Online Boxes

No book can hold everything; for each edition edits have to be made on the basis of what is taught in the course nationwide and what the average student can reasonably be expected to read during the term.  Chapter Openers and various Close-Ups are replaced with more current ones.  However, the older examples still have utility, so this section of the web site will provide access to this material, organized according to chapter.   In some cases, boxes that the author wanted to include in the paper text, but didn’t have the space for, are also included.
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PART 1: OVERVIEW

Ch. 1: Introduction: Media in a Changing World

CHAPTER OPENER

The Convergence Generation

Sociologists call them “Millennials,” and define them as those born since the 1980s.  They are the babies of the Baby Boomers, the huge generation born after World War II.  By 2010, Millennials will outnumber all other generations in the 18- to 49-age category that advertisers love because of their free-spending habits. 

Not all members of this or any other generation are the same, but one thing that distinguishes the Millennials is the way that most of them use media.  They are the most technologically savvy generation in history.  Thanks to the Internet, hand-held computers and cell phones, Millennials literally have billions of facts at their fingertips.  They like to watch television, but they barely recognize the concept of "prime time," downloading their favorite shows (without commercials), to TIVOs, laptops, video iPods and cell phones.

They almost never buy newspapers or magazines, getting nearly all of their information from the Internet, or from their network of electronic contacts. They take broadband Internet access for granted.  


This is a generation weaned on computer technology. They tinker comfortably with digital media - from creating Web sites and blogs to mixing their own music files - and they have constant access to their friends through instant messaging and online networking.  "It consumes my life," said one college senior. "If I'm not texting my friends over the cell phone, I have my laptop with me and I'm IM'ing them, or I'm doing research on Google. Honestly, the only reason any one of my college friends use the library is for group meetings."
  

The Millennials find entertainment and information (and one another) through a wide variety of new media, including the newest versions of iPods, Treos and Blackberries.  Many of these new media are products of convergence, the integration of previously separate forms of media.  

Millennials are highly skilled at multitasking and teamwork.  Shaped by the end of the Cold War, the explosion in technology, a new global economy, September 11 and terrorism that continues, they tend to be more sober-minded than those who came before them. They are also more willing to work within the system to effect change.  Millennials are focused on achievement and have a respect for authority.  They are less violent and less inclined to risky behavior than their parents were at the same age.   Millennials drink less, use fewer recreational drugs, and smoke fewer cigarettes than earlier generations.  They are more likely to go to college.


It’s no wonder that experts expect great things from this generation.   As one set of authors predict, "The Millennial Generation will entirely recast the image of youth from downbeat and alienated to upbeat and engaged - with potentially seismic consequences for America."

Not all of the traits of Millennials are positive, however.  Their English teachers feel that they’ve lost touch with the nuances of grammar and punctuation.  They tend to possess notoriously short attention spans.  One researcher coined the term "grasshopper mind" to describe the Millennial’s inclination to leap quickly from one topic to another.
  Under intense pressure from their parents to succeed and faced with a new, more competitive world economy, they also feel more stress than earlier generations.  Millennials are more prone to childhood obesity and depression.

Perhaps more than anything, the Millennials stand as proof that media have affected young people—and that those same young people are poised to change the world.  If nothing else, this is a great argument for the idea that everyone needs to understand today’s media.

CLOSE-UP ON HISTORY

Technology and Change: The Telegraph 

New media technology has changed society at many points in history. Technological events have ranged from the invention of the printing press in the fifteenth century to the adoption of the World Wide Web in the 1990s. The introduction of the telegraph in 1844 is especially instructive because it contributed to a new style of journalistic writing and established wire services for newspapers.


Samuel Morse, a well-known artist and inventor, worked on his telegraph throughout the 1830s, and by 1844 he had talked the U.S. Congress into financing a line from Baltimore, Maryland, to Washington, D.C. Morse’s first message to Congress, sent in the code of dots and dashes that he had invented, was “What hath God wrought!”  Telegraph lines carrying messages in Morse code were soon spreading across the country.


By increasing the speed of long-distance communication from that of a team of horses to that of an electric impulse, the telegraph transformed the way Americans exchanged information and did business. News from faraway places was available very quickly, and could affect everything from a banker’s choice of investments on Wall Street to an Iowa farmer’s decision to plant soybeans or corn. The telegraph even changed the way people wrote, not only in journalism but also in literature. The lean, “telegraphic” writing style that the new medium encouraged eventually became fashionable and replaced the flowery, wordy writing of the nineteenth century. The inverted-pyramid style of news writing—in which the most important facts (the who, what, when, where, why, and how) are squeezed into the first paragraph of the story—began because of the telegraph’s lack of reliability. Reporters using the telegraph had to make sure that the most important information would be transmitted before the line went down.


The telegraph made possible the formation of wire services, which were organizations that sent local newspaper stories from far away. The Associated Press of New York, the first wire service, was formed in 1848 when six New York newspapers, all of which had correspondents in Boston, agreed to share one correspondent in order to save money. The enterprise worked so well that the Associated Press (AP) became a nationwide association in which hundreds of papers shared their local news and correspondents. Before the AP, America still had a partisan press, which meant that most papers had a decidedly political point of view.  With the formation of the AP, however, each paper had to make its articles appropriate for other papers, on all sides of the political spectrum. Thus began the journalistic ideal of objectivity, the writing style that separates fact from opinion.

CLOSE UP ON INDUSTRY

Breaking into a Media Career


The DVD that accompanies this book contains a series of “Media Tours” that will take you inside several media companies.  For those who are interested in pursuing careers in the media, there are a handful of guidelines and suggestions:

1.
Extracurricular Activities  First, take advantage of on-campus opportunities related to your field of interest.  If you are interested in journalism, volunteer to work on your campus paper.  Many campuses today also have radio stations and television studios at which students can work.  Some also have advertising and public relations offices that will accept student volunteers or part-time workers.  Sometimes a campus work experience will show you what area of a field you are interested in; other times, it might show you that you aren’t really interested in that career, and guide you toward your true calling.

2.
Coursework  Second, choose courses that develop the skills that are in demand.  Most employers, in most types of companies, look for three things in prospective employees:  good communication skills, good information technology (computer) skills, and a well rounded general education.  Courses in media-related areas are also important, but not for the reasons you might think.  Media employers usually do not believe you are going to learn how to perform a specific job in your college classes.  The industries change too quickly for that, and employer needs tend to be too specific.  Managers know they are going to have to train you to perform the functions they need done.  However, coursework in media areas shows that you are interested in their industry, and that you have a general knowledge of what that industry is all about.  These courses also enable you to work on special projects that you can list on a résumé and show to a potential employer.  If you apply at a movie studio, for example, there is a good chance that an executive there might be interested in the research you did into new movie technologies, or movies on the Web. 

3.
Internships  Third, take advantage of internship opportunities.  Many colleges now offer the opportunity for students to work in a local industry and earn academic credit for doing so.  Generally, the internship has to be set up both with the local company and with the college department.  You should begin planning for your internship several months before you plan to take it.  Find out what the policies are at your college, and which local media companies are available.  Generally, you can inquire at the employment or human relations department at the company to find out about their policies on internships.  

4. 
Off campus work  Consider a part-time or temporary job at a local media company, such as the town newspaper or an Internet start-up.  This type of job often does not involve college credit or the supervision of an academic advisor, but it does have the advantage of generating income and helping you gain valuable experience.  Also, do not forget the entrepreneurial route.  If there are no internships or jobs available, or if you are the type of person who likes to work for yourself rather than an employer, there are many media fields that lend themselves to self-starters. If you find a failing barber shop, for example, you could help save it by organizing an advertising and public relations campaign that includes drawings for free haircuts and circulars delivered to neighborhood homes.  Working on a percentage of new business generated, you could earn a fair commission as well as invaluable experience to tell a future employer about.

5.
Networking  “Network” in this sense means to develop contacts with and open up lines of communication with industry professionals.  They are usually busy people, but they often don’t mind offering advice to college students.  Sometimes industry professionals can be met when they come to your school as guest speakers.  Other contacts might be made by arranging to interview media practitioners, if only over the telephone or by e-mail, for college projects and papers.  Also, make a habit of reading the professional publications in your field of interest.  Organizations such as the National Association of Broadcasters and the Newspaper Publishers Association of America have student branches that your professor can give you leads to, or you can find over the Internet.  Participation at conferences of student media organizations is also good for networking.  If you happen to find a media professional you particularly admire and get along with, you might want to ask him or her to mentor you.  A mentor is a professional you can seek out for advice on a regular basis.

CLOSE-UP ON CONTROVERSY

Hating America

Anti-Americanism.  Nothing has so stunned Americans in the twenty-first Century as the idea that people of other countries dislike them, sometimes enough to devote their lives to killing American civilians.

If there were doubts, they were dispelled with the attacks on the World Trade Center of September 11, 2001.  The attacks had been planned for maximum media coverage, as well as maximum civilian casualties.  The terrorists timed their assault so that every television and radio outlet in the country was covering the blaze in Tower 1 as a second airliner hit Tower 2.  A stunned audience watched at home as people in the towers jumped 1000 feet to certain death.  Nearly 3000 innocent people died in the attack--more fatalities than occurred at Pearl Harbor.  While American audiences reeled from the tragedy, they were additionally shocked by the reaction of some people overseas.  News programs even showed clips of a small group of people in the Mid-East celebrating the attacks.

 
The anti-American reactions overseas grew worse as America reacted to the terrorist attacks.  The U.S. invasion of Afghanistan and, after a long build-up, the incursion into Iraq, resulted in demonstrations on the streets of dozens of countries, including nations that had been considered America’s strongest friends, such as England , Germany, and Japan.

The news coverage overseas differed markedly from the coverage at home.  Al Jazeera, the all-news cable TV network based in Qatar, broadcast graphic pictures of Iraqi civilian victims that were never seen on American TV.  As American stations were calling the Iraqi action a “war of liberation,” Al Jazeera was calling it an “invasion.”  Al Jazeera was reporting that American officials “claimed” certain facts while Iraqi officials “reported” theirs.  American media did the opposite.   Even the media of those supposedly friendly countries seemed to turn against the United States.  A cover picture in Der Spiegel, the German newsweekly, showed explosions in Baghdad under the caption: "Terror Bombing for Freedom."

How could the perceptions of people overseas be so different from those of people in America?  Many Americans just assumed that the media of other countries were biased against the United States, and the people of those countries were therefore uninformed.  But research studies conducted by American universities suggested that many Americans were also uninformed.  One study, for example, showed that in the days leading up to the war in Iraq, 48 percent of Americans thought that the US had established the existence of a close link between Iraq and al-Qaida, the terrorist organization responsible for the September 11 attacks; 22 percent thought the U.S. had found weapons of mass destruction in Iraq, and 25 percent believed that most countries in the world supported the U.S. military action against Iraq.
  Many critics believed that corporate control of the media was responsible for the misinformation that Americans believed.

It was indeed a confusing time in the world of media.

Ch. 2: Media Impact: Mass Communication Research and Effects

CHAPTER OPENER

Did Media Cause Columbine?

In 1999, two teenage gunmen killed 12 students, a teacher, and themselves at their high school in Littleton, Colorado.  Almost immediately, news reports revealed that the gunmen had been attracted to mediated violence.  The killers were reportedly fans of the movie The Basketball Diaries (1995) in which a drugged-out high school student played by Leonardo DiCaprio daydreams of gunning down his teacher and most of the kids in his class.  The Littleton gunmen were also fans of Natural Born Killers (1994), in which two young people become serial killers and, in the process, media darlings.

Some critics blamed the violent rap music that the Littleton killers listened to.  The main suspicion, however, settled on video games.  The killers were known to enjoy games such as Doom and Quake, which they played on the Internet.  Critics claimed that these games, which involve shooting images of human beings, help players become more skillful murderers.  The skill levels shift as players improve at pointing and shooting, rewarding them with an increase in the level of violence.  Most importantly, they feature “an armed first-person actor in a hostile world full of completely dehumanized targets.  This is a fantasy that inevitably prevents the player from personifying his assailants, which is why it has worked so well as a form of military training.”
   

Many critics insisted that even the ads for the games encouraged violence.  Sales slogans included, "As easy as killing babies with axes," "More fun than shooting your neighbor's cat," and "Get in touch with your gun-toting, testosterone pumping, cold-blooded murdering side."  One ad featured a picture of a severed head and the slogan, "Happiness is a warm cranium."  The ads were apparently effective.  The video games market was exploding, racking up $6 billion in retail sales in 1998, which almost rivaled movie box-office receipts.  Sales had been growing at a rate of more than 30 percent annually.

In the wake of the shootings, members of Congress proposed a bill that would require the Surgeon General to conduct a comprehensive study of the effects of media violence on American youths.
  It was not the first time for such a call, and it will probably not be the last.

CLOSE-UP ON CONTROVERY

Reacting to Media Impact


Press coverage of media effects that have apparently harmed people often result in public calls for some type of censorship.  The role of sentiment becomes powerful in such calls.  Even one child being hurt is a tragedy.  If controls can save that one child, isn’t the attendant loss of freedom worth it?  Generally the answer turns out to be no: most forms of government censorship, in a free speech society, are out of the question.

After an incident, there is a certain amount of media self-censorship.  Following the 1999 Littleton school shooting discussed at the beginning of this chapter, CBS pulled an episode of “Promised Land” because of a plot about a shooting in front of a Denver school.  The WB postponed an episode of “Buffy the Vampire Slayer” that dealt with a schoolyard massacre.  MTV cut one filmmaker’s acceptance speech from their Movie Awards show because he proclaimed, “It’s an honor to be at the top of an industry most Americans think is full of scumbags.  Maybe the next time some high school kid's girlfriend breaks up with him and he gets a gun and wipes out half his class someone will think of us.”
  Bravo cancelled a segment of Michael Moore's political satire series “The Awful Truth” about a “teen sniper school,” and “Jerry Springer” postponed an episode about teen killers.


Any long-term solutions, however, seem to inspire controversy.  Some academics suggest that media literacy classes, studies that teach kids the dangers of media, should be a required part of the curriculum at all levels.  Critics of those plans, however, dismiss media literacy classes as “teaching kids to watch television” when what is needed is more attention to values and “the basics” like reading and math.

Other solutions include warning labels of various types.  Movie ratings (G, PG, R, NC-17), television program ratings (TV-14, TV-MA, etc.) and record labels (“Explicit Lyrics”) are now well established.  Video games sold in stores carry ratings that range from EC for early childhood to M for mature (over 17) and AO for adults only.
  All of these ratings systems remain controversial. Some critics call them a form of censorship and others say that they don’t go far enough because they lack enforcement power, and do not cover all media.  Unrated video games, for example, can be downloaded from the Internet by young players.  Newer forms of warning labels, such as web site ratings, are in the works, but these also remain controversial, especially when they are combined with technological features such as Internet filtering software that also keep adults away from content they want access to.  Other critics insist that ratings have encouraged the production of more, not less, violence and explicit language.  When you give television producers the opportunity to use a TV-MA (“Mature Audience”) rating, according to this argument, it is an invitation to make TV-MA programs.
  Companies can produce raunchier programs, affix an MA rating to them and still feel that they have acted responsibly. 


Usually, government officials have to be satisfied with some form of public relations solution.  Sometimes these solutions take the form of confrontational publicity.  This is what vice president Dan Quayle did in 1992 when he led a fight against the depiction of unwed motherhood on the television program Murphy Brown.  President Clinton used a similar type of appeal against violent video games and Hollywood entertainment following the school shootings of 1999.

Other times, government public relations takes the form of public education initiatives.  Around the same time that President Clinton was speaking out about violent entertainment, Attorney General Janet Reno joined with the stars of the band Goo Goo Dolls to unveil a CD-ROM and resource guide jointly produced by MTV and the government.  The CD was a compilation of anti-violence songs and sound bites donated by top pop artists, including Lauryn Hill, the Dave Matthews Band, Backstreet Boys, Alanis Morissette, Everclear and Tori Amos.  The accompanying booklet showed both kids and adults how to avoid violence through mentoring and art programs, and included an extensive resource list.

Many public-health groups would like to see more public education campaigns on media violence similar to those on smoking, drunken driving or seat belts.  As one advocate for these programs says, "All we want is to be able to tell parents that watching violence is an unhealthy influence, just the way eating candy is unhealthy if it's done in excess."

PART 2: THE PRINT INDUSTRIES

Ch. 3: Books: The Durable Medium

CLOSE UP ON HISTORY

Books and Slavery


Prior to the Civil War, American slaves were deprived of both books and education.  Slaves who attempted to learn how to read were subjected to severe punishment.  One former slave recalled, "The first time you was caught trying to read or write you was whipped with a cow-hide, the next time with a cat-o-nine tails and the third time they cut the first joint off your forefinger."
  Punishment was even more severe for slaves who tried to teach others to read.  It was common for plantation owners to hang them.


Several freed and escaped slaves wrote books that were important contributions to the literature of their time.  In fact, the first American "bestseller" in England, published in the 1790s, was a book of poems written by a freed black woman named Phylis Wheatley.  Later, the books of Frederick Douglass were important in the abolition movement, especially his 1845 autobiography, Narrative of the Life of Frederick Douglass, which both told of the horrors of slavery and demonstrated the intellectual possibilities of African Americans.  Douglass was born a slave, but his owner’s wife had taught him the alphabet.  His ability to read helped him to plot his escape from slavery using forged seaman's papers.  Once he became a free man, Douglass went on to become one of the best known abolitionists and black leaders of his day.


Another important book in the fight against slavery was Harriet Beecher Stowe's Uncle Tom's Cabin.  Published in 1851, this novel was America's first national best seller.  It brought the realities of slavery to the consciousness and imagination of the American people, although it was not appreciated everywhere.  At the University of Virginia, students held a public book burning, and peddlers were run out of Southern towns if they tried to sell it.  Nevertheless, books were influential in bringing the harsh realities of slavery to public attention.

CLOSE UP ON THE INDUSTRY

Oprah's Book Club


Oprah Winfrey’s television talk show is a potent promotional force for books.  Oprah devotes one program a month to books, calling it Oprah's Book Club.  Winfrey will announce the title of a book on air a month in advance, telling her audience to buy it, read it, and get ready to discuss it with her.  When the show airs it will include a videotaped dinner party with Winfrey, the author and four members of the audience, followed by a studio chat with that same group.


Winfrey's power at selling books has been proven with each of her selections.  She began with a relatively obscure first novel, The Deep End of the Ocean, which became a best-seller immediately after her show.  When she featured a 19-year-old book, Toni Morrison's Song of Solomon, sales of the book increased 3000% after the show.


Winfrey's power is also proven by the way publishers treat her.  Oprah plays by her own rules, which are designed to keep her in control.  On other shows, the publisher pays the travel and living expenses for the authors who appear.  On Winfrey's show, her production company pays, which means that she is not obligated to that publisher in any way.  She also requires publishers to sign contracts agreeing not to exploit the Oprah connection in any way without her approval.  That means that they cannot raise the prices of the books that she features.  In fact, sometimes she makes them lower the prices, as she did with the hardcover edition of Song of Solomon, which was reduced from $26 to $18.95.  When audience members complained about the hardcover price of another club selection, Oprah asked the publisher to donate 10,000 copies to libraries, and the publisher quickly complied.  Another indication of Oprah’s influence in the industry is that Amazon.com has added an “Oprah” icon in their book section so shoppers can go directly to Oprah’s book choices.


Winfrey and her staff came up with the idea of the book club when they were looking for material that was good for society, as a reaction to criticisms of the sleazy content of other talk shows.  Winfrey needed to be concerned about ratings, though, and she realized that reading groups were one of the phenomena of the 1990s.  She believed that she could extend that phenomenon through television without losing viewers, and she was right.

CLOSE-UP ON INDUSTRY

The Price of College Textbooks

Those screams of anguish that you hear coming from the campus bookstore during the first week of classes are all about the price of textbooks.  And the screams are getting louder:  the price of textbooks has gone up nearly 240 percent in the last twenty years, while the cost of consumer goods has risen only 50 percent.
  The average student at a private college now spends more than $800 a year on books, although students in some majors, such as the sciences, can spend twice that much.


Some students try to save money by going online to find cheaper copies.  About 20 percent no longer buy all their required texts,
 trying to make do with shared books, library copies, or lecture notes.  And everyone seems to ask the same question:  Why do college texts cost so much?  You can go into any bookstore and get the paperback of a great novel for less than $10, but a paperback organic chemistry text costs more than $100.


The industry answer is that textbooks cost a lot because they are expensive to produce.  According to Judith Platt, a spokeswoman for the Association of American Publishers, "An enormous amount of thought and expertise and technology go into the production of an organic chemistry text with the extraordinary four-color drawings professors demand."
  The industry also wants you to know that textbooks are produced for a relatively small audience.  They are printed on expensive paper.  They often contain a lot of expensive photographs.  And the CDs, Web sites, study guides, instructor’s manuals and test-generating software that come with them are all costly.


The biggest cost factor, however, is the used book market.  A textbook is sold only once, and neither publisher nor author makes any money on used book sales.  Within a year or two most students will be using used books, and the publisher has to bring out a new edition to stay in business.  In the end, textbook publishers don’t make as much as you might think.  According to the National Association of College Stores, for every dollar the student pays for a new textbook, 57 cents go toward the publisher's costs, and the publisher's after-tax profit is 7 cents. Typically, the author earns about 12 cents, and the bookstore receives about 18 cents for personnel and administrative costs, and less than 5 cents in pretax profits.

Professors, while sensitive to their students’ budgetary problems, generally recognize textbooks as valuable, long-term investments.   After all, students make a big investment in their education--not just in tuition and living expenses, but in the income they have lost from their years in school, when they could have been working full time. When you look at the entire financial picture, then, books are a relatively small part of the cost.   Many professors wish that students would keep their textbooks as part of their personal libraries, and use them for lifelong learning.   It would be fair to say that many textbook publishers feel the same way.

CLOSE-UP ON CONTROVERSY

A Victim of the Blockbuster Syndrome?


Critics believe that one effect of the Blockbuster syndrome is the freezing out of young talent.  An early example of this was the case of John Kennedy Toole, who wrote a novel called A Confederacy of Dunces. Toole submitted the manuscript to a long list of publishers, but none of them thought the novel, about a group of oddball characters in New Orleans, had commercial potential.  After years of rejection, Toole lost hope and committed suicide at the age of 31.  His mother, in despair, decided that she would take up her son's cause.  Over a period of ten years she sent the manuscript to eight different publishers, all of whom rejected it.  She then heard that there was a novelist, Walker Percy, teaching at a nearby university.  She took the book to him and asked him to read it.  Percy, like most successful writers, is asked for this type of favor all the time.  Authors are usually able to read only a page or two to dismiss the work being thrust upon them.  But this book was different.  Percy read the first pages, then the first chapters, and before he knew it, he had read the entire book.  He loved it, and he convinced the Louisiana State University Press to publish it.  Like most university presses, LSU had little money for promotion or large printings, but A Confederacy of Dunces became a best seller anyway.  It also won the 1981 Pulitzer Prize for fiction, and eventually was translated into a dozen foreign languages--far too late to be of any use to its author.

Ch. 4: Newspapers: Where Journalism Begins

CHAPTER OPENER

Ambiguous Headlines


Writing headlines is an art, but it can also be a tricky business.  A good one can make the paper jump off the newsstand shelf, and might even contain an element of garish poetry, such as the famous New York Post headline, "Headless Woman in Topless Bar."  Headlines usually have to be written quickly, though, because of publishing deadlines, and sometimes the wording can create some unintentional humor.  This happens so often that industry journals, such as the Columbia Journalism Review and Editor and Publisher, print examples of flubbed headlines in every issue, while comedians like Jay Leno use them in their routines.  The following list came from a web site
 devoted to the topic:

Drunk Gets Nine Months in Violin Case

Police Begin Campaign to Run Down Jaywalkers

Farmer Bill Dies in House

Panda Mating Fails; Veterinarian Takes Over

British Left Waffles on Falkland Islands

Teacher Strikes Idle Kids

Enraged Cow Injures Farmer with Ax

Miners Refuse to Work After Death

Juvenile Court to Try Shooting Defendant

Red Tape Holds Up Bridge

Arson Suspect is Held in Massachusetts Fire

Prosecutor Releases Probe into Undersheriff

Include Your Children When Baking Cookies

Some Pieces of Rock Hudson Sold at Auction

Unwanted Workers Get Shot at Job

Hospitals Are Sued by 7 Foot Doctors

CLOSE-UP ON HISTORY

Best American Journalism

These are the top 10 examples of the best in American journalism in the twentieth century,
 according to a panel of experts assembled by New York University’s School of Journalism.  Note that magazines, books, newspapers and radio are all represented.

1. John Hersey. ''Hiroshima.'' The New Yorker magazine. 1946.

2. Rachel Carson. Silent Spring. Book. 1962.

3. Bob Woodward and Carl Bernstein. Investigation of the Watergate break-

in. The Washington Post. 1972-73.

4. Edward R. Murrow. Battle of Britain. CBS radio. 1940.

5. Ida Tarbell. ''The History of the Standard Oil Company.'' McClure's
magazine. 1902-04.

6. Lincoln Steffens. ''The Shame of the Cities.'' McClure's magazine. 1902-04.

7. John Reed. Ten Days That Shook the World. Book. 1919.

8. H.L. Mencken. Scopes ''Monkey'' trial. The Sun of Baltimore. 1925.

9. Ernie Pyle. Reports from Europe and the Pacific during World War II.

Scripps-Howard Newspapers. 1940-45.

10. Edward R. Murrow, Fred Friendly. Investigation of Sen. Joseph

McCarthy. CBS. 1954.

CLOSE-UP ON INDUSTRY

Outrunning the Boulder

There’s a crisis in the newspaper industry, one that veteran journalists describe as trying to outrun a boulder going downhill.  One veteran says he sums up the issue by asking his colleagues, “Do you think we can outrun this thing?"
  “The thing” is the tendency for both readers and advertisers to migrate to the Internet, where news is largely free and classified advertising can be purchased more cheaply than in the local paper.   This migration represents profound changes in both the newspaper industry and society, and those changes are creating something of an identity crisis in the world of newspapers.
Newspaper circulation has been declining for years, and the decline is accelerating.  Even established readers are becoming less willing to go to the trouble of actually obtaining a newspaper.  As one longtime reader noted, “Once, I would drive across town if necessary.  Today, I open the front door and if the paper isn't within about 10 feet I retreat to my computer and read it online. Only six months ago, that figure was 20 feet.  Extrapolating, they will have to bring it to me in bed by the end of 

the year and read it to me out loud.”
 
The loss of circulation has led to a loss of revenue caused by a decline in local advertising by such traditional clients as auto dealers, travel advertisers, and hotels.  The Ford Motor Company, for example, says that 80 percent of its customers now shop online, doing everything from their initial research to setting up test drives and getting quotes from dealers.


At the same time that advertising revenue is down, the costs of producing the newspaper are up.  P. Anthony Ridder, chairman and chief executive of the Knight Ridder newspaper chain, explained it this way:  "Newsprint costs are up significantly. Wages and health benefits are up. So you have the cost pressure on the one hand and the lack of revenue growth on the other.”

Ridder knew what he was talking about.  Shareholder pressure forced him to sell all 32 papers in the Knight-Ridder chain in 2006.  The buyer, McClatchy newspapers, turned around and sold 12 of the 32 papers.  All of these new owners will try to increase profits by cutting back on expenses.  They will join the owners of the majority of metropolitan papers who have announced job cuts in the last two years, often in the hundreds.  And often the employees don’t have to be laid off.  When a buyout was offered at the Washington Post, there was a rush for the doors.

Examining these cost-cutting measures, the editors of the Columbia Journalism Review observed,  “This can work for a while, but at some point it has to erode the quality of the product, which further erodes readership, because who needs a paper when the reporters producing it are too rushed to get beneath the surface?  When editors are too fearful and squeezed to be creative?”
 

Another editor, trying to be optimistic, said it this way:  “That doesn't mean newspapers are toast. After all, they've got the brand names. You gotta trust something called the "Post-Intelligencer" more than something called ‘Yahoo!’ or ‘Google,’ don't you?  No, seriously, don't you?  OK, how old did you say you are?”

And throughout the industry, the boulder gathers speed.

CLOSE-UP ON CONTROVERSY

The Secret Life of Jayson Blair

Jayson Blair seemed to be doing everything right for a fast-track career in newspaper journalism.  He certainly followed all the rules mentioned in Chapter One of this book.  He took every journalism course he could.  He had numerous internships and part-time jobs at local papers and other news organizations.  He had a series of mentors and contacts in the field who helped him get established.  He was young, smart, energetic and ambitious.  He was described as charismatic, with an “electric smile.”


In both his high school in Virginia and at college (Liberty University, and then the University of Maryland) he served as an editor on the school newspaper.  While at Maryland, he interned at both the Boston Globe and the Washington Post.

At the age of 23, fresh from the University of Maryland, he found himself at the New York Times, which is widely accepted to be the most powerful, and best, newspaper in the world.  His career at the Times could only be described as meteoric.  He moved quickly from intern to cub reporter to full-time staffer to national assignments.  In less than three years he had published 600 articles.  Then the Times management moved him to the Washington sniper case coverage, where his stories began to receive front-page placement.


Blair, however, was telling friends that he was feeling overwhelmed by the pressures of his job.  He was drinking and doing drugs.  But somehow he kept producing article after article.


And then, the unimaginable happened:  the editor of a Texas paper contacted the editor of the Times, complaining that Blair had plagiarized one of his reporter’s stories about the family of a soldier missing in Iraq.  When the Times editor looked into this allegation, he found that not only that article had been plagiarized, but 36 of the 73 articles that Blair had submitted in the previous few months contained similar types of plagiarism, factual errors, and fabrications.  


One of the more prevalent types of fabrication had been deceptions about Blair’s whereabouts when he was reporting.  Instead of traveling on assignment, he had been using his cell phone and laptop to make it seem as if he was jetting around the country.  At times, he was actually writing from the newspaper’s newsroom when he was supposed to be on the road.


Jayson Blair resigned immediately, but the Times’ investigation proceeded.  The results of that inquiry became a 14,000 word story that began on the paper’s front page and jumped to four full broadsheet pages in the first section.  It was the kind of coverage that the Times usually reserves for cataclysmic events of global importance.  The editors of the paper called the incident "a low point in the 152-year history of the newspaper."  The publisher called it "a huge black eye."
 


In an interview about the incident with Newsweek magazine, Blair said:  “I can’t say anything other than the fact that I feel a range of emotions including guilt, shame, sadness, betrayal, freedom and appreciation for those who have stood by me, been tough on me, and taken the time to understand that there is a deeper story and not to believe everything they read in the newspapers.”


Critics pointed out that Blair had already done more than his share to make sure that people would increasingly not believe what they read in newspapers.

Ch. 5: Magazines: The First of the Specialized Media

CLOSE UP ON HISTORY

Getting to the Point with Reader’s Digest


Dewitt Wallace was the kind of person who was eager to “get to the point.”  Even as a boy he enjoyed editing stories so they could be read quickly without losing what he called “the essence” of the piece.  Wallace was 28 when he was injured in World War I.  While recuperating in a French hospital, he had plenty of time to study the magazines that major publishers had donated for distribution to soldiers, magazines such as The Saturday Evening Post, Vanity Fair and Scribner’s.  Wallace found himself obsessively cutting down the articles in the magazines,  editing them as he read.  He soon came to believe that in the roaring atmosphere of the U.S., where everyone seemed to be both busy and eager for self-improvement, there must be large numbers of people who were in a hurry and would appreciate being able to get to the point quickly.  When he returned to the U.S. he put together a dummy, or sample single copy, from 31 old articles.  When he showed it to New York publishers and bankers, they all told him the same thing: the idea had no possibility of success.


Undaunted, Wallace and his wife Lila began publishing Reader’s Digest out of their New York City apartment.  It specialized in summarizing articles that were informative, well written, and stressed conservative middle class values.  Each was chosen for lasting interest, meaning that it would be worth reading a year later. Readers saw it as a bargain: they were getting the best of dozens of magazines and books, all reduced to a length that could be read on the train ride into work.  Circulation grew and the digest became hugely successful.  By the early 1990s it had an international circulation of more than 28 million in 17 different languages.  Wallace could hardly believe his own success.  Late in life, walking with a visitor across the inner courtyard of his magazine’s huge headquarters plant, he looked around and said in wonder, “Sometimes I can’t believe it all really happened.”

CLOSE UP ON CONTROVERSY

Was It Newsweek’s Fault?

It was only a one-sentence item in Newsweek’s “Periscope” section, but somehow it led to 17 deaths in five days of rioting in Afghanistan.  The May 9, 2005 item reported that a Koran, the holy book of Islam, had been flushed down the toilet by guards at the U.S. military prison in Guantanamo Bay, Cuba.  


Newsweek apologized and retracted the story, saying that it had been based on a confidential source -- a "senior U.S. government official" -- who later said that he was not sure whether the story was true.   "Just as citizens, we feel badly about the fact that there's been a rash of violence. . . . Clearly, that was not our intent in publishing what we thought was a solid news item," said Newsweek Editor Mark Whitaker.  "Whatever facts we got wrong, we apologize for.”
  

Critics seized upon the story as the latest in a series of media blunders at such respected news organizations as the New York Times, USA Today and CBS News.  Among the most vocal critics were government spokespeople.  At the Pentagon, one such official said that Newsweek "hid behind anonymous sources which by their own admission do not withstand scrutiny. Unfortunately, they cannot retract the damage that they have done to this nation or those who were viciously attacked by those false 

allegations."


Many critics insisted that Newsweek was directly responsible for the riots.  Critics on the other side of the issue, however, insisted that Newsweek was being used as a scapegoat.  One stated, “The administration has been so successful at bullying the news media in order to cover up its own fictions and failings in Iraq that it now believes it can get away with pinning some 17 deaths on an errant single sentence.”


Further analysis of the incident showed that the anger over the Newsweek report had been exploited by some religious and political groups in Afghanistan, including the ousted fundamentalist Taliban regime.  These groups knew that the populace already had other sources of resentment against the United States, including prisoner abuse, civilian deaths in U.S. military actions, and the feeling that U.S. influence was vulgarizing the traditional Islamic society of Afghanistan.  Said one conservative Muslim intellectual:  "Our constitution says Islam should be respected, but in our capital, people are drinking liquor and half-naked girls are dancing on TV."

Media scholars were interested in the way word had spread about the alleged desecration.  It had been reported in an American newsmagazine that few Afghanis had ever heard of.  It was then disseminated by Afghani newspapers and radio and television stations that did not exist just two years earlier; but most importantly the Internet played a crucial role in what was later seen as a public relations ploy by anti-American groups.  These media-savvy groups had distributed news of the item to the Web sites of local mosques.

Media scholars also pointed out that the incident showed how important the book is as a form of mass media.  In fact, desecrating a copy of the Koran is punishable by death in Pakistan, Afghanistan and many other Islamic countries.  Some Muslims consider a non-Muslim even touching the Koran to be a desecration.

For many media scholars, nothing better symbolized the changing state of world media than these riots and their aftermath.   They showed the power of the world’s oldest medium—the book—and its newest—the Internet.   And they showed how controversial some media practices, such as coverage of war-torn areas, mention of religion, and the use of confidential, unnamed sources, can be.

PART 3: THE ELECTRONIC INDUSTRIES

Ch. 6: Movies: Magic from the Dream Factory

CHAPTER OPENER

The Blair Witch Project


It was spooky, the way The Blair Witch Project seemed to come out of nowhere.  The movie started at the University of Central Florida film school.  Two students, Daniel Myrick, and Eduardo Sanchez, proposed it as a “Mockumentary,” or fake documentary.  They concocted a legend about a local woman from Burkittsville, Maryland, who was accused of witchcraft in 1785 and left to die in the Blair woods.  These woods become the site of a series of macabre murders and disappearances over the years, so three film students go to investigate, and they also disappear.  A year later, their footage is found.


It took Myrick and Sanchez a few years to raise the $30,000 they needed to shoot the movie.  They hired three actors, Heather Donahue, Joshua Leonard, and Michael Williams, to play the student filmmakers, and told them that they would have to improvise most of the action and dialog, as well as shoot the movie themselves.  The young, unknown actors were happy for the work, at least at first.  They were told to camp out in the woods for six days and nights.  At night, the directors would make noises and rustle the actors’ tent to scare them.  They would also hang creepy stick figures in trees around the tent where the actors would discover them in the morning.  There was no script.  Instead, each morning the actors were handed film canisters containing private messages like, “You don’t trust Heather, take control.”
  Each was told not to share these messages with the other actors, just to act accordingly and record everything on the 16 millimeter film camera and 8 millimeter video camcorder they were given.  After camping out for six nights, it didn’t take much acting to be convincingly dirty, hungry, tired, and, well, scared.


The directors then took the footage that the actors had shot and blended in a series of fake interviews with local townspeople, cops, and historians.  When they were done, they didn’t have much money left to promote the film, but they did have 18 hours of leftover footage and hundreds of pages of story notes—the same stuff that the studios throw out after production.  These directors put their spare material on the Net instead.  The movie’s Web site at www.blairwitch.com featured police reports and newsreel-style interviews to create the illusion that everything in the movie was real.  It included fake newspaper clippings and Heather’s “diary.”  It targeted a small, influential target audience that might actually seek out a witchy Internet site.  These early adopters, many of whom thought the story was real, started putting up their own fan sites.  They also set up hypertext links between the various sites, as well as to other film or occult sites, funneling thousands of people a day through the Blair Witch experience.


The buzz was pretty solid by the time the directors entered the film in the Sundance Film Festival, which had been founded by Robert Redford to nurture young, talented filmmakers and help them connect with film distributors.  The screening at the festival, however, did not suggest a promising future for the film.  The distributors, all Hollywood professionals, saw a film that had no recognizable actors, no special effects, and no on-screen violence.  Worst of all, it had terrible lighting and the camera work was so jumpy that a large portion of the audience left half way through the showing.  
One distributor, however, a small independent studio called Artisan Entertainment, saw promise in the film, and bought it for $1 million.  


By the time the movie came out in the summer of 1999, the audience was primed for it because of the buzz from the web site.  The film earned $48 million in its first week of wide release, and by the end of the year had earned $140 million.  Industry insiders predicted that video, DVD and foreign sales would bring the film’s revenues to twice that.  Myrick attributed the film’s success to its low budget simplicity:  “When you don’t have money and resources,” he said, “You’re forced to get down to the essence of storytelling.  Or at least have a good story.”
  Hollywood insiders had another explanation: “We’ve all had Web sites for all our movies for years,” said one studio marketing head.  “But this was a Web site that was an entertainment experience in itself.  The movie was an extension of the Web site, not the other way around.  That’s what was new.”

CLOSE UP ON HISTORY

Best American Films: The Original List


In 1998, in honor of the 100th anniversary of American filmmaking, the American Film Institute picked its first list of the 100 greatest American movies of all time.  The following are the top ten titles from the list.

1.
Citizen Kane, 1941  Orson Welles’ classic about the rise and fall of a media titan was based loosely on the life of William Randolph Hearst (see Chapter 4).  This film was made when Welles was only 25.  It was not a commercial success, at least partially because Hearst used his power to demand negative reviews and to force theater owners to boycott the film.

2.
Casablanca, 1942  Humphrey Bogart and Ingrid Bergman  star as two corners of a lover’s triangle in World War II Morocco.   This film won Oscars for best picture, director and screenplay.

3.
The Godfather, 1972  
Francis Ford Coppola’s epic tale of the violent life and times of a Mafia family.  Oscars for best picture, actor (Marlon Brando) and screenplay (Coppola and Maria Puzo, from whose novel the film was adapted).

4.
Gone With the Wind, 1939  Produced by David O. Selznick, this magnificent soap opera set during the Civil War won Oscars for best picture, actress (Vivien Leigh, as Scarlett O’Hara), director (Victor Fleming), and screenplay (Sidney Howard), among many others.

5.
Lawrence of Arabia, 1962  David Lean’s sweeping, literate blockbuster starring Peter O’Toole as the adventurer T.E. Lawrence.  Oscars for best picture, director, cinematographer, score, editing and art direction.

6.
The Wizard of Oz, 1939  Victor Fleming directed this fantasy based on L. Frank Baum’s story.  Won an Oscar for Judy Garland’s song, “Over the Rainbow,” among others.

7.
The Graduate, 1967  Mike Nichols’s anthem to the 1960s included Dustin Hoffman’s breakthrough role as a naive college grad who has affairs with both a childhood friend (Katharine Ross) and her mother (Anne Bancroft as Mrs. Robinson).  Classic score by Simon and Garfunkel, Oscar for best director.

8.
On the Waterfront, 1954  Marlon Brando as a misfit in a New York City harbor union.  Eight Oscars, including best picture, director (Elia Kazan), actor (Brando) and screenplay (Budd Schulberg).

9.
Schindler’s List, 1993  The story of  real-life war profiteer Oscar Schindler, who saved more than 1,000 Jewish people during World War II.   Seven Oscars include best picture, director (Steven Spielberg), and screenplay.

10.
Singin’ in the Rain, 1952  Gene Kelly directed and starred in this movie musical about Hollywood’s transition to sound movies, featuring Jean Hagen as Kelly’s silent screen costar, who was having a difficult time getting into the new industry because her voice could shatter glass.

[The American Film Institute’s list of best American Films was controversial.  Critics pointed out that only four silent films made the list, three of them starring Charlie Chaplin, and that Kevin Costner’s Dances With Wolves (1990, number 75) made the list, but D.W. Griffith’s Intolerance (1916) did not.  Still, most critics agreed about these top ten.]

CLOSE UP ON INDUSTRY

Debacle on the High Seas

Sometimes the best way to understand the effects of today’s star system on the strange economics of Hollywood is to take a close look at a Hollywood dud.  Cutthroat Island, a film you might well have never heard of, was supposed to be the biggest movie of the 1990s.  It had everything.  It had a hot male star in Michael Douglas of Romancing the Stone (1984) and Fatal Attraction (1987).  It had a sizzling female luminary in Geena Davis, an Academy Award winner and co-star of the blockbuster Thelma and Louise (1991).  It had a top director in Renny Harlin, who had directed Die Hard 2 (1990) and Cliffhanger (1993), and was Davis’s husband.  The project had full support from its studio, Carolco, which had produced some of the biggest blockbusters of all time, including all the Rambo movies (1982, 1985, and 1988).  In fact, Carolco’s 23 films had earned, on average, $115 million each at the box office.  In the high-stakes world of Hollywood, however, failure can follow success with blinding speed.

Carolco had invested heavily in its studio operations and was paying out tens of millions of dollars in production deals that never became movies.  It had given many of its executives multimillion dollar bonuses.  Because of this, Carolco had almost run out of money when Cutthroat Island went into production.  The studio collected $50 million in advance from its overseas distributor, strictly based on the stars and director.  With that money Carolco had to produce a hit or it would be out of business.

Carolco attacked the project with its usual extravagance.  One of the most expensive sets ever built was assembled on the island of Malta, and arrangements were made to film the water scenes on location in Thailand, because the water was prettier there.  Professionals were brought in from around the world—stunt men from Poland, carpenters from Italy and England.  More than 2,000 costumes and 1200 weapons were custom-made.  Douglas was to be paid $13 million, Harlin and Davis $5.5 million each.  Various executives would receive million dollar bonuses when the film was completed.


Some of Hollywood’s best writers were called in to work on the script, the story of a female pirate who must join forces with a rogue to avenge her father’s death.  The writers were told to create a script with both a strong female and a strong male lead.  Dozens of rewrites later, it became obvious that it was impossible to satisfy both stars.  As one studio executive observed, “Mr. Douglas felt that he was being upstaged by Ms. Davis and that he was unable to turn to the director for support because Mr. Harlin was her husband.”

When Douglas left the project, it appeared that the movie would be scrapped, as it had no big-name male star and no script.  But Carolco couldn’t afford to drop it.  Instead, Matthew Modine was hired to co-star and filming continued, with the script being rewritten on a day-to-day basis.  The story didn’t make much sense at that point, but there were so many other things going wrong that no one seemed to notice.  The chief camera operator quarreled with the director and was fired; two dozen crew members quit in support of the camera operator.  One of the directors of photography broke his leg falling off a crane.  Pipes broke, depositing raw sewage into the tank in which the actors had to swim.  Several dozen horses had to be expensively flown in at the last minute.  Production costs rose to $100 million dollars.  Because of the production delays, the film, which was scheduled to be released during the summer of 1995 when there wasn’t much competition, was put off until Christmas, when the field was full of action-adventure movies.  MGM, the domestic distributor, decided to spend only $18 million on marketing and distribution, a tiny budget for a $100 million film.


Critics hated the film. The New York Times critic Janet Maslin summed up the feeling when she declared the film “too stupidly smutty for children and too cartoonish for sane adults.”
 The film took in less than $10 million at the box office, giving it the distinction of becoming the movie industry’s first $100 million loser.


Carolco ended in bankruptcy.  To pay its debts it sold off all its assets, including its film library, its Sunset Boulevard building, and its private jet.  One of its final expenditures was to give its chairman a $1 million bonus for seeing Cutthoat Island through to completion.  Stockholders in the company lost their entire investment.  Renny Harlin and Geena Davis divorced not long afterward.
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World Domination and The Matrix
The three Matrix movies all feature the story of Neo, a computer hacker played by Keanu Reeves, who discovers that the world is actually an illusion maintained by the computers that have taken over.  Neo turns out to be “the chosen one” to save humanity.  The movies feature dazzling special effects fighting sequences, but to the movie industry, the more interesting battles were the ones fought at the box office.

The original Matrix was a surprise hit in 1999.  Many of the reviews were negative.  The critic Leonard Maltin pointed out that the script was overlong and that it had a high MJQ, or “Mumbo Jumbo Quotient.”
  Still, the movie earned $172 million in its U.S. theatrical release, and it did even better internationally, earning an additional $290 million in other countries.  The DVD and video-game versions were also best-sellers.

When the second film, The Matrix: Reloaded, hit theaters early in 2003, the reviews were even more negative.  One critic called it “a lumpy, gaseous treatise of movie” that was “bogged down hopelessly in portentousness and obfuscation.”
  Still, that film made $280 million in its U.S. release, and an additional $455 million in the international market.  Most of the box office was made in the first two weeks, however.  The film had a large drop-off after its opening, as word of mouth caught up with the critics.

For the November 2003 premiere of the third film in the trilogy, The Matrix: Revolutions, the producers decided to take full advantage of the franchise’s international appeal, while minimizing the effects of both critical reviews and word of mouth.  The studio executives decided to open the film simultaneously on more than 18,000 screens in 96 countries in 43 languages, including Hungarian, Mandarin and Turkish.  Theaters began showing the film at exactly the same time, regardless of the time zone, which meant that devoted fans had to drag themselves to the theaters in Los Angeles at 6 a.m., while the movie began in New York at 9 a.m., Moscow at 5 p.m., and Tokyo at 11 p.m.  This was the first world-wide premiere of any movie.  It was even released simultaneously in 60 super-sized Imax theaters in nine countries.

Revolutions was thoroughly trashed by the critics.   A reviewer for the Minneapolis Star Tribune declared, “The dialogue is dreadful, with philosophical claptrap stumbling over kiss-me-before-I-go banalities, and the plot is cut from very worn cloth.”
  The New York Times worried that there would be even more sequels on the played-out theme, such as The Matrix: Recycled and The Matrix Recipe Book and Holiday Menu Planner (featuring the Oracle’s baking tips).”
  The movie took in more than $200 million in its first five days of release, and $425 million by the end of its first run.  
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Turning off the Cruise Control

There’s an old Hollywood axiom, “There’s no such thing as bad publicity.”  The belief has always been that hype and buzz of any type will fill the theater seats.  But in today’s world of celebrity-crazed entertainment news, in which on-screen and off-screen roles blend together into one piece of 24-hour performance art, is there a risk of overexposure? Apparently there is, if the star is Tom Cruise.

For the first twenty years of his stellar career, Tom Cruise (born Tom Cruise Mapother IV) followed the advice of his publicist, agent and manager and stayed tight- lipped about his love life and his religion.  Through two marriages and divorces that obsessed the paparazzi and tabloids, Cruise never mentioned his feelings for his spouses and ex-spouses.  And he never spoke publicly about his membership in the Church of Scientology.  (Scientology, called a persecuted religion by some of its followers and a dangerous cult by some outside the faith, was founded in the early 1950s by science fiction writer L. Ron Hubbard, and includes a belief in reincarnation and the influence of extraterrestrials.)

The quiet, self-controlled Cruise changed suddenly in 2005 as the star set off on a publicity tour for “War of the Worlds,” a $135 million Steven Spielberg film that Paramount and Dreamworks had co-financed.  Both studios hoped the movie would end a box office slump that had been plaguing the industry all year.

The first sign that things would be different on this tour was when Cruise fired his long-time publicist and hired his sister, a fellow scientologist, instead.  Then suddenly he was jumping on couches on talk shows and loudly proclaiming his love for Katie Holmes, who also had a major motion picture, Batman Begins, being released two weeks before War of the Worlds.  He took on Brooke Shields, saying she was wrong to take drugs to cure herself of post-partum depression. (Shields was out on her own publicity tour, promoting a book about postpartum depression and the relief she got via antidepressants.)  And then Cruise was fighting with other celebrities—most noticeably Matt Lauer of NBC’s Today Show—about the field of psychiatry, which Scientologists do not believe in (Cruise calls psychiatry a “pseudo-science”).

Many studio executives felt that Cruise’s behavior was deflecting attention from the movie during its publicity tour.  In fact, some industry observers insisted that Paramount was considering not going ahead with Mission Impossible 3, a big budget ($150 million) risk that they felt was jeopardized by Cruise’s behavior.  They shouldn’t have worried.  War of the Worlds had the best opening of any Tom Cruise movie to date ($113 million in North America and $103 million overseas over the six-day July 4, 2005 week-end, ) and Mission Impossible 3 was given the green light.

For many, Cruise’s behavior highlighted the way movie publicity has changed.  It has always been a very serious business, but in the days of the movie factories the studios would tightly control the stars' images.  But in those days there were no Web sites offering instant access to their arrest reports, no Internet or camera-phones to spread unglamorous images. Today the studios have ceded control of image making to agents, managers, publicists, and the stars themselves, and sometimes the stars themselves are the least qualified to handle the job.

CLOSE-UP ON CONTROVERSY

The Passion and the Movie Business

The star of the movie was struck by lightning during the shooting.
  And that might be the least surprising aspect of this film.  In fact, it was astounding that the film was ever made.  The dialog was all spoken in ancient dead languages—Aramaic and Latin, with English subtitles.  The subtitles alone are usually box-office poison, but on top of that, the cast included no famous movie stars, and because of its religious theme, it contained no sex.

Another problem was that the film depicted Jesus, and the world’s 2 billion Christians are notoriously sensitive about the way he is presented.  The last time it was tried, with Martin Scorsese’s The Last Temptation of Christ (1988) Christians worldwide protested and boycotted the film.

It was no wonder, then, that no studio would touch this project.  The director, Mel Gibson, had to finance the production himself, to the tune of $30 million.  He was also co-wrote and produced the film.

The movie was controversial before it was even finished, as early versions of the script got into the hands of critics who denounced it as anti-Semitic.  The critics insisted that the Jewish priests and their followers were depicted as villains, demanding the death of Jesus over and over.  The Roman governor, Pontius Pilate, was depicted as “a sensitive ruler who is pushed into crucifying Jesus by a chanting Jewish mob.”
  Critics worried that the film would incite anti-Jewish bigotry.  One pointed out that this message was particularly dangerous in today’s world, stating, “Gibson’s timing couldn’t be more unfortunate: another dose of death-haunted religious fanaticism is the last thing we need.”
 


Not everyone agreed that the film was anti-Semitic, but everyone agreed that it was violent--violent enough to earn an “R” rating.  One critic called the violence “grotesque, savage and often fetishized in slo-mo.”
  Another called it “A sickening death trip, a grimly unilluminating procession of treachery, beatings, blood, and agony.”
 

In depicting the last 12 hours of the life of Jesus, the film included a beating that left one of his eyes swollen shut, a scourging with metal lashes that ripped flesh from his body and the nailing of his hands and feet to the cross.  The thief on the cross next to Jesus gets his eyes pecked out by a crow.  Several writers pointed out that Gibson, as an actor, had been beaten, tortured and even disemboweled in earlier movies. They suggested that he might be as obsessed with violence as he was with religion.  


The Passion of the Christ was released on Ash Wednesday.  It took in $125.2 million in its first five days, passing The Lord of the Rings: The Return of the King for the best gross by a movie opening on a Wednesday--ever.  By Easter, less than six weeks later, the film had grossed more than $350 million, earning it a spot on the list of the top ten all-time blockbusters in the United States.


Many industry analysts claimed that Gibson’s masterful handling of the anti-Semitism controversy contributed greatly to the film’s success.  It was Gibson who brought the controversy to the attention of the media, and the film then received an enormous amount of free publicity — on television news programs, on talk shows, in newspapers, and online.  Christian believers came to the defense of the film; Churches bought blocks of tickets and some individuals actually bought advertising for the film and paid for it themselves.

The success of this film tells us many things about Hollywood movies.  It shows us that they are culturally powerful and that their power can make them controversial.  It also shows us that movie successes are often total surprises, even to those, like studio bosses, whose business it is to predict that kind of success.

Ch. 7: Recordings and the Music Industry: Copyright Battles, Format Wars

CHAPTER OPENER

The Fight Against File Sharing


At the beginning of the twenty-first century, recording companies were in the fight of their lives, and their opponents were primarily college students.  This age group had always been the industry’s best customers, but now they were downloading free music from the Internet.  Computers with high grade speakers and sound cards shook the walls of dormitories and student apartments.  The music was coming from CDs that students had recorded themselves, taking their favorite cuts from dozens of albums, much of which had been downloaded illegally from other students’ Web sites.  The music was irresistible because it was usually sold in expensive CDs, with the profits going to an industry that many students saw as greedy and artists they felt were overpaid.  One pundit insisted that the recording industry was against file swapping because “it infringes on the constitutional right of music execs to overpay themselves.”


College students had always created compilation recordings of their favorite songs, at least since the early days of rock and roll.  They made their compilations first on reel-to-reels, then cassette tapes.  And they would always share them with other students.  The problem with downloading from the Internet, at least from the music industry’s point of view, was that digital files on the Web enabled college students and other music enthusiasts to share with literally millions of others.  And that meant a loss of sales to the industry.  The industry estimated that CD sales declined more than 30 percent overall from 2000 to 2002, while sales of the top ten albums were cut nearly in half, from 60 million to 33 million copies.


The Recording Industry Association of America (RIAA), a trade group, battled the file sharing threat on several fronts.  The RIAA went directly after colleges, threatening administrators on several campuses with legal action if the school’s high-speed, broadband connections to the Internet were used by what they called music pirates.
  It fought to stop the manufacture and sale of handheld digital recorders, such as the Rio, and lost that battle as the courts declared the players could be sold.  It fought to close down unauthorized Web sites that distributed copyrighted music, and, in the case of Napster, won, but then lost against Kazaa and others as the courts found that what the sites were doing was legal, even if some users were using them for illegal purposes.

Finally, in a supreme act of desperation, the industry actually sued their customers, taking hundreds of file-sharers, including college students, to court.  Most of the students settled the lawsuits for a few thousand dollars.   Meanwhile, several legal music sites sprang up, allowing the downloading of a single song for 99 cents, and an album for $9.99.  Penn State contracted with one such service in 2003, providing their students with free downloading as part of their tuition fees.  The recording industry hopes that this is the wave of the future.  

CLOSE-UP ON INDUSTRY

Ani DiFranco and Righteous Babe Records


Ani DiFranco’s independence started early.  She began singing in public at the age of 9.  She was living on her own at the age of 15 and she put out her first album, “Ani DiFranco,” at 20.  To do so, she started her own independent label, Righteous Babe Records.

DiFranco describes her company as “a people-friendly, sub-corporate, woman-informed, queer-happy small business that puts music before rock stardom and ideology before profit.”
  Righteous Babe Records is headquartered in Buffalo, N.Y., DiFranco’s home town.  She  uses small local companies to press her CDs and print album liners, posters and T-shirts, although she could have the work done more cheaply elsewhere.   In fact, she has been described as a one-woman urban renewal project for Buffalo.

DiFranco’s music is part folk and part punk with an angry woman attitude.  Her concerts are pure, revival-like energy, with a portion of the proceeds going to various social causes.  It is a style that defies easy classification, which is one reason that she has refused to sign with a major label, despite years of aggressive wooing.  Says DiFranco, “I don’t think the music industry is conducive to artistic and social change and growth.  It does a lot to exploit and homogenize art and artists.  In order to challenge the corporate music industry, I feel it necessary to remain outside it.”

DiFranco’s label seems to be doing fine on its own.  By 2003 the label had sold several million copies of her 21 albums, and was producing records by nine other artists, all of which were available over the Internet.  In fact, to a large degree, digital technology has made DiFranco’s success possible.  She bought a computer in 1989 that enabled her to prepare a mailing list in minutes.  Recording on tiny digital tape costs a quarter of the price of 24-track analogue tape.  Her fans on the Internet handle much of her publicity.  The first site was put up by “a guy called Megazone, a computer geek from Worcester, Mass.”
  There were around 70 different sites by 2007.  All indications are that Ani DiFranco will maintain her independence from corporate labels for some time to come.

CLOSE UP ON CONTROVERSY

Marilyn Manson Meets America

Marilyn Manson has been described as a bogeyman in reverse.  “Children use him,” one critic quipped, “to scare their parents.”
  He is also an example of how some musical artists use outrageous behavior to promote their acts, and perhaps an example of how that style of promotion is becoming less successful.


Manson’s real name is Brian Warner.  He was a middle-class kid from Ohio who claims he took the name Marilyn Manson because it represented everything that was inside of him that he was afraid to let out—not just his feminine side, but his inner criminal.  He originally called his industrial rock group “Marilyn Manson and the Spooky Kids.”  Each member of the group took a first name from a female pop culture icon and a second name from a mass murderer—the keyboard player, for example, called himself Madonna Wayne Gacy.

On stage, Manson wears pancake makeup and outrageous outfits.  Nothing new there.  Groups such as Kiss did that years ago.  He’s famous for destroying hotel rooms, throwing kinky sex parties and being drugged, but that’s old hat too.  To break new ground, Manson titled one of his albums Antichrist Superstar, and on tour he styled himself as Lucifer, right down to the satanic contact lenses.  His act included self-mutilation--cutting himself with a penknife.  He ripped up the Bible on stage, wiped his bottom with the American flag, and sang lovingly about his relationship with Satan, all of which seemed to get the public’s attention.

As Rolling Stone pointed out, “For this to be more than a moment of pleasing, mischievous burlesque, someone had to take the bait.  It’s at moments like these when America rarely lets you down.”
  Manson was adopted as America’s new face of evil.  Of course, there was nothing new there, either.  In the past, politicians, parents’ groups and religious organizations have protested Elvis’s pelvis, heavy metal lyrics played backward and the obscenities of 2 Live Crew.  For Manson, there were pickets, canceled concerts, death threats and a lot of name calling.  The name calling included a slew of macabre rumors: that the band handed out drugs to be consumed and puppies to be ripped apart at concerts, that Manson had sex with a sheep onstage.  Manson made sure that the fires kept burning by publishing an autobiography, The Long Hard Road Out of Hell, which told not just of his own perversions, but those of the rest of his family, including his grandfather.

Despite his outrageous behavior, sales of his fourth album, Mechanical Animal, were disappointing.  Soon after the album came out, Manson invited Craig Marks, the executive editor of Spin magazine, backstage after a concert.  Within moments of greeting Manson, Marks was assaulted by the singer’s bodyguards.  The editor said that he was “grabbed by the neck, lifted off his feet and slammed into a dressing-room wall while the singer, apparently seething about not gracing Spin’s cover, thundered that he could kill Marks and the magazine needed to show the singer more respect.”
  The editor pressed charges the next day.  Another Spin editor later observed, “This was a rather desperate act by a guy who’s coming to the end of his time in the spotlight.”

Ch. 8: Radio: The Hits Keep Coming

CHAPTER OPENER

Wind- Up Radio


For many people, the most remarkable technological advance in radio over the last decade or so is not Internet broadcasting, and it isn’t digital or satellite radio.  This technological advance is actually one that seems quaintly old-fashioned: Wind-up technology.  Just as phonographs and music boxes worked by a hand crank at the turn of the last century, some of the latest radios are equipped with one at the turn of this one.


The wind-up radio was the brainchild of British scientist Trevor Bayliss.  Bayliss had been listening to a BBC (British Broadcasting Company) broadcast in 1990 about the AIDS epidemic in Africa.  The dreaded disease was sweeping rural portions of the continent, the report said, because safe-sex messages were not reaching the villages where people were so poor they could not afford television and so illiterate that they could not read newspapers.  Radio was the obvious answer, but these villages did not have electricity and the people were too poor to buy batteries.  Bayliss came up with the idea for a wind-up radio, in which winding the crank manually would coil a spring that would turn a generator, producing a half-hour’s worth of electricity to run the radio.  Bayliss built a prototype in his workshop, and patented 13 different devices that make the mainspring and gears drive the little dynamo. 


At first, Bayliss could not find a company to produce and market his fanciful idea.  He says, “For two years, the big companies like Philips and Marconi said, ‘That’s all very nice, Trevor, but who needs it?’”


Finally, Bayliss talked the BBC into doing a story about him and his wind-up radio.  A South African businessman heard the story, met with Bayliss, wrote a business plan and signed a contract.  Quietly, in 1996, a small factory in South Africa began cranking out the radios (if you will excuse the inevitable pun) for $40 each.  They received AM, FM and short wave, the long-distance broadcast band that would allow Africans to receive BBC broadcasts and The Voice of America.  Soon the factory was taking orders from all over the world, as wealthy campers in Japan, the Middle East and North America caught on to the idea.  The radio’s main accomplishment, though, as it spread through Africa, was that villages could now receive heath and safety messages that would save lives.

CLOSE UP ON THE INDUSTRY

Payola Today: Pay For Play, Pay for Say


Payola didn't end in the 1950s—it just moved from bribing disk jockies to bribing program directors.  Record promoters were still being indicted for payola as late as 1999.  Independent record promoters took up the practice at that time, and would sometimes offer program directors sex and drugs to go along with the rock and roll.  Since then, the record industry has come up with a legal form of the same practice: pay for play.  Pay for play is done in the open, with the money going to the station, not the deejay.


For example, in 1998 KUFO of Portland, Oregon collected $5,000 for 50 airplays of Limp Bizkit’s album Counterfeit.  Under FCC rules, such payments are allowed, provided the station makes the appropriate announcement (“This record was brought to you by…”).  Essentially, this makes radio programming something like a television infomercial.  Some promoters refuse to use pay-for-play, fearing that stations might start refusing songs unless they are paid to play them.


Another variation of today’s payola is known as pay-for-say.  In this variation, a label pays for 10-second commercials to run with their songs, reminding the listener of the singer’s name, the record label and where the album can be bought.  The record company doesn’t pay for the airplay, but the commercials, which run only when the songs are played, are a big incentive for the station to play that label’s records.


Pay for play and pay for say demonstrate the way history is destined to repeat itself as long as airplay remains an integral part of record sales.

Ch. 9: Television: Reflecting and Affecting Society

CHAPTER OPENER

Who Wants to Be a Millionaire

And now, for $64,000, who was the big winner in ABC-TV’s runaway hit show, “Who Wants to Be a Millionaire”?

a)
Regis Philbin

b)
One of the contestants
c)
The ABC Television Network
d)
The Walt Disney Company
Remember, you have three lifelines, but you can only use each one once on your way through the 15 questions that will allow you to progress from 100 to one million dollars in winnings.

You want to use the 50/50 Lifeline, which automatically removes two incorrect answers?  All right, we’ll take away a) and b).

a)
Sure, Regis was a big winner.  He won a five-year contract to host the show.  He says when he first heard about this copy of a hugely successful British program, “I begged my way on.  There was a short list, and I wasn’t on it.  I called my agent, and we made a full assault on ABC in L.A.  It has been a terrific ride.  I never had this kind of attention before.”
  But Philbin, 68, has a tendency to look at everything with boyish enthusiasm.  In dollar terms, he’s nowhere near the big winner here.

b)
Sure, some of the contestants did very well.  When Michael Shutterly won $500,000 during the show’s first run as a summer replacement during August, 1999, it was the largest one-time cash prize allotment (excluding lottery winners) in the history of American television.  No wonder there was so much excitement during the show’s second run in November when John Carpenter won $1,000,000.

You want to use your Ask the Audience Lifeline?  Okay, the survey says the audience thinks ABC is the big winner.  Ads for the show sold for $700,000 per minute, more than double the programs “Millionaire” replaced.  ABC was also able to promote all its other shows to big audiences.  All told, in spite of the big prizes given out, ABC’s profit increased by $50 million during the show’s first year. The show brought them from last place to first place among NBC, CBS, and Fox, their traditional rivals.  And they filled three big holes in their Spring, 2000 schedule on Sunday, Tuesday, and Thursday nights.

Still stumped?  You want to use your Phone-a-Friend Lifeline?  Lucky for you Michael Eisner, the chairman of Walt Disney Corporation, is waiting by the telephone for you.  Eisner reports that he is "simply ecstatic"
 about the show's success, as well he should be.  Disney’s stock had been sliding in recent months, and this show would help prove to investors that Eisner’s multibillion dollar acquisition of ABC a few years earlier actually was a good idea.


So you say Disney was the big winner?  Are you sure?  Is that your final answer?  (Draw out the moment for dramatic effect.  Play the horror movie music, dim the lights dramatically.)

You’re absolutely right!  In terms of the dollar value, as seen in the price of their stock, the parent company was the big winner!


The fact is, the show created several winners.  And as hit television shows often do, it also suggested certain changes in American society.  As Robert Thompson, a professor of television and film at Syracuse University pointed out, "The difference between 'Millionaire' and the 50's game shows tells you where education is going in this country.  In the 50's game shows, you had to know the exact answer.  Today we get multiple choice on a show whose title isn't even punctuated correctly."


For $200, what’s the missing punctuation to which Professor Thompson referred?

a) question mark

b) exclamation point

c) whom instead of who

d) dollar sign


Is that your final answer?

CLOSE UP ON INDUSTRY

Baywatch: International Syndication Success Story


For most of the 1990s, America's top television export was “Baywatch,” a series about lifeguards on a California beach.  In fact, the program had a wider international audience than any other entertainment program in television history.  The show was translated into at least 15 languages, and when the stars visited Japan and China their fans assumed that they could speak those languages.  It was one of the most popular shows in England.  Although banned in Iran, it was secretly watched on satellite dishes by its fans.


What made this international success somewhat surprising was that “Baywatch” was canceled after one season on U.S. network television.  It was continued as original syndication, but it never earned an award or critical praise.  In fact, it was savaged by critics for its "cheesecake visuals and contrived story lines."
  The plots didn't always make sense, but they usually featured sensuous, slow-motion running by its swimwear-clad actors.


Asked how a show that is affectionately known as "Babewatch" by its fans could be such a runaway global hit, one of the executives for the distribution company replied, "have you ever been to Glasgow in February?"
  When asked what the show does for perceptions of the U.S. overseas, that same executive said "The lifestyle you see on the show may not exist in reality but it exists in people's minds all over the world.  People in the remotest parts of the world think they know about Hollywood and the beach.  It's an image they grew up with."

CLOSE-UP ON CONTROVERSY

Humiliation TV

“South Park,” Comedy Central’s cartoon for adults, features a group of foul-mouthed fourth graders named Cartman, Kyle, and Stan.  In a recent season premiere, an alien disguised as a giant talking taco informed the boys that Earth was actually a reality television show that had been set up for the amusement of beings from another planet.  The taco explained the concept:  “Asians, bears, ducks, Jews, deers, and Hispanics, all trying to live side by side together on the same planet.  Great TV, right?”

Kyle is shocked.  “Dude, that’s messed up,” he says.

“Why?” asked the Taco

“You’re playing with people’s lives,” said Stan.  “You’re turning people’s problems into entertainment.”

“Yeah,” says Cartman.  “We’d never do that on Earth.”

Of course, Cartman was being naïve.  American TV has made a staple of turning people’s problems into entertainment.  One of the most successful early television programs was “Queen for a Day,” in which housewives competed to see who had the most heartbreaking problems.  The winner was showered with new appliances.

Today’s reality programs, however, have added something to the equation:  They actually create the problems for the participants.  Some recent shows that were huge hits include the following:

“Fear Factor,” which has ordinary people tackling death-defying or merely disgusting stunts, such as being placed in a pit with hundreds of rats.

“The Chamber,” which appears to be a game show, but instead of making the questions difficult, they torture the contestants.

"Joe Millionaire," a program where attractive women get duped into thinking that Joe Millionaire's bank assets are as good as his abs.

"Temptation Island," in which committed couples are enticed into straying.

“The Osbournes,” a voyeuristic look at the dysfunctional family of an addled rock star.

Reality programming is a global phenomenon.  “Wife Swap,” in which two women switch husbands and families, was a hit in England.  “Shattered,” in which contestants try to stay awake for a week, experiencing hallucinations and paranoia, was popular in Canada.
That deafening howl you hear is the critics’ reactions to these shows.  Many of them ask, “What are these programs doing to us?”  The more important question for our purposes here might be, “What do they say about us?”

Ch. 10: The Internet: Convergence in a Networked World

CHAPTER OPENER

Hacker Attacks

The thing that makes the Internet so unique is the thing that makes it most vulnerable.  The Net is not owned or regulated by any government, business, or individual.  It consists of telephone lines and computer sites linked together in a system through which anyone can navigate anonymously.  This has made it a medium through which personal, business and political communication can flourish, but it also makes it nearly impossible to protect against a determined attack. 

That was demonstrated vividly during four days of hacker strikes in February, 2000, in which some of the Web’s most popular sites were shut down.  Yahoo, CNN, and Amazon.com were suddenly unreachable.  Then E-bay, the auction site; Buy.com, a retail site; Zdnet.com, a media site; Excite@Home, a provider of high-speed access over cable modems; and E*Trade, one of the largest online brokerage houses, also went down, each for one to four hours. 

The shutdowns were caused by denial of service attacks, so named because they prevent the targeted site from serving its customers.  The attackers hacked into hundreds of computers around the country, many on university campuses, and then used those machines to bombard the victim sites with requests to start an e-commerce session.  The large number of requests overwhelmed the victims’ servers, precluding customers from gaining access to the site.

For Yahoo, it was a rare interruption of one of the best performing sites on the World Wide Web.  At its peak the attack directed one gigabyte of traffic a second at the popular site—the amount of traffic some sites get in an entire year.  This is the first time the heavily protected network had been shut down.  One security expert warned, "The fact that Yahoo was taken down means nobody is really safe."

The first question, of course, was “Who did it?”  It was difficult to tell, because the vandals employed a practice called spoofing, which alters the initiating address.  The source of the attack was also difficult to trace because of the hundreds of hijacked computers that sent in the traffic.  Security experts say the attacks must have been planned for weeks or months to secretly implant the necessary software in that many computers.  

The next question was “Why?”  What was the motive for these attacks?  Some earlier hacker assaults had been motivated by blackmail, and others to steal credit card numbers, but not this one.  Some attacks were motivated by the hacker’s desire to impress peers with technical prowess used in the assault.  But these attacks were done with software programs readily available online, and several hackers called the attacks “artlessly simple.”
  It was not the type of assault that would impress even a novice hacker.

Sometimes hackers assert that they are demonstrating the vulnerability of the system, as a type of perverse public-spirited warning, but no one came forward to make this claim.  Experts surmised that this time there was a different motive, one designed to make a statement.  These experts believed that the attacks were a protest against the commercialization of the Net.  The medium inherently perfect for communication suddenly had became just another way for big businesses to sell and advertise the same old things.  One lawyer who represents people accused of computer crimes called the attacks “the digital equivalent of keying the yuppies’ S.U.V.’s.”
 

The final question was, “What should be done about it?”  The Computer Emergency Response Team, or CERT, a federally financed computer security organization, announced that they would coordinate a thorough investigation with the FBI. Under Federal law, purposely disrupting computer networks is a felony punishable for first-time offenders with a jail term of up to five years and a $250,000 fine, plus assessment of damages.


But many others warned that an over-reaction would harm the beauty and efficiency of this newest mass medium.  A New York Times editorial, for example, insisted, “The worst response to these attacks would be for government to introduce requirements for the Internet that may destroy the freedom of operation that makes it work so well.”

CLOSE UP ON INDUSTRY

Jerry's Guide to the World Wide Web


One of the best examples of an entrepreneurial Internet start-up grew out of a class project at Stanford University in the early 1990s.

Jerry Yang and Dave Filo were graduate students in electrical engineering.  Jerry had been active in his fraternity and was a bit of an extrovert; Dave was the quiet one.  Annoyed at how hard it was to find anything on the brand-new World Wide Web, they started their class project as a way to solve this problem for themselves, and maybe for a few of their friends.  The directory/search engine they built became such an obsession for them that they soon found themselves spending all their time in their cubicles, improving it and trying to figure out a way to make some money with it.  They couldn't charge users because no one would actually pay to use a search engine.  They couldn't charge the Web sites that were listed because most of them were as broke as Jerry and Dave were.  Even advertising would be risky, because users of the Web in the early days didn't like ads, and might boycott services that used them.  Jerry and Dave took the chance with advertising anyway.

Originally called "Jerry's Guide to the World Wide Web," they renamed their service Yahoo! because they liked the sound of it.
  At first only Web-savvy pioneers found it, but it attracted the attention of venture capitalists who put money into it as a good bet to build a brand name on the fledgling medium.  Yahoo was soon serving almost a hundred million pages to millions of distinct users every week.  Its information now included news stories, stock quotes, weather reports, phone listings, and interactive maps as well as its original directory.  Advertisers started to come to them, and they soon had over three hundred, with no complaints from users.  Corporate sponsors and stock offerings followed, and by the mid-1990s Dave and Jerry were multimillionaires (although they were still occasionally sleeping in their cubicles) and Yahoo! (Not “Jerry’s Guide to the World Wide Web”) had become a household name.  By 2000, at the ages of 31 and 29, both Dave and Jerry held more than $1 billion in Yahoo stock.  

CLOSE UP ON CONTROVERSY

The Reliability of Web Data and the Mystery of Flight 800


The lack of reliability of some Internet information was demonstrated in 1996, when TWA Flight 800 mysteriously blew up off the coast of Long Island.  All 228 people aboard were killed, and the crash was the lead item in every news report for weeks.  Investigators tried in vain to discover the cause of the crash.  After more than three months, they were still baffled, but suddenly a new lead story appeared: Pierre Salinger, a respected veteran journalist and a former spokesman for President John F. Kennedy, announced that he had a document proving the plane had been shot down by the U.S. Navy.


The story was sensational, implying a huge government cover-up.  When Salinger put the full force of his reputation behind the story, Navy officials felt compelled to hold a news conference, denying all responsibility.  But it wasn't until the "document" became public that reporters realized that it was just a printout of a bogus posting that had circulated, anonymously, months before on the Internet.  The Internet hoax had been well known and discredited at the time.  Furthermore, the wreckage of the plane showed no signs of missile damage.  Several months later, the experts agreed that the plane had probably exploded because of a defective wiring near its fuel tank.


Salinger was a seasoned reporter, who would have normally checked with more than one source.  But to him the Internet posting seemed to be credible, blessed as it was by its computer-based technology.  He learned the hard way about the uncertainty surrounding material posted on the Web.

CLOSE-UP ON DIVERSITY

Cultural Diversity on the Web

The World Wide Web, being by far the most diversified communications medium, has something for every cultural group. Women, for example, have their own portals, which are gateways to the rest of the Net, the sites from which people begin their Web surfing. The largest of these portals include Women.com Networks (www.women.com), iVillage (www.ivillage.com), and Oxygen Media (www.oxygen.com). Portals for African Americans include the Black Electronic Network (www.ben.net), The Black World Today (www.tbwt.com), and Everything Black (www.everythingblack.com).

Some cultural diversity sites are organized into Web rings, which are collections of related sites coordinated by a ringmaster who chooses each site for its quality as a resource in that topic. The Afro American Web ring (www.soulsearch.net/aawr) is a collection of more than 2,600 Web sites devoted to topics of interest to African Americans, including black history sites, sites about African American women, African American dance troupes, and African art. Hispanic portals include Hispanic Online (www.hispaniconline.com), which is run by Hispanic magazine; Hispanic Surf (www.hispanicsurf.com); and Hispanic dot com (www.hispanic.com), which has as its mission “the creation of a cyber-barrio where we can meet and help each other through the Internet to improve the quality of family life and achieve economic success and political empowerment.” There are more than 500 sites devoted to Native American culture, including the cultures of different indigenous nations of Canada, Mexico, and the United States. These include portals such as NativeWeb (www.nativeweb.org), and media sites such as that for the Navajo Times (www.thenavajotimes.com) and the Native American Public Telecommunications Network (www.nativetelecom.org), producers/distributors of educational Indian radio and television programming. There is also a Native American Journalists Association (www.naja.com), which provides news and links about jobs and education programs of interest to Native Americans. Portals for Asian Americans include Abcflash (www.abcflash.com) and Asianweb (http://asianweb.net).

Portals for gay and lesbian culture include PlanetOut (www.planetout.com) and FreedomPride (www.freedompride.com). Web sites for people with disabilities include We Media (www.wemedia.com) and Half the Planet (www.halftheplanet.com), the latter named in honor of the fact that half the people on earth either have a disability or have close ties with someone who does. There are sites for all religious denominations, and many that provide information on a wide variety of religions. These include www.holidays.net, which explains the meaning of religious celebrations.

CLOSE-UP ON DEEP QUESTIONS OF TECHNOLOGY

Is Google God?

It’s not really a philosophical or theological question, but pundits have begun to ask it.  If God is all knowing and omnipresent (which is to say, present everywhere at once), doesn’t that make today’s Internet user just a little like the Almighty?  Google, the most popular search engine, allows users to access seemingly unlimited knowledge, and Wi-Fi (for “wireless fidelity”) allows them to access Google from anywhere.  One Internet expert reflected on it this way:

If I can operate Google, I can find anything. And with wireless, it means I will be able to find anything, anywhere, anytime. Which is why I say that Google, combined with Wi-Fi, is a little bit like God. God is wireless, God is everywhere and God sees and knows everything. Throughout history, people connected to God without wires. Now, for many questions in the world, you ask Google, and increasingly, you can do it without wires, too.

Other observers stop short of the divinity metaphor, but are still impressed with the way Google and the Internet are changing the way people communicate.  One newspaper columnist told of his trip to Silicon Valley to visit Google’s offices.  “It is a mind-bending experience,” he said. “You can actually sit in front of a monitor and watch a sample of everything that everyone in the world is searching for. (Hint: sex, God, jobs and…professional wrestling usually top the lists.)”

The Net is at least the supreme being of media.  Books are sold and downloaded from the Internet, and most newspapers and magazines now have online versions.  Downloading music has set the recording industry into a tailspin that the movie industry is desperately trying to avoid.  Radio stations worldwide are now accessible on the Net, and television programs are becoming available on demand, to be called up at the convenience of the viewer, through online technology. Even cell phones have become part of online communications, with recent models combining telecommunications, computer, and photographic technology.

All of this relates to the anti-Americanism we began to look at in Chapter One.  As another Internet expert pointed out, “The key point is not just whether people hate us.  The key point is that it matters more now whether people hate us, and will keep mattering more, for technological reasons. Information technology…will make it much easier for small groups to rally like-minded people, crystallize diffuse hatreds and mobilize lethal force.”

So maybe Google isn’t God.  But the Internet is still a force to be reckoned with.

CLOSE-UP ON SOCIAL EFFECTS

Online Matchmaking

One of the things the Internet is best at is matching people on very specific preferences.
  Because of this, the Internet Dating/Mating/Matchmaking industry has been extremely successful.  Americans were spending some $430 million a year on dating sites by 2004.
  
Online dating is the most lucrative form of legal paid online content, with 40 million Americans visiting at least one online dating site such as Yahoo! Personals, Match.com, eHarmony.com, or Friendster every month.
  There are smaller specialty sites for every ethnic and interest preference.  There is even Vanitydate.com, whose motto is “Survival of the Prettiest,” which bills itself as the world’s largest database of good looking, rich, superficial people. 


Online dating was once viewed as a slightly disrespectable way for losers to meet each other, but it seems to have lost that stigma.  Experts cite several reasons for its success.  Americans are marrying later and so are less likely to meet the loves of their lives in high school or college. They spend much of their lives at work, where sexual harassment suits have made relationships risky.
  Social institutions like churches and clubs have become less important to them, and many singles are sick of the “bar scene” as a source of potential mates.

And there is also the fact that a generation of children who have come of age on the Internet are now young adults, and for them using the Web to find dates is as natural as going online for plane tickets.

Some critics think online dating puts the structure of courtship rituals back into dating.  Online, people can take their time to get to know each other fairly well before they ever meet in person.  Prospective partners usually engage in a long series of e-mail conversations that often encourage extreme honesty.


Of course, extreme dishonesty is also possible.  People lie about their ages, their jobs, whether they have kids and, most often, whether they are married. (About a fifth of online daters are married men.)
  So a major flaw in the system is that sometimes the person who shows up for that first date is very different from the one that was described online.  And even if they are exactly as promised, there is no guarantee that the mysterious chemistry of personal attraction will actually happen when the daters meet face-to-face. 

CLOSE-UP ON CYBERCRIME

Online Scams

I need your help. I am the daughter of VLAJKO STOJILJKOVIC, interior minister of former Yugoslavia president Slobodan Milosevic, one of the people indicted at the Hague War Crimes Tribunal in Hague. The indictment is politically motivated.  

Slobodan Milosevic and my father had kept some funds foreign currencies, in cash to enable them take care of rebel problems. However, now the country they protected has turned against them.  Slobodan is facing charges of war crime in Hague. My father Vlajko Stojiljkovic shot himself and die recently. We need to transfer the money out to safety.  

The funds are in excess of 200 million dollars. They can be shipped under diplomatic immunity. They will then have to be paid into offshore accounts. They are not in Yugoslav. Can you help? Are you trustworthy?  

I need your assistance to enable me secure the funds.

I promise to offer you 20 percent if you assist.   Please reply to me if you are interested but if you are not disposed to this kind of request, pardon my intrusion to your personality.   

Marja Stojiljkovic 

How many people opening this piece of spam figured, “Let’s see now.  Twenty percent of $200 million is…$40 million!  What do I have to lose, let’s just see what this is all about…”

Those who responded were referred by Marja to a lawyer who was willing to set up the entire deal.  The lawyer, “as is customary,” required an advance fee of a few hundred dollars.  Those who sent the fee never heard from Marja or the lawyer again.

It might seem that someone has to be particularly naïve to respond to such an appeal, but remember that every day thousands of new users sign on to the Internet for the first time.  Some are senior citizens, some are kids, some are desperate or unusually trusting.  Perhaps this piece of e-mail comes from a name that sounds vaguely familiar, or comes from a part of the world in which the recipient has an interest.  The Internet’s reach is so broad, that only a miniscule percentage of the recipients need to respond for the scam to be extremely lucrative.

For those who are too smart to fall for the “Yugoslav orphan” scam (and its numerous variations, including the “Nigerian widow” scam), there are many other chances to get fooled.  There are assorted get-rich-quick schemes, in which all you have to do is buy a $400 piece of software to make thousands a week from the comfort of your home office, guaranteed or your money back.  The software never arrives, of course, and the seller disappears.  There are free pornography sites that suddenly turn into very expensive “adult services” long distance telephone charges. 


There are even scams that come as a false report about a scam.  The e-mail arrives, apparently from a large and well-known company, with "Fraud Alert" in the subject line.  The message announces that a large and suspicious purchase has been made with the reader’s credit card.  The reader needs to go to the store’s "special" Web site and correct the problem by entering their credit card and Social Security numbers.  The scammers then go on a spending spree with the credit card numbers they harvest.

By 2004, the FTC reported that online scams such as this cost Americans at least $437 million a year.
  The FTC received more than a half million complaints about such frauds in 2003 alone.
Experts suggest that users should exercise great care with any type of Internet transaction.  They point out that it’s not difficult to fake a professional-looking e-mail or Web page, but there are usually suspicious clues if you look closely:  Obvious grammatical mistakes, a strange return addresses, or telephone numbers with an incorrect area code.  


Also, for online purchases never send money or give credit card information if you can't confirm the identity and actual address of the seller. For online auctions, check out the seller before bidding.  Most auction sites have feedback forums for this purpose.  And finally, always report suspected frauds to one or more of three places:  the company the scam is pretending to represent, the ISP on which the scam occurred, or to the National Fraud Information Center (www.fraud.org or 800-876-7060).

CLOSE-UP ON CYBERCRIME

Phishing

The founders of the Internet—the military officers and academics who put the original system together, thought about security in different ways.  The military folks wanted the infrastructure to be secure against a nuclear attack.  The academics thought little about security, convinced that those who used the system would be good citizens.  Neither thought about protecting the net from criminals trolling for random victims, and yet that is the danger that threatens the Internet today.


According to Vinton Cerf, who, along with fellow scientist Robert T. Kahn helped draft the blueprints for the original Internet, "All this was an experiment. We were trying to figure out whether this technology would work. We weren't anticipating this would become the telecommunications network of the twenty-first century."
 


Today, the net suffers from all types of internal sabotage—viruses, Trojan horses, worms, spam and scams of all sorts.  The newest of these scams is phishing.  Phishing is the practice of sending out official-looking fake emails that use stolen brand names and trademarks of legitimate banks and Internet merchants, with the intent of luring the victim into revealing sensitive information such as passwords, account IDs, or credit card details. Typically, phishing attacks will direct the victim to a counterfeit web site.   The sites then tricks the victim into supplying the desired information, which can be used to access bank accounts and open fake credit cards.  The exact amount of damage is estimated at between a hundred million and a billion dollars annually.  The precise figure is hard to pin down because companies are hesitant to admit they have been targets, fearful that their customers will lose confidence in them. 

Experts suggest that users should exercise great care with any type of Internet transaction. They point out that it’s not difficult to fake a professional-looking e-mail or Web page, but there are usually suspicious clues if you look closely: obvious grammatical mistakes, strange return addresses, or telephone numbers with an incorrect area code. 


Also, for online purchases, never send money or give credit card information if you can’t confirm the identity and actual address of the seller. For online auctions, check out the seller before bidding. Most auction sites have feedback forums for this purpose. And finally, always report suspected frauds to one or more of three places: to the company the scam is pretending to represent, to the ISP on which the scam occurred, and to the National Fraud Information Center (www.fraud.org; 800-876-7060).

PART 4: INFORMATION AND PERSUASION INDUSTRIES
Ch. 11: Electronic News: Information as Entertainment

CHAPTER OPENER

Inside Katie Couric

Is it the end of television news as we know it?  Or just a recognition that the news has already changed, and is no longer the all-boys club that it used to be?

When Katie Couric announced that she was leaving NBC’s morning show to become the first female solo anchor for a broadcast network newscast, she became the big story of the day.  The war in Iraq was all but forgotten and immigration reform was pushed to the background as the news covered Couric’s hairdos, wardrobe, and her new salary--$60 million over four years.  The normally staid Times of London looked at all the fuss and wondered aloud, “Why do they care so much?”
 

Couric was the longest-serving anchor--15 years--in the 54-year history of The Today Show, and many critics genuinely doubted her credentials as a serious journalist.  Now she would become the Anchor and Managing Editor of The CBS Evening News, the hallowed beacon of television journalism that Walter Cronkite and Dan Rather had built.  Her critics pointed out that Katie was best known as the girl with the perfect look and the perky smile who had done more "on-air weddings" and cooking in the studio kitchen than hard-hitting interviews with world leaders.  

And was she objective?  Conservatives said Couric’s work on Today revealed a liberal bias.  They insisted she was soft on Democrats and hard on Republicans, soft on abortion and hard on the war in Iraq.
  But liberals said her bias was shown in the opposite direction.  They said she often failed to challenge guests who asserted conservative falsehoods and doubted liberals even when they were telling the truth.

Both Couric’s fans and detractors point out that she is the first network anchor who has had a nationally televised, on-camera colonoscopy, which she had after her husband died of colon cancer at the age of 42.  Critics said it was an outlandish publicity stunt, but her fans declared it an act of incredible courage.  She won a Peabody award for that program.  She has also won six Emmys and several other awards for her journalistic and humanitarian work.  She has brought so much attention and money to colon-cancer research that a University of Michigan study attributed a national surge in colonoscopies to the "Couric Effect."

One thing that most observers seem to agree on:  Katie is coming to this job at a time when news at all the networks is in a state of turmoil.  Viewership is being drained away by cable, the Internet and new media.  To make matters worse, the average age for viewers of CBS Evening News is around 60, which does not bode well for the future.

Can Couric—or any anchor—save network news?  As one veteran journalist pointed out, 

The technological changes -- the Internet, iPod, on-demand video on multiple formats and things we’ve probably yet to see – are changing the nature of news in more profound ways than a new anchor ever could. It’s a changing landscape and everyone seems to be scrambling to figure it out and keep up. If Couric and a newer version of the “Evening News” fit into this new world, CBS will naturally benefit. In the end, the real test may well be the number of cell phone screens she appears on, not TV screens.

CLOSE-UP ON HISTORY

Matt Drudge, Pioneer Blogger

Matt Drudge has been credited with making big changes in the news business.  He was an unlikely candidate for the job.  He was a D- student in high school and barely graduated.  By the time he was 27, in 1995, he was managing a CBS gift shop in Hollywood.  That was the year Drudge became convinced that people would be willing to pay to hear the kind of gossip that he was hearing in and around the gift shop.  He wrote the Drudge Report on an inexpensive Packard Bell computer that his father had purchased for him at Circuit City.  His business plan was simple:  He would e-mail his report out to anyone who would pay him $10 a year for it.  Eventually, he also established a Web site (at www.drudgereport.com) where he would post the news every few days.
Working from his $600 a month apartment where three TVs were within sight of the computer, Drudge got most of his tips by phone or e-mail, which he called “word of mouse.”  Often, the tips came from subscribers, which numbered more than 5,000 after his first year, and 50,000 after his second.  Many of the tips were wrong, but some of them proved to be both correct and highly interesting to his clientele.  Drudge broke stories about the salary demands of movie and television stars and about high-level firings (he broke the story about Connie Chung getting fired from her co-anchor job at CBS before she knew herself).  He often had advance word about what movies would be hits and which would be bombs.

Drudge’s online comments showed him to be a political conservative—a liberal basher, in fact—and his tips soon became political.  He was the first to report that Jack Kemp would be Bob Dole’s running mate in 1996, but his most famous scoop was when he broke the Clinton-Lewinsky scandal before his print competition.  The conservative talk-show host Rush Limbaugh, noting Drudge's penchant for Clinton bashing, dubbed him "the Rush Limbaugh of the Internet."

The Drudge Report is currently advertiser-supported.  Industry sources estimate that Drudge makes some $800,000 a year from the Web site,
 and more for his syndicated radio program that can be heard Sunday nights in 203 markets.  The Web site mostly links to other news sources, with occasional bits of rumor, gossip, and liberal-bashing.

Note:  In the Media Talks DVD that accompanies this book (#15, “Drudge Report”),  Matt Lauer of NBC interviews Matt Drudge about his reporting style.  Drudge tells him, “I go where the stink is.”
CLOSE-UP ON INDUSTRY

Getting Private Lynch

If there ever was a story that was perfect for the news, it was the story of Private Jessica Lynch.  She was part of a company of mechanics in the Iraq war.  During the drive on Baghdad, her company took a wrong turn and wound up on an isolated road where enemy soldiers ambushed them.  Eleven members of her company were killed, and Lynch was taken captive.  For nine days her picture was shown to the American public in newspapers, on television and on the Web.  The photo showed a woman warrior in battle fatigues, a pert blonde with a winning smile, 19 years old at the time of her capture.

Finally, to the great relief of the American public, news bulletins announced her dramatic rescue from a hospital in Iraq.  The operation had been videotaped by American troops using night-vision equipment, and the footage was shown repeatedly on television news programs.  The videotape was dramatic, showing U.S. soldiers hurriedly carrying Lynch’s stretcher down a dark stairwell in near-total darkness, guns at the ready.

It turned out that news reports of Lynch’s heroics, and the heroics of her capture, had been severely overstated in news reports,
  but that mattered little to the U.S. news industry. Private Lynch became the interview that everyone wanted—in the parlance of television news, “the get.”  The networks courted her.  Katie Couric of NBC News sent her a bundle of patriotic books, and Diane Sawyer, of ABC News, sent her a locket with a photograph of the Lynch home in Palestine, West Virginia.

 
CBS News, however, offered Lynch a full-blown proposal based on the synergy of their parent corporation, Viacom.  The proposal, addressed to her military handlers, said that her story would be “the highest priority for the CBS movie division” [a division of Paramount studios, a Viacom property].  Simon & Schuster (Viacom’s publishing division), would be “extremely interested in discussing the possibilities for a book based on Jessica's journey from Palestine, West Virginia, to deep inside Iraq."  MTV Networks (another Viacom property), was offering a news special, a chance for Private Lynch and her friends to be the co-hosts of an hour-long music video program on MTV2, and even a special edition of its hit program Total Request Live in her honor.  "This special would include a concert performance in Palestine, West Va., by a current star act such as Ashanti, and perhaps Ja Rule," the proposal said.  "From the distinguished reporting of CBS News to the youthful reach of MTV, we believe this is a unique combination of projects that will do justice to Jessica's inspiring story."

From the first reports of her capture to the frantic competition for “the get,” Jessica Lynch had become more than a symbol of heroism.  She had become a symbol for some essential changes in the way the news business is carried out.

CLOSE-UP ON CONTROVERSY

The News on the News

A number of major surveys conducted during 2005 confirmed what many had suspected:  The news on news is not good.  


For example, a Gallup poll showed that public trust in the news media had reached an all-time low. According to the poll, those respondents saying that they have a "great deal" or "quite a lot" of confidence in what they see on television news programs dropped to 28 percent, from 36 percent in 2000. That survey also revealed that 24 percent said they have "very little" confidence in the news media, while 1 percent said "none."
     
Another report, published by the Project for Excellence in Journalism, showed that the public has come to see the press as self-serving and discreditable. The number of those who thought the press was highly professional fell from 72 percent in 1988 to 49 percent today, while the number of those who thought the press covered up its mistakes rose from 13 percent to 67 percent.
 


One of the most influential surveys in this area was conducted by the Pew Research Center for the People and the Press, which found an overwhelming dissatisfaction with news organizations, with a rising number of people saying that news media are motivated only by profit, and that reporters are motivated by their own career advancement more than any concern about the country.  Forty percent of those who took this survey also believed that the media were "too critical of America," although a growing political divide was evident in this perception.  Sixty-seven percent of Republicans felt this way, compared to only 24 percent of Democrats.  On the other hand, a large majority of Democrats believed that reporters were too soft on the Bush administration, while only a tiny percentage of Republicans shared that view. Senator Hillary Rodham Clinton, the New York Democrat, summarized the views of Democrats when she said of the news media, "If they are criticized by the White House, they just fall apart.  I mean, come on, toughen up, guys, it's only our Constitution and our country at stake. Let's get some spine."
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In many cases, attitudes toward the performance of the news media are at or near their low points in survey trends dating back to the mid-1980s.  Six-in-ten see news organizations as politically biased.  More than seven-in-ten say news organizations tend to favor one side, rather than treat all sides fairly; that is the largest number ever expressing that view. And by more than three-to-one (73%-21%), the public feels that news organizations are "often influenced by powerful people and organizations," rather than "pretty independent."

If there is a silver lining to any of this for the press, it is that the political partisans who are most likely to be critical of the press are also among the most reliable consumers of the news. As one observer points out, “If the people who distrust you the most are also many of your most devoted customers, perhaps survival is assured. They have accepted flaws as part of the bargain of following the news.”

Questioning The News Media’s Patriotism And Fairness

News Organizations
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Source: Pew Research Center for the People and the Press, Survey June 2005.

Ch. 12: Public Relations: The Image Industry 

CHAPTER OPENER

Fine by Them

A good public relations campaign begins with the identification of the problem.  In this case, a group of 10 students at Duke University wanted to do something about their school’s reputation as being antagonistic to alternative lifestyles.  As one student pointed out, "Duke has a reputation as being very conservative and unfriendly."
   A few years earlier, The Princeton Review college guide had named Duke the nation's most homophobic campus.  

The standard means of raising awareness on campus didn’t seem to be working.  “Most of the protest activity on campus had fallen into a hackneyed method,” one of the students explained.  “There was a lot of marching around with signs. It was too easy to dismiss. We wanted to try to do something that was much more inclusive and reached a broader audience.”

Thinking about the problem in more depth, the students decided that there was already a silent majority on campus that felt differently.  “We thought maybe it was possible that these people didn't have a way to make it clear that homophobia is not something they believe in,”
 said one of the student organizers.

The 10 students, a diverse group including those who were both gay and straight, came up with the idea of distributing t-shirts with a brief, anti-homophobic message.  They figured they knew 450 people who would agree to wear the shirts on a designated day, including a few basketball players, who were key trendsetters on campus.  It was near the end of the school year, and at least one student organization had some funds left that it would contribute toward the project.

Over dinner, the students began brainstorming for an effective slogan.  "We started with something like 'Gayness is OK' and worked it around," said one of the organizers.  "We wanted to be sure it didn't indicate whether the wearer was gay or straight. We just wanted it to express an anti-homophobic opinion."


They agreed on “Gay?  Fine by Me.”
"I like that it's short," explained one of the students.  "You don't really associate it with an agenda. People of different political stripes can wear it."


The first 500 t-shirts went quickly on April 14, and a follow-up emergency order of 200 more was gone by the end of the day.  Most recipients put them on immediately.
  By the end of the semester, the shirts had become a fashion statement on campus.  They were selling for $7 each and more than 2,000 had been distributed.  The students started a nonprofit organization (finebyme.org), and the idea spread to other campuses, including the University of North Carolina at Chapel Hill and at Greensboro, Wake Forest, Bucknell, Arizona State and the University of New Hampshire. 


None of the students who began the “Fine by Me” campaign identified what they were doing as public relations, but that is what it was.

CLOSE UP ON HISTORY

Elian Gonzalez

Elian Gonzales was a five-year-old Cuban boy found drifting off the waters of Florida on Thanksgiving in 1999.   Elian had spent two days on an inner tube after his mother and ten other boat mates had drowned trying to come to the United States.  Elian’s Miami relatives and their anti-Castro supporters insisted that the boy should stay in the United States.  The Cuban American National Foundation, an influential lobbying group, organized rallies and printed posters and T-shirts that featured a picture of Elian under the caption, “Another Child Victim of Fidel Castro.”  A lawyer representing Elian described him as “A heroic boy.  Perhaps the last hero in the twentieth Century battle against totalitarianism.”

“His mother died so he could live free in the U.S.,” the protestors cried.  “How can we send him back?”

The public relations battle was joined on the other side of the Florida straights by Fidel Castro.  He rallied thousands of people in near-daily protests outside the U.S. Diplomatic Mission in Havana pressing for the boy’s return.  Castro dined with the boy’s father and both sets of his grandparents.  He visited Elian’s classmates and arranged for them to send the boy a video saying how much they missed him and reminding him how good life was there.  To Cubans, Elian’s Miami relatives were kidnappers who were needlessly traumatizing the boy.

The height of the public relations battle over Elian Gonzalez was a home video of Elian appealing to his father not to take him back to Cuba.  The video played on all the television news channels, and relatives called it proof of the boy’s sincere wish to remain in the U.S.  Those who did not believe Elian should stay with his Miami relatives called the tape “a hostage video,” implying that the boy had been forced to make his statement.

In the end, Elian was returned to his father by the U.S. Department of Justice, which ruled that Elian was simply a child with a surviving parent, and by law must be returned to that parent.  But in the intervening five moths, Elian had become the biggest news story of the year.  The story was image-driven from the beginning, from the first pictures of the boy playing in his relatives’ yard in Miami, to the dramatic photo of the armed federal marshal taking him from that house, to the shots of the apparently happy child reunited with his father.  In fact, after the boy was returned to his father in April 2000 and the photo opportunities stopped, both the news story and the spinning essentially stopped with it.

CLOSE-UP ON INDUSTRY

Good Spin, Bad Spin

Spin.  What is it?  The answer probably depends on whether you are a public relations practitioner or a critic of the industry.  To some, spin has become synonymous with the practice of public relations.  Stuart Ewen, a well known media critic, titled his book on public relations PR: The Social History of Spin.  To Ewen, spinning is the practice of twisting the truth so that what is said is arguably not lying, just putting the best possible face on the facts.  Spinning attempts to supplant the PR version of reality over other versions that might be less beneficial to the spinner, such as when a politician claims credit for economic or social gains he or she had nothing to do with.

Critics contend that most spinning is a type of lying, or at best a type of half-truth.  Most critics are word lovers and do not like to see language abused, and they believe that is just what PR people do.  Sometimes they do it using euphemisms, those substitute words that soften a harsh truth.  One annual report referred to a plane crash as the “involuntary conversion of a 707,” which caused one pundit to point out, “Perhaps they would have fooled more people if they had just called the disaster a layover in Cleveland.”
  Other critics are angered by euphemisms like “early retirement” for firing; “rightsizing” for firing an entire department, “restructuring” for putting a whole town out of work and  “unlocking shareholder value” for dismembering an entire company.

Robert L. Dilenschneider, Chairman and Founder of the New York public relations firm the Dilenschneider Group, Inc., believes that the critics have it wrong.  He defines spin as “mankind’s attempt to put its best foot forward.”
  He goes on to say, “Lovers are master spinners.  So are job applicants.  Ditto for kids around Christmas.  Spin is happening every minute of every day in every city and town around the world.”  In short, he says, to spin is to persuade others to your point of view.


Dilenschneider says that critics confuse “good spin” with “bad spin.”  He says not all spin is created equal.  “In spinning we try to give ourselves, our cause or our point of view the advantage.  We can get that advantage ethically or unethically.  In good taste or bad; with a pure heart or with malice.  And that’s the difference between good spin and bad spin.  Good spin is being smart but also being on the level.  Good spin sticks with reality.  Bad spin is to be mean-spirited, opportunistic, sleazy.  Bad spin crosses the line from reality to fiction.”

CLOSE UP ON CONTROVERSY

Media War-Making:  The First Gulf War


In 1990, when the U.S. was deciding whether to respond to Iraq’s invasion of Kuwait, every network television news program carried the story of Nayirah, a 15-year-old Kuwaiti girl who had testified before Congress.  Nayirah, who was identified as a hospital worker, told the hearing, “I saw the Iraqi soldiers come into the hospital with guns.  They took the babies out of the incubators…and left the children to die on the cold floor.”
  Her evidence was mentioned often in the debates that led to the Gulf war against Iraq.  With each telling the number of incubator deaths seemed to increase, reaching 312 at one point.  After the war it was revealed that Nayirah’s false testimony was the centerpiece of a $11.5 million campaign by the Hill and Knowlton public relations firm, paid for by the Kuwaiti government.  The coverage of the hearings was supplied to television stations as a video news release that was part of the campaign. It was also revealed that Nayirah was not a simple hospital worker, but the daughter of Kuwait’s ambassador to the U.S.

The use of public relations tactics in an issue as serious as whether or not a nation goes to war worried many critics, who fear that countries might enter into bloody wars based on false information.  Still, the practice continues unabated.   Today, the Internet has become a major tool for wartime public relations.  The 1999 conflict with Yugoslavia was dubbed “Web War I,” the first Internet war.  Computers and e-mail were common in Yugoslavia, allowing everyone from Kosovar militia fighters to Serbian bureaucrats to post their views and explanations of their policy.  Yugoslav President Slobodan Milosevic operated his own web site at www.serbia-info.com that provided his own spin on events.  Several anti-bombing demonstrations in big cities like Chicago were coordinated by the Serbian Unity Congress through its web site at www.suc.org.  The site posted dates and times to gather for protests, along with suggestions for protest slogans like "Hey, Clinton hey.  How many kids did you kill today?" The U.S. State Department and NATO also created home pages for the conflict, to state their policies and counteract Milosevic’s propaganda.

CLOSE-UP ON PRESS RELEASES

Class of 2007 Mindset List

The following is a sample press release sent out by Beloit College.

FOR IMMEDIATE RELEASE

Ron Nief

(608) 363-2625

BELOIT COLLEGE RELEASES THE MINDSET LIST FOR THE CLASS OF 2007

Beloit, Wisconsin -- Across the nation, students are entering colleges

and universities with their own perspectives on the times in

which they live. Most of them were born in 1985.

For the sixth year, Beloit College has developed and distributed

to the faculty and staff the "Beloit College Mindset List."

According to co-editor Tom McBride, Keefer Professor of the

Humanities at the Wisconsin liberal arts college, the list helps

to slow the rapid onset of "hardening of the references," in the

classroom.

With the help of hundreds of people who have made contributions

and after months of preparation, Beloit College is now pleased

to present the Mindset List for the entering class.

THE BELOIT COLLEGE MINDSET LIST FOR THE CLASS OF 2007

Most students entering college this fall were born in 1985:

1.      Ricky Nelson, Richard Burton, Samantha Smith, Laura

Ashley, Orson Welles, Karen Ann Quinlin, Benigno Aquino, and the

U.S. Football League have always been dead.

2.     Iraq has always been a problem.

3.      "Ctrl + Alt + Del" is as basic as "ABC."

4.      Paul Newman has always made salad dressing.

5.     Bert and Ernie are old enough to be their parents.

6.      An automatic is a weapon, not a transmission.

7.     Computers have always fit in their backpacks.

8.     They have never gotten excited over a telegram, a long

distance call, or a fax.

9.   Three-point shots from "downtown" have always been a part

of basketball.

10.     Banana Republic has always been a store, not a puppet

government in Latin America.

In all fairness it should be understood that students entering

college this fall do have a few items on their own lists that

will separate them from many of their mentors:

1.      For many of them today, it's all about the "bling,

bling".

2.      They know who the "Heroes in a half shell" are.

3.      Peeps are not a candy, they are your friends.

###

Source:  Edited version of Beloit College press release, September 3, 2003.

The Beloit College “Mind Set List” story was picked up by news media outlets nationwide, which created excellent publicity for the college.  

CLOSE-UP ON PRESS RELEASES

Ground Beef Recall

The following is a sample press release sent out by a meat company following a recall of ground beef that had been contaminated with bacteria.

Contact:

Analyst: David Siemens, Director of Investor Relations, 501-631-5123 or

Media: John White, Director of Marketing, 501-631-5110, both of Hudson Foods, Inc.

For Immediate Release

HUDSON FOODS STATEMENT

REGARDING GROUND BEEF RECALL

ROGERS, Ark., Aug. 14 – Hudson Foods, Inc. (NYSE: HFI) announced today clarification on its voluntary recall of ground beef product.  Contrary to other published reports, there has been only a single recall.  The ground beef in question represents a portion of three days production, from a single plant in early June.

Michael T. Hudson, President and Chief Executive Officer said, “Hudson Foods acted immediately and voluntarily in cooperation with the USDA, recalling the frozen beef patties suspected of being associated with E.coli 0157:H7.  Our first objective as a company is to produce healthy and wholesome food products.  All of our actions in carrying out this recall have been directed toward achieving that objective.”


The Company noted that consumers should check 3 pound packages of “Hudson ¼ lb. Beef Patties, Uncooked, Individually Quick Frozen” code 155B7.  This product may be returned to its point of purchase.  The Company also noted that federal scientific studies have proven that the E.coli 0157:H7 bacterium is killed when it is exposed to temperatures of 155 degree Fahrenheit for at least 15 seconds.  Questions may be directed to Hudson’s customer service department at 1-800-447-2670.

The Company’s financial information may be found at www.hudsonfoods.com on the Internet, or by calling PR Newswire’s Company News On-Call fax service at 800-758-5804 ext. 111748.

This press release models the importance of the inverted pyramid style of newswriting as well as openness and honesty in crisis communications.  From www.prcentral.com “Body of Knowledge,” “Press Release Library.” Accessed 4/20/99. 

Ch. 13: Advertising: The Media Support Industry

CHAPTER OPENER

The Subservient Chicken

Millions of people found out about the subservient chicken from their friends by e-mail.  When they accessed the Web site they first saw the Burger King logo, and then they saw a giant chicken in garters.  Or rather, they saw a person in a chicken suit wearing a garter belt in a nondescript living room.

In fact, the room had all the ambiance of a voyeuristic Web cam site, windowless with cheap furniture.  And like a Web cam porno site, the visitor typed in commands (“wreck the room,” “lay an egg” “do Pilates”) and the chicken complied.  Subserviently. Unless you actually asked it to do something pornographic, in which case it approached the camera and shook a forbidding wing feather at you.  The responses of the chicken were cleverly achieved using an archive of canned video clips.  The video clips were so seamlessly presented, and the commands that the chicken could follow were so numerous, that many visitors believed, at least at first, that the chicken character was live.


The chicken’s compliance was meant to reinforce Burger King's "Have it Your Way" trademark for 20-to-30 year-olds who are media savvy and do not respond to more mainstream advertising.  There was a link on the site labeled “BK TenderCrisp,” which took you to the fast-food chain's home page.  There were also links for a chicken mask you could print out and wear, and most importantly as far as the ad’s creators were concerned, a “Tell a friend” button.  If you hit it, you got a completed e-mail message ready to address to a friend:
Finally, somebody in a chicken costume who will do whatever you want. Check it out: http://www.subservientchicken.com
In fact, the idea was for the site to “go viral” and be passed around to friends.  It is a truism in the advertising business that the most offbeat ads are the ones that will proliferate by viral marketing, which relies on word of mouth rather than paid advertising.

The viral marketing seemed to work. When the site was launched, only 20 people were told about it — all friends of people who worked at the ad agency.  In its first week, more than 400,000 people visited the site.  Within two months, 20 million people had, and a search for the phrase "subservient chicken" on the Internet search engine Google produced more than 40,000 results, including several that cataloged more than 300 commands that the chicken could obey.


The Web site was a phenomenon, but many experts asked if it was effective advertising.  Some said it was ineffective because they didn’t think that it was actually selling any Burger King TenderCrisp Chicken sandwiches.  But the site’s creators thought otherwise.  After all, not only was the chicken site drawing consumers away from other advertising on the Web, they were doing so willingly. Anytime you can persuade the public to voluntarily pay attention to an advertising campaign, you have scored a coup. One of the creators explained that the whole idea was to get site visitors to like the Burger King brand.  “If consumers like your brand, they're more likely to go experience your brand,” he says. ''So it's no different than a charming television commercial -- except that, on average, people spend seven minutes with it.''
  
CLOSE-UP ON INDUSTRY

Beach Ads Embossed on Sand

Advertisers have always liked the beach.  Billboards were invented around the turn of the century to attract the attention of people on their way to ocean resorts.  Then, when boardwalks were built, a profusion of posters promoting salt-water taffy shops and ice-cold beer soon appeared on them.  In the 1950s ads towed behind airplanes were developed to get the attention of those who were already sunbathing.  More recently, sun-shelter kiosks have appeared on beaches and boardwalks, erected by the ad companies that plaster them with commercial messages.  Now an advertising company has developed a technique to imprint ads directly onto the beach.  The ads are embossed onto the sand by a steamroller-like contraption that is towed behind a standard sand-grooming tractor.  The machine stamps out a continuous four-foot-wide strip of ads in the sand, “like a notary public gone berserk with his seal.”
 

“This is my best idea ever—5,000 imprints of Skippy Peanut Butter jars covering the beach!” said Patrick Dori, the inventor of the machine and the owner of an advertising and promotion company called Beach’n Billboard.  He says the idea came to him in a dream.  He then had to build a prototype machine.  Next, he had to sell the idea to Bestfoods, the conglomerate that produces Skippy.  He told them that this was their opportunity to deliver a message in a way that no one had ever done before.  Bestfoods did not seem worried by the fact that peanut butter is not an ideal beach food, acting as it does as a kind of magnet for windblown sand.  The promotion director for the company said, “I’m here looking at thousands of families with kids.  If they're on the beach thinking of Skippy, that’s just what we want.”
  Next Dori had to sell his idea to Seaside Heights, N.J., which became the first resort community to agree to have commercial messages impressed onto its sand.  The community leaders agreed partially because the impression of the giant Skippy jar would alternate with the public-spirited message, “Do Not Litter.”

Competitors point out that the messages only last until the crowds trample them, and, of course, they aren’t in color.  But Dori shrugs off the criticism.  “When I first told people about this, they laughed and said I was out of my mind.  They aren’t laughing now.  I’m ready to roll.”  He says other big commercial beach towns around the country have expressed an interest, but doesn’t mention that many towns disdain rampant commercialism on their beaches.  The California Coastal Commission, for example, has vetoed any kind of advertising on its beaches, it spite of the fees it would have paid.

CLOSE UP ON CONTROVERSY

Heroin Chic Advertising


Fashion ads featuring young women who look emaciated tend to glamorize extreme thinness.  In fact, many fashion models maintain a body weight in the anorexic range, and critics feel that ads featuring them make teenage girls especially susceptible to eating disorders.


During the mid-1990s, the fashion industry took the emaciated model trend one step further and started featuring "heroin chic" in their ads.  These ads featured models who were not only painfully thin, but actually appeared to be strung out, or even dead, from drug use.  Critics, President Clinton among them, insisted that these ads increased the allure of heroin for young people, and glamorized the whole idea of addiction.  The industry promised to stop this practice when 20-year old photographer Davide Sorrenti died of an overdose in 1997.  Ironically, Sorrenti had posed his models looking drugged and haggard.  His death highlighted the use of heroin among young people in fashion.  As one observer noted:  "If you're a model making thousands of dollars a day by sitting in front of a camera looking stoned, it's hard to believe you're not doing something right."
  Apparently it was also difficult to realize the damaging and seductive power of the resulting images.

PART 5: MEDIA LAW AND ETHICS

Ch. 14: Media Law: It Starts with the First Amendment

CHAPTER OPENER

Jenny Jones and the Gay Murder Case


In 1999 Warner Brothers Television, the owner of the Jenny Jones Show, was sued by the family of Scott Amedure, a man who had been killed after he appeared on her show.  On the program, which was never broadcast, Amedure had revealed a gay crush on Johnathan Schmitz, who was also on the show.  Producers for the show, including Jones herself, coaxed Amedure to reveal his fantasies about Schmitz in graphic terms.  Schmitz, who is not gay, seemed to laugh it all off on the show.  Three days later he went to Amedure’s house and shot him to death.

The lawyers for the Amedure family argued that Schmitz, who was convicted of the murder, was mentally unstable, and the producers of the show were negligent in not recognizing that instability.  The defense argued that a television program did not have the responsibility to screen its guests for mental aberrations and then provide psychiatric care.  The jury sided with the Amedure family, and ordered Warner Brothers to pay them $25 million.

Even after the verdict, Jenny Jones defended the show.  She told Dateline NBC’s Jane Pauley, “Of course I did soul searching.  Of course after this happened we went back and talked about it.  We still feel we did nothing wrong.”
 

Free speech advocates were loath to speak up for the controversial talk show, but many still felt that the verdict was unjustified.  As one pundit pointed out, “In surprising Schmitz on camera with the news of his friend’s crush, the program was being as crude as usual; that’s what Jenny Jones is all about.  But finding Warner Brothers negligent for not preventing a murder that took place three days after the taping of a program that was never run requires a considerable leap of judgment.  And the outsize award emphatically bespeaks a disposition to punish.” 
  

Most media law experts believe that Jenny Jones should have won the negligence case against her show because of First Amendment guarantees.  They believe that the case will be overturned on appeal.  For others, the question was not how she could lose such a case, but how the rest of media could keep from being sued every time one of their sources or subjects did something beyond their control. 

CLOSE UP ON MEDIA LAW

The Telecommunications Act of 1996


The Telecommunications Act of 1996, designed to deregulate media industries and encourage competition, was one of the most far-ranging federal statutes to ever affect the mass media.  The way the bill changed as it worked its way through both houses of Congress, and its final complexity, are typical of what happens as a bill becomes law.  The bill began in the Senate early in 1995.  It picked up fifty assorted amendments in its travels through committees, hearings, and general sessions.  The amendments appeared with various sponsors and under various names, as lawmakers hammered out each section.  The final law allowed local telephone carriers, long distance carriers, cable television services, information services, broadcast networks, and any other companies or entrepreneurs to supply each others’ services.


Among its stipulations, the bill required telecommunications carriers to interconnect with the facilities of other carriers.  Small telephone companies therefore would not be frozen out of the Internet access market.  The FCC was directed to identify and eliminate any industry practices that might keep entrepreneurs and other small businesses from providing information services.  For example, the bill specifically pointed out that if a Bell Operating Company enters the electronic publishing business it has to provide access at reasonable rates to any other electronic publishers.  


The Telecommunications Act of 1996 eliminated most of the limitations on the number of radio and television stations that may be owned or controlled nationally.  The only restriction was that one owner would not be allowed to own television stations reaching more than 35 percent of the national audience.  The license term for both TV and radio broadcast licenses was extended from five to eight years, and all restrictions on broadcast-cable cross-ownership were repealed, allowing cable system owners to buy radio and television facilities, and vice versa.


A number of other provisions of the law dealt with things other than deregulation and competition.  Internet access providers, for example, were required to discount their rates for most schools and libraries.  The bill also mandated that all equipment must be usable by people with disabilities such as deafness.  It further required that all new televisions must possess a V-chip that can be programmed according to the new rating system.  Broadcasters were given extra spectrum space for HDTV transmissions as part of the law.


The bill had seven titles, or major sections, along with numerous subtitles.  The most controversial stipulation was Title V, the Communications Decency Act (CDA).  This part of the law made it a crime to transmit indecent material or allow such material to be transmitted over public computer networks to which minors have access.  It also specifically barred the dissemination of information about abortion over the Internet.  The CDA was adopted at the last minute as a kind of political statement, although the legislators who pushed it through knew that it was probably unconstitutional and would not get past the Supreme Court.  

As expected, the Supreme Court quickly found Title V unconstitutional.  It had two fatal flaws—first, the age-old difficulty of defining indecency, and second, the impossibility of preventing obscene material from reaching children without also denying access to adults.  In its finding against the CDA, the court specifically granted the Internet the highest free speech protection, that was enjoyed by books and newspapers.

In layman’s terms, the Telecommunications Act of 1996 promised to lower cable and telephone rates, offer better service in all media industries, and provide more competition. Whether it has accomplished these goals is a matter of some disagreement.  Cable rates have not come down, although long distance telephone rates have.  The establishment of HDTV and expanded Internet access, both of which were aided by this bill, could be said to improve those services.  Competition for the delivery of information and entertainment products has certainly increased, as media conglomerates merged frantically to be able to service all areas of the telecommunications world.  The extent of this merger mania was seen most dramatically in AT&T’s 1998 acquisition of Tele‑Communications Inc., which merged the nation's largest long‑distance phone company and the second‑largest cable TV corporation, and AOL’s 2000 acquisition of Time Warner, which merged the largest Internet Service Provider with the world’s largest entertainment and information conglomerate.

CLOSE-UP ON INDUSTRY

The Janet Jackson Flap

The incident is now legendary.  Toward the end of the halftime performance of the 2004 Super Bowl, before 90 million viewers, Janet Jackson and Justin Timberlake performed a steamy song and dance routine.  The song ended with the lyrics, "I gotta have you naked by the end of this song."  On cue, Timberlake reached over and tore off a flap of Jackson’s costume, making her partly topless for the world to see.

The stars both apologized profusely.  Timberlake called it a wardrobe malfunction.  The president of MTV, which produced the show, said that neither she nor CBS nor their parent corporation, Viacom, knew anything about the stunt.  It was, she said, "a renegade mistake by a performer."
  One National Football League executive, referring to future halftime shows, said “MTV is history.”

FCC Chairman Michael Powell promised a "thorough and swift" investigation of the incident and began a series of hearings.  Congress began hearings of its own.  Clear Channel Broadcasting, the largest group owner of radio stations, announced at those hearings that they would fire their foul-mouthed shock jock “Bubba the Love Sponge” and drop Howard Stern from their stations.  The television networks each came in and promised to clean up their programming and air live programs on time delays.  The House of Representatives voted to increase the fines for broadcast indecency from $27,000 to $500,000.


It was Sumner Redstone, the 80-year-old Chairman of Viacom, who had the final word about what a lover of puns might call all the breast-beating.  Speaking to an investors conference, he said, "I don't know about you guys, but to me a woman's breast is not such a big deal."

CLOSE UP ON CONTROVERSY

Protecting Hate Speech:  The Nuremberg Files


Hate speech provides an interesting test of the concept of free speech.  The Nuremberg Files is a web site created by an anti-abortion group.  It posts information about abortion providers, referred to there as “baby butchers,” and provides the names and home addresses of these doctors, along with their photos, their automobile license plate numbers, the names and ages of their children, and their regular itinerary.  The itineraries include information about what time they leave for work, and when they pick up their kids at school.  The site also provides links to pages that offer advice on the best methods of murdering another human being.

Not surprisingly, some of the doctors on the list have been attacked, and a few have been killed.  The site is kept up to date: abortion providers who are still healthy are listed in black, those who have been wounded are in gray, and those killed are crossed out.  This is obviously a dangerous form of communication, but federal officials say they have no basis to close down the site.  It is protected under the First Amendment, because it contains a legitimate expression of opposition to abortion without explicitly calling for violence.

In 1999, Planned Parenthood and a group of doctors listed on the site decided to fight it on another front.  They sued the creators of the site, arguing that it was a threat to their lives, and its creators were negligent in posting it.  The court agreed and awarded them $107 million.
  The site was immediately dropped by Mindspring, the Internet Service Provider (ISP) that hosted it, because of the developing legal principle that an ISP that hosts a dangerous site knowingly can be held responsible for its content.

The Nuremberg files were soon posted again, this time at a Dutch site far beyond the jurisdiction of American law.  The new posting was the work of a freelance writer in Amsterdam, Karin Spaink.  Spaink favors a woman’s right to abortion and detests the site, but she also heads a group called contrast.org, which posts web pages that have been banned in various countries.  “I consider the ruling to be detrimental to free speech,” Spaink wrote in a press release. “Although I loathe the page, I feel obliged to mirror it.  Next time the ruling might come down on me, because I hold uncommon opinions as well.”  Her uncommon beliefs, she says, are tied to her identity as a self-described “left-wing, atheist, cursing, slightly perverted, sex-loving, smoking, drugs-promoting, pro-abortion, bisexual, free speech advocate.” 

Spaink believes that more speech, not banned speech, is the answer to hate speech.  Adhering to this philosophy, she has added the following admonition to the text that accompanies the Nuremberg site: “You can never be sure that I haven’t amended the page,” she writes.  “Do not trust the names and addresses you find here, and do not use violence against the people listed here.  You may end up shooting your own affiliates.”

Ch. 15: Media Ethics: Understanding Media Morality

CHAPTER OPENER

A Big Decision at Taccoa Falls

Joel Elliott, the editor of the student newspaper at Toccoa Falls College in Toccoa Falls, Georgia, had a big decision to make.  Along with editing the school paper, Joel worked full-time at the town's local paper, the Toccoa Record.  There, one of his coworkers gave him a tip:  There was a rumor that the President of Toccoa Falls College had falsified his resume, and had never received the master's degree he claimed to have.

Elliott did not believe the rumor.  After all, Toccoa Falls was a small, Christian college where ethics was always an important consideration.  Elliott decided to investigate the story in order to disprove it.  He had an assignment due in his advanced reporting class, and this seemed like a good way to fulfill it.

At first, his research uncovered no surprises.  All of the college publications he looked into clearly stated that the president of the college, Donald O. Young, did indeed hold a master’s degree from the Fuller School of World Missions in Pasadena, California.  Just to be thorough, though, Elliott then checked with the Fuller School.  He was shocked to discover that according to the school, President Young had never completed his degree.


Elliott then checked with President Young to see if the school was somehow mistaken.  Young told him that the claim of a master's degree was a mistake made by a former secretary.  Everyone in the faculty and administration knew he had no graduate degree, the President told him.


Elliott then checked with the chairman of Toccoa’s Board of Trustees, who told him that the board was unaware that Young had no graduate degree.  In fact, he said ”Mr. Young would not have made the first cut as a candidate for the presidency if the board had known.”
 


Elliott now had a story, but he found himself in an ethical quandary.  Was it ethical to publish a story that would probably damage the credibility of his school, and might ruin the career of a man who was otherwise an effective administrator?  Or was the ethical thing to publish the information he knew to be true?  Were his loyalties to his school, or to the larger idea of journalistic truth?


In the end, Elliott decided to publish the story—both in the local and student papers.  "I didn't want to bash the school. I love the school,” he explained. “It was a rough thing to write, a story that had great potential for causing damage to the school. But if I can't handle a situation here, when I'm still a student, with something that's close to my heart, and do what I feel is right, how can I expect to do the right thing later on when I'm on the job?"
 


After Elliott’s story was published, the faculty voted “no confidence” in President Young, who then resigned.

CLOSE-UP ON HISTORY

The Life and Death of Terri Schiavo

The case of Terri Schiavo, the Florida woman who died in 2005 after her feeding tube was removed following a 15-year coma, sparked strong feelings and fierce debate around the world.

On one level, the Schiavo case was a very personal one between her parents, who wanted her to live in the hopes that she might one day recover, and her husband, who believed she should be allowed to die with dignity.  But on another, media-fueled level, Terri Schiavo became a symbol for activists and politicians.

News coverage of the Schiavo case was fueled by a video clip that was released by Terri’s parents.  It only ran a few seconds, but in it Terri appears to smile at her mother and follow a Mickey Mouse balloon with her eyes. The clip was posted on the Internet and picked up by countless news shows—in fact, it seemed to be used on every report about the case.  Many television viewers who saw the tape, however, believed that it represented the day-to-day reality of Schiavo’s life.
  The courts, however, had seen four hours of more recent images that showed Schiavo to be unresponsive.  They had also seen CAT scans that proved that a large portion of her brain had become liquefied.  

People with disabilities chose the case as a rallying point.  Protests, organized over the Internet with only 24 hours notice, were held in twenty states,.  Among the placards protestors carried there were some that read, "Who's next?"
 
Back in Florida, right-to-life advocates who were veterans of civil disobedience at abortion clinics orchestrated the peaceful arrest of dozens of people, many of them children.  After Schiavo’s feeding tube was removed, one protestor was arrested while trying to take the comatose woman a bottle of water.  It was a purely symbolic act because Schiavo was not capable of swallowing, and would have drowned if the protestor had tried to make her drink the water.

The public relations of politics was also evident.  President Bush rushed back to Washington from a vacation to show his concern for the Schiavo case.  Florida Governor Jeb Bush and state lawmakers enacted a special law, ``Terri's Law,'' to have her feeding tube restored.  The law was ruled unconstitutional.  Congressman Tom DeLay, referring to the videotape that had become so familiar to viewers, declared: "Terri Schiavo is not brain dead. She talks and she laughs, and she expresses happiness and discomfort. Terri Schiavo is not on life support."

The case received around-the-clock coverage.  Television news devoted far greater attention to the case than it did to the tsunami in Asia three months earlier that left 300,000 people dead or missing. It received more coverage than the death of the pope that occurred soon after, and far more than dozens of deaths in Iraq that occurred at the same time.
  At many times during the height of the debate, reporters outnumbered protestors outside Schiavo’s hospice.

Probably none of the participants in this drama would identify their actions as public relations, but that is what they were.

CLOSE-UP ON INDUSTRY

The Ethics of Digital Insertion

It started with sports.  Television advertising executives would look at the broad expanse of playing fields, peopled only by a few football, baseball, or soccer players.  What a waste.  Here they were, taking pictures mostly of grass and Astroturf, with the eyeballs that their clients coveted staring at it for hours.  Then the commercials came on, and the eyeballs switched to another channel.  Wouldn’t it be great if they could replace that grass with ads?

You can almost see the little light bulbs going off over their heads.  Wait a minute.  They could replace the grass with ads.  That’s what digital technology is all about!  They could do anything!

And so they did, inserting product logos in the middle of playing fields and onto the fences around the fields.  And no one said much about it.

Having worked in sports, the technique was then applied to entertainment programming.  Client products were inserted into the kitchen cabinets of sitcoms, onto the dining room tables of dramas, and onto billboards that police detectives drove by.  The technique was unnoticeable to viewers, and the ad clients were ecstatic.  And no one complained.  Well, maybe a couple of academic critics started to grouse a bit, but no one paid much attention to them.

It wasn’t long before the ad execs noticed all that extra space on news stories reported from the field.  Correspondents were standing in front of buildings, buses, and—the last straw—competitors’ billboards!  It was obviously time to digitally insert ad content into television news. Sure enough, during the “CBS Evening News” live coverage of New Year’s Eve 2000 from Times Square in New York City, viewers did not see the famous NBC Astrovision Sign behind network anchorman Dan Rather as he reported from the street.  Instead, they saw a billboard advertising CBS News, placed there through digital manipulation.

This time, a lot of people noticed.  Even the editor of the trade magazine Broadcasting and Cable, usually the most pro-industry source you could find, was quick to make his views known.  “You would think that a TV news organization would not tamper with video, especially live video,” he said.  “Viewers should be able to rely on the fact that what they are seeing is really there.”

Dan Rather admitted it was a mistake.  “There is no excuse for it,” he said the day after the story broke on the front page of The New York Times.  “I did not grasp the possible ethical implications of this and that was wrong on my part.  At the very least, we should have pointed out to viewers that we were doing it.”

Network executives, however, defended the practice.  Andrew Heyward, the president of CBS News, said that reasonable people could disagree on whether this was an appropriate use of digital technology.  “On New Year’s Eve with confetti in Dan’s hair,” he said, “I saw this as an extension of our graphics, a change in this very festive, in effect, set.”
  Steve Friedman, the executive producer of “The Early Show,” insisted that the digital insertion was an ethical thing to do, because it didn’t clutter the city the way real outdoor advertising would.  “It’s a great way to do things without ruining the neighborhood,” he said.

Leslie Moonves, the president of CBS Television, was even more adamant in his defense of the practice. “Any time there’s an NBC logo up on our network,” he said, “we’ll block it again.”

One viewer greeted that announcement by remembering the classic television news coverage of the 1989 student pro-democracy demonstrations in China.  In a letter to The New York Times he stated, “I look forward to the network’s coverage of the next confrontation in Tiananmen Square, where one of the protester’s signs may read, ‘Log on to CBS.com.’”

CLOSE UP ON CONTROVERSY

Joe Klein and the Search for Anonymous

Often, loyalty to one’s profession extends to one’s professional colleagues, also.  Media practitioners often consider themselves bonded with those who share their occupation.  This was one reason why other reporters were so upset at Joe Klein, a Newsweek columnist and occasional commentator for CBS news who published the book Primary Colors under the pen name “Anonymous.”  The book was a tale of political intrigue and deceit, a thinly-disguised novel about Bill and Hillary Clinton and the 1992 presidential campaign.  It was eventually made into a film starring John Travola.  Klein repeatedly and directly lied to friends and colleagues, as well as other reporters and White House officials, about his authorship of the book.  He denied outright that he had written it, without resorting to the wiggle words and evasions that politicians use when cornered by reporters.  When interviewed by the New York Times, for example, he said, “For God’s sake, definitely, I didn’t write it.”  He even complained to colleagues that an unflattering portrait of a reporter depicted in the book was apparently him.

Later, when his deception was discovered, Klein explained it in terms of professional obligation.  “I felt that there are times when I’ve had to lie to protect a source,” he said.  “I put this in that category.”
  Klein’s editor at Newsweek knew the truth, but kept it from a reporter doing a piece on the book.  The article was therefore published with information that the editor knew to be untrue, or at least incomplete.  Many experts on journalistic ethics condemned Klein.  One of them pointed out, “You make certain sacrifices in your life to conduct your job as a journalist.  You do not run for office.  You do not belong to organizations that will be seeking favors from you, and you never give up your obligation to deal truthfully with people, whether you are working on a story or in your personal life.  So I think Mr. Klein has lost credibility here, and that hurts all of us.”
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