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FOREWORD

The second edition of this book, like the first, is designed to give the
reader a full description of the mass communications industries, to intro-
duce him to all the areas of professional work in journalism and mass
communications, and to illuminate for him the importance of the com-
municator in modern society. It thus seeks to give every reader a compre-
hensive picture of the mass media upon which he depends so heavily as
a citizen, and for those who are considering careers in mass communica-
tions it offers current and detailed analyses of the communications
agencies which seek their talents.

Part I, “The Role of Mass Communications,” is an introductory essay
which describes briefly and simply the communication process and the
role of the mass media in developing the political, social, and economic
fabrics of a modern democratic society. In it, and throughout the book,
the authors’ aim is to answer in a positive, yet realistic, way the question:
Is journalism a desirable profession, important to society? One of the
best replies to this question was given by the famous editor-publisher
Joseph Pulitzer in 1904:

Our republic and its press will rise or fall together. An able, disinterested,
public-spirited press, with trained intelligence to know the right and courage
to do it, can preserve that public virtue without which popular government
is a sham and a mockery. A cynical, mercenary, demagogic press will
produce in time a people as base as itself. The power to mould the future of
the republic will be in the hands of the journalists of future generations.

The story of how the mass media came to occupy such a crucial role
is told in Part II, “The Historical Perspective.” One chapter reviews the
unending battle to win and preserve the rights to print, to criticize, and
to report the news. Another describes the technological growth of print-
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vi FOREWORD

ing and the fruits of man’s inventive genius in broadcasting and film
making which have added so greatly to the impact of the “press” in the
six decades since Pulitzer defined its mission. A third offers a compre-
hensive synthesis of the history of the printed media, in terms of jour-
nalistic trends and the contributions of men who helped to shape the
American newspaper. New to this edition is a chapter which traces in
detail the relatively brief histories of radio, television, and film, focusing
on the news and opinion roles of these essentially entertainment media.
Part III, “Current Problems and Criticisms,” reports on research findings
concerning public acceptance of the mass media, reviews the major areas
of criticism of their performance, discusses social and economic pres-
sures which impinge upon the communicator, and summarizes internal
and external efforts to improve the quality of his product.

. The major section of the book is Part IV, “The Mass Communica-
tions Industries and Professions.” Nine chapters describe in detail how
the mass media and related agencies are organized, their current sizes
and roles, and opportunities and qualifications for those contemplating
professional careers in them. The authors’ aim is to present in each
chapter a unified picture of a major area of journalistic work, and to
note the interrelationships between the various media and between
editorial, advertising, and management functions.

Areas described are those of the newspaper, at the weekly, small daily,
suburban daily, and metropolitan levels; the magazine, including general
and specialized periodicals, industrial editing, and free-lance writing;
television and radio, with emphasis upon news and public affairs broad-
casting; book publishing; film making; press associations and feature
syndicates; advertising, including the media, agency, and company
department fields; public relations and information writing; and the
growing field of mass communications research.

Part V, “Education for Mass Communications,” describes the growth
and present status of education for mass communications careers, includ-
ing expanding interest in the broadcast media and in graduate training
in communication research. It also discusses professional careers in
teaching at the high school, junior college, and college and university
levels. Evidence is presented of the current widespread industry support
for training of young people who want to know: Is there a place for me
in one of the mass media and an opportunity for growth and advance-
ment?
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Suggested study questions and projects appear after each chapter
and at the end of the book a selected, annotated bibliography is offered
those readers who wish to explore further some of the many facets of
mass communications.

The book throughout represents a pooling of the professional media
experience and scholarly interests of its authors, who wish to thank a
number of individuals for their aid and interest in the project. Professor
Jack B. Haskins of Indiana University, former senior research executive
for the Curtis Publishing Company, wrote the chapter on “Mass Com-
munications Research” in consultation with the authors, who wish to
thank him for his interest in this subject and in the book itself. Professor
Leslie G. Moeller, director of the University of Iowa School of Jour-
nalism, reviewed the entire manuscript for the first edition and made
many valuable suggestions and criticisms; Professor Joseph A. Del
Porto of Boston University read galley proofs and made helpful com-
ments. Dean I. W. Cole of the Medill School of Journalism, North-
western University, contributed to the planning of the book in its earliest
stages. Professor John T. McNelly of Michigan State University and
Dean Hugh E. Curtis of the Drake University School of Journalism
supplied criticisms in preparation for the second edition.

Among professionals in the mass media with whom the authors con-
sulted were James A. Byron, news director, WBAP and WBAP-TV,
Fort Worth; Andrew Stewart, president, Denhard and Stewart, adver-
tising agency, New York; David F. Barbour, copy chief, Batten, Barton,
Durstine & Osborn, Inc., Pittsburgh office; Earl J. Johnson, vice presi-
dent, and William C. Payette, Southwest Division Manager, United Press
International, Dallas; K. P. Wood, assistant vice president, American
Telephone & Telegraph Company; and William Oman, vice president,
Dodd, Mead & Company, Inc.

Professors of journalism or communications who were helpful in
reviewing chapters of the book were Milton E. Gross, University of
Missouri; Max Wales and Warren C. Price, University of Oregon; Wil-
liam S. Baxter, Howard College; R. C. Norris, Texas Christian Uni-
versity; James R. Young and William Robert Summers, Jr., West
Virginia University; Baskett Mosse, Northwestern University; Scott M.
Cutlip, University of Wisconsin; Henry Ladd Smith, University of Wash-
ington; and Sam Kuczun, Robert Lindsay, Harold W. Wilson, and Roy
E. Carter, Jr., University of Minnesota.
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The authors wish to thank all of these individuals, and others who
have expressed their interest in the book since it first appeared five years
ago. They hope that the many changes they have incorporated in this
completely revised edition will meet with the approval of all who read it.

EpwiN EMERY

PuiLLiP H. AULT

WARREN K. AGEE
March, 1965
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CHAPTER 1

COMMUNICATION
AND THE
MASS MEDIA

WHAT COMMUNICATION MEANS

Man has another fundamental need beyond the physical requirements
of food and shelter: the need to communicate with his fellow human
beings. This urge for communication is a primal one and, in our con-
temporary civilization, a necessity for survival.

Simply defined, communication is the art of transmitting information,
ideas, and attitudes from one person to another.

Upon this foundation modern men have built intricate, many-faceted
machinery for delivering their messages. The unfolding achievements of
science are making this communication machinery more and more
fantastic in its ability to conquer the physical barriers of our world. Our
minds and our electronic devices are reaching into areas not considered
even remotely possible by our grandfathers.

Men hurtling through space send back radio reports of what they
experience. Cameras mounted on rockets give us closeup televised photo-
graphs of the moon’s surface. Television programs are transmitted from
one side of the world to another by bouncing their signals off a satellite
in orbit. Each year brings additional wonders in the craft of communi-
cating our messages. With computers and instantaneous transmission
systems we are bending time and space to our will.

Yet all this costly structure is a meaningless toy unless its users have
something significant to say. The study of communication thus involves

3



4 THE ROLE OF MASS COMMUNICATIONS

two aspects—a broad comprehension of the mechanical means and, more
important, an understanding of how men use these tools in their daily
round of informing, influencing, inspiring, convincing, frightening, and
entertaining each other.

Each of us communicates with another individual by directing a
message to one or more of his senses—sight, sound, touch, taste, or
smell. When we smile, we communicate a desire for friendliness; the
tone in which we say “good morning” can indicate feelings all the way
from surliness to warm pleasure, and the words we choose in speaking
or writing convey a message we want to “put across” to the other person.
The more effectively we select and deliver those words, the better our
communication with him.

Contemporary society is far too complex to function only through
direct communication between one individual and another. Our important
messages, to be effective, must reach many people at one time. A house-
wife who is angry at high meat prices may talk to a half-dozen neighbors
about organizing a boycott, but if the editor of the local newspaper pub-
lishes a letter she writes, she communicates her idea to hundreds of
women in a fraction of the time it would take her to visit them indi-
vidually. The politician running for the Senate spends much of his cam-
paign time visiting factories and meetings, shaking hands with the citizens
in the hope of winning their votes. He knows, however, that he can
reach only a small percentage of the voters this way, so he hires time on
television and radio to deliver his message to thousands of voters simul-
taneously. This is mass communication—delivering information, ideas,
and attitudes to a sizable and diversified audience through use of the
media developed for that purpose.

The art of mass communication is much more difficult than that of
face-to-face discussion. The communicator who is addressing thousands
of different personalities at the same time cannot adjust his appeal to
meet their individual reactions. An approach that convinces part of his
audience may alienate another group. The successful mass communicator
is one who finds the right method of expression to establish empathy with
the largest possible number of individuals in his audience. Although this
audience may number in the millions, the contact fundamentally is
between two individuals: the mind of the communicator must be in touch
with the mind of each recipient. Successful mass communication is
person-to-person contact, repeated thousands of times simultaneously.
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The politician reaches many more individuals with a single television
speech than he does through his handshaking tours, but his use of mass
communication may be a failure if he is unable to project over the air the
same feeling of sincerity and ability that he conveys through his hand-
shake and smile.

Thus the mass communicator’s task breaks down into two parts,
knowing what he wants to communicate and knowing how he should
deliver his message to give it the deepest penetration possible into the
minds of his audience. A message of poor content, poorly told to millions
of people, may have less total effective impact than a well-presented
message placed before a small audience.

Every day each of us receives thousands of impressions. Many of
these pass unnoticed or are quickly forgotten. The effectiveness of the
impression is influenced in part by the individual’s circumstances. A news
story from Washington about plans by Congress to increase unemploy-
ment benefits raises hope in the mind of the reader who fears he is about
to be laid off his job; the same dispatch may disturb the struggling small
businessman who sees in it the possibility of higher taxes. The communi-
cator’s message has had differing effects upon these two members of the
audience; it may have none at all upon another reader who is distracted
by a television broadcast while he is scanning the newspaper.

Obviously the mass communicator cannot know the mental outlook
and physical circumstances of everyone to whom his message goes. There
are many principles and techniques he can use, however, to assure that
his message has an effective impact upon the greatest possible number of
individuals in the largest possible audience. Some of these he learns by
mastering the basic techniques of journalistic communication (writing,
editing, newscasting, graphic presentation, etc.); others he learns by
studying the mass communication process and by examining the character
of the mass media.

Research men call our attention to four aspects of the communication
process: the communicator, the message, the channel, and the audience.
(In research language, the communicator is also known as the encoder;
the message—whether words, pictures, or signs—becomes symbols; the
channel, in the case of mass communication, is one of the mass media;
the person in the audience is known as the decoder.) A properly trained
communicator understands the social importance of the role he has
undertaken and also knows what he wants to communicate as his mes-
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sage. He understands the characteristics of the channels (media) to be
used and studies the varying interest and understanding levels of groups
of people who make up the total audience. He molds his message to the
style requirements of each channel he uses and to the capabilities of the
audiences he is trying to reach. He knows about the limitations and
problems which communication researchers have studied.

C hrn~ MESSAGE — NN A
NOISE IN SELECTED CHANNEL Taen

The communication process: Communicator (C) places his message in selected
channel to reach audience (A) but is subject ta “noise” interferences.

One of these is channel noise, a term used to describe anything which
interferes with the fidelity of the physical transmission of the message
(such as static on radio or type too small to be read easily); but broadly
speaking, channel noise may be conceived of as including all distractions
between source and audience. The professional communicator helps
overcome its effects by attention-getting devices and by careful use of
the principle of redundancy (repetition of the main idea of the message
to make sure it gets through even if part of the message is lost).

A second kind of interference, called semantic noise, occurs when a
message is misunderstood even though it is received exactly as it was

FRAME OF REFERENCE

(A]
C ~ A
FOR MESSAGE RECEPTION

Communicator and audience member A have the same frame of reference;
Al is anly partially receptive; A2 is unable to understand.

transmitted. The communicator, for example, might use words too diffi-
cult for an audience member to understand or names unknown to him
(material outside his frame of reference). Or the words used may have
one meaning for the communicator and another for the listener or reader
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(the common or dictionary meaning is called denotative, the emotional
or evaluative meaning is called connotative—a word like “socialist” has
widely differing connotations). Semantic noise can be reduced if the
communicator will take pains to define his terms and adjust his vocabu-
lary to the interests and needs of the audience he wishes to reach. Some-
times, difficult or strange words are understood by the reader because he
grasps the context in which they appear, but it is also possible for a
poorly defined word to be misunderstood this way. And if the material
presented is too complex, the reader either will be forced to regress and
restudy the message or, more likely, will turn to some other more reward-
ing and pleasant material.

Even if the communicator has surmounted all these hurdles, he still
has other problems in message reception. The receiver interprets the
message in terms of his frame of reference, we have said. Each person
has a stored experience, consisting in part of his individual, ego-related
beliefs and values and in part of the beliefs and values of the groups to
which he belongs (family, job, social, and other groups). A message
which challenges these beliefs and values may be rejected, distorted, or
misinterpreted. Conversely, a person whose beliefs on a given subject
are under pressure may go out of his way to seek messages bolstering
his viewpoint. In cases where beliefs are firmly fixed, the communicator
finds it is often more effective to try to redirect existing attitudes slightly
than it is to meet them head on. Another audience problem is called
dissonance. This occurs when a person takes an action which is incon-
sistent with what he knows or has previously believed, or else acts after
considering two or more attractive alternatives. He is uncomfortable
until he achieves some dissonance-reduction by seeking out messages
which help adjust his beliefs to his action (a familiar example is the man
who, having bought one make of car from among several attractive ones,
continues to read advertisements for the car he bought—if he has
switched makes, he needs even more reassurance).

The communicator is aided in his work by what are called feedback
effects. These are reactions which take place along the communication
process and which are transmitted backward: by the communicator
(reporter) to his original news source; by another media worker (editor)
to the reporter; by members of the audience to the editor, the reporter,
or the news source; and by different persons in the audience to each
other. Obviously there is much more discernible feedback in person-to-
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person communication than in mass media communication, and thus a
better opportunity to deliver a convincing message face to face. But the
communicator who has knowledge of feedback reactions in mass com-
munication and who solicits them may enhance the acceptance of his
messages.

MESSAGE IN CHANNEL
S—C E
¢ ~>] «-———>L _IT®

-~ ——
N e ——

= - FEEDBACK \‘A" A

—— e

Mass communication for a given message at one moment in time is illustrated
here: Source (S) has his message reported by communicator (C) in channel con-
trolled by editor (E); some audience members (A) receive the message directly,
others indirectly, but some are inattentive; feedback interactions may occur
along the communication route.

All this is summed up in Professor Harold D. Lasswell’s question:
“Who, says what, in which channel, to whom, with what effect?”” Chapter
17 on “Mass Communications Research” examines the different types of
studies carried on by the mass media and by individual scholars to aid
in more effective communication. The first steps for the would-be com-
municator, however, are to gain an understanding of the role of the
communicator in our contemporary society and to examine the mass
media through which audiences are reached. To take him through these
steps is the purpose of this book.

WHAT ARE THE MASS MEDIA?

A message can be communicated to a mass audience by many means:
hardly an American lives through a day without feeling the impact of at
least one of the mass media. The oldest media are those of the printed
word and picture which carry their message through the sense of sight:
the weekly and daily newspapers, magazines, books, pamphlets, direct
mail circulars, and billboards. Radio is the mass communications medium
aimed at the sense of sound, whereas television and motion pictures
appeal both to the visual and auditory senses.

The reader turns to his newspaper for news and opinion, entertain-
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ment, and the advertising it publishes. In the weekly the focus is upon
the reader’s own community; in the daily the focus is upon the nation
and the world as well. Magazines give him background information,
entertainment, opinion, and advertising; books offer a longer range and
more detailed examination of subjects, as well as entertainment; pam-
phlets, direct mail pieces, and billboards bring the views of commercial
and civic organizations. Films may inform and persuade as well as enter-
tain. Television and radio offer entertainment, news and opinion, and
advertising messages and can bring direct coverage of public events into
the listener’s home.

There are important agencies of communication which are adjuncts
of the mass media. These are (1) the press associations, which collect
and distribute news and pictures to the newspapers, television and radio
stations, and news magazines; (2) the syndicates, which offer back-
ground news and pictures, commentary, and entertainment features to
newspapers, television and radio, and magazines; (3) the advertising
agencies, which serve their business clients, on the one hand, and the
mass media, on the other; (4) the advertising departments of companies
and institutions, which serve in merchandising roles, and the public
relations departments, which serve in information roles; (5) the public
relations counseling firms and publicity organizations, which offer infor-
mation in behalf of their clients, and (6) research individuals and groups,
who help gauge the impact of the message and guide mass communicators
to more effective paths.

Who are the communicators who work for and with these mass media?
We think of the core as being the reporters, writers, editors, announcers,
and commentators for newspapers, news magazines, television and radio,
press associations, and syndicates. But there are many others: news
photographers; book and publications editors and creative personnel in
the graphic arts industry; advertising personnel of all types; public rela-
tions practitioners and information writers; business management per-
sonnel for the mass media; radio-television script and continuity writers;
film producers and writers; magazine writers and editors; trade and busi-
ness paper publication writers and editors; industrial publication editors;
technical writers in such fields as science, agriculture, and home eco-
nomics; specialists in mass communications research; and teachers of
journalism. Actors in television and motion pictures also are communi-
cators in a special sense, adding emotional impact to the written script.



10 THE ROLE OF MASS COMMUNICATIONS

WHAT IS JOURNALISM?

A somewhat narrower definition is traditionally applied to the use of the
mass media in order to identify the role of the journalist. In journalism
there is an element of timeliness not usually present in the more leisurely
types of writing, Such as the writing of books. Journalism is a report of
things as they appear at the moment of writing, not a definitive study of
a situation. Historically the journalist has been identified by society as
carrying out two main functions: reporting the news and offering inter-
pretation and opinion based on news. A journalist may write an account
that is entertaining as well as newsworthy; but a person who writes for
sheer entertainment only, such as some television script writers, is not a
journalist.

Periodical journalism constitutes the oldest and most widely identified
area. Periodicals are printed at regular and stated intervals. To be con-
sidered newspapers, periodicals must appear at least weekly in recognized
newspaper format and have general public interest and appeal. Com-
monly identified as “journalists” are the reporters, writers, editors, and
columnists who work for newspapers, press associations and syndicates,
news magazines, and other magazines devoted largely to public affairs,
such as the Reporter or the New Republic. The print media they serve
have been known collectively as “the press,” although many newspaper-
men reserve that term for their medium.

News reporting and commentaries delivered by television and radio
are equally a form of journalism, as are public affairs documentaries,
direct broadcasts of news events, motion picture newsreels, and filmed
documentaries. The reporters, writers, editors, and photographers in the
television-radio-film area point out that the general descriptive term “the
press” applies to them as well as to print media men when they are
dealing with news and opinion. But they tend more often to identify
themselves with the name of their medium than with the collective word
“journalist.” So do others in the list of communicators given above—
photographers, book editors, advertising men, industrial editors, and
SO on.

The ephemeral nature of journalistic writing does not mean that it is
poor and careless writing, as is sometimes assumed. Quite the contrary
is true in many cases. Journalistic writing is a contemporary report of the
changing scene, intended to inform readers of what is happening around
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them. The impact of journalism can and often does influence the course
of events being reported, because it brings public opinion into focus and
sometimes creates it. Thus the newspaper and broadcast reports of a
president’s stand on a foreign policy crisis can touch off heavy unfavor-
able reaction among the citizenry and force a shift in national policy.

The journalist deals in immediacy; he enjoys the stimulation of being
close to events and the knowledge that his efforts can help shape the
future. He is communicating the developments of the day to an audience
whose lives are affected by the events he discusses. The sum total of
articles printed in the continuing issues of a periodical constitutes a big
slice of history as it is being made. Many of the facts reported in any
issue soon are outdated by later developments; yet they are true at the
moment of writing.

The television and radio journalist communicates news of contempo-
rary events by means of electronic devices rather than with paper and ink.
Although this makes the transitory nature of airwave journalism even
more pronounced than that of the written word, it is not necessarily less
effective and may sometimes be more so. Events with strong elements
of sound or sight, such as a forest fire, a football game, or a political
convention, are especially well communicated by television and radio.

Dramatic evidence of how electronic and newspaper reporting can
dominate the life of the world during a great crisis is found in the report-
ing of the assassination of President Kennedy. The four days after the
fatal shots were fired at Mr. Kennedy, including the subsequent murder
of the alleged assassin, Lee Harvey Oswald, as millions watched in horror
on television, and finally the somber grandeur of the Presidential funeral,
were all splendidly reported by television, radio, and newspapers. They
provided a massive portrayal of events and held the world tightly in the
grip of intense emotion.

ALL MEDIA ARE INTERRELATED

Trying to separate the various mass media into tight compartments is a
futile task, and pointless, too. They are closely interrelated, both in func-
tions and in personnel. Employees shift from one medium to another with
comparative ease. Certain details of technique are different and must be
learned by the newcomer, no matter how much experience he may have
in other fields, but the principles of mass communication among humans
are remarkably similar in all media,
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The newspaper reporter who happens to have a good voice may
become a radio commentator. He must learn to write his copy in a more
narrative style to please the ear rather than the eye, but the precepts of
objectivity, fair play, and persistent digging for facts he learned on his
newspaper beat still apply. Press associations supply the same daily
budget of world and national news to radio and television stations as to
newspapers, although the reports are prepared in slightly different form
to meet the technical requirements of the various media. The broadcaster
may desire to see his viewpoint preserved in more durable form, so he
writes a magazine article or a book. An author whose novel becomes
a best seller may soon find himself in a Hollywood studio writing screen
plays at a salary that startles him.

A hard line of demarcation between motion pictures and television
was maintained by the film industry during television’s early years imme-
diately after World War II. The film makers feared the commercial com-
petition of TV. Inevitably this separation broke down because the two
media are linked so closely in their appeal and techniques. Hollywood
studios which once put clauses in their stars’ contracts forbidding them
to appear on television now film dozens of TV shows on their sound
stages and outdoor sets. Numerous prominent motion picture actors
“break in” on television, then move into films. Scripts first shown to the
public as TV shows have been successfully expanded into feature-length
motion pictures. Newspaper publishers also own about one-third of our
television stations and one-tenth of our radio stations.

The mass media have a common need for men and women with crea-
tive minds, who can use words and pictures effectively to transmit infor-
mation and ideas. This is true whether the communication is intended
to enlarge the recipient’s knowledge, entertain him, or convince him
through advertising that he should purchase a commercial product or
service.

Advertising is an essential part of the major media and constitutes an
additional service to persons seeking that type of information. In news-
papers and magazines, stories and advertisements appear side by side and
are absorbed by the reader’s mind almost simultaneously. On radio and
television, presentation of the commercial has been developed into an
intricate art, often closely integrated with the entertainment portion of
the program which the advertiser also controls. At times, unfortunately,
more ingenuity and effort go into the commercial than into the program
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itself. Large national advertisers conduct sales campaigns for their prod-
ucts in the press and on the air at the same time, spending huge sums
to make certain that their messages reach a mass audience as frequently
as possible. They are employing the proved technique of repetition.
Without advertising revenue, newspapers and magazines could not be
sold at their present prices and radio and TV programs could not be
provided without charge.

Also, advertising has an important function in attracting an audience
for the various media. The film studios, theatres, and television producers
are heavy advertisers in newspapers and magazines, and newspapers take
commercial time on radio and television to publicize their features in an
effort to build circulation.

Thus it is evident that the mass media are heavily dependent upon
each other. They turn to common sources for talent, for news, for ideas,
and even for ownership. In the early days of radio, newspapers feared
that the competition of this swift news-dispensing medium would ruin
them; when television came along, newspapers, magazines, and motion
pictures all were frightened of it at first. Gradually they learned that
there is room and a need for all and that no medium need ruin another.
The older media had to develop fresh techniques to meet the newcomer’s
challenge, and they improved themselves in doing so.

In the United States the mass media are commercial ventures, without
government subsidy, and survive only if they make money. This is in
the best tradition of the free enterprise system. They compete with each
other for the audience’s time and the advertiser’s dollar. Yet all realize
that basically they are serving the same purpose—to provide a transmis-
sion belt for the free flow of ideas.

SUMMARY

Communication is the art of transmitting information, ideas, and attitudes
from one person to another. The mass communicator deals with a sizable
and diversified audience, using the media developed for that purpose.
His task involves both knowing what he wants to communicate and how
he should deliver his message to gain the best possible effect upon the
audience.

It is of primary importance that the communicator understand his role
in our contemporary society and that he gain an understanding of the
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mass media through which audiences are reached. Then, by studying
the communication process and by mastering the basic techniques of
journalistic communication, he is able to do his job effectively.

The mass media include (1) those of the printed word and picture,
which appeal to the sense of sight (weekly and daily newspapers, maga-
zines, books, pamphlets, direct mail, and billboards); (2) radio, which
is aimed at the sense of sound; and (3) television and motion pictures,
which appeal both to the visual and auditory senses. Allied agencies of
communication are the press associations, the syndicates, advertising
agencies, advertising and public relations departments of companies and
institutions, and research and teaching groups.

Among communicators of all types, the journalist traditionally has
been identified as someone carrying out two main functions: reporting
the news and offering interpretation and opinion based on news. One
whose purpose is simply entertainment is not a journalist. Yet the func-
tions of news, opinion, and entertainment are closely interrelated in the
mass media, and the various media are heavily dependent upon each
other, as succeeding chapters of this book will show.

STUDY QUESTION

What are the built-in problems of communicating on a mass scale?

PROJECTS

1. Clip a newspaper or magazine article and point out examples of
“semantic noise.” See if you can rewrite the faulty passages in order to
clarify the meaning.

2. Write out your own definitions of (a) mass communication, (b)
journalism.

3. Assume you have just been named editor of your hometown news-
paper or manager of a hometown broadcast station. In 500 words or so,
describe what changes, if any, you would seek to make in them, and
explain why.

CONTINUING PROJECT

In order that you may become familiar with the literature of journal-
ism and mass communications, and also gain insights into the very latest
developments in the field, read each week an article in one of the trade
or professional publications serving the various mass media and found
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in your school library. Insofar as possible read a different periodical each
week, Turn in typewritten, single-spaced reports on 4” x 6” file cards,
inserted horizontally and typed with almost no margin. Both sides may
be needed. Place your name, date, and number of course in upper right-
hand corner; title of article, name of periodical, and date of issue in
upper lefthand corner; summary of content and author’s treatment of
subject in next paragraph, brief but adequate to indicate comprehension;
and, finally, a paragraph briefly giving your evaluation and criticism of
what you read.

A chapter from a book may be substituted from time to time. In addi-
tion, Readers’ Guide to Periodical Literature, at the library, may be used
to find suitable articles about journalism and mass communications in
general interest magazines, such as Saturday Review and Harper’s.



CHAPTER 2

THE SOCIAL
IMPORTANCE OF
COMMUNICATORS

COMMUNICATION, PUBLIC OPINION, AND DEMOCRACY

The mass media of communication play vital roles in our contemporary
society. Those who work in these media hold positions of social respon-
sibility, far more so than their friends in many other fields. Frequently
their judgment is tested under pressure in matters of taste, social restraint,
and fairness, with few absolute rules to guide them.

The jobs they perform make possible the general diffusion of knowl-
edge about life in today’s world and, more than that, influence many
aspects of our social, political, and economic patterns. The communi-
cator is a transmission channel for information. Also, by the way he
selects and presents that information he helps in a small, sometimes
unintentional, way to shape our society and contribute to its well-being.

Our mass media illuminate the social fabric of the nation. They are
essential to the continued development of the economic fabric in a
modern industrial state. And they continue to fulfill their historic role in
protecting and improving the political fabric of a democracy. Among
the many opportunities enjoyed by the communicator, none is more
important than the opportunity to help shape public opinion.

In a democracy public opinion is the engine that keeps the wheels
turning. Although we elect officials to conduct our government’s business
and give them power to make decisions which affect our pocketbooks,

16
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our manner of living, and even our very survival, these men cannot
exercise arbitrary power as is done in a dictatorship. They are restrained
by the influence of public opinion—the very instrument that put them
into office. If they stray too far from the desires of the mass of the people,
counterforces begin to work. The most potent and obvious of these is the
threat of defeat in the next election, a factor always near the surface of a
professional officeholder’s mind. More subtle forms of pressure can also
be applied by adverse public opinion, such as moves to restrict the
offender’s responsibilities, damage his prestige, or discredit him in public.

Sometimes an excessive amount of time is required to correct a flagrant
misuse of governmental authority, but ultimately it is almost always
accomplished. In the long run, a democracy gets the kind of government
that the majority of its people desires. To be successful, a political leader
must convince the voters (1) that he represents the viewpoint of the
majority or (2) that his policies are wise and should be endorsed by the
voters.

How is public opinion brought to bear in political affairs, above and
beyond the impact of events themselves? This is a complicated process
insofar as arrival at a decision on an issue or an election contest is con-
cerned. The average person is likely to be affected more strongly by social
pressures, group associations, and the attitudes of “opinion leaders” he
knows than by direct use of the mass media. These interpersonal com-
munications act as channels to bring information and opinions to voters
at the same time that the voters are exposed to the mass media directly.
Since the social group and the opinion leader also reflect information and
opinions gained from the mass media, there is a close interrelationship
among the three—the mass media, opinion leaders, and the social group
—in the decision-making process. Recent research indicates that a given
decision is not influenced solely by what the voter learns directly from
the mass media or by what he learns through the “two-step flow” of
interpersonal communication (from the media to the group or opinion
leader and then to the voter) but also by different types of communica-
tions at different stages of decision making.

But whatever other forces come into action, it is clear that the mass
media of communication play a key role in the building of the political
fabric of a democracy. They are the widely available channels through
which political leaders express their views and seek to rally public back-
ing for their policies. The President of the United States makes a state-
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ment in a press conference, and within minutes the news is sped around
the world by the press associations. The American people read detailed
accounts of his statement in their newspapers, hear summaries of it on
radio broadcasts, and perhaps watch the President deliver his message
on the television screens in their homes. President Franklin D. Roosevelt
found his famous “fireside chats” on radio to be one of the most effective
tools in winning support for his economic reforms and later in alerting
the American people to the dangers of Fascist aggression. Development
of television gave subsequent presidents even greater access to the public
mind. President Kennedy used live televised news conferences with
exceptionally good effect because of his easy delivery and quick wit. Many
political observers believe that his performance in the televised campaign
debates with Richard Nixon, his opponent, was the decisive factor in
his election to the presidency. President Johnson chose to make less
use of televised news conferences. Officials of federal, state, and local
governments make use of the press conference, the radio interview, the
television panel discussion, the magazine article, and even the book to
reach the voters.

The media also work in the reverse direction to bring the officials news
of what the people think and desire. Newspapers publish stories reporting
the viewpoints of political opponents and the actions taken in public
meetings concerning government policy; on their editorial pages they
express their own reactions to developments and make suggestions;
frequently newspapers publish the interpretative comments of well-known
columnists. In the columns of letters to the editor the readers express
their views. Still another form of expression appearing in the press is the
public opinion poll, such as the Gallup poll or the Roper survey, in which
carefully selected samples of the population are invited to give their views
on timely issues.

Television and radio help to publicize this interplay of opinion through
news reports similar to those appearing in the newspapers, interviews,
and panel discussions. An especially effective television technique is
found in programs such as “Meet the Press,” in which a public official
submits to intensive and sometimes belligerent questioning by a group
of newsmen.

Weekly news magazines have become a significant factor in the two-
way transmission of political policy and reaction. With more leisurely
deadlines than the daily newspapers have, these periodicals provide back-
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W developments and seek to put them into context.

mion such as the New Republic or Reporter examine

a ioflly and express their views on its meaning, much as news-

%‘0\‘ grals do; whereas scholarly periodicals published at intervals

Y or longer delve more deeply into specialized aspects of the
rary scene.

/ks, particularly the heavy-selling paperbacks, convey facts and
.on about public candidates and officeholders. In many respects the
paperback, often heavily subsidized and promoted by political factions,
has replaced the political tract, such as Thomas Paine’s Common Sense
(1776), which was widely circulated in an effort to influence public
opinion.

The political education role of the mass media reaches into the local
scene, as well. If, for example, a municipal government decides to put
into effect a new system of one-way streets, it turns to the newspapers,
television, and radio for help in publicizing the plan. The newspapers
publish charts of the new traffic routing and explanations of the streets
along which cars are to move. The mayor broadcasts an explanation of
the changes, and the stations repeat the instructions in their newscasts.
TV viewers are shown pictures of the new routes, perhaps with cartoon
figures being depicted following them. By the day the traffic plan goes
into effect, a large majority of the motorists who customarily drive in the
area are aware of the enforced change in their motoring habits. Without
such publicity, there would have been a chaotic traffic tieup of bewildered,
angry motorists.

The publicity process is of tremendous importance to public officials.
Many of them owe their success in winning office to well-organized and
cleverly conducted publicity campaigns. Some officials try to control the
opinions of the citizens by manipulating and restricting the release of
government information, with the hope that they can create a carefully
calculated public image of a problem. If this image can be made to
appear authentic, their own political solutions for the problem will seem
more desirable; but if all the facts are made available to the voters, quite
a different solution may seem best. Too many public officials are special
pleaders for their own causes.

If political leaders attempt this approach, and many of them do, how
does the public obtain the rest of the essential facts? It must depend
largely upon the investigative work of the news media, which should be—
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and usually are—dedicated to the cause of putting the
before the public.

The fight for free access to the news, from the national leve:
ington down to the city hall in a small municipality, has become &
concern of the mass media. They are aware of the tendency among .
cials to make themselves “look good” by releasing and emphasizing fact
favorable to their cause—the paper curtain of official mimeographed
handouts which often stands between the public and the entire story.
Diligent editors and commentators work on the principle that the public
is entitled to all the facts in a political situation and that, on the basis of
these facts, it can make its own decisions.

The news media have also the vital role of “watchdog” over the
government, searching out instances of malfunctioning and corruption.
In fact, if it were not for the searching eyes and probing questions of
reporters, the public would have far less control over the affairs of city,
state, and national governments than it does. Many of the most significant
congressional investigations have been started as the result of revelations
in the press. High government officials have been forced to resign because
a reporter has uncovered evidence of unethical and sometimes illegal
conduct by them.

Once a bad situation is exposed, public opinion can quickly be brought
to bear for reform; but without the watchful eyes of newsmen to disclose
the misbehavior, the situation might remain uncorrected indefinitely.
Generally, the news media have been less zealous in observing the mis-
deeds of shady business enterprises, even when these have affected the
general public welfare, than they have been in watching over the govern-
ment.

Plainly, then, in a democracy the press is the “market place” of polit-
ical thought. The policies and aims of government are made known
through the channels of the press and are examined exhaustively by
opposition political figures, and by commentators, editors, and the public
at large. Stories from the newspapers and newscasts are used as the basis
for discussions in classroom and clubs. When a high government official
wants to test the public reaction to a policy idea, he often sends up a
“trial balloon” in the form of a guarded newspaper interview suggesting
the possible advantages of such a step, or he has a friendly columnist
discuss the advisability of the move. Other editors and commentators
pick up the proposal and examine it in print or on the air. Soon millions
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of Americans are aware of the tentative plan and are expressing either
favorable or negative opinions. The official and his staff keep close watch
on this reaction. If the plan encounters heavy opposition, perhaps stirred
up by an antagonistic pressure group, the official quietly abandons it; but
if it receives popular support, he takes positive steps to put it into opera-
tion, either by legislation or executive order. It is in such ways that public
opinion shapes governmental policy in a democracy. Note the contrast in
a dictatorship, where the ruling clique issues decrees arbitrarily and
enforces them regardless of the public’s feelings.

COMMUNICATIONS AND THE ECONOMIC FABRIC

Without an extensive and swift system of mass communications, the
economic life of a major industrial country cannot function properly.

When we think how large the continental United States is—more than
3000 miles in width and covering many kinds of terrain, population, and
living conditions—the degree of economic cohesion is remarkably high.
People in the deserts of Arizona drive the same kinds of automobiles,
wear the same makes of shoes, and eat the same brands of breakfast food
as their fellow Americans in chilly New England. They are able to do so
because of two major factors in contemporary American life—good
transportation for moving the goods from the factory and a highly de-
veloped system of advertising and marketing.

Students of mass communications should be very conscious of the
role and influence of advertising. Earlier we stated that three functions
of the communication process are to inform, influence, and convince the
public. Advertising performs these same functions. It informs readers
and listeners about the products the manufacturer and merchant offer for
sale; it influences them by stimulating their desire for those commodities;
and, if it is successful, it convinces them that they should purchase the
goods as soon as possible or as soon as they are needed.

Ever since this country was founded, Americans have lived in an
expanding economy, except for a few temporary periods of depression.
As the population grew and pushed westward, it automatically created a
need for goods and services. But population growth itself would not be
sufficient to keep the nation’s industrial plants growing and its economy
expanding, if Americans had not learned to want the products of those
factories. Their desire for new products and their demonstrated willing-
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ness to purchase them encourage producers to develop attractive new
commodities. With few exceptions, companies which spend money to
advertise their goods become larger and more profitable than their
competitors who do not. This lesson has been driven home so firmly that
modern business practice leads most successful companies to expend
fixed percentages of their income upon advertising. The advertising bud-
get has become as essential in a company’s financial operations as money
designated for salaries, factory operating expenses, and distribution of
the products.

It is no exaggerated claim for advertising to state that it has played a
major role in the steady rise of the American standard of living, which
has now risen to the highest point of any country in history. The existence
of a free enterprise economy such as ours without advertising is incon-
ceivable.

From the consumer’s standpoint, the rival advertising of competing
companies increases his range of choice and actually saves him time and
money. From reading or viewing the advertising for new automobiles,
he learns what new features each line of cars offers and sees photographs
in color of the body designs. If his personal inclinations and the influences
of his social group have given him a casual, indefinite idea of trading in
his old car for a new one this year, the advertising brings him into action.
He visits the showrooms of the cars which attract him most, and the
chances are good that he will come home with a purchase contract in
his pocket.

On a smaller scale, the dollars-and-cents importance of advertising
in everyday living is evident if we watch a housewife read the grocery ads
in her newspaper. She builds her week-end shopping list from these
announcements. One market offers a special price on soap, another
nearby market lists a bargain on pork roast. She decides to shop first at
the market offering the pork roast, but may also visit the store featuring
a special price on soap. Without advertising the housewife might have
found these bargains by a prolonged search among the shelves, if she
had the time. Or she might have missed them and paid full price for the
roast at still another market. By checking the advertisements, she can
shop more rapidly and effectively, and with an actual saving of money.

How does the food store benefit if it spends money on advertising to
attract a shopper who buys goods at special low prices, thus reducing the
shop’s profit margin on those items? The answer to that question contains
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the secret of price advertising. The housewife saves money on the adver-
tised items but having been attracted to the store by them, she is beguiled
by point-of-purchase displays of additional items she hadn’t realized she
desired, and she buys these, too. The advertisement creates foot traffic
in the market, and it is an axiom of merchandising that the more traffic
that goes through a store, the more goods are sold. These additional pur-
chases beyond actual realized needs help build our expanding economy.

Advertising in the United States is divided into two broad categories,
national and local. National advertising is used by manufacturers to
inform a nationwide audience, or perhaps a large regional one, about
the advantages of their products. Sometimes a company devotes its
advertising space to creating an image of itself in the public mind,
emphasizing its reliability, friendliness, or public service, rather than
concentrating upon a direct selling message for its products. This is
institutional advertising, whose results cannot be measured directly upon
a sales chart. Large corporations also use institutional advertising to
influence public opinion on matters of national economic policy which
are important to them. National advertisers use television, magazines,
newspapers, and radio for the bulk of their advertising. Placement of
the advertising campaigns is done through large advertising agencies,
many of which have their head offices along Madison Avenue in New
York City; these agencies earn their money principally by receiving a
percentage of the price charged by the media for their space and time.

Local advertising is placed by merchants in their community news-
papers and on their television and radio stations. It is directed to a well-
defined, easily comprehended audience. Rarely does local advertising
appear in magazines, because few periodicals have sufficient circulation
concentrated in a single community. Chain-store merchandisers also use
direct mail to distribute hundreds of thousands of advertising pieces
called “mailers” at bulk rates. Sometimes these multiple-page advertise-
ments are published simultaneously in newspapers. Whereas the main
function of national advertising is to present products to a huge audience
and to stimulate buying interest in them, local advertising is largely con-
cerned with direct sales, making the cash register ring. Emphasis upon
price is much greater in local advertising copy, because an attractive price
is often the stimulus that converts the potential customer from intention
to action. .

The automobile manufacturer introduces his new models in the autumn
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with an elaborate national network television program featuring famous
entertainment personalities and glamorous shots of the automobiles
surrounded by beautiful girls. That is the national approach. A few days
later the community auto dealer purchases time on his home-town tele-
vision station. He appears on the screen, fondly patting the fender of a
new model, and tells each viewer, “You can have this beautiful car for
only $500 down. Come in and see it tonight; we are open until 9 p.m.”
That is the local follow-up.

A department store may take a half-page advertisement in a local
newspaper just to publicize a bargain price for nylon hose. It knows that
the expenditure will be profitable if the advertisement is attractive enough
to draw a throng of women into the store. The item chosen is a low-cost
one, regarded by most women as a necessity, with a frequent replacement
need. Thus almost automatically thousands of feminine readers are poten-
tial customers for such a sale, if it is attractive enough.

At the end of the day the department manager can tell exactly how
many pairs of stockings have been sold and compare this with a normal
day’s total. Thus he can measure the pulling power of his advertisement.
However, the item may have been priced so low that, with the cost of the
advertising added, the store may have lost money on the nylon hose sale.
The venture would still be regarded as highly successful, however, if a
large percentage of the sale shoppers bought additional unadvertised
merchandise while they were in the store.

The mass media, then, play key roles in the business life of the country,
at both the national and local levels of production and sales, by provid-
ing channels for advertising messages. They also help in other ways to
shape the economic fabric of the country. They bring people, from indus-
trial leaders to laborers, the necessary information upon which their busi-
ness and personal decisions are based. They help the public to crystallize
its attitudes on matters of national economic policy. They serve as sound-
ing boards of public opinion for business, labor, agriculture, and other
segments of society. Deprived of rapid and effective mass communica-
tions, a country whose sections and people have become as closely inter-
dependent as ours would quickly tumble into economic and social chaos.

THE MASS MEDIA AS SOCIAL INSTRUMENTS

So far we have examined the mass communications industry in two of its
major roles: (1) as the machinery for informing people and creating and
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reflecting public opinion in a democracy and (2) as an instrument for
expanding our national economy through the power of advertising. A
third important function is illuminating the social fabric and, in fact,
influencing the shape of its patterns. The mass media serve the same
purpose in transmitting the facets of our culture from the Atlantic to the
Pacific as they do in binding the country together economically.

Virtually no aspect of our habits, desires, and relationships, both as
individuals and as groups, escapes examination in our public media.
Getting along with the neighbors, personal problems, our taste in popular
music, racial tensions, athletics, interior decorating, teen-age dating, the
role of organized labor, trends in fashion, the work and beliefs of religious
groups—this melange of topics and a hundred others pertaining to the
way human beings behave are constantly reported and discussed in the
press, in books, and on television and radio programs. The methods of
presentation vary widely. The treatment may be frivolous or soberly
academic; the facts may be laid out starkly or clothed in the softer garb
of fiction, depending upon the medium involved.

Our curiosity about each other as individuals is intense. We want to
know how the other man lives. We chuckle at the ludicrous positions in
which fellow humans entangle themselves and we read with sympathy
of their tragedies. No matter how sternly he may deny it, every person
has a little of the back-fence gossip in his soul; he likes to peek into the
lives of others, whether merely to satisfy his curiosity or for the higher
purposes of social research. Our books, newspapers, magazines, tele-
vision, radio broadcasts, and films provide us with an abundance of such
material. As we absorb our daily quota of such stories we are, without
fully realizing it, receiving a multicolored picture of the contemporary
social scene. The news media today are the recorders of day-to-day
history on a broader scale than ever before. What historians who try to
reconstruct the life of prenewspaper centuries would give to have similar
material available about those days!

Any reader of the daily newspaper can, with a little thought, find a
dozen ways in which its contents help to increase our social under-
standing.

Here is an example. Most people, even members of the Roman Cath-
olic faith, have only the skimpiest knowledge of the lives of nuns. In their
long flowing robes they seem to live in a world apart. Thus when Kathryn
Hulme wrote a sympathetic, revealing, and true account of a particular
nun’s life, devotional duties, and psychological problems, her book, The
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Nun’s Story, was a national best seller. Hundreds of thousands of readers
found it both an answer to their curiosity and an incentive to re-examine
their own faith. Later millions of moviegoers around the world saw The
Nun’s Story as a film.

To read this book required several evenings; the film ran about two
hours. Yet one of the book’s main messages—that nuns are much like
other people, despite their strict discipline and dark garb—was told later
in a newspaper photograph which demanded only a few seconds of the
reader’s time. This showed a group of nuns in their black habits throw-
ing bowling balls down a line of alleys, one nun biting her tongue in
determination. Such is the communicative power of a picture.

A striking new style of dress worn by a famous actress in a motion
picture can start a national fad. The weekly magazines and newspapers
publish pictures of it; the television comedians joke about it. The fact
of its existence is known quickly to millions of women, and soon many
of them are purchasing mass-produced dresses in the same style. On a far
more significant level, news stories of racial violence in the South when
that region sought to adapt itself into an integrated society under pressure
from federal courts and Congress undoubtedly influenced the subsequent
outbreak of racial disturbances in Northern cities.

Editors are faced constantly with a problem concerning the type of
material they should select for printing and broadcasting. At what level
of education and interest should they aim the material they deliver to
the public? Should they, for example, give prominence to the romance
of two film stars on a European tour? Their dilemma lies in the fact that
although the film stars’ romance has no direct significance in the lives of
the readers, most of them will read about it. In fact, readership studies
indicate that stories of this type may attract far more readers than do
reports of congressional debates, diplomatic maneuvering, and civic
affairs which may surround them in print.

Should the editor in his wisdom dismiss the film star story as glamorous
but trivial and omit it from his publication? Should he be teacher and
literary censor for his readers or only the agent for bringing them what
they will enjoy? Put still another way, how much should our mass media
be used for entertainment purposes and how much for education? Should
a radio station play only symphonic music when listener polls show a
preference for jazz? Or only jazz when a substantial minority of listeners
abhor it?
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These questions have been argued for years without definitive results.
Some contend that almost every story carries a moral or educational
value, if the recipient wants to apply it. For example, a young actress
with a famous name wrote a book about her dissolute life, full of sordid
detail, which became a national best seller. Many readers were scandal-
ized by her revelations but absorbed them avidly. Was this book sheer
commercial sensationalism or did it, as those connected with its publica-
tion contend, illuminate a tragic life and serve as a warning about what
is happening in contemporary society?

The old chicken-and-the-egg argument about which came first arises
here. Do published stories and motion pictures about juvenile gang war-
fare and loose morals cause moral revulsion against such behavior, or do
they incite others to similar misconduct? Arguments can be made in both
directions.

Every person working in the editorial side of mass communications
ultimately faces this problem in some form. The answers he reaches
depend upon his tastes and the purposes of his particular publication.
When a publication aims at a specialized audience, or at a cohesive group
with known tastes, interests, and educational level, its directors can work
out satisfactory ground rules on such matters. If the group to which the
publisher appeals is too limited, however, his business fails and he has
no audience at all.

In the case of the European film star romance, the New York Times,
which has a reputation as the country’s prime paper of record, might not
have carried the dispatch at all, or at most it would have carried only a
few paragraphs on an inside page. The New York Daily News, with a
circulation that is greater than that of the Times, probably would have
given the story a large headline. The tabloid Daily News is edited for
quick reading by workers on the way to their jobs, crowded together in
subways. The educational level of its audience is lower than that of Times
subscribers, their reading time is less, and their desire for vicarious
romance and adventure is higher. Both papers have skillful editorial
direction; their treatment of news differs because they serve different
kinds of audiences.

The problem of finding a suitable educational level is even greater for
the largest and most costly of mass media, motion pictures and television.
So many millions of persons see a feature film or a network television
show that most sponsors and producers believe that they must seek a low
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common denominator in audience intelligence, for fear of boring a large
portion of their viewers. As a result their shows are too often clever, slick,
and empty. Also, in their fear of offending organized social, religious,
and economic groups, they too often avoid dealing with major social
problems. They set up a long list of tabooed subjects. Again, the effect is
to rob their technically superior products of intellectual vitality. Happily,
there are some courageous and mentally stimulating film and television
productions which rise well above the general level, frequently dealing
with mature, controversial subjects.

It is useless for extremists to argue that all mass media should be
written and produced at a level suitable for a graduate school seminar,
even though that may be what they desire for themselves. This would be
unrealistic economically. Moreover, it would fail to serve the interests
and needs of the mass public, unprepared to digest material at this spe-
cialized level. The sins of our mass media, however, are far greater in the
other direction, of aiming their appeal too low. Wise editors and writers
have found that even the most complex subjects can be presented in such
a way that they can be understood by a mass audience and that such
presentations find a ready public. The American public is able to absorb
information and entertainment at a higher level than many policy makers
in our mass media realize. Some of these policy makers have an ill-
founded disdain for the public intelligence. This is one of the tragic
misconceptions of our times.

There is need for the frothy episode, the titillating reports of romance
and personal conflict, the crime story, the account of sports events; these
are part of our social pattern and should be reported. Everyone wants
some entertainment in life. The learned Supreme Court justice reads
mystery stories for relaxation, and the corporation president pauses at
breakfast to see if his favorite comic strip hero has extricated himself
from his latest plight. But such aspects of mass communication should be
kept in proportion and not be allowed to give the impression that our
society is predominantly concerned with inconsequential affairs. A press
that lionizes a gangster, emphasizes murder, and consistently gives the
divorce antics of a popular singer preferential treatment over the signifi-
cant news of the day undoubtedly has an adverse effect upon mass
behavior, taste, and customs. Fortunately only a small number of indi-
vidual units among the mass media are chronically guilty of this mal-
practice.
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By and large, the mass media and those who work for them make an
effort to record and influence the behavior of individuals and groups in
the society of which the media are themselves a part. If they fall short,
it is because this job is the most difficult of those undertaken by the
media in their role of helping to shape the political, economic, and social
fabric. There is room in the mass media for more men and women who
are devoted to the improvement of our social pattern and who will seek
to bring intelligent analyses of our problems to a public which equally
is interested in social progress.

The responsibility of our mass media does not end with the factual
reporting of news developments. Interpretation is also needed. What
is the significance of this story? How is it related to events of the past and
how will it affect the future? What interplay of forces brought it about?
Unless such questions are examined in print and over the air, the deluge
of news and pseudonews which engulfs the American public is only a
chaotic jumble of names, actions, partial truths, and misconceptions. Our
peril lies not in the lack of news and information, for no nation ever has
had such an abundance at its command, but in the difficulty of sifting
the significant from the inconsequential, digesting it, and comprehending
the direction in which our society is moving.

The newspaper editorial is the oldest form of interpretation in the
mass media. Having presented the facts of a situation in his news columns,
the editor takes space on the editorial page to discuss the meaning of
these facts, offer his comments about them, and perhaps propose actions
to be taken.

Recent years have seen the rise of the newspaper columnist, who offers
a highly personalized view of the news. Washington is the home base for
most of the famous national columnists, whose work is distributed to
hundreds of newspapers by the feature syndicates. Although some of
these men and women present fresh factual material, most of them devote
their space to an interpretation of national and international develop-
ments. To some degree the signed syndicated columnist has usurped
the role of the editorial writers of the newspaper. However, a newspaper
often publishes the columns of conflicting columnists to give its readers
several viewpoints and then reaches its own editorial conclusions with
little regard to the views of these men.

A third approach to the problem in newspapers is the interpretative
news dispatch. Without offering an opinion, a skillful and experienced
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reporter tries to put the news into perspective by adding background
information and showing cause-and-effect relationships. He doesn’t say
what should be done, as the editorial writer does, but reports what might
happen on the basis of the information he has been able to gather. This
type of dispatch, frequently called a “situationer,” requires much skill in
the writing lest it fall into the trap of editorializing in the news columns.

Radio’s main interpretative work has been done by the commentator,
who functions on the air much as the syndicated columnist does in the
newspaper—a semiautonomous interpreter to whom the radio station
allots time (usually paid for by a sponsor) but whose views are not
regarded as those of the station management. For many years radio sta-
tions as institutions avoided taking editorial positions. Recently, however,
this attitude has been changing, and radio is playing a stronger editorial
role than ever before. Some stations broadcast clearly labeled editorials
on local and national topics, repeating them several times a day to reach
different segments of their ever-changing audience.

The television networks have developed reporter-commentators such
as Walter Cronkite who present background studies of news situations
in pictures and words, offering interpretation along with the information.
These network personalities are supported by large staffs of cameramen,
writers, and research teams to collect the information. Because of its
strong visual impact, television is especially well adapted to the news
interpretation role. A third of all television stations have editorialized
fairly regularly since the late 1950’s, frequently on local situations.
Motion pictures generally have avoided editorial comment on news situa-
tions, except for production of some “message” pictures dealing in a
general manner with such problems as racial discrimination and capital
punishment. Some magazines conduct editorial pages, much like news-
papers, whereas others leave the interpretative function to the writers of
the articles they publish.

RESPONSIBILITY VERSUS PERFORMANCE

Like all other institutions of society, our press is imperfect. The greatest
strength of our press lies in the fact that it operates as a competitive
private enterpriss—legally free to say what it wants—and yet it is from
this freedom that its problems and shortcomings also arise. The Constitu-
tion of the United States guarantees the freedom of the press but does not



THE SOCIAL IMPORTANCE OF COMMUNICATORS 31

define the responsibility of the press which should accompany the free.
dom. Interpretation of this responsibility is left largely to the integrity
and the ethical and moral sensibilities of the men who write, publish, and
speak. By misusing its power the press can easily inflame opinion and
stir emotions in situations of social conflict so that great harm can result.

Our publications and broadcasts vary as greatly as the men who pro-
duce them. Some communicators bow too readily to the pressures of
business and social groups and fail to exercise their press freedom fully
for the common good. Other men, more concerned with profit than ethics,
resort to sensationalism and intentional twisting of the truth in print; they
are abusing the freedom given by the Constitution.

But where does sensationalism begin? One sincere man’s definition
may vary greatly from another’s. At what point does the presentation of
a political viewpoint become intentional distortion? Similarly, what one
person wishes to read and hear is much different from the information of
interest to his neighbor. There are few finites in the realm of public
information.

The rapid breakdown during the 1960’s on taboos against the showing
of nudity and the increasingly open public discussion of intimate personal
affairs has caused a major shift in the type of material shown on the
motion-picture screen. Several Supreme Court decisions have greatly
broadened the scope of sexual and social material that can be shown to
the public without violating the law. In some quarters these develop-
ments are hailed as a victory for freedom of expression, in others as a
trend harmful to the country’s morals.

Television has reflected this trend in the choice of subject matter, but
to a much lesser degree than motion pictures, because of its home
audience. Newspapers have been even more cautious in liberalizing their
treatment of moral material because of their family readership. A few
magazines have pushed their photographic and written material seem-
ingly to the limits of the laws governing pornography. Even so, there have
been instances when the language in book excerpts reprinted in maga-
zines has been toned down because the magazine editors were worried
about postal regulations.

In general the trend is toward less and less legal restriction on what
can be printed and spoken, from a moral standpoint. This increased
freedom adds to the social responsibility of the communicator. He must
keep asking himself, “Is this material I am offering the public a justifiable
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exercise of free expression, or cheap sensationalism merely for the sake
of quick dollars?”

Our mass media serve many purposes and many tastes; therefore indi-
vidual units differ widely in appearance, content, and manner of presen-
tation. In this richness of variety there are abundant targets for the critics
of the press, and the press would do well to listen to these critics more
carefully than it does. However, the other alternative, a government-
subsidized or government-controlled press, would be highly undesirable
in a free country. The result would be dullness, stifled reportorial initia-
tive, and, inevitably, a perverted presentation of the news. Despite its
excesses and limitations, our press system is vastly preferable to any
method of governmental control.

Another handicap under which the daily press, television, and radio
operate is the need for speed. The daily television newscast is an intricate
assembly line operation and cannot wait for the editors and writers to de-
termine the ultimate truth in situations being reported. The same is true
of newspapers. They must present the information available at deadline
and leave to the more leisurely books and magazines much of the task of
putting events into perspective. Thus the functions of the various media
are interdependent. No significant news trend, and few insignificant ones,
go unrecorded in at least part of our mass media.

Now we will see in historical perspective how the theory and reality of
mass communications jibe, and then we will examine current criticisms
of the media.

SUMMARY

The press is a fundamental institution of society, fulfilling a role that
grows in importance as men are thrown more closely together and have
an increasing need to communicate with each other. Collectively, the
communicators who use the mass media thereby play key roles in shaping
the political, economic, and social fabric. For individuals, the agencies
of mass communication offer an opportunity to perform services of
positive value to society.

Through the mass media, information and ideas are circulated to the
population at large, and in turn the media reflect the opinions and atti-
tudes of the public and of organized groups within the general public.
In a free society the printed and spoken word are not merely devices for
handing down decisions and carefully censored half-truths from on high;
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they are the market place of public opinion from which political action
can emerge. Skillful leaders can use the press to further their own policies,
but if they get too far out of step with the public will, the press can
become the instrument to defeat them.

The media, through the advertising function, are the means for bring-
ing together the producer and purchaser of goods and services. Adver-
tising is a part of the highly developed system of marketing upon which
the economic life of a major industrial country depends. National and
local advertising play related roles in the development of the economic
fabric.

The media also are the means for recording and influencing the social
behavior of individuals and groups. They illuminate the social pattern
and transmit the facets of our culture from one ocean to another, just as
they bind the country together economically. There are faults in the
ways the media influence social action, just as there are faults in the social
fabric itself. The press has yet to achieve its potential in such areas as
interpretation of the news, and its very freedom makes for imperfections
and misuse of power. But that same freedom offers the opportunity for
the mass media and the people who work in them to perform more
capably in the future.

STUDY QUESTIONS

1. Why is mass communication an essential part of our society?

2. What is the role of mass communications in linking the people and
the federal government?

3. What factors determine the content of our mass media?

PROJECTS

1. Using books and periodicals available in your library, write a
500-word essay concerning the role of the mass media in influencing
voting decisions. (See the bibliography at the end of this book for
suggested references.)

2. Clip from your local newspaper two stories and an advertisement
which you believe illustrate the role of mass communications in bulwark-
ing the economy. Explain why in each case.
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CHAPTER 3

THEORIES AND
REALITIES OF
PRESS FREEDOM

SOCIETY’S CRUCIAL FREEDOMS

The history of journalism and of the development of the mass media
begins with the story of man’s long struggle for personal liberty and
political freedom, upon which the freedom to write and speak depends.
It includes the record of technological progress in the use of the printing
press, the film, and the airwaves for mass communication. The stories of
how, over five centuries, the mass media developed their news, opinion,
and entertainment functions are three of the main currents of this history.
Finally, there is the relating of our journalistic tradition to the political,
economic, and social progress of the people. The chapters which follow
will complete this historical perspective; this one focuses on the story of
men’s unremitting battles for the right to communicate freely with fellow
men.

Five centuries ago the printing press began to revolutionize man’s
ability to communicate information and ideas. But almost from the
moment Johann Gutenberg introduced movable type to the western
world, around 1440 in Germany, barriers were erected against its use to
influence public opinion through the free flow of news and opinion. In
the English-speaking world printers and writers struggled until 1700 to
win the mere right to print. They fought for another century to protect
that liberty and to win a second basic right: the right to criticize. Addition
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of a third right—the right to report—came equally slowly and with less
success. Today’s journalist knows that there remains a constant challenge
to the freedoms to print, to criticize, and to report and that therefore the
people’s right to know is in constant challenge. This is true in the demo-
cratic western world where freedom of the press is a recognized tenet
as well as in the larger portion of the world where it is denied. And it is
true of the twentieth-century additions to the printing press: film, radio,
and television.

Freedom of the press is intertwined with other basic freedoms. These
are freedom of speech, freedom of assembly, and freedom of petition.
Upon these freedoms rest freedom of religious expression, freedom of
political thought and action, and freedom of intellectual growth and
communication of information and ideas. A society possessing and using
these freedoms will advance and change as it exercises democratic proc-
esses. Very naturally, then, these freedoms will come under attack from
those opposed to any change which might diminish their own power or
position in society—today as in past eras. The press, occupying a key
role in the battle for these basic freedoms, is a particular target. To the
closed mind, the press always has been a dangerous weapon to be kept
as far as possible under the control of adherents of the status quo; to the
inquiring mind, it has been a means of arousing interest and emotion
among the public in order to effect change.

The social and political environments of the past five centuries have
produced two basic theories of the press. The older we call the Authori-
tarian theory. The controlled society of the Renaissance era, into which
the printing press was introduced, functioned from thefop down; a small
and presumably wise ruling class decided what all of society should know
and believe. This authoritarian concept of the relationship between man
and the state could brook no challenge from those who thought the rulers
were reflecting error, not truth. Publishing therefore existed under a
license from those in power to selected printers who supported the rulers
and the existing social and political structure. The authoritarian press
theory still exists today in those parts of the world where similar con-
trolled societies are dominated by small ruling classes. A variant of this
theory, called the Soviet Communist theory of the press by the authors
of Four Theories of the Press (Fred S. Siebert, Theodore Peterson, and
Wilbur Schramm; University of Illinois Press, 1956), arose with the
twentieth-century dictatorship. Whether fascist or communist, it exalts
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the state at the expense of individuals and its government-owned and
party-directed press is dedicated to furthering the dictatorship and its
social system.

As the western world advanced through the Renaissance and Reforma-
tion into the democratic modern era, the second basic theory of the -
press developed. This we call the Libertarian theory. Its roots extend
back into the seventeenth century but it did not become dominant in the
English-speaking world until the nineteenth century. In libertarian theory,
the press is not an instrument of government nor a spokesman for an
elite ruling class. The mass of people are presumed able themselves to
discern between truth and falsehood, and having been exposed to a press
operating as a “free market place” of ideas and information, will them-
selves help determine public policy. It is essential that minorities as well
as majorities, the weak as well as the strong, have free access to public
expression in the press of a libertarian society.

In the battle against authoritarianism, the printer gradually became
an ally of thinkers and writers who struggled for religious, political, and
intellectual freedom and of the rising commercially based middle class
which demanded economic freedom and political power in its contest
with feudalism. Slowly the journalist evolved as one with dual functions
to exercise: the opinion function and the news function. His media were
the printed broadside and the pamphlet before he developed regularly
issued newspapers in an established format. These appeared on the
European continent before 1600, in England after 1622, and in the
American colonies after 1704. In the eighteenth century they were joined
by the early magazines. By our standards early newspapers were poorly
printed, haphazard in content, and limited in circulation. But their in-
fluence can be measured by the amount of effort expended by those in
authority to erect barriers against them and the stimuli to thought and
action they contained. The traditions of freedom their printers and editors
won by breaking down the barriers in the seventeenth and eighteenth
centuries are the heritage of the modern newspapers and magazines
developed in the nineteenth and twentieth centuries and of the film and
electronic media of our times.

It was John Milton in his Areopagitica of 1644 who argued against
repression of freedom of expression by advocating reliance upon truth:
“Let her and Falsehood grapple: who ever knew Truth put to the worse
in a free and open encounter?” Those who are afraid of truth will of
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course seek to prevent its entrance into a “free market place of thought,”
but those who believe in the public liberty should realize that its existence
depends upon liberty of the press. Thomas Jefferson put it well in a letter
to his friend, Carrington, in 1787:

I am persuaded that the good sense of the people will always be found
to be the best army. They may be led astray for a moment, but will soon
correct themselves. The people are the only censors of their governors; and
even their errors will tend to keep these to the true principles of their institu-
tion. To punish these errors too severely would be to suppress the only safe-
guard of the public liberty. The way to prevent these irregular interpositions
of the people, is to give them full information of their affairs through the
channel of the public papers, and to contrive that those papers should pene-
trate to the whole mass of the people. The basis of our government being the
opinion of the people, the very first object should be to keep that right; and
were it left to me to decide whether we should have a government without
newspapers, or newspapers without a government, I should not hesitate a
moment to prefer the latter.

Jefferson qualified his final statement, however, by adding: “But I
should mean that every man should receive those papers, and be capable
of reading them.” Jefferson used the word “reading” because the problem
of absolute illiteracy still was a major one in his day; he meant also
“understanding” in the sense of intellectual literacy. In these words of
Milton and Jefferson are found the libertarian arguments for freedom of
printing and other forms of communication, for freedom to criticize, and
for freedom to report. They also argue for public support of the kind of
mass media which carry out their responsibilities to provide free flow of
news and opinion and to speak for the people as “censors of their
governors.” The ability of journalists to discharge their responsibilities to
society is conditioned, as Jefferson warned, by the level of public educa-
tion and understanding; there is a public responsibility in this regard
implied in this philosophic statement of the role of press liberty in sup-
porting all of society’s crucial freedoms.

There is also a public responsibility, and a journalistic one, to main-
tain the libertarian theory that everyone can be freely heard in the press,
through a variant concept called the Social Responsibility theory of the
press. Today it is no longer economically feasible for anyone so minded
to start printing or airing his views. Concentration of much of the mass
media in the hands of a relatively few owners imposes an obligation on
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them to be socially responsible, to see that all sides of social and political
issues are fairly and fully presented so that the public may decide. The
social responsibility theory contends that should the mass media fail in
this respect, it may be necessary for some other agency of the public to
enforce the “market place of ideas” concept.

THE RIGHT TO PRINT

than 200 years later, in T6%4 : ;
restraint became a recognized hberty of the English people and thelr
printer-journalists.

Prior restraint means licensing or censorship before a printer has a
chance to roll his press. Unauthorized printing in itself becomes a crime.
Under our modern concept anyone is free to have his say, although he
stands subject to punishment if what he prints offends society (obscenity,
sedition) or harms another individual (libel). Authoritarian government
does not care to grant this much freedom; it wishes to control com-
munication from the start and to select the communicators.

Caxton printed the first books in the English language and otherwise
aided in bringing the culture of the Continent to England. He enjoyed
royal support and needed subsidizing by the ruling class since his market
was so limited by illiteracy. He and his successors improved the quality
and volume of printing during the next half-century, which saw the rise
of the Tudor dynasty. Henry VIII, in his efforts to grasp absolute power,
issued a proclamation in 1534 requiring printers to have royal permission
before setting up their shops. This was a licensing measure, imposing
prior restraint. Except for short periods, the theory of prior restraint
remained in effect in England until 1694.

Henry VIII took other measures to control the press, including ban-
ning foreign books, issuing lists of forbidden books, and punishing ballad
printers who offended Henry and his powerful Privy Council. But neither
he nor Queen Elizabeth I was able to frighten all the printers and writers
into compliance. After 1557 the Stationers Company, an organization of
the licensed publishers and dealers, was given power to regulate printing
and to search out bootleg jobs which had not been registered with it.
Severe penalties for unauthorized printing were imposed in 1566 and
1586, in the latter year by the authority of the infamous Court of the
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Star Chamber. But despite arrests and smashing of presses of unlucky
printers, some defiance always remained.

The struggle between the rising commercial class and the crown, which
broke out into revolution in 1640 and brought the establishment of the
Commonwealth in 1649 by Oliver Cromwell, gave printers some tem-
porary freedom. James I and succeeding Stuart kings found that Puritan
opposition was increasingly difficult to contain, and the journalists were
more alert to their opportunities. Public interest in the Thirty Years’ War
on the Continent and in other political and economic affairs inevitably
brought increased publication. Nathaniel Butter, Thomas Archer, and
Nicholas Bourne produced the first regularly issued news book in 1621,
on a weekly basis. Containing translated news from European news
sheets, it was called a coranto. Diurnals, or reports of domestic events,
appeared first as handwritten newsletters and later, after the Long Parlia-
ment raised the crown’s ban on printing in 1641, in print.

But freedom was short-lived. By 1644 Milton was protesting against
new licensing laws. After the execution of Charles I in 1649, Cromwell
and his Puritan regime permitted only a few administration publications,
censored by none other than Milton. The return of the Stuarts under
Charles II in 1660 merely brought a switch in the licenser and censor to
the royal party and more strict repression of unauthorized printing. Note-
worthy, however, was the founding of the court newspaper, the London
Gazette, in 1665. It remains today the oldest English newspaper.

The decline of the Stuarts, preceding the Revolution of 1688 which
brought William and Mary to the throne, restored freedom to printers.
Parliament allowed the licensing act to lapse in 1679. It was revived
temporarily but finally died in 1694. Though severe seditious libel laws
remained, and taxes on print paper and advertising were to be instituted
beginning in 1712, the theory of prior restraint was dead. Newspapers
by the score appeared in London, among them the first daily, the Daily
Courant, in 1702. The early eighteenth century saw a flowering of news-
papers and popular “essay” papers, edited by such figures as Daniel
Defoe, Richard Steele and Joseph Addison, and Samuel Johnson.

Licensing and the theory of prior restraint did not die immediately in
the American colonies. The Puritans imported the first press to New
England in 1638 to print materials for their schools and Harvard College.
Commercial presses followed, and some news broadsides and pamphlets
appeared. In 1690 a refugee editor from London, Benjamin Harris,
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issued the first number of a Boston newspaper, Publick Occurrences, but
his frank reporting nettled the colonial governor and council, which
promptly ruled him out for not having a license. When the postmaster,
John Campbell, brought out the first regular weekly paper, the Boston
News-Letter, in 1704, he voluntarily trotted to the authorities for advance
censorship and put “Published by Authority” at the top of his columns.
It was not until 1721, when James Franklin began publishing his famed
New England Courant, that a colonial editor printed in defiance of
authority.

Freedom to print became an accepted principle in America; nine
colonies had already provided such constitutional protection by 1787,
when the Constitutional Convention met in Philadelphia. Many felt it was
a state matter, but when the Bill of Rights was added to the Constitution,
the First Amendment included freedom of the press among the basic
liberties which Congress could not violate. Under British Common Law
and American judicial interpretation, prior restraint violates press free-
dom. Suppression of publications in anticipation of wrongful printing,
or licensing measures to control those who would publish, cannot be
authorized by the Congress. In 1931 the Supreme Court for the first time
applied the press guarantees of the First Amendment to the states,
through the due process clause of the Fourteenth Amendment. The ruling
came on an appeal against suppression of a Minneapolis news sheet under
the Minnesota “gag law” of 1925 permitting suppression of malicious and
scandalous publications. The court held the Minnesota law unconstitu-
tional because it permitted prior restraint and said that those damaged by
the newspaper had proper recourse through libel action.

Censorship is another form of prior restraint. In many countries today
newspapermen’s copy is subject to precensorship. This has never been
true in the United States except for dispatches sent from battlefronts
during wartime when censorship is exercised under military authority
and in cases of outgoing dispatches in wartime which might aid the
enemy. Since the Civil War, American newsmen have operated within
the United States under voluntary censorship codes during wartime in
publishing and broadcasting news. They have done so with admirable
restraint.

The Post Office Department, with its power to exclude publications
from the mails under certain conditions, has given publishers the most
censorship troubles. Matters came to a head in 1946 after the depart-
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ment sought to withdraw use of the second-class mailing rate from
Esquire magazine on the grounds that the rate was a privilege intended
only for those making a “special contribution to the public welfare.”
Esquire, faced with an additional half-million dollars a year postal bill,
appealed to the Supreme Court, which ruled in its favor. The court com-
mented, “But to withdraw the second-class rate from this publication
today because its contents seemed to one official not good for the public
would sanction withdrawal of the second-class rate tomorrow from
another periodical whose social or economic views seemed harmful to
another official.” The decision put the Post Office back to judging specific
issues on the basis of obscenity or inclusion of illegal news of lotteries.

The motion picture industry has instituted its own regulatory code, as
a form of self-censorship, through the Motion Picture Association of
America. In addition, state and city censorship boards have exercised
precensorship functions (increasingly challenged as unconstitutional by
the courts), and pressures have been brought by such unofficial groups
as the Legion of Decency. The same has been true of book publication;
in addition, book publishers run the risk of having specific copies barred
from the mails as obscene. Recent court decisions have tended to clip
the powers of those seeking to restrict films and books, by drawing a
line between material merely objectionable and that violating the courts’
test for obscenity, but the issue has not been clearly resolved and the
American Civil Liberties Union has been kept busy defending the right
to print and the right to show films.

Radio and television, like the printed media, are not subject to pre-
censorship. But more charges of “censorship” are raised in their cases,
with the objection being to self-censorship or control of content in antici-
pation of adverse reaction. The broadcast media are more sensitive on
this score because their managers realize that violations of what is con-
sidered to be “good taste” might cause difficulties for an individual station
with the Federal Communications Commission under broadcasting’s li-
censing provisions.

If history has proved licensing to be a dangerous practice inimical to
press freedom, why did the American public agree to licensing of radio
and television stations? The answer is that by common consent we have
recognized that broadcast channels are in the public domain. Congress
in 1912 first legislated that the Department of Commerce should issue
licenses to private broadcasters and assign them wave lengths so that
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they would not interfere with government wave lengths. During World
War I all wireless operations were put under government control, but by
1919 private broadcasters were again experimenting. Numbers of stations
increased rapidly and chaos developed on the air waves. The radio indus-
try, the National Association of Broadcasters, the American Newspaper
Publishers Association, and other groups petitioned the government for
relief.

This came from Congress through the Radio Act of 1927 which estab-
lished a five-man commission to regulate all forms of radio communica-
tion. The government retained control of all channels, granting three-year
licenses to broadcasters “in the public interest, convenience, or necessity”
to provide “fair, efficient, and equitable service” throughout the country.
Federal authority was broadened in 1934, with establishment of the
seven-man Federal Communications Commission to exercise jurisdiction
over all telecommunications. The responsibility of the license holder to
operate his station in the public interest was more clearly spelled out.
The commission was given the power to refuse renewal of a license in
cases of flagrant disregard of broadcasting responsibility, but the FCC
rarely has used this power. The law forbids any attempt at censorship
by the commission; no station can be directed to put a particular program
on or off the air. But the FCC undeniably is able to exercise indirect
pressure upon license holders, who are understandably wary of its ulti-
mate powers. FCC insistence upon stations building some record for
broadcasting in the public interest has led to attention to news and public
affairs programs; on the other hand, the licensing problem has led to
broadcasters dragging their feet in airing controversial issues.

American radio and television are as free as American newspapers
and magazines to provide whatever news their news editors see fit. Radio
and television have also widely broadcast the opinion programs of indi-
vidual commentators. But they have been reluctant until recently to
broadcast opinion as that of the station itself. The FCC in 1941 issued
a ruling that “the broadcaster cannot be advocate”; then in 1949 the
commission decided that stations could “editorialize with fairness” and
urged them to do so. Many broadcasters felt they did not have the
trained manpower to do effective editorializing or did not wish to identify
the station management as an advocate in controversial situations, and
15 years later only one-third of the stations were broadcasting editorial
opinions (see Chapter 10).
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THE RIGHT TO CRITICIZE

Winning the liberty to print without prior restraint did not free the press
from the heavy hand of government. In eighteenth-century England, and
in the American colonies, the laws of seditious libel ran counter to the
philosophical theory that the press should act as “censor of the govern-
ment.” To the authoritarian mind, the mere act of criticism of officials
was in itself a crime, and “the greater the truth, the greater the libel”
was an established tenet. This meant that publishing a story about a
corrupt official was all the more seditious if the official indeed was
corrupt.

The journalist’s problem was to establish the principle of truth as a
defense against charges of sedition or criminal libel. Mere fact of publica-
tion then would not be sufficient to determine guilt, and the accused
printer or editor would be able to present his case in open court, prefer-
ably before a jury. Once the principle of truth as a defense could be won,
governments would be less likely to press sedition charges, and laws
defining what constitutes sedition could be revised.

The landmark case in what is now the United States was that of John
Peter Zenger, who was tried in New York colony in 1735 for seditious
libel. Zenger was an immigrant printer who lent the columns of his
weekly paper, the Journal, to the cause of a political faction opposed
to the royal governor. Some of the leading citizens of the colony were
aligned with Zenger in the struggle against the governor, whom they
accused of various arbitrary actions in the Journal’s columns. Zenger
was jailed and brought to trial in a hostile court. At this juncture a
remarkable 80-year-old lawyer from Philadelphia, Andrew Hamilton,
entered thecaseasZenger"s ALY o

The crown prosecutor reviewed the laws of seditious libel and argued
that since Zenger had admitted publishing the newspaper issues in ques-
tion, the trial was as good as over. His aged opponent skillfully tilted
with the presiding justice and the prosecutor and insisted that truth should
be permitted to be offered as a defense, with the jury to decide upon the
truth of Zenger’s publications. These arguments were denied by the court,
but Hamilton ignored the ruling and delivered a stirring oration to the
jury. He ended with a plea for the jury to take matters into its own hands;
“The question before the court . . . is not just the cause of the poor
printer. . . . No! It may in its consequence affect every freeman . . . on
the main of America. It is the best cause; it is the cause of Liberty . . .
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the liberty both of exposing and opposing arbitrary power . . . by speaking
and writing Truth.”

Zenger was acquitted, and the court did not challenge the jury’s
verdict, even though it ignored existing law. A similar court victory on
the issue of admission of truth as evidence was not won in England itself
until the 1770’s. The threat of trials for seditious libel remained until
the end of the century, although in the colonies no further court trials of
editors were held. Some editors were harassed by governors and their
privy councils, but in general the colonial press was free to criticize the
English authorities and to promote the cause of American independence
(the reverse was not true, however, and Tory editors were suppressed by
colonial radicals). By the early 1770’s such papers as the Boston Gazetre
were openly seditious in their attacks upon constituted authority, but they
continued to appear and to fan the fires of revolution.

Other editors besides Zenger contributed to the tradition of criticism
as one role of the press. James Franklin, elder brother of the more famous
Ben, proved a gadfly for both civil and religious authorities in Boston in
the 1720’s with his New England Courant. Benjamin Franklin was a
cautious critic in his Pennsylvania Gazette. Colonial editors were vehe-
ment in their opposition to the stamp tax when it was applied to print
paper in the colonies as it was in England. Isaiah Thomas, publisher of
the Massachusetts Spy, and Samuel Adams, who used the columns of the
Boston Gazette so effectively in his propaganda duel with the Tory
Governor Hutchinson, led the patriot editors of the revolutionary period.
Readers looked to their newspapers for opinion and partisan criticism.

Once the revolution was won, there was sharp cleavage along political
and economic lines in the new nation. The newspapers continued to take
pronounced partisan stands, accompanied by abuse and vituperation.
The two political factions, the Federalists headed by Alexander Hamilton
and the Republicans headed by Thomas Jefferson, split on many domestic
issues and particularly over the country’s emotional reaction to the
French Revolution. Most of the weeklies and the few dailies which had
started after 1783 were published in seaboard towns for the commercial
classes and tended to be Federalist in sympathy. Hamilton sponsored
some party organs in addition: John Fenno’s Gazette of the United
States, Noah Webster’s American Minerva, and William Coleman’s New
York Evening Post. Topping the Federalist editors in partisan criticism
was William Cobbett with his Porcupine’s Gazette.

Jefferson countered with Philip Freneau’s National Gazerte and also
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had other Republican supporters, including William Duane and Benjamin
Franklin Bache at the Aurora. The impulsive Bache, grandson of Benja-
min Franklin, more than matched Cobbett in vituperative criticism. When
it appeared that war with France was imminent in 1,98, the Federalists
decided to crack down on their tormentors.

The Alien and Sedition Acts they passed in 1798 were aimed at de-
portation of undesirable aliens and at curbing criticism of the govern-
ment. Undesirable aliens in Federalist eyes were those who supported
Vice President Jefferson; some were deported and others were harassed.
The Sedition Act by its terms restricted prosecutions to those who “write,
utter, or publish . . . false, scandalous and malicious writing” against
the federal government, its officials and legislators, or its laws (including
the Sedition Act itself). It provided for admission of truth as a defense.
In theory, only false criticism was to be punished; but in practice,
Federalist politicians and judges set out to punish anti-Federalist editors.
One, for example, was jailed and fined for printing a letter to the editor
which accused President John Adams of “ridiculous pomp, foolish
adulation, and selfish avarice.”

Vice President Jefferson, fearful for his own safety, retired to Monti-
cello, where he and his supporters drafted the Virginia and Kentucky
Resolutions, advocating the theory of nullification by the states of un-
constitutional acts of the Congress. But the issue did not need to be
joined; Federalist excesses in administering the Alien and Sedition Acts
contributed to a popular revulsion. and to Jefferson’s election as President
in 1800. The dangerous Alien and Sedition Acts expired the same year.
Jefferson insisted that his administration permit partisan journalism, “to
demonstrate the falsehood of the pretext that freedom of the press is
incompatible with orderly government.” He urged that individuals protect
themselves against journalistic excesses by filing civil suits for libel. The
calm course Jefferson took was vindicated when his party retained control
of the government for a generation. Party newspapers, with one-sided
news and fiercely partisan opinion, continued to flourish, but after the
great crisis of 1798 no federal administration attempted to repress criti-
cism. Soon after 1800 the libertarian theory of the press had eclipsed the
authoritarian theory by common consent.

During wartime, national safety requirements and emotional feelings
bring some restriction of criticism. The Civil War saw suppression of a
few newspapers in the North, but considering the violence of many
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editors’ criticisms, retaliation by Lincoln and his generals was almost
negligible. During World War I, the Espionage Act of 1917 widened the
authority of the Post Office-Department to bar periodicals from the mails,
and the Sedition Alct of 1918 made it a crime to write or publish “any
disloyal, profane, scurrilous or abusive language” about the federal
government. The axe fell heavily upon German-language newspapers,
in many cases unfairly. It also fell upon Socialist magazines and news-
papers, because they opposed the war, and upon pacifist publications.
Max Eastman’s brilliant magazine, The Masses, was barred from the
mails, as were two leading Socialist dailies, the New York Call and the
Milwaukee Leader. Socialist party leader Eugene Debs went to prison
for criticizing America’s allies as “out for plunder.” Clearly the theory of
liberty to criticize was disregarded in these violations of minority opinion
rights. During World War II only a few pro-Nazi and Fascist publications
were banned-—and they had few friends to plead their cause.

The right to criticize needs constant protection, as was demonstrated
when Louisiana political boss Huey Long attempted to punish newspaper
opponents through taxation. Long and his political machine imposed a
special tax on the advertising income of larger Louisiana dailies, virtually
all opposed to him. The Supreme Court held the punitive tax unconstitu-_
Mhme early 1950’s courageous fiewspapers and magazmes
which spoke out against Senator*foseph McCarthy of Wisconsin, and
what became known as McCarthyism, were harassed and denounced. But
neither McCarthy nor his followers could bring about actual legislation
restricting criticism, much as they might have liked to do so.

Contempt-of-court citations bring about another kind of clash over the
right to criticize. A series of Supreme Court decisions in the 1940’
widened the freedom of newspapers to comment upon pending court
cases and actions of judges. This was done by applying the “clear and
present danger” theory to a judge’s contention that administration of
justice was being impeded by newspaper comment. But judges have great
power in contempt-of-court matters and editors remain wary of criticizing
their acts without pressing need to do so.

THE RIGHT TO REPORT

The right to report is not nearly as much a right safeguarded by law and
legal precedent as the right to print and the right to criticize. Rather, it
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is based on a philosophical argument. What would be gained through the
right to print and to criticize if no news were forthcoming? What good
would a free press be for the reader if editors and reporters had no way
to find out what government was going? Denial of the right of access to
news is a denial of the people’s right to know, the journalist maintains.

Yet, no person can be compelled to talk to a reporter; no government
official need grant an interview or hold a press conference; courts and
legislatures admit the press through historical tradition and have the
power to eject the press (unless specific statutes have been passed requir-
ing open legislative sessions). There is another side to the coin: no news
medium can b y material it does not
wishtouse; rding ] Aadver S )

While the laws of seditious libel were in vogue, no right to report was
recognized. The mere reporting of a government official’s action, or of a
debate in Parliament, was likely to be construed as seditious (unfavor-
able) by some person in authority. William Bradford in Pennsylvania,
James Franklin in Massachusetts, and other colonial editors were haled
before authorities for reporting a disputed action of government. In
England, reporting of the proceedings of Parliament was banned until
1771, when the satirical writings of Dr. Samuel Johnson and the open
defiance of newspaper publisher John Wilkes crumpled the opposition.

The House of Representatives of the American Congress opened its
doors to reporters in 1789, two days after it was organized as a legislative
body. The Senate, however, excluded reporters until 1795. Congress
came to depend upon newsmen, particularly the editors of the Jeffer-
sonian party organ, the National Intelligencer, to publish a record of
debates and proceedings. Not until 1834 did the government publish its
own records.

Today there is little likelihood that the Washington correspondents
will be denied access to the congressional press galleries, except when
the legislators are meeting in emergency executive session (a rare event).
But reporters are admitted to sessions of legislative committees only
upon the willingness of the committee chairman and members. Some 40
per cent of congressional committee sessions were closed to the press in
the 1960’s. The situation in state capitals is similar. Television and radio
reporters and photographers have won access to legislative sessions only
by persistent effort, and their ability to use all their equipment is often
circumscribed.

Reporters similarly are admitted to court sessions only by the agree-
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ment of the presiding judge. They may be excluded, with other members
of the public, if the court deems it necessary. Juvenile courts, for example,
operate without reportorial coverage in most cases. Ordinarily reporters
are free to attend court sessions, since public trials are the rule, but they
have no automatic right of attendance. Photographers and TV-radio men
have had only spotty success in covering trials with cameras and micro-
phones, due to restrictions applied to them by Section 35 of the Canons
of Judicial Ethics of the American Bar Association. A long campaign
by the National Press Photographers Association, the Radio-Television
News Directors Association, and the American Society of Newspaper
Editors to persuade the bar association to revise its Canon 35 failed
when that group reaffirmed its stand in 1963. The objections were still
to the increased coverage by picture and microphone as imperiling the
dignity of the courts and over-exposing persons involved to publicity. The
media groups then reverted to efforts to win local approval of courtroom
photos and broadcasts, which is permissible under bar rules.

An important doctrine which has grown up is the doctrine of qualified
privilege. This provides that a news medium in reporting the actions of a
legislative body or a court is free of the threat of libel suits provided its
report is accurate and fair. This doctrine carries with it the implication
that the media have an obligation to report legislative and judicial sessions
so that the public may know what government and courts are doing.
Defamatory statements affecting the reputations of individuals made in
legislative sessions and courts may therefore be reported without fear
of damage suits.

The right to report is denied more often at the “grass roots” level of
government than at the national level, insofar as legislative bodies are
concerned. Boards of education, water commissions, city councils, county
boards, and other similar groups often seek to meet in private and
conduct the public’s business in virtual secrecy. Newsmen wage an un-
ending battle against this practice, without much avail, unless the public
demands its right to know. Some newsmen accept the practice and forfeit
their right to report the news firsthand, thereby forfeiting their most
important right as journalists. Passage of “open meetings” laws in an
increasing number of states during the 1950’s, at the insistence of various
news groups, somewhat improved the access to news at the local level.
These laws provide that actions taken in closed sessions are invalid; but
they do not force a reluctant legislative group to open the doors wide.
By 1964 there were 29 states with “open meetings” laws and 37 with
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laws guaranteeing opening of public records to reporters needing access
to them.

Perhaps the most publicized denial of access to news has been in the
national executive departments. This increasing trend—stemming from
the necessity for secrecy in limited areas of the national defense estab-
lishment and atomic energy research—has alarmed responsible editors
and newsmen. Editors like Herbert Brucker of the Hartford Courant and
J. Russell Wiggins of the Washington Post and Times Herald have spoken
out vigorously against the drying up of news sources in executive depart-
ments. The American Society of Newspaper Editors and the professional
journalistic society, Sigma Delta Chi, have well-organized campaigns
demanding free access to news so that the people may know the facts
necessary to make intelligent decisions.

Appointment of a House subcommittee headed by Representative
John Moss of California, in 1955, to study the information policies of
the government brought some relief. The Moss committee has acted as
the champion of the people’s right to know and the reporter’s right of
access to news. By publicizing executive department refusals to make
information available on public matters, the Moss committee has forced
some reforms. But Washington correspondents say they are fighting a
losing battle against administrative orders which forbid federal employees
from talking to newsmen and employ other devices to keep an executive
department’s actions secret unless the administrator deems it desirable
to make them public. Bitter battles broke out between newsmen and the
Pentagon at the time of the 1961 Cuban crisis and charges of “news
management” continued to be heard against the Kennedy administration
throughout its tenure of office, despite the President’s attempts to clarify
his concept of how far access to crucial information could be tolerated.

In this battle, as in others involving the right to report, the newsman’s
best weapon is the power of the press, which is in turn based on the
pressure of public opinion. Reporters who are determined to find out the
facts can usually prevail over reluctant public officials.

SUMMARY

Almost from the time Europeans began to use the printing press, five
centuries ago, barriers have been erected against the free flow of informa-
tion and ideas by those subscribing to an authoritarian theory of the
press rather than a libertarian one. Printers and writers struggled until
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1694 in England to win the right to print without prior restraint and to
bring to an end the licensing laws first imposed by Henry VIII in 1534
and extended by other rulers and the Parliament. Freedom to print with-
out prior restraint in the United States is guaranteed by the Constitution
and by judicial decisions, both at the federal and state levels. Censorship,
either by public agencies or by self-regulation, is another form of prior
restraint which has affected all the mass media to some degree. Television
and radio, although licensed in the public necessity under the Federal
Communications Act, are not subject to any form of direct censorship.

The right to criticize—under which the press acts as “the censor of the
government”—was not won until nearly 1800. The landmark case was
that of John Peter Zenger. acquitted in 1735 in New York colony of
charges of seditious lib¢l, But not until the followers of Thomas Jefferson

ad repulsed the dangerous Alien and Sedition Acts of 1798 was the
right to criticize firmly estgh]iglmmmm dur-
ing “WAPHTHE pertods of political reaction, and by the courts through
contempt-of-court citations.

A third right, the right to report and to have free access to news, has
been much less effectively established, even though the public values of
the first two rights are dependent upon the third. Newsmen do not have
guaranteed access to legislative or court sessions; they are excluded most
often at the local “grass roots” level of government. The most alarming
recent trend has been toward denial of access to news in the national
executive departments, which newsmen and the Moss committee of the
Congress have opposed.

Freedom of the press is intertwined with other freedoms—freedom of
speech, of assembly, of petition. Freedom of religious expression, of
political thought and action, and of intellectual growth depend upon
society’s defense of these basic freedoms. Unless the mass media can
bring information to the public, and unless there is a free “market place
of thought” in which clashing opinions may be aired, democratic proc-
esses cannot operate. For, as Thomas Jefferson said, “the people are the
censors of their governors,” and their representatives in this process are
the men and women of the press.

STUDY QUESTION

How do the mass media act to preserve the individual liberties guar-
anteed to us by the Bill of Rights?
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PROJECTS

1. Read John Milton’s Areopagitica: A Defence of the Liberty of
Unlicensed Printing. (See Mott and Casey, Interpretations of Journalism,
cited in bibliography, or other source.) Is Milton’s concept of the victory
of truth in any open competition still valid in a huge, complicated society
under the existing structure of mass communications? Discuss in writing
the reasons for the answer you give.

2. Clip a newspaper article in which the reporter makes it apparent
he was unable to attend a closed governmental meeting, but had to
obtain information about it from those who attended or other sources.
What do you feel has been left untold?



CHAPTER 4

TECHNOLOGICAL
GROWTH

THE PRINT MEDIA

In the five centuries since Johann Gutenberg printed the Bible on his
wooden hand press, technological advances in the graphic arts have been
made in answer to society’s needs for better communication. New ma-
chines and printing processes made possible the growth of the mass
media. Newspapers, magazines, and books were turned out in sufficient
quantities and at low enough costs to match the potential demand and
were printed attractively enough to stimulate a greater demand. Advances
in the art of printing were as necessary as production improvements if the
printed mass media were to retain their positions in the swirl and flash
of a modern society which also has the film and electronic media at its
disposal.

The printing press is one of society’s most important machines. Guten-
berg’s press resembled the wine press of his time, the 1440°’s and 1450’s.
The form containing type was placed on a flat bed and inked. A sheet of
rough paper was placed over the type. Pressure was applied downward
by a screw-and-lever arrangement that brought down a second wooden
surface, called the platen. Perhaps 600 impressions could be made in a
long day of hard work. This form of printing is called the letterpress
process.

Gutenberg’s greatest contribution was the introduction of movable
type. Until his time, books had been hand-lettered, principally by the
monks or slaves, on vellum or parchment. Beautifully illuminated with
colored initials and borders, and richly bound, these books were works

55
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of art, treasured and few in number. Printing for more popular con-
sumption had also been done from wooden blocks on which words or
illustrations had been carved. The invention of movable type meant that
the same carved letters or, better yet, letters cast from metal could be
used over and over again. And many impressions could be made from
the same form of type. Gutenberg and his associates learned to cast
metal type from a mold and they produced a suitable printing ink. They
also had a usable paper, cheaper than parchment, which originally had
been developed by the Chinese and Egyptians.

Books appeared rapidly. It is estimated that 40,000 editions were
printed before 1500, averaging 500 copies per edition for a total of
20,000,000 books (the incunabula, or “cradle books,” of our museums).
Many were cheap popular printings which disappeared; some, done in
imitation of the finely printed, hand-lettered books, still survive today.
Other forms of printing—broadsides, pamphlets, and finally the first
crude news books and newspapers—followed. About 1620 a press was
invented with a movable type bed which could be rolled in and out under
the platen, simplifying the work. Letterpress printers used essentially the
same methods and equipment throughout the seventeenth and eighteenth
centuries. William Caslon and other typographers developed more attrac-
tive typefaces and expert printers like Benjamin Franklin contributed to
the artistry of their craft, but the quality and quantity of printed materials
remained limited. Newspaper pages were only about 10 by 15 inches in
dimension, the capacity of the wooden press; type wore out quickly from
the uneven pressure of the wooden platen; and the work was slow.

The iron press, first developed in 1798, was an important develop-
ment. This gave a more even and a greater pressure and permitted use
of larger forms. Another improvement was the substitution of a lever for
the screw. The Washington Hand Press, adopting these and other im-
provements, appeared in 1827 and made it possible to make as many as
250 impressions an hour. This machine was used by frontier printer-
editors as they crossed the American continent in the nineteenth century.

The hand-operated press was clearly inadequate, however, for larger
newspaper, magazine, and book publishing operations. If steam power
could be used, the number of impressions per hour could be greatly
increased. But a better method of applying pressure to the print paper
and type form would have to be found. Friedrich Koenig, a German,
produced a cylinder press in 1811 which could be run by steam. The
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inked type form was carried on the flat bed underneath an impression
cylinder which held the sheet of paper. By using two cylinders, and a
long flat bed holding type forms at either end, Koenig could print both
sides of a sheet in one operation. In 1814 the London Times produced
the then amazing number of 1100 copies an hour.

These flat-bed cylinder presses, improved by David Napier in England
and by R. Hoe & Company in the United States, sufficed for a time.
Indeed, modern versions which can print and fold complete newspapers
in one operation, using a continuous role of newsprint, serve many
smaller newspapers and magazines today, delivering up to 6000 copies
an hour. But in the mid-nineteenth century, the demands of the news-
papers with larger circulations led to further improvements. The solution
was complete adoption of the rotary principle.

The type-revolving press was introduced by R. Hoe & Company in
1846. The type was locked into forms placed on a slightly curved central
cylinder, against which revolved several impression cylinders. But this
press could not use a continuous roll of paper and it could not accommo-
date multiple-column headlines, illustrations, or advertisements in the
locking up of the type.

Stereotyping was the answer to that problem. Impressions were made
from the type form on papier-miché matrices. Curved solid printing
plates were then made by pouring molten metal against the matrice,
under great pressure. The curved plates could be firmly attached to a
rotary cylinder on a press. Any sort of make-up of the type could now
be employed, and an additional advantage was that the type itself was
not subjected to the pressure of the press and did not wear out as quickly.

All that now remained was the perfection of a printing process in
which a continuous roll of newsprint would flow between an impression
cylinder and a type cylinder. Automatic cutting and folding attachments
were also needed. R. Hoe & Company and other press manufacturers
supplied the needs and developed by the early 1870’s presses that could
print 18,000 copies an hour. As circulations of mass-read newspapers
mounted, additional banks of cylinders could be added, either using
duplicate stereotypes of the same pages or producing additional sections
of a newspaper. By the end of the century, a New York paper could print
96,000 copies of a 12-page edition in an hour. Electric power had by
this time superseded steam power in the printing process.

Cheaper newsprint was needed to feed into these monstrous presses.
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This came through the invention of the Fourdrinier papermaking ma-
chine. This process of making low-cost newsprint from wood pulp, intro-
duced into America from Germany in 1867, was a basic factor in the
growth of the daily newspaper. It also permitted the manufacture of
higher grade magazine and book paper in the quantities needed by a
modern society. Print paper made by hand from rag stock was expensive
and limited in supply. The new process, using water power to grind
spruce logs into wood pulp, provided a suitable paper when the ground
wood was strengthened with a small amount of rag pulp or sulphite pulp.
Newsprint prices tumbled from $246 a ton in 1870 to $42 a ton in 1899,
as demand brought increased production at a declining cost.

Typesetting machines were also developed during this period when
many hand labor operations were mechanized. There were many experi-
menters, but it was Ottmar Mergenthaler’s Linotype machine which was
first successfully used by newspapers in 1886. Mergenthaler’s first Lino-
type was basically the same as the Linotype or Intertype machines used
today. Operated by a keyboard, it cast a slug from a line of matrices,
which were then redistributed automatically. Its output at the start was
three times that of a hand compositor. Use of the slugs also speeded up
the work of the men making up the page forms. Other slug-casting ma-
chines used today set headlines, cast type and rules in quantities, and cast
slugs from handset matrices for use in composing advertisements. Im-
provement of the matrix-casting process also brought the “dry mat,”
reproduced in quantity from one master type form and shipped out by
advertisers and feature syndicates for reproduction throughout the coun-
try. Introduction of electrotypes made it possible to obtain widespread
reproduction of illustrated advertising copy.

Color printing on rotary presses became practicable in the 1890’s.
Color inserts printed separately had been used earlier in newspapers, and
women’s magazines had offered their readers hand-colored illustrations
before the Civil War. The biggest metropolitan papers of the 1890’s could
print both pictures and headlines in color by using additional ink foun-
tains and impression cylinders. They developed Sunday feature sections
carrying color and the Sunday comic section in five colors.

Illustrations had appeared in the earliest newspapers; more often than
not they were small woodcuts used for decorating advertisements. Wood-
cut illustrations of news events were comparatively rare until Frank
Leslie’s Illustrated Newspaper and Harper's Weekly appeared in the
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1850%. The two periodicals vied in running woodcut reproductions of
drawings made on Civil War battlefields. Their circulation successes
spurred newspapers on, but one large woodcut might take several days
to complete, a bad time lag for a daily.

The reader-pulling power of illustrations was apparent to many pub-
lishers, and various advances were made during the post-Civil War
period. The magazines did highly artistic work with woodcuts and en-
graved steel plates and ran cartoons and drawings in color by the 1870s.
Zincographs, which were line cuts produced by etching on zinc plates
with acid, began to appear at the same time. Sketches of prominent
citizens, drawn by artists, proved popular in the newspapers of the
1880’s. The remaining problem was to find a way of reproducing photo-
graphs on high-speed presses.

Louis Daguerre’s invention in Paris in 1839 of the “daguerreotype,”
a nitial step
Journalism. The first famous American photographer, Mathew Brady,
used both Daguerre’s process and a faster “wet plate” process developed
in Scotland in 1855 to make portraits of leading Americans and some
3500 Civil War battle scenes. But no one could reproduce his pictures
directly in newspapers or magazines. Then Frederic E. Ives, head of the
photography laboratory at Cornell University, produced a photoengrav-
ing of a pen drawing for the Cornell student paper in 1877. The next
year he made his first halftone engraving by laying out a pattern of tiny
points on a plate which would transfer the ink to paper point by point.
If the points were close together, they would reproduce the dark mass
of a photograph; the more widely they were spaced, the lighter the mass
would become. In 1880 Stephen H. Horgan, art editor of the New York
Daily Graphic, published a halftone of good quality in that pioneer illus-
trated newspaper. But it was not until 1897 that pressmen learned how
to run halftones on rotary presses; as soon as they did, photographers
began to carry cameras and flashlight powder out on regular assignments.

By 1900, then, electric-driven rotary presses, typesetting machines,
stereotyping, color printing, photoengraving, and dry mats and electrotyp-
ing were part of the pattern of publishing. This century has primarily been
one of improvements and refinements in that pattern. The tubular press
permitted smaller-sized dailies to use the rotary principle at a reduced
cost, printing some 35,000 copies an hour. Four-color printing, much
more complicated than the earlier color printing process, became prac-
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ticable for large newspapers in the 1940’s. Run-of-paper (ROP) color
printing gained headway in both advertisements and news columns, and
by 1965 some color was appearing in dailies representing 90 per cent of
total circulation.

Typesetting machines have become speedier and more versatile. Since
the 1940’s they can be run automatically by tapes punched on a tele-
typesetter machine, and one operator can tend several Linotype or Inter-
type machines. Headline type faces have been greatly improved, begin-
ning with Cheltenham and Bodoni types soon after 1900 and extending
to the sans-serif types. Larger and more readable body types also have
come on the market. Automatic news printers, called teletypes, came
into use in 1913, replacing Morse operators in newsrooms and press
association offices. Transmission of photographs by wire began in the
1930’s and was followed by the introduction of facsimile machines print-
ing the photos directly in the newsroom. The Fairchild engraving ma-
chine, producing plastic printing plates simply and cheaply from photo-
graphs, opened the door to wider use of illustrations by smaller publica-
tions in the 1940’s.

Two other printing processes have been developed, in addition to the
letterpress process so far described. One is rotogravure, developed in
Germany and introduced in the United States just before World War I
In rotogravure, printing is done from plates on which the image to be
reproduced is engraved or etched below the surface—the opposite of
letterpress. The plate is covered with ink, then scraped clean so that ink
remains only in the sunken areas, which vary in depth. When paper is
pressed against the plate, it sucks the ink out of the crevices. The resulting
image is not made up of dots, as in letterpress, but rather is an ink film of
wide variations in depth and, consequently, in tone. Rotogravure gives
photographs a richer, artistic quality and is used for Sunday newspaper
sections and magazines.

Offset printing, the other new development, is based on lithography,
an older process in which printing was done from the smooth flat sur-
faces of stones. This is surface printing, in which the image is placed on
the stone by using a greasy substance which has an affinity for ink. The
nonprinting surface is covered with a thin film of water that repels the
ink. Thus only the image is printed on the paper when pressure is applied.
The same principles are used on the offset printing press. The image is
transferred from the printing plate cylinder to a rubber blanket attached
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to a second cylinder. It is then printed on the paper which is carried on a
third impression cylinder. The printing plates are made by photographing
paste-ups of the newspaper or magazine page-—printed matter, advertise-
ments, drawings, and photographs. Type may be set by typewriter or cut
from other publications. Engravings of line drawings or photographs need
not be made (although the photographs must be “screened” separately
in the plate-making process). Offset printing thus has cost advantages for
smaller publications, particularly those using many pictures, and has been
adopted by several hundred weeklies and small dailies. However, its
principal use has been in long-run commercial work, such as label print-
ing, and in magazines.

Later sections of this book will examine the impact of these tech-
nological advances upon the newspaper, magazine, and book publishing
industries and upon the world of advertising. Certainly the print media
have historically accomplished improvements in the graphic arts proc-
esses. But leaders in all the industries agree that the costs of these
processes are higher than they should be if the print media are to con-
tinue to serve that part of the mass public which can buy only at low
prices. Penny newspapers, nickel magazines, and low-priced, hard-cover
books long since have disappeared; 10-cent newspapers, S0-cent maga-
zines, and $10 books suffer in cost competition. The technological ad-
vances, however they improved the products, had their price. To this
were added increase costs of supplies (newsprint prices have increased
from $41 to $135 a ton since 1933) and higher labor costs. Another
major “breakthrough” is needed in printing processes if the printed media
are to remain truly mass in character. The major hope lies in further
application of photography to the printing process, which would make
some of the gigantic machinery costs no longer necessary. Researchers
hoped to advance the commercial practicability of the “cold type” process
begun in the 1950’s with the introduction of such machines as the Foto-
setter, Linofilm, and Photon. These produce words on film and transfer
them directly to a printing plate. Already widely used in advertisement
composition, they promised in the 1960’s to make further inroads on
“hot metal” typesetting, provided an economically feasible method of
engraving photocomposed news copy could be developed and the photo-
composition process could be speeded up by use of electronic computers.
Some large dailies began in 1963 to use computers to prepare tapes for
their typesetting machines, achieving tape production at a high speed and
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at a savings in cost because the computer could automatically perform
the time-consuming tasks of adjusting spaces between words and type
line lengths. The computer must be programmed to do this because it is
only capable of performing such tasks as it is instructed to do.

FILM, RADIO, AND TELEVISION

Film, radio, and television have an interrelated history as the audio-visual
mass media. These twentieth-century additions to the printed mass media
primarily offer entertainment to their audiences (akin to the fiction area
of magazines and books), but they too carry information and ideas to
viewers and listeners.

Film was the first to emerge as a medium. Louis Daguerre’s early
photographs spurred interest in achieving the illusions of depth and
movement by projecting pictures on screens—experiments which were
achieved in the 1860’s and 1870’s. The genius inventor Thomas A.
Edison used some of George Eastman’s earliest Kodak film in inventing
the Kinetoscope in 1889, but Edison was more interested in his phono-
graph and let the motion picture project lag. One of his assistants pro-
jected the highly popular The Great Train Robbery for the Nickelodeon
era viewers of 1903, the first motion picture to tell a story. The first great
milestone in motion picture art was David Wark Griffith’s The Birth of a
Nation, completed during 1914-1915.

Early motion pictures had to depend upon sight and occasional printed
titles; the arrival of the sound motion picture in 1926 put the industry
on its modern basis. The electronic sound recording and reproduction
process, developed by Warner Brothers, was a by-product of telephone
and radio technology. The first synchronized music was heard in Don
Juan in 1926; the first dialogue, in The Jazz Singer in 1927. Technicolor
was the next step forward in making motion pictures; the first three-color
feature appeared in 1935. Cinerama, hailed as the most important de-
velopment since the introduction of sound in 1926, ushered in the wide-
screen vogue in 1952, Magnetic sound arrived with Cinemascope in
1953; magnetic strippings were used to put the sound on the same film
with the pictures. The wide-screen development was exploited by the
motion picture industry to help offset the inroads of television on its
audiences.

Films of news events were among the first shown, beginning with the
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Corbett-Fitzsimmons prize fight of 1897. These were combined in the
newsreel, which became a standard portion of a motion picture theater
program by the 1920’s. Interpretative newsreels, like The March of Time
issued by Time Inc., were also filmed, together with short subjects and
travelogues of an educational nature. The documentary film, focusing on
a social problem or economic issue, achieved maturity in the 1930’s with
such notable opinion-forming documentaries as The River. By the time
of the arrival of commercial television in the late 1940’s the technological
processes and artistic techniques of film making were well established.

Radio’s story begins with the work of Guglielmo Marconi, the Italian
scientist who between the years 1895 and 1900 devised a practical system
of sending telegraphic messages through space by means of electro-
magnetic waves. This was “wireless” telegraphy, for which Marconi
obtained the basic patents and formed the first commercial wireless com-
pany in 1897. The jump from transmission of dots and dashes to trans-
mitting the sounds of the human voice was made in 1906, when Dr. Lee
De Forest invented an imp_oroved vacuum tube, and both he and Reginald
A. Fessenden made successful voice transmissions. De Foresrmmade the
first newscast, which was of the 1916 presidential election returns, but
the potential of radio as a medium for mass listening was not seriously
considered until 1919.

That year a Westinghouse Company engineer, Dr. Frank Conrad, used
music to test the signals of his experimental station in Pittsburgh. Hun-
dreds of radio amateurs listened in; a store advertised crystal sets to hear
“Dr. Conrad’s popular broadcasts,” and the giant radio manufacturing
and broadcasting industries thus were born. Two other great companies,
General Electric and American Telephone & Telegraph, shared in the
early development of radio with Westinghouse. The three created the
Radio Corporation of America in 1919, which under David Sarnoff’s
leadership was to dominate the field.

Firsts came fast with the licensing of commercial stations beginning
in 1920. That year KDKA, Pittsburgh, the Westinghouse station, and
WW]J, the Detroit News station, began regularly scheduled broadcasting
(newspapers were among the early owners of radio stations). In 1922
the AT&T station, WEAF in New York City, set up an experimental
circuit using telephone lines to relay programs between eastern cities. Two
rival chains developed, sponsored by AT&T and RCA; when AT&T
withdrew from the broadcasting end of the business in 1926, the stations
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were merged as the National Broadcasting Company, an RCA subsidi-
ary. The next year coast-to-coast network broadcasting was a reality,
operated by the NBC Red and Blue networks (the Blue becoming Amer-
ican Broadcasting Company when it was sold by government order in
1943) and the newly established Columbia Broadcasting System. The
Mutual Broadcasting System followed in 1934. Important regional net-
works also developed.

The federal government’s power to control the airwaves and to license
stations was used by the Federal Radio Commission in 1927 to establish
a group of “clear channels” on which only one station could operate at
night, so that rural areas could obtain unimpeded reception of powerful
metropolitan stations. By 1947, 55 of 57 powerful clear channel stations
—the lucrative prizes of radio—were owned by, or affiliated with, the
networks. Although the Federal Communications Commission, estab-
lished in 1934, restricted the number of stations networks could own,
their influence remained dominant until television brought a decline in
radio network programming.

FM radio and facsimile broadcasting made bids against the normal
AM (amplitude modulation) radio during the 1930’s. Frequency modu-
lation radio was looked upon as the means of providing smaller towns
with thousands of radio stations, since FM covers a smaller area with
better reception. But only a few hundred FM stations survived, primarily
as “better listening” stations, because cheap radio sets produced by mass
methods did not have FM reception. An “FM boom” in the 1960’s, based
on improved FM programming, doubled the number of stations on the
air in one decade, however. Facsimile broadcasting, begun on a daily
basis by KSD, St. Louis, in 1938, was viewed as a possible way of de-
livering printed newspapers into the home, but this potential threat to the
printing press likewise failed to reach mass-use status.

Television was the successful competitor, combining the appeals and
techniques of film and radio. As early as 1923, a picture was televised
between New York and Philadelphia, and WGY, the General Electric
station in Schenectady, was televising regularly in 1928. By 1937 there
were 17 experimental stations, and commercial broadcasting was just
under way in 1941 when World War 1I intervened. The postwar spread
of the coaxial cable and the microwave relay made possible network
television (like FM and facsimile broadcasting, television is restricted to
limited areas of reception), and the first coast-to-coast telecast was made
in 1951 from the Japanese peace treaty conference in San Francisco. The
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FCC replanned and allocated television channels during 1949-1952,
hoping to achieve the licensing of many smaller local stations and educa-
tional stations, as well as of major stations, but growth of the television
networks (CBS, NBC, and ABC became the leaders in TV as well as in
radio) again became the pattern. Color broadcasting, using the RCA
compatible system which permits either color or black-and-white sets to
receive the same broadcast, was authorized by the FCC in 1953. Al-
though prices of regular television sets had dropped rapidly with increased
production and simplified construction, color television sets remained
fairly expensive and complicated into the 1960%s. In the 1950’s radio
broadcasting received a new stimulus with the introduction of the tran-
sistor principle in radio manufacture, which by the 1960’s had brought
the price of a set to a few dollars.

Radio and television also have international and space extensions.
Radiotelephony began in 1900 and the first voice went overseas in 1915.
Commercial transatlantic telephone service—by radio—began in 1927
and in the 1930’s radio could broadcast news reports direct from Europe
to U.S. audiences. Europe was first linked to America by submarine tele-
phone cable in 1956. The first successful transmission of live television
programs between Europe and America via the space satellite Telstar in
July, 1962, ushered in a space communications revolution which by 1964
brought promise of worldwide telecasting through the use of satellites
put in fully synchronous orbit (an orbit and speed that keep the craft
directly over one point on earth). Syncom III, built by Howard Hughes,
was successfully put in synchronous orbit in 1964. The Communications
Satellite Corporation, formed by Congress in 1962 to unify the U.S.
effort, expected to launch in 1965 a satellite named Early Bird which
would permit regularly scheduled telecasts between America and Europe.
The satellites also were to carry telephone messages, in far greater num-
bers than underseas cables.

SUMMARY

Technological growth of the mass media has kept step with society’s
increasing needs for better communications. The printing press, crude at
first, was revolutionized by the perfection of the rotary principle when
mass production demanded it in the late nineteenth century. Steam power
and electric power replaced hand power in the printing process, and type-
setting machines replaced hand compositors in the 1880’s. Stereotyping,
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color printing, photoengraving, and dry mats and electrotyping were a
part of the pattern of publishing by 1900. The e Fourdrinier papermaking
machine, introduced to America in 1867, permitted the THAKIAG of low-

~costi&Wsprint from wood pulp. Among the important inventions are

those of Johann Gutenberg, moyable type; ] Friedrich Koem%E the steam
press, Ottmar Mergenthaler, the typesettmg machme, and Frederic E.
IVés, photoengraving. . S

Dunng the twentieth century the traditional letterpress printing process
was improved and refined, and rotogravure and offset printing were
introduced. Production costs of the print media are higher than they
should be, however, if the print media are to continue to serve that part
of the mass public which can buy only at low prices. A new “break-
through” in printing technology, probably further extending the applica-
tion of photography to printing, is needed.

Film, radio, and television are interrelated developments of the present
century. Experiments with motion pictures were conducted in the 1860’s
and 1870’s, and the Nickelodeon era arrived at the turn of the century.
Standards for motion picture art were established by David Wark
Griffith’s The Birth of a Nation in 1914-1915. Other milestones have
been the arrival of sound in 1926, Technicolor in 1935, and the wide-
screen processes of Cinerama and Cinemascope in the early 1950’s.

Radio broadcasting is based upon the telegraphy inventions of Gugli-
elmo Marconi, made at the close of the nineteenth century, and the
invention of Dr. Lee De Forest, whose improvement of the vacuum tube
in 1906 permitted voice transmission. Commercial broadcasting began
immediately after World War I, and coast-to-coast network broadcasting
began in 1927. Facsimile broadcasting and FM radio were hopes of the
1930’s but failed of widespread use despite the superior reception quali-
ties of FM radio in contrast to conventional AM radio. Television,
experimented with successfully as early as 1923, became a commercial
enterprise after World War II. Coast-to-coast network telecasting was
made possible by 1951 through the spread of the coaxial cable and the
microwave relay. Color television dates from 1953. Telstar carried the
first live transatlantic telecast in 1962.

STUDY QUESTION

What were the successive impacts of the industrial revolution on mass
communications during the periods from about (a) 1810 to 1840, (b)
1865 to 1900, and (c) 1920 to the present?
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PROJECTS

1. Write a 300-word essay on one of the following subjects: (a) letter-
press printing, (b) offset printing, (c) FM broadcasting, (d) communi-
cations satellites.

2. Clip from magazines three examples of stories or advertisements
which you think exhibit superior technical work in the use of type and
illustrations. Write brief statements defending your choices.




CHAPTER S

GROWTH OF THE
PRINT MEDIA

THE BASIC EDITORIAL FUNCTIONS

Newspapers, despite their impact on society, have a relatively brief his-
torical tradition. Two hundred and fifty years ago there was but one
struggling weekly in the colonial outpost of Europe which was to become
the United States. It was only about 125 years ago, in the 1830’s and
1840’s, that the “penny press” dailies ushered in America’s first era of
popular journalism, made famous by James Gordon Bennett and his
New York Herald, Horace Greeley and his New York Tribune, and
Henry J. Raymond and his New York Times. Bennett taught others how
to search out and report the news; Greeley fashioned an editorial page;
Raymond put his emphasis upon news interpretation. With their con-
temporaries and successors they laid the foundations for present-day
American journalism.

The basic journalistic principles thus espoused were further advanced
before the nineteenth century had ended by such noted publishers as
Joseph Pulitzer, Edward Wyllis Scripps, and Adolph S. Ochs. The goals
were two in number. The primary goal was ever-increasing concentration
of effort on impartial gathering and reporting of the news and its compre-
hensive display. The other was demonstration of responsible opinion
leadership, provided both through an intelligently written editorial page
and integrity and zealousness in telling the news.

As even the colonial editor knew, however, there is a third editorial
function of the press and that is to entertain the reader, as well as to
inform and instruct him. What is called “human interest” news—stories

68
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with appeal based on writing skill rather than necessarily upon news
value—has always been in great reader demand. Sensational news—
stories involving the human passions, crime, and violence and spicy
accounts of the doings of the famous—is likewise age-old in its appeal.
The newspaper has also always contained a budget of nonnews material:
short stories and other literary content (more prevalent a century ago
than today), comics and Sunday feature sections (favorites since the

1890’s), adyice.to the lovelorn (highly popular for early. eighteenth-
century readers), and a host of varying entertainment items.
‘ﬁf%s'ﬁmw of any of the mass media has been to strike a bal-
ance among the functions of informing, instructing, and entertaining. The
newspaper, as it reached out for mass circulation, sought to fulfill the
first two functions in more popularized ways: a more readable writing
style, skillful use of human interest elements in news, better make-up and
headline display, effective pictures, color. Such popularizing, in the
interests of appealing to the entertainment desire, need not detract from
the newspaper’s social usefulness. There is no reason why the “hard
news” of political and economic importance should not be presented as
interestingly as possible and in company with other less important, but
more attractive, ingredients. But there is a line to be drawn. Over-
emphasis on sensationalism at the expense of news and a lavish dressing
up of purely entertainment features is merely cheapening, not popular-
izing.

How well American newspapers have responded to these basic prin-
ciples over the decades is a matter of judgment. One thing is certain; they
responded differently, for there is no such thing as a “typical newspaper”
to analyze any more than there is a typical magazine, television or radio
station, or book publishing house. What can be measured is the response
made by the leaders in different historical periods, as they reshaped their
journalistic products to fit the demands of their times and the desires of
their audiences. As the sociologist Robert E. Park put it: “The newspaper
has a history; but it has, likewise, a natural history. The press, as it exists,
is not, as our moralists sometimes seem to assume, the willful product of
any little group of living men. On the contrary, it is the outcome of a
historic process in which many individuals participated without foresee-
ing what the ultimate product of their labors was to be. The newspaper,
like the modern city, is not wholly a rational product. . . . it has con-
tinued to grow and change in its own incalculable ways.”
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THE COLONIAL PRESS

Early concepts of news. Reporting, as defined today, means gathering
information of interest to other people and presenting it to them accu-
rately in a way which makes them understand and remember it. This
definition is broad enough to fit all media of information and com-
prehensive enough to provide a measuring stick for present and past
performance.

The first newspaper publishers were primarily printers, not editors.
The majority had a sense of what interested people, but only a few had
real reportorial instincts. Only a few, too, were good enough writers to
tell their stories in an interesting way. Since their access to news was
severely limited, and inadequate transportation and communication facili-
ties made the collecting of news a very haphazard business, they scarcely
could be expected to be either complete or accurate in their reports. But
even so, very few made any move to go out and find the news; they ran
what came over their doorsteps or what could be gleaned from other
newspapers and periodicals, particularly those coming from London.
None had local news reporters as we know them today. Nevertheless,
what meager news and entertainment they offered was eagerly devoured
by their readers, who had little other choice.

James and Benjamin Franklin were early publisher-printers who were
also journalists. James, in his New England Courant, gave Boston readers
of the 1720’ the first readable and exciting American newspaper. He
printed news, despite the opposition of Puritan political and religious
authorities, and covered local issues in a dramatic and crusading fashion.
He and his contributors, including his younger brother Ben, wrote well
and the paper had high literary qualities, modeled on the successful
“essay” papers of Joseph Addison and Richard Steele in England. Per-
sonality sketches, feature stories, and human interest material lightened
the pages. Benjamin Franklin carried on the traditions in his Pennsyl-
vania Gazette, editing his meager scraps of news more cleverly than did
his rivals and offering more substance.

During the Revolutionary War period, publishers such as Benjamin
Franklin and Isaiah Thomas of the Massachusetts Spy were alert to
forward the patriot cause, but even as well-to-do a publisher as Thomas
did not attempt to have his own correspondent with Washington’s army.
The paper nearest to the scene of an event covered it; other papers copied
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the report or relied upon official announcements, messages sent to their
local authorities from military and governmental headquarters, and re-
ports of travelers.

The political pamphleteers. In their exercise of the opinion function,
the editors of colonial newspapers were more political pamphleteers than
newspapermen. Indeed, until the 1790, the pamphleteer was more
important than the editor. His product appeared in pamphlet form, like
Tom Paine’s Common Sense, or as successive installments in the weeklies,
like the writings of John Dickinson. Even after the brief incisive editorial
appeared at the turn of the century, the newspaper editor conducted his
column in the partisan manner of the pamphleteer rather than in the
responsible manner of the editorial writer whose comment does not
knowingly depart from the truth.

James Franklin was the first American editor to raise his voice in
criticism of authority and the first to use the crusading technique in his
paper, the New England Courant. John Peter Zenger and his editorial
advisers similarly nettled authority in the New York colony, and Andrew
Bradford and Benjamin Franklin raised their heads on occasion in Penn-
sylvania. But the colonial press was most effective when it played the
pamphleteering role. Republication of the famous “Cato Letters” of the
1720’s and the “Letters of Junius” of the 1760’s brought two English
expressions on theories of liberty and representative government before
the colonial public (the pamphleteer, for safety’s sake, often used a
pseudonym).

The colonists themselves developed a pamphleteering skill in the years
preceding the Revolution. John Dickinson of Pennsylvania, an articulate
spokesman of the colonial Whigs, wrote his series of “Letters from a
Farmer in Pennsylvania” for the Pennsylvania Chronicle of 1767-1768.
Dickinson was opposed to revolution and was actually a spokesman for
the business class and its Whig philosophy rather than for the agrarian
class. But he and the colonial Whigs could not afford to let the British
Whigs impose commercial restrictions that were harmful to American
interests. The mercantile system, preventing development of colonial
industry and trade, and taxation measures imposed by a Parliament in
which the colonial Whigs were not directly represented were threats
which Dickinson could not ignore. His forceful arguments for home rule
helped swing Americans of his economic group to the revolutionary cause
after it became apparent that compromise was no longer possible.
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Samuel Adams, the great propagandist of the Revolution, belonged to
the Radical party. Only briefly an editor himself, he worked with the
group of Boston Patriots assembled in the office of the Boston Gazette
including the publishers, Benjamin Edes and John Gill, and the engraver,

Paul Revere. Sam Adams was called the “master of the puppets” and the
«assassin ofmmmmmhﬁoth.
}-ﬁ?cm:mns of the Gazette, twisting every possible
incident or administrative action of the British into an argument for revo-
lution. When the news was dull and the fires of dissatisfaction needed
fanning, he “blew up” minor scrapes into events of seemingly major
import. When a crisis arose, such as the passage of the Stamp Act or the
imposition of the tax on tea, Adams worked with others to fire up resist-
ance throughout the colonies. His Committees of Correspondence, organ-
ized in 1772, kept the word moving among Patriot editors. When British
rifles fired in Boston to restrain a street crowd, the Gazette called the
affair the Boston Massacre. But a year later the Gazette was reporting
on a memorial service held for the massacre victims, consisting of a
propagandistic display in the windows of Paul Revere’s house. Such
touches as this were the work of Sam Adams, who knew how to stir
the popular emotions.

. Tom Paine, the political_philosopher, arrived in the colonies from
x.'.:mimn time to make two great pamphleteering contributions to the
Patriot cause. His Common Sense, which sold 120,000 copies in three
months in NESpring-ol—t-7-ror-was-a-hard-headed, down-to-earth argu-
ment for independence that the common man could understand. That
December, when Washington’s discouraged army was camped on the
Delaware river across from Trenton, Paine was drafted to write the first
of his Crisis papers: “These are the times that try men’s souls. The
summer soldier and the sunshine patriot will, in this crisis, shrink from
the service of their country; but he that stands it NOW, deserves the love
and thanks of man and woman. Tyranny, like hell, is not easily con-
quered; yet we have this consolation with us, that the harder the conflict
the more glorious the triumph. What we obtain too cheap, we esteem too
lightly; it is dearness only that gives every thing its value. Heaven knows
how to put a proper price upon its goods; and it would be strange indeed
if so celestial an article as FREEDOM should not be highly rated.”
Paine’s words lived to be broadcast to occupied Europe during World
War II; at the time they helped to spur the first American victory of the
war.
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PRESS OF THE NEW REPUBLIC

In the early years of the new nation, two types of newspapers were
developing. One was the mercantile paper, published in the seaboard
towns, primarily for the trading and shipping classes interested in com-
mercial and political news. Its well-filled advertising columns reflected
the essentially business interest of its limited clientele of subscribers—
2000 was a good number. The other type was the political paper, partisan
in its appeal, and relying for reader support on acceptance of its views,
rather than upon the quality and completeness of its news. Most editors
of the period put views first and news second; the political paper de-
liberately shaped the news to fit its views. In the struggle over the
adoption of the Constitution and the establishment of the new federal
government, these party papers played a key role.

The F i 2L or the newspapers of New York state
and reprinted throughout the country, were largely the work of Alexander
Hamilton, brilliant leader of the pro-Constitution party Which received

its name from the series of 85 articies. Written for mass consumption,
they still rank as one of the best expositions of political doctrine ever
conceived. When Hamilton’s party assumed control of the new federal
government, Hamilton directed the editorial opinion of three Federalist
party papers he helped to establish: John Fenno’s Gazette of the United
States, Noah Webster’s Minerva, and William Coleman’s New York
Evening Post (begun in 1801 when the Federalists had become the party
out of power). He dictated his ideas to his editors, who, with their
Jeffersonian opponents, developed a briefer, one-argument form of edi-
torial writing.

Ranged on the anti-Federalist side with Thomas Jefferson were his
personally sponsored poet-editor, Philip Freneau of the National Gazette,
and other masters of partisanship like William Duane and Benjamin
Franklin Bache of the Aurora. Editors on both sides attacked each other
with biting sarcasm and bitter invective. Their political sponsors were
also viciously treated; the climax came when Bache accused Washington
of being a “front man” for the Federalists and said, “If ever a nation was
debauched by a man, the American nation has been debauched by Wash-
ington.” William Cobbett, most fiery of the Federalist editors, retaliated
in his Porcupine’s Gazette with a classical character sketch of Bache in
which the kindest word was “liar.”

The American press survived the excesses of the 1790’s and the dan-
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gerous effort at repression of press freedom through the Alien and Sedi-
tion Acts. But the traditions of partisan journalism lived on in the polit-
ical party press of the nineteenth century. Particularly was this true of the
frontier papers which supported Andrew Jackson and the Democratic
party. The Argus of Western America of Frankfort, Kentucky, was one
of these grubby but virile sheets which helped to spark the Jacksonian
revolution. Amos Kendall and Francis P. Blair, two of its editors, grad-
uated to Jackson’s “kitchen cabinet,” where Kendall served as Postmaster
General and journalistic adviser to the President and Blair as editor of the
hard-hitting administration paper, the Washington Globe. The tradition
of an administration organ in Washington had begun with the National
Intelligencer of Jefferson’s day; but none was edited with more singled-
minded driving purpose than Blair’s‘ Globe.‘ “(_}ive it to_Bla_—_a_g,” Jackson
would say, and Blair would pass the word along to the party faithful.
The Whigs had their strong editors, too, like Thurlow Weed of the Albany
Evening Journal. The attitude of the political paper was well expressed
by the pro-Jackson New York Evening Post, which advised its readers
to buy a Whig paper if they wanted the other side of the argument of the
moment. This was the spirit of the pamphleteer rather than that of the
true journalist,

The political papers were much more important in the story of the
development of the opinion function. The mercantile papers, however,
played a role in the development of the news function concept. Even
though their primary interest was in shipping news and digests of foreign
news taken from European newspapers arriving by boat in the American
ports, the leading mercantile papers took pride in excelling in their spe-
cialties. And as the struggle between the Federalists and the Republicans
for control of the national government intensified, news of Hamilton’s
fiscal policies and Jefferson’s moves became important to the business
community. Competition was tough, too; in 1800 there were six dailies
in Philadelphia (twice as many as in 1960) and five in New York. The
weekly publishers had been forced into the daily field to meet the compe-
tition of the coffee houses, where the London papers were filed as soon
as ships arrived with the latest issues and where news was freely
exchanged.

So the individual papers began to go out after the news. Correspondents
covered sessions of the Congress in Washington as early as 1808 and
were well established by the late 1820’. Seaport dailies hired boats to
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meet the incoming ships out in the harbor so their editors would have a
headstart on digesting the foreign news. The leading New York mercantile
papers, the Courier and Enquirer and the Journal of Commerce, set up
rival pony express services between Washington and New York to get
presidential messages and congressional news faster.

What the mercantile papers did not do, however, was widen the appeal
of their news columns to satisfy the demands of a new reading audience
which was emerging from what is now called the Jacksonian revolution.
More widespread education, extension of the right to vote, increased
interest in politics by a growing laboring class, and other socioeconomic
factors were operating to pave the way for a more popular and responsive
journalism which was destined to overwhelm the older types of news-
papers.

THE PENNY PRESS

Between 1833 and 1837 the publishers of a new “penny press” proved
that a low-priced paper, edited to interest ordinary people, could win
what amounted to a mass circulation for the times and thereby attract
an advertising volume which would make it independent. These were
papers for the “common man” and were not tied to the interests of the
business community, like the mercantile press, or dependent for financial
support upon political party allegiance. It did not necessarily follow
that all the penny papers would be superior in their handling of the news
and opinion functions. But the door was open for some to make im-
portant journalistic advances.

The first offerings of a penny paper tended to be highly sensational;
human interest news overshadowed important news, and crime and sex
stories were written in full detail. But as the penny paper attracted readers
from various social and economic brackets, its sensationalism was modi-
fied. The “common man” reader came to want a better product, too.
Popularized style of writing and presentation of news remained, but the
penny paper became a respectable publication, offering significant in-
formation and editorial leadership. Once the first of the successful penny
papers had shown the way, later ventures could enter the competition at
the higher level of journalistic responsibility the pioneering papers had
reached.

This was the pattern of American newspapers in the years following
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the founding of the New York Sun in 1833. The Sun, published by Ben-
jamin Day, entered the lists against 11 other dailies. It was tiny in com-
parison, but it was bright and readable and it preferred human interest
features to important but dull political speech reports. It had a police
reporter writing squibs of crime news in the style already proven success-
ful by London papers. And, most important, it sold for a penny whereas
its competitors sold for six cents. By 1837 the Sun was printing 30,000
copies a day, which was more than the total of all 11 New York daily
newspapers combined on the day the Sun first appeared.

Bennett and news enterprise. In those same four years, James Gordon
Bennett brought out his New York Herald (1835) and a trio of New
York printers who were imitating Day’s success founded the Philadelphia
Public Ledger (1836) and the Baltimore Sun (1837). The four penny
papers became highly successful leaders, surviving into the twentieth cen-
tury when mergers changed the names of all except the Baltimore Sun.
ames Gordop_ Bennett can serve as the symbol of the penny press
“news enterprisers. He had been a Washington correspondent, reporter,
and editor for other dailies before he launched the Herald in 1835. Dis-
illusioned by a previous venture with a political paper, he kept the Herald
relatively free of political ties. He more than matched the Sun with
sensational coverage of crime and court news, on the one hand, and
challenged the more sober journals with detailed coverage of Wall Street
affairs, political campaigns, and foreign news, on the other. As profits
from his big circulation and extensive advertising piled up, he spent
money on news coverage. He matched his rivals in establishing pony

“ L, . n
€Xpress Sery, ¢ news froni” Washington and other points.
One Herald courier service stretiched all wie way-frem=-Newfoumdiand,

carrying European news by pony rider, boat, and train to the first tele-
graph point. Bennett was among thé first to use each of the new means of
communication as they burst upon the scene in the 1830’s and 1840,
hiring locomotives to race presidential messages from Washington and
utilizing the telegraph as soon as Samuel F. B. Morse’s invention proved
itself in 1844 and wires were strung from city to city. He personally
toured the country with presidential candidates and sailed to London on
the newest steamship to arrange for better coverage of foreign news. By
the 1850’s he had made the Herald the leading newsgathering paper and
the richest in advertising.

Bennett’s competitors were not being left in the dust. The New York
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Sun, Philadelphia Public Ledger, and Baltimore Sun were all in the race
for news. So were such older New York papers as the Courier and
Engquirer, Journal of Commerce, and Evening Post. So were two new
competitors, Horace Greeley’s New York Tribune, founded in 1841, and
Henry J. Raymond’s New York Times, founded in 1851. Greeley
shunned the sensationalism which had helped the Sun and Herald to
their initial circulation successes and concentrated instead on building
up an editorial page and offering news interpretation, but he also cov-
ered the running news. His managing editor, Charles A. Dana, directed a
reportorial staff of high quality, although perhaps not as slambang as the
Herald’s growing group of newsmen. By the time Raymond entered the
New York field with the Times, the lines of staff organization were fairly
well defined. The owner might still be editor-in-chief, but he had a news
executive and a business manager operating the day-to-day business.
Raymond concentrated on the Times’ foreign coverage and editorial pol-
icy, seeking to give his reports more depth and meaning in the pattern
of the Times of London.

The coming of the telegraph speeded the gathering of news, but it also
increased the cost. In 1848 six New York morning papers formed the
Associated Press of New York, forerunner of the modern press associa-
tion of the same name. They did so to share the costs of telegraphing
digests of foreign news from Boston and of routine news from Washing-
ton. Soon other papers asked to share in this common news report and
the New York papers began selling it. Papers in the interior of the
country could now, with the telegraph, get the news as rapidly as their
eastern metropolitan competitors. The excitement of the Mexican War
and of the political crises leading up to the Civil War spurred attention
to the need for better mass communications.

The Civil War called for great efforts in news enterprise. The Herald
sent its own small army of correspondents into the field; other leading
papers followed suit. The printing advances of the previous two decades
—the flat-bed cylinder press, the type-revolving press, and stereotyping—
were needed to handle increased circulations. Sunday editions of daily
papers came into being. The illustrated periodicals, Harper’s Weekly and
Frank Leslie’s Illustrated Newspaper, led the way in using woodcut illus-
trations and maps, and newspapers followed suit as best they could. By
the time the guns finally ceased firing, the traditions of news enterprise
and emphasis upon the news function had been well established.
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Greeley and the editorial page. Horace Greeley is recognized as one
of the most influential editors in the history of American journalism. His
New York Tribune, which he founded in 1841, was the first American
newspaper to develop an editorial page which was the product of the
thinking of a group of individuals. Not that it was a well-tailored, co-
herently organized page, such as many newspapers publish today. Orderly
departmentalization had not yet come to newspapers in Greeley’s day,
and in any event methodicalness and consistency were not part of the
Greeley temperament. But what the Tribune printed represented a dra-
matic change from the tradition of the pamphleteer.

Greeley was deeply conscious of his responsibility to the reader. He
knew the Tribune had to be enterprising in reporting the news if it were
to compete successfully for readers. But he felt it his responsibility to
be just as enterprising in seeking to influence public opinion by devoting
much space to serious discussion, editorial argument, and interpretation
of events. The Tribune examined issues and debated ideas; it did not
follow a set party line or insist that there was only one solution to a
problem. True, it advocated some of its opinions as vehemently as did
the pamphleteer, but in sum total it illuminated the social and economic
issues of the day, from differing viewpoints, far more than any other
paper had.

Unlike Bennett’s Herald, which minimized the opinion function while
concentrating on news enterprise, Greeley’s Tribune made the opinion
function the key to its popular acceptance. And popular it was. His
weekly edition, in which the best of the daily news and opinion was
reprinted for mail circulation (a practice of some bigger papers of the
period), had the largest circulation of any contemporary publication. It
was called the “Bible of the Middlewest,” where many of the 200,000
copies went. “Uncle Horace,” as Greeley was called, was as well known
as any American of his time—only Lincoln, of the men of the period,
has had more books written about him. Greeley lived through a period
of momentous events and of great social change and, like Lincoln, was
able to give expression to the aspirations and hopes of less articulate
countrymen.

To many, the activities of Greeley and the Tribune must have appeared
strangely inconsistent. The editor was greatly concerned with the impact
of the industrial revolution upon society and the social ills which unre-
stricted capitalism produced. He was willing to examine and debate any
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seemingly reasonable experimentation in social reform or economic
theory, in the hope that it would give workers and farmers a more
equitable share in the accumulating wealth. So the Tribune, ostensibly
a Whig newspaper, advocated a form of collective living called “asso-
ciationism” and ran many columns of material written by the Socialist
Albert Brisbane and the Communist Karl Marx. Few of Greeley’s readers
were won over to socialism, but they enjoyed the debate. Greeley’s fight
for free land in the West to which people in the slums could emigrate
was more popular—but that stand was inconsistent with Whig political
principles. Eventually his stand on the slavery issue led him into the
Republican party, and he ended his career by running unsuccessfully for
the presidency in 1872 as the candidate of the Liberal Republicans and
the Democrats against General Grant, candidate of the Whig-minded
Republicans.

Greeley was not always the great editor; he pressed his demands for
immediate emancipation of the slaves upon Lincoln with such emo-
tionalism that Lincoln was hard-pressed not to abandon his carefully
worked-out strategy for keeping the northern and border states united
in the common purpose of preserving the Union. But over a generation’s
time Greeley won the right to be known as the “Yankee radical”; he was
responsive to the problems of his times and a purveyor of stimulating
ideas. He brought together an admirable staff, including Charles A. Dana
as his chief assistant and such thinking writers as Margaret Fuller, George
Ripley, and Solon Robinson, to help produce the editorial page for
which the Tribune was noted. They did much to teach others a fuller
concept of the newspaper’s opinion function.

The personal editors. Greeley belonged to the group of editors of the
middle nineteenth century called the “personal editors,” men who were
as"Well known o (ReIT Teaders R XIATE THeIr_newspapers, in_contrast to

the much more anonymous editors of modern corporate journalism.
Some of Greeley’s farmer readers were surprised to keep getting the
Tribune after his death; they assumed the paper would quit publishing,
so much did he seem to be the newspaper itself.

William Cullen Bryant, who joined the New York Post staff in 1825
and Temaimed 16 eait Tt ToF 4 WAIF=CEHtaTy, 4lso Tell into this category of
the personal editor. His journalism was much more reserved than
Greeley’s and his thinking more logical, but through Bryant’s personal
editorial opinion, the Post exercised considerable influence. He supported
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Jacksonian democracy and, like Greeley, he showed sympathy for the
workingman. During the Civil War, he was one of the most effective
interpreters of Lincoln’s policies. Henry J. Raymond, founder of the
New York Times, played a personal role outside the newspaper office, as
a leader in the Republican party, although he tried to make the Times’
editorial columns calmly interpretative in character.

There were editors outside New York City who made their influence
felt during the Civil War period. One was Samuel Bowles 111, publisher
of the Springfield Republican in Massachusetts, a daily of just 6000 circu-
lation. Bowles’ editorial ability was so great that his weekly edition of
12,000 copies rivaled Greeley’s 200,000-circulation in reputation and
did much to unify the North and Middlewest in the pre-Civil War years.
Another was Joseph Medill, builder of the Chicago Tribune, who was
one of Lincoln’s firmest supporters. The abolitionist editors, William
Lloyd Garrison of the Liberator and the martyred Elijah Lovejoy, should
be noted too, although they were agitator-pamphleteers.

In the post-Civil War years, the names of Edwin Lawrence Godkin
and Henry Watterson stand out. They were editorial opposites; Godkin
was a snobbish intellectual who exerted great influence on other intel-
lectuals through his coldly logical reasoning, whereas Watterson, called
“Marse Henry” by his many admirers, was a flamboyant exponent of
the personal journalism school.

Godkin founded the Nation magazine in 1865 and succeeded Bryant
as the driving force of the New York Post in 1881. British-born, Godkin
decided the United States needed a high-grade weekly journal of opinion
and literary criticism, similar to those in England. His distinctive style
of writing and skill in ironic analysis made the Nation a favorite of other
intellectuals. William James, the philosopher, said of him: “To my gen-
eration his was certainly the towering influence in all thought concerning
public affairs, and indirectly his influence has assuredly been more per-
vasive than that of any other writer of the generation, for he influenced
other writers who never quoted him, and determined the whole current
of discussion.” This was high accomplishment for the editor of a weekly
magazine with no more than 10,000 circulation.

Like other mid-Victorian English liberals, Godkin did not believe
the government should intervene in economic affairs. But he was in the
forefront of those advocating political and social reforms: reconciliation
with the South, civil service reform, extension of public education, Negro
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rights, women’s suffrage. In both the Nation and the Evening Post he
fought relentlessly against corruption in government, whether in the
Republican Grant administration or in Democratic Tammany Hall. God-
kin was a leader of the “mugwump” group of editors who broke with
Grant and who helped to elect Grover Cleveland as President over the
“tainted” Republican, James G. Blaine, in 1884. Such demonstrations of
editorial independence from political pressures helped advance the status
of the newspaper as an organ of opinion.

Henry Watterson served as editor of the Louisville Courier-Journal
from 1868 to 1919, a half-century during which he became, according
to Arthur Krock, “the last of those editors who wrote with the power
of ownership.” This was not entirely true, for Watterson was less an
owner than the present editor of the Courier-Journal, Barry Bingham.
What Krock meant was that Watterson was among the last editors of
major papers to write exactly as he pleased, without concern for the
newspaper’s institutional character. He gaily exchanged fire with other
leading editors, making picturesque and powerful comments in the field
of politics. Perhaps his most important role was in helping to bring about
a reconciliation between North and South in the post-Civil War years;
his skillful representations to both sides did much to gain him a reputa-
tion, shared with Henry W. Grady of the Atlanta Constitutions-as-a——
spokesman for the Tiew South. His role as “Masse.Henry” also kept him
as a spokesman for the old South. o

THE “NEW JOURNALISM’ ERA

Between 1865 and 1900 the dynamic capitalism of an expanding
America, utilizing vast natural resources and the new machines of the
industrial revolution, transformed the national economy. Industrializa-
tion, mechanization, and urbanization brought extensive social, cultural,
and political changes: the “rise of the city,” improved transportation and
communication, educational advances, political unrest, and the rise of an
extensive labor movement. The mass media could not fail to go through
great changes along with the society they served. In the world of news-
papers, the era is known as that of the “New Journalism,” a designation
used by the men who lived through that time to describe the activities
of the master editor of the period, Joseph Pulitzer.

In the 35 years between the close of the Civil War and the turn of
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the century the population of the country doubled, the national wealth
quadrupled, and manufacturing production increased sevenfold. It was
the period of the coming of the age of steel, the harnessing of electricity
for light and power, and the mechanizing of production processes.
National growth and increased wealth meant cultural progress in litera-
ture, science, and the social sciences; a great stirring in scholarship and
a rapid rise in the universities; and sharp increases in public school attend-
ance and adult interest in popularized knowledge. Growing social and
economic interdependence could be measured by two statistics for the
year 1900: a third of the population was urban and 62 per cent of the
labor force was engaged in non-agricultural work.

Communication facilities expanded in this period of the nationalization
of the United States. Telegraph lines and railroad tracks reached near-
saturation points; the telephone, coming into use in the 1870’s, provided
direct communication through intercity lines which covered the country
by 1900. The federal postal service greatly extended free carrier service
in the cities and instituted free rural delivery in 1897. The low postal
rate for newspapers and magazines of 1885 opened the way for cheap
delivery of publications. By 1900 there were 3500 magazines with a
combined circulation of 65,000,000 an issue. Weekly newspapers tripled
in number between 1870 and 1900, reaching a total of more than 12,000.
During the same 30 years the number of daily newspapers quadrupled
and their total circulation increased almost sixfold; the figures for 1900
were 1967 general circulation dailies, selling nearly 15,000,000 copies
each day. It was this tremendous increase in the circulation of the
printed mass media which was the impetus for inventions such as the
rotary press, the typesetting machine, photoengraving, color printing, and
processes for reproduction of advertising matter.

Obviously a “New Journalism” would emerge for this new society.
Again, as in the penny press period, there was a new audience: More
people were interested in reading; the labor class increased rapidly; and
there was a heavy concentration of immigrant population in the rapidly
growing eastern cities (New York City residents, who increased 50 per
cent between 1880 and 1890, were 80 per cent foreign-born or of foreign
parentage). Such readers, stirred by political and social unrest in a
period when reform movements sought to readjust the economic balance
to bring relief to the worker and farmer, looked for aggressive editorial
leadership and opinion-forming crusading in their newspapers and maga-
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zines. But they also wanted impartial and thorough coverage of the news.
The newspaper which appealed to them was also low-priced, easily read,
popularized in content, and bright in appearance. Particularly in the big
cities, the entertainment ingredient had to be high, and for the really
new readers a new cycle of sensationalism was the major attraction.
Pulitzer and the news. Joseph Pulitzer serves as the symbol of the New
Journalism era. An immigrant himself, he served his apprenticeship as
a reporter before founding the St. Louis Post-Dispatch in 1878. In the
next five years, Pulitzer built it into the city’s leading paper by giving
his readers what they wanted. He developed a liberal, aggressive editorial
page and gave both the editorial and news columns a fierce crusading
spirit. He insisted on accuracy, digging deep for facts, thoroughness of
local news coverage, and good writing. One of his famous commands to

his staff was “Accuracy! Accuracy!! Accuracy!!!” Another was “Terse-
ness! Intellig(mmm another showed his con-

~gern Tor the lighter side of the news; he reminded reporters to look for
both the significant news and the “original, distinctive, dramatic, roman-
tic, thrilling, unique, cyrious, quaint, humorous, ch
about” news. hetanta

“In 1883 Pulitzer left the Post-Dispatch as his monument in St. Louis
and invaded New York City by buying the run-down World. Within
four years the paper had reached a record-breaking 250,000 circulation,
had eclipsed the Herald as the leader in advertising volume, and had
become the country’s most talked-about newspaper.

Pulitzer’s success lay in the fact that he had not forgotten the basic
news function while he was wooing new readers with entertaining and
sensational material. He gave his audience its money’s worth in the
equality and extent of significant news coverage and presented it in an
enlivened style. He plowed money into the building of a competent
staff of newsmen and he kept pace with mechanical innovations which
permitted them to fashion a better product. He combined a popular
editorial aggressiveness and crusading spirit with a great promotional
skill to make the mass of readers feel the World was their friend. To
attract them to its solid news stories and editorial column, the World
offered big headlines, human interest stories, illustrations, and other
sensationalized approaches. With the advent of color printing in the early
1890’s, the World added popular Sunday supplements and the comic
strip.
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Some of Pulitzer’s competitors did not sense the total character of his
journalistic product and mistakenly assumed that sensationalism alone
had made the World successful. One of these was William Randolph
Hearst, who took over the San Francisco Examiner in 1887 and then
invaded New York in 1895 by buying the Journal. The circulation war
between Pulitzer’s World and Hearst’s Journal brought the cycle of sen-
sationalism to a new height. Critics who eyed one of the comic strip
characters of the times, the “Yellow Kid,” dub cd the papers “yellow
journals.” The yellow journal ading Triend
of the “Common man,” but it underestimated his interest in sngmf’ cant
news-and-overestinrated—his~eapacity-for absorbing gaudy, oversensa-
tionalized news. The result was a degrading of the news function, which
reached its climax during the period of the Spanish-American War. After
a few years the World and other serious-minded papers withdrew from
the competition, leaving the techniques of yellow journalism to Hearst
and his imitators. While the yellow journals cannot be held solely re-
sponsible for causing the war, their news policies certainly contributed
to the war fever of 1898.

There were other notable leaders in the New Journalism era. The
master teacher of the art of human interest writing was Charles A. Dana’s
New York Sun, which developed many a great reporter or editor for
other papers. Dana, however, resisted change and the Sun set its face
against the general trend of the times. Edward Wyllis Scripps began
developing his group of papers, headed by the Cleveland Press. They
were low-priced, small in size, well-written and tightly edited, and hard-
hitting in both news and editorial columns. Melville Stone’s Chicago
Daily News and William Rockhill Nelson’s Kansas City Star were two
more distinctive new papers fashioned in the New Journalism pattern.
In the South, Henry W. Grady became known as a master news executive
for his work with the Atlanta Constitution, and because of his own report-
ing skill.

It was Nelson who said the reporter “is the big toad in the puddle.”
It was in this period that the reporter came into his own. Men like Will
Irwin, Lincoln Steffens, Jacob Riis, Julian Ralph, and Richard Harding
Davis became widely known for their reportorial skill and exploits. Behind
them were the news executives, like John A, Cockerill of the World,
Amos J. Cummings of the Sun, and Arthur Brisbane of the Journal. By
now metropolitan dailies had further developed their staffs. Below the
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editor-in-chief and managing editor were the city editor, who was in
charge of local reporters; the night editor and telegraph editor, who
superintended the flow of news dispatches; a sports staff; and the financial
editor, literary editor, drama critic, and editorial writers. Rewrite men
appeared to handle telephone calls from the beat reporters; desk men
took over the chores of editing copy and writing headlines; a women’s
news staff developed; and the special Sunday edition staff of writers,
cartoonists, and artists emerged. Men and women vied for positions on
newspaper staffs, and the “romance of reporting” never seemed more
attractive than it did to these eager, if largely untrained, newsmen and
newswomen.

The people’s champions. The rise of the architects of the New Journal-
ism, in the 1870’s and 1880’s, brought a heightening of attention to the
exercise of the opinion function. Joseph Pulitzer, the leading exponent
of the New Journalism, has been named by his colleagues of this century
as the leading American editor of modern times. A memo written by
Pulitzer to an editor of his St. Louis Post-Dispatch summarizes his ideal-
istic goal for the editorial page:

. . every issue of the paper presents an opportunity and a duty to say
something courageous and true; to rise above the mediocre and conventional;
to say something that will command the respect of the intelligent, the edu-
cated, the independent part of the community; to rise above fear of partisan-
ship and fear of popular prejudice.

No finer statement of the responsibility imposed upon those who exer-
cise the newspaper’s opinion function has ever been written. Those who
even occasionally can meet such a challenge win the respect of both the
newspaper craft and their readers.

Pulitzer and his contemporaries of the New Journalism era developed
a growing independence of editorial opinion from partisan pressures.
They did not hesitate to support political candidates, but they did not do
this automatically as part of a political machine, as did the political press.
Most of the leaders were champions of the “common man”—people’s
champions, doing battle against the trusts and monopolies that charac-
terized big business, the crooked politicians who were “the shame of the
cities,” the money lenders and the speculators, and the opponents of
reform. The majority supported the political leaders of the Democratic
party—Grover Cleveland, William Jennings Bryan, Woodrow Wilson—
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but they also gave aid to such progressive Republicans as Theodore
Roosevelt and Robert M. La Follette. Pulitzer himself believed that the
Democratic party best carried out the principles he espoused, but he
bolted from the radical Bryan candidacy and gave aid and comfort to
such New York Republicans as Charles Evans Hughes in their battles
with Tammany Hall. His great editor, Frank 1. Cobb, who carried on
the traditions of the New Yor]c World dfter Pulitzer's'death-in 1911 was
a close adviser to Woodrow Wilson and his solid champion. Cobhb,. how-
ever, insisted that it was part of his-job-to-criticize-the-administration as
well as to defend it. This is part of what is meant by “independence of
editorial opinion from partisan pressures.”

A distinctive feature of the New Journalism paper was its eagerness
to crusade in behalf of the community welfare. Pulitzer developed the
coordinated crusade, using both the news and editorial columns, at the
Post-Dispatch and that paper remained famous for its tenacious attacks
on wrongdoers in public or business life. These words written by Pulitzer
in 1907, which became the Post-Dispatch editorial platform, sum up the
crusading spirit:

I know that my retirement will make no difference in its cardinal principles;
that it will always fight for progress and reform, never tolerate injustice or
corruption, always fight demagogues of all parties, never belong to any
party, always oppose privileged classes and public plunderers, never lack
sympathy with the poor, always remain devoted to the public welfare, never
be satisfied with merely printing news, always be drastically independent,
never be afraid to attack wrong, whether by predatory plutocracy or predatory
poverty.

William Randolph Hearst, in his New York Journal and other news-
papers, likewise was a crusading champion of the people. His editorial
platform at the turn of the century called for nationalization of the coal
mines, railroads, and telegraph lines; public ownership of public fran-
chises; the “destruction of the criminal trusts”; a graduated income tax;
election of United States senators by popular vote rather than by state
legislatures which could be influenced by big business; and extensive
new financial support for the public schools. To this he added an active
support of labor unions that made them regard his papers as their cham-
pions.

One would suppose the liberals of the time would have clasped Hearst
to their bosoms. But they did not. They distrusted Hearst’s own political
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ambitions, which extended to the White House; they disliked the bitter-
ness of his editorial attacks upon his opponents; repelled by the sensa-
tionalism and near-cynicism of his news policies, they rejected his
editorial page as shallow and insincere. But undoubtedly Hearst had
great influence upon the “common man” reader of the pre-World War I
generation. By the 1920, however, the Hearst papers were much less
progressive in outlook, and by the 1930’s their position was almost
reversed from the one they had held in 1900. Always strongly national-
istic, in contrast to Pulitzer’s support of international cooperati

Hearst papers itterly isolationist by the time of World War 1,
and remained so even past their founder's death 18 1951,

Edward Wyllis Scripps was the third of the great “people’s champions”
of the New Journalism era. Scripps set his circulation sights on the work-
ing people of the smaller but growing industrial cities of the country, as
he developed his chain of newspapers from his headquarters at the Cleve-
land Press. His social goal was to improve the position of the mass of
people through better education, labor union organization and collective
bargaining, and a resulting reasonable redistribution of wealth. In this
way, he reasoned, a peaceful and productive pattern of society could
emerge in an industrialized America.

Scripps viewed himself as the only real friend of the “poor and ill-
informed.” He said his newspapers were the only schoolroom the work-
ingman had; the public school system did not serve him adequately and
other newspapers were either capitalistic in outlook or too intellectual
in their appeal. He pictured himself as a “damned old crank” who was
instinctively rebellious against the status quo in any field of human activ-
ity. He made a point of running small, tightly edited papers which could
assert their independence of the business community and resist any
attempted influence by advertisers. But he was businessman enough to
make a profit on his journalistic ventures, and his employees found him
to be cautious in wage policies. Politically, the Scripps papers were
strongly liberal; they supported the third party candidacies of Theodore
Roosevelt in 1912 and Robert M. La Follette in 1924, Woodrow Wil
son’s “New Freedom,” the right of workers to organize, and public
ownership. This liberal pattern continued after Scripps’ death in 1926
and until the late 1930’s when, under the influence of the late Roy W.

Howard, the Scripps-Howard papers became substantially more con-
servative,
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THE OPINION MAGAZINES

Highly important among the “people’s champions” of the reform era at
the opening of the twentieth century were the magazines. Dismayed by
the bitterness of some of their attacks, Theodore Roosevelt called their
work “muckraking,” comparing the more sensational writers to the Man
with the Muckrake in Pilgrim’s Progress, who did not look up to see the
celestial crown but continued to rake the filth. The magazine men and
women, however, considered the appellation as a badge of honor.

Magazines had exercised the opinion function from colonial times,
when Tom Paine wrote for Robert Aitken’s Pennsylvania Magazine.
Other early magazines of note had included Mathew Carey’s American
Museum and Hezekiah Niles’ famous Niles’ Weekly Register, a combina-
tion news magazine and documentary source founded in 1811. The
following noted magazines were still being published in 1900: The
North American Review, which began its long career in 1815; Harper's
Monthly, which appeared in 1850; and the Atlantic Monthly, which be-
gan in 1857. These highly literary periodicals were joined by the Century
in 1881 and Scribner’s in 1886.

More influential in public affairs were Harper's Weekly, edited by
George William Curtis and famous for the political cartoons of Thomas
Nast; Godkin’s Nation; the Independent, founded in 1848; and the fol-
lowing new arrivals of the 1880’s and 1890’s: Albert Shaw’s Review of
Reviews, Lyman Abbott’s Outlook, the Literary Digest, the Forum, and
Benjamin Flower’s Arena, identified by magazine historians as the fore-
runner of the muckrakers. Three new magazines of the same period which
depended upon humor, cartoon, and satire were Puck, Judge, and Life
(the original Life featuring the famed Gibson girl drawings).

Entered in the mass circulation field during the 1880’s and 1890’s
were Cyrus H. K. Curtis’ Ladies’ Home Journal and Saturday Evening
Post, Robert J. Collier’s Collier’s, Frank Munsey’s Munsey’s, S. S.
McClure’s McClure’s, and Cosmopolitan, which became a Hearst prop-
erty. Low-priced and popular in appeal, they carried both fiction and
nonfiction.

This was an impressive battery of magazines to turn loose during the
reform era of the Theodore Roosevelt administrations (all of the public
affairs and mass circulation magazines except Munsey’s and the Saturday
Evening Post joined in the chase). McClure’s touched off the major
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late 1902 when it offered almost simultane-
ously Ida M. Tarbell’s “Histo “Stamta P
Lincoln Steffens’ “Shame ¢ ot_ t»t;‘e’_(.,mes” series. Clrculatlon shot up as
citizens read aBout the unfair business practices of John D. Rockefeller
and about crime and corruption in St. Louis, Minneapolis, Pittsburgh,
Philadelphia, Chicago, and New York. Other McClure’s writers were
Ray Stannard Baker, Burton J. Hendrick, William Allen White, and Will
Irwin.

Casmopolitan countesed.with “Treason in the Senate,” an attack upon
conservative spokesmen of “the interests” written by David Graham
Phillips, a Pulitzer editorial writer. Everybody’s, a newcomer to the fray,
shot into circulation prominence with Thomas W. Lawson’s “Frenzied
Finance,” an inside exposé of Wall Street. Pearson’s, Hampton’s, and
La Follette’s Weekly were additional late starters. The farm machine
industry, the beef trust, the New York life insurance companies, the
patent medicine trade, corrupt political machines, and businesses gen-
erally were among the victims. Samuel Hopkins Adams and Mark Sulli-
van exposed the patent medicines in Collier’s.

The cream of the writers moved to John S. Phillips’ American Maga-
zine in 1906, after a break with McClure. In the crowd were Miss Tar-
bell, Steffens, Baker, Finley Peter Dunne (“Mr. Dooley”), and a some-
what gingerly progressive named William Allen White, who achieved
primary fame as the highly personal editor of the Emporia Gazette in
Kansas. They continued to lead the muckraking movement until it
dwindled away by the time of World War I.

Coming on the scene in 1914 was the New Republic, featuring the
writing of Herbert Croly and Walter Lippmann. Shocking American
complacency in the 1920’s was H. L. Mencken’s American Mercury.
But by and large American interest in magazines of opinion has declined.
Of all the magazines listed in this account only the Nation, New Republic,
and La Follette’s survived as magazines of dissent, to be joined by the
Reporter in 1949. Harper’s and Atlantic were the only survivors among
the public affairs and literary periodicals listed; joining them in the
quality magazine field which plays a role in opinion formulation were
the New Yorker and Saturday Review. Among all the more general
magazines mentioned, only the Saturday Evening Post, Ladies’ Home
Journal, and Cosmopolitan are still published. The Post continues its
interest in public affairs, as do other current leaders in the general
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magazine field, among which are the picture magazines Life and Look
and the Reader’s Digest. The news magazines—Time, Newsweek, and
U.S. News & World Report—also exercise the opinion function.

TWENTIETH-CENTURY NEWS TRENDS

Impartial gathering and reporting of the news was generally recognized
to be the basic obligation of newspapers by the early 1900%. Some did
the job in a much more comprehensive and intelligent fashion than
others. But the editor who put views ahead of news, and who tied his
newspaper to a political machine, had pretty well gone out of style.
Slanting of news to fit the prejudices or political preferences of a pub-
lisher was also recognized as a detriment, although some newspapers
continued to persist in the practice. The “Canons of Journalism” adopted
by the American Society of Newspaper Editors in 1923 contain these two
paragraphs which summarize the aspirations of modern journalistic
leaders:

The right of a newspaper to attract and hold readers is restricted by
nothing but considerations of public welfare. The use a newspaper makes of
the share of public attention it gains serves to determine its sense of respon-
sibility, which it shares with every member of its staff. A journalist who uses
his power for any selfish or otherwise unworthy purpose is faithless to a
high trust.

Partisanship, in editorial comment which knowingly departs from the
truth, does violence to the best spirit of American journalism; in the news
columns it is subversive of a fundamental principle of the profession.

No matter how impartial and well intentioned a newspaper’s editors
might be, they had to expend an increasing effort on comprehensive
coverage and display of the news, and its intelligent interpretation, if
they were to meet their full responsibilities. Great events of this century
made the business of reporting the news far more complex, decade by
decade. In the first decade, the story was one of economic and political
reform in the United States. In the second decade, it was World War 1.
In the third decade, it was the world’s effort at postwar readjustment.
The fourth decade brought the Great Depression and a collapse of world
order. The fifth and sixth brought World War II, the atomic era, and the
cold war.

The mass media made a reasonable effort to fulfill their increased
responsibilities for interpreting the news of events which all but over-
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whelmed the world. Professional standards had to be raised to meet the
challenge. Better trained and more knowledgeable men and women came
to occupy key reportorial assignments and news desk posts. The range of
subject matter with which a Washington correspondent had to be familiar
in the 1920’s was narrow indeed compared to the complexities of Wash-
ington news in the 1960’s. And since all news tended to become “local”
in its impact with the narrowing of geographical barriers in the atomic
age, every general assignment reporter had to know far more about such
areas as international affairs, science, and economic trends than did his
predecessors. The modern press associations, particularly, were put under
heavy pressures. Newspapers were stimulated by the appearance of new
competitors: radio, television, and the news magazine. Radio and tele-
vision challenged the newspaper both in providing spot news coverage
and in news analysis. The news magazines competed with the newspapers
by giving the reader background information and point-of-view interpre-
tation. Together, the print and electronic media offered a persistent
reader-listener-viewer a sizable amount of information about the swirl
of events which virtually engulfed even the most conscientious citizen.

Ochs and the Times. The editors of the New York Times built what
is generally conceded to be the greatest single news machine of this
century, publishing what was called by its admiring competitors a “news-
paper of record.” The story of the growth of the Times since Adolph S.
Ochs rescued it from bankruptcy in 1896 illustrates the trend in accept-
ance of the news function responsibility, even though it is the story of
a nontypical journalistic leader. For what the Times did in its methodical
completeness was done at least in part, and in some respects as success-
fully, by other responsible newspapers.

Ochs told his readers in 1896: “It will be my aim . . . to give the news

impartidlly, without-fear or favor . ...> He also-promised them. all the.._.

news, in concise and attractive form, and a paper which would be “a
forum for the consideration of all questions of public importance, and
to that end to invite intelligent discussion from all shades of opinion.”
He made no attempt to match the sensationalism of the yellow journals
of the time, and he shunned many of the popularized entertainment fea-
tures of most newspapers, including the comic strip. His Sunday maga-
zine featured articles of current news significance and became, with its
more than 1,000,000 circulation of today, an important fixture in the
magazine world. His book review section became the best known in the

Vet
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country. His coverage of financial and business news soon matched that
of any older competitor. His editorial page, if quieter and more cautious
than that of Pulitzer, was intelligently directed.

What made the Times great, however, was not so much these accom-
plishments as its persistence in gathering and printing the news in all its
varied aspects. One of the great managing editors, Carr V. Van Anda,
was given control of the Times newsroom in 1904 with the understand-
ing that he should do whatever it took to do a comprehensive job with
the news. Ochs was willing to spend money to get the news; Van Anda
was willing to do the spending, and he knew how to get the news. It was
an ideal association for a quarter of a century, during which time the
Times rose to its position of news leadership. Van Anda rode the news,
12 hours a day, seven days a week, giving as much attention to the entire
flow of the news as to the major story breaks. He loved to match his wits
against a deadline, to exploit an undeveloped but important story, and
to beat his competitors on such a colorful story as the sinking of the
“Titanic” or such a significant story as the first announcement of the
Einstein theory of relativity. With the coming of wireless communica-
tion, the Times began to present two or three pages of wireless news from
Europe each Sunday, and it eventually built its own trans-Atlantic wire-
less receiving station, which in turn gave way to a radio facility.

World War I gave Van Anda an opportunity to show his full ability.
Using the cables and wireless almost with abandon, the Times added the
reports of its own correspondents to those of the press associations and
syndicates. It reported in detail not only on military operations but on
political and economic developments in the European capitals. War
pictures were carried in a rotogravure section added in 1914. Most im-
portantly, the paper began to publish the texts of documents and
speeches, beginning with the British White Paper of August, 1914, which
covered six full pages, and including the Treaty of Versailles, which filled
eight pages—more than any other American paper was willing to give
that important document. This policy, combined with the publication of
the annual New York Times Index, made the Times the leading news-
paper for librarians, schelars; govertifiienit officials, and-other newspaper
editors.

If there was any complaint to be registered against the Times of the
Van Anda period, it was that the paper presented a voluminous amount
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of news without sufficient interpretation or screening for the average
reader. The “dead pan” objective fashion of reporting was considered
the best, if impartiality was to be achieved, as late as the 1920’. But
Van Anda did a goodly share of interpreting the news, and the editors
who followed him did more. The Washington and foreign staffs built
by the paper ranked with the best, and during the following decades they
came to offer interpretative analysis along with factual reporting. The
Times developed experts in the fields of science reporting and labor news
in the early 1920’s, far ahead of the general trend toward specialized
reporting. It followed with authoritative reporters in virtually every field
of news activity. Its Sunday news in review section, offering a week-end
analysis of major news events, became outstanding. No institution is
perfect, and the Times suffers from some faults—perhaps because it
became almost unwieldy in staff size and in the number of pages it printed
—but it continues to stand as a shining example of a newspaper dedi-
cated to carrying out the news function as completely as a group of men
can manage to do.

One more wave of sensationalism was to precede the “era of interpre-
tation,” however. The 1920’s were known as the “Jazz Age,” and the
papers which catered to"a new group of readers won “the dubious honor
of being-identified as “Jazz Journalism.” Th_g_.lgaders were three new
Rew York City papers which found upward of 2,000,000 readers without
imitiédiately disturbing the circulation balance oOf the existing dailies.
Their sensationalism was accompanied by the two identifying techniques
of the period: the tabloid format and great emphasis upon photography.

Leading the sensational tabloids was the New York Illustrated Daily
News, founded in 1919 by Joseph Medill Patterson, cousin of Robert R.
McCormick and partner with him in the publishing of the Chicago
Tribune. Patterson, unlike his ultraconservative Chicago cousin, was un-
conventional in his socioeconomic beliefs—socialistic, his wealthy friends
said. He wanted to reach and influence the lowest literate class of Ameri-
cans and was attracted to the tabloid format by the success Lord North-
cliffe was enjoying with it in England. The Daily News appeared with
a photograph spread across its front half-page and was well stuffed with
pictures, human interest stories, and entertaining features. By 1924 it
had the largest circulation of any newspaper in the country, a position
it continued to hold by a wide margin from that time on.

QTS oo
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Prohibition, rum runners, gangsters, glamorous and sexy Hollywood
stars, the glorified celebrities of sports and politics, and the usual quota
of crime and murder all were grist for the tabloid’s mill. Hearst entered
the competition in 1924 with his Daily Mirror, followed by Bernarr
Macfadden’s Daily Graphic, which scarcely bothered to cover serious
news at all. As in any cycle of sensationalism, other papers took on an
excessive tinge, but the New York trio stood almost apart. One, however,
was more sensitive to audience needs; when the Great Depression ar-
rived, the Daily News swung into a modified course which made it a
more serious (if still wise-cracking) medium, whereas the Mirror floun-
dered along until 1963 and the Graphic slipped away into oblivion.

The tabloid format, it should be noted, did not have to be equated
with sensationalism. It was used by other papers that were similar to the
dailies of conventional size in all respects save that of the half-fold style.
Among them were the Chicago Sun-Times, the New York Post, and the
Scripps-Howard Daily News in Washington and Rocky Mountain News
in Denver. Nor did photojournalism have to be lurid; the New York
Daily News developed great enterprise in news photography and Patter-
son was instrumental in the establishment of Associated Press Wirephoto.

Interpretative reporting was not unknown before the 1930, just as
uncritical and sensationalized treatment of the news did not die out after
that time. But the socioeconomic revolution known politically as the
New Deal, coupled with the impact of international crises, forced editors
to emphasize “why” along with “who did what.” Old-style objectivity,
which called for the reporter to stick to a factual account of what had
been said or done, did not give the reader the full meaning of the news.
The new concept of objectivity was based upon the premise that the
reader needed to have a given event placed in its proper perspective if
truth really was to be served. Older assumptions that such subjects as
science and economics could not be made interesting to a mass reader-
ship were also discarded. Reporter-specialists who could talk both to
their news subjects and to a popular reading audience appeared to cover
politics, business, foreign affairs, science, labor, agriculture, and social
work.

There was a sheer problem of just getting the significant news into
the paper and read, even for the most conscientious editors, as the news
flow mounted. Readership studies show that only one-fourth of the stories
are read by 30 per cent or more of the potential audience, and one-fourth
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have 4 per cent or less readership. Content studies show a distressingly
small percentage of stories about such important areas as foreign affairs
and science are offered to the reader by the average American news-
paper.

THE COLUMNISTS

The decline of the personal editor, and the rise of a more impersonal
(but sometimes more effective) corporate newspaper journalism, left
room for new actors on the opinion-making stage. These were the news-
paper columnists. Their personal followings have been large, since syndi-
cates gave them nationwide circulation. Readers who no longer knew,
perhaps, anything of a personal character about the local newspaper
publisher or editor, and who referred to the opinions they read as those
of the newspaper rather than of any individual on its staff, looked to the
columnists for the “personal touch.”

The political column began in the 1920°s with the work of David
Lawrence of the United States News, Mark Sullivan of the New York
Herald Tribune, and Frank R. Kent of the Baltimore Sun. Walter Lipp-
mann joined the Herald Tribune syndicate in 1931 when the New York
World closed its doors. United Feature Syndicate, owned by Scripps-
Howard, contributed three outstanding columnists during the New Deal
era, when the impact of social and economic change widened the horizons
of columnists beyond the political level; meeting the challenge were
Raymond Clapper, Thomas L. Stokes, and Heywood Broun. Their suc-
cessors at United Features have been Marquis Childs and William S.
White, Roscoe Drummond of the Herald Tribune syndicate and Peter
Edson of Newspaper Enterprise Association also became leading Wash-
ington columnists, and Dorothy Thompson and Doris Fleeson became
the best known of the women political columnists. At the right in their
political outlooks were George Sokolsky and Westbrook Pegler of
Hearst’s King Features. Edgar Ansel Mowrer and Joseph and Stewart
Alsop joined Lippmann as specialists in comment on international affairs.
The gossip columnists were dominated by Drew Pearson and Robert S.
Allen, whose “Washington Merry-Go-Round” began in 1931. An endless
number of changing by-lines appeared on the country’s editorial pages
as the columnist continued to hold his position as an interpreter and
opinion oracle, although the reaction of some newspapers to the *“col-
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umnist movement” was the application of renewed vigor in their own
editorial writing and interpretative articles and the minimizing of syndi-
cated material.

THE NEWS MAGAZINES

The news magazines offered a relatively small segment of the population
another means of keeping abreast of events. The biggest, Time, has built
a 3,000,000 circulation; Newsweek and U.S. News & World Report have
circulations of about half that number. Although some issues go to sub-
scribers who use them to bulwark inadequate news coverage by small
local newspapers, many go to relatively well-informed citizens who read
one or more daily newspapers, listen to television and radio news,
subscribe to public affairs magazines, read books, and take one to three
news magazines.

Henry R. Luce’s formula for Time was to organize and departmental-
ize the news of the week in a style “written as if by one man for one
man,” whom Time described as too busy to spend all the time necessary
to peruse the other media. Coverage of national affairs, foreign affairs,
science, religion, education, business, and other areas was to be written
for this “busy man,” not for experts in each of the fields. The magazine
developed a big research and library staff, as well as its own good-sized
newsgathering organization, to supplement press association services.
Begun in 1923, Time helped to drive the older Literary Digest out of
business with this approach. Newsweek appeared in 1933, with an almost
identical format. U.S. News & World Report grew out of a combination
of two of David Lawrence’s publications in Washington, hitting its stride
in the late 1940’s. Two picture news magazines, Luce’s Life (1936) and
Gardner Cowles’ Look (1937), offered additional news coverage and
interpretative articles.

It should be noted that the news magazines offered both news and
opinion to their readers. Time made no attempt to distinguish between
the two functions, intermingling opinion and editorial hypotheses with
the straight news. Its use of narrative and human interest techniques,
and overuse of adjectives, added to its editorial bias. Time said it wanted
to be “fair,” not objective or even impartial. The trouble was, some
readers mistook Time’s “fairness” (opinion-giving) for factual reporting.
Newsweek injected less opinion into its columns and offered separate
editorial opinions written by commentators.
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THE PRESS ASSOCIATIONS

The major job of newsgathering beyond the local level is done not by the
mass media themselves, but by the two big associations, Associated Press
and United Press International. Newspapers, of course, cover their own
local communities (although sometimes they even use press association
reports about events taking place in their own cities). Some newspapers
maintain area or state coverage through strings of correspondents who
filter in news to a state desk; this practice varies from one part of the
country to another, and many a large paper depends on the press asso-
ciations for news of events as close as 50 miles from the city room,
staffing only major news developments in its area. Only a small percent-
age of American dailies have their own Washington coverage, and the
bulk of this is directed toward stories of regional or local interest, rather
than the major news stories of the day. And only a handful of newspapers
have their own correspondents abroad. The situation is much the same
in television and radio, where the press associations supply virtually all
the news for smaller stations, all but local news for many larger sta-
tions, and even the bulk of the news for the network-affiliated stations.
The news magazines, too, use the press association reports for the basis
of their work.

Cooperative newsgathering in this country began, as we have seen, in
1848 with the Associated Press of New York. The telegraph enabled the
New York papers which controlled this early AP to sell its news to a
gradually expanding group of papers. Opening of the Atlantic cable in
1866 gave the agency better access to European news, which it obtained
under exchange agreements with Reuters of Great Britain, Havas of
France, and other press services. Regional AP groups formed, the most
powerful of which was the Western Associated Press. The dailies out-
side New York City resented the tight-fisted control of the AP by the
New York morning dailies which had founded it; the new evening dailies
of the Midwest felt they were being ignored in the supplying of news on
the two differing time cycles for morning and evening publication.

A bitter battle broke out among the newspapers in the 1880’s. A rival
group to the AP took the name United Press (no relation to the present
agency) and built up a sizable membership, as well as a first-rate foreign
news service. The New York leaders of the AP attempted to absorb the
new UP, and failing, deserted their own organization to join it. Control of
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the AP fell to the Western AP members, headed by Melville E. Stone,
founder of the Chicago Daily News. Stone drafted exclusive news ex-
change contracts with the European agencies, cutting off the New York
papers from their traditional supply of foreign news, and broke his rivals
by 1897. An adverse court ruling in Illinois threatened the membership
status of the AP at this same moment, so its headquarters were returned
to New York in 1900.

The basis of the AP was its cooperative exchange of news. The mem-
bers found it necessary to finance a larger and larger staff, however,
which took over direction of the flow of news and eventually much of
the newsgathering. Its organizational structure was not entirely demo-
cratic; the older and larger newspaper members kept control of the board
of directors by giving themselves extra voting rights during the 1900
reorganization. Until an adverse Supreme Court decision in 1945, an AP
member could prevent the entry of a direct competitor into the group by
exercising a protest right which could be overridden only by a four-fifths
vote of the entire membership.

Newspapers which could not gain entry to the AP, or which disliked
its control by the older morning papers of the East, needed press asso-
ciation service from another source. Edward Wyllis Scripps, possessing
both a string of evening dailies and an individualistic temperament which
made him dislike monopoly, founded the United Press Associations in
1907 from earlier regional agencies. William Randolph Hearst, whose
newly founded papers were denied AP memberships, started the Inter-
national News Service in 1909. Other agencies came and went, but the
AP, UP, and INS survived until 1958, when the Hearst interests
liquidated a losing business by merging the INS into the UP to form the
Unitéd Préss International.

The strong men in the AP over the years were Stone, the first general
manager, and Kent Cooper, general manager from 1925 to 1948.
Builders of the UP were Roy W. Howard, who later became a partner
in the Scripps-Howard newspaper group, and presidents Karl A. Bickel
and Hugh Baillie. Since 1962 Wes Gallagher has been general manager
of AP and Mims Thomason president of UPI. At the INS, Barry Faris
was editor-in-chief and sparkplug from 1916 to the agency’s end.

Unlike the AP plan of organization, the UP and INS had a service to
sell to clients. Howard set out to do this job for the young and struggling
UP by building up a foreign service, first in Latin America and then in
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Europe. He embarrassed his agency by sending a premature flash an-
nouncing the end of World War I, but both Howard and the UP survived
the incident. The enthusiasm and aggressiveness of the “shoestring” UP
operation brought it into competitive position with the AP by the 1930’s.
In 1934 Kent Cooper brought an end to the restrictive news exchange
agreements between the AP and foreign news agencies, and the AP
joined in the foreign service race more determinedly. The AP also
capitulated in supplying news to radio stations, five years after UP and
INS entered that field in 1935, and made the radio and television stations
associate members, without voting rights. The INS, smallest of the three
agencies, did not attempt to supply news at the state level except in a
few states; it concentrated instead on out-reporting and out-writing the
other two on major news breaks and features. The UP-INS merger put
the United Press International in a position of competitive equallty"‘mm"'

rivalry between two Well-managed and nnancnauy strong press associa-
tions which serve both in this country and abroad.

SOME CURRENT NEWSPAPER LEADERS

Opinions differ about the quality of individual newspapers; any “list
of ten” compiled by one authority would differ to some degree from the
listing made by a second competent observer. But newsmen generally
agree that a top-flight newspaper must offer both impartial and compre-
hensive coverage of the news, as a first prerequisite for national recogni-
tion. The second prerequisite for recognition by the craft is a superior
demonstration of responsibility in providing community opinion leader-
ship and of integrity and zealousness in protecting basic human liberties.
The second prerequisite is much harder to judge than the first.

The United States, unlike many other countries, has no truly national
newspapers. It has two dailies without “home communities,” however,
which have won widespread respect and which circulate rﬁ@y with
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their regionally edited editions. These are the Christian Science Monitor
and the “Wall Street Journal-{retthier of which carries™a Tameplate which
seems to indicate the general-mterest character of the paper). The Mon-
itor, founded in 1908 by the Church of Christ, Scientist, built a high
reputation for its Washington and foreign correspondence and its inter-

pretative articles. Edited by Erwin D. Canham since 1945, it serves more
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than 175,000 readers across the country from its offices in Boston. The
Wall Street Journal’s staff, led by Bernard Kilgore since 1941, has seen
its readership jump from 30,000 to 800,000 since that time, to make the
Paper one of the country’s top ten in size. The paper is produced in eight
printing plants across the country, connected by electric typesetting de-
vices to its New York office. It won its position on the basis of its
excellent writing, clear-cut reporting of important news, and its special-
ized business and financial information. The firm in 1962 established an
affiliated national weekly newspaper of more general appeal, the National
Observer, edited in Washington.

The New York Times, generally recognized as the country’s leading
daily and “newspaper of record,” also has a sizable national circulation,
particularly for its Sunday edition. It clearly has been the leader over a
period of time in developing its own Washington and foreign staffs, whose
stories are also sold to other papers. Publisher-owner Arthur Hays Sulz-
berger ably carried on the duties of his father-in-law, Adolph S. Ochs,
after Ochs’ death in 1935 and maintained a remarkable news institu-
tion to which many staff members—editors and reporters—contributed
leadership. The Times editorial page has been quietly effective.

When one turns to newspapers which have won top recognition for
their editorial leadership and for their aggressiveness in defense of basic
liberal principles of a progressive democracy, the names of four are
readily apparent: the St. Louis Post-Dispatch, the Washington Post and
Times Herald, the Milwaukee Journal, and the Louisville Courier-
Journal,

The St. Louis Post-Dispatch, published by a third generation of the
Pulitzer family, continued to offer American journalism a highest type of
example in the exercise of the opinion function—excelling the standard
set by Joseph Pulitzer’s New York World, which ceased publishing in
1931. A talented Post-Dispatch editorial page staff, writing superbly
and with a depth of understanding on a wide variety of subjects, made
the editorial columns outstanding; other opinion features, including the
cartoons of Daniel R. Fitzpatrick and Bill Mauldin, measured up. The
paper continued to win recognition for its crusading zeal and its out-
standing Washington bureau.

Rising to prominence since the 1930’s has been the editorial page of
the Washington Post (the editorial page itself did not add the “and Times
Herald” following the 1954 merger of Washington’s morning papers).
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Financier Eugene Meyer and his son-in-law, Philip L. Graham, the
paper’s publishers, had as their major aim the molding of a vigorous,
intelligent, and informative editorial page for capital readers. This they
accomplished, with the help of an able staff who could tap Washington
news sources for background and interpretation and the provocative
cartoons of Herbert L. Block. The Post joined with the Los Angeles
Times in the 1960’s to create a syndicated foreign and Washington news
report.

Known as “Milwaukee’s Dutch Uncle,” the staff-owned Milwaukee
Journal has demonstrated editorial page excellence since the days of
founder Lucius W. Nieman. The Journal has paid close attention to city
and state affairs (with “On Milwaukee” and “Wisconsin” page-one
editorials) and has cultivated both good writing and a wide grasp of
political and human affairs on the part of its good-sized group of editorial
writers. The same characteristics have been exhibited by the Louisville
Courier-Journal, owned and edited by Barry Bingham. Both these papers
exhibited local and regional news reporting of excellent quality.

Historical rivals of the New York Times in organizing and maintaining
sizable news services whose Washington and foreign dispatches are syn-
dicated to other newspapers have been the New York Herald Tribune,
the Chicago Daily News, and the Chicago Tribune. The Herald Tribune,
founded in a 1924 merger of two of America’s famous early dailies, was
owned by the Ogden Reid family until its sale in 1958 to John Hay
Whitney, who sought to maintain its position of rivalry with the Times
in New York as a major newspaper of character. The Chicago Daily
News, long a leader in interpretative foreign correspondence, passed into
a combined ownership with the Sun-Times when Marshall Field, Jr., pur-
chased it in 1959. Although both the Herald Tribune and the Daily News
rank among the top dozen American newspapers, few in the craft would
accord the same high position to the late Robert R. McCormick’s Chicago
Tribune in light of the historical record of controversy aroused by its
handling of the news (the same criticism applies to the Hearst news-
papers).

Among other newspapers of highest quality, the Baltimore Sun and
the Minneapolis Star and Tribune maintain both strong Washington
bureaus and limited foreign staffs (the Minneapolis effort is part of one
made by John and Gardner Cowles, owners also of the Des Moines
Register and Tribune, and Look). Respected for their news play are such



102 THE HISTORICAL PERSPECTIVE

other leading papers as the Kansas City Star, Cleveland Press, Toledo
Blade, and Chicago Sun-Times in the Midwest; the Washington Star,
Providence Journal, and Hartford Courant in the East; the Miami Herald,
Atlanta Constitution, and Raleigh News and Observer in the South; and
the Denver Post and the Los Angeles Times in the West. Another dozen
could be named with almost equal justice to such a list of current leaders
in exercising the news function.

While all these newspapers have capable editorial pages, some have
won particular attention. Examples of effective conservative opinion are
found in the editorial columns of the New York Herald Tribune, the
Christian Science Monitor, and the Wall Street Journal. Rising in quality
and in aggressive independent opinion have been the pages of the Minne-
apolis Tribune and Toledo Blade. The Baltimore Sun, Chicago Daily
News, and Providence Journal constitute another trio whose editorial
pages have won substantial respect over a period of time. At the liberal
left, the New York Post has admirers of its opinion pages (particularly
of its columnists) and of the intellectual level of its political discussion
(a level not matched, however, in its general news play). A paper of
smaller circulation which has won attention for its vigorous editorial
comment on political affairs and independent-mindedness is the
McClatchy family’s Sacramento Bee in California.

As Gerald Johnson once said, “The greatest newspaper is as difficult
to identify as the greatest man—it all depends upon what you require.”
Certainly an intelligent, honest, and public-spirited editorial page is as
much an essential of an effective newspaper as is comprehensive and
honest reporting and display of the news.

SUMMARY

Impartial and comprehensive reporting and display of the news is the
primary function of the newspaper; its other basic obligation is to provide
responsible opinion leadership. A third function is that of entertaining
the reader.

Our present-day concepts of gathering and reporting the news de-
veloped slowly. Many of the first newspaper publishers were primarily
printers; James and Benjamin Franklin are examples of colonial Amer-
ican publishers who also were editors. Colonial newspapers were of two
types: (1) the mercantile paper reflecting the interests of the business
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and shipping classes and (2) the political paper of frankly partisan
appeal.

Editors of colonial papers and early political papers were more polit-
ical pamphleteers than newspapermen in their exercise of the opinion
function. Among the pamphleteers who used the newspaper’s columns
were John Dickinson, spokesman for the colonial Whigs; Samuel Adams,
brilliant propagandist of the Revolution; Tom Paine, the political philos-
opher who produced the Crisis papers and Common Sense; and
Alexander Hamilton and the other authors of the Federalist Papers.

What we call the “penny press”—newspapers of general interest writ-
ten and edited for mass circulation—appeared between 1833 and 1837
to revolutionize American journalism. The first of these popularized
dailies was Benjamin Day’s New York Sun. James Gordon Bennett,
founder of the New York Herald in 1835, serves as the symbol of the
news enterpriser; he used ponies, steamships, railroads, and the telegraph
in the “race for news.” Henry J. Raymond’s New York Times of 1851
represents the maturing of this popular press.

Horace Greeley, recognized as one of the most influential American
editors, developed an editorial page for his New York Tribune (1841)
which was the product of the thinking of a group of individuals. Greeley’s
contribution was enterprise in opinion leadership; the Tribune examined
issues, explored ideas, and concerned itself with the social and economic
issues of the day. He and his noted staff did much to teach others a fuller
concept of the newspaper’s opinion function.

Greeley was one of the “personal editors” of the nineteenth century.
Others weré "William Cullen Bryant of the New York Evening Post,
Samuel Bowles 11T of the Springfield Republican in Massachusetts, Joseph
Medill of the Chicago™Tribune, Henty Watterson of the Louisville
Courier-Journal, and’ perhiaps the most brilliant of the group, Edwin
Lawrence Godkin, founder of the Nation and editor of the New York
Evening Fost.

A “New Journalism” arose in the 1870’s and 1880’s in response to
vast social, economic, and political changes in the decades following the
Civil War. Joseph Pulitzer was the leader in this new advance, with his
St. Louis Posi-Dispaich_and.New. "'Rmmmnpps
William Randolph Hearst, William Roﬂmelson and Melville Stone
were among others who contributed to the emergence of the modern
American daily. The rise of the “New Journalism” brought a group which
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used their editorial pages to champion the people’s causes—notable
among this group were Pulitzer, Scripps, and Hearst. They and the
editors of the “muckraking” magazines helped to spark the reforms of
the early 1900’s.

The twentieth century has seen a growing acceptance of responsibility
in fulfilling the news function, the rise in interpretative reporting, and the
development of specialization in reporting. Sensationalism, as exemplified
by the “Jazz Journalism” of the 1920’s, still remained one characteristic
of daily newspapers, however. The New York Times of the Adolph S.
Ochs era serves as an example of better journalistic practices. The news
magazmes—Ttme, Newsweek, and U.S. News & World Report—have
been imporfant since the 1930's. o S

““The major-job-of -newsgathering beyond the local level is done by the

press associations, Associated Press and United Press International.
Cooperative newsgathering in the United States dates from 1848; the
modern press associations date from the turn of the century.

Among current newspaper leaders, the Wall Street Journal and Chris-
tian Science Monitor have won national circulations as publications of a
specialized character. The New York Times, recognized as the country’s
“newspaper of record,” is one of a group of papers maintaining strong
Washington and foreign news staffs; others ranking high in quality in
this respect are the New York Herald Tribune and the Chicago Daily
News. Recognized for their leadership in editorial page quality are the
St. Louis Post-Dispatch, Washington Post and Times Herald, Milwaukee
Journal, and Louisville Courier-Journal.

STUDY QUESTION

What are the principal changes which have taken place in American
newspapers since colonial days?

PROJECTS

1. Clip a news magazine article and a newspaper story about the same
subject in either the field of science or the field of international affairs.
In a brief essay compare the treatment accorded each.

2. Write a 500-word essay concerning the journalistic contributions of
one of the following: (a) Horace Greeley, (b) James Gordon Bennett,
(c) Joseph Pulitzer, (d) E. W. Scripps, (¢) William Randolph Hearst,
(f) Adolph S. Ochs.



CHAPTER 6

RADIO,
TELEVISION,
AND FILM

NEWS TAKES TO THE AIR

Public interest in news made it natural for men to use any new medium
of communication—the telegraph, the telephone, the underseas cable,
the wireless, the motion picture film, radio broadcasting, telecasting, and
the communications satellite—to hurry the news to waiting eyes and
ears, or to bring news events directly to distant audiences.

The telegraph, the telephone, the cable, and the wireless were nine-
teenth-century inventions that could speed the transmission of messages
to waiting newspaper editors and printing presses. The motion picture
film became a competitor that could bring to audiences in theaters a
visual portrayal of such an exciting event as the Corbett-Fitzsimmons
heavyWweight prize Ngnt m897—mc first news event $6"shown, Soon
excerpts’ of films of news events were put together into newsreels, which
were a part of the standard fare of the movie palace of the 1920’s. But
the time lag before a newsreel could be shown kept it from being more
than an incidental competitor for the newspaper. Interpretative films
like Time Inc.’s The March of Time of the 1930’s and the development
in that decade of the techniques of the documentary film—The Plow that
Broke the Plain and The River were notable examples—foreshadowed
the impact film would have on other news media once it had the direct
way to reach the public that television provided. In the meantime news
took to the air through the magic, of radio.

105
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The first news broadcast in the United States is generally credited to
Dr. Lee De Forest, the man who in 1906 invented the vacuum tube that
made voice broadcasting possible as the next step beyond Marconi’s
wireless telegraphy of the 1890’s. On November 7, 1916, the New York
American ran a wire to De Forest’S experimental station at High Bridge,
New York, sd tiatthe “fathéf of radio” could broadcast-to-a-few- amateur
radio enthusiasts the returns from the Wilson-Hughes presidential elec-
tion. Like the American and other newspapers misled by the early returns
from that closely contested election, De Forest signed off with the state-
ment that “Charles Evans Hughes will be the next president of the
United States.”

The inventive and engineering resources of wireless and radio were
needed for military purposes during World War 1, and private broad-
casting was banned until 1919. Even then few saw the possibilities of
mass-radio listening. One who did was David Sarnoff, son of a Russian
immigrant family who got his start as a Marconi wireless operator. When
three big companies of the communications and electric manufacturing
industries—Westinghouse, General Electric, and American Telephone &
Telegraph—pooled their patent rights interests in 1919 and formed the
Radio Corporation of America, Sarnoff became RCA’s sparkplug and
the eventual head of both it and its subsidiary, the National Broadcasting
Company.

It was a Westinghouse engineer, Dr. Frank Conrad, who offered the
first proof of Sarnoff’s contentions that people would listen to radio. His
broadcasts of music in Pittsburgh in 1919 stimulated sales of crystal sets
and led Westinghouse to open KDKA on November 2, 1920, as the first
fully licensed commercial broadcasting station. The featured program
consisted of returns from the Harding-Cox presidential election, one
whose outcome was more easily predictable. The station got its vote
results from the obliging Pittsburgh Post.

Other newspapers were more directly involved in broadcasting. One,
the Detroit News, broadcast news regularly beginning August 31, 1920,
over an experimental station that was to become a regular commercial
station in 1921, WWJ. Others quick to establish stations were the Kansas
City Star, Milwaukee Journal, Chicago Tribune, Los Angeles Times,
Louisville Courier-Journal, Atlanta Journal, Fort Worth Star-Telegram,
Dallas News, and Chicago Daily News. By 1927 there were 48 news-
paper-owned stations, and 97 papers presented news over the air. The
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publishers thought radio newscasts stimulated sales of newspapers—and
subsequent events proved them correct.

But despite these evidences of concern for news, radio’s pioneers were
more intent on capturing the public’s interest by entertaining it than by
informing it. Dramatic news events and on-the-spot sports coverage com-
bined both objectives. News summaries themselves remained infrequent
in the 1920’s because they excited little advertiser interest, because radio
itself did not collect news, and because news merely read from the news-
paper sounded awkward and dull on the air. Meanwhile, KDKA broad-
cast accounts of prize fights and major league baseball games in 1921.
The next year American Telephone & Telegraph’s New York station,
WEAF (now WNBC), used phone lines to bring its listeners the
Chicago-Princeton football game from Stagg Field. By 1924 an estimated
10,000,000 Americans heard presidential election returns; there were
3,000,000 sets that year and the number of stations had grown from
30 in 1921 to 530. Twenty-one stations from New York to California
joined in a March, 1925, hook-up to broadcast President Coolidge’s
inauguration.

Development of networks was vital for radio news progress. In early
1924 the Eveready Battery Company bought time on a dozen stations
for its Eveready Hour performers—the first use of national radio adver-
tising. By 1925 AT&T had organized a chain headed by WEAF with 26
outlets stretching as far west as Kansas City. RCA, Westinghouse, and
General Electric had a competitive chain led by WJZ, New York, and
WGY, Schenectady. In 1926 the big companies reached an agreement
under which AT&T would retire from the broadcasting business in favor
of RCA, and in return would control all forms of network relays. RCA,
Westinghouse, and General Electric bought WEAF for $1,000,000. They
then formed the National Broadcasting Company as an RCA subsidiary.
The station chain organized by AT&T and headed by WEAF became the
NBC Red network at the start of 1927, while the chain headed by WJZ
became the NBC Blue network. Regular coast-to-coast network opera-
tions began that year. Sarnoff emerged in full control of RCA and NBC
in 1930 when Westinghouse and General Electric withdrew under pres-
sure of an antitrust suit.

Only 7 per cent of the 733 stations operating in early 1927 were
affiliated with NBC. Some rivals organized a network service with the
support of the Columbia Phonograph Record Company in 1927; finan-
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cially reorganized the next year under the control of William S. Paley,
it became the Columbia Broadcasting System. CBS bought WABC (now
WCBS) in New York as its key station and by 1929 was showing a profit.
In 1934 it had 97 station affiliates compared to 65 for NBC Red and
62 for NBC Blue.

Passage of the Radio Act of 1927 strengthened the two big networks,
since the number of stations on the air was reduced by the new Federal
Radio Commission to avoid interference in receiving stations’ programs,
and a group of some 50 powerful “clear channel” stations was authorized.
By 1938 all but two of ti¢ clear channel stations were either network-
owned or affiliated. And while only 40 per cent of the 660 stations then
in operation were network-affiliated, they included virtually all of those
licensed for nighttime broadcasting. The two independent clear channel
stations, the Chicago Tribune’s WGN, and WOR, New York, formed
the loosely organized Mutual Broadcasting System in 1934 but found
competition difficult. Mutual’s complaints to the Federal Communica-
tions Commission (the regulatory body was renamed in the Communica-
tions Act of 1934) brought about the sale by NBC in 1943 of its weaker
Blue network to Edward J. Noble, who renamed it the American Broad-
casting Company in 1945.

The growth of the networks after 1927, and their success in winning
advertising revenues, made radio a more disturbing challenger to the
newspaper industry. So did radio’s increasing interest in broadcasting
news and public affairs. In 1928, Republican Herbert Hoover and Demo-
crat Alfred E. Smith took to the air, spending a million dollars on cam-
paign talks over NBC and CBS networks reaching many of the nation’s
8,000,000 receiving sets. That year the press associations—Associated
Press, United Press, and International News Service—supplied complete
election returns to the 677 radio stations. Radio’s success in covering
that bitter presidential election whetted listeners’ appetites for more news
broadcasts. In December, KFAB in Lincoln, Nebraska, responded by
hiring the city editor of the Lincoln Star to put on two broadcasts daily
of what it called a “radio newspaper.” Other stations developed similar
programs, and as the great depression deepened after October, 1929, the
public became even more interested in news. By 1930, KMPC in Beverly
Hills, California, had put 10 reporters on the Los Angeles news runs.

A bitter war now broke out between radio and newspapers over broad-
casting of news. Newspaper advertising revenues were sharply contracting
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as the depression years proceeded toward the 1933 national crisis. Radio,
however, as a new medium was winning an increasing, if yet small,
advertising investment. Why let radio attract with news broadcasts
listeners who will become the audience for advertisers’ commercials,
asked some publishers. This argument gave more weight to public interest
in news than it deserved, considering the demonstrated public interest
in listening to such entertainers as Amos 'n Andy, Jack Benny, Walter
Winchell, the Boswell sisters, Rudy Vallee, Kate Smith, and the stars of
the radio dramas. But after both 1932 political conventions were aired
on coast-to-coast networks, and after the Associated Press furnished 1932
election returns to the networks to forestall the sale of United Press
returns, the American Newspaper Publishers Association cracked down.
The press associations should stop furnishing news to radio; broadcasting
of news should be confined to brief bulletins which would stimulate news-
paper reading; radio program logs should be treated as paid advertising.
There were dissenters to this approach, but after a majority of AP mem-
bers voted in 1933 for such restrictions, all three press associations
stopped selling news to stations. Radio now had to gather its own news.

Columbia Broadcasting System set up the leading network news service
with former newspaperman Paul White as director. He opened bureaus in
leading U.S. cities and in London and developed a string of corre-
spondents. Hans Von Kaltenborn and Boake Carter, already CBS com-
mentators, did daily news broadcasts. Kaltenborn, a former Brooklyn
Eagle managing editor, had started broadcasting in 1922 and had joined
CBS in 1930 to become the first of a long line of radio commentators.
NBC organized a less extensive news service. Local stations got their
news from the early editions of newspapers, despite AP court suits to
stop the practice.

A compromise was soon proposed. This was the Press-Radio Bureau,
which would present two five-minute newscasts daily on the networks
from news supplied by the press associations. Bulletin coverage of
extraordinary events also would be provided. In return, the networks
would stop gathering news. The bureau began operating in March, 1934,
but was doomed to quick failure. Stations wanting more news bought it
from five new agencies which jumped into the field, led by Transradio
Press Service. A year later UP and INS obtained releases from the Press-
Radio Bureau agreement and began selling full news reports to stations.
UP began a wire report written especially for radio delivery, which AP
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matched when it began to sell radio news in 1940. The Press-Radio
Bureau suspended in 1940; Transradio succumbed in 1951.

Radio meantime was developing a blend of entertainment and news.
The trial of Bruno Hauptmann in 1934 for the kidnap-murder of the
Lindbergh baby attracted more than 300 reporters, including many with
microphones. Listeners were bombarded with more than 2000 Press-
Radio Bureau bulletins. President Roosevelt’s famed “fireside chats” and
the presidential nominating conventions and campaigns were major
events. In December, 1936, the entire world listened by shortwave broad-
cast as Edward VIII explained why he was giving up the British throne
for “the woman I love.” H. V. Kaltenborn hid a CBS portable transmitter
in a haystack between the loyalist and rebel lines in Spain to give his
American audience an eyewitness account of the Spanish Civil War.
Kaltenborn, Boake Carter, Lowell Thomas, Edwin C. Hill, and Gabriel
Heatter were the public’s favorite news commentators. Ted Husing and
Clem McCarthy were the leading sports announcers. America’s top radio
entertainment favorites in 1938 were Edgar Bergen and his dummy
Charlie McCarthy, Jack Benny, Guy Lombardo and his orchestra, Kate
Smith, the Lux Radio Theatre and “One Man’s Family” dramatic shows,
Burns and Allen, Eddie Cantor, Don Ameche, Nelson Eddy, Bing
Crosby, and announcer Don Wilson. But before the end of the year it was
Kaltenborn who stole the laurels as the world stopped all else to listen to
news of the Munich crisis, which brought Europe to the brink of war.

RADIO NEWS COMES OF AGE

Radio fully met the challenge of diplomatic crisis and worldwide war
which began with Adolf Hitler’s annexation of Austria and ultimatum to
Czechoslovakia in 1938. Beginning with a patched-together but impact-
producing coverage of the Munich crisis, the radio networks expanded
their news reporting and technical facilities tremendously during World
War II. At the station level, newscasts took a place of prime importance.

Network news staffs had continued to develop on a modest scale after
the 1933 cut-off of press association news. NBC’s Abe Schechter placed
staff men in London and Paris, in Geneva for the disarmament confer-
ence, and in Shanghai for the Japanese invasion of China. G. W. John-
stone of Mutual was financially handicapped but had reporters in the
major news centers. CBS news director Paul White had developed the
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largest organization for both U.S. and foreign coverage, but its staff was
stretched thin.

In 1937 CBS sent a then-unknown Edward R. Murrow to Europe as
news chief. For an assistant he hired William L. Shirer, who had been
working for the just-closed Universal Service, a Hearst-owned press
association. Like the others, they did human interest stories and cultural
programs for shortwave broadcasts which were rebroadcast by U.S.
stations. Then came Hitler’s invasion of Austria and the Anschluss.
Murrow hustled to Vienna. On March 12, 1938, the first multiple pickup
news broadcast in history went on the air. Shirer spoke from London,
Murrow from Vienna, and newspapermen CBS had hired gave their
impressions from Berlin, Paris, and Rome. The pattern was set for radio’s
coverage of the fateful 20 days in September beginning with Hitler’s
demand that the Czechs cede him the Sudetenland and ending with the
Munich Pact. Key staffers like Murrow (who went on to become tele-
vision’s best-known commentator and director of the United States In-
formation Agency) and Shirer (author of Berlin Diary and Rise and Fall
of the Third Reich) bore the brunt of the effort, reinforced by the cream
of the U.S. newspaper and press association correspondents.

American radio listeners heard news broadcasts from 14 European
cities during the 20-day Munich crisis period. Beginning with the plea
for support made by President Eduard Benes of Czechoslovakia on
September 10 and Adolf Hitler’s challenge to the world two days later
from Nuremberg, listeners heard the voices of Chamberlain, Goebbels,
Mussolini, Litvinoff, and Pope Pius XI. Such broadcasts were not new,
but the intensity of coverage was. CBS devoted 471 broadcasts to the
crisis, nearly 48 hours of air time; of these, 135 were bulletin interrup-
tions, including 98 from European staffers. NBC’s two networks aired
443 programs during 59 hours of air time. On climactic days, these efforts
kept the air alive with direct broadcasts, news summaries, and commen-
taries by the news analysts.

In his “Studio Nine” in New York City Kaltenborn spent the 20 days
catnapping on a cot, analyzing the news reports, and backstopping the
CBS European correspondents with hours of analysis and commentary.
It was Kaltenborn who provided the translations of Hitler’s fiery oratory
before the Nazi rallies, and who later predicted what diplomatic steps
would follow. He was heard 85 times, many of them lengthy commen-
taries, during the three weeks. A few times he carried on two-way con-
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versations with Murrow, Shirer, and other European correspondents. The
CBS “European News Roundup,” usually a 30-minute show from three
or four points, was matched by NBC after two weeks. Aiding Murrow
and Shirer were Maurice Hindus from Prague, Pierre Huss of INS from
Berlin, John Whitaker of the Chicago Daily News from Paris, and Sir
Fredric Whyte from London. Hindus scored a beat on the Czech back-
down.

Heading NBC’s European effort was Max Jordan, who had a 46-
minute beat on the text of the Munich Pact, which he broadcast from
Hitler’s radio station. He relied especially on M. W. Fodor of the Chicago
Daily News and Walter Kerr of the New York Herald Tribune in Prague,
Alistair Cooke in London, and such leading press association men as
Karl von Wiegand and William Hillman of INS and Webb Miller,
Edward Beattie, and Ralph Heinzen of UP. Mutual had only John Steele
in London and Louis Huot in Paris, and used their occasional broadcasts,
cabled news, and shortwave pickups to augment the regular press asso-
ciation news flow.

American listeners felt the brutal impact of Hilter's demands when
Jordan and Shirer spoke from microphones inside the Berlin Sportpalast
against a background of hysterical oratory and frenzied Nazi crowd
reaction. They were grave when they heard Murrow describe war prepa-
rations in London, relieved when Kaltenborn predicted that Chamberlain,
Daladier, Mussolini, and Hitler would find a peaceful solution at Munich.
While they devoured columns of type, it was radio that brought them a
sense of personal participation in what they realized was the world’s
crisis, not merely Europe’s.

By the summer of 1939 Murrow had a four-man staff: himself, Shirer,
Thomas Grandin, and Eric Sevareid, a young newsman who also was to
become a leading television commentator for CBS. When German troops
marched into Poland, Americans tuned in their radios to hear Prime
Minister Chamberlain announce that Great Britain was at war. Bill
Henry of CBS and Arthur Mann of Mutual became the first front-line
radio reporters. Radio news staffs expanded, and eyewitness broadcasts
made history. James Bowen of NBC described the scuttling of the
German battleship Graf Spee off Buenos Aires. Shirer of CBS and
William C. Kerker of NBC reported the surrender of the French to a
strutting Hitler in the railroad car at Compiégne. Radio brought news of
Dunkirk, of the fall of Paris, Winston Churchill’s stirring oratory. And in
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August, 1940, Murrow’s “This Is London” broadcasts made the Battle of
Britain come alive for his American audience. His graphic descriptions
of bomb-torn and burning London, in a quiet but compelling manner, did
much to awaken a still neutral United States to the nature of the world’s
danger.

The first news of Pearl Harbor reached Americans by radio bulletins
which shattered the Sunday quiet of December 7, 1941. A record audi-
ence listened next day to President Roosevelt’s war message to Congress.
Radio newsmen, using mobile units and tape recordings, joined the cover-
age of American forces in the Pacific and Europe. There were many
memorable broadcasts: Cecil Brown of CBS reporting the fall of Singa-
pore; Murrow riding a plane in the great 1943 Berlin air raid and
describing it the next night; George Hicks of ABC recording a D-Day
broadcast from a landing barge under German fire. Network reporters
made broadcasts and recordings, filed cables, and competed on equal
terms with press association and newspaper correspondents.

The demand for news seemed inexhaustible. In 1937, NBC had de-
voted 2.8 per cent of its total program hours to news; in 1944 the figure
was 26.4 per cent. CBS in 1945 spent 26.9 per cent of its network time
on news and sports. Variety shows still ranked highest in audience size—
Jack Benny, Fibber McGee and Molly, Bob Hope, Edgar Bergen and
Charlie McCarthy, and Fred Allen. Dramatic shows and popular music
were next. But four of the leading programs in listenership in 1944 and
1945 were news shows: CBS commentator Lowell Thomas, the “March
of Time,” Mutual’s emotional Gabriel Heatter with his human interest
commentaries, and the irrepressible Walter Winchell. As the war drew
to a close, radio expressed the sorrow of the people by devoting three
days of programming to solemn music and tributes to a dead President
Roosevelt.

RADIO’S POSTWAR EXPANSION

The war years were exceedingly prosperous ones for radio. Total annual
revenue more than doubled between 1937 and 1945, and income on
revenues increased from 20 per cent to 33 per cent. When the FCC
returned to peacetime licensing procedures in October, 1945, there were
909 licensed commercial standard (AM) radio stations. Sixteen months
later there were approximately 600 new stations either on the air or
under construction and the FCC had 700 more applications pending.
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These mainly were for smaller stations; the number of communities
having radio stations nearly doubled in those 16 months. By 1950 there
were 2086 AM radio stations on the air and 80,000,000 receiving sets.

Frequency modulation (FM) broadcasting, done experimentally be-
ginning in 1936, was represented by 30 stations on the air in 1942 when
wartime necessity brought a freeze in new construction and licensing. In
the postwar years many AM stations took out FM licenses and the
number of FM stations on the air in 1950 reached 743, a figure which
proved to be a high for the ensuing decade. Few of the FM stations were
operating independently and giving audiences the selective programming
which later was to characterize FM broadcasting.

Radio newsmen, somewhat to their surprise, found listener interest in
news sustained during the postwar years. Sponsors, who by 1944 had
pushed news and commentaries into third place behind dramatic and
variety shows in sponsored evening network time, kept up their interest
in news at both network and local levels. The established stations had in
many cases developed their own newsrooms during the war, with per-
sonnel to prepare both general news summaries and local and regional
news shows. The newly licensed stations, often without network affilia-
tion, found news one area in which they could compete. Indicative of the
trend was the founding in 1946 of an association of radio news directors,
now known as the Radio-Television News Directors Association. Among
its early leaders were John Hogan, WCSH, Portland, Maine; John
Murphy, WCKY, Cincinnati; Sig Mickelson, WCCO, Minneapolis; Jack
Shelley, WHO, Des Moines; and Edward Wallace, WTAM, Cleveland.
Part of the stimulus for local station activity was the 1946 FCC “Blue
Book,” making it clear stations should log public service records, includ-
ing news and public affairs broadcasts.

Among the network commentators, Edward R. Murrow began his
“Hear It Now” program for CBS, where he was joined by his wartime
associate Eric Sevareid. H. V. Kaltenborn, who left CBS in 1940, became
NBC'’s leading commentator. Radio listeners who sat glued to their sets
all night in 1948, wondering whether President Harry Truman had upset
Thomas E. Dewey in the presidential voting, found Kaltenborn one of
the first to realize that Truman’s popular vote lead would hold up in
electoral college totals. ABC had Raymond Gram Swing, one of the
finest of the war era commentators. It also obtained Elmer Davis, who
had replaced Kaltenborn at CBS before becoming director of the Office
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of War Information. Davis won high praise for his postwar reporting, his
dry humor and tellim%m'mplex
and confusing issues. NBC scored with public affairs programs from the
United Nations during 1946 and 1947. The networks and some local
stations also offered documentary programs, analyzing important social
issues in a semidramatic format.

But television was casting its shadow over radio. Television’s “break-
through” year was 1948, the one in which the value of time sales for the
national radio networks reached an all-time high. Competition between
the four networks already was intense, and the vogue for program popu-
larity ratings as a means of snaring sponsors led to such devices as the
“giveaway” program featured by 1948 radio. The smaller stations found
plenty of local advertising revenues in newly exploited markets, for-
tunately, and after 1947 radio had more revenue from local advertisers
than from network advertisers. The networks already in 1948 were
shifting their attention to television, and station owners were seeking
television licenses until the FCC instituted a four-year “freeze” so that
comprehensive plans for television broadcasting could be worked out.
In the meantime, CBS forecast the fate of network radio when it made its
famed 1948 “talent raid” on NBC to capture such stars as Amos ’n Andy,
Jack Benny, Burns and Allen, Edgar Bergen, and Bing Crosby for future
television shows.

TELEVISION ARRIVES

Experimental television broadcasting in the United States began in the
1920’s. The scientific advances which preceded actual broadcasting
stretched back over a century in the fields of electricity, photography,
wire transmission, and radio. Early television experimenters used a
mechanical scanning disk which failed to scan a picture rapidly enough.
The turning point came in 1923 with Dr. Vladimir Zworykin’s patenting
of the iconoscope, an all-electric television tube. Zworykin, then a West-
inghouse scientist, soon joined RCA, where he developed the kinescope,
or picture tube. Other leading contributors were Philo Farnsworth,
developer of the electronic camera, and Allen B. Dumont, developer of
receiving tubes and the first home television receivers.

There were experiments in wire transmission of pictures during the
1920’s, which were to lead to the founding of AP Wirephoto in 1935.
One of the researchers, H. E. Ives of AT&T, sent a closed-circuit tele-
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vision picture from Washington to New York in 1927. The next year
General Electric’s WGY began experimental telecasting. In 1930 NBC
began operating W2XBS in New York; in 1939 it became the first station
to offer regular telecasting schedules. Large numbers of people first saw
television that year at the New York World’s Fair. Commercial broad-
casting was authorized by the FCC in 1941, but the wartime “freeze”
left only six pioneer stations on the air. Among them were the first com-
mercially licensed station, NBC’s WNBT in New York, and WCBS-TV
in the same city. The two big radio networks thus had their entries in
television broadcasting.

Because of postwar equipment shortages and industry uncertainties,
it was 1948 before television could achieve a significant place among the
media. In the meantime RCA’s image-orthicon camera tube had appeared
to enhance the possibilities of live pick-ups, and AT&T was busily extend-
ing the coaxial cables which preceded the microwave relay for trans-
continental broadcasting. During 1948 the number of stations on the air
increased from 17 to 41, and the number of sets in use neared half a
million. Cities with television increased from eight to 23, and the arrival
of the coaxial cable and network programming stirred a city’s excitement
much like the arrival of the telegraph a century before. Cities along the
Atlantic coast from Boston to Richmond saw and heard the 1948 polit-
ical conventions and the Metropolitan Opera. Television’s first great
star, Milton Berle, stepped before the cameras for NBC in 1948, as did
Ed Sullivan at CBS.

Then, in the fall of 1948, came the FCC’s “freeze” on additional
station authorizations, which lasted until June, 1952. During that time
the FCC worked out a comprehensive policy for telecasting designed to
give all areas of the country equitable service. In the interval only 108
stations were eligible for broadcasting. A few failed, but many became
fiumly established. The number of sets in use rose to 15,000,000. The
transcontinental microwave relay was completed in 1951, and on Sep-
tember 4 the first coast-to-coast audience saw the Japanese peace treaty
conference in San Francisco. NBC also offered the first telecast of a
World Series and the first regular coast-to-coast sponsored program, the
“NBC Comedy Hour.”

The FCC’s 1952 plan which ended the “freeze” called for more than
2000 channel assignments to nearly 1300 communities. To do this, the
FCC extended telecasting from the established Very High Frequency



RADIO, TELEVISION, AND FILM 17

channels (numbered 2 through 13) to 70 more Ultra High Frequency
channels (numbered 14 through 83). There were more than twice as
many UHF as VHF assignments, and in addition 242 channels were
reserved for educational television stations. But different equipment was
needed to tune a set to the UHF and VHF stations, and the established
pattern of set making and broadcasting was VHF. The FCC did not
require set makers to include both UHF and VHF tuning until 1964;
in the meantime UHF languished. In a 1953 decision, the FCC ended a
long controversy over color telecasting in favor of the RCA compatible
system permitting reception in either black-and-white or color.

Television’s great “gold rush” came in 1952--53 with the end of the
“freeze.” Among the networks, NBC and CBS were well along in their
transition from emphasis on radio to emphasis on television. ABC merged
with Paramount Theatres in 1953 and took a third-ranking position in
television. Mutual did not attempt to enter television; a Dumont network
gave up the attempt to compete nationally in 1955. That year there were
439 stations on the air and 33,000,000 receivers. By 1960 there were
533 stations and 55,000,000 receivers. In 1965 there were 588 com-
mercial stations on the air (90 of them UHF), plus 114 educational sta-
tions. There were 61,000,000 sets covering 93 per cent of U.S. homes.
Television surpassed radio and magazines by 1955 in total advertising
revenues and a year later passed newspapers as the number one national
advertising medium, although newspapers continued to lead in total
advertising thanks to their top-heavy position in the field of local adver-
tising.

TELEVISION AND THE NEWS

Television’s first efforts at news shows too often consisted of newsreels
supplied by the United Press and Acme Newspictures and still pictures
shown while the on-camera announcer read the news script. But tele-
vision newsmen, equipped with mobile units and magnetic tape, gradually
overcame the problems of developing news shows with live film and
sound. During the first decade of telecasting, they did far better with
on-the-spot broadcasts of major news events, public affairs programming,
and documentaries.

In 1951 Edward R. Murrow turned from “Hear It Now” to “See It
Now” for CBS. NBC’s early morning “Today” show with Dave Garro-
way, a mixture of news and entertainment, opened in January, 1952.
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That year network viewers saw an atomic blast at Yucca Flats, the polit-
ical conventions, and a heavyweight championship prize fight. An esti-
mated 60,000,000 Americans saw President Eisenhower inaugurated in
1953. Television audiences next followed live broadcasts of the Mc-
Carthy-Army hearings, which resulted in the Senate’s censure of the
Wisconsin senator, and watched a parade of gangsters before Senator
Kefauver’s crime subcommittee. Crucial United Nations sessions went
on camera. At least 85,000,000 Americans saw one of the “Great
Debates” between John F. Kennedy and Richard M. Nixon in 1960, with
the presidency at stake. President Kennedy opened some of his news
conferences to live telecasting in 1961, and used television extensively
at the height of the Cuban crisis in October, 1962. An estimated
135,000,000 saw some part of television’s coverage of John Glenn’s 1962
first manned orbital flight.

If proof were needed of television’s ability to report great events, it
came on November 22, 1963, when President Kennedy was assassinated
in Dallas, Texas. Within minutes the networks began a four-day vigil
ending with the burial at Arlington. Many heard the first bulletins on
radio, then rushed to watch the unfolding drama and hear news sum-
maries on television. An audience study for New York City homes
showed that TV viewing rose from 25 per cent to 70 per cent on Friday
after the assassination reports became known. Viewers saw the new
President, Mrs. Kennedy, and the casket returning to Washington. They
went with the cameras into the White House, saw the Sunday ceremonies
at the Capitol. Sunday viewers on NBC (the only network “live” at the
precise moment) saw Jack Ruby lunge forward in a Dallas police station
to shoot fatally the alleged assassin, Lee Harvey Oswald, and heard
reporter Tom Pettit describe the incredible event. Viewership in New
York homes jumped to 80 per cent as all the networks ran and re-ran
their film. On Monday the funeral of President Kennedy drew a 93 per

cent viewership figure, thq highest known level in television history. The

nation agreed that both television and radio had reported the four days
magnificently.

There was far less general approval of television’s coverage of the 1964
political conventions, at which the network staffs seemed to dramatize
conflicts with picketing groups and relatively minor convention floor
disputes at the expense of major convention activity.

By the mid-1960’s, CBS and NBC were each budgeting up to
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$25,000,000 a year for news and special events (much of it reclaimed
from sponsors). ABC was allocating more than $10,000,000. CBS and
NBC had some 40 correspondents each and as many staff cameramen in
the United States. Fulltime correspondents abroad numbered 21 for
NBC, 19 for CBS, and 8 for ABC in a 1963 study. The prestige of each
network seemingly depended heavily on its news coverage, and in the
1964 election they spent millions on primary vote-counting before agree-
ing to a pooled effort with the press associations in November.

After Murrow left the CBS screen in 1958, Walter Cronkite became
that network’s leading personality. A United Press war correspondent,
Cronkite joined CBS in 1950 and became the star of many of its docu-
mentaries, including “Eyewitness to History,” “The Twentieth Century,”
and “CBS Reports.” He took over the major CBS news program from
Douglas Edwards and transformed it into a 30-minute dinnertime show
in the fall of 1963. Mike Wallace joined CBS News in 1963 to do its
morning show. Other leading CBS newsmen included Eric Sevareid,
Charles Collingwood, Harry Reasoner, Bill Henry, Martin Agronsky,
Winston Burdett, Robert Trout, Daniel Schorr, and Robert S. Pierpoint.
Lowell Thomas held forth on radio. Howard K. Smith and David Schoen-
brun, European correspondents for a decade, left CBS in the early 1960’s.
Fred W. Friendly was producer of “CBS Reports,” which had a 30-man
staff for its 20 documentaries a season.

NBC’s top stars were two seasoned newspapermen, Chet Huntley and
David Brinkley, whose mixture of news and comments on the 30-minute
evening “Huntley-Brinkley Report” made it the top-rated television news
program. They also bested Murrow and Sevareid during the 1960 presi-
dential election and surpassed Cronkite in 1964, on audience ratings.
Morgan Beatty and Merrill Mueller had leading newscasts. Other NBC
newsmen included Joseph C. Harsch, Irving R. Levine and Elie Abel in
Europe, Pauline Frederick at the UN, Ray Scherer, John Chancellor,
Frank McGee, Sander Vanocur, Edwin Newman, and commentator
Clifton Utley. The “NBC White Paper” was the network’s major docu-
mentary effort, along with “Project 20.” Two 1963 documentary specials
winning awards were a three-hour program on civil rights and Piers
Anderton’s “The Tunnel” from West Berlin, produced by Reuven Frank.

With less resources, ABC has kept pace with such commentators as
Quincy Howe and Howard K. Smith, who joined ABC at the close of
1961. James C. Hagerty, former President Eisenhower’s press secretary,
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became news chief after he left the White House and pumped new blood
into the operation. Leading correspondents were Edward P. Morgan,
William H. Lawrence, John Scali, Robert Clark, Peter Clapper, and Lisa
Howard. “ABC Close-Ups” and “ABC News Reports” are major docu-
mentary efforts for the network, which has scored with such programs
as “The Making of the President” and “The Soviet Woman.” John Daly
long conducted the network’s top television news show.

Westinghouse’s Group W (11 television and radio stations headed by
KDKA, Pittsburgh, WBZ, Boston, and WJZ, Baltimore) has its own
news organization with Jim Snyder as national news director and Sid
Davis as White House correspondent. Mutual radio has Stephen J.
McCormick as news director and Bill Costello at the White House.

Singling out local station operations for mention is difficult and a list
can serve only as an example. Some award winners for news or public
service excellence in recent years have been, among television stations:
WRCA and WCBS, New York; WBZ and WGBH, Boston; WTVJ and
WCKT, Miami; WHAS, Louisville; WGN and WBBM, Chicago; WCCO
and KSTP, Minneapolis-St. Paul; WMT, Cedar Rapids; KLZ, Denver;
KSL, Salt Lake; KHOU, Houston; WBAP, Fort Worth; KNXT, Los
Angeles; KPIX, San Francisco; KING, Seattle. Among radio stations:
WNEW, New York; WAVZ, New Haven; WCAU, Philadelphia; WBZ,
Boston; WMAQ, Chicago; WCCO, Minneapolis; WOOD, Grand Rapids;
WBT, Charlotte; KPHO, Phoenix; KIRO, Seattle; and KNX and KPFK-
FM, Los Angeles.

News by satellites became television’s most sensational achievement of
the 1960’s. The successful launching of AT&T’s Telstar on July 10, 1962,
permitted the first live transmissions between the United States and
Europe. These were “staged” shows of a few minutes’ duration while the
signals could be bounced off the satellite, but they thrilled TV audiences.
RCA'’s Relay carried pictures of the Kennedy assassination to 23 nations.
Howard Hughes’ efforts to launch a satellite that would achieve a fully
synchronous orbit (an orbit and speed that keep the craft directly over
one point on earth) met near-success with Syncom II in 1963 and full
success with Syncom III in 1964. Three such satellites, equally spaced
around the world, could provide television coverage to all inhabited
portions of the planet. The Communications Satellite Corporation,
formed by Congress in 1962 to unify the U.S. effort, expected to launch
a successor to Syncom, called Early Bird, in 1965, which would double
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the number of phone circuits across the Atlantic and permit the first
regularly scheduled telecasts between America and Europe. Television
news was at last catching up with radio’s “instantaneous coverage,” even
from abroad.

TELEVISION AND ENTERTAINMENT

The period from the end of World War II to the present has been one of
turmoil and indeed revolution in the world of visual entertainment. Tele-
vision’s sudden emergence as a major home entertainment medium
affected all other media, but particularly radio and the motion picture.
In the years after 1948 the aerial became a fixture atop almost every roof;
inside the living room the TV screen grew from 7 inches in width to 12,
to 17, to 21, and in some cases to 24 inches. During the first years of
television’s popularity, at least, the presence of such free entertainment
had a profound effect upon American social habits. Some families
planned their day’s activities so that they could be at home for favorite
programs; that gastronomical phenomenon, the TV dinner, was marketed
to be eaten by families sitting in partially darkened rooms with eyes
focused on the screen. Gradually audiences became more selective but
the average set still remained on in the mid-1960’s for some six hours
each day.

Having captured a very large portion of the entertainment-seeking
audience, television too found many serious problems. Program directors
discovered that operating as they did many hours a day, the television
stations devoured good program material faster than it could be created.
The writing and producing talent drawn into the television industry
simply could not conceive enough fresh material of broad general appeal
to fill the stations’ program time.

As a result the mass of television programming offered to the public
was uneven in quality. Much of it was trite, inane, and repetitious. The
critics denounced it vehemently, with good cause. Yet every week, at
least during the winter months, a selective viewer could find many hours
of literate, provocative, informative, and frequently very entertaining
programs. Some of the best were the “spectaculars” or “specials” orig-
inated by Sylvester (Pat) Weaver for NBC to break the monotony
of regularly scheduled series. The cost of these lengthy and star-studded
productions also could be spread to several sponsors.

Television programming suffered from two major difficulties: (1) the
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tendency of many program directors and sponsors to underestimate the
intelligence of the audience and (2) a severe case of overexposure—
too many hours of program time in relation to the amount of good-quality
program material, even when old Hollywood movies were added to the
fare.

New program ideas quickly attracted imitators. The public was sub-
jected to cycles of entertainment, a number of programs similar in nature.
For two or three seasons in the late 1950’s quiz programs were extremely
popular; these gave away fantastic amounts of money to contestants who
made the correct replies to many kinds of questions. But the public began
to grow weary of these giveaways, and when revelations of unethical
assistance to some contestants were made, most of the quiz programs dis-
appeared from the air, Western programs, a modification of the Western
movie or “horse opera” that long was a standard item in the motion pic-
ture industry, came into vogue. Soon the obvious tales of the Old West
were exhausted, and producers took to exploring many ramifications of
life, translated into a Western setting. In some cases they took classic
fiction plots and reworked them as Westerns. At the peak of the Western
craze, so many of these “oaters” (as the industry called such horse pic-
tures) were being shot around the overcrowded Hollywood outdoor loca-
tions that the casts of competing shows had to wait in line for turns to
perform their heroics before the camera.

Milton Berle was television’s first great star, going on the air for NBC
in 1948. During the medium’s first decade the top audience ratings went
to variety shows and comedies. Holding steady places for several years
each were Berle, Groucho Marx, Ed Sullivan, and Arthur Godfrey. “I
Love Lucy,” starring Lucille Ball, held first-place rating for five years.
Then, in 1958, came the Westerns, led by “Gunsmoke,” and in 1959
half the “top ten” were action-filled, bullet-punctuated tales. “Wagon
Train” took top honors for four years, then gave way to “Bonanza.” The
‘“private eye” dramas headed by the “Perry Mason” and “77 Sunset
Strip” shows were popular in the 1960’s. Hospital-based dramas—*“Dr.
Kildare,” “Ben Casey,” and “The Nurses”—were next on the popularity
cycle. Situation comedies meanwhile continued to hold their own.

But not all of television entertainment was keyed to the audience
ratings. The educational program “Omnibus” was a rewarding contribu-
tion of the 1950’s; so was “Playhouse 90.” There were such artistic pro-
ductions as “Peter Pan” and “Victoria Regina.” Leonard Bernstein and
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the New York Philharmonic orchestra played for appreciative television
audiences. Walt Disney’s “Wonderful World of Color” even made the
“top ten” lists of the 1960’s. Such shows, combined with the news and
documentary programs, gave television some claim to a role more socially
useful than the casual entertainment role identified by critics as a “vast
wasteland.”

RADIO’S NEW PATTERN

Within the few years between 1948 and 1955, virtually all radio network
drama, comedy, musical, and suspense shows were dropped, as the spon-
sors switched to similar programs on television for larger audiences at
much higher cost and with a presumption of stronger impact on the
viewer. The radio networks declined sharply in importance and many
local stations adopted the “music, news, and sports” format which kept
costs in line with decreased revenues. But far from fading away in the
face of television’s popularity, radio expanded. The number of AM
stations increased from 2086 in 1950 to 4046 in 1965. FM broadcasting
found sharply increased audience favor in the 1960’s and By 1965 there
were STALIoNS on (he alr. Radio-sets

mated 228,000,000 8 themrimrhomes; cars, and coat pockets.

Radio found it could best sell brief time slots and spot announcements
to sponsors. The result was the rise of the disc jockey, a glib fellow who
could project a vocal personality on the air and through his chatter give
a semblance of unity to a melange of popular recordings, commercials,
and news summaries. Many stations became more profitable for their
owners with this new style of programming.

Network radio news programs conformed to the new pattern. NBC in
1957 began offering news on the hour for 18 hours of the day, in five-
minute segments. Stations added local news, weather, and sports cover-
age. Bigger stations maintained more comprehensive news shows for
morning, noon, and evening audiences but many smaller stations failed
to get beyond the headlines. In the mid-1950’s CBS offered a news
analysis in depth, “The World Tonight,” and NBC introduced its week-
end “Monitor” show with a substantial news-and-comment base. Each
of the networks developed a four-minute information program fitting the
new sponsors’ time desires—*‘Dimension” on CBS, “Emphasis” on NBC,
and “Flair” on ABC.

With mobile units, beeper phones, and tape recorders, radio can go
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where the news is with little difficulty. Radio has continued to offer
coverage of major news events as they happen. Enterprising stations
cover home town meetings, air interviews, and conduct “open mike”
opinion shows. With its widespread listening availability, radio continues
to be an important news medium.

CHANGES IN THE MOTION PICTURE

The changes wrought by television in the Hollywood motion picture
studios have been equally profound. During the first part of the postwar
decade, the major Hollywood studios avoided television like a poisonous
thing. They forbade their stars to appear on TV shows and refused to
release their old films for rerunning on television. This resistance broke
down under economic necessity. Having failed to defeat television by
these tactics, the motion picture industry decided to join it. One by one
the major studios sold their backlogs of old films to television for huge
sums, and immediately millions of American families saw on their home
screens the same motion pictures they had paid admission fees to watch
in theaters two decades earlicr. Entertainers, especially comedians, who
had long been forgotten by the public suddenly regained prominence
through revival of their old pictures, and in some cases they began their
careers afresh as a result.

The huge motion picture lots in and around Hollywood became de-
voted more and more to the production of filmed television programs
and TV commercials. One of the largest and most spectacular, the back
lot at Twentieth Century-Fox where frontier towns, streets in old New
York, small midwestern villages, and southern plantation homes stood
side by side in an anachronistic jumble of stage settings, gave way to a
vast apartment and residential development.

The changes in Hollywood’s film output were equally drastic. The
theme for the major producers became “fewer and bigger pictures,”
many of them filmed in Europe because of tax considerations and a
favorable labor market. The producers found their market for the routine
Class B drawing room drama and adventure tale taken over by the tele-
vised half-hour show, which the home audience could watch free. So the
major studios turned to producing pictures of epic proportions in color,
shown on gigantic screens. Here was sweep and grandeur the TV screen
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could not match, qualities sufficiently alluring to draw the viewer away
from his easy chair and the admission fees out of his pocket.

A segment of the film industry went off in another, less desirable
direction in pursuit of ways to draw the viewer from television. These
film makers tried to achieve shock value with material that was too
grotesque, socially daring, or close to obscenity for the home TV screen.

One result of the film industry’s struggle for survival was a breakdown
in the self-imposed censorship code by which the producers policed them-
selves. This had been adopted in reply to outcries by organized religious
and social groups against a too-liberal treatment of sex in some films. For
years some producers grumbled that the code was unrealistic in many
respects, but generally it was respected and obeyed. Then, in the late
1950’s, certain producers intentionally violated its strictures. Sensing a
more liberal attitude among the citizenry, and arguing that they were
dealing with socially significant subjects which had been forbidden un-
wisely, these film makers plunged ahead. One of these “breakthrough”
efforts was Otto Preminger’s picture on the previously banned topic of
narcotics, The Man with the Golden Arm.

In the 1960’s, numerous films were being released by European and
Hollywood producers and accepted by the public which would have been
taboo a decade earlier. Some of these rightfully could be credited to a
more adult and open attitude toward social problems and were sponsored
by men willing to fight against censorship barriers they believed to be
outdated and unreasonable. Certain legal decisions hitting at film censor-
ship practices in some states, such as that permitting the showing of the
controversial British film, Lady Chatterley’s Lover, broke down the bar-
riers even further. These developments created a more friendly atmos-
phere for such films as the British 4 Taste of Honey, the American
Lolita, and Ingmar Bergman’s Swedish-produced psychological studies
like Through a Glass Darkly and Wild Strawberries. Unfortunately they
also opened the way for pictures which had no social purpose but which
blatantly exploited the market for lustful crime and sex films.

SUMMARY

Both film and radio were used to transmit news almost as soon as they
were developed as means of communication. The first news broadcast
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in the United States, in 19186, is generally credited to Dr. Lee De Forest,
the inventor of the vacuum tube, which made voice broadcasting possible.
Regular news broadcasting by licensed stations be i 0.

In the 1920’s, radio concentrated on dramatic news events and on-the-
spot sports coverage rather than news summaries. Growth of radio net-
works, and standardization of broadcast practices under the authority of
what became the Federal Communications Commission, were important
elements in the growth of radio news.

A bitter war between newspapers and radio over broadcasting of news
led to creation of a Press-Radio Bureau to provide the networks only
a limited amount of news summaries. The move failed, and after 1935
stations could buy the news reports of the press associations. Columbia
Broadcasting System led in developing its own news-gathering organiza-
tion after 1933, With H. V. Kaltenborn and Edward R. Murrow as
leading figures, radio news achieved maturity during the Munich crisis
and war years. Radio enjoyed a boom during the war and postwar years;
public attention to broadcast news continued at a high level and local
stations built up their news bureaus and coverage.

Experimental telecasting began in the 1920’s, but it was 1939 before
NBC offered New York City the first regular telecastm ar-
time “freeze” prevented expansio cial cable
linked east coast cities. A second “freeze” to give the FCC time to plan
nationwide television lasted until 1952; during that period the trans-
continental microwave relay was completed in 1951. Television’s great
expansion was under way in 1953 and emphasis on broadcast news by
the networks shifted to the new medium. Such leading personalities as
Murrow, Kaltenborn, Walter Cronkite, Chet Huntley and David Brinkley,
and Howard K. Smith became familiar visitors to American homes on
news and documentary shows. Europe was linked to America for “live”
television viewing through the successful launching of communications
satellites, beginning with Telstar in 1962. While television developed
considerable programming of high quality, it also featured Westerns and
old movies.

Despite a sharp decline in the importance of their networks, radio
stations survived the spread of television by adopting a “music, news, and
sports” format which kept costs in line with decreased revenue. The
number of radio stations on the air nearly doubled between 1950 and
1965, and FM radio enjoyed an upturn in popularity. Motion pictures
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suffered from decreased theater attendance, but found new formulas by

producing wide-screen spectaculars and films of a more provocative
nature.

STUDY QUESTION

How well, in your opinion, do the television and radio stations you
listen to or watch keep you informed about news and public affairs? Do

you turn to newspapers or magazines for some particular kinds of
information?

PROJECTS

1. Listen to a substantial evening newscast, either on radio or tele-
vision, and keep a record of the stories covered and the approximate
amount of time given to each. Compare these results with the next morn-
ing’s newspaper. How many of the same stories appear and what promi-
nence do they have? What prominent stories in the newspaper were not
on the broadcast?

2. Watch a television program or listen to a radio program and write
a brief analysis of the educational level of the viewers or listeners at
whom the program seemingly is aimed. Name a program that appeals to
persons of another educational level.
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CHAPTER 7

THE MASS MEDIA:
CURRENT PROFILES

WHO READS, LISTENS, LOOKS?

Newspapers, radio, an@;@vxswm&se to bemg umversangdm
in the "URited States. Nine out of 10 American adults see a dally news-

2 T R et —
paper regularly; of those W e mEloTty Tead a weekly paper.
Radi6s"are found in 98 per cent of h vision sets, in 93 per cent.

Again, the-adulr-audienices come close to the total potentidl™

Magazines rank i cal; the best available survey figures show
that mm-m_—lmﬁpadults read at least one magazine regularly.
Approximately 5O per cent of American adults, when asked, say they
have attended a movie during the previous month; a fourth have seen
one or more each week. Only 25 per cent report they have read a book
during the past month, and book readership is estimated at about 30 per
cent of the American adult population.

These figures constitute both a tribute and a challenge to the mass
media. Certainly they point to widespread public support of the com-
munications industries. But they immediately pose problems for those
who must produce publications, programs, or films for mass audiences
with diversified interests and varying expectations of what they want to
read, see, or hear: the single newspaper, radio station, or television sta-
tion serving an entire community; the network television or radio pro-
gram seeking acceptance in tens of millions of homes; the nationally read
magazine reaching out for several millions in circulation; the “smash hit”
motion picture and the “best seller” book which are the hopes of those
industries. Some mass media products—particularly in the magazine,
film, and book fields—are designed for small and essentially homoge-
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neous audiences, but the characteristic tendency is toward “bigness” of
audience and the finding of a common denominator of appeal.

The 1750 daily newspapers print approximately 59,000,000 copies
each week day and the 550 Sunday papers print 47,000,000 copies—
enough to make the average per family 114 daily copies and slightly
more than one Sunday issue. Another 18,000,000 circulation weekly is
added by the 8500 weekly newspapers. Readership surveys for metro-
politan dailies show the average reader (excluding nonreaders of the
issue being surveyed) spends from 25 to 35 minutes with his newspaper
—perhaps a minute a page. He is a single individual in a heterogeneous
audience; he selects the articles which interest him, the advertisements
which catch his eye, the pictures which tell their stories quickly. The
editor can appeal to him with the one-fourth of the items in a typical
daily which gain no more than 4 per cent readership and with the one-
fourth which are read, at least in part, by 30 per cent or more of the

potential audience. TheContinuing Study of Newspaper Reading, con-
for 11 years by the Advertising Research Fou@gt<found that
men read an dVetage-of 14 per-cent of allthe-item$’in a daily paper; :

women read 11 per_cent, No story gaified*mote than 90 per cent reader-

@% N e ————__

N ¢ large newspaper, like the leading department store, must be “all
things to all people” if it is to win the maximum attention in terms of
reading time from its diverse audience. Some of its readers wish mainly
to be entertained when they sit down with the paper; at the other end of
the scale is a group which reads magazines, books, and other newspapers
and follows television and radio public affairs programs. Its expectations
in the news and opinion areas are far more demanding than the average.
Striking a balance is not an easy task for an editor. Weekly newspapers,
concentrating on telling local news to smaller and more intimate audi-
ences, are more thoroughly read than are dailies; small-town dailies, in
turn, draw a higher readership per item than the metropolitans of bigger
bulk and more diversity of offerings and audiences. With less space,
however, these smaller papers are less likely to satisfy the special interests
of differing groups of readers.

In the vast majority of towns and cities where weekly and daily news-
papers are published, everyone reads the same paper. But when radio
and television sets are turned on, there is more choice; relatively few
listeners or viewers are restricted to a single choice among the 4000 AM
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radio stations, 1280 FM stations, and 700 television stations. Some
228,000,000 AM radio sets, 25,000,000 FM sets, and 61,000,000 tele-
vision receivers snap on and off—the average family listens to the radio
for approximately one and a half hours a day and watches television
for almost seven hours each day. Programs of limited appeal cannot
be aired except at the peril of boring and losing a good deal of the
audience. When broadcasting news, radio and television must concen-
trate on the type of story which gains 30 per cent or more of the news-
paper readers’ attention.

There are some 8000 periodicals published in the United States that
have a total circulation of upward of 400,000,000 copies per issue. Of
these, approximately 600 are classified as general interest magazines; the
remainder appeal to specialized audiences. About 50 have a circulation
of 1,000,000 or more, the largest running to 15,000,000 copies. The
1500 book publishing firms produce more than 1,200,000,000 copies
yearly, with some paperbacks and occasional “best sellers” selling a mil-
lion or more copies. The general interest magazines and mass-sale books
encounter the same problems faced by newspapers, radio, television, and
motion pictures in satisfying large-scale audiences which are made up of
many individuals with varying interest levels and desires.

An opinion attitude survey made on a national basis by the Survey Re-
search Center of the University of Michigan for the National Association
of Science Writers in 1957, as part of a study of science news by Profes-
sor Hillier Krieghbaum of New York University, provides a reliable
check on how the public rates four of the mass media. Asked which was
their favorite for obtaining general news, those queried answered in these
percentages: newspapers, 57 per cent; television, 22 per cent; radio, 16 -
per cent; magaZifies, 4 per cent. ~or7ﬁmmw
obtaining science news, the percentages ran: newspapers, 34 per cent;
television, 22 per cent; magazines, 21 per cent; radio, 3 per cent. In this
specialized area, magazines had an advantage in giving perspective to
the news. But the tables turned when each respondent was asked to name

his favorite source for entertainment. The percen were: televisio
74 per ceqt; radio, 14 percent; —‘lg);ng_cs, 6 per cent, newspapers, 5 per

cent. This s y'_c&lﬁrmed\\?ﬁat the mass communications industries
already knew: television had won supremacy as the primary media
source of entertainment, and other media were wise not to attempt to
compete with it for audience attention on that basis alone.
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WHO OWNS THE MEDIA?

One of the major challenges to the mass media in recent years has been
sharp criticism of the trend toward their control by relatively small
groups of individuals. Newspapers have drawn the heaviest fire on the
issue of ownership concentration. But similar trends have occurred in all
the mass communications industries, as they developed in a society whose
economic atmosphere encouraged mass production and bigness of busi-
ness enterprises.

More detailed examinations of the present-day positions of each of the
mass media will be presented in later chapters dealing with each medium
individually. But historical trends, particularly in newspaper ownership,
and a comparative summary can be noted now so that the criticisms may
be evaluated.

In 1880, when the New Journalism era was developing, there were
850 general circulation English-language dailies in the United States.
The number jumped to 1967 by the year 1900, and reached a peak of
2200 in 1910. By 1930 there were 1942 dailies; a low of 1744 was
reached in 1945 before a stabilizing process leveled off the number at
1750 (a few more in some years).

The number of one-daily cities stayed fairly constant until 1920 at
about 40 per cent of the total. It jumped to 71 per cent by 1930 and to
84 per cent by 1965. The number of cities with more than one daily, but
with a single owner, was negligible until the 1920’s, but reached 12 per
cent of the total by 1965. This left only 50 cities, or fewer than 4 per
cent, with competing daily newspapers under separate ownerships, as
compared to 20 per cent in 1930 and some 60 per cent at the turn of the
century. Community weeklies reached a peak of 11,800 in 1910 and
leveled off at 8500 by 1960, with only 4 per cent of weekly newspaper
towns supporting competing papers.

More cities had daily newspapers in 1960 than in 1910—1470 as
compared to 1207. Circulation of dailies had jumped from 24,000,000
to 59,000,000 copies, a sharper increase than was recorded in population
growth. But there were 450 fewer dailies, and there was considerably less
choice in the big cities which had supported a variety of newspapers a
half-century before. In four out of five towns and cities, there was no
choice at all of local newspapers; in 19 out of 20 there was no choice
between competing publishers. Diversity of viewpoint had to come from
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out-of-town newspapers, magazines, books, radio, television, film, and
other cultural contacts.

Group ownership of newspapers has been a much-debated subject.
A group, or chain, is defined as two or more newspapers published in
different cities by the same owner. In 1900, when Scripps and Hearst
were organizing their groups, there were just eight in the country, con-
trolling 10 per cent of the total daily circulation. By 1935 there were 63
groups, controlling 41 per cent of daily circulation and 52 per cent of
Sunday circulation. This was the peak year for the national chains, led by
Hearst and Scripps-Howard. Hearst’s 26 dailies had 13.6 per cent of the
country’s circulation and his 17 Sunday editions had 24.2 per cent. The
smaller Scripps-Howard papers had 5.1 per cent of total daily circulation
with 25 dailies.

By 1965 there were more groups listed, in part because better records
of newspaper ownership had been kept. The 135 groups (one-third con-
sisting of just two papers) controlled some 660 dailies, with 45 per cent
of total daily circulation and 50 per cent of Sunday circulation. The
Hearst dominance had been sharply curtailed, however; that group’s 10
remaining dailies had 4.7 per cent of daily circulation, and its 8 Sunday
papers had 6.5 per cent of the Sunday total. The Patterson-McCormick
group (with the Daily News in New York and the Tribune and American
in Chicago) was largest, with 5.4 per cent of the country’s daily circula-
tion and 9.9 per cent on Sunday. Scripps-Howard had the largest number
of dailies, 18, with 5 per cent of daily circulation and 7 Sunday papers
with 4 per cent of the total.

Rising among the group owners was Samuel Newhouse, who added the
dailies in Portland and New Orleans, the St. Louis Globe-Democrat, and
the Birmingham News to his earlier holdings in New Jersey, on Long
Island, and in Syracuse. His 16 dailies had 4 per cent of total daily circu-
lation and 5.3 per cent of the Sunday total. In round numbers, the leading
group owners had total circulation as follows: Patterson-McCormick,
3,200,000 daily, 4,600,000 Sunday; Scripps-Howard, 3,000,000 daily,
1,860,000 Sunday; Hearst, 2,800,000 daily, 3,000,000 Sunday; New-
house, 2,350,000 daily, 2,500,000 Sunday.

In the vicinity of the 1,000,000 mark for both daily and Sunday circu-
lation were three other prominent group owners. John S. Knight had four
large papers in Detroit, Miami, Charlotte, and Akron. John and Gardner
Cowles had four in Minneapolis and Des Moines. The Ridder family had
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14, centered in Minnesota and California. Next in order of circulation
importance were the holdings of the Cox, Gannett, and Block groups, all
above a half-million.

Some owners in single cities had circulations bulking as large, however;
Marshall Field’s Sun-Times and Daily News in Chicago ran above
1,000,000 combined daily circulation to lead this list. The Chandler
family’s Los Angeles Times, the McLean family’s Bulletin and the An-
nenberg family’s Inquirer in Philadelphia, and the Ochs-Sulzberger
family’s New York Times all topped the half-million mark daily.

If large units of ownership and lack of local competition seemed to be
growing characteristics of the newspaper industry (although the average
daily paper had only 10,000 circulation), the same was equally true of
the other mass media. In magazine publishing, 10 large firms dominated
the field, with two of them—Time Inc. and the Curtis Publishing Com-
pany—taking in more than 40 per cent of the money spent on national
advertising in general interest magazines. Ranking behind them were
the Hearst magazine group, largest in point of numbers of magazines, and
the Reader’s Digest, largest in circulation with 15,000,000 circulation
in the United States and 11,000,000 overseas. Among the country’s other
most influential magazines, Time Inc. controlled Life and Time; Curtis,
the Saturday Evening Post and Ladies’ Home Journal; Cowles magazines,
Look; McCall Corporation, McCall’s; and Hearst magazines, Good
Housekeeping. Newsweek, U.S. News & World Report, and the New
Yorker were independents. The number of major competitors in various
magazine fields tended to decline; readers had from two to four choices
in each of the general interest, news, women’s, and quality magazine
areas.

Radio and television, as we have seen, quickly established patterns
of network broadcasting. Under Federal Communications Commission
policy, one ownership is limited to no more than seven AM, seven FM,
and seven TV stations (five VHF, two UHF). Thus the four major net-
works themselves owned only 19 radio stations and 15 television stations.
But stations affiliated with them under contracts totaled, in the radio
field, 228 in 1934, 702 in 1944, and 1334 in 1953. Virtually all of the
powerful clear-channel radio stations were network-owned or affiliated.
Television’s ascendancy in the 1950’s brought a decline in radio network
programming and a consequent lessening of network influence, but there
were still 1351 radio stations affiliated with the national networks in
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1965. The three television networks had a total of 645 outlets. There
were, in addition, 58 regional radio networks and 10 regional television
networks. The rapid increase in the number of radio stations (up from
2375 to 4000 between 1953 and 1965) gave listeners a widening choice,
however. Television is a one-station ‘“monopoly” outside the major
cities, except in towns served by community antenna television systems
(CATV). S

“SWPBB0K publishing, no more than two dozen firms account for two-
thirds of the grand total each year. Eight large studios have dominated
the motion picture industry historically, producing 80 per cent of feature
films and distributing 95 per cent of films reaching the public, although
independent production by stars and the inroads of television have tended
to break down the major-company system in recent years. The mass
media which receive news reports from the press associations have just
two to choose between—Associated Press and United Press Interna-
tional. The feature syndicates, although numerous, have developed a few
major suppliers of columns, comics, and other entertainment materials.
In the world of advertising, a small number of the hundreds of advertising
agencies dominate the placing of the large national advertising appropria-
tions in the mass media.

Cross-channel ownership is another characteristic of the mass media.
Newspapers and magdZNes™are associated in common GWiaership wi
9.8 per cent of the AM radio stations, 13 per cent of FM stations, and
31 per cent of television stations. The Hearst group owns both major
newspaper and magazine properties, radio and television stations, a news
service, a photo service, a feature syndicate, a paperback book publishing
firm, and a newsreel. Scripps-Howard is in the newspaper, radio, tele-
vision, press association, photo, and feature syndicate fields. The Cowles
brothers own newspapers, magazines, and radio and television stations;
Samuel Newhouse also is in all these fields. Time Inc. and Meredith
Publishing Company are in radio, television, and book publishing, as
well as being leaders in magazine production.

SOCIAL AND ECONOMIC PRESSURES ON THE MEDIA

Obviously the mass media are not free agents, able to produce their
publications, programs, and films exactly as their owners would like to
do, or in the manner they might seek to reach in keeping with their
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social role as described by the philosophers. They are part and parcel of
a society which exerts strong social and economic pressures upon them
while it commands them to be free from pressures which would inhibit
full exercise of their responsibilities.

The public interest and the public’s interests are often two very dif-
ferent things. The editor is expected to present a full, comprehensive,
and intelligent account of all the day’s events—to do so is in the real
public interest. Yet various groups with personal interests in a thousand
and one different activities seek to gain space within the newspaper’s
columns for their projects. Much of this activity is well intentioned, but
the pressures brought upon the news media inevitably affect total per-
formance. If a newspaper gives several columns of space to a pleasurable
but relatively unimportant civic function, some other kind of news will
not appear. Social workers, educators, foreign affairs specialists, scien-
tists, businessmen, political partisans, and many other citizens are con-
vinced that the kind of news and opinion they are most interested in
deserves more space than it is getting. The editor, be he at the newspaper
or the radio or television station, can only seek to balance these pressures
against his obligation to handle the main flow of the news.

News people must also contend with organized pressures. So must the
people who produce magazines, books, films, and radio and television
programs. Discussions of controversial issues are often impeded by
groups or individuals who bring powerful pressure to bear upon the mass
media. Editors who seek to do a conscientious job of analyzing touchy
political issues run afoul of groups of citizens who seek to punish them
for speaking out in behalf of the public welfare. Radio and television have
been subject to organized pressures which sometimes have led the media
to avoid controversial programming. Motion picture operators know full
well the power of religious groups and other organizations which effec-
tively dictate in matters of taste; this censorship extends at times into
matters of subject material. Magazine and book publishers likewise must
contend with informal censorship through social pressure. The entire
field of public relations and publicity writing is a form of organized pres-
sure upon the mass media which institutions and companies seek to use
to carry their messages. Organized groups, like individuals, can be useful
at times in supplying information to the media and in convincing media
people that they should or should not carry out specific undertakings, but
they can also prevent the media from doing the most effective jobs they
are capable of doing in serving the over-all public interest.
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Economic pressures are inevitable for all of the mass media. They
must make a profit; they must have adequate capital if they are to
improve their products. The competition for sales and advertising
revenues is intense between media and among units in the same medium.
In each of the media there must be a balance struck between what should
be done and what can be done if the product or service is still going to
have sales value and adequate public support. Without a reasonable
number of readers or viewers, a newspaper or television station cannot
have advertisers, for example. Neither can a magazine or a radio station.
Films or books, no matter how socially desirable they might be, must
have viewers or readers who will pay cash for the privilege. Many of the
media units exist on small margins of profit; even as great a newspaper
as the New York Times returns as little as $1,500,000 profit on a
$120,000,000 annual gross. Each book published represents a gamble
for a narrow profit return—unless a “best seller” comes along—and too
many bad gambles can lead a publishing house into bankruptcy. Quality
magazines likewise run close races with the red ink in many cases.

Changes in the pattern of media use by advertisers bring strong eco-
nomic pressures on the media, which are competing for the revenues in-
volved. Some figures will illustrate the point. The first set of figures
covers the total of expenditures for all forms of advertising by both na-
tional and local advertisers. The compilations, made for Printers’ Ink
by the research department of McCann-Erickson Inc., are informed esti-
mates based upon the best available statistics. They show that news-
papers, in the three decades since 1935, began with 45 per cent of all
advertising expenditures in the country, dropped to 36.5 per cent by
1953, and to 29 per cent by 1963. Magazines started at 8.3 per cent of
the total, rose to 13.8 per cent by 1946, and dropped back to 8 per cent
by 1963. Radio began at 6.5 per cent, increased to 15.7 per cent by 1946,
and fell to 5.9 per cent by 1963. Television, starting with 3 per cent in
1950, had by 1963 taken over 15.8 per cent of all advertising expendi-
tures. The “all others” category of some 40 per cent includes direct mail
(15.5 per cent), business papers (4.7 per cent), outdoor advertising
(1.3 per cent), and other miscellaneous forms of advertising. In dollars,
the four major media were estimated to have received these sums in
advertising expenditures in 1963: newspapers, $3,800,000,000; televi-
sion, $2,000,000,000; magazines, $1,000,000,000; radio, $780,000,000.
The total for the four was more than double that for 1950.

But another set of figures shows a much different relationship among
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the four major media. These deal with just national advertising expendi-
tures in newspapers, magazines, radio, and television. Out of the total
amount spent by national advertisers each year in just these four media,
how much did each of the media receive? National advertising forms a
crucial part of their total revenue pictures and there is intense competi-
tion for the pieces of the “pie” assigned to the major mass media by the
advertisers. The figures show that in 1929, newspapers received 54 per
cent of national advertising revenues going to these mass media; maga-
zines, 42 per cent; radio, 4 per cent. Ten years later, in 1939, the figures
were: newspapers, 38 per cent; magazines, 35 per cent; radio, 27 per
cent. Radio had become a powerful new advertising medium. This rela-
tionship continued with only small percentage changes until television
arrived on the scene. By 1953 the line-up was: magazines, 30 per cent;
newspapers, 29 per cent; television, 24 per cent; radio, 17 per cent. By
1963 the relationship seemingly had leveled out at these figures: televi-
sion, 45 per cent; magazines, 27 per cent; newspapers, 20 per cent; radio,
8 per cent. Television had replaced radio as a major national advertising
medium, and had eclipsed newspapers in that field. Over three decades
newspapers had seen their share of this particular advertising “pie” cut
to less than half; even though their dollar take had tremendously in-
creased, their potential in national advertising revenues had greatly de-
clined. The same was true to a lesser extent of magazines. Newspapers
received 80 per cent of their total advertising revenues from local ad-
vertising; radio, 63 per cent; television, 16 per cent. In the local field,
television was no particular menace. Magazines developed regional edi-
tions to cater to regional advertisers, and split-runs for localized adver-
tising, in an effort to add to their revenues.

Advertisers are hard-boiled about where they spend their money.
They study the various media and make decisions, such as to switch their
magazine appropriations into television, or to increase their newspaper
expenditures at the expense of television and radio. They can choose be-
tween putting ads into the big Sunday magazine supplements or into a
long list of smaller newspapers. Such decisions depend upon the type of
advertising and the type of audience appeal the product might require.
Eventually the agencies must select individual units within each medium
—will it be Life or Look, or both, or the Reader’s Digest instead? How
about the weekly newspapers—how many and how much for each? The
media do intensive promotional work, as industry groups, and as in-
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dividual publications and stations. All of this contest must be carried on
—and successfully—before the editors can do their jobs of supplying
news, opinion, and entertainment.

The mass media are also subject to certain economic pressures im-
posed by government. It is clear that the Supreme Court will permit
government regulation of the press for ends which it regards as desirable;
it is equally clear that the media are not exempt from regulations which
affect their businesses (taxes, wage and hour laws, collective bargaining
laws, etc.) any more than any other industries. Ownership of newspapers,
magazines, and radio and television stations must be made public—a de-
sirable form of pressure from government. The provisions of the antitrust
laws were applied to open the Associated Press membership more widely.
They were also used in the case of the Lorain, Ohio, Journal to prevent
the paper from coercing advertisers who were also patronizing a local
radio station. They were used again in the Kansas City Star case to bring
an end to what the court held was a local advertising monopoly, reacting
adversely against possible competitors, through forced tie-in of advertis-
ing in morning and evening papers and radio and television stations
owned by the publishing company. In cases of consolidations of both
newspaper and magazine properties, the government has attempted to
intervene in the interests of preserving competition; so far, it has been
unsuccessful. The Federal Communications Commission forbids one li-
censee from holding more than one radio and one television license in
each community and limits the total number of licenses one person or
firm can hold. The FCC has also scrutinized carefully the applications of
newspapers to hold radio or television licenses, but generally it has not
discriminated against valid applications which have more merit than
those of other applicants for the same wave lengths or channels.

One final charge concerning economic pressure should be noted. This
involves pressures brought by advertisers upon the mass media. Much
more emphasis has been placed upon this subject than it deserves. A
generation ago many more instances of “censorship” by advertisers who
wanted something kept out of the news columns could be cited than
today. Neither large nor small newspapers need submit to outright threats
by a single advertiser—even their largest—for the advertiser needs the
paper as much as the paper needs the advertising. An ordinary advertiser
has no power to make threats at all, if they involve the paper’s integrity.
Requests from advertisers are another matter. Some want publicity as



142 CURRENT PROBLEMS AND CRITICISMS

well as paid space, and sometimes newspapers and other media oblige.
Requests and publicity releases from advertisers can be as legitimate as
those from other members of the community. This is a matter of news
judgment, tempered in some instances by business office efforts to please
a customer. The supposition that advertisers exercise “thought control”
over newspaper publishers and editors is greatly exaggerated; after all,
the publisher is a member of the same business and social community as
the advertiser and he is likely to hold the same basic viewpoints in eco-
nomic and political matters. Assuming that the paper has conscientious
editors, it is unlikely that pressures brought by advertisers will be any
more effective than those brought by other groups in the community.

In television and radio, the advertiser controls the content of the pro-
gram put on during the time span he has purchased (this control of the
time surrounding his advertising messages is in sharp contrast to the
practice in the print media, where the advertiser has no control over the
space surrounding his ad). His advertising agency advises him on the type
of program most likely to do the job of attracting listeners or viewers.
This development has such deep historical roots in the two industries that
it is unlikely that the practice can be changed, although such groups as
the Commission on Freedom of the Press have called for the networks
and the stations to take control of their time and limit the advertisers to
control of brief advertising message periods. Those who dislike the quality
of television and radio programs can blame the advertisers and bring
pressure upon them, as well as upon the industry, to improve their offer-
ings. Disclosures of unethical practices on television quiz and give-away
shows during the late 1950’s brought an awakening of public interest in
the subject of program control and threats of governmental intervention
if the networks, advertising agencies, and advertisers did not find a way
to assure the integrity of their programs. Continuing controversy over the
amount of violence and other antisocial actions presented in television
shows kept the issue alive, a criticism which will be discussed in the next
chapter.

SUMMARY

The mass media are well accepted by their readers, listeners, and
viewers in the United States. Newspapers, radio, and television come
close to being universal media, with 90 per cent or more of homes ex-
posed to each. Magazines reach 60 to 70 per cent of adults; motion pic-
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tures, 50 per cent; and books, 30 per cent. These figures are both a
tribute and a challenge to the communicators, who know full well that
there are difficulties to overcome and criticisms to meet in the serving of
such diversified audiences.

One of the major challenges to the mass media in recent years has re-
volved around the problems of declining competition and control by
relatively small groups of individuals. Our 1750 dailies appear in 1470
cities and towns, but only 4 per cent of those cities have competing,
separately owned papers. Similarly, only 4 per cent of towns with
weeklies still have competing papers. Group ownership of newspapers is
substantial but the largest group of dailies, owned by Scripps-Howard,
numbered 18 in 1965 and no group owner controlled more than 5 per
cent of the total circulation.

Similar characteristics can be observed in the other media. Ten large
firms dominate magazine publishing, led by Time Inc., Curtis, Hearst,
McCall, and Cowles. Television and radio stations, particularly the larger
ones, are affiliated with three big networks. Two dozen book publishing
houses account for two-thirds of the books produced each year. Eight
large studios have dominated the motion picture industry historically.
Cross-channel ownership further concentrates media ownership.

There are many pressures exerted on the media by society, including
pressures by individuals, organized groups, and government. Economic
pressures must be taken into account in evaluating the performance of
the media. Newspapers obtained 45 per cent of all advertising expendi-
tures in the country in 1935, but only 29 per cent in 1963 as television
emerged to take 15.8 per cent. Television is now the dominant national
advertising medium; newspapers are the overwhelming choice for local
advertisers. Radio has become primarily a local advertising medium.

STUDY QUESTION

To what extent are large units of media ownership a natural develop-
ment of modern American life?

PROJECTS

1. Consult the newspaper and broadcasting directories listed in the
bibliography and determine the ownership of the newspapers and broad-
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casting stations in your community. Are any of the papers group-owned?
What network affiliations do the stations have?

2. Examine three issues of a newspaper and list items which you think
were published for very small groups of readers either at their request or
in an effort to provide diversity of content. Examples might be an article
about art, a column about stamp collecting, or a story about the activities
of a minority political party.



CHAPTER 8

CRITICISMS
AND CHALLENGES

CRITICISMS CONCERNING DIVERSITY

With all of the evidence about ownership and control of the mass
media before them, critics of the print and electronic media cannot be
blamed for raising their voices in protest. The complaints have centered
about the charge that newspapers have become a “one-party press” in
expressing their opinions about political candidates, about the lack of
outlets in the mass media for expression of minority viewpoints, and
about the lack of diversity of offerings for readers, viewers, and listeners
of different cultural levels. The complaints all add up to a common one:
the mass media have become standardized in content and outlook because
control has been concentrated in relatively few ownership groups, all
seeking to reach large common-denominator audiences.

Certainly there is merit in general discussion of these and other prob-
lems facing the mass media. Those owning and working in the various
media recognize the existence of the problems, and some, at least, have
attempted to meet the challenges insofar as they can be acted upon. They
resent the excesses of criticism from some quarters, particularly when
there is no reasonable solution to a problem, or when the critics fail to
recognize that changing social and economic conditions have forced ac-
ceptance of changes in the mass media not to anybody’s liking. An arbi-
trary assumption that a “monopoly” newspaper situation is automatically
bad for a community is an unfair generalization; so is the assumption
that “bigness” is correlated with antisocial conduct. The best of the mass
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media’s offerings are both competitive and noncompetitive, both large
and small. So are the worst. What is important is the amount of respon-
sibility accepted by the owners and workers in the mass media for carry-
ing out their obligations to the society which they serve.

Criticisms of newspapers since the 1930’s have been focused most
often on their editorial positions in political campaigns. Figures com-
piled by Editor & Publisher magazine each presidential election year ex-
plain why. Historically the majority of daily newspapers giving editorial
page support to a presidential candidate has been on the side of the
Republican party. In 1932 the Democratic candidate, Franklin D.
Roosevelt, had the active support of 38 per cent of the daily circulation
represented in the Editor & Publisher poll; his Republican opponent,
President Herbert Hoover, had 55 per cent (the remainder represented
newspapers making no endorsement editorially). This seemed to be a
fairly reasonable division of newspaper editorial opinion, although some
critics contended the newspapers should reflect the outlook of the ma-
jority of the electorate, despite the fact that publishers and editors might
personally have arrived at an opposite conclusion regarding what was
best for the country.

As Roosevelt ran in his second, third, and fourth campaigns, his edi-
torial page support dwindled, dropping to 25.2 per cent in 1940 and 17.7
per cent in 1944. When President Harry Truman upset Republican
Thomas E. Dewey in 1948, he had the backing of only 10 per cent of
daily newspaper circulation, whereas Dewey was actively endorsed by
papers with 78.5 per cent of the polled circulation. In 1952, Dwight D.
Eisenhower won with the backing of 80.2 per cent of daily newspaper
circulation, while Democrat Adlai E. Stevenson could muster only 10.8
per cent. It was then that Stevenson made his charge about a “one-party
press in a two-party country.” In 1956 President Eisenhower’s total
dropped to 72 per cent of the polled circulation; Stevenson had 13 per
cent, and 15 per cent represented papers not actively endorsing either
candidate (the largest such total to that time).

In 1960 Vice President Richard M. Nixon had the support of papers
with 70.9 per cent of the polled circulation in his unsuccessful race
against Democrat John F. Kennedy, who had 15.8 per cent. Kennedy was
endorsed by 22 of 125 dailies above 100,000 in circulation, Nixon by
87. No stand was taken by 12 and 4 went unreported. This represented
more large pro-Democratic papers, with a better geographic spread, than
at any time since 1944, But Democrats still grumbled.
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Then came the dramatic reversal of 1964. President Lyndon B. John-
son and Senator Hubert Humphrey were the Democratic nominees in the
wake of Kennedy’s assassination. The Republicans turned to candidates
from their conservative right wing, Senator Barry Goldwater and William
Miller. Editor & Publisher’s poll was as clear-cut as the election results.
Johnson had the support of dailies representing 61.5 per cent of the polled
circulation, Goldwater 21.5 per cent. Among the 125 dailies above
100,000 in circulation, 82 endorsed Johnson, 12 endorsed Goldwater,
8 said they were uncommitted, and 23 remained undecided or unreported.
Because papers representing only 76 per cent of the total daily circulation
answered the 164 poll (compared to 92 per cent in 1960), it is also use-
ful to compare each candidate’s committed circulation to the total circula-
tion of all 1750 dailies. In 1960 these figures were: Nixon, 65.2 per
cent; Kennedy, 14.5 per cent; independent and unreported, 20.3 per cent.
In 1964 the figures were: Johnson, 46.8 per cent; Goldwater, 16.4 per
cent; independent and unreported, 36.8 per cent. In numbers of papers
endorsing candidates, the figures for 1960 were 731 for Nixon and 208
for Kennedy, and the figures for 1964 were 445 for Johnson and 368
for Goldwater. For at least that one election, the shoe was on the other
foot and it was Goldwater who cried out against a “partisan press.”

What could be done? If publishers and editors conscientiously believed
Candidate A should be elected over Candidate B, they scarcely could
be asked to endorse Candidate B just to give him a better split of the edi-
torial page support across the country. They could take steps to see that
their editorial pages, outside the column of editorials themselves, gave
due expression to viewpoints of all political factions. They could make
every effort to back up their own editorial opinions with full discussions
of the issues, honestly and fairly weighed. Most importantly, they could
take every precaution not to let the newspaper’s editorial preferences
affect in any way the selection and presentation of news stories.

However one-sided the newspapers lined up editorially, they did not do
so in their news columns. The weight of the evidence in various studies
made of press performance in covering recent campaigns shows a reason-
ably creditable job on the news pages. Only a very small minority of
newspapers could be accused of deliberate bias. Most presented the news
as it happened, without regard to the candidate the paper might be sup-
porting. Unhappily, the nation’s publishers turned down an opportunity
for a large-scale study of their performance in a political campaign, pro-
posed by the professional journalistic society, Sigma Delta Chi, and
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blueprinted by a group of leading social scientists and journalism edu-
cators. This reluctance to accumulate factual evidence cost the news-
papers a chance to be cleared of some of the more extreme charges
leveled against them and cost all students of the press, in and out of the
media ranks, an opportunity to learn more about the problem of improv-
ing political reporting and press performance during election campaigns.

It should be noted in passing that American readers do not support
newspapers purely on political grounds. In many cities, the last pro-
Democratic paper disappeared a half-century ago. New York City’s many
Democratic voters permit the Post, most consistently liberal of the city’s
six dailies and the only one to support Stevenson in 1952 and 1956, to
run a weak fifth in circulation. In Los Angeles, the pro-Democratic
Daily News went bankrupt in 1954 even though it stood alone among
five papers in a metropolis with a good split of political partisans.
Really radical newspapers have had even less success in attracting reader
support. The proposal by some press critics that “new newspapers” be
established to redress the political balance on editorial pages is as un-
realistic in terms of gaining paid-in-advance subscriptions as it is in terms
of finding ways of reversing the trend toward reduction of competing
units.

Finally, it should be noted that editorial pages have been given credit
for more influence than they have. Research studies show that many
other factors besides newspaper reading enter into the formation of voter
decisions in a national political campaign. Voting behavior is most
strongly affected by social pressures and group associations and by opin-
ion leadership. Radio and television, with their direct broadcasts of
candidates’ speeches, are another important factor. Magazines are an im-
portant source of information for the opinion leaders. The impact of
events, as reported by the news media, can produce a tide of public
opinion which editorial pages could scarcely be expected to reverse.
Certainly the voter has a variety of exposures to information and opinion
outside the columns of his newspaper.

The complaint that the mass media, in general, do not provide suffi-
cient outlets for the expression of minority viewpoints is a valid one.
Splinter groups in politics find themselves virtually ignored both in the
news columns and in gaining any sort of editorial page support. Those
to the far right or left in economic matters, or in suggesting solutions to
social problems, meet the same fate. This is not to say that the mass
media shun minority viewpoints and radical proposals, for they do not.
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But by the very nature of their relationship to their mass audiences they
scarcely can give the amount of space zealous advocates of such view-
points would like to see devoted to their causes and opinions.

Perhaps most serious is the complaint that the mass media lack a di-
versity of offerings for readers, viewers, and listeners of differing cultural
levels. The high-level reader who finds the Times or Herald Tribune in
New York City to his taste is shocked to discover that in many other
American cities no newspaper appears which he finds worth-while to
read. Even in cities with three or four newspapers, all will be aimed at
a too-low level of appeal, both in the exercise of the news function and
the editorial function. This same charge is the most prevalent one made
against television and radio—programming is aimed at the intellectually
immature and entertainment-seeking people and cannot satisfy those who
wish higher levels of cultural performance and information-giving.
Magazines, books, and films can be produced more easily for different
cultural groups but excessive popularization has also been charged
against those media.

One bright spot in television and radio diversity has been the noncom-
mercial educational station. But only 114 of the 242 television channels
reserved for this type of station had been claimed by 1965, a disappoint-
ing result for those who wished a more intellectual television fare.

It is hard to estimate how much “bigness” and concentration of owner-
ship of the mass media have been responsible for lack of diversity.
Certainly in television and radio, some of the most effective programming
has been supported by the networks. Presumably big book publishing
firms, major motion picture producers, and the leading magazine pub-
lishers would not shun an opportunity to make a profit by catering to the
desires of those who wish products deviating from the mass-desired norm.
And certainly conscientious newspaper publishers do not want to stand
accused by the most intelligent persons in the community of producing
their newspapers at the dull level of mediocrity.

Too much concern probably has been shown over the decline in news-
paper competition. It is true that in New York City, for example, the
number of newspapers has been reduced. The death of any newspaper is
a sad event; the passing of Joseph Pulitzer’s New York World in 1931
was particularly grievous. But the merging of Bennett’s Herald and
Greeley’s Tribune to form the Herald Tribune gave New York an out-
standing newspaper to replace its losses. The merging of Pulitzer’s World,
Bennett’s Telegram, and Dana’s Sun to form a single paper did not result
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in such a gain, but it reduced the stress of economic competition for such
papers as the Times, the Herald Tribune, and the Post, in their jousting
with the popular tabloids. The best available studies indicate that the
emergence of the “natural monopolies” in the newspaper publishing in-
dustry has brought it to the highest point of economic stability in its his-
tory, and such stability is necessary for the improvement of press per-
formance.

Opinion surveys of readers of noncompetitive papers in Minneapolis,
Louisville, Des Moines, and Atlanta show they have highly favorable
attitudes toward their newspapers. It is a matter of demonstrated record
that many of the highly regarded newspapers are noncompetitive (the
Christian Science Monitor, Wall Street Journal, Milwaukee Journal,
Louisville Courier-Journal and Times, Minneapolis Star and Tribune,
Kansas City Star, Toledo Blade, Des Moines Register and Tribune,
Providence Journal, Atlanta Constitution). Others of the leaders have no
direct competition in their own publishing time cycles (the Washington
Post and Times Herald, St. Louis Post-Dispatch, Baltimore Sun, Los
Angeles Times, Denver Post, Miami Herald). Some maintain top levels
of performance in directly competitive situations (the New York Times,
New York Herald Tribune, Chicago Daily News), but in most of the
highly competitive cities, the quality of newspapers suffers. Studies com-
paring the amount of space allotted to different kinds of content in non-
competitive and competitive papers show, however, that for dailies as a
whole there is little difference in either news or editorial content; in
many cases publishers relieved of the problems of direct competition
have not taken the opportunity to improve their products as they argue
they can do in “natural monopoly” situations, and as papers like those
cited have done.

GENERAL CRITICISMS OF CONTENT QUALITY

Any summary of challenges to the mass media must focus on the
criticisms leveled against the quality of their content. These criticisms
fall into the following general areas: (1) over-emphasis on entertaining
rather than informing, (2) sensationalism Tather than effective-popu-
- Ll';xﬁéavﬁ'gg?( ﬁAfﬁsﬁfﬁclen;ﬁfgﬁ%qwxclugtancéwmmse the
opinion_function, and (.4)1,:{?:120’.1;, both quantity and quality of media

content in smaller communities. | Ee——
The Commission on Freedom of the Press, financed by Henry R. Luce
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of Time Inc. and chaired by Chancellor Robert M. Hutchins of the Uni-
versity of Chicago, considered these questions in its 1947 summary
report, A Free and Responsible Press, a general statement of principles
for consideration of mass media problems. This important private study
was directed by 13 men, principally social scientists from outside the
field of journalism, lawyers, and philosophers. They subscribed to the
Jeffersonian concept of a free press that is responsible for providing the
current intelligence needed by a free society and listed society’s five re-
quirements of the mass media: (1) a truthful, comprehensive, and in-_
telllgent account of the day’s events i
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This phllosophxcal statement v1ewed the agencies of mass communica-
tion as “an educational instrument, perhaps the most powerful there is.”
The images created by the mass media can be helpful or detrimental in
the making of public decisions and in the maintenance of social goals and
values, The obligation to inform, the commission emphasized, extends
beyond mere relating of current news, or mere entertainment in the cases
of magazines, books, film, radio, and television. Entertainment can also
be informative in nature, but that type of approach does not meet the full
obligation of the mass media to reflect educational leadership.

In a statement about sensationalism, the commission commented:

To attract the maximum audience, the press emphasizes the exceptional
rather than the representative, the sensational rather than the significant.
Many activities of the utmost social consequence lie below the surface of
what are conventionally regarded as reportable incidents: more power
machinery; fewer men tending machines; more hours of leisure; more school-
ing per child; decrease of intolerance; successful negotiation of labor con-
tracts; increase of participation in music through the schools; increase in the
sale of books of biography and history.

In most news media such matters are crowded out by stories of night-club
murders, race riots, strike violence, and quarrels among public officials. The
Commission does not object to the reporting of these incidents but to the
preoccupation of the press with them. The press is preoccupied with them to
such an extent that the citizen is not supplied with the information and dis-
cussion he needs to discharge his responsibilities to the community.

Effective popularization would be the reporting of such activities of
“utmost social consequence” as the commission lists in a manner which
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would make the stories interesting and readable. Certainly the news
media do report in these and other significant areas of human activity,
but it is also true that in many newspapers, and television or radio news-
casts, there is preoccupation with the interesting but more transitory
events to such an extent that too little attention is paid to the more
significant news. Crime news occupies only a small percentage of space
in newspapers but the prominence given it often makes it appear to
“crowd out” more basic news; the same is true of news of controversy as
opposed to the news stories that record progress.

The duty to present “a truthful, comprehensive, and intelligent account
of the day’s events in a context which gives them meaning” involves both
the use of interpretative news accounts and the exercise of the opinion
function. The trend toward interpretative reporting has been a substantial
one; but any thoughtful newsman would agree that much remains to be
accomplished. If space limitations prevent the use of interpretative ma-
terial, then the news medium fails in part of its duty. Radio, by re-
verting to five-minute newscasts on the hour—even at the network level
—took a step backward in its social performance. Even though radio
claims it has increased the volume of its news operations, any five-minute
broadcast must necessarily be more shallow than a 15-minute news pro-
gram or news analysis broadcast. Newspapers which permitted the ratio
of advertising to news to reach two-to-one levels thereby curtailed avail-
able space for significant news and interpretation to such an extent that
only the most careful regulation of entertainment and feature material
and human interest news could salvage the situation.

The smaller community has problems of obtaining both quantity and
quality of media content which are not so pressing in big cities. Dailies
of limited size must curtail the length of some of their news articles, and
their editors must pick and choose a few stories from among a large
number of worthy ones because of space limitations. Motion picture
operators in smaller communities — and even in some larger ones —
cannot profitably show foreign or out-of-the-ordinary films which are
of higher quality than the usual Hollywood fare. But this is a problem
which extends to other cultural and educational areas for the non-metro-
politan population. Those who wish may subscribe to larger nearby news-
papers or to journals like the New York Times or Christian Science
Monitor. They may read magazines, books, and news magazines. They
have access to television and radio. They may go to the city for films, art,
plays, and musical events. A study of Paducah, Kentucky, a city of
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33,000 people, showed it received 1800 copies of daily newspapers and
more than 5000 Sunday papers from outside the community (the Pa-
ducah paper itself sold 12,000 copies within the city), 430 news maga-
zines, almost 2000 picture weeklies, some 1750 other general weeklies,
and 13,000 monthly magazines. Its public library had 110 magazines on
file and circulated about 10,000 books a month. These facts do not ab-
solve the local mass media from attempting to do the best possible job
in presenting information, but they point up the reality that the smaller
newspaper must be supplemented with other kinds of mass media, no
matter how conscientiously it is edited.

WHAT 1S THE ENTERTAINMENT FUNCTION?

Much of the criticism of the mass media revolves around their enter-
tainment content: overemphasis on entertaining rather than informing;
lack of diversity of offerings for readers, viewers, and listeners of different
cultural levels; lack of meaningful social purpose in much of what is
offered; outright poor taste and antisocial conduct in making appeals to
audiences on sensational or emotion-arousing bases. It is necessary,
while examining these criticisms, to recognize the nature of the enter-
tainment function.

Historically the mass media through which news and opinion are
circulated also have entertained their readers, viewers, and listeners.
Some media, in fact, devote the bulk of their time and space to enter-
tainment, assigning only a relatively small portion to the dissemination of
news and opinion. In other media, notably newspapers, the news and
opinion functions dominate. The degree and quality of what we call
entertainment vary widely, even within a single medium, according to
the character of the offering and the intent of the media producers.

In some cases the goal is primarily a fulfillment of aesthetic pleasure—
the audience receives a sense of enjoyment as a dominant reaction. Ex-
amples would be reading good fiction or poetry in books and magazines,
viewing some motion pictures, hearing radio music or viewing television
drama of quality, seeing some types of photographs. In other cases a
simpler definition of entertainment prevails: “to amuse, interest, divert.”
This is true of much of the offerings of the print media, films, radio, and
television, including those in which an entertainment quotient is sought
to accompany news and opinion.

Indeed, the more deeply we probe the relationship between entertain-
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ment and news-opinion, the thinner the line of separation appears.
Printed and broadcast material which the recipient believes to be solely
for his entertainment may in fact carry a social or political message and
be closely linked to the news of the day. In reverse, the purveyors of
news often use the techniques of the entertainers—such as suspense,
change of pace in delivery, conflict, and incongruity—to dramatize their
information. Thus they strengthen its impact on many of their readers
and listeners.

A study of the daily newspaper shows that the definition, “to amuse,
interest, divert,” can be applied to many of the news stories published,
especially those human interest items which most editors print as spice
for the heavy menu of serious political and economic news. The words
apply directly to the layouts of comic strips, cartoon panels, whimsical
columns, and crossword puzzles that appear in most daily newspapers.
This same definition also applies to magazines in which comic drawings,
light verse, and fluffy satirical essays are published in the same issue as
serious articles on politics; in fact, these bits of sheer entertainment are
often inserted in “back of the book” pages to lighten the appearance of
the long articles and to help carry the reader through the advertisements.
Similar overlapping of the entertainment and news-opinion functions,
both intentional and incidental, can be found in the other media—motion
pictures, television, radio, and books.

To understand fully the dual role of the mass media, it is necessary to
remember that a human is learning something most waking moments of
his life, whether he realizes it or not. This is especially true when he is
exposed to the offerings of the mass media. Even while watching a horror
movie in a drive-in theater, he is acquiring some new bit of knowledge
or insight into human behavior, if nothing more than a fresh realization
that many of his fellow men are so anxious to escape the dull realities of
everyday life that they will pay to sit in the dark and have a monster of
cardboard on a canvas screen frighten them. The newspaper reader who
turns to the crossword puzzle for a few minutes of relaxation finds himself
learning such words as emu, ibis, and gnu because the puzzle designer
had trouble making his pattern come out even. The television viewer
sees and hears a newscaster quote an American official to the effect that
the Soviet Union is 20 years behind us in the material aspects of life.
Later in the evening a rerun of an old motion picture brings home to him
graphically how much the designs of our automobiles and household ap-
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pliances have progressed in two decades. This bit of insight, gained while
he is pursuing his main purpose of being entertained, helps him to com-
prehend better the flow of twentieth-century history: the old TV film
gives the viewer a visual frame of reference for the news report.

ENTERTAINMENT IN THE PRINT MEDIA

Earlier chapters have already suggested the uses made of the printing
press in supplying entertainment to readers. Many of the incunabula,
the books published before 1500, were cheap, popular editions. Although
books historically have represented a treasure house of our civilization,
they have also provided entertainment, ranging from the level of highest
aesthetic enjoyment to that of momentary diversion. Many novels ap-
pear every year with the sole purpose of providing escape and entertain-
ment for the reader. Development of the low-priced, paper-bound book
in the nineteenth century and its current strong revival have helped the
authors in the “escape” field, some of whom are as adroit in their crafts-
manship as are the writers of fiction and nonfiction which has a serious
social purpose. There are few creative outlets equal to the well-written
novel as a purveyor of opinion, information, and social purpose, partially
concealed by the cloak of entertaining action. Many motion picture pro-
ducers have turned to novels for source material. The same range of
quality and emphasis upon the entertainment function has also been
exhibited by the thousands of magazines which have been founded as
publishing ventures since the 1700’s, ranging from the literary journals to
the cheap pulps playing on interest in sex and crime.

In the newspaper area, what we call “human interest” news has always
been in reader demand. Before newspapers were established, the casual
news sheets and flyers which printers produced often dealt with sensa-
tional events: violent crime, “miracles” and rumors based on lack of
scientific knowledge of physical phenomena, wars and battles, doings of
the famous. Crude woodcuts were used early to attract and entertain
audiences through illustration. Throughout newspaper history, as the
chapter on development of the news function has already indicated, edi-
tors and reporters have used the news columns themselves for their en-
tertainment value, either through selection of story material or through
use of writing skills.

The newspaper today, as yesterday, also has a budget of non-news
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entertainment material: comic strips, puzzles, humorous columns, car-
toon panels, short stories, advice to the lovelorn, “how-to-do-it” articles
in the family and women’s sections, travel articles, fashion and cooking
hints, and other offerings which fall outside the definition of news. One
of the problems of the modern editor is to keep this sort of material in
proper balance. Studies of representative samples of daily newspapers
show that only 55 to 64 per cent of nonadvertising space is devoted to
“spot news,” meaning local and nonlocal stories and pictures with definite
timely elements. The remainder goes to the editorial page and opinion
features, informative material, and entertainment items. Undeniably,
readers expect their newspapers to entertain them to a degree. But they
also can turn to other media for entertainment, notably to television in
recent years. Studies of circulation trends in the 1950’s show clearly that
those newspapers published in big cities which had sacrificed their news-
opinion role in order to entertain their readers, or had over-emphasized
entertainment, were the heaviest losers of circulation. Copy sales of the
New York Daily News and of a group of Hearst-owned newspapers de-
clined in numbers ranging into the hundreds of thousands over a single
decade.

Throughout much of its history, the newspaper has supplied literary
material to a hungry reading public. The Tatler and the Spectator, pro-
duced by Joseph Addison and Richard Steele for early eighteenth-century
readers, depended upon “essays” for their enormous popularity in Lon-
don, James Franklin in Boston and Benjamin Franklin in Philadelphia
reprinted English authors and modeled their own writing on the same
literary style. Daniel Defoe’s Robinson Crusoe was printed serially in
many colonial weeklies. Magazines and books were still hard to come by
in nineteenth-century America, particularly on the frontier, and as much
as a third of newspaper content might be literary in character: short
stories by James Fenimore Cooper, Rudyard Kipling, Robert Louis
Stevenson, Bret Harte, Mark Twain; essays and poems by Emerson,
Hawthorne, Whittier, and Whitman; and a mass of far less famous
material.

The syndicates which supply non-news material to newspapers got their
start with literary offerings. S. S. McClure and Edward W. Bok of maga-
zine fame began two of the syndicates of the 1880’s. Readers throughout
the country came to know the work of newsmen turned columnists and
humorists: Opie Read, Joel Chandler Harris, Finley Peter Dunne (“Mr.
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Dooley”), George Ade, Eugene Field, Edgar A. Guest. Gradually the
magazine replaced the newspaper as the medium offering literary fare,
but vestiges of this traditional role still exist in the daily and weekly
press. The syndicates shifted their attention, in turn, to humorous col-
umns, cartoons and comic strips, gossip columns from Broadway and
Hollywood, and political columns, in addition to the welter of special-
interest material ranging from crossword puzzles to cooking hints.
Among the leading syndicates over the years have been Western News-
paper Union (primarily for weeklies), Hearst’s King Features, Scripps-
Howard’s United Features, Bell, McNaught, and the Chicago Tribune-
New York Daily News Syndicate.

The “funny papers” first appeared as a part of the Sunday newspaper
package of the 1890’s—the same package which contained magazine
supplements like Hearst’s American Weekly and other entertainment
sections. Joseph Pulitzer and William Randolph Hearst built the Sun-
day edition to its omnibus status during their circulation war in New
York City which was highlighted by their struggle over possession of
Richard F. Outcault’s “Yellow Kid” cartoon. The “Katzenjammer Kids,”
“Happy Hooligan,” “Bringing Up Father,” and “Barney Google” were
all early Hearst successes; “Mutt and Jeff,” the first daily strip, and
“Toonerville Folks” were given national distribution by Bell Syndicate.
Immediately after World War I, Robert R. McCormick of the Chicago
Tribune and Joseph Medill Patterson of the New York Daily News gave
the reading public “Andy Gump,” “Gasoline Alley,” “Harold Teen,”
“Winnie Winkle,” “Moon Mullins,” and “Little Orphan Annie.” Hearst
retaliated with “Toots and Casper,” “Thimble Theatre” featuring Olive
Oyl and Popeye, “Tillie the Toiler,” “Boob McNutt,” and the most suc-
cessful of all American comic strips, “Blondie.”

The “funny papers” changed character in the 1930’s with the entry of
countless strips involving detectives, gangsters, cowboys, adventurers,
and supermen. McCormick-Patterson’s “Dick Tracy” started one trend
and the same syndicate’s “Terry and the Pirates” another. But such
familiar characters as “Henry,” “Skippy,” “Little Iodine,” and H. T.
Webster’s “Casper Milquetoast” continued to appear, followed by “Den-
nis the Menace” and the little folks of “Peanuts,” reversions to the 1890’s
pattern. United Features’ “Li’l Abner” and Post-Hall’s “Pogo” offered
social messages in addition to humor. With circulations ranging to
40,000,000 and 50,000,000 readers, the comic strip characters have be-
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come a part of American life (and in some instances, life in many coun-
tries overseas). In all except a few daily newspapers (notably, the New
York Times), they remain an important circulation-drawing feature.
When Li’l Abner married Daisy Mae in 1952 the event was featured as
a news item in many papers.

Syndicates have also made famous such editorial page cartoonists as
Rollin Kirby, Edmund Duffy, Nelson Harding, Daniel R. Fitzpatrick,
Herbert L. Block, and Bill Mauldin, whose influence extends far beyond
their home newspapers. The political columnists—Walter Lippmann,
Drew Pearson, Joseph Alsop, Doris Fleeson, Marquis Childs, and the
rest—Ilikewise owe their fame to syndicates. So do the columnists of the
entertainment area: Walter Winchell, Dorothy Kilgallen, Louella Par-
sons, Hedda Hopper, and the advisers of the lovelorn and “I have a
problem” readers, Dorothy Dix, Ann Landers, and Abigail Van Buren.
It is a hard fact that offerings like “Blondie” and “Dear Abby” draw
some of the highest ratings in readership surveys, and the modern news-
paper executive must study the syndicate offerings as carefully as he
watches the main flow of the news.

Granted the necessity of providing entertainment, the newspaper edi-
tor merits criticism when he runs too many comic strips, gossip columns,
and non-news features at the expense of adequate coverage of the news;
when he selects too much of the flow of human interest news and cuts
short news of social and political importance; when he resorts to head-
lining of murders, sexual misconduct, and other sensational events for
purposes of arousing emotions and selling papers rather than illuminating
antisocial problems. Those concerned with the adverse effects of over-
emphasis on the themes of sex and violence also point to magazines and
paperback books as conspicuous culprits.

A recent study of “Sex and Violence on the American Newsstand” by
a sociologist, Herbert A. Otto (summarized in Journalism Quarterly,
Winter 1963), provides a comparison among different segments of the
print media. The researchers analyzed issues of 55 representative maga-
zines and found a total of 2524 incidents of violence and 1261 incidents
dealing with sexual themes. Police and detective magazines contained an
average of 77 incidents of violence per issue and 15 involving sex; men’s
magazines, 63 involving violence and 19 involving sex; romance maga-
zines, 33 involving violence and 50 concerned with sex. The highest
quality magazines—Atlantic, Harper’s, and New Yorker—averaged 15
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incidents of violence and 5 involving sex. Family magazines scored 12
and 4, respectively. Of a sample of 300 paperback books found on a
representative newsstand, 44 per cent had covers or illustrations with a
seductive, sadistic, or violent theme.

Turning to issues of 10 representative metropolitan newspapers, the
researchers found that on the average they devoted 5 per cent of their
news space to stories dealing with incidents of violence, including acci-
dents and war as well as crime. One, the New York Daily News, used
a third of its news space for such stories; the other nine used from 2 to
8 per cent. The Daily News devoted 3.3 per cent of its space to subjects
dealing with sex, the other nine less than 1 per cent. These figures should
surprise many critics of the newspaper press.

CRITICISMS OF FILM AND TELEVISION

Of all the mass media, the motion picture and its first cousin, televi-
sion, are the most extensively devoted to the entertainment function. In
the large majority of motion pictures the primary purpose is to give
aesthetic pleasure or simply “to amuse, interest, divert.” Even when the
producer of a motion picture intends to deliver a social message, he does
so with a strong narrative line, so that viewers who fail to absorb or ap-
preciate his editorial message will nevertheless leave the theater with the
feeling that they have had their money’s worth in entertainment.

Many motion pictures and television programs have a goal no more
ambitious than to give the viewers a period of relaxation, through
comedy, romantic drama, or suspense shows. This purpose is laudable
and requires a large amount of technical and story-telling skill to be ac-
complished successfully. Those who condemn the motion picture and
television fare being offered to the American audience today do not quar-
rel with the fact that such light diversions are presented but with the fact
that in their view far too much of the available time is devoted to this
frothy, almost meaningless entertainment. They contend that the ex-
pensive, proficient technical facilities of motion picture and television
studios should be put to a meaningful social purpose more frequently
than they are.

But does the mass of the public really want more adult and provocative
film fare? Many of the men who direct the motion picture and television
industries contend that their primary role is to sell entertainment, not to
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conduct an educational institution. They cite viewer polls which show
large followings for films and TV shows the critics condemn as inane.
With the extremely heavy investment involved in producing films, these
purveyors of entertainment say they cannot afford to give the public pic-
tures which win critical acclaim but fail financially because too few
people view them. Unfortunately that has been the fate of some of Holly-
wood’s most literate film offerings. A man who invests $6,000,000 in
producing a motion picture usually protects his investment by aiming
his product at an educational level sufficiently broad to attract huge
audiences.

No matter what position a debater takes in this perennial argument
about the “age level” of film fare, notable examples are available in
history to contradict his argument. Every year a few motion pictures are
made whose success shows that a film can be literate, witty, and even
socially significant and still earn large profits. Historically, however,
Hollywood has produced few films which match the artistic qualities and
aesthetic level of even its pioneer film, D. W. Griffith’s Birth of a Nation,
or Charlie Chaplin’s later successes in The Gold Rush and Modern
Times. Those interested in this level of experimental quality and aesthetic
achievement must turn to the European film producers, who have given
us such widely acclaimed pictures as Open City and The Bicycle Thief.
Such directors as Sweden’s Ingmar Bergman, Italy’s Roberto Rossellinj
and Federico Fellini, France’s Jean Renoir, Britain’s Tony Richardson,
and Spain’s Luis Bufiuel have had great cultural impact and influence
on film-making, as have film producers in Japan, India, Mexico, and
Poland. Fellini’s La Dolce Vita and Richardson’s Tom Jones were major
U.S. box office attractions; usually, however, foreign films appear only in
larger cities despite growing U.S. interest in them.

In recent years, to offset the inroads of television on theater attendance,
U.S. motion picture producers have been making spectaculars—long
films in color, employing wide-screen processes and stereophonic sound,
in which the viewers find themselves almost engulfed by sight and sound.
Many of these have been loud, dull, and almost pointless; an example is
Cleopatra, which nevertheless is paying back its $50,000,000 investment,
Some, like The Diary of Anne Frank, have been artistic successes and
box office disappointments. Others—including the early Cinerama trav-
elogues, Around the World in 80 Days, Ben Hur, and West Side Story—
have been successful from both critical and financial aspects. Ben Hur
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reclaimed its investment from road showings at advanced prices and sub-
sequently passed Gone With the Wind as the top income-producing film
in motion picture history, a record which has kept Hollywood’s focus
on spectaculars. Hollywood has produced such fine less costly films as
Lilies of the Field in recent years, yet it knows that such an urbane and
witty film as Gigi played on double features with a cowboy picture in
some rural areas in order to draw a crowd.

More disturbing to discerning critics of Hollywood than the relatively
low intellectual level and the emphasis upon broad mass appeal by pic-
tures as a whole is the readiness of some producers to exploit the baser
human emotions. The films these men put into the theaters are contrived
mixtures of brutality, sex, and depraved horror. These films no more
qualify as escapist relaxation for most viewers than they do as social
documents. They appeal only to the desire among some portions of the
population for vicarious adventures in lust and corruption. It is such films
which have done the most to discredit the reputation of American mo-
tion picture producers.

Television has faced criticism of its entertainment fare since its incep-
tion, but not until 1959 did the new medium become involved in wide-
spread controversy. That year public attention was focused on scandals
involving “fixing” of contestants on the popular quiz shows. At the same
moment those who were already critical of the frothy nature of the top-
rated variety and comedy shows were horrified to find them succeeded
in network prime time preference by the Westerns. An increase in detec-
tive and murder mystery dramas added fuel to the controversy. Investiga-
tions of the quiz shows, of the role of advertisers in dictating content of
television’s offerings, and of the amount of crime and violence shown on
the nation’s screens followed each other in rapid order.

In May, 1961, the then chairman of the Federal Communications Com-
mission, Newton N. Minow, stunned a National Association of Broadcas-
ters audience with this indictment:

When television is good, nothing—not the theater, not the magazines or
newspapers—nothing is better. But when television is bad, nothing is worse.
I invite you to sit down in front of your television set when your station goes
on the air and stay there . . . until the station signs off. I can assure you
that you will observe a vast wasteland.

You will see a procession of game shows, violence, audience-participation
shows, formula comedies about totally unbelievable families, blood and
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thunder, mayhem, sadism, murder, Western badmen, Western goodmen,
private eyes, gangsters, more violence, and cartoons. And, endlessly, com-
mercials—many screaming, cajoling and offending. And most of all, boredom.
True, you will see a few things you will enjoy. But they will be very, very few.

The “vast wasteland” speech, carrying with it an implied warning from
the chairman of the regulatory commission for television to police itself
or be policed, brought a spurt of reform. It also brought out some coun-
ter statements, such as this one by Robert W. Sarnoff, NBC board chair-
man:

Television is a huge communications system that serves the public interest
and must reflect to a fair degree the mass audience’s preferences. . . . The
best a network can do is to produce a balanced blend of light and high-brow
entertainment, public affairs and news that gives reasonable satisfaction to
all elements of the audience. . . . The schedule offers something for every-
one. . .. What do you want from TV? No matter how elevated your tastes
are, I guarantee that it offers more than you have time to watch. . . . It merely
involves consulting the schedule in a newspaper.

The Television Information Office, spokesman for the industry, asked
public opinion pollster Elmo Roper to put these two statements to a test.
Respondents in a national sample were asked to read them and to indicate
with which they were inclined to agree. In November, 1961, 55 per cent
agreed with Sarnoff’s defense; two years later the figure was 65 per cent.
Minow’s “vast wasteland” indictment won agreement from 23 per cent
in 1961, from 18 per cent two years later. Other respondents agreed with
both, neither, or did not reply.

A fresh attack on the amount of crime and violence portrayed on tele-
vision screens came in October, 1964, from a Senate subcommiittee in-
vestigating juvenile delinquency. The report was based on monitoring
of programs shown in four major cities from 7 to 10 p.m. over a seven-
day span. Programs featuring violence accounted for 46.8 per cent of
those shown in this 1964 test period, the committee said, compared to
48.6 per cent reported in a similar 1961 monitoring. Both ABC and NBC
devoted 55 per cent of prime time programming to programs emphasizing
violence and related antisocial behavior; CBS, in sharp contrast, 26.5 per
cent. The committee pointed out that these shows were televised, to an
overwhelming degree, during time periods in which the children’s audi-
ence was a large one. Television, the senators said, should improve its
content before the patience of the Congress wore too thin.



CRITICISMS AND CHALLENGES 163

CRITICISMS OF ADVERTISING

Criticisms of advertising have been widespread. Let us consider some
of the more common complaints and the replies that have been made to

each in the literature of the field: (1) _Advertising persuades us to buy
gwﬁw Persuasion 1s present, but never
cORLCIOR: 1t s up to each of us to exercise self-control and sound judg-
ment in our purchases. (2) Advertising aeeeals primarily to our emotions
rather than to ouri =Swnce all of us are motivated largely by emo-
tional drives, it is only natural that advertisers should make such appeals.
Again, a cautious buyer will avoid obvious “plays” to his emotions.
(3) A;I::ZWS’ too, is natural; everyone puts his best
foot fo fn whatever he says or does. Being aware of this bias, we can
discount some of the superlatives in advertising. (4) Adyertising involves
con?tcnng competitive claims. But advertising is “‘out in the opei, ™ #eVer
fiidden as arc some forms of propaganda, and we can decide for our-
selves. (5) Advertzsmg is und, petitious..That is because the public
is essenUally a passing parade, not a mass gathering; there are always
new users whom the appeal has never reached. And slogans like “It
Floats” have sold goods successfully for generations. (6) Much adver-
‘_tzsm_g‘;s_’yulgar& obtrustve ‘irztatmg Actually, only a handful of adver-
tisers empioy poor ‘taste i their appeals; their excesses damage the
higher standards of the many. And the very nature of radio and television,
whose commercials cannot easily be turned off, accounts for much irri-
tation; this complaint is seldom voiced in relation to printed advertising,
which can be ignored.

There are other criticisms, relating primarily to the role of advertising
itself rather than to its content. Certain economists, especially those who
nourished the vision of a planned, controlled society, have charged that
advertising is wasteful and unnecessary, adding to the cost of goods and
services. This is true in some instances, when business uses the advertis-
ing tool foolishly or for the purpose of maintaining an inflexible high
price on a product. But as a general criticism, it is answered with the
statement that advertising serves a socially desirable purpose: Our entire
economy is geared to a fast turnover of merchandise; advertising provides
selective buying information, assures us of uniform quality, saves us time
in shopping, helps to lower prices through mass production and mass sell-
ing techniques, improves our standard of living by educating us concern-
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ing new products, serves cultural and intellectual ends as well as those of
a purely material nature, and enables us to enjoy the mass media at small
expense.

Other criticisms are directed at advertising by those who fear that their
very lives are being manipulated by clever and unscrupulous Madison
Avenue word-wizards whose only objective is to sell goods and ideas re-
gardless of the social consequences. These critics are generally intellectual
men and women who resist classification among the masses at whom
the communications media are directed. Their intense desire to think and
act of their own volition in an increasingly monolithic world leads them
to attack advertising—"mass” by its very nature—at every turn, with
little thought of the inevitable consequences of a society in which adver-
tising became unduly shackled.

Many opinion leaders consider that advertising is almost wholly de-
void of ethics. Who has not read Frederic Wakeman’s 1946 best seller,
The Hucksters, or one of the series of anti-advertising novels which it
spawned? Who does not recall the rigged quiz shows and the disk jockey
payola scandals of the late 1950’s, for which advertisers and the com-
munications industry were blamed? The image of the earnest young
man-about-Madison Avenue complete with gray-flannel suit, attache
case, sincere smile, and lavish expense account is not one to inspire con-
fidence. Set against the background of yesterday’s patent medicine
quackery, extravagant advertising, and the laissez faire doctrine of caveat
emptor, and today’s allegations of misleading drug and no-warning cigar-
ette advertising, the bill of indictments is devastating.

Add to that the questions of good taste in broadcasting—the jarring
loudness of some commercials, the so-called insulting and obnoxious ad-
vertisements, the cramming of too many commercials into segments of
broadcast time, and the clutter and length of some TV program credit
crawls—and many persons have declared an anti-advertising Roman
holiday. “TV is a series of tasteless and endless interruptions,” cried one
critic. “The people are tired of being screamed at, assaulted, and insulted
by commercials,” exclaimed another.

The Federal Trade Commission has become the principal Washington
guardian over advertising, instituting ‘“‘corrective” suits on numerous oc-
casions. Senate groups have conducted hearings about drug advertising.
The Federal Communications Commission has threatened to curb broad-
cast “overcommercialization,” but mainly has looked to the FTC for
action against advertising content. In all, more than 20 federal agencies,
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including the Internal Revenue Service and the Securities & Exchange
Commission, have taken some steps to regulate advertising.

In reply, the advertising industry has pointed to its long tradition of
cooperation and self-policing and raised two defenses: that all advertising
should not be smeared due to the derelictions of a few, and that govern-
ment “does not understand advertising.” Industry leaders point out that,
just as we have some quack doctors, shyster lawyers, and unethical busi-
ness men, so there are advertising men without a sense of social responsi-
bility. This minority tends to give a “black eye” to the entire industry,
which in its associations and individually has been raising standards for
several generations.

Morton J. Simon, Philadelphia lawyer and author, has cited, in a
Printers’ Ink article, six principal reasons for W
governmental climate toward advertising: (1) Ad sing is a horizontal
in Tg,u s’!ﬁ’; ii guts across almost every"ﬁlsiness and service, s ack on
any industry almost always includes advertising. (2) Advertising repie-...
senfs a lot of money. It spends billions of dollars annually and &me per-
sons view these funds as apparently untaxed and above the grip of the

government. ( 3) Adverttsmg lives in a glass house. By its nature it can-
not hide its sins. (4) 1he gray-flannei-suit image is pervasive. Many

consider that advertising™fiien v 1avisH™4nd improperly on tax-de-
ductible expense accounts. (§) Adv?ﬂr%w
tected. Some in government believe that advertising is somehow tainted
by its commercial purpose and therefore is not protected by the First
Amendment; its legal status in this regard has not been made clear.
(6) Adbvertising has rarely lobbied. Unlike most other major segments of
the economy, HaverHeIE A HEVer Mititained a Washington lobby.

The industry is acutely aware of the many criticisms directed against
advertising, but insists that censorship and other governmental restric-
tions are not the answer. Only through continued voluntary pressures ex-
erted by advertising groups and through the steady growth of a sense of

social responsibility, it is maintained, will the abuses eventually be re-
duced to a minimum.

EFFORTS TO IMPROVE

It is generally agreed that government can play only a minor role in
efforts to improve the mass media, if they are to remain free. This means
that efforts at improvement must come from within the media themselves
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or must be generated by groups outside the media that represent the
general public. In each of the media there are groups and individuals who
are contributing to the efforts to meet the challenges raised by society.

One group is composed of the various trade associations. For news-
papers there are the American Newspaper Publishers Association, repre-
senting the dailies; the National Editorial Association, for weeklies and
small dailies; and two subsidiary national daily groups, the International
Circulation Managers’ Association and the Newspaper Advertising Exe-
cutives Association. There are also strong regional associations—Inland
Daily Press Association, Southern Newspaper Publishers Association,
New England Daily Newspaper Association, Northwest Daily Press As-
sociation—and state associations (usually emphasizing problems of
weeklies).

The trade associations for other media include the National Associa-
tion of Broadcasters, the Magazine Publishers Association, the American
Book Publishers Council, the American Textbook Publishers Institute,
the Motion Picture Association of America, the American Business
Press, Inc., the American Association of Advertising Agencies, and the
Advertising Federation of America.

Each trade association speaks for its industry in affairs of general
interest to the members. The staffs represent the industries when neces-
sary at congressional hearings and before other government bodies. The
associations develop promotional materials for their media and operate
central offices which act as clearing-houses for information about the
industries. The daily newspapers organized a Bureau of Advertising
which promotes their media; the Magazine Advertising Bureau, the Radio
Adpvertising Bureau, and the Television Information Bureau do the same
in their fields. The National Association of Broadcasters, the Motion
Picture Association of America, and the American Association of Adver-
tising Agencies have developed codes of conduct; in the case of the
motion picture group, the strict code regulating production of films is the
primary reason for its existence. While they are primarily concerned with
business matters, many of the associations sponsor discussions aimed at
improvements of their media and encourage individual activities aimed at
raising the standards of members.

There are also groups of editors and newsmen. Most prominent is the
American Society of Newspaper Editors, limiimmm,

€ ] i of dailies of 50,000 or more
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circulation. The ASNE formulated the “Canons of Journalism” in 1923

and anempﬁmEWMMMm but
found it could not expel an accused editor. Its thoughtful discussions in
annual meetings of news and editorial problems are reproduced in book
form in the Problems of Journalism series.
Editorial page editors and writers also formed the National Conferen

of Editori i ich meets annually in ém
ﬁamditorial pages of the members. It publishes a
quarterly, the Masthead, and has a code of principles “to stimulate the
conscience “dfié*thevgualityeefsthe American editorial page.” Managing
editors of newspapers belonging to the Associated Press have organized
the Associated Press Managing Editors Association, which has made a

continuing SHdY OF THE" AP Hews report and RS Publehed the APME
Wpomng on committee findings and convention sessions.

The Radio-Television News Directors Association is the equivalent
organization for the electronic media. It has sought to elevate standards
through adoption of a code of principles and has been instrumental in
forwarding the position of news and public affairs broadcasting in the
industry. Among magazine people, the International Council of Industrial
Editors has set standards of performance and has held annual sessions
for men and women who edit company publications. Both groups issue
magazines for their members.

The American Newspaper Guild has done much to improve the
standards of the newspaper business through the raising of salaries and
has attempted to carry out programs of self-improvement. Its publication
is the Guild Reporter. Membership is limited primarily to workers in
larger daily newspapers and the press associations. Its role as a trade
union will be discussed in greater detail in Chapter 9, which is devoted
to the newspaper industry.

There are other groups: the professional journalistic societies, Sigma
Delta Chi for men and Theta Sigma Phi for women, both a half-century
old and both operating chapters for working journalists as well as on
campuses; Pi Delta Epsilon, honorary collegiate journalism fraternity;
Kappa Tau Alpha, journalism scholastic society; Alpha Delta Sigma, pro-
fessional advertising fraternity; Gamma Alpha Chi, professional adver-
tising sorority; Pi Alpha Mu, professional fraternity for men and women
in the publishing, advertising, and journalistic management fields; and
Kappa Alpha Mu, professional photographic fraternity for men and
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women. All issue publications, the Quill of Sigma Delta Chi being the
best known. The Nieman Fellows, alumni of the.Ni Foundation
program for giving newsmen a year of study @%e
an important quarterly, the Nigman Reports. The Commission on Free-
dom of the Press, cited earlier iE'TMter, made the most notable
effort by a group outside the media to influence their conduct. The role
of journalism educators in universities and colleges and the cooperation
extended to them by the mass communications industries is detailed in
Part V of this book.

Any attempt to name individuals within the media who have demon-
strated leadership in responding to the challenges raised by society and
in urging programs of self-criticism and improvement is difficult. But
some can be singled out as examples. Among owners and publishers, there
have been Barry Bingham of the Louisville Courier-Journal, Arthur Hays
Sulzberger of the New York Times, and John Cowles of the Minneapolis
Star and Tribune. Among editors, Erwin D. Canham of the Christian
Science Monitor, Herbert Brucker of the Hartford Courant, J. Russell
Wiggins of the Washington Post and Times Herald, and Norman Isaacs
of the Louisville Courier-Journal and Times. Among other newsmen,
James B. Reston, associate editor of the New York Times, editorial
writer Alan Barth and cartoonist Herbert L. Block of the Washington
Post and Times Herald, Washington correspondent Clark Mollenhoff of
the Des Moines Register and Tribune, and columnist Marquis Childs of
the St. Louis Post-Dispatch. In the magazine world, the voice of Ben
Hibbs, former editor of the Saturday Evening Post, has been heard. Chief
spokesmen in the field of radio and television have been Dr. Frank
Stanton, Edward R. Murrow, and Eric Sevareid of CBS; Chet Huntley
of NBC, and Howard K. Smith of ABC.

Many more individuals could be named, for in all the mass media
there are conscientious and talented men and women who are as anxious
as any of the philosophical critics of the press that a better job be done
of informing the public and of giving it the basis for making proper
decisions. They need the help of all readers, listeners, and viewers who
make up the general public which the mass media serve.

SUMMARY

Criticisms concerning diversity of media content have arisen, particularly
focusing on the newspaper editorial page. A tendency toward a “one-
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party press” during national political campaigns compounded the diffi-
culties of newspaper editors, who obviously could not cater to all points
of view in mass circulation “monopoly” journals. Some of the critics, it
should be noted, placed undue emphasis upon the “power of the press”
to control voting.

Quality of media content has been criticized on the following points:
overemphasis on entertaining rather than informing, sensationalism
rather than effective popularization, insufficient interpretation and reluc-
tance to exercise the opinion function, lack of both quantity and quality
of media content in smaller communities, and bad taste and lack of social
purpose in advertising. The Commission on Freedom of the Press made a
thoughtful philosophic report on these problems in 1947.

No matter what physical and commercial changes occur in the mass
media, it can be assumed that the entertainment function will continue
to be a significant factor, both in its own right and as a means by which
writers and performers can deliver facts and viewpoints in a manner
palatable to mass audiences.

In some media, particularly television and the motion picture, the
entertainment function predominates. In others, notably the newspaper,
it plays only a related role to the news and opinion functions. The degree
and quality of what we call entertainment vary widely; in some cases the
goal of fulfillment of aesthetic pleasure is accomplished; in others the
object is simply to amuse and divert.

Relatively few motion pictures achieve a high artistic and aesthetic
level, and the same criticism is true of television offerings. Those who
work in these media point out that too often pictures and programs which
win critical acclaim fail at the “box office.”

Throughout newspaper history, the news columns have been exploited
for their entertainment value, either through choice of stories to be pub-
lished or through the way the stories are written. Newspapers have always
had, in addition, a budget of non-news entertainment material. The older
literary offerings have given way to columns, comic strips and cartoon
panels, advice to the lovelorn, “how-to-do-it” articles, and the countless
other offerings of the modern syndicate. Readers expect their newspapers
to entertain them, but those editors who go too far in emphasizing this
function find they are losing ground in the competition for audience
attention. The reader turns to the newspaper for news and opinions and
a degree of entertainment; if it is entertainment alone that he wants, other
media claim his eye and ear.
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It is generally agreed that efforts at improvement of the mass media
must come from within the media themselves or be generated by groups
representing the general public. Government can only play a minor role
in efforts to improve the media, if they are to remain free. In each of the
media there are organized groups and individuals working for better
performance: trade associations, organizations of editors and newsmen,
professional societies, and outstanding individuals who have demon-
strated leadership in responding to the challenges raised by society.

STUDY QUESTION

How valid, in your opinion, is the argument that the mass media, by
their nature, must reflect the average level of tastes in their presentation
of entertainment?

PROJECTS

1. Write a 300-word essay describing the types of comic strips pub-
lished in the newspaper you read. How many depend on humor, for
example?

2. Clip an advertisement from a newspaper or magazine and write a
brief commentary about its value to society.



PART IV
THE MASS
COMMUNICATIONS
INDUSTRIES AND
PROFESSIONS






CHAPTER 9
NEWSPAPERS

THE NEWSPAPER'S ROLE

The term “newspaper” covers a surprisingly broad range of publications.
It includes the small weekly in which every task from gathering news to
running the press is done by two or three people and the huge metro-
politan daily with a staff of more than a thousand and a daily circulation
of a million copies. Between these extremes are hundreds of daily and
weekly newspapers of many sizes and degrees of prosperity.

No matter what their circumstances, all of them are akin: they are
made of type, ink, and newsprint. They exist to inform and influence the
communities in which they are published, and the men who produce them
share a common urge to get the news into print. Into the pages of every
newspaper goes an essential but intangible extra ingredient, the minds
and spirits of the men who make it.

Newspaper work is an adventure, so full of fresh experiences that men
and women who have been in it for years still come to work with a sub-
conscious wonder about what unexpected developments the day will
bring. It is based upon a firmly disciplined routine, because “getting the
paper out” on time is paramount, and this can be done only if a definite
work pattern exists in all departments.

The exciting things that can happen within that framework are in-
numerable. For the newsman there is the stimulation of being on the
inside of big developments, of watching history being made, and of
meeting intriguing people. For those who work in advertising and circu-
lation, there is satisfaction in conceiving and executing ideas that bring
in money and influencing people through skill with words. Working on a
newspaper is an open invitation to create ideas and put them to work.

173
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The newspaper people who succeed best are those who handle the neces-
sary routine meticulously and bring to their jobs an extra spark of
creative thinking. Those for whom the atmosphere and work lose their
excitement frequently move on to other media or occupations.

As one of the mass communications media, the contemporary news-

paper has three fundamental functions and some secondary ones. The
basic ones are: ) to mform 1ts reade ively about what 1s hap-

as comic strips, columnists, and special features; (3) to sef¥e
the readef a5 a friendly counselor, 1nformatm_gn
m‘r
“When a newspaper performs all or most of these tasks well, it becomes
an integral part of community life. For most people the newspaper has
a more vivid “personality” than any of the other media. The temporary
disappearance of newspapers from a city, because of labor trouble or a
mechanical breakdown, creates confusion in business life and in the
ordinary flow of social and civic affairs. The subscriber without his news-
paper feels as lonesome as a person whose best friend has left town.

The printed word has a lasting power far beyond that of the spoken
word or the visual image. Readers can refer to it again and again. Thus
one of the satisfactions of newspaper work is that the stories printed in
today’s columns may be clipped and saved by readers for many years and
may be readily examined in the newspaper’s files decades later. This fact
increases the reporter’s feeling that he is writing history and contributes
to the newspaper’s position as a stabilizing, continuing institution in the
community.

GENERAL ORGANIZATION OF NEWSPAPERS

The newspapers in the United States can be divided roughly into four
categories: weeklies and semiweeklies, small dailies, larger dailies
(mostly in the submetropolitan areas), and the gigantic metropolitan
dailies. Each of these newspapers has a definite purpose and is tailored to
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the needs of the community it serves. The size and frequency of a news-
paper’s editions depend upon the amount of advertising and circulation
revenue it commands; trying to publish a newspaper on a grander scale
than its community can support is a sure and swift way to bankruptcy.

Most American newspapers have a page that is eight columns wide
and 20 to 21 inches deep; the normal column width is slightly less than
2 inches. This is called a standard size page. A rather small minority of
newspapers are tabloid in format, usually five columns wide and 15
inches deep, or approximately half the size of a standard page. Although
it is widely agreed that the tabloid size newspaper is very easy for the
reader to handle, the problems of printing it and the limitations on its
advertising potential have kept many publishers from adopting this
format. In spite of these limitations the newspaper with by far the largest
circulation in the United States, the New York Daily News, uses the
tabloid format.

Unfortunately because of the editorial approach used by some tabloid
metropolitan newspapers, the word “tabloid” has taken on a connotation
of sensationalism. This is unfair to many tabloids whose content is no
more sensational than that of standard size dailies, even less in some
cases. Equating physical size and content is a false approach, too often
practiced.

No matter what their size, all newspapers have a fundamental organ-
ization in common. Each has five major departments: eduaw
gathers and prepares the news, entertainment, and opinitn matenals both
written and illustrated; advertising, which solicits and prepares the com-
mercial messages addressed o Teaders; circulation, which has the task of
selling and delivering the newspaper to"the re readers of a community; pro-
d/uc.uau,-whrch turns the editorial materials and advertisements in
‘and prints the newspapers; and business, which oversees the news-
paper’s entire operation, e w e

Newspaper stories are written to include the “5 W’s and H”—who,
what, when, where, why, and how. Their purpose is to present a report
of an action or a situation in simple, easily understood language that can
be comprehended by a mass audience of different educational levels.
Increased emphasis has been placed upon simplicity of writing in recent
years and upon explaining the “why” of news situations. Stories should
be written objectively without showing the personal beliefs of the writer
or his publisher; the paper’s opinions concerning the news it is reporting
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should be reserved for its editorial page and signed opinion columns.
These principles should apply on newspapers of all sizes. As a whole,
contemporary American journalism adheres to them quite well, although
there are some glaring exceptions.

Newspaper advertising is divided into two types, display and classified.
The former ranges from inconspicuous one-inch notices to multiple-page
advertisements in which merchants and manufacturers proclaim their
goods and services. Classified advertisements are the small-print, gen-
erally brief announcements packed closely together near the back of the
paper; they deal with such diverse topics as help wanted, apartments for
rent, used furniture and automobiles for sale, and personal notices. On
almost all newspapers except the very smallest, display and classified
advertising are handled by different staffs. Most newspapers receive about
three-fourths of their income from advertising and one-fourth from
circulation.

Display advertising in turn is broken into two categories, retail and
national, sometimes called general. Retail advertising, often called local,
comes from the sources its name implies, local merchants and service
companies. National advertising comes primarily from manufacturers and
other commercial organizations selling brand-name merchandise and
services over wide regions or the entire country. Much of this advertising
is placed through advertising agencies. Local advertising is usually dis-
cussed in terms of column inches whereas national advertising is meas-
ured by agate lines, 14 to the inch. A column inch is a space one column
wide and one inch deep.

The organizational setup of all newspapers is basically the same, al-
though naturally the larger the newspaper, the more complex its staff
alignments. The top man is the publisher, and, in many cases, he is also
the principal owner of the newspaper. On some papers the publisher’s
decisions on all matters are absolute, whereas in other instances he must
answer to a board of directors. The publisher’s task is to set the news-
paper’s basic editorial and commercial policies and to see that they are
carried out efficiently by the various department heads. On quite a few
newspapers, especially smaller ones, the publisher is also the editor; he
is then usually referred to as “editor and publisher,” a nice tribute to
the importance of editorial content in the newspaper.

Frequently there is a business manager or general manager under the
publisher to administer the company’s business operations, which range
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all the way from obtaining newsprint to the purchasing of tickets as the
newspaper’s contribution to a community concert series. The heads of
the advertising, circulation, and production departments answer to the
publisher through the business manager, if there is one. But the editorial
department, jealous of its independence to print the news without being
subject to commercial pressures (theoretically), demands and generally
gets a line of command directly to the publisher. When editorial and
business departments clash, as they sometimes do over ways to handle
news situations and expenses, the ultimate decision is made by the pub-
lisher. The titles of executive editor and managing editor are most com-
monly used to designate heads of the news operation.

THE CHANGING NEWSPAPER PATTERN

The year 1910 was the peak year, as we have seen, in numbers of news-
papers published in the United States: 2200 general circulation English-
language dailies and 11,800 weeklies. By 1965 the figures were approxi-
mately 1750 dailies and 8500 weeklies. Since during those S5 years the
population of the country doubled, one might assume that newspapers
were losing their place in American life. But this is not so; the daily
papers of 1965 had 150 per cent more readership than those of 1910,
and both daily and weekly newspapers are established as firmly today
as the basic means of news and advertising communication as they were
a half or a quarter of a century ago.

The 1750 dailies appear in 1470 cities and towns. Most of these fall
into the category of “small city dailies.” Nearly a thousand are published
in towns of less than 25,000 population. Only 280 appear in cities of
100,000 or more; the bulk of these make up the submetropolitan and
metropolitan classes of dailies. Half of the American dailies have circu-
lations of 10,000 copies or less; another quarter range in circulation from
10,000 to 25,000. Only 125, or 7 per cent, rank above 100,000 in circu-
lation; only 30 have a circulation above 300,000.

If there is an average American daily (and the individualistic patterns
of journalism make the description of an average or typical newspaper
virtually impossible), it has a circulation of not more than 10,000 copies
and serves a town of about 20,000 population and its surrounding trade
area. A typical weekly has a circulation of some 1500 copies in a small
town and an agricultural countryside dotted with smaller villages. Neither
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has direct competition in its own community; only approximately 4 per
cent of both daily newspaper cities and country weekly towns have
competing newspaper ownerships.

There are approximately 300 morning dailies in the United States,
but they have 40 per cent of the circulation of all dailies—a circulation
of about 23,500,000 copies in 1964. The 1450 evening dailies had
35,500,000 of the total 59,000,000 circulation. The 550 Sunday editions
had a circulation of approximately 47,000,000.

There were in 1965 still 50 cities with separately owned and competing
general circulation daily newspapers. But competition was still the rule
only in cities of more than 500,000 population, and even there it was
restricted. New York City had six dailies with six separate owners,
Boston five dailies with three owners, and Washington three dailies with
three owners. No other city had more than two ownerships and seven
of the largest 25 cities had a single ownership. In 1235 of the 1470
cities with dailies there was just one paper, and 185 had morning and
evening dailies published by the same owner or in joint printing arrange-
ments.

As Professor Raymond B. Nixon of the University of Minnesota has
pointed out in the Journalism Quarterly (Winter 1961), the trend toward
consolidation of ownerships is virtually completed. He predicts that the
number of daily newspapers will remain stabilized at 1750, with births
of new dailies offsetting the deaths of others. Rapidly rising population
figures mean more reader support for smaller dailies, the fastest growing
group; and newly created population centers will contribute new dailies
to balance the remaining few losses in older established cities. Similarly,
the number of weeklies has remained steady during the past decade. Each
newspaper can look forward to some additional circulation. Serving both
a growing population and a steadily expanding national economy, the
newspaper can expect to remain a powerful and profit-making institution
if the proprietors can keep improving the production techniques to offset
higher costs of operation.

The chief immediate reason for the disappearance of many newspapers
is the constantly rising cost of production. The wages of the men who
write and print them, the cost of newsprint, the metal for the typesetting
machines, gasoline for the delivery trucks, taxes, the news and picture
services—these and a hundred other expenses of a newspaper have
become higher and higher. The price of newsprint has tripled in the past
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25 years, for example, but the price at which most newspapers are sold
to the public has not risen at the same pace. Nor has the cost of an inch
of advertising. Thus to maintain the same profit margin as he had 25
years ago, the publisher must sell more newspapers and more advertising
or find ways to cut his production costs. Competition by television and
radio for the advertiser’s dollar has given the publisher another thorny
problem.

Many newspaper proprietors have found ways to overcome these diffi-
culties, and their newspapers continue to be profitable business ventures.
Others have been less fortunate, either through lack of skill and vision
as publishers or because the markets in which they operate simply do
not have enough potential advertising and circulation revenue to offset
the rising costs. They have been forced to close their newspapers or to
combine them with others in the same community.

In many cities where two newspapers were competing for advertising
and circulation, and both were struggling to stay solvent, the two owners
have seen the financial advantage of combining forces into one publica-
tion. One sells out to the other, or they make a partnership arrangement
of some sort. The city is left with only one newspaper. Critics of the
American press look upon the rise in the number of one-newspaper cities
as an unwholesome trend because it subjects the readers to the whims of
a monopoly publisher if he chooses to twist or conceal news. There is
reason for worry in this trend. Competition between two or more news-
papers to cover the news usually gives the readers better assurance of
being kept fully informed about what is happening in their community.

There is a substantial argument on the other side, however. One strong
newspaper in a city, if the publisher and editor are conscientious men
sensible of their responsibilities, can often provide better news coverage
and community service than two weak ones. Also, a financially strong
paper is sometimes more willing to attack entrenched and harmful
interests in a city, because it is able to absorb the financial retaliation its
foes aim at it by trying to undercut its advertising and circulation income.
A paper that is weak financially is usually a timid paper editorially.

Concurrent with the reduction to one newspaper in many cities is the
rise of local news coverage by television and radio stations. Thus in
many cases the citizens do have an alternate source for local news. In
the event that a newspaper attempts to ignore or twist a local news situa-
tion for a policy reason, an attitude much less frequent than the more
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vehement critics of the press claim, the news coverage by television and
radio stations can expose this irresponsible action.

There are deeper factors, too, which help explain the diminishing
number of American newspapers. A half-century ago before the develop-
ment of fast automobile and truck communication, every city was a
self-contained unit, of which the local newspaper was a basic part. Today,
however, in many states the metropolitan newspapers can circulate
swiftly over such large regions that they provide readers in the smaller
nearby cities with bigger, more comprehensive, and better edited editions
than the home-town papers can offer. The local paper’s greatest advan-
tage is its more detailed presentation of home-town news, which many
readers consider the most important ingredient. If the home-town paper
is forced to quit business, the readers still have access to a metropolitan
paper that satisfies part of their needs, although home-town news suffers.
From a cold-blooded, dollars-and-cents standpoint, this sometimes means
the elimination of marginal newspaper operations, just as marginal
grocery stores are driven out of business by the supermarkets.

In the sprawling urban complexes that have grown up around some
of the country’s great cities, this process is working in reverse. Suburban
towns spring into being almost overnight with their shopping centers and
branches of major chain stores. They are close geographically to the core
city, such as Los Angeles or Detroit, but they develop a substantial busi-
ness district and community interest of their own. A weekly newspaper
is started, and after three or four years it may be converted into a daily,
serving an area which previously was dependent entirely upon a metro-
politan paper. In the listings the new city appears as a one-newspaper
town, even though the new daily is in heavy competition with the nearby
metropolitan press for news and advertising.

Growth of these fringe dailies cuts into circulation and advertising
revenues of the older metropolitan papers and is sometimes the factor
which pushes them into consolidation. Thus it can be seen that the news-
paper population of the United States is constantly in flux, changing to
meet the evolving patterns of our population shifts and contemporary
living conditions.

In examining the structure of the newspaper industry in the United
States, two things should be remembered: (1) Newspapers do not neces-
sarily increase in excellence as they grow larger. Some of the finest, best
edited, and most influential papers in the country have relatively small
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circulations. (2) As a commercial venture a large newspaper is not
necessarily more profitable than a small one. Many small city dailies
return a greater annual profit to their proprietors than certain metro-
politan dailies with famous names, although the latter have vastly heavier
investments in equipment and manpower. In relation to their investment,
some weekly newspapers are among the most profitable of all publishing
operations. They are less glamorous places to work than the metropolitan
papers, and usually their technical standards are lower, but as business
ventures they may be superior. Also, they are often closer to the real
needs and feelings of their communities than the huge dailies.

The majority of American newspapers are owned by people whose
principal business is putting out the newspaper. Control is usually held
tightly by an individual, a family, or a small group of investors whom the
publisher has invited to share in the ownership. Only infrequently is the
stock of an individual newspaper offered on public sale. The nature of
newspaper publishing makes widespread public participation in the
ownership, such as that found in railroads or manufacturing companies,
impractical and undesirable. An effective newspaper’s editorial policy
cannot be subject to the whims of stockholder battles, Newspapers are
more the reflection of personal ownership than almost any other major
segment of American business life, and owners as a group are not
anxious to share ownership unless financial necessity requires this.

Some successful publishing families branch out into other business
fields, using the newspaper as the foundation for their financial and
political operations. If they allow these outside interests to influence the
editorial policy of their newspapers, this can be a disservice to the public.
This sometimes happens. As a whole, however, American publishers put
the task of bringing out the newspaper ahead of their other interests.

The market prices of successful newspapers have risen so sharply that
it is difficult for an individual to purchase an important daily newspaper
property today unless he is very wealthy or has substantial financial back-
ing. A small daily with a circulation of 5000 will cost at least $100,000
if it is in a “live” business community. The total cost of stock in the recent
sale of the Chicago Daily News to Field Enterprises was $24,000,000.
Weekly prices are lower because the papers usually have less mechanical
equipment and are situated in towns where the advertising potential is
limited. The selling price of an average moderately successful weekly is
about $25,000 to $50,000; prices go to $100,000 or more in some cases.
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Although there still are occasional stories of men who start a small local
newspaper on a shoestring and build it into a notable financial success,
these have become rarities.

Starting a daily newspaper from scratch today with a capital outlay of
less than $150,000 is virtually impossible because of the high cost of
mechanical equipment; most likely the figure would be higher. The pub-
lisher must also be prepared for operating losses until his advertising
income is developed. Establishment of a completely new metropolitan
newspaper would require an outlay of $10,000,000 or more before the
publication could stand on its financial feet, which explains why no new
papers are being born in our large cities.

Despite all the difficulties, newspaper publishing remains an attractive
business. Few great fortunes are made in the field today, but well-man-
aged publications in active communities yield their owners a substantial
living with a strong measure of prestige attached. There are instances
where a hard-working weckly publisher has improved his capital position

by as much as $75,000 over a 15-year period of economic growth in
his community.

OPPORTUNITIES IN NEWSPAPER WORK

One of the baffling misconceptions which has been held by many young
people in recent years is that “you can’t get into newspaper work.” This
despite the fact that newspaper publishers literally have been begging
journalism schools to supply them with new talent for the past decade.
The misconception probably took root during the years of the great
depression of the 1930’s, when jobs everywhere were scarce. Coupled
with reports of relatively low starting pay in newspapers—a handicap
now being overcome as more publishers realize college-trained beginners
are worth more pay—and a feeling that progress is slow and opportunities
to accomplish socially desirable results are few, the basic misconception
of “I can’t even get started” has kept many a promising prospect from
the newspaper field.

Certainly there is no dearth of starting positions on the 1750 dailies
and 8500 weeklies in this country. Normal turnover creates hundreds
of openings each year, as “help wanted” ads in the industry’s trade
journals testify. Weeklies and small dailies are the most frequent users
of journalism school placement services, both for news and business
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department personnel. In addition, the prosperous era through which
newspapers have been passing has brought sizable staff additions for
both smaller and larger papers. When you stop to think that the 8500
weeklies average several employees each, that the smaller dailies often
have from 10 to 25 news department workers and an equal number in
their business departments, and that metropolitan daily staffs run into
the hundreds, you should realize that an ambitious, college-trained man
or woman can find a suitable starting place in the newspaper world.
Those with persistence and talent can rise to satisfying levels both in pay
and in opportunity to perform work of a rewarding nature both to them-
selves and society.

Daily newspapers in the United States employ more than 230,000
persons, according to a survey by Editor & Publisher. Of these, at least
36,000 were tabulated as being in news departments, 26,000 in adver-
tising, 19,000 in other business departments, 31,000 in circulation, and
93,000 in mechanical departments. Women number 22 per cent of news
department employees and 38 per cent of advertising workers. Census
figures indicate that another 50,000 persons are employed by weeklies
and their printing establishments. The 1960 census counted 49,000
reporters and editors working for all types of newspapers (17,000 of
them women) and 3700 newspaper photographers.

The men and women who work on newspapers are drawn from many
backgrounds and are of many temperaments. Those in the editorial
department need a strong sense of curiosity about their fellow beings
and a sympathy for them; other qualifications include a good command
of English, an interest in government, a desire to know why things
happen, a high respect for accuracy, and an aptitude for personal com-
munication with other people in order to obtain news from them. A
reporter must be both a willing listener and an alert poser of questions.

Many of these same abilities are helpful in the commercial side of
newspaper work. Those who sell advertising space and engage in circula-
tion operations need an aptitude for salesmanship, a knowledge of eco-
nomics and commerce, and the ability to handle detail swiftly and
accurately.

Increasingly newspapers seek employees for all editorial and “front
office” departments who have had at least some college education. Many
editors make college training a requirement for all reporters they hire.
This does not necessarily mean journalism school experience, however;
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an applicant who is well trained in liberal arts, with emphasis on English
and political science, is welcomed in most newsrooms. The percentage of
college-trained men and women in the commercial departments is lower,
but it is rising steadily.

News and editorial. There are two mmﬁw—
Wncludes gathering and writing news and feature ies
and the taking of news and feature photographs; anv%which
is the selection and preparation for printing of the 1 and
photographs submitted by the reporters, photographers, and the wire and
syndicate services. The men who do the desk work are called editors.

This distinction between the newsgatherers and the news processors
is quite sharp on large daily newspaper staffs. Some editors will go a year
or more without writing a single news story, and metropolitan reporters
have nothing to do with the selection of a headline or page placement of
the stories they write. On smaller papers the distinction is less pro-
nounced, and in many cases an editorial man spends part of his day as a
reporter, photographer, and writer and the other part in selecting and
processing the news for publication. The smaller the paper, the greater
the need to be the proverbial “jack of all trades.”

Some men and women find their greatest satisfaction in being reporters
all their lives—probing for information, being close to events as they
happen, and mingling with the people who make news. Theirs is the most
exciting part of newspaper work, when big stories are breaking, and they
are the ones the public knows as newspapermen. Few laymen have any
concept of the inside office workers who really put the paper together.
Many of the finest reporters in the country abhor the idea of being bound
to a desk all day, shuffling paper and fighting the mechanical demands
of type and newsprint. In fact, some cynical metropolitan reporting
veterans have a tendency to look upon desk men as slightly deficient in
intelligence and very deficient in a zest for life.

The fact remains, however, that a reporter rarely is promoted directly
to a high editorial place on a large or medium-sized daily. The top jobs
go to the men who have had desk experience. They are the organizers,
the planners, the men and women who think automatically of whether a
headline will “count” and whether all the essential stories for an edition
are moved out to the composing room before deadline so the papers will
come off the press on time. By the same token, few desk men are truly
successful unless they have had a thorough grounding in reporting, so
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they can know the problems a reporter faces on a story and can feed him
useful suggestions.

A beginner can start as a city hall beat reporter for a small daily; he
can also start as the telegraph editor, handling the news wire and writing
headlines. If he chooses and sticks to reporting, he may graduate even-
tually to a metropolitan reporting staff; if he selects the editing path, he
may advance to a large paper’s copy desk. Or, in either capacity, he may
remain with the small daily and soon rise to editorial management status.

On most daily newspapers there are specialized editing-reporting jobs,
where the editorial worker gathers his own news and also helps in prepar-
ing it for print. The woman’s page, the sports page, the business page,
and the entertainment page fall into this category. Some men and women
prefer to become specialists and do their reporting in one area. The
woman’s pages of a modern daily offer many opportunities for stimulating
writing; sports always has been a magnet for prospective young men
reporters. Business news has become a specialty on many papers, with
staffs of as many as six or eight assigned to the area. Some metropolitan
papers offer opportunities for critical reviewers of films, television, the
drama, and books. There are also varied opportunities to specialize in
one of the broader general news areas: politics, science, labor, religion,
space and aviation, social work, and public health. Many “a general
assignment reporter has become a recognized expert in one of these
fields and thereby has found a satisfying career.

A very important area of work is that on the editorial page. Editorial
page staffs run to eight or ten men (and occasionally a woman) on
metropolitan papers which pride themselves on the quality of their
opinion offerings. Some specialize as writers of editorials on international
affairs; others specialize in economics and business, or perhaps local
subjects. The editorial page director coordinates their work and consults
with the publisher on major policy decisions. Editorial page staffs of
this size usually have a make-up editor who selects the column materials
and “letters-to-the-editor” and produces the page. They also may have a
staff cartoonist. Papers which place less emphasis upon the editorial page
will have fewer editorial writers. And at the smaller daily level, there may
be only one editorial writer, plus a managing editor who also attempts to
comment on the day’s news. Weekly newspaper editors sometimes write
and publish regular editorial columns; others prefer to write what they
call “personal columns” in a more informal style.
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The opportunities to advance on an editorial staff come in many forms.
A reporter may eventually earn a staff assignment in Washington, at the
United Nations, or abroad; an increasing number of these jobs is becom-
ing available. He may work his way up through the desk jobs to become
city editor or even managing editor; he may become a top-flight political
or science writer; or he may move into the editorial page staff or one of
the specialized departments for a stay of many years. Much depends upon
his temperament, and a bit of luck. As a rule the editorial management
chooses for promotion, when an important vacancy occurs, a man or
woman with all-around experience and a record of dependability and
creative thinking,

Photography. The newspaper photographer fills a large and growing
role on the staff of every daily newspaper, large or small, as the field
of photojournalism expands. On a newspaper, the photographer’s primary
task is to record in a single picture or a sequence, rapidly and factually,
the news and feature developments of the day that lend themselves to
pictorial treatment. He may take pictures for the news, sports, woman’s
page, and entertainment editors, as well as for the promotion and adver-
tising departments. On large staffs, employing 20 or more photographers
and technicians, individuals may develop specialties and be assigned
primarily in these fields. One man demonstrates a knack for catching
vivid sports action from unusual angles; another may be especially skillful
at taking fashion and social pictures to avoid the “waxworks pose” that
is so deadly in many prearranged feature photographs.

Planning of photographic coverage on good newspaper staffs is as
meticulous as the arrangement of coverage by reporters. Memorable
news photos usually are the result of having a photographer assigned to
the right place at the proper time, plus the photographer’s instinct for the
climactic moment in the news situation and his technical ability to take
an effective picture when that moment comes.

Newspaper photography has advanced far from the days when an
aggressive copyboy of limited education could be taught the rudiments
of a camera and turned loose as an ambulance-chasing photographer.
Today many news photographers have college educations or have
attended professional photography schools. They look upon photo-
journalism as a satisfying career and know that their income will increase
with their skill. News photography is not a field for a shy person. The
photographer must be ready to fight for his picture at times. However,
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the widely held concept of the photographer as a rough, brash fellow
shoving heedlessly into the middle of things is inaccurate and misleading.

On the larger papers, the photographer’s equipment ranges from the
5 x 7 Big Bertha camera with a 28-inch lens to the 35 millimeter or
2Y4 x 2V4 camera. The trend is toward the use of small, inconspicuous
equipment. His assignments range from aerial photos to close-ups of
tiny objects such as rings. Two-way radio may keep him in constant
touch with his office. Smaller dailies may have only one or two photog-
raphers, and on many weeklies the editor takes his own pictures. The
reporter who can take photographs, and the photographer who can
report, are in especial demand on small papers and are often paid more
than those with a single ability.

Newspaper photographers receive the same salaries as reporters under
Guild scales. They frequently supplement their salary checks with over-
time assignments and with after-hours jobs such as photographing wed-
dings. Free-lance photographers, not on the newspaper payroll, are paid
for newsworthy pictures that they submit for publication. Large papers
also employ picture editors, who give and coordinate assignments and
supervise the publishing of all pictures, including photo pages.

The movement of experienced photographers between media com-
pares to that of writers and editors. A photojournalist may remain on
newspapers for his entire carcer. He may move to the photographic staff
of a television station or a magazine. Perhaps he may choose to enter
the commercial or industrial photographic field. Wherever he goes with
his camera, his newspaper experience in judging situations and people
quickly is invaluable.

Advertising, circulation, management. Although news reporting is the
most glamorous and best publicized part of newspaper work, there are
many other opportunities for young men and women in advertising sales
and copywriting, circulation, promotion and public relations, personnel,
research, production, and general business management.

The advertising department is one of the most attractive for sales-
minded persons. A good newspaper space salesman must be much more
than a glib talker. He must know as much as possible about the paper’s
policies and features. He must be able to supply the potential advertiser
with abundant and accurate figures about the paper’s circulation pattern
and totals, the advertising rates, and the kind of merchandising support
the advertiser will receive. He must know at least the rudiments of layout
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and art work. In addition, he should be an idea man, enthusiastic and
able to give the merchant ideas about how best to use his advertising
budget. Selling newspaper advertising requires the art of persuasion, a
briefcase well loaded with facts and ideas, and a strong personal belief
that the newspaper space he is selling will move goods off the merchant’s
shelves. The more he knows about his client merchant’s business and
problems, the more effectively he can serve him. In fact, it is not unusual
for an advertising man to join one of the firms to which he has been
selling advertising.

Adpvertising work for wecklies and small dailies is an excellent training
ground for any kind of advertising man. Some young college graduates
become advertising managers of weeklies, handling all types of business
for their papers, from classified ads to the major local accounts. The
same sort of opportunities for diversified experience come on small
dailies, although as they increase in circulation the dailies tend to spe-
cialize in their advertising staff functions. On smaller papers, the adver-
tising salesman is likely to be his own copywriter; on larger dailies there
are positions for copywriters, both men and women, and artists.

Many advertising men get their start in the classified department of
larger newspapers, where they deal with many small accounts in a wide
variety of fields. A certain amount of classified advertising comes in
voluntarily but most of it must be solicited. Classified is sold on a day-
to-day basis with deadlines only a few hours before publication. Sales-
men have territories and detailed lists of accounts to cover, much like
a reporter’s beat.

The young salesman is often promoted from classified into the local
display department, and later perhaps into the smaller and more select
national (or general) department. While in the classified ad department
he scrambled to meet his daily quota of lines for the next day’s paper;
in the national advertising department he works with manufacturers and
distributors of brand-name products, often weeks in advance of publica-
tion. He is selling schedules of multiple insertions, sometimes in color.
A newspaper’s national sales staff works in conjunction with its national
newspaper representatives, who solicit advertising for it in other major
cities.

Promotions to the top ranks in the business department of a newspaper
come for those who have demonstrated their ability in classified, local
display, and national advertising. Heads of those departments report to
the business manager, one of the key men in the organization.
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The circulation department offers some opportunities for college-
trained men with organizing ability, promotional ideas, and a liking for
detail. Men who have a knack for working with carrier boys on a friendly
basis, much like a coach with a high school football team, are in demand.
While the top circulation jobs on large newspapers carry high salaries,
the number of jobs available in this department for the college-trained
man is somewhat less than in editorial and advertising. Few women work
in circulation except in clerical capacities.

On larger dailies there are well-paying and interesting jobs in such
supplementary departments as promotion and public relations, personnel,
research, and administration. Some newspapers put out their own insti-
tutional publications for employees.

Roughly half the jobs on a metropolitan newspaper are in the produc-
tion department, yet few men with college training in journalism find a
place in this half of newspaper operation. The men who work in the com-
posing room, the stereotype department, the engraving section, and the
pressroom are drawn largely from the trade schools. The work is me-
chanical in nature, demanding a high degree of technical skill. The men
who hold top positions in the production departments usually come up
through the ranks, although graduate engineers sometimes find their way
into newspaper production offices.

Cost control is extremely important in newspaper production, just as
in any manufacturing operation. Elaborate accounting sheets are kept,
showing the costs of setting a column of type, making up a page, printing
a thousand papers, increasing the size of an edition by two pages, working
a press crew overtime because of a missed deadline, and a hundred other
expense factors. All these costs are weighed carefully in setting the news-
paper’s advertising rates. If the publisher pegs his space rates very low
he will attract extra advertising, but he may find that he is spending more
to print each advertisement than he is being paid for it. If a loosely run
production department has such large costs that the publisher must charge
unusually high advertising rates to cover them, he forces the advertisers
to use other media.

Most editorial people on large newspaper staffs, it might be added,
know little and care less about such production and cost problems. They
regard the business aspects of publishing as something remote and of
scant concern to them. This is unfortunate, especially if they have
thoughts of striking off on their own some day on that small country
weekly of their dreams.
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Salaries. Newspaper salaries, while not at the top of the list, compare
favorably as a whole with those in other businesses and professions that
require a good education and creative thinking. They have improved
steadily and at times quite sharply during the past 25 years.

The activities of the American Newspaper Guild have been an im-
portant factor in this improvement. Organized in 1933, during the depres-
sion when editorial salaries in particular were low, the Guild has cam-
paigned as an organized labor union for higher wages and more favor-
able working conditions. It has called strikes against newspapers to
enforce its demands. A rise in newspaper salaries was inevitable, even
without the existence of the Guild, or the industry could not have held
its workers as economic conditions improved. But the activities of the
Guild speeded the process.

Today the Guild has 30,000 members, mainly on larger papers. Its
contracts with management cover salaries, vacations, severance pay, and
working conditions. The salary levels are minimums, covering all men
and women in the categories specified. Some Guild contracts cover just
editorial departments; others, all nonprinting employees. The basic
contract provides a graduated pay scale, with automatic annual steps from
the starting minimum through five or seven years to a top minimum.
Salary advancement faster than, and beyond the top of, Guild scales is
by individual negotiation with management.

Top minimum salaries on the 180 dailies with Guild contracts (1964
pay scales) run from $120 to $185 a week. The median is $140 a week
(for the smallest dailies under 25,000 circulation the median is $125 a
week, for metropolitans over 250,000 circulation it is $165 a week).
These are for reporters and photographers; desk men run a little higher.
Converted into an annual basis, $140 a week is $7280 a year, and $185
amounts to $9620 a year. The Guild’s stated goal for new contracts is
$200 a week top minimums, or $10,400 annually.

The starting minimums under the Guild contracts vary widely, from
a ridiculously low $46 a weck on a New England daily to $115 a week
on the New York Times. The median is $80 a week (for the dailies under
25,000 circulation $70 a week, for the metropolitans $100 a week).
Many of the papers with low starting minimums make higher offers to
journalism school graduates and in some areas of the country weeklies
and small dailies are willing to pay $100 a week or $5200 a year to
attract promising young people. The $80 a week, or $4160 a year, me-
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dian is a lower starting level than in other professional areas, but Guild
contracts call for annual increases of $10 to $15 a week to reach the top
minimums in five to seven years—a more rapid advance than in most
areas of work. The Guild’s objective in new contracts is $100 a week
starting minimum. On the advertising side, newspapers start competent
college graduates at from $4500 to $5500 a year in many cases.

The Guild salaries quoted are for 40-hour weeks, for average people.
Superior people get above-minimum salaries and can rise to five-figure
pay. But as in all professions they must expect to work more than a
mere 40-hour week to get five-figure pay. Any newspaperman can add to
his income by becoming a specialist, doing outside writing and speaking.
He thus enhances his value to the newspaper and likely becomes one of
the above-minimum newsmen, who constitute a third to a half of many
metropolitan staffs. Another route to the top pay levels is through skilled
desk work.

A recent survey showed that on small newspapers doing less than
$250,000 annual gross business the pay for the publisher ranged from
$7500 to $12,000; for the managing editor, from $5200 to $7200; for
the city or news editor, from $4200 to $5000; for the business manager,
$5200 to $7900. At the other end of the line, on the largest metropolitan
papers, the range for the publisher was $30,000 to $52,000; editor,
$15,000 to $25,000; managing editor, $11,000 to $18,000; city editor,
$9000 to $13,000; business manager, $20,000 to $30,000.

A committee on recruitment for journalism reported to the Associa-
tion for Education in Journalism the results of a survey showing that
11.2 per cent of newsroom employees are paid $10,000 a year or more.

Opportunities for women in newspapers have expanded in recent years;
weeklies and small dailies in particular have accepted women as general
editorial workers, both as reporters and on desk jobs, frequently taking
them right out of college. Many weeklies are run by husband-and-wife
teams. There are relatively fewer places on metropolitan staffs for
women, but there are some on almost every paper; many do specialized
work but some hold down regular news beats and desk assignments.
Quite a few have become telegraph editors on small dailies.

Although many men and women spend their entire careers in the
newspaper business, others move on from it into related fields. News-
papers are one training ground for workers in all mass communications
media. In the newsroom they learn the art of reporting, the basic skill
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for all communication, and in the advertising department they develop
their techniques of selling and presentation.

Why do men and women move from newspapers into related fields?
Generally they are drawn by higher pay, the possibility of increased
freedom as writers, or the opportunity to go into business for themselves.
Public relations offices, magazine staffs, and radio and television news
staffs are heavily loaded with former mewspapermen and newspaper-
women. The press associations reach into the newspapers for their staffs;
in turn, there is a steady movement of experienced press association men
to the newspapers in the higher bracket editorial posts. Some faculty
members in journalism schools are recruited from newspapermen who
return to college for graduate work, then stay on to teach. Advertising
agencies draw much of their manpower from the staffs of daily news-
Papers. Some newsmen enter politics, obtaining appointive jobs through
friendships made as reporters and editors, and possibly later running
for elective office. The newspaper has always been a fountainhead from
which manpower flows into all areas of mass communications.

THE WEEKLY NEWSPAPER

In thousands of American towns the weekly newspaper is at the core
of community life. It is the chief source of information about the activities
of individuals and organizations, and the merchants look to its advertising
columns as a major tool for selling goods. In the files of a small-town
weekly are recorded the vital statistics of the town’s life—the births and
deaths, marriages, social events, tragedies, and the ludicrous moments
that give life zest. The editor knows almost everyone and they all know
him; the relationship between the small weekly newspaper and its audi-
ence is closer than in any other type of publishing. Even when it is
overshadowed by a big city daily a few miles away, the weekly news-
paper often has a secure place in the heart of its community and can
continue to thrive. The chief stock in trade it has to offer is names: sub-
scribers reading about their neighbors and about themselves. The larger
the newspaper, the less impact the names in news stories have on the
readers, because they do not know all the people mentioned. This per-
sonal link is an advantage the community weekly paper has over its larger,
more sophisticated big city cousin.

The weekly newspaper is editing and publishing in its simplest form,
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although anyone who believes that putting out a weekly is easy has been
badly misled. All the jobs involved in any newspaper must be done:
getting news and editing it, selling advertising, handling circulation, and
seeing to it that the paper is printed on time. On the large daily there
are many people to handle each of these operations, but on the weekly
everything is done by a handful of workers. The editor may also sell
advertising, read proof, take pictures, haul the papers to the post office
for mailing, and pitch in to help the printers put type into the forms on
publication day. In some cases he also runs the press. The 40-hour week
is only a dream to the men who edit and publish weekly newspapers.
After the day’s work at the office is finished, the weekly editor covers
civic meetings, attends social functions in the hope of getting news, and
listens to the complaints of fellow townsmen who consider him a referee
of local disputes. The very fact that he is a newspaperman adds a certain
aura to his name.

Many weekly newspapers are published by husband-and-wife teams.
In some cases they share billing in the paper’s masthead as joint editor
and publisher; often the wife’s aid is more informal, such as helping
in the office with the advertising and circulation billing or gathering local
news items by telephone. The work hours she contributes reduce the
cost of hired help that much, and in an operation where the margin of
profit is small that saving may have a significant influence on the year’s
earnings.

Another common arrangement is a partnership between a printer
and a front-office man. One handles the mechanical operations while the
other does the editorial and advertising work. In the past many weeklies
were started by printers who set most of the type themselves and hired
some relatively inexperienced person at a low salary to handle the front-
office duties. A more common procedure now is for the publisher to be
an advertising man who has decided to strike out on his own and who
either handles the editorial work himself or hires someone to do it.

Most weekly publishers are also in the job printing business, and in-
deed they make a large percentage of their annual profit from this side
of the operation. The same printing plant which publishes the paper once
a week also prints programs and yearbooks for local clubs, wedding an-
nouncements, business cards, and other types of printing needed in
every community. By doing job work the publisher keeps his machinery
busy and has enough work to give his printers full-time jobs. The shop
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foreman, or the publisher himself if the paper is small enough, organizes
the flow of printing work so the commercial jobs mesh with the weekly
production of the paper. Relatively few daily newspapers do extensive
job printing work unless they have a separate division especially set up
for it with equipment of its own, because the task of producing a daily
paper is too great a burden on the equipment.

Weekly newspaper publishing is a risky enterprise for 2 man who
thinks only in editorial terms; he must learn the business tricks of ob-
taining revenue from advertising and circulation or his paper won’t stay
alive very long.

One of the clichés of newspaper work is the big city newsman who
dreams of getting away from the hustle and bustle and settling down to
an easy life in a small town with a weekly newspaper of his own. He
envisions himself as 2 man of power in the community, leisurely writing
editorials and going fishing for the week-end as soon as the week’s
edition is printed. Nothing could be further from the truth. The minute
one week’s edition is out he begins churning out copy for next week’s
paper so the Linotype operator can set it into type without drawing
overtime pay on press day; talking to county political leaders about
printing the delinquent tax list, a lucrative annual plum for newspapers
in many communities; or soothing an angry mother whose daughter’s
name was misspelled in 2 wedding story. Instead of fishing he may spend
his Saturday trying to collect a bill from a delinquent classified adver-
tiser, repainting the office furniture, or attending a church picnic to pre-
vent gossip that he was ignoring that particular denomination.

Good clues to the type of opportunities for ownership available in
the weekly field are to be found in the columns of the W'
IM@& publigation in the small newspaper field. The advertise-
‘ments of newspapers for sale contain such p hases as these: “profitable if
publisher can help some in back shop” . . . “golden opportunity for good
man-and-wife team” . . . “present owner here 50 years will sell one-
fourth interest with option on balance to qualified printer-manager who
can eventually take complete control. Will sell paper separate without
plant to good newsman” . . . “lots of legal advertising, lots of printing,
machinery in good condition. Present owner must slow down.”

As an indication of the jack-of-all-trades ability required on small
weeklies, here is an actual example of the setup of a weekly paper in a
small southern town. The staff consisted of five persons: three were
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apprentice printers who did job printing as well as making up the news-
paper; the fourth was a part-time woman who wrote society news,
which she brought to the office once a week. The remaining staff mem-
ber was editor, columnist, advertising solicitor, proofreader, reporter,
photographer, typesetter, pressman, and bill collector. This wasn’t much
of a newspaper by usual journalistic standards, but it did manage to
come out every week and provide the community with information it
could receive in no other way.

The weekly editor and publisher cannot easily escape his audience,
as can the metropolitan newspaperman. His contacts with the community
are too many and too deep. Even though these sometimes are a nuisance
so far as demands upon his time are concerned, they are the very es-
sence of his success.

Most weekly newspapers are published on Thursday, not merely from
tradition but for a sound commercial reason. It is the day on which the
local merchants want to reach readers with news of their week-end
sales. The grocery stores in particular key their marketing pattern to their
Thursday newspaper advertisements, offering special items on sale Thurs-
day through Saturday. This pattern runs through newspapers of all sizes,
in fact; Thursday is usually the biggest advertising day of the week, and
as a result the papers issued on that day have more pages. Recently, how-
ever, food stores in some parts of the country have switched their adver-
tising to Wednesday afternoons, some even to Tuesdays, in the struggle
for competitive advantage.

Basic printing methods. The operating schedule of a weekly newspaper
is determined largely by the capacity of its mechanical department.
Many weeklies are published with an absolute minimum of equipment,
a single Linotype machine to set both news and advertising matter and
a limited supply of handset type. Since printing equipment is so ex-
pensive that a struggling newspaper cannot afford the luxury of all it
needs, the men who put it out must adjust their work schedulés to Et
the amount of type the machinery can produce.

Two traditional kinds of newspaper presses are currently in use in this
country. One is the flatbed type. On this the pages of type are laid flat
on a tray, side by side, and the web of newsprint from a large roll is




196 THE MASS COMMUNICATIONS INDUSTRIES AND PROFESSIONS

paper is in contact with the original type. The other, faster method is the
rotary press. This type of press is rarely used by weekly newspapers.
Here a mat is rolled from the original page of type, and from that mat
in turn a semicircular stereotype cast of lead is made. The full-page cast
is locked onto a rotating cylinder on the press and prints onto the moving
web of newsprint. All large dailies and most smaller ones use rotary
presses, which operate at much higher speed than the flatbed type, can
handle more pages at one time, and generally provide a better job of
reproduction. Another advantage of the rotary press is that several casts
can be made from the same page of type, so that different press units
can print the identical page simultaneously.

Flatbed presses are used on most weekly newspapers because they
cost less, and most papers have a press run too small to obtain the full
advantages of rotary press operation. Whereas some rotary presses can
turn out 35,000 papers an hour or more when running at full speed, the
normal flatbed web press produces about 3000 an hour. The single-
sheet flatbed is even slower. But even at this slow rate an hour’s press
run will handle full circulation of many weeklies.

A significant trend in the printing of weeklies and small daily news-
papers by the offset process developed during the first half of the 1960’s.
A steadily growing list of newspapers were being printed by this “cold
type” process, after the appearance of several web-offset presses on the
market. In the traditional or “hot type” method, type is set on a line-
casting machine and locked into forms for the press. In the offset process
news copy is typed onto paper by a typewriter-like machine that “justifies”
the lines so that the right-hand margin is even. Pasteups of this typed
material are made and photographed; offset plates are made from the
negative and placed on the web-offset press.

Once the original investment in offset equipment is made, small papers
can be produced at lower cost than with hot type because fewer skilled
printers are needed. A common practice is for several weeklies to be
printed in a centrally located offset plant. The editors send their “camera-
ready” pages to the plant and a few hours later the circulation depart-
ment carries away a printed edition ready for distribution.

As the offset process improved during the 1960’s, more and more
small dailies turned to it. Although offset was not yet considered suf-
ficiently well-developed for large daily newspaper use, many large dailies
were employing the cold type process for preparation of some advertising
and editorial material.
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The weekly's editorial problems. When we add up all the difficulties
the weekly newspaper publisher has in keeping his small enterprise oper-
ating at a profit, it is not surprising that the editorial aspects of his
newspaper sometimes suffer. The editorial department costs money but
takes in nothing—nothing directly, that is, except for the fundamental
fact that without it there would be no newspaper. The tendency of many
weekly publishers, especially those whose experience runs largely to print-
ing or advertising work, is to “get by” with the lowest editorial cost pos-
sible. They employ inexperienced help to write a few columns of front
page news a week and fill the inside pages with “canned” material from
commercial sources and articles contributed by local residents. The lat-
ter material is put into the paper with a minimum of editing.

Weekly newspapers do not have the news reports of the press asso-
ciations to help fill their pages. Everything they print must be written
locally or obtained from such sources as the editor can develop. Some
small printing plants, operating with only a single typesetting machine,
cannot produce enough type for the paper unless the printers work
overtime at bonus wages, and so the editor must depend upon matted
feature “boiler plate” material to fill the gap.

Because a portion of our weekly newspapers is forced to operate on
such an extremely skimpy basis, it should not be assumed that all do so.
The range in editorial excellence among weeklies is very wide. Notable
examples of splendidly edited weeklies are to be found throughout the
United States, as can be seen by an examination of the entries submitted
in the annual contests conducted by the state press associations. The writ-
ing, editing, and make-up in these weeklies is the equal of that found in
many large dailies.

Rarely are weekly newspapers of the crusading type. Most editors see
their role as that of printing the constructive, orthodox news of the com-
munity without dealing in what often is called sensationalism. Their
circulation is almost exclusively among families, and their personal con-
tacts among the townspeople are so intimate that they sometimes omit
stories which might be embarrassing. Also, in a tightly knit small com-
munity the commercial and social pressures on an editor to “stay in line”
are exceptionally heavy. In some cases the newspaper’s profit margin is so
thin that the publisher cannot risk irritating an important advertiser by
printing something he dislikes.

Often the editor-publisher is so busy with his business responsibilities
that he neglects the editorial vigor his newspaper should have. This is
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understandable but nevertheless it is a decided weakness in the func-
tioning of our weekly press. Without resorting to big city street sensa-
tionalism, many weekly editors could serve their communities better
if they dealt in print more bluntly with local problems and tackled con-
troversial issues head-on. The American weekly press as a whole is con-
formist and conservative.

Circulation for weeklies. The advertising rates a newspaper can charge
depend upon the number of copies it sells, so it follows that the task of
building the largest circulation possible is fundamental. This is a serious
problem for most weeklies, because the sales potential in a small com-
munity is limited, and because circulation building is a specialized skill
in which many weekly publishers are not well versed. F