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The Kentucky Department of Edumtxons role in cumculum development
is thrée-dimensional. One dimension-is the Program of Studies approved
By.4 Shate Board of Education as a base from which Kentucky ‘schools™
Flan their p: A sécond important dimension-is the consultancy and
eaderslup pmwded “by-the staffs of the various bureaus. The third dimen-
sion .is the provision of u:p-todate resources for plannmg in various areas

fofthec\miculmn

The - guidelisies - for Leaming About Mass Communications, offered
herein, are meant to be an aid rather than a prescriptive dictum for pro-
gram development. - The ee .of - success: each district registers in- the
implementation of the guidelines. will -
thoughtful effort committed by personnel in ﬁxe dlstncts )

“We are sinoerely grateful for the. “to offer to Kentucky
schools the* of the Kentucky ‘Council for Education in ]onrnalism,
whose commitmeént -to the value end mnnediazuof their stnbject is clearly

mdwatedbyﬂlesoopeandﬂmmghnessof gmde

] ,;,;

-the nnaginatxon and -




. *
y
-
-
Ty
-
Y

€.
-

Preface
‘Don c Bale

- Assistant Superintendent
-~z .~ For-Instruction
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It is always a pleasure to-offer to Kentucky schools the thinking of the

-~ leaders and pacese*ers in-curriculum,

. - “Our source oi particular pleasure in this guide to Learning about Mass
Communications is that this work represents- not only the efforts of edu-
cators in the public schools across the state but also in our state universities
and community colleges; as: well as professional media people who have &
valid concern for the emphasis-upon the media in our sc S

- We-are_grateful to.all who- contributed their- expertise in order that
what students-in Kentucky schools.learn about media and mass communi-
cations may- he more accurate, more exciting, and -ultimately more mean-

. ingful in terms of their total development,

Mrs. Martha Ellison, formérly Coordinata: of Gux;x-ic'qlum Development
and now with Louisville Public Schools; has served as liaison between the

4 ‘Kentucky -Department: of ‘Education and the Kentucky Council for Edu-

cation in. Journalism and has_coordinated the editing-publishing effort

-

from-the beginning of this work's.production. -

o
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lntrodueﬂon A paper presented -at the first meehni of the Kentucky Couneil for Edn.

-cation in" Journalism-revealed the lack of a common curriculum for the

* - teaching of journalism in Kentucky. It further revealed -that a majority

GIOI\ Klelne of those teaching journalism in Kentu were first year English teachers

o eates B v caiosbem gutie and underto 1‘2’“&"?“"1‘”"

© of the or a journalism curriculum e undertook the -develop-
c""’!"""cg::gf:"'% ~ mentof such a gulxde as its first major- pr%tjuect ' P

t f A Curriculum Commission was appointed in September, 1069 (see list
Ed.:(:.':llo‘:klyn 3::?:2“':: of members on age ) and met throughout the academic year discuss-
o g coritent a) ure. - The major points of agreement coming out
' SR of these meetmgs were. that joumahsm courses in Kenfucky s
' ' schools must: -

"1. Be consumer- ‘oriented. While ‘commission members hoped that
- many students would pursue commumcat;ons careers, they felt that
: most-would not. Therefore, theya;gr aim of
. L the high school -journalism course oEL, to hc ents be-'
T " - comeintelligent consumers of media products. -
L , - 2 Gnve attention. to the role of -all media. Because the trad\tlonal
' . " journalism course and textbook.give undue attention to the news-
— ,paper the Commission- directed that a conscious attempt be made
to give attention to-media in" propouhon to theu- ‘role in servmg
- society today.. .
- Ever mindful of these major cms:deratioms the commission felt that
the objectives-of a journalism course in the Commonwealth should be:
- - 1.~To: develop- the ability to evaluate the worth of newscasts and
: Eubhc;tfwns through wxde and mtelhgent eonsumptwn of jouma-
stic efforts -
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e I 2 To pioﬁioig an ‘understanding of the- role of the press. in a
T ’ ._cdemoerscy, - T ST . oo e T 0T
R 3 To appreciate the ethics of the profession of journalism.
- - -~ 4. To acquaint students with the manner in~which stories are ob-
. ~ .- tained and written' so they can better evaluate and appreciate
- the performance of professional journalists: . T - -
N : - - .5 To develop skill 'in the accurate, concise, ereative, and forceful
_ . o expression_of ideas.- e o
S T .. 8. To develop-poise, ‘self-confidence, and tact in meeting news aid
- “business contacts. < . 0 T
: . 7. ‘To-@ppreciats the role of functional and creative composition.
SR - > 8. To engage in journalistic enterprises in" the school which- provide
’ -~ self-expression for students, which relate the students to the school
.-and the school to the community. - - - o
- e . 9. To prepare students for work on'the high school newspaper, maga-
. ‘ . -zine, yearbook, radio station, and/or closed circuit television station.
: o 10. To-provide a-basic-foundation for the professio.. and the inspira-
- tion'to pursue it, if that is'a student’s goal. - - - - -

EUPURII SR A

- oo T " 'The relationship of the school. newspaper to thé journalism course
B : % “is affected bzrthis refocusing-of attention on all media. The commission
- agreed that, “The production of the newspaper should not domiinate journa.
- lism course content nor shiould it be entirely -an’extra-curricular activity.”
In short, the commission held-that the production of the school news-
paper-is an educational activity and-as such it is a means and ‘not-an end.
S { T . - =~ It is not the-intent-of . the commission-to -provide- everything in this-
B N : curriculum ;guidé'that’ might be included in a -journalism course. We
: = ' : have touched lightly upon makeup, photography, printing, and film mak-
. -ing: ~We make no- attempt -to suggest the amount of time that should
e b'eismqn,f‘éaqh' unit, “or even that all units be used. In fact, this guide
- - has~been " written “with other. disciplines in mind,  We feel the social
- - science- teacher -may- choose to inc te the units on “Historical De--
velopment of the -Media” and “Freedom, Responsibility, and Control of
the' Media” in his course of study. ““The Opinion Function” may well be
S - -~ - used by a debate or speech-teacher, and the unit on,“Intelligent Use of
- B the Media” may be used by guidance personnel in o stucy habits short
1 o : course. “The Communications Process” is a basic unit that can be adapted
: - : - and used by the language arts teacher. . .
B o ) ~ We ieel that this is an opportune time to introduce an expanded
: . - journalism curricilum  because™of the many new journalism and media
. - .-~ courses that are being developed as part of the new phase-elective pro-

iy

G

i v ' . i i " !
- e | \ A [N
Lo o ) ) . o .
e e Ay P
.,wm'{,hﬂ»’%mlz EE I ol N o i HESAE i

: - » gram.  'We hope this guide will bz of value and that it will help make
Q S - classes come alive with the excitement and adventure mture of journalism. -
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State-Wide Journallsm :

* Curriculum Commission®
~ Of The Kentucky Council

For Eduenhon in Joumalusm -
“Alburt Allen, Assistant Managin (f Editor, The Louisville Tcmes, Lomsvxlle, o

jiMrti Martha-Ellison, Coordinator “of-Curric

" Howard Robey.

Glen - Klelne, Commimon Charrman, Assrsbant meeasor of Joumalrsm
~ - Egstern Kentucky. University, Richmond

Robe&)Adams *Assistant Professor of Joumahsm Westem Kentucky Um- )
-“versity, Bowling Green : :

= representing metropolitan daily newspapers

: Mrs. J-dith- Clabec, ]ournalxsm Teacher, l-lenderson Hngh School Hender-~ .

.som = -

Mrs Katherine Coo r, Joumahsm Teache- Paducnh-'l‘ilglunan ‘High

““School, Padueah, State Coordinator -of the Journalism Edmgion,
Aesociation P
Dorman Cordell, Bureau Chief The Assocxated Press, Louisvxlle, repre
. senting syndicated wire services -

] Mrs. Jane Crowell, Chamnan, Enghsl;’lr)qramnent, Henry Clay nghr

School, Lexington -~

Development Kentucky

- Department of Education, Frankfort

Bob Fre {) ‘Editor and Publisher, Shelby News, Shelbyvi.le, represenhng

' y_newspapers and the Kentucky Press Association - = -,

Ed HM Promotion Manager, WHAS-'I'V Louxsvxlle, representing pub-
- lerelations . - -
Dr. L. J. Hortin, Chau'man, Departn;elt of ]ournalisn., Murray State Um—
.~ versity, Murray -

'W.:Dee Huddleston, General Manager, WIEL Radio, Elizabethtown, repre
. senting radio and the Kentucky Proadcasters Association -~ * =
Mrs. Katherine Kirwan, Journalism Teacher, Waggen=r High School, Jef-

" ferson County, and” President of the Kentucky Council for Edueation
in’ Journalism- .
J. Ardery McCauley, Assoeiate Profecsor of Joumalism Universlty of Ken-~
- tucky, Lexington :

" Bob Monris, News Director, WHAS-TV, Louisville, representing television

‘Don _Orwin, Instructor in Jourmlism, Somerset Community College, Som-
erset .
Miss Gwen Renfro, Jour talism Teacber Williamsburg High School Wil-

- liamshurg -
y Joumalxsm Teo,cher, Ahrens Trade School, Lomsvxlle and
President of_the Louisville High School Press Association Advrsers
Mrs. Lois Sutherland, Instructor of Joumahsm Northern Kentucky Stafe
College, Hnghland Heights .

" Bruce Westley, Chairman, Department of Journalism,” Umversity of Ken-

tucky, “Lexington -
- *Commission members held the positions indicated above at the time of their
appointrnent in 1909 o o

~
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]ommlkm Curriculmn Members of *he editmg committe: were Glen Kleine, Mrs. Ketherine
Editing Committee Kirwun,] A McCauley, and Mrs. I.oxs Sutherland
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' Chmmeuof Unit-l-The Communlcatiom Procm _Bruce Westley, University of Ken-
Jomml.’sm Curriculum - - ‘tucky
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 Production Committees - - Unit.z-rhe Information and Edmng Functton Robert Adar. - , Westeri
. ' - - Kentucky- University

E Unit.3-The Ime@m Funcnon - ] A. McCauley, University of Ken-

N o | tiniu-rhe Opinion Function = Dr. L. . Hortin, Murray State University
S 2 - - _ Unit.5-The Entertainment Function — MI’S Lois Sutherland Northem :
s B : g - - “Kentucky State  College ™ - -
S & . . Unit-B-The Economic Function Mrs. Katherine Kirwun, Waggener High
e * i . Unit."l-The Histoncal Development o/ the Medta Don Orwin, Sommet
s - Community College - :
R <L - Unit-8- Freedom, Responsibility, and Control of the Media — Glen Kleine,
TR : e . . Eastern Kentucky University '
I ‘, . - Unit.9-Intelligent Use of the Media — Mrs, Constance Cameron, Westport
e S S . - High School, ]efferson County
- - S o . o
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m 1:  This unit is intended. to introduce students to the study of communi-
cation processes as such and-to prepare them for the study of mass
communication institutions and practices by laying a foundation of
. -communication principles. It inclides material on the -indi-
vidual -as an information processor, how .communication functions-in
groups, and the importance of mass: communication in complex and
-extensive soclal systems such as our own. A

Objectives -To emplmsnze the importance of effective communication
“ ~To introduce the idea that communication is a process

-cation

' —To develop an awareness of man as an information Drocessor

meaning among men -
—To examine the bamiers to effective communication
-'lfo, introduce the characteristics and functions of mass communication

Outtine L The world of communication
IL Meaning and language
IIL. Man the communicator

IV. Mass communication

—To define the ‘basic concepts involved in the process of commum?

PR
Sty |

| L 1 |
T e g T [ (I
SREEET

—To show-the potenhahty of communication for increased shanng of
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L ','l‘he world of commummhon o >
A. - Humanmformahonprocessmg T
i i 1 Human bemgs “receive and act upm sensary xmormahon
. ) . ‘a. In all -senses -
b. As aself-correcting system,seelnngoonsxstencympemep—
tion of the world

c. With some tolerance for ambiguity -
. 4. But with a drive to reduce ambiguity

2.' ‘Human beings seek -information in the environment \
_a. For its immediate sahsfaotxm of wants and needs (immedi-
o ~ate- reward)
. b. " For its. later value in helpm to solve problems (delayed

reward) - &

¢. In all sensory fields (semory modalities)
(1) Visual _ ry
(3] Audxtorv
(3) Tactile
{4) Olfactory
®) Kmesﬁneuc, ete.

d. In the mammer of a gmdance mechanism
(1) Being oriented in a changing environment
'(2) By cconstantly monitoring information about relevant

conditions in the environment

e. From all available sources

(1) The inanimate environment
" (2) In excharige of information with other persons

(3) In groups (mterwt grou reference ‘groups)
(4) In formal organizati ?sihool church, factory)
) In itories of mformahon (libraries, tclephone books
") famty istories)
(6) In. mass and-other public commmncatum media.

3. Commummhon is the exchange of mformahon
a. Between persons
b. About something
c. Inthe world of perceptions they share.

B. Communication as a process

1. The dimensions of the communication procéss are
a. Intentional and unintentional
-b; Audxto:y am! visual (other senses)
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V erbal and non-verbal.
~(D- Non-verbal codes include

(a) Gesture: physlwl athtuéle and movement faaal ex-

- pression, sign language .
(b) Adornment of the person: clothmg, makeup

(c) Things that extend -the “person: car, home, office -

furnishings

(d) Speech mannerisms: intonation, reg:onal dialects,

affectations

(€) Personal - space/time: interpersonal - physical dis- .

“  tance; who waits for whom, holds the line for whom,
etc., cultural dxfferences in the value of punctuality

(f) Conventional signs: stop lights, road signs, wammg,

lights_

(g) Pictures, pictograms, figures, charts, pamhngs ,

sculpture.

(2) Such codés are often ambiguous and have a vocabulary
rather than a syntax or grammar.

2. The elements of the communication precess are

Sender and receiver

(1) Sender initiates and transmits

(2) Receiver accepts and responds

Encoding anid decoding . .- :

(1) Communication requires changmg a meanmg or idea
‘into a shared code: language, mathematics, Morse, or
semaphore, etc. :

(2) Encoder transforms the message into the vocabulary and

mar of that code. = -

3) Decher'tra.nsforms the coded message back into mean-
“ing or idea.

The message

(1).What information sendes gives

(2) What ideas he expresses

(3) What emotional or cther states be feels

(4) Intentionally or unintentionally

The channel—the carrier of the message from sender to

- receiver:

(1) Air, ether, sound pressure, etc.

2 Telephone wire, coaxial cable, etc.

(3) Newspaper, magazine, television, radio, etc.
(4) Tavern, group meeting, mass meeting, etc.

RO N
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Activities -

o

. Using Figure 1, cover the non-verbal material (lower) and ask ihé,stt;-

‘newspaper story, a tele

. Disouss with students the following list of communication situations. Ask

v

e. -Feedback — receiver’s response as carried back to sender

- £, The communication situation S

(1) One-to-one (face-toface, interpersonal)
~ {2) One-to-few, few-to-one (face-to-face, group) . _ -

(3) One-to-many, many-to-one (mass media with feedback)
- (a) With or without machines (TV transmitters) to mag-
nify and extend = - ) : .
(b) To assembled (public speech) or non-assembled
(television) audience .
(c) Public or private

P

. Discuss with students the following questions: What do we know about

objects-and events in the many parts of the universe which we have not
personally experienced? How do we find, out about such things?

dents the-following questions: Of Mr. A and-Mr. B, who is more power-

ful? More aggressive? More trustworthy?. More honest? More competent?
More-intelligent? More friendly? ¥or each question, ask why. Then ask ...

the slar‘ring questions again with the verbal and non-verbal channels’ -
revealed. . :

. Using Figure 2, have four students say “That's great” the way they think

each face would say it. Ask other students to describe the non-verbal g
message communicated-by- the four faces. -

Bring magazine ads to school. Assign each to a student and ask him to
“verbalize” the non-verbal messages in the ad.

. Before class begins, call several students in, one at a time, for a con-

ference. Continually shorten the distance between ‘yourself and the

* student. Later when you explain this to the class, ask these students ‘ ?

their reactions toward this invasion of their personal space.

PR

* Suggest different types of communication situations and have students
br ]

each down into the parts of a process; for example, a front page
viseJ presidential speech, a telephone conversation
or a student:to-shident conversation.

£

them to decide whether each is on the inter-personal, group or mass

- media level, and why.

A teacher speaking to a class !
A conversation among students in the school cafeteria .
An address by the principal to the school dssembly
A long-distance telephone conversation ;
A class discussion led by students,

. Have a Boy Scout or Girl Scout demonstrate the semaphore system of Y
,Y e ll g. e ] ‘ N et
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Activities

1.

The communication process as-a self-correcting mechanism
- 1. Communication between petsons “makes common” (promotes)
- shared understandings . - E
a. ~ When initial r lgationslix’p coorientation between -persons is

" -positive - .- .- o o

b.  When communication is freely given and received -
~¢. When sender adjusts his response to that of receiver and

vice versa. i
. 2. Communication between persons-clarifies differences and fosters
their reduction A :

a. When initial relationship is bositive .
- b. When the two persons or members of the group have
experienced satisfaction in previous communications.
3.. Communication betweer persons and in groups promotes reality

testin

a. ,Rgducin'g gaps between individual and group standards and
norms .

b. Attaining shared perceptions of values and beliefs

c. Sharing understanding of remaining differences within the
group

d. Sharing a common attitude toward the group

e

Coming to share a common view of the larger society.

Bring to class a large box concealing several objects of every-day usage
(a dictionary, a fork, a lightbulb, etc.). For each object in the box,
appoint one student to be the sender, the rest of the class being the .
receivers. Ask him to physically describe the object to the class. Choose
objects which are relatively casy to describe to insurc that students
appreciate one of -the major points in this section: That communication
between persons promotes shared understendings. ~

Have students write directions for riding a bicycle, assuming that the
reader has never seen a bicycle. Bring a bicycle to class, and test out the
precision of directions. Directions must be followed to the letter. Then
permit reader to make up for any inadequacy in the directions (thus
permitting the communications process to act as a self-correcting mech-
anism). Try the same procedure with a microscope.

II. Meaning and language

A.

Meaning , )
1. Meaning is transmitted by signs and symbols.

a. A sign stands for a single meaning, the same for all users
of the sign. ~ o
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Activities

L3

-

b. A lstmds,foraet;n:sexsetofmeening.swliic‘hednvbe
-  differently as

users.

2. Meaning is derived: ) . )
a.” It comes to be attached to signs and symhbols .
b. But resides in people, not language (his meaning, not the
meaning), .
3. Denotative and connotative meanings have different charac-
teristics. ‘ -
+a. Denotative meanings “point to” concrete referents. = .
b. Connotative meanings embrice different dimensions of
meaning asssociated with thc same referent. ‘

1. Discuss withthe students which of the following would be classifiec. as
symbol and which as sign: a traffic light, the twisted cross (Nazi em-
blem), a handshake, a stop sign, a word, etc. -

2. Before class begins, hand out chocolate Covered ants or candy that looks
_like it might be chocolate covered-ants. Oncé class begins, ask the stu-
dents whether they are prejudiced and then inquire about the taste of the
candy. Inform them that tLey have been eating cliocolate covered ants.
Any ‘change in attitude and reaction should be due to the unfavorable
nmieaning we have attached to the symbol “chocolate covered ants.” (See
Creative Communications.) : :

3. Take a word such as communiem or capitalism and have your students
write an in-class paper of definitions. Have each student read his defi-
nition and raise the following questions: Who is right? Where would we
look o find the correct meaningP Do words have “correct” meanings?
Who defines words? How do we come to know about something, such as
communism, which we have not experienced? -

4. Discuss with the students the denotative and connotitive meanings of a
series of words such as: officer of the law, policeman, cop, pig; or recom-
mend, urge, compel, force. i

5. Have students bring to class a list of song titles or lyrics that have taken
on new meaning.

.

B. Language .
1 ;}‘nimal codes are more restricted than human language because
the - - .
a. yAre instinctive and inherited behavior; language is learned.
b.. Control behavior in simple and static social structures; lan-
guage- controls and is controlled by elaborate and dynamic
social structures. - -
c. Utilize signs but do not symbolize experience. '

-at different levels by different

S . - - |

]
|
i



. 2. Characteristics of languuge are

"Asetofsounds - -

" A set of symbols (vocabulary) A _
"An -arbitrary and socially controlled connection between
. symbol and meaning ( R )

Systematic organization S{‘Maxorgnmmu :

at it is ¢ rgalneté'e'noug to-embrace a linguistic response
to any culturally permitted experience. A

ﬁ
iea oOw

: Activities 1. Discuss with the class the following questions: Why ‘does a dog com-
kS ] municete by growling when he is angry? does a cat pur when
& ; ' . pettéd?Whygo(;sa.umahmllaue’e’a"uee Why does an American
' call a book-a “book” when the Frenchman calls it “le livre"? The purpose
i, here is to emphasize that animals communicate what their instinct tells

3 - them, for the most part. Humans, on the other hand, coramunicate what
- . they have learned. )

3 ’ 2. This activity demonstrates the imForunce of syntax in language. Write
- i ontiuboa?dajumbledword ernntencewithonewor%mkftbhnk.
- Askthestudents'lftheyunmppl{thenﬁuing word. Then write the
3 : . nntexminemectwordord«.stilonduingoneword.Agl:nmkthe
&8 students to supply the missing word. (This time they should be able to.)
A For example, i .
. There sentence from — muﬁnignword this only. LT
There is only —— word missing from this sentence.

Ask the students to draw-the animal described in the following excerpt
- from the Encyclopedia Britannica: “It'is small, with a long nose, ears
and tail, the latter being naked and prehensile. The ble first hind
. . . " toe is clawless and the tip is expanded into a flat pad. The other digits all
14 . bear claws. The best known species is about the size of a cat, gray in
: color, the fur being woolly.” the students’ drawings are completed,
) inform them that ducri&t:ou was of an opossum. Point out to them
s ~ , . the disparity between their drawings and what an opossum actually Jooks |
¥ - like, despite the fact that they were given ‘a detailed description of one. =
F Use this {llustration to demonstrate the often wide gap 'between meaning. | <
B in the sender’s mind and meaning in receiver's mind. Langusge, very S
T - :lftw. doojrnot bridge that gap. (See Communications: The Transfer of |
b - & - ean Ig‘ )

- o ) II1. Man, the communicator
- " A. Barriers to effective communication
o , : - 7 1_Areceiver may withhold attention.
2 A « " 2 Selective perception involves 4
o a. Selecting compatible information )
b. - Rejecting incompatible information,
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3. Sclection exposure involves
a. Seeking compatible information
b. Avokling incompatible information.

4. The receiver may question sender’s credibility.

5. The receiver has etablished media habits, context preferences,
and attitudes toward credibility. :

6. Meaning may be transformed to fit personal bias.

7. False inference may be mide by receiver.

i ‘\‘ ot A ' ' ’
" 4 " o B
T il 20 B R o ‘ﬁm""ww AR
h
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Activities * 1. Point out to the students that the sound of your voice holds their atten-

tion at the moment. But this is only true because of sclective . o
If their perceptual attention is called to them, the can hear other noises, o

such as sounds from other classes or the hallway, or ou or
the sound of.a fan, .air-conditioner, or furnace, or even the buzz of
ﬂuoreseentlights.TbeumehtmeovaisudevenwighM
heads held still can see & wide arc of space more
180 degrees). Yet, because of selective perception
trating on a small part of this view.

2. To demonstrate. selective eption, the teacher can construct
collage made up of scenes of different types of activities or things whic
different students might be interested in. Show this collage to the class
for one or two’ . Then ask.the students what parts they saw and

why they noticed those particular parts. . :

8. To demonstrate sélective exposure, offer several different types of maga-
zines to students. When each student has chosen a ma which
interests him, discuss with them why each chose what he s
the fact that we are constantly choosing what types of information we

N ‘ process. A similar activity may be performed by merely asking the ‘stu-

dents what television shows they watched the night before and ’

¢
R
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5. To show students how they muke inferences, give tlxe following test.
(See Creative Communications.) -

‘Statement: The Cubs beat the White SoxB-S
(Circle T for true, F for false, ? if the statement is qnesﬁomble)

‘1 Both teams are from Chicago TF?
2Tbeymbothmembersofthemlengue T F?
3 The Cubs beat the White Sox. ‘ T F?
4 The score of the baseball game was 6-5 T F ?

Answers: 1-? 2—;? 3-T 4-?

B. Keys to effective communication

1. Construction of message must take into account tlme classifi-
cations of audience:

a. Socio-economic background of audience
b. Ageand sex

::L {a;nmﬂhrity P\:‘:‘ﬂ\ subject .

icie . . ’
e Atﬁg:ge ncy
2. Messages are adjusted in response to feedbcclr

3. The choice of channel del[:nds
a. Suitability of particu messug;: to particular channel
b. Use of multiple,channels.

4. Clear understandin oftbepmposeofacommunieaﬁonis
accomplished by 8

a. Seeking consensus

" b. Attempting to persuade
c. Sharing information.

1. Discuss with students the following series of questions: What is the
purpose, or purposes, of a candidate’s public speech during a political

are
uge?

gn? How does he construct his message to fit the audience? What
sources of feedback? What: channels of communication does he

2. Tape a speech of a political figure or reproduce a poiitical speech from

the print media.

itintermsofthemtaiaoutunedinacﬁvnyl

3. Draw’ several geometric figures such as those in Fi Sllavaone

studentduaibeomofthedrawingsbelﬁndameeg:rfwbembo
be seen_ (or by use of a pretaped message). Haveaseeondctudent
describe another drawing '~ frontof the class; thus using non-verbal cues.
Have a third student describe another drawing in front of the class (non-
verbal cues) nndanswetingquesﬁons(feodinck) This exercise dem-
onstrates the use of multiple channels (verbal and 1on-verbal) tndfeedo
Mtomakeemnmunlcnbonmoreeffective
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z IV. Mass communication ’ N
= - A Simplecommmdeaﬁmsymm ‘
- 2 1 :glonaaﬁesmuppomdbyshnpkmmnieﬁonsyum
{ a.  Those operating over short distances
| . Those ithin clooe-lmit(bomogetm)sod
c largely within a
. d.- One-to-one %nc-to-few i
e pm : e. Those genentexl by personal means.
. _— 1 B. Comﬂexommuniaﬁomyxm
. ) ) ' l.Cauplexoodeuecmmppomdbymplexcommuniuﬁon
< systems suchas - ,
B ¥ Tbocewithmnydlffumtehmek
: b. One-to-many
c. Thoee overgmtdhhnoec
d.  Thue linking verse social structures and subcultures
e 'mosegewuednndenhrgedbynnelﬁm.
A communicetion systems serve the same functions in
aodety tlutinterpenmd communication serves in
5 ) : . Survellhn)oeoftlwmvironment(inordcrtomkempome
; i - todhnge
3 o b.. Correlation of new information with what is already known
(in order to make responee)
"¢ Transmission of the cultural heritagé irom generation to
gaaenﬁon(ﬁlo:deftohmfmdwpast)
X consensus to them
x - m‘rhismk ential becawse eep
- 8. “Max” media reach mass audiences with the same message:
(1) Gewrddlwk‘éimnempapes
O B
(4 General
Genenlly dbtrbuted flms
6) Mau.ppedmoudundupu
o b. Shared information leads to shared perception of the society
e e o . ... andts goals and the world around it.
g e T . e, The' patital tendency of mass media is to incresse con-
[l{llc R T l--_-:a‘:“::(-.;‘-_-.;;-:' e ‘nsemmdienceislnge, betuogeneousandamnymws
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Complumdnnqmspeddiudimnﬁmtokup

a. Specialized media serve many different roles, positions, and
- statuses having different information needs including -~
(1)~ Special interest newspapers (Wall Street Journal)
) gﬁedd interest radio (Pacifica, black, teen} -
(3) Educational and closed-circuit television -
({) Specialized, hobby, trade, technical, and professional-

magazines
Avant-garde films
g} SPJh:utﬁo%tddubt.dc.

'b. The natural tendency of specialized media is-to increase

diversity. ,

c. The specialized audience is self-selected-and smaller, ho-
mogeneous and aware of a shared interest. '

8. Messages are uced not by individual communicators
butbycomplegmd or teams, usually owned by
corporations rather than by individuals.

b. Messages are transmitted through encoding and transmitting

‘e, Audiences are distant, not y known, and
e foodback pessonel .

d. Restraints sreimposed by - ,
(1) Group norms that restrain individuality
2 md\mud:umﬁnwhumyqum,wbm,
" (3) Sense of a distant, facelcss audience that limits spon-
{4) ‘Abscnce of feedback that induces uncertainty. 7

the students to think of their Jass or the staff of the

. journalism
school as an le of a simple . Using the five
o poec a1 1o g f 3 snpe oy Uag

deseﬁbetbecommmluuonm

which supports their “mini soclety.”

2. Suggest the United States as an.example of a complex society, and the
. ‘newspaper industry as.an example of one of its communication systems.

Have students use the points above to show how newspapers support

8. mmmdiediul;owammdimmhamﬁw.mﬂg

functions of susveillance, correlation and transmission in a mass society.
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i . 4. Discuss McLuhan’s concept of “The. Global Village.” Are mass media -
. : really bringing the world togethe:* Or are they making the differences
and dissgreements between.cultwres and nations more apparent? -
5. Have students bring to class’as many different types of magazines as
" -they can find. Let the class decide wnb}e'thet each magazine serves a mass
2 or a more specialized audience. .

Books  Berlo, David K. The Process’ of Communication. New York: Holt, Rinehart
and Winston, 1860. .

C 7T . Campbell, James H. & Hal W. Helper. Dimensions in Communication. Belmost,
. ~ California: Wadsworth Publishing Co., 1965. )

" DeFleur, Mg;%ﬁn L. Theories of Mass Communication. New York: David McKay

pd J

*Fabun, Don. Communications: The i‘mn#er Mean A . Beverly Hills, Caki- 7
fornia: Glencoe Press, 1068, ! ‘”‘ Y

‘ ' Hall, Edward T. The Silent Langt;age. Greenwich, Connecticut: Fawcett Publi-
) i cations, Inc., 1966, . '

Heintz, Ann Christine, Persuasion. Chicago: Loyola University Press, 1970,

McLuhan, Marshall. Understanding the Media: The Extension of Man. New
York: Signet Books, 1064. "6

] ’ . *Wiseman, T. Jan and Molly J. Creative Communications: Teaching Mass Media.
¥ . . : Univcirg’l{ of Minnesota, Minneapolis: National Scholastic i‘reu Associa-
3 ! ﬂw. . v

Wright, Charles R. Mass Communications. New York: Random House, 1968.
“lndieatul:igcuhx value as & teacher resource.

»

=y

Films  “Case History of A Rumor” 57 min/b&w
A CBS documentary tracing an actual rumor build-up of a U.N. take-over
in the United States. Indiana University CS—1539 $11.75

"“Communications Explosion” 27% min/color )
A survey of the latest technological developments in communications. Vari-
ous film agencies

“Cominunications Pr:n;m” 22 min/coloto‘ l how
- presentation of various aspects of commun;cation, what i means and
it operates. Indiana Univenity ESC-566 $6.65

“Eye of the Beholder” 25 min/bw
An effective film showing how people view a situation differently in relation
to their own background: Indiana University ES-501 $8.75 )




A8

"Gakmys to the Mind” 80 min/color

o - Anbmxmmmdyofmmsi:mkeofsﬁmulimdmeffedmbehﬁa. B

' i BelleQbom (local office) Free - - T
Lo mmm.bawmz"wmim ’ RS

- £ 7 , Alice-in-Wonder prescats the story of the science of language. s
. , L e Bell Telephone (loeal office) Free ’ S5a
) ' ) “Thie Interviewer” o

-~ A short-film which shows a communication breakdown between tw> people i

- with different symbokic sets. The Film Center, Chicago N -
. . “This 15 Marshall McLuhan: The Medium.Is the Message” 53 min/color
. An NBC-TV two-part film presenting McLuhan talking about his ideas in a

) Vimll;y”mg way. Louisville Free Public Libmy or lndhna University - B
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Unit 2:

The Information and
Editing Function

Objectives

19

News is covered by the media through the newsstory, feature, interpre-
tative article, commentary, and editorial. However, the majority of
news coverage is accomplished through the use of newsstory tech-
niques. :

This unit is designed to help students understand the nature of
straight news reporting. Characteristics of this method of handling of
news, its structure, techniques of writing, and the scope of coverage
are examined. The unit also deals with qualifications and responsibili-
ties of news reporters.

~To help students become aware of the charactcristics of straight news
reporting

—To learn to evaluate the objectivity of this kind of coverage

~To recognize the similarities and dissimilarities in various media coverage

—To develop the writing skills required for both print and elecironic media

—To recognize the distinct structure of the newsstory

—To discover skills used in headline writing

—To understand the responsibilities and special qualifications of the re-
porter and editor
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Ouilino " L, Gathering the news
IL Techniques in writing
IIL  Scope of straight news coverage
IV. Headlines '

- The irformation and 1. Gathering the news
Editing Function A. Definition of news

1. News includes the reporting of details that concern persons,
places, events, and things that interest the reader.
2. Most newsstories can be classified as
" a.  Advance or anticipated
b. Cover or on-the-spot.

B. Recognizing news

1. These elements help the reporter recognize news:. importance,
proximity, conflict, people (names), timeliness, human interest
oddity, and consequence.
A reporter learns of possible newsstories through covering his
- . “beat,” specialists, stringers, tipsters, press releases, wire services,
syndicated material, and other media.

1o

. Activities 1. Have the students bring to class a newsstory clipped from a dail ap;er

and be prepared to illustrate each news element, pointing out which are
the most important.

2. Have the students bring one stt;ry from the last school paper to illustrate
each news element. .

3. Have each student clip five stories that were probably press releases.
4. Have each student clip five stories that were wire service stories.

Ask a few students-to prepare five-minute reports on AP and UPI and
any other syndicates which distribute news.

6. Have students compile a list of the possible sources of news for a school

paper and a professional paper. After discussion, ask them to set up a
news beat” system for the school.

7. Arrange a role-playing situation by having a student assume the role of

n important national figure visiting the class. With questions preFared
in advance, the other students act as reporters. Tape’ interview, it pos-
sible. Play interview and have students evaluate it.




2
II. Techniques of writing . .

A. Structure of story
1. Newsstories usually have a precxse design. Most follow the
inverted pyramid structure.

2, Other structures are chronologxeal and composite.

3. All types of newsstories should be organized carefully before
the actual writing begins.

4. ;yé)&s begin with a lead and the conclusion should meet the
cut-ott test.

vl T A s EOME YL
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b B. Writing the lead ‘ ’
£ 1. The lead is always the first paragraph and should not include
more than two sentences.

2. The lead should answer the questions of Who?, What?, When?,
Where?, Why?, or How?, if ‘all are absolutely necessary. When
and Where should rarely be used as openers.

3. Unorthodox leads may be used, but the summary items are then
_ included in second paragraph. .

4. Variety in leads can be achieved by openmg with different
grammatical constructions.

C. Writing the story
{ 1. Paragraphs are short for readability.

i bkt

2. The newsstory uses sentences that
a. Begin with key thoughts
b. Are short and are stated simply.

3. The newsstory
~~ a. Uses simple words with clear meanings
b. Avoids wordiness
c. Uses active verbs whenever possible.

4. The reporter
a. Avoids editorializing
"b. Follows style rules
c. Uses opinions of news sources with
(1) Accura
(2) Reliability
(3) Attribution
(4) Emphasis on names and identification of people
d. Presents news fairly and objectively.

o

o
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Have students clip five leads from newspapers. Mount and label openers
as to the 5 W’s. Which items answer the questions gmed by 5 W's?
What is the average number of words in the five leads?- -

Have students find the ‘story in the school paper that best exemplifies
inverted gyr‘ariud organization. They should Ee prepared to explain how
the story follows the inverted pyramid order,

.Assign the writing of five leads that could be used to begin stories written

about current school happenings.

Study a daily paper. Clip three stories that use the three types of organi-
zation: inverted pyramid, chronological, and composite.

From notes provided by teacher, assign the writing of a newsstory of at

* least five paragraphs.

Have students list five school events that would require advance stories;
five that would be written up as cover pieces.

Set up an interview with the principal about a coming school event.
After class interviews principal, assign the writing of a newsstory that
might have lead position in next school paper.

Ask the students to analyze the differences in style befween a newsstory
and a short story; between a newsstory and a feature.

HI. Scope of straight news coverage in media

A

Newspaper 4
1. While' news may be covered in feature stories, commentaries,

~ and editorials, most news is written as newsstories and is called

the “hard core of the news.”

2. A daily paper includes local news, state news, national. news,
and international news.

Magazine .
1. News in magazines is written mostly in the form of interpreta-
tive features-and editorials: o

2. Frequently the newsstory is used as in
a. US.Newsand Wor% Report
b. Newsweek
c. Time.

Radio and television

1. News is sometimes covered through
a. Commentaries
b. Panel shows
c. Interviews

d. Specials.
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: 2, Mo.* news programs follows this format:
o - ' a. ~Netwnrk programs - .

R ) . (1) Spot annouricements
% (2) Daily half hour presentations

- (3) Daily full hour shows
B ) (4) Weekly hour-long repots.
- b. Local programs devoted to news may be
(1) Spotannouncements
(2) Capsulized hourly five minute presentations
(3) Daily half-hour round-ups. :

"3
Activities 1. Have students bring to class the front page of a . Select. one -
story and cvaluate it from the standpoints of accuracy, balance, objectiv-
ity, and clarity. Tape a radio and television newscast nbout the same
event. Direct discussion around comparison and contrast of radio and
television coverage with that of the newspaper.

2. Assign the writing of business letters to radio stations to secure logs.

Appoint a committee to analyze programs to discover amount of news

: giox;lerage and types of news programs. Committee will roport to class on
ndings.

) . 3. Base class discussion on this question: Does coverage on radio and TV
contain any of the qualities of the newsstory, the feature, the editorial,
the article of interpretation? )

4. Divide the class into groups. Assign a different news magazine to each

group for analysis. Have them consider magazines from these stand-

ints: contents, style of writing, bias or objectivity, editorial position,
airness, completeness of coyerage. )

5. Require each student to choose a subject of news importance. Have him
trace in a paper the similarities and differences in coverage by news-
paper, magazine, radio, and television. .

6. Invite the news editor of local radio and television station to speak on
e sources of news, policy of coverage, and operation of his news bureau.

3 . 7. Tape a newscast, using students as reporters, Information can be obtained
e : from front page of newspaper. Suggest that they use format of a news
. round-up. Play back for class and discussion as to its selection of
key ideas, style of writing, and objectivity.

- 8. Ask principal if the class can broadcast over inter-com each morning a
; * round-up of school news. Script can be written in class and taped.




- : : : . 1V. Headlines
- S I 1. -Headlines are used to advertise the story.

. ? ‘ v R 2. They summarize the key ideas within story.

o : ’ ) ' 3. They contribute to attractiveness of page make-uy.

g ' - B. Typography
1. In setting up a headline schedule, choices must be made as to
serif or sans serif type, family of type, and sizes to be used.

2. Schedule must include variations such as bold, ultra bold, light,

i Co e
IRl AN

r italic, caps, or all caps.

f C. Arrangement and count

§ L Asulihheadlinesinasinglenewspaperusethemamnganent
3 as,

a. - Flush left

b. Inverted pyramid

c. Hanging indentation

d. Cross-line

e. Full column (flush left and right).

2. Headlines are counted in two ways:
a. Al letters and spaces are counted as 1 em
b. Certain letters are counted as %, 1, 1%, or 2

D. Writing of headlines

1. A headline must contain
a. Summary of key ideas in lead
b, Verb or a verb understood

. c Present tense verb for past action
g d. Infinitive or future tense for future action

e. Use of active voice if possible.

2. A headline must not
a. Contain articles and conjunctions
b. Have natural word groups divided.

Activities 1. Stencil a story from school paper. Assign the writing of a headline using
. several different sizes of type. .
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&CBpfmnnewspnpetu mwsstotiesutlmemstudenhiuchn
Motmtonconstmedondplapetelimimtingbeadlim Have each student
. "write headlines for five :

5 Using ue projector, showftontpugesofatleuttendiffmxﬁ:m
. papers. hlntodmdiffetentfmﬂliesoftypemed Point out arrange-
menuoﬂnudlinemdvuietyofﬁmund

Adlg;i\;xdx ed. The Working Press. New York Bantam Books, 1970. (puper

Bérnstein, Theodore M. Watch Your Lenguage. Manhassett, New York: Channel
Press, 1958.

Brown.DavidtndW Richard Bruner, eds. HoleotThatStory New York:
E. P. Dutton & Company, Inc., 1067.

Bush, Chilton R. Newswriting & Reporting Public Affairs. Philadelphia: Chilton
Company, 1965.

* Mitchell V. New York: Holt, Rinehart and Winston, Inc.,
Chm:za (second edig::)om“g

le, Neale. An A to Journalism. E ood Cliff:
CoppNew ]m%wmm. Wh ° ngew >

Danilov, Victor J. Public Affairs Reporting. New York: Macmillan, 1955.

De Fleur, Melvin L. and Otto N. Carsen. The Flow of Information. New York:
Harper and Row, 1858,

Flesch, Rudolf. The Art of Readable Writing. New York: Hasper and Row, 1849,

Gunnlgg.zokobat. The Technique of Clear Writing. New York: McGraw-Hill,
1

Krieghbaum, Hillier. Science and the Mass Media. New York: New York Uni-
versity Press, 1967.

Mott, Frank Luther. The News in America. Cambridge: Harvard University
Press, 1952,

Murphy. Robett D. Reporting Public Problems. Philadelphia: Chilton Company,

Rucker, Bryee W. Twentieth Century Reporting at Its Best. Ames, Iowa: Iowa
State University Press, 1964.

Sehon, John L. United Press International Stylebook. New York: UPI, 1960.

*Stein, M. L. Reporting T\ The Newswriter's Handbook. New York: Comer
stone Library, 1”9‘;11 o(d:y;perbwk

Winkler, G. P., ed. Associated Press Stylebook. New York: The Associated Press,
1960,




Flimstrips

“Did You Hear What I Said?” 30 min/b&w

A-journaiism career oriented film rm,how a new Nashville
a

handles the writing of a about dropout. The Newspaper \

“Eyebﬂl Witnesses” 30 min/bsw i
Depiots jcurnalism in its inventive heyday. trates on Horace Greeley,
Sam Clemers, and Bret Harte, Indiana University CS-1657 $6.75

“Getting the News” 15 min/color
Documen.stbecomplemyofbrin'gingmwstothe blic and discusses
what makes an event a news item. Indiana University C:SC - 1921 $7.50

“How to Judge Authorities” 11 min/b&w ‘
This film will aid students in evaluating each authority’s background and
experience and to use his own ences in ‘making discriminating judge-
ments as a reporter, University of $200

“How to Judge Facts™ 10 min/b&w ’
A high schaol sophomore writes a “sensational” for his . This
film attempts to teach the reporter to be on for plati , false
analogies, assumptions, and double meanings. University of Missouri $1.50

“How to Write Effectively” 11 min/b&w
A teenage tries to say only influential things in his news story. A
discussion of his problems. University of Michigan,

“Portrait of & Sportswriter” 30 min/b&w
Ted Smits, a general seporter for the AP, hus been interviewing
athletes for more than 30 years. He discusses his life and experiences. Uni-
versity of Michigan TV Center $7.00/2 days

“Right Angle” 30 min/b&w
Amuwtswtmwﬁteamonthomdeqmcksofdwpuwc
sc| in his city. This film follows his efforts to accurately perceive the

lems of the individual in the framework of the total city population.
niversity of Utah $6.25

I3 R

“How to Write”
Four uss of words in the writing of news and editorials. Gives_some in-

sight into the analysis of journalism writing, University of Michigan.
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FUR L S

The Interpretative
Function of
Mass Media

T

This unit is designed to help students understand the educational role
of interpretative reporting in the various news media and in our so-
ciety. Research and writing techniques are examined, as are some of
the strengths, lems dnd limitations found in the various media.
The unit also with the development of interpretative reporting,
some trends to be expected in the future, and the qualifications and

responsibilities of interpretative reporters.

~To distinguish between straight news presentation and the interpretative
a -

~To become aware that straight news reporting sometimes needs to be
supplemented by explanation and interpretation so that consumers of
news can understand the meaning of an event or situation

~To understand the special qualifications required of interpretative re-

~To become aware of the techniques or devices of inte}f)fétation

~To understand that interpretative presentaticns need to be sound in
grammar, diction, form mrstyle

~To recognize the nsibility of the interpretative newsman to be
fair, accurate, thorou;E, logical and reliable
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Of Mass Media
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The Interpretative Function

. Scope cf news interpretation

IL  Interpretation in the mass media

III. Techn‘ques of interpretation

IV. Qualifications and responsibilities of interpreters

I. Scope of news intefpmtation
A. Nature of interpretation

1. Interpretation is an enlightening cxplanation of news events
and of current social, pgclitiealgandpcoononﬁc situations and
problems which
a. Explains as well as informs
b. Analyzes and evaluates
c. Gives substance and balance to news information and seeks

to put facts in perspective.

Responsible interpretation is based on factual information and

the personal knowledge, understanding and integrity of the

writer or commentator why

a. Deals with, but is not limited to, developments that are
likely to affect society

b. Gives added meaning to current news, but does not take
the place of straight factual reporting

c. Does not advocate or advance one sidc of an issue or a
cause under the guise of impartial reporting

d. Can influence public opinion b viding public knowl-
edge upon wlﬁghu opin(i)gn mighty bl:‘;onneﬁ. P

[

B. Interpretation is needed becuuse

1. Straight reporting of fucts given to news melia does not always
convey the truth

2. Rapid and complex changes in nearly all aspects of living have
made the daily news difficult to understand

3. Revolutionary changes in communication and transportation
have creat:? a daily news menu that is inadequately under-
stood by news audiences

4. Man’s ability to receive and digest information has not in-
creased in proportion to the increased volume and scope of
news.




Activities

k)

studests note five initial news announcements in daily newspapers or
think need to be interpreted or put in better perspec-

tive and then report to the class on any interpretative asticles or telecasts that

follow the first accounts. :

g%
;
£

1l Interpretation in the mass media

A. Newspapers
1. Initial announcements of major news breaks come mostly fiom
the broadcast media. This has compelled newspapers to carry
more interpretative comment.
2 Nemptpefsm,hmvever,in: tion to report news in more
. detail and depth. ’posi

3. The forms of news intcrpretation and terms are
8. Newsanalysis
b. News roundups and digests

|
c. Back ing the news |
§ By !
f. (lJ,ommenwies ‘
£ Scan
i. Interpretative columns
41 tion also is found ::d straight news stories which
P | , places
b. Define w“lpusau terms and m words
¢. Bring readers up to date on continning stories
d vali:lembdefuplmﬁmorsummuiuofsimﬁwsmd

e. meaning of mathematical totals. percentages and
statistics

R
»

1. Have students to check or list i ve articles in a specific issue

daily newspaper and bring checked paper or list to class for comparison

2. The Wall Street Journal, The Christian Science Monitos. The National O
server, The New York Times and the Los Angeles Times are noted for
interpretative content. Have students read any of these papers availab
them and report findings and impressions to the class.

8. Analyze a Sunday issue of The Louisville Courier-Journal and Times or
metropolitan newspaper and report on the extent and naiure of its

o
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1. has been & major function of
e e e e
perhaps can be classed as the greatest medium of intery

3

2. The quality of interpretation in this country's 8,000 magazines
wﬁn.ho:rywu,ﬁwnﬁ\elﬁ@ut !eyehothegat
3. News magazines were- desi to summarize and
gtmmdtoncquthusg::impehntoﬁnmo&
toward interpretative news reporting.
4. Types of magazine interpretation include
a. Profiles of persons and places
b. Nonfiction articles written in shost-story nacrative form
c. Detailed analyses of major issues
d. Roundups of related events that give a single theme for an

back-
trend

‘ these magazines live up to the Time or Newewsek

Time's cofounder; Henry Luce, wrote that “Editors must not only report
the news but say what it means. A mere recitation of facts is no. enou
fmdw” “an evalugtion; blunt or subtie, of how the facts should




C. Television -

1. National networks broadcast most of the interpretative material
transmitted by television and deal mostly with national and
- world affairs.

2. Local television stations are limited by money and talent in
providing affairs programs of much substance.

3. Forms of televised interpretation include
a. Explanation and identification of terms and persons and
brief ausalyses and commentary by analysts and correspon-
dents in regularly scheduled newscasts :
b. Mini-documentaries occasionally included in regular news-
casts
c. Special news reports of 30 and 60 minutes that follow later
in day after initial announcements of major news breaks .
d. Panel interview programs, such as “Meet the Press”
e. Commentaries by network correspondents after presidential
speeches and other important news events
f. “News magazine” format programs, such as “60 Minutes” on
CBS ) '
g. Documentaries, such as “Selling of the Pentagon.”
4. Volume of in-depth interpretation is limited by low audience
interest, shortage of sponsors, budget problems, talent short-
ages and, possibly, fear of controversy.

Activities 1. Have each student choose a television news program he wishes to view.
Ask students to note examples of explanation; comment; efforts to bring
reader up to date or explain; efforts to present propaganda or change the
listener's or viewer’s ideas. Note uses of interview coupled with reporter’s
comments; also uses of filmed sections te make TV reports more interesting.
(If possible, arrange this assignment so that several days can be allowed
in order to select a variety of news programs.)

2. -Discuss in class how programs are alike and how they differ. Have students
talk about what techniques are best to keep viewer interested; to make points
seem more “true,” etc. Discuss “slant” of commentators.

D. Radio
1. News interpretation and commentary reached high levels in
radio between 1935 and 1955 that have yet to begrhnatched by
television. )
2. Interpretation is now limited to that developed by local stations,
brief commentaries by network newsmen, and syndicated and
special-interest- commentators.
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Activities

Activily

. Have students wnite business letters to radio stations requesting a log for

one day. Students should determine the proportion of news interpretation,
entertainment, etc.

. Tape a network commentary. Have students identify elements of interpreta-

tion.

E. Films

1. Before television, movie newsreels and documentaries served
a major role in providing interpretation.

2. Fewer documentaries are now shown in movie theaters, al-
though such films are shown in other countries and- possibly
are regaining populzrity in the United States. Y

LT

3. Documentaries may deal with public or historical figures and
various subjects of social and educational importance.

1. Show a documentary film to the class: Lead class discussion around these

basic questions:
a. Does the film advocate or advance one side of an issue or cause?

b. Can documentaries be categorized as interpretative treatment? Support
your conclusion. .

c. What roles are play.d by script, camera techniques, sound effects, and
editing?

F. Press associations

1. Although the Associated Press and United Press International
continue to concentrate on straight news reporting, interpreta-
tion has become increasingly evident in their reporting of public
affairs.

2. Staffs of press associations include specialists in various areas of
news coverage, and their expertise often allows them to make

points and deductions that go well beyond the mere reporting
of facts.

Have students a major news story supplied to a newspaper by a

press association and note its interpretative elements. If possible, compare the
ess-service story and the same story as handled by The New York Times or
he Washington Post-Los Angeles Times news services.

?
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I11. Techniques of interpretation

A. Devices of exposition
1. Interpretative writing defines issues in order to

9

-ds

a. Provide geographical, historical, or physical setting

b. Define, identify and classify participants or parties

c. Describe the purposes and nature of organizations, institu-
tions, mass movements, policies, judicial and legislative pro-
cesses involved in news situations.

Interpretative writing analyzes issues by

a. Explaining how and why a situation or event developed
b. Exposing and assessing policies and motives

c. Portraying causes and effects of a news situation.

B. Writing interpretations for newspapers

1

19

Interlpretative news writing is somewhat a cross between edi-
torial and feature writing, authoritative in tone and lucid in
quality.

Facts are introduced in an order that provides an orderly, logi-
cal and effective development of the story.

No structural form is prescribed, but it might be illustrated
by an upright rectangle in contrast to the inverted pyramid of
straight news writing. .

Although its composition is informal — clear, flowing and
bright — interpretative writing neverthelcss must be sound in
grammar, diction and style.

Tn contrast to zditorial writing, interpretative writing must docu-
ment sources and cite authorities to support points and judg-
ments.

C. Writing interpretatives for magazines

1.

19

Magazine articles usually are of greater length, better re-
searched and better written than the more hurriedly prepared
newspaper interpretatives.

Writing can be less terse and more imaginative than in news-
papers.
Unless the writer is a recognized authority, he must document

and support points and deductions by citing authorities and
sources.

No particular structural pattern is demanded, but the writing
must be good and sound, bright and readable.
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Activities 1. Have a team or teams of students use audio or video tape recorders (or both)

to survey the state of feeling among students of their school: their concerns
and opinions about the school's problems, student issues, and effectiveness
of teaching. From the recordings edit an audio or video documentary.

2. Have students analyze articles of some length in a newspaper or magazine

and report on interpretative writing and research techniques employed by
the writers.

IV. Characteristics and responsibilities of interpreters
A. Characteristics of interpretative journalists
1. Most have risen up through the ranks to the top level of journal-

ism.
2. Their education and experience have mude them highly knowl-
edgeable. S

3. Their training, discip\l‘ine and sense of personal and professional
responsibility are sound and highly ingrained.

4. They are required to have a sympathetic understanding of man-
kind.

5. They should maintain a steadfast independence und be capable
of making cold, objective analyses of current problems.

6. Their idealism makes them persistent searchers for the truth.

7. They must be resourceful researchers and able to establish and
muintain effective professional relationships with news sources.

8. They must continue their personal growth and push ahead to
anticipate and meet the changing-times.

9. Mostly, they are generalists; ideally, more of them need to be
specialists.
B. Responsibilities of interpretative newsmen

1. They are informers and interpreters of what governments and
other institutions are doing and why.

2. They are guardians against corruption and exploitation.
3. They expose secrecy that needlessly creeps into our open society.

4. They appraise the veracity and soundness of official statements
and declarations.

5. They precipitate action by focusing public attention on un-
favorable situations.
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Overall Unit Activities 1. Invite a public affairs reﬁoﬁer from your local radio or TV station and local
newspaper to speak to the class about how he produces, if he does, special
reports. ‘If a panel discussion involving all the media could be arranged.
this would be more effective. Let students questions for the speak-
ers. Ask the toﬁmitd:drprepm.:lh?o about 15 minutes
and be-sure nts have some definite questions prepared.

2. Divide the class into groups. Have them cover a school-centered story as it
would be handled in a . '

a. School paper (straight news and interpretation)

b. School news ma%lazine (pretend it's published every 3 months or s0)

c. School svstem radio station (straight news and special report)

d. School system TV station (straight news and specisl report).

. Assign an in-depth paper based upon a rominent interpreter such as Walter
Lippmann, Jamgs RpestP:;. Edmard R. Murrow, Eric Sevareid and others.

Books  Agee, Wamren K., ed. The Press and the Public Interest. Washington, D.C.:
Public Affairs Press, 1968.

. Bagdikian, Ben H. The Information Machines: Their Impact on Men and the
B Media. New York: Harper & Row, 1571.

: Barrett, Marvin, ed. Survey of Broadcast Journalism 1968-1969. New York:
X Grossett & Dunlap, Inc., 1969.

Bluehm, A. William. Documentary in American Television. Mew York: Hastings
House, 1965.

G . Casty, Alan. Mass Media and Mass Man. New York: Holt, Rinehart and Winston,
¢

per it

Inc., 1968.

- ) Christenson, Reo and Robert McWilliams. The Voice of the People. New York:
£ McGraw-Hill, 1967. (second edition)

*Hohenberg, John. The Profcuzﬁnal Journalist. Naw York: Holt, Rinehart and
Winston, Inc., 1969, (Especially Part IV, “Interpretative Journalism.”)

Krieghbaum, Hillier. Facts in Perspective. Englewood Cliffe, New Jersey: Pren-
L gtieo Hall, Inc., 1956. Jersey

4 Kuhns, William. Exploring Television. Chicago: Loyola University Press, 1971.
i Lippmann, Walter. Public Opinion. New York: Macmillan, 1945, (paperback)

MacDougall, Curtis D. Interpretative Reporting. New York: The Macmillan
Company, 1968.

*Rivers, William L. The Mass Media: Reporting, Writing, Editing. New York:
Harper & Row, 1964.

. The Opinion Makers. Boston: Beaco: Press, 1965.

R
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» Theodore Faterson, and Jay W. Jensen. The Mass Media _‘
and Modern Society. San Francisco: Rinehart Press, 1971.

Small, William. To Kill ¢ Messenger. New York: Hastings House, 1970,
Swallow, Norman. Factual Television. New York: Hastings House, n.d.

Wiseman, T. Jan and Molly J. Creative Communications: Teaching Mass Media.
University of Minnesota, Minneapolis: National Scholastic Press Association,
1971,

Pamphlets and Periodicals  Davis, Elmer. “News and the Whole Truth,” The Atlantic (August, 1952).

Friedrich, Otto “There are 00 Trees in Russia: The Function of Facts in News-
magazines,” Harper's Magazine (October, 1964).

Gelmis, Joseph. “Facts and Fiction Blur as Movies Go Documentary,” The
Courler-youmal & Times (June 20, 1971). ,

Robinsg;l. Leonard Wallace. “The New Journalism.” Writer's Digest (January
1970).

Steinem, Gloria. “Gloria Steinem Looks at Newspapers,” The Bulletin of the
American Society of Newspaper Editors (February, 1971).

Townley, Richard. “Television Journalism — An Inside Story,” TV Guide (4 parts
— May 15, 1971; May 22, 1971; May 26, 1971; June 5, 1971).

Wolfe, Tom. “The New Journalism,” The Bulletin of the American Society of
Newspaper Editors (September, 1970).

Filme  “Journalism: Mirror, Mirror on the World.” A PBL production. Public tele-
vision team covers an anti-war protest demonstration in Washington, D.C.
and then examines how the story was handled by NBC, UPI, The New
York Times and the Washington Post.

“Communication Explosion.” Part of the CBS’ 21st Century series (with Walter
Cronkite) surveying the latest technological developments.

|
(Documentaries which can be shown to students so they can see and discuss ‘
techniques and methods.)

Anatomy of Pop: The Music Explosion
LSD: A Trip to Where?

Man Invades the Sea

To Be Black

The Poisoned Planet

(Information on ordering these documentaries can be obtained from Mrs. Helen
Allen, Text-Film Division, McGraw-Hill Book Co., 330 W. 42nd Street, New
York, New York 10036.)




Tapes

Other Supplementary Materiais

- s 39
(Audio. Average 20 to 30 minutes. Order from Public Relations Dept., The New
York Times, Times Square, New York, New York 10036. May be copied.)

Three tapes with foreign correspondents of The New York Times talking in-
formally about their jobs: :

No. 101 Chasing down Stories (2 parts)
No. 102 Writing about People
No. 103 Problems of Censorship

A tipe with the metropolitan editor and two reporters discussing the plannin%
and field work that went into a four-part series on drug addiction in New York
City.

No. 108 The Narcotics Problem

Periodicals: Esquire; Saturday Review; The Atlantic; Harper's Magazine; News-

week.
Newspapers: The Louisville Courier-Journal and Times;-The Christian Science
Monitor; The New York Times; Los Angeles Times. N

The Journalism Bibliography of the Journalism Education Association’s Book-
shelf Commission, 1970.

The New York Times Curriculun Aids. From College and School Service; 229
West 43rd Street, New York, New York 10036.

American Broadcasting Company, 1330 Avenue of the Americas. New York.
New York 10019. Ellis Moore, Vice President, Public Relations.
FOR DOCUMENTARIES: Thomas H. Wolf, Vice President and Director of
TV documentaries, News, Special Events and Public Affairs.

Columbia Broadcest’ag System, 51 W. 52nd Street, New York, New York, 10019,
Charles S. Steinberg, Vice President of Public Information.
FOR DOCUMENTARIES: Richard S. Salant, President, CBS News Divi-
sion.

National Broadcasting Company, 30 Rockefeller Plaza, New York, New York,
10020. Sydney H. Eiges, Vice President of Public Intormation.
FOR DOCUMENTARIES: William F. Storke, Vice President of Special
Programming.

Television Information Office, 745 Fifth Avenue, New York. New York 10022.
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o ‘Unit 4:
The Opinion Function

Objectives

Outline

This unit introduces the basic concepts and tecimiques of the print
and broadcast editorial. Includled is a brief history of the editorial,
Students will explore the purposes and objectives of editorials. They
will learn the techniques of writing editorials, analyzing public opinion

and determining editorial policy used by the various newspapers and
electronic media.

~To teach the fundamentals of writing opinion articles
~To teach the responsibility which an opinion function presupposes

—To mofivate students to appreciate the editorial process in the print and
electronic media

—To provide opportunity and guidance for expressive writing

~To teach research techniques and develop within each student the re-
search habit

~To introduce the processes involved in forming editorial policy

—To improve the quality of school publications by teaching editors and
writers to examine and evalucte, using the editorial process

I. Introduction to the editcrial
II. Origin of editorials and editorial campaigns
I Editorial writing
IV. Editorial policy
V. Editorial format
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The Opinion Function [ Introduction to the editorial

A. Purposes, objectives, and kinds of editorials

1. The of an editorial are to
a IMP“‘P““
b. Influence
c. Entertain

2. All editorials have an underlying thesis, most often a value
judgment, which is supported,
B. Sources of subjects for editorials _
L. A major source for editorial materials is the news.

2. Other sources are found in specialized content appealing to
readers or viewers.
C. Types of editorials .

1. Ome means of classification is by form of composition which in-
cludes narrative, descriptive, expository, and argumentative.

2. Other categories of editorials are, conversion, persuasion, human
interest, ul::senwnt, question, oomi:fmnouﬁw, news commen-
tary, e atory, interpretive, informative, direct appeal,
elnngﬁ-p;icu:s ccrusading, cause-effect, commendation, col-
llmm, e

Activities 1. Ask students to clip at least five different kinds of editorials from newspapers
or magazines and identify the category each falls under.

2. Provide students with uced copies of several differeat editorials. Ask
them to judge the best. Have them write a defense of their choice.

3. Have students write a list of the qualities they think contribute to the ex-
cellence of a “good” editorial.

IL.  Origin of editorials and editorial programs
A. Editorials

L Colmﬁdnewspnpmdidnothawedito;iakiswehwwtban
today. There were, however, frequent contributors who wrote
letters of news or comment. .

2. The first American editorial cartoon was the “Join, or Die”
snake published in Benjamin Franklin’s Pennsylvania Gazette
in 1754,




Activities
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3. Thomas Paine’s Common Sense, issued in 1776, was essentially
an editorial published in a pamphlet format.

4. Others who contributed to the development of the editorial
included

a. The writers of the Federalist Papers
b. The supporters of political parties during the period of the

c ]oseph Dennie, author of “probably the bcst odical es-
says ever produced in America” accordin . L. Mott
ameé Gordon Bennett, whose use of in his infrequent

itorials contributed to a growing trend toward stron
personal journalism. 8 &

B. Editorial campaigns

1. The first American newspaper crusade was conducted by James
Franklin in 1721 against smallpox.

2. William Lloyd Garrison, editor of the Liberator, was the most
successful of the abolitionist editors. The fight aguinst slavery
was the longest sustained editorial campaign in U.S. history.

1. Have students write a paper justifying their nominee for the title of “Most
Influential American Editor andlor torial Writer.”

2. Ask students to make oral or written reRorts on the editorial writing and
odﬁi gns of Horace Greeley, Henry
Godkin, William Rockhill Nelson, E ps, Joseph Pulitzer, Frank I.
Cobb, William Randolph Hearst, Willlnm Al’l)en White, He Watterson.
Cassius M. Clay, Elijsh Lovejoy, Don R. Mellett, Vancs Trimbell,
Hodding Canrter.

111. Editorial writing

A. Elements of the editorial
1. The parts of an editorial are, headline, lead, body, and conclu-
sion.
2. An event or occasion which stimulates the editorial reaction
must be developed in at least one of the parts of the editorial.

B. Writing techniques
1. Headlines often used are as follows:
&. Question heads
b. Labels or name heads

aymond Charles A. Dam, E. L.
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Activities

Heads which are parodies
. Descriptive heads

Summary heads
Direct address heads

Quotation heads

Heads which are literary allusions
i. Alliterative heads.

The major forms for edito: ial Jeads include the
a. Inverted lead (reaction comes first)

b. Generalization lead

c. News event lead.

50 e a0

[

3. Editorial endings inost frequently used are
a. Appeals for action
b. Summaries
¢. Choice phrases (which lend themselves to being quoted).

4. Asa general rule editorials should be developed inductively.

1. Divide the cluss into sectic  nd nsk cach group to write a different type
of editorial about the same -, >. Have them read their editorials before a tape
recorder. Play the tape to the class as if it were a radio program. The class
then becomes a critical audience.

Have students bring maguzine editorials to the class. Discusi how these
differ from newspaper editorials.

to

1V. Editorial policy

A, Role of ownership
L. Within limits, “The man that pays the fiddler calls the tune.”

2. Policy is affected by owners when they
a. Employ editorial writers and their cditors
b. Reward editorial writers
c. Fire editorial writers and their editors
d. Dictate the editorial position of the newspaper.

3. In the case of newspapers published by schools and universities,
the courts have held that when there is any involvement of
the school, the institution assumes and/or shares legal liability
as the publisher of the newspaper. Some courts outside of Ken-
tucky have held that while the school can determine who will
be editor, dictation of editorial content is a violation of the
editor’s freedom of speech. Kentucky has not had a test case
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in this area and it is presumed that the principal, as publisher,
and the school publications adviser. as agent to the publisher,
can

a. Appoint, set terms for, and fire editors

b. Set policy for the school publication _

¢. Insurc adherence to these policies by censorship if necessary.

B. Role of editorial writers and cartoonists

1. The cditorial writer should abide by the Code of Ethics of the
National Conference of Editorial Writers (see Amxmdix). It
is explicit in this code that the editorial writer not “consciously
mislead a reader, distort a situation, or place a person in a false
light.” The extent to which he uses propaganda techniques de-
termines the risk he runs of violating this of the code.
These techniques are glittering  generality. wagon, card
stacking, transfer, testimonial, p{:\in folks, und name calling,

2. High standards of tastc must be maintained by the editorial
writer.

3. Staffs hold editorial conferences where ideas for edirarials ane!
completed editorials are subjected to critical analysis.

. Role of media

1. The mass media should serve as a forum for the free expre..
of opinion by encouraging
a. Publication of opposing views in the formn of guest editorials,
letters-to-the-editor, and syndicated columns.
b. Expression of opg‘osing views on the electronic wmedia, which
is stipulated by the Faimess Act and Equal Time Act.

2. The media should provide nccessary leadership in their re-
spective communities.

. Have a school administrator and a local publisher discuss their concep-

tion of the role and policy of independently owned newspapers in con-
trast to the high school newspaper.

. Ask students to write a theme on how the following words would have

different meanings to members of the scholastic press zs opposed to
those of the professional journalists: loyalty, independence, censorship,
responsibility, freedom, liability, and security.

3. Have the class write a “code of good taste” to which they could sub-

scribe, Have a teacher and/or administrator react tc their code.

. Discuss the ways in which the “Fairness Doctrine”™ causes radio policy

to differ from newspaper policy.
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5. Tape record a radio or TV editorial. Play it for class and have su-

dents write an in-class editorial reaction.

Collect several editorial cartoons by Hugh Haynie or ancther prominent
cartoonist depicting the president or governor, Have students discuss
w%ﬁumwg”mm%umm&mﬁmdmw-
torial Writers' Code, Appendix.) They ma scuss whether or
not this code is applicable tu cartoonists, y

Have students bring in seven advertisements in which one of each of
tho propaganda ques is clearly predominant.

Collect materials from foreign governments, political partics, the local
Chamber of ‘Commerce, rqg:nmtim of inl:l‘:lumy. representatives of
mmmprohcﬁmandecohgy%ambyeoﬂegeorwmty.
Have students identify propaganda ‘echniques used in pre-selected pas-
sages.

V. Editorial format
A. Print media
1. Newspapers confine editorials to the editorial pages except on ~

rarc occasions when they may be found on the

a. Front page, if the publisher fecls the subject is of great.
consequence

b. § , if the editorial is concerned with a sports event
v e?ng\emam!sgtutatenﬁon.

2. In order to attract more newspaper readers to the editorial page,
editors have .

a. Employed wider columns S
b. Removed column rules
c. Selected larger type fo. body and headlines
d. Employed multiple column headlines
e. Rearranged the masthead
f. Used more illustrative materiat
g Published related materials on the editoria! pages such as
1) Public opini
@) Cuesteoeial |
(3) Letters-tothe-editor
(4) Editorial cartoons; they have the highest readership on
the editorial page.
3. Magazines handle editorials as o separate entity. They are
usually grouped on one page ncas the front of t%e mabgyazme
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B. Electronic media .
1. Editorials présented on radio or televisivn are clearly identified
as the views of the station management. Some station’ managers
- - make it a practice to deliver their own editorials.

2. Electronic editorials are clearly identified as such and opposing
——————views are always invited.

1. Have students construct and conduct elementary opinion polls. Ask each
student to conduct a poll of “x” number of students or parents and figure
the results of the poll. Ask each to write an appropriate editorial based
_on his findings.

" Collect examples of Gallup, Harris, or Roper polls. Ask students to read
the articles based upon the polls to determine sample size, sample error,
and sampling technique.

. Have students find editorials located in places other than the edito.ial
page. Ask them to tell the class why they think they were so placed.

. Request that students write letters-to-the-editor reacting to a recently
published letter in their local newspaper.

Adams, Julian, et al. Press Time. Englewood Cliffs, New Jersey: Prentice-Hall,
Inc., 1963.

‘Boutwell, William D. Using Mass Media in the School. New York: Appleton-
Century. 1962

Hartman, William. Journalism. River Forest, Illinois: Laidlaw Brothers, 1968.

Hayakawa, S. 1., ed. The Use and Misuse of Language. Grecnwich, Connecticut:
Fawcett Publications, Inc., 1962. (paperback)

Hoffman, U. N. Student Journalism. Tacoma, Washington: Johnson-Cox Com-
pany, 1940. (2nd edition)

Hovla.d Carl 1, et al Communication and Persuasion. New Haven: Yale Uni-
versity Yress, 1953.

Indiana, State of. Digest of Courses of Study for Secondary Schuols of Indiana.

State of Indianra Department of Public Instruction Bulletin, 3rd revision,
1954.

Krieghbaurn, Hilliér. Facts in Perspective. Englewood Cliffs, New Jersey: Prentice
Hall, Inc., 1956.

Maury, Reuben and Karl G. Pfeiffer. Effective Editorial Writing. Dubuque, Iowa:
William C. Brows., 1960.




Miﬂei.gg:rl G. Modern Journalism. New York: Holt, Rinehart and Winston, Inc.,
Mulligan, John and Dan D’Amelio. Experiences in Journalism. Chicago: Lyons
and Clamahan, Inc;, 1966. g0 Ly

Post, Homer A. and Harold R. Snodgrass. News in Print. Chicago: Allyn and
Bacon, Inc., 1961. ) . & e

Rivers, William L. The Opinionmakers. Boston: Beacon Press, 1965.

Speaking of a Free Press. 750 Third Ave., New York: American Newspaper Pub-
lishers Association Foundation, 1970. P

Spears, Harold and C. H. Lawshe, Jr. High-School Journalism. New York: The
Macmillan Company, 1940.

Summers, Robert E. and Harrison B. Summers. Broadcasting and the Public.
Belmont, California: Wadsworth Publishing Company, 1966.

Survey of Broadcast Journalism 1968-69. New York: Grosset & Dunlap, 1970.

Teachers’ Guide to Journalism and Mass Communications. E] Paso, Texas: El
Paso Public Schools, 1969.

Waldrop, A. Gayle. Editor and Edétorial Writer. Dubuque, Iowa: William C.
Brown Co., 1967.

Fllms  “Pressure Groups in Action™ 16 min/b&w

lains the role of the esuonala&:nm in pressurc groups and the role
of in getting t!g‘i,‘nurests of the group before governmental leaders.
Indiana University CS—1197 $5.75

“Propaganda in the Making of Foreign Policy” 20 min/b8w
Discusses .ne role of the United States Information Agency. Indiana Uni-
versity NEY-1016 $6.75

“Propaganda Techniques” 11 min/color
Describes the ;equv?n bm&gopaganda techniques and shows examples of
each. Indiana University $4.75
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The Entertainment
Function

Objectives
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The three primary functions of the media are to inform, influence and
entertain. OF these, the last is most dominant, particularly in the elec-
tronic media.

The American people have come to expect to be entertained.
Radio and TV are primarily for entertainment and though newspapers

and magazines do inform and influence, they also carry many column
inches of material for entertainment only.

Entertainment factors make up a considerable proportion of our
contaots with our society, and by the title of this function we con-

clude that the contacts are voluntary, enjoyable and interesting to
the individual.

—To recognize that entertainment has a powerful appeal

—To realize that entertainment can be educational

—To understand that entertainment is an escape mechanism

~To recognize that entertainment is Big Business

~To explore the effects of entertainment on existing attitudes and behaviors
—To encourage selectivity on the part of the individual in choosing

television programs, radio programs, cartoons, magazine articles, and
movies.
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The Entertainment Function

Activities

L
IL
IIL.

4

Entertairment function of rewspapers and magazir:cs

Entertainment function of television and radio

Entertainment function of movies

Entertainment function of newspapers and magazines

A.

B.

o

Content

L Much of the daily and/or weekly newspaper is devoted to
entertainment through
a. Features which appeal to various age groups
b. Features designec}’ to appeal to special interests such as,
sports, advice columns, hobbies, dramatic arts, and humor.
- ¢ Escape material such as comics, horoscopes, and word games.

o

Magazines carry cntertainment through hert stories, serialized

..~ noyels, single-panel cartoons, and light features.

Treatment
1. The subject of the featurc affects its trcatment and tone.

2. The audience which the writer hopes to reach dictates selection
of detail, organization of matefial, attention to detail, sentence
structure, and word choice.

&

Have students examine local papers (daily or weekly) to determine how
much ¢Z the newspaper is devoted primarily to entertainment.

Ask students to conduct a second survey of the same edition List the

types of entertainment features. To what audience doss each appeal?

To what extent does the newspaper favor special interest or age groups?
fr—

Have students determine percentages of verbal and pictorial entertain-
ment features. ’

Havs students bring*i”;_éomic page of their local daily to class. Categor-
ize each strip under the following headings: (a) adventure; (b) propa-
ganda; (c) humor; (d) situation drama; and (e) situation comedy.

3. Determine which features are written locally and which are syndicated.

Lead a discussion on written humor using such columnists as Art Buch-
wald, Sam Levinson, Erma Bombeck and Peg Bracken. Ask the following
questions: (a) Why are the written works of these people funny to some

and not funny to others? (b) What are the factors that make a written
piece entertaining?
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Have-the;students recall something that they have read in a magazine
which was!entertaining. Have them discuss why these are memorable.

8. Have students write an essay on one comic strip they read regularly
and give reasons for their response.

II. Entertainment function of television and radio

A. Content
1. Television entertainment is the “poor man’s” escapism because
a. Itis geared to a mythical common denominator
b. It must appeal to a broad audience becausc of the vast
amount of ‘g:;pmation, equipment and manpower used for
even a very brief program
c. It is a commercial endeavor dependent upon the sales in
the market place
d. It is programmed for specific or selective audiences
@ Soup |
g; Talk Shows —
S
4) YmShoW’s”"‘ I
(5) Variety Shows
(6) Quiz Shows™— i
(7) Drama
(a) Comedy
(b) Western
© M ies
(d) Lay\svtzzd order
(8) Specials
(9) Movies
(10) Cartoons.
2. Radio is the most specialized of the media, both print and elec-
a. station ra ific market
b. The audienceP;sogmeneral\ ly luns?f:d geographically.

B. Control
1. The government controls by licensing,
2. The audience controls programming through
a. Ratings
(1) Neilson

2) H
(&) Hoopar

b. Purchase of sponsor's product.
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Activities

3. The sponsor controls programming through
a. Advertising budget
b. Spin-offs
c. Pressure on writers and talent.

1. Have each student purchase a TV Guide for the current week and log
the number of hours devoted to entertainment shows, breaking them into
the following categories: (a) variety, (b) soap operas. (c¢) drama, (d)
sports.

2. Divide the class into groups, assigning each group a different topic to

research and report. Topics suitable for such research are:

a. A survey of the student body to find how much time the average
teenager spends with radio and television strictly for entertainment.
At the same time determine what types of programs are watched by
teenagers.

b. A study of the National Broadcaster’s Code. Check various programs
to sce if the local and network programs are following their own code.

c. The various rating systems, particularly Neilsen, and a report on their
effect upon network shows.

d. The nature of radio waves and the necessity for the formation of the
FCC and licensing,

e. The local or state educational TV offerings (i.e., Sesame Street),
Compare those programs listed as “educational” with the Saturday .
morning programming aired by the networks.

3. Play recordings of “The Golden Age of Radio” and Orscn Wells' “War
of the Worlds.” Lead students in comparing the early days of radio with
the current fare.

III. Entertainment function of movies®

A. Appeal of movies

1. Pcople go to movies because
a. They hope to uscape their normal existences
b. They like the actors :
c. They are attracted by the story
d. They can identify with characters on the screen
e. They become involved with the use of motion.

2. Film in a theater provides a total environment.

*This sub-unit makes no pretense at being a complete study of the film. Since
movies as entertainment cannot be ignored in even a superficial stu:{ of the mass media,
this unit touches only on basic areas but could easily be expanded into a full elective
course devoted to more intensive film study.
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B. Production of a movie

1, Film making begins with the producer who
7 a. Secures the financing

b. Has the idea for the film :
(1) Sometimes a novel or drama has film possibilities
(2) Idea may be developed into an original script
Selects the director
Sometimes selects the sturs
. Sets up budget.

2. The center of the film making process is the director who must
Collaborate with script writer

Selectac™ s

Appoint set designer

Work with camgrna crew

Confer with costume designers

Work with sound engineer

. Set \:gus‘hooting schedule

. Coordinate entire operation,

3. The editor, working with director,
a. Makes a “rough-cut,” a collection of all shots, joined together
in proper order
_ b. Decides when and how shots should begin and end
c. Determines tem
d. Is responsible for clarity of story progression.

4. Final stage of production focuses on
a. Music
b. Synchronization of dialogue
“c. Other sound effects
d. Commentary.

& o

™o o op

. Kinds of Film

1. The fiction film is made with a prepared script and with actors.
2. The documentary is made from real life events.

3. Fiction and documentary can be mixed.

4. Animated films are a separate category.

. Film language

1. Visual language is created by the way the camera looks at the
subject and involves camera placement, camera distance, angle,
arrangement, lighting, and color.
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Activities

- Language of motion is expressed through movement of actors,
movement of background, movement of camera, and editing.

3. Language of sound is developed through natural dixlogue,
* commentary, music, and sound effects.

E. Film criticism
1. Criticism is the ability to make a judgment on the feeling, intelli-
gence, and accuracy which determine the quality of the film.
2.. These guidelines may be used in evaluating a film:
a. Personal reaction

b. Understanding the film maker’s purpose
c. Conclusions as to his use of filmic language.

Any study of the film, whether it is to be a short or in-depth study, involves

the showing of many films and much discussion. Film study lends izscif to much
writing which should evolve from class discussion.

A list of films that have been used suécessfully in film study is included at

the end of this unit. These may be rented or may already have been purchased
by the school system’s A-V department. If rental expenses cannot be managed,
films on TV can be used.

The activities that follow have been planned to enable students to view films

in a different way, with the ultimate goal to make students more discriminating
film-viewers. Most people “look at” films but do not really “sce” them. The basic
purpose of any film study is to give students the tools to “see.”

1.

If teacher wishes to include a study of the history of movies, see Unit 7 in
this publication for guidelines. Considerable emphasis should be placed on
the ¢ tributions of David Wark Griffith, because of his enormous stature
and hi Xentucky roots. . .

. In discussion of the great appeal of movies to all age groups, suggest that a

student committee devise a*questionnaire to survey student body as to their
attitudes and habits. The class can tabulate results and analyze findings..

. Assign a paper in which each student is to select a film which evoked tre-

mendous response in him and give some reasons for this response.

. Help students to understand components of a film, such as theme, plot,

seript, setting, costuming, sound, photography, direction, and editing.

. If possible, show these films:

Elements of the Film
Film as in Art .
Languc.ge of the Film
Nature of the Film Medium
(See resources)
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Work with class to set up a glossary of terms to be used in viewing and
discussing films selected for the unit. .

Always have a detailed discussion after showing of film. “]udﬁing a Motion

Picture,” which follows this section of activities, may be valuable as a guide

for discussion. Other questions and statements which may be used to stimu-

late discussion are -

a. Discuss the film in terms of conventional story-telling concerns, such as
theme. climax, point of view, characterization, etc.

b. How does telling a story with film differ from traditional ways, such as
are used in the short story, the novel, or drama?

c. Discuss the function of editing.

d. What techniques does the cameraman use to achieve reality or to enhance
the quality of things and give them a kind of super-reality which is art?

e. In the re-showing, ask students to identify types of camera shots used
and what each accomplishes. .

If movies on TV are assigned, use guidelines appropriate to the television

medium, :

Show a documentary from film library or assign the viewing of a TV docu-

mentary. Use these questions to stir up discussion:

a. What was the film maker’s purpose?

b. What techniques did he use to achieve this purpose?

c. How was commentary used and to what effect?

d. How does this film differ from a fiction film?

e. What most impressed you? Why?

Devote a class period to discussian of ratings. Have students list labels used

today in rating and be sure that all students understand the meaning of each

label. Center discussion on these three points:

a. Should movies be rated? Why or why not?

b. Should there be any censorship at al{;’ Why or why not?

c. Have you ever seen a movie that shocked because of its frankness? If so,
what is the movie?

d. Do sex scenes and violence in films have any effect on the morals of
young people today? :

Suggest that students bring to class film reviews from local newspapers. Also
use revitisws from The New Yorker, The New Republic, and Saturday Review
as models.

Through class discussion, set up criteria for judging a movie.

Assign the watching of a full-length film on TV and then write a full-length
review in class from notes. Distribute a copy of “Suggestions for Writing a
TV Review” which follows this section on activities.

If unit is extended into a full-length elective, by all means include film-
making. With little or no experience, students can-make short films from
original scripts (8mm). Groups hesitant to embark on this kind of project
can write commercials and either video-tape them or tape them.

Set up a Film Festival for the student body as a means of recruiting students
for film or media courses.
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Judging A Motion Picture

Component Paris of
A Motion Picture

> Entertainment Value. The quality of the film is of prime importance, for
"+ no movie can accomplish any purpose at all unless it catches and holds the

attention of an audience, Some of the factors that make a film entertaining

. are human interest, wholesome humor, dramatic and melodramatic thrills,

mystery, suspense, discerning characterization, pictorial beauty, and imag-
inative and ingenious plotting.

ArtistictValtie. Whenever the nine component of a moving picture
(enume}ated and discussed below) are sgo em logge:luﬁnt | filn‘imi)sg good of

its kind, its artistic'value can be said to be good.

Instructional Value. It is naive to think that a film is good as an instruc-
tional film only if it is educational or technical. Films dealing with current
social, psychological, or emotional problems in thoughtful and constructive
ways; dealing with the past seriously and creatively; revealing unusual
facts or fancies about unusual local le, unusual human situations—all
of these have values that may be called instructional.

Ethical Value. It is not the subject matter of a film but its elucidation that
determines ethical value. A film is devoid of ethical value when it gives
false and distorted interpretations of life. A film has ethical value when its
interpretation of life illumines and inspires the human destiny.

Theme. The theme is the basic idea of a film, e.g,, the triumph of truth,
vengeance, murder vindication, No restriction should be placed on the
choice of a theme, for the motion picture, like the other arts, has the right
to depict every aspect of life. A motion picture need not have a vital theme
to be entertaining. Comedy, farce, light romance, and melodrama often
provide good entertainment with less than great themes. The more vital
the theme, however, the more necessary it becomes to judge how effective
the elucidation is.

Script. The script is the ‘flot in detail. It defines the scenes, delimits the
action, stipulates who and what the characters are, how they appear, what
they do and say. It arranges events in logical sequences and in progressive
intensity, so that lesser climaxes precede the greater ones. In good scripts
characterization and dialogue are interesting not only per se, but also
because they help advance the story, Scripts are good when the exposition
of the story is clear, when the suspense of the events ‘is logical, and when
digressioh and irrelevanoey-are avoided. Scripts are very good when expo-
sition is deft. sequences ingenious, and the audience itself is inveigled into
supplying connective line ideas that would otherwise have to be shown on
screen.

Acting. Actors can infuse life into a stillborn script, or enfeeble the most
robust script. Some actors are merely types or personalities for whom parts
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have to be sre_cially written. Good actors can play a wide range of parts.
Great actors have style which they infuse into a part, no matter what it may
be. The greatest actors are capable not only of astonishing p

but of inspiring the other actors in the cast. Excellent acting is often seen
in minor roles. ) )
Setting and Costume. These are the actor’s chief aids. They help to create
atmosphere, define character, and even to tell some of the story. They are
able to complement the actor or dominate him. They can supplement, or
debilitate, the script. The setting and costumes of a film frequently possess
instructional value of the first order.

Sound., It is an aid to the script, actor and audience. There are three kinc.:
natural sounds, music and o%xe. Each can be good or bad, agile or
awkward, vital o1 unnecessary, Few people consciously hear all of the
sound that is cn the sound track of films. Nevertheless, sound that is heard
unconsciously affects what each spectator thinks he sees and hears and in
some cases determines what the effects of a scene upon a spectator shall be.
Film music ic a study in itself.

Photography. Without the camera there would be no moving picture. Some
cameramen (cinematographers) are artists and can photograpn scenes that
are the equivalent of great paintings. They can also mar or make actors
and enhance or ruin excellent scripts. The contribution of the camera to a
film is also a study in itself and in technological change is ceaseless. Color
photography is constantly being improved.

Direction. The director orchestrates evezﬂu’ng and everybedy. He also
handles the producer, who controls expenditure. The director is the creator
of the film, if such a collective form as the motion picture can be said to
have a single creator. Good directors can turn inferior scripts, acting, acts
and photography into superior pictures. Bad directors can ruin the best
scripts, acting, sets and p oto§raphy. The great directors have a personal
style as distinct as a writer’s style.

Editing. The amount of time that each scene is on the screen is determined
in the cutting room. So are such techniques as mechanical transitions from
one scene to_another, and from one sequence to another, fade-ins and
fade-outs, dissolves, wipes, and all sorts of montage. A film’s tempo is the
result of its editing. Like film music and c'nematography (in fact ri?ce each
of the eight forelgfoing components of a motion picture), editing is 2 study
and an art in itself.

Plot. The ways in which a theme is depicted make up the plot; that is, the
plot consists of who does what, where and how. Plots are interesting when
the locals, characters, incidents and action are original. They are banal or
synthetic when the locals, characters, incidents, and action are ignorantly,
vulgarly or verbally conceived. Old-fashioned melodrama, broad comedy,
highly-colored romance and fantasy entail plot conventions that disfigure
other kinds of films. Plots that rely upon symbolism break all the rules.




. Take notes a5 you watch a TV show and then write your review as soon
as possible. '

Do not summwrize plot. Refer to incidents, characters, details of
program.

. A good beginning paragraph usually tells what the program is generally

. A good second paragraph mentions the details, such as exact title, date,
time, and s : !

5. ngrlphscanexpcmm-&liopinionofdwprogwn.

6. The body of the review su points made in 1 3. Use
enmgl«yu\dexphhhdeum%opmmmlmmpl

The following questions may help in arriving at a critical opinioﬁ:

a. Did you notice anything peculiarly striking about the sound? Light-
ing? Setting? Costumes or clothes? Diclogu%? ¢
How did these contribute to the total effect?

Were any of them distracting?

b. What wus the main point or theme of the show?
Were there any themes?

Is the plot too realistic? Unrealistic? Unconvincing?

c. Wasit ble to hize throughout the stery with the feelings
and imgzﬁsions of the main dmactqgsb? s

4. What kinds of people were represented? Were they credible?
gid;hew!‘dxgncte:scbmgeordwdophnthecoumofdw program?

ow
Could youyidenﬁfy with any of them? Which ones? Why?

e. Was there any peculiarly effective use of the camera? Close-ups?
Focus? Camera movement shots made from unusual angles or places?
“‘I)ems;meobjecsusedasaﬁamet}woughwlﬁchyousawoﬁwr
objects

f. Did yc;u notice any particularly good use of sound? Music? Sound

g How much of the story was told through visual and sound images
rather than with commentary?

h. What is the total effect of the program as the combined efforts of
author, director, actors, technicians, and musicians? How did each
of their efforts contribute to the film?

i. To which age group would the program appeal most? Why?

j- What element above all others made it successful with you?
Unsuccessful?
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A. Pflaum Publisher, 1968, Y
Lingren, Erest. The Art of the Film. New York: Macmillan Compeny, 1963.

Q *Mallory, David. Tke School and the Art of Motion Picturcs. Boston: National
EMC Association of Independent Schools, 1966. (paperback)
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Films About Fiim Making

Experimental Films

Peters, J. M. J. Teaching About the Film. New York: International Documents
Service, 1961. (Available from Columbia University Press)

- Ross, Wallace, ed. Best TV Commercials of the Year. New York: American

Televisicn Commercials Festival, 1967.
Rotha, Paul, et al. Documentary Film. London: Faber and Faber, Ltd., 1939.
Rott, Robert. Mcdern Magazine Editing. Dubuque, Iowa: W. C. Brown Co., 1966.

Seldes, Gilbert. The Public Arts. New York: Simon and Schuster, 1964. (paper-
back)

Stephenson, Ralph. and ]. R. Debrix. The Cinema as Ast. Baltimore: Penquin
Books, 1965.

*Sullivan, Sister Bede. Movies, The Universal Language. South Bend, Indiana:
Fides Press, 1967. (paperback) .

Wrights, Charles. Mass Communicstions: A Sociological Perspzctive. New York:
Random House, 1959 (paperback)

“Elements of the Film” 27 min/color
First of four films on film appreciation. How different shots are com-
bined through editing. Indiana University RSC-678. $i1.00. "
“Film as an Art” 27 min/color
Defines artistic beauty in terms of editing effect, color versus black and
white, setting, and acting style. Indiana University RSC-679 $11.00.

“Language of the Film” 27 min/color
EXE ins the visual language, effects of dissolves and fades, composition,
lighting and camera angles. Indiana University RSC-6560 $11.00.

“Nature of the Film Medium” 27 min/color
Compares motion pictvre techniques with those of the stage. Use of flash-
backs, placement for point of view, and the effect of variable speed.
Indiana University RSC-681 $11.0¢.

“Screen Writer” 10 min/b&w
Considers the craft of screen writing as weli as the potential and limita-
tions of the screen medium. Indiana University RS-228 $2.75.

“A Chairy Tale” (1957) 10 min/
Surrealistic dialogue between a man and a chair. Contemporary/Mass Media
“An American Time Capsule” 5 min/color '
History of the U.S. from the Revolutionary War to President Nixon. Indi-
ana University CSC-2050 $3.20.
“Dream of the Wild Horses” 9 min/color
Study of the excitement and perils of a herd of wild horses. Contemporary.
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“ " (1664) 12 min/
oon treatment of the fear brought to a community by the arrival of
an unknown and unchallenged hangman. Contemporary/Mass Media

“The Hat” (19€4) 18 min/color o
Reveals how war is initiated over insignificant items such as a hat. "Indi-
ana University CSC-1804 $8.00.

“Hen Hop” 4 min/color
Geometric elements build themselves up rhythmically into the shape of a
hen. Indizna University RSC-151 $3.00.

“Night and Fog™ (1955) 31 min/color
Documentary treatment of Nazi systematic slaughter of the Jews. Mass
Media. $30.00.

“An Occurrence at Owl Creek Bridge” {1961) 27 mun/b&w
A Southern during the American civil war struggles to stay alive and is
finally hanged. Mass Media $17.50. :

“Phoebe” '984) 28 min/b&w
Psychological burden of an unmarried pregnant teenage girl. Indiana Uni-
versity ES-806 $7.50.

“The Red Bailoon™ (1956) 34 min/color
Sensitive treatment of a young boy and his friendship with a balloon.
Brandon

“The River” (1937) 30 min/b&w
Landmark documentary showing misuse of soil and forests, the resulting
erosion and floods, and the work of the TVA in bringing the Tennessee
River under contrdl. Indiana University CS-8 $5.25.

Mass Media Ministries

Contemporary Films, Inc.
330 West 42nd Street
New York, New York 10036

Brandon Films
221 West 57th Street
New York, New York 10019

2116 North Charles Street
Baltimore, Mxryland 21218

McGraw-Hill Text-Films
330 West 42n< Street
New York, Ncw York 10036

Xerox Corporation
Audio-Visual Scrvices
Midtown Tower, 2nd Floor
Rochester, *ew York 14604
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Unit 6:

The Economic Function

69

s

The Unite:l States is an industrial society operating basically under
the competitive system of free enterprise. This society possesses great
resources for producing goods and a Figh level of ingenuity in creating
them. It represents a large and growing market of people who seek
to improve their standards of living.

Advertising is an organized part of this system and serves as the
communicaticns link between those who have something to sell and
those who may wish to buy.

This teaching unit is planned to acquaint high school students
with the importance of advertising in their lives and to give them an
understanding of its funiction within these four media: the newspaper,
the magazine, radio, and television. Ajmore expanded unit might also
examine direct mail, mail order, dnd aitdoor advertising. '

While the major portion of the unit will center on advertising,
an attempt will also be made to show that the above four media are
making a considerable contribution to the dissemination of business
news o the consumer.

As in any teaching unit, the length and depth of the study will
depend on time limitations within the course and on the resources at
hand,
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Objectives

Outline

—To help students understand the role of advertising in today’s economy

—To understand more fully the influence of advertising on personal buying
habits ‘

—To gain infermation that will help students become more discriminating
consumers ’

—To discover the importance of advertising to the media
—To understand the basic techniques of the advertising process

—To be able to compare and contrast advertising production in print
journalism and in electronic journalism

—To become aware of the controls on advertising imposed by government,
other agencies, and media codes - -

—To understand the rating selection and the media selection

—To understand the dissemination of business news through mass media
—To have experience in the production of advertising in each of the media
—To become aware of career opportunities in the field of advertising

I.  Backgrcund for study of advertising: the role of advertising in our
economy

II. Function of advertising

A. To consumer
B. To media

III.  Basic techniques in advertising process
IV.  Production of advertising
A. Radio and television commercials
B. Newspaper and magazine lay-outs
V. Controls on advertising
VL Media selection and ratings
VII. Careers in advertising

VIIIL Diéseinination of business news

7
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The Economic Furdtion 1. Background for study of adverﬁsing
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A. Development of advertising in ancient societies
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1. Early forms of advertising were devised by
a. Babylonians with the use of symbolic advertising
b. Egyptians who carved advertising messages on stone.

2. Early Greeks and Romans employed
a. Messages painted on walls and pillars
b. Signboards describing products ard prices
. ¢. Symbolic signs of products hung on shops
d. Posters promoting circuses and gladiatorial contests
e. Merchants who walked through streets shouting their ad-
vertisements
f. Criers hired by merchants.

B. New technigues after invention of movable type in 1450 included

.
— 3 s d A
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1. Handbills printed to advertise goods
2. Pesters and signs widely used in cities
3. Paid advertising in early newspapers.

C. Effzcts of Industrial Revolution

LIt
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1. The Industrial Revolution brought about

a. Many new inventions

b. Change of industg' from home to factory

c. Change from handwork to machinery

d. Tremendous growth of cities

c. Developmert of mass production

f. Manufacture of new products at cheaper prices.

Changes brought about by Industrial Revolution gave tre-_

mendous impetus to advertising since

a. Competition increased

b. Manufacturers had to acquaint consumers with new products

c. Higher standards of living enabled consumers to spend
more on merchandise.

D. Effect of growth of railro:.

1. Growth of railroads affc -ted the growth of business and industry
through

a. Opening of new areas of natural resources

b. Connecting of newer regions of the West with the older East
¢. Establishment of rapid transportation

d. The highly organized freight system.
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As industry increased and the country expanded, more adver-
tising was needed to

w....4 2 Inform public of products and their availability

¢ " b. Increase sales.

2 c. Secure dealers to handle products

; d. Help dealers with sales

e e. Increase use per capita

}7 f. Create confidences in quality

;;; . £ Keep customer sold.

% Activities 1. Assign research on topics listed in background material. Oral reports
%; should provide details related to business and advertising. Follow

, ‘reports with class discussion of the effects of advertising or .ociety
- and life. . F

—— 2. Have students make drawings and paintings of early forms of adver-
tising. If copies of early magazines can be found, ads should be
mounted. Appoint a committee to arrange bulletin board.

<
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E. Development of production from 1890 to 1940
1. Most significant industrial development was emérgencé of mass
production (as exemplified by Henry Ford) which
a. Changed the industrial face of America
b. Revolutionized industrial techniques
c. Effected a production revolution
d. Brought prices down for the consumer.

JEN
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5 2. Use of electricity instead of water and steam for power in-
;;‘““ creased production.

if;g

%’fri z  Development of marketing from 1890 to 1940

5 1. With increase in production, ma keting developed the use of

brand names and trade marks.

2. Marketing was increased and aided by continued growth of
railroad and use of-trucking in distribution.

G. Development of zdvertising from 1890 to 1940

1. The passage of the Pure Food and Drug Act in 1908 served
as the first control on"advertising and introduced the idea
that advertising must maintain ethical standards.

2, Woolworth and A & P began to use chain store organization, ' -




. Magazines reached a new peak in publication because of
a. Second Class Postal Law of 1872

b. Continued expansion of railroads.
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. With the in industrialization;, advertising agencies were
established to promote production.

. With advent of radio and television, new advertising outlets
emerged.

1

Activity Assign students to research areas included in above outline. After oral

reporting to class, lead discussion on growth of advertising between
1890-1940.

3 ™

H. Development of production since World War 11

1. America became world leader in production of goods and ser-
vices and in output per person because of
a. Her ability to produce an increasing quantity of goods and
services
b. Her lavish use of the fruits of technology.
2. Growth in gross national product tripled between 1940 and
1964 to
a. Supply a greater variety of goods
b. Provide an increased number of jobs
c. Create larger payrolls.

I. Development of market since World War 11

1. Marketing methods have changed since the growth of super-
markets and s ing centers, with the results that
a. Sales clerks have dwindled because of self-help selling
b. Efforts have increased to make shopping simpler and less
costly

~ c. -Great advances have been made in packaging to encourage
self-service.

2. Growth of discount houses and widespread use of vending
machines have changed marketing techniques.

J. Development of advertising since World War II

1. Advertising has changed drastically because
a. Fifty-four percent of American homes own TV
b Two hundred fourteen million radio sets are in operation
c. Magazine circulation has risen to 200 million
d. Newspapers have added color printing.

P e e e G G R e R
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Activities

Activities
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2. Awareness has grown among those in advertising of their obli-
gations to use their talents and money in behalf of public service.

. Distribute above material in mimeographed form to class.

Spend at least one class period in class discussion on these questions:
a. Why is ours a mass consumption society?

b. What are the characteristics of this society?

c. How do these relate to advertising?

These points should be considered in relation to No. 2:
Geographical mobility

Rise in population

Movement from farm areas to cities and from cities to suburbs
Rise in purchasing power

Effect «." more widespread advertising

Other inJuences such as labor unions, installment selling, mergers,
world trade, government policies.

™o e P

II. Functicn of advertising

A. To the consumer-

1. Advertising helps the consumer to

Become aware of new products

. Compare prices

Facilitate his shopping

Become aware of availability of goods

Learn of entertainment offerings

Keep informed about legal and official statistics.——

o an TR

© 2. Advertising provides the consumer with a variety of offerings.

-

Have students prepare a paper using this hypothesis: “Tomorrow morn-

ing at 10 AM,, all advertising in the United States will stop. This

includes newspaper, magazine, radio, TV, outdoor, handbills, and di-

rect mail advertising.” SR

Have students answer directly the following questions in their essay:

4, What effect would this orde. have on your buying and/or selling
hahits?

b. What effect on your personal life?

_ c. What effect on the economy?

d. What effect on government?

After papers are turned in, have student-lead discussion on some of
their conclusions.
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2. Ask students to select three purchases of fairly sizable amounts that
they have recently made. In a short paper, have them analyze the
role advertising played in their decision to buy these items.

3. Ap({)omt a committee to devise a questionnaire on student spending
and the effects of advertising on this spending. Divide class into gro:Es
to do a sample survey of student body. Compile results and make

ﬁraphs to show patterns of buying and effects of advertising. Make -
ulletin board display.

B. To the producer

1. Advertising helps the producer to
a. Increase sales
Secure dealers
Help dealers
. Increase use per capita
Relate new products to the family
Increase frequency of replacement
Increase length of buying season
Attract a new generation of consumers
i. Keep customer sold
{'; Raise standard of livin

. Increase strength of industry
1. Reduce cost of product.

5gR M Lo TUF

2. Advertising is a force that makes it possible to sell more mer-
chandise.

C. To the media

1. Advertising aids the media in
a. Financing the major part of operation
b. Financing public service non-commercial service.

2. Without advertising, the media would cease operation or would
become government controlled.

II. Basic techniques in advertising process
A. Devices

1. Advertising in all media uses these devices: e’
- & Repetition
Involvemen :
Reinforcement of a dominant image
Emulation i
Major appeals . -

Qe ore
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Activities

(1) Money
(2) Power
(8) Love
£
] ition
(6) Self-esteem
7) Beavty
(8) Intellect 5
(9) KRelaxation
(10) Happiness
(11) Relli) ious satisfaction
(12) Health
(13) Concentration
(14) Acceptance
(15) Primary senses.
2. All advertising is based on the similarity between personal
selling and selling through advertising.

3. All advertising attempts to arouse prospect’s interest, creaic a
desire, and persuade to decision.

. Symhols

1. Modern merchandising is based on brand names which are
featured in all advertising. -

2. Trade marks and slogans, associated with these brand names,
are atured in all advertising.

. Ask each student to bring to class a magazine ad that he finds extremely

effective. Assign an in-class paper in which student is to analyze ad
with reasons for its effectiveness. Have him consider theme, use of
photography, color, type, sloga +, trademark, and word choice in captions
and body type.

. Investigate the use of repetition in advertising. Direct class discussion

on these points:
What effect does the repetition of a message have on you? Audio
message? Visual message? Does it annoy you? Why or why not?

. Impulse buying is highly influenced by repeated advertising. List pro-

ducts that come to students’ mind because of frequently repeated ad-
vertising. Have students write as many slogans as they can for each
of the products.

Have a flogan “spell-down” based on these lists.

. Trademarks are examples of visual repetition, Each student is to draw

five well-known trade marks. Identification game can be organized
from this assignment.
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5. Advertising campaigns frequently center around a slogan to reinforce
a _dominant image such as economy, dependabili:i, safety, ease, etc.
Clip several advertisements of the same product that are designed to
reinforce a dominant image. Have each student write a paragraph to
explain how this image is created.

8. Some advertisements use an jnvolvement device such as coupons, con-
tests, sending in labels, etc.
Have students clip and mount three ads that involve readers with gim-
micks or opportunities for participation. Have them report to class on
techniques of involvement.

7. Present lecture to define major appeals used in the creation of advertise-
ments. Have students clip ads that are designed around the appeals.

8. Ask students to make a collage of 'magazine ads hased on any one appeal.

IV. Production of advertising

A. Newspaper and magazine
1. Newspaper advertising can be categorized as local display, na-
tional display, classified, legal, institutional, and promotional.
2. Advertising lay-out is a combination of art or photography,
headline, copy, theme, white space, decorations, border, and
color. :

B. Radio and television
1. Advertising can be categorized as
&. Local
b Spot
¢. Network

(1) Full program sponsor- -

(2) Alternate program sponsor
(3) Participating sponsors.
2. Commercials may be built around theme, audience, slogam,
actors, music, sound effects, display of product, jingles, and
e~ animation.

Activities L Usinf these guidelines, organize class into group to study various types

of advertising:

a. Clip from newspapers and mount examples of national display, local
display, classified, institutional, promotional, and .legal advertising.
Students may use exhibits for special bulletin board and will report
on difterences.in various types.
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. Using rate books obtained from local newspapers, have students
compare rates of various kinds of advertising.

.- Invite a representative from newspaper advertising department to
speak on costs, lay-out, and policies %?paper in rglatioﬁ to its ad-
vertising.

. Assign letters to be written to various types of magazines on ad
rates and production costs of magazine advertising of various sizes.

. Tape radio and TV commercials to illustrate spot advertising, und

" network advertising.

. Send a committee to local radio and TV stations to secure information
on prime time and on advertising rates.

2. Ask students (1) to measure total column inches in a daily ne aper
and total column inches of advertising in the paper; and (2) to tigure
percentage of advertising in one issue of a newspaper.

3. Have business manager of school paper explain policy of paper toward
advertising and what it contributes to yteal!3 S revenue.

4. Have students figure percentage of advertising in three magazines such
as Life, Ladies Home Journal, Sports lllustrated, or Seventeen.

5. From log sheets obtained from local radio and TV stations, assign stu-
dents to figure the number of commercials in one day.

8. Invite a speaker from local radio and TV to talk with class about public
service programs and commercials that are paid for through commercial

advertising,

7. Tape a radio and TV commercial that is aimed speciﬂcal;y at adults,
housewives, mothers, men or women. Expalin devices and techniques
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8. Have each student select one product. In a major paper, have stu-
dents-analyze, compare, and contrast tcchniques used in advertising

the selected products in radio, TV, magazine, ard newspaper.

9. Invite a representative from an advertising age.cy to speak on ad pro-
duction in print and in electronic media.

10. Divide class into groups. As culminating activity in ad production, have
each group prepare a detailed ad campaign to launch a new product,
using these suggestions:

a. Invent a brand name, slogan, and trademark
b. Write ad layout for newspaper
. Plan and create a magazine ad
. Write and tape a radio comnmercial
. Sketch a billboard ad.
Write and create a video tape for 2 TV commercial.
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. Controls on advertising are effected through
A. Food, Drug, and Cosmetic Act

B. Wheeler-Lea Act

C. Robinson-Patman ict

D. Lanham Act

E. Radio and Television Code related to advertising
F. Better Business Bureau.

(=)
.

Assign research on above four acts with report to class anel fol-
lawegdn by discussion. by

2. Secure eo(fics of “The Téclevision Code,” “The Radio Code,” and “Tele-
visio:n Advertising.” (See Appendices.) Have class discussion on these
regulations.

3. Invite a speaker frem the Better Business Bureau to discuss the function
of his office and rules and regulations observed in advertising. Special
emphasis should be placed on protection of the consumer.

VL. Media selection and ratings
A. Ratings

1. Response to advertising can be ‘measured by sales, action, Gal-
lorRobinson print reports, Starch print reports, store audits,
telephone survey, and market research.

2. B.tings are obtained by personal observation, second-and in-
formation, mail, te’ hone, and purchase from specialists.

3. Ratings are used to

a. Evaluate the most efficient wy to reach the greatest num-
ber of desired persons

h. Motivate desired responses.

B. Media Selection _
1. Media are selected by the ad- ertiser and the agency. -

2. Sclection is based on cost of advertising, type of zudience to
he reached, availability, geographical location, and suitability
to product.
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Activities

Activities

Schedule a speaker from an advertising agency to discuss ratings and
media selection from the professional point of view.

Send for booklets, “How Good Are Ratings,” and “Media Selection” from
Television Information Office, New York, to use for background material.
Have students conduct their own ratings. Have them call ten persons,

without warning, after :nga.rﬁcu‘ar television show is concluded to
ask if they saw program if they recall sponsor or selling benefits.

VIL Careers in advertising include

A.

mRUOOPR

Newspaper

Magazinc

Radio

Television

Advertising agencies P

Combinations of the above.

VIIL Dissemination of business news through media

1.

Arrange student interviews vith representatives in advertising depart-
ments of the various media. Have them report to class on findings that
concern prospective careers in advertising,

Have students bring to class a daily newspaper. Focus analysis of
paper and discussion on

a. Coverage of business in straight news

b. Coverage on editorial page

c. Content analysis of special business page.

Analyze busi s news coverage in magazincs: Time, Business Week,
Fortune, New Republic, US News and World Reports, Newsweek, etc.

Select a recent event directly related to business. Compare and contrast
coverage of the same event in above magazines.

Using current TV Guide, have a committee review all types of TV cov-
erage directly related to business.

Examine radio programs for one week. List all programs related to
business coverage.

Make a bulletin board display of various types of busin:es news letters
currently circularized to business men.
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Pamphlets
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Ballf :ger, Raymond. Layout. New York: Reinbold, 1952,
Bogart, Leo. Strategy in Adcertising. New York: Harcourt, Brace and World,
1967

Caterora, Phillip R. An Analysis of the Teen Age Market. University of Texas:
Bureau of Business Research.

Gilbert, Eugene. Advertising and Marketing to Young People. Printers’ Ink, 1957.
Gill, Henry. Adcertising and Psychology. New York: Hillary Press, n.d.

Hepner, Harry W. Advertising: Creative Communication with Consumers. New
York: McGraw-Hill, 1964.

Johnson, George. Your Career in Advertising. Messner, 1966.

“Kleppuer, Otto. Advertising Procedure. Edgewood Cliffs, New Jersey: Prentice-
Hall, 1966.

, ed. Exploring Advertising. Englewood Cliffs, New Jersey:
Prentice-Hall, 1970.

McLuhan, Marshall. Understanding the Media. New York: McGraw-Hill, 1966.
Ogilvy, David. Confessions of an Advertising Man. New York: Atheneum, 1963.
Packard, Vance. The Hidden Persuaders. New York: Pccketbooks, 1957.
~————————~. The Waste Makers. New York: Pocketbooks, 1963.

Siepman, Charles A. Radio, Television, and Society. New York: Oxford Univer-
sity Press.

Singer, Jules. Your Future in Advertising. Rosen, 1960.
Smith, Ralph. The Bargain Hucksters. New York: Crowell, 1962.
Trump, Fred. Buyer Beware. Abingdon, 1965.
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The following pamphlets may be obtained free from the Television Information
Office, 745 Fifth Avenue, New York 10022:

Television: Advertising
The Television Code
The Radio Code

A B C’s of Television _
How Good Are Ratings =
Medis Selection

Television Careers .
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Wilson, Harold. “Once Upon a Stone.” Filmstrip!/ Tape

————————— “Type Has Many Faces.” Filmstrip/ Tape
All available from Mark Lee Productions and Studio One, Inc., Minneapolis.
Minn.

Wilson, Harold and Karwand Elwood. “Advertising and the Student Newspaper.”
Filmstrip/ Tape

“Art Careers in Advertising.” Sound Filmstrip

“Writing Careers in Advatfsing." Sound Filmstrip
Alld?vailable from Educational Dimensions Corporation, Great Neck, New
Y

“Advertising” .
St. Louis Globe-Democrat

“The Golden Standard™ 17 min

Modern Talking Pictures Free
“Ideas for Sales” 15 min

Magazine Publishers’ Association, 575 Lexington Ave., New York City 10022
“Johnny on the Spot” 18 min

Iowa State University

“Language of Advertising” 30 min/b&w
Indiana University CS-1096 $6.75

“The Market and the Individual” 29 min/b&w
Indiana University BS-103 $6.75

“Market Four Times as Big as It Looks™ 29 min
Spokane Daily Chronicle

“Market Place™ 14 min
Magazine Publishers Association
“Newspaper Retail Advertising” 10 min
Copley Preductions Free
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Unit 7: From the Acta Diurna placed on the walls of the Forum in Caesar’s time
totoda.y’spﬁmuidailyﬂunginfrouofdlesubmibet's door, mankind
Historical Development las assimilated

nows.

Of The Media The invention of moveable type during the P-naissance gave an
enormous impetus to literacy. In the printed word, man had a tool
with which he could preserve and pass on a vast cultural heritage
from one generation to another.

Until the Twentieth Century, print journalism was the one sig-
nificant medium of mass communication. Because of the dev
- the motion picture, radio, and television, the individual is now
- exposed to hundreds of messages. Therefore, an understanding of
low each major medium of mass communication evolved and develop-
ed in the United States will be the general objective of this unit.
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Objectives —Toasiststudentsinundexstandingﬁutmassmediahaveinffueneed
and have been influenced by the events that have shaped American
history

~To develop in the class an appreciation of the early struggles which led
to the tradition of the free press

—To provide examples which illustrate not only the mass media’s out-
. standing contributions to society, but also their failure to respond appro-
priately at critical times in our history.

R T

~To understand how the introduction of a new mudium influences the
organization and performance of existing media

—To develop an appreciation of local media througin-the study of their
historical development in the community
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Outline 1. History of nc,;\v.spapex's
II. History of magazines
II1. History of radio
IV. History of television

V. History of motion pictures

Historical Development 1. History of newspapers

Of the A. Early publications
" 1. The invention of moveable type brought learning to the masses
- through the Gutenberg press and the Caxton Press.
2. These publications fostered printed languages other than Latin
and Greek.

B. Coloniul press and rritorial press

1. The earliest papers were broadsides and essays such as
a. Benjamin Harris” Public Occurrences published for one issue
only in 1690 )
b. Peter Zenger's New York Weekly Jousnal (1733).

?  Newspapers played an impon_’_tant'part in the Tory-Patriot con-
flict because they -
« Brought out issues against the Crown
b. Were published with government license.

3. The first Kentucky newspaper was John Bradford’s Kentucky
Gazette.

C. PennyPress .

L. Circulation of newspapers increased as literacy became more
widespread because-of _education.

2. The emergence of new newspapers crested a competition that
reduced the prices of
a. Benjamin Day’s New York Sun -
b. James Gordon Bennett’s New York Herald.

D. Other Nineteenth Century developments
1. The invention of the telegraph speeded the collection of news.

2. Press services brought news from all parts of the world.
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E. Turmn-of-the-century developments

1. Competition created an unforgettable era in journalism with
publishers such as William Randolph Hearst, Joseph Pulitzer
and Adolph Ochs. .

2. Advances in technology and economics created newspaper
chains such as Thompson, Scripps-Howard, Gannett, and Knight.
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F. Contemporary trends

1. Competitive dailies are now found in only a few major cities, '
suck as New York, Washington, Los Angeles, San Francisco,
S Chicago, and St. Louis.

i . 2. The press has been plagued with labor problems, shifting popu-
lation, and competition from radio and television.

Activities 1. Make a collection of early newspapers for bulletin board display. A
set of “Historical Front Pages” can-be-obtained from Public Service
- Department, Courier-Journal and Louistille Tiies. Students and local

newspaper offices may be sources for this collection.

2. Have students research selected items within the outline of early his-
tory. Have oral reports followed by class discussions.

3. Write The Louistille Courier-Journal for a copy of its centennial mag-
azine, “Mirror of a Century: 1868-1968.” Have a student report on this
issuz.

4. Set up zreas that would lend themselves to dramatic presentations, such
as Gutenberg’s invention of moveable type, Zenger's fight for press
freedom, or the origin of the Kentucky Gazette. Assign groups to re-
search and write scripts for dramatic presentations.

ot

The Courier-Journal appears in every “Ten Best U.S. Newspapers”
listing. Have students examine copies of recent issues and then write
an essay giving reasons why the newspaper has heen selected.

6. Have a representative of the local newspaper speak on the history of
his respective publication.

7. Have students write a research paper on “The History of the Press in
Kentucky.”

II. History of magazines
A. Early mugazines
1. First publications were for a small educated elite.
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Activities

2. Technological advances and growth of mass education brought
mass appeal for such magazines as McClure’s Magazine, Sat-
urday Evening Post, Godey's Ladies Book, Harper's Monthly,
Atlantic, and Scribner’s.

. Muckrakers

1. Expose articles written by Muckrakers, such as Ida Tarbell and
Upton Sinclair, increased circulation.

2. The public’s demand for reform followed the exposés.

. Twentieth Century developments

1. The depression of the '30’s brought new formats with
a. Weekly news magazines such as Time, Newsweek, and U.S.
News and World Report. -
b. Weekly pictorial magazines such as Life 2ad Look.

2. General appeal magazines are currently having problems be-
cause of the high cost of production, high cost of distribution,
and competition of TV.

3. Trends toward specialization for smaller interest groups have
vesulted in more publications such as Sports Illustrated, Seven-
teen, Farm Journal, Rod & Custom, Jack ¢ Jill, Fortune, and
Good Housekeeping. :

- Solicit from the class members the names of all the magazines they can

recall. After studying how magazines are classified, ask students to place
each magazine in its proper category.

. Have students acquire from grandparents, local historical society, or local

library copies of old magazines. Have them write an in-class essay com-
paring the ads an contents with current periodicals.

. Ask the local postmaster to explaiz how the Postal Service arrives at the

cost of mailing magazines (second class mail). He might also discuss the
role of the Postal Service in “censoring” by refusing to allow certain
magazines to be sent through the mail.

- (R

- Have students write a paper giving specific reasons for the popularity

of the pictorial magazine.

. Ask students to research old magazines such as Godey’s Ladies Book,

Hag;er’a, Seribner’s; and write a paper in detail explaining the importance
of these magazines to Literary America.

£
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R /6. Students should secure a copy of the new Saturday Evening Post or
Liberty (1971). Set up a committee to examine this pablication care-
fully. Have them report to class the reasons for its popularity in tiis

-.,: day of “sophisticated” magazines.

7. Have students discuss the demise of Look, Colliers, and Woman's Home
5 Companion and the causes for their collapse.

;} I11. History of radio broadcasting

;J:" B~

1 A. First radio signals

: 1. No single individual can be credited with the discovery of radio

1 because

.. James Clark Maxwell theorized about it in 1873
b. Nathan Stubblefield demonstrated a set in 1892
c. Marconi patented the wireless code in England in 1896
d. DeForest improved wireless voice transmission in 1906.

R

B S A

2. The first radio studio broadcasts were accomplished in Pitts-
burgh on November 1, 1920, on station KDRA and in New York
on station WEAY. .

L

¢

8. Westinghouse entered the broadcast field because they manu-
factured receivers.

. B. Govcrnment control of broadoasting

1. The nature of radio waves brought government control through
the Radio Act of 1912, the Radio Act of 1927, and the Communi-
cation Act of 1934 establishing the Federal Communications
Commission (FCC). .

2. Recognition of advertising poteﬁtiz;l created
a. Network organization including
(1) NBC (National Broadcasting Company)
(2} CBS (Columbia Broadcasting. System)
(3) MBS (Mutual Broadcasting System )
(4) ABC (American Broadcasting Company )
b. Joint ownership of radio stations,
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” - _CI:J(qu%eanorary TV . )
L The affluent post:war society brought network competition for

1 1 viewers and color TV in place of (or along with) black and :
.- ) white TV.

2. Contemporary TV technology has made possible transmission
via satellites, television from the moon, expanding ETV systems,
: ' CATV, and pay TV.

N : 2. The growth of radio created monopolies such as AT&T and RCA.

D. Post World War II radio (1946-present)

L. A period of prosperity and expansion occurred with the develop-
ment of the car radio and the transistor radio.

¥ R A e gt e

2. Radio began to beam to selected audiences with the Top 40
format (music), music and news, country and Western music,
ethnic programming, and »cligious programming.

3. FM stations have expanded across U.S.

S Activities 1. Ask a veteran commercial broadcaster in area to speak to class about
change in format since 1940’s,

2. Have invitation extended to the oldest and most experienced “ham” in
the community to talk about early days of broadcasting and technical
change,

3 Have students ask parents and grandparents which radio stars, programs,
and advertisements of the past they best recall. In class have them com-
pare lists and then play “Old Time Radio” album.

P Ld

- 4. Have some students build a crystal set and demonstrate how it works.

IV. History of television
A. Pre-World War II expeiiments

L)

1. Television is as old as radio since it is rooted in wire trans-
mission.

2. Early television researh was conducted by General Electric.
Westinghouse, and RCA.

3. AT&T entered the picture with control of long lines and licensing

‘ A of networks,
ERIC } A |
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B. Post War problems

1. Frequency allocations were granted by FCC.

2. Decision of color system was passed by FCC.
3. UHF channels were allocated.

C. Golden Age of Radio (1930-1945)

1. Radio came of age in the 1930’s with
a. Radio news scooping newspapers
b. Radio drama
(1) Soap operas
(2) Variety shows
(a) Comedians
(b) Remotes
(c) Play production.

Activities . 1. If school has video tape equipment, have st.dents interview someone
in the role of a colorful historical character. Have students study events

connected with the particular character and, as a class poject, put on a

. . “Mect the Pre.. type of program. For example: historical character
might be Daniel Boone, who has just returned from an expedition, or

genjamin Franklin who has just returned from England where he has
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heen pleading the case of the Colonies.

!.\')

Ask each student to list the oldest TV program he can r:member. Discuss
why few E

rograms last more than a few years on TV while some radio
programs have endured for decades.

S.’J

Have students write research papers on each major network, color TV
vid sateflites, EFV systems, and cable television.
V. History of movies

~ A. Early motion picture devices

1. First movies were “peep shows” called the kinetoscop~ invented
by Edison, and the nickelodeon. oo

2. Early movies attracted the foreign born population and city
dwellers.

3. Better equipment brought a growth in the industry which
created A
i : 4. Demand for stories by D. W. Griffith and Cecil B. DeMille

b. Early stars such as Mary Pickford, Gish Sisters, and Rudolph
Valentino
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Activities

Timeline: Evolution of
Mass Communications
in the United States

c. Talking pictures, such as “The Jazz Singer,” which created a

" demand for new stars

d. Self regulation via the Hayes office and the current rating
system.

1. Have the class produce a five minute skit using no verbal communica-
tions
2. Have the class compare the techniques employed in the production of

movies which ‘were shown in the Thirties (they can be seen on tele-
vision’s late shows) with the more recent techniques as observed in the

newest movies. Advise students to pay special attention to the use of .

music and.cameras.

8. If a veteran movie theatre operator resides in the area, ask him to speak
to the class about changes which have taken-place in the industry in the
past 30 years.

4. Invite the film critic of a local newspaper to speak on “Stars of Silent
Movies” or “Changes in the Star System.

5. Assign student reports on important figures such as Thomas Edison,
D. W' Griffith, and Cecil B. DeMille.

1690—Benjamin Harris’ Publick Occurrences Both Foreign and Domestick,
first newspaper in the Colonies

1704—John Campbell’s Boston News-Letter
1735—Precedent for a free press, the Jokn Peter Zenger trial

1770s—Activities of Samuel Adams and other pro-independence pmim
gandists

1740—Andrew Bradford produces first magazine in the Colonies
1798—Alien and Sedition Acts

1780—Gazette of the United States, semi-official Federalist government
organ

1787-John Bradford’s Kentucky Gazette, first paper in Kentucky
1831-1866—The abolitionist Liberator published by V/illiam Lloyd Garrison

~ 1833—The Penny Press begins with Benjamin Day’s New York Herald

1835—-James Gordon Bennett's New York Herald
1841—Horace Greeley’s New York Tribune

A S
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1845—Cassius Clay's The True American -
1846—New York Herald receives news about Mexican War via telegraph
1848—Associated Press of New York formed

1850~Harper's Moiithlu, edited by Henry J. Raymond

1851—-Henry J. Raymom: * New York Times

1866—First permanently » cessful transatlantic cable laid

1867—Process of making low cost newsprint from woud pulp

1868—"Marse” Henry Watterson’s editorship (for next 50 years) of the
Louisville Courier-Journal

1883-Joseph Pulitzer buys the New York World

1886-Linotypc first used in nMpam operation
1889—Kinetoscope invented by Thomas Edison ’ ‘
1890—Photoengraving of halftones introduced

1892—-Murray, Kentucky’s Nathan Stubblefield demonstrates voice radio
transmission

1893-Samuel §. McClure publishes McClure's Magazine
1895~ Guglielmo Marconi sends wireless messages

1895—William Randolph Hearst "uys the New York Journal i
1896—Adolph Ochs buys the New York Times

1902—Era ot muckr-ker magazines

1903—First story motion picture, “The Great Train Robbery,” produced

1908—Voice and music transmissions by radio demonstrated by DeForest
and Fessenden

1907—United Press organized by Edward W. Scripps
1909—International News Service formed by William Randolph Hearst

1912—News f-(f)f Titanic disaster reaches U.S. through wireless operator David
Sarno

~

1912—Federal law 1equires license for broadeasting
1914~New Republic, journal of opinion, bégan ' “"1
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1815—National significanoe of motion pictures with release of mulhoreel
feature length “The Birth of a Nation™

1920—-KDKA, Pittsburgh, broadcasts election returns
1921-WEAF presents first radio commercials
1923—New= magazine, Time

1926—Sound added to motion pictures

1926--NBC radio network formed as subsidiary of RCA
1927—Federal Radio Commission formed by Radio Act of 1927
2328—-CBS radio network organized

1834—Mutual Broadcasting System established
1934—Communications Act creates FCC

1936—New y.ctorial magazine, Life

1937—Seventeen stations experimenting with television

1939—Firsi - ‘aily new: to switch to offset printing, Opelousas {La.)
Daily World PP

1943—ABC network formed as NBC forced to split
1948—Nation becomes aware of TV and its potential

1949-1953—FCC studied allocation of TV channels and various systems of
colorcasting

1952—Teletypesctter to process wire stories in general use
1952—Use of transistors produced small, inexpensive radio receivers
1958—UP and INS merge to become United Press International
1962-63—Strike shuts down nine New York City papers for 114 days

1962~ Telstar in orbit opens possibilities of international telecasting and
other forms of communications

1966—Ncw York Heralid-Tribune, descendant of Greeley's Tribune, dies
after long strike

1967—World-Journal-Tribune merger from three New York Ciy papers,
folds, leaving only three papers in that city

1968—Volunteer movie classification system approved by Motion Picture
Association of America

1969—Saturday Eveniig Post ceases publication
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o ’ Boob - BamonwEnc.ATowcrofBabeLAHﬁayomedmdmgmtheU.S Volume
SR , -~ L New York: Oxford University Press, 1966. ~ -
. The Golden Web: AHndoryofBroadcadmgmtth.S VolumeJ
Brueker Herbe:t.]oumlau Eyewmstoﬂldory NewYork Maanillan, 1962 -
Duwety ]ohnE.SmMagamuMMagmMaken m Stmtfold,

) Ekon,Robu-t ; zmc,mc NewYork-AtheneumlSGs :7 SR f
: Emuy Edmn.ThePrmandAmenm NewYork Prenhce-Hall,1962.

O== etal.lntmductwn ofMasCommunwatwns NewYork Dodd, Mead,
. o . andCo -1970. (third edition)- " T

l-’ranklm, Joe Classics of the Silent Sereen. New York cnudelpm, 1955. ——;;f N

. i Fred.DuetoCircumdmce:BeyondourCoMml.Wectmnsta Md: i
S nendlyRandom House, 1967 - - -~ YT AT
Gramling, Oliver. AP: The smy of News rg_ washngm, New York. xeumkat, - L
- Press, Inc, 1968 - 3 E

- Higby, Mty Jane. TmmTomorraw NewYork Cowlec,1968 = -
Hmon,EdwardAlbert.MradeoftheAirWaces NewYuk.Mmr,lQOQ e

Hohen ohn. Foreign CorreapondenceA : Great- Reporters and Thew Times : . -
Nbe\e:%olk Columbia University Press, 1967. ] i

7(‘37 ]uergens, Ceorge Ioaeph Pulitzer and the New York World Prmceton, New L
Y4 Jersey: PnncetonUmvemtyPrss 1966. - i S

ngh‘ Arthur. The Liveliest Art. New York: MentorPress, 1957 : oo

- *Kobre, Sidney. Deoelopment of American Ioumalicm Dubuque, Towa: leham
-~ G: Brown Co., 1969. - ]

Krock, Arthur Memoirs: Sixty Yem on the Firing Line. New York l‘-'unl: and ;’i -
- i - :7 WagnalkCo 1968 il ) ii

Lyle, ]ack The Nm in- Megalopoli: Sau Frane:sco Chandler Publishing Co,,
: ] Macan“h, Richard Dyer Film and Society New York Chaﬂes Scnbner’s Sons S
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" MacNeil; Robert. The People Madune New York: Harper and ‘Row, 1968.

Mott, Frank: Luther. Amencanloumdmn 1690-19&)‘ Cambndge Harvard Uni-
. vemtyl’res,mﬁz. : .
TheNmmAnmiw.Cambndge HzrvardUmversltyl’tw 1962. -

'Pewrson, “Theodore et al. Mass Madia and Modern Soclety New York: Hol

Rmehart:demﬂon,lQGS - =

—*Pemrson, “Theodore. Maguiuu in . fhe Twenheth Century Urbam, lllmons

- ;'Swanberg W. A. Citizen Hearst, NewYorlc. Sm'bmr, 1961

7 Von Douseu Horaoe Greeley Nineteenth Century Crusader

: Umvasty ofmmmsts, 1964.
Raget, C. Era of- the ‘Muckrakers. Clnpel Hnll, N'*C‘-

Umvemty of No:th—

-CarolmaPms, 1932." i B
Roﬂna,Panl. The Film: mNow London's;mng BooksDnny House 1967

Sclmmm, lebur Mac Meédia and Nahonal Decelopment Stanford Cahforma

Satz,DouC HomceGreeIey FoundcroftheNewYoranbune -] ewYor'k
AMSP:es,Inc.,lQ’lO )

Selda,Gdberthan.TheSeomeelyAru New York: Sa.gamorel’res 957

'Stembetg. Charks S, ed Mas Medaa and Communwatton New York Haslmgs, :

Pulatzer NewYod: Scnbh'er 1967 R

. 7:Taleee,G! The Kingdom-and the Poicer (an- msndgloolrattheNew York

“Times”). New. Yod:‘ Bantam- Bool:s, Inc.,1970.
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Wall, ]oseph H. Henry Watterson: Reconstmcted Rebel Fmr Lawn, New ]ersey -
- Oxford Umvemty Prus, 1956. .. R - )

o Academ:c l’enodneals

‘Cozumb.a Journalism: keofew-pubhshed by the Graduate School of ]oumahsm

- ~= Columbia University, a lively- pruentahon of current press issues. -

ﬁ loumalt’:m szrlerly—%ubhshed by- the - Assouahon for- Educauon in ]oumalism

-devoted 1o research articles in journalism and mass communications.

o 'Public Opinion Quartefly—emphanzes poliﬂcal and l1))sychologicml hases of com:

- mummhon, book Teviews, and- summaries of pu lic opmion pol

- Book and_ Magazine Publisbmg

iAyen Directory of Newopaper: and Periodicals—an annual publication, in book

format, which lists. -magazine’ and newspaper statistics and- informaﬁon

E Publlthm Weekly-a tmde ;oumaI for the book pubhshing industry
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APMEMBook—anannnalreportaftheConhnmngSmdwsCommmeeo, the E
~ Associsted Press Managing Editors Association. - -
Edibormdl’ublidm—mmdusty trade)ommlfocusmgonthe dmlynewspapet
andgenenlmdustryptoblems. R
Eddor and Publisher. Intanataonal Ym Book—source for stahshcs and mforma-
- .. tion about dmlyw L B
ﬂe&mckyl’fes—amonthly mwspapetfocusmgonthedmlyandweekly—
Sl . pgwspapasml(entucky - Ll 7
' ]oumal af Bmd@ng and Telem.non Quarterly—a professxonal ]oumal
Telemswn Age-a. trade - loumal emphasnzmg televxson, thh httle mentwn of
- - radio broadmstmg .
TV Commuications and Teleoommtinwatwns—empl-asxz&c vanous aspects of the
- growmgcable'l’deustry S - T
IR S :;m Scholastlc ]oumallsm . - —i‘: L
: Communicatm ]ET—publxshed ‘by the Journalism Educatxon Asocmtlon, cm-
phasnzes curriculuny and teachmg of ]ournahsm - |
Photolath—pubbshed by the "National School Year‘book Assoclatxon, gwes pnmary
- attention'to the. pubhwtxon of. theyenrbook. = B} i
- The School Press. Review—publxshed by the Columbia (Umvers:ty) Scholashc
" - Press Association, focuses on-the .entire- school press Gives emphasxs to -
’ ‘,actmtxes of state and national assoclatxons L
Scholastic Editor. Gfapﬁws-Communwatwns—pubhshed by the Nahonal Scholashc
~ Press Association,- gives -a- gmphxcally exciting - presentaﬁon of the entn'e
school press Photography receives much attentxon I )
Films - : Ben]ammFtankhn 18mm P ‘ o
I This film includes material on his success as a printer, as a writer, and as a

pubhsher in colonial Philadelphia: Umversity of chhlgan

“Colonial Printer 26 min/color - = o
entice in-a- 1775" prmtshogl ]eams thé printing tr"de He - shows

colo al newsgathering techniques when he goes to Lexington on assignment.
) University of Georgia $500- - - : 8"’“
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- FocusonaCentmyofCommumcahons 27mm T T
“Communications progress in 300 years. The expansion from the pnnters R
- - handset circular to the - automated - newspaper is depncted T
Glatfelter, Spring Glove, Pennsylvania 17362 Frce S
“One Nation Indivisible: HoraceGreeley 20min - R
- Lincoln asks-Greeley to help bridge the gap between the Nmth and South N
~_-after the Civil War. Brigham Young University $3.50 - . S 7 -7
“'l'heOverthrwoftthweed ang' (YouAre'l'here) 27mm/b&w S
e - In-1871, Thomas Nast, cartoonist for Harper's Weekly, i association thh :
sthse New York Ttmes, emsaded to defeat Boss Tweed Umversxty of Kansas T
- 00 e =T R E = 3 T
“'l"gers’l‘ale Thomas Nastv;BossTweed” 20mm “- o T o
. “Drainatizes Nast’s campaigr against Tammany Hallk: Stresses the xmportance E
~of .the political cartoon andjournalism - and thexr mﬂuence on- the pubbc =
R BnghamYoungUm,remty $3.50-- - o )
- “A’I‘radmonofConsaenoe 27mm/color e w - T , -
- Discusses the history -and operation of the St. Loms Post-Dzspatch St Loms . T
.- Post~pratch 1133 Frankhn Avenue, St Louxs. Mo 63101 Free T
Tmc “Spm BacktheYears - ’ - . T T4 T
- Light-hearted - conversat:on between the Curator of -the Nat:onal ~Voice
- - _-Library-and a young professor of Humanities at Michigan State University. - -
"fConversat:on “is“bridged to-some -rare recordings of authentic speech and™ —- " - -
. _ music during_the last half century, Avaxlable on 75 or- 3.75 Lps tapes or - -
S e T cassettecfrom Mnchngan State Umversxty ) . —
Roeordlnge ) “I (-:m Hear It Now. Volumes1 II III*' : 7 ST
oo e - A _nerration by Edward R. VMurrow, featunng the recorded voices of those T
- who were ‘making ‘news from 1919 to the late 503 Three albums from - o -
: Columbza Masterworks‘ R Ry
'“Old Time Radio” =« -~ - T ‘ § ';c N
-~ -A series of two albums provndes excerpts from- early radxo shows. Excellent -
- way_‘to let_students’ hea;‘i)arts ‘of _original_-radio -comedy programs,” soap . . "
operas, and well produ mystenes Ava..lable from Columbia - Muswal
. Treasures. - . .-
’ “Pardon My ‘Blo !"

~ Radio and television’s most hxlanous boners. Two 45 rpm ecords on the
]ubilee label. : .
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-~ - Responsibility, and
. Control of threvaerdig

* acquire-a rudiment
will be of value to them in editing school pubhcatlons and producing
~ school news broadcasts. Tncluded in this unit'is a study of the reasons

76blfoctlyes :

RS A'A Responsxbxhty and the mass media -

5

Students completmg thlS unit shOuI-;l have a greater apprecxahon of
press freedom guaranteed by our government and a greater under-
standing of our constitutional and statutory limitations of these free-
doms. In becoming familiar” witk these “limitations, students will
understandmg of communications law ‘which

for the growth of press freedom as well as the growmg “self-restraint

and professxonalxsm among medla workers

~To learn how prees f-reedom has evolved
~To' become familiar with the guarantees of press freedom
—To deve)op an awareness of areas of expresswn whxch are not protected

~To discover reasons fora gwwmg sense of public responsxbnhty of the
press

~To become famlhar with the codes of conduict for media groups and

professxonal commumcators
B o

L ';Evolution of free expression
1L Areas of expression given special treatment
III  Acdess to govemmental information

S T
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- Freodom, Responsibillty. - L

Evoluhon of free expressxon R .
A. Enghsh contributions to press freedom in the 17th Century

i et Ly e (R ey L0 Wy e e S L St

x 3

1.- English kings exercised personal power in the behef that R
.- Knowledge was a means to power, - - B

b. “Free- dnssemmatmn of knowledge was a pml to that power :

~ ¢ Laws and practices would impede dissemination of mforma»
- tion. Prevailing laws and practices included” -~ -

P et

: (1)

Prohibiting defamation _of - character (lrreepechve “of
the truth of the defamation) -

3) - Prohibiting sedition o
* Providing for'punitive taxes - -

Punishment for -contempt of -Parliament or the courts

- Secrecy in the operation of government.

2. Early challenges to restrictions on free expressron mc]nded

a. Ideological challenges by

(1) John Milton who wrote Areopagitica in_ 1644 He argued
“against censorvhxp because “truth would prevail.”

) JohnLocke in his Second Treatise of Government. He

argued -that democracy was- im

b. Violations of existing restrictive regulahons by '
~ (1) William Prynn who was sentenced to hfe unpnsonment
~ - in 1637 for-publishing a book :
(2) John Twyn who was drawn und quartered in 1663 for
"~ printing a book.’ : .

B, Amencan contnbuhons to press freedom ’

~ 1. The attitudes of Colonial governors reflected the attitude of -the
English establishment=that- dnssemmahon of knowledge must be
tightly contre"ed through . .
4. Sup ression, ‘with the classxc € hecl)le ‘of Public Occurrences,
the first newspaper to be published in the American Colonies
- b. Lxcensnng of publications : . :
" 2. American violations of restrictions of free expression whnch
established precedents included acts by ,

a. James-Franklin, who in 1723 refused to submit the New
England Courant to licensing

Ab John Peter Zenger, who successfully used truth as a defense
agamst a hbel charge for the first time in 1735,

sible if constituents
had inadequate information on which to make decxs:ons -

iy
"“(ﬁ ‘w‘i‘ﬂ ‘ !
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Activities-

4. Assigna cnucal analysis of Milton’s Areopagitica.
. Let students make oral or written reports-on William

3 Amencans further msured
by adding the First -Amendment, to the U:S. Constitution- in
1791. The-courts also decided in 1925 that states could ot

- invade freedom of expression under the 14th Améndment.

S

st restrictions on prees freedom .

a. “Most members-of the )udxcxary have held that freedom ofﬁ,

~ expression is not absolute. -

- b. Chief Justice Oliver’ Wendefl Holmes held that where there.

“is a “clear and pr%ent dange to' society- expressmn could ",

-~be curtailed. -

c ]ustxce Hugo Black has, however, consnstently held that the,
- First Amendment prov:des for no exceptlons to free expres-'

s:on

,

in the Umted States.

. Have students write a short paper on what freedom of expression means -

A companson of limitations placed on cxpression in various socle'hu atj' )

different points in history may bediscussed in class. Assign reports on

different political systems and how _expression was handled in each.

particular attention to the concept of free expression. ]

Benjamin Harris, James Franklin, John Peter Zenger, Sir W am Blacks

. Have a superior student write a report on the concepta of Locke and iv
- _how they affected. our form of government:” The student should give -

John ’I’wyn

stone, Thomas Erskine, -AdamSmith, John Stuart Mxll and Thomas' :

]effe*son as they related to freedom of expression,

Ty

. Discuss violation of the lawtm an attempt to change the law and the

nature of punishment for such violations.

. Areas of exprwsmn gwen special treatment
“A. Excevptxons to free expression intended to protect the state include

1. Seditious libel-which presumes that the state has the nght to
protect itself from defamation.

in time. of war

such as names of minors and names of welfare recipients
4. Pubhcahon of federal documents w}uch are classified

- .

‘2 Sedition—publication of mformatxon which would ald the enemy ’

8/ Pubhcauon of statutorxly prohnbxted information in some states, -
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gt -8 Unrestricted =broadcastmg by radio and televu:ion stations. Thisi
i has resulted in regulatory control by the government through the -
4 Federal Communication Commiss on. 5 . .
o Activities 1. Have a panel of students “discuss tbe sedition law- and its npplication by :
g - " the U.S. government - durintghthe _Vietnam War, World War-1I, World _ -
¢ ~War I;'the Civil War, and the Revolutionary War, wcluding the period '
. Y . i shortly aftér the RevolutionaxyWar 7 -
i 2 Suggest that students write a re 5] ng one of the follo - -
§‘? pogi%ions “Classification: o{ UsS.. m&g tive to the. nationﬁ; :
g security” or “Classification of U.S. documents—blinders for the public
[ 3. Assignan  oral  on tlye implications of the publieation of- the “Pentao\ '
- ? gon Papers” by the New York Times. - :
g} - , 4. Schedule a debate, Resolved: “The Names of Minors 1 Never Be
[ - Published by the Media N ,
i : - 5. Haves representative of your local radio or tele@i station discuss the
¥ * role of the Federal Communications - Commission and the controls im-
 posed by this: regula‘tory agency. o :
6. Students should construct a statement in a_context that they feel ‘would
& = + be a “clear and present danger.” Other students may discuss whether or-
i A not the statement and situation really constituted a “clear and present )
£ L . danger.” . ,
£ ,_, B. Exeeptions to free éxpressicn intended to protéct the individual f
E . "1 Laws against blasphemy are attempts to keep.a religion or
- religious beliefs from coming under attack. Cases of this tytge
e i : alare seldom sustained today - beoause of the vagueness of the
e . AW, .
5
i & 2. Copyright pemuts an author the right to control and pmht from
? - " his own work.
3 b 8. Privacy is insured unless waived by
% a. Taking public employment-
kf b. Gaining the public eye and becoming a public figure
B . c Becoming a news figure.
éw gj; : 4. Laws against libel protect private reputations. Of major con-f
i - sideraﬁon are

wluch ) i

(1) Impute the commission of acrime o

(2) Impute & loathsome or contagious disease

Tt Ve

8. Libel cases where there are written accusations (libel per se)

PR
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(3) Damage a- person in his- busmess, trade, eallmg,
profession.

- (4) Impute, unchashty or xmmorahty of ,a_womamor gnrl

b. Damages whiclire
(1)-~ Assumed where-thereé is libe! j per se . . - -
'(2) To be proved by the damaged partv in all other cases,
= (8) “Affected by '
- (a) The seventy of the defamation
(b) -Repeating the original libel -
(e) Retraction of the libel - )
"(d)_ The presence of malice - --
(e) The }t‘:are used by the communicator in research-
ing-the
() Tl%e imposmblhty of . editors reseamhmg stones‘
. covered for them by syndlcated news services.

5. Laws agamst obscemty aim at keepmg children and other mem.
bers of society from ‘being exposed to salacious matenal A, ‘
pubhcatxon is deemed obscene only if ‘

a Itisconsideredasawhole .

" b. It appeals to- “prurient intérests” of the average adult or
-~ the average minor in a particular community

¢ Its advertising appeals. to prunent mterests despite the -
. content, )

"t T

- C Special protecnon is givento encourage the exercise of frée expres-"

sion. Those who report on official proceedmgs are immune- from
. prosecution, irrespective of truth, if they -

- 1. Report only comments thade during ﬂ\e proceedings
'2. Mauke accurate reports

8., Do not report quotations or other parts of official proceedings
out of context, }

4

. Have an outstanding student report on how malice affected the damages
awarded in the libel case of Quentin Reynolds v. Westbrook Pegler as
reported in My Life in Court by Louis Nizer.

. Invite a newspaper editor and a television or radao station manager to
talk to students about how libel and slander laws affect their media. -

. Have students write libelous stories about fictional characters (perhaps
comic strip characters) -and a fact sheet about the characters. Have okherA
students idenhfy the hbelous statemerits in tbese storjes,

-~
-

e
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1. Access to goveinmental information

" 4. Have a student 7 hef in your class on‘the—libei M‘pﬂvacy
. hmumwwmaphyy "!‘0"‘ T )
5. A:kamembetofﬁxescboolwsp.perotymbookmffwbokn

member of_your class to veanunlrepottonlibe! pmtwhlch
‘have been’ su’;hined agnimtx‘sd\ool publkn M

i, Assign an oral report on how. Netw York Times v. Sullivan (1964) ‘
: affected our present concept of libel. -~ -

7. Have a student explain the t of variableoboemi mdhowthis
affects mwspap::s,P mgazi% and- the motgn pictures.

8. Scbedule a debate, Resolved:. “The Ratin “System (G, GP R, X)Isa
Successful Answer to the Problem of Obocenitv in Movies.

-

A. Historical limiutions
1. Actions of the Continental Congrus wer - secret.

2 ﬂeworhngmedingsofﬂw%stituﬁomlConvenﬁonwae.
secret. W7

3. The U.S. House of Representatives met in secret until 1789.

4. Themlés Senate opened its dooes to the public and reporters
jnl ’

B. Contemporary limitations
1. FortypercmtofallCongressiom.lCommitteemeetingsm ‘

2 Openmeeﬁng'hwsmnotinfaeeinmmtes These acts
have:been enacted in eight states since 1964 and in Kentucky
since 1968. They have, however, undergone many amendments
whichpmvideformecyinmemeetings

3. “Open records” laws are not in force in 10 states. Kentucky has
an effective openrecords”law,butweepbmimrsandtbose
on welfare rolls. .

4. Equipment restrictions -
2. Grow out of
(1) Legnslatxveforbmnceﬁom prescribing what shall be
permissible recotdingequipmentformportenwvaing

other govemmental

“h
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- (£) The American Bar Association consensus which greatly

.
I

mﬂuamiﬂnacﬁmdfhmmbmwboam '7 -

- - mental officials. Canon 35 of the ABA is

fmlmp.agdectronicandplmynphiceqnwout
“of most US. courtrooms - . -

“h Ex’end to cameras, tape reeorders, and televuion eamem.

Activities x.fn.u‘mmmmmwmmss-m

andtheap[wopdlmofiubeinglwobedt Discuss. av
tht.mlﬂa!mmaudothu %ﬂg wotc

2, Invite hulattomey t nboutminioulgwumt
;gd/or‘to npeak about“ me imppropﬁneneu of Canon -

8. ‘Have students debate, Resolved: “Cannon 35 Ts- !mrortmt to the Faie '—-'9

Administration of Justice in the T acal C&'cuit Couﬂ

‘ma fgovemmemdbodiesaboutthemofmmd mordm
in mwsuwaagcoftl\eirmeeﬂnp. “P‘
Note: Canon 35

m . :7;’;7 73 .
“P Mbemududcdm end -
roceedings in court ﬂmag dwu =

decorum. The taking of photographs in the courtroom,

. thecourtorm:em sestions, and the broradcasting or televising E , -
WW‘*G‘.MM  and witnesses in gioing testl.

andmﬂcmhconcepcm ct thersto in the
andnhouldnatbepemlmd' W e

5. Sugeest that students ma to the “open meetl
cousty, city, and schodl hoards. Students °p°§. adgng:d'\of

omdal sttitudes of one boml or cou:t With o 30 students in a class, ,::— 20

6. Mgnmonlrcportont!wworkof*he Mou Congrmional Subcommit

* teein invesﬁgaﬁng secrecy in govemment
IV. Responsibility and th> Mass Media
A. Historical press bias

1 News,uwellueditahk.wuuﬂaodforﬁweﬁbwhocould =
. ;. Read; mﬂ“y‘eﬂwﬁcbhadbyfomdeduuﬁons : :
v Su newspaper -
N ¢ O K Pumbasmgcopm

s, -

B




- (2). Purchasmg advemsmg ' : -
- (8)- Subsndmng the newspaper supportmg his pXulosophv.
Z.wNews as well as edxtonals was ta:lored for *those supportmg a

- particular - - o o -
. - Rehglous y
' - b. - Political - Y, wluch mmemthe form of -
' = (1) Dnect subsndnesfmma pohhcalparty if it were e out of

power
(2) Indlrect subsxdnea from a.polxhcal party if it were in

e ety

(a)- Government pnnhng contracts
( b) _ Appointments as postmasters. -

- - B. Amoreresponnblepmcs P
7 - 1. With the development of the Penny Press in 1833 -
" a. Publishers had larger circulations and were less dependent

_upon. pohtwal ‘or relxglous support or support of mdmdual
subscribers

b. Pub]xshers were less at the whun of individual advertnsers
because larger circulation generated a greater amount of and
more dxverse advemsmg -

2. Some critics say media
a. -Are more rwponsxble today than at any prior time in history
because of :
= (1) Wndespread circulation and v:ewmg audxences .
-(2) Diversified advertising support
(8) . Media competition
(4) Tx'ammg of communicators that stresses the- public
~ service aspect of the profession of journalism-
" (5) Professional asssociations that have developed codes
- ) of conduct (see Appendices)
' - -b. -Have not lived up to theu' iprofessional r&spons:blht:es as
“evidenced by
(1) Hutchins' “Commission on Freedom of the Press”
‘report—1947 -
(2) Warren Commission report—1964 S
(3) Vice President Spiro T. Agnew’s speech in Des Moines
where he suggested that the networks “be made respon-
sible”
Have been oo aggressive and therefore, unfalr and biased
“Have been too. timid lest controversial statements offend

. subscnbers advertisers, stock ho!ders, or govemmental offi-
- cials,

.9'9




C Reactions to explunxtand:mphcnt threats ] 7 .
. L~ Media® leadefs- have made a. strong defense of press- freedom L '
- ~2. Voluntary codes of eonduct were developed in.the-hope that this - -
LT T o would avert the of govemmental sumdards (see I

Constmctafxchhoussto:yabontymnrschoolwhnehwmﬂdharmtbe

 Activities
) . “reputation of the school in the community. Have students write an essay

= 7aboutﬂ1exretbxc§ldllemmas
T ) -~ community.. ‘Would they write ‘the -

théy: were the editor of - the school newspapet? Woul

A -~ editedform? =

andasmembetsofthesehool
?Wouldth

, 2. Schedule a debate, Resolved: “The U.S, Government Should Make Sure
. - e - 7 That]oumahstsPubhshStoncszuchAreAccurateandFan' ) -
2.Bepmdneecodesfoundmﬁ1?A pend:x.Askstudentstomdandthen -
Hnscussthececodesmhghtof‘contemporarystandardsastheyknowthem - =

. Organize.a debate, Resolved: “Vice President Spiro Agnew Is Correct in - o
Charging That Television Network News Is’ Bmsed 7 - =

6.. Have students write a- ptecs code for their- school newspaper, yearboolc
bterary magazme, radxo stahon, or closed circuit television station. o

o

Aldrick, Bailey Libel Handbook. Boston Choats, Hall, Stewart, 1950.

: Arthur, William R. and Ralph L. Crosmz-n The Law of Newspapers. New York
’ McGraw-Hill, 1940. -

. Ashley, Paul. Say It Safely: Legal Limits in Publishing, Radzo and T.V. Seattle: ,'
- University of Washmgton "Press, 1966. '

Assomated Fress. The Dangers of Libel. New-York: Associated Press, 1964. : =
Brucker, Herber. Freedom of Information New York: Maclmllan 1949. ) P ‘
Bugbee, Bruce W. Genesis of American Patent and Copyright Law. Washmgton L

Public Affairs Press, 1967. - o |
Cater, Doug.ass The Fourth Branch of Government. Eoston: Houghton Mx‘fﬂin, ;_E:I |
1959. '
* Chafee, Zecharich. Documents on Fundamental Human Rights. New York: Athen- - 4
eum, 1963 . L

. Free Speech in ‘the Us. Cambridge: Harvard University o
Press, 1941, ; o
Comstock, Arthur. Traps for the Young. Cambridge: Harvard University Press ’
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Cox, Arclnbald - Cioil Rights the Consmution, and the Courts Cambndge
~Hatvard Umvemty Press, 1967. -

- Downs, Robert B: The First Freedom Clneago Ameneen Library Assocuhon,

1960, - : _ e

- Daws, Elmer But We Were Bom Free New York Bobbs-Memll, 1954 s
‘Emery, Edwm, Plulhp H Ault, and ‘Wareen K. Agee Introduction to Mass

Communwations New York: Dodd Mead &: Co 1970 “(third: edmon)

Emery, Walter Broadca:tmg and Govemment East Lansmg chlngan State ;‘—‘:

Umversity Press 1961 - - -

- Emst, Morns Censorshrp The Search for the Obscene New York Macrmllan,

1964

— andAlanU Schwartz.PmJacy TheRighttobeLetAlone
New York Maamllan, 1962

Estnn Herman “A. and Arthir Sanderson Freedom and Censorship of the Col-
lege Press- Dubuque “William- €. Brown -Co., 1966 (paperback) .

Feldman, Samuel Legal and Ethical Issues New York Richard Rosen, 1968

- Fellmas, Davxd The. Limits of Freedom New Brunswick, N. ] Rutgers Um-
. versxty Press, 1959 -

" Friendly, Alfred and. Rona]d L. Goldfarb Crime and Publicity New York The
Vintage ¢ Gianf, 1968. (paperback)

~ *Gavin, Clark. Fanwus Libel and- Slander Cases in History New York: Colher

.Books, 1962. (papetback)

Gerald Juines E. The Social Responsibiltty of the Press Minneapolis Universxty
T of anesota Press, 1963

- O

Gillmore, Donald Free Press and Fair Trla7 Washmgton Pubhc Affairs Press,

- 1966.

Goldfarb Ronald L. The Contempt Power. New York Columbia University Press,
- 1963, .

Hachten, William A. The Supreme Court on Freedom of the Press: Decisions
and- Dissents Ames, Iowa Towa State University I’ress, 1968.

Hohenberg, ]ohn Free Press/Free People The Best Cause. New York: Columbia
University Press, 1971.. :

Hoyt; Q’lga G. and Edwin P Censorship in America New York: Seabury Press,
- 19

Hudon, Edward G .Freedom of Speech and Press in Amer{ca Washington Public
Affairs Press, 1963 L
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: Hunmngs, Neville M. Film Censors and the’. Law London, Allan and’ Unwin, 1967 :
_Hyde, Harford: History of Pornography New York F.m’ar, 1964. . ,
- _AInghs Ruth A Freedom of the Momes Chrcago Umversxty of Cluoago Press

1047,

7]ohnson, Gerald W Penl and Promise An Inquiry into- Freedom of the Press

‘New York: Harper, 1958.

Kaplan,-Benjamin. An Unhumed Vtew of Copynght New York Columbna Um- :

_versity I‘»ess, -1967.

L Levy, Léonard.. Legacy of Suppresszon Freedom of Speeeh and Press in Early

American History. Cambndge Harvard Umversxty Press, 1960.
anpmann, Walter Liberty and the News New York Harcourt Brace, 1920

Mayer, Milton S The Tradmon of Freedom New York: Oceana Bubhcatlons,
1957, - )

McKeon, Richard, Robert K Merton, and Walter Gelhorn The Freedom to Read

Perspectiue and Program New York Bowker, 1957.

Menkle]ohn, Alexander Free Speech and its Relation to Self Gooernment New.
~ York: H'x.'per 1948,

Medma, Haro‘d R; Radio Television, and the Administration of ]ustice New -
- York: Cs: t.mbna Umversxty Press, 1966. .

Miller, Arthur R. The Assault-on Pnoacy Amn Arbor: The Umversxty of Mic}ugan
Press, 1971,

Miller, ]ohn C. (’risis -in Freedom: The Alien and Sedmon Acts Boston: L:ttle,
Brown, 1951.

Mott Frank Luther Jefferson and the Press. Baton Rouge: T.ouisiana State Um—

versity Press, 1943,

Nelson, Harold, Freedom of the Press from 4 Iamilton to the Warren Court. New
York Bobbs-Merrill Co., 1967. ;

——————, Libel in News of Congressio.-al Inoestigating Cominittees. ane-
) apohs University of anesota Press, 14:61.

* —==—————, and Dwight.L. Teeter, Jr. Lw of Mass Communications. Mineola,
New York: The Foundation Press, Inc., 1969.

‘New York Times. The Pentagon Papers New York: Bantam Books Inc,, 1971
(paperback)

‘Nizer, Loms My Life in Court. News York Pyrannd Books 1963. (paperback)

) Oethnger, Elmer R. Copyright Laws and- Copyrighting Practices. Chapel Hill

Inshtute ofGovernment Unjversity of North Carolma 1968

N
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Official Warren Commzssion Report on the Assasmnatron of Presadent ]ohn F.
“Kennedy. Washmgton Us:. Covemment  Printing Office, 1964

Paul James-and Murray L. Schwariz. Federal Censorshrp Obscemty in the Marl. -
: New York: Free Press of Glencoe, 1971, - .

u\,, .

:Phelps, Robert H. and Hamilton l?oughs Ltbel Rrghts stls Respo‘ nsibilities:

New York: Macmrllan, 1967

lepel Harnet and Theodore Zavin, Rrghts and Wnters New York Bowker, 1969.-
- Rogge, Oet-,e] The First and the Fzﬂh New York: T. Nelson, 1960."
Rourke, Francis E. S_ecrecy and Publicity. Baltrmore Johns Hopkms Umversxty

Press 1961

7 .'Rucker, Bryee W. The First Freedom Carbondale Southern Illinois Umversxty

Press, 1971,

7 fSalmon, Lucy M. T_'he Newspaper and Authorzty New York* Oxford Umversrty

Press, 1923.

) "Sandman, Peter M. The’ Legal Rrghts and Responsibthtres _of College Student

* Publications. Pi- Delta- Epsilon Fratermty, 5738 Howe St., Prt'sburgh Penn- -
sylvama 15232, 1969. (Brochure)-

Schumack Mun'ay The Face on: the Cutting Room Floor New York Morrow,
: 1964 e

Sxebert Frederick S. Freedom of the Press in- England 1476-1776. Urbana Uni-
’ versity of lllmors Press, 1952..

——, Theodore Péterson and Wilbur Schramm Four Theories of the Press.
" Urhana: Umversrty of Hlinois Press, 1963.

Smxth, James M. Freedom’s Fetters: The Alien and Sedition Laws end. American :
Civil- Liberties. Ithaca: Cornell University Press, 1956.

Steigleman, Walter The Newspaperman and the Law. Dubuque Wilham c.
Brown Company, 1950

T Westin, Alan 'F. Frivacy and Freedom New York: Atheneum, 1966.
’ Wxggms ]a.mes R. Freedom or Secrecy New York: Oxford University Press, 1964,
N Wxttenberg, Phillip. The Law of Literary Property. Cleveland: World Pubhshmg

Company, 1957

Wolff, Robert P., Barnngton Moore and Herbert Marcuse. A Cntrque of Pure
Toleram'e Boston. Beacon Press, 1965.

‘Kristol Irving, “Porno a h , Obsoem and the Case for Censorshi , New York
i l\fa graphy ?’ p

Times gazine (March 28,1971

McFadden, Roger, “Caldwell Case A New Step in Press Protectwn,” Chwagn‘
]oumalism Reoiew (]une, 1971) -
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Sherrill, Robert, “The Happy iEmiing (Maybe) of the ‘Selling of the Pent;gon’,”
- _New York Time.g Magazinq,(May '16,}197‘1.)}, o

. ,Trgﬁhaf't,,lj)écca' M.??j;ial b)‘,%}leardling,”trz\]atipn;(Qctobefr‘2’6, 1957).

“TV'or No TV.in Cour” New York Times Magazine (April 12, 1964).
The Freedor.of Information Center, School of Journalism, U@vgﬁity of Missouri,
Columbia, Missouri is ani excellent source for additional material lielating,t;)5ﬁﬁs ’
unit. It publishes - ° T : - - .

FOI Digest, a digest of the recent laws, court decisions, periodic articles,

- > books, etc. related to communications law, is published bi-
) monthly. $5.00 per year ‘ o

Freedom of Information Center Reports, -are in-de th studies_of various

facets of communications law. Copies published during the year

- are_provided at no extra cost_if you subscribe to the FOI

. * - Digest. Individual and back 3:.5?8 are available at-25¢c each.

Nearly 300 reports are now a ble. (FOI Center Rgpon No.

. 0013,” The: Pentagon Papers and the Public, July, 1871 would

“be especially useful for use in this unit) o

“Censorship: A Question &jﬁdg:ﬁéﬁt“ 5 min/sound/color . ST
" A high school reporter and her principal consider whether or not to publish
a picture of a student fight. Indiana University A-V CSC 1561. $4.50 - .

“The Constitution a:)d'Cenéoiéhip” 29 min/sound/b&w ' o
Deals with two_ court cases involving censorship on religious grounds by
. governmental agencies. Indiana University A-V CS 1072 $6.75 i .

“Foderal Governinent: The F.C.C." 15 min/sound/b&w _
Describes the function- of the four bureaus of the Federal Communications
Commission. University of llinois A-V $3.55 ° :

“Freedom of the Press” 17 min/sound/bdw : :
_ Review of freedom of the press in America from 1735 to the present. Uni-
versity of Illinois A-V $3. B

“Freedom of the Press” 30 fin/sound/b&w ) .o
E;amines the problem of censorship in the U.S. University of Minnesota A-V
$5.00° - .

“Justice ard the Journalist” 30 min/kinescope . : .
_ Panel oxamines the-validity of press charges that the government attempts
* to censor and control news. University of Michigan TV Center $7.00/2 days

Zenger and Freedom of the Press” 26 min/b&w

Tntroductiosi to major contributor to American press freedom. University of
_ Arizona AV - A -

“Mightier Then the Sword:
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Recordings

’ “sm{)nm Couldn’t be. Printed” 11 min/sound/b&w

“Student Press Conference 80- min/kinesco

All of the ubove tapes ure available frorp Forum Associates, Inc. -

“Six Hours to Deadline: A Free and Responsible Press” 19 min/b&w
- National Council of Teachers of English sponsored film analyzes the ethical
Rr:}al;gts related to joumalism and literature Southem Illinois University

atization of the life ‘of ]ohn Peter Zenger Indiana University AV
KS53-33.15- -

Henry Steele Commager discusses riv ng, and governmental denial
of acoess to records. University of Michigan / Center 57 00/2 days

Cassette Audio Tapes

“Agnew vs. the Media” ' A B -
Vice. President - Spiro Agnews speech’ about the lack of. objectivity in tele-w N
. vision network news .

“Libel and Slander”
“Washington attorneys- " discuss the recent decisions that have changed our
. concept of libel and slander. +

"Obscenity and Pornography” - o ; B
A heated discussion of what constitutes obscenity and porography according
to eontempomry legal standards. .

512 Transamerica Building
Tucson, Arizona 85701

Ce - Rool-to-reel Audio Tapeq

Cooperativc &dvertising, Its Legal Aspects” 28 min/3% ips
"presentation of the influence of the R imon-Patman Act, the
Fl'C and state statutes. AL 69-117 e

" “The | Inereuing Impact of Law on Advertising” 45 min/3X ips

Particular attention is given to the role of the public re{:tions agency and its
- liability in advertising cainpaigns. AL 67-103

(Boﬂxoftbeabovetapesaresotecbuicalthattheywillbeoflittlevaluetothe SR
.weragehighseboolclm‘)

The above tapes are- avaihble from: Ad
. 1 Ashton Avenue
Los Angeles; California 90024




k)

+ 2 e B o

o oy g B3 AT S LT g Sy
YERNG e i s s g b by AR A S35 S b 53 T
}i?»wﬂw&f?gkﬁi&ginik?ﬁiézg e e e a&, a!f, ﬁ&srw &, e



Unit 9:

Intelligent Use of
 the qula

Objectives

"7

To affirm the belief that a man can use intelligently anything that
he understands, this final unit of Learning About Mass Communi-
cations teviews the functions of the media and recommends meth-
ods of examining a medium in two major ways: (1) by measuring
its potential vs. its actual performance; (2) by we%tl;;g its effects
(both, positive and_negative) on an audience. deration is

. also given to current use of the media.

—To reinforce student understanding of the possibilities and limitations of
each medivm .

—To establish guidelines for measuring the techniques and effects of o
medium )

—To increase student awareness of choice~the individual's freedom to use
a médium as he wishes

1. Scope of the media

II. Media measurement

_ IIL  Useof the media

- -




intelligent Use of the Media

Activities
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8. Have students write a paper s

Scope of the media
A. Newsmp«q’ .
L The newspapers can videlocdnndin-depd\nemand
entertainment that oﬂ:erp:edk cannot provide,

2 Ne\v:papusmtoftenhve&nehrgutmwsgﬂ:cmg' staff
A ?olt’l?er provide more widespread coverage than of

&«

1. Com, and contrast news covera inmuallocdnewsp. ora
loculprliy newspaper with a countygeor suburban weekly newq;’:;‘er

2. Mnseveralediﬁonsofameﬂopoliundaily foroneday and have
class note changes in copy and makeup..

ng or opposing a contention made
by Walter Cronkite that “we (television) cannot give-the people the
bulk of the ﬁi:fgmaﬁo.g need bi:dan hgihveen eoslr:mnt:idty .. we
cannot give the day-by-day news in t th t| to exercise
caan g y-by-day epth the peop

4. Havo students obtain a copy of their local new and make a t
:;::dln ofthelocalne\?sp castoﬁ'nmmyshou

line in the per all facts venontbeairDlmmin
elinthenemprovided :gelectronic

B. Magazines
1. Specialized functions are served by magazines.
2. Whﬂephotopupluo&mphyahmgumleinmguimdlm

. they are as the visuals
preoented television and film. es show thet illustrative
matérial makes the articles more acceptable but that- ‘people sel-

dom remember the nature of the illustrations.
- 3. Because writers and editors of magazines have fewer deadlines
than do their colleagues, magazines are

a. Less likely to have mechanical errors’
b. Less likely to have factual errors

c. Mote :Ktohave grmrunamtofintupmnﬁon in
d More likelytousequahty gmphicsandillusmtions
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Activities

-9

. Have students review functions of various types of magazines by analyz-

ing-the table of contents »f a news publication, a women's magnﬁne,

v ‘busimjomnal or a literary publicxuon.
2. -Ask. students_ to_discuss the Wnitaiions imposed upon magazines b}

depnndcnoe on the pﬁnted word and on photographs.

. Students should compare news magazine’s handling of major news stoty

with coverage by television, radio, sad newspaper.

. Fave students examine one or two pulp publications (True Story, True

Detective) for content, audience, and effect. Have them compare this
to the entertainment content of - rlevision, radio and the newspaper

¥
. Radio

1. Radio must convey programming by auditory means only

2. The imagimtion can be employed to convey dramatic’ mul
images. .

s ‘Retention is 8t its Iowwt when communications are strictly aural

4. The radio recciver is ve and can go nearly anywhere
Because radio is a relatively low cost means of communication
and reception, comparéd to the other media, and because it
re&uiresmspecialskiﬂs (reading) or concerted attention as

the othor media ing has been more varied. Some

stations aim their programs at large minovity groups such as the
young, black, and cultumd (dasohrigal music‘;y

. Tape & radio news broadcut for comparison to a newspaper’s handling

.of tho same story. *
Intesview a local radio disc jockey on the entertainment function of radio

D. Television

1. Television can provide a more vivid nnd more dramatic pre-

sentation of material than can any of the other media, with the
possible exception of film. Television productions have these
qualities because they are both visual and aural.

2. Television frequently does not give concerted attention to news-
worthy events because of its heavy commitment to mummem

8. Because television is @ visual medium it is

a. Inclined to focus on action and/or violence rather than con-
templation and accord
b.. ill’uentidly the grentest educltiom.l tool that man has yet

.




i

Measuring the media
A. Inductive measurement !

. Ask étgdcnts’to discuss the limitations of television because of its de- -

pemlence on-visual and auditory effects.

. Havs students write a paper com aring television an(ifmwspn’ . treat
—mntpflmqurmss,tg:ypin‘wbic violence plays avole. ~ wer

. Develop -with - the - class_a listing_of the- majoréategories of programs -

offered on television- (some are listed in the unit on entertairment).
Have students compare the program offerings of commercial with non-
commercial television stations. Have them discuss the entertainment vs.
the nducational function. .

» Invite & representative of a local educational television station to speak

to the class about the and mming of the non-commercial
l ) purpose progra g ( ; \

5. Have studcats” prepare group presentations of news }tories.' features,
. editorials, or ud,\rertiscemqurt‘:l x[:s ltwhey would be presented on television,

radio. or in a newspaper.

»

1. While it is presumed that media continually experiment to
psovide new material, it is generally assumed that the content
of the media-is largely determined by its audience. Audience
reaction is gauged by
.&. Ratings of the electronic medin
b. Circulation of the print media
c. Lriters to the editor

- d. Phone calls to radio and television stations
e. Readership surveys. -~ )

2. Audience reaction is not always determined so rationally, how-
over. Occasionally it is based upon 2 S
a. Hunch of an editor or publisher

b. Lack of su of a program or medium by adveltisers‘ who_
arc puesumm hiwpwhat the audience wants.

1. Have students conduct an audience poll of television Mg to deter-

mine which shows students a and which they reject. On the bLasis
of the pcll, have students some generalizations about student taste.

2. Students may debate the topic, Resolved: “Television shoukl seek a

hi level of ming and stop reflecting the tastes of a mass
mg;;w., of program ® !

P e
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2. The overall performace of the media should, be judged by
8. Accurate deductive measurement of any medium presumes a
knowledge of its purposes, functions, strengths, limitations, and

. Have students in your class divide the Jocal media among them and

in
the noe of the med: the cri codes
a(n.:elyrw fa against teris set up by

gostures and facial expressions. Play the newscast with sound ;?hmwe
:t‘u&e:unebowdmthcymtomlyidmdfyingt}cfeeliw;s

. Have ymall groups prepare television and radio newscasts fron a news-

expression, gesture, and voice.

muﬁde.‘ﬂnysbould to convey the tone of the article through
. _theme, setting, and plotﬁn&u factaes which

. Discuss characterization, 1
affect the evaluation of the overall performance of the media in enter-

E

. Make an audio-tape of a television soap opera and play it for the class.

Have the students note how audio presentations differ from audio-visual

%




. Compare a ofatelevidon with a oaipt,mﬂngdﬂﬁtj
msindﬁe;%tounmda::m Pl‘y

9.*Havem|denudtpanddhemmuonfc"ndhwm
ancthemmnﬁderthedwelopvmadehamminfumm O

10. Evaluate a short story from the New Yorker, Good Houschoeping, and -

other national magazine in terms of literary cyiteria for tele- -
:inydm:dnma Havedudetﬂsmnwnadtmmtoatelemﬂay’

1). Using criteria (following this act ),discmslit vuhnenfﬁe)evﬂm-,
mpgqmmdotbcrdmmaﬁc il i .

LITERARY ANALYSIS

1. Structure

a. Does the drama follow traditional narrative form: uposihon,— ;—_:
complication, climax, resolution? :

b, Isthereanyuseoffhshback other varlations in structure?

2
a. Is dislogue holicvable? Appropriate to character?
b. Are cliches, trite expressions, or slang terms included? . -
c. Is Janguage uial or standard? Isuaa levelappmpﬁacﬂ,
tochanct%riution Balievable? 6
3. Characterization ’ .
a. Are characters rounded or flat? lsdmadiffmbetwm"
portrayal of regular members of cast and guest performers?
b. Are traits of-lead characters consistent? Doleadchanctmf
achieve some personal harmony?

¢. Do characters evidence traits which audience reveres — with :
which audience can identify? ’

4. Plotting
a. What is the major source of conflict?
b. Is there complete solution of conflict at drama’s conclusion?
e Whatistbebaﬁsofoonﬂmt psychological, pl:ylial.otbu?

5. Theme
S Isdledmneofﬁmdamenulimpmunce?

b. Is the theme conveyed through character? through conflict?
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e ] . a Whatmﬂuencesdoessethnghaveontheshow? Doessettmg
N . . : convey mood? Provide plot support™

b, Is setting appropnate'? s it distracting? Believable?

S AR ' . 7. Special techniques
g o " a.  Music
(1.) How is music used? purpose? success?
(2) Do melody or instrumentation affect response to show?

5bCamerashots

(1.) - Use of close ups
(a:) Are close ups effective in po:tmymg emotions? Are
they overdone?
(tb) Woulddxaloguebeas effechveaswmmangles?
s : (2.) Scene shifts
- : . (a.) Arescene shifts subtle? Too abrupt? Transitions?

T . 8. Commercials
S a. Type drama, cartoon—)
T - - - b. Effectwemss
9. Audience
a. Age -
b. Level of intellect
b. Economic level

e 10. Evaluation—critical generalization.

, } |
"IIL  Use of the media ) » i
A, Use today - |

.. J. Americans are most reliant upon these media for news:
television, newspapers, radio, and magannw, respectively. |

2 Television has a tremendous impact because
a. There are more than 800 television stations in operation.
b. More than 54 million families have one or more tele-
vision sets.
c. The average person watches television more than two
hours each day.




d .Fammhes spend more_than 300 million wewmg hours
before their television sets each day. ~ -
e TheaverageAmenwnbetweenhlszndandGSthyear
“almost nine oomplete years of his life watching
television.

£ Children spend more time watchmg television than going
to school :ﬁfrmg their school years. . -

3. readers, on the average, devote about ‘one- half

hourazttoreadmgthe per. They must be selec-

- tive bemuse there is conmder;ﬁa more matenal available.

They must be able to dlstmgmsh between the significant

and ‘insignificant, fact and opinion, and slanted and straight
news.

4. Intelligent use of the print media requms readmg skills
and a capacity to analyze critically the work of the media.
This pmvxd&s for.a sel):ehv: of users. Those persons who
are mostcapablefmdthepnntmedxamostmeﬁd and use
the print media most. Editorials perhaps represent the
highest form of periodic literature and reasoning. Research
has shown that editorials are more popular
a. Men than with women
b. The old than with the young

c. Executives and professional people than with skilled
and unskilled wm?km P

d. Middle and upper socio-economic classes than with the
lower socio-economic class

e. Highly educated than with those having little formal

education

The opinion-makers than with the followers

g Peo e in the Middle Atlantic area and least popular

South

h. People who do not read comics and least popular with
those that do read comics. (Studies of children in grades
2 to 10 show that comics are the most popular reading
matter, Between grades 10 and 12 loca})o news becomes
more popular than comics)

i. All people in time of crisis.

(el

B. Effect today

L. It is suggested that many of the positive ills of modern
society are caused by televxsxon when it




- o ) ’ 125

a. Consumes. 22,000 hours, between ages 3 and:18, that
would otherwise ‘be used for passive contemplation or
interaction with siblings, playmates, parents, grandpar-
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ents, and strangers . o
o b. Provides quick and too-easy solutions to-complex prob-
. . lems in situation dramas and-advertising, whici children

come to expect in society at large 7
c. Depicts excessive violence. In 1969 the National Com-
mission on the Causes and Prevention of Violence re-
vealed that in an average week of television program-
ming, an incident of violence occurred every 14 minutes
and a killing occurred every 45 minutes '

Repeats its questionable programming, because the
effects on outlook and values are cumulative; each
Erograin and each advertisement has only a small effect,
ut the sum total of all of these messages is considerable.

4 2. It is suggested that-the problems of making’ America a
£ literate nation have been increased by the introduction of
2 . television. In 1971 there were

; a. 7 to 8 million school children who could not read well
en::ﬁh to make full progress in school

5 milli

W

i o
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g ‘ b. on job seekers who were not functionally literate
E c. 25 million workers who could not advance because of
reading disabilities

d. 18% million Americans who could not read well enough
. to fill out routine applications for a loan, driver’s license,
- welfare benefits, or medical aid.

3. It is also emphasized that television has the potential of

increasing the educational level of all citizens, because

a. By the time a child enters kindergarten he has spent
more time learning about life from televisivn than the
average student spends in a classroom in four years of
college

b. Public television and instructional television is making
a conscious attempt to provide programming of educa-
tional merit

c. Some programs on commercial television, such as
“Sesame Street,” have attempted to prepare mass audi-
ences to develop reading skills.

C. Future potential

1. Althoudh there is a diminishing number of cities with two
or more competing newspapers, transportation is such that
several newspapers are available in most cities.




&

. A variety of newspapers, magazines, and competing radio
and -television stations permit media consumers to make
media and content choices.. This variety also guarantees

the forum function of the media.’ i

8. Computers, microcards, and satellites greatly enlarge the
variety of sources from which people may obtain informa-
tion and entertainment.

4, Communications in the future will often be from machine-
_to-machine rather than from person-to-person or medium-
- foperson.

5. Individuals will be afforded an even greater choice of ma-
terial in the future. This will lead to greater specialization
by the media. Split-runs already are evidence of this trend.

6. Media, as we now know' them, will be altered. Television
will be used to deliver print material on facsimile receivers.

7. The ability of individuals to instantly record and reproduce
messages is already a reality in copy machine r uctions
of print material, copy machine reproductions of microcard
materials, audio tape recordings, and video tape recordings.

8. Individuals in the future will be able to spend even more
of their time watching or reading rather limited fare. They
may choose to read about or view only -athletic events,
escapist drama, financial information, or other ialized
information, It is important that students develop broad and
‘analytical consumption habits ‘before the new information
age is upon them. ,

Activities 1. Students may analyze their newspaper-reading by

a.

Keeping a daily log for one week, listing types of materials and
names of publications. After each item, have them enter the time
(rounded off to the nearest half-hour) spent reading a particular
type of material  °

Tabulating the number of hours per week, and the average hours
per day, spent reading

Making a ber graph showing the time spent reading different:types
of newspaper materials )

Compilingl figures for total class-readership and making a pie graph
showing the reading pattern of the class .

Analyzing their individual and group reading strengths and weak-
nesses. (see Woodring—Journalism in the Mass Media)

:
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. 2. Students may determine their television-viewing habits by

a. Lis:irig, in order of preference, the types of television programs they
watch - v : " : g
s - 7 b. Keepinga daily,lg)%,v for one week, listing the time they spend viewing
‘ a'particular type of show. A L
T . Tabulating the number of hours per day and per week that they
. " spend viewing the different types of shows
Making a bar graph showing individual television-viewing habits
Makiny a pie graph showing the class television-viewing habits
- Analyzing their individual and group television-viewing strengths and
weaknesses. (See Woodring—Journalism in the Mass Media

. - 3. Have students compase their reading habits with their television-viewing
T habits in a class discussion.

- - 4. Have esch student write an in-class paper on the intelligent use of a
i particular medium or of the media. .

5. Have students discuss the use of cognitive and persuasive arguments in
the media.

2 ' 6. Tell students to bring advertisements to class ihat use ethical and un. -
‘ ethical argumentative tecliniques. .

e 7. Show students the fihnstr:"p “Front Page Make-up Patterns Used by
5 . American Newspapers” and have them discuss the anticipated reaction
- of various groups of people to different newspaper makeup techniques.
Have them consider how the format of a piece of communication affects
the acceptance and intclligent use of the message.

8. Using the literary analysis sheet as a guide, discuss value judgments
revealed in television programs like “Ironside,” “Bonanza,” and “Mod
Squad.”

e SRS
Fe N,

-0 :

-0 o

9. Have students list some value judgments. Have them plan advertisements
that would be appropriate to “sell” these values.

? v . 10. Have students clis stories from newspapers or magazines which illustrate

I S T e SR
R R A SREEIEY

%,

the practice of g value judgments.

11. Have students debate the topic, Resolved: “Value Judgments Should Not
Be Imposed by One Individual or Group of Individuals on Another.”

.
PRttt

Books Carpenter, Edmund. They Became What They Beheld. New York: Ballantine

Books, Inc., 1970. .
Casty. Alan. Mass Media and Mass Man. New York: Holt, Rinehart and Winston,
Inc., 1968.
I;’"’f Dale, Edgar. How to Read a Newspaper. Chicago: Scott, Foresman and Co.,
3 T 1041,
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Goldhamer, Heérbert. The Social Eﬂects of Communication Technology Santu
Monica, Califomia. ‘The Rand Corporation, 1970.

*Heintz, Ann Christine. Persuasion. Chicago: Loyola University Press, 1970

Himmelweit, Hilde T, et al. Television and the Child. New York: Oxford Uni-
versity Press, 1958,

Hultens, John L. and Ray Paul Nelson. The Fourth Estate, New York Harper
Row, Publishers, 1971, ‘

Kuhns, William. Exploring Television. Chicago: Loyola University Press, 1970.

Postnlmn, Il*lge;ls Language and Reality. New York: Holt, Rinehart and Winston,
ne.,

*Rivers, William L., Theodore Paterson, and Jay W. Jensen. The Mass Media and
Modern Society. San Francisco: Rinehart Press, 1971,

Woodring, Virginia. Journalism in the Mass Media. Boston: Ginn and Co., 1970,
- ]

Carpeg?;r. Edmund. “Television Meets the Stone Age,” TV Guide (January 186,
1971).
“Information,” a special issue of Scientific American (September, 1866).

. Movshon, George. “The Video Revolution,” Saturday Review (August 8, 1970).

Brucker, Herbert. “Can Printed News Save a Free Society?
Friendly, Fred W. “Asleep at the Switch of the Wired City.”
Tobin, Richard L. “Publishing by Cathode Ray Tube.”
All published in a special communications issue of the Saturday
(October 10, 1970).

Asimov, Isaac. “The FourthRevolution.”
d’Arcy, Jean. “Challenge to Cooperation.”
Mickelson, Sig. “The First Eight Years.”
All published in a special communications issue of the Saturday
Reuiew (October 24, 1970).

Schram, Lyle, and Parker. “Patterns in Children’s Reading in Newspapers,’
Journalism Quarterly (Winter, 1960).

An Extended View of Public Attitudes Toward Television and Other Mass
Media 1959-1971.

Here They Come Again.

Sevareid, Eric. In Defense of TV News.
Available from the Television Information Office, 745 Fifth Avenue, New
York City 10022.
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The First Amendment; Strong Emmgh?. Center Report No. 007, Freedom of
Information Center, Box 858, Columbia, Missouri 65201 (25¢ each).

Bernstein, Theodore M. Get More Out of Your Newspaper.
Introduction to @ Goed Reading Habit.

Available frem the School and College Service, The New York Times, 229
West 43rd Street, New York City 10036. :

(Additional information on “How to Read the New:

1 s'%aper" is available from
the Lowisville® Courler-Journal, the St. Louis Post Dispatch, The Chicago

. Tribune, and other newspapers sponsoring “Newspapers in the Classroom”
- progranis.) .

Films  “Case History of a Rumor” 57 min/b&w

Traces a widespread rumor concerning un infantry maneuver in the southern

;J.S.%mphasizes the need for factual reporting. Indiana University CS-1539
11, ’

“Current Events: Understanding and Evaluating Them” 11 min/color

An excellent film demonstrating how news coverage and emphasis differs

according to the medium which is producing the news. Indiana University
ESC-724 $4.75

“Developinlgnﬂehding Maturity: The Mature Reader” 11 min/color

This film urges students to be mature readers: to evaluate critically, interpret
meaning, understand style, and read comparatively. (Films are also available
on each of thiese points.) Indiana University ES—768 $3.15

“Journalism=Mirror, Mirror on the World?” 52 min/b&w

Analyzes and compares news coverage of a peace demonstration by various

gaedi;s Best single film for use with this unit. Indiana University 1S-636
11,

“Reading and Critical Thinking” 14 min/color
A good film to provoke discussion of persuasive techniques found in the
print media. Indiana University ESC-962 $7.25
“Talking Sense—What Is a Good Obscrver?” 30 min/b&w
Dr. Irving J. Lee considers the differences between a good and bad observer.
He stresscs the ability to see differences. Iowa State University $4.30
“The Task of the Listener” 30 min/b&w

S. 1. Hayakawa film on how self-concept controls acceptance or rejection
of a message. Sophisticated presentation. Indiuna University C5—-1094 $6.75

Filmstrips  “Front Page Make-up Patterns Used by American Newspapers”
An excellent presentation of the xzn,ajor make-up [;,:gepr:sr used by news

apers.
(See activity 7 in last group of activities for this unit) Visual EdE?apgon
Consultants, Madison, Wisconsin 53701

4




Information on polling procedures can be obtained from A. C. Nielsen Company,
1280 Avenue of the Americas, New York City 10019.

Some excellent guides to cusrent television can be found in Teachers
Guides to Television, Box 564, Lenox Hill Station, New York City 10021.
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Appendix A:

The APME Criteria
For a Good Newspaper

131

The criterin committee of the Associated Press Managing Editors Asso-
ciation drew up this definition and these crite:ia for a good newspaper:

A good newspa; nts the impurtant news and des in-
formaﬁogn, comment f:rd gmﬁdanee which are most useful tm readers.

It repaets fully and explains the meanin§ of local, national, and
international events which are of major signiticance in its own com-

munity. Its editorial comment provides an informed opinion on matters
of vital concern to its readers.

"~ By reflecting the total image of its own community in its news
coverage and by providing wise counsel in its editorials, 2 good news-
E:set r.:2s a public conscience. It alsy must be lively, imaginative

ori

ginal; it must have a sense of humor, and the power to arouse
keen interest.

To implement these principles of gcod editing requires a skilled

staff, an atiractive format, adequate space for news and comment, and
a sound business foundation.

The rtaff must possess the professional pride and competence
necessary to breathe life and meaning into the daily record of history.
Good writing must be combined with an eftective 't‘ydpogmphical lay
of copy and gictures to capture the full drama and excitement of the
day's news. printing {s essential.

News and comment of most immediate interest and im to

the local ~ommunity shall have priority for the available space, which
will depend on the size and resources of the newspaper.

To assure a financially strong and independent publication, and
one that is competitive with other media, a good newspaper must main-
tain effective circulation, advertising and promotion departments.




Criteria of u Geod Newspaper.

A good newspaper may judge its own performance — and be judged —
theaitegriawhich olm: y jndg perk judged = by

3 ACCURACY - The newspaper shall:
. 1. Exert n:aximum effort to print the truth in all lgvs statements.
: ‘ 2. Strive for completeness and objectivi'y.

. 8. Guard against carelessness, bias or distortion by either emphasis or omis-
e sion.

' * RESPONSIRILITY — The newspaper shall:
; 1. Use mature and considered judgment in the public interest at all times.

‘r : ' 2. Selact, edit, and dlsphz news on the basis of the significance and its
‘ genuine usefulness to the public.

= ) 8. Edit news affecting ‘public morals with candor and good taste and -
- avoid an imbalance of sensational, preponderantly negative or merely
§ A trivial news.

!5' 4. Accent when possible a reasonable amount of news which illustrates
3 the values of compassion, -self-sacrifice, heroism, good citizenship and
L patriotism.

§ ’ 5. Clearly define sources of news, and tell the reader when competent
sources cannot be identified. )

2 - ' 6. Respect rights of privacy.

< Instruct its staff members to conduct themselves with dignity and de-
cotum.

N

|
INTEGRITY~The newspaper shall: |
|

1. Maintain vigorous standards of honesty and fair play in the selection
and editing of its contents as well as in uill relutions with news sources
and the public.

2. Deal dispassionately with controversial subjects and treat disputed issues |
with impartiality. . |

8. Practicr: humility and tolerance in the face of honest conflicting opinions
or disagreement.

4. Provide a forum for the exchange of pertinent comment and criticism,
T : especially if it is in conflict with the newspaper’s editorial point of view.

5. Label its own editorial views or expressions of opinion.

LEADERSHIP—The newspaper shall:
1. Act with courage in serving the public.
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2, Stimulie and vigorously support public officials, te and
Mvdmhhamﬁuawmpd::uwimntﬁv;odd’::;md
* eliminate the bad in the community. -

= 8, Helptoptoeee@allﬂghumdpﬁvikgesgummdbth

4.Suveuaeonﬁmcﬁveaiﬁcof t at all levels, lead.
g reformsor!nnova‘wmt.om. and exposing memmg
in oranymisuseofpublicpowet .

Sm gogues and other selfish and unwholesome interests re-
ofthe(nizeorinﬂw\ce -

Guide for a Good Newspaper

A newspaper should be guided in the publication of all material by a
eoncems?:rdtruth.dwhaﬂmnkoﬂnedom bvae%uncemforhmndeeewybznd
hmbmumt,mdbyancpeetfwﬂwamptedmndud:ofmmm
m
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Appendix B:
The Canons of Journalism

135
In its first meeting in 1923, the American Society of N Editors
adopted & code of ethics which has become known as the “Canons of Journalism.”
Tho primary function of ix to communicate to the
human ace what its members do, fea ond think. Jouralsm,threore,
dcmmdsofitspmtiﬁmt!wﬁdemofimm of knowl-
edge, and of , as well as of ob-

servation and reasoning. To its opportunities.as a chronicler are in-
dissolubly linked its ob gaﬁonsntudmmdinterpmer

To the end of finding some means of codifying sound practice
andjust-\spirationof.&nwgunjowmllm unoncmntforth

mdbll y—~The right of a newspaper to attract and hold
restricted by butconddemiomof blicml-
fm'l‘beuseanew of the share of public

ltgdn:mvestodctamimitsmof whichit
shares with every member of its saff. A journalist uses his

power for any selfish or othcrwise unworthy purpose is faithless
to 3 high trust. .

II. Frecdom of the Press—Freedom of the press is to be
a vital right of mankind. ltistheunqucsﬁoublexightmdlm
whatever is not explicitly forbidden by Jaw, including the wisdom
of any restrictivo statute.

1. Independence~Frexdom from all obligations ex that of fi-
delity to the public interest is vital. ¢ oopt

1. Promotion of any private interest contrary to the general wel-
fare, for whatever reason. is not dom) tiblewithbonutjomml-
ism. So-called news communications vate sources should
not be published without public notice of their source or else
subs!anhaﬁonoftheuclahmtovalueunews.bothinfamand

IEUPIRIEN
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2. Headlines should be fully warranted by the contents of the
article which they surmount.

. Impoertislity~Sound practice makes clear distinction between

news reports and expressions of opinion. News reports should be
free f.cm opinion or bias of any kind. |

. Fair Play—A mwspapersbouldmt Iiﬁ:unomchlchugu
;ffectil:;y reputation or mora® character Pu‘r‘ibtlmt gormnl

to the accused to be heard; right oractice demands the giving of
suchopportunuyinullum . serious accusation outside judicial
proceedings.

J. A newspaper should not invade pri offee
without sure warrant of public lightudisti
cutio'jty

2, It is the privilege, as it is the duty, of a newspaper to make
prompf adeo‘:aiplel:egemecﬁonoﬁ' R4 miousmi:tp:itesoffact
or opit .m, whatever their origin.

Dc mpccouvicﬁa:’oﬁnnmuity
it incentives to
mnrdnwﬁummbgmfwndmmppdemkofa{memd
ﬁonofwbkhknotdenwmmblyforﬁwgenuﬂ
gzrod Lacldn authority to enforcc its canons, the
can but express the that deliberate .
lngtovidmuimﬁnctswﬂleneounm ective ublicdiuppwnl

otyicldtotheinﬂuenceofaptepond«mtpmfedomlcondem
nation.
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The Code of Ethics of the
National Conference of
Editorial Writers

Journalism in general, editorial writing in particular, is more than another
wazu:fmaldngmy.ltisapmfm ed to the public welfare and to -
public service. The chief duty of its practitioners is to provide the informa.
ﬁonandgwdamtowardmndrmg'memwi%hmemﬁdtoﬂ»wthy
functioning of a democracy.
integrity and that of his profession to ouserve the following injunctions:

!.Tbeednomlwﬂmsbould‘wmfactshomﬂymdfu It s
dishonest ond unworthy of him to tase an editorial on half truth. He
should nevcr mislead a reader, distort a situation, or place any
person in a false light.

2. The editorial writer should draw objoctive conclusions from the stated
facu.basini‘tlwmuponﬁw'we:gmofwidemmduponbkconddend
concept of the greatest good. )

3. The editorial writer should never be motivated by peisonal interest,

nor use his influence to seek special favors for himself or for others. He
should himsclf be above any possible taint of corruption, whatever its source.

4. The cditorial writer should realize that he is not infallible. There-
fore, so far as it is in his , e should give a voice to those who dis-
agree with him — in a public letters column oz by other suitable devices.

S. The editorial writer should regularly review his own conclusions
in the light of all obtainable information. He should never hesitate to cor-

-

rect them should he find them to be bacad on previous misconceptions.

. The editorial writer ‘should have the courage of well-founded con-
democratic philos of lifc. He should never write or

-4
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Appendix D:

Code of the Comics
Magazine Association
Of America

>

Preamble

The comic book medium, having come of age on the American cultural
scene, must measure up to its responsibilities. ’

Constantly improving techniques and higher standards go hand in hand

To make a fosmve ive contribution to contemporary life, the industry must
seek new areas for developing sound, wholesome entertainment. The people
responsible for writing, drawing, printing, publishing and selling comic books
have done a commendable job in the past, aad have been striving toward this
goal. :

Their record of progress and continuing improvement compares favorab)
with other media in the communications industry. An outstanding examp?'e
is the development of comic books as a unique and effective tool for instruc-
tion and education. Comic books  have also made their contribution in the
field of letters and criticism of contemporary life. '

In keeping with the American tradition, the members of this industry
will and must continue to work together in the future.

In the same tradition, members of the industry must see to it.that gains
made in this medium are not lost and that violations of standards of good taste,
which might tend toward corruption of the comic book as an instructive and
wholesome form of ertertainment, will be eliminated.

Therefore, the Comics Magazine Association of America, Inc. has adopted
this Code, and placed strong powers of enforcement in the hands of an in-
dependent Code Authority.

Further, members of the Association have endorsed the purpose and
spirit of this Code as a vital instrument to the growth of the industry.
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To this end, rhz have pledged themselves to conscientiously adhere to

its principles a:d to abide by all decision bascd on the Code made by the Ad-

ministrator. "
They ace confident that this positive and forthright statement will pro-

vide an effective bulwark for the protection and enhancement of the American
reading public, and that it will iecome a landmark in the history of self-
regulation for the entire communications industry.

Code for Editorial Matter

General Standards Part A
1~Crimes shall never be presented in such a" way as to create sympathy
for the criminal, to promote distrust of the forces of law and justice, or to
inspire others with a desire to imitate ciiminals.
2-No comics shall explicitly present the unique details and methods of a crime.
3—Policemen, judges, gwemment officials and respected institutions shall never
be present>d in such a way as to create disrespect for established authority.
4-If crime is depicted it shall be as a sordid and unpleasant activity.
5-Criminals shall not be presented so as to be rendered glamorous or to
occupy a position which creates a desire for emulation.
6-In every instance good shall triumph over, evil and the criminal punished
for his misdeeds. )
7—Scenes of excessive violence shall be prohibited. Scenes of brutal torture,
excessive and knife and gun play, physical agony, gory, and
gruesome crime shall be eliminated.
8—No unique or unusual methods of concealing weapons shall be shown.
9—Instances of law enforcement officers dying as a result of a criminal’s ac-
tivities sha!l be discouraged.
10-The crime of kidnapping shall never be portrayed in any detail, nor
shall any profit accrue to the abductor or kidnapper. The criminal or
the kidnapper must be punished in every case.

11-The letters of the word “crime” on a comics magazine cover shall never
be appreciably greater in dimension than the other words contained in
the title. The word “crime” shall never appear alone on a cover.

12—-Restraint in the use of the word “crime” in titles or sub-titles shall be
exercised. .
General Standards Part B
1-No comic magazine shall use the word horyor cr terror in its title.

2-All scenes of horror, excessive bloodshed, gory or gruesome crimes, de-
pravity, lust, sadism, masochism shall not be permitted.
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8—All lurid, unsavory, gruesome illustrations shall be eliminated.

4-Inclusion of stories dealing with evil shall be used or shall be published
only where the intent is to illustrate a moral issue and in no case shall
evil be presented alluringly nor so as to injure the sensibilities of the reader.

5-Scenes decling with, or instruments associated with walking dead,” torture,
vampires and vampirism, ghouls, cannibalism and were-wolfism are pro-

hibited.

General Standaras Part C

All elements or techniques not specifically mentioned herein, but which
are contrary to the spirit and intent of the Code, and ﬁe"e' considered violations
of gocd taste or decency, shall be prohibited.

Dialogue

1-Profanity, obsceni?', smut, vulgarity, or words or symbols which have
acquired undesirable meanings are forbidden.

9—Special precautions to avoid references to physical afflictions or deformities
shall be taken.

8—Although slang and colloquialisms are acceptable, excessive use should be
discouraged and wherever possible good grammar shall be employed.
Religion

1-Ridicule or attack on any religious or racial group is never permissible.

Costume
1-Nudity in any form is prohibited, as is indecent or undue exposure.
2-Suggestive and salacious illustration or suggestive posture is unacceptable.
3—All characters shall be depicted in dress reasonably acceptable to society.

4—Females chall be drawn realistically without exaggeration of any physical
qualities.

Note: It should be recognized that all prohibitions dealing with costume,
dialogue or artwork apply as specifically to the cover of a comic magazine as
they do to the contents.

Marriage and Sex
1-Divorce shall not be treated humorously nor represented as desirable.

9--Illicit sex relations are neither to be hinted at or portrayed. Violent love
scenes as well as sexual abnormalities are unacceptable. -
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8—Respect for parents, the moral code, and for honorable behavior shall be
fostered. A sympathetic understanding of the problems of love is not a
license for morbid distortion.

4—The treatment of love-romance stories shall ;mbl;asize the value of the
home and tl.e sanctity of marriage.

5—Passion or romantic interest shall never be treated in such a way as to
stimulate the lower and baser emotions.

6—Seduction and rape shall never be shcwn or suggested.
7—Sex perversion or any inference to same is <trictly forbidden.

Code for Advertising Matter

These regulations are applicable to all magazines published Ly members
of the Comics Magazine Association of America, Inc. (good taste shall be the
guiding principle in the acceptance of advertising.

1-Liquor and tobacco advertising is not acceptable.
2—Advertisement of sex or sex instruction books is unacceptable.

3—The sale of picture postcards, “pin-ups,” “art studies,” or any other re.
production of nude or semi-nude figures is prohibited.

4—Advertising for the sale of knives, concealable weapons, or realistic gun
“facsimiles-is-prohibited.

5—Advertising for the sale of fireworks is prohibited.

6—Advertising dealing with the sale of gambling equipment or printed matter
dealing with gumbling shall not be accepted.

7—Nudity with meretricious purpose and salacious postures shall not be per-
mitted in the advertising of any product; ciothed figures shall never be
presented in such a way as to be offensive or ecntrary to good taste or morals.

8—To the best of his ability, each publisher shall ascertain that all statements
made in advertisements conform to fact and avoid misrepresentation.

9—Advertisement of medical, health, or toiletry products of questionable nature
are to be rejected. Advertisements for medical, health or toiletry products
endorsed Ly the American Medical Association, or the American Dental
Association, shall be deemed acceptable if they conform with all other con-
ditions of the Advertising Code.
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Appendix E: (National Association of Radio and Television Broadcasters, 1937)
Selected Excespts
T ¢

ADVANCEMENT OF EDUCATION AND CULTURE. Because radio is an
integral part of American life, there is inherent in radio broadcasting a continu-
ing opportunity to enrich the experience of living through the advancement of
education and culture. The radio broadcaster in augmenting the educational and

cultural influences f the home, the Church, schools, institutions of higher learn-

ing, and other entities devoted to education and culture:

l‘
! .
“ 2.

3.

NEWS.

Shou' t be thorou§hly conversant with the educational and cultural needs
and aspirations of the community served.

Should cooperate with the responsibie and accountable educational and
cultural entities of the community to provide enlightenment of listeners.

Should engage in experimental efforts designed to advance the com-
munity’s cultural and educational interests.

Radio is u;!que in its capacity to reach the largest number of people

first with reports on current events. This competitivs advantage bespeaks cau-
tion — being first is not as important as being right. The following standards are
predicated upon that viewpoint.

1. NEWS SOURCES. Those nsible for news on radio should exercise
constant professional care in the selection of sources — for the integrity
of the news and consequent gcod reputation of radio as a dominant
news medium depend largely upon the reliability of such sources.

2. NEWSCASTING. News reporting should be factual and objective.

3. COMMENTARIES AND ANALYSES. Special obligations devolve upon
those who anal({ze and/or comment upon news developments, and man-
agement should be satisfied completely that the task is to be performed
in the best interest of the llstening public. Programs of news analysis
and commentary should be clearly identified as such, distinguishing them
from straight news reporting, :

4. EDITORIALIZING. Some stations exercise their rights to express opin-
jons abeut matters of public interest. Implicit in these efforts to pro-
vide leadership in matters of mm:blic consequence and to lend proper
authority to the station’s standing in the community it serves, is an
equal obligation to provide opportunity for qualified divergent view-
points. :

The reputation of a station for hunesty and accuracy in editorializing de-

pends upon willingness to expose its convictions to fair rebuttal.

Station editcrisl comment should be clearly identified as such.

Good taste should prevail in the selection and handling of news. Morbid,
senszl:gnal and alarming details not escential to factual reporting should be
avoided.
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News should be broadcast in such a manner as to avoid creation of panic
and unnecessary alarm.

Broadcasters should be diligent in their supervision of content, format, and
presentation of news broadcasts. Equal diligence should be exercised in selec-
tion of editors and reporters who direct news gathering and dissemination, since
g:e station’s performance in this vital informational field depends largely upon

em.

Sound effects and expressions characteristically associated with news broad-
casts (such as “bulletins,” “flash,” etc.) should be reserved for announcement
of news, and the use of any dezggve techniques in connection with fictional
events and non-news programs should not be employed.

A broadcaster, in allotting time for the presentation of public issues, should®
exert every effort to insure equality of opportunity.

Time should be allotted with due regard to all-elements of balanced pro-
gram schedules, and to the degree of interest on the part of the public in the
questions to be presented or discussed. (To discuss is “to sift or examine by pre-
senting considerations pro and con.”) The broadcaster should limit participa-
tion in public issues to those qualified, recognized, and ly identified groups
o; individuals whose opinions will assist the general public in reaching con-
clusions.

Presentation of public issues should be clearly identified.

PRESENTATION OF ADVERTISING. The advancing techniques of the
broadcast art have shown that the quality and proper integration of advertising
copy are just as important as measurement in time. The measure of a station’s
service to its audience is determined by its overall performance, rather than by
any individual segment of its broadcast day.

While any number of products may be advertised by a single sponsor with-
in the specified time standards, advertising copy for these products should be
presented within the framework of the program structure. Accordingly, the
use on such programs of simulated spot announcements which are divorced
from the program by preceding the introduction of the program itself, or by fol-
lowing its apparent sign-off should be avoided. To this end, the program itself
should be announced and clearly identified before the use of what have been
known as “cow-catcher” announcements and the piograms should be signed
off after what have been known as “hitch-hike” announcements.
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Appendix F:

The Television Code
Of the National

—_——

Association of Broadcasters

145

Television is seen and heard in cvery type of American home. These
homes include children and adults of all ages, embrace all races and all
varieties of religious faith, and reach those of every educational background.
It is the responsibility of television to bear constantly in mind that the audience

is primarily a home audience, and consequently that television’s relationship
to the viewers ic that between guest and host.

The revenues from advertising support the free, competitive American
system of telecasting, ard make available to the eyes and ears of the Ameri-
can people the finest programs of information, education, culture, and enter-
tainment. By law the television broadcaster is responsible for the programming
.of his station. Ie, however, is obligated to bring his positive responsibility for
excellence and good taste in programming to bear upon all who have a hand
in the production of programs, including networks, sponsors, producers of film
and of live programs, adver sing agencies, and talent agencies.

The American businesses which utilize television for conveying their ad-
vertising messages to the home elX' 'Ezctures with sound, seen free-of-charge
on the home screen, are remind t their rosponsibilities are not limited
to the sale of goods and the creation of a favorable attitude toward the sponsor
by the presentation of entertainment. They include, as well, responsibility for

gtilizing television to bring the best programs, regardless of kind, into American
omes,

Tese ision, and all who participate in it are jointly accountable to the
American public for r for the ial needs of children, for cc.nmunity
rmondbﬂity, for the advancement of education and culture, for the accept-
ability of the program materials chosen, for decency and decorum in produc-
tion, and for propriety in advertising. This responsibility cannot be discharged
by any Even group of programs, but can be discharged only through the highest

of respect for the American home, applied to every moment of every
program presented by television,
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In order that televisior;dprogramming may oest serve the public interest,
viewers should be encouraged to make their criticisms and positive suggestions
known to the television broadcasters. Perents in particular should be urged to
see to it that out of the richness of television fare, the best programs are brought
to the attention of their children.

Advancement of Education and Culture

1. Commercial television provides a valuable means of augmenting the
educational and cultural influence of schools, institutions of higher
learning, the home, the church. museums, foundations, and other in-
stitutions devoted to education and culturc.

2. It is the responsibility of a television broadcaster to call upon such
institutions for counse! and cooperation and to work with them on the
best methods of presenting educational and cultural materials by tele-
vision. It is further the responsibility of statli(ons, networks, fadver-
tising agencies and sponsors consciously to seek opportunities for in-
mdgdng into telecasts factual materinlsy which will aid in the enlight-
eument cf the American public.

3. Education via television may be taken to mean that process by which
the individual is brought toward informed adjustment to his society.
Television is also responsible- for the presentation of overtly instruc-
tional and cultural programs, scheduled so as to reach the viewers
who are naturally drawn to such programs, and produced so as to at-
tract the largest possible audience.

4. The television broadcaster should be thoroughly conversant with the
edincational and cultural needs and desires of the community served.

5. He should affirmatively seek out responsible and accountable educa-
tionat and cultural institutions of the community with a view toward
providing opportunities for the instruction and enlightenment of the
viewers,

6. He should provide for reasonable experimentation in the development
of programs cally directed to the advancement of the. community’s
culture and education.

7. It is in the interest of television as a vital medium to encourage and

promote the broadcast of programs presenting genuine artistic or lit-

material, valid moral and social issues, significant controversial

and challenging concepts and other subject matter involving adult

themes. Accordingly, none of the provisions of this code, includin
those relating to the responsibility toward children, should be co

to prevent or impede their broadcast. All such programs, however,

should be broadcast with due re§ard to the composition of the audience.

The highest degree of care should be exercised to preserve the integrity

of such programs and to ensure that the selection of themes, ﬁeir
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treatment and presentation are made in good faith ufon the basis
true instructional and entertainment values, and not for the

of sensationalism, to shock or exploit the audience or to appesal
prurient interests or morbid curiosity.

i
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Responsibility Toward Children
1. The education of children involves giving them a sense of the world
at large. It is not enough that only those programs which are intended
for viewing by children shall be suitable to the young and immature.
In addition, those programs which might Le reasonably expected to hold
the attention of children and which are broadcast during times of the
day when children ma{ be normally expezted to constitute a substantial

art of the audience should be presented with due regard for their ef-
. ect on cisldren.

2. Such subjects as violence and sex shall be presented without undue
; emphasis and only as required by plot development or character de-
: lineution. Crime should not be presented as attractive or as a solution
i to human problems, and the inevitable retnbution should be made clear.

8. The broadcasters should afford opportunities for cultural growth as well
as for wholesome entertainment.

4. He should develop programs to foster and promote the commonly ac-
cepted moral, social and ethical ideals characteristic of American life.

5. Programs should reflect respect for parents, for honorable behavior, and
for the constituted authorities of the American community.

3 6. Excepticnal care should be excrcised with reference to kidnapping or
; threuts of kidnapping of children in order to avoid terrorizing them.

% 7. Material which is excessively violent or would create morbid suspense,
% or other undesirable reactions in children, should be avoided.

8. Particular restraint and care in crime or mystery episodes involving
children or minors, should be exercised.

Community Responsibility

1. A television broadcaster and his staff occupy a 5:“0“ of responsibility
in the community and should consdentions}' endeavor to be acquainted
glly with its needs and characteristics in order better to serve the welfare

its citizens,

2. Requests for time for the placement of public service announcements
or progrums should be carefully reviewed with respect to the character
reputation of the group, campaign or organization involved, the

E l{llc public interest content of the message, and the manner of its presentation.
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General Program Standards

10.

11.

Program materials should enlarge the horizons of the viewer, provide
him with wholesome entertainment, afford helpful stimulation, and
remind’ him of the bilities which the citizen has toward his
society. The intimacy and confidence placed in Television demand of the
broadcuster, the network and other program sources that they be vigilan
in protecting the audience from deceptive program practices.

Profanitv, obscenity, smut and vulgarity are forbidden, even when li::?'
to be understood only by part of the audisnce. From time to time, words
which have been acceptable, acquire undesirable meanings, and tele-
casters should be alsxt to eliminate such words.

Words ( ally slang) derisive of any race, color, creed, nationality
or nationa: derivation, “except wherein such usage would be for the
specific purpose of effective dramatization such as combating prejudice,
are forbidden, even when likely to be understood only bygm of the
audience. From time to time, words which have been acceptable, acquire
uwﬁa’drabk meanings, and telecasters should be alert to eliminate such

-

Racial or nationality types shall not be shown on television in such a
manner as to ridicule the race or nationality.

Attacks on religion and religious faiths are not allowed. Reverence is to
mark uny mention of the name of God, His attributes and powers. When
religious rites are included in other than religious programs the rites shall
be accurately presented. The office of minister, priest or rabbi shall
not be presented in such a manner as to ridicule or impair its dignity.

Respect is maintained for the sanctity of marriage and the value of the
home. Divorce is not treated casually as a solution for marital problems.

In reference to physical or mental afflictions and deformities, special
precautions must be taken to awnid ridiculing sufferers from similar ail-
ments and offending them or members of their families.

Excessive or unfair exploitation of others or of their hysical or mental
afflictions shall not be presented as praiseworthy. presentation of
cruelty, greed and selfishness as worthy motivations fs to be avoided.

Law enforcement shall be ﬁheld and, except where essential to the
program plot, officers of the law portrayed with respect and dignity.

Legal, medical and other professional advice, diagnosis and treatment
be permitted only in conformity with law and recognized ethical and
professional standards.

The use of animals both in the production of television programs and as

of television pro content, shall at all times, be in conformity
m acocpted stanga.rga:f‘ humane treatment.
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12,

18.

14.
15.

16.

17.

18.

19,

2].

. The appearance or drxmatization of

149

Criminality shall be presented as undesirable and unsympathetic. The
ef:indmgdmandﬂwmm;tdﬁwWofmm;
volous, cynical or callous manner is unacceptable. presentation
techaiques of crime in such detail as to invite imitation shall be avoided.

The presentation of murder or revenge as a motive-for murder shall not
be precented as justifiable.

Suicide as an acceptable solution for human problems is prohibited.

Ilicit alim relations are not treated :leoommendable. Sex mal mmd ag-f
normalities are una table as material. use
locations closelygmamdlzed w?t;p sexual l!fgr:rya\:i.th sexual sin must be
governed by good taste and delicacy.

Drunkenness should never be prcsented as desirable or prevalent. The
use of liquor in program content shall be de-emphasized. The consum
tion of liquor in American life, when not required by the plot or for
propes characterization, shall not be shown.

Narcotic addiction shall not be presented except as a vicious habit. The
administration of illegal drugs wiil not be displayed.

Tlhe use of gambling degi.;ois or ::nes mm&tgnti}w development t:df
ot or as appropriate is accepta when presen
grith dimeﬁ.gn and in modgaot?on. and'in a mannerywhich would not
excito interest in, or foster, betting nor be instructional in nature.

Telecasts of actual sports programs at which on-the-scene betting is
tted by law should be presented in a manner in ing with
ederal, state and local laws, and should concentrate on the subject as a

public sporting event.

Exhibitions of fortune-telling, nccultism, astrology, phrenology, .
reading and numerology are acceptable unly when requived zvp or
the theme of a program, and then the presentation should be em
in a manner designed not to foster superstition or excite interest or

in these subjects.

uiz and similar programs that are presented as contests of knowledge,
gformation, skill or Juck must, in fact, be genuine contests and the restﬁts
must not be controlled by collusion with or between contestants, or any
other action which will favor one contestant against any other.

. No shaﬂbepresentedvinamamwhicht}uougharﬁficeor

simulation would mislead the audience as to any material fact. Each
broadcaster must exercise rﬂsonamgment to determine whether a
particular method of presentation constitute a material deception,
or would be accepted by the audience as normal theatrical illusion.

featured in actual crime
news will be permitted only in cuch light as to aid law enforcement or
to report the news event.




. The use of horror for its own suke will be eliminated; the use of visual
or aural effects which would shock or alarm the viewer, and the detailed
prennug;nofbmtamyorphyﬁmlagonybysightwbymndmmt
permissible. -

. Contests may not constitute a lottery.

. Any telecasting designed t§ “buy * the talevision audience by requiring
it to listen and/or view in hope vlireward ruther than for the quality of
the program, should be avoided.™"

. The costuming of cll performers shaii be within the bounds of propriety
and shall avoid such exposure or such emphasis on anatomical detail us
would emburrass or offend home viewers.

. Theinovementzofdanem,ac!m,orotberperfonnmshallbekept
within the bounds of decency, and lewdness aud impropriety shall not
be suggested in the positions assumed by performers.

. Camera angles shall avoid such views of performers as to emphasize
anatomical Is indecently.

. The use of the television medium w wansmit information of any kind
by the use of the process called “subliminal perception,” or by the use of
any similar technique whereby an attempt is made to convey information
to the viewer by transmitting messages below the threshold of normal
awareness, is not permitted.

. The broadcaster shall be constantly alert to prevent activities that may
lead to such practices as the use of scenic pr es, the choice and

identification of prizes, the selection of music and other aeativ:’smgnm
elements and inclusion of any identification of commercial products or
services, their trade names or advertising slogans, within a program
dedicated by factors other than the requirements of the program itself.
The acceptance of cash payments or other considerations in return for
including any of the above within the is prohibited except in
accordance with Sections 317 and 508 of the Communications-Act.

A television broadcaster should not present fictional events or other
non-news material as authentic news telecasts or announcements, nor
should he permit dramatizations in any program which would give the
false impression that the dramatized material constitutes news. Expletives,
(preseated aurally or p. ) such as “flash” or “builetin” and state-
ments cuch as “we interrupt this program to bring you . . .” should be
reserved for news room use. However, a television broad-
caster may ly exercise discretion in the use of non-news

programs
of words or which do not necessarily imply that the material
followingisall’\ews release. Py
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Treastment of News and Public Events

L. A television station’s news schedule should be sdequate and well-

2. News reporting should be factual, fair and without bias.

3. A television broadcaster should exercise particular discrimination in the
» placement and presentation of advertising in news programs

50 that such advertising should be clearly dixtinguishable from the news

4. At all times, pictorial and verbal material for both news and comment

should conform to other sections of these staadards, wherever such sec-
tions are reasonably applicable.

5. Good taste should prevail in the selection and handling of news: Morbid,
sensational or alarming details not essential to the factual report, espe-
cially in connection with stories of crime or sex, should be avoided. News

should be telecast in such a manner as to avoid panic and unnecessary

6. Commentary and analysis should be clearly identified as such.

7. Pictorial material should be chosen -vith care and not presented in a
misleading manner.

8. All news interview programs should be governed ed standards
of ethical journalism, under which theintuvim:{ecu questions to
be asked. Where there is advance agreement materially restricting an
important or noteworthy area of questioning, the interviewer will state
on the program that such limitation has been agreed Such dis-
closure should be made if the person being requires that
Questions be submitted in advance or if he participates in editing a
recording of the interview prior to its use on the air.

9. A television broadcaster should exercise due care in his supervision of
content, format, and presentation of newscasts originated by his station,
and in his selection of newscasters, commentators, and analysts.

Pablic ‘Events -

L. A television broadcaster has an affirmative responsibility at all times to
beinformedo’fn}mblicevenu. andeotzrovidecovmgeeonsomnt with
the ends of an informed and enlightened citizenry.

zmwmemdnwhwewbyabhvﬁonhadumdmldpm-
vide adequate and informed coverage. .
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Controversial Public Issues

1. Television a valuable forum for the expression of responsible—
views on public issues of a controversial nature. The television “-oadcaster
should seek out and develop with accountable individuals, groups and °
wﬁnﬂmpmgumnehﬁngtoeonkmﬂd fssues of import
to felhwdﬁm;andtogivefaknptemhﬁﬂntooppﬁ:fddud
mwhéoh{‘cmmdlyaffeetﬁwkfeawlfmdambma segment

public.

2. Requests by individuals, groups or orgarizations for time to discuss their
vi:?wson‘gnuwetmlpubucmmwﬁbcemﬁd«edonﬂ\em
of their individual merits, and in the light of the contribution which the
use requested would make to the public interest, and to a well-balanced

program structure.
3. Programs devoted to the discussion of controversial public issues should
be identified as such. They should not be presented in a manner wlich

would mislead listeners or viewers to believe that the program is purely
of an entertainment, news, or other character. )

4. Broadcasts in which stations their own opinions about issues of
gon:rdpnbkcinmshould clearly identified as editorials. They
Id be unmistakably identified as statements of station opinion and

be appropristely distinguished from news and other program
mlteﬂll. "f-—'%&

Political Telecasts
Political telecasts should be clearly identified as such. They should
hich would

aot
be 3 by a television broadcaster in a manner w mis-
hjmumbzrmmumm program is of any other
clmm.

Religious Programs

1. It is the responsibility of a television broadcaster t0 make avajlable to
the community appropriate opportunity for religious presentations.

2. Telecasting which reaches men of all creeds simultancously should aveid
attacks upon religion.

3. Reli rograms should be presented respectfully and accurately and
mﬂﬁ?s prl;j@ieeark"ﬁcule. 7 o 7 o

4. Religious programs should be presented by respovinle individuals,
groups and organizations.
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5. Religious programs should place emphasis on broad religious truths, g
exch?dingrthe-pmntation of controversial or partisan views not directly =
or necessarily related to religion or morality. -

6. In the allocation of time for telecasts of religious programs the television
station should use its best efforts to apportion such time fairly am~ng
the repreésentative faith groups of its community.

General Adve"tising Standards

1. This Code establishes basic standards for all television broadcastog, The ]
principles of acceptability and taste withi Program Standards - -
sechog ‘govern t:mesenmﬁon%‘;ogdmﬁsing where applicable. In addi-
tion, the Code lishes in this section special which apply
to television advertising.

2. A commercial television broadcaster makes his facilities available for the
arlvertising- of products and services and accepts commercial &aenm-
tions for such advertising. However, a television broadcaster should, in
recognition of his- responsibility to the public, refuse the facilities of his
station to an advertiser where he has good reason to doubt the integrity
oftheadverﬁser,dreuuthoftheadverﬁzx‘:lgrepresentaﬁons,orﬂw
compliance of the advestiser with the spirit and purpose of all applicable

requirements. .

3. Identification of sponsorship must be made in all sponsored programs in
accordance with the requirements of the Communications Act of 1934, as
amended, and the Rules and. Regulations of the Federal Communications
Commission.

4. In consideration of the customs and attitudes of the communities served, :
each television broadcaster should refuse his facilities to the advertise- :
ment of products and services, or the use of advertisin scripts, which the )
station has good reason to believe would be objectionable to a substantial
and responsible segment of the community. These standards should be
applied with judgment and flexibility, taking into consideration the
cEa:acteristits of the medium, its home and amily audience, and the
form and-content of the particular presentation. .

5. The advertising of hard liquor (distilled spirits) is not acceptable.
6, The advertising of beer and wines is ac::})table only when presented in
the best of good taste and discretion, and is acceptabl, only subject to
Federal and laws. E
7. Advertising by institutions or enterprises which in their offers of instruc- <
tion imply promises of employment or make exaggerated claims for the
:m)eortuniﬁes awaiting those who enroll for courses is generally unaccept-

—

8. ‘Lne advertising of firearms and fireworks .is acceptable only subiject to “r
Federal and loval laws, coeptable only subj
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10.

11.

12.

13.

The advertising of fortune-telling, occultism, astrology, phrenology, palm-
ing, numerology, mind-reading, character reading or subjects of a
like nature is not permitted. -
Because all products of a personal nature create special problems, such
products, when accepted, should be treated with especial emphasis on
ethics and the canons of good taste. Such advertising of personal products
as is accepted must be presented in a restrained and obviously inoffensive
manner. The advertising of particularly intimate products which ordi-

narily are not freely mentioned or discussed is not acceptable. (See

Television Code Interpretation No. 4)

The advertising of tip sheets, race track publications, or organizations
seeking to advertise for the purpose of giving odds or promoting betting
or lotteries is unacceptable.

An advertiser who markets more than one product should not be per-
mitted to use advertising co%y devoted to an acceptable product for

p of publicizing the brand name or other identification of a
m which is not acceptable.

“Bait-switch” advertisin .whereBy, goods or services which the adver-
tiser has no intention of selling are offered merely to lure the customer
into purchasing higher-priced substitutes, is not acccptable.

Presentation of Advertising
1.

Advertising messages should be presented with courtesy and good taste;
disturbing or annoying material should be avoided; every effort should
be made to keep the advertising message in harmony with the content
and general tone of the program in which it appears.

The role and capability of television to markct sponsors’ products are
well recognized. In turn, this fact dictates that great care be exercised
by the broadcaster to prevent the presentation of false, misleading or
deceptive advertising. While it is entirely appropriate to present a prod-
uct in a favorable Y¢ht and atmosphere, tll:e presentation must not, by
copy or demonstration, involve a material deception as to the charac-
teristics, performance or appearance of the product. -

The broadcaster and the advertiser should exercise ial caution with
the content and' presentation of television commercials placed in or near
programs designed for children. Exploitation.-of children should be
avoided. Commercials directed to children should in no way mislead as
to the product’s performance and usefulness.

AEpeals involving matters ¢ health which should be determined by
physicians should not be directed primarily to_children.

Appeals to help fictitious characters in television programs by purchasing
the advertiser’s product or service or sendinﬁ for a premiwmn should not
be permitted, and such fictitious characters should not be introduced injo
the advertising message fc b purposes.
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5. Commercials for services or over-the-counter products involving health
considerations are of intimate and far-reaching importance to the con-
sumer. The following principles should apply to such advertising:

a. Physicians, dentists or nurses, or actors representing physicians, den-
tists or nurses shall not be employed directTy or by implication. These
restrictions also apply to persons professionally engaged in medical
services (e.g., physical therapists, pharmacists, dental assistants,
Hilitses” gides).

. Visual representations of laboratory settings may be employed, pro-
vided th?))' bear a direct relations(l)l% to bogsa fidZ researcE (x)vyhichphas
been conducted for the product or service. (See Code, X, 10.) In
such cases, laboratory tecgmicians shall be identified as such and shall
not be employed as spokesmen or in any other way speak on behalf
of the prO({)uct.

TR A
TR

[t

. Institutional announcements not intended to sell a specific product
or service to the consumer and public service announcements by
non-profit organizations may be presented by accredited physicians,
dentists or nurses, subject to approval by the Broadcaster. An ac-
credited professional is one who has met required qualifications and
has been licensed in his resident state.

. Advertising copy should contain no claims dealing unfairly with com-
petitors, competing products, or other industries, professions or institu-
tions.

. A sgonsor’s advertising messages should be confined within the frame-
work of the sponsor’s program structure. A television broadcaster should
avoid the use of commercial announcements which are divorced from
the program either by preceding the introduction of the program (as in
the case of so-called “cow-catcher” announcements) or by following the
aprrent sign-off of the program (as in the case of so-called trailer or

itch-hike” announcements). To this end, the program itself should be
announced and clearly identified, both audio and video, before the
sor’s advertising material is first used, and should be signed off,
both a,\udio and video, after the sponsor’s advertising material is last used.

. Since advertising by television is a dynamic technique, a television
broadcaster should keep under surveillance new advertising devices so
that the spirit and purpose of these standards are fulfilled.

. A charge for television time to churches and religious bodies is not
recommended.

. Reference to the results of bona fide research, surveys or tests relating
to the product to be advertised shall not be presentedy in a manner so as
to create an impression of fact beyond that established by the work that
has been conducted. )




Advertising of Medical Products
1.

The advertising of medical products presents considerations of intimate
and far-reaching importance to the consumer because of the direct bear-
ing on his health. ;

Because of the personal nature of the advertising of medical products,
claims that a product will effect a cure and the indiscriminate use of
such words as “safe”, “without risk”, “harmless”, or terms of similar
meaning should not be accepted in the advertising of medical products

on television stations.

A television broadcaster should not accept advertising material which in
his opinion offensively describes or dramatizes distress or morbid situ-
ations involving «ilments, by spoken word, sound or visual effects.

Contests

1.

to

Contests shall be conducted with fairness to all entrants, and shall
comply with all pertinent laws and regulations. Care should be taken to
avoid the concurrent use of the three elements which together constitute
a lottery—prize, chance and consideration. ’

All contest details, including rules, eligibility requirements, opening and
termination dates should be clearly and completely announced and/or

‘shown, or easily accessible to the viewing public, and the winners’ names

should be released and prizes awarded as soon as possible after the close
of the contest. . :

When advertising is accepted which requests contestants to submit items
of product identification or other evidence of purchase of products, rea-
sonable facsimiles thereof should be made acceptable unless the award
is based upon skill and not upon chance.

All copy pertaining to any contest (except that which is required by
law) associated with the exploitation or sale of the sponsor’s product or
service, and all references to prizes or gifts offered in such connection
should be considered a p:rt of and included in the total time allowances
as herein provided. (See Time Standards for Advertising Copy.)

Premiums and Offers

- L

Full details of proposed offers should be required by the television
broadcaster for investigation and approved before the first announcement
of the offer is made to the public.

A final date for the termination of an offer should be announced as far
in advance as possible. -

Before accepting for telecast offers involving 1 monetary consideration,
a television}i)roadcaster should satisfy himself as to the integrity of the
advertiser and the advertiser’s willingness to honor complaints indicating
dissatisfaction with the premium by returning the monetary consideration.
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4. There should be no misleading descriptions or visual representations of
an{ugremium or gifts which would distort or enlarge their value in the
minds of the viewers.

5. Assurances should be obtained from the advertiser that premiums offered
are not harmful to person or property.

3 7 6. Premiums should not be approved which appeal to superstition on the
basis of “luck-bearing” powers or otherwise.

Time Standards for Advertising

In accordance with good telecast advertising practice, the time standards
for commercial material are as follows:

1. Prime Time

Definition: A continuous period of not less than three evening hours per
broadcast day as designated by the station.

i . Commercial material for bot{n individually sponsored and participation
programs in prime time shall not exceed 17.2% of any hour.
Commercial material in prime time includes billboards, public service
announcements, promotional announcements for other programs as well
as commercial copy.

1 2. Non-Prime Time

- Definition: All time other than prime time..

4 Commercial material for both individually sponsored and participation
programs within any 30-minute time period in non-prime time may not

2 exceed 6 minutes plus station break time. Commercial material for all
g other periods of time shall not exceed this ratio, except that individual
1 progams of 5-minutes duration may include commercial material not in
; excess of 1 minute 15 seconds and individual programs of 10-minutes
E duration may ‘include commercial material not in excess of 2 minutes

10 seconds.

2
Sidecs

Not more than three announcements shall be scheduled consecutively.
Commiercial material in non-prime time does not include public service
announcements, promotional announcements for other programs, and
opening and closing “billboards” which give program or sponsor identifi-
cation.

]
-
%

3. Station Breaks

In prime time, a station break shall consist of not more than two an-
nouncements plus non-commercial copy such as station identification or
public service announcements. Total station break time in any 30-minute
period may not exceed one minute and ten seconds.

In nther than prime time station breaks shall consist of not more.than
tw» announcements plus the conventional sponsored 10-second ID. Sta-
tion break announcements shall not adversely affect a preceding or
following program.
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. Prize Identification

Reasonable and limited identification of prize and statement of the
donor’s name within formats wherein the presentation of contest awards
or prizes is a necessary and integral part of program content shall not
be included as commercial time within the meaning of paragraphs 1 and
2, above; however, any aural or visual presentation concerning the
product or jts donor, over and beyond such identification and statement,
shall be included as commercial time within the meaning of paragraph 1,
above. (See Television Code Interpretation No. 5). .

Care should be exercised in the selection, placement and integration of
non-program material in order to avoid adversely affecting the program
content or diminishing audience interest.

Programs presenting women'’s services, features, shopping guides, fashion
shows, demonstrations and similar material with genuine audience interest
provide a special service to the viewing public in which what ordinarily
might be considered advertising material is an informative and necessary

part of the program content. Because of this, the Time Standards may be -

waived to a reasonable extent and limited frequency.

“The Code Authority will evaluate each such program on its own merits.

Except for normal guest identifications, any casual reference by talent in
a program to another’s product or service under any trade name or lan-
guage sufficient to identify it should be condemned and discouraged.

Stationary backdrops or properties in television presentations showin

the sponsor’s name or product, the name of his product, his trade-mar

or slogan may be used only incidentally. They should not obtrude on
program interest or entertainment. “On Camera” shots of such materials
should be fleeting, not too frequent, and mindful of the need of main-
taining a proper program balance.

Each opening and closing billboard, regardless of the number of sponsors,
shall not exceed 10 seconds in program periods of one half-hour or less,
or in the ratio of 10 seconds of opening and closing billboard per 80
minutes of program time in periods ékceeding 30 minutes, provided that
a billboard for any one sponsor at no time shall exceed 20 seconds in
programs exceeding 30 minutes.

Billboard languatg}? may not include a commercial message and should
be confined to the sponsor’s name, product and established claim or
slo ani Billboards should not mention contests, premiums, offers or spe-
cial sales.
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Appendix G: Motion picture producers recognize the high trust and confidence which

have been placed in them by the people of the world and which have made
The Production Code of motion pictures a universal form of entertainment.

the Motion Picture_. They recognize their responsibility to the public because of this trust and
Assoclation of America, Inc.  because entertainment and art are important influences in the life of a nation.

-t~ - ;Hence, though regarding motion pictures primarily as entertainment without
. any explicit purpose of teaching or propaganda, they know that the motion
, picture within its own field of entertainment may be directly responsible for

l sﬁl:'xﬂtlual or moral progress, for higher types of social life, and for much correct
- thinking.

On their part, they ask from the public and from public leaders a sympa-
thetic understanding of the problems inherent in motion picture production and a
spirit of cooperation that will allow the opportunity necessary to %ring the motion
picture to a still higher level of wholesome entertainment for all concerned.

General Principles

. 1. No picture shall be produced which will lower the moral standards of

those who see it. Hence the sympathy of the audience shall never be thrown to
the side of crime, wrong-doing, evil, or sin.

2. Correct standards of life, subject only to the requirements of drama and
entertainment, shall be presented.

\ ‘ 3. Law-—divine, natural or human—shall not be ridiculed, nor shall sympa-
Q . . :

- : thy be created for its violation.

ERIC
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Particular Apolications
L

Crime:
1.

3

Crime shall never be presented in such a way as to throw sympathy
with the crime as against law and justice, or to inspire others with a
desire for imitation.

Methods of crime shall not be explicitly presented or detailed in a
manner calculated to glamorize crime or inspire imitation.

Action showing the taking of human life is to be held to the minimum.
Its frequent presentation tends to lessen regard for the sacredness of
life. .

Suicide, as a solution of problems occurring in the development of
screen drama, is to be discoura: d unless absolutely necessary for the

development of the plot, and shall never be justified, or glorified, or
used specifically to defeat the ends of justice.

5. Excessive flaunting of weapons by criminals shall not be permitted.

6. There shall be no scenes of law-enforcing officers dying at the hands

10.

of criminals, unless such scenes are absolutely necessary to the plot.
Pictures dealing with criminal activities in which minors fparticipate,
or to which minors vre related, shall not be approved if they tend
to incite demoralizing imitation on the part of youth.

Murder: ,

a) The téchnique of murder must not be presented in a way that
will inspire imitation.

b) Brutal killings are not to-be presented in detail.

¢) Revenge in modern times shall not be justified.

d) Mercy killing shall never be made to seem right or permissible.

Drug addiction or the illicit traffic in addiction-producing drugs shall
not be shown if the portrayal:

a) Tends in any manner to encourage, stimulate or justify the use
of such drugs; or

b) Stresses, visually or by dialogue, their temporarily attractive
effects; or

c) Suggests that the drug habit may be quicktlﬁ' or easily broken; or

d) Shows details of drug procurement or of the taking of drugs in
any manner; or

e) Emphasizes the profits of the drug traffic; or

f) g;:/jolves children who are shown knowingly to use or traffic in

gs.

Stories on the kidnapping or illegal abduction of children are accept-
able under the Code only (1) when the subject is handled with
restraint and discretion and avoids details, gruesomeness and undue
horror, and (2) the child is returned unharmed.
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IL  Brutality:
Excessive and inhumane acts of cruelty and brutality shall not -be

presented. This includes all detailed and protracted presentation of physi-
cal violence, torture and abuse,

v
! »
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Sex:

The sanctity of the institution of mamiage and the home shall be
upheld. No film shall infer that casual or promiscuous sex relationships
are the accepted or common thing.

1. Adultery and illicit sex, sometimes necessary plot material, shall not
be explicitly treated, nor shall they be justified or made to seem right
and permissible.

g
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. Scenes of passion: .

a) These should not be introduced except where they are definitely
essential to the plot.

b) Lustful and open-mouth kissing, lustful embraces, suggestive pus-
ture and gestures are not to be shown,

c¢) In general, passion should be treated in such manner as not to
stimulate the baser emotions.

it o S

. Seduction or rape:

a) These should never be more than suggested, and then only when
essential to the plot. They should never be shown explicit{y

b) They are never acceptable subject matter for comedy.
¢) They should never be made to seem right and permissible.

. The subject of abortion shall be discouraged, shall never be more
than suggest- . and when referred to shall be condemned. It must
never be tre. d lightly or made the subject of comedy. Abortion
shall never be 10own explicitly or by inference, and a story must not

indicate that an abortion has been performed. The word “abortion”
shall not be used.

.j:,r“d’?w,"r"‘,— STt A
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. The methods and techniques of prostitution and white slavery shall
never be presented in detail, nor sﬁall the subjects mresented unless
shown in contrast to right standards of behavior. Brothels in any clear
identification as such may not be shown.

. Sex perversion or any inference of it is forbidden.

7. Sex hygiene and venereal diseases are not acceptable subject matter
for theatrical motion pictures.

. Children’s sex organs are never to be exposed. This provision shall
not apply to infants,




ot

Lt

i

A R s

162

RAPIN

IV. Vulgarity:

Vulgar expressions and double meanings having the same effect are

forbidden. This shall include but not be limited 1o such words and expres-

be

sions as chippie, fairy, goose, nuts, pansy, S.0.B., son-of-a. The treatment
of low, disgl:lsﬁng.ﬂlz l%asant, thoughnot

evil, subjects should

guided always by the dictates of good taste and a proper regard for the

the sensibilities of the audience.
V. Obscenity:

L

2.

Dances suggesting or representing sexual a'cﬁons or emphasizing
indecent movements are to be regarded as obscene.

Obscenity in words, gesture, reference, song, joke or by suggestion,
evel:ldwhsn likely to be understood by only part of the audience, is
forbidden.

VL. Blasphemy and Trofanity:

L

Blasphemy is forbidden. Reference to the Deity, God, Lord, Jesus,
Christ, shall not be frraverent.

Profanity is forbidden. The words “hell” and “Damn,” while some-
times dramatically valid, will if used without moderation be consid-
ered offensive by many members of the audience. Their use shall be
governed by the discretion and prudent advice of the Code Adminis-
tration.

VI Costumes:

L

2.

Complete nudity, in fact or in silhouette, is never permitted, nor shall
the(;ie be any licentious notice by characters in the film of suggested
nudity.

Indecent or undue exposure is forbidden.

a) The foregoing shall not be interpreted to exclude actual scenes
photographed in a foreign land of the natives of that land, show-
ing native life, provided:

(1) Such scenes are included in a documentary film or travelogue
d:sicﬁng exclusively such land, its customs and civilization;
a

(2) Such scenes are not in themselves intrinsically objectionable.

VIIL.  Religion:

L
2.

No film or episode shall throw ridicule on any religious faith.

Ministers of religion, or persons posing as such, shall not be portrayed
as comic characters or as villains so as to cast disrespect on religion.

Ceremonies of any definite religion shall be carefully and respectfully
handled.
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IX. Special Subjects:

The following subjects must be treated with discretion and restraint
and within the careful limits of good taste:
1. Bedroom scenes.

2. Hangings and electrocutions.
8. Liquor and drinking,

4. Surgical operations and childbirth.
5. Third degree methods.

X. National Feelings:
1. The use of the flag shall be consistently respectful.

2. The history, institutions, prominent people and citizenry of all naticns
shall be rer{)resented fairly.

8. No picture shall be produced that tends to incite bigotry or hat.ed

~ among peoples of different races, religions or national origins. The

use of such offensive words as Chink, Dago, Frog, Greaser, Hunkie,
Kike, Nigger, Spig, Wop, Yid, should be avoided.

XI.  Titles:

The following titles shall not be used:
1. Titles which are salacious, indecent, obscene, profane or vulgar.
2. Titles which violate any other clause of this Code.

XII. Cruelty to Animals:

In the production of motion pictures involving animals the producer
shall consult with the authorized representative of the American Humane
Association, and invite him to be present during the staging of such animal
action. There shall be no use of any contrivance or apparatus for tripping
or otherwise treating animals in any unacceptably harsh manner.

Reasons Supporting the Code

I. Theatrical motion pictures, that is, el[:ictures intended for the theatre as
distinct from pictures intended for churches, schools, lecture halls, educa-
tional movements, social reform movements, etc, are primarily to be

regarded as entertainment. ‘

Mankind has always recognized the im of entertainment and
its value in rebuilding the bodies and souls of human beings. .

But it has always recognized that entertainment can be of a character
either helpful or harmful to the human race, and in consequence has
clearly distinguished between:
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a. Entertainment which tends to improve tbe race, or at least to
:ef-ﬁlfut:n:lnd rebuild human beings exhausted with the realities
e e "
b. Entertainment which tends to degrade human beings, or to
lower their standards of life and living.

2 Hence the moral importance of entertainment is something which has
: been universally recognized. It enters intimately into the lives of men
% and women am{ affects them closely; it occupies their minds and affec-
tions during leisure hours; and ultimately touches the whole of their
lives. A man may be judged by his standard of entertainment as easily
as by the standard of his work.

So correct entertainment raises the whole standard of a nation. Wrong
entertainment lowers the whole living conditions and moral ideals of
a race.

Note, for example, the healthy reactions to healthful sports, like
! baseball,. golf; the unhealthy reactions to sports like cockfighting,
3 bullfighting, bear baiting, etc.

1 . Note, too, the effect on ancient nations of gladiatorial combats,
3 the obscene plays of Roman times, etc.

U ARSI, ST 5 s o CH IR

II. Motion pictures are very important as art.
Though a new art, possibly a combination art, it has the same object as the
other arts, the presentation of human thought, emotion and experience, in
terms of an appeal to the soul through the senses.
Here, as in entertainment,
Art enters intimately into the lives of human beings.
Art can be mnorally good, lifting men to higher levels. This has been done
through good music, great pdn_gnmg; authentic fiction, poetry, drama. Art
can be morally evil in its effects. is the case clearly ulou:z'wkh unclean
art, indecent books, .suggestive drama. The effect on the lives of men and
women is obvious.

Note: It has often been argued that art in itself is unmoral, neither good
nor bad. This is perhaps true of the thing which is music, painting, poetry,
etc. But the thing is the product of som;&uton’s mind, and the intention
of that mind was either good or bad morally wken it produced the thing.
Besides, the thing has its effect upon those who come into contact with it.
In both these ways, that is, as a product of a mind and as the cause of
definite effects, it has a Jdeep moral significance and an unmistakable
moral quality.

Hence: The motion pictures, which are the most popular of modem arts
for the masses, have their moral quality from the intention of the minds
which uce them and from their effects on the moral lives and reac-
tions of their audiences. This gives them a most important morality.

1. They reproduce the morality of the men who use the pictures as a
medium fur the expression of their ideas and ideals.

T g s g s
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2 effect the moral standards of those who, through the screen, take
in ideas and jdeals.

In the case of the motion picture, this effect may be particularly emphasized

- beummanhqu\ﬂckundwwidespnadmngzedtothemm. -
It has become in an incredibly short period the art of the multitudes.

RS

s III. The motion picture, because of its importance as entertaiyment and be-
A zai,\‘liseofﬁwuustplaccdinitbytbepeoplesoftheworld,hasspecinlmml
* obligations.

A. Most arts appeal to the mature. This art atometoev:g
class, mature, immature, developed, undeve , law abiding, criminal.
Music has its grades for different classes; so have literature and drama.
This art in the motion picture, combining as it does the two fundamental
appeals of looking at a picture and listening to a story, at once reaches
every class of society.
N £ B. B‘y;er;asonofthe mobility of a film and the ease of picture distribution,
A ’ and because of the possibifity of duplicating positives in large quantities,
. this art reaches places unpenetrated by other forms of art.

: C. Because of these two facts, it is difficult to produce films intended for
only certain classes of people. The exhibitors’ theatres are built for the
% masses, for the cultivated and the rude, the mature and the immature,
the self- ng and the criminal. Films, unlike books and music, can
with difficulty be confined to certain selected groups.

3 D. The latitude given to film material cannot, in consequence, be as wide as
the latitude given to book material. In addition:

a. A book describes; a film vividiy presents. One presents on a cold
. page; the other by apparently liiyviug people. )
2 b. A book reaches the mind through words merely; a film reaches the
- eyes and ears through the reproduction of events.
= ¢. The reaction of a reader to a book depends largely on the keenness of

the reader’s imagination; the reaction to a film depends on the vivid-

ness of presentation.
_ Hence many things which might be described or suggested in a book
could not possibly be presented in a film.

E. This is also true when comparing the film with the newspaper.
a. Newspapers present by description, films by actual presentation.

b. Newspapers are after the fact and present things as having taken place; _
th:wﬁmn g{vesdweventsintheproeessofenachnentandgwithth!;ap- . -
parent reality of life.

F. Everything possible in a play is not possible in a film:

a. Because of the larger audience of the film, and its consequential mixed

|

character. Psychologically, the larger the audience, the lower the moral : {
mass resistance to suggestion. - 4
Y




b. Because through light, enlargement of character, presentation, scenic
e}r.nephl:sts etc., the screen story is braught closer to the audience than
t! y. N « -

c. Thépenthudlm for and interest in the film actors and actresses, de-
veloped beyond anything of the sort in history, make: the audience
largely sympathetic toward the characters they portray and the stories
in which ﬂpl:y figure. Hence the audience is more ready to confuse
actor and actress and the characters they , and it is most recep-
tive of the emotions and ideals presented E‘; its favorite sturs.

G. Small communities, remote from sophistication and from the hardening
process which often takes place in the ethical and moral standards of groups
in larger cities, are easily and readily reached by any sort of film.

H. The grandeur of mass meetings, large action, cular features, ete, :

affects and arouses more intensely the emotional side of the audience. -
In general, the mobility, popularity, accessibility, emotional appenl, vividness,
straight-forward presentation of fact in the film provide for more intimate con-
tact with a larger audience and for greater emotional appeal. Hence the larger
moral responsibilities of the motion pictures.

Reasons Underlying the General Principles

I No pitture shall be produced which will lower the moral standards of
those who see it. Hence the sympathy of the audience should never be
thrown to the side of crime, wrong-doing, evil, or sin. This is done:

1. When evil is made to appear attractive or alluring, and good is mnade
to appear unattractive.

2. When the sympathy of the audience is thrown on the side of crime,
wrong-doing, evil, sin. The same thing is true of a film that would throw
sympathy against goodness, houwr, innocence, purity, or honesty.

Nete: Sympathy with a person who sins is not the some as sympathy with

the sin ztm crime of which he is . We may feel sorvy for the plight of

the murderer or even understand circumstances which led him to his
crime. We may not feel sympathy with the wrong which he has done.

The presentation of evil is og‘en essential for art or fiction or drama. This

in jtself is not wrong provided:

a) That evil is not presented alluringly. Even if later in the film the evil
is condemned or punished, it must not be allowed to appear so attractive
that the audience’s enotions are drawn to desire or approve so strongly
that later the condemuation is forgotten and only the apparent joy of
the sin remembered.

b) 'l'ba;h throughout, the audience feels sure that evil is wrong and good
is right. ’

H. Correct standards of life shall, as far as possible, be presented. A wide
knowledge of life and of living is made possible through the film. When
right standards cre consistently presented, the motion picture exercises the
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most powerful influences. It builds character, develops right ideals, in- T
culcates correct principles, and all this in attractive story form. :

If motion_pictures consistently hold vp for admiration high of char- f -
acters and present stories that will aftect lives for the better, can be- -
come the most powerful natural force for the improvement of mankind.

II. Law — diviﬁe, natural or human — shall not be ridiculed, nor shall sympathy
be created for its violation.

By natural law is understood the law which is written in the hearts of all :
mankind, the great underlying principles of right and justice dictated by =
conscience.
By human law is understood the law written by civilized nations.

1. The presentation of crimes against the law is oftén necessary for the
carrying out of the plot. But the presentation must not throw sympathy
with the crime as against the law nor with the criminal as against
those who punish him. :

2. The courts of the land should not be nted as unjust. This does
not mean that a single court may not be represented as unjust, much
less than a single court official must not be presented this way. But
the court system of the country must not suffer as a result of this
presentation.

Reasons ‘Underlying Particular Applications

1. Sin and evil enter into the t:::{ of human beings and hence in them-
selves are valid dramatic material.

2. In the use-of this material, it must be distinguished between sins which
repel by their very nature, and sins which often attract. n
a) In the first class come murder, most theft, many legal crimes, lying,
hypocrisy, cruelty, etc. ‘ -
b) In the second class come sex sins, sins and crimes of apparent i
heroism, such as banditry, daring thefts, leadership in evil, organ- -
ized crime, révenge, etc. =
The first class needs less care in treatment, as sins and crimes of
this class are naturally unattractive. The audience instinctively con-

demns all such and is repelled.
Hence the important objective must be to avoid the hardening of
. the audience, especially of those who are young and impression-
; able, to the thought and fact of crime. People can become ac- T
customed even to murder, cruelty, brutality, and repellent crimes,
if these are too frequently repeated. c o
The second class needs great care in haniling, as the response of 7
ll;enlman nature to their appeal is obvious. This is treated r-ore fully _ &

ow. :

-4
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3. A careful distinction can be made between films intended for general
distribution, and films intended for use in theatres restricted to a limited
audience. Themes and plots quite appropriate for the latter would
be altogether out of place and dangerous in the former.

Note: The practice of using a general theatre and limiting its patrona%:
during the showing of a certain film to “Adults Only” is not completely
satisfactory and is only partially effective.

However, maturer minds may easily understand and accept \i'ithout harm
subject matter in plots which do younger peoplc positive harm.

Hence: if there should be created a ial of theatre, catering ex-
clusively to an adult audience, for plays of this character (plays with
problem themes, difficult discussions, and maturer treatment) it would
seem to afford an outlet, which does not now exist, for pictures unsuit-
able for general distribution but permissible for exhibition to a restricted
andience.

-t

I. Crimes.Against t.._ Law

IL

1118

The treatment of crimes against the law must not:

1. Teach methods of crime.

2. Inspire potential criminals with a desire for imitation.

3. Make criminals seem heroic and justified.

Revenge in modern times shall not be justified. In lands and ages of less
developed civilization and moral principles, revenge may sometimes be
presented. This would be the case ally in places where no law
‘exists-to-cover the crime because of which revenge is committed.

Because of its evil consequences, the drug traffic should not be presented
except under careful limitations. -

Brutality

Excessive and inhumane acts of cruelty and hrutality have no proper place
on the screen. .

Sex

Out of regard for the sanctity of marriage and the home, the triangle,
that is, the love of a third for one already married, needs careful
handling. ‘the treatment should not throw sympathy against marriage
as an institution.

Scenes of passion must be treated with an lionest acknowledgment of hu-
man nature and jts normal reactions. Many scenes cannot be presented
without arousing dangerous emotions on the part of the immature, the
young, or the criminal classes.

Even within the limits of pure love, certain facts have been universally
regarded by lawmakers as outside the limits of safe presentation.
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In the case of impure love, the love which society has always regarded
as ‘wrong and which has been banned by divine law, the following are
important:

1. Impure love must not be presented as attractive and beautiful.

2. It must not be the subject of comedy or farce, or treated as material
for laughter. “

3. It must not be presented in such a way as to arouse passion or morbid
curosity on the part of the audience.

4. It must not be made to seem right and permissible.
5. In general, it must not be detailed in method and manner.

6. Certain places are so closely and thoroughly associated with sexual
life and with sexual sin that their use mustgbe carefully limited.

IV. Vulgarity

This section is intended to prevent not only obviously vulgar expressions
but also double meanings that have the same effect. &

V. Obscenity

Dances which suggest or represent sexual actions, whether performed
solo or with two or more; dances intended to excite the emotional reaction
of an avdience; dances with movement of the breasts, excessive body
movements while the feet are stationary, violate decency and are wrong.
This section likewise applies to obscene words, gestures, references,
songs, jokes, and gags.

VI. Blasphemy and Profanity
It is clear that neither blasphemy nor profanity should be permitted on

the screen.

VI. Costumes
General Principles:

1. The effect of nudity or semi-nudity upon the normal man or woman,
and much more upon the young and upon immature persons, has been
honestly recognized by all lawmakers and moralists.

2. Hence the fact that the aude or semi-nude body may be beautiful does
not make its use in the films moral. * For, in addition to its beauty,
tho effect of the nude or semi-nude body on the normal individual
must be taken into consideration. - .

8. Nudity o- semi-nudity used simply to put a “punch” into a picture
comes under the head of immoral actions. It is immoral in its effect
on the average audience.

) ) 3} . Y S e
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4. Nudity can never be permitted'as being necessary for the plot. Semi-
nudity must not result in undue or indecent exposure.

5. Transparent or translucent materials and silhouette are frequently more
suggestive than actual exposure.

Religion

The reason why ministers of religion may not be portrayed as comic char-
acters or as villains so as to cast disrespect on religion is simply because
the attitude taken toward them may easily become the attitude taken to-
ward religion in general. Religion is lowered in the minds of the audience
because of the lowering of the audience’s respect for a minister.

. Special Subjects .

Such subjects are occasionally necessary for the plot. Their treatment
must never offend good taste nor injure the sensibilities of an audience.
The use of liquor should never be excessively presented. In scenes from
American life, the necessities of plot and proper characterization alone
justify its use. And in this case, it should be shown with moderation.

. National Feelings

The just rights, history, and feclings of peoples and nations are entitled
to most careful consideration and respectful treatment.

. Titles

As the title of a picture is the brand on that ;l).‘arhcular type of goods, it
must conform to the ethical practices of all such honest business.

Cruelty to Animals

The purpose of this %rovmon is to prevent the treatment of animals in
films in any unacceptably harsh manner.
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Appendix H:

New Code of Self-
Regulation Motion Picture
Association of America

o n e

7

The Code of Self-Regulation of the Motion Picture Association of Amenca
" shall apply to production, to advertising, and to titles of motion pictures.

The Code shall be administered by an Office of Code Administration,
headed by an Administrator. -

* There shall also be a Director of the Code for Advertising, and a Director
of the Code for Titles.

Nonmembers are invited to submit pictures to the Code Administrator
on the same basis as members of the Association.

The new Code of Self Regulations presented herewith as approved
by the board of directors of the Motion Picture Association of America,
was effective September 20, 1966, and supplants the original Motion
Picture Code, aperative since 1930.

e o o

Declaration of Principles of the Code of
Sclf-Regulation of the Motion Picture Association
This revised code is designed to keep in closer harmony with the mores,
the culture, the moral sense and the expectations of our society.

The revised Code can more completely- fulfill its objectives, which are:
1. To encourage artistic expression by expanding creative freedom
and

2. To assure that the freedom which encourages the artist remains respon-
sible and sensitive to the standards of the larger society.

Censorship is an odious enterprise. We oppose censors and classifica-
tion-by-law (or whatever name or guise these restrictions gohignder) because
they are alien to the American tradition of freedom. .
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Much of this nation’s strength and purpose is drawn from the premise
that the humblest of citizens has the freedom of his own choice. Censorship
destroys this freedom of choice. ’

It is within this framework that the Motion Picture Association continues
to recognize its obligation to the society of which it is an integral part.

In our society the parents are the arbiters of family conduct.

Parents have the primary responsibility to guide their children in the kind
of lives they lead, the character they build, the books they read, and the
movies and other entertainment to which they are exposed. )

The creators of motion pictures undertake a responsibility to make avail-
able pertinent information about their pictures which will enable parents to
fulfill their funcion.

An important addition is now being made to the information alreagﬁ
provided to the public.in order to enable parents better to -choose..which-
motion pictures their children should see. p

As part of the revised Code, there®is a provision that producers, in co-
operation with the Code Administration, will identify certain pictures as SUG-
GESTED FOR MATURE AUDIENCES.*®

Such information will be conveyed by advertising, by displays at the
theatre and by other means.

Thus parents will be alerted and informed so that they may decide for

- themselves whether a ciarticular piciure because™of theme, content or treat-
‘ment, will be one whi

their children should or should not see, or may not
understand or enjoy.

We believe self-restraint, self-regulation, to be in the tradition of the
American purpose. It is the American society meeting its responsibility to
the general welfare. The results of self-discipline are always imperfect because
that is the nature of all things mortal. But this Code, and its administration,
will make clear that freedom of expression does not mean toleration of license.

The test of self-restraint . . . the rule of reason . . . lies in the treatment
of a subject for the screen. The Seal of the Motion Picture Association on a
film means that the picture has met the test of self-regulation.-~

All members of the Motion Picture Association, as well as many inde-
ndent producers cooperate in this self-regulation. Not all motion pictures,
owever, are submitted to the Production Code Adminis. tion of the MPA,

and the presence of the Seal is the only way the pub . can know which
pictures have come under the Code.

We believe in and pledge our support to these deep and fundamental
values in a democratic society:

*This code was enacted before the rating system now in effect in this country.
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Freedom of choice. . .
The right of creative man to achieve artistic excellence . . .
The role of the parént as the arbiter of the family’s conduct.

The men and women who make motion pictures under this Code value
their social responsibility as they value their creative skills. The Code, and
all that js written and implied in it, aims to strengthen both those values.

Standards for Production-

In furtherance of the objectives of the Code to accord with the mores,
the culture, and the moral sense of our society, the principles stated above
and the following standards shall govern the Administrator in his considera-
tion of motion pictures submitted for Code approval.

The basic diﬁru'ty and value of human life shall be respected and upheld.
Restraint shall be exercised in portraying the taking of life. .

L] e o
Evil, sin, crime, and wrong-doing shall not be justified.

Special restraint shall be exercised in portraying criminal or anti-social
activities in which minors participate or are involved.

Detailed and protracted acts of brutality, cruelty, physical violence, torture
and abuse, shall not be presented.

e o o

Indecent or wm xposure of the human body shall not be present;d.
e o o

’

Ilicit sex relationships shall not be justified. Intimate sex scenes violating
common standards of decency shall not be portrayed.

Restraint and care shall be exercised in presentations dealing with sex
aberrations. )

Obscene speech, gestures or movements shall not be presented. Undue
profanity shall not be permitted.

Religion shall not be demeaned.

i
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Words or symbols contemptuous of racial, religious or national groups,
shall hot be used so as to incite bigotry or hatred.

Excessive cruelty to animals shall not be portrayed and animals shall not
be treated inhumanely.

S Standards for Advertising

The principles of the Code cover advertising and publicity as well as
production. There are times when their specific application to advertising
may be different. A motion picture is viewed as a whole and may be judged
that way. It is the nature of advertising, however, that it must select and
emphasize only isolated portions and aspects of a film. It thus follows that
what may be appropriate in a motion picture may not be equally appropriate
in adyertising. Tk’s must be taken into account in applying the Code standards
to advertising, Furthermore, in application to advertising, the principles and
standards of the Code are supplemented by the following stai:dards for adver-
tising:

o o o

IMlustrations and text shall not misrepresent the character of a motion picture.
o o o

Illustrations shall not depict any indecent or undue exposure of the human

ody.

o o o

Advertising demeaning religion, race, or national origin shall not be used.
o o o

Salacious postures and embraces.shall not be shown.

Censorship disputes shall not be exploited or capitalized upon.

Standards for Titles

A salacious, obscene, or profane title shall not be used on motion pictures.

Production Code Regulations
L Operationg

A. Prior to commencement of production of a motion picture, the pro-
ducer shall submit a s iootirig, or other seript to the Office of Code Administra-
tion. The Administrator of the Code shall inform the producer in confidence

i
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whether a motion picture based upon the script appears to conform to the Code.
The final judgment of the Administrator shall be made only upon reviewing .
of the completed picture.

B. The completed picture shall be submitted to the Code Office and 7
if it is approved tl{ the Administrator, the producer or distributor shall upon
public release of the picture place upon an introductory frame of every print
distributed for - exhibition in the United States the official Seal of the Associa-
tion with the word “Approved” above the Seal, and below, the words “Certi-
ficate Number,” followed by the number of the Certificate of Approval. All
prints bearing the Code Seal shall be identical.

C. The Administrator, in issuing a Certiticate of Approval, shall condition
the issuance of the Certificate upon agreement 13; the producer or distributor
that all advertising and publicity to be used for the picture shall be submitted
to and approved by the Director of the Code for Advertising,

D. The Administrator, in approving a pichwe under the Code, may recom-
mend that advertising for the picture carry the aformational line SUGGESTED
FOR MATURE AUDIENCES. If the Administrator so determines, the distri-
buting company shall the line SUGGESTED FOR MATURE AUDI-
ENCES in its advertising, The Administrator shall notify the Director of the Code
for Advertising of all such pictures.

E. The title of an approved motion picture shall not be changed without
prior approval of the Director of the Code for Titles.

F. Nonmembers of the Association may avail themselves of the services .
of the Office of Code ‘Administration “.: the same manner and under the same v
conditions as members of the Association.

G. The producer or distributor, upon receiving a Certificate of Approval
for a picture, shali pay to the Office of Code Administration a fee in accord-
ance with the uniform schedule of fees approved by the Board of Directors of

—the Association. g )

'II. Motion Picture Code Board

A. A Motion Picture Code Board is established with these two principal func- B
tions: %
—To hear appeals from decisions of the Code Administrator:
~To act as an advisory body on Code matters.

1. The Code Board shall be composed of the following:
(a) The President of the Motion Picture Association of America, and .
nine other directors of the Association appointed by the President; 3
(b) Six exhibitors appointed by the President upon nomination by the
National Association of Theatre Owners; and
(¢) Four producers appointed by the President upon nomination by
the Screen Produceérs Guild.
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2. The President of the Motion Picture Association of America shall be

Chairman of the Code Board, and the Association shall provide the
secretariat.

The President may desi%)ate not more than two pro tempore members
for each category as substitutes for members unable to attend a par-
ticular Board meeting or a hearing. .

The- présence of ten members shall constitute a quorum of the Board
for meetings and hearings. .

The members of the Board required to travel to attend a meeting shall

be reimbursed for transportation and subsistence expenses, which shall
be paid to them from funds of the Office of Code Administration.

B. Advisory

The BZ

ocedures governing meetings of the Board in its advisory function shall
as follows:

1. The Board shall meet upon call of the Chairman at a time and place

2.

he may designate.

Members .aay submit sugﬁesﬁons for an agenda, which shall be pre-
pared and circulated by the Chairman in advance of meetings. Upon
majority vote, additional items may be submitted and brought up fox
discussion at meetings.

The Board through the Chairman may request the presence of the
Code Administrator at meetings; may request oral and written re-
ports from its distributor, exhibitor and producer members on the
status of the Code; may call for advice and reports upon others in a
position to contribute to a better understanding and more efficacious
operation of the system of self-regulation; and may perform such other
functions of an advisory nature as may redound to the benefit of the

Code.

-

C. Appeals
1. Any producer or distributor whose picture has not been approved

by~ the Code Administrator may appeal the decision to the Motion
Picture Code Board by filing a notice of appeal to the Chairman of

the Board.

. /
The procedures governing appeals before the Code Board shall be as
follows: .
(a) The Board, upon being called into meeting by the Chairman,
shall view an identical print of the picture denied a Certificate
of Approval by the Code Administrator.
(b) The producer or the distributor and the Code Administrator, or
tl}:eirborepresentatives, may present oral or written statements to
the board. .

ol
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(c) The Board shall decide the appeal by majority vote of the mem-
bers present and its decision shall be’ final.

(d) Mo member of the Board shall participate in an appeal involving
a picture i which the member has a financial interest.

3. The jurisdiction of the Board is limited to hearing the appeal and
it is without power to change or amend the Code.

4. The Code Board, if it authorizes the issuance of a Certificate of
Approval, may do so upon such terms and conditions as it may prescribe.
7

Advertising Code Regulations

1. These regulations are ap{)licable to all members of the Motion Picture
Association of America, and to all producers and distributors of motion pictures

with respect to each picture for which the Association has granted its Certificate
of Approval. - :

2.” The term “advertising” as used herein shall be deemed to mean all
forms of motion picture advertising and exploitation, and ideas therefore, in-
cluding the following: presshooks; still photographs; newsFaper, magazine and
trade paper advertising; publicity co(})y and art intended for use in pressbooks
or otherwise intended for general distribution in printed form or fgr theatre
use; trailers; posters, lobby displays, and other outdoor displays; advertising
accessories, including heralds and throw-aways; novelties; copy for exploitation
tieups; and all radio .nd television copy and spots. - *

3. All advertising shall be submitted to the Director of the Code for
Advertising for approval before use, and shall not be used in any way until
so submitted an anroved. All  ivertising shall be submitted in duplicate
with the exception of pressbooks, ich shall be submitted in triplicate.

4. The Director of the Code for Advertising shall proceed as promptly
as feasible to approve or disapprove the advertising submitted.

The Director"of the Code for Advertising shall stamp “Approved” on one
copy of all advertising a;:})roved by him and return the stamped copy to the
Company which submitted it. If the Director of the Code for Advertising dis-
approves of any advertising, the Director shall stamp the word “Disapproved”
on oné copy and return it to the Company which submitted it, together with
the reasons for such disapproval; or, if the Director so desires, he may returmn

the copy with suggestions for such changes or corrections as will cause it to
be approved. -

5. All pressbooks approved by the Director of the Code for Advertising

shall bear in a prominent Elace the official seal of the Motion Picture Associa-

tion of America. The word “Approved” shall be printed under the seal. Pressbooks
shall also carry the following notice:

All advertising: in this pressbook, as well as all other advertising and
" publicity materials referred to herein, has been approved under the
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Standards for Advertising of the Code of Self-Regulation of the Motion
Picture Association of America. All inquiries on this procedure may
be addressed to:

Director of Code for Advertising

Motion Picture Association of America

522 Fifth Avenue

New York, New York 10036 -

6. When the Code Administrator determines that any picture shall carry
the informational line SUGGESTED FOR MATURE AUDIENCES, the Di-
rector of the Code for Advertising shall require this line to appear in such
advertising for that picture as the Director may specify. When the advertise-
ment is limited in size, the Director may authorize the initials SMA to stand
for SUGGESTED FOR MATURE AUDIENCES.

7. Appeals. Any Company whose advertising has been disapproved may W“

appeal the decision of the Director of the Code for Advertising, as follows:

It shall serve notice of such appeal on the Director of the Code for

Advertising and on the President of the Association. The President,
or in his absence a Vice President designated by him, shall thereupon
promptly and within a week hold a hearing to pass upon the appeal.
Oral and written evidence may be introduced Ey the Company and
2{ the Director of the Code for Advertising, or their representatives.
y ail e‘n)[;pfealalshall be decided as expeditiously as possible and the decision
s inal.

. 8. Any Ccmpany which uses advertising without prior agproval may be
brought up on charges before the Board of Directors by t

the Association. Within a reasonable time, the Board may hold a hearing,
at which time the Company and the Director of the Code for Advertising, or
their representative, may present oral or written statements. The Board, ) *
a mti];;)rity vote of those present, shall decide the matter as expeditiously a.
possible.

If the Board of Dirxctors finds that the Company has used advertising
without prior approval, the Board may direct the Administrator.of the Code
to void and revoke the Certificate o Ap‘proval,/'gmnted for the picture and
require the removal of the: Association’s seal from &l prints of the picture.

9. ‘Each Company shall be responsible for compliance by its employees
and agents with these regulations.

e President of
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