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POLITICAL ADVERTISING (0) 21 7-333-4659
Candldat&s’ TV ads should avoid Mathson Ave. t t, > SAYS

URBANA, Ill. — From the earliest days of advemsmg on television, presxdmtxai candldat&s
have been marketed as if they were lite more than laundry. detergent says Jerry Landay,
University of Hiinois professor. of journalism. : '

But, “like oil and water, politics and dlusmn: do not mix,” Landay said, and so “it's now time to
get political advertising, in its present form, off the air.”

In an article recently published in Television Quarterty, the journal of the Academy of Television

Arts and Sciences, Landay sug-gesls that campaign commerciais. be regulated —just as commercials for
consumer products have been — to eliminate ”advertlsm g techni i

deceive and mistead.” Specxﬁcally, he calls for “no-fnlls, 1ssue-onented Spots” devoid of almost

everyﬁung but the candidate. Most of the productxon tricks and devices in political ads are not “pure

speech,” he argues, and cannot be said to have “legitimate political content.”

Candidates today are “routinely pitched like soap - test-marketed, wrapped and packaged in
30- and 60-second doses,” Landay writes. “Voters are seen not as thinking members of a democratic -
society, but as shoppers, mindless consumers of poliﬁ"cal product, paésive before a blizzard of bells and
whistles designed to engineefconsent. We desperately need dialogue, discourse, debate.” o

Under Landay’s criteria for campaign spots, only the cand:date could appear and the setting.
would have to be a neutrat one, such as a lawn, a street or an office. The candidate, in keeping with the
First Amendment, would be free to say anything he or she chose, and could draw upon archival news
recordmgs or film of his or her pubhc record and acuvmes _

The spot, however, would contain “no artificial anything,” Landay writes - “no celébi’ity
endorseménts no man-on-the-street testimonials, no paid actors, no staged drainahzatxons no
disembodied voices, no Hoﬂywood musical scores, no special effects.” In this way, only the candidate
and his or her ideas would be on dlsplay, he notes, :

Another appropriate teform, Landay beheves, would be to make public broadcasting the main
vehidle for the on-air campalgn Public radio and television stations would be required to clear free air
time for campaign presentations ranging from advertising spots to debates. It would not only diminish
the role of big money in campaigns, but would strengthen the case for public broadcasting, he says.

Landay thinks that his suggestions for the reform and regulation of campaign ads will draw the
most opposition. In his article, he cites U. of L. law professor Ronald D. Rotunda, who labeled it
“constitutionalty suspect” because it appears to festrict a édndidate’s freedom of speech.

Landay claims, however, that it would only restrict the form of the candidate’s message and not
the content, and would effechvely raise the level of political discourse. “We hve in the real world, not
a world invented by‘ words and i images,” he says. ”Freedom rings. It doesn’t have to adverhse
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LET'S OVERHAUL
|TVSPOLITICAL =
|/ADVERTISING

R

A journalist and educator prescribes Ways

to remedy and reform o system that is undermining
how we elect our leaders. |

BY IERRY M | LANDAY . mindless consumers of political prod-

| uct, passive before g barrage of audio
T T ——————— ' and visual gimmicks designed to

7 . | engineerconsent. _ .
' olitics in Americq began We desperately need dialogue,
to crash and bum in 1952. | discourse, debate. Instead, our politi-
Rosser Reeves, president ' cal passions are smothered by TV
of the Ted Bates Agency, . blitzes, issuelegs campaigns, images
I ' convinced Dwight Fisen- . without content, slogans without
hower, assertive in war but reluctant f meaning: ‘I like Ike”, “JFK: & Time For
as a campaigner, that hig presidential . Greatness”, "All the Way with LBJ”,
virtues could be hawked o voters in i “Nixon's the One™ “It's Morning Again
. television commercials, like tooth- in America” (Reagan), "I'm not
- paste or beer. Batten, Barton, Durstine running to be Santa Claus” (Tsongas),

osevelt ) Gnd_"Osborne made the spots for the | “Let's Put People First” (Clinton).
?tronof P .Ike account”. He won overwhe_lm-. : Hlusion overwhelms substance.
t:" ;’gg : ingly. ' :  Issues are displaced by dumbed-down

-+ Republican national chairman . decoys: “family values”, flag-burning;,
1 Leonard Hall declared: “You sell your . “law and order”. Candidates play to
.. candidates and Your programs the : the viscera, abandoning genuine poli-
? ' way a business sells its products.” cymaking for propaganda, '
: . Politicicns became addicted to what Spots jostle spots for costly air time.
= Adlai Stevenson called “soaptfigkes . Intuitive political judgment gives way
1+ campaigns”, : - ~ to tracking polls, which measure the
1 Candidates now clutter the .= “inside leg” of a befuddled body
#% airwaves with abandon. They are - politic on an hourly basis. Spot copy is
i~ routinely pitched like soap -test- altered overnight to contorm, amplify-
- Mmarketed, wrapped and packaged in ing and playing back the confusion to
+ 30- and 60-second. doses. Voters are the confused.
Seen not as thinking members of g The voter wants leadership. He gets
democratic society, but gs shoppers, artifice. A visit to the voting booth

[T
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jeaves him with the wretched {eeling
that what he has done has no more
grandeur in it thar choosing between -
o Bud Lite and a Bavarian on draft. It's
time to fix the syslem. .

Nearly a quarter-century ago, the
Congress managed to legislate
cigarette .advertising ott the air
because smoking is harmful to health.
It's now time to get political advertis-
ing in its present form ofi the air.
Because politics-in America has been
taken prisoner by the product huck-
ster, and by big campaign contribu-

~tors who buy pelitical influence by

underwriting the whole dreadful busi-

ness. [tis ruining our national health.
We are losing control of the way we.

elect our president. When Richard

- Nixon won the presidency in 1968, no
. less than four media campaign aides

were given major administration
policy positions’. Now, media consul-
tants and pollsiers, the new praeto-

. rian guard, essentially run the show,

from the pitch to what now passes for

~ policy. The advertising mind has

become the governing mind.

It was an ad man-turned-pol, a-
Demociat, Senator. Williom Benton of
Connecticut, who got the idea of
mdirying Madison Avenue to politics.
He made his fortune as co-founder of
the Benton and Bowles advertising’

~ agency. At 35, he cashed’in his grey

flannel suit for a life of public service
and was elected. : .

In 1950, Benton showed off a new
advertising idea to President Harry
Truman.—a street corner film projec-
tion unit that played o drab §0-second
film pitch for Benton’s Seriate re-elec-
tion cumpaign. Truman advised him
to go shake 25,000 hands instead. -

“An advertising man, Bob Haldemanin, became
the President’s chief of stafl. A broadcast execu-
tive, Frank Shakespeare, was appointed head

William Safire, became u senior presidential

., servedas special assistant 1o the President:

Some lorly years later, hardsell has
overwhelmed the handshake. Politi-
cal resort to television spot
campaigns grows exponentially,
stifling informed choice, driving the
politician deeply into debt and depen-
dence on the process. .

Media campaign managers are
drawn like lemmings to television
spots because they permit tight
control of the message, and allow
swift changes in copy themes. Spots
can sway "undecideds” in the final
hours of a tight race. They.can be
largeted to-specific voting blocks.

But this year there are increasing

~ signs of voter resistance. In 1linois,
for example, Carol Moseley Braun, a
virtual unknown, stayed out of a
costly TV spot barrage between her
two competitors for the Democratic
senaie nomination. She won. Voter
outrage at irresponsible attack ads
helped to hand primary victories to o
host of others, including California’s
Dianne Feinstein in the Democratic
primary for U.S. Senate.

escriptive of the ruination of
American politics is what the

¥ late Robert Hutchins, presi-
dent of the University of Chicago. said
about advertising in general: "[Iis
point is to] make us buy things. . . that
we do not want, at prices we cannot
pay. on lerms we cannot meet,
because of advertising we do not
‘believe.” This disbeliet now extends

of the UBLA. A public relations specialist,

speechwriter. A journalist, Patrick Buchanan, .

to the way we elect Jeaders in whom
we wart to believe.

Politica] advertising has converted
us from subject to. object. The
campaign-is all make-believe, all
smoke. Study the TV spots of the 1992
|~ primaries. Image ads have come to
overwhelm jssue ads. It makes no
difierence whether it was rugged Pat
Buchanan as the Marlboro Mem, Paul
Tsongas as Johnny Weismueller, Bill

Clinton as Juck Armstrong the All-

American Boy, Bob Kerrey as war
hero, George Bush playing “The Presi-
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dent.” They are echoes, not choices.
Because one indusiry mentality
serves all. .

Behind a swelling score, Clinton tells
us breathlessly: "This election-is about
change.” "Courage lor a change,”
declares Bob Kerrey. " Honesty for a
change,” chimes Jerry Brown. President
Bush brings imperial overstatement to
the theme: "If we can change the world,
we can thange America.” .

Change? Great! What kind? Quien
sabe? .

Clinton and Bush and Buchanan all
want to "take back America.” For
-whom? For "the people.” To whom
shall we give it? Why, the "forgotten
middle class,” declaims Democrat
Clinton. All the other n.Qanwas.m
stake out the saume ground. Their ad-
visors have convinced them it must
sell in Suburbia. Inner cities, with
their poor and jobless, are consigned
to oblivion. .

Standing at his desk before a sea of
ﬁnmm. Bush is projected as “presiden-
tial.” But a sea-of-flags backdrop
Eﬂrmm Clinton "presidential” too,
raising the question in healthy minds
as to whether flag wavers do more
damage to the moral fiber of the
nation than flag burners,

grinds out scenarios:

“Man of Action: Tsongas furiously
breast-stroking to camera, Clinton on
the production line, Bush touring
. Yeltsin around the White House.

“Common Man”: Harkin in an aban-
doned factory surrounded: by rapt.
-.workers, Clinton, chin in hand, in-a
-countrified parlor with adoring neigh-
bors. o

“Family Values”: Poking into the
Kerrey and Clinton family albums to
share those heartwarming candid kid
photos and snapshots from the waz.

Folksy Testimonials: Father-in-low

telling us what a great American Paul
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MadAve image machine busily-

Tsongas is. Tom Harkin's deaf-mute
brother doing the same for him, in
sign language.

Ad-ttack-tics: Kerrey telling us he
will force Japan to trade fair. Force
her? Lots of nasty quotes from newspa-
per editorials about the oppenent-in-
toned by a sneering off-camera voice.
Bush getting a former commandant of
the Marine Corps to tar Buchanan as
an isolationist,

Media managers urge the use of

. proxies in attack-ads to keep one’s
- hands clean. A {faceless narrator is cus-

tomarily the assassin. A Marine is even

 better.

Big "issues” in short takes:

snapped,” in analyst Ken Bode's
phrase, “through a 38-second sling-
shot.” It a marvel of compression,
.O:.b__o: solves corporaté irresponsibil-
ity, export of jobs, investment policy,
welfare cheating, education, and
childcare. In the same breathless 30
seconds, Bush strengthens our econo-
-my, makes America competitive, shifts
the able-bodied from welfaré to work,
rebuilds cur educational sysfem.

n-trendy Californie, ad-visors
were cramming pitches into 10-
Ml second spots during the primary.
It's amazing,” a media consultani

" told The New York Times disingenu-

ously, “how much information you can
paclk into 10 seconds.” The Times
likened station-break ad clutter on
ro.m Angeéles television during the
primary to “passengers trying fo-jam
onto Japanese subway cars.”

: The politicians have made a Faus-
tian mm.o; with the ad trade, deficit
campaigning with designer-ads of
contentless content. Replay the vacu-
ous lyries of the jingle that pitched Ike
to television audierices back in 1952:
“You like Ikef like lke/Everybody likes
Ike for: President/Bring - out the
_uns,smﬂm\mmﬂ the drum/We'll take Ike to




Washington.” In 1992, the art of non-
content evolved into Clinton's “"Oppor-
tunity. responsibility, new ideas, old-
tashioned values”. Tsongas’ "He's not
alraid of the truth. He'll declare an
economic emérgency on the first day
and shake things up.” Buchanan's
chain-yanking “We will say goodbye to
yesterday and build a new {omorrow.”

i qving allowed ourselves to
be made into walking bill-
) boards, we Ameéricans have
gotten what we deserve -ad jingles
on our lips, ad logos on our caps, ad
sloggens and brand names on our
gports shirts, our jeans, running shoes,
underwear, buttons on our chests and
bumper stickers on our cars with
“action” slogans, the display of which
has become the surrogate for action.

Like oil and water, politics and illu-
sion de not mix:

+Democracy is self-perfecting. It

rests on openness and light. Political -

advertising deals in the inflated
claim, the unjust comparison, the triv-
ialization of the banal.

«The concerns of healthy govern-
ment are framed by the public interest
and the needs of the governed. The
values of political advertising are
hitched solely to the profit of those
who advertise,

oAt the heart of democratic
discourse is the free expression of the
collective will by informed citizens
who are fully conscious of ~and
involved in- governing themselves.
But political advertising plays to
passivity, and to what the client and
his media consultant want to make us
do. It's tytanny with a velvet touch.

sDemocracy is driven by conscious

- choice made on rational grounds. But:

the objective of propagandizing by
advertising is to by-pass the rational
and visceralize the process. Okay,
perhaps, in pitching cars, beers, razor
blades. Not aspiring leaders. .
sAccess to the game of political

advertising is limited to those with .

vast amounts of money. With or with-
out an "800" telephone number, only
candidates who can afford advertis-
ing timie can buy it. So, we confront a
self-limiting process, the main result
of which ig that uncommon common
- men and women are denied the right
to run for state and national office. A
system with TV rate cards as the dues
stifles political diversity. It degrades
us from democracy into plutocracy.

In the past twenty years, the cost of
the average campaign for the House
of representatives has risen from
$80,000 to $400,000. In the same period,
the cost of a race for the U.8. Senate
has grown from $600,000 to more than
$4,000.000. Most of that money is
earmarked for television packaging
cand spot time.

In 1992, nothing seemed different,
only costlier. In California, Rep. Mel
Levine spent more than $3.5 million on
TV advertising in the Democratic
senate primary, only to be beaten by
Rep. Barbara Boxer. Jan Crawford. a
Washington political consultant. and
time buyer, estimates the five senato-
rial candidates in that primary spent
a total of $20 million, most on TV ads.
She estimates that the three Demo-
cratic presidential candidates in the
New York primary spent nearly that
much. .

President Bush and Pat Buchanan
spent $1.5 million each to underwrite
their TV.campaigns in the once-
humble New Hampshire primary.

In the general election four years
ecrlier, Bush qualified for more than
$64 million in public campaign funds.
He spent nearly $40 million of it to
package his campaign on television
—the most expensive, as well as the

most memorable, on the air. It brought
us the infamous factory flag-wrap.
Willie Horton, and a simple-minded
whodunit on dirtying Boston Harbor.
The presence of Ross Perot will drive
. presidential campaign tabs even
higher.

Meeting these costs has become the
single most demanding task of
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national officeholders. In 1992, many’

primary candidates were forced to
reduce drastically their person-to-
person campaigning, spending the
time instead to make piiches eon the

phorie to donors to meet staggering -

TV bills ~known in pelitical parlance
as "dialing for dolars.” Then they
started filling the coifers all over
again, preparing for general election
campaigns or writing off debts. Once
elected, they must begin at onece to
raise cash for the next campaign.
Much of that political poke supports
the media machine of modern politics,
a veritable industry. The candidate
turns over his brain, commeon sense
and soul to a golden horde of consul-
tants, spin doctors, copywriters,
speechwriters, ghostwriters, produc-

. ers, demographers, computer model-

ers, test marketers, media buyers,
product testers, graphic designers,
make-up mavens, lighting experts,
photographers, and button-makers.
Shamans of opinion surveying and
statistical juju conslitute a major
branch of the trade: pollsters, demo-
graphic analysts, census massagers,
behaviorists, focus-group facilitators,

_pop psychologists and pop sociolo-

gists. They satisfy the advertising
o..c__ﬁm_m sell-justitying need to quan:
tify everything, converting politics

into o numbers rgcket. In the end,

there is no risk taking. No daring. No
feeling. No ideas. No visien.

he traditional political estab-

lishment shows neither the

will nor the character to reform
itself. Change must come from with:
out. There will always be television.
But the political advertising machine
can be separated from TV politics
through the regulation of produced
political ads. : .

At first glance, this idea seems to
defile a constitutional sacred cow
—that it violates the First Amendment,
put there by the authors, after «ll, to
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protect political speech. It is self-
evident, however, that produced politi-
cal ads are largely not political speech
at all, but a form of preduct
advertising -"commercial” speech.
Such advertising is mislending and
deceptive, intrusive, invasive, undemo-
cratic, and a downright nuisance.

We cannot and- should not regulate
pure content. But there is persuasive
legal precedent for the regulation of
advertising techniques and practices
which tend to distort, deceive and
.H.EEQQ&. The courts have found that

commercial” speech enjoys less
protection under the First Amendment
than. pure political speech, and that
"reasonable regulation” of commer-
cial product advertising is not subject
to intense first-amendment scrutiny.

The Securities Act of 1933 gives the

‘Securities und Exchange Commiasion
the power to protéect investors from
deceptive practices by regulating the
form and content of "tombstone ads”
in newspapers and magazines.

These ads make public offerings of

“securities, They are unadorned, black-

and-white blocks of print. The regula-
tions are very precise on what these
securities ads can and cannot say.
They may factually describe the stock |
offering, but they may make no claims
for it. They must acknowledge risk,
They must offer a prospectus, whose
form is itself strictly controlled,

The sole purpose of the regulation
is to protect the public from "speech”

- intended to lure buyers to purchase

fraudulent, highly risky or warthless
securities. In much the same way, the
Federal Trade Commission regulates
advertising ‘it deems uniair and
deceptive. The Food and Drug Admin-
istration has come to regulgte
thisleading information and misrepre-
sentations in pharmaceutical ads end
product labeling, .

In 1971 a federal appeals court
upheld the power of Congress to
remove cigarette ads from radie and
television to protect the public health.
In a 2-1 decision, the court found that




in balancing froe speech against the
public good, Congress had a rational
‘basis for its ban, that public owner-

" ship of the airwave$ gives govern- -

ment a unique right to regulate elec-
tronic messages, and that radio and
television advertising possesses d -
unigue set of characteristics which
gives it undue influence over the
public as opposed to counterpart ads
in print, especially over an impres-
sichuble younger andience.

1 argue for no-frills, issue-oriented
spots shorn of all production and
pretense, dramatic devices, images,
jingles, narrations, visuals demean-
ing the opponent, graphics glitter and
splash which result in what one
colleague calls "the degradation of
democratic discourse,” produced dds-
that misrepresent the candidate,”
canfuse and disillusion the voler;
tarnish the system ~in short, that
contribute nothing to the healthy
conversdtion of o campaign. The
production devices and conventions I
cite are not "pure speech.” Nor; 1
argue, can they be said to have legiti-
mette political “¢ontent.”

[ he criteria I propose for no-
frills political spots are simple:
Only the candidate may
appear in them. He--or she—may. in
keeping with the First Amendment,
say anything he chooses-—directly to
cainera—so long as he observes the
established standards of acceptuble
speech. The candidate may exhort,
argue, explain, urge, extol, deplore—
out in front.

He is free; of course, to try to
deceive. But he does go in'full view of
the public, and must personally
accept the political responsibility w.uﬁ

" his having done so. If his message is

worth saying, then it is appropriate

that the candidate say it himself.

.. " The setting for these no-frills ads’

must bé neutral—an office, a HQ.E.F a
street. If there must, let there be a

desk in the foreground and an Ameri-

can flag in the background; or even on
the lapel. Let theré be simple graph-
ics limited to naming the candidate,
party difiliation, the source of the
‘political underwriting for the ad, the
date of the forthcoming election. And
nothing else. )

To illustrate and celebrate liis qual-
ities, the candidate may draw upon
archival news recordings or film of his
own public record und activities, Le.
campaign speeches, legislative activ-
ities, community service—lootage
about him already “in the can”.

But let there be no artiticial
anything-—no celebrity endorsements,
no man-on-the-street testimonials, no
paid actors, no staged dramatizations,
no disembodied voices, no Hollywood

Only he and his ideds are on displdy.
What else is needed to'sell honest
leadership? .

I propose that the sume standards
apply to the purchase of program
blocks, be they five or 60 minutes in
length. Speeches, infermal chats,
unrigged interviews, factually based
documentary presentations, yes!
Produced humbug, no. . .

No-frills politics on television
allows the candiddte to regain control
of his own carmpaign, his own career,
to sever ties with costly political
media factoties and the awiul TV ads
they make. Hé recaptures his vo:z.on_
independence, dnd.cuts his Faustion
ties to "soft” money, and the corrupt-
ing interests which deliver it.

How each candidate makes use of
his air-time; what he chooses to sdy.
how he says it, the size of his ideas,
will speak for him..

Prof. Ronald Rotunda of tlie Univer-
sity of Illinois, a prominent legal

“constitutiondlly suspect.” His
" colledgue, Prol. James Plander, points
out the substantial concern of the
Supretme Court to gnsure "that ... regu-
lations do not limit campaign speech.
Piandet concludes that this "will

make it difficult to sustain a restriction
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musicadl scores, no special effects.

- Media and the Electorale made a

.ship of public broddcasting.. At the

scholar, declares such a reform to be.

“depends, and strengthen its case for

dramatically demonstrate the central-

on the content af the message that the
candidate can communicate:” 1 argue.
that:restrictions would in no way limit
the content of whdt the candidéate
wants to say, only regulate the form in
which he says it. The scholars concede
that the body of pro-consumer case
law I cited earlier provides reformers
with respectable legal staiting points
for a theory which can be takento
Congress and the courts. These-
reforms ought io be pursued.

nother appropriate reform

which I advocate would place

the burden of the an-air
campaign process on public broad- -
casting. Each election time public
radio and television stations should
be expected and required to provide,
free of any cost, the “glectronic
hustings” on which major candidates
mount campaign “ads” or programs.
Stations would clear free air time
throughout the program day for
campuaign presentations, ranging
from spot ads to debates.

The time would be divided equally
among the candidates for national
and statewide oifice. The stations
wotild be granted relief from the
"equal time" provisions of the Federal
Communications Act. Only candi-
dates with serious support would
benetit.

The Markle Comniission on the -

somewhat similar propoesal in its 1991
report .on the political role of public
broadcasting. ‘The report unhappily
drew litile support from the leader-

time of this writing, seme public
stations are known to be considering
selb:starting the idea on their own. .
In this way, public broadcasting
can justify the diminishing pool of
government funds- on which it

mare generous public support.
Moreover, its leadership can

-in ‘Urbana-Champaign. As o

ity ¢f PBS and National Public:
Radio-—"the electionic parkldnd,” in
the phrage ¢f Williom MéCarter of
WTTEW Chicugo—~to their uneasy and
reluctant funders in Congress: those
on the right who went to impose suffo-
cating controls on public broadcast-
ing, and the rest who only halfheart-
edly defend it. .
_Ken Bode, the director of the
Contemporary Media Ceénter at
DePauw University and CNN political
andlyst, decries any elfort to limit
political advertising. In Bode's words,
“As painful as some of the ads may
be, any kind of regulation of
campaigh speech is a bad idea.
Communicators int particular have 1o
be niindful of the dangers of restrict-
ing free speech.”
"~ But-we also have to be aware of the . -
dangers of rampant propagarda
within a political context, especially
‘given the vulnérabilities of a culture
conditioned to seduction by Holly-
wood and Madison Avenue and sight.
and-sound media. Our democracy
has, so far, successiully baldanced the
exercise of free expression with the
carefully detfined discipline of regula-
tion in critical sectors in which
special interests place themselves
ahead of the public initerest,
-T'urge us to debate dnd discuss my

. suggestions. We rnieed to do more

than simply continue to deery the
unrestricted ad-mddness that is now
in process of destroying healihy poli-
tics, We live in the real world, not a-
wortld invented by words and images.
Freedom rings. It doesn’t have to
advertize. B -

©1992 by Jerry M. Landay

Jerry M. Landay s assaciate prolessor of
electronic journalism af the Univeraity of lllinsis
s B news
cotrespondent for ABC, CBS and for the stations
of the Weéstinghouse Broadeasting Company, he

. has covered politics and governnent on the

local and natienal level, including many state
and hatlonal campdigns as well as six
presidentidl conventions. He writes extensively
on media issues. ,
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nel-surfer and a rather indiseriminate television viewer, I .

But why, théy-r{vofidered; couldn’t
be targeted to them? After watching fu

ea i

it was because their gencration has-no

College-agers rediscover

By Jerry M. Landay ©

ome of Generation X's best and brightest recently
S had a consciousness-raising encounter with network

and public television, The results suggest, 1o me at,
abaut what these college teens think—and the opportuni-
ty they represent. . - . ’ T .

PES lost them afier Sesame Street. 1 discovered them
in the “Issucs in Television™ class [ teach to uidergrad-
uate Chancellor’s Honors students at the University of
{llinois, T .

I gave them a criieal viewing assighment that recon-
nected these nearly-twentysomethings with public tcle-
vision. Their expericnce was something akin 10 their first
kiss; delight and surprise, refief that their elders had .
misrepresented the dangers of indulging, and confusion -
and conicern about the experience: . X

‘In the reports and discussion that followed; the stu- -
deints described their PBS viewing expericnee as 2 redis-
covery. A number said they'd previously avoided deep
immersion in public TV-because of what they'd heard . -
from parents and peers—namely, that PBS was*noto- ,
riously boring.” Not-true, they found. They acknowl-
edged they liked quality television; For instance, many of
them found Are You Being Served genuincly funny, and
MacNeil/Lehrer enriching and informative, LT

~Onetypical student comment: “Being a chronic chan-

teast, that it's vital.for PBS leaders and: planners to think .

have not waiched PBS too often Hdwever, afier 2'good
night of viewing, [ intend t1o-watch more” ot e 3

BUL WY, they Wondered: CouREY sB'ine'di"_thE'iSEciahc;
be targeted 10 themn? Their pjc_rccptjﬁon—_aﬂcrqi;ia[l{
Yiewing on-air fund drives—was ihat their generation is- -
ignoted because, putting it bluntly, it has no.money. They
were put'ofE:hy the begathons they watclied, whick - -
seemed tastelesSand out of character with the lofiy.aims
of'the service, ‘As they saw if, the loss of viewers scared
away by these drives. isa grievous bill- 1o pay for the .
pledged funds, ’ .

Their critiques project & sense of confusion about
PBSs identity, Is it about serving the public interest or -
about finding ways 10 raise cash? If it truly serves .
American cultural needs and tastes; as it claims, then why
is'50 muck of it British? And why is it. a number .
wondered, that PBS pays so little atiention to advertising
and promoting its wares that “we have littleidea of -
what's onT" ; . -

T urged 1he 19 honors stedents 10 bring their full
consciousfiess 10-the experience as they logged and
critiqued programs, ads and promotional spots during .,
four:and-a-half hours of commercial netwoik television,
Several weeks later, [ asked them to watch public tete.
vision'and do the same.

They reported that the evening maration of commer -

cial neiwork-waiching 1eft them “tired™ and “cxhausted;”
and their brains “fried by 2 “bombardment™ of more -
than 130 commercial spols and program promos. They
ail said they'd néver before been aware af all the blows 1o
the head they'd had 1o absart, - .
When.they subsequently were:expased to public TV,
virtually 2ll described it as an a¢t of deliverance, “Pera.

haps the one thing that it added 1o my viewing pleasure,” .

one student said, “was the knowledge that PBS would be
a commercial-free evening. It's amazing what a difference
that makes!™ Anoiher commented similarly; “F did-not
have 10 put up a shield in order o' protect myself against.
the advertisers,™ S .

One stedent expressed surprise that American public
television “is a completely differemt system than the
neiworks or cable television. . , . The PBS shows were less
professianal and Tess stylized than network programming.,
but their material and the manner in which it was
presented was much more gratifyiing for the vicwer™
(“Less professional.” we fater detérmined. in discussion,
meamt fewer glitzy visual effects.) :

O wole sis st jicsusal vl a public TV

" Progeam geide, he was amazed ai the diversity: 1

discovéred that the siation . | -aired rock concerts. magic
shows, documentaries.* in addition 10 children’s shows,
“It s hard 1a fingd such-diversity on any other
station ... 1 is simifar 1o 4 full slate of cabile statians

| “t think that PBS could providea

standard for entertainment as well as;.
~ education and Information,” one honiors
 student concluded. “This is not onty -
possible but Imperative.”If the task’
overhauling traditional broadcast -
arrangements Is tough now;.this student
wondered, “will-it be any easier when a™

-Lehrer, The Mclaughiin Group, -Wall-Strect Week:-

-and Transform {them) from being amusement 10

N L TR Iomemd,
- ® The honest, lnpretentious formats were popular.pe-

handful of profit-driven companles'ph"n_s'i
a 500-channel cable universe™ " "

combined {nto'dne. o 1;;-‘) PP

The students gave specific praise 16 1he depth.of
content they found on PBS DIORIAMS: - g . -nos s
& the informed talk and the issue focus of AacNeil,

Washington Weck in Review and WETWs.Chicago ...
Tonight, 1n 4 iypical comment, a studerit 'said: “This style
of journalism,allowed viewirs 1o formulate. their own. ... -
opinions, ... The networks should take & ‘close: look at-

these shows and think about changing their news forma. -

Yo . 1t would raise the level of journalism.in pewscasts’
tifor-

mational and_lhought-provo}:iqg.'f L T e
W Nova's “[cé.Mag” li@ﬂ-{hc American Masters-profilgiof
Geome Lucas Pyt beyond the averzee behindghe.
S0C0ES programJe: KRN

e

cause they presented “mdsic more-in-depthithanany’
other station would do. The Peter: Paul & Mary special’
for thildren, for insmnéc.;athwod,thé-{musiciansl:rm:i :
dom to be crealive and to try new things., i The concert
had not been engineered to produce a.yisually stunning
moment each and every possible maoment, Rather, it was
allowed 1o stand alone 2s a concert, and the entertain the
way a concert should=-through the strength of the muisic

alone. .. Seloe it ae .
However, performers James Taylor, Elton John aad
Peter, Paul & Mary were seen as “somewhat past their- -
prime™ and chosen for their appeal 10-the moneyed baby-
comer generation. Couldn't PRS do the same for some
of the musical faverites of theirgeneration?’ = - - --
“College students are left QuL™ one complained: “*PBS

" should promaote more programmiing fora larger target . .

audicnce thatincludes college students.™ - L
Yet this alicnated bunch—bright, aware, Thterested-

' 2nd plugged inth the world—is precisely the audierice

that PBS ought 1o be grooming for the good of their
future-and its own, . o o
These honors swdents arc among the most talented.
and highly 'mativated undérgrads on the Ilinois campus,
Along with outstanding academic records, they brought |
fm_n; high schiool 2 penchant forclear thinking and
wiiting,
They are typically unpretentious in the midwesiern
manner—activist-and achievement-oriented, The class ..
ranged inage from 18 10 21, their academic specializa-
tions spanning the sciences and humanities, They spend
as many hours a week, on average—between Sand 11 -
l_:_c\z’;:rs-—-r:ading and listening to the radio as waiching -

They conform quite closely to-the demographers ™ - -
profile of Generation X they view their economic -
prospects dismally and are therefore not as.conservative
as the boomers wha immediately precede them. They are

Shpa et B

The students’ critiqires “project a sense
of confuslon about PBS's Identity.'Is it
about serving the public interest or ahout
tinding ways to raise cash? If it truly
serves American cultural needs and

tastes, as'it claims, then why {5 so aruch
of it British?* - I .

and like!) PTV

_"som'éA_p_rogramS; o o
nd"drives, they figured

MONey.

suspicious 6I'auth_ori(y. 2nd they question the myths and
assumplions of their elders. Several chailenged the doc-
trine that the so-called “free market™ knows best-what _
Americans should watch, Rather than providing diversi-
T, eaewrote, “it's really the same product,™

They are increasingly intcrested i news and current
aftairs. Educated though they were zbout the difficulties.
involved, several swudents urged public broadcasters to
Wage an aggressive campaign 19 create 2 néws znd public
aflairs unit dt PBS, using the NPR rews team as & cadre,

Theéy virtually unanimously condemned the system's
dependence on pledge drives. They labelled as “sad™ and
“pitiful™ the jrony that the “quality broadeasting . . , in-
ereasingly must rely on private charity.™ Onc enthusiastic
converl to PBS complzined that “it is pitiful that the
system has to stoop fo this level in order 1o stayin
business.” Others likened the enticements of merchandise
to the Home Shopping Network, - _ - . S i

But most saw the fuading issue less a5 an albatross-
than z call 1o action and innovation. “This country needs
public broadcasting, wrote one student, who concluded
that“a better solution for financing quality programming

must be found.”. i ..

Proposing solutions was part of the course project—
“teat-prgduced papers proposing a'national electronic -

mass communications policy for the Unitéd States. In” *

addition to the expected‘suggestions of a'dedicated - -

national user's 1ax on TV sefs. and spectrum and cable-

channel fecs, there Were T fresh ideas; < - 0 -7

One was 2 call fof a generciis.income-ias credit as an'*
induocmcm_lc‘)"updcmﬁl’m}_‘#\ngthc_q proposed the estab-
lishment-of i Fedétal Project for Creativg Television,”

ansortium of CPB, the Department of
tional arts and humanitics cadow
ts. } .on the federa] writers dnd theater .
projects of the New Deal's WPA, the television project:
would provide funding for high=quality, original program-
ming for PBS; the best of which would be honored by

Mational Program Awards., - T )

A studenl concluded: *I think that PBS could provide

a standard for entertainment as well 28 education and

information. This is not only possible but imperative.™ If

the task for overhauling traditional broadeast arrange..
ments is tough now, this honors stiident wondered, “will
it be any easier when a'handfitl of profit-driven compa-
nics owns a 500-channel cable universs?" That sense of”

urgency was-reflecied in many of the students” repors. .

To me, their signals were clear, If PRS wants. 1o win
the loyalty of Generation X, it must: -

M give them programmiing that suits their tastes. The

relationship shoeld nof end abrupily 2t Sesame Streer,

Alr their musics| favorites in conceri, From time to time,
talk about-the issues that matter 1 them on MacNeil/
“Lehrer, and invite some of their peers 1o discuss them, . .

Why leave it 1o MTV? R s

¥ promate PBS programs more effectively on the local

level—in campus and high school newspapers, for in-
stance—and on the radio stations they listen to. That

need ot be costly. Promote memberships and program * -

guides a1 2 price they can afford. LT

W find a way o recruit them 10 the cause of 2 stronger,

more. financially dnd creatively indcpendent television

service, which miost said they want. . ”

Were these students telling me what { warited to. hear?
T doubt it. Their.minds arc open, but their tholghts and *
conclusions are their awn, There vas no doubt of that
from thie very first day of class. Wha is also clear is that
public broadcasting very fauch needs 1o recruit Generas
tion- X, : ’

One studeat policy paper concluded: 1y is our hope
that the "new" PBS will be able 10 draw enough audience |
away from the commercial networks tha( they willbe *°
forced to improve the quality of their own programming;
of perish [through the competitive] forces they regard as

. gospel™ : : -

‘Prof. Jeery Af. Landay teaches “Issues in Television™ and
electranic journalism courses gt the University of Hlineis,
Chanpaign-Urbana, and writes on medig issues. He
previously seeved as a news correipondent Jor ABC and,
CHS andas @ news executve gmq'_c_'qrgt_'quqd_en'rqui Group
w ) B ob: ST
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A-Journalism 101 review for CNN

By Jerry M. Landay

The basic problem with CNN's coverage of the war
is that the electronic 100is of the trage have somehow
transfixed. its production command into- thinking it is
frec from having to use the journalistic tools of the

. . e

The instantaneousness of communications satellites

 and field cameras makes it possible to publish images
simultancously with the event. But pm([::ssional
. journatism requires that a sensible StOry accompany

the images, so tl_lart.hg:'rcadcr,-vim'or listener is
grven & context 1 which to understand what he or she-
15 seeing. That's the essence of the modem journalistic
method: Electronics have not changed that.
+_ In moments of high alarm, when circurnstances

place 2 premiium on professionalism, CNN has
reguiarly abandoned the journalistic method: Ithas .
-abandoned story in an efectronic expression of “yellow
journaltsm.” It has put its eyes and my viscera miles
ahead of our brains. It leaves me breathless, confusad
and in the dark at the worst possible moments—such
+ as when Scuds are lofted conveniendy by Saddam
HugsmnmtgapiqmwereCNNﬁeldmmcrashappcn
to be. This is not journalism, It is the cynical
exploitation of our emotions in a time of high
emotion. S

We warch Patriot missiles looming hike' glow worms
in the skies above Tel Aviv and Riyadh. We hear
professional journalists put on the air tive, finding .
themselves having to say the dumbest things, to wit:
| crplonons. Somabing b oA e

explosions. ‘e must wajt
-for.thccumorbcforcmmtdlyouwhar." S

“We have heard some noises here. It’s mmmg. It
could have been thunder. We cannot report right now
what is happening yetr.” '

The anchorperson says over taped m&ll‘g{ﬁa_mp!ay
of missile air bursts: “We don’t know : we're
looking at.” .

Why publish untif we do know? What’s the rush?

It’s understandable for a hysterical homebody
looking out of his window at 2 fire across the street to
scream 1o a family member: “Gawd, I didn’t see

. anybody get out. ‘The Joneses must have burned to a
crisp!” It’s quite something else when a trained .
observer is forced to ¢huck c\%hc has learned:
and acts like that hysterical homebody, p;ggmng
msrzntvisccralimp:msionstlmmamp' f
ancli_i gagmﬁcd 1o a “family” of millions-around the
WO o :

Reportorial journalists—standing in 2s eyewitnesses

for those of us who are not present—imply .
responsibility. And, in-moments of alarm, CNIN has
simply not been responstble. o S

- Responsibility in joumnalism—no marter the medirm
on-which it is practiced—means telling a story that is
credibic. in order 10 merit the confidence and trist of
the audience. ' :

That has always been done by withholding what one
CNN anchor person on the air called “informed.
speculation,” whatever that is, untit the Teparier is
certain of his facts and their meamng.

Jerry M. Landay was & news comespondent for more
than two decades-for: Group W7 CBS: and. ABC; He -
.now teaches tronic journalism and' Y at
the-University of Dinars at dem&-@ampmgn.

This means practicing the rules that are drurnmed:
into aspiring print and electroni¢ reporters in
Journalism 101: - '

Pin'downyourfacts._Donotpublish-raw S
spoc;ﬂaﬁdn.Con‘oborate_what-youhavehar_d or think
you've scen. Be calm. Check out hearsay. Attribute
what you report. ‘Even though you are printing or
airﬁ:goniythcﬁ:sqdr;ﬁofhxsrory,tgyyourbﬁt'm-
seck truth and get it right. Then publish it. Ed’ Murrow
told colleagues that “news is what we say it is.” :
&m we speak, it’s public trust in us that’s on the _

Mm'mdastanda:dsiudewnrﬁcjoumaﬁsrn
when Murrow and. others set: professionat standards for
themselves and for these of us who modeled ourseives
on them. Back then, the Tel Aviv cofrespondent,

'brmxhlm,cxmd,uyingmsﬁpinwhisgas-mask,

would have advised: his news desk back home—off the .
air; “More Patriots. We're sure of that, Don’t know if
Scuds have landed, or what kind of warhead, gas or
conventional. But they were up there. Il give you
more as soon as [ find out.”

The anchor would have gone on the air m!mtv- “We
have late word from our correspondent in Tel Aviv

that there’s been another Scud missile attack. We don’t
know if they've landed or what warheads they're

" Patriots have been launched. We don’t know.

ve scored. We'll have the details with
pictures as soon as they're received from our news
 desk in Tel Aviv." -

e

Instead of spreading alarm and uncentainty, as it did
typecally for a full half-bour during fraqi missile attacks
last Friday morming, CNN could have sustained-our -
interest with some beefwmlcwewaxtcd——-tdhngus, :
perhaps, news of the air war, about developments in -
other parts of this troubled world, like Yugosiavia and
the Baltics—and then told us what reaily happened in
Tel Aviv, . _ o

Journalism is the conversation of the cufture. it is
not the spreading of alarm, the off-the-cuff hearsay of
an emotional eyewitnes tossed on the air before he
knows what he’s supposed to say, without facts,
without thought, without attribution and assessment.
Nor is 1t the incessant, gveridll coverage of raw,
unevaluated interview staged for us by Saddam

If electronic journalism i3 ever to restore 115 tartered

- reputation, CNN ought to invest a little time and:

thougit reviewing the basnc rules of the trade—
along with restramt and a healthy dose of stress .




Fine TV Can Educate, but Terrible TV Doesn’t
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To the-Editor: R
Is television of any use? Can it

teach anyone anything? Nick Quinn: -
Rosenkranz argues’ in *‘The Feel-'

Good Tube” :(letter, Aug. 23) that
television is  entertainment, that
“education is ‘not entertainment,”’
and that theréfore television cannot
help teachers teach. Russell Baker in
“Alms for the Love of Gore” (col-
umn, Aug. 20) attempts to wring hu-
mor from the tragic consignment of
public television and radio to the pa-
tronage of squalid “beggathons’ —
just where our leadership wants-it.
The debate is useful only if it jetti-
sons some uniquely American dis-
empowering myths about television.
One of the most unfortunate is that
television can only entertain. The use
of the word is misleading. What
American commercial television has
- gorged us with is amusement. Enter-
tainment has two Latin roots — ““in-
ter,” between, and “tener,’” to hold.
That is, to hold an audience to the
content. Thus, any effective commu-

nication — whether in the lecture

hall, the pulpit, these pages or the
tube — must be entertaining. The
problém with many American teach-

ers is that they are not entertaining.. -

Another error is to disparage ail
television as boobtubery. The prob-
lem is Marshal McLuhan's adage

about media and messages, and’

Luddite critics who hold that there
was no word before Gutenberg, that
literacy is a matter for the left lobe
only, and that there is no value in any.

medium that carries “Love Boat.".

But do we curse the light when ‘we
read ““Mein Kampf" or a turgid text-

book under it? Fine television does.

educate; terrible television does not.
A third myth is that television of
any cultural or critical value is some-

how leftist in political content, and
that controversy on the tube is reaily

conspiracy. When David Horowitz in

‘“The Moyers Affair” (letter, Aug. 23)
invokes the dreary, ancient theme
from the seif-created platform of his
Committee on Media Integrity that
public television programs are not
“fair, objective and balanced,” he
denies the Public Broadcasting Serv-

ice and Bill Moyers a legitimate, in--

quiring role as-an arm of free Ameri-
can journalism. He is making a politi-
cal staternent: that it is only the right
wing that ought to define what is fair,
objective and balanced on television.

Since the Nixon years, American
public television’s news and public

affairs role has been squelched under .

threat of budgetary strangulation.

" Ehristophe Vorlet
PBS'management, knowing where its

Federal bread is buttered, has large-

ly acquiesced: That's why PBS has no

vigoraus news division.

Telévision can help us laugh and

learn, tmake our classrooms windows -

on the world. But we have tg be

- willing to liberate it and pay for it in z

mature way, as media-literate pna.
tions do. - JERRY M. LANDAY
\ Assoc. Prof., Electronic Journattsm
. University of Hlinojs
Urbana, 111, Aug. 31, 1991

[
British Restraints
To the Editor: .
In a whimsical column on public
television fund-raising (““Irate Stirs

. the Reader," Aug. 31), Russell Baker
- questions why United States public

television can't match the quality of

- British programming. He notes, **

t
BBC has guaranteed public funq??rg
without political interference.” =~ &
With owners of television sets i
Britain required to pay yearly license
fees, the EBC is indeed guaranteed
public funds. However, programming
on the BBC (or on other British televi-
sien or radic) is not without political
interference, _
Since the Government of Prime
Minister Margaret Thatcher, strict
censorship rules have been imposed
on ail broadcast media in Britain,
prohibiting interviews with Irish na-
tionalists or politicians supporting’ a
united ireland. This meanstthat elect-
ed members of Parliament such as
Gerry Adams of the Sinn Fein Party
cannot appear on British television or

be heard on British radio. )
Employees of the BBC have shut,
down the network with one-day
strikes in protest. The journalistic
print fraternity has joined their cro-
sade against official censorship.
Sadly, their efforts will likely “be
without success in a nation having
neither a Constitution nor a Bill of
Rights. JOHN P. WIRTZ
Brooklyn, Sept. 3, 1991
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pression’s the issue §

Democracy loses when documentaries get the ax

By JERRY M. LANDAY o
The CBS-News-producer Fred W.

Friendly hes recorded the woids

of chairman- William Paley when

" he axed the “See It Now" docu.

mentary series in 1958 after a sev-
en-year run: “l dun't want this
constant stomach sche every time
you do a.controversial subject.”
Friendly recalls Ed Murrow's re-
ply: "Bill, it goes-witli the job.”

Bui putting. up with the stom:
ach aches .of democratic expres-
sion was not in Paley’s own job
description. Public TV and the
Discovery Channe! sir the docu-
mentaries sow, CBS-and- the other
networks don't, Network execi-
tives ‘argue that controversy. and
profit don't mix. The democratic
process is the loser,

Reaction ‘to ‘two locally pro-
duced documenturies undef.
scores the problem. Recently

- alred on WILL-TV, Chantiel 12,
‘they old .important stories.

They
challebged éstablished value
systems, They won pralse from a
wide-ranging wudience. Bat they
caused some stomach aches,

Tire social documentary form <
o'healtky way In which television
serves the public intetest — has
historically been a lightiing rod.
[t draws high-voliage attacks from
the powerful who-feel thelr vital
interests are- threatened. .

That makes television manage:
fnent restive. It causes stomach
aches. [ 1954, o clussic Murrow
documentéry helped disarm Sen.
Joseph McCarthy. Paley's friends
complained that Murrow was fmis-
using Paley's *printing press.”
Five years later, Murrow, the icon
of modern TV Journalism, was
driven from his profession.’

ONE OF THE local cases that il-
lustrated the problein last month
was “A Different Set of Ritles: the
Case History of a Date Rape.” The
topic was chosen and produced by
my students at the University of
Hlinois. It was a student state-
men! aboutl a student issue that
troubles campuses across the na.

- Guest commentary

tion. The script clearly sald that
The documentary inevitably fo-
cused on the soclal frenzy within
the Greek system, and on the so-
cial process that turns séx into a
power trip for many males. Com-
plaints were ‘malnly based on
worry that the program would do
irreparable. iarm to the Unlversi-
ty of INinoefs and its Greek system:
“Unfortunately, the students ..,
have been done a gross disser-
vice, for the Impression created
... 15 that the problém only exlsts
at Urbana-Champaign,” a senior
edministrator wrote. . :

Next, critics of “The Price of
.Bouhty,” produced by {he Agricul.
tural Communications unit at thé
university, similatly complained,
and quietly levied serious threats
-of retaliatlon, Theé program tells
of the impact of chemlcally based
fariilrig metkiods on lond, rivers,
communities 4nd lives.

Parmisg interests spearhedded
by the Farm Buredu Federatlon
and the Potash ahd Phosphate In.
stliute sald that they were wor-
ried that thelr Industry would be
shown In a bad light, and that the
‘publie’s reaction could not be
trusted. In the words of one in-
dustry spokesman, the public is
“scientifically {lliterate.”

. Critics focused on feared
tives.” - . )

Yet both programs contained
powerful positive messages. In “A
Different Set of Rulés,” the aitdi-
ence was told of a complex of re-
search and coutiseling programs
“that makes {he university a model

"nega-

in dealing with acquaintance -

.rape. Similarly, the documentary

was made tlie centerpiece of &.

conference on date rape at Sanga-
mon State University. .
“The Price of Bounty,” as this
newspaper wrote, “points out
steps taken by farmers to follow
government guidelines and cut

—

~of *“The Selling of the Pentagon,
alred by CBS in 1971, Anchored.

team,

back on chemical use,” On the
program, the audience meets a
fertflizer dealer who has- volun-
tarily spent thousands of dollars.
to control groundwater pollution,
and a farmer who has converted
patt of hiz acreage into organic
production, without losing yleld
or income, -

But useful content often takes a
back seat to stomach ache, As Blll
Leonard, a forimer network news

chief, noted, “Documentaries that’

do the job ... tend 10 get aftention
as much for the anger they
arouse a3 for the praise they gen-

€rate, often more 50.” )
THE TEXTBOOK CASE {or docu-
mentarians-is the stormy history

and reported by Roger Mudd, the

program documernted the hugé

Pentagon public relations depart.

‘nent, It wag spending $30 million
in taxpayers’ money yearly to glo-.

rify the U.S, milltary presence in
Vietnam, convert setbacks there

“Into triumphs, and push expes-

sive cmz_m?mn aownoHo.mw.

The documentary showed only
what' the Pentagon  itself had
made available 1o the CBS-News

military-industrial community
was seismic, Vice President Ag.
new accused Mudd of “propagan.
distic manfpulation.” Clialrman F,
Edward Hebert of the House
Armed Services Committee filed a
formal complaint to the Federal
Communications Commission, He
acknowledged later he had never
seen the documentary.

Chélrman Harley Staggers of

.the House Commerce Investiga-

tions Subcommittee issued @
sweeping subpoena to CBS de.
manding all film that had been
shot, and all tape sound record-
ings, whether alred or not, all re-
porters’ notebooks, transcripts
and seripts, President Frenk Stan-
ton of CBS refused on First
Amendment grounds.

It appeared that, Stanton would

“The stomadch ache of the-

be sent to Jafl for contempt of
Congress. There was & monumen.
tal behind-the:scenes struggle to
reverse the subpoena. Ewbar-
ragsed politicians worrled that
the imprisonment. of so presti-
glous. a-figure would become the
cause celebre. of the 1972 presi-

- dential campalgo. The House vot-

ed 226-181 1o qilash the subpoena,
the only time it has so repudiated
a committee chalrman.

“‘The stary-the documentary told
was never challenged. Instead
critics focused on a common in-
dictment, one also leveled agalnst
the local documentaries, lack of
balance. Balance presumes there
are only two sides to a burning
question, There may be many.

The concluslons of an effective
documentary are reached by thor-
ough research and impértfal in-
vestigatfon. A juror or academic
researcher or editorial writer
does no less.

{l

[f]
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But such TV produces powerful

shock waveés because of the na-
ture of the medlum. Séund veith
sight is the way the whole brain
encounters our'universe, not
through words slone,

A documentary is emoilve be-
catse, 43 exporimenters. ut Cleve-
land State University found in
1988, .partisas on'the two.sfdes of
a controversial'{ssue who viewed
television footagé about that con-
troversy tendéd-to fear that it
swayed public oplafon against
thelr ‘cause. Randomly Tecrulted
sublects viewlng the same materi-
al showed no significant blas to-
ward either sidep:

As for controversy; Ed Murrow
told a staff correspondent, “When
you reech a conclusion, put it for-
ward, even ff it runs counter to
the prevalling wisdom. Do not
segek to be different or conten-
ticus, but do not shrink from it.”

Richard Salant, the president of

N ,
) Wl

,_
RN

CBS-News who hud initiated “The
Selling of the Petitigon,” vonclud-
ed:- “The price of avoiding (an-
gry) lelers is blandness; the
price of blundness, i this field ot
teast, {5 public indilference, nnd
we cinnot alford those prices ei.
ther,”

Most” Amerlcans fow learn
about their world 1rom 1elevision
sets. A public-affairs documentary
in a democratic society succeeds
if it only pruvokes discourse on a
pressing issue. The viewers make
up:their own minds. :

Long before the TV documenta.
ry, Abraham Lincoln understood
the process: “If we could first
know where we aré. und whither
we are tepding, we could better
fudge wihat 10 do, and. hew.to do.

it

Jerry M. Landay, an assaciste professor
i the Univarsity.of Minois, Leaches alaction.
le Journalism and documuntary storyteliing
on tefevlilon. He Is a foimer haws corre-
spendent lir ABC and CBS Haws.
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University of Illinois Urbana, IL 61801 o
Gregory Hall, 810 S.Wright St. -- ~ Office: 217-333-4659 -
Urbana, Il., 61801 Home: 217—344—8482

Jerry M. Landay is associate professor of journalism at
the University of Illineis, teaching courses in electronic
journalism and documentary history/production. He assumed
the post in August, 1988. 1In Spring, 1993, he was invited
to join the Campus Honors Faculty to deliver a course on
Issues in Television. His work derives from more than .
thirty years as a teacher, writer, and news correspondent, -
public affairs producer and executive for CBS-News,
ABC-News, Satellite Education Services/PBS and Group W
radioc and TV stations. - ' .

At the University, he is a member of the Board: of the
Tllini Media Company, publisher of the Daily TIllini and
licensee of the student station WPGU. From 1989 to 1992,
he served as creative consultant to WILL-AM-TV, the
university-~licensed public broadcasting stations,'and as
moderator of the WILL-TV discussion program TALKING POINT.
He writes and speaks extensively on communications issues.

_ ' He has been appointed to the faculty of the
University's Program in Arms Control, Disarmament and
International Security. '

He was co—executive_producer, with the Nebraska :
Educational TV Network, of the PBS documentary PROFIT THE
EARTH, the keynote broadcast of public television's 1990
Outreach Alliance project on environmental issues marking
Earth Day, aired by PBS on 16 April, 1990, and again on 12
September, 199%0. He served as exXecutive producer of
'DRINKING 101, an acclaimed student-produced documentary on
campus alcohol abuse, aired on 4 September 1990 on WILL-TV,
and, a year later, A DIFFERENT SET OF RULES: THE STORY OF A
‘DATE RAPE. Both were honored by the Academy of TV Arts and
Sciences as best-Midwestern_student—produced documentary.
The latter work has appeared on 40. PBS stations and state
networks. A third student work, THE FREEDOM RIDER, was
aired by more than 60 PRS stations in the 1992-93 season.

For eight years, until 1984, he served as a news
correspondent for CBS-News, and was seen and heard on all
regular news broadcasts. . Much of his television work was.
Seen regularly on the SUNDAY MORNING broadcast. For
ABC-News from 1972 until 1975, he wds a White House
correspondent during the Nixon and Ford administrations,
and reported regularly on the Watergate crisis. He _ _
travelled with the Nixon party to the Soviet Union, France,
Britain, Israel, Egypt, Jordan, Saudi-Arabia and Iceland.

In thirteen years with Group W, he served as national
political correspondent, based in Washington. For Group w
and others, he covered every presidential campaign from.
18960 through 1976. For three years, he reconstituted and
was chief foreign cerrespondent and director of the Group
W_ Foreign News Service, based in London. o :
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He supervised a staff of Group W correspondents and
stringers, stretching from Moscew to Sydney, and travelled
on journalistic assignménts to more than 20 countries,
including Vietnam and the Soviet Union.  He also filed
reports to Newsday, the Long Island daily. c '

For Group W, he revitalized, directed and managed radio.
station newsrooms in Pittsburgh, Boston and New York. He
produced and reported on the Peace Corps in Africa in 1962,
in a five-part radio documentary series AFRICA: Peace Corps
Plus Two. The series was converted into an album for
recruiting purposes at the order of then-director Sargent
Shriver. : : '

Landay is an author, as well as writer of many.articles,
specializing most recently on media issues. His interest .
- in the Middle East, beginning with coverage of the 1967
War, inspired three books: Silent Cities, Sacred Stones
(Weidenfield/Dutton), The Dome of the Rock (Newsweek
Books), and The House of David. All deal with the
archaeology and history of Palestine and Israel. He spent
a total of seven years abroad as correspondent and writer.

He served for a year as a national editor on the News
of the Week Section of the Sunday New York Times. Before -
coming to Champaign-Urbana, Landay was president of The .

- Landay Creative Group, Inc., a communication company which
designed and producted commissioned decumentaries. '

The firm won praise for its documentary celebration of
Thomas A. Edison, THE INVENTION FACTORY, seen by visitors
to the Edison National Historic Site, West Orange, N.J.
American Express was major underwriter of the production.:
Mr. Landay was executive producer of the national youth'
public affairs series WHY IN THE WORLD broadcast on PBS,
underwritten by The General Motors Corporation. In 1987,
he was creator of AMERICAN ORIGINALS, a biographical
documentary series on American role models, in -
collaboration with MacNeil/Lehrer Productions and the

Disney Channel.

He has written for The London Telegraph, The London
Times, The New York Times, The Chicago Tribune, TV :
Ouarterly, Film Quarterly, ‘Illinois Quarterly, The Columbia
Journalism Review, Publishers Weekly, Current, Electronic
Media, and the Champalgn News Gazette. - E

While in London, Mr. Landay served as president of the
American Correspondents Association. At WINS, New York,
the newsrcom he headed for Group W won two Sigma Delta Chi
awards for journalistic excellence. He was a member of the
Reform Club of London. S :

The production firm he founded, LCG, carried out several
innovative commissions on artificial-intelligence for the
Kurzweil Corporation: a videocassette introduction to its

. Volce-driven computer system, titled LISTEN TO ME!, as well -
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as the first audiocassette production ever to accompény a

stock offering in the U-S - on the Kurzweil 250 electronic
music system. S - :

Mr. Landay served other business and institutional

clients, including Citibank, Newsweek, Inc., Bristol-Myers,
Inc., and the Federation of Jewish Philanthropies. = For '
Jack Hilton, Inc., MNr. Landay was also a producer on the
historic 5-city international videoconference marking
NEWSWEEK'S 50th anniversary. S

He has three children. His oldest son, Jonathan, former
UPI bureau chief in New Delhi, now writes and reports on
the Yugoslav Civil War from Belgrade for The Christian -
Science Monitor. - His reports are also heard on Monitor
Radio. A second son, Woodrow, is founder and president of
The Image Logic Corporation, Washingten, D.C. A daughter,
Stephanie Lisa, attends Cardozo Law School in New York
city, and interns in the Manhattan County District
Attorney's Office. His wife, Sandra Chabot, is a noted
choral director, presently teaching and conducting at-
Parkland College, Champaign, IL. = = ' :

. Mr. Landay is a magna cum laude graduate of Syracuse
University, where he served as student program manager of
the campus station WAER. ' -
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