INTRO

Good morning.

Thank you President Larson.
And thanks to all of you for being here as we begin a new academic year.

I am very glad to be here today.

During my career, I’ve spent more time writing speeches than I have giving them.

And one of the things that we as speechwriters try to stay away from is starting speeches with comments like, “I’m glad to be here.”

According to Joan Detz, who wrote an excellent book about speechwriting: 

“Almost every run-of-the-mill speech begins with something like, ‘It’s such a wonderful pleasure to be here today.’

“Who is this speaker trying to kid?” she asks. “Since when is speechmaking such a pleasure?”

Well, I am not trying to kid anyone; I truly am happy to here and to have the opportunity to speak with you about media bias in the political process.
For me, this is somewhat of a milestone in my academic career – an academic career that began after I had spent more than 25 years working professionally in journalism and public relations.

When I returned to school in 2003 to seek a Ph.D. in media studies, I felt pretty comfortable about where I was professionally.
At the time, I was the Governor’s Deputy Communications Director.  I also had had a successful career as journalist.

But when I started taking classes that forced me to take an academic look at what I had done professionally, I realized I didn’t know as much as I thought I knew…

· about the media
· about government 
· and about how they interact to impact all of our lives.

I struggled through my first few courses, but eventually I started putting all the different pieces together. 

In my classes, I began to use experiences from the various jobs I had held to illustrate the concepts my professors presented about the field of media studies.

And in my job at the Governor’s Office, I found practical applications for the theories we discussed and debated in class.

In my work and in my studies, I have tried to bridge the gap between the intellectually challenging material my professors present in the classroom and the professional challenges that confront me in the workplace.
As a relatively new member of the academy, I’ve found it rewarding to earn a good grade in class, to present a paper at a conference and to have my research published.

Along the way, I have developed a tremendous sense of admiration for professors and their research and their scholarship.

And this is why the opportunity to be here today – to speak with a distinguished group of individuals who are devoted to education, research and scholarship – truly is an honor.

OVERVIEW
We have an intriguing topic – and given the time, a most important one too.

Media bias in the political process.

In terms of the political process, what can be more important than choosing the individual who will lead our nation for the next four years?

Especially today with the war, the economy, healthcare, and so many other daunting challenges on the agenda?

And perhaps that is why -- according to research conducted by the Pew Research Center’s Project for Excellence in Journalism -- the media has paid more attention to the presidential campaign than any other issue for the past nine months.
Later today, we will witness history when Barack Obama accepts the Democratic Party's nomination for president, marking the first time that an African-American will be the presidential candidate of one of our nation’s major political parties.
This is a significant event for all Americans, not just for Democrats or African-Americans. 
Regardless of one's political ideology or ethnic background, the fact that a minority could potentially become the nation's chief executive shows that Americans and their attitudes have changed.

By no means does this mean racism is behind us. 
Or that African-Americans have attained equality. 

What it does mean is that large numbers of Americans have been able to look beyond race to make their decisions on whom to back for president. 
This is a positive development for our nation and our democracy. 
Whether we choose to support Barack Obama or John McCain, these are decisions that should be based not on a factor such as race, but rather on who we believe is the best candidate to lead our nation for the next four years.

Although Obama's nomination will be the most historic development to date in the 2008 presidential campaign, it will be just one of many significant "firsts" to take place on the road to the White House this year.

Hillary Clinton's campaign for the Democratic nomination fell short, but her candidacy also broke new ground. 
The fact that she won several primaries and received some 18 million votes shows that voters also were looking beyond gender when they went to the polls.

With candidates such as New Mexico Gov. Bill Richardson (a Hispanic) and former Massachusetts Gov. Mitt Romney (a Mormon) also among the Democratic and Republican primary contenders, Americans had a field of candidates that more than ever before reflected the varied demographics of our nation.

We also had the longest presidential campaign in history. 
By early 2007 - more than 18 months before Election Day - several candidates already had officially entered the race. 
Debates began in April 2007 and continued on a regular basis throughout the year and well into 2008.

With the campaign beginning so early, and with debates taking place frequently and in varying formats (including YouTube debates that allowed voters to submit video questions to the candidates), the American people had a convenient and unprecedented opportunity to get to know the people running for president.

We saw Hillary Clinton choke up, Mitt Romney discuss religion and former Alaska Sen. Mike Gravel complain about being ignored in the debates. 
Chuck Norris became an onstage fixture with former Arkansas Gov. Mike Huckabee, and former Tennessee Sen. Fred Thompson's long-anticipated entrance into the race turned out to be a disappointment.

Although some pundits speculated that the long campaign would bore the American public (or at least those outside the Washington Beltway), the primaries actually raised interest in the campaign and the candidates, and they encouraged greater voter participation. 

In New Jersey, more than 1.5 million people, representing about 35 percent of the state's registered voters, voted in the Feb. 5 primary. This was the highest percentage for a primary in New Jersey in nearly 70 years.

Clearly, this has been a history-making campaign. 
History will continue to be made during next week's Democratic National Convention and beyond, regardless of which candidate ultimately prevails in November.

Has there been bias in the media’s coverage of this historic presidential campaign?
I’m sure there has.

· More than 4,000 daily newspapers in the U.S.
· Over 15,000 TV stations
· Add in satellite radio
· Internet news sites
· Blogs

I’m sure you are going to find bias in more than a few of them.
How often do we hear that the media has a liberal bias?

Or on the other end of the spectrum, there are those who believe the media has a conservative bias because news organizations are owned by large international corporations?
The truth is probably somewhere in the middle.
My first job was at a weekly newspaper – the Montclair Times.

And I quickly learned to dread Thursdays because that was the day the paper was published and more often than not when the phone rang, it was someone calling to complain about something they didn’t like in that week’s issue.

At the time, a veteran journalist I knew told me, “Wait until you get to a daily; they’ll call everyday.”

Another thing he said was that when people on both sides of an issue call to complain about a story you’ve written – while it’s not the most pleasant experience to be on the other end of those calls – it probably means you’ve done a fair job of reporting that story.

And by and large, I believe that is what is happening in the media industry today -- on a much larger scale.

I do not believe there is widespread bias in the media today.

That puts me at odds with large segments of the American population.

According to the Pew Research Center, most Americans believe the news media is politically biased, that its stories are often inaccurate and that journalists do not care about the people they report on.

And this is part of trend that has been getting worse each year for the past two decades.

In the PEW study:

· 55 percent of those polled said journalists are often inaccurate.

· 53 percent said they do not care about the people they report on

· 55 percent said the media is biased.

· 66 percent said they were one-sided.

· 63 percent said they try to cover up their mistakes.

· Less than half said the press is moral or protects democracy.

These are just attitudes and opinions; perception of bias is an extremely subjective matter.

But if the majority of Americans feel the media is biased, then it is incumbent on us to take a closer look at the news industry.

And while I may not believe there is widespread media bias in the news industry today, I do believe that there is plenty that is wrong with the media...

… And that these problems have a strong and negative impact on the quality of the news we receive.

So today I plan to share with you my views on the media – from the perspective of one who spent the first part of my career covering news as a reporter, the second part working with reporters as a public relations or communications official, and the third part as a media scholar trying to make some sense out of everything I’ve done to date in my professional life.

I do this with the goal of making all of you better consumers of the news because unfortunately there are no easy answers.

I can’t tell you that newspaper A or TV station B is where you will find balanced, unbiased news coverage.

Today more than ever it is important for us to understand how the media works, who is trying to spin who – and why.

And we need to learn what we must do to cut through the spin to educate ourselves so that we can make informed decisions – such as who is best to lead our nation for the next four years.

Jim Katz, one of my professors at Rutgers, once told a story about driving a car that is relevant to our discussion today.

Most of us don’t know how or why an automobile works – what makes the engine run, the spark plugs spark, the brakes stop…

But when we turn the key on, we are confident that the car is going to work and get us to wherever we are headed.

With the media, we are all consumers – of newspapers, magazines, TV, radio, the internet…

Yet most of us don’t know how the media operates.

So just as the more you know about how a car operates, the better driver you will be; the more you know about the media, the better off you will be in terms of making informed and educated decisions.

I know we have time set aside for questions at the end of my talk, but I will tell you what I tell my students. 

Feel free to ask questions at anytime during my presentation, especially if there is a term I use that is unfamiliar.

All of us, in our respective fields, sometimes fall into the trap of using buzz words or phrases that may only make sense to our immediate colleagues.

If you do have a question, I only ask that you speak up.

When I was a journalist, I spent a few years working as a music critic which – among other things -- involved listening to a lot of loud music in very small clubs.

It was a fun job at the time, but now that I am older, I fear that I’m paying the price with my auditory skills.

PROPAGANDA MODEL

For me, one of the best vehicles that I have found for explaining the problems with the media is a 1988 essay called “A Propaganda Model”

It was written by two professors -- Edward Herman and Noam Chomsky.
In it, they describe, and these are their words: “a system in which money and power are able to filter the news, marginalize dissent, and allow the government and private interests to get their messages across to the public.”
They said these types of systems are obvious in totalitarian nations, but less evident in democracies. 
Herman and Chomsky identified five filters through which news passes before it reaches the public. 
Their essay described each filter, explained its historical origins, and provided examples to illustrate how they work together to create a propaganda system.
Since the initial publication of “A Propaganda Model,” Herman and Chomsky have continued to demonstrate that the filters play a powerful role in the news delivery process. 
In 1996 in an essay titled “The Propaganda Model Revisited,” Herman contended that the filters still provided an accurate explanation of media behavior and performance and that they had become even more important.
Similar opinions have been expressed frequently by political economists such as Ben Bagdikian and Robert McChesney.
In some of my work, I have applied the Propaganda Model to the news media in New Jersey and found that it was right on the money.

So today, I would like to summarize the Propaganda Model and examine the five filters as they apply to today’s media to show you some current, specific examples of practices that impact the content and quality of the news the public receives. 
I’ll use several examples from my experiences here in New Jersey to help you understand how the propaganda model functions on a larger scale in the political process.
I plan to concentrate on the first three of the filters, which involve ownership, advertising, and news sources, because they are most relevant to our discussion.
But I also will touch upon fourth filter – flak, which is something that, for a full discussion, would require more time than we have this morning.
The fifth filter - anti-communism, on its surface it is outdated, but the thought process underlying its premise has some validity today.
Filter 1. Size, ownership, and profit orientation filters of the mass media
Herman and Chomsky use longer titles for their filters than what I had on the previous screen.

Because the cost of owning and operating a newspaper, television station, or any other media outlet places ownership beyond the reach of all but the very wealthy, media ownership is becoming concentrated among fewer and fewer large corporations. 
And since newspapers and radio and television stations are owned by corporations, their priority is to turn as large a profit as possible, not to report the news in a fair and comprehensive manner. 
In New Jersey, the magnitude of media consolidation is clear.
Our state had 33 daily newspapers in 1970, most of them independently-owned. 

Today, there are 18, and 12 of them are owned by two of the nation’s largest chains - the Gannett Company and Advance Publications.  

The other daily newspapers in our state are owned by smaller chains.

I’m using print media as an example because we have no major television stations in our state.

The television and radio stations with the largest New Jersey audiences are based in New York and Philadelphia.

If you want to see just how concentrated media ownership is on the national level today, spend a few minutes at the Columbia Journalism Review website – cjr.org.

There is a section there labeled “Resources” and you can choose a corporation – Viacom, Newscorp, Disney – and view a list of its holdings.

Just to give you an idea of the size of these corporations…

· Viacom owns the CBS network as well as 30 cable television stations, including MTV, VH1, Comedy Central and Nickelodeon. The company also owns Simon & Schuster, Blockbuster video and Paramount Pictures
· Newscorp owns the Fox Network, 20th Century Fox motion pictures and nearly 30 newspapers, among them the New York Post and the Wall Street Journal. Newscorp also owns several book publishing companies and percentages of the Los Angeles Lakers and the Staples Center.
As you see, these corporations don’t just own news organizations. 
Their holdings include theme parks, sports teams and more.
Here’s a photo I took when the New York Mets were playing the Cincinnati Reds earlier this baseball season.
You may be wondering what this picture has to do with the news media.

It’s actually a good example of just how diverse the holdings of media companies are today.
In the background behind the batter is an advertisement for Career Builder, the nation’s largest online job site.

CareerBuilder is owned by the Gannett Company, which publishes 85 daily newspapers, including USA TODAY and the six New Jersey dailies I showed you on an earlier screen. 

Among Gannett’s other holdings is partial ownership of a baseball team that just happens to be the Cincinnati Reds.

What does all of this have to do with the quality of the news we receive?
Think of it this way.

Let’s say you’re Bob Iger, the CEO of the Walt Disney Company.
I’m sure we’d all like to have his money.

But look at things from a business perspective.

Disney owns the ABC Network.

When you put the company’s money into a nightly news program, you produce a product that airs once and then has to be created again.

On the other hand, if you put the company’s money into something like the Lion King, you produce a product that costs millions to develop – but earns it back quickly – and repeatedly -- at the box office without having to create it again.

All told, the original Lion King film grossed $328 million at the box office.

But that was just the beginning.

Here are some of the ways that original investment continued – and still is continuing – to generate revenue.

The VHS tape of the Lion King is one of the best-selling videotapes of all time.

Four and half million tapes were sold in 1995 on the first day they were available.  All told, 30 million copies were sold.

A few years later, with the advent of DVDs, the film was released on DVD and sold two million copies on the first day it was available.

Pretty soon – maybe in time for Christmas – it will be released on the latest format – Blu-Ray disc.

Add to this soundtrack albums, Lion King toys and games, Lion King attractions at the Disney theme parks and a hit play that has been running on Broadway for more than 10 years and now has touring company performing allover the world.
This may be an extreme example, but it’s one of the primary reasons why news organizations are being stripped to the bone so that they can produce the news as inexpensively as possible.

Obviously, this has negative implications on the quality of news.

News organizations can cover fewer stories and what they can cover is covered in less depth – often without the questioning and skepticism that good journalism requires.
The newsroom staff is under greater pressure and generally is much younger, meaning there is less institutional memory and less knowledge of the community, of how to gather news and the history of individual beats. 
There also are fewer editors to catch mistakes and to mentor young reporters.
The news also becomes homogenized as a result of media consolidation.
Let’s look at how this works in New Jersey.
Gannett owns six papers.

So when the state passes its budget, the same budget story appears in all six of the Gannett papers.
It’s a broad, general story about the budget.

There’s nothing specific in the Courier-Post about programs being cut in Camden…

Or in the Asbury Park Press about funding for shore protection.

Filter 2. The advertising license to do business
Advertising impacts the news on several levels. 
Media outlets cannot survive without the money that from advertisements generate, so the news organizations gear their coverage to attract audiences that will patronize their advertisers. 
And the audiences they are looking for are people with buying power -- affluent audiences that spark advertiser interest.
I want to read you two short excerpts from the media kits that two New Jersey newspapers use to encourage businesses to advertise with them.
From the Asbury Park Press:

· Our newspapers are the Jersey shore's most powerful local medium for effective print advertising, reaching more New Jersey adults with purchasing power than any other local newspapers. Our newspapers are the best way to connect with consumers ready, willing and able to buy.

From the Bergen Record:

· Our market is an area of unprecedented wealth and retail sales. The Median Household Income is $68,737, 11 percent higher than the statewide median of $61,266. More than a third of all households in our market have incomes of $100,000 or more. The market's 1.4 million adults are primarily concentrated in demographic groups that reflect the region's wealth.
In my job at the Hall Institute, I’m always trying to get reporters to write about our studies and reports.

A few years ago, we released a really interesting study on Medicaid that was conducted by Sherry Glied, one of the top health care experts in the nation.

I couldn’t get anyone to cover it.

One reporter who I know well told me, “Rich, my editors do not want any stories about senior citizens. They’re not who we’re trying to reach.”

One final point on advertising.

Not only do the media produce stories that appeal to affluent audiences, they also tend to avoid controversial topics for fear of offending advertisers and losing the economic support that sustains their businesses.
Filter 3. Sourcing the mass media news
In their continuing effort to produce a product as inexpensively as possible, the media have entered into a symbiotic relationship with powerful sources of information such as government and large corporations. 
This means they use their limited resources in locations where it is economical and convenient to obtain news. 
They establish news bureaus in and around government centers; they regularly cover government meetings, and they routinely turn to government officials as sources. 
And government has seized upon the opportunity to use the news media to further its ideology by creating huge public relations operations that churn out press releases, stage press conferences, and offer quotes to make the job of the journalists easier and more cost-effective. 
Conversely, small groups and organizations with divergent opinions have less opportunity to use the news media because they lack the resources of government and large corporations.
That’s a lot of information. 
Let me use another New Jersey example to illustrate it.

On the second floor of the New Jersey State House, there’s a rotunda.

On one side is the Governor’s Press Office, where I worked for three and half years.

On the other side is something called Press Row, where most of the state’s daily newspapers have news bureaus.  
It’s also a place where I worked for several years.

There’s about 20 feet separating Press Row and the Governor’s Office.

So here’s how that symbiotic relationship works.

For the news organizations, it is easier and less expensive to do your job when all you have to do is walk across the hallway to get a comment from the Governor’s press secretary.

Or walk down a flight of stairs to go to a Governor’s press conference.
For government, you have 15-20 news outlets right in your building.

You can hand-deliver press releases to reporters, pitch stories face-to-face, and even leak information selectively.

But if you’re a grass roots organization here in Toms River, it’s going to be a lot more difficult to get the press to cover your activities.
You’re going to have to convince news organizations that it’s worth their while to send someone here from Asbury Park or Trenton or Newark to come to Toms River for your press conference.

Filter 4. Flak and the enforcers
Criticism of the media, whether organized or unorganized, impacts news coverage. 
Not only does it create an uncomfortable situation for the media outlet receiving the criticism, it also brings with it the economic costs involved in defending its practices in court, before government, and before the public at large. 
Therefore, flak or merely the fear of it and the resultant cost becomes a determining factor in the production of news.
I’ll use some New Jersey examples again.

When I was a reporter, I had an editor who would never send a staff person to cover a pro-choice or a pro-life rally.
We’d run a story on the event, but it would be a wire story from Associated Press, so if anyone called to complain, she could tell them, “That wasn’t written by one of our reporters.  It’s an AP story.  If you feel it was unfair, here’s a phone number you can call.”
In some ways, we have a situation involving flak with this man.

Chris Christie – the U.S. Attorney for New Jersey.

He’s made fighting political corruption his priority.
He’s earned convictions against more than 100 New Jersey politicians and he is considered a likely Republican candidate for Governor in 2009.

Democrats feel he’s used his office unfairly to build a campaign for Governor.

Among other things, they contend that he’s gone after more Democrats than Republicans, that he’s launched unwarranted investigations just to raise questions about Democratic candidates and that his office regularly leaks damaging information knowing that they can get away with it by limiting their public comments to “Our office neither confirms nor denies that an investigation is underway.”

So far, reporters have been reluctant to raise these questions in print or on the air because his office is such an important source of information they don’t want to be cut off.
Or see stories leaked to their competitors while they get scooped.

Filter 5. Anti-communism as a control mechanism
Because communism was viewed as .the ultimate evil at the time Herman and Chomsky authored “A Propaganda Model, public figures and organizations steadfastly avoided anything that would remotely hint of support, or even sympathy, for communist nations, leaders, or ideals. 
For the media, fear of communism framed the news in black and white terms, and legitimized news practices that supported anti-communism.
Similar framing can be seen today with the media’s approach to issues such as terrorism, homeland security and patriotism.

Think back to the build-up to the war in Iraq.
The nation was still stinging from the September 11 attacks. 

Their were strong sentiments of patriotism and revenge.
And the press did not aggressively challenge the Administration’s contention that we had to go to war because Sadaam Hussein had weapons of mass destruction.
BIAS

While these filters – at least to me – provide a pretty good overview of the major problems with the news media today, let me say a few words about bias.

In principle, objectivity is a fundamental characteristic of journalism. 

In reality, it is impossible for journalists to be completely objective because the nature of reporting requires that they determine which stories they will cover and which they will ignore, what information they will include or exclude, and how they will organize facts and make other decisions that frame the news for the public. 

Even in the case of a town council or school board meeting, the reporter is making decisions about which items he or she feels are most important to include in the story, which one will be the lead of the story, which ones won’t even be included.

So yes, as I said earlier, bias surely does exist.

But before you jump to conclusions one way or the other, make sure you have all your facts.

Before Hillary Clinton dropped out of the presidential race, her supporters were critical of the media, charging that sexism colored much of the coverage of her campaign.

Clark Hoyt, the Public Editor of The New York Times, checked into the complaints that had been directed at The Times and discovered that most of then were directed not at news reporters who covered the campaign, but at a columnist, whose job is to write pieces with strong opinions.
And an actual content analysis of the newspaper’s coverage showed little evidence of sexism.

I’ve spent a good part of this summer researching media coverage of the Vietnam War.
A common belief is that the media was responsible for eroding public support for American involvement in Vietnam by presenting a negative picture of the war through news accounts that included – for the first time in U.S. history – graphic images of death and destruction broadcast on nightly newscasts that families watched in their living rooms. 

But those who have taken the time to conduct detailed and thorough content analyses of the news coverage during the Vietnam War have found a different story.

Their research has shown that news reports usually echoed the party line, whether it was being delivered by generals in Vietnam or government officials in Washington, D.C.

Criticism always should be placed into context.  
People often cite a few egregious examples of poor reporting and imply that it defines the whole spectrum of media coverage.
STORYLINES

One way that bias creeps into the media – often unintentionally – is the press’ penchant for accepting and perpetuating storylines that make good sense and good copy.

In her book “The Press Effect,” Kathleen Hall Jamieson devotes a chapter to what she calls “The Press as Storyteller.” 
In it, she uses several examples to illustrate how journalists can err in their reporting. 
Jamieson contends that, when there is a compelling narrative surrounding an issue, reporters can miss facts and frame stories to fit that narrative.

To quote her directly:

“The press both covers events and, in choosing what to report and how to report it, shapes their outcome.”

One example she cites is the Willie Horton ad that was used against Michael Dukakis in the 1988 presidential campaign.

Willie Horton was no angel.

He was convicted as an accessory to a felony murder, but was eventually let out of jail on a furlough program in Massachusetts, where Dukakis was governor.

While on furlough, he took a couple hostage, stabbed the man and raped the woman.

As I said, he is not an angel, but the Bush campaign took the facts of this case and embellished them even more as part of their efforts to make Dukakis look soft on crime.
He went from being an accessory to a murder to the actual trigger man in the crime.

He went from being someone who was let out of jail legally on a furlough program to a murderer who was set free before he was even eligible for parole.

And yes he did commit serious crimes after he was furloughed, but he did not “murder again” as the Bush campaign repeatedly suggested. 

And the press never questioned the embellishments because they sounded plausible and completed a dramatic narrative.
In fact, Horton went from being “William Horton” as he had been known all of his life, to “Willie Horton” because the Bush campaign called him “Willie” in the TV ad and on the campaign trail.

In deference to anyone here named “Willie,” Jamieson suggests that the name “Willie” sounds more lower class, more criminal and more “black” to reporters and therefore coheres with the narrative concerning his crimes.

Another example she cites is the disputed 2000 presidential election between George W. Bush and Al Gore.

Jamieson contends that the frame became one in which Bush was perceived as the winner and Gore as the challenger, even though there was no clear-cut winner. 
This in effect made it more difficult for the Gore team to gain support.
By framing stories in this manner – whether or not intentionally – journalists have the ability to shape events.

Over the course of the 2008 presidential campaign, the press has seized on many popular storylines. We had:
· Fred Thompson as the candidate who would topple the GOP field as soon as he entered the race

· John Edwards – and this is before the revelations about his affair -- as a man who cared more about $400 haircuts than the middle American families to whom he tried to appeal.

· Mike Huckabee as the dark horse candidate who just might have an impact on the race.

The storylines were most evident in the Democratic primary.

Hillary Clinton’s narrative was that she would do anything to win.  
She’s manipulative, calculating and programmed.

On the other hand, Obama is seen as being authentic, honest, charismatic and an agent of change.

To a large extent, this colored the coverage.
Clinton supporters claim – probably with some justification – that she was treated unfairly by a press corps that held her to higher standards than Obama.

Obama supporters counter that it’s wrong to blame the press and that the Clinton campaign failed – in large part – because of unsuccessful strategic decisions.

As CBS political correspondent Jeff Greenfield observed:

“Throughout this campaign, people’s perception of the press has been in line with what they wanted to happen politically.  If my person lost, the press did a bad job.”

CONCLUSION

So what does all this mean?
As I said earlier, it means more responsibility for us.

We have more news outlets than ever.

And no one is going to sort out the good, the bad and the ugly for you.

To make intelligent, informed decisions, we need to be open to all viewpoints.

One of the downsides about all the media outlets available today is that we can choose to never read, listen or view anything with which we disagree.

If you lean to the right, you can get what you want from Fox News.

Lean to the left and you’re likely to have much in common with MSNBC.

Some of my colleagues in the Ph.D. program at Rutgers looked at this issue a few years ago and found that 38 percent of Americans prefer to get their news from sources that reflect their own point of view.
And they concluded that as more and more people begin selecting their media based on partisanship, individuals will become more fervent in their own belief systems without ever regarding contradictory information.

When there were fewer news outlets than we have today, we had no choice but to be exposed to different perspectives and ideologies.

Today, we have to make a conscious effort to do this.

And I’m a firm believer in getting as much information as possible – from as many different and divergent sources as possible – and then making up my own mind instead of having someone else do that for me.
Think about it.

You probably go through a process like this when you buy a house, a car or a computer.

Surely, we should do the same when we’re deciding who to support for president, where we stand on the war, the economy or healthcare, or even whether we should support a local referendum our town council is considering.

So I leave you with a challenge of sorts.

Watch the news on a different station tonight.

Or read a different newspaper tomorrow morning.

Visit the websites for the Columbia Journalism Review, the PEW Research Center or one of the other organizations regularly producing research, analyses and critiques of the news media.

Or just watch a few episodes of the Daily Show or Colbert.

The bottom line is that there is more information available to us than ever before.
Take advantage of it to make the best decisions you possibly can.

So with those words, I thank you once again.  
I’ve enjoyed speaking with you.  
I hope it has been enjoyable and educational.  
And in the time remaining, I’ll be happy to answer any questions you may have.
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