Week 6 Lecture 1 Thursday, May 16, 2002 

External Influences on News

Media and Democracy

News ideals:

· “All the news that’s fit to print” (New York Times motto)

· Publishing “without fear or favor”

· Journalism of Exposure

News: media reality, reality.

· News media: mirror on the world?

News norms.

· General writing format:  who, what, where, why, when, how

· Most important facts first: “inverted pyramid”

· Need for news:  News “hole” in media: filling time, space.

· Proliferation of media

Therefore: we need to think of news not as a “perfect” representation of what has occurred – but as  something that is “shaped.”  So we want to examine the forces that influence it.  This is a look at the forces outside the news media themselves that shape the news – the external influences on  news.

News as a Social Construct: External Influences

1. Government.  2. Advertisers    3. Interest Groups  4. Other media   5.Community concerns

What influence do people or organizations outside of the news media have? How do they shape the news?  Remember our discussion earlier in the quarter about a variety of pressure groups that work to shape general content. We paid particular attention to the boycott against Disney, led by the Southern Baptist Convention, but we also noted a variety of other groups who attempt to influence media content.  Who are the people or organizations attempting to influence news? How do they succeed in this endeavor? What is it about news (its definition, its operation) that makes it possible for outsiders to influence it?

1. Government and News

Limited legal control over news; media have wide discretion to print news about the public interest (which is very broadly defined).

 2. Advertising and News


Advertising played a minor role in the American media until the late 19th century (beginning around the 1880s). The U.S. Industrial Revolution created a new role for advertising. Why? The Industrial Revolution has three chief components: (1) MASS PRODUCTION (e.g., factories that could produce thousands of items [such as shoes, lamps, dishes] compared to an earlier era of limited, usually hand-made production of those items). (2) MASS DISTRIBUTION (Centralized production in mass production meant that goods had to be shipped all over the country; this was made possible by the rise of a national distribution system -- the railroad. (3) MASS MARKETING. (Mass production and mass distribution necessitated some method of letting potential consumers know about products. Marketing followed production and distribution, signaling the birth of modern advertising. Manufacturers, distributors and retailers turned to the media to reach consumers. Advertising soon became a major source of media income).

 Advertising’s impact on content.   Ad rates are computed according to how many audience members use the medium -- what is often called COST PER THOUSAND. Having more subscribers means more advertising income for a newspaper; having more listeners/viewers means more advertising income for radio/television. 


The concerns advertisers have in dealing with news media are the same they have in dealing with entertainment media. The size of the audience alone is not enough. Advertisers want to target those most likely to buy their products -- and that becomes the TARGET AUDIENCE.


Target audiences are defined in terms of (1) DEMOGRAPHICS (age, gender, income, education) and (2) PSYCHOGRAPHICS (attitudes, lifestyles, interests). A magazine targeting a particular "demographic" group might be a magazine for 20 somethings or for seniors. An example of target audiences defined in terms of psychographics would be skateboarders. Other groups commonly represented in magazines, for instance, would be gardeners, designers, amateur cooks, cigar smokers, etc.


Advertisers buy space or time from media that have the best target audience for their products. How does a medium capture the RIGHT target audience for advertisers? It finds out what target audience members want and then gives it to them.

For example, as newspaper circulation has declined since 1970 (a 21 per cent drop between 1970 and 1990 in the 20 largest US cities; since 1990, no growth in circulation while the population is growing) publishers have turned increasingly to UPSCALE target audience to ensure a steady stream of advertising income. Big city newspapers generally reach less than a third of all households in their areas (e.g., 24 per cent daily for Chicago Tribune; 32% for Dallas Morning News).


Newspapers have traded wide penetration of all types of households for DEEP PENETRATION in the target audiences most attractive to advertisers -- high income professionals, whom one media critic calls the CHAMPAGNE CROWD.


The WALL STREET JOURNAL may have the highest income readers, with an average subscriber household income above $100K. The Boston Globe says that "it reaches with a single issue....53 per cent of those with $100K plus household incomes" even though these wealthy households account for only 9 per cent of all those in its area.


One media critic, Conrad Fink, writes that newspapers have cultivated high income readers by "intentionally structuring news content primarily for them. We also market selectively, concentrating circulation drives in the right neighborhoods-- those found to yield high (upscale) demographics."

Pressure from advertisers


Advertisers are not afraid to use their financial muscle to protest what they perceive as unfair treatment by the news segment of the mass media.

· Survey of 41 big city newspapers’ real estate news staffs: more than 3/4 of editors said that advertisers had threatened to pull ads in response to coverage they didn’t think was favorable enough to their interests. 

· More than one third said that ads had actually been pulled.

· General Motors said it would pull ads from all NBC news programs (although not from entertainment and sports programs) because of a DATELINE NBC segment that was going to show that certain GM trucks could catch fire if hit by another vehicle. To film a sequence in which the truck was hit and then caught fire, NBC hired an outside contractor, who rigged the truck with an explosive device so that it would catch fire more easily during the filming. GM dropped a lawsuit against NBC in exchange for a 3.5 minute apology on a DATELINE show and an agreement that NBC would pay GM nearly $2million.

· COMPLEMENTARY COPY.  This issue is illustrated with examples from MS magazine in the late 1980s and early 1990s – before the magazine began to publish without any advertising.   The editors of MS.  found that advertisers want what is called COMPLEMENTARY COPY.  What does that mean?  If a cosmetics company buys an ad, it would like articles that support the product -- e.g., an article about using cosmetics. MS refused COMPLEMENTARY COPY and so lost a lot of advertisers. General Mills, Pillsbury, Carnation, Del Monte, Dole, Draft, Stouffer, Hormel and Nabisco all refuse to advertise in MS. WHY? No recipes --- a type of complementary copy.  This is important; note how the advertising agenda drives what you get in what seems to be non-advertising content.  

· HAIR DYES. MS. did a brief report on a congressional hearing into chemicals used in hair dyes that are absorbed through the skin and may be carcinogenic. CLAIROL, a Bristol Myers subsidiary that makes dozens of products -- was outraged. CLAIROL withdrew all advertising from MS for all of its products. (Meanwhile, Clairol changed its hair coloring formula, apparently in response to the hearings were reported).

· SOVIET WOMEN. MS. did a story on women in the Soviet Union who had been producing an underground feminist newspaper and books, distributing them throughout the country. As punishment, four of the leaders had been exiled. MS. gets the story: an exclusive cover story that includes the first news of a populist peace movement against the Soviet occupation of Afghanistan, a prediction of the GLASNOST that was to come and a grass roots intimate view of Soviet women’s lives. The story wins a prestigious Magazine Journalism award--- the Front Page Award. Revlon upset; the women on the cover have no makeup.

Self Censorship by news organizations

· CONSUMER REPORTS ON AUTOMOBILE SALES. One consumer reporter at a major TV station said: "We don’t bother with auto related stories anymore. Car ads can account for 30 to 40 per cent of a station’s ad revenue. These days, even a simple consumer education story on how to buy a new car can draw the wrath of local car dealers.

· PRESCRIPTION DRUG CONSUMER REPORT. Award winning KIRO consumer reporter Herb Weisbaum, Seattle, completed a detailed survey comparing prescription drug prices in over 100 western Washington stores. The day before the three part series on drug prices was to air, station management forced him to delete the survey comparisons. Executives worried that advertisers (particularly large chain stores with large pharmacy departments) would object -- and advertise less.

· TOBACCO Advertising and content. Magazines that have had high revenues from tobacco companies -- ignore stories about the connection between smoking and cancer.

· NEWSWEEK had a special issue in the mid 1990s on how to adopt a healthy lifestyle. In deference to advertisers, the special supplement carried almost no information at all about cigarette smoking and its impact on life expectancy. Time Magazine did the same. A spokesman for Time said: "Time, as does Newsweek, has a lot of cigarette advertising. Do you carry material that’s insulting to your advertiser?"

3. Interest groups

An interest group is composed of individuals who want to communicate their stance on one or more issues to the public. They use media to focus public attention, create public awareness, persuade. Interest groups often try to influence legislation, as well as public opinion and behavior.

For example: 

· National Rifle Association lobbies the US Congress against gun control. 

· Mothers Against Drunk Drivers works to elevate consciousness about dangers of driving while intoxicated. 

· American Dental Association tries to persuade everyone to have regular dental checkups.


Some interest groups try to influence media content by providing guidelines for covering topics of interest to that group. The American Bar Association (the leading lawyers’ professional organization) has adopted guidelines for the media in the reporting on trials. About half the states have adopted these guidelines.


So-called "think tanks" are organizations (usually with a particular agenda) that generate studies and other research designed to influence public policy. Some think tanks include the Brookings Institution, Cato Institute, American Enterprise Association, Heritage Foundation, RAND Corporation, Council on Foreign Relations, Urban Institute, Economic Policy Institute, Hudson Institute, Manhattan Institute, Center for Defense Information. These think tanks routinely try to influence public policy by influencing public opinion. You’ll often see representatives from these organizations on news discussion shows and on panels on the evening news (e.g., especially on the Lehrer News Hour, which uses panels of experts regularly). 

Some media interest groups 

Accuracy in Media, which fights what it sees as liberal bias in the national news media (http://www.aim.org);  Center for Media Literacy  --formerly the Center for Media & Values  -- which teaches media literacy: understanding media messages, effects on people (http://www.medialit.org),  Environmental Media Association (which encourages writers, producers and directors to use environmental themes in TV, film and music), Fairness/Accuracy in Reporting (FAIR  http://www.fair.org) which works for more pluralism and diversity in the news, Focus on the Family (http://www.family.org) which targets pornography, offensive music lyrics and other issues of interest to conservative families), the National Coalition for the Protectionof Children and Families (formerly the National Coalition Against  Pornography – http://www.nationalcoalition.org) which fights obscenity, child pornography, the National Coalition on TV Violence (http://www.nctw.org) which monitors video games, war toys, TV for incidence of glamorize violence  and the National Coalition Against Censorship (http://www.ncac.org) which fights efforts to control media.

 How do these groups influence news?

1. They work as pressure groups.  They lobby legislators, try to influence public opinion (through studies they sponsor, reports or publications they issue), conferences they sponsor, etc.

2. They provide "experts" who can serve as "sources" of news. Reporters (both in print and TV) rely extensive on "experts" who can explain issues. Such experts have knowledge about issues (and so are good sources of information); they also have a measure of credibility (given that they devote time and energy to the study of these issues). Expertise spans the horizon of key issues in a society at any time, but most of these would deal with some aspect of politics and public policy (e.g., welfare reform, health care, deficit spending, Social Security, media effects, media violence, etc.).

News media simply cannot afford to employ enough reporters and editors to cover any situation thoroughly, so the media clearly must depend on “experts” to explain news events and situations.  Some experts clearly are far more knowledgeable about a particular issue than any reporter could be (given that most  reporters cannot specialize too much). For example: fewer than 50 reporters cover the U.S. Department of Defense on a regular basis, and that department employs more than a thousand people to deal with the press.  Most journalists who cover the Pentagon are generalists (that is: they are generally knowledgeable about a lot of Pentagon-related issues, rather than have a “specialty” in one or two areas).  Very few reporters, if any, could match a Pentagon specialist – and given their dependence on these specialists, the news often becomes what the “experts” say it is.

The table below documents media reliance on some of the key think tanks, noting the number of news reports in which someone from one of these think tanks was cited. (Each citation thus refers to an individual news story. 2296 citations means that there were 2296 news stories -- in print or television -- in which someone from this think tank was cited as an "expert."

	Think Tank
	Political Orientation
	Media Citations 1998
	Media Citations 1997

	Brookings
	Centrist
	2296
	2196

	Heritage
	Conservative
	1813
	1779

	American Enterprise
	Conservative
	1323
	1401

	Cato Institute
	Conservative/

libertarian
	1286
	1136

	Economic Policy Inst.
	Liberal/progressive
	576
	452


FAIR, a liberal media journal, contends that conservatives dominate public television’s panels of experts. They contend that many of the key "talk" shows on television, composed of "experts," are essentially quite conservative: Wm. F. Buckley’s, Firing Line; John McLaughlin’s "McLaughlin Group," Tony Brown’s Journal and other shows such as Wall Street Week, Nightly Business Report and Adam Smith’s Money World.

Institute for Public Accuracy.  (http://www.accuracy.org)  Premise: A few large think tanks have too much impact on news coverage and political discourse in US. IPA: nationwide consortium established to as a counter-balance to traditional think tanks. IPA: Roster of Experts. 200 researches and analysts highly qualified to assess research data and policy prescriptions of think tanks. 
IPA Bulletins(for journalists, commentators, producers).

Regardless of political affiliation: the key issue here is that there are many interest groups that are trying to influence public policy - and one way they do this is through the news.

Interest groups and public relations campaigns.   These groups also issue reports, press releases, sponsor studies, hold press conferences, attempt to arouse grass roots support. Accuracy in Media (AIM), for instance, offers the following: twice-monthly news letter, a daily radio commentary, a speaker’s bureau and a weekly newspaper column -- "all geared to setting the record straight on important stories that the media have botched, bungled or ignored. We also attend the annual shareholders’ meetings of large media organizations and encourage our members to bombard newsrooms with postcards and letters about biased and inaccurate news coverage."

Environmental News Network. (http://www.enn.com) promotes itself as "Your link to environmental education and awareness." "The Environmental News Network mission is to create environmental awareness on critical issues through the presentation of fair and balanced daily news and information products."


ENN offers daily news and features on current environmental issues delivered online, by e-mail and through syndication, press releases and consulting. ENN provides its products and services to CNN, Turner Broadcasting, National Geographic, National Oceanic and Atmospheric Administration and other media companies, government agencies, foundations, special interest groups and the general public.

Interest groups conduct PR campaigns that use the media to focus public attention.

e.g., EASTMAN KODAK Co. took out a full page ad in the COLUMBIA JOURNALISM REVIEW ( a leading publication that many reporters and editors read) to persuade journalists that manufacturing is still an important component of the U.S. economy and to call for "a national debate on the direction of economic policy and how it affects manufacturing."


The idea behind public relations is to create a good image with the public. Most groups want the public to know of the good things they do, or to put a positive spin on things they are doing. Public relations can mean that a group deals directly with the public (e.g., through direct mail to the home). But usually public relations means a group, company or organization attempts to get favorable news coverage. 


Organizations try to get favorable news coverage by telling news organizations about what they are doing. For example, the White House might issue a short notice to the media (called a "press release") that notes that the crime rate is going down (true; this can be factually proven) and that claims that the President’s policies are the reason for this decline (an argument which some support and others will contest. This is the part of the press release which focuses on making the White House and President look good).


Reporters rely on press releases as a source of news. Some press releases are more newsworthy than others; consequently, some get in the news and others don’t.

A key goal of organizations using public relations: Get your message into the media, as news. News has higher credibility than advertising, so getting reporters to deliver your message to the public is ideal.

Public relations today

Today some 170,000 people work in public relations; more than 80 percent of major U.S. companies have public relations departments. There are more than 4,000 public relations firms in the United States; the largest include: #1, Burson Marsteller (1,863 employees, $233m in net fees per year), #2  Shandwick (1,969 employees, $190m net fees/year) and #3, Hill and Knowlton (1,320 employees, $160m fees).

Key public relations functions:    1. Publicity: getting media coverage for the client (through press releases, dealing with media professionals, advertising).  2. Communication: PR firms help clients communicate with the public, advise clients on this interaction  3.  Public affairs. Interacting with officials and leaders of various power centers with whom a client must deal (e.g., community and government leader)   4. Government Relations: Focus on government agencies/lobbying 5. Community Relations: Focus on community groups.

Who uses public relations?

1. Governments use public relations. About 15,000 public relations people work for the U.S. government, spending about $3 billion a year. Every member of Congress has a public relations staff person (or two or three). The White House produces 15-35 press releases every day. A press release is an announcement about something that is going on that might seem newsworthy.

2. Politicians/ candidates use public relations. We’ll talk more about this when we focus on politics and media.

3. Educational institutions use public relations. The University of Washington’s Office of Community Relations, for example, issues press releases and video news releases. 

4. Non profit groups (such as the Girl Scouts)

5. Professional organizations such as the American Bar Association (lawyers), the American Daily Farmers, Raisin Growers, etc. Many of these groups will rely on ads (such as the Dairy Farmers’ highly successful "Got Milk?" campaign), but they also work hard to get their message into news stories (with press releases, for example, that note that milk is a good source of calcium and thus a good tool in the fight against osteoporosis).

6. Entertainment and sports figures. Teams, individuals, events (Special Olympics, etc.) and actors rely heavily on public relations agents. They key rule of thumb here is that any media coverage may be better than none at all.

7. Businesses use public relations.

Example 1. The Tylenol Case

In 1982, seven people died in Chicago after taking Tylenol capsules laced with cyanide. This was clearly a disaster for them and their families. It was also a disaster for Tylenol’s owner, Johnson and Johnson, which had spent millions of dollars and many years creating the product and building public trust in it. Tylenol represented 36% of headache market.  J&J moved quickly:

· Halted manufacture and distribution of Tylenol.

· Removed Tylenol from store shelves

· Launched major ad campaign asking people to turn in Tylenol capsues for a safe replacement.

· Promised full cooperation with government investigators

· Ordered development of a tamper proof package for re-introduction of Tylenol capsules after the contamination problem was resolved.

Within a few days of the deaths, it became clear that a terrorist had planted the cyanide in the caplets. The deaths were not Tylenol’s fault, and this news clearly absolved Tylenol from blame. Still, people were nervous about Tylenol; sales dropped 20% immediately. How could Johnson and Johnson restore confidence in the product? They turned to public relations, hiring one of the nation’s leading public relations firms, Burson-Marsteller, to help them.

With Burson-Marsteller’s help, Johnson and Johnson did the following:

· Sent mailgrams to hundreds of journalists, inviting them to a 30-city video teleconference to hear the J&J chief executive officer talk about reintroduction of Tylenol.

· hosted 600 reporters at the teleconference; Top Tylenol officials took their questions live.

· sent 7500 media kits to newsrooms the day before the teleconference (via express mail). Kits included a news release and a lot of supporting materials: photographs, charts and background information. 

Resulting news coverage extensive. Stories noted Tylenol’s efforts to guarantee safety to the product. Today, Tylenol is once again a leader in their product line. This is an example of one of the most successful public relations campaigns for a product in history.

Example 2. The National Rifle Association

Few issues are as hotly debated as gun control/gun ownership.  Few voices in this debate are as powerful as the National Rifle Association.  The NRA sponsors shooting clubs, marksmanship programs and gun safety classes.  It has authored a code of ethics for hunters and serves as a primary certifying body for hunting and target shooting instructors, referees and counselors.  Among its most visible members are former presidents Ronald Reagan and George H. Bush and Hollywood star Charlton Heston.

The NRA is very active in public relations activity, particularly in an effort to limit restrictions on firearms.  Its theme as been: “Guns don’t kill people, people kill people.”  The NRA has a good deal of support: 2.8m members, an annual budget of about $90m, 3 magazines with annual ad revenues of about $7m and a large office building in Washington, D.C.  It uses a wide variety of public relations strategies, including lobbying, community relations, press releases and a wide variety of other published materials – plus a web site. (http://www.nra.org)

Challenging the NRA is HCI (Handgun Control Inc). It is involved in lobbying, supporting political candidates who support tighter gun control, issuing reports and publishes a newsletter (Washington Report) and other gun safety and gun control material. (There’s a web site: http://www.handguncontrol.org)

Example 3. Kuwait. Hill and Knowlton.

 In 1990, the Iraqis invited Kuwait. A government-in-exile was established; it created an organization called "Citizens for a Free Kuwait." This organization hired Hill and Knowlton (the largest public relations firm in the US) to tell their story. At that time, few people -- including many in Congress, which much of the story would be told -- knew that Citizens for a Free Kuwait was using a professional public relations company to help them.

The challenge in this case was this: How to get the United States to feel sympathetic to the Kuwaiti government in exile. Kuwait was a monarchy, giving only limited rights to women (women could not vote, for instance). Some Americans were very critical of the Iraqi invasion but many were dubious that we should go to great lengths to restore the Kuwaiti monarchy to the throne. 

The challenge thus was to create support (in the American and especially in Congress) for the Kuwaitis.

Some of the strategies used by Citizens for a Free Kuwait/Hill and Knowlton:

· Press conferences showing torture and other abuses by Iraqis to the United Nations Security Council

· Distribution of thousands of FREE KUWAIT T shirts, bumper stickers, and pins at college campuses around the U.S. Organized National Free Kuwait Day at colleges.

· Hill and Knowlton representatives asked churches to pray in behalf of Kuwait. September 23, 1990 was a National Day of Prayer for the Kuwaiti cause.

· Hill and Knowlton asked the National Football League Commissioner to arrange a moment of silence for Kuwait at NFL games (he refused).

· Media images of the royal family of Kuwait. Hill and Knowlton representatives had unprecedented access to the exiled government and were able to shoot video of the Kuwaiti ruler (the Emir) and his family at exile headquarters. When U.S. Secretary of State James Baker visited the Emir, Hill and Knowlton did the video (and gave it to U.S. TV networks).

· Kuwaiti exile leaders coached by Hill and Knowlton. How to make these people seem more sympathetic? Kuwaiti leaders coached about how to come across well to the American public.

· Media tours. Media reps were put in touch with Kuwaiti leaders, so could get their view on things.

· Citizens for Free Kuwait met with leading editorial boards at major news organizations around the country (arranged by Hill and Knowlton) - -thus garnering sympathetic editorials.

· Hill and Knowlton helped arrange a Congressional hearing on Iraqi atrocities, provided media with copies of horror letters from hostages reportedly held captive in Kuwait.

· Media kits: Information, press releases, etc. , were sent to media, members of Congress, college leaders, college newspapers, etc.

· Hill and Knowlton had two video crews in Saudi Arabia (where the exiled government was) and produced 30 video news releases (VNRs). This helped shaped the coverage of events that eventually lead to U.S. bombing of Iraq in early 1991. The Hill and Knowlton VNRs got major play on CBS, NBC, ABC and CNN.

· Testimony before Congress. Hill and Knowlton arranged for a 15 year old girl to testify to a shocked Congressional Human Rights caucus that she had seen Iraqi-caused atrocities. She said that she had seen the Iraqis pull babies from incubators in hospitals and then left to die on the cold floor (when the Iraqis invaded Kuwait). It later turned out that she was a big fake: she was the daughter of the Kuwaiti ambassador to the United States and had been in the United States at the time of the invasion. Further, there was no evidence at all of the incubator incident. But that story came out months later, long after the U.S. bombing of Iraq.

· Hill and Knowlton spent $5 million on these various efforts in the first 90 days after the Iraqi invasion of Kuwait. Did Hill and Knowlton’s professional abilities play a role in the U.S. decision to get involved in a war against Iraq? Was public sentiment orchestrated to then influence policy makers? Impossible to measure, but this seems to have influenced many people.

Every-day use of Public Relations.


Most of the time, we are aware of public relations as a REACTION to events (e.g., how will EXXON deal with the huge oil spill in Alaska? How will Tylenol deal with the cyanide deaths?). But public relations is used every day by thousandas of organizations that want to get the media to publicize them and their actions.   
Public relations messages are always in the news. Estimates are that more than 50 per cent of the news -- newspaper articles, magazine articles, TV news stories -- got their start from PR.

Press releases come in two forms -- print and video.

 Let’s focus primarily on Video News Releases.


Many public relations firms use video news releases a lot. VNRs are in ideal way to place your image on small TV stations, which need cheap and easy to use footage. Examples:

1. Neutragena. Neutragena Soap PR Video News Release. Aim: to get people to buy Neutragena soap. Get this message into the media -- without it looking like an ad.   VNR: mostly focuses on debunking myth that expensive lotions and moisturizers can keep skin from aging. Third party spokesman, a noted dermatologist, states that the best way to take are of facial skin is to wash with warm water and a mild soap, such as Neutrogena.  Note: the product mentioned only once, and in passing. Video shows cosmetic counters in department stores, a doctor examining a patient’s skin, and a woman washing her face. While the Neutrogena Package is never seen, the soap being used is the clear, amber colored bar that has been synonymous with that product.

2. Hypothetical situation.  Imagine that the following things are true: Electrocardiogram (EKG) usage is down. Doctors often discount its value. Many of them say that it has no real predictive ability; its chief value is if you have heart problems/symptoms of some kind. So it may have value for some, but it is fairly limited. Medical journals concur with this view.

Now imagine that you are a public relations practitioner and your client produces EKG machines (indeed, about 75 percent of the market). Sales are down since 1990 and look as if they will continue to drop. How can you increase use? You could have booths at medical conventions (such as the American Medical Association), you could sponsor research showing that EKGs are valuable -- and then you could create video news releases. Your goal here is to appeal to viewers, who in turn will then ask their doctors for an EKG. You don’t want this to look like an ad; rather you want the media to carry your message as part of a news story. The lack of your "fingerprints" on this message means higher credibility for you and your company.

Example.

 ___________________________________

Video news are most common in health care (e.g., development of new drugs or new products (e.g., carbon monoxide detector) or in touting industry discoveries (e.g., Vitamin C reduces high blood pressure, yogurt prevents cancer).

How to spot VNRs.

1. Reporter not shown interviewing people.   2. Shows a new product, new technology,   3.Factory or office scenes   4. Business or product: in positive light.  5. Ask yourself: who benefits?

VNRs: Fakes? Real news?

Pro    (1) Can be newsworthy (2) Cuts news costs (3) Footage (visuals)

Con  (1) News = marketing (2) Politicians uses tax payer funds for their VNRs (3) Advertisers take advantage of news (4) Intent: fool audience

4. External influences:  Other Media


Journalists read, watch and listen to news from their own and from competing organizations. When a story breaks first in one medium, it mayquickly be picked up by other media.

New England Journal of Medicine: Some media are particularly good at setting the agenda for other media. The weekly New England Journal of Medicine is an often quoted source of medial news. It does not send out press releases about its contents prior to its Thursday publication date, but it does send advance copies of the publication to the news media on Monday.

NEW YORK TIMES: For general news, the final arbiter of quality and professionalism is the NEW YORK TIMES. It’s coverage often legitimizes a topic.

Scholar Herbert Gans writes: If the TIMES did not exist, it would probably have to be invented.

Other leading news sources include CNN and National Public Radio. Journalists and editors monitor these organizations to keep up with what’s going on in the world today.

5. Community Concerns

The kind of community from which a medium operates influences content. The community is the environment in which the medium must operate, and therefore the community’s economy and culture as well as its physical and social layout will affect both the kind ofmedia that set up business there and how successful they are.


In larger cities, competition more intense, sometimes putting an emphasis on more local news.


The size of the community can influence news, too. Some publishers of newspapers in small towns say that it is important that they be community boosters -- helping to promote economic development of the town. In Edgerton, Wisconsin, after a lot of local businesses closed, the newspaper ran stories about the skilled, but currently unemployed work force in the town. When a manufacturer inquired about opening a plant, the newspaper was part of the community team that convinced the company to move there.


In the middle 1990s, when some US military bases were targeted for closure (to save money), local newspapers led campaigns to keep their bases in town.


When Seattle faced a vote on a new stadium for the MARINERS, the Seattle Times took a leadership role -- even giving free advertising.
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