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Introduction

Daily, hourly, and moment-to-moment journal-
ism permeates nearly everyone’s life. In ways most
of us take for granted, journalism shapes percep-
tions of local communities and the world. Whether
one tunes into National Public Radio’s Morning
Edition or NBC’s Today show, follows news
events on Internet sites, or reads a daily newspa-
per or weekly news magazine, journalism weaves
through and often defines our days. Indeed, in
these early years of the twenty-first century, jour-
nalism has become such a massive and ubiquitous
process and business, so omnipresent, that it is
hard to tell where it begins and ends.

Journalism’s many impacts are pervasive across
society. The role of news media in political com-
munication—to take but one obvious example—is
hard to precisely define because it is such a huge
part of the process of both running for office and
holding it. Yet even aside from politics, journalism
is controversial because it is the messenger bearing
both good and bad news on matters of public
importance. Debates over hard and soft news, or
left- or right-leaning editorial positions, are indica-
tors of journalism’s central role in so many things.

The process and content of journalism has been
transformed many times in the past by technical
breakthroughs, though perhaps never so funda-
mentally as since the mid-1990s with the rise and
near domination of the Internet. Indeed, some
have compared instant home and office access to
worldwide resources to the fundamental changes
wrought by invention of printing with moveable
type. Four hundred years later, another dramatic
transformation came with the spread of telegraph
lines across land and under the sea. And early in
the twentieth century, the rise of wireless services
began to again transform the process of gathering
and reporting news.

XXX1

Using the Encyclopedia

This encyclopedia surveys the state of journalism at
the end of the twenty-first century’s first decade.
The first four volumes contain some 360 entries
ranging in length from 1,000 to 4,000 words,
arranged by topic heading from A to Z. Each
includes both cross-references and sources for fur-
ther information and is signed by its author (who
are listed with their affiliations on pp. xxi—xxv). The
Reader’s Guide on pages xiii—xviii is one good entry
point to the information gathered here.

The focus of the entries is on the gathering, edit-
ing, reporting, and distribution of news. As will be
evident, our emphasis is on American media and
practice, with some reference to other nations. The
encyclopedia has been designed to present a com-
prehensive analysis of all aspects of journalism—
including the trends, issues, concepts, individuals,
institutions, media outlets, and events that go into
making journalism a pivotal part of contemporary
media—and our political, cultural, and social life.

Coverage ranges from entries on specific coun-
tries or regions surveying the development and
current state of journalism in each, to others
focused on the major types of news media publica-
tions and programs (with many examples), and
specific media markets. There are numerous entries
about journalism’s changing technologies, legal
and ethical issues, education and training for jour-
nalism, the processes and routines of journalism,
ownership and industry economics, and the audi-
ences for news. While the encyclopedia does not
emphasize history, sufficient background is pre-
sented to provide context for each entry.

Perhaps surprisingly, you will find no entries on
individuals. Given the breadth of journalism, we
decided early on to deal with categories of relevant
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people, providing many brief biographies as exam-
ples of each. These broad categories include pub-
lishers, editors, many different types of reporters,
television anchors, interviewers, photojournalists,
columnists, commentators, and sportscasters,
among others. A few people will show up more
than once given the variety in their careers. Nor
will you find individual entries on most publica-
tions (there are a few exceptions) as we deal with
important newspapers within the individual mar-
ket entries (e.g., The Milwaukee Journal-Sentinel
under Milwaukee). Finally, there are no how-to-
do-it entries as there are textbooks aplenty for that
aspect of journalism.

At the end of each of the four A-to-Z volumes,
you will find a comprehensive index, comprising
the content of all six volumes.

The fifth volume provides a carefully selected and
annotated collection of documents of importance to
journalism past and present. Edited by Glenn Lewis
of York College and the CUNY Graduate School of
Journalism, these materials are designed for inde-
pendent use on their own, as well as supporting
materials found in the first four volumes.

The sixth and final volume includes a listing of
journalism awards and prizes, a section devoted to
journalism freedom in the last 30 years, and an
extensive subject-divided and annotated bibliogra-
phy on all aspects of journalism.
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The job of every journalist is essentially to become
an “instant expert” on the subject he or she plans
to report on or write about. This is a far cry from
becoming a “true expert” on a subject—someone
with all the answers, a mantle of authority, and a
thorough mastery of an area. The instant expert
aims to pick up just enough to comprehend the
roots of a story, perhaps the jargon of an industry,
and the core issues in play. Then they use this
knowledge to form cogent questions.

In the scheme of the Encyclopedia of Journalism,
Volume 5—Key Documents—plays the role of
instant expert, while Volumes I through IV assume
the burden of the true expert. The first four vol-
umes contain the collected wisdom of scholars in
myriad articles on every aspect of journalism. This
volume more pointedly attempts to identify, and
shed light on, specific selected documents that best
raise fundamental questions about journalism and
media. In essence, these documents take research-
ers back to the source to see where a dialogue on
the practical aspects of the field must begin.

The real challenge for Volume 5 is to mount a
substantial, revealing examination of the building
blocks of journalism without overwhelming the
reader. The first step, as in journalism itself, is to
consider the needs and interests of the audience—
journalism students, teachers, veteran reporters
and editors, and researchers. These Volume 5 users
are most concerned about the relevant founda-
tions, current practices and prospective future of
journalism revealed in four sections here:
Journalism, Media, and the Law; Codes of Ethics/
Newsroom Policies and Standards; Journalism
Education: Preparation for Change; and Data on
the Status and Practice of Journalism.

The representative sampling of documents for
each section—especially Journalism, Media, and
the Law—were painstakingly chosen. There are

many traditional areas of journalism or media law
with long histories and reams of law that has
developed over the years through federal and state
legislation and court decisions. This reservoir of
media law rapidly continues to deepen as the jour-
nalism landscape evolves.

The advent of the Internet and growth in digital
media present prime examples of innovation push-
ing the expansion of media law. There is a slew of
regulatory legislation and intellectual property law
already connected to online or electronic journal-
ism, with more on the horizon. These newer seg-
ments of media law have a profound impact on the
practice of journalism going forward. The same
can be said for First Amendment law connected
to clear and present danger, prior restraint and
libel—and matters of privacy, freedom of informa-
tion, and a reporter’s privilege to withhold infor-
mation. In each of these areas, legal experts
weighed in on the landmark cases to include.

Volume 5 begins with the premise that journal-
ists must first understand both the source of their
legal limits and the rights they depend on. It then
moves on to the self-imposed rules of journalism
organizations and individual news outlets designed
to protect the integrity of a profession often under
attack. Section II looks to the most respected news
organizations for the codes of ethics, newsroom
policies, and standards of behavior that have
become the benchmarks for the industry. It also
serves to alert newer journalists to meaningful
changes affecting different mediums and beats,
including business, medical, education, and enter-
tainment reporting.

Change has become the operative word in the
world of journalism and every journalist’s career
seems to hinge on staying ahead of the curve. As a
result, the topic of journalism education—and
re-education—is paramount and merits a section of
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its own here. Missions and curriculum from a num-
ber of the top journalism schools in the country,
preceded by the accreditation standards they must
meet, give readers a sense of what is being taught.
White papers on the needs of the media in the future
also paint journalism education as an engine for
change.

The last section of Volume 5 presents a wealth
of data and respected surveys to measure the cur-
rent status of journalism in the eyes of the public
and telling patterns about the business itself.
Information on audience research shows the medi-
ums with growth potential and those losing trac-
tion. A look at the Internet’s impact on the media
illuminates the benefits it provides for reporting, as
well as the burden it imposes on the industry
to make online journalism profitable. There are
straightforward assessments of journalism employ-
ment and the progress of minorities and women in
the profession. Finally, coverage of major trends in
journalism suggest how journalists have changed
what they report, the way they report it and their
relationship with news consumers.

One of the chief challenges for Volume 5 was to
make these lengthy, often dense, documents manage-
able without lessening their value. The goal here is to

keep as much of the original documents and their
intent as possible without sacrificing accessibility. As
a result, this volume relies on a “key documents”
approach. This means that some original documents
appear in complete form, while other entries have
been excerpted, adapted or perhaps repackaged. In
several instances, this involves opting for executive
summaries or collected findings taken straight from
the original document. Dr. Consuella Askew, the
managing editor, was instrumental in the design of
sections, finding the most desirable documents, and
helping adapt many of them for use.

The introductions for the sections and docu-
ments have also been designed with a specific,
direct approach in mind. They begin by determin-
ing what is being addressed and how it came
about. The volume editor then puts the subjects
into a broader journalistic context and gives
insight into how the journalist might apply the
information on the job. In the end, the hope is to
breathe life into the documents, and give journal-
ists and researchers a deeper appreciation for the
workings of journalism.

—Glenn Lewis
Volume Editor



ABC NEws

The weakest of the three legacy broadcasting
networks for several decades, the American
Broadcasting Company’s (ABC) news division has
since the 1970s become a serious contender in net-
work news competition. Building on a fairly weak
foundation, news division director Roone Arledge
helped develop ABC News into a ratings power-
house. Time and again, ABC has made effective
use of journalists who had built their initial repu-
tation at either CBS or NBC.

Radio Origins

ABC came into being as the Blue Network in
1943, the result of a U.S. Supreme Court decision
that broke up NBC’s longtime ownership of two
radio networks. Blue was sold by NBC to Edward
J. Noble, who had made his fortune with Life Saver
candies. In 1945, the Blue Network changed its
name to the American Broadcasting Company.
The radio network was the first to break the
national network ban on use of recordings on the
air. As the fledgling network lacked the funding to
enter television networking, in 1953 the company
was taken over by Paramount Theaters under the
direction of Leonard Goldenson. Beginning in the
late 1950s, ABC fed hourly newscasts to its affili-
ates five minutes before the hour.

Over the years, the network enjoyed the work
of a number of distinguished journalists. Raymond
Graham Swing (1887-1968) was one of them,

broadcasting Blue Network and then ABC News
until 1947, sharing time with Elmer Davis (1890-
1958). After a long career, including heading a gov-
ernment information agency during the war, Davis
spent his last decade providing news and comment on
ABC, offering liberal views and editorials against the
communist witch hunts of Senator Joseph McCarthy.
Paul Harvey (1918-2009) began his long radio net-
work career on ABC in 1951 and was still on the air
with his Paul Harvey News and Comment broad-
cast from Chicago more than a half century later.
A major boost for ABC radio came in early 1968,
when the radio network broke away from the tradi-
tional network model of a single feed to the same
affiliates. ABC radio was divided into four distinct
programming services, sharing a single network
telephone line to keep costs down. ABC had received
permission to do this from the Federal Commu-
nications Commission (FCC), which allowed the
move as long as only one of the four services was
on the air at a time. One of them, the American
Information Network, focused on providing news
and feature programming and ran its primary news-
cast at the top of the hour. The other three services,
including the first national network built around FM
stations, carried their shorter newscasts at different
times each hour. When satellite delivery became pos-
sible in the 1980s, further services were added.
Only two of these—including the American
Information Network—were still operating by the
middle years of the first decade of the twenty-first
century. Both received what was by then called
ABC News Radio service from news division
bureaus in New York, Washington, and Los
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Angeles, broadcast on the hour (the FCC’s limit on
simultaneous programming had been dropped in
the late 1970s). The American Information Network
provided slightly longer stories and more emphasis
on world news. In addition, sound bites and pre-
made reporter packages were fed to affiliates for
their own use by both satellite and a dedicated web-
site. All told, more than 4,000 radio stations carried
ABC newscasts to 100 million listeners a week.

Early TV News

ABC was a weak television ratings contender for
years in a world dominated by CBS and NBC. It
took time to obtain sufficient affiliate stations to
place a decent television network signal over much
of the country, something CBS and NBC enjoyed
years earlier. During the 1950s, veteran journalist
John Charles Daly headed the small network news
operation, also anchoring the brief evening televi-
sion newscast.

ABC gained some notice with its full-time cov-
erage of 36 days (187 hours) of the controversial
Army-McCarthy Senate hearings in the spring of
1954 (only the DuMont network also covered the
hearings—CBS and NBC stayed with their lucra-
tive daytime soap operas). News director Fritz
Littlejohn, who had joined ABC in 1945 when it
barely had a news operation, insisted on the “gavel
to gavel” live coverage and his argument won the
day given ABC’s weak daytime program lineup.

In 1960, ABC won the right to televise the last
two (of four) debates between presidential candi-
dates Richard Nixon and John F. Kennedy. After
Kennedy entered the White House, former President
Dwight Eisenhower’s press secretary, James
Hagerty, became the head of ABC News. In vari-
ous posts, he would stay for 15 years. Among his
early hires was CBS newsman Howard K. Smith
(1914-2002), who had fallen out with the leader-
ship of his network. In 1962, Smith joined ABC
and soon produced a documentary on “The
Political Obituary of Richard Nixon,” which cre-
ated considerable controversy (and turned out to
be premature when Nixon was elected President
six years later). Smith would briefly serve as one of
several anchors of the network’s evening newscast
before moving on to commentary.

Network chief Leonard Goldenson overruled
his news division rarely—but in 1962 he intervened

so as to allow independent film producer David
Wolper’s “The Making of the President 1960~
documentary (based on a best-selling book) to air.
Wolper (1928- ) went on to make other well-
received documentary programs for ABC, which
again was a leader in breaking down the longtime
shared network policy of not airing news or docu-
mentary programs made outside the network itself.
For years, Wolper gave the network first refusal on
his productions.

Former CBS and NBC news executive Elmer
Lower (1913- ) moved to ABC in 1963 to take
charge of day-to-day news operations, reporting
to Hagerty. When he began, ABC spent about
$5 million on news while its two competitors spent
six times that—each. In his 11 years in the post,
ABC news expanded from 250 to 750 employees,
including future news stars Peter Jennings and Sam
Donaldson, among others. Lower also changed
network coverage of the political conventions
from a full-time affair to a 90-minute evening
wrap-up summary.

In early 1986, Capital Cities purchased ABC for
$3.5 billion, renaming it Capital Cities/ABC. A
decade later the network was taken over by the
Disney Studios.

Evening News

John Daly anchored ABC’s 15-minute evening
newscast for its first seven years from 1953 to 1960,
though he was also hosting a game show on rival
CBS at the same time. For news film the network
relied on Fox Movietone, which served movie the-
aters with weekly newsreels, and Hearst Telenews.
The network had few reporters of its own; much of
the news script came directly off the news agency
tickers, and viewing audiences were tiny. After Daly
left, a variety of people came and went as anchors
of the nightly evening news program.

Peter Jennings (1938-2005), who would become
something of an iron man at ABC, spent two very
different periods in New York, separated by distin-
guished reporting from overseas, especially the
Middle East. Born in Canada as the son of a
Canadian Broadcasting Corporation official,
Jennings got his start as a radio journalist. He
anchored a Canadian network’s newscast for two
years before joining ABC as a reporter in 1964
(they did not know he was a high school dropout).
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He began anchoring ABC’s Peter Jennings with the
News starting in February 1965 (for all of $39,000
a year) when he was only 28 and had little report-
ing experience. He was up against the older and far
more experienced Walter Cronkite at CBS and the
duo of Chet Huntley and David Brinkley at NBC.
That he was appointed at all says a good deal about
the limited options ABC then offered television
journalism and its thin bench of reportorial talent.
But it also represented the network’s clear emphasis
on appealing to a youthful audience. To get more
experience abroad, he left the anchor chair in late
1967. The network had just extended the evening
news program to a half hour, matching the change
made four years earlier by CBS and NBC.

What became the ABC Evening News then
worked through a steady change of anchors, some
working solo, others as part of a pair or, briefly,
a trio of anchors. Washington reporter Frank
Reynolds (1923-83) became senior anchor from
the nation’s capital. Max Robinson, the first black
network anchor (1939-88), co-anchored from
Chicago. But few seemed to click with viewers.
The 1976 hire of Barbara Walters (1929- ) from
her post at the NBC Today show was front-page
news both because she was a woman in what was
then very much a man’s world (she was the first
female news co-anchor for any network), and for
her reputed $1 million salary. For two years, she
teamed with veteran newsman Harry Reasoner
(1923-91) to anchor the evening news before shift-
ing to other programs.

The watershed change for ABC News that
shifted it from also-ran to a serious journalistic
operation came in 1977. Roone Arledge (1931-
2002), ABC’s longtime director of sports coverage,
was also given the news division in 1977, the first
person to head both such units at a network.
Arledge sought to hire established network stars
from CBS and NBC and brightened the news
programs with more—and more effective—use of
graphics (drawing on his sports background). He
was both brilliant and difficult, from all accounts,
as he struggled with a limited but growing budget
to build a viable news team from those on board,
and others he would soon hire. Arledge would run
ABC News for two decades, giving way only in
mid-1998 to David Westin.

Peter Jennings returned as one of a trio of eve-
ning news anchors in 1978, reporting from London.

He was named sole anchor (from New York) of
World News Tonight in September 1983. For eight
years in the 1990s, his program came in ahead of
its CBS and NBC competition in audience ratings.
Jennings became a U.S. citizen in 2003, and contin-
ued anchoring until he fell ill with cancer, leaving
the program in April 2005. After briefly experi-
menting with several young anchors, Charles
Gibson (1943-), longtime co-host of the network’s
Good Morning America program, took the chair
for World News Tonight in mid-2006, three decades
after he had first joined the network as a reporter.

Other News Programs

ABC News gained considerable attention through
1980 by covering the Iran hostage crisis with a
nightly broadcast America Held Hostage, talking
about the dozens of hostages taken by angry
“student” protesters from the American embassy
in Teheran, Iran. As the program’s anchor, Ted
Koppel (1940- ) soon demonstrated his ability to
conduct insightful interviews. After the hostages
were released at the beginning of the Reagan
administration in 1981, the network decided to
continue the late night program as Nightline, and
Koppel remained its host for another 25 years.
Often providing news-making interviews, Nightline
ranged over a wide variety of topics.

Known for a willingness to experiment, the news
division under Arledge created many of the net-
work’s most enduring—if not most distinguished—
programs. Among them are two long-running
news magazines. The first was 20/20, which began
in 1978 and was initially hosted by network vet-
eran Hugh Downs (1921- ) and Barbara Walters,
airing two nights a week. PrimeTime began in
1989, anchored by longtime ABC stalwart Sam
Donaldson (1934- ) and Diane Sawyer (1945- ),
who had been hired away from CBS. The program
originally featured interviews and other live seg-
ments, but within a few years melded into a regu-
lar magazine format. Both programs strayed from
the hard news tradition of the network news divi-
sion, focusing more—as did other network maga-
zine programs—on stories of personality, crime,
and other tabloid topics.

Longtime journalist David Brinkley (1920-2003),
feeling underutilized at NBC, moved to ABC in 1981
and took up a variety of news and commentary
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roles. He began hosting This Week with David
Brinkley, a Sunday newsmaker interview program
from Washington. It became simply This Week when
Brinkley retired in 1996. By the early 2000s, the
program was hosted by former Clinton administra-
tion staffer George Stephanopoulos (1961- ).

Changing Technology

Seemingly always strapped for sufficient funding,
ABC News was rarely a pioneer user of expensive
new technologies. It adopted the use of videotape
and color transmission after its competitors.

By the middle years of the first decade of the
twenty-first century, ABC NewsOne was the net-
work’s affiliate news service. It provided regional,
national, and international news to ABC affiliates
and foreign networks. ABC News Now was ABC’s
24/7 news channel available online and from other
sources such as mobile phones. A news brief con-
taining information relevant to college students
was shown every hour on MtvU. ABC News seg-
ments were packaged or customized for broadcast
over Wal-Mart’s in-store television network. Its
“i-Caught” website encouraged viewers to upload
video of newsworthy items, celebrity sightings, or
amusing ephemera. In 2006, ABC News Radio
initiated an Internet-delivered FM news service
aimed especially at younger audiences. And ABC
News offered both RSS feeds and podcasts.

Christopher H. Sterling

See also Anchors, Television; Cable News; CBS News;
Commentators, Radio; Commentators, Television;
Documentaries, Television; Evening News, Television;
Foreign Correspondents, Electronic; Fox News;
Morning News; Mutual Broadcasting System; NBC
News; Newscasters, Radio; Recording; Reporters,
Radio; Reporters, Television; Television News
Magazines
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ACADEMIC ACCREDITATION

The Accrediting Council on Education in
Journalism and Mass Communications (ACEJMC)
accredits about a quarter of all the journalism
programs in the United States and one university
outside the country. The council is recognized by
the Council for Higher Education Accreditation
(CHEA) to accredit programs for professional
education in journalism and mass communica-
tions in four-year colleges and universities. It is the
only accrediting agency in the United States for
journalism and mass communications education.

The council’s purpose is to foster and encourage
excellence and high standards in professional edu-
cation in journalism and mass communications.
The council establishes educational requirements
and standards and provides a process of voluntary
program reviews by professionals and academi-
cians, awarding accredited status to units that
meet its standards. In this role, the council assures
students, parents, journalism and mass communi-
cations professionals, and the public that accred-
ited programs meet rigorous standards for
professional education.

Accreditation is intended to serve students, par-
ents, faculty, employers, universities, and the pub-
lic by seeking continued improvement in the
quality of instruction in journalism and mass
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communications through an on-site evaluation
every six years.

Development

The structure for evaluating and accrediting jour-
nalism and mass communications programs was
established in 1945, when the American Council
on Education in Journalism was formed. Its name
was changed to the Accrediting Council on
Education in Journalism and Mass Communications
in 1980. The council originally was an association
of journalism educators and newspaper organiza-
tions. Its membership was later broadened to
include national and international associations
representing newspapers, broadcasting, advertising,
public relations, professional societies, and educa-
tion in journalism and mass communications.

Accrediting standards are continually reviewed.
In 1984, the council had a significant change in its
standards. Before that year, schools were evaluated
on nine standards. The new 12 standards adopted
in 1984 included a commitment to diversity and
inclusiveness. Schools were required to have a
written diversity plan by 1990. Programs also were
asked to develop curricula and instruction that
educate faculty and prepare students with the mul-
ticultural knowledge, values, and skills essential
for professional practice. Accreditation site teams
apply this standard in compliance with applicable
federal and state laws and regulations.

In 2003, the council underwent another review
of its standards. Several pairs of standards topics
were collapsed. For example, “Standard 2: Budget”
and “Standard 8: Equipment/Facilities” were com-
bined into one resources standard. One new stan-
dard, Assessment of Learning Outcomes, was
added, resulting in a set of nine standards. This
change became effective for accreditation visits
during the 2005 to 2006 academic year.

The Assessment of Learning Outcomes requires
schools to develop a plan to assess whether students
are acquiring the core knowledge, values, and com-
petencies that journalism and mass communica-
tions programs seek to teach. Schools must collect
the data and use the findings to improve the school’s
curriculum and instruction. Grade analysis, student
performance in contests, internships, capstone
courses, portfolio reviews, and alumni surveys are
some examples of areas where outcomes can be

measured. Schools were required to have written
plans for the assessment of educational outcomes
by September 2003.

Despite its emphasis on professional education,
the council always has embraced the value of a
liberal arts and sciences curriculum as the essential
foundation for professional education in journal-
ism and mass communications. As part of the
2003 standards review, the council adopted 11
professional values and competencies. They say,
“Individual professions in journalism and mass
communications may require certain specialized
values and competencies. Irrespective of their par-
ticular specialization, all graduates should be
aware of certain core values and competencies.”

The 11 core professional values and competen-
cies are as follows:

1. Understand and apply the principles and laws
of freedom of speech and press, including the
right to dissent, to monitor and criticize
power, and to assemble and petition for
redress of grievances;

2. Demonstrate an understanding of the history
and role of professionals and institutions in
shaping communications;

3. Demonstrate an understanding of diversity of
groups in a global society in relationship to
communications;

4. Understand concepts and apply theories in the
use and presentation of images and
information;

5. Demonstrate an understanding of professional
ethical principles and work ethically in pursuit
of truth, accuracy, fairness, and diversity;

6. Think critically, creatively, and independently;

7. Conduct research and evaluate information by
methods appropriate to the communications
professions in which they work;

8. Write correctly and clearly in forms and style
appropriate for the communications professions,
audiences, and purposes they serve;

9. Critically evaluate their own work and that
of others for accuracy and fairness, clarity,
appropriate style, and grammatical
correctness;
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10. Apply basic numerical and statistical
concepts;

11. Apply tools and technologies appropriate
for the communications professions in which
they work.

Before the nine standards were adopted in
2003, the diversity standard was most often judged
out of compliance by teams visiting schools to
determine accreditation (or renewal of same).
Insufficient diversity in faculty and student bodies
and insufficient coverage of diversity issues in cur-
ricula were problematic. In 2003, the council pub-
lished “Diversity: Best Practices,” a handbook
designed to help schools meet the diversity stan-
dard. The manual described successful diversity
initiatives already in place in schools. In the
2007-08 visit cycle, only one school out of 17 was
judged out of compliance on the diversity stan-
dard. However, no school lost its accreditation
because it failed the diversity standard.

The assessment standard has been the one most
often judged in noncompliance since 2003. In
2007-08, eight schools out of 17 or nearly half
were judged out of compliance with the assessment
standard. Problems most often occur when schools
do not meet the schedule for collecting assessment
data or implementing changes to the curriculum
based on those findings.

On the graduate level, the council evaluates
only professional, not academic, master’s pro-
grams. The council does not evaluate PhD pro-
grams or other graduate and undergraduate
programs that are designed as preparation for aca-
demic careers or that provide nonprofessional
education. A professional master’s degree program
in journalism and mass communications is one
that prepares students to

e meet the council’s basic competencies, with the
added competency of contributing to knowledge
appropriate to the profession.

o think intelligently, strategically, and critically
about the fundamental and complex social and
cultural issues of the profession.

e master the skills and responsibilities of the
profession with grounding in professional
experience.

e perform the profession’s roles ethically.

Up to 2006, graduate and undergraduate pro-
grams were both evaluated at the same time by a
visiting team. Now, accrediting teams make a sepa-
rate recommendation for the accreditation status
of the graduate program. It is possible that a team
could recommend a different status for a school’s
undergraduate program and its professional mas-
ter’s degree program. Accrediting teams also write
a separate summary for each of the nine standards
for graduate programs.

The Accrediting Council

ACEJMC has 35 members representing profes-
sionals and educators. Three of its members have
no affiliation with journalism and mass communi-
cations and represent the public. The council’s
president and vice president are a professional and
educator respectively.

The council elects an Accrediting Committee
composed of 15 journalism and mass communica-
tions educators and industry representatives. The
majority of the committee members, as well as the
chair and vice chair, are educators. The committee
meets each spring to make its recommendations
based on the reports prepared by visiting teams.

The council can make one of three decisions:
accreditation, provisional, or denial. A school
may receive provisional accreditation or reaccredi-
tation when the council has found weaknesses
that can be corrected in a relatively short time.
Provisional accreditation or reaccreditation is for
two years. When the council recommends provi-
sional reaccreditation, the program loses no rights
or privileges of accreditation. However, if a school
receives a provisional decision on an initial visit, it
lacks accredited status until the provisional restric-
tion is removed.

The council makes the final decisions on the
accreditation status for the schools under review.
Accrediting teams may recommend accreditation,
the committee may recommend provisional accred-
itation, and the council can vote to accredit the
program. The council considers the teams and com-
mittee recommendations very seriously but does
have the final vote in all accreditation decisions.

Unlike other accrediting agencies, the council
and its committee conduct all business in open
meetings. School representatives may attend the
meetings to observe and to respond to questions
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from committee and council members. The council
had its first open meeting in 1988. The council also
releases accreditation team reports to the public
upon request.

Interest in journalism and mass communica-
tions accreditation remains strong. A major indica-
tor is its growth. In 1986, the council had accredited
86 departments and schools; two decades later,
there were 112. Currently, an additional 19 schools
are working toward initial accreditation. When
schools lose accreditation, whether by lack of com-
pliance or lack of resources, parents and students
voice the greatest concerns. The programs con-
tinue and many offer excellent educational oppor-
tunities, as do many schools that opt not to apply
for accreditation.

The process of self-examination and peer review
provides valued returns from multiple perspec-
tives. Many administrators believe accreditation
aids in fundraising efforts. Accreditation is widely
viewed as the high mark of standard, thereby
enhancing reputation—a factor when parents and
prospective students are choosing a program.
Several prestigious scholarships, internships, and
competitive prizes are only available to students of
accredited programs. Practitioners seeking entry-
level hires know accredited programs prepare stu-
dents with a solid professional education.

Susanne Shaw

See also Academic Associations; Criticism of Journalism;
Education, Journalism

Further Readings
ACEJMC Accredited Programs, 2008-2009. http://

www2.ku.edu/~acejmc/student/proglist.shtml.
ACEJMC (The Accrediting Council on Education in

Journalism and Mass Communications) Online

Information Center. http://www2.ku.edu/~acejmec.

ACADEMIC ASSOCIATIONS

With some organizations dating back to the World
War I period, a variety of academic associations
have helped to shape academic journalism and
mass communication programs in the United

States for nearly a century. Their interests often
overlap but they center on sharing and improving
methods of teaching and research into all aspects
of journalism. They also reflect trends in the
development of American academic teaching and
research in mass communication.

Developing Media Education

College and university-level study of mass commu-
nication in the United States grew out of courses
and programs in many fields, chiefly English and
speech, sociology and political science, and later
psychology. Other subjects, including management
and law, were also contributors. While mass com-
munication education and research in some uni-
versities dates to the 1930s, major growth took
place only after World War II. By the 1950s, as
media programs spread to more schools, a degree
of specialization was already evident—a trend
which would intensify in later decades.

Over time, the study of “communication”
divided into several large subtopics, proponents of
which rarely bridged into other areas. These
included, among others, speech, journalism, radio-
television (or electronic media), mass communica-
tion, film studies (starting in the 1970s), and
international and comparative studies. This splin-
tering led in the 1960s and 1970s to more free-
standing media programs, rather than those
subsidiary to a legacy field (such as speech, English,
or theater). Most journalism programs, for exam-
ple, began with a focus on the news/editorial func-
tion of the newspaper press, and slowly expanded
to incorporate photojournalism, magazines, radio
and later television journalism, public relations
and advertising, political communications (and
news in other fields), sometimes documentary film
and video, and, most recently (in the late 1990s),
the online world.

A more fundamental divide (which is still evi-
dent) is that between practical and sometimes
professional training and more theoretical liberal
arts—based media education. Sometimes working
well together, but in other cases at sword point in
opposition, the two traditions grow from very dif-
ferent backgrounds. The professional approach
appeared first, developing out of media business
needs for trained personnel, and student interest in
media careers as well as in actually using media.
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Courses in newspaper reporting and editing, and
in radio, television, and film production, for exam-
ple, were important as far back as the 1930s in
some places and remain very popular. So were
courses in broadcast performance, which grew out
of the speech tradition. The more broadly theo-
retical liberal arts approach, on the other hand,
developed largely after World War I, growing out
of developing media research in traditional aca-
demic fields, including sociology and psychology
(media “effects”) and political science (media pol-
icy and regulation), as well as in communication
programs. All of these variations are evident in
academic media associations.

Academic Media Associations

Academic associations typically form for several
reasons. Faculty active in a field of study seek out
like-minded colleagues to compare notes on teach-
ing and research topics and funding. This leads to
conferences, some focused on specific topics, others
dealing more generally with a broad subject area.
Conference panels, discussions, and papers are also
a means of gaining recognition beyond a professor’s
own campus. Another key factor in association
formation is to create one or more viable research
journals, usually issued quarterly, that help to
reflect and project the ways the field is developing.
Associations are often at the forefront of introduc-
ing new material into programs—such as media
ethics in the 1980s. Finally, academic associations
help to create national standards, albeit many of
them informal, of both teaching and research. The
growth of individual academic programs is some-
times encouraged by associations—and they may,
in turn, contribute to the expansion of associations
on both a regional and national level.

Academic media associations exhibit the
strengths and weaknesses of their academic fields,
as well as the various specializations, and some-
times controversies, that develop within those
fields. They also demonstrate different roles—some
actively lead the process of academic change while
others reflect trends in media education. The brief
descriptions that follow, arranged by organization
name, provide brief comment on the background
and scope of the primary academic organizations
concerned with some aspect of journalism, and
active in the early twenty-first century.

Accrediting Council on Education in Journalism
and Mass Communications

The ACEJMC (http://www2.ku.edu/~acejmc)
is the agency formally recognized by the Council
for Higher Education Accreditation for accrediting
programs for professional education in journalism
and mass communications in colleges and universi-
ties. What began as the Joint Committee of Schools
of Journalism in 1929 became the American Council
on Education in Journalism in 1945, changing to its
current name in 1980. Its membership now includes
national and international associations representing
newspapers, broadcasting, advertising, photo jour-
nalism, public relations, professional societies, and
education in journalism and mass communications.
It includes three public members who are not affili-
ated with either the journalism business or educa-
tional groups concerned with journalism. The
ACEJMC develops standards by which programs
can be comparatively assessed, and sends small
teams to periodically evaluate those programs
which invite such consideration. By the early 2000s,
about a quarter of the 400 or so academic programs
in journalism were accredited. (It should be noted
that many programs of quality do not emphasize
professional training, often stressing the liberal arts
instead, and thus do not qualify for accreditation.)

American Journalism Historians Association

A good example of a niche academic group, the
AJHA (http://ajhaonline.org) was founded in 1981,
and exists to promote the teaching of (and research
into) all aspects of print and electronic journalism
history, including people, organizations, content,
regulation, and impact. It publishes the research
quarterly American Journalism, which publishes
peer-reviewed articles in all these topics.

Association for Education in
Journalism and Mass Communication

The primary academic association for those
teaching journalism and mass communication,
what is now the AEJMC (http://www.aejmc.org),
was founded in 1912 as the American Association
of Teachers of Journalism, when the academic field
itself was only just getting started. While its title
has changed several times, what is now the
Journalism and Mass Communication Quarterly
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began publication in 1924. The association began
issuing another quarterly, this one devoted to
journalism education, in 1944 and a series of
Monographs starting in 1966. In 1983, the asso-
ciation began to publish an annual directory of
members and journalism programs. AEJMC fea-
tures many divisions and interest groups that attest
to its broad interests in all aspects of print and
electronic journalism. They all develop panel ses-
sions for the annual conventions and several pub-
lish their own journals. By the early 2000s, AEJMC
had nearly 3,500 members.

Association of Schools of Journalism
and Mass Communication

A spin-off of the AEJMC, this organization
(http://asjmc.org) is made up primarily of the
deans and directors of nearly 200 academic schools,
departments, or programs of journalism in the United
States. It was originally formed as the American
Association of Schools and Departments of
Journalism in 1917 and took its present name in
1984. As might be expected, its focus concerns the
effective administration of academic journalism
units (departments, programs, schools) and their
improvement.

Black College Communication Association

The BCCA (http://www.bccanews.org/vnews/
display.v) was reformed in 2001, having been
originally established in the 1990s through a grant
from the Freedom Forum. Its purview includes all
forms of communications—from speech through
mass media. The mission of BCCA is to identify
resources necessary for strengthening communica-
tions programs at historically black colleges and
universities (HBCUs); provide technical assistance
to HBCUs seeking accreditation; and establish
state-of-the-art hardware systems that can be shared
by member institutions. BCCA provides technical
assistance to 40 communications programs within
the 105 HBCUs in the United States.

Broadcast Education Association

The Association for Professional Broadcasting
Education (APBE, http://www.beaweb.org) was
formed in 1955 to help developing radio-television

programs to better coordinate their efforts—and
to create a scholarly journal, which began as the
Journal of Broadcasting in 1956. APBE became
BEA in 1973 in an attempt to better represent
those academic programs not focused on profes-
sional training. Its annual convention, held each
spring in conjunction with the conference and
massive technical exhibition of the National
Association of Broadcasters, has grown from
around 200 attendees in the early 1980s to over
1,200 two decades later. BEA began to publish
what is now the twice-yearly Journal of Radio and
Audio Media in 1998. One of its many divisions
focuses specifically on journalism.

Council of Communication Associations

Recognizing the need to coordinate the plethora
of related associations, the Council of Communi-
cation Associations (CCA, http://www.councilcomm
.org) began to form in 1995 as an umbrella organi-
zation for seven different national or international
communication associations (all are noted here
with their own entries). CCA was created to
enhance the mission and facilitate the activities of
those associations, and to promote advancement of
communication as an academic discipline. It is
helping to develop a comprehensive directory of
relevant research journals and doctoral programs,
and has spearheaded the inclusion of the field of
communication (for the first time) in the 2007
national decennial survey of doctoral studies con-
ducted by the National Research Council.

International Association for
Mass Communication Research

Formed in late 1957, and closely related to the
United Nations Educational, Scientific and Cultural
Organization (UNESCO), the TAMCR’s (http://
www.lamcr.org) main aim is to facilitate exchanges
of methods and findings between research insti-
tutes and to promote personal contacts among
individual members—and to seek recognition for
mass communication as a subject for independent
scientific investigation. It holds a biennial conven-
tion in different world cities.

Its more than 2,500 members from some 70 dif-
ferent countries are drawn largely from the critical
studies school of research in mass communication.
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International Communication Association

Formed as the National Society for the Study
of Communication in 1950, having grown from a
dissident group within the Speech Association of
America (see NCA, below) and beginning publica-
tion of the Journal of Communication a year later,
this became ICA (http://www.icahdq.org) in a
1968 reorganization. From its inception, ICA has
focused on research. Fifteen years after its forma-
tion, it had about 500 members, most focusing on
organizational or mass communications. Another
reorganization in 1974 led to the journal being
edited by George Gerbner for many years, and a
substantial focus on mass communication while
two other journals with theoretical and quantita-
tive methodology interests were begun at the same
time. ICA now has several thousand members, and
assisted in the publication of a 12-volume encyclo-
pedia of the entire field in 2008.

Journalism Education Association

Of the groups listed in this entry, only JEA
(http://www.jea.org) focuses on journalism educa-
tion at the high school level. Founded in 1924, its
more than 2,000 members in the early 2000s
included high school journalism teachers and
publications (newspaper and yearbook) advisers,
media professionals, press associations, adviser
organizations, libraries, yearbook publishing com-
panies, newspapers, radio stations, and high school
journalism programs. They represent the growing
number of high school journalism programs, many
of which include the publication of school newspa-
pers. Its conferences focus on improving both.

National Communication Association

The National Association of Academic Teachers
of Public Speaking, formed in 1914, was the first
American communications-related academic asso-
ciation. Paralleling changes in academic research
and teaching, it would go through five changes of
name over the years, finally becoming the National
Communication Association (http://www.natcom
.org/nca/Template2.asp?sid=9) in the 1990s. While
it has very broad interests (its divisions include
those focused on rhetoric and public address,
debate, and theater, for example) it has for many
decades included one division focused on mass

communication. Its major research journal, now
The Quarterly Journal of Speech, has appeared
under various titles since 1916. In 1984, it added to
its several journals one that was focused on mass
media, Critical Studies in Mass Communication.
NCA has some 7,000 members, most of whom
teach in and conduct research about speech and
rhetoric.

Society for Cinema and Media Studies

Founded in 1959, SCMS (http://www.cmstudies
.org/index.php?option=com_frontpage&Itemid=1)
is a scholarly organization of college and university
educators, filmmakers, historians, critics, scholars,
and others devoted to the study of the moving
image.

They are involved in various fields of study,
including film or cinema studies, television studies,
media studies, visual arts, broader cultural studies,
film and media history, new media, and studies of
the moving image. While its primary interest lies in
the entertainment film, some of its work includes
or even focuses on nonfiction, documentary, and
journalistic cinema and television. SCMS publishes
the quarterly Cinema Journal.

University Film and Video Association

Since 1947, the University Film Producers
Association, now the UFVA (http://www.ufva.org),
has developed into an organization of almost 800
professionals and institutions involved in the pro-
duction and study of film, video, and other media
arts. The UFVA is an international organization
where media production and writing meets the his-
tory, theory, and criticism of the media. UFVA
members include image-makers, artists, teachers,
students, archivists, distributors, college depart-
ments, libraries, and manufacturers.

Christopher H. Sterling

See also Academic Accreditation; Foundations, Research
Centers, and Institutes; Scholarly Journals
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ACADEMIC JOURNALS

See Scholarly Journals

AcCCEss TO MEDIA

This entry concerns an individual’s right to speak
through privately owned media and the availabil-
ity to the public of diverse views. It reviews the
development of the concept of “access” to media
and how that concept applies to print and elec-
tronic media. The increasing opportunities for
journalists and others to contribute to what some
call the “marketplace of ideas” raise a host of
complex legal issues as well as concerns important
to democratic deliberation.

The phrases “right to know” or “right to access
media” do not appear in the U.S. Constitution, but
they are not empty slogans. The Supreme Court,

Congress, and federal regulators have all recog-
nized the concept of listener or viewer rights and
the importance of access to diverse sources of infor-
mation in the large body of court decisions regard-
ing the First Amendment, as well as in legislation
and regulation requiring speaker access to certain
media. While this entry focuses on access to media
in the United States, this concept is also expressed
in Article 19 of the United Nations Universal
Declaration of Human Rights (1948), which states:
“Everyone has the right to freedom of opinion and
expression: this right includes freedom to hold
opinions without interference and to seek, receive
and impart information and ideas through any
media and regardless of frontiers.” Whether UN
declarations, U.S. free speech jurisprudence, or
media policies will or should change in an era of
digital communication is the subject of consider-
able debate. And whether access to media is even
salient as Internet communication becomes more
available is also the subject of considerable debate.
In general, while the founders advanced the
access of citizens to media by subsidizing the dis-
tribution of newspapers through the postal service,
their concern was to make print publications avail-
able to the general public. Debate over the obliga-
tions of media owners to allow public access to
their communications services did not begin until
the federal government began to license broadcast-
ers, and provide protections and impose limits
regarding who controlled stations in a community.
A very limited right of access would be applied to
broadcasting and media distributing broadcast
signals, such as cable and satellite. But arguments
that similar access rights should be extended to
print media would fail. The debate over access to
media was informed by notions about “free
speech” that developed in the early 1900s.

Early Free Speech Jurisprudence

Few Americans cited the First Amendment’s prohi-
bition of government abridgement of speech, or
even proposed a right to access media for the first
hundred years of U.S. legal history. The beginnings
of free speech jurisprudence in the United States
were not encouraging. For example, Thomas
Patterson, a U.S. senator and newspaper publisher
in Colorado, was charged with criminal contempt
for criticizing a court decision in his home state that
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reversed a Denver election. In Patterson v. Colorado
(1907), the Supreme Court upheld the state court’s
ruling against Patterson. Writing for the majority,
Oliver Wendell Holmes ruled that the First
Amendment does not limit punishment for speech
whether the speech is true or false. In another
Holmes opinion, Fox v. Washington (1915), the
Court upheld the conviction of a writer who had
endorsed a boycott of opponents of nude bathing.
And in 1919, Holmes wrote for a unanimous Court
in Schenck v. United States (1919), ruling that it
was illegal to distribute fliers opposing the draft
during World War I because, as Holmes put it,
Charles Schenck’s leaflet was akin to “falsely shout-
ing fire in a theatre and causing a panic” and was
thus “a clear and present danger” to the public.

That same year, Holmes issued his famous dis-
sent that many consider the birth of modern free
speech jurisprudence regarding access to media. In
Abrams v. U.S. (1919) the Court held that criti-
cism of U.S. involvement in World War I was not
protected by the First Amendment, because the
leaflet at issue advocated a strike in weapons pro-
duction and the violent overthrow of the govern-
ment. Holmes argued that the “surreptitious
publishing of a silly leaflet by an unknown man”
did not present a clear and present danger. Although
Holmes’s reasoning in Abrams, focusing on the
weak voice of the speaker, has been ignored by
subsequent courts, this part of his dissent survives:
“But when men have realized that time has upset
many fighting faiths, they may come to believe
even more than they believe the very foundations
of their own conduct that the ultimate good
desired is better reached by free trade in ideas—
that the best test of truth is the power of the
thought to get itself accepted in the competition of
the market, and that truth is the only ground upon
which their wishes safely can be carried out.”

Holmes’s views regarding a “free trade in ideas”
would not be fully embraced by the Supreme
Court for another 20 years. The U.S. Post Office
would regularly confiscate mail it deemed objec-
tionable from pacifists, birth control advocates,
and the NAACP. Free speech jurisprudence would
be advanced both by a very different Supreme
Court dominated by Franklin Roosevelt appoint-
ments and by the emergence of a new medium that
would challenge the newspaper industry’s domi-
nance of the marketplace of ideas.

Oliver Wendell Holmes circa 1907. Holmes’s early-twentieth-
century rulings and dissents from the Supreme Court would
affect free speech issues long after his tenure on the Court.

Source: Library of Congress.

Early Broadcasting Regulation

A right to media access, a right to access the market-
place of ideas through a medium controlled by
another private party, became salient in the United
States with the beginnings of broadcasting. Under-
standing the history of both the unique licensing and
commercial regime of broadcasting as they devel-
oped in the United States is important to understand
the foundation for a right to access media.

The regulation of radio began in response to
the sinking of the Titanic. The press provided the
public sensational stories of the celebrities and
millionaires who drowned or were saved by the
heroic Marconi operators as they relayed mes-
sages to shore. Congress responded with the
Radio Act of 1912, which required a federal
license to transmit radio signals. Though there
was earlier regulation of certain ocean-going
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ships requiring radio communication, the 1912
act established the basic pillars of U.S. broadcast
law: federal control over the airwaves, the link
between radio transmission and the public good,
and federal licensing to limit interference. Almost
a thousand existing transmitting stations were
licensed within the year. The law however did not
give the executive branch the right to refuse a
license. Despite this loophole, many amateurs
continued to operate without bothering to obtain
federal permission. While most users were send-
ing Morse code, a few were actually sending voice
signals.

In the years immediately after World War I,
Radio Corporation of America (RCA) stockhold-
ers General Electric and Westinghouse engaged in
radio transmission as a way to promote the sale of
the radio receivers they manufactured. While other
commercial operators were not in the business of
making or selling radio equipment, they saw radio
as a way to draw attention to their grocery store or
newspaper; they were not engaged in selling air
time for others to advertise products or services. In
1920 the operators of a Westinghouse-owned
transmitter in East Pittsburgh broadcast results of
an election to a few listeners. The new experiment
in programming was heralded in newspaper stories
across the country, and the Department of
Commerce adopted broadcasting as a new class of
service and began issuing licenses in 1921, slowly
at first but exceeding 500 by 1922.

In the early 1920s, most radio stations operated
unreliably and with limited range, transmitting
their signals only a few miles at best. The vast
majority of the licensees were not affiliated with
the RCA combination; they were schools, local
churches, labor unions, or ethnic organizations,
directing their programs toward communities not
much beyond the neighborhood of the transmitter.
Much of what was broadcast reflected the inter-
ests of the licensee, and most of the programming
was live and recorded music, but also on the air
were religious services, local and national political
discussions, and “nationality hours” with news
from other nations, such as Germany or Italy, and
often in languages other than English. Given its
limited power radio’s beginning suggested a
medium that would focus on the needs of com-
munities sometimes ignored by local newspapers.
Early radio was to some extent a technological

solution to the limited access to the public at large
provided by newspapers and the Associated Press
wire service.

In 1922, AT&T, a partner in the RCA combina-
tion, experimented with something it called “toll”
broadcasting at its New York station WEAF.
Individuals and corporations were invited to come
into the broadcast “toll” booth and send out, for
a fee, any message they wanted. This was the
beginning of commercial broadcasting as we think
of it today. The RCA allies soon began to adopt
the AT&T business model.

Almost as soon as he was appointed in 1921,
Secretary of Commerce Herbert Hoover was
bombarded with letters and petitions from the
emerging commercial broadcasting industry
regarding wireless interference. The commercial
broadcasters argued that chaos was on the way if
something was not done to resolve the problems
of interference.

Hoover expressed strong reservations regarding
his powers to regulate broadcasting. But at the
second of four conferences on radio he called in
1923, Hoover was compelled to regulate station
hours, transmission power, and frequency. The
attendees, mainly commercial operators, resolved
that regulation was necessary because their busi-
nesses would suffer if they could not broadcast
with greater power and less interference. The
emerging commercial broadcast industry argued
for limits on broadcast licensing to support their
ability to generate revenue. Hoover responded
with a reallocation of the spectrum that would
stand for years to come.

However, when Hoover sought to penalize a
Chicago station owned by Zenith for operating
on an unauthorized frequency, a federal court in
Illinois ruled in 1926 that the 1912 act did not
permit him to deny the license. Congress was
pressed to address this problem and so it passed
the Radio Act of 1927, reaffirming the intent of
the federal government to exercise exclusive con-
trol over radio transmission and to issue licenses
for the use of designated frequencies, reserving
spectrum ownership to the public. A newly formed
Federal Radio Commission (FRC) would have leg-
islative, executive, and judicial authority—and the
power to revoke licenses. In addition to a new
“independent” bureaucracy to manage the air-
waves, Congress introduced a new term—“the
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public interest.” Hoover had expressed this con-
cept in a speech before his 1925 radio conference:

The ether is a public medium, and its use must be
for a public benefit. The use of a radio channel is
justified only if there is public benefit. The domi-
nant element for consideration in the radio field
is, and always will be, the great body of the lis-
tening public, millions in number, country wide
in distribution.

In March 1927, as the FRC was being formed
there were 732 radio broadcast stations in the
United States, more than 600 of them independent
and unaffiliated with the RCA trust. A year later
the FRC described the public interest requirement
as follows:

[Despite the fact that| the conscience and judg-
ment of a station’s management are necessarily
personal...the station itself must be operated as
if owned by the public...It is as if people of a
community should own a station and turn it
over to the best man in sight with this injunc-
tion: “Manage this station in our interest.” The
standing of every station is determined by that
conception.

In August 1928, the FRC issued General
Order 40, which set aside 40 “clear channel”
frequencies where commercial broadcasters
would be able to operate nationwide at very high
power, 34 channels for regional broadcasts, and
30 low-power channels in each of the five zones.
Twenty-three of the first 25 “clear channel” stations
were affiliated with RCA/NBC, and the 6 percent
of stations untouched by the massive realloca-
tion were affiliated with either the National
Broadcasting Company, which operated two net-
works, or the Columbia Broadcasting System.
General Order 40 also created a process where
anyone could challenge an existing broadcaster
for a frequency assignment every three months.
Beyond the technical capacities of applicants, the
FRC established a two-step test as the basis for
determining the outcome of a challenge: Was the
broadcaster inclined to serve itself or listeners?
And were the intended station listeners represen-
tative of the entire listening public or a specific
audience? As the commission noted: “There is

not room in the broadcast band for every school
of thought, religious, political, social, and eco-
nomic, each to have its separate broadcasting
station, its mouthpiece in the ether.” Thus, the
doctrine of scarcity of broadcast licenses and ser-
vice to a wide public reflected the interests of
commercial broadcasters. General Order 40
would become the foundation for a set of FCC
policies known as the Fairness Doctrine. The
1927 Radio Act was updated and enlarged in the
1934 creation of the Federal Communications
Commission (FCC).

Much of Franklin Roosevelt’s success in his first
two elections has been attributed to his access to
the public through radio, overcoming the near
rabid opposition to his policies expressed by the
most widely read newspaper publishers. Despite
Roosevelt’s fondness for the radio industry, the
Great Depression spurred increased regulation
of large corporations, including the radio trusts.
Roosevelt’s appointed FCC chairman, James
Lawrence Fly, would complete a review of the net-
works (called “chains”) and their influence over
local stations.

The initial Report on Chain Broadcasting was
released in 1941 and put into effect in 1942. The
report found that NBC used its two networks to
suppress competition. And it found that the CBS
contract with affiliates, wherein it held an option
to take over any period in the affiliate’s schedule,
amounted to a surrender of control and a violation
of the station’s license to serve its community. To
correct these abuses the FCC ordered: “No license
shall be issued to a standard broadcast station
affiliated with a network organization which
maintains more than one network.” The FCC also
ruled that the local station had the unquestioned
right to reject any network offering.

The networks took the FCC to court. In 1943 the
Supreme Court handed down a victory for the nine-
year-old FCC using the very argument commercial
broadcasters used to convince Hoover to regulate
radio frequencies. After a review of the relatively
new history of federal regulation of the airwaves,
and the still recent experiences of interference,
Justice Felix Frankfurter, writing for the Court in
NBC v. U.S. (1943), ruled that the FCC had the
authority to establish regulations in line with what
they determined was in the public interest. As to
whether such regulations abridged the broadcasters’
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free speech rights, Frankfurter wrote: “The
Regulations, even if valid in all other respects, must
fall because they abridge, say the appellants, their
right of free speech. If that be so, it would follow
that every person whose application for a license to
operate a station is denied by the Commission is
thereby denied his constitutional right of free
speech. Freedom of utterance is abridged to many
who wish to use the limited facilities of radio.
Unlike other modes of expression, radio inherently
is not available to all.” The doctrine of broadcast
scarcity was thus firmly established as was the ratio-
nale for the unique set of media access requirements
imposed on broadcasters.

Redefining the Public’s First Amendment Rights

The radio trusts were not the only media conglom-
erates subject to federal scrutiny during the
Roosevelt years. In 1945 the federal government
determined that the Associated Press (AP) contract
with its affiliated newspapers was a violation of
the Sherman Act antitrust rules. AP argued that
the government was in violation of the free press
clause of the First Amendment. Writing for the
majority in Associated Press v. U.S. (1945), Justice
Hugo Black ruled against AP and clarified that
freedom of the press was not designed to serve the
private press. “The First Amendment,” he wrote,
“rests on the assumption that the widest possible
dissemination of information from diverse and
antagonistic sources is essential to the welfare of
the public, that a free press is a condition of a free
society.”

Neither Black’s nor Holmes’s ideas about free
speech have meant a right to access either public or
private forums without restriction. In general, gov-
ernment can limit the time, place, and manner of
speech if those restrictions are not because of the
impact or intent of the speech. In other words,
the restrictions must be content-neutral. Even if the
speech occurs in a public forum, such as a park or
a city street, the government may impose narrow
restrictions if it can show that the regulation is nec-
essary to address a significant government interest.
In Schneider v. State (1939) the court held that mere
administrative convenience (keeping the streets
clean of leaflets) was not sufficient to prohibit
speech. However, a ban on posting signs in public
places to prevent “visual blight” was deemed a

significant government interest in Los Angeles v.
Taxpayers for Vincent (1984), and that a city has a
substantial interest in protecting citizens from
unwelcome and excessive noise (Ward v. Rock
Against Racism, 1989). Both crowd and traffic con-
trol may justify limiting access to public forums.

There is a limited right of access to semi-public
forums, such as schools, libraries, and fairgrounds,
as long as the expression is compatible with the
normal activity of the place. And while there are
those who argue that government enforcement of
limits placed on access to shopping centers and
lecture halls inhibits the “free trade of ideas,” in
general there is no right of access to these private
forums. Nor is there a right of access to one of the
most important channels of communication, news-
papers. Broadcast media are an important excep-
tion to this rule.

As stated earlier, commercial broadcasters lob-
bied for the responsibility to use the frequencies to
which they were licensed to provide service to the
entire community as a way to distinguish them
from the independent (“noncommercial”) broad-
cast operations. The resulting regulation is often
characterized as the “public trustee” concept of
broadcast regulation.

The concept of broadcaster as public trustee
was most controversial in the implementation of
FCC policies that became known as the Fairness
Doctrine. Though applied in earlier cases, the
broad understanding of the Fairness Doctrine was
stated by the FCC in 1949 as a requirement that
broadcasters present controversial issues of public
importance, and that such issues must be presented
in a fair and balanced manner. In 1959 Congress
amended the 1934 Communications Act by add-
ing: “Nothing in the foregoing sentence shall be
construed as relieving broadcasters...from the
obligation imposed upon them in this chapter to
operate in the public interest and to afford reason-
able opportunity for the discussion of conflicting
views on issues of public importance.”

The Fairness Doctrine was a powerful symbol,
even the National Association of Broadcasters
adopted much of its language in a “Code of
Conduct” local broadcasters adopted and boasted
of it on the air until the mid-1980s. The Supreme
Court ruled that the Fairness Doctrine was consti-
tutional in 1969 in resolving a conflict between
two lower court rulings. One ruling involved a
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Pennsylvania radio station operated by the Red
Lion Broadcasting Company; the other ruling
resulted from a suit brought by the Radio Television
News Directors Association (RTNDA) claiming
that the Fairness Doctrine was a violation of the
First Amendment. In Red Lion Broadcasting v.
FCC (1969), Justice Byron White reiterated much
of Frankfurter’s language from the NBC decision,
but clarified that the First Amendment right of the
broadcasters was subject to a balancing test, “the
people as a whole retain their interest in free
speech by radio and their collective right to have
the medium function consistently with the ends
and purposes of the First Amendment. It is the
right of the viewers and listeners, not the right of
the broadcasters, which is paramount.”

As important as the Fairness Doctrine was in
establishing the First Amendment rights of listeners,
it left those listeners powerless to complain to the
FCC about how the broadcast licensees were serv-
ing them. This limitation was addressed when the
United Church of Christ—Office of Communication
and a Jackson, Mississippi, chapter of the NAACP
sued the FCC over the racist actions of WLBT.
Writing for the Court of Appeals (D.C. Circuit) in
UCC v. FCC (1966), Warren Burger shook the
broadcasting industry: “in order to safeguard the
public interest in broadcasting...we hold that
some ‘audience participation’ must be allowed in
license renewal proceedings.” Burger delayed his
ascension to the Supreme Court to admonish the
FCC and take away WLBT’s license in 1969 in part
because of the station’s violation of the Fairness
Doctrine.

A Right to Access Media?

The media environment has changed significantly
since the early 1790s when the marketplace of
ideas was dominated by small printing presses.
This change was noted by the Supreme Court as
early as the Associated Press case of 1945, and in
1947 a Commission on Freedom of the Press led
by the great educational scholar Robert Hutchins
stated that “[t]he right of free public expression
has...lost its earlier reality.” Press monopolies in
many markets combined with the introduction of
new forms of communication, such as radio, also
subject to local monopolies, were seen to constrict
the free speech rights of the public.

In an influential Harvard Law Review article,
Jerome Barron argued in 1967 that the time had
come to establish a right of access to the press. In
1973, Barron had the opportunity to make his case
before the Supreme Court as the lead attorney sup-
porting a state “right of reply” statute in Miami
Herald v. Tornillo (1974). The dispute centered on
a Florida statute that provided that any candidate
for nomination or election criticized by a newspa-
per had the “right of reply” free of charge, and
that the reply must appear in as conspicuous
a place and in the same type as the initial criti-
cism. Pat Tornillo, the executive director of the
Classroom Teachers Association and a candidate
for the Florida House of Representatives, invoked
the “right of reply” statute in response to Miami
Herald editorials critical of him. The state supreme
court upheld the statute, but the U.S. Supreme
Court reversed. For a unanimous court, Chief
Justice Warren Burger wrote that “the Florida stat-
ute fails to clear the barriers of the First Amendment
because of its intrusion into the function of editors.
A newspaper is more than a passive receptacle or
conduit for news, comment, and advertising.” The
limited right of access applied to broadcast licens-
ees would not apply to newspapers.

But to read Red Lion or UCC v. FCC as estab-
lishing a right to access broadcast media that might
be enforced through public participation would be
wrong. In Columbia Broadcasting v. Democratic
National Committee (1973), the Supreme Court
ruled that neither the Communications Act nor the
First Amendment requires broadcasters to accept
paid editorial advertisements. The Business
Executives’ Move for Vietnam Peace (BEMVP)
filed a complaint with the FCC, alleging that a
broadcast station’s refusal to sell it time to broad-
cast spot announcements expressing the group’s
views on the Vietnam conflict was a violation of
the Fairness Doctrine. Washington, D.C., station
WTOP established a policy of refusing to accept
paid announcements on controversial issues. In its
defense, the station argued that it presented full
and fair coverage of the Vietnam conflict. The FCC
rejected BEMVP’s Fairness Doctrine challenge and
ruled that a broadcaster was not prohibited from
having a policy of refusing to accept paid editorial
advertisements. The Supreme Court upheld the
FCC ruling and supported its authority to deter-
mine Fairness Doctrine violations on a case by case
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basis. Organizations such as MoveOn and the
United Church of Christ engaged in battles in the
early 2000s over the policies of many broadcast
and cable operations prohibiting the airing of
advertisements on public policy issues they deem
controversial.

In 1987, the FCC announced it would no longer
enforce the Fairness Doctrine on the grounds that
it actually limited or “chilled” free speech. The
FCC was supported in its decision by the U.S.
Court of Appeals for the D.C. Circuit decision in
the case Syracuse Peace Council v. FCC (1989). In
every congressional session since Syracuse Peace
Council a few legislators introduce bills to rein-
state the Fairness Doctrine, and there are still regu-
lations reflecting the underlying rationale for that
doctrine, such as the rules on candidate appear-
ances and political advertising, that remain in
effect. The Communications Act authorizes the
FCC to require “reasonable access to or to permit
purchase of reasonable amounts of time” by a
legally qualified candidate for federal elective
office, and equal opportunities must be afforded
all other candidates for that office. And Section
315 of the Communications Act still requires com-
mercial broadcasters “to operate in the public
interest and to afford reasonable opportunity for
the discussion of conflicting views of issues of pub-
lic importance.”

Access to Cable and Satellite Services

Even as First Amendment jurisprudence regarding
media access was becoming clearer for broadcast
and print media a new medium was taking shape.
While cable television was nearly as old as broad-
cast television it was largely limited to an antennae
service in those communities with reception prob-
lems. “CATV” (Community Antenna Television)
was the name initially given to the technology now
more commonly known as cable television. In the
mid-1960s cable television combined with two-
way closed-circuit television technology to fire the
hopes of free speech advocates and regulators.
Cable visionaries imagined a media environment
that offered perhaps three or maybe even ten times
as many television channels as the three or four
channels available in most communities. Moreover,
these visionaries anticipated “wired communities”
where every interest, every minority group could

be served, and where citizens and their elected offi-
cials could engage in live two-way dialogue over
important local issues.

In 1969, the FCC issued its First Cable Report
& Order (1969), stating that leasing channels on a
first-come, first-served, nondiscriminatory basis
was a way to promote First Amendment goals,
especially desirable “[i]n view of the importance of
an informed electorate and speech concerning pub-
lic affairs to self government, the right of the pub-
lic to receive suitable access to social, political,
aesthetic, moral and other ideas and experiences,
and the CATV systems’ monopoly position over
cable access to the subscribers’ premises.” The
FCC did not, however, craft specific rules regard-
ing leased access until 1972. The Supreme Court
sustained only the provisions requiring that cable
operators originate some of their programming
locally in United States v. Midwest Video Corp.
(1972). The FCC attempted another set of orders
in a 1976 Report & Order, again requiring Public,
Educational, and Government (PEG) channels to
be set aside. In 1979, the Supreme Court again
ruled that the FCC had overreached its authority
under the 1934 Communications Act (FCC v.
Midwest Video Corp., 1979). Although the Court
did not reach the cable operators’ First Amendment
claims, it noted in a footnote that the lower court’s
First Amendment discussion (finding the FCC
rules in violation of the First Amendment) was not
“frivolous.”

In 1984 Congress stepped in. Section 612 of the
Cable Communications Policy Act of 1984 pro-
vided for commercial leased access with the express
intent of providing cable “subscribers with the
diversity of information sources intended by the
First Amendment.” However, “[t]he diversity envi-
sioned by this scheme is to be brought about in a
manner which is not inconsistent with the growth
and development of cable systems.” In other
words, a right of leased access would be subject to
a demonstration that such access did not harm the
financial interests of the cable operator. And public
or PEG access would be allowed, subject to the
negotiation of the local franchising authority, but
not mandated.

As the Court acknowledged in Time Warner v.
FCC (1996), “The 1984 legislation did not accom-
plish much. Unaffiliated programming [program-
ming from sources entirely independent from the
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cable operators] on leased access channels rarely
appeared.” Amendments enacted in 1992 autho-
rized the FCC to establish a maximum price for
leased access, to regulate terms and conditions,
and to establish procedures for the expedited reso-
lution of disputes. Congress also repeated its intent
that leased access would “promote competition in
the delivery of diverse sources of video program-
ming.” And in upholding the FCC provisions
regarding leased access, the Court also referred
again to Justice Black’s language in Associated
Press (Lampert 1992).

The 1992 Cable Act also affirmed that the FCC
was authorized to require direct broadcast satellite
service (DBS) operators to abide by certain rem-
nants of the Fairness Doctrine: “reasonable access”
for federal candidates and “equal time” for all
political candidates. In addition, the court in Time
Warner upheld those provisions of the 1992 act
which authorizes the FCC to require DBS opera-
tors to “reserve a portion of its channel capacity,
equal to not less than 4 percent nor more than 7
percent, exclusively for noncommercial program-
ming of an educational or informational nature.”
The FCC’s regulation places the selection of pro-
grammers who appear on these channels in the
hands of the DBS operators. DBS operators, like
broadcasters, are able to choose the diversity their
viewers have access to.

Access to the Internet

Many think the greatest hope of media access
may be offered by the Internet. In Reno v. ACLU
(1997) the Supreme Court noted: “Access to most
Web pages is freely available, but some allow
access only to those who have purchased the right
from a commercial provider. The Web is thus
comparable, from the readers’ viewpoint, to both
a vast library including millions of readily avail-
able and indexed publications and a sprawling
mall offering goods and services....From the pub-
lishers’ point of view, it constitutes a vast platform
from which to address and hear from a worldwide
audience of millions of readers, viewers, research-
ers, and buyers. Any person or organization with
a computer connected to the Internet can ‘publish’
information.” In affirming a lower court ruling
that two provisions of the Communications

Decency Act of 1996 violated the First Amendment
prohibition against government abridgement of
speech, the Court granted the Internet the highest
protections against federal regulation. In part
because it is “unlike radio, [the Internet] receives
full First Amendment protection.” Many legal
scholars argue that this decision means that those
companies that control access to Internet services
are not subject to government regulation.

The apparent openness of Internet communica-
tion recalls the openness and chaos of the early
days of radio before federal regulation. As Internet
service providers, telecommunications companies,
and other media began to find ways to generate
revenue from Internet activity, the limits to access
became clearer. Commercial Internet service pro-
viders began to prefer customers who offer oppor-
tunities for financial gain. Chat rooms developed
non-negotiable rules for user conduct and began to
monitor and edit user activity. Many websites
began to introduce code that limited user access to
material on their once open site. As some video
and interactive services began to require greater
bandwidth and speed, telecommunications compa-
nies—many telephone and cable operators—began
to limit access by creating different tiers of service
with faster service and fewer controls for those
who would pay more. What began as a commons,
an open environment with rules and capabilities
applied equally, has to some extent become a series
of walled gardens (Lessig 1999).

As the Supreme Court noted in Reno, the
Internet offers expanded opportunities to commu-
nicate, but there are important limits. If one is
insulted on an Internet website, one will likely be
able to find or create a website to respond, but
there is no right to reply on the site where the
insult was launched. Internet service providers
have no obligation to allow every paying user the
ability to read or watch or listen to the Internet. A
telecommunications company is not required to
allow a potential publisher of an article or pro-
ducer of a movie access to distribute on the
Internet. Although the FCC has articulated a set of
guidelines that suggest network operators provide
nondiscriminatory access to all lawful content,
services, and equipment, these guidelines are not
binding. There is considerable debate over whether
legislation that would enforce “net neutrality”
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would stifle access because it may limit the revenue
Internet operators can generate, or whether it
would increase access because it would generate
greater innovation of Internet technologies. At
present, there is no right to access a privately con-
trolled website or Internet service such as a chat
room or a weblog (blog).

The public debate of ideas, the democratic
deliberation dreamt of by the founders, is both
limited and expanded by privately mediated com-
munication mechanisms such as newspapers, radio,
and the Internet. The obligation of media to pro-
vide the public with diverse discussion in accor-
dance with a relatively modern interpretation of
the First Amendment is broadly stated in law, but
very limited in the regulation. In our complex
media environment of print, broadcast, cable, and
Internet communication, there is no effective right
of access to mediated public debate despite the
continued salience of media access as a political
concept.

Mark Lloyd

See also Advocacy Groups; Alternative and Underground
Newspapers; Censorship; Citizen Journalism; Criticism
of Journalism; Free Expression, History of; Letters to
the Editor; News Councils; News Values; Objectivity

Further Readings

Barnouw, Erik. A Tower in Babel, A History of
Broadcasting in the United States, Volume I, to 1933.
New York: Oxford University Press, 1966.

Barnouw, Erik. The Golden Web, A History of
Broadcasting in the United States, Volume 11,
1933-1953. New York: Oxford University Press, 1968.

Barron, Jerome. Freedom of the Press for Whom? The
Right of Access to the Mass Media. Bloomington:
Indiana University Press, 1973.

Lampert, Donna M. “Cable Television: Does Leased
Access Mean Least Access?” Federal Communications
Law Journal 44 (1992): 245.

Lessig, Lawrence. Code and Other Laws of Cyberspace.
New York: Basic Books, 1999.

Lloyd, Mark. Prologue to a Farce: Communication and
Democracy in America. Urbana and Chicago:
University of Illinois Press, 2007.

Starr, Paul. The Creation of the Media: Political Origins
of Modern Communications. New York: Basic
Books, 2004.

ACCREDITATION

See Academic Accreditation

ADVERTISING

Advertising has had a profound influence on
American journalism. An enormous portion of
media in this country have been advertising-
supported. The implications of this are many,
including the need for journalists to appeal to
broad audiences, making their publication more
attractive to advertisers. Of course reliance on
advertisers has created challenges regarding how
the news is reported. To truly understand the
impact of advertising upon journalism, it is
important to define what advertising is and what
it is not.

Definition

Advertising is, according to Jef Richards and
Catherine Curran, “a paid, mediated, form of
communication from an identifiable source,
designed to persuade the reader [listener, or
viewer] to take some action, now or in the future.”
The term mediated means that some intervening
medium like television or a newspaper or the
Internet conveys the message from sender to
receiver, as opposed to direct “in-person”
communication. The term identifiable source
distinguishes advertising from anonymous com-
munications, such as those often found in unsolic-
ited e-mail or spam. The action can be buying a
product or service, but it also can be directed at
voting behavior, or social behavior like recycling,
saving money, saving the whales, or preventing
abortion.

One aspect of this definition that clearly makes
advertising stand apart from most concepts of
journalism is the phrase “designed to persuade.”
The persuasive purpose of advertising is unambig-
uous. Further, advertising is distinguished from
journalistic content since it is purchased, rather
than decided by editorial opinion. Still, the two
fields share a long history.
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The Evolution of Advertising and
Journalism in the United States

U.S. mass media developed a for-profit model
funded predominantly by advertising. The result is
a symbiotic relationship of media and advertising,
whereby people rely on mass media for informa-
tion and entertainment, and media depend on
audiences to attract advertisers. Most media can-
not financially survive unless they are able to
deliver an audience that advertisers want and are
willing to pay to reach.

As a consequence, advertising-supported media
equates success with audience delivery. As the edi-
tor of Ladies’ Home Journal said in 1898, “It is
the growth of advertising in this country which,
more than any single element, has brought the
American magazine to its present enviable position
in points of literary, illustrative and mechanical
excellence. The American advertiser has made the
superior American magazine of today possible”
(quoted in Wright). In spite of this dependence on
advertisers, and acknowledging that advertisers do
have some influence on media content, most news
media organizations strive to maintain a separa-
tion between advertisers and editorial content.

Advertising, it can be argued, was born of jour-
nalism’s need for economic support. As a separate
business, the modern concept of advertising emerged
just over a century and a half ago.

In 1841, while selling ad space for a newspaper
in Philadelphia, Volney Palmer realized the profit
potential of independently buying and reselling
prime newspaper space. Using that concept, he left
his job to form the first advertising agency. In
1875, N.W. Ayer became the first agency to charge
a commission based on the “net cost of space.” By
the end of the nineteenth century, advertising agen-
cies such as J. Walter Thompson and Lord &
Thomas (the predecessor to today’s DraftFCB
agency) began to develop and produce the ads for
their clients (the advertisers) as a way of adding
value to their media buying operation.

The role of advertising agencies has evolved
concomitant with media technology. When radio
became broadly available in the 1930s, advertising
agencies provided clients with the means to sell
products by sponsoring radio programs. Advertisers
funded the programs while advertising agencies
developed and produced the most popular

network programming. The term “soap operas”
reflects the fact that many early radio daytime dra-
mas were owned by Procter & Gamble, a seller of
soap products. The sponsorship model also ensured
radio programming was primarily entertainment-
driven, to attract large audiences.

The growth of television, starting in the late
1940s, had a dramatic effect on the advertising
industry. Many advertisers made the transition to
television. For example, the Kraft company began
sponsoring the Kraft Television Theater in 1947.
Indeed, by 1950 sponsors were moving en masse
from both network and local station radio to televi-
sion. Television was far more expensive than radio,
however, posing a serious challenge to the agencies’
commission structure. The prevalence of advertiser-
produced programming ended during the late
1950s because some sponsors were condemned for
manipulating the outcomes of popular quiz shows
in order to create buzz and draw in more viewers.
To appease public apprehension, networks moved
to take more control of the programs they aired.

The 1959 quiz show scandal highlighted the
public’s perception that advertiser greed out-
weighed the integrity of program content. By
assuming control of content, broadcast networks
sought to reassert the image of media as an impar-
tial provider of content. This impartiality was
enhanced by federal regulations that ensured bal-
anced presentation of political views and relatively
neutral news broadcasts. Consequently, during the
1960s, mass media managed to portray advertising
and programming as separate.

As the networks assumed the role of content
providers, the advertising agencies developed an
“all media” structure, divesting themselves of their
programming responsibilities and focusing on cre-
ating advertising messages and buying space and
time in a broad range of media. And instead of
funding a single show, they purchased shorter time
periods (at first 60 seconds, and later 30 seconds
or less) across multiple programs. In this manner,
advertisers continued to have economic power
over content, selecting programs on the basis of
audience delivery as well as whether or not they
provided a suitable environment for their mes-
sages. By demanding both, advertisers still were in
a position to determine the fate of television pro-
grams. Controversial programs risked advertiser
boycotts and inevitable cancellation.
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During the 1980s, media deregulation gave rise
to a plethora of cable networks seeking advertis-
ers. Unrestrained by broadcast regulations, cable
networks offered advertisers an opportunity to
reintegrate their messages into television program-
ming. In fact, consolidation of media ownership,
together with developing cable television networks,
allowed advertisers to negotiate with companies
that bundled an assortment of media into single
packages, creating one stop shopping. The 1980s
also gave rise to product placement, whereby
advertisers could pay to have their products used
by actors within entertainment programs. Once
again, the lines between content and advertising
were blurring.

The evolution of corporate media empires also
had significant impact on the role of televised jour-
nalism. News departments became designated
profit centers and were required to attract adver-
tisers in their own right. Inevitably, television jour-
nalismbegan toshare similarities with entertainment
programming. Both departments had to provide
audiences and environments that were suitable for
advertisers.

Interestingly, however, the rise of cable televi-
sion created new opportunities for journalism. The
increased competition allowed cable networks to
carve out market segments that were very appeal-
ing to advertisers, rather than court a broad audi-
ence. For instance, advertisers sought opportunities
to address the educated, upper income men who
frequently formed the bulk of cable news viewer-
ship. Cable made this narrower “targeting” by
advertisers possible. In fact, cable news became
adept at providing programming to attract specific
audiences beyond the traditional news audience.

The rise of media conglomerates also had an
enormous impact on the structure of advertising
agencies. The media companies achieved greater
negotiating power, putting agencies at a disadvan-
tage. To compete, agency media buying opera-
tions needed a broader base of clients with a wide
range of media needs. But media departments had
a hard time acquiring new clients without risking
conflicts of interest with existing clients. To avoid
potential client conflicts, many advertising agen-
cies split off their media buying function, allow-
ing them to operate independently from the rest
of the agency. Although most agencies maintained
control of media planning, the separate media

buying agencies began assuming greater planning
responsibility.

During the 1990s, the introduction of Internet
browsers once again changed the way Americans
sought information and entertainment. This
new medium, too, sought advertising support.
Simultaneously, the Internet spurred a migration of
newspaper readers to digital media, creating a
crisis within the journalism-based industries. Lost
readership translated into lost advertising revenues
for newspapers. To compensate for lower revenue,
newspaper owners sought new business models
involving, among other things, lower costs (fewer
reporters) and more sensationalism (to generate
readers). Meanwhile, advertisers sought to mea-
sure the online audiences and the effectiveness of
advertising messages in the new medium. A mea-
surable audience is, after all, the basis of advertis-
ing sales. Effective advertising allows advertisers to
take advantage of that audience.

While struggling to adjust to changing realities
in the marketplace, advertising professionals also
have changed the advertisements themselves. The
messages conveyed, and the form they take, also
evolved over the decades.

Seeking a Better Message

Research into advertising effectiveness, since the
1890s, has affected how advertisers communicate
with audiences. Early efforts were crude by today’s
standards, but in 1904 John E. Kennedy defined
advertising as “salesmanship in print.” This con-
cept drove message creation, as advertisements
emulated the pitches of salesmen.

Unique Selling Proposition

In the 1940s Rosser Reeves introduced the con-
cept of a unique selling proposition (USP), where
an advertisement highlighted a specific benefit that
distinguished one brand’s product from its compe-
tition. Reeves believed the role of advertising was
to make consumers aware of these unique, prod-
uct-based, differences. This strategy remains effec-
tive when marketing a product that provides an
obvious difference from competitors.

Increasingly, however, product-based advan-
tages are both marginal and difficult to sustain,
thanks largely to product proliferation. Consider,
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for example, the number of brands and forms of
laundry detergents. They are differentiated not
only by format (powder, liquid, cakes), additives
(e.g., fabric softener, bleach), or cleaning power
(tough or gentle), but also by smaller distinctions,
such as scent. While the fresh scent of lavender
may be a distinct attribute, it might not motivate
purchase. As differentiation among products
became less significant, more advertising was
focused on differentiating consumers rather than
products.

Market Segmentation

Rather than market a product to a broad audi-
ence, many advertisers began focusing on how a
brand could uniquely satisfy needs of one or more
specific groups of consumers. Consumer needs
vary by lifestyle, attitudes, or even aptitudes. An
urban teenager usually has different wants and
needs than a suburban soccer mom, so they likely
use different criteria when evaluating cell phones,
athletic shoes, and fast food. Depending upon
the advertiser’s intended or “target” market, the
advertising message may promise different benefits
or even use different language, graphics, and
media.

As media became more fragmented, from a
handful of television channels in the 1960s to hun-
dreds four decades later, targeting a message to a
specific market segment became easier. And emer-
gence of “addressable” media such as direct mail
and Internet marketing made “narrowcasting”—
targeting a very specific audience—increasingly
efficient and effective.

Positioning

In the 1970s Al Ries and Jack Trout introduced
the concept of “positioning,” which effectively
combined segmentation with the USP approach.
Their idea was to place a product within a specific
context, or position, in the consumer’s mind. For
example, rather than compare gas mileage or
acceleration, Volvo positioned its cars as the safe
choice for responsible parents. Any parents who
want a safe car to protect their children may search
that “position” in their memories dealing with all
things about safety, and they should recall that
Volvo was linked with safety.

Advertising Effects

Adpvertising serves four functions in business and
society. It is a marketing tool, a transmitter of
information, an economic stimulant, and a pur-
veyor of values. As part of the marketing mix,
advertising communicates information about
goods and services. It also adds product value by
creating enduring “brands.” Successful marketing
campaigns stimulate demand and subsequent eco-
nomic growth, but there are concerns regarding its
effects on society.

Societal Impact

Among other concerns, critics believe advertising
promotes materialism and encourages consumers to
buy products they do not need. They also argue that
advertising manipulates, perpetuates stereotypes,
preys on children, is used to sell harmful products,
and contributes to a variety of other social ills. It
also is clear that in at least some instances advertis-
ers exert financial pressure on media as a means of
controlling or even censoring entertainment and
editorial content in those media.

Those who defend advertising note that it is
merely a tool, a form of communication that can
be used for good as well as bad purposes, depend-
ing upon the advertiser. It is used not only to sell
products, but also to gain donations for charities,
as well as for other causes. And while advertising
may deserve some blame for biasing media, it is
not as simple as typically depicted. In fact, adver-
tising is an enormous industry that is frequently
defended by noting its economic contribution to
society.

Economic Impact

Advertising is a global industry. In the United
States alone, approximately $300 billion was spent
on advertising during 2008. U.S. advertising reve-
nues have accounted for approximately 2 percent
of the GDP since 1950. Procter & Gamble, the
leading advertiser, alone spent $5 billion during
2007. These expenditures affect everyone involved
in advertising, including the advertisers, their
agencies, and the media companies that provide
advertisers with an audience.

For the market economy to work properly,
consumers must be able to freely make informed
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decisions in a competitive marketplace. Advertising
provides that information and enhances competi-
tion. Furthermore, advertising reduces the time and
cost for consumers to gather this information.

While critics suggest that advertising costs are
passed along to consumers in the form of higher
prices (as in prescription and other drugs, for
example), in many cases it reduces prices by
increasing sales volume. Increased consumer
demand contributes to the economies of scale that
reduce production costs and, consequently, con-
sumer pricing. While these critics often believe
advertising costs are a barrier to entry for new
products, by increasing consumer demand adver-
tising actually can stimulate competition in many
cases. Advertising can be used to stabilize business
cycles by generating uniform product demand and
avoiding disruptive seasonal spikes and declines in
volume, further reducing costs.

Advertising also can enhance product quality.
By creating broad awareness of new products,
advertising encourages diffusion of innovation and
more rapid adoption of new technologies, thereby
ensuring a steady stream of product innovation
and improvement. Put another way, advertising
can encourage introduction of new brands that
compete on price or improved product attributes.

Finally, as mentioned above, advertising lowers
media costs, allowing consumers to enjoy quality
information and entertainment at a fraction of the
production cost. For instance, “free” media such
as broadcast television and radio, as well as much
content on the Internet, would not exist as we
know them today without the support of advertis-
ing, and even “pay” media such as newspapers,
magazines, and cable television would cost much
more.

Law and Etbics

Because advertising is a communication indus-
try, the First Amendment of the U.S. Constitution
limits government’s role in regulating it. There are,
however, regulatory standards imposed by the gov-
ernment to ensure fair competition and protect
consumers from deception. The Federal Trade
Commission (FTC) is the primary federal agency
governing advertising. The FTC is primarily con-
cerned with eliminating advertising deception. The
Federal Communication Commission (FCC), too,

is involved through its licensing and oversight of
broadcast stations, having the authority to fine
broadcasters for violating mandated standards.
The Food and Drug Administration (FDA) moni-
tors advertising claims regarding food and drugs.

In addition, in the early 1970s the advertising
industry created a major self-regulatory mecha-
nism designed to supplement government regula-
tion. The National Advertising Review Council
(NARC) of the Council of Better Business Bureaus
accepts and reviews consumer complaints about
advertising. It follows a process for charging
advertisers with violating accepted standards, judg-
ing their compliance, and enforcing subsequent
corrective actions. When an advertiser is found in
violation of established standards, voluntary cor-
rections are sought. Failure to comply then can
result in an announcement of noncompliance sent
to the FTC and to the media.

Areas of Advertising

Historically, advertisers worked with what are
now called “full-service” advertising agencies.
Full-service agencies provide a range of services to
their clients, including research, marketing, cre-
ative, media planning, media buying, and advertis-
ing production. In recent years, though, more and
more advertisers have taken an a la carte approach,
seeking agencies that specialize in a narrower seg-
ment of the business. Those traditional segments
include account management, research, creative,
production, and media.

Account Management

Account executives provide the interface
between agency and client. Within the agency they
represent client needs, pursuing services necessary
to provide adequate support. This includes work-
ing with the client to develop business objectives
for the agency to meet. Once the agency has devel-
oped an advertising plan to meet those objectives,
account management must sell the client on the
merits of that plan.

Research and Account Planning

Effective advertising is usually based on solid
research. Both quantitative and qualitative research
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are used to provide information about product
use and performance. Agencies conduct any neces-
sary research through a research or account plan-
ning (also called strategic planning) department.
Account Planning is a newer twist on traditional
research departments, and it is seen as representing
the voice of the consumer. In this capacity, the
Account Planning team provides consumer insights
to the creative team regarding how the brand is
used and perceived, to help determine the best way
to approach the consumer.

Creative

The Creative department is responsible for actu-
ally designing the advertisement. The “creatives”
work with the Account Management team to
understand the business objectives, and with the
Account Planners to understand how consumers
interact with the brand. They then develop a “cre-
ative concept” that will drive the campaign, which
one or more art directors and copy writers then
use to guide them in making the advertisements.
Ultimately, the client must approve their work
before it goes into production.

Production

Once a campaign is approved, the Creative
department relies upon the Production department
to produce the final ad. Production is responsible
for recommending production companies and
directors, negotiating contracts, and overseeing all
production budgets. They work closely with the
Creative teams to ensure that the final ads meet
client expectations.

Media Planning and Buying

For advertisements to work, they must be seen
by many prospective customers. The Media
department must develop a plan that delivers the
necessary consumer exposure within the confines
of the client’s budget. It recommends the media
that should be used and the schedule to be fol-
lowed to achieve each client’s objectives. Because
budget is the ultimate constraint, media prices are
crucial to planning. Agencies that secure the best
pricing can deliver more powerful plans, hence
the rise of specialty agencies that do nothing but

media buying. While most advertising agencies
have maintained media planning departments,
these specialty media buying agencies have
assumed a greater role in recent years.

Alternatives

In addition to media buying agencies, clients
have turned to a number of other alternatives to the
full-service agency. Newer options include industry-
focused agencies that specialize in certain subject
matters like health care, while minority agencies
provide clients with greater expertise concerning
specific racial or ethnic targets. Interactive agencies
provide corporate and brand website development,
as well as expertise regarding all aspects of interac-
tive marketing. Creative boutiques focus on cre-
ative planning, development, and execution.

Agencies are struggling with these specializa-
tions and other means of differentiating themselves
from competitors, while at the same time mergers
and acquisitions have been leading to a consolida-
tion of the advertising business into a handful of
multinational corporations. The industry, like the
market, continues to change.

Advertising’s Future

Society faces numerous changes in media that will
continue to affect creation and delivery of advertis-
ing. One ongoing development is that consumers
now enjoy mass media sources of an almost limit-
less range. Media, including television, radio, news-
papers, and magazines, have splintered into greater
specialization tailored to target specific demo-
graphics. No single television channel or network
commands the share of audience it once did.
Newspapers, radio, and magazines are no differ-
ent, as there are now thousands of these targeting
special interests, regional areas, local communities,
and global audiences. Technological innovations
have created new media (i.e., the Internet) and
altered existing media. Each of these developments
represents challenges for the advertising industry.
Nevertheless, advertising has survived economic
recessions, wars, and industry scandals. It survives
because it plays an essential role in American busi-
ness. Advertising proved its ability to reinvent itself
when radio broke into the media environment in
the 1920s and 1930s. Its innovation required
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advertising agencies to acquire new skills, restruc-
ture their organizations, and make significant invest-
ments in talent and technology. When television
began to overtake radio, advertising again redefined
its mission and developed a new direction. More
recently, the emergence of media conglomerates,
cable television, and interactive web-based media
again has altered the advertising landscape. It is pos-
sible that smaller, more flexible, agencies will prove
nimbler and more able to out-perform their larger
counterparts. The large, global agencies may end up
following rather than leading over the coming years.
Regardless, in some form, advertising will continue
to be an essential part of selling a product, service,
or idea. And it is likely it also will remain a signifi-
cant support mechanism for providing the public
with entertainment, news, and information.

Jef I. Richards, Terry Daugherty,
and Kelty Logan

See also Advertorials; Circulation, Controlled; Classified
Advertising; Marketing; Video News Releases
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ADVERTORIALS

An advertorial is any form of paid editorial mate-
rial that has been written, designed, and executed
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so as to resemble a news story, editorial, or other
content. Advertorials form two broad categories
depending on their desired outcome. Political/
corporate advertorials are published statements
about a controversial issue, pending legislation, or
a public affairs initiative. Rather than selling a
product or service, political/corporate advertorials
seek to persuade the reader or viewer to a certain
point of view on a public issue. Consumer adver-
torials, by contrast, function in a manner similar
to paid advertising. These consumer advertorials,
frequently referred to as “special advertising sec-
tions,” usually include lengthy written copy that
conform to the style format for nonpaid editorial
content. Consumer advertorials seek to directly
sell a product or service, while corporate/political
advertorials seek to advance a public relations
objective. Both categories of advertorials can take
many forms. An advertorial may be a single print
or broadcast advertisement or it can be an entire
special section of paid advertising designed to
approximate the editorial style as well as the typo-
graphical look and feel of a newspaper or maga-
zine’s editorial content. Text copy and visual
images within an advertorial may be created by
the advertiser itself, by an advertising agency, or in
some rare cases by the editorial staff of the publi-
cation. However, the space is sold as an advertise-
ment; and the advertiser, not the editor, has
editorial control over both text and images within
the space. Most printed advertorials are clearly
marked as advertising. Disclaimers may be as
simple as the word “Advertisement” printed near
the advertorial, or as ambiguous as legal text
implying the content is paid advertising. However,
some advertorials carry no disclaimer at all. Most
print publications allow advertorials with res-
trictions, and most allow them to have a similar
typography and style as their editorial content.

Evolution of Advertorials

Advertorials are likely as old as mass-circulation
print publications. In the seventeenth and eighteenth
centuries, wealthy patrons and aristocrats would
pay printers for access to space in or near editorial
content, usually in the form of letters addressed to
the public. However, it is often difficult to distin-
guish between early advertorials and publicity
advertisements. The practice of advertising firms

creating and placing paid editorial content devel-
oped during the early twentieth century. The term
advertorial may have been coined by advertising
agencies themselves to avoid a negative reaction to
a covert practice of influencing magazine editors.
It first appeared in dictionaries in 1961.

Generally nationally distributed large metro-
politan newspapers have been more associated
with political/corporate advertorials because of
their trusted editorial relationship with govern-
ment leaders and corporate decision-makers.
Advertising access to national newspapers (the
Wall Street Journal) and large metropolitan dailies
(The Washington Post) is expensive and involves
more negotiation with the editorial staff and own-
ers. Popular consumer magazines have tradition-
ally been associated with consumer advertorials
because of their national reach, slower production
schedule, and special demographic relationship
with their readers. As niche media, magazines have
specific images and brands that are deeply linked
to the relevance of their editorial focus to their
readership. This brand connection is very valuable
to a magazine’s regular advertisers. The advertiser’s
product brand can be enhanced by the magazine’s
brand, and vice versa.

Thus consumer advertorials in magazines and
other niche media allow advertisers to tailor a cre-
ative message to very specific audiences that can be
both very diverse and very targeted; for example,
an advertorial might target readers across different
ethnic and class demographics who are the same
age and topic interest level. An advertorial can be
changed to match the readership of a specific
magazine, while still retaining the marketing con-
tent of the overall advertising campaign. For
example, an advertorial run annually in the Arizona
Republic was designed to promote the local hockey
team, an association of local restaurants, and a
supermarket chain in a seamless campaign appeal-
ing to several related demographics while retaining
an esthetic of soft news coverage. According to
audience research in 2001 in Mass Communication
and Society, the vast majority of both newspaper
and magazine readers can easily differentiate
between editorial content and advertorials, but
tend to quickly forget the “advertising section”
label. Marketing research by the Affinity Research
Group has shown that a substantial majority of
readers are less likely to read advertorials than a
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periodical’s editorial content. However, those read-
ers who do read advertorials are far more likely to
remember the product or take an action. Because
of this unique retention factor, advertisers use
advertorials as keystones in marketing campaigns
because they allow longer portions of text to be
published than standard advertisements, particu-
larly for well-known brands.

Famous paid op-ed pieces in large metropolitan
daily newspapers have evolved from simple letters
written on behalf of boards and stockholders into
sophisticated public affairs campaigns used by spe-
cial interest groups. The contentious subject mat-
ter of political/corporate advertorials frequently
receives both positive and negative press coverage
from other journalists. For example, in 1999 the
Los Angeles Times allocated their entire Sunday
Magazine to the opening of the Staples Center, a
new sports complex in which it had a financial
interest. The publication admitted breaches in
journalistic integrity, but continued the practice of
advertorial placements. During congressional
debates of politically controversial topics such as
healthcare funding, reproductive rights, defense
authorizations, and the impeachment trial of
President Clinton, various political action groups
have used political advertorials to forward their
positions.

Reactions to Advertorials

Critics of advertorials believe that the practice is
coercive because the placement in a print publica-
tion in or near editorial content implies endorse-
ment or editorial oversight. Proponents of
advertorials believe that the practice can enhance
the brand of the publication and the product with-
out damaging the journalistic credibility of the
publication. Taken to a logical extreme, advertori-
als have been expanded to become independently
published brand magazines and magalogs, hybrids
of fashion magazines and catalogs. Well-known
examples include A& F Quarterly, Bloomingdale’s,
and Sony Style. At the commercial extremes of cor-
porate/political advertorials, media conglomera-
tions have been accused of simply purchasing
trusted news publications in order to gain editorial
control of an entire newspaper. Well-known exam-
ples include the Hearst publications in the twentieth
century, and News Corporation in the twenty-first.

The advertorial model has been applied to other
media with limited success. Local radio stations
sell large blocks of airtime to local advertisers who
are given access to studios and production person-
nel and allowed editorial control within the oper-
ating practices of the station. The effectiveness of
these sponsored time slots is limited and has not
been embraced by advertisers in general. Local
television stations and small cable networks also
sell blocks of airtime for pre-produced advertising,
usually in half-hour and hour time slots. The
resulting “Infomercials” attempt to replicate the
technical esthetics of regular programming, such
as the talk show format or audience call-in format.
While infomercials are largely reviled by audi-
ences, the format can very effectively target specific
demographics, particularly in niche cable pro-
gramming. Advertising agencies that specialize in
advertorials, magalogs, and infomercials pioneered
the concept of “per inquiry” or “per order” adver-
tising where the advertiser is paid for each indi-
vidual action taken by a consumer. This practice
has become a standard for online advertising, par-
ticularly paid search results and pay-per-click ban-
ner advertising.

The effectiveness of online advertorials is dis-
puted. Many advertisers believe that readers can too
easily bypass, block, or ignore online advertorials.

Cultural critics of advertorials believe they are
an example of the erosion of the traditional “fire
wall” between a publication or station’s editorial
and sales staff, and, furthermore, that advertorials
are an example of the “creeping commercialism”
within journalism and media culture. As narrow-
cast media such as print magazines, online maga-
zines, and advertiser-supported weblogs continue
to connect with their readership in a special way
that emphasizes their particular editorial brand, it
appears that some form of consumer advertorial
will accompany them. As corporations and advo-
cacy and political action groups grow more sophis-
ticated they will continue to evolve the political/
corporate advertorial into new forms of media
distribution.

William A. Hanff

See also Advertising; Bias; Checkbook Journalism;
Credibility; Ethics; Objectivity; Spin; Video News
Releases
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Apvocacy GROUPS

Advocacy groups are an important part of jour-
nalism. They represent a wide range of stakehold-
ers, many of which have a vested interest in
journalistic performance and therefore often mon-
itor news outlets very closely. Advocacy groups
often will seek to influence the substance of news
content either directly or indirectly via a wide
range of means, including direct pressure or pro-
tests aimed at news outlets, or via pressure placed
on news outlets’ advertisers, or even via efforts to
affect the regulations and policies that impact the
news media. In these ways, advocacy groups rep-
resent an important, and potentially influential,
collection of organizations that closely monitor
the journalistic field.

Group Types

The term advocacy group can be applied to any
collective with shared social or political objectives
that actively seeks to influence relevant institu-
tions in order to achieve those objectives. When
assessing advocacy groups’ relationship to jour-
nalism, news media can serve best as a mechanism
by which advocacy groups publicize their goals.
Any advocacy group, regardless of its specific
cause, seeks positive media coverage for the group
and its cause.

News coverage is a vital mechanism by which
these groups make the public aware of their stance

and possibly increase the group’s constituency. It
also helps legitimize their position in the minds
of decision-makers, whether they are elected offi-
cials, administrative policymakers, or business
leaders.

There is a wide range of organizations that
focus specifically on the practices and institutions
of journalism. The content of news, structure of
news organizations, and relationship between jour-
nalism and the democratic process are all points of
focus for a diverse and vocal advocacy community.
Among the more well known of such groups are
Fairness and Accuracy In Reporting (FAIR), Project
Censored, the Project for Excellence in Journalism,
Reporters Without Borders, the Society for
Professional Journalists, and Free Press.

Some of these, such as FAIR, the Project for
Excellence and Journalism, and Project Censored,
are concerned primarily with monitoring and pub-
licly critiquing the nature of news coverage. These
“watchdog” groups seek to hold news outlets
accountable to specific journalistic standards.
Many watchdog groups have a strong ideological
orientation, operating on behalf of a broader
political agenda. There often are public duels over
whether news media are too liberal or conserva-
tive. Many advocacy groups focus on specific ele-
ments of news coverage, such as political news, or
news about the environment.

Many groups also advocate on behalf of some
part of the journalism community. Thus, for
instance, international groups such as Reporters
Without Borders and the Committee to Protect
Journalists work to protect reporters in their pro-
fessional rights (free speech, the right to maintain
confidential sources, etc.), but also when they
could be in physical danger. Many recent high ten-
sion situations such as conflicts in the Middle East
have seen reporters harmed, kidnapped, or killed
while gathering and reporting news.

Other advocacy groups are concerned with par-
ticular subsectors of the journalism community.
Organizations such as the National Association of
Black Journalists, the National Federation of Press
Women, and the National Association of Hispanic
Journalists promote job opportunities and pro-
grams designed to increase newsroom diversity. A
key underlying premise of these organizations is
that journalism institutions must be representative
of the demographic diversity of the country.
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In many instances, issues impacting journalism
spill into the policy arena. Thus, such advocacy
groups as Free Press and the Media Access Project
center on policies that may impact journalism
practice and institutions. These include media
ownership regulation, minority employment
requirements, and broadcasters’ public interest
obligations. Such concerns are perceived to have
a significant bearing on how news is produced
and disseminated. For instance, Congress has
often considered reinstitution of the Fairness
Doctrine, a policy (eliminated by the Federal
Communications Commission in 1987) that called
for broadcasters to provide balanced coverage of
controversial issues of public importance. This
has sparked considerable debate among advocacy
groups over whether such a regulation enhances
or undermines the quality of broadcast news and
talk programming.

The advocacy group landscape is complicated
by so-called astroturf groups—those that appear to
be grassroots organizations, but in reality are faux-
advocacy groups covertly organized and funded by
one or more industry stakeholders. These groups
illustrate the blurring of the “self-interested” and
real public interest organizations. Self-interested
groups work on behalf of the economic interests of
a particular industry sector or firm. This line is not
always clear, as self-interested advocacy organiza-
tions increasingly cloak their advocacy with public
interest pitches. For example, Microsoft has at
various times been accused of attempting to influ-
ence news coverage via astroturf groups with
names such as Americans for Technology Leadership
and the Freedom to Innovate Network. In recent
years, journalists have come under increased criti-
cism for often failing to identify the underlying
sources of funding and organization for what
appear, on the surface, to be traditional public
interest advocacy organizations.

Influence Tools

Advocacy groups use many tools to achieve their
goals. The most common mechanism is to provide
what media researcher Oscar Gandy (1982) has
described as “information subsidies.” These include
press releases, staged media events, press confer-
ences, reports, protests, and packaged news reports
or videos. Boycotts are another method, applied

particularly when groups have been unhappy with
news coverage. These can involve boycotting news
outlets directly, or boycotting their advertisers.
Both approaches seek to motivate news outlets to
alter coverage out of fear of revenue losses.

Policy advocacy can also influence journalism.
There has been continuing controversy surround-
ing FCC deregulations of media ownership. A key
aspect of the debate has involved whether greater
concentration of ownership will help or hinder
quality news and public affairs. Some advocacy
groups argue that more concentrated ownership
will allow for economies of scale that will support
more and higher quality news; others argue such
concentration will undermine the diversity of
news sources and narrow the range of viewpoints
expressed.

In such a debate, policy advocacy can range
from directly lobbying policymakers, to mounting
court challenges to specific policy decisions, to
building constituencies that may influence policy-
makers. Advocacy organizations such as the
National Rifle Association (NRA) weighed in on
the media ownership issue out of concerns that a
more concentrated media environment would
make it harder for the NRA to effectively deliver
its message.

Conducting and publicizing the results of
research is another mechanism by which
advocacy groups seek to influence journalism.
Press watchdog groups, in particular, are often
quite active in conducting detailed and sophisti-
cated analyses of news content in an effort to
critique journalistic performance. The Project for
Excellence in Journalism, for example, dissemi-
nates detailed analyses of news content in an
effort to improve journalistic performance and to
identify broad trends in news coverage. Similarly,
more partisan groups try to document liberal or
conservative biases in the news media. Some of
the earliest and most historically significant
research in this vein was conducted in the 1960s
by the Office of Communication of the United
Church of Christ, working with minority rights
groups to challenge the license of a Jackson,
Mississippi, television station that broadcast
biased coverage of the African American commu-
nity and the civil rights movement. This research
contributed to the eventual revocation of the sta-
tion’s license.
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Conclusion

As these examples illustrate, news content is con-
stantly undergoing scrutiny from a wide range of
advocacy groups. Such groups play a wide range
of roles. Some work to support journalists while
others critique them. Many seek news that better
serves their interests. With the wide range of influ-
ence tools at their disposal, advocacy groups
represent an important, diverse, and potentially
very influential category of stakeholder capable of
impacting journalism in many ways.

Philip M. Napoli

See also Civic Journalism; Criticism of Journalism;
Diversity: Content; Diversity: Employment; Federal
Communications Commission (FCC); Labor Unions;
Objectivity; Reporters' Organizations; Social
Movements and Journalism; Special Interest
Journalism Organizations
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ADVOcCACY NEWSPAPERS

Often passionate and fiercely opinionated, advo-
cacy journalism rejects the separation of news and
opinion that characterizes contemporary journal-
istic norms. While still rooted in gathering, orga-
nizing, and presenting reliable information, the
advocacy journalist is openly trying to make a
case, rather than affecting objectivity. Advocacy
journalism has often been linked to political par-
ties or social movements, serving as part of a
broader mobilization effort intended to bring
about social change (or sometimes to hold it at
bay). However, advocacy journalists would insist
that they are as committed to accuracy as any-
one—perhaps more so, given the need to build
credibility with readers accustomed to a different
style of reporting.

A Journalism of Ideas

Advocacy journalism is one of the two founding
strains in modern journalism (the other being the
provision of the commercial and political news
essential to societal elites). Most early newspapers
were closely tied to political and religious factions;
although some were explicit campaign organs,
more typically newspapers adopted a stance of
impersonal journalism in which the editor advo-
cated his cause not in a strident tone, but rather
through the mix of essays, letters, minutes, poetry,
and other items selected for publication. Advocacy
journalism served its cause by presenting informa-
tion and ideas that supported a point of view, and
secondarily by serving as a forum in which politi-
cal and social currents could develop to and articu-
late a common program.

Until fairly recently, advocacy journalism was
the norm, at least in coverage of political and
social issues. From the earliest colonial newspa-
pers to the partisan press of the early 1800s, edi-
tors were actively engaged in the political struggles
of their day—and indeed formed the backbone of
the emerging two-party system. The partisan press
is perhaps the best known expression of advocacy
journalism, and the mythology of a party press
run amok that is often cited as the backdrop
against which more commercially oriented popu-
lar newspapers emerged in the 1830s. Partisan
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newspapers such as Boston’s Daily Advertiser, the
New York Courier and Enquirer, or Cincinnati’s
Gagzette published detailed reports of the workings
of government, helped mobilize voters and orga-
nize disparate interest groups into viable national
political groupings, and crusaded on behalf of
their party’s pet nostrums—exposing the perfidy
of Free Masonry, chartering the Bank of the
United States, and of course singing the praises of
their particular candidates. But penny papers such
as the New York Tribune were every bit as politi-
cally engaged as the traditional partisan organs
that served elite audiences. Tribune editor Horace
Greeley rejected both “servile partisanship” and
“mincing neutrality,” opening his paper’s columns
to a wide variety of reform schemes from the
establishment of socialist communities to temper-
ance and universal public education. While there
was a steady trend toward avowed political inde-
pendence during the nineteenth century, as news-
paper revenues shifted from subscription-based to
advertising-based, advocacy retained a prominent
role in many newspapers.

The new journalism that began in the late 1870s
and was the dominant newspaper form by the turn
of the century, boasted of its independence from
party spirit, but nonetheless pulled no punches in
its relentless pursuit of what it saw to be in the
public interest. In the early twentieth century, muck-
rakers, similarly, were unabashed in their advocacy
of greater regulation, civil service reforms, and
other measures to safeguard the public from spe-
cial interests and emerging corporate power. And
if advocacy journalism continued to play a promi-
nent role in the mainstream press, advocacy was
central to the emerging foreign-language press and
to the legions of periodicals issued by African
Americans, labor unions, socialists, women’s rights
activists, and a host of other movement organiza-
tions. So central was journalism to these move-
ments that when Chicago authorities set out to
suppress the radical labor movement in the
aftermath of the 1886 eight-hour working day
movement, police raided the offices of the German-
language daily Chicagoer Arbeiter-Zeitung, arrest-
ing and ultimately hanging its editor and business
manager, as well as the editor of the English-
language labor weekly The Alarm. Chicago sup-
ported multiple radical labor dailies published in
the various languages spoken by its immigrant

workers for decades to come, as did other major
cities. These newspapers published agitational and
theoretical articles on a wide range of subjects, as
well as cultural material and local advertising. But
the heart of the newspapers was articles on local
events and workers’ struggles, often written by
participants in the movements they served.

By the end of World War I, this foreign-language
press was in decline, and newspaper consolidation
encouraged newspapers to embrace the language
of objectivity. While advocacy journalism never
disappeared, it was gradually displaced in main-
stream U.S. newspapers by more event-centered
reports, and a journalistic ideology that sought to
present an objective, even scientific, account of the
day’s events to a readership that crossed class, eth-
nic, and political boundaries. Newspapers seen to
embrace a partisan tilt were reviled by journalism
critics, and generations of reporters were trained
to produce journalistic accounts free of the taint of
political bias or personal judgment. It is far from
clear that this just-the-facts style connected with
readers; even as newspapers were banishing opin-
ion and personal expression from their news
reports, they were institutionalizing the columnist
and entire sections devoted to features. The broad-
cast networks hired “commentators” for their
news programs, and listeners were rarely forced to
guess where they stood on the major issues. As
broadcast news divisions became institutionalized
and moved from single-sponsor programs to spot
sales, however, they too increasingly sought objec-
tivity in their reports.

New Forms of Advocacy

After being pushed to the margins by the 1920s
(though a great deal of overt advocacy could still
be found in the columns of William Randolph
Hearst’s newspapers, and sometimes more discreetly
elsewhere), advocacy in the early twenty-first cen-
tury is again a popular style of journalism, with
Fox News’ overt if undeclared partisanship, the
“reported editorials” of The Wall Street Journal,
the launch of conservative daily newspapers such
as the Washington Times (even if these have not
proved commercial successes), the growth of alter-
native weekly and community papers that often
bring a more personalized approach to their arti-
cles, and a resurgent interpretive journalism that
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inevitably blurs the lines between straight report-
age and advocacy.

While many alternative newspapers and maga-
zines have struggled to find distribution and finan-
cial support, leading to the collapse of the Independent
Press Association in December 2006, much of the
advocacy once found in their pages has shifted to
the Internet. Sites such as Alternet, the Huffington
Post, or ZNet offer a mix of commentary and report-
ing, including many carefully researched investiga-
tive reports. In San Diego, California, local activists
have revived the underground OB Rag of the early
1970s as an online journal (and have posted scans
of several issues of the original paper), one of several
locally oriented online alternative news sites. The
more eclectic IndyMedia offers diverse global per-
spectives through its many sites around the world,
combining its contributors’ activist commitments
with grassroots journalism.

Because of their close connection to the grass-
roots, alternative journalists have often been able
to break news stories or offer perspectives unavail-
able to established media, a phenomenon docu-
mented in the United States each year by Project
Censored. Few who followed alternative journal-
ists’ reports would have shared the otherwise seem-
ingly universal astonishment at the U.S.-British
failure to uncover weapons of mass destruction in
post-invasion Iraq. Just as alternative journalists,
writing for such publications as the National Anti-
Slavery Standard, Frederick Douglass’ North Star,
or the Arena, once forced the horrors of slavery
and child labor onto the national agenda, more
recent generations writing in Ramparts, The Nation,
and a host of alternative publications exposed war
crimes in Chechnya and Vietnam, published the
first accounts of the AIDS epidemic, and gave voice
to victims of police brutality and political repres-
sion around the world. The mainstream press, too,
publishes much advocacy, even if it is often con-
fined to editorial pages and op-ed page columns,
or to magazine sections. The New York Times’
Nicholas Kristof, for example, played a central role
in pushing human rights abuses in Darfur onto the
world stage, while media outlets of all stripes fre-
quently advocate for civic improvement or other
nonpartisan causes even on their front pages.

Advocacy journalism remains highly controver-
sial within journalistic circles, however, even as
evidence mounts that many in the audience are

unable to distinguish between unabashed partisan-
ship and journalistic reports that adhere to the
norms of objectivity. As mainstream journalism
outlets have experimented with more interpretive
and narrative storytelling frameworks, many have
accused them of slipping into (or, worse, embrac-
ing) advocacy. The charge of advocacy is seen as so
serious that Fox News officially denies that it is
engaged in advocacy journalism—instead adopt-
ing the motto “We report, you decide.” (At the
same time, the founder of the overtly partisan
Huffington Post website differentiates her journal-
ists’ unabashed advocacy from Fox News by main-
taining that her site is committed to providing
accurate reports, and providing important infor-
mation even when it sometimes undercuts causes
or candidates they otherwise support.)

And yet, faced with continued erosion of public
participation in the public sphere that has been a
historic focus of journalism since its origins—
reflected in the post—World War II era by declines
in voting rates, newspaper readership, associa-
tional life, and even participation in amateur bowl-
ing and softball leagues—many media organizations
turned to initiatives such as public or civic journal-
ism in the 1990s, as part of an effort to simultane-
ously revive the public sphere and the practice of
journalism. The San Francisco Chronicle, the only
surviving metropolitan daily in its market (albeit
one surrounded by a plethora of local free dailies,
and suburban and foreign-language papers),
announced in 2007 that it was embracing a
“Journalism of Action,” combining traditional
reporting with information encouraging people to
become involved in seeking solutions to the city’s
and region’s problems.

Many have turned to civic engagement as a way
of resolving the crisis facing journalism, and urged
more interpretive and action-oriented coverage as
one approach that might serve as a vehicle for
rebuilding the public sphere. While journalism
scholars argue that media need to promote civic re-
engagement, many journalists fear that this would
challenge the objectivity they see as central to the
journalistic profession. This debate resulted in some
media outlets pulling back from public journalism
initiatives, though interpretive and explanatory
articles still press the boundaries of objectivity even
as journalists are urged to offer more personal
reflections on online blogs. But while many see
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advocacy creeping into the mainstream (if often
under the guise of analysis, or through special proj-
ects), it remains the core editorial mission for many
nonmainstream media outlets, ranging from com-
munity radio and cable access public affairs pro-
gramming, to alternative tabloids published in most
major cities, to a plethora of “movement” publica-
tions. This advocacy plays an important role in
enabling communities to identify and deal with
concerns, and in providing millions with a voice in
public debate that would otherwise be missing.

Jon Bekken
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AFRrICA, NORTH

North Africa includes the countries bordering the
Mediterranean Sea, which form a large region

sharing many cultural and geographic characteris-
tics substantially different from the majority of
African countries found south of the Sahara
Desert. Four of these nations, Libya, Tunisia,
Algeria, and Morocco, are collectively known by
the Arab term Maghreb, or “land of the sunset.”

At least two major historical periods strongly
influenced the development of news media across
North Africa. Increasingly after the seventh cen-
tury, Islam rose to prominence and soon domi-
nance of the region, creating a largely shared
religious, linguistic, and cultural influence. With
the nineteenth century came European colonialists
(Britain in Egypt and the Sudan; France in Algeria,
Tunisia and Morocco; and Italy in Libya) who
introduced Western ideas, culture, and forms of
administration. Both historical traditions are
widely evident across the region today.

Most news media in North Africa operate under
the dominance of their respective governments,
whether administered directly or indirectly. While
national constitutions and communications laws
speak of freedom of the press, the reality is a very
controlled press and broadcast service. Freedom of
expression and of news media is limited in the name
of (among other factors) religion, culture, and one-
party government. Internet access is minor and usu-
ally controlled as well. Each country has its own
news agency (usually controlled if not operated by
the government), and many have at least one daily
newspaper that speaks for the government.

This entry surveys the five major North African
countries from east to west, beginning with Egypt,
which is the most important media center.

Egypt

With a population of more than 75 million, and a
literacy rate of about 50 percent, Egypt holds a
dominant position in the Arab world. Thanks to
its location at the intersection of the Middle East
and North Africa, and to its long history of civili-
zation, Egypt has been the cultural and informa-
tion center of Arab publishing and media, and its
press and broadcast facilities are the most devel-
oped in the region.

Most Egyptians (nearly all of them Sunni
Muslims) live along the Nile River as 95 percent of
the country is desert. Opening of the Suez Canal in
1867 began a period of European influence, and
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until independence in 1923, British dominance.
Britain maintained troops in the country until after
World War II. The Egyptian army revolted in
1952, forcing out King Farouk and by 1954 Gamal
Abdel Nasser was in full charge of what became a
fairly stable one-party state, with only two succes-
sive leaders after Nasser’s death in 1970.

The Egyptian press consists of nearly 500 news-
papers and magazines. Three major dailies pub-
lished in Cairo are controlled by the government,
and Al-Abram (with a circulation of nearly a mil-
lion copies by the early 2000s) serves as the semi-
official voice of the regime. Among the first papers
in the country, it began as a weekly in 1875. The
number of papers slowly expanded, most of them
becoming increasingly partisan after World War L.
After the 1952 army takeover, however, many
newspapers disappeared and all others were closely
censored for years. By the early twenty-first cen-
tury, however, many weekly party papers were
publishing in addition to the government-supported
press. Virtually all are printed at government-
owned printing facilities. Despite amendments in
2006, the country’s press law still provides for
punishment for publication of “false” news, attacks
on Egypt’s or foreign leaders, or libel.

Egyptian broadcasting is among the most impor-
tant services in the region. The first radio stations
began in 1926 in Cairo under private ownership,
but the Egyptian Broadcasting Corporation,
designed along the lines of the BBC, took over all
operations in 1934. Radio service expanded sub-
stantially after 1952 and radio receivers are widely
available. Egyptian television began service in
mid-1960. In 1970 a new decree established the
Egyptian Radio and Television Union (ERTU) with
four sectors: Radio, Television, Engineering, and
Finance, each reporting to the Ministry of
Information. ERTU established two national ter-
restrial television channels (ERTU 1 and 2) that
provide news for various Egyptian channels, sup-
ported by both advertising and listener license fees.
By the early twenty-first century there were eight
television channels operating, three based in Cairo.
Cable service in Cairo began in 1990. Two private
radio stations, Nijoom FM and Nile FM, which pro-
vide news, entertainment, and music in English, were
established to appeal to younger listeners, with an
underlining philosophy of promoting Islamic religion
and customs. The country’s first communication

satellite (Nilesat) was launched in 1998 (followed
by a second one two years later) to expand televi-
sion service in Egypt and neighboring nations, and
includes a news channel. Two privately owned
television channels appeared in Cairo in the early
2000s. Internet use is expanding but remains only
a tiny source of news for most people, though the
government does not censor websites.

Libya

A desert nation with a small population (about
6 million, most of whom are Sunni Muslims living
near the coast), Libya became an Italian colony in
1911. The country gained its independence in
1951 as a monarchy, but the army overthrew the
king in 1969. Arabic is the national language, but
Italian and English are used by urban elites. Oil is
the primary export but Libya imports most of its
food and consumer goods. While literacy is high,
with 75 percent of the population able to read,
newspapers have small circulations. Of the coun-
try’s seven newspapers, only Al-Jadeed is published
in English while the others (and radio and televi-
sion stations) use French and Arabic as the lan-
guage of communication.

Though freedom of the press was seemingly
guaranteed by the 1969 constitution, the role of
the press falls within the political principles of the
revolution. All private newspapers were national-
ized in 1973 and a public press organization was
created to publish them. Under the arrangement,
two daily newspapers were published, one in
Arabic and the other in Benghazi, a major lan-
guage in Libya. Periodicals may not challenge or
criticize the principles behind the country’s revo-
lution, spread rumors, or publish materials offen-
sive to religions. The government also operates all
electronic media (the first radio station began
service only in 1957; television began a decade
later). Internet usage is very limited and closely
monitored.

Tunisia

Geographically the smallest of the countries dis-
cussed here, Tunisia has more than 10 million
people, two-thirds of whom are literate. France
took over Tunisia in the 1880s and only ceded
control in 1956. The country’s laws and news
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media long resembled those of France, and French
is still spoken by urban elites.

Though one government French language news-
paper was formed in 1861, Le Petit Tunisien was
founded in 1889 to reflect the official position of
the colonial government. The publication and oth-
ers established thereafter (most in French, a hand-
ful in Arabic) were banned from expressing
independent views. To enforce censorship, the gov-
ernment closed down all the nationalist newspa-
pers and periodicals in 1933, only slowly allowing
some to resume publication.

There are seven major newspapers published in
the capital city of Tunis, three of them run by the
government and the rest privately owned (by
French newspapers) but supportive of the regime.
Only one has a circulation of more than 100,000.
There are many more small weekly papers. The
widespread existence of self-censorship and absence
of much opposition may be due to the fact that
virtually all papers enjoy government subsidies.

Radio was introduced by French colonial
authorities in 1930, primarily to serve French
expatriates. There are now nearly 30 transmitters,
and receivers are widely available. Television
began in Tunis in 1966 and, unlike other North
African nations, service was soon available through
the entire country.

Algeria

With more than 30 million people, and a literacy
rate of about 62 percent, Algeria is among the larg-
est African nations. Most of its people live along
the Mediterranean coast as much of the interior is
dry desert. Arabic is the standard and official lan-
guage, only about 15 percent speaking one of the
Berber tongues. For much of the nineteenth cen-
tury and up to 1962, France controlled the coun-
try, departing only after a bitter seven-year war.
The first daily Algerian newspapers were pub-
lished in French, aimed chiefly at colonial elites in
Algiers and other cities. Very little was published
in Arabic. With independence in 1962, press-
government relations varied but generally were
under the thumb of the ruling FLN party.
Newspapers circulated largely to the literate elite.
While things opened up a bit in the late 1980s, the
army takeover in early 1992 curtailed press free-
dom again. Through the 1990s and since, papers

and individual journalists were often in jeopardy
of government crack-downs, and dozens of news-
papers were closed down. By 2001, laws made any
criticism of government officials a matter of libel.
While about 100 small, private newspapers do
offer criticism, government control of most print-
ing plants gives officials considerable control over
what is disseminated.

The first private radio stations aired in Algiers
in 1925. French colonial authorities took over
operating stations in 1957, a year after the coun-
try’s first television station began service. By the
1990s, broadcasting networks (one television
and three radio) and stations were all operated by
the government. Radio service covers most of the
country, but television signals are limited to the
coastal areas where most people live.

Morocco

Morocco is the westernmost of the four Maghreb
countries, located on the northwestern corner of
Africa’s coastline along both the Mediterranean
and the Atlantic Ocean. A protectorate of both
Spain and France for the half century before it
gained independence in 1956, the country is the
only kingdom in the Maghreb. Of its more than
30 million people, slightly under half are literate.
Morocco still demonstrates strong French cul-
tural leanings; though Arabic is the official lan-
guage, French is widely spoken among urbanized
elites.

Newspapers were predominantly French in lan-
guage and content under the Protectorate, and
censorship was introduced during World War II.
The few nationalist papers that did appear were
quickly suppressed. Political Arabic newspapers
proliferated in both the capital of Rabat and
Casablanca after independence, though many were
suppressed after 1959. While the constitution
promises freedom of the press, press laws forbid,
for example, criticism of the monarchy or Islam.
Of the more than 20 major dailies, Arabic lan-
guage papers have gained the highest circulation,
and more appear each year. Indeed, there are more
than 600 daily and weekly papers, plus another
700 or so periodicals published in the country. But
the largest dailies, with perhaps three-quarters of
all circulation, while they seek commercial sup-
port, rely on government publication subsidies.
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Radio stations were privately owned until they
were nationalized in 1959. Television began under
private ownership in 1954 (the first in the Maghreb)
but failed in two years. Service was only reintro-
duced in 1962. Broadcasting is operated by Radio
Fusion television, Marocaine (RTM), also known
as Radio Maroc, an agency in the Ministry of
Information. Internet access was available to about
15 percent of the population in 2007.

Conclusion

In an era of satellite transmission, all of these nations
can receive Al Jazeera, which provides an alternative
source of regional and world news. As Internet pen-
etration slowly increases, that, too, provides
additional journalism options. But the domestic
newspaper and broadcast media in these countries,
generally held not to be free by Western observers,
exhibit considerable self-censorship to avoid gov-
ernment regulation or outright suppression. Several
of the governments license journalists (and one can-
not practice the profession without such a license),
another way of controlling political content.

Dayo Alao and Christopher H. Sterling
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AFRICA, SUB-SAHARAN

Among the 48 sub-Saharan African countries, the
liberalization of the media has been at the center
of debate since a wave of democratic reform swept
through the region in the 1990s. Within this wave
of democratization, authoritarian one-party
regimes yielded to multiparty systems in most
African states. At the onset of democratization, a
wide range of media reforms surfaced with coun-
tries opening up and deregulating their media sec-
tor. Moreover, legal frameworks emerged to
restore press freedom. One key feature of the new-
found media freedom has been the proliferation of
independent media.

Despite these developments, sub-Saharan Africa
receives only a tiny percentage of global news cov-
erage. Furthermore, the region forms a complex
cultural and ethnic tableau of 788 million people
who speak approximately 2,000 languages.
Although rich in natural resources, most of sub-
Saharan Africa falls behind the rest of the world in
terms of economic development due to poor infra-
structure, government instability, natural disasters,
vagaries of international markets, and the impact
of HIV/AIDS. Situated in this environment is a
complex political structure. In 2007, the region
was home to several electoral democracies—for
example, Cape Verde, Botswana, South Africa,
Ghana, and Namibia—having held competitive,
multiparty elections. Newspapers and the elec-
tronic media in these countries are relatively free to
report and comment, and to expose corruption. As
for the rest of the sub-Saharan African countries,
there are emerging democracies, such as Senegal
and Togo; a one-party state, Eritrea; a monarchy,
Swaziland; and two transitional governments,
Sudan and Somalia, where the leadership was
installed through a nondemocratic process.

Given the varying degrees of political systems
along with the region’s diversity and economic vari-
abilities, the media face insurmountable odds in
order to operate. Some of the difficulties are his-
torically situated within the legacy of colonialism.

Colonial Era

With the exception of Ethiopia, almost all African
countries were colonized by one of seven European
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powers (Britain, France, Germany before 1914,
Belgium, Portugal, Spain, and Italy). Out of this
colonialism and missionary activity, the region’s
first newspapers evolved. By the late nineteenth
and early twentieth centuries three press systems
had emerged: one was owned by churches and was
expressly intended for spreading the Christian gos-
pel and reaffirming colonial rule; the second, a
local or foreign-owned press; and the third, an
African-owned and -financed press—sometimes
with missionaries’ financial support. In an interest-
ing way, the colonial structure (especially in the
British colonies) allowed a free and independent
press, though not one without government control.
In addition to laws controlling sedition and defa-
mation, the British colonial administration, fearing
the rising anticolonial press, began to codify press
laws that required, for example, newspaper regis-
tration and the posting of a bond to publish a sin-
gle newspaper. And although each colonial power
established its own method of administering its
colonies, they shared a common view of Africans.
In line with the pseudoscientific racial thinking of
the nineteenth century, colonial governments saw
Africans as simple, and even subhuman. Without
careful control, newspapers might easily excite this
semibarbaric population that greatly outnumbered
whites and lead to a backlash against colonial
authority.

By the mid-twentieth century, the African press
(whether published in colonial languages or in ver-
nacular tongues) grew exponentially as anti-
colonial movements arose. Not surprisingly, several
early African journalists were leaders in resistance
movements and, after achieving their country’s
independence, became Africa’s first heads of state.
Nnamdi Azikiwe, a radical journalist and later the
first President of Nigeria, established the West
African Pilot in 1937. By the 1950s, he controlled
ten newspapers. Ghana’s first Prime Minister, Kwame
Nkrumah, used two of his newspapers, The Accra
Evening News and the Cape Coast Daily Mail, to
proclaim his rallying cry for decolonization. Jomo
Kenyatta, first Prime Minister and President of
Kenya, established Muigwithamia in 1928. The
leader of Tanzania African National Union (TANU)
and first President of Tanzania, Julius Nyerere, was
the editor of the party organ, Sauti ya TANU.

During the colonial era, many African newspa-
pers served as symbols of freedom against further

European occupation. Serving as the voice of
the oppressed, newspaper editors and journalists
became heroes for displaying the fortitude to stand
up to a colonial government even if it meant being
imprisoned. Their actions gave them celebrity sta-
tus, which boosted newspaper sales and enhanced
the platform on which to organize resistance. As a
result, several of the nationalist journalists were
charged with sedition and were either heavily fined
or ended up in prison.

When African countries regained their indepen-
dence from European rule, they lacked many of the
prerequisites for pluralistic democracy upon which
press freedom is built. Consequently, the political
systems that arose in the postcolonial era were usu-
ally authoritarian and resembled the same patterns
of governance imposed by the former colonial
regimes. In terms of the press, colonial governments
made little effort to establish the legacy of Western
libertarian press freedom. For the first 30 years of
independence, the media became integrated into the
party and government structure, relegating journal-
ists and editors to the civil service.

Present Media Landscape

The democratization wave in the 1990s led to two
significant developments: a rising conscientious-
ness and articulation of press freedom and a sig-
nificant increase in independent media.

On May 3, 1991, the “Windhoek Declaration on
Promoting an Independent and Pluralistic African
Press,” adopted by African journalists in Namibia
and later endorsed by the General Conference of the
United Nations Educational, Scientific and Cultural
Organization (UNESCO), concluded that an “inde-
pendent, pluralistic and free press is essential to the
development and maintenance of democracy in a
nation, and for economic development.” A year
later, the Charter for a Free Press, adopted by jour-
nalists at a conference sponsored by the World Press
Freedom Committee, began with “A free press
means a free people.” In 1993, the UN General
Assembly proclaimed World Press Freedom Day as
a means to raise awareness of the importance of
press freedom in strengthening democracy and fos-
tering development around the world.

The Windhoek Declaration and subsequent
pronouncements lent support to the democratic
transitions that were forcing authoritarian rulers
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in most sub-Saharan nations to undertake a grow-
ing range of political reforms. By the end of the
1990s, some 42 nations entered a new era of mul-
tiparty democracy culminating with constitutional
reforms that included freedom of the press and
expression.

With these newfound political freedoms,
along with the extensive media reforms, CNN-
International, Canal France International, Radio
Television Portugal International, India’s Zee T,
the Discovery Channel, and BBC World became
household names. A proliferation of independent
and community media, especially in radio broad-
casting, also emerged. In 19885, there were only 10
independent (non-government-owned) radio sta-
tions in all of sub-Saharan Africa. By 2004, Uganda
alone had nearly 100 radio stations jostling for
space on the FM dial. In Kenya, the number of
private radio stations soared from one in 1996 to
49 in 2005. Of the 122 licensed radio stations in
South Africa in 2005, nearly 90 were community
stations. From 2000 to 2005, Senegal’s community
radio expanded from seven to 19 while private
regional stations increased from 20 to 35.

Access to television is also on the rise with pen-
etration showing enormous range across countries
as well as the rural/urban divide. In Kenya, for
example, television reaches 56 percent of the pop-
ulation, in Nigeria 83 percent, but only 2 percent
in Somalia. Namibia’s television penetration is 66
percent in urban areas and only 37 percent in rural
regions—a fairly typical ratio for much of the
continent.

Television programs from North America and
Europe are still available including The Oprah
Winfrey Show, 700 Club, The Bold and the
Beautiful, Desperate Housewives, Everybody
Hates Chris, Grey’s Anatomy, and Judge Hatchett.
And this is because it has always been more cost
effective to import foreign programs than to pro-
duce local content. However, since the mid-1990s,
there has been a steady rise of regional production
companies, especially in West and Southern Africa,
generating more African-content television pro-
grams. With a highly developed media infrastruc-
ture, South Africa has been leading the way in
producing and distributing these programs. In the
early twenty-first century, one of the largest pro-
viders of television programs in the region is South
Africa’s M-Net’s DSTV (a subscription television

service available throughout Africa). However, a
number of their program offerings are simply an
African version of American or British programs:
Survival Africa, Who Wants to be a Millionaire,
Catwalk Kenya, and Idols in Africa. However, soap
operas such as Egoli: Place of God have a distinct
African flavor. In May 2003, M-Net’s DSTV
launched Africa’s first international-format reality
program, Big Brother Africa, to audiences in 42
sub-Saharan African countries with an estimated
viewership of 30 million. South African-based
Gateway Communications has already captured
the pay-TV market with its services available in
Kenya, Uganda, Tanzania, Botswana, Rwanda,
Mauritius, Malawi, Zambia, Ghana, Namibia,
Ethiopia, and Sierra Leone. It is proceeding with a
phased roll-out across sub-Saharan Africa in 2008.

Across the region newspapers are still concen-
trated in urban areas where literacy is higher and
distribution comparatively easy. In countries where
the economy is booming and democracy has taken
a strong foothold, the newspaper market has been
growing, such as South Africa, Senegal, and
Mozambique. In other countries (e.g., Uganda
and Zambia) newspaper growth is sluggish due to
market stress and government policy. In countries,
like Eritrea, where the government is hostile to the
private media, newspapers have gone out of busi-
ness. There are, however, other factors that put
newspapers at risk or have led to their decline. For
one, many newspaper entrepreneurs entered the
market during the democratization wave with lit-
tle understanding of the news business and were,
therefore, unable to make a profit. Many of these
newspapers have been short-lived. Six years after
Cote d’Ivoire returned to multiparty governance
in 1996, 187 newspapers were being published.
By 2001, about 50 were still being published
(about 20 were dailies while 30 were periodicals).
In 2007, there were about six private daily
newspapers.

Due to its limited penetration, the Internet is not
yet posing a serious competition threat for news-
papers. What the Internet has done, however, is
provide a platform for both independent and state-
owned and -operated media to put forth their own
positions for the global market. Therefore, almost
all media organizations in the region, regardless
of their editorial stance, ideological leanings, or
political affiliation, have an online presence and
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regularly update their content. Probably the big-
gest and best-known international newspaper,
South Africa’s The Daily Mail ¢& Guardian, was
Africa’s first online newspaper, launched in 1994.

Certainly the Internet is reshaping the media in
the region. By 2000, all countries had secured
access, at least in their capital cities. As personal
computer penetration is low, users rely on cyberca-
fes, community telecenters, schools, and other
public access services. But sub-Saharan Africa still
lags behind the rest of the world in Internet pene-
tration, which is only approaching 5 percent.
Internal disparities are huge. With a population of
just over 3 million, for instance, Liberia had about
1,000 Internet users in 2007. The Congo, with a
population roughly equivalent to Liberia, had
about 70,000 users. In addition, the rural popula-
tion, which comprises the vast majority of Africans,
has not yet benefited from any of these new com-
munication technologies.

However, the largest growth in telecommunica-
tion has been in the region’s mobile market, which
has been increasing by about 50-60 percent annu-
ally. Mobile technology is beginning to have a
great impact on journalists who were previously
hampered by poor communication infrastructure.
Today, mobile technology is being looked at as an
expedient and cost effective way for journalists to
send images, news video clips, and news reports
back to the newsroom.

In terms of news agencies, the South African
Press Association (SAPA), which was founded by
several urban newspapers in 1938, is one of the
oldest in the region. Indeed the South African
model is rare. In the post-independence period,
governments began to establish their own news-
gathering agencies, whether they followed a one-
party state or multiparty democratic forms of
governments. Following its independence in 1990,
and with the establishment of multiparty democ-
racy, the Namibian government created the
Namibia Press Agency (NAMPA), which it owns
and operates. Journalists working for government
agencies such as NAMPA have long been accused
of practicing self-censorship. In other countries,
news agencies originally established to control the
spin from the one-party state governments have
undergone a metamorphosis since the 1990s. One
year after Angola gained its independence from
Portugal in 1975, the Angola Press Agency

(ANGOP) was created as the propaganda instru-
ment of the one-party state. However, after the
democratization process and the introduction of a
multiparty system in 2002, ANGOP became a pro-
vider of news for all media in the country. With the
help of UNESCO, ANGOP was transformed from
a state-owned and -controlled agency to a public
enterprise.

Media Structure

Whether involving news agencies, newspapers, or
electronic media, the pattern that is evident in
most sub-Saharan African countries is that of a
dual-media structure: state-owned and -controlled
media along with privately owned media. This
does not mean that such a structure is always har-
monious and does not foment conflict. Depending
on the system of government, the independent
media face overwhelming obstacles and can be
censored or forced out of business at any time.
Where repression exists, new communication tech-
nologies have opened space for bloggers and oth-
ers to develop alternative voices to state media
institutions. Zimbabwean journalists who found
themselves restricted from practicing their profes-
sion launched the ZimOnline News Agency in
2004 as part of an effort to establish just such an
alternative voice.

Regardless of government interference, it is the
private ownership patterns that are slowly chang-
ing the media landscape. The emerging pattern is
one of concentrated ownership and conglomera-
tion among local and foreign interests. In Kenya,
the Royal Media Services own multiple media plat-
forms including Citizen Television, Radio Citizen,
The Leader Newspaper, and eight local-language
radio stations, whereas two major publishing
houses, Nation and Standard, dominate the print
media. Following the dismantling of apartheid
policies in 19935, the foreign-owned Independent
News and Media bought the controlling share
in the Argus group publishing empire; in 1996,
Johnnic Communications (now Avusa) acquired
control of newspaper publisher Times Media
Limited, making it the biggest black-owned media
company in South Africa; and in 1998 Caxton
Publishers bought the controlling share in media
and publishing corporation Perskor and consoli-
dated its focus on community newspapers and free



40 Africa, Sub-Saharan

news sheets. South Africa’s MIH Holdings—a
multinational media company, with its major
operations in electronic media, including pay TV,
Internet and instant-messaging subscriber plat-
forms, and related technologies—has spread to the
48 sub-Saharan African countries, Greece, Cyprus,
the Netherlands, the United States, Thailand,
China, and Brazil. MIH also has print media inter-
ests in Brazil, China, Nigeria, Kenya, and Angola.

Training

After gaining independence from colonial rule, it
was clear that a void existed in Africa’s media
infrastructure and that journalists needed training.
In most countries there were no schools of journal-
ism and no tradition of formal journalism educa-
tion or systematic training. On-the-job training
was the predominant model at the time, and con-
tinues to be the model most preferred by newspa-
pers, which have resisted formal training of
journalists.

Today, there are several models of journalism
training available throughout the region. One is
the workshop model for practicing journalists,
which emphasize a particular set of skills such as
investigative reporting, science reporting, and
reporting on HIV/AIDS. These workshops, usually
funded by donors and in partnership with a local
nongovernmental organization (NGO), involve a
limited number of participants, and are conducted
either in the host country, inter-regionally, or in the
donor’s country. Another approach are vocational
institutes that offer three-year diplomas in journal-
ism, such as the Evelyn Hone College in Zambia
and the Polytechnic of Namibia. Recognizing the
need for in-country degree training at the univer-
sity level, several countries—even those that gained
independence in the early 1960s—established
undergraduate degree programs. Nnamdi Azikiwe,
the first President of Nigeria, saw the value of link-
ing journalism education to a university and
imported the American land-grant university model
to the University of Nigeria Nsukka, thereby insti-
tuting Nigeria’s first university journalism pro-
gram. With 30 universities offering journalism
training as of 2006, Nigeria had the highest num-
ber of university journalism degree-granting train-
ing entities in sub-Saharan Africa, followed by
South Africa with 10. However, across the region

journalism training institutions face a number of
challenges.

The UNESCO report, Criteria and Indicators
for Quality Journalism Training Institutions &
Identifying Potential Centres of Excellence in
Journalism Training in Africa, written in 2007 by
journalism professors Guy Berger and Corinne
Matras, outlines the challenges these institutions
face: shortages of staff, the need for PhD qualifica-
tions among full-time faculty, insufficient scholar-
ships for disadvantaged students, under-equipped
facilities, insufficient funding, out-of-date curri-
cula, lack of funds to replace and update com-
puter/lab equipment, insufficient web knowledge,
and poor Internet connectivity. Another challenge
issustainability. The Nigerian Institute of Journalism,
for example, closed in 1999, due to a disagreement
about the status of the institute and its programs,
only to reopen four years later.

Professional Organizations

Another striking feature of the democracy trans-
formation is the rise in professional associations.
These professional organizations follow several
patterns with varying agendas and levels of suc-
cess. There are a few subregional organizations,
such as the Media Institute of Southern Africa
(MISA), which was established in 1992 and repre-
sents 14 southern African countries. Launched in
1997, the Media Foundation for West Africa
(MFWA) represents the 16 West African countries.
Congolese journalists established Journaliste en
Danger (JED) to monitor and defend press free-
dom in the Democratic Republic of the Congo in
1998. The JED expanded its work to eight central
African French-speaking countries by 2003. These
regional organizations see their common mission
as that of being advocates for press freedom and
raising professional standards through training.
Well organized and with a range of global media
partners and national branches or collaborators
within each country, they also have a good track
record in terms of monitoring constitutional press
infractions by governments, disseminating annual
reports on the state of the media.

In addition, professional journalistic associa-
tions and unions proliferate in many countries,
although journalists find it difficult to sustain these
organizations as well as their level of power within
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the government structure. Some of these organiza-
tions pre-date the democratic wave. The Ghana
Journalist Association (GJA) was established in
1949 and was incorporated into the state apparatus
by then-President Kwame Nkrumah. Under the
leadership of Kabral Blay-Amihere, the GJA
changed its direction in the early 1990s to include
journalists across sectors, and has since become an
independent organization for professional training
and socialization that displays an adversarial edge
when it comes to government. Benin’s Union of
Private Press Journalists, established in 1966, brings
together journalists working in the public press
(state-owned). Since the wave of democratization in
the early 1990s, over 25 organizations have been
established in Benin, each catering to various spe-
cialized journalists (e.g., cultural, economic, envi-
ronmental, and parliamentary journalists).

Some organizations cater solely to journalists
working in the private press, such as Mali’s
Association des Editeurs de la Presse Privée du
Mali. Others are gender-specific, such as the
Uganda Media Women’s Association that was cre-
ated in 1983 as a nongovernmental organization
for women journalists from government and pri-
vate media. Science writers from Nigeria, Kenya,
Ghana, and Uganda have partnered with the
Canadian-based World Federation of Science
Journalists to develop their own organization. In
post-apartheid South Africa, senior journalists,
editors, and journalism trainers formed the South
African National Editors’ Forum in 1996 to reflect
South Africa’s diversity, champion press freedom,
and improve quality and ethics in journalism.

Legal and Other Constraints

Although the majority of sub-Saharan nations
have adopted constitutions guaranteeing free
expression and a free press, these protections are
often limited through legislation inherited from
colonial and early nationalist regimes. The MISA
suggests that in Swaziland there are at least 32
pieces of legislation that can limit constitutional
guarantees of press freedom, some dating back to
1938. While press freedom is constitutionally
guaranteed in Equatorial Guinea, the government
severely restricts freedom through a 1992 press
law, which authorizes government censorship of
all publications. In 2006, the U.S.-based Committee

to Protect Journalists ranked Equatorial Guinea as
one of the five most censored countries in the
world. Criticisms of the President (who came
into power in 1979) is not tolerated, and self-cen-
sorship among journalists is the norm.

Perhaps the most damaging colonial holdover
is the so-called insult laws, a form of criminal
defamation. Once designed to shield kings from
dishonor, these laws make it a criminal offense to
insult the honor or dignity of a public official in
all but five sub-Saharan countries. In the first five
months of 2007, insult laws led to the harassment,
arrest, or imprisonment of more than a hundred
journalists in 26 African countries. In mid-2007,
the International Federation of Journalists
launched the “Africa Journalist out of Jail
Campaign,” calling on African leaders to release
journalists imprisoned in Ethiopia, Eritrea, and
the Gambia. The World Association of Newspapers
and the World Editors Forum in their Declaration
of Table Mountain also issued a similar call
against insult laws.

Adding to the problem of inherited laws is new
legislation being enacted in a number of countries
that impact press freedom. The 2002 Access to
Information and Protection of Privacy Act (AIPPA)
in Zimbabwe, for example, is designed to protect
the Mugabe government from scrutiny by restrict-
ing access to information held by public bodies
and penalizing public or media inquiries into its
actions. Since its passage, several independent
media outlets have been shut down, journalists
have been arrested, and foreign journalists have
been prevented from working in Zimbabwe.

Even in countries with a relatively free press,
criticizing the government can backfire. In March
2001, the Namibian government banned all gov-
ernment advertising and prohibited any govern-
ment department from purchasing the independent
daily The Namibian as a result of it being too
critical of government policies. In June 2007, the
government of Lesotho banned all state and semi-
government agencies from purchasing advertising
in the privately owned weekly Public Eye. Given
the relative dearth of commercial advertising in
much of the continent, this type of economic pres-
sure has a strong and immediate impact on tar-
geted media.

The African press is in a quandary because
both government officials and journalists operate
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within two opposing press ideologies.
Governments require loyalty from the media,
whether public or private. Since independence,
African leaders have argued that to avoid politi-
cal instability, media should work in partnership
with the government to achieve national develop-
ment objectives. The partnership model generally
works well within state-controlled media where
journalists tend to appear as public relations spe-
cialists. However, independent media tend to
model their professional ethics around the liber-
tarian Western model of a free press that calls for
freedom from state intervention. Conflicts regu-
larly occur.

It is safe to say that journalists face a myriad of
conditions that impact their careers. These include
low wages, poor working conditions, lack of expe-
rience and professional training, and a culture of
secrecy and self-censorship. Aside from these
obstacles is the “brown envelope” syndrome. This
is a widespread practice in many countries wherein
journalists accept bribes or routinely seek pay-
ments from the individuals or organizations they
cover. As is often the case in government and busi-
ness, journalists contend that low salaries drive
such unethical practices.

Across sub-Saharan Africa, self-regulation
through codes of conduct is becoming the norm for
encouraging high professional and ethical stan-
dards. Some countries, such as South Africa, have
multiple codes for newspapers (The Mail &
Guardian’s Professional Code, Business Day and
Financial Mail, Die Burger), television (e.tv, South
Africa’s first private free-to-air television channel),
professional organizations (the South African Union
of Journalists and South Africa National Editors’
Forum), state regulatory bodies (the Independent
Communications Authority of South Africa), and
those concerned with national health issues
(Reporting on HIV/AIDS: Ethical Guidelines for
South African Media). Similarly, Tanzania has var-
ied codes of conduct for media managers and
editors, journalists, news agencies, and media
photographers. There are also subregional codes
of ethics. The East Africa Free Press Assembly
adopted an East and Central African Code of
Ethics in 2001, which was reaffirmed in 2002.
Additional codes of conduct can be found in
Rwanda, Angola, Kenya, Zambia, Malawi, Namibia,
and Zimbabwe.

Conclusion

Given continued ethnic strife, the apparent rebirth
of authoritarianism in a number of states, the mas-
sive diversity across the region, the struggle to cre-
ate and maintain democratic governance that
many countries are experiencing for the first time,
and various legal impediments, press freedom in
sub-Saharan Africa remains a constant struggle.
Despite these challenges, African journalists have
been building organizations that support a free
and independent press as well as self-regulatory
bodies to promote professional standards.

The developments associated with the 1990s
wave of democratization have transformed the
media in most countries from a predominantly
state-owned and -controlled propaganda tool to a
more open and independent media. However,
within this open system there is a myriad of ways
in which individual countries have responded to
the liberalization and privatization of the media.
The news and broadcast media are undergoing
immense growth in sub-Saharan Africa. Yet there
is a digital divide that separates sub-Saharan
African countries from each other and the rest of
the world. Internet penetration is low while costs
are high. Mobile technology is rapidly expanding
and journalists are beginning to reap the benefits
of this technology. Conglomeration and conver-
gence is shaping the media industry in many coun-
tries. Broadcasting formats and programming
imported from North America and Europe con-
tinue to shape the cultural discourse. And despite
commonalities, there isn’t a one-size-fits-all media
model. Sub-Saharan Africa has a varied media
landscape in terms of media choice, accessibility,
levels of government intrusion, and the legal and
economic structures in which they operate.

Polly McLean

See also Africa, North; Comparative Models of
Journalism; Development Journalism; PanAfrican
News Agency
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AFRICAN AMERICAN NEwWS MEDIA

African American news media grew—as media so
often do—from a need to communicate displeasure,
in this case, of blacks with the way the white U.S.
majority had treated them. A single publication

blossomed into several hundred, driving a popular
movement for equality as well as a people’s strug-
gle toward civic, educational, and economic ful-
fillment. The black press dominated much of the
first two centuries of that struggle, showcasing the
debate on its pages while transmitting mainstream
values and ideals to its readership and modeling
prevailing newspaper business practices. Advances
in technology have led to other, more viable forms
of media, most notably radio and television—
which continued to provide alternative, if rela-
tively few, voices to the concerns of blacks. At the
dawn of the Internet era, African Americans con-
tinue to struggle and plead their cause.

Origins

Despite their plight, African slaves who were brought
to North America beginning in the 1600s created a
strong, expressive tradition, singing songs and spiri-
tuals and orally passing down poetry and narratives
through the years. But decades of being ignored or
inaccurately portrayed by mainstream media
prompted a group of free African Americans—
led by college-educated John B. Russwurm and
ordained minister Samuel Cornish—to start
Freedom’s Journal on March 16, 1827. The weekly
paper advocated antislavery issues and furthered
discussion on affluent, middle-class lifestyle and
cultural matters (e.g., fashion and religion), becom-
ing the model for the 40 or so black newspapers
across the United States until the Civil War’s end
(and the ascent of political equality issues) in 18635,
most of them in the North (although The Daily
Creole, the first African American daily, was
started in 1864 in New Orleans).

Raising blacks’ political profile, inspiring them,
and creating middle-class aspirations required pas-
sion and business insight, as black illiteracy and
the lack of advertising support posed significant
challenges for the early African American press. As
illiteracy declined and black mobility increased
after the war, black newspapers proliferated (more
than 500 started in 1890 alone), but many were
short-lived. Unlike white papers, the black press
had to rely on copy sales—rather than advertising—
for most of its income because there weren’t
many black businesses and no white businesses
would advertise in the publications. And with lit-
eracy rates among African Americans reaching
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only 50 percent by 1900, sales income was so low
that many black editors had to take second jobs.
After the Civil War, with the increasingly mobile
and literate black population spreading across the
country, more and more black newspapers started
publishing (although many died just as quickly),
includingone present-day survivor, The Philadelphia
Tribune, started in 1884. No one paper dominated
the continuing battle against segregation, lynching,
and discrimination. Rather, a collection of papers
of varying influences and duration took up the
fight against injustice, particularly as portrayed by
the southern white press (i.e., blacks as bungling,
uncivilized, and morally lax). Southern black
papers—including the Charleston (South Carolina)
New Era, Huntsville (Alabama) Gagzette, and
Savannab (Georgia) Tribune—upheld the premise
that blacks were human and deserving of better
treatment but these three newspapers needed every
voice of support they could muster as more and
more of them had trouble surviving. Newspapers
that did survive found much to write about, particu-
larly the abolition of lynching and the power of the
Ku Klux Klan (KKK) in the South. Because the
government and the courts would not “control”
blacks, private white citizens took to illegal means
to do so, resulting in terror among black families
(between 1884 and 1900, some 2,500 African
Americans were lynched) and fears of a return to
slavery. So the Reconstruction Era (ca. 1865-77)
black press continued to publicize wrongdoings
and provide an outlet for racial pride and self-de-
termination, albeit in short bursts because inade-
quate funding prevented consistent publishing
schedules. Many black publishers did not operate
their publications as profit-making businesses;
they were so busy maintaining watch on the
Republican Party and black-related concerns and
issues and—as a result—neglecting advertising
needs that they often couldn’t subsist. Still, many
renowned newspapers were published in major
urban areas (in addition to Philadelphia), most
notably Indianapolis, Washington, New York, and
Cleveland; many were circulated throughout their
respective states, effectively becoming more than
local newspapers and wielding regional power.
The combination of moral outrage at perceived
inequities and optimism that African Americans
still could achieve the American dream helped
to unite African Americans and inspire them to

persevere at a time when complete freedom seemed
unattainable. When the U.S. Supreme Court in
1883 ruled the Civil Rights Act of 1875 (which
guaranteed equal treatment in public accommoda-
tions) unconstitutional—essentially denying federal
protection of African Americans against discrimi-
nation in the use of their newly won rights—and
the federal government withdrew troops from the
South the same year, Jim Crow laws (requiring
separate public facilities for blacks) began to appear
(in nine states by 1892). Blacks protested this and
other perceived wrongs through the black press,
particularly in the North. (Southern and Midwest
papers tended to be less demanding and more com-
promising.) Despite these dire trends, African
Americans overall continued to be optimistic and
to turn to black newspapers for inspiration.

Outstanding papers during this Reconstruction
era included The New York Globe (later alter-
nately known as The Freeman or The Age, the
latter becoming the most widely read and influen-
tial black newspaper of its time), which promoted
the idea of a national organization—the forerun-
ner of the National Association for the Advancement
of Colored People (NAACP)—formed to contest
racial discrimination and related issues. Globe
founder T. Thomas Fortune suggested blacks stand
firm and hold their ground against mounting white
violence, contrary to the advice of more moderate
black leaders such as Booker T. Washington.
Fortune, the first to use the term “Afro American,”
said blacks should die for their rights, if necessary.
Although he believed in following the law, Fortune
also felt that, lacking adequate legal protection,
blacks should protect themselves—even if it meant
bearing arms.

A different type of black press leadership came
from Baltimore, where in 1892 the Baltimore Afro
American—Dby the early twenty-first century second
only to the Philadelphia newspaper as the longest,
continuously operating black newspaper—was
started by former slave and later Virginia minister
John H. Murphy Jr. Establishing a strong reputa-
tion for local sensationalistic news as well as cov-
erage of black issues, the paper—under the direction
of printshop supervisor-turned-manager John H.
Murphy and his family—outlasted a half-dozen
similar local publications by building its infra-
structure through the selling of stock and building
its content on its appeal to working-class blacks



African American News Media 45

rather than the elite. It also maintained a dual out-
look toward racial issues—denouncing racial seg-
regation while advocating for the best circumstances
for blacks within the racist system—while increas-
ing its influence beyond its midatlantic and
Southern black readership to become more of a
national voice for black America.

Political Action, With Restraint and
Booker T. Washington’s Help

Around the turn of the century, many black papers
started to reflect the Afro American in that they
were philosophically split on racial issues—but in
large part they concentrated on how to reverse
blacks’ declining fortunes. Despite the moderation
advanced by successful African Americans such as
Booker T. Washington, some African Americans
began to tout migration as a solution to the plight
of Southern blacks in the columns of the black
press. So encouraged, nearly 2 million blacks moved
from the rural South to the more industrial North
between 1910 and 1930. Inequities persisted, par-
ticularly regarding competition for jobs and hous-
ing; riots sometimes resulted, leading to the creation
of the aforementioned NAACP in 1910. But regular
American life—freedom from slavery, in other
words—began to return some dividends: literacy
growth (fostered by free public education) led to
improved employment capacity for blacks. This
resulting intellectual divide between middle- and
lower-class blacks, combined with blacks” improved
economic power and potential and the racially seg-
regated housing and social patterns of the industri-
alized cities, laid the groundwork for a fairly
dramatic change in the black press.

Washington’s idea—essentially that through
hard work, self-education, and patience, African
Americans could better themselves and show
whites that blacks were worthy of full citizenship—
resonated with many black newspaper publishers.
It helped that he headed Tuskegee Institute, which
supplied the black-oriented National Press bureau
with news releases and advertising while directly
aiding some newspapers (via subsidies, free con-
tent, and advertising). Although it was not among
the papers affiliated with the bureau, The Chicago
Defender—founded in 1905 and generally
acknowledged as one of the top three influential
black papers in the country—nonetheless led the

way in commercializing the black press. Increased
reliance on advertising, combined with increased
and controversial news coverage, helped position
The Defender and its editor Robert Abbott as
models for other publications. Not only did the
paper advocate for blacks, it made a profit, too.

Washington’s philosophy of advancement
through financial success subtly worked its way
into the very foundations of the black press. The
Defender—while sensationalist in its own right—
was an early proponent of the northward migra-
tion and at the outset shunned political coverage,
concentrating more on branding itself as a voice
for blacks throughout the country. By taking this
approach, it was able to build up circulations in
various cities that had their local Defender editions
and successfully copy the circulation-is-king model
of U.S. newspaper icons James Gordon Bennett
and William Randolph Hearst. The increased cir-
culation drew advertising, which led to develop-
ment of ad-only sections and greater reliance on
advertisers for revenue. The Afro American soon
began to imitate this model, which continues to
this day in certain states and metropolitan areas
with large black populations (The Atlanta |Georgia
Daily World, for example, started as a weekly in
1928 and became the first black daily in 1932; it
expanded to include 60 Daily Worlds across the
country until economic realities and politics [it did
not support sit-ins of downtown Atlanta restau-
rants in the 1960s] reduced its influence to only
Atlanta; Birmingham, Alabama; and Memphis,
Tennessee). By 1918, white advertising agencies
were representing black papers to white advertis-
ers, and black newspapers enjoyed an economic
“golden age” until 1930 (The Defender grew from
21 columns of advertising per printing in 1917 to
more than 61 columns in 1919).

But many black papers, despite their flourishing
thanks to the advertising and the growing black
middle class, also reflected the pro-protest position
(i.e., that blacks should oppose and doubt whites’
views) advocated by activist and scholar W. E. B.
Du Bois and other intellectuals. Such papers—often
carrying fewer commercial advertisements because
their advertising space promoted socialistic ideas—
joined their more commercial peers in condemning
race-based policies; but they also tried to promote
a certain kind of united black identity rooted in
reform, dissent, equality, and integration. Partly
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Linotype operators in April 1941 in Chicago at the printing plant of The Chicago Defender, one of the most influential African
American newspapers in the early decades of the twenty-first century.

Source: Library of Congress.

because of Washington’s heavy-handedness (via his
own news and distribution service; his influence in
gaining grants for black papers that refrained from
certain criticisms of him or his political contacts;
and his covert efforts to economically damage
independent, critical black newspapers), however,
these papers were dwarfed by those that urged self-
betterment, domestic life, gradual social progress,
schooling, and economic enhancement via con-
ventional channels. Few editors could resist
Washington’s financial support and thus his influ-
ence, not even T. Thomas Fortune, who was
befriended and later politically castigated by
Washington.

World War I, meanwhile, assisted black eco-
nomic progress by driving African Americans into

the work force to fill the job vacancies left by
whites going into the armed forces. Chicago (aided
by The Defender’s continued encouragement of
migration) became a magnet for blacks; two of
every three copies of The Defender were sold out-
side Chicago, primarily in the South, indicating
that Chicago beckoned as a black oasis in the
United States. Headlines such as “Call the White
fiends to the Door and Shoot them Down” did not
endear the paper to whites. Not surprisingly, the
paper became a target of war-time investigation by
federal agencies and lasting southern ire.

The war added equal treatment for black sol-
diers to the newspapers’ agenda, putting the black
press in the position of having to protest while
simultaneously being a patriotic war supporter. As
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a result, the federal government—through flattery
and legal threat—tried to monitor and control
anything the 200 or so black newspapers did that
approached war-time criticism. Anti-German and
pro-patriotism materials, speakers, and events
sponsored by the black press were not enough to
pacify suspicious Justice Department officials, who
often surveilled, interrogated, and occasionally
jailed black editors and publishers, but never pros-
ecuted them, for fear of seeming hypocritical—
fighting for freedom and equality for non-Americans
while some within its own borders weren’t allowed
the same privileges—to other countries.

Setting the Table for Civil Rights

At war’s end, the black press resumed the struggle
for civil rights. The federal government—led by
Attorney General Mitchell Palmer’s vigilance
against any perceived collaboration between civil
rights and communist groups soon after the Russian
Revolution of 1917—never relaxed its scrutiny of
the black press and attempted (albeit unsuccess-
fully) to pass peacetime antitreason legislation.
Black newspapers, for their part, renewed the fight
against lynching and the resurgent KKK while
reaping the benefits of still-increasing black literacy
and postwar black yearning for social progress.
Soon many of the nearly 500 black newspapers,
most of them published weekly, fostered a protest
movement initially based on the ideas of Jamaican
intellectual and editor Marcus Garvey, who believed
that only self-reliance by African Americans could
break the bonds of racism. Garvey also stressed the
importance of the liberation of Africa from colo-
nial powers and global black pride. These ideas
inspired similar-thinking groups—such as the
National Urban League, the NAACP, and the
National Negro Congress—to call for mass black
protest—notions that took hold not only in Chicago
but also in the many other northern cities that ben-
efited from black migration, such as Philadelphia,
Cleveland, and New York.

One such city, Pittsburgh, began to nurture a
rival to The Defender with The Pittsburgh Courier.
Improved reporting and interesting content (cover-
age of notable black achievements and political
satire, for example) enhanced the paper’s reputa-
tion. Southern emigrant, lawyer, and Courier edi-
tor-publisher Robert Vannemulated The Defender’s

business model, as well as its sensationalist ways,
but tempered its coverage of the lurid and scandal-
ous with expansive investigative reports on the
American South and Africa, earning it readers
nationally and abroad. Its continuous front-page
campaign to integrate the U.S. Army and to urge
African Americans to contact their congressmen
about the importance of integration only shored
up its support in the black community—so much
so that it came under FBI suspicion and investiga-
tion in the late 1930s and early 1940s. Other black
papers followed The Courier in lobbying for inte-
gration of the Army, to the point that in 1940
President Franklin Roosevelt (1933-45) signed a
military draft bill that included a nondiscrimina-
tion section.

But the battle for military integration spilled
over into World War II. The Courier started its
“Double V” (double victory) campaign signifying
that African Americans would fight for democracy
abroad and at home for the war’s duration. The
paper enlisted black and white celebrities—such as
singer Marian Anderson, band musician Lionel
Hampton, writer Sinclair Lewis, actor Humphrey
Bogart, and broadcast mogul William S. Paley—
and held Double V-related events, sold Double V
pins, held congressmen-writing parties, and even
once had a Double V song broadcast on a national
network radio program on NBC. Meanwhile, other
black papers highlighted numerous wrongs com-
mitted against African Americans in the military,
culminating in a meeting of some black publishers
and select Roosevelt aides who were threatening
censorship via the courts; also at stake was feder-
ally supplied “patriotic” advertising—businesses
were granted tax breaks in exchange for reinvesting
the gains in the economy in a novel manner (such
as advertising in the black press). The meeting
ended with the government agreeing to make its
war officials available for interviews while the
black newspapers toned down their criticism of the
federal government. Eventually, Roosevelt—under
criticism from the black press for not making him-
self available to black groups—met with members
of the Negro Newspaper Publishers Association in
February 1944 and—as a direct result—three days
later a black reporter was finally allowed to join the
White House press corps.

With the economic gains made by African
Americans serving in the military and in civilian
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wartime jobs, the black press grew in stature.
A 1944 national study commissioned by the
Carnegie Foundation highlighted the black press’s
role in developing black pride and unity and its
importance as a pressure group that encouraged
strike lines and protest rallies with integrationist
aims. Ebony, a national black magazine focusing
on middle-class lifestyles, debuted in 1945. But
any feelings of complacency about having “made
it” into mainstream America on the part of the
black press didn’t last because of its continuing
reliance on circulation sales (instead of advertis-
ing sales). This reliance on readership revenue
would prove damaging amidst the growing civil
rights movement.

Overcoming, but Not in Business

The limited success of protest emboldened African
Americans to step up the pressure for change. The
courts served as a backdrop for many such efforts,
particularly the U.S. Supreme Court’s 1954 Brown
v. Topeka Board of Education verdict that struck
down the “separate but equal” doctrine used by
state and federal governments since the nineteenth
century to segregate blacks from whites. Although
appeals and attempts to evade the ruling by recal-
citrant southern states slowed its implementation,
the federal government soon made it clear by dis-
tribution of funding and enactment of other,
equality-driven measures in government agencies
that full citizenship rights for African Americans
were inevitable. The NAACP pursued several
other education-related cases intending to increase
black access to graduate and professional training
between the 1930s and Brown. The black press
highlighted the victories while criticizing and call-
ing attention to the decisions’ deficiencies and the
subsequent foot-dragging by the losing parties.

In the face of escalating civil rights protests in
the 1960s, the growing impact of African American
voters on elections, the clever manipulation of the
news media by those in the civil rights movement
(the use of peaceful confrontations and marches
was ready-made news), and the violent riots that
resulted in several major cities by the mid- and late
1960s, the mainstream press could no longer
ignore black protests and politics. Major daily
newspapers and the broadcasting networks began
to search black press newsrooms for reporters who

could gain access to black sources at the heart
of the civil rights story. Black newspapers soon
became training grounds for the prestige news
media. The number of black journalists working in
mainstream publications in the mid-1960s was
relatively small—the National Association of Black
Journalists, for example, began with 44 members
in 1975—and no official statistics about the num-
ber of black journalists were kept until the late
1970s, when there were 1,700 minority journalists
out of a national total of 43,000—constituting just
4 percent. That number steadily increased to—and
then stabilized around—38,000, or about 14 per-
cent, in 2007, despite the fact that minorities rep-
resent about a third of the U.S. population.

Black readership also underwent change. Prior
to the 1960s’ push for civil rights, the centralized
ghettoes of industrialized U.S. cities created a
ready-made distribution area for the black press.
But as literacy increased in the late 1940s and into
the 1950s and 1960s among African Americans,
they also discovered and began reading mainstream
newspapers as well as the black press. Ironically,
mainstream advertisers felt no need to advertise in
the black press—because African Americans also
read the mainstream press. Increased literacy,
more education, and better jobs among African
Americans also meant a flourishing black middle
class, many of whom could afford to leave the
ghetto, thus complicating black press distribution
and making it more costly; the local black paper
now had to find a way to reach areas outside the
central black community. By the 1960s and com-
monly by the 1970s, the national black newspa-
pers, in order to save the costs of expanded
distribution, began to restrain distribution of their
editions to areas closer to their base.

As a typical small business, the weekly black
newspaper could not compete with daily news
media. If an event occurred after the weekly dead-
line, the newspaper had to find another way to
report about that event; this would take extra time
for most reporters. Moreover, losing “star” staff-
ers to the higher salaries and greater prestige of
the mainstream press made finding experienced
replacements difficult and costly. The black press’s
conservative (i.e., advocating gradual political
change), middle class, integrationist editorial
stances and approach to news also disagreed with
many younger black journalists who often sought
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the faster-paced change that mainstream news
media could potentially offer.

In the modern era, what remains of the black
press varies by locale. Some major cities, such as
Houston, New York, or Los Angeles, may have
multiple black newspapers—many of them
unknown to (because they are too small to afford
membership dues) or not members of the
200-member National Newspaper Publishers
Association (NNPA), the self-proclaimed “black
press of America.” The two remaining black dai-
lies—the Atlanta Daily World and The Defender
top the NNPA membership list; the rest of black
newspapers are weekly or monthly. The Defender’s
circulation dropped from a prewar high of 157,000
to about 30,000 in 2008 while The Daily World
saw circulation fall to 16,000 in the mid-1960s
from its peak of 75,000. Meanwhile, the NNPA
has partnered with Howard University in
Washington to expand its operation to the Internet
with BlackPressUSA.com, a daily compendium
of news, art, sports, entertainment, and history.
Developments such as this one suggest that the
black press now finds itself a complement to the
mainstream press, rather than a substitute for it.

Balancing Politics and Revenue

Lack of money perennially plagues the typical
black newspaper, usually considered a “small busi-
ness” with 50 or so employees (and most with
perhaps two dozen or fewer). Advertising staffs are
relatively small and typically solicit advertising
from businesses that make products specifically for
blacks. As national black newspapers’ circulation
began to dwindle in the 1960s, black press adver-
tising staffers lacked the expertise and resources
necessary to effectively promote the black press to
advertisers. Indeed, only three local black newspa-
pers undertook costly verification of their reader-
ship to assure advertisers of their audience’s size.
By the 1970s, black publishers had to walk the
line between becoming too strident in tone (satisfy-
ing younger or more race-conscious readers) and
too dependent on sales (and thus seeking more
advertising from mainstream businesses that want
to try to sell to older, more conservative, and mid-
dle-class readers). This spawned a division in the
black press between traditional and profitable
integrationist-yet-critical newspapers and the more

“militant” newspapers that increasingly appeared to
have become somewhat obsolete protest vehicles.

Still, a successful business must make a profit to
exist, which meant black newspapers had to more
assertively start seeking advertising and appealing
to readership in more interesting and diverse ways.
With the gains made by the civil rights movement,
African Americans en masse began to join the rest
of the country in consuming products of the U.S.
market economy. As a result, by the 1970s busi-
nesses took note, advertisers began to notice
blacks’ brand loyalty, and black entrepreneurs
(along with the rest of the mainstream media)
responded by trying to reach various segments of
the black audience. For example, the first issue of
Essence—a monthly publication targeting black
women—appeared in November 1945. Its editors
designed the 50,000 copies to foster readers’ con-
fidence in their physical appearances and supply
an outlet for discussion of such issues as workplace
politics and personal experiences.

Ebony publisher John Johnson also took a cue
from the change in black readers’ tastes. Johnson
had simultaneously tried to promote his Negro
Digest, a broad, integrationist publication (started
in 1942) that had changed in the 1960s to cover
black nationalism and related issues via content
linking literature and politics. But lack of sales
prompted Johnson to close the publication in 1970
and place greater emphasis on Jet, which he had
started in 1951 as a general, small, and easy-to-
read news magazine that immediately became
nationally popular.

Earl Graves, a former aide to President John
Kennedy (1961-63), used his experience and
exposure to how wealth and power worked to
inspire his creation of Black Enterprise in 1970.
Graves had also been a consultant to many compa-
nies on economic development and urban affairs
and parlayed his idea for a newsletter that detailed
the successes of black businesspeople into Black
Enterprise, which initially depended on tobacco
and liquor corporations for advertising before
eventually convincing technology and other busi-
ness sectors that he had a viable audience.

Black Broadcasting

In the 1970s and 1980s, around the same time that
black newspapers began to be challenged by their
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readers’ exodus to the suburbs, other black-owned
news media also started appearing with more regu-
larity. Although the first radio station to be owned
by blacks was bought in 1948 in Atlanta, Georgia,
only 16 such stations—out of several thousand in
the country—existed by 1970. By 1980 that number
increased to 140 and by 2000 it jumped to 211
stations, many of which featured gospel, rhythm
and blues, rap, and other modern formats. Unlike
the black press, black radio attracts white, Latino,
and Asian American listeners as well; still, more
than 75 percent of the listeners are black.

For many radio stations, however, ownership
doesn’t automatically mean programming reflects
that ownership. Noncommercial radio stations
tend to use this programming approach more than
commercial stations that simply play music as a
way of attracting advertisers. Such “community”
stations usually are listener-supported, nonprofit
organizations that try to represent alternative
voices on various public issues. For example, dur-
ing the 1980s, KUCB in Des Moines, lowa, estab-
lished a reputation for strong, community-based
activism on racial matters and particularly stirred
controversy in its crusades against police brutality.

Still, the role of black radio in African American
progress is significant. Led by pioneers such as
vaudevillian performer Jack Cooper and actor-
scholar-athlete Paul Robeson in the late 1930s and
early 1940s, black radio journalists, educators, and
entertainers played an instrumental part in ending
racial discrimination in federal agencies and defense
plants and educating black and white audiences
about each other in an effort to promote racial
harmony at home during World War II. But post-
war racist resentment returned and combined with
cold war and “Red Scare” activities—such as alle-
gations and campaign rhetoric by politicians that
American Communist Party members (and, by
association, communist Russia) were behind U.S.
integration efforts—forced black broadcasters to
find alternative channels in which to combat igno-
rance and discrimination. For example, New World
a-Coming premiered on a local, non-network out-
let in New York City and showcased dramas or
documentaries on local and race issues, while
Chicago’s WMAQ-produced Destination Freedom
presented similar programming. In the process,
such local productions helped rouse black commu-
nity identities across the country and black radio

began to emerge from its blackface-and-minstrelsy
origins and rival the black press as a particularly
local force. During the 1950s and 1960s, black
radio helped marshal blacks to attend civil rights
protests, marches, and rallies as no newspaper
could because almost every black household had a
radio. That influence continued into the early
1970s, reaching full fruition particularly on the
eastern seaboard, in cities such as New York and
Washington, where several stations employed
numerous journalists to cover local black issues.

This also was around the time of the first black-
owned television station, which began to broad-
cast in Detroit in 1973. In the decades since,
Congress has urged the Federal Communications
Commission (FCC)—the agency that issues broad-
cast licenses—to find ways to increase minority-
group ownership. In 1978, President Jimmy Carter
(1977-81) created the Minority Telecommuni-
cations Development Program to specifically focus
on the problem. But by the mid-1990s, such
“affirmative action” programs began to encounter
political opposition in Congress and stricter fed-
eral court interpretations as to what constituted
legal, proactive FCC behavior on behalf of minor-
ities. In 2007, while blacks constituted 13 percent
of the population, they owned only 3.4 percent of
commercial radio stations and 1.3 percent of com-
mercial television stations.

Changes in broadcast ownership policy to allow
more conglomeration reduced the odds of African
Americans making gains in broadcast ownership.
Black-owned stations are usually one-owner estab-
lishments and can’t compete with conglomerate-
level efficiency. Such difficult-to-beat competition
prompted many black owners to sell their stations.
Not surprisingly, the government reported that the
number of black-owned television stations declined
from 1995 (28) to 2000 (20) so that only 10 percent
of the country’s larger markets featured minority-
owned TV stations. An independent, nongovern-
ment report in 2006 put the number of black-owned
TV stations at 18. Most of those stations are in
areas lacking substantial black populations—such
as Syracuse, New York; Salem, Oregon; and
Rhinelander, Wisconsin—suggesting blacks may
be buying stations where they are least expensive.
Put another way, black-owned stations are found in
just 5 of the 59 urban areas where African
Americans constitute a majority of the population.




African American News Media 51

Likewise, many black-oriented radio stations
are owned by one or two large corporations. Some
perceive that such ownership threatens African
Americans’ chances of affecting and becoming
viable actors not only in the music business but the
news business as well. In fact, 43 percent of all
minority-owned stations in 2007 were locally
owned (i.e., owned by a resident in the station’s
market). For many African Americans, black radio
has replaced the black press as the central commu-
nity information hub and the one medium
that strongly advocates politically for African
Americans. In 2000, 96 percent of African
Americans age 12 or older listened to radio at least
20 hours a week. In addition, as with the black
press, advertising remains a concern for black
radio. In 2001, a New York radio station owner
had to switch the format of one of his stations
from urban contemporary—which aimed toward
African Americans—to adult contemporary when
some merchants told his advertising sales staff that
they did not want African Americans in their
stores. In 2007, Radio One, one of the top U.S.
radio broadcasting companies, was the largest
company to mainly aim at an African American
radio audience. It owned and/or operated 69 radio
stations in 22 U.S. markets and reached 12 million
weekly listeners. Though it did provide news pro-
gramming, it was generally embedded in other
shows, particularly the morning drive-time shows.
By 2008 the company was in what appeared to be
a financial free-fall as stock value dropped in a dif-
ficult economic market.

African American radio listeners are also served
by American Urban Radio Networks (AURN),
launched in 1991. As of 2008, AURN provides
programming—including a newscast and other
political reporting—to over 300 affiliate stations
across the country.

Blacks and Cable TV

Radio One also co-owned (with Comcast) the
cable channel TV One. Launched in 2004, it fea-
tured reruns from previously popular shows as
well as talk, celebrity, reality, entertainment, and
news shows to about 2 million subscribers. In
comparison, however, the efforts of former cable
industry activist Robert Johnson stand out. He
started Black Entertainment Television (BET) cable

network in 1980, showing reruns, old movies, and
infomercials on a part-time basis. Shrewd manage-
ment allowed BET to flourish and eventually sell
shares on the New York Stock Exchange, which
added new investors that included media conglom-
erates Time Warner and Tele-Communications Inc.
(TCI).

Initially, music videos made up more than three-
fourths of BET’s programming, which had millions
of U.S. subscribers. The company bought three
other cable channels, published several black
magazines, and created an urban radio network to
add to its assets. These moves provided enough
profit to allow BET to add public affairs program-
ming (e.g., news and talk shows such as BET
Tonight with Ed Gordon, its successor BET
Tonight with Tavis Smiley, Lead Story, and Teen
Summit) and original entertainment shows to its
programming schedule and enable it to boast that
in 2004, 9 of every 10 U.S. African American cable
households subscribed to BET; also, in 1993,
60 percent of BET’s audience was non-African
American. Still, some criticized BET’s role as a
black voice in America because of its relative lack
of original programming and suggested it was
more about business than about politics. In 1999,
Johnson sold BET to Viacom, a media conglomer-
ate that owns several other cable networks, includ-
ing Nickelodeon and MTV. In 2002, Viacom cut
back the public affairs programming drastically
and eliminated regularly scheduled newscasts to
save money.

Internet

With the exception of BET and the Ebony-
dominated Johnson empires, African Americans
have struggled to reach media conglomerate sta-
tus. Media, as labor-intensive businesses, require
large sums of money to operate. African
Americans, because of the longtime denials of
equal opportunity, have struggled to amass such
capital; few have succeeded. New technology has
made it more feasible for many individuals to
create their own websites to house their own
publications. Black newspapers have not rushed
as a group to the web, but black online news
sites have proliferated (as of 2008, the entry
“black news sites” in Google yielded more than
3,000 sites).
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One of the black sites most widely read on the
Internet, BlackPressUSA.com, belongs to the
NNPA, a 200-member group collectively known
as “the black press.” Some 27 NNPA members—of
the 92 that offer online versions—in 15 states
form the nucleus of the news provided by the site.
An additional 14 locales (and their websites) in
four additional states are to be added to the main
site, which has 15 million readers at various times.
But the fact that most African American newspa-
pers are not online remains a concern, especially
since although online site hosting is relatively
inexpensive compared to running a newspaper,
websites still require people to produce, moni-
tor, and change content on an oftentimes more-
than-weekly basis. This amounts to extra costs
for African American newspapers, most already
cash-strapped, so they have been slow to migrate
to the web. Coupled with the aging of their pri-
mary audiences, the black press’ slow develop-
ment of a successful Internet strategy probably is
costing it potential new, younger readers, and in
general reflects a decrease in newspaper and
magazine reading among African Americans. Jet
saw a § percent readership decrease in 2006, for
example.

While African Americans in major U.S. markets
are purchasing electronic technology or using the
Internet in greater numbers than previously
thought—broadband penetration doubled from
2005 to 2006, while 43 percent of black house-
holds in 2008 had broadband connections—many
experts still worry that its cost may be too expen-
sive for less-affluent African Americans. In addi-
tion, today there are many more media outlets than
when the black press started, which means that
more media enterprises—including, probably, alter-
native media such as black-owned news media—
will likely suffer.

Despite the marketability, readership, and
circulation woes of print media, African American
news media remain a viable voice for the black
community. The ability “to plead our own cause,”
still resonates with many blacks, as it continues to
do with other U.S. minority groups.

George Sylvie
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AGENCE FRANCE-PRESSE

Based in Paris, the Agence France-Presse (AFP) is
one of the relative handful of news agencies oper-
ating globally in the early twenty-first century.

Development

The modern French news service grew out of the
century-old Havas agency. Havas had been reorga-
nized during the 1940-44 German occupation as the
French Information Office (FIO). Following on
similar earlier actions in Algiers (after the allied inva-
sion of North Africa in late 1942), French Resistance
journalists took control of FIO offices and personnel
on the liberation of Paris in August 1944. To make
clear the change in control that had taken place, they
began to issue wartime news dispatches under a new
name—Agence France-Presse. At the end of
September of that year, AFP took over the facilities
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and some of the staff of the old, now discredited,
Havas service, and became a provisional public cor-
poration—essentially, an arm of the government.

AFP’s initial job was to rebuild the global news-
gathering network once enjoyed by Havas. That
they were at least partially successful was indicated
in March 1953 when AFP broke the news to the
West of Soviet dictator Joseph Stalin’s death. By
1957, AFP had 25 bureaus across France and
nearly 60 overseas bureaus (the first in China
opened a year later), 13 of them based in what
were for a few more years French colonies in Africa
and Asia. AFP correspondents were active in 116
countries and the agency distributed news to 73
nations, all of it coordinated at the Paris headquar-
ters. It enjoyed a near monopoly on service to
newspaper and broadcast clients within France,
though some larger newspapers also subscribed to
other agencies, chiefly the AP or Reuters.

However, the AFP remained under the effective
control of the government, with only a provisional
charter. In an attempt to provide it with greater
organizational stability and independence, the
basic law under which the AFP operated was
revised in January 1957. It defined fundamental
principles that guaranteed the independence of the
agency and freedom of operation for its journal-
ists. Article 2, for example, stated “Agence France-
Presse may not under any circumstances take
account of influences or considerations that would
compromise the accuracy or objectivity of the
news; it must not under any circumstances pass
under legal or de facto control of an ideological,
political or economic group.” The law remained in
effect a half century later. Yet indirect government
support (in the form of subscriptions for service
from government agencies) remained essential to
AFP’s survival even if it did somewhat limit the
agency’s freedom of action to critique government
policies.

The use of satellite transmission began in 1971.
A year later The Washington Post and the Los
Angeles Times agreed to distribute AFP service in
the United States—an important breakthrough to
the world’s largest news market. By 1979, AFP
operated 108 bureaus and had a presence in 167
countries. Total employment was just under 2,000
people. Depending on the technology utilized
(cable teleprinter or satellite), total agency output
was between 1.1 and 1.3 million words daily. An

audio news service was launched in 1984 and a
photo service just a year later. A news graphics
service appeared in 1988.

Continually restricted by budget limitations,
however, AFP was slow to use the Internet effec-
tively, and by the mid-1990s its overall income
was only a fraction of that going to Reuters. AFP
finally launched a financial service on the World
Wide Web in 1997. Just two years earlier, having
terminated its longtime agreement with the
Associated Press, AFP began to set up its own
news-gathering operation in the United States.
AFP-Direct was launched to allow customized
news agency transmissions to subscribers. The
agency also signed an agreement with mobile tele-
phone manufacturing giant Nokia in late 1999:
AFP began providing sports, financial, and news
transmissions in five languages (English, French,
German, Portuguese, and Spanish) to global mobile
telephone subscribers.

The Modern AFP

In the late twentieth and early twenty-first century,
AFP was the world’s third largest news agency
(after the Associated Press and Thomson Reuters).
AFP’s customers included about 2,000 print and
broadcast media outlets worldwide. An AFP
Foundation was developed in 2007 to help pro-
mote better journalism standards worldwide.
Under its half-century old enabling law, AFP has
never had private shareholders—it operates as a
public corporation under a government charter.
The agency is headed by a chief executive officer
elected for a three-year term (who may be
reelected), and is advised by a board made of 15
representative members: eight from the French
press, three from the government (one each
appointed by the prime minister, minister of for-
eign affairs, and minister of finance), two from
among the agency’s own personnel, and two from
the French government-owned public television
and radio operation. This shared governance,
which includes a majority of members from among
the agency’s subscribers, is a key reason for its lim-
ited budgets, as well as an indication of the com-
promises made to achieve a continuing operation.
Many French government entities subscribe to
the AFP service, and their payments have long
provided an indirect subsidy to the agency’s
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operations. New agency leadership at the turn of
the century began to push for the right to seek pri-
vate investors (and thus reduce the need for so
many government agency subscriptions), and to
provide more services in English—a belated recog-
nition of the global importance of that language.
Late in 2008, the government made moves to
increase private investment, but the strong AFP
unions began petitions against the idea, which they
saw as a trend toward privatizing the agency.

Christopher H. Sterling
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AGENDA SETTING

Agenda setting is a concept that explores effects of
exposure to news media. The logic behind agenda
setting is that the news media do not necessarily
tell people what to think but instead influence
what people think about—they are an influence
on the public’s perception of which issues are
important. The agenda-setting effect involves
social learning—individuals learn the relative
importance of a menu of issues based on how
much coverage those issues receive in the news
media. Since the initial study conducted during the
1968 U.S. presidential election (McCombs and
Shaw, 1972), several hundred research studies
have examined this process, making it one of the
most thoroughly researched theories in the jour-
nalism and mass communication field.

Agenda setting has been a remarkably flexible
theoretical approach. Researchers have applied the

agenda-setting theoretical framework to studies
involving such topics as content analyses of news
coverage on a single issue and experiments exam-
ining information processing of news content.

The process of agenda setting begins with cov-
erage of a particular issue. For example, a local
newspaper could decide to run a series of stories
dealing with why we need strict gun control laws.
The paper’s readers would be exposed to the sto-
ries. The stories would not necessarily lead readers
to believe that the United States needs strict gun
control laws. Rather, the effect of the stories would
be to raise the salience of gun control as an issue in
readers’ minds. The coverage would lead readers
to raise gun control on their own agenda of issues
with which they are concerned.

Because agenda-setting research concerns the
transferal of issue salience from news media to the
public, analyses often combine two research meth-
odologies: a content analysis of media coverage and
responses to a public opinion survey. Many studies
employ a survey item commonly used in Gallup
polls. This “most important problem” question
asks respondents: “What is the number one prob-
lem facing our country today?” Responses to this
open-ended question are then used to form the pub-
lic agenda.

Agenda-setting research can be grouped into
five categories: original tests of the hypothesis,
contingent conditions affecting the magnitude of
agenda-setting effects, influences on the media
agenda, consequences of agenda setting, and
second-level agenda setting.

Original Hypothesis

The original hypothesis emerged at a time when
media effects research was struggling. Prior research
in the 1950s and early 1960s consistently found
minimal effects of mass media. Many of these
studies, however, were looking for behavioral
effects of mass communication—notably, media
influence on voting behavior. Early agenda-setting
researchers, however, examined a different effect
of mass media—a cognitive effect in which indi-
viduals learn about the important issues of the day
from media coverage. Thus, instead of a powerful
(behavioral) effect of media, agenda-setting
researchers were proposing a moderate (cognitive)
effect.
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Agenda-setting researchers have examined this
moderate effect using many different methodolo-
gies. At the heart of the analyses has been a com-
parison of two issue agendas—the media agenda,
or those issues receiving news coverage, and the
public agenda, or the list of issues perceived
as important by the public. Research centers on
how issue salience is transferred from the media to
the public.

The original agenda-setting hypothesis pro-
posed an analysis of an “agenda” of issues—or a
series of issues. Some researchers, however, have
conducted analyses employing a single issue. Single
issue studies are especially effective at examining
agenda-setting effects across time—how the rise
and fall of media coverage coincides with the par-
allel rise and fall of public concern about the issue.
Issues examined in agenda-setting research have
included the economy, the environment, civil rights,
and Watergate.

Researchers also have employed different units
of analysis. Some studies focus on the issue as the
unit of analysis by aggregating survey respondents—
grouping individuals according to the issue that
they believe is the most important problem. Other
studies examine differences across individuals—
which personal characteristics play a role in the
agenda-setting process. Finally, agenda-setting
effects have been studied in many different
countries and cultures. In addition to the United
States, these include Taiwan, Germany, Sweden,
Australia, South Korea, China, Argentina, and
Japan, among others.

Contingent Conditions

From the onset, researchers have sought to dis-
cover variables that either enhance or inhibit the
agenda-setting effect. Even early researchers
acknowledged that effects were not uniform across
all individuals. Wanta (1997), for example, tested
a model of agenda setting in which attitudes
toward news media led to reliance on media for
information about issues. This reliance led to
exposure to the media, which in turn led to agen-
da-setting effects. Also impacting the agenda-set-
ting process were interpersonal communication
and political attitudes. If individuals talked often
with others about issues that received a great deal
of coverage in the news (e.g., the economy), this

provided a second exposure to information about
the issues and thus increased the agenda-setting
impact. On the other hand, if individuals talked
often with others about issues not in the news
media, issues that received little media coverage
(e.g., AIDS), this provided an issue agenda that
conflicted with the media agenda and thus lessened
the agenda-setting effect. In addition, people highly
interested in politics were more likely to attend to
media messages and therefore become influenced
by them.

Weaver (1997) suggested a similar process is
at work. His “need for orientation” concept pre-
dicted that if individuals had high uncertainty
about issues and were highly interested in issues
(issues had high relevance to them), they would be
highly motivated to use the news media and thus
demonstrate strong agenda-setting influences.
Uncertainty and relevance therefore played key
roles in the agenda-setting process through the
need for orientation.

Educational level appears to be especially impor-
tant. Studies have consistently found the strongest
agenda-setting effects among highly educated sur-
vey respondents.

Influences on the Media Agenda

Several agenda-setting researchers have examined
how the media agenda is constructed through
news gathering routines. As these routines make
abundant use of sources, important sources, such
as the U.S. President, can impact the news media’s
issue agenda. One such study examined a series
of presidential State of the Union addresses and
whether the news media influenced issues men-
tioned in the presidential speeches, or if the
speeches influenced subsequent media coverage
(Wanta, Stephenson, Turk, and McCombs 1989).
The findings were mixed. The issues emphasized in
President Nixon’s speech influenced subsequent
media coverage in 1970. President Carter, on the
other hand, was influenced by media coverage
leading up to his speech in 1978. In other words,
President Carter was reacting to the media agenda.
President Reagan appeared to have influenced
newspaper coverage but was, in turn, influenced
by television news coverage. Thus, Reagan was
reacting to newscast coverage, but print media
were following Reagan’s issue priorities.
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The relationship among the President, press, and
public has often been termed “agenda-building.”
Lang and Lang (1983), in their examination of
President Nixon and the Watergate scandal, argued
that the President, press, and public are highly con-
nected. A President may discuss an issue, which
will in turn receive media coverage which leads to
public concern. That concern may lead to addi-
tional reactions from sources, which will lead to
additional media coverage. This process will con-
tinue until one of the three actors tires of an
issue.

Other researchers have examined coverage of
city council issues, and how U.S. automakers’
executives influenced news coverage of interna-
tional trade. Public relations practitioners also
have been shown to impact media coverage.
Broadly, most studies demonstrate strong influ-
ences of sources on the media agenda.

In addition, some research has examined inter-
media agenda setting, or how elite media set the
agenda of other news organizations. The New
York Times and Associated Press news service, for
example, often impact coverage patterns of other
media. Intermedia agenda setting has been exam-
ined through the Internet as well. Journalists rou-
tinely monitor Internet news sites and blogs for
news story ideas. In turn, these websites and blogs
monitor traditional media for their topics. The
relationship between the traditional media
and Internet, then, appears to be reciprocal if not
circular.

Consequences of Agenda Setting

While research into the sources of the media agenda
examine how the news is constructed—analyses of
a process leading up to the press—public interface—
research dealing with consequences of agenda set-
ting investigates what happens later in the process,
after the media agenda impacts the public. There
are two main substreams in this area.

First, some studies have examined behavioral
effects that follow the typical agenda-setting influ-
ences. Does media coverage ultimately motivate
the public into action? In other words, research
seeks out potential behavioral effects, such as vot-
ing behavior, which was largely abandoned after
much early research (prior to the 1960s) showed
minimal effects of mass communication. Other

behavioral variables examined in agenda-setting
research include writing letters to the editor, post-
ing messages on electronic bulletin boards, and
purchasing of products—all of which have been
linked to media coverage.

Other studies have examined whether public
officials act on issues or concerns brought to the
fore by agenda setting. Such “policy agenda-
setting” studies examine how policymakers take
cues from both media coverage and public opinion
to propose laws aimed at relieving a societal prob-
lem. But thus far such research has been scant,
possibly because many issues receive inconsistent
coverage over time. Thus, many policy studies are
more anecdotal than empirical. They have exam-
ined media coverage and subsequent policy actions
for issues such as child abuse and governmental
corruption. Another reason for the limited research
in this area is that public officials, the news media,
and the public tend to interact with each other in
the agenda-building process—creating a circular
relationship that is difficult to track.

Studies of the consequences of agenda setting
demonstrate the importance of the news media.
Not only do the issues covered in the news raise
the perceived importance of the issues among the
public, but they often mobilize both the public and
public officials to take action.

Second-Level Agenda Setting

The newest agenda-setting research involves the
study of a “second level.” Instead of an agenda of
issues, second-level agenda-setting research investi-
gates an agenda of attributes—the characteristics
of people, places, and things in the news.

Second-level agenda-setting research is closely
related to framing. Framing describes the process
in which the media “frame” issues in the news by
concentrating on certain elements but ignoring
others. It is impossible to cover every aspect of
every news story, so reporters must choose what
to include and eliminate. Neither can the news
media include every characteristic of objects in the
news. Again, reporters must choose among attri-
butes of objects. The public learns the significance
of these attributes based on how often they appear
in the news. Thus, the media again set the public
agenda, here an agenda of attributes, through
their coverage.
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Researchers have commonly examined two
dimensions of second-level agenda-setting research:
substantive and affective attributes. Substantive
attributes involve information about qualities of
newsmakers, such as a presidential candidate’s
experience with foreign affairs. Affective attributes
involve positive, neutral, and negative qualities. In
other words, the substantive attributes deal with
factual information and affective attributes deal
with evaluations of newsmakers.

McCombs, Lopez-Escobar, and Llamas (2000)
found support for media influence on both of these
dimensions in their study during the Spanish national
election of 1996. First, they found that public per-
ceptions of substantive attributes were closely related
to media coverage of those attributes. Likewise, they
found that public perceptions of affective attributes
were highly correlated with media coverage. Thus,
the public linked both information about candidate
characteristics and positive/negative evaluations of
candidates to media coverage.

Second-level agenda setting has largely con-
cerned people in the news as the object of the
analysis, including analyses of the President or
candidates in elections. Recent studies have inves-
tigated media coverage and public perceptions of
other objects, such as countries and large corpora-
tions. Issues also can be examined as an object,
with subissues acting as attributes. The economy,
for example, could be an object, with inflation,
unemployment, the budget deficit, gasoline prices,
and so on, as substantive attributes.

Conclusion

Agenda setting has been an important theory in
mass communication research for a third of a cen-
tury. It has retained its importance even with the
emergence of the Internet as a source of informa-
tion that differs greatly from traditional news
media. And it has evolved to include a second-level
of study—an agenda of attributes. Indeed, there
are many possible agendas and many possible
objects that can be the focus of research. Agenda
setting highlights a process of media effects that
underlines the importance of the news business.
Issues covered in news stories become those that
the public believes are important.

Wayne Wanta
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AGRICULTURE JOURNALISM,
ELECTRONIC

Agricultural news and market programs on radio,
and to a lesser degree television, have long served
the farming community. More recently, the Internet
has offered further options for targeted rural
communication.
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Origins

Even before World War I, experimental wireless
stations often included farm news and market
reports (sometimes broadcast in Morse code) in
their scattered program offerings. Station 9XM at
the University of Wisconsin was one of these. Soon
after World War I, when radios became the excit-
ing new mode of entertainment in the rural areas,
a rural audience in Illinois was willing in 1921 to
listen to station KYW broadcast an entire season
of the Chicago Civic Opera—and nothing else.
Music and variety and other standard urban-based
entertainment were the first rural radio offerings,
but early on programmers realized that farm audi-
ences had different music tastes and information
needs. The “barn dance” format of square dance
and fiddle (as opposed to violin) was one of the
earliest and most popular offerings, consisting of
“hillbilly” music and broad comedy; one of these—
the Grand Ole Opry, which first aired from
Nashville in 1925—is still playing today.

In addition to entertainment, both the U.S.
Department of Agriculture (USDA) and land grant
universities rapidly realized this new medium’s
potential to reach the nation’s farmers, many of
whom were scratch producers, barely eking a liv-
ing from the land. By 1922, the USDA started
sending market reports on grain and livestock
prices to radio stations, joining the U.S. weather
bureau that began releasing official weather reports
in 1921. This was no small service. With the new
information, farmers could avoid some of the
effects of rains and early freezes and time their
harvests and shipments with higher crop prices.

In the 1920s, however, the six and a half million
farms in rural America were largely without elec-
trical power, and only the well-to-do few were able
to afford such luxuries as telephone and automo-
biles. Even those who could afford a radio and its
required batteries might not have the money or the
mechanical knowledge to repair the frequently
malfunctioning sets. Nevertheless, by the 1930s
Department of Agricultural Census, roughly 20
percent of farms had radios, a figure that varied
wildly between the relatively well-off North and
Midwest, where adoption was as high as 50 percent
in some areas, to lows of 3 percent in some of the
poorer areas of the South. African Americans,
often sharecroppers, were least likely to adopt.

From the 1930s to the early days of television,
radio was a major source of farm and farm house-
hold agricultural news and entertainment. Television
and, to some degree, changes in population demo-
graphics decreased the revenue that advertisers
were willing to spend for entertainment and
increased the amount of competition for direct
advertising dollars. These same factors, and changes
in direct marketing tactics in the post—-World War II
era, also challenged farm radio revenue streams,
but even with the increased competition from other
types of media agricultural radio has remained an
overall informational mainstay for farmers.

From the start, typical farm broadcasting
included market information, weather, and some
agricultural news or features, which range from
extremely local (interviews with 4-H members at
the fair) to national (reports on the current farm
bill’s progress through Congress). The length of the
broadcasts varies dramatically from a very few all-
day agriculture stations to a few minutes of live-
stock and crop market reports and news briefs.

Farm Broadcasting Today

By the early 2000s, roughly 1,100 stations (both
radio and television, but largely the former) offered
some farm broadcast news. Typically radio farm
news is delivered in one of two ways. In the
Midwest, particularly Illinois, Minnesota, and
Wisconsin, some radio stations have designated
farm broadcasters, who report a variety of agricul-
tural news and features. However, the majority of
coverage originates with specialized networks that
produce agricultural news and sell segments to
affiliates or subscribers for airing.

Television is a minor (some 10-12 programs)
portion of the electronic market. Television shows,
such as Ag Day and This Week in Agribusiness,
are mainly connected to university or farm bureau
associations and include a similar range of news,
features, and market information to that provided
by radio.

Agricultural broadcasting is a demanding form
of programming, requiring an unusually wide
range of skills. Agricultural reporting is one of the
more complex journalism jobs, requiring all of the
skills of reporting in highly technical (scientific)
areas and financial information, as well as covering
the political news of national legislation affecting
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agriculture. At the same time, however, farm
broadcasters are expected to establish personal
relationships with the area that they serve. Two
thirds of those who listen to farm radio can name
their farm broadcaster, and those from local sta-
tions are expected to cover such local events as the
county fair.

Almost all farm broadcasters grew up on a farm
and many include their active ties with agriculture—
such as living on a farm or in a rural area, and
raising animals—in their descriptions of their quali-
fications as broadcasters. The primary professional
association for farm broadcasters, established in
1944 as the National Association of Radio Farm
Directors, is the National Association of Farm
Broadcasting (NAFB). It serves a mixed member-
ship, including both farm broadcasters and agri-
business representatives, and is—according to its
own description—“an established liaison between
farm broadcast stations and networks and the
AgriMarketing community of companies and
agencies.” The 146 NAFB members represent the
vast majority of all farm broadcasters in the
United States.

According to a 2005 Agricultural Media Research
study commissioned by the NAFB, most farmers
listen to—and rely on—farm broadcasters. Ninety
percent of farmers over 40 said that the farm radio
was an important medium to get information they
need and over 50 percent said farm radio was
extremely important. Farmers under age 40 were
slightly less likely to say that that farm radio was
extremely important (43 percent), but just as likely
(90 percent) to say that farm radio was, at the very
least, important.

The dominant agricultural broadcast challenge
in the late 1990s and early 2000s grows out of the
consolidation of the input side of agriculture—
chemical and fertilizer companies. Not only were
there fewer advertisers, but they were less and less
likely to advertise through a general medium such
as radio when farm numbers were now small
enough to target through direct mail. Many farm
stations, faced with the choice of “getting bigger,
looking bigger, or getting out,” changed their for-
mats, dropping agricultural content.

Other farm broadcasters are exploring the larger
(and growing) rural lifestyle market. Farm broad-
casters offering stories on local wells, septic tanks,
where to buy horse feed, or a weekly interview

with local veterinarian (topics that appeal to new-
comers to small towns and rural areas) are also
opening up more avenues for local advertising.
The primary ethical challenge for farm broad-
casters is whether the relationship between broad-
casters and the industry they cover is too close,
specifically whether farm broadcasters are advo-
cates for agriculture rather than journalists cover-
ing the subject. This issue covers many situations,
among them that the easiest way for farm broad-
casters to make money is to produce paid-for con-
tent. However, the fundamental question is whether
farm broadcasters should be advocates. Some
broadcasters clearly take the position that farm
broadcasters are first and foremost journalists and
the best service they can give agriculture is to main-
tain a critical distance and the freedom to ask harsh
question. Others see no problem with farm broad-
casters being advocates for farmers, arguing that as
a whole, farmers have few media representatives
who are specifically looking out for their needs.

Internet Services

The Telecommunications Act of 1996, a major
overhauling of American communication law, set a
goal of universal access to the Internet, stating that
“consumers in all regions of the Nation, including
low-income consumers and those in rural, insular,
and high cost areas, should have access to telecom-
munications and information services...that are
reasonably comparable to those services provided
in urban areas.” Since the passage of this law,
Internet use by farmers has grown relatively rap-
idly. Roughly 20 percent of all farmers have access
to high speed Internet, but the majority of farmers
still rely on dial-up (40 percent) or don’t use the
Internet at all. Those producers who are actively
engaged in capital intensive conventional farming
are a much higher percentage of those using broad-
band than the rest of the target populations, indi-
cating that the farm audience is gradually becoming
adapted to Internet usage.

The potential of the Internet offers a challenge for
farm broadcasting in the next two decades, specifi-
cally in the way that agricultural radio stations will
adapt to the information gathering habits of younger
farmers who are more used to having information
on demand. Universities and agricultural news net-
works and stations are experimenting with a variety
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of Internet services, including blogs, information
databases, and web-based audio. However, the
larger challenge is how to tailor audio information
that can be selected, downloaded, and available to
farmers in whatever setting—tractor, living room, or
grain elevator—that most directly suits their needs.

Ann Reisner
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AGRICULTURE JOURNALISM, PRINT

Agriculture—a $250-billion-plus-a-year industry,
with $69 billion in crop exports in 2006—is one
of the oldest and largest of all American indus-
tries. Every export dollar creates another $1.48 so
that agriculture generated another $102 billion in
supporting business. The major source of infor-
mation about this industry for those in it is, and
has been over the last hundred years, the agricul-
tural/farm magazine.

Agricultural media became a viable—that is,
fairly reliable, roughly continuous, and relatively
current—industry some few decades after the Civil
War, ironically during roughly the same period
in which the number of non—farm workers first
surpassed the number of farm workers. The

number of publications grew from 157 to over
400 from 1880 to 1920, prompted by sweeping
changes in the nation as a whole. The postal act of
1879, which allowed magazines to be mailed at
two (later one) cents per pound, coupled with rail-
ways, better wagon roads, and more mechanized
publishing technology, increased the ability of
communicators to produce and deliver magazines.
During this period industry and large-scale capi-
talism was penetrating into the farm commodity
chain primarily through farming production tech-
nology—such as the steel plow. Farmers financed
those purchases by increasing their sale of market
goods and learned about the technology through
farm magazines. At the same time, farm editors
were switching from being authorities on agricul-
ture to becoming communicators who supplied
information coming from agricultural colleges,
state and federal government, and advertisers of
agricultural products, a network of sources that
has remained essentially unaltered since that time.

Prior to the Civil War, publishers had generally
disapproved of what they called “foreign matter”
in their magazine, but by the 1880s their objec-
tions to advertising had largely disappeared.
Advertising revenue allowed publishers to drop
their subscription prices and by the 1890s publish-
ers were receiving more income from advertising
than from subscriptions. And, since farm magazine
advertisers were interested in selling farm prod-
ucts, it was important to these advertisers that
farm families, rather than other types of families,
received the magazine. The 1915 government sur-
vey of commercial farm periodicals was the first
record of editors using controlled circulation (the
practice of sending magazines free to lists of
selected farmers who have advertiser-preferred
demographic characteristics) as a method to
increase their attractiveness to advertisers.

In terms of content, however, the farm maga-
zine strategy remained essentially unchanged from
the 1880s through the 1920s. Aimed primarily at
the farm family, the magazines promoted the val-
ues of agrarian fundamentalism and Jeffersonian
ideals of the rural life as the most moral balance
between the untapped wildness of “nature” and
the moral degeneracy of the “city.” Farm maga-
zines carried articles on family life, poems, fiction,
advice on home management and raising children,
and articles on production concerns, such as how
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to increase the number of pigs per litter. One of the
more major changes in content for farmers was the
use of the “success story,” a case study of a par-
ticularly successful farmer.

As the agricultural price slump of 1920 slid into
the Great Depression, the main story of farm pub-
lications was their consolidation from 405 in 1920
to 295 at the end of World War II, although the
number of readers increased somewhat. The main
change in the farm press industry during the period
1920 to 1940 was a distinct increase in the number
of publications produced by farm organizations,
most particularly the Farm Bureau and the Grange.
Overall, those magazines that survived these two
decades kept their same editorial and circulation
strategies.

The end of the war, and Europe’s need for food-
stuffs, brought back some degree of prosperity to
farming in the later 1940s and 1950s and both the
circulation and the number of farm publications
increased somewhat during that time. But in the
1950s and 1960s, consumer-goods advertisers
switched to television, radio, and consumer maga-
zines, precipitating yet another drop in both num-
bers of magazines and breadth of content. In these
decades, the media changes of the 1920s and
1930s—movies, radio, and new popular litera-
ture—effectively weakened farm publications’
advertising base to the point that farm magazines
dropped the home, family living, and fiction sec-
tions of the farm magazines to concentrate specifi-
cally on agricultural production information,
which became—in terms of content—essentially
the farm magazines of today. A second change,
also continuing up to the present, was the change
in advertisers’ attitudes on the preferred audience
mix, resulting in a move from desiring large circu-
lations to a more specialized demand for high
numbers of farmers in the mix of readers. As a
strategy, more and more general agricultural mag-
azines switched from paid subscriptions to con-
trolled subscriptions, or a combination of controlled
and paid. As had been true in the past, farm pub-
lication numbers ebbed and flowed with the health
of the agriculture industry, going through a bonanza
period in the early postwar years and declining
with the farm crisis of the 1980s and the livestock
consolidations in the 1990s.

Today farm magazines are considered trade
publications primarily concerned with agriculture

as a business, but are also regarded as advocates
for agricultural interests. At just over 250 maga-
zines in 2007, the number of farm publications is
lower than at any time since 1885, partly due to
the rapid consolidation of agriculture itself, which
has significantly reduced advertising dollars. Since
the 1950s farms have continually grown in size as
the more successful farmers pushed the less suc-
cessful out of business, a process that was particu-
larly rapid during the farm-debt crisis of the 1980s.
In addition, companies that produce agricultural
herbicides, for example, have merged and have,
more importantly, reduced the overall amount
of money budgeted for magazines. For example,
Monsanto, a giant in the agricultural industry, has
been using genetic engineering to couple seeds with
a specific herbicide, dramatically reducing its need
to advertise that herbicide. Finally, the livestock
industry significantly concentrated in the 1990s
and early 2000s, reducing the total number of pro-
ducers and increasing incentives to do direct mar-
keting rather than advertising in farm publications.
In addition, most farm publishers are acutely aware
that the Internet is looming as yet another com-
petitor for agricultural advertising revenue.

Magazines by Content Area

Roughly 30 agricultural magazines focus on “gen-
eral agriculture,” that is, they cover the variety of
crops that would be found on a diversified farming
operation. Of these, Farm Journal (circulation
443,000) is perhaps the closest to a truly national
agricultural publication. However, this reach is
somewhat deceptive since Farm Journal varies its
content by region and allows geographically spe-
cific advertising buys. Progressive Farmer’s various
editions (circulation 3.5 million) collectively cover
the range of the continental United States, but are
specified by geographical region—Progressive
Farmer Midwest, Midsouth, Southeast, and
Southwest. Successful ~Farming (circulation
440,000) is also widely distributed, but after these
three the remaining general agricultural magazines
are far more regionally specialized, commonly cir-
culating in the 10,000 to 70,000 circulation range.

In contrast to the three leading titles, Farm
Journal, Successful Farming, and Progressive
Farmer, other general agricultural magazines are
usually focused by geographical region or topic.
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Such magazines as Iowa Farmer Today, Maine
Organic Farmer and Gardener, or Missouri Ruralist
cover a wide range of agricultural topics within
their state—information on federal and state-specific
regulations and incentives, crops and livestock man-
agement techniques, and research from the state’s
land grant university agricultural scientists. Less
than 2 percent of all agricultural magazines are spe-
cifically aimed at small or organic producers.

Commercial media produce the majority of
general agricultural magazines, with associations
(Farm Bureau, National Farmers Union, Grange)
producing roughly a third. The association publi-
cations tend to concentrate more on news and
agricultural policy, rather than specific production
techniques.

Livestock Magazines

Just under a third of agricultural magazines are
livestock specific, although the numbers are slightly
skewed by the inclusion of magazines aimed at
horse owners, breeders, and racers. Livestock
magazines are generally specific to a particular
type of animal, and often a particular breed.
Commercial firms produce a few magazines with
controlled circulations and large readerships: Beef
(100,000), Drovers (99,000), National Cattleman
(38,000, paid and controlled).

The beef magazines are most commonly one of
two types: geographically specific magazines spon-
sored by state livestock associations (Alabama
Cattleman, Montana Stockgrowers) or breed spe-
cific magazines sponsored by that breed’s official
association (American Red Angus, Hereford World,
Red Poll Beef Journal). Seventy-five percent of
the nation’s inventory of over 60 million cattle is
raised on larger farms with 50 or more cattle and
most of the geographically specific livestock maga-
zines are aimed at readers with these larger herds.
Breed magazines have different purposes, specifi-
cally to control and promote changes and develop-
ments in lines of cattle that have been bred for
specific characteristics over the last several hun-
dred years. These magazines are primarily for
association members who are developing and sell-
ing purebred cattle.

The dairy industry magazine sector has much
the same structure and purpose as the beef,
with production magazines for the active dairy

farmer—Dairy Herd Management (circulation
71,000, paid), Dairy Today (circulation 52,000,
controlled), and Hoard’s Dairyman (82,000,
controlled)—and breed magazines for Ayrshire,
Brown Swiss, Gurnsey, Holstein, Jersey, and Milking
Shorthorn dairy cattle breeders. Less than 20 addi-
tional magazines serve the rest of the livestock
industry, including swine, poultry, and more spe-
cialty livestock—emus, sheep, and goats.

The magazines for field crops, fruits, nuts, veg-
etables, and bees are relatively evenly split between
paid and controlled circulation and cover produc-
tion techniques, equipment, and input (fertilizers,
herbicides, and seeds) for producers, with a few
additional journals for researchers such as
Rangeland Ecology and Management, Soil Sciences,
and the Journal of Animal Science.

In additional to magazines aimed at active farm-
ers, ranchers, and associated professionals, agricul-
tural magazines cater to audiences served by rural
electrical cooperatives and to horse owners, racers,
breeders, and showers.

The industry’s major challenges today include
declining number of publications and fewer job
opportunities combined with the increased com-
plexity of the subject matter. Agriculture is becom-
ing more specialized, globalized, and contested,
and with a greater range of subject matter—from
genetic modification of food crops to energy pro-
duction. Analyzing specific commodity groups and
writing articles about organic wine production
or gardening require significantly different sets of
skills, as well as different circles of sources.

An additional, related problem in writing for
agriculture is the need to balance the varying and
competing interests of commodity producers, food
producers, and consumers. Adding further tension,
many agricultural publications have limited travel
budgets, encouraging agricultural journalists to
accept travel opportunities from producer groups
and/or agribusiness, which calls into question their
editorial independence to some degree, but more
importantly means that journalists report on less
important, but more affordable, stories.

Advertising

Farm Progress (which publishes Prairie Farmer),
PriMedia (which owns a variety of horse maga-
zines), Farm Journal Media (Farm Journal), and
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Meredith Corporation (Successful Farming) con-
sistently held the top market share, with Farm
Progress the clear leader. The predominance of
these media firms over the total agricultural pub-
lishing fields means that agricultural magazines are
a tight oligopoly, a market structure with only a
few firms, none of which has complete market
power. The effects of oligopolies on journalism are
relatively ambiguous and depend on the degree to
which the members of the oligopoly pay attention
to each other. On the positive side, when oligopo-
lies take notice of each other’s activities, innova-
tions from one can spread rapidly to other members.
On the negative, however, if journalists have very
few publishers in a particular field, the effects of
limited employment opportunities might have a
chilling effect on covering controversial stories,
particularly those that challenge the financial inter-
ests of the parent company.

Both Successful Farming and the Farm Journal
offer sophisticated marketing services for their
advertising base. Successful Farming, for exam-
ple, has a market research panel of roughly a
thousand magazine subscribers, active farmers
who are interviewed 8 to 12 times a year. Farm
Journal Media offers a database that focuses
on Class 1A farmers, those with over $100,000
of annual gross farm income. According to
Farm Journal Media’s description of its data-
base, these “450,000 decision makers are respon-
sible for nearly 80% of America’s $200-billion
farm production” and, hence, represent an
enormous segment of the total food and fiber
produced in the United States. Farm Journal
Media also includes Farm Journal Database
Strategies, a marketing service that “provides
clients with a range of products including data
analysis, direct marketing, consulting, systems
design, and development and demographic
enhancement,” and Farmail, rented mailing lists
drawn from the Farm Journal database guaran-
teed as viable addresses for the marketers’ cho-
sen demographics.

Conclusion

Agricultural communicators provide a majority of
agriculture-related technical information to the
producers who are responsible for growing food
and fiber. The number and types of publications

have decreased over time, and by the early 2000s,
are significantly limited in kind and in scope. In
addition, given the limited number of compa-
nies advertising agrichemical products, editors
in general are wary of printing articles that will
offend these companies. The pressure to self-
censor stories, in particular stories that cast
potential and current advertisers in an unfavor-
able light, has been and continues to be one of
the major ethical concerns for agricultural
journalists.

Ann Reisner

See also Agriculture Journalism, Electronic

Further Readings

Bowker’s News Media Directory. New Providence, NJ:
Bowker, Annual.

Evans, James, and Rodolfo N. Salcedo. Communications
in Agriculture: The American Farm Press. Ames: lowa
State University Press, 1974.

Farm Journal. http://farmjournalmedia.com.

Fry, John. The Farm Press, Reform and Rural Change,
1895-1920. New York: Routledge, 2005.

Progressive Farmer. http://www.progressivefarmer.com.

Stuhlfaut, Mark. “Economic Concentration in
Agricultural Magazine Publishing: 1993-2002.”
Journal of Media Economics 18 (2005): 21-33.

Successful Farming. http://www.sfmediakit.com.

United States Department of Agriculture. “The
Importance of Agricultural Trade.” February 2006.
http://www.fas.usda.gov/info/factsheets/tradevalue.asp
(accessed January 15, 2008).

United States Department of Agriculture. 2002 Census of
Agriculture. Washington, DC: National Agriculture
Statistics Service, 2004.

United States Department of Agriculture. “U.S.
Agricultural Trade Update—State Exports.” June 29,
2007. http://www.ers.usda.gov/publications/
FAU/2007/06Jun/FAU123/faul123.pdf.

AIR AMERICA

Air America Radio (AAR) is a radio network that
emphasizes liberal political talk shows in contrast to
the conservative tone of most syndicated talk radio.
From its formation in the early 2000s, however, Air
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America struggled with insufficient capital, a declin-
ing number of affiliate stations, and many changes
in ownership and management.

Origin

The beginnings of what became Air America date
to late 2002. Chicago venture capitalists and
Democratic Party activists Sheldon and Anita
Drobny sought to arrange national syndication of
Mike Malloy, a local talk show host they admired
but who had lost his radio post. Working with
radio consultant Jon Sinton, the Drobnys formed
AnShell Media, and began to raise funds for a
national network (or, failing that, a program syn-
dication service) building on Malloy’s work. News
that they were raising funds for a liberal counter-
part to radio’s dominant conservative talk pro-
gramming received considerable attention, initial
support, and newspaper reports about the pending
venture. Network plans included attempts to pur-
chase up to five stations on which to secure the
operation.

But when funds ran short, the original invest-
ment team sold out to Evan Cohen (whose money
came from advertising), who formed Progress
Media, with Sinton staying as president. Already
evident was a growing tension between those
driven by liberal ideology and those seeking to
develop a successful broadcasting business.

Still, by early 2004, more staff was hired and an
affiliation agreement was struck with New York
AM station WLIB, a low-rated outlet. Indeed,
many of the AAR affiliate agreements were made
with stations with low ratings that had little to lose
giving the new network a try. On March 31, 2004,
the newly named Air America Radio Network
began operation. (This was preceded by a poten-
tially bad omen: An earlier “America Radio
Network,” which had also attempted marketing a
liberal approach to radio talk programs, left the air
just before Air America began.)

Programming

The notion behind AAR from its inception was to
provide a menu of news, public affairs, interview,
and entertainment programs that would reflect a
progressive or liberal point of view. Critics argued
such a network would have a hard time finding an

audience amidst the right-wing domination of
commercial radio talk shows (whose top stars
were heard on hundreds of stations). And they
added that the network seemed focused much
more on having an impact on election politics than
on broadcasting. As much to the point, the new
network would have to buy program time on sta-
tions, a financial model the conservative talk
shows had pioneered beginning in the late 1980s.

With some effort, Sinton persuaded comedian,
author, and commentator Al Franken to become
the network’s centerpiece talent. Franken, already
well known for skewering the political right,
would be the network’s best known on-air person-
ality for the next three years. Soon others, hearing
about the Franken deal and the developing net-
work idea, also came onboard. When it first aired,
many programs leaned toward political satire
rather than hard news. Many of the on-air person-
alities were known for their comedy and enter-
tainment backgrounds. In April 2005, AAR signed
Jerry Springer to host Springer on the Radio,
arguing that recognition, not to say notoriety,
might help the network develop. Unlike his earlier
television incarnation, the controversial Springer
said his new venture was entirely political in
nature.

In late 2005, popular comedian and AAR
morning program co-host Marc Maron was let go
(he would return in February on a different pro-
gram). Others left AAR as well, including Sinton
by mid-2006. In August nighttime host Mike
Malloy—around whose role the network idea had
begun four years earlier—was also let go. While
not explained, some suggested that his criticism of
Israel during its Lebanon incursion that summer
may have played a part. Observing all of this con-
fusion and people coming and going, many conser-
vative radio talk shows highlighted Air America’s
problems in their own programs, and did so with
considerable glee.

By late 2006, AAR was providing 19 daily
hours of original programming and was being
heard on 92 affiliates reaching nearly 60 percent of
the country, and about 2.4 million listeners per
week. Randi Rhodes’ talk program was on the air
twice each weekday, early in the morning and
again in afternoon drive time, for three hours each.
The Young Turks dominated the all important
morning drive hours. And Thom Hartmann held
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down the middle of the day. These and other pro-
grams featured call-ins as well as active webpages
and audio and video streaming.

Seeking Stability

Air America appeared strong at first, signing about
100 affiliate stations, including outlets in 18 of the
20 largest markets, in six months. Each of these
would be paid to carry network programs. But
behind the scenes, insufficient capital was a con-
tinuing issue, as were disagreements among funders
and managers. Almost immediately, however, affil-
iate stations in Chicago and Santa Monica claimed
they had not received the contract payment for
carrying AAR programs. Subsequent litigation and
bad press contributed to further problems, as did
the loss of network coverage in both Chicago and
Los Angeles.

Just a month after the network’s debut, several
officers departed, though Sinton remained in
charge. The network decided to stop trying to buy
radio stations, and to allow its affiliates to carry
programming outside of the network’s offerings. In
mid-2006, AAR lost its affiliation with WLIB and
had to shift its New York affiliation to a smaller
station WWRL, another outlet that had tradition-
ally programmed to African Americans (for
15 years it had been a gospel station, which is
what WLIB became). WWRL became the new net-
work flagship affiliate.

In October 2006, the network was forced to file
for bankruptcy protection (it had lost more than
$40 million since first airing in 2004). The same
Santa Monica affiliate that had complained about
nonpayment two years earlier had sought to freeze
the network’s accounts. Recriminations were rife,
some arguing the network had been overstaffed, a
sign of its political expectations, rather than its
broadcast revenues reality.

In late January 2007, AAR announced plans for
its acquisition by the Green Realty Corporation, a
New York office building firm. By the time the $4
million deal was consummated in March, and a
new management team (headed by longtime liberal
activist Mark Green, brother of the new owner)
took control, however, AAR was down to 70
affiliates reaching a weekly audience of 1.7 million
listeners. In an attempt to shore up its revenues,
AAR signed with radio giant Westwood One to

oversee all network and affiliate station advertis-
ing sales. Franken left the air February 2007 and
announced plans to run for the U.S. Senate seat
from Minnesota.

By early 2008, AAR was producing 21 hours of
weekday network programming for its 62 remain-
ing stations, though only about 40 carried most of
the schedule. Indeed, some outlets carried only one
or two programs. While AAR programs did well in
such traditionally liberal towns as San Francisco;
Portland, Oregon; and Madison, Wisconsin; rat-
ings were often anemic in other markets. Yet even
small audiences were often hugely loyal to specific
talk show hosts, giving their programs greater
impact. AAR programs were also carried on an
XM Satellite Radio channel, and streamed on its
own website.

Christopher H. Sterling
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AL ARABIYA

The Al Arabiya satellite TV channel, based in
Media City, Dubai, was established in March
2003 with an investment of $300 million by
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Middle East News, a Dubai-based production
company that also runs the Middle East
Broadcasting Center (MBC). From the start, Al
Arabiya has billed itself as the less provocative
alternative to Al Jazeera.

The company is owned by the brother-in-law of
Saudi Arabia’s King Fahd, Lebanon’s Hariri Group,
and other investors from Saudi Arabia, Kuwait, and
the Gulf. Unconfirmed reports suggest that the
Kuwaiti funding for Al Arabiya has been withdrawn.
Before the establishment of the Qatari-based Al
Jazeera satellite channel in 1996, Saudi businessmen
owned almost all of the major pan-Arab media,
ensuring that Saudi rulers were rarely scrutinized by
the Arab media. Qatar’s prince did not interfere in
the station’s editorial decisions, thus allowing Al
Jazeera reporters to take on the Saudis as well as
other governments in the Middle East. Saudi Arabia’s
response to Al Jazeera came in 2003 with Al Arabiya
TV, established just in time for the Iraq war.

The choice of Salah Qallab, a former Jordanian
information minister who was also a columnist for
a Saudi-funded newspaper in London, as the first
director-general of Al Arabiya ensured that the sta-
tion would not challenge Arab regimes the way Al
Jazeera has. Noted Qallab, “We are not going to
make problems for Arab countries. We’ll stick
with the truth, but there’s no sensationalism”
(Urbina 2003). Most of Al Arabiya’s programs are
prerecorded, allowing the station to avoid on-air
call-ins venting against Arab leaders, Israel, or the
United States. Because Al Arabiya competes with
Al Jazeera for the same audiences, however, it ini-
tially tried to scoop its rival. In August 2003, Al
Arabiya broadcast a clip of masked men threaten-
ing to kill members of the U.S.-appointed Iraqi
governing council, leading a spokesperson for the
U.S. State Department to call the station’s action
“irresponsible in the extreme.” In September 2003,
the Governing Council of Iraq restricted the opera-
tions of Al Arabiya and Al Jazeera for two weeks
after the channels showed more footage of masked
men calling for attacks against U.S.-led forces. Al
Arabiya broadcast audio tapes by the then-fugitive
Saddam Hussein exhorting Iraqis to rise up against
the United States on November 16, 2003, leading
Iraq’s interim government to ban it from reporting
from Iraq for two months.

According to Andrew Hammond in 2007, Al
Arabiya’s agenda took some months to unfold after

the Iraq war when it ran documentaries about mass
graves and other human rights abuses in pre-inva-
sion Iraq in what may have been taken by viewers as
an effort to create a balanced debate about tyranny,
democracy, and nationalism in the Arab world. “To
others, the programs appeared aimed at undermin-
ing the Iraqi insurgency which had wide support
among public opinion throughout the Arab world.”
Islamist websites began to refer to Al Arabiya dis-
missively as Al ‘Ibriya or “the Hebrew Channel”
because it granted considerable space to American
officials and their allies in Iraq and elsewhere to
explain their policies. Like Al Jazeera, Al Arabiya
designed powerful montages of Israeli soldiers put-
ting down the Palestinian Intifada (Uprising), but it
also discredited the activities of the Islamist insur-
gency movement in Saudi Arabia.

Al Arabiya has 40 news bureaus across the
world, including both Israel and the occupied
Palestinian territories. The channel airs a news bul-
letin every hour around the clock. Although Al
Arabiya has a strong news presence and several
successful talk shows, it also broadcasts light items
not found on Al Jazeera and distinguishes itself
from its rival by keeping individual news items
shorter than two and a half minutes. The channel
notes on its website that it covers Gulf Council
Countries (GCC), an area some feel Al Jazeera does
not cover regularly. The channel is available in the
United States via cable subscriptions and world-
wide on the Internet via Canadian Jump TV.

In 2004, Al Arabiya was placed under the man-
agement of Abdel Rahman Al Rashed, a Saudi
who wrote opinion pieces against Islamists.
Al-Rashed moved Al Arabiya away from the
graphic images of the aftermath of bombings and
the bloody scenes of the conflict to which Americans
objected, toward a more sanitized version of the
news. But the channel still covered the Faluja battle
of April 2004 aggressively and had a reporter
inside the city while the fighting was going on. On
the other hand, Al Arabiya expanded what counts
as news by adding the type of apolitical stories crit-
ics of the American media dub as infotainment.
Thus, in one November 2007 week, the five “most
read” items covered the following topics: (1) short-
term “pleasure marriages” of Iraqi women to Syrian
and Iraqi men in Egypt; (2) Saudi court imprison-
ment and threatened flogging of a woman who
was kidnapped and gang raped; (3) Saddam Hussein
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in the eyes of his warden: he is nice and polite, and
he “deserves to be loved”; (4) How an Indonesian
turned into a tree after suffering from a rare dis-
ease; and (5) New information on Saddam Hussein
in prison before his execution.

Under Al Rashed, Al Arabiya also took a turn to
the right by discouraging the use of left-leaning
British papers, The Guardian and The Independent,
in the channel’s international press roundup. Anchors
and correspondents were instructed to refer to
American troops in Iraq as “multinational” not
“occupying” forces, and “[h]osts were instructed to
cut off guests who digress into anti-American rants”
(Shapiro 2005). The instructions did not result in
the total elimination of that terminology owing to
both staff and guest resistance. Still, President Bush
was interviewed by the station at least three times,
once in May 2004 to explain that Abu Ghraib was
an aberrant incident, not U.S. policy; in October
2005 to comment on Lebanon, Syria, and Palestine;
and in October 2007 to give an Al Arabiya corre-
spondent a tour of the White House (“where deci-
sions of war and peace are made”) and the Rose
Garden, and to assure him that the United States is
not against Islam as Al Qaeda claims, and that it has
no intention of partitioning Iraq.

Unlike Al Jazeera, the station has no trouble
securing political or commercial ads. Still, Al
Arabiya has been subject to attack in Iraq and else-
where. One previously unknown Islamist group, in
an Internet statement in late 2007, claimed respon-
sibility for attacking the station “because it has
insisted on praising [Iraqi Prime Minister Ayad]
Allawi’s government and the criminal Americans,
describing them as the liberators” of Iraq, and
because Al Arabiya “pretends to be unaware of the
heroic mujahideen operations.” Eleven Al Arabiya
staff members were killed, five in a suicide car
bombing of the channel’s bureau in Baghdad in
October 2006, and two “were killed by American
occupation force” (Al Arabiya 2007).

Programming

By 2007, Al Arabiya was transmitting two regular
news media review programs. The first, The
Fourth Estate, reviews opinions of the interna-
tional print media on Middle East issues, and hosts
international journalists who comment on current
issues. The second, Last Edition, reviews regional

and Arab print media and interviews Arab journal-
ists to learn their perspectives on regional and
world events. The channel features a mixture of
solid political programming as well as lighter fare.
Bilarabi (In Arabic) hosts prominent and high pro-
file guests and discusses past decisions they have
made, then discusses current events. Across the
Ocean concentrates on American policy toward
the Arab world and examines Arab American
issues. From Iraq conducts “interviews with influ-
ential figures in Iraq to highlight the daily lives of
Iraqis, their daily problems, concerns, and how
they see their future.” Al Arabiya notes that From
Iraq is highly rated in Iraq and large quantities of
pirated CDs and videos are sold the day after the
program is broadcast. Ida’at (Illuminations) hosts
prominent guests from the Gulf region. Mahattat
(Stations) covers “new or weird” aspects of life.
Point of Order “hosts controversial characters.”
Under the Light is a political live talk show that
hosts three or four guests from different countries
with different opinions to shed light on a hot topic
(Al Arabiya TV Popular Programs 2007).

Over the years, polls have differed on how popu-
lar the channel is. A U.S. State Department poll in
seven Iraqi cities in October 2003 found that among
Iraqis with satellite dishes, 37 percent named Al
Arabiya as their preferred news source, followed
by Al Jazeera at 26 percent (Department of State,
2003). A Zogby poll conducted in Jordan, Lebanon,
Morocco, Saudi Arabia, Egypt, and United Arab
Emirates in October 2005 asked: When you watch
the international news, which of the following net-
work’s broadcasts do you watch most often? Results
revealed that 65 percent chose Al Jazeera, while
34 percent preferred Al Arabiya (Telhami 2006).
The poll was criticized for not polling Iraqis.

Brian Whitaker, Middle East editor of The
Guardian, believes that “even with the best inten-
tions Al Arabiya’s journalists could feel constrained
about reporting fearlessly on issues such as the
succession, internal reform and the rise of separat-
ist currents in the kingdom” of Saudi Arabia
(Feuilherade 2003). But the channel’s managers
seem pleased about how well they are competing
against their rival, Al Jazeera.

Orayb Aref Najjar
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AL JAZEERA

Al Jazeera was not the first Arab satellite channel,
but it was the first global news channel broadcast-
ing in Arabic from the Middle East rather than
Europe. The channel started broadcasting in
November of 1996 with a six-hour transmission
schedule that was increased to 24 hours by February
1, 1999. Al Jazeera broadcasts news updates every
60 minutes and has four main news bulletins, one
of which includes sign language.

In March 2006, Al Jazeera was formally named
the Al Jazeera Network. It now consists of the flag-
ship Al Jazeera Arabic, Al Jazeera English, Al
Jazeera Documentary, Al Jazeera Sport, Al Jazeera
.net (the English and Arabic websites), the Al
Jazeera Media Training and Development Center,
the Al Jazeera Center for Studies, Al Jazeera
Mubasher (Live), and Al Jazeera Mobile. Al Jazeera
expanded to Malaysia in November 2002 where it
is translated into Malay for six hours a day.

A special issue of Al-Hadath magazine devoted
to Al Jazeera in March 9, 2000, concluded that
50 years from that date, “historians would rate
the establishment of Al Jazeera as one of the most
important events in the Arab political arena at the
end of the century.” Others credit the station for
loosening the stranglehold of Saudi money on
Arab media globally. In the 1990s petrodollars
allowed Saudi Arabia “to steal the thunder of
Egypt, once the Arab media leader in the 1950s
and 1960s with its Arab nationalist political ide-
ology” by buying up newspapers and establishing
TV stations outside Saudi Arabia. “Egypt’s once
omnipotent ‘media of mobilization’ (ilam ta‘bawi)
gave way to Saudi Arabia’s ‘media of pacifica-
tion,” or i‘lam tanwimi,” Egyptian journalist and
political activist Salah Issa told Andrew Hammond,
Reuters reporter in Saudi Arabia, in a 2002 inter-
view. In such media, “entertainment helps put the
political mind to sleep and politics is maintained
within strict limits. If [Egyptian President] Abdel-
Nasser wanted you fi-shari¢ (on the street), Al
Saud wants you fi-sala (in the living room)”
(Hammond 2007). Qatar’s Al Jazeera news pol-
icy “filled the glaring gaps in political and social
coverage of the Saudi media with frank discus-
sions of internal situations in Arab countries
where opposition and government figures were
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equally welcome to offer their viewpoint”
(Hammond 2007).

Al Jazeera ignores Arab media laws which for-
bid criticism of rulers, foreign ambassadors, and
other Arab countries, and shies away from discuss-
ing sex or religion, the national currency, the army,
or other controversial topics. The news channel’s
open media policy led six Arab countries to with-
draw their ambassadors from Qatar, while others,
like Saudi Arabia and Tunisia, refused to allow Al
Jazeera to open offices in their countries. By refus-
ing to buckle under Arab government pressure,
however, Al Jazeera gained the respect of Arab
viewers who soon made it the most-watched and
credible station in the Arab world with 50 million
viewers. A 2006 study of Arab expatriates in Egypt
found that Al Jazeera is the first source for political
news when its newscasts are broadcast simultane-
ously with other stations for 75 percent of the
Arab expatriates, followed by Al Arabiya (19 per-
cent), and the BBC (10 percent). In 2005 Inter-
Brand ranked Al Jazeera as the most recognizable
and influential news brand globally.

Al Jazeera Arabic reached a deal to provide a
cable channel in the United States in April 2004 for
about $29 (basic package). It now also transmits
its contents on the Internet and posts transcripts of
its programs within 36 hours of airing them.

Al Jazeera, which means “the Peninsula,” has
put the small country of Qatar on the map of Arab
and international politics. Aided by its adopted
slogan, “The Opinion and Other Opinion,” the
network has edged out Egypt and Saudi Arabia
as the media leaders/funders in the Arab world.
Critics and defenders agree that the station is
important for accomplishing the following: creat-
ing a vibrant pan-Arab and inter-regional news
space in which viewers can discuss formerly taboo
political and social issues that authoritarian Arab
governments may complain about but not directly
censor; establishing news bureaus that American
planes have bombed three times, once in
Afghanistan, and twice in Iraq, but could not
silence; giving dissidents in the Arab world a forum
denied them by their own governments; making an
Arab channel an important source of international
news, thus weaning Arabs from their reliance
on the West for information about themselves
(Al Jazeera has since become a model for Latin
America’s TeleSur and for a proposed pan-African

project); actually instituting the “New World
Information and Communication Order” dis-
cussed during UNESCO debates of the 1970s and
1980s, thus reversing the direction of news trans-
mission by making it move from East to East and
West, and from South to South and North; forcing
Western governments to take account of Arab and
Islamic public opinion, after years of stubborn reli-
ance solely on the opinion of Arab rulers; forcing
important U.S. government officials to play on Al
Jazeera’s own media turf by granting it interviews
after first ignoring the channel; and enabling Arab
viewers to confront the reality of Israel by inter-
viewing Israeli officials.

The establishment of Al Jazeera in Qatar came
about through a lucky set of events. The BBC,
which has always had a strong Arabic section with
staff drawn from several Arab countries, signed
an agreement with the Saudi-owned Orbit
Communications to provide Arabic newscasts for
Orbit’s main Middle East channel. When Orbit
pulled out of the deal, the Prince of Qatar, Hamad
bin Khalifa al-Thani, hired 150 out of the BBC’s
250 Arabic service employees. The prince wisely
financed the station to the tune of $137 million
annually, initially until November 2001, thus
ensuring its quality. At the same time, he adopted
a hands-off policy on its content, leaving that to its
board of directors. Qatar continues to finance the
station because Saudi pressure prevents advertisers
from supporting the station for fear of losing
access to the lucrative Saudi market. By dedicating
Al Jazeera to news, instead of entertainment, how-
ever, and by allowing the channel editorial inde-
pendence, the rulers of Qatar signaled to the Arab
world that Qatar was radically departing from the
Saudi practice of controlling the media they
finance.

By late 2007, Al Jazeera employed 41 on-air
presenters, 15 of whom were women from various
Arab countries, though none was a Gulf national.
Whereas in the past Arab services depended on
foreign news video to tell their stories, Al Jazeera
relies on 39 correspondents, six of them women,
stationed all over the globe. The correspondents
represent different currents of thought in the Arab
world. An examination of staff biographies posted
on Al Jazeera shows that its reporters are a cosmo-
politan and highly educated group who speak
several languages including Russian and Chinese.
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Programming

Al Jazeera is primarily a news and public affairs
channel. It transmits daily press reviews and
weekly roundups in which it summarizes news
reports on Middle East issues in Arab and interna-
tional papers. Al Jazeera also features documenta-
ries, for example, Our History and Their Archives,
a series in which Arab history is told through the
archives of mostly European powers that colonized
the area in the late nineteenth and early twentieth
centuries. The Book Is the Best Companion and I
Read for You deal mostly with academic books on
Middle East politics. Both shows invite either the
books’ authors or professors to summarize and
then discuss the selected books.

Four broad issues occupy Al Jazeera: Palestine,
Iraq, political reform, and America. The channel
concentrates mostly on the Arabic speaking regions
of North Africa and the Sudan and Somalia, both
because of its viewers’ interests and the recruit-
ment problems it had faced in other areas of
Africa. The channel is best known for its weekly
political talk show programs, More Than One
Opinion, The Opinion and the Other Opinion,
and No Limits. The Opposite Direction, Al
Jazeera’s most popular program, once pitted
Safinaz Kazem, an Islamist woman from Egypt,
against Toujan Faisal, a Jordanian feminist and
former member of parliament who has had run-
ins with Islamists in Jordan over her interpretation
of Islam. Kazem walked off the set while the show
was on the air because she had never heard any-
one question her or religious authority in such an
open manner. This practice of assembling dia-
metrically opposed panelists together on the same
program (an Iraqi female member of the
Communist Party who believes in gay rights next
to a religious woman and a Sheik, for example) to
discuss combustible topics reflects the button-
pushing ethos of Al Jazeera.

Al Jazeera highlighted women’s rights and their
political and professional achievements in two
programs, For Women Omnly and the one that
replaced it, Pioneers. Both removed women’s pro-
grams from the kitchen and the nursery where they
had resided for years. But the main contribution to
public debate on women’s issues was their “taking
as their starting point that qualified women should
be aiming for decision-making jobs and that the

subject of debate was not whether to aim for them
but how” (Sakr 2007, 142).

The level of political interactivity of Al Jazeera
in large part accounts for its popularity. The chan-
nel’s call-in shows have been “particularly distinc-
tive...as almost any voices could potentially be
heard and individuals were placed into unscripted,
uncensored dialogue over which hosts could exer-
cise only some control” (Lynch 2006, 248). The
sparks that fly from the religious and ideological
debates and confrontations keep the viewers com-
ing back, but lead some Arab critics to accuse
Al Jazeera of sensationalism.

Those unedited on-air programs continue to get
the channel in trouble with Arab rulers allied to
the United States and with the American adminis-
tration because viewers are openly critical of U.S.
Middle East policy on air. Al Jazeera has always
covered the United States extensively, including
broadcasting American military CENTCOM brief-
ings in full, as well as airing presidential speeches
and debates. The station ran afoul of the American
administration, however, as early as 1998 when
the U.S. embassy of Qatar lodged a strong protest
after calls to strike U.S. interests were made on air
by callers to the program The Opposite Direction.
(Al Jazeera’s had covered the Anglo-American
bombing of Baghdad in December 1998.) Yet
despite various criticisms lodged against Al Jazeera,
it “offered a diverse array of forums, each privi-
leging very different participation and debate.
Dissenting views and reasoned analysis could be
heard, albeit within a generally accepted [Arab]
identity framework. These debates produced a
consensus that was hostile not only to the American
project, but also to the perspectives of the Arab
regimes eager to stifle reform” (Lynch 2007,
116). The U.S. government may object to Al
Jazeera’s coverage, but since September 11, its top
officials have realized that they need to use the
network to address Arab public opinion they had
previously ignored. American officials who have
appeared on the channel include the Secretary
of Defense, National Security Advisor, and the
Secretary of State.

American government attempts to prevent Al
Jazeera from airing taunting videos from Osama
Bin Laden failed, earning the channel the wrath of
the frustrated U.S. administration. In defense of
Al Jazeera, Hafez al-Mirrazi, then host of From
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Washington, said, “How can you say to a news
channel, “You can’t carry this guy because we hate
him’?” al-Mirrazi found that stance “ridiculous,
especially coming from the leader of the free
world” (Heckman 2002). British journalist Hugh
Miles explains that when the service offers its
viewers exclusive interviews of Bin Laden, “it’s
easy to confuse access with endorsement.” He
adds that the channel’s “willingness to present ter-
rorists as legitimate political commentators” has
enraged critics such as U.S. Defense Secretary
Donald Rumsfeld, who found its coverage “inac-
curate and inexcusable” (Miles 2003). Al Jazeera
was a pioneer in interviewing Israelis, a fact that
did not go over well with some of its Arab viewers
who accused it of being in the pocket of the CIA
or Mossad, the Israeli intelligence service. Bahraini
rulers used that charge as well when they attacked
Al Jazeera’s coverage of Bahrain.

Al Jazeera Scoops International
Media in Afghanistan

Unlike Western media, Al Jazeera had opened an
office in Afghanistan in 1999, two years before
Western media, which thought the country was too
unimportant to cover even when they were offered
the opportunity to set up news bureaus. On
September 19, 2001, when the Taliban evacuated
the last foreign journalist from the capital Kabul,
only two Al Jazeera correspondents in Kabul and
Kandahar and three Afghan reporters working for
Reuters, AFP, and AP news were allowed to stay,
forcing all Western stations to use Al Jazeera foot-
age. An examination of the footage and transcripts
of Al Jazeera broadcasts of video of Afghan casual-
ties between October 9 and 28, however, reveals
that CNN, using Al Jazeera footage, ran photos of
physical damage, but not the attendant human
cost. In contrast, Al Jazeera went to hospitals,
talked to the parents of the dead, and showed
closeups of wounded children, which infuriated
American government officials. Al Jazeera photog-
rapher Sami Al-Haj was picked up on his way to
Afghanistan on assignment in December 2001 and
even though he had a legitimate visa, he was still
being held at Guantanamo as an “enemy combat-
ant” in 2008, as Al Jazeera Arabic and English
remind their viewers in a solidarity message placed
on their websites.

Al Jazeera Scoops International
Media in Iraq

Al Jazeera launched an English-language website
dedicated to special coverage of Iraq in March
2003, as the U.S. invasion began, with the inten-
tion of offering a perspective differing from that of
the Western media, which Al Jazeera described as
the “most spinned in history” (Timms 2003). In
Iraq, the coalition commanders claimed that Iraqi
troops had been surrendering in droves, that
morale had collapsed in the South of Iraq and that
most of one Iraqi division had become POWs.
Al Jazeera showed reports that contradicted some
of those claims and even interviewed an Iraqi mili-
tary leader the coalition claimed had surrendered.
When a marine commander in Qatar dismissed
Iraqi claims to have captured U.S. troops as “Iraqi
lies,” Al Jazeera broadcast pictures of five cap-
tured American servicemen. The Iraqis also told
tall tales of their own that Al Jazeera had broad-
cast such as the claim of Muhammad Said Al
Sahhaf, the Iraqi minister of information, “that
American tanks had not attacked the presidential
palaces...it is a ruse spread by their failed com-
munication organs” and his claim that the
Americans had not occupied Baghdad when they
were around the corner from the location of his
press conference.

The rebroadcast of video of American dead sol-
diers shot by Iraqi TV as well as the video of
American POWs looking scared, at a time when
the United States was projecting a “Shock and
Awe” stance, infuriated the American leadership.
That, combined with the way Al Jazeera covered
the first Battle of Faluja in 2004 by concentrating
on civilian casualties and the plight of families who
were forced to leave the city, earned the station the
enmity of the American administration and some
members of the American public who hacked the
station’s website, taking it offline for a while. Al
Jazeera had eight teams all over Iraq, allowing it to
scoop international media. The staff of Al Jazeera
had a hard time battling first the Iraqi handlers
before Saddam Hussein disappeared, and later,
the American military, who detained several Iraqi
Al Jazeera staffers and placed one in the Abu
Ghraib prison.

The United States bombed Al Jazeera offices in
Afghanistan in 2001, shelled the Basra hotel where
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Al Jazeera journalists were the only guests on
April 8, 2003, and killed Al Jazeera’s Iraq corre-
spondent Tareq Ayoub and two Spanish journal-
ists a few days later when it bombed the Palestine
hotel in Baghdad. Though the American military
said the bombing was accidental, Al Jazeera staff
believe it was deliberate because they gave
Americans the coordinates of Al Jazeera offices to
avoid accidental bombing. Britain’s Daily Mirror
reported that during an April 2004 White House
meeting with British Prime Minister Tony Blair at
the peak of the first U.S. siege of Faluja, President
Bush floated the idea of bombing Al Jazeera’s
headquarters in Qatar, according to leaked “top
secret” minutes of the summit. Al Jazeera was one
of the few news outlets broadcasting from inside
the city. Its exclusive footage was carried by every
network from CNN to the BBC. The story raised
fresh doubts over U.S. claims that previous attacks
against Al Jazeera staff were military errors.
Furthermore, following the handover of sover-
eignty in Iraq the U.S.-backed Prime Minister Iyad
Allawi closed the offices of Al Jazeera and banned
it from operating for a month in August 2004. Al
Jazeera broadcast a short clip in which accusations
leveled against it by Saddam-era government offi-
cials were intercut with similar statements made
by Allawi and his officials, suggesting that nothing
had changed for the media in Iraq. But despite
Allawi’s antipathy toward Al Jazeera and his plac-
ing of ads on rival network Al Arabiya when he
wanted to reach the pan-Arab audience, he chose
to be interviewed by Al Jazeera and submitted to a
grilling by a well-informed Iraqi presenter, Layla
Sheikhali in August 2007.

The station continues to scoop international
media and even Arab media in different countries.
In July 2007, for example, Al Jazeera showed bal-
lot stuffing in Egypt, shot via a long lens through
a window of a polling center. It also has carried
dramatic cell phone footage from Iraq.

Al Jazeera has had a profound effect on Arab
public opinion. Demonstrations erupted in several
Arab countries in support of Palestinians after
Al Jazeera broadcast images of the 2002 Israeli
siege of the city of Jenin. The channel is able to
circumvent two sources of marginalization of Arab
public opinion: Arab governments that used to
control traditional borders and prevent journalists
from other Arab or foreign publications from

entering their countries; and Western news agen-
cies that Arabs felt treated their issues unfairly.

Al Jazeera English (AJE)

Al Jazeera English (AJE) started broadcasting as a
24-hour English-language news and current affairs
channel on November 15, 2006. Even though it set
as its original launch target 40 million cable and
satellite homes, less than one year after its launch,
it was transmitting to 100 million viewers. AJE is
now determined to obtain broad distribution in
the highly competitive U.S. market, closed to it due
to conservative pressures on cable TV stations as
well as commercial considerations. The news
channel has attracted veteran journalists from
around the world, which make up some of the 800
employees from 55 countries.

AJE is seen by some as an alternative to
American stations that chase ratings by catering to
the lowest common denominator. Because Qatar’s
prince funds Al Jazeera, it is free from the eco-
nomic pressures that drive U.S. media. AJE broad-
casts from Doha in Qatar; London; Washington,
D.C.; and Kuala Lumpur, Malaysia, and has 21
supporting bureaus—in the Middle East, Africa,
Europe, the Americas, Asia, and Australia. AJE
has a strong presence in Africa through its bureaus
in Egypt, Ivory Coast, Kenya, South Africa, and
Zimbabwe, and it shares the resources of Al
Jazeera Arabic Channel’s African bureaus located
in Chad, Libya, Mauritania, Morocco, Senegal,
Somalia, South Africa, and Sudan. The station
seeks out interesting stories neglected by the
Western-oriented media in Latin America,
Southeast Asia, the G-8 countries (Canada, France,
Germany, Italy, Japan, Russia, United Kingdom,
and the United States), and the Middle East. Half
a million of AJE’s viewers are Israeli. AJE is also
attempting a deeper penetration into India and
China. In the United States, however, the service
may be seen only on a handful of cable systems
including Buckeye Cable in Ohio; Burlington
Cable in Vermont; Washington Cable; and Fision,
a fiber-optic entertainment network seen only in
Houston. Elsewhere, viewers may access the sta-
tion on several Internet sources. AJE provides ser-
vice online, and has a dedicated program on
YouTube. Al Jazeera English’s decision to retain
the Arabic logo of its sister channel has paid off
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despite the controversy surrounding the Arabic
station.

When the English service began, there was some
dispute over its identity, with some in the Arab
world suggesting that it is of no use to fund such a
channel if it would be no different than other
Western TV channels regarding Arab issues. But
AJE sees itself as the world’s first global English
language news channel to be headquartered in the
Middle East, and says on its website that “[f][rom
this unique position, Al Jazeera English is destined
to be the English-language channel of reference for
Middle Eastern events, balancing the current typi-
cal information flow by reporting from the devel-
oping world back to the West....The channel gives
voice to untold stories, promotes debate, and chal-
lenges established perceptions.”

Conclusion

On the Arab level, Al Jazeera has contributed to the
formation of a pan-Arab political public space in
which important issues avoided by government tele-
vision are discussed without censorship; namely,
American-Israeli relations, Arab rulers and the Iraq
war, autocratic governments, dissent, human rights,
corruption, religion, and social issues of gender and
class. By breaking all the taboos imposed on Arab
communication, the station earned the enmity of
many an Arab government, but gained the trust of
the millions of Arabs who have adopted Al Jazeera
as their most trusted source of political information.

Throughout recent history, Arabs were forced to
view the wars waged against them through Western
eyes. They saw the Suez War of 1956, in which
Israel, Britain, and France invaded Egypt, through
the news agencies of their enemies: Reuters and
Agence France-Presse. They saw the 1991 Gulf War
through the lens of CNN. Al Jazeera, by contrast,
showed the 2003 invasion of Iraq through Arab
eyes. For the first time an Arab station had the
resources to beat the West at its own broadcasting
game. As former Marine spokesperson, now AJE
presenter, Josh Rushing put it, “That war looked
starkly different than the war that Al-Jazeera was
showing. If CNN were to show where the missile
took off, Al-Jazeera would try to show where the
missile landed” (NPR 2007). Knowing where the
missiles landed was enormously important to
Arabs, and very frustrating for the Americans who

could no longer control the war narrative. Thus, Al
Jazeera gave Arabs a voice they never had before,
and sparked competition from other Arab stations.
On the other hand, it spurred the governments of
the United States, Britain, France, Germany, and
Russia to start their own media in Arabic in an
attempt to reach the Arab public. American media
pundits constantly refer to Al Jazeera and wonder
what the channel will make of various news items,
an awareness that suggests that the channel cannot
be ignored, and is now a major source for shaping
or questioning conventional communication wis-
dom in a world in which the West used to enjoy
media dominance, but no longer does.

Orayb Aref Najjar
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AL-MANAR

Al-Manar (“The Lighthouse”) is a satellite televi-
sion service based in Lebanon. It is the mouthpiece
of Hizbullah (The Party of God), established in
the mid-1980s as an umbrella group uniting reli-
gious Shi’a Muslim groups in Lebanon in the
wake of the Israeli invasion. The organization
played a major role in ending Israel’s 22-year
occupation of the South of Lebanon, with the
exception of the Sheba’a farms, which Israel still
occupied in 2008.

As Al-Manar explained on its website when it
was established in June 1991, the need for the

channel arose because, even when 20 percent of
Lebanon was under Israeli occupation, it was not
unusual for Lebanon to be under Israeli fire “while
singers chanted on numerous TV channels simulta-
neously. There had to be a TV that committed
itself to put in images the suffering of our people
in the occupied territories.”

Al-Manar identified five parts of its communi-
cation strategy for what it called Al I’lam al
Mugqawim, or “resistance communication”:

1) Inoculating Lebanese society against Israeli
psychological warfare by exposing the Israeli
attempt to divide the Lebanese along ethnic and
sectarian lines; 2) Shining a spotlight on the
brave daily resistance to the Israeli occupation of
the border strip so that, cumulatively, the person
who resists becomes a symbol that...embodies
the military and moral power Arab nations have
lost...and highlights the need to exert human
effort to make liberation possible; 3) Demolishing
the myth of “an [Israeli] army that is never
defeated”; 4) Correcting the misinformation
spread by Israel and its supporters; [and] 5)
Making world public opinion accept the legiti-
macy of resisting Israeli occupation. (Muhsen
1998, 58-66)

Al-Manar was especially sensitive to the lan-
guage of conflict and avoided terms that suggested
that only Hizbullah had a stake in the liberation of
the South of Lebanon because Shi’ia live there. It
objected to calling the 10-mile strip Israel occupied
in the South “the security zone” as Israel and the
international media had been doing, and it called
fighters killed “martyrs” because “they died
defending their country against an occupier.” It
objected to calling the Israeli army “the Israeli
Defense Forces” rather than “the army of occupa-
tion it is.”

Development

Al-Manar was one of fifty unlicensed Lebanese
television stations that went unregulated until
Lebanon promulgated a broadcasting law in 1991
and enforced it five years later. Al-Manar later
received a license for satellite transmission just in
time to broadcast the Israeli withdrawal from most
of the South on May 24, 2000, a withdrawal it
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attributed to its own resistance and to the support
it received from the Lebanese people. The pro-
longed victory celebrations of a channel that calls
itself the “channel of resistance” (ganat al-
muqawama) allowed Arab viewers to compare the
exploits of a nongovernment actor to the inactivity
of Arab governments that were unable to liberate
their territories from Israel through peaceful
means.

Al-Manar, like other advocacy media, does not
claim neutrality but bills itself as partisan to the
cause of its constituents: initially, the disadvan-
taged and poor Shi’ia of the South and the Beka’a
valley in Lebanon; later expanded to include the
larger Arab and Islamic worlds. The channel pro-
vided extensive coverage of the second Intifada
(Uprising against Israel) of 2000 in the occupied
Palestinian territories, and later, the war in Iraq.
Hizbullah, through its media, took on the mantle
of the protector of Palestinians, a cause Marc
Lynch says tends “to produce an unchallenged
consensus unifying different sectors of Arab opin-
ion.” The channel “communicates the idea that
Israel is hegemonic in the region, tightly connected
to the United States, and that Israel and the United
States want a weakened Lebanon and Syria,
unable to resist Israel’s actions. Iraq was targeted
to fragment the country, not make it sovereign”
(Baylouny 2006). Regarding U.S. positions on
Lebanon, one Al-Manar spot compares how the
United States deals with UN Resolution 1559
(calling for Syria to withdraw from Lebanon), by
showing a menacing man ready to strike with a
stick he is holding. “This is followed by another
scene, with the words ‘and this is how the United
States treats UN resolutions regarding Israel.” The
screen shows a man picking the petals of a daisy”
and stating: “it applies, it does not apply, it applies,
and so on” (Baylouny 2006).

The Shi’ia Hizbullah, Al-Manar’s patron, began
to see itself as a pan-Islamic organization that
speaks for both Sunni and Shi’ia, as well as a pan-
Arab organization that has Christian allies.
Lebanon’s largest Christian political party, the Free
Patriotic Movement, is Hizbullah’s ally. Hizbullah
has participated in elections in a democratic fash-
ion, allying with other religious groups, including
Christians, and encouraging its members to vote
for them. The party won 14 seats of a 128-member
parliament in the 2005 elections.

Programming

Unlike Lebanese channels that often import
Western programming or present local versions of
Western reality shows, Al-Manar produces its own
programming based on Arab or Islamic history, or
hosts serious talk shows. The station does not
allow advertising for tobacco or alcohol or any
advertising that treats women as sexual objects to
sell products. Female announcers appear in head
scarfs, but “Al-Manar does not conform to stereo-
types of it (or of Hizbullah) that it marginalizes
women or injects religion in all its programming.
On the contrary, the station highlights practical
problems of women and solutions proposed by
them” (Baylouny 2006).

And while Al Jazeera lists standard New York
and Mecca time, Al-Manar lists Jerusalem time. It
is no wonder, then, that the station is the second
most popular station among Palestinians, right
after Al Jazeera.

Al-Manar pioneered the idea of embedded vid-
eographers who accompanied Hizbullah fighters
on their missions. The channel admitted it was
deliberately trying to sow fear into the hearts of
Israeli mothers by convincing them (programming
in Hebrew since 1996), that it is futile to fight
Hizbullah. The station showed video of dead
Israeli soldiers not broadcast on Israeli TV.

On December 14, 2004, Al-Manar was placed
on the U.S. Terrorist Exclusion List, preventing it
from operating in the United States or receiving
funds from American citizens. France had similarly
banned the service a week earlier.

The idea of banning Al-Manar “originated with
Israel’s Natan Sharansky and former Foreign
Minister Silvan Shalom,” then expanded to include
“the Anti-Defamation League, CAMERA.org,
American Jewish Congress,” and several other
foundations. Furthermore, “[t]he neocon Middle
East Media Research Institute (MEMRI) took
credit for persuading” some world leaders to out-
law Al-Manar (Schuh 2006).

Al-Manar ridicules the American military in
Iraq by juxtaposing claims of precision bombing
over photos of dead children. After the Abu
Ghraib torture photos were broadcast, Al-Manar
taunted the United States over human rights
abuses committed under its watch. But more
recently Al-Manar has attempted to moderate its
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programming due to a new awareness of how it is
being perceived in the West.

On July 12, 2006, Israeli warplanes demolished
Al-Manar’s five-story headquarters in Beirut’s
southern suburbs in seven separate attacks, injur-
ing three staff members. They also hit the station’s
infrastructure in the Beqa’a valley. Al-Manar was
off the air only for two minutes as the service’s
engineers had prepared undisclosed alternative
transmission and studio sites.

In Lebanon, where Al-Manar ranks fifth in
viewer popularity among the country’s nine sta-
tions, its news bulletins are popular because they
are deemed to be reliable and balanced about local
politics. Al-Manar, however, is detested by the
Arab regimes of Saudi Arabia, Egypt, and Jordan,
which accused Hizbullah of giving Israel an excuse
to invade Lebanon in the summer of 2006.

Although Al-Manar’s enemies accuse it of serv-
ing as a voice for terrorism, one researcher found
that the channel “both represents the ideas of its
audience and attempts to alter them, to spur the
constituency to action. A part of this process is
altering their self-concepts from victim to empow-
ered and proud. Tactically, many of the emphases
of al-Manar can be viewed as effective frames for
mobilizing against a militarily superior enemy
[Israel].” She added that one could also view
Al-Manar “as an opposition or resistance media,
covering the non-dominant perspective,” by airing
interviews with Palestinian rejectionist groups
(Baylouny 2006).

Conclusion

The attempt to prevent reception of Al-Manar is
seen by many Arabs as more than an issue of the
rights of broadcasting by a specific service, but as
an example of the hypocrisy of Western govern-
ments who defend their right to broadcast offen-
sive materials about Arabs and Muslims such as
the anti-Muhammad cartoons in the name of free
speech, but feel threatened when others transmit
programming they do not like. So Western govern-
ments and Israel are faulted for lecturing Arabs on
the need for free communication, but denying
transmission to services they disapprove of or,
worse, bombing them. The International Federation
of Journalists, located in Belgium, described the
ban on Al-Manar as “political censorship of the

worst kind” and criticized the bombing of its
facilities. Yet Al-Manar continues functioning
despite an advertising boycott, and despite the
refusal of several international satellites to carry its
signal. It is now available on the Internet.

Orayb Aref Najjar
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ALTERNATIVE AND
UNDERGROUND INNEWSPAPERS

During the 1960s and early 1970s, underground
periodicals critiqued the government and main-
stream society and celebrated alternative lifestyles.
Some underground writers and editors thought
they were inventing America’s first alternative
press, but in many ways, the nation’s first newspa-
per—Publick Occurrences, Both Forreign and



Alternative and Underground Newspapers 77

Domestick—of 1690 took the honor when it was
suspended because it had been printed without
government authority.

Origins: Labor and Abolition

After the American Revolution, most commercial
newspapers continued to represent white, middle-
to upper-class male readers. Most ignored the plight
of laborers, slaves, other people of color, immi-
grants, and women. In reaction, alternative news-
papers appeared during the first half of the
nineteenth century. Most used journalism as an
agent for social change.

The country’s first successful labor newspaper,
the Mechanic’s Free Press, was launched in 1827 in
Philadelphia by shoemaker William Heighton.
Between then and 1832, 50 to 60 labor weeklies
were published around the country. The commer-
cial press overreacted to the new labor press, and
the two groups soon traded insults in print. Labor
newspapers promoted eliminating child labor, sub-
sidizing education for poor children, closing debt-
ors’ prisons, and instituting a 10-hour workday.
Their most important goal was to transform the
working class into a political force and elect labor
candidates to public office. By the 1830s, there
were early successes. Most early union members
were skilled artisans. Later in the century factory
workers, including so-called factory girls, began
unionizing and publishing their own newspapers.

During the early nineteenth century, abolition-
ists, both black and white, founded antislavery
newspapers. The first abolitionist newspaper,
Charles Osborn’s The Philanthropist, was printed
in Ohio in 1817, and fellow Quaker Elihu Embree
began printing Manumission Intelligencer (later
renamed the Emancipator) in Tennessee in 1819.
Some publishers advocated gradual emancipa-
tion; others argued for the immediate abolition of
slavery. Some wanted slaves to be assimilated;
others, such as Benjamin Lundy of the Genius of
Universal Emancipation (1821), advocated colo-
nizing slaves in Africa. The first black newspaper,
Samuel Cornish and John Russworm’s Freedom’s
Journal, was founded in New York City in 1827.
With a readership of 1,000, the anticolonization
paper focused on improving the lot of free blacks,
emancipating slaves, and eliminating lynching.
The same year in Philadelphia, The African

Observer began publishing articles about the evils
of slavery.

In 1831, William Lloyd Garrison, who had
worked with Genius editor Lundy, began printing
the Liberator from Boston. Garrison had ceased
supporting Lundy’s gradual approach to ending
slavery. His newspaper, printed for 35 years, was
the longest-lived abolitionist newspaper.

The abolitionist movement reached its peak
between 1830 and 1860. Cornish edited The
Colored American (1837), which ran articles
about freed slaves’ achievements and their involve-
ment in the abolitionist movement. In 1840, Lydia
Maria Child and David Lee Child established the
National Anti-Slavery Standard, the official weekly
of the American Anti-Slavery Society. In early
1847, Willis Hodges founded The Ram’s Horn in
New York. John Brown (later of Harper’s Ferry
fame) and Frederick Douglass, a former slave and
a celebrated antislavery speaker and writer, were
two of Hodges’s contributors. Douglass started his
own paper, the North Star, in Rochester, New
York, in December 1847. It reached more than
4,000 readers, including many whites, in the
United States, Europe, and the Caribbean. The
North Star merged with the Emancipator in 1851,
and continued as Frederick Douglass’ Paper until
he began Douglass’ Monthly, an abolitionist maga-
zine in 1860. The pages of Douglass’s publications
served as forums for women and other marginal-
ized people. The North Star’s motto was “Right is
of no Sex—Truth is of no Color—God is the
Father of us all, and we are all brethren.”

Women’s Voices

Women’s newspapers did not appear until mid-
century, but within a few decades, there were
approximately 30 woman’s rights periodicals. Many
grew out of the abolitionist and temperance move-
ments. For example, Amelia Bloomer had been
involved in the temperance movement in Seneca
Falls, New York, for years before she began editing
The Lily (1849), a newspaper for the local women’s
temperance society. The next year Elizabeth Cady
Stanton, using the pseudonym Sunflower, helped
Bloomer edit the paper. Through Stanton’s influ-
ence, The Lily switched its focus to woman’s rights.

Social reformer Paulina Wright Davis, who was
president of what early feminists considered the
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first convention for women’s rights in 1850, started
The Una in 1853 in Providence, Rhode Island.
Una (Latin for “one”) is considered the first news-
paper devoted solely to woman’s rights.

The next woman’s rights newspaper was Lydia
Sayer Hasbrouck’s The Sibyl: A Review of Tastes,
Errors and Fashions of Society (1856). Published
for nine years, the biweekly Sibyl covered woman’s
rights, suffrage, and abolition, but its focus was
dress reform. In her paper, she argued that wom-
en’s equality and health were connected and
depended on doing away with corsets and stays
that confined and deformed women’s bodies and
heavy hoops that hampered their mobility.

After the Fourteenth and Fifteenth Amendments
to the Constitution granted the right to vote to all
men, but still withheld it from women, the woman’s
movement broke into two camps. In 1868, the more
radical faction began a newspaper, The Revolution.
Susan B. Anthony published it, Stanton and Parker
Pillsbury wrote for and edited it, and George Francis
Train helped fund it. Its motto read, “Men, their
rights and nothing more; women, their rights and
nothing less.” The reforms the Revolution champi-
oned included property rights, divorce and custody
law, birth control, and education, among others.

In 1870, Lucy Stone and her husband Harry P.
Blackwell began publishing The Woman’s Journal
in Boston. The newspaper, which featured authors
such as Harriet Beecher Stowe, Louisa May Alcott,
and Julia Ward Howe, appealed to more conserva-
tive readers than Revolution’s. It survived until
1917, when it was merged with other suffrage
periodicals and became The Woman Citizen.

Besides promoting suffrage, Woodhull &
Claflin’s Weekly (1870) advocated free love and
licensed prostitution, raising some Victorian eye-
brows. Victoria Woodhull, the first woman to run
for President, established the newspaper with her
younger sister Tennessee Claflin. Despite the sis-
ters” affinity for edgy topics, they never covered
birth control; not until almost 50 years later, when
Margaret Sanger wrote The Woman Rebel, No
Gods No Masters (1914), would the subject be
addressed extensively. Sanger, a nurse and major
figure in the American birth control movement,
advocated sex education and birth control as alter-
natives to abortion. In her short-lived paper,
Sanger wrote “a woman’s body belongs to herself
alone.” The Post Office eventually suppressed it

under the nineteenth century Comstock laws,
which prohibited using the U.S. mails for distribut-
ing information about contraception.

Historians have paid more attention to aboli-
tionist and feminist newspapers than to the peri-
odicals of immigrants and people of color.
Immigrant papers, which had been published in
the colonies, increased during the new century, as
did ethnic newspapers, such as Georgia’s Cherokee
Phoenix (1828). Approximately 1,300 nineteenth-
century foreign-language newspapers provided
immigrants with news from home as well as local,
national, and world news. Not all editors thought
retaining their readers’ mother tongue important.
Most editors, however, emphasized retention of
both language and culture.

Political Papers

Race, ethnicity, language, and gender weren’t the
only things separating people in the nineteenth
century. Commercial newspapers, which were fre-
quently affiliated with one national political party
or another, did not cover other political parties.
Therefore, advocates of liberalism, populism, anar-
chism, progressivism, socialism, and communism
had their own newspapers.

The Nation, the oldest continuously published
weekly magazine, by the early twenty-first century
described itself as the flagship of the left. When
abolitionists founded it in 1865 at the start of
Reconstruction, it was socially liberal but politi-
cally conservative. The magazine, edited by E. L.
Godkin, covered politics, the sciences, literature,
and art for an intelligent, engaged audience.
Newspaper magnate Henry Villard bought the
Nation in 1881, and for almost four decades, it
was a weekly literary supplement for his newspa-
per, the New York Evening Post. In 1918, Villard’s
son, Oswald Garrison Villard, took over as editor.
Under him, the magazine became a liberal current-
affairs magazine. The Nation has continued to
represent the liberal left to the present.

The Madison-based Progressive (1909) is still
published a century later. Founded by Progressive
Wisconsin Senator Robert M. La Follette, the
magazine had contributors such as Jane Addams,
Helen Keller, Jack London, Upton Sinclair, and
Lincoln Steffens. Many issues covered in its early
years remain timely, such as U.S. interventionism,
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corporate power, civil rights, environmental poli-
cies, and women’s rights. A third liberal magazine,
the New Republic (1914), also continued into the
twenty-first century. Originally edited by Herbert
Croly, it promoted Theodore Roosevelt’s reform
philosophy.

Like liberals and progressives, populists had
their publications. The populist movement of the
1890s appealed to discontented farmers and small
businesspeople, who feared Eastern industrialists
and bankers. They wanted banks, railroads, and
communication regulated, so government would
be put back in the hands of common people.
During the populist era, about 900 newspapers
backed the movement.

Radical Dissent

Several alternative periodicals focused on groups
that were more radical than the liberal, progressive,
and populist movements. One of the most success-
ful, the Kansas-based Appeal to Reason, was
founded in 1895. By 1912, the socialist weekly had
760,000 paid subscribers, more than any American
radical publication before or since. Appeal editor,
A. J. Wayland, supported organized labor, attacked
capitalism, and promoted the American socialist
movement. His contributors included Jack London,
Helen Keller, and Upton Sinclair, whose muckrak-
ing article on the Chicago meatpacking industry
was serialized in the Appeal before it became the
celebrated 1906 book, The Jungle. Other prominent
socialist newspapers included the New York Evening
Call (1908) and the Milwaukee Leader (1911).

The Masses (1911), another socialist magazine,
was a mix of antiestablishment politics, fiction,
poetry, art, and culture. Well-known contributors
included Carl Sandburg, Walter Lippman,
Sherwood Anderson, John Read, and Max
Eastman, who became its editor in 1913. Many
other writers and artists of this cooperative maga-
zine lived in Greenwich Village. Because of the
paper’s pacifism, several staff members were tried
unsuccessfully under the Espionage Act in 1917,
the same year the magazine, weakened by the tur-
moil, ceased publication.

Anarchists were also active in publishing early
in the twentieth century. In 1904, Mexican revo-
lutionary Ricardo Flores Magon escaped Mexican
dictator Porfirio Diaz and moved to the American

Southwest, where he reestablished Regeneracion,
his anti-Diaz newspaper. American authorities, in
tandem with the Diaz regime, persecuted him. He
was imprisoned several times in the United States
and died in Leavenworth Penitentiary in 1922.
During his stay in the United States, Flores
Magén had become friends with many radical
American intellectuals.

Among them was Emma Goldman, who in
1906 founded an anarchist magazine, Mother
Earth, A Monthly Magazine Devoted to Social
Science and Literature. Besides Flores Magon, her
contributors included famous radical and anar-
chist thinkers—historian Will Durant, playwright
Eugene O’Neill, novelists Leo Tolstoy and Maxim
Gorky, screenwriter/director Ben Hecht, and anar-
chist theorist Prince Peter Kropotkin. Famous art-
ists, including Man Ray, did cover art. In addition
to anarchism, Goldman covered the labor move-
ment, education, literature and the arts, woman’s
rights, sexual freedom, and birth control. On
September 11, 1917, Mother Earth was excluded
from the mails under the Espionage Act, and in
December 1919, Goldman was deported to the
newly established Soviet Union.

The Communist Party published several periodi-
cals, such as the Midwest Daily Record, People’s
World, New Masses, and many foreign-language
newspapers. In 1924, the American Communist
Party started the Daily Worker. From the Depression
through the cold war it grappled with red baiting,
McCarthyism, and changing party lines. With a few
name changes and a merger, it survived until 1991.
The Militant (1928), another communist newspa-
per, was Trotskyist and promoted the Socialist
Workers Party (SWP). A weekly, it also published
books by SWP leaders and revolutionaries, such as
Lenin, Trotsky, Malcolm X, and “Che” Guevara.

Underground Forebears

While the country’s long tradition of dissident and/
or alternative periodicals paved the way for the
underground press, some other more contemporary
predecessors did as well. The Catholic Worker
(1933), edited by Dorothy Day, provided an exam-
ple of a pacifist publication that some antiwar peri-
odicals would follow. I. F. Stone’s Weekly (1953)
with its iconoclastic reporting, pro—civil rights and
anti-Vietnam stands, and hard-hitting investigative
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Political cartoon from the December 1912 issue of The Masses, criticizing the mainstream press for being influenced by its
advertisers, such as mining companies, factories, railroads, and banks.The cartoon compares popular newspaper media of the time
to a house of prostitution, with the editor as the proprietor and the advertiser as the patron.

Source: Library of Congress.

journalism inspired many underground reporters.
The Nation, under the editorship of Carey
McWilliam, also strongly opposed U.S. involve-
ment in Southeast Asia and turned out first-rate
investigative pieces.

Earlier investigative journalists—the muckrakers—
also inspired many underground writers. Their
detailed investigative pieces about society’s ills
exposed the downside of capitalism in the age of
the robber barons and often resulted in significant
changesinsociety. S. S. McClure founded McClure’s
(1893), which became the best-known muckraking
publication. In 1902, Ida Tarbell began a series on
John D. Rockefeller’s business practices and the
Standard Oil Company that lasted until 1904 and
later became a book. Lincoln Steffens wrote a
series on corruption in major cities across the

country, and Ray Stannard Baker wrote about
labor problems.

The Guardian (1948), The Realist (1958), and
the Village Voice (1955) were further role models
for underground journalists. The Village Voice’s
irreverent motto, “Some people swear by us.. . other
people swear AT us,” speaks volumes about the
future of the underground press.

Counterculture Pacifism

To fully understand America’s alternative press in
the mid-1960s and 1970s, it’s necessary to know
something about the era’s mainstream media—
publications that represented the interests of the
established social, economic, and political order.
Because commercial newspapers were in business
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to make money, they catered to and protected the
establishment, who often were the papers’ adver-
tisers. In addition, they tried to reach a large and
universal audience to sell more papers. This focus
resulted in marginal social groups—the poor,
workers, immigrants, minorities, women, and
political dissidents—being stereotyped, misrepre-
sented, undercovered, and/or not covered.

An estimated 500 underground papers gave
these groups and others a voice. By the end of the
1960s, most major cities had at least one under-
ground publication. Some advocated social and
political action while others created their own
news to promote their causes. Many just wanted to
celebrate the music and art counterculture.

What made the underground press possible?
Many factors went into its creation: millions of
baby boomers, a widely perceived generation gap
between parents and children, distrust of author-
ity, changing lifestyles, a sexual revolution, a drug
culture, ethnic and racial pride, the draft and the
unpopular Vietnam War, and the failure of main-
stream media to recognize that times were chang-
ing. The editorial mix of underground publications
typically focused on leftist politics, antiwar senti-
ments, the counterculture, and anything that con-
tradicted the mainstream. Some newspapers that
focused exclusively on culture began covering
politics as the war escalated. Later they reverted to
covering lifestyle issues. Some publications com-
bined politics and culture.

Art Kunkin’s Los Angeles Free Press is consid-
ered by many to be the earliest—as well as the
most successful—underground newspaper. First
published in 1964 as a broadsheet for the Southern
California Renaissance Faire, the Faire Free Press
became the Los Angeles Free Press, or Freep, and
changed to a tabloid format in 1965. Controversial
stories, such as a 1969 article listing the names,
addresses, and phone numbers of eighty narcotics
agents in Los Angeles, got the paper in trouble
with local police and state authorities. During its
heyday, more than 100,000 copies of Freep were
printed every week. According to some sources,
the paper was responsible for spearheading the
counterculture movement.

Others consider The Berkeley Barb the most
influential underground paper in the country. In
1965, Max Scherr sold his Berkeley bar, the
Steppenwolf, for $10,000 (about $65,000 today)

and started The Berkeley Barb. Scherr advocated a
menu of political, social, and sexual change and
used his newspaper to criticize the establishment. At
its peak in 1968, the Barb had a weekly circulation
of about 90,000. Many of those copies were sold by
flower children on street corners. In 1970, Scherr
sold the newspaper to a Berkeley anthropology pro-
fessor and it ceased publication a decade later.

Other influential underground newspapers of
similar ilk from the era included the San Francisco
Oracle, San Francisco Express-Times, Berkeley
Tribe, and The Helix (Seattle) on the West Coast;
the Fifth Estate (Detroit), the Seed (Chicago),
Kaleidoscope (Milwaukee), and The Spectator
(Bloomington, Indiana) in the Midwest; The Kudzu
(Jackson, Mississippi), The Great Speckled Bird
(Atlanta), and The Inquisition (Charlotte, North
Carolina) in the South; The Rag (Austin) and Space
City! (Houston) in Texas, and the Rat Subterranean
News(New York;latercalled Women’s LibeRATion),
the East Village Other (New York), Distant
Drummer (Philadelphia), Avatar (Boston), Old
Mole (Cambridge, Massachusetts), and off our
backs and the Washington Free Press (Washington,
D.C.) on the East Coast.

Many college towns supported underground
papers, some independent and others funded by
universities. Most were antiwar and anti-university
administration. Some examples include Columbia
Free Press (University of Missouri), Connections
(University of Wisconsin), and Mother of Voices
(Ambherst). According to some sources, the FBI
operated several fake underground papers in col-
lege towns. There were approximately 3,000 under-
ground high school papers, most of them short-lived
and of limited circulation. There were also military
underground newspapers as well as papers pub-
lished by liberation movements—women, gays,
blacks, and Native Americans. Two Hispanic pub-
lications included El Malcriado (1964), a paper
started by the United Farm Workers (UFW) leaders
Delores Huerta and Cesar Chavez in Delano,
California, and Los Angeles’s La Raza (1967), a
bilingual newspaper and later magazine that filled
a definite need for Chicanos in the L.A. barrio.

While few alternative publications were money-
makers, some counterculture newspapers were
prosperous. Advertisers discovered that they were
good vehicles for reaching college-age readers, an
attractive demographic. Because the mainstream
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media ignored changing formats of popular music,
underground press coverage of the music scene
increased circulation and thus attracted advertising
from Columbia and other record labels.

Rolling Stone (1967) was the most financially
successful underground publication. Its coverage
of the Doors, the Beatles, the Rolling Stones, Jimi
Hendrix, Janis Joplin, and other musicians ensured
a circulation that could command ad revenue
unlike any other underground publication.

Another thing that attracted Rolling Stone read-
ers was its look. The cover art and the cartoons
and drawings inside most counterculture newspa-
pers were imaginative and iconoclastic and as
revolutionary as the ideas discussed in most papers’
pages. Psychedelic colors drew readers in as much
as content. The split-fountain technique of inking
colors allowed colors to bleed into one another
and created unique softly colored effects. On the
technical side, two inventions—offset printing and
cold-type composition—made starting under-
ground publications financially feasible. Offset
printing was a quick, inexpensive way to create
innovative publications with colorful, ground-
breaking design concepts.

Underground publications naturally did not
exist in a vacuum. Some 60 underground and
radical papers, including The Black Panther,
Guardian, East Village Other, San Francisco
Oracle, Los Angeles Free Press, Berkeley Barb,
and The Paper, formed the Underground Press
Syndicate in 1967 in Washington, D.C. The UPS
was a wire service for members, who were free to
reprint shared information, articles, and breaking
news reports. They also sold communal advertis-
ing. Police harassment was something else many
publications shared in common at both a local and
national level. The FBI allegedly conducted surveil-
lance and disrupted the underground press.

Some underground publications, such as Rolling
Stone and Ramparts, endure. Most, however, were
gone by the end of the 1970s or early 1980s. Many
staff members never wrote again; some joined
established or newer alternative periodicals while
other reporters, cartoonists, and artists worked in
corporate media or in academe. For instance, Abe
Peck, editor of the Chicago Seed, went on to work
at Rolling Stone, Associated Press, and the Chicago
Sun Times before he became a journalism profes-
sor at Northwestern University.

The idea of an alternative and dissident press
thrives again in the age of the World Wide Web.
Periodicals geared toward activists of all stripes—
animal rights, AIDS, human rights, the environ-
ment—abound. Then there are small, self-published
zines, which are usually outside the mainstream,
that reach a small community of loyal readers. At
the same time, many long-standing publications
are abandoning their print products for a strictly
Web presence, and some zines are evolving into
E-zines. And with the savings in paper, printing,
and postage, new alternative media are mush-
rooming all the time on the Internet.

Victoria Goff
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Student Journalism
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ANCHORS, TELEVISION

Television news anchors are among the few jour-
nalists known to the public on a national scale.
They capture attention because they are vested
with a special and powerful role. In addition to
keeping the public informed, viewers who watch a
television newscast come to feel as though they
know the people who report the news. Of all
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those practicing television journalism, the struggle
between the time-honored principles of print and
radio journalism and the elements of television
appearance, personality, emotion, and celebrity is
experienced to the greatest degree by network
television news anchors.

Although TV news anchors often ascend to their
network posts from local stations and from jobs as
correspondents and reporters, they are soon distin-
guished by their status as the most recognizable
figureheads on the nightly network news broad-
casts. TV anchors’ implicit associations with “hard
news” as opposed to softer news and entertain-
ment formats also distinguish them from such
other television personalities as program hosts or
commentators. Critics note that while British tele-
vision reporters are rightfully referred to as “news-
readers” (accurately reflecting what they actually
do), a marked difference exists in the way they are
regarded in the United States where “anchor” and
“host” are often used interchangeably. The prestige
and notoriety of American television news anchors
grew steadily between the inception of the phe-
nomenon in the 1940s and the 1980s, the decade
during which they reached their apex in terms of
attention and autonomy. Since then, with the
influx of competition for viewers’ attention from
other TV news channels, including cable and satel-
lite, as well as from other newer forms of electronic
media, the power of the network television news
anchor has been somewhat diluted amidst the sea
of available news options, but the anchors are still
regarded as an institution within TV news.

Emergence of TV Anchors

The American TV news anchor role came into
being after World War II. Although television
began operating on a commercial basis in mid-
1941, the medium had been stunted by wartime
priorities and a halt in the manufacture of receiv-
ers. The earliest television newscasts were little
more than radio journalists reading the news in
front of a camera, sometimes accompanied by still
photographs.

In 1948 NBC began a newsreel program that
included film clips of news items spliced together. A
year later, the program was expanded to 15 min-
utes and became the Camel News Caravan, anchored
by John Cameron Swayze, and lasting until 1957.

Swayze provided the introductions to, explanations
of, and transitions between the film clips presented.
CBS contracted with Telenews, a subsidiary of
Hearst-MGM newsreel, for film, and began a regu-
lar nightly bulletin, CBS News with Douglas
Edwards, in 1948 sponsored by General Motors.
As a precursor to current practices, Edwards was
seen as “a speaking subject against an abstract
map” (quoted in Winston 1993, 187). Later NBC
anchor John Chancellor is also credited with having
helped define television news in these early days.

Discrepant accounts characterize early anchors
as humble figures who merely read the news, yet,
at the same time, had some control over the broad-
casts. Television journalists developed onscreen
personas to connect with viewers by using strate-
gies to mimic face-to-face interaction. These
included the anchor looking into the camera (and
thus directly into the eyes of the viewer), and
speaking directly and personally to each viewer.

Dimensions of appearance and performance
introduced by television brought a disjuncture in
the standards that Edward R. Murrow and his fol-
lowers had established for radio journalism. While
print experience was prized in radio journalism,
training and experience would not suffice for tele-
vision as an element of showmanship became an
essential trait for video journalists. An ability to
communicate and connect with viewers became
paramount. Until the mid-1950s, the 15-minute
evening network newscasts were treated as unim-
portant by the networks and their anchors were
similarly regarded.

As the medium’s reach expanded across the
country in the early 1950s, television became an
important political force. President Eisenhower
embraced the new medium, and Richard Nixon
saved his political life with his televised “Checkers”
speech. In 1952 NBC’s morning news and talk
program debuted with Dave Garroway anchoring
the Today show. It would not have a morning
news competitor until the launch of ABC’s Good
Morning America in 1975. The softer and more
eclectic morning news format offered a more infor-
mal forum for showcasing the onscreen talents and
versatility of Jane Pauley, Barbara Walters, Tom
Brokaw, and other hosts over the years.

CNN’s entry into cable television news in 1980
offered opportunities for new faces on TV news.
For many ambitious young correspondents, the
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1990-91 Gulf War represented a big break. Bernard
Shaw and Wolf Blitzer were among the CNN cor-
respondents who benefited from hours of wartime
coverage. Shaw was a pioneering black anchor,
while Judy Woodruff, Paula Zahn, and Anderson
Cooper are other well-known anchors who have
been featured on CNN. Other cable news net-
works were founded and rose in the late 1980s and
1990s, including CNBC in 1989, MSNBC in 1996,
and the Fox News Channel also in 1996.

The Anchor’s Role

In addition to the TV journalist who appeared on
camera, many others worked to assemble the
components of each news broadcast. As early as
1949, for example, Douglas Edwards was sup-
ported by a full-time CBS staff of 16 plus 14 part-
timers.

With Walter Cronkite at CBS, the network
anchor also assumed the title of “managing edi-
tor” of the broadcast. This was a means of allow-
ing the TV anchor to use his news judgment to
select, hone, and shape news stories in the broad-
cast, while alerting the news staff and viewers that
the anchor was more than a face on the screen. All
solo network evening news anchors to follow
would also hold the dual titles of anchor and man-
aging editor. Yet an anchor may have little to no
involvement in many stories other than reading
materials prepared for him or her by others.

The advent of the TV news anchor posed chal-
lenges to traditional journalistic values and rou-
tines largely because of anchor celebrity, authority,
and salary. At the heart of continuing criticism is
the placing of an anchor’s pleasing persona and
appearance over journalistic ability, the pervasive
influence of market research on hiring and promo-
tion of TV journalists, and the enormous salaries
that network anchors receive.

Conclusion

By 2005, most industry analysts agreed that the
networks’ morning news programs, which typified
the hybridization of news and entertainment, were
eclipsing the evening news programs in viewer
popularity and thus value within their news orga-
nizations. Reexamination of the anchor’s role was
sparked by the departures of anchors at all three

broadcast networks in 2005-06, in addition to
growing challenges posed by 24-hour cable news
networks.

Routes to entry and promotion within the TV
news field have also changed over time. The gen-
eration of television reporters who came to promi-
nence in the 1960s and 1970s often had been
trained in the wire services or radio and gained
experience as foreign or war correspondents or by
working their way up through local station and
network ranks. In contrast, the trajectory of TV
journalists in the 1980s and 1990s was somewhat
different. Some of these new anchors entered the
field through journalism schools (Jane Pauley is
an example), or by working up through the
newsroom ranks. Other anchors rose from semi-
entertainment backgrounds (as with Katie Couric).

By 2006, the anchors and their signature news-
casts on broadcast and cable TV were still com-
manding an average of 30 million viewers. TV
news anchors deliver information to people about
the world around them in a visual, personal, emo-
tional, and dramatic way that television made pos-
sible. Even as television faces new challenges from
online and mobile technology, the news anchors
remain some of the most recognizable faces in
American media.

Notable American TV News Anchors
Tom Brokaw (1940-)

Brokaw began his career in local news, and
after several local news positions around the coun-
try, he moved to Washington, eventually becoming
NBC’s White House correspondent during the
Watergate era. He shifted from hosting NBC’s
morning Today show in 1983 to anchoring the
network’s evening newscast. He was briefly paired
with Roger Mudd as co-anchor in 1982-83, and
then remained the sole anchor of the broadcast
until his retirement in 2004.

Connie Chung (1946-)

Chung was hired by CBS during the women’s
movement of the early 1970s when the networks
put more women on the air. By 1974, the three
networks had added about a dozen women report-
ers and were recruiting more. After working her
way up from positions at local TV news stations to
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the network level, Chung was named co-anchor of
the CBS Evening News with Dan Rather in 1993.
She was the second woman (after Barbara Walters)
to become an anchor, but the pairing only lasted
two years. Subsequently, Chung co-anchored ABC
News’ 20/20 and Connie Chung Tonight on CNN.
She is the only person (male or female) to have
served as a substitute anchor for all three network
nightly newscasts as well as all three network
morning newscasts.

Katie Couric (1957-2009)

In 2006, Katie Couric moved from her post she
held for 15 years as co-anchor of NBC’s Today to
CBS where she anchors the CBS Evening News
with Katie Couric. The move made her the first
solo female anchor in network television evening
news. Couric and NBC made the deliberate choice
of calling her “Katie” from the onset of her Today
show career, while she had previously been known
as “Katherine” as a local TV reporter and as a
reporter for CNN.

Walter Cronkite (1916-2009)

Cronkite began as a United Press wire service
reporter who then anchored local news for the
CBS-owned Washington station in 1950. He rose
to become a journalistic star with coverage of the
1952 political conventions. The first use of the
term anchorman came at this time. According to
Barbara Matusow, author of The Evening Stars,
Sig Mickelson, then head of CBS television news,
and producer Don Hewitt “discussed the need to
have their strongest person in the booth, holding
together the coverage from the floor. Hewitt com-
pared the arrangement to a relay team, where the
strongest runner, who runs the final leg of the race,
is called the ‘anchorman.”” From the late 1960s
until his retirement in 1981, Cronkite presided
over the top-rated network news program.

Two moments epitomized Cronkite’s career and
impact. His visibly emotional relay of the November
1963 assassination of President Kennedy’s death
included, according to communications researcher
Barbie Zelizer, “removing his eyeglasses in a dis-
tracted fashion and forgetting to put on his suit
jacket.” In a sense, he shared the national shock at
the event. Five years later, on his return from

onsite reporting from Vietnam, he clearly expressed
his opinion that the war would never be won on
military grounds and that the only end was nego-
tiation. The two-part editorial, broadcast on suc-
cessive days, was one catalyst for President
Johnson’s decision to not run for reelection.

Charles Gibson (1943-)

Gibson moved from hosting ABC’s Good
Morning America to solo anchoring World News
Tonight in 2006. Gibson returned to the morning
program with Diane Sawyer in January 1999. He
previously co-anchored the morning program from
1987 to 1998. In addition, Gibson was also
co-anchor of Primetime, and was a regular substi-
tute anchor on World News Tonight before his
permanent appointment.

Chet Huntley (1911-74) and
David Brinkley (1920-2003)

Huntley and Brinkley emerged as news stars
with their coverage of the 1956 political conven-
tion coverage for NBC. Huntley had previously
worked for Movietone News and then CBS radio
in Los Angeles, as well as NBC TV in Los Angeles.
Brinkley was a former UPI reporter. The Huntley—
Brinkley duo that dominated network news in the
early and mid-1960s was created to appeal to
viewers in all parts of the country, as Chet Huntley
was from the West and David Brinkley hailed from
the East. Their nightly Huntley-Brinkley Report
ran on NBC until 1970. Other networks tried to
replicate the on-screen chemistry of the Huntley-
Brinkley duo, but subsequent anchor pairings,
such as those of Barbara Walters and Harry
Reasoner on ABC, of Tom Brokaw and Roger
Mudd on NBC, and of Connie Chung and Dan
Rather on CBS, were all short-lived.

Peter Jennings (1938-2005)

Jennings was a high school dropout who trans-
formed himself into one of the most well-known
network TV anchors. In an attempt to raise its
newscast from the depths of third place against
Cronkite and Huntley—Brinkley, who had emerged
as trailblazers from their coverage of the decades’
assassinations and scandals, ABC made Jennings, a
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26-year-old former Canadian television anchor,
the anchor of its evening news broadcast in 1965,
making him by far the youngest national network
anchor. Although the network thought his fresh
and handsome looks would appeal to younger
viewers, his inexperience and the strength of his
competition led Jennings to seek other assignments
and ABC replaced him in 1968. Jennings would
later gain recognition as the first network corre-
spondent on the scene when Palestinian terrorists
murdered Israeli athletes at the 1972 Munich
Olympics. He returned, substantially more sea-
soned, to the anchor chair in 1978. He remained
at the helm of ABC’s World News Tonight until his
death from lung cancer.

Robert MacNeil (1931- ) and
Jim Lebrer (1934-)

MacNeil and Lehrer began their television part-
nership in 1973 when they provided the National
Public Affairs Center for Television’s (NPACT) con-
tinuous live coverage of the Senate Watergate hear-
ings, broadcast on PBS. Lehrer was the solo anchor
for subsequent PBS coverage of the House Judiciary
Committee’s impeachment inquiry of Richard
Nixon. Lehrer had previously been a Texas news-
paper reporter. Lehrer’s newspaper career led him
to public television, first in Dallas, as KERA-TV’s
executive director of public affairs, on-air host, and
editor of a nightly news program. He subsequently
moved to Washington, D.C., to serve as the public
affairs coordinator for PBS. Canadian born MacNeil
had previously reported for Reuters News Agency
and NBC News and for the BBC. In October 1975,
the half-hour Robert MacNeil Report, with Jim
Lehrer as the Washington correspondent, premiered
on Thirteen/€WNET New York. In September 1983,
Lehrer and MacNeil launched The MacNeil/Lehrer
NewsHour. MacNeil departed the program in 1995
and Lehrer took stewardship of the program under
a new title, The NewsHour with Jim Lebrer. In
addition, Lehrer served as a moderator for ten
nationally televised debates among the candidates
in the presidential elections since 1988.

Roger Mudd (1928-)

Mudd began his journalism career in 1953
as a reporter for the now-defunct Richmond

News-Leader and was news director at WRNL-AM
in Richmond. He also worked as a reporter for
WTOP-TV in Washington. Mudd joined CBS News
in 1961 and worked as a correspondent for 19
years. In 1980, Mudd moved to NBC as co-anchor
of the NBC Nightly News with Tom Brokaw
(1982-83), and co-anchor of Meet the Press. Later,
he became the primary anchor of The History
Channel. From 1987 until 1992, he was an essayist
and correspondent for the McNeil-Lebrer NewsHour
on PBS. He left the program in 1992 and became a
journalism professor at Princeton University.

Edward R. Murrow (1908-65)

Murrow made his name with radio reports dur-
ing World War II. While he was more comfortable
with radio, Murrow established a tradition on
television as well—that of the crusading reporter—
with his 1954 attack on Senator Joseph McCarthy
and in reporting on the injustices committed
against those accused of communist sympathies.
He also introduced such techniques as the multi-
point radio roundup and the split screen interview.
He anchored the weekly TV documentary series
See It Now on CBS from 1951 to 1955.

Dan Rather (1931-)

Rather succeeded Walter Cronkite as anchor
of the CBS evening news in 1981. In the mid-1980s,
the program was the leading evening newscast. An
early groundbreaking moment for Rather was his
televised exchange with President Nixon during a
news conference, recounted in Rather’s 1977 mem-
oir, in which Nixon asked Rather, “Are you run-
ning for something?” and Rather replied, “No,
Mr. President, are you?” This began a protracted
grudge conservatives would hold toward Rather,
and the first of many media tornadoes in which
Rather would find himself. Among them was his six-
minute walk-out to protest that the U.S. Open Tennis
tournament had cut into the Evening News in 1987.
CBS struggled at times to manage and withstand the
fallout from Rather’s behavior over the years, yet
stuck by him through his controversies. However, in
2006, Rather left CBS, having been unable to quell
criticism brought on by a flawed broadcast report
during the 2004 elections. He signed on to host a
weekly news program on HDNet.
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Harry Reasoner (1923-91)

Reasoner was a reporter, White House corre-
spondent, and anchor while at CBS News from
1956 to 1970. In 1968, he became one of the
original correspondents for CBS’s news magazine
program 60 Minutes. In 1970, Reasoner left CBS
to become an evening news anchor for ABC, at
first paired with Howard K. Smith, and later with
Barbara Walters. He returned to CBS and 60
Minutes in 1979, where he continued to work full
time until 1991.

Frank Reynolds (1923-83)

Reynolds was the primary anchor of ABC
World News Tonight, with co-anchors Peter
Jennings in London and Max Robinson in Chicago,
until his death in 1983. Reynolds began his career
in local radio broadcasting and then local televi-
sion broadcasting in Chicago for CBS and ABC
affiliates. In 1965, he became the only Chicago
television reporter to travel to South Vietnam to
report from the battlefront. That same year, he
became an ABC network correspondent in
Washington. His first stint at anchoring the eve-
ning news took place in the late 1960s, ending in
December 1970. For the next eight years, he cov-
ered major stories for ABC News until he was
made co-anchor again in 1978.

Max Robinson (1939-88)

Robinson became the first (and thus far the
only) black anchor on broadcast network televi-
sion in 1981, as the Chicago-based co-anchor of
ABC’s World News Tonight with Peter Jennings
and Frank Reynolds. Robinson caused a stir when
the press reported that he had made remarks about
the TV networks discriminating against black
reporters and that “unconscious racism” existed at
the decision-making levels in news media at a
speech he gave at Smith College in 1981. Robinson
then became anchor of the local news in Chicago,
a reversal of the normal progression of an on-
camera reporter’s career.

Bob Schieffer (1937-)

Schieffer succeeded Dan Rather as anchor of the
CBS Evening News on an interim basis in 2006 as

speculation abounded as to what long-term shape
the program might take. He became a contributor
to the broadcast when Katie Couric was named as
a permanent replacement in April 2006. Schieffer
began his career with CBS News in 1969, and was
anchor of the CBS Evening News Sunday edition
from 1973 to 1976 and anchor of the Saturday
edition from 1976 to 1996.

Elizabeth Vargas (1962-)
and Bob Woodruff (1961-)

Vargas and Woodruff were paired to anchor
ABC’s World News Tonight after Peter Jenning’s
death in 2005. ABC had scrambled to find a suc-
cessor, and emerged with not one anchor, but two.
This was ABC’s attempt at returning to a multi-
anchor format, although not by repeating the
placement of one male and one female anchor side
by side at a desk, but rather a tag-team format
whereby one anchor reports from the desk in New
York and one from assignment in the field. In
2006, Vargas thus briefly became the first woman
of Hispanic descent to achieve the network eve-
ning news anchor post. However, less than six
months after the pairing, with Woodruff recover-
ing from serious injuries sustained while on assign-
ment in Iraq in January 2006, and Vargas preparing
for maternity leave, ABC named Charles Gibson
the sole anchor of its evening newscast.

Barbara Walters (1929-)

Walters left her job as the first female co-host
of NBC’s Today show in 1976 to become the first
female co-anchor of a network evening newscast,
ABC’s Evening News with Harry Reasoner, also
becoming the first million-dollar anchor on televi-
sion. Her “auction” brought into question the
entire issue of the anchor as celebrity. Considering
that journalism had been slow in promoting
minorities and women, the fact that the first mil-
lion-dollar anchor would be a woman made the
announcement all the more sensational. When
Walters’ pairing with Reasoner ended in 1978,
she continued hosting The Barbara Walters
Special, which featured interviews with a news-
maker or celebrity. Walters also co-hosted the
ABC news magazine show 20/20 beginning in
1979. In 1997, she became the main host and
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producer of the all-female ensemble-hosted morn-
ing talk show The View on ABC.

Brian Williams (1959-)

Williams started his journalism career at a small
TV station in Kansas. After working as a reporter
for a number of local East Coast stations, Williams
moved to CBS in New York City. In 1993, he
shifted to NBC and a year later became the net-
work’s chief White House correspondent. For
seven years beginning in 1996, he was anchor and
managing editor of The News with Brian Williams,
a nightly program on MSNBC and then on CNBC.
Williams served as anchor and managing editor of
the Saturday edition of NBC Nightly News for six
years before becoming anchor of the weekday edi-
tion. He was subsequently named to succeed Tom
Brokaw in 2004.

Kimberly Meltzer
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ANTITRUST

On several occasions during and since the twentieth
century, antitrust (or antimonopoly) law has had
important impacts on the news media business.
Antitrust enforcement is designed to limit or break
up monopolies. Yet many de facto media monop-
olies have existed for decades—monopoly metro-
politan newspapers in most American markets,
and monopoly cable television systems in many
areas. The question is what triggers either a pri-
vate or government antitrust decision.

Antitrust Laws and Agencies

Two federal laws about a century-old dictate
national antitrust policy (some states have antitrust
authority within their own borders, but that rarely
concerns media mergers). In 1890 the Sherman
Antitrust Act, the country’s first antimonopoly law,
outlawed monopolies and monopolization, and
said any contracts, combinations, or conspiracies in
restraint of trade were illegal. Price fixing and profit
pooling were also prohibited. The very short law
awarded triple damages to successful claimants,
and gave regulatory powersto the Justice Department
which in 1903 formed its Antitrust Division headed
by an assistant attorney general.

The 1914 Clayton Antitrust Act clarified the
Sherman Act and expanded antitrust enforcement.
The new law held that business practices as well as
market domination could be the subject of anti-
trust enforcement. Among the practices prohibited
were so-called tying arrangements (having to buy
one product in order to get another) and refusal to
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deal (not selling to those who buy from competi-
tors). This law added the new Federal Trade
Commission (FTC, created just a month earlier) as
a player in antitrust concerns. The FTC’s Bureau of
Competition focuses on monopoly and antitrust
concerns.

With formation of the Federal Communications
Commission (FCC) by the Communications Act of
1934, antitrust concerns again played a part.
Section 313 of the act requires the FCC to deny a
license to any applicant for a broadcast station
who has been found guilty of monopoly practices.
While the roles of the FTC and Antitrust Division
are expressly stated in the antitrust laws, the FCC
has no specified authority. The commission cannot
legally block a merger, but it can refuse to grant
license transfers, or it can place conditions on
those transfers. Indeed, many have criticized the
agency for using a merger review process to extract
concessions from companies that may have noth-
ing to do with the merger.

Other critics have argued that FCC merger
reviews take far too long for the fast moving elec-
tronic media industry. Some criticize the FCC for
leaking information about the progress of its
reviews. And many have called on the agency to at
least adopt rules that define and govern its anti-
trust merger reviews. In an attempt to clarify the
overlapping agency issue—and the delays that
often result—it has been suggested that for merg-
ers in regulated industries (such as broadcasting),
the relevant antitrust agency (Justice Department)
should perform the competition analysis. The rel-
evant regulatory authority (FCC) should not then
redo the competition analysis of the antitrust
agency. But all of this remains unresolved.

Key Supreme Court Media Cases

There have been a number of landmark Supreme
Court decisions that have helped define the role of
antitrust in media ownership and operation.

Associated Press (1945)

The Associated Press’s restrictive membership
policies triggered a very important Supreme Court
decision. When the Chicago Sun and Washington
Times-Herald newspapers applied for AP mem-
bership, several AP members objected. According

to the AP rules at the time, new members had to
have the approval of existing members in the
same market, and then had to pay exorbitant
dues to join. The Justice Department challenged
the AP rules, and the Supreme Court held that
simply because the agency handles news while
other companies handle goods “does not afford
the publisher a peculiar Constitutional sanctu-
ary....Freedom to publish means freedom for all
and not for some....Freedom of the press from
government interference doesn’t sanction repres-
sion of freedom by private interests.” The 5-3
vote (one justice did not participate), which the
Court refused to revisit when petitioned to do so
by the AP, opened AP service to anyone willing to
subscribe.

As a result, over the next few years, AP’s client
list rapidly expanded. Many papers began multiple
subscriptions to the AP as well as the UP and INS.
But as the number of dailies (especially evening
papers) slowly declined in the 1950s and after-
wards, the cost of subscribing to largely duplica-
tive news services made less sense to a growing
number of newspapers. They began dropping their
UP and INS (which merged to become UPI in
1958) contracts, thereby weakening the AP com-
petitor’s commercial underpinning. Thus the 1945
Court decision contributed to an ironic result
of strengthening the AP until by the turn of the
twenty-first century, it held a virtual monopoly as
the sole American news agency.

Paramount (1948)

Monopoly concerns in the motion picture
business are perhaps only tangentially related to
journalism. But for many years, the government
had been concerned about the major film studios
that controlled the production, distribution, and
exhibition of their popular theatrical motion pic-
tures. The major studios were said to be vertically
integrated, and their control of film making, dis-
tribution, and theatrical exhibition made it virtu-
ally impossible for any new entity to enter the
market and compete. While the studios owned
less than a fifth of the country’s theaters, those
theaters controlled about 45 percent of film the-
ater revenue.

Concern about the studios’ unfair trade prac-
tices with theaters (which had arisen in the silent
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film era) finally led to all the major movie studios
being sued in 1938 by the Department of Justice’s
Antitrust Division. The complex case was initially
settled with a consent decree in mid-1940, which
allowed the government to reinstate the lawsuit if,
in three years’ time, it had not seen a satisfactory
level of compliance with its conditions by the stu-
dios. The government did not and refiled its suit
in 1943. The Supreme Court in 1948 decided 8-0
against the movie studios and forced Paramount
(and in a parallel series of new consent decrees, the
other major studios) to divest their theater chain.
New and independent owners of those theaters
could exhibit films from any studio or independent
producer.

That the decision came down just as television
was beginning its network service was coinciden-
tal but made the decision’s impact that much
stronger. By the 1950s, the Hollywood studios
were in trouble, no longer able to count on theater
chains automatically supporting high levels of film
production. At the same time, expanding avail-
ability of television kept people at home and away
from the theaters. Film revenues dropped accord-
ingly, and the once-strong studio system slowly fell
apart.

Lorain Journal (1951)

The Lorain Journal enjoyed a 15-year monop-
oly on newspaper and radio advertising in its small
Ohio market—until a competing radio station
began operation after World War II. In response,
the newspaper refused to accept advertising from
any entity that purchased time on the new radio
outlet, thereby threatening its survival as retailers
could not risk giving up newspaper advertising.
Put another way, the newspaper created a boycott
of the new radio station. The station filed suit on
the grounds that the newspaper’s “refusal to deal”
with recalcitrant advertisers was a clearly illegal
“attempt to monopolize” the Lorain market, in
violation of the Sherman Act. A federal trial court
agreed, and on appeal the Supreme Court con-
firmed that decision, making clear that its findings
violated no First Amendment rights.

The Lorain case underlined that newspapers
and broadcast stations had to compete fairly, and
could not adopt practices intended to keep out or
drive out potential competitors.

RCA (1959)

In the 1950s, Westinghouse had two NBC tele-
vision affiliates (Boston and Philadelphia) and
valued their network contracts. It was seeking to
add another affiliate in Pittsburgh. These affilia-
tions gave the network considerable leverage over
Westinghouse. Unhappy with its own owned-and-
operated station WPTZ in Cleveland, Ohio—a
much smaller and thus financially less-desirable
market—NBC sought to swap with the
Westinghouse Philadelphia station, KYW. The net-
work allegedly threatened Westinghouse with the
loss of one or more of its existing or potential net-
work affiliation agreements if it did not comply.
The FCC, apparently unaware of the latter point,
approved the license transfer in 1955.

The Justice Department filed suit against RCA
(the parent company of the network), claiming it
had used its network monopoly power in the mar-
ket exchange. NBC argued that the FCC had the
information (including allegations of antitrust
issues) it needed to issue its approval of the trade.
But the Court concluded in a 7-0 vote that the FCC
had no independent antitrust role here and directed
the commission to undo the exchange. KYW
returned to Westinghouse in Philadelphia (though
the licensee has changed names, it continues to
own the station today), and NBC continued to
operate the Cleveland WPTZ (which it soon sold).

This case created the important precedent for
the Antitrust Division to challenge broadcast
mergers and transfers even if they have been
approved by the FCC.

Citizen Publishing (1969)

This case demonstrates that Congress can always
step in and change the law to get around a Supreme
Court decision it does not like. A joint operating
agreement (JOA) between two Tucson newspapers
was held to be in violation of antitrust law. Justice
William O. Douglas said the only defense against
antitrust was if one of the companies was on the
verge of failing. Many JOAs had been created in
markets where neither newspaper was actually
failing. Now that these were all threatened by the
Court’s decision, newspaper publishers lobbied
Congress into passing the Newspaper Preservation
Act of 1970, which legalized existing joint opera-
tions and cleared the way for new ones (if approved
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by the Attorney General), in effect overriding the
Court’s constitutional interpretation.

The Antitrust Division continued to oppose
some mergers, for example, blocking them in cases
where the two papers were in adjacent markets. It
appeared to be legal for chains to own many news-
papers in various places, but not in close proxim-
ity. During the Reagan administration (1981-89),
proposed mergers in Seattle and Detroit were not
blocked, but in 1995, the Justice Department
blocked the sale of a Fayetteville, Arkansas, news-
paper to a group that owned another major news-
paper in the northwestern part of the state.

Recent Merger Activity

In the aftermath of the Telecommunications Act of
1996, which generally deregulated the ownership
of radio stations, the Antitrust Division moved to
block a number of proposed mergers. For example,
by early 1997, the division had acted in five cases
where mergers would have allowed too much con-
trol of radio advertising in single markets to accrue
to one owner.

In 2001, EchoStar made a $26 billion bid to buy
larger satellite-TV rival DirecTV from General
Motors. Analysts figured regulators likely would
balk at the idea of giving one company control
of 91 percent of the U.S. satellite-TV market. The
Federal Communications Commission ruled against
itin October 2002, then the U.S. Justice Department
and 23 states filed suit to block the merger. Rupert
Murdoch’s News Corp., which ardently lobbied
against the EchoStar-DirecTV union on antitrust
grounds, ultimately swooped in to buy DirecTV in
2003. Less than four years later, News Corp. in
December agreed to sell its 38 percent DirecTV
stake to John Malone’s Liberty Media.

In 2003, the Justice Department issued a consent
decree in United States v. Village Voice Media. NT
Media (“New Times”) and Village Voice Media
were head-to-head competitors in publishing alter-
native newsweeklies in Cleveland and Los Angeles.
In October 2002, New Times agreed to shut down
its Los Angeles alternative newsweekly, the New
Times Los Angeles, if Village Voice Media closed
its newsweekly in Cleveland, the Cleveland Free
Times. The companies essentially swapped markets,
leaving New Times with a monopoly in Cleveland
and Village Voice Media with a monopoly in

Los Angeles. This eliminated the competition that
had brought advertisers in both cities lower adver-
tising rates, more promotional opportunities, and
better service, and that had benefitted readers with
a higher quality product. The consent decree undid
the arrangement.

Early in 2007, in a deal that seemed to parallel
the satellite television attempt, the two satellite
radio companies, Sirius and XM, proposed a
merger of their multichannel (including many
news and talk services) companies. The Justice
Department approved the deal in March 2008 and
the FCC, as expected, approved the merger in July
of the same year, with conditions.

Despite all of this, many large-scale proposed
media mergers have not been blocked in recent
years: Time Inc. merging with Warner Brothers;
Viacom taking over the Paramount studio; MCA/
Universal buying Polygram Records; Disney taking
over the ABC network; Viacom taking over CBS;
Time Warner buying Turner Broadcasting (includ-
ing its CNN cable network); Time Warner’s take-
over by AOL (in what became an infamous failed
deal); AT&T and the TCI cable multiple system
operator; Vivendi and Universal Studios; and
AT&T Cable’s purchase by Comcast. In each of
these cases, a determination was made that allow-
ing the merger did not harm overall competition in
the various media markets affected.

Christopher H. Sterling
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ARAB COUNTRIES

Defining what countries constitute the Arab
Middle East can be a tricky and politically charged
exercise. The term Middle East defines a geo-
graphical area in Asia, but it lacks predefined
borders. Although Egypt is largely located in
North Africa, it is often included as a Middle
Eastern nation due to the Sinai Peninsula’s loca-
tion in Asia and the country’s Arab-speaking
population and political influence in the Middle
East. Iran is also counted as a Middle Eastern
nation due to its political influence in the region
and its location in Asia. Here, the Arab Middle
Eastern borders include Egypt, the countries that
make up the Mediterranean Sea’s eastern border
to Turkey (Syria, Lebanon, and the Palestinian
Territories), the Red Sea’s eastern coast (Jordan
and Saudi Arabia), the Gulf of Aden’s northern
coast (Yemen and Oman), and the countries that
abut the Persian Gulf (Iran, Iraq, Kuwait, Bahrain,
Qatar, and the United Arab Emirates).
Summarizing journalism in the Arab Middle East
is equally difficult considering the varying political
and social nuances that exist in the countries that
comprise this dynamic region of the world.
Journalists in some of these countries enjoy relative
freedom while others operate under strict controls.
As a region, however, Western watchdog organiza-
tions like Freedom House and Reporters Without
Borders annually rank Middle Eastern nations
among the worst in the world for press freedom.

In its 2008 annual ranking of global press free-
dom, Freedom House lists only three Arab coun-
tries—Kuwait, Lebanon, and Egypt—as even
“partly free” while the rest are considered “not
free.” Media experts in the Middle East question
the validity of Western watchdog organizations’
assessments of complex foreign political systems,
claiming Middle Eastern evaluators could better
understand subtle social nuances and their impact
on media. However, when Arab organizations like
the Amman Centre for Human Rights Studies
(ACHRS) rank Arab media, their rankings are
fairly consistent with those of the Western groups.

In general, the primary role of media in Middle
Eastern countries is to support national develop-
ment. Historically, a country’s political system
determines the type of journalism practiced. In the
case of the Middle East, the country’s political
leaders play a direct role in how journalists are
able to ply their trade. Journalists work amid a
panoply of restrictive laws that punish reporters
and their editors with criminal charges if they
should violate these laws and punish the media
organizations with fines or closures. The result is
that the free-flow of information to consumers is
hindered by overt government censorship, willing
self-censorship by journalists, and collusion by
political players and media operators.

Traditionally, the Western press has been con-
sidered the enemy of closed-press systems. With
the recent rise of Pan-Arab media properties
(media organizations that can be seen, heard, or
read throughout the Middle East and often around
the world) and various Internet channels, however,
a new dimension to the Middle Eastern journalistic
landscape has been created. These Pan-Arab chan-
nels—like the Qatar-based Al Jazeera television
channels and the London-based Al-Hayat newspa-
per—break the mold by aggressively criticizing
Middle Eastern leaders and their governments.

Governmental Influence

Throughout the region, each country’s government
has a great influence on the style of journalism
practiced therein. The job of the journalist in these
countries is perceived as producing news items that
support national development, inform the popula-
tion of activities by the country’s leaders, and pro-
mote the continuation of good relations with the
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nation’s allies. Unreleased information about the
inner workings of government is heavily controlled.
Strict laws prohibiting libel and the insult of mon-
archs and public figures also shackle reporters.
With this overall lack of governmental transpar-
ency in its day-to-day operations, it is not surpris-
ing there is little investigative journalism or
opportunity for reporters to delve deeply into social
problems. It is equally not surprising that enemies
of the state—the nation of Israel, for example—are
wholly vilified in the media as a means of support-
ing the country’s official political view.

Religion also plays a large part in the Arab
countries’ social and political landscapes. Even
among Muslim nations, a split exists between the
Shia and Sunni factions of Islam, which contrib-
utes to the unrest in the region. The majority of
Muslims are Sunnis, but Shia are in the majority in
several important countries in the region—Iran,
Iraq, Bahrain, and, some say, Yemen.

Two powerful nations represent both factions—
Saudi Arabia for the Sunnis and Iran for the
Shia—and a competition for power exists within
the region. These power struggles often erupt into
sectarian violence within countries threatening
civil war and unrest in the region.

Governmental licensing and oversight of jour-
nalists is common in the Middle East. A journalist
cannot work unless a governmental agency (often
a Ministry of Information) has approved a license.
This applies to journalists working for domestic
media and those working for international media
organizations such as the BBC, The New York
Times, or CNN. Such licensing makes it easier for
the government to monitor, marginalize, or keep
critical journalists out of the country entirely. A
union or association exists in some countries to act
as a unified voice for reporters and editors. But
these unions have limited influence and are even
prohibited in some countries. Such unions are no
match against governments that actively seek to
stifle the work of reporters.

Reporters Without Borders calls Saudi Arabia
“one of the world’s biggest enemies of press free-
dom.” No criticism of the Saudi leadership is toler-
ated and journalists are punished for unflattering
reports about other Muslim nations. One result of
this draconian treatment of journalists is that self-
censorship is widely practiced by reporters. Since
local news is thus often unreliable, some Saudis turn

to foreign television channels and the Internet for
news and information. The often critical Al Jazeera
service, however, is banned in Saudi Arabia.
Reporting from the Palestinian Territories
requires journalists to deal with multiple parties—
the Israeli military, Hamas in the West Bank and
Gaza Strip, and its political opposition, Al Fatah.
Newsrooms have been ransacked by all sides,
Hamas disbanded the journalists union, and Fatah
radio and television stations were forced off the
air. One of the most prominent journalistic cases
that received international coverage was the kid-
napping of BBC journalist Alan Johnston by a
Palestinian militant group, Army of Islam, in
March 2007. Johnston was released four months
later after negotiations with Hamas’s leadership.

Journalism’s Varied Roles

Journalism in the Middle East is perceived as a
public service. A journalist’s role is to report on
and support the regime and the nation’s develop-
ment. To this end, media reports tend to cover
daily activities of the nation’s leadership, recent
social or economic successes the nation has enjoyed,
and noncritical reports about what allied nations
are doing. Media maintain social norms by encour-
aging the agenda set by political figures and dis-
courage behavior that detracts from national
development.

As a theocracy, Iran’s spiritual and political lead-
ers are one and the same so any political criticism
of the system or its leaders leveled by journalists can
be construed as blasphemy by the clerics and pun-
ishment can be doled out by the state. Generally,
the social and political agendas are dictated by the
clerics. There was an exception in the mid-1990s.
During President Mohammad Khatami’s reformist
administration, from 1997 to 2005, the role of the
press was to determine the political agenda for the
nation. Khatami’s belief in free expression and a
strong civil society created a positive journalistic
atmosphere, and the number of newspapers grew
exponentially during this time. But journalists may
have pushed for change too hard and too quickly.
In 2000, fearing social instability, the government
ordered a series of bans on press coverage and the
closure of reformist newspapers. The sudden lack
of the reformist press forced people to seek infor-
mation from illicit leaflets, flyers, and the Internet.
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In the early twenty-first century, the press
remains a vigorous, but harassed, channel for
political debate in Iran. Khatami’s government was
succeeded by a much more conservative one that is
far more hostile to press freedoms. Reformist
newspapers have assumed a more moderate stance,
but even that has not spared them from harass-
ment by the Ministry of Culture. Dozens of jour-
nalists were arrested in 2006 for criticizing
authorities and some were secretly imprisoned
without access to lawyers. In March 2008, Iran
banned nine lifestyle magazines for publishing per-
sonal details and photos of celebrities that Iran’s
culture minister found offensive. Governmental
closures of publications like these are usually
inconsequential; journalists simply launch a new
publication under a different name. Even book
authors were advised by the ministry to self-censor
rather than face the government’s prepublication
red pencil. The government has curbed its jailing of
journalists but reporters are still routinely threat-
ened. In July 2007, Ayfer Serce, a Turkish journal-
ist for the Euphrates News Agency who was
investigating several suicides by Kurdish women,
was killed by the Iranian army in the northwestern
province of Azerbaijan. At first it appeared she was
killed in combat with Kurdish rebels, but evidence
later indicated she was killed afterward. The gov-
ernment refused to explain the circumstances of
her death and would not return the reporter’s body
to her family. In February 2007, several media out-
lets were ransacked by the government for insult-
ing the architect of the 1979 Iranian Revolution,
Ayatollah Ruhollah Khomeini.

Due to the Iraq war (2003- ), Iraq is one of the
most dangerous places to work as a journalist.
According to the Committee to Protect Journalists,
124 journalists and 49 media workers have died in
Iraq since March 2003. One third of those killed
worked for international news organizations. In
2007, 31 journalists were killed, making that year
one of the deadliest for journalists in ten years.
Both Iraqi and U.S. authorities have carried out
violence against journalists. Although the number
of journalist detentions decreased in 2007, Al
Jazeera camera operator Sami Al-Hajj was held
in Guantanamo Bay in Cuba for six years. No
charges were ever filed and he never stood trial
before he was released in 2008. The United States
detained Associated Press photographer Bilal

Hussein for over two years in Iraq without pre-
senting evidence against him.

Media Operators

To ensure adherence to often strict regulations,
media outlets in Middle Eastern countries are (1)
operated by the government, (2) operated by com-
patriots of and heavily funded by government
subsidies, or (3) privately owned and operated. In
the second and third cases, veteran journalists rein-
force the stringent press laws with their supervi-
sion of reporters. As libel lawsuits often include
the editor in addition to the reporter who penned
the story, there is more incentive for supervisors to
adhere to press regulations.

Lebanon remains a unique example among
Arab countries. It has one of the most aggressive
media operations in the region mostly because the
media represent political ideologies. Unlike in
many parts of the region, journalists and colum-
nists in the country’s many press organs frequently
criticize the government, but that criticism comes
largely from antigovernment political press organs.
However, Lebanon is also where Shia and Sunni
factions vie for power, often by using the Lebanese
media as their megaphones. In Lebanon political
parties operate their own media outlets. Thus,
media are at the center of sectarian divisions that
add to the country’s instability. The newspaper
Al Mustagbal is a progovernment publication.
Hezbollah, a political and paramilitary organiza-
tion that opposes the government, operates the
Al-Manar television channel, and Sa’ad Hariri, a
Sunni political leader, owns Future Television and
Radio Orient. It is not uncommon in Lebanon for
government to take opposition media channels like
Al-Manar off the air under the auspices of main-
taining social stability.

Lebanese radio is dynamic, diverse and politi-
cal. On one end of the spectrum stations like pro-
Hezbollah Al-Nour broadcast political and
religious messages along with a heavy amount of
anti-Zionist rhetoric. On the other end are stations
like Mix FM, which broadcasts dance music and
sponsors concerts and beach parties that feature
Arab and Western musical artists.

Lebanese television can be divided into two
political camps. Hezbollah-supported Al-Manar
TV, the National Broadcasting Network (NBN),
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and New TV oppose the government, while
Mustagbal (Future) TV and the Lebanese
Broadcasting Corporation (LBC) are progovern-
ment. LBC is a pan-Arab channel that was originally
launched in 1996 by the leader of the Lebanese
Forces. From its outset, LBC was intended to be the
voice of Lebanese Christians, but it is now consid-
ered a progovernment channel.

Despitealaw prohibiting sectarianism, Lebanon’s
media are being blamed for fanning sectarian fires
in the country via news and talk programs. Future
TV and Al-Manar are often singled out as particu-
larly sectarian. A recent addition, Orange TV, is a
24-hour news channel launched by Future TV and
utilizes the ubiquitous color of a particular politi-
cal party in its name.

In a region where most countries’ television
channels are government operated or co-opted,
Lebanon is an exception to the rule. Its kaleido-
scope of politically tinged media outlets can be
seen either as a healthy and vigorous attempt at
free expression or as a means of fueling social and
political instability.

Press Laws

In general, in the Middle East, one’s right to know
is secondary to a person’s right to privacy. Other
laws impacting journalists make it a crime to criti-
cize or insult the ruler or other prominent persons.
Such laws make reporting a political minefield for
journalists. To compound the issue, most media
laws in Middle Eastern countries are woefully out-
dated as well as extremely stringent. In many cases
errors are treated as criminal offenses where report-
ers and editors could face imprisonment. Although
plans are underway in many of these Arab coun-
tries to update these “rules of the road” for jour-
nalists, the process is slow and politically charged.

Reforming Jordan’s strict press and publica-
tions law has been tabled several times while the
government continues to keep journalists under
surveillance, censor news organizations like Al
Jazeera, and enforce laws that prohibit the criti-
cism of rulers or the ruling family. The profes-
sional journalist union—the Jordan Press
Association—is a progovernment body and mem-
bership is mandatory for all working journalists.
The result is a cowed press corps that prefers self-
censorship to governmental run-ins.

Progress in updating press laws is being made in
some countries. In March 2006, the Kuwaiti par-
liament approved a new press law designed to bet-
ter protect journalists’ basic rights. The government
ceded its monopoly control over issuing operating
licenses for the media and established an appeals
process for unsuccessful license requests. The new
law also allows for new political newspapers and
the expansion of the overall number of newspa-
pers. It specifies that only judges can order impris-
onment of journalists.

Creating a media-friendly atmosphere for free
expression is a stated goal of the United Arab
Emirates (UAE). Political leaders encourage jour-
nalists to push the envelope on reporting and say
that critically evaluating official institutions con-
tributes to the UAE’s progress toward becoming a
modern state. However, despite promises to do so,
the government has not updated its press law since
1980 and international watchdog groups list it as
one of the most restrictive in the Arab world. The
UAE closely monitors journalists. Local and for-
eign reporters and editors cannot work unless
annually licensed by the Ministry of Information.
Self-censorship remains the biggest challenge facing
press freedom in the UAE. Newspaper manage-
ment is legally held accountable for what is pub-
lished. Faced with possible imprisonment alongside
their reporters, section heads and editors err on the
side of journalistic conservatism rather than jeop-
ardize their careers with critical reporting.

In October 2007, UAE journalists adopted a
code of ethics that recognizes the press’s responsi-
bility to inform the public. In March 2008, the
UAE Vice President and ruler of Dubai signed an
order that limited a person suing for libel to suits
against media organizations, not individual jour-
nalists, as had long been customary. Official orders
like this in support of a freer press are viewed by
journalists as hopeful signs of change.

In April 2008, a rise in sectarian violence in
Bahrain brought media regulation front and cen-
ter. Despite government orders for press organs to
practice responsible journalism and calls from
political societies and other organizations for jour-
nalists to refrain from fueling sectarian views
through their reporting, the government claims
that media websites that feature political blogs
instigate unrest. Websites were not covered in the
2002 press law and are thus considered immune
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from potential lawsuits. In May 2008 Bahrain
took steps to amend that law by decriminalizing
press offenses and lifting preprint censorship on
local (but not foreign) publications, and the
Bahrain Journalists Association is considering a
code of ethics to guide reporters. Lawmakers fear
an updated press law may grant too many special
privileges to journalists, but journalists hope par-
liament will abide by the wishes of the king to
amend the law.

The overall workforce in Qatar—and this
includes the press corps—largely consists of expa-
triates. Since permission for foreigners to live and
work in the country is dependent on a governmen-
tal-issued visa, reporters are often conscious of
falling afoul of the law and facing expulsion.
Journalists also face fines and detention for violat-
ing the numerous articles in Qatar’s strict press
law, further intensifying the pressure to self-censor.
Qatari law prohibits the formation of professional
associations (such as a journalist’s union) by non-
Qataris, making it difficult for journalists to pres-
ent a unified front on press freedom issues when
dealing with the government. Paradoxically, Qatar
has housed and nurtured Al Jazeera, one of the
most provocative media organizations in the
region. As one of the first pan-Arab satellite chan-
nels, Al Jazeera has helped redefine Arab journal-
ism by challenging actions of regional leaders and
encouraging its journalists to report freely instead
of self-censoring their stories. Al Jazeera is owned
by a member of Qatar’s ruling family and, maybe
not surprisingly, appears less critical of the Qatari
ruling family and of social, political, and economic
development in Qatar.

Censorship and Self-Censorship

Outdated press laws, shifting lines about what
information can and cannot be reported, the cau-
tionary tales of jailed colleagues, and fickle gov-
ernment leaders understandably contribute to
uncertainty among journalists. Add to this out-
right governmental censorship in some countries
and it becomes clear why self-censorship is com-
mon among the Arab press corps.

In Egypt, a news editor of a local tabloid was
sentenced to six months in prison in March 2008
for publishing a story on President Hosni Mubarak’s
health. The journalist was freed on bail, but the

report caused an economic panic among interna-
tional investors that adversely impacted Egypt’s
economy. In a separate case, using the social net-
working website Facebook, one political dissident,
who came to be known as “Facebook Girl,” orga-
nized a protest rally against the Mubarak adminis-
tration. Though the rally didn’t attract large
numbers, the “Facebook Girl” was imprisoned for
a time by Egyptian authorities. Her Facebook
group calling for the protest claimed to have about
75,000 members, an example of the issue of outside
media organizations impacting internal politics.

Pan-Arab Journalism

In general, domestic radio and television in the
Middle East suffer from lack of originality and
poor production values. With a few exceptions,
commercial domestic radio still targets a general
audience. Although topical hours may be set aside
for target audiences like children or the elderly,
narrowcasting to specific demographics and for-
mat-based programming have yet to catch on in
these Arab countries. The exceptions here largely
originate in Lebanon. Radio stations that program
formats like rhythm and blues, pop, and hip-hop
exist and help promote Lebanon’s thriving music
industry.

Commercial television features political and
entertainment talk shows, game shows, a few live,
call-in shows, and movies. Entertainment televi-
sion originating from Lebanon has become a force
for attracting the younger audience. Star Academy,
an ongoing talent contest that pits people from
various parts of the Arab world against one
another, has become a fan favorite and a source of
national pride among viewers. The holy month of
Ramadan is a cherished television viewing period
as it usually features a fresh line-up of programs
for the family to watch. In general, domestic televi-
sion news in Arab countries lacks investigative
journalism and its content usually spotlights
national development and the actions of govern-
ment leaders.

Over-the-air broadcasting in most Arab coun-
tries is controlled by the government and features
government-owned channels. Cable television,
with its pay-TV and commercial stations, has
never reached a critical mass in this part of the
world. However, satellite television has gained a
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foothold. Experts say nearly one in four Middle
Eastern households uses home satellite dishes,
making this method the primary way that viewers
access commercial television in the region. Pan-
Arab satellite channels—the most well known
being Al Jazeera (Arabic and English), Al Arabiya,
the Lebanese Broadcasting Corporation (LBC),
Future TV, and MBC—have become increasingly
popular for both news and entertainment. Two of
these enterprises (LBC and MBC) are overseen by
Saudi Arabia. Al Jazeera, which is owned by the
ruling family in Qatar, is considered one of the few
Arab broadcasters beyond the influence of Saudi
Arabia, and it has often produced critical stories
about the two most influential Arab countries—
Saudi Arabia and Egypt.

Since Al Jazeera burst onto the world stage dur-
ing the opening days of the 2002 war in Afghanistan
other countries have launched their own pan-Arab
satellite channels and news operations. A few
examples include Nourmina in Jordan, One TV
Dubai in the UAE, and Bahrain TV. However,
these channels generally lack Al Jazeera’s glitzy
production values and confrontational style, pre-
ferring to more closely reflect the governmentally
compliant nature of their country’s journalism.
Domestic politicians consider satellite television a
sign of modernization and therefore support its
development and even tolerate their own Pan-
Arab channels as a national symbol of progress
within the region. However, channels that are
critical of regional regimes, like Al Jazeera, which
boasts a viewership of about 35 million people,
have been threatened with censorship or closure
by Arab leaders who permit the channels to
broadcast within their borders via an agreement
among Arab states.

In February 2007, information ministers of the
22-member League of Arab States adopted a satel-
lite broadcasting charter ostensibly meant to coun-
ter Western cultural influence and reinforce “Arab
solidarity,” but that also placed more governmen-
tal control over private Arab satellite channels like
Al Jazeera. According to the amended charter, sat-
ellite channels that broadcast material that jeopar-
dizes “social peace, national unity, public order
and general propriety” or that threatens “pan-Arab
cooperation and integration” could face suspen-
sion or license revocation by their host govern-
ments. Western media watchdog groups like the

Committee to Protect Journalists decried the char-
ter as an attempt to further limit free expression,
while the Egyptian minister of information prom-
ised his country would be one of the first to imple-
ment it. By early 2008, the Egyptian government
had closed three stations—Al Baraka, Al Hikma,
and UK-based Al-Hewar—known for their critical
coverage of Arab governments and raided the
offices of the Cairo News Company, one of the
largest suppliers of breaking news in the region.

The success of pan-Arab satellite channels in
reaching Middle Eastern audiences has prompted
Western media organizations and governments to
respond with their own satellite channels in order
to reach, and hopefully influence, the Arab viewer.
In March 2008 the British Broadcasting Cor-
poration launched its BBC Arabic news channel.
The earlier U.S.-government-funded Al Hurra
television and radio stations like Radio Sawa and
Radio Farda present Middle Eastern news through
an American lens in an attempt to counter criti-
cisms from other Arab channels. The French,
Russians, and Germans have followed suit with
their own Arabic-language news channels. All of
these have had limited success at attracting view-
ers but seek to engage the Arab audience with
Western political ideologies.

Experts think Al Jazeera’s significance has less
to do with its actual audience size and more with
the impact it has had on other regional media. For
example, Pan-Arab channels in Jordan, the UAE,
and Egypt have adopted Al Jazeera’s onscreen
appearance and have adopted similar news pro-
gram formats. Al Jazeera’s reputation in the West
has generally been as a mouthpiece of Arab anti-
Western ideals. However, recent research indicates
the launch of Al Jazeera’s English channel has
improved the image of the Al Jazeera brand in the
Western world. In time, Westerners may come to
view Al Jazeera in a more positive way, increasing
its global credibility, strengthening its position in
the region, and easing the way for newer media to
gain a journalistic foothold in the Middle East.

Newer Media

Newer media including Internet-based newspa-
pers, blogs, text message alerts, and social-
networking websites like Facebook, YouTube,
and MySpace promise to broaden information
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dissemination and challenge the status quo in the
Middle East by creating homegrown channels for
discussion, debate, and dissent. However, since
these websites can be viewed by anyone, the
impact of a local journalistic decision can have
international repercussions like the above example
of an economic downturn caused by a report in
a local newspaper about Egyptian President
Mubarak’s health. In an attempt to control
their global, regional, and local images, Middle
Eastern governments are trying to stem the flow
of information through monitoring and filtering
software.

Yet governments accustomed to controlling tra-
ditional media information are finding it harder to
control digital information highways. Sophisticated
filtering and monitoring software—developed,
ironically enough, by such countries as the United
States—is simplifying their task. In addition,
monopolistic, government-licensed, and govern-
ment-supported ownership of such systems as
mobile phones allows tighter control of the news
content via text messaging and identification of
people sending and receiving messages. However,
as global pressure to deregulate telecommunica-
tion increases, such links may become more like
satellite communication—difficult to control and
ubiquitous within society.

User-generated content from and about Arab
nations on websites like YouTube and Facebook is
on the rise. Political pressure groups, nongovern-
mental organizations, and ordinary citizens use
these social networking channels to disseminate
their messages. Mainstream media often use these
materials as examples of voices within their
respective countries. Although these newer inter-
active media tools give voice to the voiceless by
empowering citizens as journalists, it also puts
the onus of verifying the accuracy of the informa-
tion on traditional media outlets that use it.
Reporters are well aware that many such provid-
ers have political agendas to advance and thus
their stories must be carefully vetted to ensure the
mainstream media do not become inadvertent
advocates for a cause.

In April 2008, Queen Rania of Jordan launched
a YouTube channel for users to contribute ques-
tions, voice opinions, and address common ste-
reotypes about Muslims and Arabs in an attempt
for the world to better understand Islam. This

example of informal governmental usage of the
Internet is an exception, however; most Arab gov-
ernments are discouraging Internet use for discus-
sion and debate.

Some governments block opposing views on the
Internet altogether. In March 2007, authorities in
Yemen blocked access to opposition websites and
banned news sent via text messaging. In Syria the
government’s policy of blocking websites and the
jailing of cyber-dissidents is considered by Western
watchdog organizations to be the worst in the
Middle East. The country’s Kurdish minority is a
particularly taboo subject in Syria.

Overt censorship of websites takes different
forms. In Saudi Arabia, the government substitutes
the user’s desired webpage for another saying the
website has been blocked by the authorities. In
other countries, including the UAE, sensitive web-
sites suffer from recurring “technical problems” or
carry a similar webpage warning that the content
on the site does not conform to the country’s cul-
tural sensitivities. In the UAE, users at Internet
cafes must register before they can sign on.

Bloggers are extremely vulnerable to govern-
ment harassment and therefore self-censor rather
than have their sites shut down. In Egypt bloggers
have been arrested and their websites blocked. In
2007, one Egyptian blogger was sentenced to four
years in prison for criticizing the President and
commenting about religious control of the coun-
try’s universities.

Bloggers use different methods to skirt govern-
mental censors. Expatriate bloggers may criticize
their home country’s policies while operating out-
side its borders. If their Internet site is blocked,
another can be started with ease and the new site
address relayed to loyal readers. Users can also
download a software work-around to access the
blocked site via a new path to the same informa-
tion. As text messaging becomes globally ubiqui-
tous it will become more difficult for censors to
wade through the millions of messages that are
sent every day.

Although Arab journalism in the Middle East is
far from free, progress is being made. Arab media
organizations are reaching larger audiences, and
technology is making information delivery harder
to censor. One result may be greater Arab news
media freedom, but it could also mean more
harassment of the messenger by desperate leaders
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trying to hold back the flood of information that
challenges the status quo.

David P. Burns

See also Africa, North; Al Arabiya; Al Jazeera; Al-Manar;
Censorship; Comparative Models of Journalism;
Development Journalism; Free Flow of Information;
Globalization, Coverage of; International Journalismy;
Internet Impact on Media; Israel; U.S. International
Communications; Violence Against Journalists
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ARCHIVES AND MUSEUMS

Across the world, a vast number of museums and
archives hold material relevant to journalism.
There are two distinct categories of this material:
news media content and the means of producing
that content. The first includes newspapers, news-
reels, radio recordings, television news footage,
photographs, and, most recently, websites. And
the second includes objects representing the tech-
nology involved in producing and delivering jour-
nalism, such as printing presses, cameras, radio
and television sets, and computers.

The importance of collecting, preserving and
interpreting both categories for the benefit of
present and future generations cannot be over-
stated. It may be hyperbole to describe journalism
as “the first draft of history.” Nevertheless, much
of what journalists produce—whether print, film,
or electronic—does constitute an important record
of events, trends, and opinions and is therefore
an invaluable resource for students of many
disciplines. Moreover, everyone recognizes the
pervasive influence—whether it be positive or
negative—which the news media exercises over
public opinion. Therefore, an informed under-
standing of how news is put together is itself a
worthwhile subject for study.

Attempting to categorize and label the museums
and archives engaged in this work across the world
is a tricky exercise. In almost every area of museo-
logical and archival activity, there is rarely an
overarching logic explaining why certain collec-
tions are held in given institutions. Historical acci-
dent, government initiatives, philanthropic whims
and fancies, and any number of other factors have
produced the museums and collections we have
today. Nevertheless, a few broad conclusions can
be drawn about both museums and archives rele-
vant to journalism and about how the Internet and
the World Wide Web have brought a new dimen-
sion to the subject.

Museum Types

Though they are relatively few, there are some muse-
ums that deal exclusively in the business of news.
They are concerned with the process of journalism
as an area of human activity and are interested in
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journalism across a number of media genres. The
Newseum in Washington, D.C., which reopened its
doors in 2008, is the leading example.

There are also countless newspaper museums.
Some tell a comprehensive story about the newspa-
per industry, like the International Newspaper
Museum in Germany and Newspark in Yokohama
in Japan. Other smaller museums concentrate on
the archive and story of particular newspapers.
These museums are interested in the process of
producing newspapers and also often hold news-
paper archives.

Finally, there are museums that deal with one or
more media topics in which journalism forms part
of the story. Britain’s National Media Museum in
West Yorkshire and the Paley Center for Media in
New York and Los Angeles are both examples of
multimedia museums where news material and the
news process are included as part of a larger nar-
rative and within a larger collection. Likewise, the
many radio and television museums around the
world do not specifically focus upon news but they
are nevertheless relevant to journalism. In addi-
tion, there are a number of museums dealing with
computers and the Internet—notably the Computer
History Museum in California—that are relevant
to the most recent developments in journalism
such as news websites and blogging.

Archives

Archives are an equally diverse area. There are a
number of major institutions quite independent of
news organizations that hold material produced by
journalists. The British Newspaper Library in
London and the Library of Congress in Washington,
D.C., are two examples of archives holding news
material for public benefit. Similarly, there are
other archives dealing with still or moving images
including news material. The British Film Institute’s
National Film and Television Archive in London is
an example.

Additionally, there are archives held by news
organizations themselves. Every newspaper in the
world will have its own archive—kept primarily as
a tool to enable its journalists to do their job.
Major broadcasting organizations like the BBC
and American networks hold their own archives.
Others have transferred their archives to public
institutions.

Local and regional archives are another impor-
tant depository of news material. Most libraries
will collect local newspapers. Local film archives
will often hold valuable material about events in
their areas and will often be the depository for
news broadcasters to keep their older archive
material.

In addition, although outside the scope of this
article, there are commercial picture libraries like
Getty Images that hold millions of photographs
relevant to journalism.

The digital age is transforming the way journal-
ism works in three main ways. First, the World
Wide Web is itself an increasingly significant news
outlet in its own right, and preserving news mate-
rial from the web poses enormous challenges for
museums and archives. Also, the Internet is increas-
ing the accessibility of archives and museums by
enabling them to make their material available
online to audiences who will never visit the actual
locations of the archives. Last, many news organ-
izations themselves are making their archives
available via the web, which provides a valuable
research tool for students.

Museums About News and Journalism
The Newseum, Washington, D.C., USA

The Newseum, which opened on its new site in
the heart of Washington, D.C., in April 2008, is a
vast 250,000-square-foot museum of news. The
exterior includes a 74-foot-high marble engraving
of the First Amendment of the United States
Constitution (the amendment that guarantees a
free press). The Newseum features seven levels of
galleries, theatres, retail spaces, and visitor ser-
vices. It is highly interactive offering visitors an
opportunity to try their hand at being a TV
reporter or a photojournalist and includes a gallery
about the coverage of the 9/11 attacks on New
York and Washington. The Newseum—which
previously existed on a smaller scale in Arlington,
Virginia—is run by the Freedom Forum—an orga-
nization dedicated to the celebration and preserva-
tion 