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BLUE ALCHEMY SOLARIS

A new spectrum---communicative and creative Hotter than the surface of the sun. Make a
gold combines with trustworthy vibrant blue dynamic statement with your newscast.

to create a whole new entity---fresh and Great design allows your audience to see,
original, bursting with energy. You don't want be impressed by and bond with your brand.
to be average. Elevate your newscast and ignite Bonding means loyalty. Take the lead with
your brand with dynamic design. Impact that the potent force of the Solaris package
goes beyond words. and stand out in a crowd of wannabes.
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BROADCAST DESIGN & BRANDING v m

lcoN | THE PoINT

Give your news product the prestige Every second counts. Dramatic architectural
it deserves. Build your brand around clocks create a sense of movement that have
distinctive images, visually exciting the power to make your audience stop. It's.a
colors, and the rich gleam of fluid way to differentiate your news product,
metal surfaces---never boring. Stand enhance and build brand loyalty and satisfy
out from the crowd. viewer needs. The best inncvative brand
Guaranteed not to go unnoticed solution when time is of the essence.

in your market.
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Keep your meteorologists on-screen and inform viewers with specific current
and short-range forecast information for where they live, work, or play with:

Storm Vitals™

Deliver critical information to viewers with clarity as you probe storms in 3D and show rain
and snowfall amounts in hyper-local detail.

TelePATH™

Graphically display precisely where severe weather is expected to move with vivid realism.
Show exactly where tornadoes, hail, wind gusts, downburst, and storm cells will be in the
coming hours.

Clairvoyance™

Designed specifically for breaking broadcast television coverage of severe weather, ESP:LIVE
leverages Weather Central's patented interactivity with our exclusive new intelligent display.
ESP:LIVE always knows where talent is on the screen to display urgent information and local
detail so it is always easy for viewers to understand.

Now you can get the best storm tracking system from the same company you trust to win
in weather every day.

Call Weather Central today and improve your future success.

Lead in Weather, Win in News™
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Destruction from Hurricane
KKatrina affected not only the town
of Gulfport, MS, shown here on
August 31, hut area stations trying
to cover the storm.
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RTNDA thanks the Associated Press
for the Katrina-related images in this
issue.
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INDUSTRY NEWS

‘A Family Effort’

How Local TV and Radio Stayed on the Air After Katrina

An epic disaster brought out
unprecedented coverage by
local television and radio
newsrooms along the Gulf
Coast even as the stations and
employees were hit hard by
the fury of Hurricane Katrina.
Thanks to dedicated staffs,
careful planning, creative
responses to tough obstacles
and cooperation between sta-
tions and within broadcast
groups, the stations continued
to serve their communities
with news and information.

Forced to abandon their
building in the French Quarter,
Belo’s WWL-TV was the only
New Orleans TV station able
to stay on the air trroughout
the hurricane. Executive news
director Sandy Breland and her
staff had a plan. When most of
the station’s news and produc-
tion employees were forced to
relocate to Baton Rouge, they
were able to continue coverage
from Louisiana State Univer-
sity’s Manship School of Mass
Communication. Finer optic
lines linked the newsroom to
the transmitter some 70 miles
away. On the Wednesday after
the disaster the station shifted
operations to WLPB-TV.The
CBS affiliate’s news is now
being carried for one hour on
the PBS station and on cther
PBS stations in the state.

In Biloxi, MS, Liberty's
WLOX-TV also stayed on the air
even though the newsroom
roof was ripped off in the
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swath of Katrina. The station
sits one block from the Gulf.
News director and station
manager Dave Vincent says
the newscast continued in a
hal'way, with a card table as an
anchor desk and a computer
monitor to track the hurricane.

Heavily damaged by Hurri-
cane Camille in 1969, WLOX
had relocated its transmitter
40 miles north of Biloxi. Still,
there were problems with the
transmitter’s emergency gen-
erator.When a water pump
broke and the generator need-
ed repair, Fox affiliate WXXV-TV
carried WLOX's news for sever-
al hours.

The staff of Hearst Argyle’s
WDSU-TV, with the station off
the air, was forced to flee New
Orleans to co-owned WAPT-TV
in Jackson, MS,and WESH-TV in
Orlando, FL. President and gen-
eral manager Mason Granger
lead the coordination of broad-
casting continuously with pro-
ducers and anchors in two dif-

2005

ferent newsrooms. At first,
the NBC affiliate was on the
Internet. Within a week, it was
on the air using the transmit-
ter of New Orleans’ Pax affili-
ate WPXL-TV. News director
Anzio Williams led a team of
reporters and photographers
back into their dry New
Orleans newsroom to cover
the devastated city.

Hearst Argyle news vice
president Candy Altman credits
the disaster plan for getting
everyone in place and making a
major difference, and the satel-
lite transponders that allowed
for the complex coverage.

WGNO-TV, the Tribune-
owned ABC affiliate in New
Orleans, also executed a
planned evacuation to Baton
Rouge. There, the stations’ staff
worked with WBRZ-TV, an ABC
affiliate owned by Manship, to
provide hurricane coverage.
Cissy Baker, vice president for
news operations of the Tribune
stations, had high praise for

Volunieer crews rescue the Taylor
family on Monday, August 28, in
Bay St. Louis, MS.

WBRZ.“They have been fabu-
lous to us.They welcorred us,
housed us, and helped feed us.”

Before the hurricane, Fox
affiliate WVUE-TV sent its
staff to co-owned WALA-TV
in Mobile. On the edge of
Katrina’s path, WALA did not go
off the air during the storm.
WVUE has been ccvering the
aftermath from Mobile. Emmis
Comrmrunications news vice
president Kim Montour says
Emmis has created a separate
newsroom for WVUE ir Mobi.e
and that the station plans to
be broadcasting on a low-
power transmitter in New
Orleans within a week.

WDSU, WWL and WGNO all

Left: Art Bailey searches for anything salvageable 10
days after Hurricane Katrina obliterated his home in
Waveland, MS. Above: Floading in New Orieans’ 9th
Ward on August 30.

AP Photo/Ben Sklar; AP Photo/News & Observer, Chuck Liddy; AP PhotofPool/Bill Feig, The Advocate



provided continuous news cov-
erage for broadcast in other
markets, on cable systems and
on satellite providers. WWLUs
live coverage for broadcast on
digital multicast crannels was
picked up in markets as far
away as Boston.WDSU's con-
tinuous broadcasts were also
seen on Houston’s KPXB-TV.

Radio stations cortinued
their long tradition of commu-
nity service in disasters. WWL-
AM received national media
attention for staying on the
air throughout the storm and
airing strongly worded state-
ments from New Otleans
mayor Ray Nagin. In addition to
providing a platform for laca
officials, the station acted as a
community bulletin boara,
keeping evacuees informed
and trying to linkup the miss-
ing.The Entercom station was
forced to abandon its studios
and relocate to the Jefferson
Parish Emergency Operations
Center and a Clear Channel
station in Baton Rouge. WW(’s
signal was distributec by satel-
lite and rebroadcast through-
out the state and region by
stations calling themselves
Unized Radio Broadcasters of
New Orleans.

Continuous television

newscasts by WWL and WLOX
were carried on several
Louisiana and Gulf Coast radio
stations as well.

Group owners poured
resources into helping their
Gulf Coast and New Orleans
stations. Belo, Hearst Argyle,
Tribune and Emmis stations
have sent satellite trucks and
supplies to help their stations
cope. The broadcast groups
also sent reporters, phatogra-
phers, producers, production
and engineering people to
relieve exhausted station staff
who had been broadcasting
around the clock before the
hurricane came ashore.

With Tribune trucks, heli-
copters, equipment and per-
sonnel scattered throughout
the country, Baker says,“It's
been a family effort.”

And one that's worth it
for WLOX's Vincent, who says
Katrina was his seventh or
eighth hurricane in his 29
years at the station.“The sacri-
fice and dedication mean so
much when people send
emails or stop me and the
newspeople on the street to
say,“Thank you for saving my
life.”—Dow Smith is associate pro-
fessor and broadcast journalism
director at Syracuse University.

INDUSTRY NEWS

Newshrealk

University Lends
a Helping Hand

In Baton Rouge on Saturday,
August 27, faculty, staff and
graduate students of Louisiana
State University’s Manship
School of Mass Communi-
cation mirgled at Dave
Kurpius’home. Over tandcori
chicken, they talked about the
new school year and the hurri-
cane that appeared to be turn-
ing in a safe direction. Kurpius,
the school’s associate dean,
thought he wouldn't
get the cafl he had
worried about.

But hours later, it
came. WWL-TV was
bailing out of New
Orleans. Staffers were
on their way to LSU,
following a plan put
into place a year earli-
er,when WWLUs execs
saw the challenges
stations faced in
Florida storms.
Knowing the station was in an
area vulnerable to flooding in
a storm, they identified LSU as
an emergency back-up broad-
cast site.

By Sunday afternoon,
Kurpius, a former TV news
director, was greeting the first
wave of staff from WWLand
other Belo facilities. A satellite
truck from KHOU-TV in
Houston became the broadcast
lifeline for WWLU's newscast.

The Manship School
boasts a state-of-the-art news
studio. While professionals re-
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configured it to align with the
satellite truck specifications,
stuaents showed up to help.

Kurpius watched students
turn into teachers, schooling
the refugee broadcasters on
the schools’ graphics system
and switcher. When WWL took
to the air at 9:30 Sunday night,
they ran studio cameras and
helped cover stories.

“When | told the chancelior

WWL and Times-Picayune staff wark in
the control room set up at LSU’s Manship
School of Mass Communication.

(Sean O’Keefe) that WWL
might be coming, he said, ‘Let
us know, we’'ll give them every-
thing they need,” said Kurpius.

They needed plenty.The
estimated 100 staffers from
Belo were joined by CNN crews,
then several dozen journalists
from The Times-Picayune.The
New Orleans newspaper crew
moved into the school’s com-
puter lab to publish the web
edition of the paper.

2005 M COMMUNICATOR 5



As of Wednesday afternoon,
university dining services had
been serving breakfast, lunch
and dinner to the crews, then
dropping by with bottled water
and coffee. Kurpius lined up
dorm rooms for weary workers,
while others caught rest in
classrooms and even the news
studio. Because they are work-
ing round-the-clock, the jour-
nalists simply rotate through
the available dorm rooms.

But the university did more.
Aware that many of those on
duty left families and devastat
ed homes behind, LSU brought
in counselors. The school’s Pete

INDUSTRY NEWS

Maravich Assembly
Center became a
triage point for
people being
brought in by land
and air from Louisiana parish-
es The indoor track and field
center became a special needs
shelter for Katrina’s casualties.

Kurpius understands the
critical role of information for
those victims and their fami-
lies,and how the university’s
role as a safe haven for journal-
ists provides an essential serv-
ice in critical times.

“As a public institution, it’s
our responsibility to help in

Katrina and the Web

With transmitters under
water and newsrooms evacu-
ated, journalists who call the
Gulf Coast home turned to
the Internet to share the lat-
est news about Hurricane
Katrina and its wide path of
devastation.

Live, round-the-clock online
video streams supplanted sev-
eral stations’ over-the-air sig-
nals. Reporters’ blogs, at times
updated every few minutes,
replaced wrap-up stories.
Dramatic, on-the-scene photos
and videos from “citizen jour-
nalists” supplemented the
work of professionals.

Media sites across the
region were generally unaffect-
ed by the storm because most
are hosted by parent compa-
nies or other service providers
far from the Gulf. Many who
had evacuated the area looked
to the web for immediate,
detailed information, down to

the neighborhood, that they
couldn’t get from the national
media coverage.

Local media in Louisiana,
Mississippi and Alabama
launched blogs to track devel-
opments. NOLA.com, pro-
duced by The Times-Picayune,
became a national resource
for the latest breaking news,
integrating its own reporters’
dispatches with updates from
radio and television inter-
views, as well as eyewitness
reports from citizens.

Television stations main-
tained 24-hour blogs as well,
providing quick bits of infor-
mation from their reporters in
the field. The national news
networks also launched their
own correspondent blogs, de-
livering additional first-person
perspectives of the drama.

Local and national media
websites reported record traf-
fic numbers. During the week

6 COMMUNICATOR R ODCTOBER 2005

KHOU’s satellite truck helped WWL stay on the
air continuously.

any way we can,” says Kurpius.
“And I'd hope that any other
school in the same situation
would do the same.”

On Thursday, September,
WWL moved to WLPB-TV
where executive producer
Mikel Schaefer expects ta stay
until they return to New
Orleans.

“Simply put, we moved
because of technical limita-
tions,” says Schaefer,“but let

me preface that by saying the
LSU Manship School of Mass
Commurication has been and
will continue to be a phenome-
nal relationship for us. we
spent an unparalleled few days
there, unparalleled in journal-
ism.They were able to provide
us with the ability in the worst
conditions to keep us on the air,
providing vital, lifesaving and
life-changing information to
the people of south Louisiana.
—Jill Geisler heads the leadership
and management group at The
Poynter Institute. This article was
adapted from a column that
appeared on www.poynter.org.
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WDSU-TV provided live coverage through

video streams on its website.

after the storm, WDSU.com,
which for days was the anly
way to watch Hearst-Argyle’s
New Orleans affiliate, served
nearly 2 million video streams
of the station’s live coverage.

Belo's New Orleans station,
CBS-powerhouse WWL-TV
{(which was able to maintain
its over-the-air signal) reported
web traffic more than 35 times
its average. Links to WWLs live
stream could be found an
CBSNews.com and dozens of
other media and personal
sites, including Yahoo!'s
Hurricane Katrina coverage.

Several sites provided indi-
vidual links to message boards
and entries about specific

counties, parishes
and neighborhoods.
Just a week after

the storm hit, the St.
Bernard/Plaguemines
section on NOLA.com
showed more than
22,000 postings.

Sites in other markets pro-
vided resources for displaced
evacuees. KHOU.com in
Houston, for example, stripped
more than two dozen helpful
links across the top of its site
including FEMA financial aid,
job postings, housing connec-
tions, volunteer and donation
informztion, sites to search for
the missing, and video inter-
views with “those seeking
loved ones.”

Media companies also used
their local sites to reach out to
displaced and unaccounted-for
employzes.—Lane Beauchamp is
managing editor at Viacom Televi-
sion Sations Digital Media Group.
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Newshreak

Reality TV succeeds with not
one, but two, programs about
swapping wives.Could the
same lessons,and hilarity,
ensue from swapping
television news directors?

Post-Newsweek group CEO
Alan Frank came up with the
concept and, with the help of
VP/news Deborah Collura, put
the experiment into motion,
assigning six news directors
to different stations for two
weeks.

Read the reflections of all
six news directors on swap-
ping stations, territorial weath-
er dogs and all—Sarah Stump

Neil Goldstein
WDIV-TV, Detroit, to
KPRC-TV, Houston
“There’s something | need to
mention,” Nancy Shafran says a
few weeks before | go to KPRC.
“One of the biggest 'stars’at
the station, in the market, is
Radar.” He’s their on-air weath-
er dog. He lives at the station.
Mostly in the news director’s
office.He’s a dog. | like dogs. I've
had a few. We got along fine.
Day one, on the way to the
station, there it is. A huge bill-
board along the highway with
Radar’s adorable shaggy head
the size of a hot air balloon.
In i go.As my eyes scan the
cavernous newsroom, where
is Radar? Assistant news
director Rick McFarland and
Radar approach cautiously.
Generally unleashed, Radar is
now very leashed. He's wag-
ging his tail.  reach out my
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News Director Swap

A two-week experiment sends six news
directors in different directions.

hand for him to get a
good get-to-know-me
sniff. Tail still wagging.
The newsroom watches
breathlessly.

And then it happens—
the thing that will be talked
about throughout my stay.
Radar acts like a dog and snaps
at me. Not a big snap, but
enough to reel me back a few
steps. It's the snap that will be
heard around the company. Uh
oh, what now? It's him or me
and he’s the star.1 do what any
news director would like to do
when tough talent snaps at
them—I lock him in his sleep-
ing crate. He growis at me all
day.

Day two, and | am deter-
mined to conquer the beast. |
reach into the giant jar of dog
biscuits sitting on Nancy’s
desk.Radar is staring at my
hand. Or is it the biscuit?
Slowly, slowly, slowly | reach
out. He cranes his neck for-
ward. He takes the bribe.
Gently. And then Rick lets go of
the leash. Friends. And at that
moment | learned a valuable
management lesson regarding
talent negotiations. If I reveal it
here, it will certainly be used
against me by some snarling
agent. Let’s just say biscuits are
involved, and leave it at that.

Nancy Shafran

KPRC-TV, Houston, to
WPLG-TV, Miami

Aliof us approached the
assignment not sure what to
expect. None of us really want-
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ed to be away from
our own station for that
amount of time.We weren't
sure how our new staff would
embrace us, or we them. We
had aii kinds of reasons why it
wouldn't work. But knowing it
was Alan’s idea, we all headed
off to “camp.”

At Camp WPLG, we had the
Miami Heat playoffs, a tropical
storm, an airline emergency,
plus the usual news of the day.
My goal was to see how the
folks at this very successful
ABC affiliate approached the
day and executed their mis-
sion. As a newcomer to the
market, | saw stories with
fresh eyes and rundowns
with more of a viewer’s
perspective.

When all was said and
done, it was an incredibly posi-
tive professional experience
for me. My biggest surprise
may have been that there
were so many similarities
between the Miami news-
room and mine.

Camp WPLG taught me to
look at my newsroom like a

World Radio Histol
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newcomer would look at it.
My two weeks in Miami forced
me in a short amount of time
to“size up” my new staff. It
was similar to a new news
director walking into a news-
room for the first time.When

| got back to Houston 1 took
that lesson with me. It is ane |
never want to forget.

Bill Pohovey

WPLG-TV, Miami, to
WKMG-TV, Orlando, FL
Sure, | occasionally watch
reality TV shows, but | would
never audition for one. So
when Deborah Collura had a
conference call to announce
the Post-Newsweek News
Director Swap, | suddenly felt
like a reluctant contestant,
being forced into a Wife Swap
episode for two weeks.

After the idea settled in, |
packed my bags and headed
to Orlando. WKMG is a station
with a great sense of pride and
enthusiasm.The newsroom
staff is hungry and has a win-



ning attitude. The newsgather-
ing process and the quality of
the product are impressive. Sa
is the territory WKMG must
cover—Central Florida goes on
andonand cn.

Both WKMG and WPLG
devote great resources to our
Problem Solver units. WKMG
inspired me to make some pro-
ductive changes to our unit
upon my return to Miami.|
also took away some ideas
about weather coverage and
weather graphics. Orlando was
also a good fit for my “swap”
since our Miami and Orlando
stations often share resources,
especially during Florida hurri-
cane coverage.

As much as we may not like
it, sometimes it's good to ke
forced from the comfort zone,
to see different ways to do
things and get differing opin-
ions from those who really
make a newsroom run.

Skip Valet

WKMG-TV, Orlando, FL, to
WDIV-TV, Detroit

While everyone at WDIV knew

the swap was temporary, |

felt emotionally involved from
the moment | walked into the
newsroom. There was the
same competitive fire | feel at
WKMG, the satisfaction trom
success and the aggravation
when things didn’t go well.

WDIV's news team covered
staries from breaking weather
to the city budget crisis to GM
layoffs to the Pistons’ rur at
defending the NBA title, all of
which provided a great oppor-
tunity to learn a lot about a
great news town. The employ-
ees of WDIV embraced the
swap idea, and their attitude
and spirit made my job a
whole lot easier.

I wanted to go into the
swap free to make my own
evaluations, so | purposely had
no conversation about WDIV’s
newsroom with any of the

news managers before | arrived.

I did, however, learn as much as
| could about Detroit and the
news there before my first day.

[ filled up a notebook of
WDOIV ideas that might help
my newsroom. | shared

thoughts with them about
things that work at WKMG. |
also spent a lot of time think-
ing about what my next steps

need to be in Orlando.

During the two weeks,

life went on for the station
and, as decisions were made
and future plans laid out, my
opinion was not only valued
but ofter demanded.

Jim Boyle

KSAT-TV, San Antonio, to
WIXT-TV, Jacksonville, FL

i felt right at home the first
day | walked into the WIXT
newsroom. That says some-
thing, sirce | haven't worked in
another newsroom for more
than 20 years.

| approached this swap as
if | were showing up for work
as WIXT's “new” news director.
| spent my first few daysona
fact-finding mission, meeting
as many of the staff as | could,
listening closely to what was
being said in the story meet-
ings, watching newscasts and
asking lots of questions.

Like KSAT, the WIXT news
staff understands the market.
They have a good collective
memory: They realize that
strong, local content is the key
to winning. They know how to
wrap their arms around a lead
story. The entire station places
a high priority on being first to
cover breaking news whether
local or national. And they
make it all happen with
resources that are stretched
to the limit to produce eight
hours of news a day.

With grit and determina-
tion, WJXT has made the tran-
sition from a very successful
CBS affiliate to a very success-
ful independent station inside
of three years. As | left WIXT, |
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realized that their success
gives hope to all of us working
in local television news who
wonder what the future
would be like if our network
pulled the affiliation plug.

Maureen Ruddy

WJXT-TV, Jacksonville, to
KSAT-TV, San Antonio

When we first learned of
Alan’s idea, let’s be honest, we
all thought, ‘He’s watching too
many reality shows. What the
heck is he thinking?’

Turns out, Alan was think-
ing about a great opportunity
for us and for the company.

Arriving in San Antonio dur-
ing the NBA Conference Finals
was quite an eye-cpener.|f
everything’s big in Texas, know
that basketball is huge in San
Antonio.

On my first day on the job, |
wanted to sit back and watch.
3ut this experiment was at an
accelerated pace, so | jumped
into things pretty quickly. Like
any news director in a new
newsroom, the adrenaline
started pumping and the ideas
started flowing.

| enjoyed watching the
KSAT team in action. | also
enjoyed bringing them some
new ideas. There was a great
deal of give and take that
resulted in a lot of learning.
KSAT is a well-run station with
an extremely competitive
newsroom.

The time spent at KSAT was
only part of the experiment. |
was more than eager to get
back to my shop and share.
Perhaps more importantly, |
was also able to have a fresh
look at what | am doing here at
WIXT and honestly evaluate
what is working and what
needs fixing.
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TRADE SECRETS

Brutal, Glorious, Hearthreaking, Tragic

Remember: It's time to break away from all the adjectives in newswriting.

“A tragic accident on a local A newswriter is only sup- is indeed “outraged.”
freeway...”“Police say a posed to present the facts, The copy, sound and pic
teenager is responsible not sensationalize them. tures should speak for them-

Journalists are obligated  selves. Thls is where good
to provide viewers with  writing and video are crucial

for the brutal murder...”
“Now to a sad story

about an elderly ..” honest information, to telling a story. Write to the
“A local community not to manipulate pictures. The television news
is outraged their way of thinking.  audience is absolutely capa-

tonight...” Let the viewer ble of figuring out the tone

How often do
you see adjectives
overly used in news
copy? Itisa common
practice among news writ-
ers and producers that should
be dealt with immediately.

decide if an accident and overall feeling of the sto-
is “tragic,” if a murder ries we broadcast. A personal
is“brutal” (as if there’sa  stance and interpretation of a
right or wrong way to situation should not be evi-
murder someone), if the dent in n@ws copy.—Aaron Day
story about an elderly woman  is a newswriter at KFMB-TV in San
is“sad,” and if the community  Diego.

extreme

Drive Your Viewers To The Story! R/F)

p t ! g
With the PHT | i
any vehicle . ;-g
can become | o e ﬂﬁ'ﬂi
a broadcast B %, -— A i |
vehicle

/

oia  Equipment available for sale, rent, or lease
CENTRAL Contact Jeff Winemiller and his team of professionals at 717-249-4900
= www.rfcentral.com
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The right music package has the power to pull viewers in white building a strong identity amd credibility for your station's |
news programming. 615 Music has created award-winning custom news music packages for networks and stations such | |
as NBC, ABC, CBS, the History Channel, CNBC. KNBC-TV and KCBS/KCAL-TV/Los Angeles, and WWQOR/New York. In

fact, over 300 stations around the world have bwilt memorable brands through our original music themes and extensive ||| “ 5 | t

music library. Is your music projecting the right image for your station? = °° o« 2no. o 0o G18musiz. com I‘ |
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Jobh Changes

Carl Abraham promoted to
assistant news director from
assignment manager, WNEP-
TV, Wilkes-Barre, PA.

Kristen Abraham promoted
to news director, WFQX-TV,
Traverse City/Cadillac, MI.
Karen Anderson promoted to
reporter/anchor from freelance
reporter, WBZ-TV, Boston.
Kristin Kodama Anderson to
producer, KPIX-TV, San
Francisco, from KOMO-TV,
Seattle.

Dionne Anglin to reporter,
KDFW-TV, Dallas, from
KENS-TV, San Antonio.
Mike Avery to reporter/
anchor, WXMI-TV, Grand
Rapids, MI, from WJCL/
WTGS-TV, Savannah, GA.
Sonia Baghdady promoted to
anchor/reporter from anchor,
WTNH-TV, New Haven, CT.
Jim Barach to chief meteor-
ologist, WCHS/WHAV-TYV,
Charleston, WV.

Nico Belha to anchor,
WGHP-TYV, High Point, NC,
from reporter, KTVM-TV,
Bozeman, MT.

Joel Bernell to assistant news
director, WISC-TV, Madison,
WI, from news director,
WGBA-TYV, Green Bay, WI.
Jennifer Bernard to produc-
tion assistant, WFAN-AM,
Astoria, NY.

Eric Braun to VP and manag-
ing director, Associated Press,
London, from vice president,
Raycom Media.

Gary Brown to news director,
WFESB-TV, Hartford, CT, from
WPRI-TYV, Providence, R1I.
Scott Burton to reporter,
KGW-TV, Portland, OR,,
from KTNV-TV, Las Vegas.
Tony Castrilli promoted to
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Names in the News

executive producer from
managing editor, WUSA-TYV,
Washington.

Lisa Chan promoted to
anchor from reporter,
KBHK-TYV, San Francisco.
Arthur Chi’en to reporter,
WPIX-TYV, from WCBS-TV,
both in New York.

Renee Charles to anchor/
reporter, WKYT-TV,
Lexington, KY.

Dray Clark to reporter, WJW-
TV. Cleveland, from WOOD-
TV, Grand Rapids, MI.

Jim Collins to producer/
editor, WTM]J-TV, from
freelance producer, WISN-
TV. both in Milwaukee.

Joel Connable to reporter/
anchor, WTV]-TV, Miami,
fromn reporter, KCBS/
KCAL-TV, Los Angeles.
Alex Crippen promoted to
executive producer, CNBC,
New York.

Ken Curtis to news director,
WDHN-TYV, Dothan, AL.
Lindsay Czarniak to anchor/
reporter, WRC-TV, Wash-
ington, from WTVJ-TV,
Miami.

Rich DeMuro to reporter/
anchor, Channel One, Los
Angeles, from reporter,
KTAL-TV, Shreveport, LA.
Josh DeVine to reporter,
WJRT-TV, Flint, MI, from
anchor/reporter, WBOY-TV,
Clarksburg, WV.

Dave Elliott to anchor/host,
WGUEF-FM, Naples, FL,
from WINK/WNOG-AM,
Fort Myers, FL.

Kristin Espeland to anchor,
Wyoming Public Radio,
Laramie, WY.

Sandra Golden to anchor/
reporter, Falcons Radio
Network, Atlanta.

2005

Terry Graham to news direc-
tor and anchor, WFXL-TV,
Albany, GA, from WMDN-
TV, Meridian, MS.

Molly Grantham promoted to
anchor/reporter, WBTYV,
Charlotte, NC.

A Katie Hammond o
producer, WKRG-TYV,

from WALA-TV, both in
Mobile, AL.

David Hart to news director,
WBTW-TV, Florence, SC,
from executive producer,
WSPA-TYV, Spartanburg, SC.
Eleanor Hayes to anchor/
reporter, Ohio News Network,
Columbus, OH.

Jason Heath to news director,
WRTYV, Indianapolis, from
assistant news director,
WVIT-TV, Hartford, CT.
Adam Henning to news direc-
tor, WWAY-TV, Wilmington,
NC, from WCJB-TV,
Gainesville, FL.

Craig Herrera to meteorolo-
gist, KNTV, San Jose, from
KFSN-TYV, Fresno.

A Jack Hurley promoted to
senior VP from VP, Freedom
Forum, Arlington,VA.
Sheinelle Jones to reporter/
anchor, WTXF-TV,
Philadelphia, from KOKI-
TV, Tulsa, OK.

Nichelle King to reporter/
anchor, WHDH-TV, Boston,
from reporter, WSVN-TV,
Miami.

Dave Kirkland to assistant
news director, WCNC-TV,
Charlotte, NC, from manag-
ing editor, KRON-TYV, San
Francisco.

Ed Kosowski to executive
producer, CNBC, New York,
from news director, KHDH-
TV, Boston.

Brian Kowalenko to produc-

A Jillian Mauro

Compiled by Melanie Lo. Send
information for Names in the
News to names@rtnda.org.
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tion assistant, WVIT-TV, West
Hartford, CT, from student,
Quinnipiac University.

Carla Kreegar to news direc-
tor, KCAU-TV, from news
director, KTIV-TV, both in
Sioux City, 1A.

Dave Krisanda to executive
producer, WNEP-TYV,
Wilkes-Barre, PA.

Tim Larson to GM, KIFI-TV,
Idaho Falls, ID, from news

director, WRTYV, Indianapolis.

Rich Lehenson to news direc-
tor, WVEC-TV, Norfolk,
VA, from KREM-TV,
Spokane, WA.

Kim Lehman to anchor/
reporter, WSFX/WECT-TV,
Wilmington, NC.

A Jim Lemon to news direc-
tor, WITI-TV, Milwaukee,
from KOVR-TV,
Sacramento, CA.

Lolita Lopez to anchor,
WPIX-TV, New York.
Michael Marsh to
anchor/reporter, WBRZ-TV,
Baton Rouge, LA.

Allen Martin to anchor,
KPIX-TV, San Francisco.

A Jillian Mauro to anchor/
reporter, WLAD-AM,
Danbury, CT, from student,
Hofstra University.

Melissa McCarty to
reporter/anchor, KTNV-TV,
LasVegas, from KAMR-TV,
Amarillo, TX.

Sean McClelland to news
director, KEZI-TV, Eugene,
OR, from assistant news
director, KPSP-TV, Palm
Springs, FL.

Carrie McClure to
reporter/anchor, KUSA-TYV,
Denver, from reporter,
WMC-TV, Memphis, TN.
Kelty McCullen to reporter/
producer, WUNC-TYV,

Names in the News

Raleigh-Durham, NC.

Todd Meany promoted to
anchor from reporter, WJW-
TV, Cleveland.

William Meyl to GM, WGGB-
TV. Springfield, MA, from
KCAU-TYV, Sioux City, IA.
Linda Miele promoted to
news director from assistant
news director, WHDH-TYV,
Boston.

Sharon Miranda to reporter,
WEVA-TV/Univision,
Tampa, FL, from student,
University of South Florida.
Sarah Nakasone to corre-
spondent, Belo Capital
Bureau, Washington, from
reporter, WNCN-TYV,
Raleigh, NC.

Tom Negovan to anchor/
reporter, WGN-TV, Chicago,
from anchor, KYW-TV,
Philadelphia.

Perri Peltz to anchor,
WNBC-TV, New York.

Joe Pequeno to reporter,
KPNX-TV, Phoenix, from
KARK-TV, Little Rock,AR.
Dave Pignanelli to assistant
director, WKSU-FM, Kent,
OH, from director, WCPM-
FM, Cleveland.

Jerry Post promoted to
news director, KXLY-TV,
Spokane, WA.

Matt Quayle promoted to
executive producer, CNBC,
New York.

Steve Raleigh to meteorolo-
gist, WCPO-TYV, Cincinnati,
from KRON-TV, San
Francisco.

Valerie Roberts to executive
producer, WFAA-TYV, Dallas,
from managing editor,
WXYZ-TV, Detroit.

Lee Merrit Rosenthal to pro-
ducer, WFTS-TV, Tampa, FL,
from executive producer/
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anchor, WVLT-TV, Knoxville,
TN.

Wendy Saltzman to reporter,
WGCL-TV, Atlanta, from
WKMG-TV, Orlando, FL.
Ramona Schindelheim to
executive producer, CNBC,
New York.

Orrin Schoenfeld to assistant
news director, WPTZ/
WNNE-TYV, Plattsburgh, NY,
from Science News, New
York.

Shaun Seow promoted to
CEOQ, Dy Group, from man-
aging director, MediaCorp
Pte. Ltd., Singapore.

Holly Shepard to assistant
news director, WMTW-TV,
Portland, ME, from executive
producer, WUSA-TY,
Washington.

Catherine Snyder to assistant
news director, WUSA-TV,
Washington.

Amara Sohn to reporter,
WTVJ-TV, Miami, from
KMIR-TV, Palm Springs, CA.
Peter Speciale to news direc-
tor, WCJB-TV, Gainesville, FL.
Drew Speier to anchor/
reporter, WFIE-TV,
Evansville, IN.

Marc Stewart to reporter,
WSMV-TV, Nashville, TN,
from WBIR-TV, Knoxville.
Holly Whisenhunt Stephen to
executive producer, WTHR-
TV, Indianapolis, from pro-
ducer, WOAI-TV, San
Antonio.

Josh Talkington to
reporter/anchor, WFTS-TV,
Tampa, FL from anchor,
KVVU-TYV, Las Vegas.
Christine Tanaka to news
director, KIMT-TV, Mason
City, IA, from managing edi-
tor, XETV, San Diego.

Lisa Teachman to meteorolo-

gist, Sinclair’s NewsCentral,
Baltimore, from WSAZ-TV,
Huntington, WV.

Patricia Torres-Burd to EVD’,
Latin America Broadcasting
Station Group, Houston,
from VI, United Broadcast
Consultants, Houston.

Amy Troy to anchor/reporter,
KGW-TV, Portland, OR,
from KNXV-TV, Phoenix.
Michael Valentine to

news director, WFAA-TV,
Dallas, from WVEC-TV,
Norfolk,VA.

Joe Vasguez promoted to
anchor from reporter,
KBHK-TYV, San Francisco.
Jennifer Waddell to anchor,
KGUN-TV, Tucson,AZ,
from reporter/anchor, WSLS-
TV, Roanoke.VA.

April Warnecke to anchor,
KTVK-TYV, Phoenix.

Melanie Waxler promoted to
anchor/reporter from anchor,
WTOW-TV, Terre Haute, IN.
Leona Wood to executive pro-
ducer, KTVK-TYV, Phoenix,
from news director, KXLY-
TV, Spokane, WA.

Randy Wood to managing
editor, WEAR-TYV, Pensacola,
FL, from acting news director,
WCJB-TV, Gainesville, FL.
Brian Yocono to reporter,
WAGM-TYV, Presque Isle,
ME, from promotions direc-
tor, WMSJ-FM, Freeport, ME.
Ryan Young to reporter,
WSB-TV, Atlanta, from
WNCN-TV, Raleigh, NC.

Deaths

Steve Ramsey, GM,WSMV-
TV, Nashville, TN, died
August 22 at age 52.

Lynsie Weeks, reporter,
WTMJ-TV, Milwaukee, died
July 28 at age 41.
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Shoot more news more efficiently with Panasonic’s new P2
Store drive. The AJ-PCS060 stores 60GB of DVCPRO footage on
a one-pound*, ultra-rugged hard drive that simplifies ENG workflow.
Plug in a P2 card, push the Start button and your DVCPRO content transfers
to the P2 Store at faster-than-real time.

Crews need fewer reusable P2 cards in the field since the P2 Store holds the contents of
up to 15 (4GB) P2 cards. P2-compatible edit systems connect to the P2 Store’s USB 2.0 port
for instant access to content.

The P2 line-up also includes the new, low-power AJ-SPC700 (pictured below) and the fully
featured AJ-SPX800 DVCPRO50/25 P2 camcorders. To learn more about the new AJ-PCS060
and Panasonic’s entire P2 family, visit www.panasonic.com/p2 or call 1-800-528-8601.
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Chairman’s Column ‘

On Edward R. Murrow
and Peter Jennings

Reflecting on what two journalism legends

brought to the industry.

I was 5 years old when Edward R.
Murrow died, so I never got to meet
the electronic journalism legend. But as
I reflected on Peter Jennings’ passing
this summer, | realized that maybe I
had met Murrow—or at least his spir-
it—twice.

The first time was in New Orleans
in September 1995, on the night
RTNDA gave Peter our highest honor,
the Paul White Award. He would later
say it meant more to him than many of
the other awards he received because it
came from his peers.

When former RTNDA chair Marci
Burdick introduced me, he asked
where | was from.

I explained I had just left my long-
time job as a radio news director in
Springfield, MO, and that 1 would be
starting a new job as a radio news
director in Milwaukee the following
Tuesday. His eyes lit up.

“Milwaukee!” he exclaimed. “What
a great town!”

For the next few minutes, Peter
regaled me with details about
Milwaukee that I suspect natives didn’t
even know. I was impressed by two
things that night: Suave, urbane Peter
Jennings was a nice guy, and one of
the world’s most influential journalists
had an intimate knowledge of
America’s 19th largest city. If he knew
that much about Milwaukee, I
remember thinking, there must not be
any corner of the world with which
he wasn’t familiar.

The second time I met him was in
April 1997.The people who ran ABC
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News Radio in those days were trying
to impress my station’s managenient
team so we would become an affiliate.
They invited me and our program
director to New York. After daylong
meetings at the network’s headquarters,
we were taken up the street to the ABC
television studios, where we got to
watch a World News Tonight broadcast.

We sat behind and to the right of
Peter, just off camera. One of the first
things we noticed was a monitor just
below the lens of his primary camera.
On that monitor was NBC Nightly
News, which had recently overtaken
World News Tonight in the ratings.
Every time he’d go to a package or spot
break, Peter would reach under his
anchor desk and turn a knob control-
ling the monitor’s volume so he could
also hear Tom Brokaw. I asked our ABC
escort about it.

“Peter 1s very concerned about
NBC'’s ratings,” he replied.

When the broadcast ended, Peter
walked over to us. The ABC News
Radio executives introduced us as
“VIPs” who were potential affiliates.
He smiled and said hello.

I was impressed by something that
night: One of the world’s most influen-
tial journalists was a fiercely competi-
tive person.

Peter was much more than that, of
course. In some respects, | believe he
may have been the closest thing our
industry has had to Edward R. Murrow
since, well, Edward R.. Murrow.

To be sure, a number of influential
network journalists have made their

2005

By Dan Shelley

marks since Murrow’s day. Walter
Cronkite, Chet| Huntley, David
Brinkley, John Chancellor, Frank
Reynolds, Tom Brokaw and Dan
Rather are among them. But the paral-
lels between Murrow and Jennings are
striking.

Murrow overcame odds that must
have seemed insurmountable—he was
born into a home with no running
water in a place called Polecat, NC.
Jennings overcame odds that must have
seemed insurmountable—he never
graduated high school.

Murrow established the first signifi-
cant American network news bureau in
Europe, in the late 1930s. Jennings
established the first American network
news bureau in the Middle East, in the
late 1960s.

Murrow’s work ‘was thrust into the
national consciousness when he filed
his “This...is London” reports during
the Battle of Britain’s German
blitzkrieg. Jennings' work was thrust
into the national consciousness when
he filed reports from Munich’s
Olympic village 'during the 1972
hostage crisis in which 11 Israeli ath-
letes and six other people were killed.

Murrow wasn't afraid to take on a
demagogic politician in the 1950s: Sen.
Joseph McCarthy. Jennings wasn’t
afraid to take on a demagogic industry
in the 1990s: big tobacco.

Murrow’s “Harvest of Shame”
exposed Americans to the plight of the
persecuted migrant farm worker. ““Peter
Jennings Reporting” exposed Ameri-
cans to the plight of the persecuted
Jesus.

Murrow admonished those attend-
ing the 1958 RTNDA convention in
Chicago that unless they used televi-
sion news to teach, illuminate and
inspire, the medium would become
nothing but “wires 4nd lights in a box.”
Jennings admonished those attending
the 2004 RTNDA awards dinner in
New York that unless we resisted any
temptation to skew our news products



l Chairman’s Column

merely to quiet certain vocal critics on
the right. we’d become irrelevant.

“We all have biases” he said. “God
knows [ do. But I am less inclined to
cling to them quite as assiduously when

I make an effort to hear other points of

view... Whatever people say about the
liberal media—whatever that actually
means—in 40 years the evening news
has never been driven by ideology.”

Edward R. Murrow died of lung
cancer in upstate New York on April
27. 1965. Peter Jennings died of lung
cancer in New York City on August 7,
2005.

I am better off for having met Peter
twice. We are all better off for having
had Peter—the nice guy, the man who
knew virtually every corner of the
world and the fierce competitor—in
our profession. And the world is better
off for having had him as a citizen.—
Dan Shelley is news director and assistant pro-
gram director at WTMJ-AM in Milwaukee. You
can reach him at dshelley@62owtmj.com.

Covering Hurricane Katrina

In the days after Hurricane Katrina
hit the Gulf Coast on August 29,
radio, television and online journal-
ists worked around the clock to
serve their devastated communities.
They braved fatigue, danger and
deplorable conditions to provide
critical information. Others con-
verged on the area to chronicle the
events for the rest of the world.
Some rescued the stianded, helped
connect lost loved ores and provid-
ed conduits to make pleas for help.
RTNDA praises the electronic jour-
nalists who covered Katrina and its
aftermath. We echo what one grate-
ful Mississippi survivor told a TV
reporter on August 31:“I don’t know
what this world would oe like with-
out people like you.”
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President’s Column

IKatrina Brings Qut
Best in Journalists

News media coverage galvanizes the public and

government response.

Once again, a catastrophe struck
America and once again the stricken
communities, the nation and the world
depended on electronic journalists to
bring them the story. Nearly four years
after September 11 underscored the
value and purpose of television and
radio news, Hurricane Katrina devas-
tated a region but brought out the best
in electronic journalism.

Local stations struggled to stay on
the air or return as soon as possible.
WWL-TV in New Orleans had
planned for a Katrina-style disaster by
relocating its tower to high, dry ground
and arranging to move operations to
Louisiana State University in Baton
Rouge. They never went off the air.
WDSU-TV moved operations to
WAPT-TV in Jackson, MS, and fed
their broadcast through WESH-TV in
Orlando, FL, to a webcast before they
were able to return to air Friday on
WPLX-TV in New Orleans. WGNO-
TV combined operations with
WBRZ-TV in Baton Rouge and also
began a webcast. New Orleans’ WWL-
AM and Clear Channel stations in the
region combined operations to form
the United Radio Broadcasters of New
Orleans, broadcasting news on 15 sta-
tions. In Biloxi, MS, WLOX-TV kept
viewers informed through their web-
site after the roof blew off the station.

Stations found ingenious ways to
serve their communities, offering non-
stop coverage on the web, posting
notices for those seeking lost relatives
and showing aerial photographs of
damage in specific neighborhoods.
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AP Radio’s Derrill Holly interviews an evacuee from
New Orleans inside the Houston Astrodome.

Almost everyone who struggled to
keep their news operations going was
personally affected by Katrina. Dozens
of station employees lost their homes,
cars and possessions and had to relocate
their families. Some may have lost their
lives. More than one week after Katrina
struck, nearly every station had staff
members who were unaccounted for.

Broadcast and cable networks dis-
patched dozens of people to the area
and then had to cope with providing
enough food, water and fuel to keep
them going. That coverage galvanized
the nation, prodding government to
respond with more and more resources.
The news media were in closer touch
with what was going on and ahead of
the government in comprehending the
depth of the problems. The video from
the New Orleans Superdome and the
convention center was undeniable.

And it was the news media that kept
asking questions and holding officials
accountable. Chris Wallace, host of Fox

2005

By Barbara Cochran

News Sunday, asked Homeland
Security secretary Michael Chertoff,
“Mr. Secretary, how is it possible that
you could not have known on late
Thursday, for instance, that there were
thousands of people in the convention
center who didnt have food, who
didn’t have water, who didn’t have secu-
rity, when that was being reported on
national television?’L

This is exactly the role the
news media are supposed to play
on behalf of the public.

One factor that made the
coverage unpisual was the emo-
tion shown by anchors and
reporters on the air. On Sunday
night, before the levees had bro-
ken, CNN’s Jeanne Meserve was
in tears when she told anchor
Aaron Brown, “We are some-
times wacky thrill seekers. But
when you stand in the dark, and
you hear people yelling for help
and no one can get to them, it’s a
totally different experience” On
Thursday, NBC photographer Tony
Zumbado was interviewed about what
he had seen at the convention center.
“They are just left behind,” he said.
“There is nothing offered to them. No
water, no ice, no C-rations. Nothing,
for the last four days” MSNBC’s Joe
Scarborough, a former congressman,
said, "It is amateur hour, and it has been
amateur hour for the past four or five
days.”

The public often says they find jour-
nalists callous or insensitive when they
confront victims of disaster. This time
there was no mistaking that reporters
were outraged and shaken by what
they were witnessing. The public
appreciated the sincerity of the jour-
nalists, and that what the journalists
were reporting wis based on facts, not
opinion or ideology.

Were just in [the early stages of
assessing the impact of Katrina not only
on the Gulf Coist, but also on our
business. That impact is bound to be

AP Photo/Pat Sullivan
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President’s Column |

big. Stations will have to rebuild facili-
ties and find audiences, who have now
scattered to evacuation centers through-
out the country. The networks are
opening bureaus to cover the after-
math, just as they have in Baghdad.

The journalists who suffered mate-
rial losses will have to cope. Companies
have established funds to help their
employees. RTNIDA encourages any-
one who wants to help journalists to
consider making a contribution to
those funds, or to the Broadcasters
Foundation, which assists individual
broadcasters with grants. Information is I
posted on the RTNDA website. |

The psychic scars may be more diffi- | : Now recognizing 2005 radio journalism on
cult to heal. Journalists witessed grim D AI{T

things, things they - they never vict'ms of violence and the process of recovery.
expected to see in America. Reporters A_WAI{D Rules and application: dartaward.org
found themselves confronting desperate
people without the means to provide
help. Many behaved heroically, doing
what they could to alleviate the suffer-
ing they saw.

We've made progress in understand-
ing that journalists can be deeply shaken

by what they encounter when they RTN DA
cover disaster. We now realize that the

signs of that distress may not appear A rd ‘\
immediately but may surface long after wa s
the crisis has eased. We need to do more -
to extend a helping hand to individuals DI n n er

in need, and that’s something RTNDA

will focus on in the months ahead.
There are so many lessons to be

accuracy. insight. sensitivity.

Monday, October 17, 2005

learned from Katrina—having a good Grand HyaR New York
LS Re el Please join us as we honor winmers of the
TR Al JRall  Edward R. Murrow Awards and the RTNDA/UNITY Awards.
Internet to communicate, planning for
employee needs when disaster strikes. Awards presencers include:
But the most important lesson is
this: In a crisis, electronic journalists rise Jim Bohannon, Westwood One For sponsorship and tickst
to the occasion magnificently and sur- Campbell Brown, NBC News informacion, call 300.8C.RTHDA
mount unbelievable obstacles to serve ' Miles 0'Brien, CNN or visit .
the public. This is why we salute all Elizabeth Vargas, ABC News http:/.’www.nnw.or-g/asﬁrfawards/
those who told the story of Hurricane [ Fredricka Whitfield, CNN awardsdinner.shtml

Katrina from the beginning, and who
will keep telling it for months and years

to come.—Barbara Cochran, president of| BT N =B A UE NETEY A W A R D S
RTNDA, can be reached at president@rtnda.org.
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SOME DAYS YOU SAVE A LIFE.
OTHER DAYS, YOU SAVE

A KID FROM GOING T0 SCHOOL
WITHOUT HER RAINGOAT.

EITHER WAY, IT'S NOT
A BAD DAY’S WORK.

It is the ultimate local news story, fresh and vital every day. Across the country, viewers tune in
daily for the one report that will affect their commute, their weekend, even what they’ll wear. More
than any other story, viewers seek out weather news to see how changing events will disrupt their lives.
What brings viewers to the screen is disruptive weather.

For more than 25 years, WSI has focused on predicting, detecting and visualizing disruptive
weather. Not just the severe weather that makes headlines a few weeks each year, but the subtle weather
stories that touch your audience every day. From hurricanes to heat waves, blizzards to balmy skies,
WSI gives you the tools, information and images to tell the story of every type of disruptive weather.

With WSI, you'll be first-to-air with more accurate information and compelling graphics to create
the most useful, understandable and credible story. We make sure by pre-testing every new WSI product
and service in front of live audiences for clarity and visual impact. This is the heart of our promise,
*Viewer tested. Ratings proven.” No wonder WSI is the choice of more #1 stations around the world.

From the forecasting power of Titan 2.0 to the revenue-enhancing distribution opportunities of

the Mogul digital media suite, WSI gives you the tools to tame disruptive weather.

WSI. The disruptive weather company.



Listen Up

By Dehorah Potter

On a Saturday m June, the KRON-TV studio in San Francisco was

packed with more than 100 local bloggers attending a “meet-up,” an
event organized by the station as much for its benetit as tor theirs.

“These are people who have taken the time to think about some-
thing,” says online news manager Brian Shields. By getting to know
them, he says,“we think we can connect with things going on in neigh-
borhoods around the Bay Area and get stories others won’t”’

Atter a similar meeting in Nashville earlier this year, WKRN-TV
launched its own blog, NashvillelsTalking.com. A station employee posts
comments and links to what she reads on other local blogs.

“This is a conduit to a voice we might not normally hear,” says direc-
tor ot news and local programming Steve Sabato. Being plugged in to
the blogosphere provides a barommeter of what people are interested in,
he says, and helps the station find intelligent, articulate people to talk to.

“It has made us a smarter, more in touch newsroom.”’
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The person behind both stations’
efforts is consultant and former news
director Terry Heaton, who says that
embracing new media is one way for
television news to begin rebuilding its
shrinking audience. “You're reaching
people you never would have reached
before because most of these people
have given up on news and TV news in
particular.” he says.

What’s happening at the two Young
Broadcasting stations is a high-tech
version of an old-fashioned concept
that’s now back in vogue—that broad-

cast news organizations should listen
to the people they serve.

Years ago, stations were obliged to do
Jjust that as a condition for keeping their
licenses. But when the industry was
deregulated 1n the 1980s, the FCC
stopped requiring what it called “com-
munity ascertainment.” Since then,
consolidation of ownership has led to
public complaints that “broadcast sta-
tions may be failing to meet the needs
of their local communities.” as the FCC
put it last year in announcing a formal
inquiry. And increased competition in

Ways To Listen To Your Audience

Host Meet-Ups With Area Bloggers
> ¢

Ahove: More than 100 area hloggers attend-
ed the ICRON meet-up in June. Right:
WIKRN found inspiration after meeting with
Nashville bloggers.

Staff Phone Lines

your stories

i et

\x

Ahove: As a Your Stories investigator,
Jennifer Lewke gets ideas from talking to
viewers.

Right: WISC editorial director Neil Heinen
(at head of tahle) leads a hreakfast meeting
with community leaders from area universi-
ties, private companies and public office.
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Left to right: WXMI news director Tim Dye
talks with anchor Christian Franls, Ottawa
County sheriff Gary Rosema and Ottawa
County lieutenant Steve Kempker during an
August news outreach meeting.
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local news has prompted stations to
look for ways to distinguish their news-
casts from all the others. News man-
agers think they can address both con-
cerns by listening to their communities
11 new ways and old.

In Syracuse. NY, WSYR-TV start-
ed listening to its audience a tew vears
ago almost out of desperation. During
a slow news week in February 2000,
then assistant news director Jim
Tortora made a suggestion—vhat if
the newsroom set up a phone line and
asked viewers to call in with story

Hold Town Meetings

John Armstrong/Gettysburg Times

WGAL reporter Janelle Stelson takes a ques-
tion from Dorothy Brockett of Gettyshurg ina
May 19 town meeting.

Build a Listener Network
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MPR’s Public Insight Journalism solicits
viewer feedbacl on the air and on its website.

WTKR's Your3 On Tour takes meteorotogist
Dave Parker to the people.
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Call 800-949-AVID

for more information

WHY TAKE A CHANCE ON “GOOD ENOUGH”?

With new lower prices on Avid media networks, there's no need to cobble together a solution that's just
“good enough”. Now, proven power and performance are within easy reach of any broadcaster. Edit, share,
and transfer broadcast-quality media instantly. Collaborate in real time. From ingest to playout, 2 workflow

built around an Avid Unity™ LANshare system is more than a complete solution. It's a competitive advantage.

Visit www.avid.com/lansharefornews to download the free .
whitepaper, Avid Unity LANshare: The power to succeed AV.ld



ideas? After everyone stopped gig-
gling, he says, they decided to try it. A
few calls came in, a few decent stories
developed, and news managers
noticed that every time one of these
viewer-suggested stories aired, the sta-
tion got more calls offering new ideas.
Eventually, the station began promot-
ing and showcasing the reports, calling
them “Your Stories.” But the idea did-
n’t really take off until the newsroom
held a call-in night with reporters
manning the phones and received 650
calls in two hours.

Five years later, the franchise is still
going strong, with viewer-generated
stories airing in almost every newscast.
What makes “Your Stories” different
from an ordinary tip line is that
callers always talk to a person, not a
machine, and they always get an
answer, even if it’s just a referral to
a source of additional information.

N —

The station also gets more than 20
story suggestions by email every dav.
To wade through it all, WSYR has a
full-time off-air coordinator. The news
director, assignment editor and 5 p.m.
anchor, who is also the main segment
reporter, all keep tabs on possible
stories.

The stories that make air are always
memorable. Tortora, now news director
at WIXT-TV in Syracuse, recalls a
woman who called WSYR about an
odd $4.53 charge on her phone bill
that led to a station investigation, multi-
ple lawsuits against AT&T and settle-
ments in eight states. And there was the
couple who couldn’t get electric serv-
ice at their new home because the tele-
phone and power companies were
fighting over who was responsible for
the closest pole.

Other stations have adopted the
“Your Stories” tactic, from KFMB-TV
in San Diego to WTKR-TV in
Norfolk, VA, which recently renamed
its franchise “Power of 3” and focuses
more on consumer and investigative
reporting. “I believe in the concept
because viewers have so many choic-
es,” says news director Jeff Parsons. “If

we deliver what they ask for, then
they’ll watch us”

In addition to soliciting audience
feedback and participation online with
regular web chats about local news sto-
ries, Parsons has resurrected some tradi-
tional approaches to improving com-
munity connections, including holding
open houses at the station’s three news-
rooms and taking its newscasts on the
road. “I want people to know we are
part of the community,” he says, “not
just those people they see on TV

N =) ./-_:g

At WXMI-TV in Grand Rapids,
MI, news director Tim Dye has
launched what he calls a news outreach

program with a similar goal of “letting
folks in the community know more
about us.” Once a week, on average, he
invites a local community leader or
someone from law enforcement, poli-
tics, business or education to wvisit the
station for a couple of hours. They
meet with news managers and sit in on
the afternoon editorial meeting.
“Theyre encouraged to offer story
ideas in their area of expertise and give
us feedback on how we can do our jobs
more effectively,” Dye says. He knows
some might question whether the pro-
gram compromises journalistic integri-
ty, but he doesn’t see a conflict. “I'm
not selling the news or giving away the
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farm. ’'m making contact with people
we talk to on a regular basis and trying
to do a better job.”

Minnesota Public Radio makes
contact with its listeners through a
project it calls Public Insight
Joumalism. Over the past couple of
years, MPR has built a database of
10,000 names of people who are will-
ing to be contacted about news stories,
and who have volunteered informa-
tion about their interests and expertise.
“We believe that someone in our audi-
ence knows more about any particular
story than we do,” says Bill Buzenberg,
MPR’s vice president for news, and he

says the database helps reporters find
great sources quickly.

The station solicits listener input
on the air and online. Every piece
on the MPR website includes a
“help us cover this story” link so
the audience can add thoughts and
msights. Special | reports, like an

examination of the state’s economy,
often start with anjaudience survey
resulting in what Buzenberg describes
as “much more sophisticated reporting,
with more depth, and lots of real-world
examples and voices.”

In Lancaster, PA, WGAL-TYV started
listening almost 10 |years ago after
viewers hammered the station for not
providing more covefage of a snow-
storm that hit while lit was airing an
NFL playoft game. When the com-
plaints were still comiing in a month
later, general manager Paul Quinn
called a town meeting that drew a
huge crowd.

“Many people camg with their fists
all balled up,” Quinn says. “We defused
a lot of the anger and I felt so good
about it we decided to go to other
cities m our coverage agea.”

Now the station hglds town meet-
ings on the road eight|times a year, in
partnership with a local newspaper,
radio station and chamber of com-
merce. There’s no program. News
director Dan O’Dongell, assignment
editors and producers show up and lis-
ten. What they hear joften becomes
news, “almost always things I would not
have known about otherwise,”
O’Donnell says. The stdries range from
a quick turn about a lokal traffic prob-

I



lem to an investigation into a loophole
in state law that led to new legislation.

Quinn says the meetings cost almost
nothing. The venue is donated; the sta-
tion shells out for chips, pretzels and
soda. The meetings do take time and
effort to organize, but Quinn says it’s
worth it. “It sort of defines us now,” he
says.“It helps us cement our relationship
with viewers, It lets them know we are
approachable and trying to do better.”

One of the longest standing com-
munity listening efforts has been under
way at WISC-TV in Madison, WI,
since 1988. Small groups of citizens
meet with station representatives four
times a year. The invitation list changes
every quarter and there’s no agenda,
just a general discussion about their
lives and concerns. A separate chil-
dren’s task force of students and adults
meets twice a year to discuss issues fac-
ing kids in the community.

“It’s so simple yet so beneficial to
just sit there and listen to people talk,”
says station manager Tom Bier, who
spearheads the community breakfasts.
“You really get an idea of the issues that
matter.” As a result of the conversations,
he says, the station has been able to
identify and report on trends “at the
bubble-up stage,” much earlier than
they would have otherwise, like the
emergence of a new drug problem in
town or the impact of the growing
Hispanic community on social services.

The station also listens to viewers on
the air at least once a month in a seg-
ment during the 5 p.m. newscast called
“Talkback Thursday” For five or six
minutes, a station employee—from the
news director to the chief engineer—
fields questions and answers them live.
“We also answer emails and return
phone calls,” Bier says. “People are just
stunned when you respond to them.”

Bier admits that all of this outreach
takes time and effort, but he believes
not doing it would be a greater risk to
the station’s long-term future.“The risk
is you don’t understand the market,
you're doing things everybody else is
doing and the viewers won't care,” he
says. “Then they’ll definitely leave
us.”—Deborah Potter, executive director of
NewsLab in Washington, is former executive
director of RTNDF.

American Institute of Physics
Science Writing Award in
Physics and Astronomy

; \ A CALL FOR ENTRIES

To be awarded ta a professional journalist for articles. radia,
or television programs dealing with physics or astranomy
and intended for the general public.
Entrigs must have been published between
January |, 2004 and December 31. 2005 and
written or translated into English.

Deadline: March 1. 2006

For an entry farm ar more information, visit
www_aip.org/ aip/writing
or contact:

Lalena Lancaster, Media & Gavernment Relations
American Institute of Physics
Tel: (301) 209-3096
Email: llancast®Baip.org

ME

Convergence in Tampa

Television and print in one newsroom

“Two separate newsrooms... two
unique disciplines ... together _

for the first time under one roof. ’1
There is only one content and i
technology partner experienced

and reliable enough to help ¢
make it a reality — The AR

AP Associated Press

The essential global news network

Dan Bradley

Vice President, News

Media General

M APBROADCAST.COM
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13( for GOOD
JOURNALISM

& GOOD
RATINGS:

A Strong Dose of Health Care Reporting

By Michelle Levander -
and Jackie Judd




hen Keith Connors took

over as news director of

WCNC-TV in Char-

lotte, NC, in 1998, he

inherited the weakest station in the

market with the smallest news team in

town. It might have been tempting to

turn to a tried-and-true formula to

spike ratings: splashier crime stories, car

wrecks, a rough-and-tumble drug bust

or two. Instead, Connors decided to go

with his gut and pursue tough, high-
impact stories.

His top story for 2004 revolved
around health policy. Sound dull? The
station ultimately devoted hundreds of
reporting hours to an exposé of how
Medicaid dental clinics for the poor
profited by filling childrens mouths
with crowns unnecessarily. Dentists
separated children from their parents
for hours, strapped them down in
strait-jacket-like “papoose boards.” and
drilled as many as 17 teeth in one pro-
cedure. Clinic employees received spe-
cial bonuses of $1,500 tor placing the
most crowns into children’s mouths.

The compelling stories won top
journalism honors and catapulted the
station to the top position in the mar-
ket. For Connors, the station’s success
also confirmed his instinct to put
health news on the front burner.

“It grew ratings and revenue faster
than any other station in the market,”

says Connors, now executive news
director of KHOU-TV in Houston.

What sells in local news? Health
news would rarely be on the top ot
most news directors’ lists. That helps
explain why health news has so long
been buried deep in local newscasts—
and why, even then, coverage is some-
times dominated by stories on the latest
diet craze or a new plastic surgery fix.
“It goes to the bias that a lot of news
directors have against health reporting,”
says Connors. "They see it as ‘chick’
news: soft, tlufly, feature stuff”

It’s easy to understand why some
news editors and reporters are hesitant
to take on knottier health topics. The
words “health policy” alone can send
some viewers scrambling for the
remote control. Then, there are the
limits of the newscast to contend with:
How do you convey a complex, multi-
layered story in two minutes or less?

Still, there is plenty of evidence ta
suggest that serious, hard-hitting health
stories should be part of any news sta-
tion’s strategy for wooing viewers and
improving ratings.

Consider the political equivalent of
ratings—the polls. Health care consis-
tently plays an important role in
national elections. This pocketbook
issue ranked right behind the war in
Iraq and the economy among voters in
the 2004 presidential election. And
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when pollsters surveyed the country’s
fast-growing immigrant communities,
they found that medical care ranks as
their top concern, while the general
population ranks it just below educa-
tion and unemployment.

In many towns and cities, hospitals
and health care facilities serve as the
biggest employers. Health care is also
essential to the financial stability of
families. Record growth in health care
costs has provoked a national afford-
ability crisis. Today, unpaid medical bills
account for about half of all personal
bankruptcies in America.

Viewers already have an appetite for
stories on health and health care. The
trick is all in the telling. At RTNDA@
NAB, we asked several news leaders to
share their philosophies on covering
health. Here are some of their stories:

The News Executive: Paula Madison
If you want to produce stories about the
health of your community, ask difterent
questions, says Paula Madison, president
and general manager of KNBC-TV in
Los Angeles. Madison turned the typical
“beat” check on its head in her former
post as news director of WNBC-TV in
New York City when she told the
reporters to add hospitals, school dis-
tricts and county government offices ta
their daily call list. “What is the beat
check? Calling the cops. Well, if you
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want stories about crime to
fill up your newscast, then,
that’s great. But why not say,
‘Well, what if we are going
to do stories about [other]
issues? What are you all see-
ing trend-wise that you
could tell us about?’™”

These days, Madison
senses an interest among the
public for information on
how to live with the chronic
conditions that are now the
leading causes of death and
disability in the United States, namely
heart disease, cancer and diabetes. It’s
also a topic that hits home for Madison,
who was diagnosed two
years ago with diabetes.

Ever the journalist,
Madison researched
how to live with being a
diabetic. Today, she is a
marathon runner and
more physically fit than
ever before. As a news
executive, she avoids
imposing her personal experiences on
coverage in the newscast. Still, she rec-
ognizes in her own questions about
diabetes the desire of many viewers for
more information on health choices.

The Award Winner: Keith Connors
News director Keith Connors knows
his morning news meeting is on track
if his producers ask, “Who’ bringing
in the Vioxx recall?” with the same
urgency as the
question about
who will cover last
night’s drive-by.
Connors defines
a successful news-
room as one that

2

fully integrates
health coverage Keith Cnr‘m_grs
into the news mix. -

“You've got to throw out
this notion of the ‘health
report. It needs to be part of
your daily news diet. Health
news is hard news.”

With that attitude as a
starting point, Connors was
quick to recognize the pos-
sibilities when one of his
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WSMU's TennCare story “touched every single
one of our viewers,” says news director Andrew
Finlayson.

staffers returned from a local diner to
share a tip from his waitress. The wait-
ress’ grandson, a patient at a Medicaid
dental clinic for low-income children,
had healthy teeth pulled and replaced
with crowns. What began as “one little
story” blossomed into an 18-month
long investigation that won Edward R.
Murrow, Alfred . duPont-Columbia
University and George Foster Peabody
awards.

At the time, WCNC had the small-
est newsroom staff in Charlotte, but
Connors decided to use his limited
resources differently from his competi-
tors. Why did this choice pay off so
handsomely for his station in terms of
ratings, revenue and prizes? Says
Connors: “Because [health] is relevant
content. This is an audience-driver and
this is all about bringing people into
the house.”

The horrors of Medicaid dental clinics were
brought to light in WCNC’s exposé.

2005

Connors continues to
share his “evangelical fever”
about health news as he
moves up the management
ladder at Dallas-based Belo.
Shortly after moving to
Houston where he is now
at KHOU, he stopped by a
major hospital to “recon-
firm our commitment, to
say we want to know about
stories.” Connors
says, to his knowl-
edge, no other news
director had come
knocking on the
hospital’s door.

The Pragmatist:
Andrew Finlayson
Andrew Finlayson,
news director at WSMV-TV in
Nashville, TN, views health reporting as
a twofer: It helps grow ratings and
allows journalists to fulfill their civic
responsibility to inform the public.
Finlayson’s philosophy took shape in
the 1980s when he was a reporter in
San Francisco, covering a then-undiag-
nosed virus sweeping through the city’s
gay community.

At WSMYV, Finlayson has the only
health care reporter in the Nashville
television market. He put that reporter
and many others at his station to work
when Tennessee’s governor announced
a dramatic cut in TennCare, the state’s
Medicaid-financed health care pro-
gram for the poor.

He describes TennCare as “a story
that touched every single one of our
viewers.” The health care industry is
Nashville’s largest employer
and mol'e than 300,000
people were about to lose
coverage. Finlayson is con-
vinced that a recent spike in
the ratings can be traced to
the station’s commitment to
covering TennCare and
other hard news health top-
ics. He credits that coverage
for helping his station win
the July sweeps for the late
night news slot for the first
time in seven years.

Finlayson does not cover
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Health Stories for Any Market

WSMV news director Andrew Finlayson has a keen eye for
health stories that have a powerful impact on a community
and on ratings. Here are his tried-and-true health story ideas
for any news market and the way he has tackled them.

The bad news counselor
Story: There is an individual in almost every community
who has the job of telling people they have tested HIV posi-

. tive. A profile of this counselor provided a fresh spin on the

AlDS story.

Visual: The reporter did not record the moment of disclosure,
but did shoot the counselor before and after, providing a pow-
erful personal perspective.

Who takes care of mom and dad

Story: An investigation about the growing number of com-
plaints about staffing levels and quality of care at nursing
homes revealed a larger story about a shortage of caretakers.
Visual: The reporter reviewed lawsuits and obtained video and
pictures of patients who claim they were mistreated by unqual-

Fire bells and alcoholics

Story: The busiest firehouse in one community responded to
repeated emergency calls to treat alcoholics passed out on the
streets. This used precious public emergency resources.Would
treatment be more economical?

Visual: The reporter rode along with the firetrucks to docu-
ment the time and money spent.

War on terrorism

Story: Local authorities have been dipping into a massive pot
of money designated for anti-terrorist measures. A close exami-
nation of this spending uncovered the purchase of items of
questionable value.

Visual: The reporter put on a biohazard suit bought by a rural
county that seemed an unlikely terrorist target.

Killer French fries?

Story: America loves French fries despite concerns over trans-
fatty acids. The story explored the risks to consumers and alter-
natives restaurants can use.

ified caretakers.

A different kind of drug abuse

drugs.

TennCare—or stories like it—every
day. He is candid about the need to go
with lighter fare as well. “It’s time for
true confessions,” he told the RTNDA
panel in Las Vegas. “We do two kinds
of medical reporting. We do the fun
stuff that everybody wants to watch
and is eminently teasable. Then there
are the other, more serious stories that
can likewise improve ratings and touch
the community.”

Finlayson says the trick to covering
serious stories is clever promotions.
WSMV garnered attention for a stary
on a black market for prescription drugs
by asking viewers: Do you want to hear
about how drugs paid for with taxpayer
dollars are being stolen? “The answer.”
says Finlayson, “is ‘hell yes!” But if the
question 1s: “Would you like to know
about public health policy as it affects
the poor?’ The answer is ‘hell no!””

Story: Government programs provide life-saving drugs to
many people, but a small number of recipients scam the
system by selling or trading powerful painkilling drugs.
Visual: The reporter was there for the arrests of people
accused of dealing in misappropriated

Visual: The reporter dumped a large bag of fries on a table to
illustrate the average American’s yearly consumption.

The Caregiver: Robert Ross
Robert Ross, MD, is keenly
aware of the medias power to
shape public awareness. A
pediatrician who has dedicat-
ed his career to community
health, Ross heads The
California Endowment, one
of the country’s largest health
philanthropies.

As a public health advocate, he is dis-
mayed by how quickly the broadcast
media seize on the quick fix and the
hunt for a cure—rather than prevention.

“Eighty percent of what influences
health status,” he says, “has nothing to
do with health care that you get within
the four walls of a medical institution”
Instead, lifestyle decisions—about
smoking, drinking, wearing a seatbelt
or exercising—have a far greater role in
shaping an individual’s health.
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Don't kill the rhino

Story: A visit to stores in immigrant communities found a
range of products being soid that claimed to contain banned
animal parts which some cultures believe restore health.
Visual: The reporter made undercover visits

to stores that sold some of the
products.

He encourages reporters to
explore the health of their
communities, raising ques-
tions about the quality of life
and longevity rather than
focusing on the pills and pro-
cedures offered up by the
health care industry.

“Try to shine a light on
communities, on prevention,
on lifestyle” he urges, “and on the
things that a local viewer can do in the
context of Ris family or his communi-
ty.”—Michelle Levander, director of The
California Endowment Health Journalism
Fellowships at USC’s Annenberg School for
Communication, has worked as a reporter and
editor for Time Magazine Asia, The Asian Wall
Street Journal and the San Jose Mercury News.
Jackie Judd, a vice president with the Kaiser
Family Foundation, has reported for ABC News,
National Public Radio and CBS News.
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JVC’s Dual Media GY-DV5100U ENG Camera*

Give your news crew the competitive
edge with JVC’s new Direct-to-Edit
ENG camera.

When the clock’s ticking, nobody helps you get your
story to air faster than JVC. Not Sony. Not Panasonic.
Nobody. JVC's dual media. Direct-to-Edit camera
let’s you record high-quality footage to hard disk
and tape. . .simultaneously. It records directly in
your native NLE format, so there’s no waiting
for file transfers or conversions. That means

you can begin editing immediately, putting real
distance between you and the competition.
Check out these additional benefits:

¢ New ultra-low-noise DSP delivers
top picture quality under the most
adverse lighting conditions, as well
as 16:9 capability

¢ Records simultaneously to
hot-swappable hard disk modules
and inexpensive digital tape, for
instant archiving

* Rugged design with die-cast
metal body, built for demanding
ENG shooters and backed by a
two-year warranty

» Comp'ete JVC DTE package for
less than half the cost of other
manufacturers’ solutions

Let JVC help you win the news
race today. |
To take our new &
camera out for
a Test Drive
and get a FREE
brochure, call us
at 800.582.5825
or visit www.jvc.com/pro

=
L
)

* Camera shawn with opiionat lens, viewfinder,
microphone and DTE module.

JVE

The Perfect Experlence —_

www.jyic.com/pro



News, Staffing and
Profitahility Survey

Latest research shows overall growth with caution in planning.

By Boh Papper

verall, the past year was a strong one for the amount of both news
and staft, but there are some cautionary signs in the latest
RTNDA/Ball State University Annual Survey.

The total amount of local TV news time per week remains at
record levels. Staffing grew slightly again, although it’s still below
the peak of 2000.

Generally, the biggest television stations got bigger, but the pic-
ture was mixed for many others.

Even as stathing rose to its second highest level ever, fewer TV
news directors expect to see more news or more staff in the com-
ing year. There was also a big drop in news profitability, although
only a small decrease in the percentage of revenue that news
brings in to the typical station.

The total number of TV stations originating local news rose by
four to 778. Despite the attention given to stations that have
dropped local news, there has actually been a net increase every
year we've tracked the number. Another 81 stations get local
news from one of the 778, up 13 from a year ago.

Consolidation in radio and the accompanying changes in the
survey to accommodate that consolidation make it difficult to
track changes in radio over time. After a drop last year, staffing and

news numbers returned to nearly the levels of two years ago. Part

of the problem in attempting to compare the data is that, every

vear, radio news directors oversee the news on more and more

stations. This year, the typical radio news director oversaw
tour stations—that’s up a full station from a year ago.
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Staff Size Changes Planned Staff Changes
Remained N Don't N e will Will  Will Remain  Don't
Increased Decreased the Same Know Increase  Decrease the Same Knew

Television Television
All Television 29.2% 18.8% 41.3% 10.7% All Television 22.3% 103% 48.0% 19.4%
Big 4 Affiliates 33.2 18.5 41.2 7.1 Big 4 Affiliates 23.5 8.9 535 14.1
Other Commercial 8.6 25.7 28.6 371 Other Commercial 5.7 229 17.1 54.3
Radio Radio
All Radio 22.9% 65.6% 11.5% 0 All Radio 10.3 76.3 1.0 12.4

Television : Overall, two-thirds of TV news staffs increased in number
or remained the same. News departments at ABC stations were most
likely to hold even, and non-networl affiliates commonly downsized.

Radio: Noncommercial news operations are mare than twice as likely
to have added staff as commercial stations.

Newsroom Staff Size

Television : Almost half of the stations expect to hold staff size steady
next year. The higger the market, the more fikely it is to expect
planned growth. Radio: Nencommercial news operations are much
more lilely to plan future staff increases. The higgest markets are

also more likely to plan staff growth.

Median

Average Maximum Average Median Maximum Average Median  Maximum
full-time full-time full-time part-time part-time part-time total staff total  total staff
Television
ANl TV 35.0 30.0 155 4.8 3.0 105 39.8 34.0 175
Big 4 Affiliates 7.8 31.0 55 5.0 3.0 105 42 .4 36.0 175
Other Commercial 34.3 28.5 100 4.6 3.3 22 38.9 339 200
Market size
1-25 56.6 56.0 155 8.7 7.0 34 65.3 64.0 175
26-50 51.2 51.5 120 5.4 4.0 21 56.6 59.0 125
51-100 36.6 36.0 100 4.2 3.0 21 40.8 42.0 100
101-150 24.0 26.0 43 4.6 1.5 105 28.7 28.5 120
151+ 17.7 20.0 48 2.8 2.0 12 20.5 21.5 58
Radio .
All radio 3.0 2.0 14 1.6 1.0 21 4.6 3.0 25
Market size:
Major 7.4 7.0 14 She 1.5 11 10.7 8.5 25
Large 8.9 4.0 i1 1.8 1.0 6 3.7 5.0 13
Medium 2.1 2.0 7 1.8 1.0 21 8.9 3.0 22
Small 1.7 1.5 S 0.7 0.0 S 2.4 il 3 6

Television: The median staff size in TV news stayed the same as a year ago, hut the average rose by 3.1 percent. That’s the second-highest staffing
level ever. Employment growth was inconsistent across mariets, going up slightly in markets 1-25, 101-150 and 150+ hut dropping a fraction

in markets 26-50 and 51-100. The use of part-timers heid steady. Historically, Fox-affiliated newsrooms have been smaller than other netwarl
affiliates, but the difference is now insignificant. Newsrooms in the Northeast tend to be higger, and newsrooms in the West tend to be smaller.
Radio: Last year, we said that radio news staff size had fallen sharply, but that a change in how we gathered the data because of consolidation could
have caused the appearance of a drop. This year, the numbers are back nearly to the levels of two years ago. On the other hand, those people handle
news on more stations, so comparisons are difficult.

0CTOBER
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News Director Age

While the age of TV news directors

Number of Stations Radio
News Directors Oversee

What Else Do

3 ol e 2 3 9 . [
this yea mnggd'hom _4'ro 70. the One 26.8% Radio News Directors Do?
average and median came m at 44, In Two-Three 18.6
1998, the average and median were 41. T 16.5 Announcing (including
s ° 0,

Market size, staff size, network affilia- FiveSix G sports and weather) 27.7%
tion and geography don't alter the _ ’ Public Affairs 234
nuimber more than two to three vears Seven-Eight 18.6 Production 13.8
one way or the othcn". Average 3.75 e 13.8

Typlc'al'l). news dlx‘cctpl‘s hfwe held Median 4.0 o e 13.8
that position at that station tor about Maximum 8 .

- - . Program Director 7.7
three vears, although the average is
4.52—Dbrought up by some long-term Radio news directors aren’t much General Manager 6.2
news directors. Longevity also doesn’t  ditterent, with the average and median Other 24.6

vary much by staft size. network aftilia-
tion or region. but news directors in
the very largest markets have been
news director a shorter time than those
in other market sizes.

News Profitability

age at 42, Again. market size, staff size
and region make little ditterence. The

news directors at independent, rather

than group-owned stations tend to be
shghtly younger at 38 vears old.

Two-thirds of radio news directors report
that they also have other responsibilities
at the station. That’s actually down from
nearly three-quarters last year.

2005 2004 2003 2002 2001 2000 1999 1998 1997
Television
Showing profit 44.5% 58.4% 55.3% 54.9% 56% 58% 57% 63% 62%
Breaking even 24.2 10.4 13.6 11.6 13 11 9 kit 6
Showing loss 121 9.2 9.2 11.2 10 11 11 10 8
Don’t know 19.2 220 21.9 223 21 20 23 16 24
Radio
Showing profit 19.6 225 25.2 15.2 17 25 19 22 23
Breaking even 14.4 17.1 13.8 13.9 17 15 18 14 20
Showing loss 3.1 7.2 2.4 7.3 0 7 6 6 6
Don’t know 62.9 53.2 58.6 63.6 66 53 57 58 Sill

Television: The higgest change in 2005 is the movement from showing profit to breaking even, and it is a major shift from past surveys.
We cannot compare these numbers before 1997 hecause the wording of the question changed. Radio: Most radio news directors don’t monitor

radio news profitability.

Percentage of TV Revenue Produced by News

Average Median Minimum  Maximum
All Television 42.8% 45.0% 12.0% 75.0%
Market size:
=25 78 40.0 12.0 60.0
26-50 40.7 40.0 20.0 75.0
51-100 42.8 45.0 19.0 63.0
101-150 471 50.0 26.0 65.0
151+ 43.3 50.0 12.0 60.0

The percentage of station revenue from news dropped to 42.8 percent
from last year’s 46.1 percent. But last year’s figure was way up from

the year hefore at 39.7 percent, and this year’s number is higher than
it has heen for five of the last eight years that we’ve asked this question.
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About the Survey

The RTNDA/Ball State University Survey was conducted in the
fourth quarter of 2004 among all 1,624 operating, non-satellite
television stations and arandom sample of 1,509 radio stations.
Valid responses came from 1,223 television stations (75.3 per-
cent) and 103 radio news directors and general managers repre-
senting 417 radio stations. Data for the number of stations orig-
inating local news and getting it from others are based on a
complete census and are not projected from a smaller sample.
Bob Papper is professor of telecommunications at Ball State
University. Data entry and tabulation were done by the Bureau
of Business Research at Ball State. This research was supported
by the Department of Telecommunications at Ball State Uni
versity and the Radio-Television News Directors Association.



RIGHT NOW, You Cover Weather.

| WITH US, You Can Cover

So Much More.

The First Meaningful Coverage of Floods, Lightning, Earthquakes and Other
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Know beforehand where flooding will occur
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Only with WeatherData can you show viewers
color-coded street level images of ground
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| so show your viewers exactly where the
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For more information, contact Cynthia Gibbs at 316.265.9127
www.weatherdata.tv - e-mail: info@weatherdata.com
WeatherData, Inc. *+ 245 North Waco St., Suite 310 « Wichita, KS 67202

| worst damage occurred within minutes.
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TV News Budgets

Amount of News

Remained Don't
Increased Decreased the Same Know

Remained Don't
Increased Decreased the Same Know

All Television 442%  19.2% 26.0% 10.6%
Big 4 Affiliates 49.3 16.4 27.5 6.8
Other Commercial 11.4 37.1 171 34.3
Marlet size:

1-25 50.0 18.8 27.8 8.3
26-50 59.6 14.9 14.9 10.6
51-100 45.9 21.6 25.7 6.8
101-150 37.7 18.0 27.9 16.4
151+ 29.8 255 34.0 10.6

Television news hudgets were most likely to go up, hut fewer of them
rose in the past year (13.7 percent) and more were likely to decrease
(39.1 percent) than a year ago. Again, non-network affiliates led the
retreat. Budgets in the smallest mariets were least likely to go up,
while hudgets for the largest newsrooms were most likely to
increase. ABC affiliates were far less lilely to increase than others,
hut there was no budget pattern hy region.

-
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Television
All Television 29.7% 10.6% 59.0% 0.7
Big 4 Affiliates 32.4 9.4 57.7 0.5
Other Commercial 2.9 22.9 71.4 2.9
Market size:
1-25 36.1 2.8 61.1 0
26-50 31.3 16.7 524l 0
51-100 31.2 9.1 59.7 0
101-150 25.8 16.1 58.1 0
151+ 26.0 6.0 64.0 4.0
Radio
All Radio 40.2 50.5 7.2 21

—

11 888.615.8729

27 202.736.1152
www.avid.com 25 800.949.2843

7 704.543.0191

37 316.265.9127

| 20-21 978.670.5000

Television: Almost 60 percent of TV news directors reported keeping
the amount of news steady last year. Radio: There were no significant
differences hased on commercial/noncommercial, staff size, market
size or region. Group-owned stations were less likely to have increased
the amount of news last year and more likely to have cut it back.

S

For additional information from this survey, see this month’s issue of Communicator at www.rtnda.org.
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RTNDA Publishes “Keeping It Legal:
A Media Law Handbook for the Newsroom”

Featuring a
collection of
the popular
"Legal Notes”
columns by
Kathleen

Kirby, RTNDA
Counsel

With chapters on:

e Media Access

¢ Cameras in the Couris

¢ Confidential Sources

¢ Copyright

e Labor Law

¢ Ethics and Standards

* FCC Rules and Regulations
* Freedom of information Act
¢ Internet Law

e Libel

* Privacy

* Subpoenas

Plus...

¢ Glossary of Legal Terms
» Reference List

* And more

S8

FEATURMG

A cotiectior of
e mopular
~Legat Notes”
columos 120M
the RTNDR
-gommunicator
magating BY
Kathigen Riryy,
RYNDA First
Amendment
counsel

“Almost every day, an electronie journalist contacts RTNDA
with a question about a legal issue. It can be about a judge’s
ruling to restrici coverage of a newsworthy trial, or about a
subpoena for tapes that didn‘t make air. It can be a question
about balance in political coverage, how to deal with new
restrictions on patient health information, fair use, copyright
or libel. That's why we decided to publish this book—to bring
together in ene reference resource the information RTNDA
has collected over the years to address the questions that
arise every day about legal issues in radio, television and
online newsroams.”

BarBARA CoCHRAN, president
RTNDA, Washington

“Keeping It Legal would be a great addition to any newsroom
reference shelf. It's a concise reference for experienced jour-
nalists and should be must reading for entry-level reporters.
It also lends itself to spinning out individual chapters to use
for discussion during in-house training.”

CHRis MansoN, news director
WMBD-TV, Peoria, iL

> ORDER “KEEPING IT LEGAL” NOW, and start saving meney on your legal bills.

B> Call Nicole Newsome at 800.80.RTNDA to order, or order online at www.rtnda.org/boakstore/orderkil.asp
J: $50 RTNDA members, $30 nonmembers, $40 ¢5¢H {or drders of 10 or more.




Legal Notes

Officials Ban Reporters,

News Qutlets

Government officials ban news organizations
for unfavorable coverage. Is it legal?

“The right of an American citizen to
criticize public officials and policies and
to advocate peacefully ideas for change
is the central meaning of the First
Amendment,” according to the United
States Supreme Court. However, gov-
ernment officials increasingly are
attempting to prohibit employees trom
speaking to certain reporters or to ban
specific media outlets from attending
events because of dissatisfaction with
their coverage. A couple of pending
lawsuits raise the question of whether
such “news boycotts” are constitutional.

Last year, Maryland governor Robert
Ehrlich issued a directive banning more
than 200 state employees from speaking
with two writers for the Baltiniore Sun.
According to reports, the email read,
“No one in the Executive Department
or Agencies is to speak with |Sun State
House bureau chief] David Nitkin or
[Sun columnist] Michael Olesker until
further notice. Do not return calls or
comply with any requests. The
Governor's Press Office feels that cur-
rently both are failing to objectively
report on any issue dealing with the
Ehrlich-Steele administration.
Please relay this information to
your respective department heads.”
Ehrlich and his staff claimed that
Olesker and Nitkin were guilty of
misstatements and distortions.

The Sun filed a lawsuit in federal
district court, arguing that the ban
violated the First Amendment rights
of the two journalists by denying
them the same opportunities to seek
information as other news organizations
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and citizens. The judge dismissed the
case, ruling that the Sun was seeking
special access beyond what is granted to
the general public, and that the gover-
nor was within the law to deny that
special access to the writers because he
did not like what they wrote about him.

“The right to publish news is
expansive,” the judge wrote. “However,
the right does not carry with it the
unrestrained right to gather informa-
tion. The Sun seeks the declaration of a
constitutional right that neither the
Supreme Court nor the 4th Circuit has
recognized.” The judge noted that the
Ehrlich administration continued to
communicate with others at the paper.

The Sun has appealed to the
United States Court of Appeals for the
4th Circuit.

In Youngstown, OH, mayor George
McKelvey directed all city employees
and members of his administration not
to speak with The Business Journal, a bi-
weekly publication. The Business Journal
had published articles criticizing

Keeping It Legal

For more on legal issues
affecting journalists,
order a copy of "Keeping
It Legal: A Media Law
Handbook for the
Newsroom” by Kathleen
Kirby. To order, call
Nicole Newsome at
800.80.RTNDA or go to www.rtnda.
org/bookstore/ orderkil.asp.
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By Kathleen Kirby

McKelvey and his administration for
actions associated with planning and
constructing a convocation center.

“As a high-level executive with a
broad range of discretionary authority |
have made the determination that City
administrators and employees may not
comment to The Business Journal on
behalf of the City,” the mayor said in a
letter posted on the Journal's website.
“In doing so | do not believe that I
have overstepped any constitutional or
statutory boundaries in exercising my
right not to speak with The Business
Journal. The Business Journal should rec-
ognize that government officials do not
have an obligation to speak with mem-
bers of the press, and that they cannot
be forced to speak with members of
the media they belleve are untrustwor-
thv. They should also know the ability
of the government to control the con-
tent of its own speech in ways that it
could never regulate or control the
content of private speech has been rec-
ognized as legitimate.”

The Journal sued, alleging that
McKelvey unlawfully retaliated against
The Business Journal for exercising its
First Amendment rights and seeking to
enjoin the mayor and the city from
enforcing their boycott. The city sub-
sequently filed a motion to dismiss,
alleging The Business Journal's com-
plaint failed to state a claim upon
which relief could be granted, and
arguing that Thé Business Journal
sought the creation of an unrecognized
constitutional right to compel speech
on the part of public officials.

As in the case of the Sun, the federal
district court dismissed the case. The
court was not persuaded by the
Journal's argument that it was engaged
in the constitutionally protected activi-
ty of publishing new's reports question-
ing the actions of local government
officials. Instead, thé court noted that
there is no constitutional right of access
to information that is not otherwise
available to the public. The court also



stated that granting the press access to
information not otherwise available to
the public would be tantamount to
giving the media a special privilege.

The Business Journal has appealed to
the United States Court of Appeals for
the 6th Circuit.

Actions like those taken by Ehrlich
and McKelvey are not limited to the
print media. Cleveland mayor Jane
Campbell recently barred city workers
from talking with reporters from
WOIO-TV after the station aired a
story about Cleveland police officers
earning overtime by driving Campbell
and her family around the city and out
of state. There too. a federal district
judge refused to grant WOIO the tem-
porary restraining order it sought
against the mayor.

“The mayor mav exercise her right
not to speak to certain reporters that, in

her opinion, she views as untrustwor-
thy or irresponsible...Mayor Campell
may make the determination that city
administrators and employees may not
comment on behalf of the city to
members of the media.”

None of the media parties involved
in these cases was arguing that they have
a right to force the government to give
them information, or that there exists a
constitutional right, for example, to
have phone calls returned. The question
that must be addressed at the appellate
level is whether, as attorneys for The
Busirtess_Journal state, public officials can
lawfully respond to critical commentary
by ostracizing particular journalists.
Government has always tried to tell its
people not to talk to the press, but, con-
sistent with the First Amendment, gov-
ernment officials certainly should not
be in the business of deciding who cov-

Legal Notes

ers them based on the content of news
stories. As the amicus brief filed by
media organizations—including
RTNDA—in support of the Sun stated,
“It is a dangerous thing to let the chief
executive be the arbiter of objectivity.”

We await, therefore, rulings from the
4th and 6th Circuits with great inter-
est. Mayor Campbell and WOIO
reached an out-of-court settlement
that allowed station reporters to return
to City Hall and interview employees.
As the law develops in this area, it is
incumbent upon electronic journalists
to remind politicians, listeners and
viewers that blackballing based on con-
tent serves only to harm the public,
which benefits from independent
reporting and criticism, and to whom
government leaders must be account-
able.—Kathleen Kirby is an attorney with
Wiley Rein & Fielding in Washington.
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Managing

The Hiring Line

Five ways to get more out of a job interview.

One of the most important
Jjobs you have as a manager is
hiring. Whom you bring on
board says everything about
you and your organization. But
the interviewing process can be
as stilted and as uncomfortable
as a blind date.

The usual routine doesn’t
always give you an accurate
reflection of the candidate’s
skills, attitude or ability to fit in
at your station. Over the years, |
have picked up a few tech-
niques that take the blind date
feeling out of interviewing and
reveal whether you have your
dream candidate.

1. Role playing. Create scenarios and
see how the job candidate reacts. For a
producer, set the scene by conjuring
the perfect storm for a terrible news-
cast: It i1s five minutes before your show,
none of the tapes is in, your lead
reporter is about to miss his slot. What
do you do? Have the candidate walk
through her actions to get an idea of
how she thinks on her feet and how
she handles tough calls under pressure.
Also see how she handles difficult con-
versations. How would she talk to a
weather talent who ignores time cues
and runs extremely long on a regular
basis? Her answer should help gauge
her attitude toward talent and her abil-
ity to be direct but tactful. Test her
ethics as well with a scenario and walk
through her decision-making process.

2. Attitude. Attitude is everything.
Managers can help writers on style,
work with reporters on live shots, and
coach photographers on composition.
But if his attitude stinks he will learn
nothing and can be a detriment to
your operation. So how can you deter-
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mine a candidate’s attitude? Ask ques-
tions that make him reveal how he
thinks and feels in situations. How does
he feel when criticized? When he
makes a mistake? What does he do
when wrong? Ask his references these
same questions to determine the can-
didate’s attitude and motivation.

3. Skills. Give producers and writ-
ers a writing test. Take five national
and local stories and have the writers
cut them down or do a rewrite. See
how they work under pressure and
check their speed. Ask producers
which story they would lead with or
what would be the second story, to get
a sense of their news judgment. Consider
giving jab candidates a current-events
test for a window into their knowl-
edge of the world and their commit-
ment to journalism.

4. Reference checks. In our litigious
world, reference checks can be chal-
lenging but they are absolutely neces-
sary. Talk to the provided reference
and ask that person for another quali-
fied reference to get one step removed
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By Kristine Strain

from the person the candidate provid-
ed. Always ask how the reference
knows the candidate and how long
they have worked together. Aside from
the standard skill-based questions, ask
ones that help you determine attitude.
Have they ever seen the candi-
date angry? How did she act?
What made her angry? How does
she interact with co-workers?
What do you like best about
her? These types of questions
help paint a more complete pic-
ture of the candidate.

5. The visit. With shrinking
budgets for interviews, you need
to make the most of every visit.
Before the candidate arrives, send
him an information packet that
includes background about your
station and city. Create an aggres-
sive schedule. It is important that
as many people as possible spend
time with the candidate. Make
sure the list is diverse. If the person you
are interviewing is a producer, have
him meet not only the anchors and
director, but the production assistant or
tape editors. This lets you know how
the candidate might fit in with your
current newsroom culture.

Make sure you sell the city as well as
the station. As a tour guide, I have taken
candidates on driving tours of our city.
Try to find out what interests the per-
son outside of work. If he is really into
sports, show him all the arenas in town.
If he is into the arts, let him know
about local cultural venues.

Bottom line: Take the interview
process as seriously as possible. Your
hires define you.They can instill confi-
dence in your existing staft’ and make
your, team stronger.—
Kristipe Strain is assis-
tant news director at
KCNC-TV. When a news-
room position is posted,
more than 100 resumes a
week flood the CBS affili-
ate in Denver.
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Reporting

Live,

With Limitations

Covering a disaster hours from the newsroom.

We had no idea what we were getting
ourselves into as we drove into the red
rock country of southern Utah in
January 2005. The farther south we
drove, the more the snow that covered
Sale Lake City seemed to melt away.
The assignment desk told us to just go
mto St. George, UT, and we'd find
what we were looking for. We certainly
found that and so much more.

Having come from the East Coast
where flooding seems to be an annual
story to cover, [ was ready, com-
plete with a warm coat and big
boots. | remembered the time |
watched as rushing water in West
Virginia carried a FedEx truck
into a light pole.

Now, I was about to see the
worst damage I'd ever seen from
a natural disaster.

We arrived in St. George
around 4 o’clock in the after-
noon. By then we heard that
some homes were teetering on the
edge of the Santa Clara and Virgin
Rivers. These homes used to have 20-
to 30-foot backyards. The rushing
water had torn away at the banks. [ saw
the usual cars and crumbled boats float
by, but standing next to a home that
had just been built in the last month,
and watching its backyard fall away,
piece by piece into the river, we knew
we were about to be part of something
much more dramatic and much more
emotional. We set the tripod and
watched as the brand new home lost its
footing and shattered into pieces in the
river. That was house number 1. We still
had 24 to go.

Looking back, the three of us—the
photographer, the satellite truck opera-
tor and [—could have planned a little
better for this story. When the photog-
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rapher and [ were trying to get all this
great video of homes falling in the river
and cars being swept away and people
rushing to get things out of their hous-
es, we were also fielding calls from the
desk wondering what our status was.
Back at HQ, everyone was watching
the competition and seeing homes
falling in the river on live television.
“Why dont you guys have that?”
they'd ask. The other stations had 10
reporters and 15 photographers on the

WICKED WEATHER
JOHN KLEMACK
ORG

AR
AL LN o

Reporting live from southern Utah, John
Kiemack and his crew of two were flooded for
five days and four nights.

scene. The three of us were it for
KSTU-TV. And yet, with limited
resources, our station carried the ratings
the whole week. We credit that to great
footage, great storytelling and great
characters.

In a local disaster, everything moves
fast, and being first and accurate is key.
But having the elements of a great
story is also very important and some-
thing even the everyday news viewer
can appreciate.

The desk factor. The assignment desk
was five hours away. Keeping in touch
wasn't easy, but it was possible. We
checked in constantly with the
Emergency Operations Center, but
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By John Klemack

hourly calls to the desk kept us up to
date on anything we may have missed.
The assignment manager made a call
every hour letting us know the latest
numbers on victims and homes that
had fallen in the rivers. By keeping in
close contact, we had the information
needed to get on the air.

The character factor. Every night, we
went live from the action—from homes
hanging on the edges of riverbanks, to
the top of a picnic table covered in mud,
to the river itself with debris flowing
past us. But more importantly, we had
the characters who made the story. With
a simple question, we got a whole story
every time. Witnesses recalled standing
in front of their homes, watching them
split apart, tossing insulation in the
air like confetti and then, nothing,
or as one woman put it,"The river
ate it.”

The team factor. Nothing can
be accomplished without work-
ing together as a team. Sure, we
were limited, but when my pho-
tographer couldn’t see a moment
about to happen, [ became his
eyes. When I couldn’t find the
word to bring the bites together,
he became my editor. And the satellite
truck driver brought that monster of a
truck to the spot we'd show our view-
ers that night.—John Klemack is a reporter at
KSTU-TV in Salt Lake City. You can reach him at
jklemack@foxi3.com.

The biggest live story to hit the United
States is Hurricane Katrina, which left
radio and TV reporters with few
resources for covering the story along
the Gulf Coast. To read about how sta-
tions dealt with the crisis in the initial
days after Hurricane Katrina made
landfall, see page 4 of this issue. Look
for more on the aftermath of Katrina
in the next issue of Communicator.
For newsroom resources related to
Hurricane Katrina, log on to
www.rtnda.org/sow/katrina.shtml.

Courtesy KSTU-TV
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Anchoring

Do Unto Others

Remember your mentors when helping young hires.

Every anchor or reporter can
probably point to at least one
person who had an enormous
role in helping him figure out
what he was doing right on the
air. That mentor most likely
passed along important life les-
sons, not directly related to the
workplace.

After nearly 40 years in
broadcasting and about 30 of
those in radio journalism, 1
think of people who pointed
me in the correct direction in
life and in work. Remembering
them, and what they did for
me, helps as | try to mentor
others in the profession.

Give them a chance. A pro-
gram director at what was
WEAW-AM/FM in suburban
Chicago was willing to give an
enthusiastic teenager a chance
on the radio. The caveat: Mow the lawn
and paint the AM tower fences during
the week, and you can run the board
on Saturdays. He spent time critiquing
my on-air sound, and offering me the
chance to work varying shifts to gain
the full range of experience.

Return their calls. As an eighth-
grader writing for the school newspa-
per, | was paying attention to radio, lis-
tening to the hits and disc jockeys on
WLS-AM and W]JDD-FM. I decided to
write about being a radio DJ, and, not
knowing you weren’t supposed to do
such things, I called the station. One of
the jocks, Bob Hale, called me back
and was most generous with his time in
talking about how he got into the busi-
ness and how he prepared for his show.
The interview was quite a coup, but
more important, he seemed to sense
my sincere interest in the business and
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told me what I would have to do to
become an announcer.

Expect more. Ira Bitner, the news
director at WIRL-AM in Peoria, IL, in
the mid-1970s, was unflinching in
wanting his newsroom to beat the
heck out of the competition. In those
days, WIRL had a four-person news
department (as did the two other
major stations in Peoria), and we were
always in a race to be first with the
story, not to mention correct. When
my finished product wasn’t up to Ira’s
standards, he let me know in no
uncertain terms. More than a few
nights, I was dressed down for what he
considered poor grammar or entirely
missing the point of a story. I did sur-
vive, though, and worked my way up
to his expectations if for no other rea-
son than to say, “I'll show you,” and
prove I could.
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By Michael Throop

Coach them along the way. Max
Ustler, associate professor of journalism
at the University of Kansas, recalls a
former student’s tactic for finding a job.
Lara Moritz, durrent anchor at
KMBC-TV, in Kansas City,
MO, communicated regularly
with the station’s news direc-
tor, Brian Bracco, while she
was working on her master’s
degree in the 1990s. Bracco
coached Moritz in how to
obtain her first broadcast news
job. That insight helped her
land a job as anchor/reporter
at KSNT-TV, in Topeka, KS,
before moving on to KMBC.

See the bigger broadcasting
picture. Devon Scott and I
worked together at WMBD-
AM in Peoria, IL. When
asked what I had communi-
cated to her as a mentor, she
notes “patience” as well as
making the effort to rise
above negativism in the
workplace and look at the
bigger picture. Today, as news
director at WXNT-AM in
Indianapolis, she mentors radio stu-
dents at Purdue University and assists
in the writing of a staff manual for
Purdue Student Radio.

Recognize talent. Whether you are
an anchor, news director or reporter in
radio or television, be ready to provide
some teachable moments for someone
who has a genuine interest in broad-
casting. If they show native talent,
enthusiasm and a desire to learn, reach
out and help them, as, most likely,
someone did for you. That mentee
won't forget the effort, and neither
will you, the mentor.—
Michael Throop is an
anchor/reporter at KCMO-
FM in Kansas City, MO. A
Dominican monk in his for-
mer life, Throop knows a
about

\

thing or two

mentoring.
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Producing

Winning Weather

Producers can improve the forecast.

Your station may have a solid weather
team backed by the latest technology
and great promos, but there’s another
important strategy to winning weath-
er. Producers must embrace weather’s
importance and connect with meteo-
rologists to add value to newscasts.
“Weather 1s not a three-minute
recess,” says Heidi Gojkovich, execu-
tive producer at KCCI-
TV in Des Moines, 1A.
Gojkovich tells producers
that weather is number
one, major weather stories
deserve time, thought and
resources, and the mete-
orologist should be at the
center of the coverage.
“That takes a lot of
communication between

WGCL's Gene Norman (above) and KCCI's
John McLaughlin (top) make weather news.

the producer and the meteorologist,”
she says. “If there’s a storm moving
into the metro area, we know where
crews are to get the meteorologist the
elements he will want, and we work
closely with him to make sure he has
what he needs to tell the full story.”
During severe local weather, pro-
ducers traditionally focus on the sto-
ries from the field, discussing with the
meteorologist how much time is
needed for the breaking weather hit at
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the top of the show. To create or
maintain a strong weather image, pro-
ducers must weave the meteorologist
throughout the coverage and think of
inventive angles to showcase his skills.

The work doesn’t end when local
threats subside. Producers should seize
every opportunity to highlight their
weather team in the news block.
When weather delayed
the August landing of
the space shuttle
Discovery, KCCI includ-
ed an explanation by the
meteorologist. Reports
on the devastating
tsunami in Asia last
December got the same
emphasis.

“Weather people

a— |
Five Ways To Improve
Weathercasts

1. Share—Tell your weather team
about video on feeds or other infor-
mation to make the weather presen-
tation more interesting.

2. Commit—Make a pact to con-
sider weather a working part of the
format. This means reducing time
devoted to weather when local infor-
mation is routine and yielding as much
as needed when local weather threats
are critical.

3. Understand—Discuss your sta-
tion's weather brand with manage-
ment and then reinforce it.

4. Prepare—Meet with meteorol-
ogists, the news director and engi-
neers before weather systems develop
to learn the station’s capabilities.

5. Learn and lead—Keep up with
the latest technology to report and
distribute weather information and
volunteer to lead the project.
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By Paula Pendarvis

need to tell producers where their
expertise is and how they can add
value,” says KCCI chief meteorologist
John McLaughlin. “And producers
need to visit the weather office when
there’s a news story involving weather
or science.”

This concept of meteorologist as
station scientist 1s one McLaughlin
promotes as a retired chair of the
American Meteorological Society’s
Board of Broadcast Meteorology.
Joining him is Gene Norman, chief
meteorologist for WGCL-TV in
Adanta and chairman of the AMS
Committee on the Station Scientist.

At WGCL, Norman holds im-
promptu sessions to remind producers
what key weather terms mean. As
watches or warnings are issued, his
producers know when its time to
reshape the newscasts.

Norman also encourages producers
to learn about their stations’ weather
tools. This summer, WGCL lightning
detection system was put to use when
a news crew discovered that a house
fire may have been caused by light-
ning. A quick-thinking producer had
Norman provide his analysis to lead
the story.

“If 1 show them something our
computers can do, they may think of a
way to use it that we hadn’t thought
of before,” he says. “I’'m in my insular
world of weather and they’re in their
insular world of writing news, and
maybe the two can come together.”

At KCCI, Gojkovich says produc-
ers talk with their meteorologists
every day, and not just to write weath-
er teases. ‘“Your meteorologist will be
pleased if you’re working to help find
video and interesting tidbits,” she says.
“It will improve your relationship and
improve your newscast as well.”—Paula
Pendarvis, a news consultant and independ-
ent producer/freelance writer in New
Orleans, is married to!/WDSU-TV chief meteor-
otogist Dan Milham, Both evacuated safely
the day before Hurricane Katrina hit.

McLaughlin courtesy KCCI-TV; Norman courtesy WGCL-TV
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Buyer’s Guide

By Michael Murrie

Weather Tools

Technology keeps pace with the changing forecast.

Weather tools have made
news this year. A new fore-
casting model predicted the
landfall of Hurricane Katrina
72 hours in advance. A
portable digital device
enabled Kansas reporters to
deliver coverage when condi-
tions were too severe for con-
ventional ENG masts.

Better forecasting models
and precise neighbortood-
level forecasts have enabled
crucial information for view-
ers, not to mention more
comfort at countless picnics
and ballgames.

With this progress comes
more options for data, dis-
plays, forecasting computer

Tools for TV
A weather radar display sys-
tem called Doprad Fury
aetects a tornado vortex and
places an animated icon on
the display. An upgrade called
Photo-Realistic Maps places
the radar display over high-
resolution satellite images.
Advanced Designs Corporation:
812.333.1922 or www.doprad.com
The Weather Windows
radar control and display now
works on Linux, enabling fea-
tures including detection of
wind shear and other severe
weather phenomena. A
new Simultaneous Dual
Polarization Radar gathers

more data and better
compensates for clut-
ter. Enterprise Elec-
tronics Corporation:
334.347.3478 or
www.eecradar.com
Titan depicts
weather events and
neighborhood fore-
casts with high-
quality 3-D images \*=
using radar data. Its 2
forecast model gener-
ates precise 48-hour forecasts
of major weather events Its
Pinpoint Query allows a mete-
orologist to automatically call
up a data display for a specific
point of interest using a touch-

AccuWeather's Wireless
Weather sends radar
images to cell phones.

screen. WSI:
978.983.6300 or
wwwwsi.com
ESP Live, also out-

; fitted with a touch-
i1l screen feature, is a
severe weather sys-
tem that can display
3-D radar images
from up to five
Nexrad sites. The
Super MicroCast
forecast model accu-
rately predicted landfall of
Hurricahe Katrina within one
mile and five minutes of what
actually happened. Weather
Central: 608.274.5789 or
www.weathercentral.tv

AccuWeather’s Galileo and Baron Services’ Vipr track the path of a storm.

models and other products
and services. Here, we try to
make sense of the newest
choices in multi-platform
weather tools.

Exclusive 4-Hour Predictive Radar™
Now 4:23Pm

Storm Track
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8:23 PM
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ADC’s portable C-band Doppler
radar takes weather on the road.

WSTI’s Titan and Weather Central’s ESP Live are outfitted with touch-screen features.
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WSI’s PowerScreen can be customized on

station websites.

The new modules on the
Galileo weather animation
system analyze and predict
movement of severe weather.
Predictive Radar uses the look
of radar to show viewers the
path of severe weather for the
next four hours and is more
accurate than numerical
models, according to the
company. AccuWeather:
800.566.6606 or
www.accuweather.com

The updated Vipr system
has a feature called MicroTrac
that takes the viewer through
an area in the path of a storm,
highlighting important loca-
tions such as hospitals or
malls. Baron’s new air quality
forecast model incorporates
ozone and particulates read-
ings, areas of increasing con-
cern for asthma sufferers.
Baron Services: 256.881.8811 or
www.baronservices.com

TV SelectWarn displays
new National Weather Service
geocoded (latitude/longitude)
storm warnings that are more
precise than countywide
warnings. The system also
shows current ground confir-
mation of storm damage,
rainfall amounts, lightning
and natural hazards such as
fires and earthquake shaking

areas. WeatherData: 316.265.9127
or www.weatherdata.tv

On the Web

WeatherBug, AccuWeather
and others deliver station
weather reports to viewers’
desktops. WSI's PowerScreen
can be customized to include
station branding, advertising
news and weather. Weather
Central’s MyWeather can gen-
erate a forecast for a specific
location, such as a high school
football game, or a general
area using a clickable map.

On DTV Sub Channels
AccuWeather, Weather

Weather Resources

)
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WeatherData’s Storm Hawk uses GPS technology in
the field.

Central, Weather Metrics and
WSI and athers provide servic-
es that program one or more
digital secondary channels
with constant weather pro-
gramming.

WSI's PowerStream DTV aGan
leverage up to 25 streamed
versions of the DTV channel
tc the Internet. For example,
the DTV display could be com-
bired with internet data for
adson a kiosk in a point-of-
purchase context such as
anauto dealer or mall.

Weather Metrics offers
24x7 Weather.Net, an auto-
mated content management
system that integrates infor-

For the latest in weather technology, check cut these vendots.
AccuWeather: 800.566.6606 www.accuweather.com
Advanced Designs Corporation: 812.333.1922 www.doprad.com

AWS Convergence Technologies: 800.544.4420
www.weatherbug.com

Baron Services: 256.881.8811 www.baronservices.com
CDR Software: 408.461.0277 www.cdrdev.com

Enterprise Electronics Corporation: 334.347.3478
www.eecradar.com

Weather Central: 608.274.5789 www.weathercentral tv
WeatherData: 316.265.9127 www.weatherdata.tv

Weather Metrics: 800.869.6629 wwwweathermetrics.com
WSI: 978.983.6300 www.wsi.com
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mation from multiple sources
and displays it for a cable or
DTV sub channel. Weather
Metrics: 800.869.6629 or
www.weather metrics.com

On the Move

AccuWeather’s Wireless
Weather can send radar
images to many cell phories
with the ability to zoom and
alert the subscriber of devel-
oping weather. The program
is free to stations with co-
branding and sharing of wire-
less subscription revenue.

WeatherBug Zoom shcws
on-air data and images from a
proprietary network of 8,000
neighborhood data-gathering
stations nationwide at schools
and government facilities.
Zoom can alert station per-
sonnel via Internet or text
messages when conditicns
at designated data stations
exceed thresholds set by the
staff. AWS Convergence
Technologies: 800.544.4429 or
www.weatherbug.com

Advanced Designs
Corporation’s new Super
Tactical System, a portable C-
band Doppler radar including
alight radome, tripod and
transport case, allows stations
to take weather reports on
the road.

WeatherData's Storm Hawk
acts as a personal digital assis-
tant with Global Positioning
Satellite technology. The PDA
quickly records site data and
images in the field and trans-
mits them back to the station
togoonair.

Michael Murrie is a professor

at Pepperdine University in
Malibu, CA. You can reach him at
michael.murrie@pepperdine.edu.
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THE QUESTION:
The local police
department asks you
not to air exclusive
images related to

an ongoing murder
investigation. Do you
comply or air the

images?

Send your Tough Calls ideas
to toughcalls@rtnda.org.
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SANDY BOONSTRA
Assistant News Oirector
WTVF-TV

Nashville, TN

The first thing | would do is discuss
the situation with the reporter
doing the story and try to deter-
mine how legitimate the request
really is. L would not simply take the
request of the police department
at face value. | would want to make
sure the source is one of authority. |
would also want to be clear about
the consequences if we went with
the story Having said that, | do
respect and value having a good
working relationship with the local
police. Fartunately, NewsChannel g
has deveioped dependable sources
within the local police department,
so there is a trust at stake as well
as a story. While every news direc-
tor gets excited about having an
exclusive, { would proceed with
caution, especially if we are told
the story would jeopardize the
investigation. | would discuss other
options with the reporter. it may
not have to be an all-or-nothing
decision. Maybe there is a way to
air a portion of our exclusive mate-
rial without jeopardizing the inves-
tigation. if not, | would hope that
the images we have would hold a
few hours, or even days. The bot-
tom line is ! would try to find a way
to keep our exclusive and at the
same time maintain the trust we
have worked so hard to build with
the local palice.
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WO000Y COATES
Assistant News Director
WWBT-TV

Richmond, VA

The decision to air the pictures or
comply with the request has to be
based on the police department’s
reasoning.“It will interfere with our
investigation”is not enough. The
department must offer solid evi-
dence as to how the broadcast will
hurt them. There have been times
when we have decided not to aira
suspect’s “mug shot” because the
police have not finished their sus-
pect lineups. This is a logical and
reasonable request. Broadcasting a
photograph could certainly affect a
victim’s memory. There have also
been times when we have been
asked to move a live camera or
helicopter shot because the police
knew the “bad guy” was watching
us on TV. Broadcasting pictures of
police locations could give the sus-
pect information that might com-
promise an arrest. More often we
hear,“We are not ready to release
that information yet.” That response
should cause us to dig deeper.

We know we are on the right track.
In my experience, both police
departments and journalists have

a common goal. Both want a safe,
informed community. Whether the
pictures are “exclusive” or not, the
decision must be based on whether
the community is served by their
broadcast. That decision can only be
made when law enforcement is up
front about its case and trusts the
photographers, reporters and pro-
ducers involved. Good sourcing is the
most important tool in journalism.

LEE ELDRIOGE
News Oirector
WROC-TV
Rochester, NY

While the question is vague and
leaves open many unknown circum-
stances, this tough call occurs more
often than ane would think, espe-
cially ir. today's aggressive approach
to investigative journalism. If the
images interfered with what is soon
to be an arrest, if they put an officer
or citizen in danger or caused relat-
ed criminals to be tipped off and
escape the law, then | would assure
law enforcement that the news
operation wauld hold and not air
those images until a later date. But |
would hope to build such a relation-
ship with law enforcement, and the
DA office, that when we comply
with such matters and sacrifice
such exclusivity, in turn, we be given
advance notice to the break in the
story.| have even gone to the police
in advante, making them aware of
sensitive material they did not
know we had, only to be granted an
exclusive insider or embedded posi-
tion. This advanced the story even
more, but did?wot interfere with jus-
tice. If executed, positioned and
branded properly within the news-
cast content, the news operation
can benefit evn more from this
approach tharl from just airing the
original images. As a result, the
story and howiwe handled it will
weigh much heavier and more posi-
tive with the public. The station and
its news cperation will be seen as
more credible, responsible and
trustwortny in the eyes of its exist-
ing and future audience.

Boonstra courtesy WTVF-TV; Coates courtesy WWBT-TV; Eldridge courtesy WROC-TV
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