
• Do I accept this óutside speaking 

engagement? Do they want me for in¬ 
formation, or just as a decoration for 
their enterprise? Worse, especially if I 
am paid for the appearance, are they 
trying to influence my news judgment? 
• Should I accept money for such 

appearances? If so, where should the 
lines be drawn? 

• Even if no pay is involved, can I 
speak out publicly on behalf of a moth¬ 
erhood’ issue, say, raising money for the 
arts, without the risk of being perceived 
as potentially not neutral on any public 
issue? 

• How far should I involve myself in 
presentations for company ad¬ 
vertisers?—Don’t go at all? Speak my 
piece about the broadcast and then 
vanish? Stay to circulate and press the 
flesh, perhaps even do a little sales 
pitch? How about agreeing to mention 
the product on the air? 

Those are a few of the ethical issues 
outside the newsroom. Inside, the an¬ 
chor finds another barrel of them: 

• Am I worth my pay, as a journalist? 
Do I suspect that I got this job largely 
because of cosmetics? Was it because, 
like the anchor in the movie “Broadcast 
News,” I know how to sit on my coat¬ 
tails; because, like him, I can run a story 
smoothly with a knowledgeable pro¬ 
ducerin my telex, even if not so smoothly 
on my own? Should I stay in this work? 
(Hint: the way other questions are an¬ 
swered may help answer this one.) 
• Does somebody, inside or outside 

my organization, want the broadcast 
always to sound upbeat, or to favor or 
assail certain things by policy, and do I 
acquiesce? 

• I’m black and have been weekend 
anchor forever. Whites come and go, 
weekdays. Is this anchor anchored for¬ 
ever to Saturday and Sunday? The mon¬ 
ey’s part of it. What should I say or do? 
• Am I worth what I am being paid? 

Do I speak and write the language easily 
and with confidence, serving my own 
style without confusions and banalities? 

Have I said “tantamount” or “fallen on 
deaf ears” recently on the air? (Two 
anchors did, a few weeks ago.) Do I talk 
jargon or bureaucratese to the audi¬ 
ence, load my script with trendy slang, 
opaque acronyms, inside references that 
no viewer can comprehend? 

Do I differentiate—or even know how 
to differentiate—between persuade and 
convince, which and that, stomping and 
stamping, chomping and champing. Re¬ 
viewing my tapes, do I find, like the old 
pitcher Dizzy Dean, that I’ve “slud into 
third base” with utterances like, “There’s 
a cole frun tudduh West,” and, “The 
stock market’s up twenny points.”? (A 
couple of anchors proffered those pro¬ 
nunciations recently.) Have I considered 
that the way I choose to communicate, 
or fail to, is a matter of ethics? Am I 
responsible enough to seek out those 
failings in my work, to correct them, to 
keep seeking and correcting, to ask for 
help doing it, if I need it? 

• Do I know today’s lead, and can I 
resist the pressures to choose one solely 
as an audience-getter? Equally, do I 
know what should not be today’s kicker 
and how it should not be written, when 
to join Sam Goldwyn in saying, “Include 
me out.”? A man-woman anchor team 
doing the 11 o’clock news in a major 
market a few weeks ago did a story that 
began with the man saying something 
close to this: “A travelling bra museum 
may open in a store near you. It may 
open in the front; it may open in the 
back (sly glance across at the co¬ 
anchor).” She leaped to read: “Oh, I get 
the points—and dissolved in what might 
have been laughter. A third reporter in 
the shot, a male, had the grace to sit 
there looking uncomfortable. 

• Even if I am master of thought, 
tongue, and judgment, am I self-assured 
in my larger knowledge when it comes 
to coverage and reporting? Can I pro¬ 
nounce the capital of Afghanistan— 
Kabul—with the same authority that I 
pronounce Cairo (Egypt and Illinois) or 
Willamette, or little known places and 
legislators in my own state? Along with 
everything else, in short, does my pay 
reflect my intellect and education? 

Similarly, in the evening broadcast, 
it’s important to be perceived as con¬ 
tributing, beyond just leaning earnestly 
(or smilingly) into the camera. Some 
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pieces look like full location coverage— 
‘interviews’ (by the unseen, unheard pro¬ 
ducer), B-reel (by producer and crew) 
over my narration, an on-scene close if I 
can fly in for an hour. The collegial 
argument again. Should I do this sort of 
thing? If I do, should I say something in 
script to indicate the situation? 
• Am I helping to alter our nightly 

broadcast from hard news to something 
else, without a change in billing? We do 
a couple of today’s stories at the top 
followed by a few soft mini-docs related 
only slightly (if at all) to the news of the 
day on topics thought to be ratings 
builders, and top it off with a light kicker? 
The consultants think that this is the 
way to go. Should I take a stand? I 
mean, I’m taking the king's shilling to 
do this, but my face is out front. 

• A related matter. In a financial bind, 
the company sometimes wants to skimp 
on things affecting the heart of the broad¬ 
cast, like eliminating a key sub-bureau 
or postponing purchase of state-of-the-
art technology. What is it my responsi¬ 
bility to do? 
• Extending that issue, some big 

guns in the business like Fred Friendly 
have said that highly-paid (and highly-
visibly-paid) anchors ought to take vol¬ 
untary pay cuts, at times when some of 
their less-known and less-paid col¬ 
leagues are being fired. In a money 
crisis (if I know one) should I offer to 
take a cut? Am I paid too much to have 
to make that sort of decision—or per¬ 
haps too little? 

Whatever the pay, a thousand ethi¬ 
cal and other questions—some tougher 
than these, some easier—have to be 
faced and decided by those fortunate 
(?) few in anchor positions. For half a 
decade, CBS News paid this non¬ 
anchor to think about, and try to help 
resolve, ethical issues involving an¬ 
chors and others. 

As to the specifics raised in this col¬ 
umn, the last one, the question of vol¬ 
untary pay cuts, seems to call for a clear 
‘no.’ If a salary is high for the times, 
anchor and the employer can deal with 
it at next contract renewal. No individ¬ 
ual is paid so much that fractional re¬ 
duction of his or her income alone will 
save the franchise. Fellow workers know 
this, and that voluntary pay cuts by one 
can set precedents disliked by all. 

History and examples given indicate 
answers to some of the earlier questions. 
To others, I suggest a cluster of responses 
such as “no,” “maybe,” and “yes, with 
limitations.” Most answer themselves. 
Some Gordian knots can never be 

cut, but certain procedures help: Some¬ 
times a quiet look at common sense 
produces the answer. If not, it can help 
to talk out problems with experienced 

professional journalists whose news 
standards you respect. A suggestion 
made here previously is to ask the ques¬ 
tion: “Which course is in the greater 
public interest?” Then: “What is in my 
own best interest?” 

Competition means 
that somebody has 
to he up. and 
somebody down. 

Anchoring is like broadcast news it¬ 
self, still new, still a developing art/ 
science/skill, tailored to compete, tai¬ 
lored to suit special needs of many 

kinds of broadcasts, tailored to the abil¬ 
ities ard nature of specific practitio¬ 
ners, tailored constantly from within and 
without Sartor resartus 

Evolution in an¬ 
choring needsto be 
grounded in basic 
standards, like all 
we do, building the 
future on the best 
of our fairly brief 
past. 

RTNDA columnist Emerson Stone 
welcomes your comments and sug¬ 
gestions on future topics. His ad¬ 
dress: Sterling Road, Greenwich, CT 
06831. 

Radio News Directors: 

Radio nets won’t tell you nuts 
about YOUR convention delegates. 

Networks won’t care much about your delegation at the political 
conventions this summer. But you will. And so will we. 

That’s why we’re offering localized radio convention floor coverage: 
actualities and reports geared to your format with your outcue. 
On your people. 

Count on the nets for the latest on the leaders. 
Count on us for the latest on the locals. 

Early-Bird coverage 
discount! Sign up 

by July 1. 
the Berns Bureau 
WASHINGTON. D.C. (202)484-1840 

YOUR bureau at the Atlanta 
and New Orleans conventions. 



OLYMPIC 
VIEWER'S GUIDE '88 

The Olympic Viewer's Guide is a 
series of 60 informational spots using 
only world class athletes with slow-
motion, stop action and graphics to 
show the ins and outs of various 
Olympic events. 

These 25 second, visually dramatic 
features, come pre-produced or 
better yet, with full scripts for narra¬ 
tion by your local sportscaster. 

EVENT: Cycling/Team Pursuit 
MANEUVER: Changes 
DESCRIPTION: '...the cyclist in 
front cuts air resistance 
as his team regains strength 
in his draft. It's called drafting.” 

EVENT: Track & Field/ Shot Put 
MANEUVER: Enlarging the Ring 
DESCRIPTION: "...leaning across 
the back of the ring, in effect, 
enlarges the diameter, giving the 
athlete more room and time to 
develop necessary speed...” 

Your local sportscaster can 
become an expert on the 
Summer Olympics. 

With the Olympic Viewer's Guide 
he can explain the how’s, why’s, 
and secrets of medal winning 
performances. 

Your station can do more than 
report results. Get involved. Show 
your viewers the differences be¬ 
tween a Sukahara and a Stalder! 

612-474-1064 

NEWS SOURCE. INC. 
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News Operations at Public Radio 
Stations Surveyed, Part I 
by Vernon A. Stone 

Public radio stations are less likely than commercial stations to have 
local news operations. But when they 

do, the news staffs are typically larger 
and their salaries higher than at com¬ 
mercial stations. 

Full-time staffs are smaller on aver¬ 
age at public stations, but the number 
of people working part-time in news is 
larger, and the median total paid staff is 
larger than at commercial stations. In 
addition, the average public station has 
unpaid newspeople, often students. 

In small and medium markets, public 
radio stations pay higher news salaries 
than commercial stations. But in major 
markets, the pay is better on the com¬ 
mercial side. 
Two-thirds of the news directors in 

public radio have worked earlier in com¬ 
mercial radio. Professional and personal 
characteristics of public and commer¬ 
cial radio news directors are similar. 
Typical time on the present job is about 
two years in either case. 

Those findings are from the author’s 
first RTNDA survey of news operations 
at public radio stations. Their news di¬ 
rectors were asked for information which 
has been gathered from commercial sta¬ 
tions by RTNDA surveys in recent years. 
Part II will be published next month. 

Method 
Questionnaires were mailed in fall of 

1987 to the NDs at 638 non-commercial 
radio stations, comprised of the popula¬ 
tion of Corporation of Public Broadcast¬ 
ing stations plus other non-satellite, largely 
separately programmed AM stations of at 
least 250 watts and FM stations of at 
least 1,000 watts as listed in the 1987 

TABLE 1: Weekday News Programming by Public Radio 
Stations 

Median Daily Stations Broadcasting: 

Min- Maga- Other 
Hours utes Local Head- News- zine News 

N on Air News News lines casts Pgms Pgms 

All Stations 257 19.9 240 49 52.5%. 86.8% 49.4% 28.0% 

University 166 20.0 270 60 51 2% 89.8% 46.4% 29.5% 

Other 91 19.6 181 87 54.9% 81.3% 54.9% 25.3% 

Major Market 57 23.7 240 50 59 6% 78.9% 63.2% 35.1% 

Large Market 70 23.6 285 60 52.9% 84.3% 41.4% 30.0% 

Medium Market 78 19.4 269 61 48 7% 91.0% 50.0% 26.9% 
Small Market 52 18.3 134 65 50.0% 92.3% 44.2% 19.2% 

News Staff 0-1 90 19.8 90 40 45.6% 80.0% 36.7% 21.1% 

News Staff 2-3 84 20.1 300 60 48.8% 85.7% 60.7% 31.0% 

News Staff 4 + 83 19.8 300 75 63.9% 95.2% 51.8% 32.5% 

Broadcasting/Cablecasting Yearbook. The 
wattage minimums were adopted to limit 
stations to those that broadcast to the 
general public and to exclude most dor¬ 
mitory and high school stations, thus mak¬ 
ing this survey comparable to RTNDA 
surveys of commercial radio stations. Also 
omitted were 101 eligible stations that 
apparently were skipoed at random by 
the service providing mailing labels. The 
Postal Service was unable to deliver to 33 
of the 638. A second mailing went to 
non-respondents. 
Returns came from 311 of the 605 

stations with working addresses, a 51 
percent response rate compared to 43 
percent in a similarly conducted RTNDA 
survey of commercial radio stations sev¬ 
eral weeks earlier. 

Market categories: major, more than 
1 million population; large, 250,000-
1,000,000; medium, 50,000-250,000; 

and smal, markets, less than 50,000 
population. 

News staff categories are for total 
full-time and part-time paid employees. 

Stations and News 
Operations 

By license type, 183 of the respon¬ 
dents were at university (including com¬ 
munity college) stations, 77 at commu¬ 
nity, 37 at local government and 14 at 
state government-owned stations. 

FM dominates in public radio. Ninety-
one percent of the responding opera¬ 
tions were FM, 5 percent AM/FM com¬ 
binations and only 4 percent AM-only 
By contrast, commercial news opera¬ 
tions in last year’s sample were 49 per¬ 
cent AM/FM, 29 percent AM-only and 22 
percent FM-only. 

Nearly one of every five public sta¬ 
tions does nothing in news. Eighteen 

TABLE 2: Paid News Staff Size, Annual Hiring and Turnover Rate 

Including Mean 
_ u. p=>rt fimo Hired Turn-Full-time Part-time 

0 1 2-3 4+ Median Mean Median Mean Year rate 

All Stations 42.4% 26.8 25.7 5.1 .8 1.1 2.4 2.8 1.0 35.7% 
University 41.0% 28.9 24.7 5.4 .8 1.1 2.6 3.2 1.3 40.6% 
Other 45.1% 23.1 27.5 4.4 .7 1.1 2.3 2.6 .5 19.2% 
Major Market 33.3% 35.1 21.0 10.6 1.0 1.4 2.7 3.5 1.5 42.9% 
Large Market 38.6% 21.4 34.3 5.7 1.0 1.2 2.9 3.5 .9 25.7% 
Medium Market 39.7% 30.8 26.9 2.6 .8 1.1 2.6 3.0 1.0 33.3% 
Small Market 61.5% 19.2 17.3 1.9 .3 .7 1.2 1.7 .9 52.9% 
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TABLE 3: Race and Sex 
of Staffs and NDs 

All News 
Staff Directors 

Male 60.7% 74.4% 
Female 39.3 25.6 

White 87.8% 88.2% 
Minority 12.2 11.8 

White Men 55.7% 66.8% 
White Women 32.1 21.4 

Black Men 2.5 3.8 
Black Women 5.0 1.7 

Hispanic Men 1.4 2.5 
Hispanic Women 1.1 .8 

Indian Men .3 .4 
Indian Women .6 1.3 

Asian Men .6 .8 
Asian Women .6 .4 

99.9% 99.9% 

percent (54) of the respondents marked 
"no” to an introductory question: "Does 
your station do any locally originated 
news programming?” Stations saying 
no were still requested to return the 
uncompleted questionnaire. Commer¬ 
cial stations surveyed last year got a 
similar request, and only 4 percent said 
they had no news operation. 
These percentages may underesti¬ 

mate the number of stations not doing 
news, since they might tend to discard 
the questionnaire as irrelevant. To max¬ 
imize responses from such stations, the 
cover letter prominently noted that one 
topic of interest was how many stations 
had no news operations. 

Most university or college-owned sta¬ 
tions (92 percent) were originating news 
programming. Most of the public sta-
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fions without news were community, 
local orstategovernment-licensed. News 
was being done by 72 percent of the 
non-university stations. 

Results reported here are for only the 
257 operations that said they were orig¬ 
inating news programming locally. 
Several of the news operations were 

new or revived. 
"After a five-year sabbatical from lo¬ 

cal news,” a large-market university lic¬ 
ensee had committed itself "to devote a 
substantial portion of its budget to lo¬ 
cally produced news.” 

“Getting the operation started again,” 
a small-market respondent cited as 
1987’s top achievement. “Last year it 
was virtually non-existent.” 

Programming 
The typical public radio station is on 

the air 20 hours a day. As Table 1 shows, 
medians range from nearly 24 hours a 
day for stations in major and large mar¬ 
kets to 18 hours for those in small mar¬ 
kets. 

Four hours a day is devoted to news 
at the average station. The median for 
university stations was four and a half 
hours compared to three hours for oth¬ 
ers. The average small-market station 
used about two and a quarter hours for 
news each weekday. Stations with paid 
news staffs of no more than one person 
averaged an hour and a half. 

University stations typically were lo¬ 
cally originating an hour of news each 
weekday, and other public stations were 
doing an hour and a quarter. The larger 
the staff, the more minutes of news 
came from the local studio. But strangely, 
market size showed a small inverse re¬ 
lationship. Here, as elsewhere, staff size 
appears a more meaningful indicator of 
differences than does market size. 

Newscasts are included in the locally 
produced news programming at most 
stations. Half do headlines. About half 
produce magazine programs. 
Other programming uses various for¬ 

mats. For example, a major market sta¬ 
tion offers “Mic-Line,” a noontime, Mon¬ 
day through Saturday, hour focusing on 
local news and public affairs in depth, a 
program that “has reported on every¬ 
thing from adult illiteracy to children’s 
television.” 

Most public radio stations are served 
by a network. National Public Radio was 
heard on about half of the stations sur¬ 
veyed, 35 percent as their only major 
network and 18 percent as companion 
network for American Public Radio. Two 
percent had only APR. Other network 
services were named by 24 percent and 
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‘Many do more than one job. 

TABLE 4: Members of Paid Work Force, 
Jobs They Do and Past Year’s Hires 

White Minority All Staff 

Work Force Men Women Men Women Men Women Total 

Mean per Newsroom 1.6 .9 .1 .2 1.7 1.1 2.8 
Work Force Share 55.7% 32.1 5.0 7.2 60.7% 39.3 100.0% 

Jobs Done 

Supervising 35.9% 28.9% 42.9% 30.0% 36.5% 29.1% 33.6% 
Reporting 72.4 74.4 57.1 75.0 71.2 74.5 72.5 
Anchoring 77.6 60.0 50.1 80.0 75.3 63.6 70.7 

*185.9% 163.3% 150.1% 185.0% 183.0% 167.2% 176.8% 

New Hires 

Mean .6 .4 — .1 .6 .5 1.1 
Share of Hires 52.3% 37.4 3.7 6.5 56.1% 43.9 100.0% 

TABLE 5: Median Weekly Salaries at Public Radio Stations 

Typical Top Paid Typical Top Paid News 
Reporter Reporter Anchor Anchor Director 

All Stations $310 $350 $327 $380 $385 

University $316 $375 $326 $380 $385 
Other $304 $320 $336 $340 $370 

Major Markets $327 $379 $379 $390 $420 
Large Markets $327 $361 $314 $378 $381 
Medium Markets $300 $372 $317 $350 $365 
Small Markets *— — — — $385 

News Staff 0-1 _ $336 
News Staff 2-3 $324 $364 $328 $348 $368 
News Staff 4+ $317 $375 $326 $385 $420 

‘Salaries omitted because fewer than 10 reported. 

no network by 21 percent of the respon¬ 
dents. 

Staffs and Turnover 
The typical news staff at a public 

radio station consists of one person 
who works full-time in news (normally 
the news director), two paid employees 
who work part-time in news and two 
unpaid students or volunteers. This com¬ 
pares roughly to one full-timer, one part-
timer and no unpaid workers at the 
average commercial radio station. 

Public stations are less likely than 
commercial stations to have even one 
person working in news 40 hours a 
week or more. Though the median 
rounds to one person in each instance, 
Table 2 shows that it was only .8 for 
public stations last year. That compares 
to 1.2 for commercial stations. Whereas 
42 percent of the public radio news 

operations had no one working full-time 
in news, that was so for only 22 percent 
of the commercial stations. In small mar¬ 
kets, 62 percent of the public and 33 
percent of the commercial radio news 
operations lacked even one full-time 
newsperson. 
The total number of paid newsroom 

employees is greater at the typical pub¬ 
lic station than at its commercial coun¬ 
terpart. That’s because it has two staff 
members working part-time in news as 
against one in the typical commercial 
operation. The median total paid staff is 
2.4 for public and 2.0 for commercial 
radio news. 

In addition, unpaid workers handle 
news in 63 percent of the public opera¬ 
tions. These are students working for 
experience and often course credit or 
unpaid volunteers for community ser¬ 
vice. Though not backed by survey data, 
the author’s impression is that unpaid 

workers are not found in the majority of 
commercial radio newsrooms. 

About a fourth of the public opera¬ 
tions reported one to five unpaid work¬ 
ers and another fourth had six to 20. 
Eleven percent said 21 to 100 or more 
people worked without pay, most often 
students at university stations. 

“My staff iscommunication students,” 
noted the news director of a college 
station. “They come with no experi¬ 
ence. When they leave, they have a 
marketable skill.” 
Turnover of paid staff is somewhat 

greater in public than commercial ra¬ 
dio. Newspeople hired in the 12 months 
preceding the survey were 36 percent of 
the total staff in public radio and 31 
pecent in commercial radio. Differences 
were miner except in small markets, 
where the year’s turnover was 53 per¬ 
cent in public and 30 percent in com¬ 
mercial radio. 

A fifth of all newly hired staff were just 
out of college. 

News director turnover was the same 
at public as at commercial stations. The 
typical news director had been on the 
job two years. 

Staff increases were reported at a 
number of stations. 

“We have grown from a student oper¬ 
ation with two professionals to a staff of 
five full-time professionals and several 
part-timers,” wrote a major-market re¬ 
spondent. “We have recently won sev¬ 
eral awards and are providing many 
reports to our network in Washington.” 

Women and Minorities 
Women constituted 39 percent of the 

paid work force in news at public and 33 
percent at commercial radio stations 
surveyed last year. Blacks and other 
minorities made up 12 percent of the 
public and 10 percent of the commer¬ 
cial radio news work force. 

The 1987 national labor force was 45 
percent female and 21 percent minority, 
according to the Bureau of Labor Sta¬ 
tistics. 
Table 3 shows that white men, who 

once were the overwhelming majority in 
broadcast news, were down to 56 per¬ 
cent last year in public radio. Their share 
has been reduced mainly by white 
women, who were 32 percent of all 
public radio news staff in 1987. Minority 
women were 7 percent and minority 
men 5 percent. RTNDA surveys of com¬ 
mercial broadcasting have shown de¬ 
creases in the number of minority men 
in recent years. 
One reason suggested for the minor¬ 

ity decline in commercial radio and tele¬ 
vision is that olacks and other minori¬ 
ties have not moved up into newsroom 
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management in numbers commensu¬ 
rate with their share of the work force. 
Such is not the case in public radio, 
where 12 percent of the news directors 
last year were minorities. 
A minority newsman or newswoman 

was as likely as his or her white coun¬ 
terpart to be working in a supervisory 
position in public radio, as Table 4 de¬ 
tails. In commercial radio last year, that 
was the case for minority women but 
not for minority men, 28 percent of 
whom were supervisors compared to 40 
percent of the white men. 
Table 4 also shows that minority 

women, but not minority men, were as 
likely as their non-minority counterparts 
to be reporting or anchoring. 

Overall, women were a little less likely 
than men to hold news supervisory po¬ 
sitions or to do newscasting/anchoring 
The same was found in commercial ra¬ 
dio. 
The person in charge of the news 

operation was a woman at 26 percent of 
the public and 24 percent of the com¬ 
mercial radio stations surveyed in 1987. 
White women's share of the news 

work force can be expected to increase 
gradually. Table 4 shows that new hires 
were 37 percent white women, whose 
work force share was 32 percent. No 
change is indicated for minority women. 

Minority men, 5 percent of the work 
force, were hired at a 4 percent rate, 
consistent with the erosion of their num¬ 
bers in commercial broadcasting. 

Salaries 
All stations considered, salaries were 

about 20-25 percent higher in public 
than in commercial radio news. For ex¬ 
ample, the median $310 weekly ($16,100 
annually) shown by Table 5 for rank and 
file anchors in public radio is 20 percent 
more than the $262 ($13,600 a year) 
being paid in commercial radio. The 
typical news director earned $20,000 in 
public radio, 19 percent more than the 
$16,800 median at commercial stations. 

But public radio's salary advantage is 
limited largely to small and medium 
markets. In large markets (250,000-
1,000,000 population) public and com¬ 
mercial stations pay newspeople about 
the same. In major markets, commercial 
radio pays better. For example, typical 
anchors in major markets last year were 
making $23,300 at commercial and 
$19,700 at public stations. Radio news 
directors in major markets showed me¬ 
dians of $29,100 at commercial and 
$21,800 at public stations. 

News directors who were one-person 
staffs were making more in public radio— 

$17,500 vs. $14,300. Those in opera¬ 
tions of four or more newspeople aver¬ 
aged $21,800 at public stations and 
heads of news staffs of three or more 
averaged $25,000 at commercial radio 
stations. 

Salary data were provided by 56 per¬ 
cent (145) of the news directors, about 
the same as in RTNDA's surveys of com¬ 
mercial radio. A few public radio news 
directors and their staffs were all un¬ 
paid. Such newsrooms were usually 
student-run. 

While data on employee benefits were 
not collected, reasonably good packages 
would be expected at those many public 
stations licensed to universities, colleges 
or governmental agencies. As reported in 
the May Communicator, many commer¬ 
cial radio stations contribute little or noth¬ 
ing to health insurance, life insurance, 
retirement plans, etc. 

Dr. Stone, a journalism professor at 
the University of Missouri, is RTNDA 
director of research services. Jack 
Esco, Lynda Kraxberger, Donna St. 
Sauver and Chen Wenbing assisted 
in this research. Part II of their re¬ 
search will be published in the July 
Communicator magazine. 
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computer is also designed to help you 
solve your biggest challenge. Managing 
the place. 

TWENTIER SYSTEMS, INC. 
2200 Powell Street, Suite 625 
Emeryville, CA 94608 
(415) 654-1168 



RTNDA COMMUNICATOR/JUNE 1988 33 

The Haiti Road to International Investigative Journalism 
by Lynne Schafer Gross 

In January 1987 a group of journalists gathered in London to issue a state¬ 
ment called the Declaration of London 

which condemned censorship of all news 
media worldwide. During that same 
month, I was in Malaysia teaching inves¬ 
tigative reporting to Malaysians who were 
already producers, reporters, and news 
readers within Radio-TV Malaysia (RTM), 
a government-run broadcasting system. 
Doing this, I became very aware of how 
difficult it will be to combat censorship, 
particularly that of a subtle nature. 

My students were eager to learn. And 
the government ostensibly wanted to 
improve their skills in investigative re¬ 
porting. It was not long until I became 
aware that the concept of investigative 
journalism, as Westerners know it, was 
not really understood by Malaysians. 

It should be noted that the Malaysian 
government is a parliamentary system 
somewhat akin to the British system, and 
RTM is modeled after the BBC. However, 
the government has a much stronger hand 
in the policies of RTM than the British 
government does with the BBC. 

The current prime minister, Datak Seri 
Dr. Mahathir Mohamad (Dr. M) had, as of 
1987, been elected three times. Each time 
an election occurred, RTM programmed 
“documentaries” about the accomplish¬ 
ments he had made in the country. Malay¬ 
sia has nothing akin to the equal oppor¬ 
tunity provision of Section 315 of the 
Communications Act, so the opposition 
is likely to receive no coverage at all. 

On a day-to-day basis, the prime min¬ 
ister receives a great deal of positive 
coverage. He usual ly appears about twice 
per newscast making statements about 
the direction of the govern ment. He faces 
no probing questions from reporters. 

It was against this background that I 
began teaching the documentary jour¬ 
nalism class. The government officials I 
dealt with, some of whom were at cab¬ 
inet level, seemed sincere about want¬ 
ing me to teach the RTM employees to 
investigate, although I got the impres¬ 
sion it was more to investigate people 
who might be opposed to or not carry¬ 
ing out government policy rather than 
the politicians in power. 
When the students found out what 

investigative journalism really was, they 
were less sure they wanted to incorpo¬ 
rate it into their professions. Most had 

been appointed to their jobs after they 
graduated from the equivalent of our 
high schools. Their promotions were 
dependent upon their being in good 
standing with the government. 

The major assignment I gave during 
the class was for each student to pro¬ 
duce a five-minute mini-documentary 
about Malaysia that involved a contro¬ 
versy. The first step was to get the stu¬ 
dents to come up with ideas that were 
actually controversial. 
One student wanted to do a docu¬ 

mentary about whether or not the capi¬ 
tal should be kept clean. We finally mas¬ 
saged that subject enough so that he 
did a documentary about whether the 
government was spending too much 
money keeping Kuala Lumpur clean. 

Another student wanted to do a piece 
on something that had happened to her 
in her job. Some apartment dwellers 
had staged a minor protest because 
they had not received electricity when 
they were promised. Her crew went to 
cover the protest and found three peo¬ 
ple protesting in one area and several 
hundred protesting in anotherarea. They 
were only allowed to videotape the three 
protesters. She wanted to investigate 
why they couldn’t tape all the protest¬ 
ers. During a lunch break, she told her 
boss of the idea and he strongly sug¬ 
gested she change her subject—even 
though it was only for a class assign¬ 
ment. He suggested she do a story about 
an RTM news bureau, which, as best I 
could tell, had no controversy. So I ve¬ 
toed that idea. Eventually she did a 
piece on whether or not RTM should 
broadcast in the morning as well as the 
afternoon and evening. 

Eventually each student came up with 
what I approved as a controversial sub¬ 
ject. The next difficult step was gathering 
material forthe documentaries. Many peo¬ 
ple refused to be interviewed, even though 
they were told this was a class project. 
When we went to the Ministry of Trade to 
interview someone about whether or not 
consumers were actually getting good 
deals on sales, the person being inter¬ 
viewed needed assurances that what he 
said would not be on RTM. And his boss 
needed the same assurances. 
This reluctance also surfaced with 

RTM itself. One of the top government 
officials in the Ministry of Information 

called the TV producers “stupid” be¬ 
cause they didn’t allow musicians to 
move very far while performing. The 
producers (including some of my stu¬ 
dents) were upset and called for a meet¬ 
ing with the official which he agreed to 
have. One of my students, who was not 
involved, aecided to cover this issue for 
his mini-documentary. He called the of¬ 
ficial, who very willingly agreed to allow 
our came-as to tape the meeting But 
when we began setting up to tape, sev¬ 
eral producers told us to leave. My stu¬ 
dent started packing quickly because 
some of the producers were, or might 
become, his boss. I tried to explain to 
the proaucers that this was just a train¬ 
ing exercise and was met with icy stares. 
Not wanting to create an international 
incident, I, too, started packing. The 
next day I talked to my students about 
the incident, and they said the produc¬ 
ers just didn’t want any record of the 
meeting because some day one of them 
might be up for a promotion and the 
person deciding the promotion might 
requisition the tape and hold something 
that was said against one of them. 

Once the students had constructed a 
controversial topic and gathered infor¬ 
mation, they still had trouble keeping a 
controversy. Their tendency was to have 
the government come in as the good 
fairy and see that everyone lived happily 
ever after. For example, the producer 
doing the mini-doc on sales wrote a 
closing standupper that said, “As long 
as the government is overseeing the 
sales, the public will benefit.” 

By the time the course was over, we 
did have 12 mini-docs that were at least 
leaning toward controversial. Most stu¬ 
dents had to reshoot and re-edit their 
standuppers so that they wouldn’t lose 
the feel of investigative journalism. The 
last student to shoot, however, actually 
went a bit too far. He spoke about the 
government’s “misguided policy” re¬ 
garding building many five-star hotels 
in Malacca. I had to tame him down. 

The students all got a feel for investi¬ 
gative reporting, and through viewing 
American documentaries, gained an un¬ 
derstanding of it. But I doubt that they 
will be able to use what they learned in 
their every day jobs. 

Dr. Lynne Gross is a professor at 
California State University, Fullerton. 
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The Curve 
by Dick Larsen 

How do you know when a whole lot of coverage is too little? Or when a little 
bit is too much? NDs face that di¬ 

lemma just about every day in their news 
coverage planning. And trying to solve the 
riddle is probably the toughest job we 
face, especially in today’s tight budget 
environment where there usually isn't 
enough people to go around in the first 
place. 

Moreover, the resources we commit to 
any given story tend to manipulate how 
much time the story will get; a Murphy’s 
Law sort of thing in which the air time 
used expands to fit the amount of work 
put into the story. 

Often we end up with a commitment in 
time and resources for a story that simply 
doesn’t warrant it. That's especially true if 
we think the competition is hitting the 
story hard. Maybe it’s the shark pack in¬ 
stinct. But for some reason, TV news has 
the innate ability to make huge mountains 
out of mole hills. No wonder the public 
often accuses us of making too big a deal 
out of something. 

On the other hand, it’s a news manag¬ 
er's nightmare that a story of major public 
interest will be missed or grossly under¬ 
covered. Nothing can be more devastating 
in a business of public image than to have 
your viewers begin to think that others can 
do the job better. It’s not surprising people 
with good news judgment pull big bucks 
and are in high demand. 

But what about the rest of us? What we 
need is some sort of magic calculator into 
which we can plug all the facts and let it 
tell us just how extensive our coverage 
should be. 

There isn’t a calculator. But there is a 
way, using numbers and a simple geomet¬ 
rical model, that can help news managers 
deal with those kinds of decisions. It’s 
based on the concept that the human 
mind works better when abstract princi¬ 
ples can be converted into images the 
mind can grasp and manipulate. 

I call it "The Interest Curve” and it works 
as a rule of thumb against which news 
efforts can be measured. First, a basic 
assumption of sorts to set the stage: The 
amount of coverage is directly propor¬ 
tional to the degree of public interest and 
demand for information. We can even make 
a formula to show the relationship: NC = I 
X D. News coverage equals (l)nterest times 
(D)emand for information. Check Figure 1. 
I’ve assigned an arbitrary set of values to 
the news coverage formula and then plot¬ 
ted it out on a curve. The scale runs from 
0—meaning no interest or demand—to 

100—representing maximum interest and 
demand. 

The public l&D went from 0 to 100 the 
moment the crash happened and stayed 

Every news story generally follows the there for almost a week. The crash was 
same progression. Interest and demand 
start, build to their maximum point and 
then decline. So the left side of the curve 
represents increasing l&D while the right 
side is decreasing. 

Ideally, news efforts should be concen-

virtually our only story for the first three days 
after the disaster. We even expanded our 
late newscast the first day by an extra half¬ 
hour. In this close-knit state, people simply 
devoured every single detail we could pro¬ 
vide about the crash and its victims and 

trated on the left-hand side of the curve, 
reaching maximum coverage of the story 
when it peaks. Then you start cutting back 
when the l&D start down the right-hand 
side of the curve. 

How long it takes a story to complete the 
curve depends on the circumstances and 
kind of story. A homicide story often goes 
from 0 (initial report) to 100 (murderer caught) 
to 0 (story over) in a single day. A story on 
government corruption may run weeks or 
even months before it peaks. 

Several factors dictate how and where a 

asked for more. Interest stayed at 100 on the 
curve until funeral services had been held 
for those killed. Then the story started down 
the right-hand side of the curve and we 
scaled back accordingly. 

The interest curve concept is not the 
panacea of editorial judgment. It can’t re¬ 
place that gut-level instinct you find in the 
top, experienced news managers. What it 
can do is provide a kind of mental yardstick 
against which you can measure news re¬ 
source commitment decisions. It provides a 
workable, standard frame of reference when 

story falls on the curve. Generally they are 
the emotional appeal, the extent of univer¬ 
sal human principles (such as conflict, 
tragedy, courage, etc.) and its degree of 
effect on the viewer. 

The curve can also take on a different 
shape depending on the story. Look at 
Figure 2. That depicts a story with a long, 
slow-but-steady l&D development which 
peaks then drops off rapidly. The Congres¬ 
sional hearings into the Iran-Contra affair 
fit this interest curve pattern almost per¬ 
fectly. On the other hand, Figure 3 is an¬ 
other interest curve pattern with quick l&D 
development followed by a slowly-
declining, long-lasting degree of l&D. This 
would be typical of a quickly-breaking 
story requiring extensive follow-up cover¬ 
age. The Gary Hart withdrawal-reentry sto¬ 
ries both fit this type of interest curve. 

The key is to base your degree of cov¬ 
erage on where the story falls on the 
interest curve. When both interest and 
demand are at their maximum peak, you 
conceivably could devote your whole staff 
and an entire newscast to the topic. 

We did just that at KBCI when an airliner 
bound for Idaho crashed on take-off in Den¬ 
ver killing 28 people, 14 from the Boise area. 

story ideas are evaluated. Each idea can be 
challenged as to its (l)nterest and likely 
(D)emand for information by the public. 

I’ve also found the interest curve con¬ 
cept a useful tool of communication in 
day-to-day activities. It can help reporters 
and editors evaluate and decide just what 
elements should be included or thrown 
out of stories. Again, the key is a common 
standard of measurement that everybody 
involved can use. 
The interest curve is now a standard 

tool used in our daily and long-range news 
operations. It helps us stay on the front 
edge of news stories and to avoid the 
overkill that drains both resources and 
viewer patience. 

Alas. One small user’s warning. The 
interest curve can be a double-edge sword 
at times. Now, I’ve also got to measure my 
story ideas against that curve. And there’s 
no defense when the staff look you in the 
eye and say: “A great idea, boss. But it's 
on the wrong side of the curve." 

Especially when you know they’re right!! 

Dick Larsen is the news director at 
KBCI-TV in Boise, Idaho. 



“Children of Children” 
If you think leen sexuality has no consequences, 
consider this: there is a baby born to a teen mother 
60 times every hour-every day of the year! 
But how many teen pregnancies end in abortion? 
How many teen lives are crippled with the burdens of 
parenthood? How do these teens care for their babies? 

Collin Siedor talks on-camera to these child/parents, 
their parents, teachers, friends. We see and hear 

real stories. Stories that could happen in our own 
families (if they haven't already). 
As we said, the topic is powerful Although "Children 
of Children" was just released, stations are airing it 
across the country. And they tell us the program lit up 
their switch boards while boosting 
station prestige and ratings. For 
details and a demo tape, simply call 
us at (612) 474-1064. 

NEWS SOURCE. INC. 
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Reporting for Radio 

Travelling Light 
by Chuck Crouse 

Okay, war story time. It was occasion¬ ally claimed, back in 1957, when I 
started out as an engineer, that you 

could always spot an engineer, because 
his arms were so long. They had been 
stretched, so the story went, by carrying 
heavy bags of remote gear. A simple 
backstage interview required a 26-pound 
Ampex reel-to-reel recorder, plus a 
satchel containing mikes, mike cables, 
power cables, headphones, tool kit and 
so forth. 

Then came transistors, and cassettes, 
and integrated circuits. The Millenium. 
You could cover a hostile demonstra¬ 
tion with a mini-cassette recorder hung 
under your jacket, and the mike cord 
threaded up your sleeve. Do a half-hour 
public affairs interview program walk¬ 
ing along the street, down a stairway 
and onto a subway train. (I found, how¬ 
ever, that I couldn't describe a flight in a 
jet trainer—I’d forgotten about the oxy¬ 
gen mask.) 
But do we make the most of that 

miniaturization? There are two ways to 

Here’s what 
they say about 
Sherlee Barish: 

“When I get a tape 
from Sherlee I know 

it’s worth looking at." 

“She’s probably 
discovered more 
anchors and reporters 
than any agent 
I know.” 

“It’s worth my while 
to take a phone call 

from Sherlee Barish." 

Sherlee Barish & Associates 
Broadcast Personnel, Inc. 

400 Broad Street 
Milford, PA 18337 
717/296-5044 

Representing talent, management and 
producers In television news. 

do it: reduce the amount of stuff we 
carry, or get more stuff into less space. 

Let's look at the first: That backstage 
interview today wouldn’t require an en¬ 
gineer. The reporter would carry a re¬ 
corder weighing about a pound, plus an 
eight-ounce mike with a six-foot cord. If 
the reporter wanted to hear what was 
going onto the tape, a plastic earphone 
would add about an ounce. Add a note¬ 
book, and the same reporter is ready to 
go to a fire or city council meeting. And 
he or she would get away with it, at least 
80 percent of the time. 

Let’s look at how 
much you can 
include and still 
keep bulk to a 
minimum. 

If you’re trying to keep to a minimum 
the things you carry around, examine 
carefully what your real needs are. It 
depends in large part on what you cover, 
and how often you are out covering 
stories. If you go out a couple of times a 
week, for one specific story at a time, 
you probably don’t need spare batteries 
or spare cassettes. If you go to meet¬ 
ings, you may need a mike extension 
cord and mike stand. Lightweight fold¬ 
ing stands are available, so there’s no 
need to carry a screw-together stand 
with cast-iron base. If you’re a one-
person news department, there’s little 
need for alligator clips, Voice-Act, or 
other devices for feeding the station, 
since there's no one to take in your 
feeds. If you never do live reports, you 
can probably skip the pocket radio for 
air cues. If you’re in a single-station 
market, you probably don’t need an 
attentuating patch cord, which in larger 
markets allows a reporter from sta-
tion“A” to get a feed from the earphone 
jack of the recorder set up by the re¬ 
porter from station “B.” 

Now let's look at how much you can 
include, and still keep bulk to a minimum. 
Suppose you cover a fair amount of spot 
news—police and fire stuff. Suppose you 
regularly spend an extended time away 
from the station. You can't settle for being 
prepared for only 80 percent of what crops 
up. Throw in the spare batteries, extra 
cassette and patch cord. Take a radio for 

live cues, but make it the lightest one on 
the market. If you work for an AM station, 
why bother with an AM/FM radio? (Ditto if 
you work for an exclusively FM station.) 
Be wary of loading up with adaptors, 
Y-plugs and other gadgets. If you put it in 
your bag and don’t use it for six months, 
take it out. You probably don't really need 
it. Above all, think carefully about how 
much recorder you need. After a year or 
so of fighting with a bulky (and balky) 
Marantz, I parked it permanently on my 
desk in the State House press room, to be 
used for feeding tape down the line. For 
recording, I now carry a small Panasonic 
and a palm-sized Radio Shack Minisette-
15 which together weigh less than half 
what the Marantz weighs. They use two 
AA-size batteries each, so there’s a sav¬ 
ings in the weight of spare batteries. 

I use some of the space made avail¬ 
able by carrying not one but three mike 
cords: two, each about six feet long, 
and one that's just under two feet, for 
casual interviews. Why three? Because 
the things pick the worst times to de¬ 
velop shorts or broken connections, and 
I don’t want to be compelled to get out 
the soldering iron right then, just to stay 
in business. I also have a solidly-made 
extension mike cord about 16 feet long, 
for taping hearings and meetings. 
There’s a Swiss Army knife, but almost 
any folding knife would do. Down in the 
bottom of the bag is a nylon-and-velcro 
key case. It has keys to the news car and 
lock on the station's phone at Federal 
Court. But tucked into a small compart¬ 
ment are some spare change and fold¬ 
ing money, plus a tiny screwdriver for 
the screws that hold my glasses to¬ 
gether. Last, but indispensible, is a small 
roll of gray duct tape. The whole kit 
weighs less than half of what that long-
ago Ampex weighed. 

How will you use these suggestions? If 
you're an individual with your own bag, 
you’ll trim and tailor your gear to your 
specific needs. If you head a small news 
department, you may have a community 
news kit that anyone takes when they go 
out on a story. It, too, needs to be tailored, 
but to a broader set of needs. 

Chuck Crouse is a reporter at WEEI-
AM, in Boston. Correspondence 
should be addressed: 31 Englewood 
Avenue #6, Brookline, MA 02146. 



Entries are now being 
accepted for the 
47th Alfred I. DuPont-
Columbia University Awards 

News and public affairs programs 
that originally aired between 
July 1, 1987-June 30, 1988, are eligible 

Categories for submission include: 
Television: 
Network 
Major Market, ADI 1-10 
Medium Market, ADI 11-50 
Small Market, ADI 51 and smaller 
Cable 
Radio 
Independent Productions 

The deadline for entries is July 15, 1988. 

For rules and entry form, contact: 
DuPont-Columbia Awards 
701 Journalism 
Columbia University 
New York, New York 10027 
(212) 280-5047 
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WordWatching with Mervin Block 
Meanwhile. Starting this ramble with 

meanwhile is odd, but no more so than 
many meanwhiles we hear in newscasts. 
What makes them odd? In most cases, 

meanwhile (and meantime) can be de¬ 
leted without any loss, which would mean 
a gain. In the other cases, where a transi¬ 
tion between stories is desirable, another 
kind of tie-in is better. Sometimes, all 
that’s needed is and, but or another. Or a 
transition based on a key word or idea in 
the stories you’re trying to meld. 

For example, after a story about fight¬ 
ing in Ruritania, several transitions could 
lead the listener along: “Fighting also 
broke out in Fredonia,” or "In nearby 
Fredonia, rebels surrounded the palace,” 
or “But the fighting in Fredonia ended." 
Although smooth flow is the way to go, 
not all stories can be sewn together so 
that a newscast seems like a seamless 
narrative. 

But meanwhile lets listeners see the 
stitches. And by directing attention to 
itself, meanwhile gives away our m.o. 
Another reason the careful writer avoids 
meanwhile: other careful writers have 
told him to. Also, the careful writer avoids 
meanwhile because it evokes facetious 
undertones, as in the pornographer’s 
“Meanwhile, back at the raunch.” 

On top of that, meanwhile is usually 
used incorrectly. Meanwhile means "in 
the intervening time” or “at the same 
time,” but many newswriters use it with¬ 
out regard to two stories’ concurrence. 
Here’s a broadcast example: 
“Meanwhile, tomorrow a Maricopa 

County judge will decide if the gover¬ 
nor’s special assistant... 
Meanwhile “tomorrow”? That's what 

the man said. At other times, in other 
places, other writers also manhandle 
meanwhile. A network example: 

“National leaders of the Assemblies of 
God gather in Springfield, Missouri, to¬ 
day to debate the future of TV evangelist 
Jimmy Swaggart Meanwhile, a New Or¬ 
leans TV station aired an interview last 
night with a woman who said she was the 
prostitute who... Meanwhile “last 
night”? (That woman might have used 
some mean wiles, but that’s another tale.) 

A local script used two trite transitions: 
“Your paycheck went farther [should 

be further; save farther for distance] last 
year than in any year since 1961. Infla¬ 
tion in 1986 rose only one-point-one 
percent, thanks largely to a 60 percent 
drop in oil prices. That drop kept infla¬ 

tion from hovering around the four per¬ 
cent level. 
“Meanwhile, the stock market re¬ 

corded its first decline of the New Year 
today. The Dow was down ten-and-a-
half in heavy trading. [Better: Today, for 
the first time this year, the stock market 
fell. The Dow slid ten and a half points. 
Trading was heavy.] 
“Speaking of falling numbers, 

_has our chilly forecast for 
the rest of the week... 

Speaking of tortured transitions, here’s 
a similar strained segue, from a network: 

“The Soviets, as with much of the 
West, continue to watch the blood¬ 
drenching war in the Persian Gulf be¬ 
tween Iran and Iraq. ... Even as we 
speak, Iran confirms that its troops are 
massing again... Even as we speak? 
Unspeakable! What makes that transi¬ 
tion so bad is its decrepitude and its 
inexactitude: when the anchor went on, 
at dinner-time, it was 3 a.m. in Iran, an 
unlikely time for any confirming. 
Another network correspondent told 

of President Reagan’s defense of a for¬ 
eign ally, then also reached into the 
boneyard for a transition: 

“On a domestic note, Mr. Reagan de¬ 
fended his embattled attorney general, 
Edwin Meese, and said many of his 
aides accused of ethics violations have 
been victims...No need for “a do¬ 
mestic note.” The correspondent could 
have merely said, “Mister Reagan also 
defended an old friend.” The second his 
in the excerpt refers to Meese, but the 
writer intended to refer to the President. 
Also: “embattled attorney general” is 
journalese, the lingo of too many print 
reporters. Likewise, “the besieged Bork” 
and “his much-troubled nomination.” 
That's not good writing, not good news¬ 
speaking, not good broadcast journal¬ 
ism. They need good riddance. 

In an effort to tie unrelated stories 
together, a network anchor said, “Wall 
Street and Big Oil are one thing, farm 
lands in the heartland another.” And 
writing a sensible transition is still an¬ 
other thing. Besides, aren’t Wall Street 
and Big Oil two things? If you enjoy 
seeing unlike elements linked, try this 
imaginary transition: “Combat in the 
Persian Gulf is one thing, an increase in 
U-S postage is another.” Reminds me of 
a confidence man whose breast pocket 
sprouted a handkerchief embroidered 
with "There’s no business like God's 

business,” tagged with “Daniel 3:13.” 
One day, I told him I had searched the 
Book of Daniel but couldn’t find the 
quotation. “I didn’t say that’s from the 
Bible,” he replied huffily. “I said, ‘There’s 
no business like God’s business.’ That’s 
all. Daniel 3:13’ is something else.” 

Many other broadcast transitions are 
also something else. 

Closer to home. This seems silly after 
we hear a story from the Persian Gulf 
only to learn that the next locale is 
nowhere near the listener. 

Elsewhere. Newscasts usually consist 
of stories from many places, so almost 
any story can be prefaced with elsewhere. 

Here locally. A rip-roaring redundancy. 
Besides, where’s here? In the studio? I 
heard here locally on an all-newser; the 
editor must have been an all-snoozer. 

Next. Should be nixed. A story that’s 
next doesn’t need that nexus. 

On a lighter note. Usually used after a 
grim story, making the transition non¬ 
sensical. On a much lighter note is as 
senseless as Much closer to home. 

On the sports front. Avoid fronts un¬ 
less you’re writing about a war front. Or 
a waterfront. 

In other news. Every story on a news¬ 
cast differs from all others. If the first 
five minutes has been devoted to one 
big story, shift to the next story this way: 
go first to a commercial. Or pause. Or 
change tone. Or change camera. Or 
anchor. Or writer. 

In related news. Seems about as rel¬ 
evant as saying, In unrelated news. If 
the next story /s related, there’s no need 
to use those words. Find a natural con¬ 
nection and slide into it with everyday 
words, naturally. 

The best rule, according to an able 
transition team, Arthur Wimer and Dale 
Brix, is to use word bridges when they 
seem helpful and logical and the words 
are not wasted. “Otherwise,” they say in 
their Workbook for Radio and TV News 
Editing and Writing: “don’t use [transi¬ 
tions] if they seem forced, illogical or 
awkward.” 
Meanwhile? Forget it. 

1988 Mervin Block 

Mervin Block holds newswriting work¬ 
shops in radio and TV newsrooms 
across the country. For information, 
write him at 140 West End Ave., New 
York, NY 10023. Phone: (212) 724-9864. 



TELESOURCE 

THE FIRST 
COMPUTERIZED ELECTION SYSTEMS, 

THE BEST FOR 1988 

The Telesource PC Election System is more than an electronic vote cruncher. It can: 

. Interface to most popular titlers -- not just plug in but communicate so you use full 
power for your election show. 

. Interface to most popular still stores. With Telesource, you can bring up election result 
text, titler backgrounds and still frames with a single keystroke. 

. Analyze and display election results with unprecedented depth, accuracy, and speed. 

. Simultaneously capture and analyze multiple wire sources. The source with greatest 
results can automatically be selected. You have ultimate display control. 

Telesource is the single-source system. It comes complete with software, a modem, printer, 
wire service port(s), titler interface(s), and still-store interface(s). It is delivered fully tested 
and ready to use. You get the most features for the least money with Telesource. 

TELESOURCE COMMUNICATION 
SERVICES , INC. 

P.O. BOX 7132 
PHOENIX, ARIZONA 85011 

(602)265-1232 - 24 HOURS A DAY!! 
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Law for Media 

The No-Money, No-Lault Libel Suit: 
CBS-Westmoreland Trial Judge Gives 
His Views 

Retired General William C. Westmoreland, center; Judge Pierre Levai, left; and CBS producer 
George Crile, right. 

by Pierre N. Levai 

In 1964 in New York Times Co. v. Sul¬ livan, the Supreme Court changed 
drastically the American law of libel. 

Previously, unless the press defendant 
proved the accuracy of her defamatory 
statement, plaintiff won his suit. The 
Sullivan doctrine requires a plaintiff who 
is a public figure to prove not only that 
the statement was false but also that the 
press defendant knew it was false, or 
proceeded with reckless disregard of 
probable falsity. This element, mislabeled 
“actual malice” (in fact it has little to do 
with malice), was predictably difficult to 
satisfy. In the next quarter century, few 
plaintiffs have succeeded. One study 
concludes that after appeals only ten 
percent of public-figure plaintiffs come 
out victorious. 
Although the Sullivan rule is generally 

assumed to be a boon to press defen¬ 
dants, it also imposes significant costs 
on them. While protecting them from 
damage awards, it exposes their integ¬ 
rity to attack, forces them to reveal their 
investigative and editorial processes 
(often to their embarrassment), and re¬ 
quires them to expend significant sums 
in defending the issue. The high capac¬ 
ity of the posi-Sullivan libel law to frus¬ 
trate the interests of both sides has 
been noted by several commentators. 

I suggest that recognition of a no¬ 
damages libel suit, free of Sullivan’s 
actual malice requirement, would im¬ 
prove the efficiency of the cause of 
action, and reduce its costs and bur¬ 
dens for both defendants and plaintiffs. 
Such an action exists within the current 
legal framework without the need for 
legislation. I argue, first, that given a 
correct understanding of the Sullivan 
holding, a plaintiff who sues only for a 
judgment declaring the falsity of the 
libel and foregoes any claim for a mon¬ 
etary award is exempt from the obliga¬ 
tion to prove that the defendant acted 
with malice. Second, I suggest that a 
no-money trial on the issue of truth or 
falsity may be advantageous in some 
cases to plaintiffs and defendants alike. 
The principal purpose of a libel suit is 

the restoration of a falsely damaged 
reputation; the plaintiff whose prime 
objective is to vindicate his reputation is 
more likely to succeed if relieved of the 
obligation to prove malice. The press 
defendant will be protected in such a 
trial from the risk of money liability as 
well as from the enormous pain, burden 
and cost that litigation of the Sullivan 
issue imposes on it. Finally, I suggest, 
regardless whether I have interpreted 
the Sullivan rule correctly, both plaintiff 
and defendant may find it advantageous 
in some cases to make an agreement 
that would relieve both sides of Sulli¬ 
van’s unwelcome burdens, while allo¬ 
cating other advantages as well. 

Money Damages 
The Sullivan ruling was designed to 

protect free debate from the stifling 
threat of outsized money awards. The 
action brought in the Alabama courts by 
a Montgomery City Commissioner 
against the New York Times menaced 
the future of the press. The Times had 
run a full -page advertisement sponsored 
by supporters of the Reverend Martin 
Luther King, Jr.'s movement of civil dis¬ 
obedience and protest. The ad, appear¬ 
ing over the names of 64 prominent 
citizens, decried a “wave of terror” un¬ 
leashed on nonviolent protesters by 
Montgomery police and urged readers 
to “join hands with our fellow Ameri¬ 
cans in the South by supporting ... the 

struggle fortheright-to-vote. The ad did 
not mention CommissionerSullivan. The 
Alabama court asserted jurisdiction over 
the New York Times on the basis of 390 
copies of the newspaper sold in Ala¬ 
bama and the presence of a Times 
“stringer” in the state. It found the ad 
libelous per se for tending “to bring the 
[Commissioner] into public contempt” 
and entered judgment on the jury’s dam¬ 
age award of $500,000. 

The precedent of the Alabama courts 
threatened the survival of a national 
press engaged in political reporting and 
commentary. The intense regional divi¬ 
siveness of the civil rights movement 
posed the threat in clearest terms. This 
example would likely be often repeated, 
wreaking segregationist vengeance on 
the Northern and national press. The 
widespread exclusion of blacks from 
Southern juries at the time made it likely 
that libel verdicts in the segregation belt 
would be rendered by jurors who were 
hostile to the intrusions of the desegre¬ 
gation movement and of the press. The 
press could not have absorbed damage 
awards of Sullivan magnitude. 
The Supreme Court could have va¬ 

cated the award of damages to this 
plaintiff on narrower, more traditional 
grounds, without having to create new 
constitutional doctrine. In fact, the Court 
expressly rulea as an alternative ground 
for reversal that the Times' ad did not 
refer sufficiently to the plaintiff to sup¬ 
port a libel judgment. That holding would 
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have saved the Times in this instance 
but would have done nothing about the 
fundamental problem of the press' vul¬ 
nerability to crippling awards. Hence 
the Sullivan malice rule. 
The purpose of the malice require¬ 

ment was not to protect falsity from 
exposure, but to protect the press from 
intimidation or annihilation by money 
judgments. Justice Brennan’s opinion 
makes clear that the Court’s sole con¬ 
cern was for the impact of money judg¬ 
ments on free speech. The opening sen¬ 
tence poses the question as “the extent 
to which the constitutional protections 
for speech and press limit a State’s 
power to award damages in a libel ac¬ 
tion brought by a public official.” The 
opinion concludes, “We hold today that 
the Constitution delimits a State’s power 
to award damages for libel...The 
ruling was not addressed to and has no 
logical bearing on whether a court might 
declare a defamatory statement false. 
Nothing in it suggests that a falsely 
maligned plaintiff would need to prove 
malice if he sought no money damages, 
but only a judgment declaring falsity. 

The Advantages 

Does a libel action that seeks no money damages exist? Would plaintiffs be in¬ 
terested in bringing a suit of such 

limited scope? I think the answer to both 
questions is yes. Such a form of action, 
furthermore, offers substantial advantages 
to defendants as well. 

Whether a plaintiff may bring a libel 
action for a declaration of falsity without 
money damages is a question of state law, 
not federal constitutional law. Permitting 
such an action advances the remedial ob¬ 
jectives of the libel law. A libel action 
differs significantly from other tort actions 
in which a court redresses the loss only by 
an award of money damages. Where a 
plaintiff complains of a broken leg or of 
having been cheated, a jury's finding that 
the injury was caused by the defendant s 
negligence or fraud does nothing to undo 
the injury or compensate the plaintiff for it. 
In a libel case, by contrast, where the loss 
is an injury to reputation caused by the 
defendant's false statement, the court re¬ 
pairs the damaged reputation to some 
degree by the mere act of finding that the 
defamatory statement was false. In fact, 
were it not for the lapse of time between 
the publication of the libel and the finding 
of falsity (during which time plaintiff’s rep¬ 
utation suffers) and the possible failure of 
the court’s finding to reach all the people 
whose opinion was influenced by the false 
libel, the finding of falsity would undo the 
harm and render an award of money dam¬ 
ages superfluous. One can well imagine a 

respectable legal system that would not 
award money damages for libel—unless, 
perhaps, a monetary loss was proven (such 
as a loss of employment)—but would re¬ 
strict the plaintiff's available relief for in¬ 
tangible harm to a declaration of falsity of 
the libel. 

The finding of falsity should be seen not 
merely as one of the elements that plaintiff 
must prove to make out his case but as 
part of the relief itself. We would be wrong 
to regard money as the sole—or even 
principal—objective of the libel action. At 
common law, because of the recognition 
that the correction of a false libel per¬ 
formed a valuable function, a plaintiff was 
permitted to sue for nominal damages. A 
plaintiff should be entitled to sue for the 
entry of a judgment embodying the verdict 
of falsity. 

Important advantages would flow to 
plaintiffs and defendants from judicial rec¬ 
ognition that a libel suit may be main¬ 
tained solely for a judgment declaring fal¬ 
sity and that the Sullivan fault rules have 
no application in such a trial. For the 
plaintiff concerned primarily with restor¬ 
ing a damaged reputation and willing to 
forego a claim for money, it permits a 
vastly cheaper lawsuit limited to the sub¬ 
ject of the plaintiff’s concern—the truth or 
falsity of the derogatory press account. It 
also offers him a far greater chance of 
successfully vindicating his reputation. If 
he proves the falsity of the libel to the 
jury's satisfaction, he wins; judgment is 
entered in his favor. In contrast, under 
Sullivan, even if he successfully proves 
falsity, he would in all likelihood emerge 
the loser because of his inability to prove 
“actual malice." Even plaintiffs who, given 
their druthers, would prefer to collect dam¬ 
ages might find advantage in such a cause 
of action because of their recognition that 
Sullivan dooms them to failure. 

There is reason to believe that a size¬ 
able percentage of libel plaintiffs would be 
interested in pursuing an action for a judg¬ 
ment of falsity without a claim for dam¬ 
ages if by doing so they could escape the 
requirements of Sullivan. In a survey con¬ 
ducted by the Iowa Libel Research Project, 
almost half of all libel plaintiffs cited either 
restoration of reputation or deterring fur¬ 
ther publications as the objective of their 
suit. Fewer than one in four plaintiffs—and 
even fewer of the public-figure plaintiffs— 
stated that they were suing to win dam¬ 
ages. Many public-figure plaintiffs declare 
publicly that they are not out for money. 
Some, such as General William West¬ 
moreland in his suit against CBS, an¬ 
nounced their intention to donate any win¬ 
nings to charity. 

Nor is such an action attractive only to 
wealthy plaintiffs. Tort suits are generally 
financed either by plaintiff directly or, as is 
more commonly the case, by his lawyer in 
expectation of recovering a contingent fee 
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award. I believe this is less often true of 
public figure libel suits. First, a public¬ 
figure plaintiff who is the subject of at¬ 
tacks in the press often has supporters— 
either of his person or of his cause—who 
could be tapped to help finance the law¬ 
suit. Westmoreland’s suit, for example, was 
reportedly financed by wealthy backers. 
Although I have had no idea how Sulli¬ 
van’s suit was financed, one can surmise 
that he would have had no difficulty rais¬ 
ing funds through public subscription in 
Montgomery. Second, and more impor¬ 
tant, the lawyers who handle libel cases 
for public-figure plaintiffs on a contin¬ 
gency basis often do not expect to recover 
fees. Such lawyers have read Sullivan and 
know how unlikely it is that plaintiffs will 
win damages. They take the cases for 
other reasons—primarily either publicity 
for the lawyer or loyalty to the plaintiff. 

In fact, a no-money, no-fault libel ac¬ tion may be financially more advanta¬ 
geous for the plaintiff than the familiar 

model. Elimination of the Sullivan issue 
would make the proceeding enormously 
cheaper for the plaintiff, relieving him of 
the need to pursue evidence of actual 
malice by deposing all the defendant’s 
personnel who worked on the defama¬ 
tory piece. If by winning a verdict of 
falsity, plaintiff emerges as the winner, 
rather than the loser, of the lawsuit, he 

may be entitled to recover costs from 
the defendant, as opposed to being lia¬ 
ble for the defendant’s costs. 
The press too has much to gain from 

an action that permits the libel plaintiff 
to forego damages and avoid the Sulli¬ 
van burdens. Sullivan was designed to 
save the press from the threat of crush¬ 
ing damage awards. Although the med¬ 
icine has saved the patient, it has had 
serious side effects. 

First, Sullivan diverts the focus of the 
trial to plaintiff’s attack on the integrity 
of the press' defendants. To be the sub¬ 
ject of such an attack is at very least 
unpleasant. I have been told by press 
sources that several reporters, commen¬ 
tators, and editors who were the subject 
of such attacks in recent trials have 
been emotionally marked, sometimes to 
the point of illness, by the experience. 

Second, under Sullivan, a plaintiff will 
intrude significantly into the privacy of 
the press’ investigative, writing, and ed¬ 
iting processes. As the Supreme Court 
recognized in Herbert v. Lando, if a 
plaintiff must prove that the press de¬ 
fendant was aware of the falsity of its 
report, he must be allowed access to 
the evidence that would show aware¬ 
ness. Thus, plaintiffs have the right to 
detailed discovery of how the author 
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conducted her investigations, what ba¬ 
sis she had for her defamatory asser¬ 
tions, how faithfully she reported her 
interviews, how the editoral staff altered 
her copy, whether an editor added un¬ 
substantiated defamations or deleted 
qualifications to add sensationalism, and 
what in-house discussions occurred dur¬ 
ing the process that might have re¬ 
vealed awareness of falsity. 
The Sullivan standards also expose 

the press to a high likelihood of public 
criticism, even when it is not merited. 
Any ambitious piece of journalism will 
likely contain some factual errors. Even 
if they are slight and insignificant, these 
will become a source of embarrassment 
at trial. It is also a rare piece of accusa¬ 
tory, investigative journalism that can¬ 
not, after the fact, be made to look 
slipshod or biased. The investigative re¬ 
porter, searching for confirmation of 
her accusatory sources, will understand¬ 
ably have less interest in speaking to the 
cadre of loyalists who assure her of the 
probity of her subject. In an accusatory 
exposé, she may give little or no atten¬ 
tion to denials. Also, pressures of time, 
money, and competition for priority place 
limits on how far an investigation will be 
taken before it is considered sufficiently 
confirmed to justify publication. Whether 
the exposé was fair depends on the 
quality of judgment and evaluation em¬ 
ployed by the investigative and editorial 
staffs. But even where fairness and good 
judgment prevailed, the reporter, editor, 
and publisher will be vulnerable to the 
charge that they sought and credited 
only incriminating sources, that their 
interpretation of ambiguous facts was 
biased, that they failed to interview or 
cite witnesses who would have con¬ 
firmed the plaintiff’s honesty, or that 
they rushed to publication before com¬ 
pleting the investigation. 

Finally, litigation of the Sullivan issues 
imposes great expense on the press at 
both the pretrial and trial stages. Dis¬ 
covery of the reporting and editing pro¬ 
cesses is likely to involve extensive doc¬ 
ument review and production as well as 
numerous and lengthy depositions. In 
Herbert v. Lando, the deposition of a TV 
news producer consumed 26 sessions 
and lasted over a year. In Westmoreland, 
the Sullivan discovery included detailed 
depositions of 15 reporters, research¬ 
ers, editors, and production personnel 
who participated in making the CBS 
documentary, as well as several of the 
program’s sources to inquire whether 
they had been influenced in their an¬ 
swers. The cost of this discovery to both 
sides must have been great. 
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The trial proper is also made more 
costly by the Sullivan requirement. Trial 
of the truth or falsity of the libel may be 
short and simple or long and complex 
depending on the complexity of the facts 
at issue. Buttrial of the Sullivan issues— 
the states of mind of the investigator, 
reporter, editor, commentator, producer, 
and publisher—is likely in most cases to 
be complex, time-consuming and ex¬ 
pensive. 
A no-money trial may also give the 

defendant a large hidden cost saving in 
the staffing of the litigation. One who 
faces a $100 million claim brought by a 
popular figure may feel obliged to hire a 
famous (and expensive) lawyer backed 
by a large (and expensive) crew. If no 
money is at stake, the defendant may 
see fit to staff the litigation more eco¬ 
nomically, notwithstanding the impor¬ 
tance to the press of defending its rep¬ 
utation for accuracy. The savings could 
be large. 

Indeed, some defendants might elect 
not to defend the suit at all, avoiding 
completely the expenses of litigation by 
allowing plaintiff a judgment of falsity 
by default. Some could not afford litiga¬ 
tion. Some might follow a “sticks and 
stones” policy, concluding that a judg¬ 
ment without money damages is not 
worth defending; presumably these 
would be primarily the scandalmonger 
press, other organs that have no inter¬ 
est in cultivating a reputation for accu¬ 
racy, and organs professing a pro¬ 
nounced political bias, which could 
count on the loyalty of their readers and 
the preservation of their reputation not¬ 
withstanding the court judgment. Oth¬ 
ers might default because they recog¬ 
nize that they cannot demonstrate the 
truth of their statement, regardless 
whether they believe it to be true. The 
press might have relied on confidential 
sources who would not repeat the ac¬ 
cusations in public testimony; alterna¬ 
tively, the evidence supporting the truth 
of the defamatory statement might be 
excludable under the hearsay rule. Fi¬ 
nally, some defendants might default in 
a losing case to reduce attention to the 
plaintiff’s suit. The value of plaintiff's 
victory might be somewhat diminished 
if, as a result of the default, it received 
less attention in the press. 

Responsible leading press institutions, 
on the other hand, are unlikely to de¬ 
fault. Defaulting would seriously dam¬ 
age their reputations and would pro¬ 
voke outrage from their journalists 
whose work was attacked. The journal¬ 
ists would regard a default as a sacrifice 
of their reputations to spare the pub¬ 
lisher litigation expenses. 

Some press partisans are instinctively 
suspicious of a proposal that a plaintiff 
might eliminate the Sullivan issues by 
foregoing damages. In discussions with 
journalists, editors, and press lawyers, I 
have heard frequent concern that this 
proposal would encourage plaintiffs to 
bring frivolous lawsuits, burdening the 
press with the distractions and expense 
of additional litigation. They argue that 
Sullivan should be construed to protect 
the press not only from damages but 
from litigation altogether, including the 
expense and worry of it. This position 
comes close to the New York Times' first 
line of defense in the Supreme Court in 
Sullivan—that the press should be alto¬ 
gether immune from libel actions 
brought by public officials. The Supreme 
Court rejected this argument, presum¬ 
ably because of its perception that false 
libels are harmful. There is social value 
in holding the press to account for the 
accuracy of defamatory statements, so 
long as it is protected from intimidating 
damage awards. 
The fear of new waves of frivolous 

lawsuits seems exaggerated. Before Sul¬ 
livan, plaintiffs could bring libel suits 
free of the Sullivan obstacle without 
even giving up hope for money dam¬ 
ages. Even after Sullivan, plaintiffs who 
do not realistically expect damages can 
bring suit in the hope of winning a 
favorable verdict on the falsity of the 
defamatory statement. If the pre-
Sullivan conditions did not produce 
floods of frivolous libel suits, there is no 
reason to suppose there would be floods 
of litigation under this proposal, which 
is less advantageous to plaintiffs. It is 
expensive to bring a lawsuit and even 
more expensive to carry on with it. It is 
unlikely that there are large numbers of 
potential plaintiffs, who would press friv¬ 
olous quibbling litigation without the 
possibility of winning a money award or 
even recovering legal fees. 

Press wariness may also result from 
divisions within the press establishment. 
Journalists may fear that their publish¬ 
ers will lose the incentive to back up the 
staff in litigation if no money is at stake. 
Also, the disagreeable side effects of 
Sullivan may be less apparent to press 
personnel before the fact than they will 
become after plaintiff develops his at¬ 
tack on their integrity. 

The governing question is, of course, 
not whether the litigation is uncomfort¬ 
able or expensive for the press. It is 
whether Sullivan was intended, orshould 
be construed, to protect the press not 
only from damages but also from a suit 
seeking only a finding of falsity. A dec¬ 
laration of falsity redresses injury with-
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out the chilling effect of damage awards. 
To focus on the possibility that trucu¬ 
lent, unreasonable plaintiffs might bring 
frivolous suits, causing expense and dis¬ 
traction to the press, is to overlook the 
plight of the reasonable plaintiff who 
has been harmed by a false defamatory 
report and asks no money but only a 
correction—which the press is gener¬ 
ally unwilling to give. His injury is seri¬ 
ous; his objective—to seek a judgment 
declaring falsity—is reasonable and rel¬ 
atively cheap. It altogether justifies re¬ 
quiring the press to incur litigation costs 
if it wishes to defend. 

Negotiated Agreements 
Even if I am wrong in my belief that a 

plaintiff has the right under existing law 
to eliminate the Sullivan issues by forego¬ 
ing his claim for money damages, it re¬ 
mains possible for plaintiff and defendant 
jointly to achieve the same result by agree¬ 
ment. Plaintiff's willingness to give up his 
claim for damages is valuable to the de¬ 
fendant; defendant's willingness to give 
up her Sullivan protection is valuable to 
the plaintiff. Because the Sullivan ele¬ 
ment was established solely for the de¬ 
fendant’s protection, the defendant may 
agree to dispense with it. 

The differing interests, objectives, and 
fears of plaintiff and defendant may offer 
grounds for additional agreements to gov¬ 
ern the conduct of a no-damages libel 
trial. The press defendant often has a 
great interest in being freed from the 
restrictions of the hearsay rule because, 
in many instances, the information on 
which reporters have relied is hearsay. I 
do not say this as a criticism. The press, 
which has neither subpoena power nor 
the power to place its sources under oath, 
could not function effectively without re¬ 
lying on hearsay. Whether a reporter’s 
reliance on hearsay is justified depends 
on whether her sources were trustworthy 
and well-informed. Nonetheless, a defen¬ 
dant whose accusatory report was based 
on highly reliable (and accurate) hearsay 
information may be unable to submit a 
shred which permit replies by those criti¬ 
cized. Indeed, CBS offered General West¬ 
moreland his own rebuttal program as 
part of a settlement proposal. 
Whether the press would steadfastly 

resist ceding space to a plaintiff’s con¬ 
trol may depend on what is at stake in 
the particular case and on who makes 
the decision. This is an issue on which 
editors and owners may disagree. If the 
owner can save substantial litigation 
expenses and avoid the risk of millions 

in liability merely by promising the plain¬ 
tiff 12 column inches on the commen¬ 
tary page, she may override the objec¬ 
tions of her editor-in-chief. 

Another alternative is an agreement to 
publish the findings of the court, if they 
are in plaintiff's favor. This approach 
sounds simpler than it is. If there is no 
jury, findings will be written by the court; 
but the opinion is likely to be 10 to 50 
pages long—far too long to publish in a 
newspaper or to read on TV. Once again, 
plaintiff and defendant might each be 
unwilling to trust the other as to how the 
opinion would be summarized or quoted. 
If the case is tried by jury, there will be no 
court opinion. The jury’s verdict is in sche¬ 
matic form and does not lend itself to 
intelligible publication without explana¬ 
tion. 

Perhaps a middle-ground solution to 
both sides' objections would beforplain-
tiff and defendant to agree on a neutral 
reporter, unaffiliated with either party, 
who would be commissioned to write 
an unbiased, fair and accurate account 
of the court's finding, to be published 
by the defendant with the agreed level 
of prominence. 

In some cases, the parties might agree 
to trial by arbitration. Arbitration gener¬ 
ally offers a speedier, simpler, and 
cheaper trial. Also, it offers the parties 
greater latitude to tailor the proceeding 
to their needs. For example, an arbitra¬ 
tion agreement could require that the 
arbitrator prepare a 300-word statement 
of findings for publication of evidence 
to support the truth of her accusation if 
she is bound by the hearsay rule. 

There is no compelling logic to our 
Anglo-American evidence rule, which 
absolutely excludes hearsay (except as 
to a few formulaic exceptions). It is 
justified primarily by our lack of confi¬ 
dence in jurors’ ability to distinguish 
reliable from unreliable hearsay, by the 
difficulty of defining the differences be¬ 
tween reliable secondhand information 
and rank gossip, and by reluctance to 
send an accused to jail on secondhand 
evidence. Those propositions do not 
necessarily justify absolute exclusion of 
hearsay from all trials. It may well be 
reasonable to admit hearsay evidence 
offered by the press defendant in sup¬ 
port of the truth of its defamatory pub¬ 
lication. In any event, the defendant may 
have a great incentive to bargain for the 
right to do so. 
An issue of concern to the plaintiff 

may be his inability to publicize his 
victory should he win the suit. Unless 
the suit is widely reported, plaintiff might 
win a verdict as to the falsity of the libel 
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but have no way of telling the world 
about his vindication. In this respect, 
the defendant possesses an advantage 
that the plaintiff lacks—access to press 
space. A willingness on the part of the 
defendant to guarantee in some man¬ 
ner that a verdict in plaintiff’s favor will 
receive coverage of a specified promi¬ 
nence may be another valuable bargain¬ 
ing chip. 

How to structure such a guarantee is 
a sensitive issue. If the agreement leaves 
it to defendant to report plaintiff’s ver¬ 
dict, plaintiff may worry that he will be 
disadvantaged by the defendant’s tone 
and choice of detail. Alternatively, the 
plaintiff might request that, if he wins, 
the defendant turn over a specified 
amount of space to him. My discussions 
with reporters and editors suggest that 
the press is highly resistant to such an 
agreement. It is often stated as an im¬ 
mutable rule that the press will not re¬ 
linquish control of its column space or 
air time, especially to a plaintiff in a libel 
suit. In actual disputes, however, the 
press might prove more flexible. News¬ 
papers reserve space for syndicated col¬ 
umnists over whom they have little or 
no control; prime space and time are 
dedicated to carry important speeches, 
sight unseen; space is sold to advertis¬ 
ers for the sale not only of soap but also 
of political candidates and ideas (as 
Sullivan itself attests); many press enti¬ 
ties have letter columns or other for¬ 
mats by the defendant. The parties could 
not impose such a duty on a court. The 
principal disadvantages of arbitration to 
plaintiff or defendant may be that it 
does not provide for compulsory dis¬ 
covery and that arbitrations are gener¬ 
ally less publicized than court trials. A 
plaintiff who wishes to attract publicity 
to his suit would therefore be unlikely to 
agree to arbitration. The matter could 
not be heard in arbitration unless both 
sides agreed. 

Thus, the parties might reach a nego¬ 
tiated agreement to try a libel case, 
either in court or at arbitration, under 
the following principles, or any accept¬ 
able variation: 

1. Plaintiff can win no money damages. 
He sues only for a verdict of falsity. 
2. Plaintiff need not prove fault on de¬ 
fendant's part, only falsity. 

3. Accordingly there will be neither dis¬ 
covery nor proof on the Sullivan issues 
of the defendant’s good or bad faith. 

Additional concessions might include: 

4. Hearsay evidence will be admitted on 
the truth or falsity of the libel. (The 

judge may caution the jury on the pos¬ 
sible dangers of reliance on hearsay, 
which is not subjected to cross-
examination). 

5. Defendant guarantees that a finding 
in plaintiff’s favor will be publicized in 
some manner. The agreement will spec¬ 
ify the space (or time) and prominence 
of the publication. 

I emphatically do not suggest that 
such a procedure be imposed by either 
legislation or court rule. A statute or rule 
would be too rigid and arbitrary to ac¬ 
commodate the needs of the parties in 
each particular dispute. In my view, the 
procedure is not of value unless based 
on a perception of mutual advantage 
resulting in a negotiated agreement. 

Despite all its potential difficulties, 
such an agreement presents numerous 
advantages for both plaintiff and defen¬ 
dant. For plaintiff: freedom from the 
insurmountable obstacle of Sullivan; a 
betterchance of winning ¡abetter chance 
of publicizing his vindication; and a 
cheaper, simpler proceeding. For defen¬ 
dant: freedom from unacceptable finan¬ 
cial risks; immunity from the frustrating 
or bitter side effects of Sullivan; an 
improved opportunity to prove the truth 
of its published accusations through 
reliable hearsay; and, just as for the 
plaintiff, a cheaper proceeding. 

Conclusion 
The Supreme Court's ruling in Sulli¬ 

van barred awards of money damages 
unless the plaintiff proved that the def¬ 
amation was committed with “actual 
malice.” The sole purpose of the ruling 
was to protect the press from the intim¬ 
idating threat of a money award. If a 
plaintiff foregoes money damages and 
sues only for judgment embodying a 
verdict of falsity, the defendant receives 
all the benefit that Sullivan confers. Thus, 
a plaintiff should be entitled to win such 
a judgment without satisfying the Sulli¬ 
van obstacle. Defendants would benefit 
as well by being spared the embarrass¬ 
ment, burden, and expense of litigating 
the Sullivan issue. Recognition of a no¬ 
money, no-fault suit would enhance the 
primary objective of the law of defama¬ 
tion: the restoration of a falsely dam¬ 
aged reputation. 

Judge Levai presided at the trial of 
General William Westmoreland’s li¬ 
bel suit against CBS. Text is excerpted 
from the April issue of the Harvard 
Law Review. ©1988 by Harvard Law 
Review Association. 
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