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1776-1996

Cover the Campaigns
With Conus

Conus is your connection to a full
year of political combat. You’ll have
unmatched coverage of the Presidential
campaigns, and both Democratic and
Republican conventions. Conus puts your
station on the campaign trail, from the

wacky stories with “Weird News Tonight.”
Live weekend coverage from the “Weekend
Warriors.” And on-call Jump Team crews
to cover breaking news.

When news happens, Conus is there.
Out-maneuver your competition with

first baby kissed at the lowa caucuses to = exclusive, live coverage of national news
the final hurrah at the White House. The Elite Force events gathered from our members across
With Conus’ Washington bureau tailoring the country. Customized to your local
political news to your local audience. market.

As always, you’ll have access to more than By George, Conus can put your station on
700 stories each week, acquired through Conus’ a winning course. Join The Elite Force in news and
network of eight regions. A daily compilation of leave your competition treading water.

Conus Communications « Minneapolis, (612) 642-4645 « Washington, D.C., (202)467-5600  Internet: http://www.AlINews.com



JUST RELEASED

DOLLARS and DEMOGRAPHICS:
THE EVOLVING MARKET FOR NEWS

A monograph and video from the second News in the Next Century roundtable.

This publication explores:

* How changing economics, demographics and
technology will affect news gathering
and distribution.

® The role of the journalist and news
organization in the future.

* How you can adopt this technology
in your newsroom.

DOLLAR
DEMOGRAPHICS:

To order a free copy, contact Rebekah Stivers at 202/467-5250 or by e-mail: rebekahs@rtndf.org
Supported by the Rebert R. McCormick Tribune Foundation




\\\\‘

2.’-:'“..En“

ACCU vEATIER
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MORNING EDITION’S SUPERANCHOR .............ccoeeeeieeene. 10
by Peter M. Herford

“Bob Edwards is Morning Edition,” say the folks at National Public Radio. The show’s weekly
listeners total 7.5 million, and among the frequent listeners are Tom Brokaw, Peter Jennings, Dan
Rather, Charles Kuralt, Hillary and Bill Clinton, as well as senators, representatives and gover-
nors. Edwards just marked his 5,000th broadcast and describes it as “just another day at the
office.”

LAUNCHING LATER TODAY ....ccccorcceecenmnnnncnennsenncncenseeaes 13
by Rob Puglisi

In 1989, Glenn Barbour left WNBC-TV to pursue his vision of a new kind of news show. The
product of his dream, Later Today, is set to debut mid-April. Barbour and his staff say they’ve put
together a revolutionary new news show with a razor-sharp focus and a narrowly defined target
demographic. Barbour s brainchild is goad, clean, wholesome news and information targeted to
today’s homemaker. He quickly deflects the criticism that his newscast might be too conde-
scending to the audience, saying that the talk shows are talking down to them, not him.

AFFILIATE SWITCHING NOW AND THEN .........cccceevveveenee. 19
bv Terry Likes

The last two years will not be forgotten in the history of network affiliation changes, especially
at CBS. However, plenty of affiliation changes occurred prior to the uproar of 1994. Between
1975 and 1993, 58 markets experienced affiliation switches. In the long run, the real winners may
be the affiliates. With more and more networks trying fo reach a mass audience, local affiliates
can afford to wait for the highest bidder.

DEMOCRACY, SOCIETY AND JOURNALISTS ......c..cceeveeeee 23
by Aliza W. Rieger

A group of journalists and educators delved into the timeless topic of “Democracy in the News:
Citizens, Journalists and Contemporary Politics” at a recent Alfred 1. duPont-Columbia
University Journalism Forum. Topics ranged from media ownership issues, to the lack of repre-
sentation of ordinary people in the media, to ideological diversity in the newsroom. Although
these are not the kinds of issues with easy solutions, the audience ended the day reinvigorated
with a desire to improve their journalistic practice.

YELLOW PAGES ......cc..ccommeneinncnnnnensuncncnmmnnmnscnsnssssscnnansees 31

Directory of Electronic News Products, Services and Sources.

Columns:
From the Chzirman: Loren Tobia.....7

On the Move ........ceercnmseceninenrenaeansd
WordWatching: Mervin Block........26
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THE SHOCK WAVE ARRIVES IN 30 SECONDS.

YOU DON’T HAVE TIME TO DIGITIZE.

Events wait for no one. And when
that hot tape comes screaming
in during a broadcast, wouldn’t
it be nice to be able
to pop it right on the
before your
competitor even gets
wind of it? The amazing
Newsworks™ non-linear editing
system from Lightworks lets
you do just that. You can mix
and match material from tape

air

NEWSWORKS"

The Editor’s Friend

footage of late breaking news
with material already on disk.
So you don’t waste vital minutes
digitizing. And the
editor-friendly
design of Newsworks
user interface makes
putting together a newscast
a thing of ease. To find
out more about this revolu-

tionary new editing system,

~ call 1-800-395-9478, ext. 801.

©Tektronix, Inc. Newsworks and Lightworks are trademarks of Tektronix, Inc.

Visit our booth #9313 at NAB
1-800-395 9478, EXT °01

Tektron/ix

http://www.tek.com/VND
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CHAIRMAN

Loren Tobia—(402) 593-2704
KMTYV, Omaha, NE
CHAIRMAN-ELECT

Mike Cavender—(813) 577-8455
WTSP-TYV, St. Petexsburg, FL
TREASURER

Lou Prato—(814) 692-7577
State College, PA

PAST CHAIRMAN

Bill Yeager—(215) 509-7800
Metro Networks News, Philadelphia
DIRECTORS

Jerry Bell—(303) 892-4800
KOA Radio, Denver

David Busiek—(515) 244-0202
KCCI-TV, Des Moines, 1A

Jerry Dahmen—(615) 871-6740
WSM Radio, Nashville. TN

Janet Evans-Ferkin—(512) 832-4027
KLBJ-AM, Austin, TX

Robert Garcia—t404) 827-2507
CNN Radio, Atlanta

Bernard Gershon—(212) 456-5103
ABC News, Radio, New Yark

Al Gibson—(519) 741-4430
CKCO-TV, Kitchener, Ontario
Vickie Jenkins—(415) 777-0965
KOIT Radio, San Francisco

Dave McGinn—(613) 224-1313
CJOH-TV, Ottawa

Mark Millage—605) 336-6950
KELO-TYV, Sioux Falls, SD

Lucy Riley—(334) 613-8236
WSFA, Montgomery, AL

John Sears—(503) 222-9921
KPTV, Portland, OR

Steve Smith—(616) 775-3478
WWTYV, Cadillac. MI

Marsha Taylor—(407) 295-5858 x257
WDBO-AM, Orlando, FL

Brian Trauring—(803) 278-1212
WRDW-TYV, Augusta, GA

Scott Uecker—(317) 575-5750
Network Indiana, Indianapolis
Brian Whittemore—(617) 787-7245
WBZ Radio, Boston

Gary Wordlaw—(202) 364-7750
WILA-TYV, Washington

Will Wright—(201) 330-2220
WWOR, Secaucus, NJ

FROM THE

TRAINING: A KEY
TO SUCCESS

his month marks an important step
for RTNDA, and [ hope you can be a

part of it.
For years one of the most important
things we have provided to members is
training, It is at the heart of what we stand
for as an association. Training has taken on
many forms throughout the years. My first
exposure to the Radio-Television News
Directors Association was at a regional
conference. This was before I had ever
attended the international conference. It
was a good meeting and, yes, I did walk
away with some things I could put to use in
my shop.
This month and next we will venture
into hosting Spring Training Conferences.
They are more than the traditional region-
als you may have attended in the past. The
Spring Training Conferences are afford-
able, day-long events designed to give
everyone in your newsroom the kind of
training they need to do their job better.
News managers, anchors, producers.
reporters all will benefit. Whether you
are new to the business or a seasoned vet-
eran, there are elements of the training that
will help you and your news operation. No
matter how much we may know, profes-
sional development is the key to continued
success in this competitive industry.
Specific Spring Training Conference
topics include:
« Staying on the Air and Out of Court
» Sound Advice: Developing the
Broadcast Voice

* News in Cyberspace: Developing
Your Newsroom Web Site

* The Wired Journalist: Introduction to
Newsgathering from the Internet

* Giving Effective Feedback to Talent

* Storytelling Strategies

» Advanced Computer Assisted

Reporting for Your Newsroom

CHAIRMAN

» Follow the Money: Covering the 96
Elections
» [-Team Innovations: Breathing New
Life Into Investigative Reporting

The conferences are being held in
Philadelphia on March 23, San Francisco
on March 30 and St. Louis on April 13,
with the goal of reaching as many people
as possible. For complete conference infor-
mation, contact RTNDA Headquarters at
(800) 80-RTNDA [(800) 807-8632}. As an
association, RTNDA must fulfill its mis-
sion of providing the best possible training
for members. I think the Spring Training
Conlerences are a step in the right direc-
tion. But you are the final judge. I encour-
age you to attend one of the conferences
and then let me know what you think. Your
feedback will help us plan future confer-
ences and develop other training opportu-
nities. Many of our members aren’t able to
attend our annual fall conference. This is
an excellent opportunity to get a taste of
what RTNDA has to offer.

il

Lorea Tobia
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: among the 100+ top-rated
Metro Networks News Affiliates coast-to-coast
throughout the United Srates.

You see, when it comes to providing the latest news and
information for your listeners, Metro Networks News is
unmatched. Equipped with state-of-the-art studios in
each market it serves, and the largest fleet of atrcraft in
the broadcasting industry, Metro Networks News is at
the pulse of the day’s top stories.

Metro’s reports are customized and broadcast by
professional local talent to provide the latest local,
regional and international news.

And Metro Networks News doesn’t fall on deaf ears.
According to a national Research Group* study, 89% of
listeners surveyed consider news reports an important
part of their morning drive. Additionally, 50% of listeners
get their news from News/Talk stations, while 46% turn
to Music-intensive stations for their news.

Metro Networks is the world’s largest provider of local
content to the broadcasting industry. No wonder so
many stations around the country are reaping the
benefits of customized Metro Networks News reports at

no hard cost.
* The Research Group

METRO NETWORKS
(713)621-2800



Martin Gill named
director of news and
programming for
WWJ Newsradio 950,
Southfield, Ml, from
news director for the
mideast region for
CBS NEWSPATH.

Glenn Bar promoted to producer at
WXYZ-TV/Channel 7, Southfield, Ml.

Donella Crawford promoted to execu-
tive producer-special projects at
WXYZ-TV/Channel 7, Southfield, M1.
Fred deSousa promoted to executive pro-
ducer at WDAF-TV, Kansas City, MO.
Ardyth (Ardy) Diercks named presi-
dent and general manager of KSDK-TV,
St. Louis, from president and general
manager of KVUE-TV, Austin, TX.
Deborah Holmes named reporter at
WDAF-TV, Kansas City, MO, from
reporter, producer and anchor at KCPT-
TV, Kansas City, MO.

David Juris promoted to vice presi-
dent/general manager of KOSI/KEZW
and KVOD, Denver.

ON THE MoOVE

Bob Reid promoted
to Los Angeles
Bureau chief, Fox
News.

Mack Lee promoted to noon anchor at
W*USA-TV, Washington.
Frank Mancini promoted to senior vice

president of broadcast operations.
WKNR-AM, Cleveland.

Coleen Marren named to vice president
news director for WEXT-TV, Fox 25 in
Boston, from news director at WTIC-
TV Fox 61 in Hartford, CT.

Heather McMichael named reporter
and anchor at WDAF-TV, Kansas City,
MO, from anchor and reporter for
WPTA-TYV, Fort Wayne, IN.

Laura Oxley promoted to executive pro-
ducer at WDAF-TV, Kansas City, MO.
Aadrea Parquet promoted to managing
editor at WXYZ-TV/Channel 7,
Southfield, Ml.

Andrew Peplowski promoted to news
director at The Weather Network,
Montreal, Quebec.

Sam Rosenwasser promoted to vice
president and general manager of
KVUE-TV, Austin, TX.

Mike Schneider named national politi-
cal correspondent at Fox News, New
York, from NBC News.

Scott Swan named general assignment
reporter/backup anchor at WISH-TV,
Indianapolis, from reporter/producer for
Disney at the Disneyland Resort,
Anaheim, CA.

Matthew Zelkind named news director
at WKRN-TV, Nashville, TN, from
news director, KTNV-TV, Las Vegas.

Call (900) 40-RTNDA for the latest job listing (85¢ per minute). Job openings listed free.

Printed Job Bulletin free to members. Call (800) 80-RTNDA for information.

we can't help.

insurance.

State Farm Insurance
Home Office: Bloomington, Il

EED INFORMATION
30UT INSURANCE?

If your question is about insurance for space
shuttles, oil refineries, ships or planes,

But if it's about personal insurance, we can.
When it comes to insuring automobiles,
homes, and small boats, we're the largest
in the business. We're also among the
biggest writers of individual life and health

Next time you have a question about personal
insurance, call one of these numbers.
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By Peter M. Herford

MORNING EDITION’S
SUPERANCHOR

His colleagues describe him as calm, unflappable, disciplined, the consummate
professional. He describes himself as tall, blond, increasing in size, awkward with a
tendency to stumble into things. NPR Morning Edition anchor Bob Edwards just
marked his 5,000th broadcast, which he described as “just another day at the office.”

e has to be forced to take vaca-
Htions, he gets sent home when he

comes in with a fever and a cold,
and he works holidays. He’s up every
moming at 1:30, into the office by 2:15,
reads in and writes about half his own
copy. He interviews between four and
eight people every day, many of them
live. He’s Bob Edwards, superanchor to
seven and a half million people who lis-
ten to NPR’s Moming Edition every
week. Edwards just marked his 5,000th
broadcast. He did not think much of the
feat when confronted with the figure and
thought it would be “just another day at
the office.”

He’s the highest paid and most popu-
lar anchor in public radio and makes less
than 3 percent of what Paul Harvey is
paid. He does not have an agent and
works on an AFTRA contract. He makes
overtime, which explains why he was
anchoring Morning Edition on Christmas
Day. “I’'m not allowed to take holidays;
my wife will not allow it because we get
double time and a half. She makes me
come in off vacation to do holidays. I
took Christmas off until this year, but she
(Sharon, his wife) says: ‘They’re old
enough now (two daughters at home and
a son away at college); we’ll open the
presents when you get home.’”

He’s a vice president of the union and
a proud union man. “I’ve always
believed in the collective good; I think it
has been very worthwhile at NPR. I'd be
awful negotiating on my own,” says
Edwards. On the other side of the nego-
tiating table, they say Edwards is one of
the toughest and best negotiators. NPR
does not have personal service contracts
with their anchors, but that may change.

It all began back in November 1979
when Bob Edwards and Susan Stamberg
were co-anchoring NPR’s premiere
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Bob Edwards at home at the anchor desk.

broadcast: All Things Considered. One
day Bob got a hurry-up call to rescue a
fledgling morning broadcast that had
crashed before it ever reached air. The
first Moming Edition pilot was hosted

by Pete Williams and Mary Tillotson.
Edwards remembers: “I wish you could
have heard the pilot; it sounded like bad
local TV. The producer thought we were
young pups of no account, and he was



going to radically change the place. The
first thing he did was institute a dress
code.” That worked about as well as
Disney trying to deny the French their
wine at EuroDisney. There is not a dress
code; NPR is a culture, personified by a
look of upscale grunge.

Euthanasia killed the Morning
Edition pilot. Within a week Pete and
Mary were gone. There is a smile in Bob
Edwards’ voice today when he recalls:
“We helped make them a success by
forcing them into TV.” Today Moming
Edition with Bob Edwards is the engine
that drives the NPR train. It was not
always that way.

“We had very few resources,”
remembers senior producer Ellen
McDonnell. Edwards, McDonnell and
Carl Kasell, the man they call “the rock,”
the news voice of Moming Edition, are
charter members of the broadcast. ““I was
a writer for a year working for Carl and
Jackie Judd (the other news reader)
when Moming Edition started in 1979,”
recalls McDonnell, who survived the
pilot. I can remember splicing UPI actu-
alities in those early days and writing
around them, because we just didn’t
have enough material.” “But Cokie,
Linda and Nina figured it out very quick-
ly,” says McDonnell. That’s Cokie
Roberts, Linda Wertheimer and Nina
Totenberg. They used Morning Edition
to break the stories and provide the
insight that put them in the ranks of the
most formidable reporters in the United
States. Linda has joined the All Things
Considered hosts, Cokie has taken her
stardom to ABC News but she keeps her
NPR affiliation alive on Morning
Edition in conversations with Bob, and
Nina is generally considered the best
broadcast reporter on the law beat. And
Bob seems to go on forever.

“Bob Edwards is Morning Edition”
according to NPR vice president for
news Bill Buzenberg, who was hired as a
reporter in 1979 to help the fledgling
broadcast. “It’s the most important pro-
gram in public radio,” says Buzenberg.
“It has the largest audience, 7.5 million
people a week. It is the cash cow, which
is an unflattering term, but reflects the
reality that it raises the most money for
stations. It is the bedrock of the broad-
casting day.”

“Bob Edwards is Morning Edition,” a
phrase heard often from the public and
echoed by the program’s executive pro-
ducer Bob Ferrante and senior editor
Vicki O’Hara. “Bob Edwards holds
Moming Edition together,” says Ellen
McDonnell. His colleagues call him:
calm, unflappable, disciplined, the con-
summate professional. Ferrante says,
“He has conservative values but liberal

emotions. He feels strongly; he cares for
family and the everyday hard-working
American who struggles to understand
what goes on around him in an increas-
ingly complex world.”

Dr. Edwards received an honorary
degree in 1991 from Grinnell College in
lowa. The man from Kentucky who had
graduated from a night school program
at the University of Louisville wrote a
20-page commencement address in long-
hand and offered these values to the
young graduates: “The one who can
keep you from achieving your goal is the
one you see in the mirror. [ hope you like
what you see.” He remembers: “I want to
pass this on to my kids. I was thinking of
Jim Abbott. As long as there is a guy in

“Bob Edwards is Morning
Edition. It’'s the most
important program in
public radio....It is the
cash cow, which is an
unflattering term, but
reflects the reality that
it raises the most money
for stations,” according
to Bill Buzenberg, NPR
vice president for news.

major league baseball with one hand I
can’t imagine that a young person would
let anything get in his or her way.”

Edwards says he was born to radio.
“Maybe it was because my brother was
five years older and didn’t want to play
with me, but I was a child of radio. My
pal was the radio; I knew every format
and all the people. I wanted to be one of
them. At night you would pull in the far-
off points, the clear channels, the
Nashvilles and New Orleans, and I'd
dream of going to those places. It
scemed like a really exotic life.”

Bob Edwards still has his big Zenith
radio with tubes and the original call letters
of the far-away stations. “It’s refinished
now. It works. It’s the only thing I have
left from my boyhood home,” he says.

“He is an excellent writer, an out-
standing writer,” says McDonnell,
recalling that Bob was trained by Ed
Bliss in the graduate program at
American University in a class that
included David Molpus, now an NPR
correspondent.

Ed Bliss is still close to his former
graduate assistant: “Bob used to have a

picture of Ed Murrow on his desk; Ed
was one of Bob’s heroes. Bob was
always opposed to anything false. He
was a great story teller; he’d make a great
teacher. He was special.” The feeling is
mutual. “A gently nice man I have always
thought of as a surrogate father. He
taught me to write. He’s taught most of
the people in this business. There was his
blue pencil all over everything and now
when I’m tempted to let something go, I
say to myself: ‘No, Ed might be listen-
ing’ and I fix it. He instilled pride. Perfect
copy or no copy at all. There are no small
errors: An error is an error is an error.”
Morming Edition senior editor Vicki
O’Hara echoes another theme: “Bob is
not an easy task master. When I’m writ-
ing for Bob I always hear Bob in my ears.
When I let something go he lets me know
about it. He came out of the studio one
morning shaking his head and said: ‘I
hope we get to write for you some day.’”

Bob says he’d like to interview the
Pope and J.D. Salinger, among others.
“You always want to interview the peo-
ple you cannot get,” he says. It’s hard to
find someone Bob has not interviewed.
A thousand to 1,200 people a year speak
to Bob on Morning Edition; that is
20,000 people in the history of the
broadcast. “People ask me what’s most
memorable. 1 don’t have a good story;
they’re news interviews. They’re told
once and you have done them. They’re
in the ether. I remember authors and per-
formers a lot better than I do George
Bush and Ted Kennedy. I remember the
disasters. Someone had the bright idea to
interview a New Hampshire voter, the
great patriarch of Dixville Notch, that lit-
tle village that always votes first at mid-
night on primary day. Well, the patriarch
turned out to be an 80-year-old Yankee.
“‘Who’d you vote for?’ [ asked.
‘Reagan,” he said. ‘Why?’ [ asked.
‘Liked ‘em,’ he said. We had him booked
for five or six minutes. We heard a lot of
music that moming.”

And then there was the time Bob was
doing a live interview with Wyoming’s
lively wit, Republican senator Alan
Simpson. Another phone rang in the sen-
ator’s office, and he put Bob on hold to
take the call.

Bob has become one of the best inter-
viewers in radio. “I’m much more
relaxed. I think Red made me a lot bet-
ter,” says Bob. Red Barber, a Friday fix-
ture on Moming Edition for more than a
decade until he died, became a not-to-be-
missed weekly adventure. “It was more a
conversation than an interview. You
never knew where he was going; he had
me think on my feet. There was that

(continued on page 12)
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(continued from page 11)

“We should never have photographs taken of ourselves.
We should retain the mystery.”

spontaneity, to be loose and be ready for
anything.” They also spoke to Edwards’
abiding interest and knowledge of sports.

Edwards says he forgets all the news
interviews, but every moming after the
broadcast he turns to the typewriter—
yes, the typewriter—and makes notes on
every interview he does. “He’s a very
old-fashioned guy,” says Ferrante.
“That’s a basic part of his personality.
When we moved into a new studio, we
put computers in and he said: ‘You have
to promise me that I will never have to
read copy from a computer,’ and | said as
long as I am executive producer you
never will have to. And he still doesn’t.”

The Moming Edition audience may
be the most powerful in broadcast jour-
nalism. Cabinet officers, governors, sen-
ators, representatives, Hillary and Bill
Clinton, Charles Kuralt, Peter Jennings,
Dan Rather and Tom Brokaw are just a
few of the frequent listeners. College
and graduate students, and 20-, 30- and
40-somethings who have given up on
newspapers tune to Moming Edition
where award-winning reporting from the

Gulf War and Bosnia-Herzegovina mix
comfortably with reporting on social
welfare and peregrine falcons. Network
TV news magazine broadcasts assign
producers to listen to NPR because of
the broad-range depth of their stories.
They pick off ideas to produce for TV.
“They should be in the grocery store;
that's where I get my ideas. They should
go to more PTA meetings and avoid the
middle man,” says Ellen McDonnell.
“When [ had my first baby the doctor
asked me if | was ready for motherhood.
Are you kidding? I'm a producer! The
fact is motherhood made me so much
better a producer. We have to be ever so
vigilant about other points of view,
which we try to do with our commenta-
tors. I can only look through my frame of
reference being a white middle-class
woman of a certain economic status. |
don’t know what it is like to be on wel-
fare, black, Native American. We always
think we are being objective but things
look different from a different frame of
reference. We can always do better.”
The charter crew of Moming Edition

and the late-comers all answer one ques-
tion the same way: After 5,000 broad-
casts, how do you keep going? “It’s still
fun,” comes the chorus of replies. And
Bob Edwards is just 49. “I’'m a tall per-
son. | used to be blond. There’s increas-
ingly more of me, and I’m awkward and
stumble into things,” is as far as descrip-
tions go. “We should never have pho-
tographs taken of ourselves. We should
retain the mystery. | even have listeners
who think | am black.” So what about
the future for the man who is very much
in the middle of middle age? His wife,
Sharon, works hard at restoring the 160-
year-old log cabin farm house they
bought in Virginia. “Retire? As soon as
possible: May 16, 2012, but who’s
counting?” he says. If you are counting,
that’s 4,237 broadcasts to go, Bob;
you’re more than halfway there. W

AT

Peter M. Herford teaches journal
ism at Columbia University in New
York.
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By Rob Puglisi

LAUNCHING LATER TODAY

| Timing is everything in life, and maybe this is the right time for Glenn Barbour’s alter-
native news program for the 9 a.m. weekday time slot. With the recent backlash
against talk shows, Barbour’s brainchild is good, clean, wholesome news and useful
information targeted to today’s homemaker.

| all it “the vision thing.” George
CBush, the critics said, didn’t have

it. But Glenn Barbour’s got it, and

this fast-talking, forward-thinking TV
journalist-turned-entrepreneur doesn’t
I want you to vote for him...just buy his
philosophy, and get your station to buy
his new nationally syndicated newscast.
After several weeks of rehearsals,
Later Today is set to debut mid-April.

Glenn Barbour

Barbour and his staff say they’ve put
together a revolutionary new news show
with a razor-sharp focus and a narrowly
defined target demo. They’ve already
nicknamed it America’s InForMation
SuperNewsCast (and if there’s any doubt
it’s special and different, just look at al
those capital letters).

“What we have here is something that
is a new dimension in television news,”

says Barbour. “I just got sick and tired of
the old adage, ‘If it bleeds it leads.” Your
first block and the beginning of your sec-
ond block are nothing but bad news. And
if you look at news from the *50s to the
’90s, it hasn’t changed. Only the tech-
nology around it has changed.”

Barbour himself got into TV news
in the 1960s, starting out as a reporter
in Augusta, GA. He worked at stations
in Youngstown, OH; Little Rock,
AR; Detroit; at the Connecticut-based
Satellite News Channel; and then ended up
as a producer at WNBC-TV in New York.

“One day, when | was producing the
morning cut-ins in New York, my wife
called me. She was really upset. because
as she was watching, one of our kids
asked her why all those people were
coming out in bags. That really disturbed
me,” recalls Barbour, who quit his job at
the network’s flagship in 1989 to strike
out on his own.

“[ left to pursue my vision, my dream.
I had an agenda, so to speak,” says
Barbour, who formed his own produc-
tion company, did some documentaries
and sketched out plans to launch a new
kind of news show.

“We’ve defined who our audience
is—homemakers at nine o’clock in the
morning—and we’re going to give them
an overview of the day before they go
out,” says Barbour. “And it’s our chance
to avoid blood, guts and body bags. Most
women in America don’t like to see that
stuff. Ask your mom, ask your sister, ask
your wife. We know our audience.”

The homemakers Barbour’s aiming
for are the moms who are usually too
busy at dinnertime, and too tired late at
night, to watch the news. They get up,
get breakfast for the family, get the kids
off to school and then finally steal a few
moments for themselves.

“If you know your audience, you
should produce a program conducive to
their lifestyle. At nine o’clock in the
morming, my wife didn’t turn the TV on
for two reasons: She didn’t want to see the

(continued on page 16)
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The entire Later Today staff joins in the ribbon-cutting ceremony.

THE CAST OF CHARACTERS

The résumés came pouring in late
last year after large help wanted ads
appeared in the industry trades—
promising lots of jobs in sunny
Florida to TV journalists who wanted
to try their hand at something new and
different. Of those potential candi-
dates, about 80 will have been chosen
by the time Later Today goes into pro-
duction. Here’s our short playbil! fea-
turing a few of the key players:

Glenn Barbour
Chairman and CEO

He conceived the Later Today
baby that’s about to take its first
steps. First job in commercial TV
news: reporter at WRDW-TV in
Augusta, GA. Last job: producer at
WNBC-TV in New York, where he
argued in favor of a morning news-
cast to precede the Today Show and
was given the green light in 1987 10
produce a 15-minute show.

Otis Buchanan
Assistant News Director

He’s Barbour's right-hand-man.
They’ve known each other for 20 years,
and worked together for awhile at

WIBK-TV in Detroit. After Detroit.
Buchanan went to WMAQ in Chicago.
and for the last nine years has hosted the
nationally syndicated Minority Business
Report, produced at WGN-TV.

Marleen Ong
Executlve Producer

Barbour sought her ow in Kansas
City, MO, where she had just launched
and produced a two-hour morning
show at WDAF, then moved over to
the public TV station in town to pro-
duce a new public affairs program.
Ruckus.

Mary Hamill
and Paula McClure
Anchors

The main anchors. Hamill was at
WCPX in Orlando. FL, for 10 years
and anchored the station’s 5 p.m., 6
p.m. and 11 p.m. newscasts. McClure
worked on ABC's The Home Show for
eight years.
John Hambrick
Senior Executive Producer/Special

Projects Anchor
Also serves as senior executive

producer. Longtime anchor at WNBC-
TV in New York, he later anchored at
both WTVJ and WCIX in Miami.
He’ll help anchor the news segments
and will anchor from events such as
the Olympics and the political conven-
tions.

Florence Griffith Joyner
Sports Anchor

Well-known Olympian, she’ll be
handling the sports segments while
still training for this summer’s
Olympics in Atlanta. But she’s appar-
ently told Later Today if she can’t han-
dle both, she’ll give up her 1996
Olympic dreams to concentrate on the
show.

Dr. William Ferguson Reid,
Jr., and Dr. Kelly Reid

Medical Segments

A brother and sister medical team.
She’s a psychiatrist and will anchor the
health segments; he’s an emergency
medicine physician who will go out
and report on the latest developments.
Neither has done television before.
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(continued from page 13)

“As | like to say to the staff around here, every day is

Mother’s Day.”

talk shows, and she asked, ‘How many
more reruns of | Love Lucy can [ watch?’
So she’d sit down, go through the paper,
clip coupons, then go do errands.”

Based partly on what he saw his wife
doing, partly on his gut and partly on
focus groups he conducted in five cities,
Barbour refined his plans for Later Today.

“What we have here is something
working moms have never had, their
own newscast. We work for them, by let-
ting them know what’s going to be hap-

pening later today. We even tell them
about what's going to be on the soap
operas later today, a pilot will be telling
us where the airport delays will be later
today, and we’ll be telling viewers what
major supermarkets will be honoring
double and triple coupons later today,”
says Barbour, who’s developed the keen
ability to end most of his sentences with
the name of his program.

“A six o’clock newscast will tell you
there was a sale, and all you can do is react.

"“COMPROMPTER

HAS POWERFUL
CAPABILITIES

Carolyn Powell, News Director - WLTX-TV, Columbia, SC

“Comprompter’s computer system is extremely
versatile and incredibly useful for finding information and
pulling breaking stories to get them on-air in seconds.”

“Because of Comprompter’s Electronic Newsroom
System, we are more efficient and productive, which gives
us extra time to concentrate on story content, updating
copy, and fine-tuning our overall broadcast.”

Comprompter &

Call today and put the power to work for you. 608-785-7766
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With our newscast, you can respond. We’ll
be taking a look at every major department
store in America and telling viewers what
sales they’re having later today.”

Updates on sales and coupon alerts?
Is that what today’s homemakers are
looking for? Barbour thinks so.

“These are fairly well-educated
women who make most of the discre-
tionary decisions in the household, and
what we’re doing is educating them
more about what’s out there.”

Since the show sounds like good,
wholesome programming, the folks at
Disney-MGM convinced him to lease a
sound stage at their Orlando, FL, theme
park and produce the newscast from there.
So while a newsroom and set were being
built this winter, camera-bearing tourists
taking the park’s walking tour got to view
it all from overhead, just as they’ll be able
to watch the live newscasts in production.

Plans actually call for the Later Today
staff to put on four live hour-long news-
casts each moming. The first will be fed at
9 a.m., then there will be live feeds at 10
am., 11 am. and noon. While the news
content probably won’t drastically change
from show to show, they want to have the
flexibility to update the news, and they
want to be able to offer stations a live
show no matter what their time zone.

No matter which live feed a station
picks up. no matter which time zone a sta-
tion is in, Barbour says the audience will
be the same from Tacoma, WA, to Tampa,
FL. And he’s always reminding his new
employees that the viewers are going to
be homermakers 18 to 49 and 25 to 54.

“As | say to the staff around here, every
day is Mother’s Day,” Barbour says. And
he quickly deflects any criticism that his
newscast, with its segments on sales and
soaps, might be a little too condescending
to the audience he’s trying to target.

“The talk shows are the one’s who’ve
been talking down to them, not us,”
Barbour says. “Would you talk down to
your mam? | certainly wouldn’t talk
down to mine.” W

f—————
Rob Puglisi is executive producer
at WTEN-TV, Albany, NY.
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The Radio and Television News Directors Foundation
and

The Pew Center for Civic Journalism

Present
Two Civic Journalism Workshops For 1996

Civic Journalism

J March 29-31, in Cincinnati.
J Learn how reporters, producers and
assignment editors can highlight

community issues in your local 2
coverage. In Your Community

Tapping the Hidden Stories

< June 7-9, in Minneapolis.

(2 Discover how the problem solvers, decision
makers and innovators in news operations
can practice and benefit from civic journalism.

Discover ways to get citizen input for your coverage of the 1996 elections.

Hear how members of television, radic and print organizations have forged alliances to

better cover the communities they serve.

J Listen to reporters in successful civic journalism partnerships discuss the techniques
used tobring citizens voices into the reporting process.

J Learn more about the practice of civic journalism and how to use it to enhance your

news operation.

Lo

The registration fee is $35 ($25 for RTNDA members.) The registration fee includes

lodging. food and workshops materials. Space is limited so register early. To register
contact Kathleen Graham e-mail: kathyg@rtndf.org or call: (202) 467-5216.




By Terry Likes

AFFILIATE SWITCHING
NOW AND THEN

The last two years will not soon be forgotten in the history of network affiliation
changes, especially at CBS. As dramatic and traumatic as the changes may have
been, the American broadcast industry has a long history of affiliation switching.
And it has everything to do with money and power.

ment at CBS can be blamed in part

on the past two years of network
affiliation changes. Eric Ober’s mid-
January departure and the subsequent pro-
motion of Andrew Heyward to head CBS
News are just some of many changes
occurring at the network. The talk at
“Black Rock” since November is of a pio-
neering tradition in broadcasting, the new
CBS and a bright future for the network
and new owner, Westinghouse. That was
the message touted in full-page ads in the
New York Times and other publications
when the FCC finally gave its permission
for the sale of “the Tiffany network.”

As Westinghouse chief Michael
Jordan plans the reemergence of CBS, he
faces issues concerning prime time, net-
work news coverage and mending affili-
ate relations. For, in the war for network
affiliates, CBS has suffered the biggest
losses. In the 1994-1996 upheaval, affili-
ations changed in 41 markets, and 21 of
those involved CBS. The network took
direct hits when it lost longtime VHF
affiliates and had to settle for weaker and
lesser-known UHF stations.

Back in 1994, New World
Communications” 12-market switch to
Fox marked a turning point in the rela-
tionship between TV networks and their
affiliates. Never before had there been
such a mass defection of TV affiliates
from one network to another.

Many will be surprised to know
that there were plenty of affiliation
changes before the uproar of 1994. In
fact, between 1975 and 1993, 58 mar-
kets experienced affiliation switches,
15 prior to 1980 involving ABC. In
the 1994-1996 upheaval, 29 affiliation
changes involved the Fox network. Of
course. these switches affected news
departments, with some networks
gaining affiliates with no news opera-
tions at all while others gained a dom-

T he recent shakeup in news manage-

inant force in local news.

While the number of switches in the
last two years is alarming to some, it
may be helpful to analyze the trends of
switches in the past. One method for see-
ing a trend of affiliation changes is to
determine when switches occurred, then
analyze the factors (such as network
compensation or UHF to VHF status) as
to why a switch occurred.

1950-1975

Affiliation changes in the early years
of television were scarcely documented.
In fact, interviews with several network
researchers produced little written docu-
mentation of switches before 1970.
ABC'’s former executive vice president
for affiliate relations, George Newi, said
there were three affiliation changes in
the 1950s: Cincinnati, OH; Birmingham,
AL; and Columbus, GA.

Rich Schoenholtz of CBS affiliate
relations reported that there were not
many switches in the early years because
of CBS’ 20-plus years of dominance
over number two NBC and number three
ABC. Mike Nissenblatt, ABC vice pres-
ident of affiliate research and marketing,
cited 10 switches involving ABC.

ABC’s Nissenblatt said that in the
early years, ABC attracted many new sta-
tions. “We signed on as the last network
and in the number of stations in terms of
attractiveness to our network, we were
not on the top. So what happened, as new
stations signed on, and CBS and NBC
were already affiliated. they came to us.
We really didn’t swing a lot of them until
we started getting better performance.
Probably the mid- to late 1970s we start-
ed to hit our stride as a full-service net-
work. Before then you had switches here
and there but it was really more compen-
sation money. It is not so much a strength
of their programming as it is a financia
consideration,” said Nissenblatt.

Armold Becker, CBS vice president for
television research, has been with the net-
work for 35 years and agrees with
Nissenblatt about CBS and NBC having a
head start on ABC in affiliate acquisition.
“Affiliate switches were relatively rare. In
the old days, when many cities only had
two stations, they were CBS and NBC,
and ABC was on both stations as a sec-
ondary affiliate in many places. But, in
terms of switches, it was like family, like
belonging to a fraternity. Everybody was
making money. It wasn’t until the ‘fami-
ly’ sold to a larger corporation that the
business aspect came into consideration
asin 1975. The attitude was really of deep
warmth and affection.”

1975-1980

Twenty-one affiliation changes
occurred during the late 1970s and most
switches occurred as ABC made moves
to enhance its position in the market-
place. In 1972, ABC had 172 affiliates
compared to more than 200 each for
CBS and NBC. Early in the 1970s,
ABC'’s clearance was around 95 percent
compared to approximately 98 percent
for both CBS and NBC. However, by the
early 1980s, ABC also had a clearance
rate above 98 percent. Furthermore,
ABC had developed a tremendous
appeal among viewers in the 18-34
demographic, which, in turn, made ABC
more attractive to advertisers.

In 1976, ABC overtook the other net-
works and became number one. At this
time the network decided to seek top-
rated affiliates. In a period of less than
two years (1976-1978) eight affiliate
switches involving ABC occurred.
ABC'’s ratings climbed with an emphasis
on prime-time sports coverage, includ-
ing the 1976 Olympics, and an accent on
youth typified by its lineup of situation
comedies.

(continued on page 20)
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(continued from page 19)

“You really can’t be number one in the market unless
you’re number one in news.”

During this period, ABC went out on
a specific quest for new stations and
stations with a better news product. In
fact, Newi says ABC threw a lot of
money at stations to switch to ABC on
the basis not only of the money, but that
ABC was the up-and-coming network.
The switch by KSTP-TV Minneapolis
in 1979 was pivotal for ABC in achiev-
ing its goal to become number one.
KSTP not only switched to ABC, but
encouraged other stations to follow suit.
“What we’re looking for is not only a
VHEF station, but the strong news station
in the market. You really can’t be num-
ber one in the market unless you're
number one in news,” said Newi.

1981-1990

Thirty-seven switches occurred dur-
ing these 10 years. Media researchers
had begun to study the affiliation
switching phenomenon in the previous
decade and continued in the ’80s. They
found viewer loyalty in relationship to
local news and prime-time entertain-
ment programming, but little viewer
loyalty to network newscasts or other

local station programming.

In Miami, WSVN-TV lost its affilia-
tion with NBC in 1989. The station’s
market value, by some estimates, may
have been reduced by $100 million
since it was forced to become an inde-
pendent/Fox. Yet, rather than taking a
reactive stance, WSVN management
took proactive measures to become a
top independent station. A mid-1990
ratings survey projected WSVN as the
number-two rated station in Miami
from sign-on to sign-off. It was report-
ed at the time that WSVN rejected the
typical strategy of increasing syndicat-
ed programming and positioned itself,
in a major promotional campaign, as
“South Florida’s News Station.”

A switch in the same period also
occurred in West Palm Beach, FL, a
switch that can be partly attributed to
West Palm’s proximity to Miami.
Where compensation was a factor in
some switches, West Palm Beach repre-
sented the first-known case of reverse
compensation. It was reported that
WPBF agreed to pay ABC $1.5 million
per year for its affiliation.

In comparison to the large market
change in Miami in the late 1980s, an
affiliation change in the medium market
of Rochester, NY, may seem less signif-
icant, but this switch reshaped this mar-
ket too. WHEC, formerly CBS, decided
to switch to NBC. Meanwhile, WROC,
an NBC affiliate for 40 years, was given
the boot by the “peacock.” The station
that would try to bank on consistency
was the ABC affiliate, WOKR, which
remained stable during the confusion of
the switch. Where many markets saw
switches occur as stations and networks
positioned for strong VHF affiliates,
Rochester was rare for a switch since all
stations involved were VHF stations.

1990-present

Only one switch (Louisville, KY)
occurred in the 1990s before the
upheaval in 1994, The first switch of
the 1990s occurred September 9, 1990,
in the nation’s 46th market. Courier-
Journal media reporter Tom Dorsey
reported WHAS-TV, Louisville, KY,
announced it would end a 40-year mar-
riage with CBS in favor of an affiliation
with ABC. “CBS’ ratings have dropped
sharply with the network’s perfor-
mance... WHAS leads local stations in
ratings for news and local program-
ming. Affiliation with WHAS would
considerably enhance ABC’s standing
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in the region.”

Two and a half months after WHAS
made its announcement, CBS and
WLKY made their alliance official in
mid-August of 1990, but WLKY had to
make concessions. “Close to $2 million
will be spent to make the transition and
to upgrade programming, including the
addition of noon and 5 p.m. news-
casts....CBS also offered to help
Channel 32 (WLKY-TV) buy a satellite
truck,” said Dorsey. CBS’s long-stand-
ing reputation for news demanded that
WLKY raise its standards to become
competitive with other local affiliates.

The switches in 1994-1995 involve
Fox’s climb to become a fully competi-
tive fourth network. In late May 1994,
Fox chairman Rupert Murdoch
announced a move that he said would
forever change the competitive land-
scape of network television. The
Associated Press reported, “Fox is going
to invest $500 million in New World
Communications Inc. The deal could
push dozens of stations in major markets
from ABC, CBS and NBC to the Fox
network. Fox and New World say the
switches represent the largest network
affiliation realignment in the 60-year
history of American broadcasting.”

The deal saw Murdoch invest in
Ronald Perelman’s New  World
Communications Inc., and in turn

Perelman agreed to switch 12 of New
World’s stations to Fox. “No one in their
right mind can ever say ‘the three tradi-
tional networks and Fox’ anymore.
Everybody should refer to them as ‘the
four networks’....Luring 12 stations to
shift affiliations may not sound like a big
to-do, but in one stroke, the coup man-
aged to throw the TV industry into tur-
moil by exposing the networks’ tenuous
bonds among affiliates,” AP reported.

Fox is still looking to upgrade to
VHF aftiliates and get into markets that
still lack a Fox affiliate. As WB and
UPN gobble up larger market indepen-
dent stations, the new battleground for
atfiliates may be in markets 100 and
smaller.

Many predicted that Fox will be the
early winner in the affiliate switch race,
but the race is far from over. On the
other hand, the real winners in the long
run may be the affiliates. With more and
more networks trying to reach a mass
audience, local affiliates now can afford
to wait for the highest bidder. W

Terry Likes, a former radio/TV
reporter, teaches broadcast jour-
nalism at Western Kentucky
University. He has been research-
ing network affiliation changes
for the past six years.
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SWITCHES _]
PRIOR TO THE 1994
UPROAR |

1990 Louisville, KY

1989 Miami

1989 West Palm Beach. FL

1989 Rochester, NY

1988 Knoxville, TN

1988 Jacksonville, FL.

1987 Billings. MT

1986 Springfield, MO

1986 Omaha, NE

1986 Eureka, CA

1986 Montgomery. AL

1986 Casper, WY

1986 Charleston-Huntington, WV

1986 Waco, TX

1985 Raleigh-Durham, NC

1985 Fresno, CA

1985 Columbia-Jefferson City, MO

1985 Savannah, GA

1985 Twin Falls, ID

1985 Alexandria, LA

1984 Bakersfield, CA

1984 Missoula-Butte, MT

1984 Rapid City. [A

1983 Fargo, ND

1983 Green Bay, WI

1983 Harrisburg-York-
Lancaster, PA

1983 Sioux Falls. SD

1983 Waco., TX

1983 Medford, OR

1982 Monroe, LA |

1982 Panama City, FL. ‘

1982 Eugene, OR

1982 Joplin, MO

1982 Midland-Odessa, TX

1982 Savannah, GA

1981 Baltimore

1981 Albany, NY

1980 Atlanta

1980 Fort Smith, AR

1980 Wheeling, WV/
Steubenville., OH

1980 Jacksonville, FL.

1980 Dayton, OH

1980 Meridian, MS

1979 Indianapolis

1979 Minneapolis

1979 Knoxville, TN

1979 Columbus, MS

1978 Medford, OR

1978 Charlotte, NC

1977 Huntsville, AL

1977 Albany, NY

1977 Baton Rouge, LA

1977 San Diego, CA

1977 Providence, RI

1977 Columbus, MS

1977 Milwaukee

1976 Spokane, WA

1975 Baton Rouge, LA
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1996 RTNDF
AND RIAS BerLIN COMMISSION
GERMAN/AMERICAN JOURNALIST EXCHANGE

ANNOUNCING Four ExcITING PROGRAMS

© German Journalist Exchange
German journalists spend seven weeks in the United
States interning at radio and television stations,
taking classes with American journalism students,
and meeting business, government, and media
representatives.

© $10,000 German/American Awards
Two $10,000 awards for excellence in reporting, one
for radio and one for television, are presented annu-
ally by RTNDF and the RIAS Berlin Commission.

Entries must be long-form radio or television stories.

© American Journalist Exchange
American journalists spend two weeks in Germany
where they meet witE top media, business, and
government members, visit East German cities
including Potsdam and Leipzig, and see German
journalists in action.

© Production Grants
Financial support is available for journalists to
produce long-form programming dealing with
past, present, or future aspects o? the German/
American relationship. Proposals are accepted on
an ongoing basis.

K Knowledge of German frcy‘érrea’ but not required for American journalists applying to any of the

a

ove programs, grants, or hosting opportunities %

For More Information, contact:

Pat Seaman, Program Coordinator, at (301) 977-7210, or

Radio and Television News Directors Foundation, German/American Journalist Exchange,
1000 Connecticut Avenue NW, Suite 615, Washington, DC 20036
(202) 659-6510 Fax: (202) 223-4007




By Aliza W. Rieger

DEMOCRACY, SOCIETY
AND JOURNALISTS

The timeless journalistic challenges of reporting the news and promoting constructive
public debate are essential in a democratic society. A group of educators and journal-
ists delved into this topic—with the added issues of media ownership, information
overload, personal bias, etc.—at a recent Alfred L. duPont-Columbia University Forum,
“Democracy in the News: Citizens, Journalists and Contemporary Politics.”

n April 29, 1993, University of
OPennsyIvania law professor Lani

Guinier came to her conclusien
of how journalists conduct the conversa-
tion of democracy. As one of President
Clinton’s nominees for assistant attorney
general for civil rights, Guinier attended
the one press conference held before the
Senate confirmation hearings. After
being asked about her desire to change
the direction of civil rights enforcement,
she discussed the detailed facts of a case
she litigated for the NAACP. The next
day a headline appeared in The Wall
Street Journal that doomed her nomina-
tion: “Clinton’s Quota Queen.”

“Here I was to learn the hard way that
only one message—and not even the
message I thought I was sending—was
received by the press,” Guinier said
while addressing an audience of 200
journalists at an Alfred 1. duPont Forum
at Columbia University. “I was not
skilled at the task of facing down jour-
nalists, projecting symbols and reducing
complex ideas to sound bites,” she
added.

Seventy-six years ago Walter
Lippman addressed the role of journal-
ists in a democratic society in the book
“Liberty in the News.” In it he described
the link between truth and journalism,
and liberty in a democratic society.
Lippman wrote, “The news of the day as
it reached the newspaper office is an
incredible medley of facts, propaganda,
rumor, suspicion, clues, hopes and fears.
And the task of selecting and ordering
the news is one of the truly sacred and
priestly offices in a democracy.”

Lippman’s ideas still hold true today
where journalists continue to grapple
with how best to report the news and
promote a constructive public debate.

This was the subject of the Alfred I.
duPont Forum, where a panel of journal-
ists and academics discussed, on January
23, the subject “Democracy and the
News: Citizens, Journalists and
Contemporary Politics.”

“=mmhe monopoly over information, the
tyranny, as it were, is inadvertent,”
said Rutgers University professor Ben
Barber. “I don’t suggest for a minute that
any of the Rupert Murdochs or Michael
Eisners or Speilbergs or Bill Gateses
have a particular interest in narrowing
the range of information to us. That is
simply an outcome, a consequence of the
conglomerating practices in which they
are engaged,” he continued.

With the recent mergers of NBC and
General Electric; CBS and
Westinghouse; and ABC/Cap Cities and
Disney, ownership of information
sources has become increasingly con-
centrated. Disney now owns not just film
studios and theme parks, but trademark
tie-ins, publishing houses, television sta-
tions, sports teams and newspapers.

Barber is concerned about the ability
of the media to operate freely in these
conglomerate structures. He said the
problem with the media is that they are
becoming entrenched in the free-market
sphere and private, rather than public,
modes of discourse will be used. “As a
consumer [ may want a car that goes 130
miles an hour. But as a citizen | may vote
far a reasonable speed limit that will
conserve gasoline and secure safe
streets,” said Barber. With the media
operating in the private sphere, citizens
are prevented from speaking as citizens
to one another about the social conse-
quences of private consumer choices.

Jean Bethke Elshtain, professor of
social and political ethics at the

University of Chicago Divinity School,
also spoke of how consumer concems
have affected the news. “Democracy and
the news is too often democracy and the
damage done to it by the proliferation of
pseudonews and the interests of tawdry
dramas that, of course, sell,” she said.
Elshtain saw her theory play out in
the way domestic violence was covered
on television, especially during the O.J.
Simpson case. She said women who
watch the news and not just the “docu-
dramas” believe that the likelihood they
will become a victim of violence is high.
She claimed that the news elevates
extreme cases of domestic violence so
that people think that is the norm. This
perception is not only inaccurate,
according to Elshtain, but it has created
an environment where people don’t trust
each other and have stopped speaking.
Elshtain’s concemn for the lack of rep-
resentation of ordinary people in the
media was echoed by Guinier. “There
are ways in which we talk in public and
then there are ways in which we deliber-
ate. And the ways in which we now talk
in public, it is as if our democracy is the-
ater; it is not participatory; it is staged,”
she said. “It is scripted by sound bites; it
doesn’t deal with nuance; it doesn’t deal
with gray,” she continued. The role of
the public, in turn, has moved from audi-
ence to spectator, and the journalists
have been raised to the level of adjudica-
tors of the winners and losers in society.

avid Mathews, president of
Kettering Foundation, said the press
should not be adjudicating but present-
ing information that allows people to
deliberate. He describes deliberation as
the process where a discussion allows

(continued on page 24)
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Lani Guinier

David Mathews

. Benjamin Barber

Tom Rosenstiel

Jean Bethke Elshtain

Photos by Jonathan J. Barkey

BROADCAST
JOURNALIST

A leading California energy company needs a seasoned
broodcost journalist with on-camera savvy to join a fast-
paced corporate communications unit. The successful
candidate must be able fo develop and implement commu-
nications strategies and programs for a rapidly changing
industry and advise senior management on short and long-
term media relations plans. We offer o competitive
compensation and benefits program and an opportunity <ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>