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Program Scheduling

DISCONNECTED: Politics, the Press and the 
Public premieres on PBS stations on Friday, 
June 2, 2000 at 9 PM ET (check local listings).

Video Ordering Information

DISCONNECTED: Politics, the Press and the 
Public is available on videocassette from:

Films for the Humanities and Sciences
P.O. Box 2053
Princeton, NJ 08543-2053
Phone toll-free: 800.257.5126
Web site: www.fi lms.com

Video Taping Rights

Off-air taping rights of DISCONNECTED: 
Politics, the Press and the Public are available 
to educators for one year following each 
broadcast release.

Dear Viewer,

The election process in our country has always been a fascinating puzzle, 
and the role of our free press has always been a critical piece of that puzzle.  
Today, a new media environment is making campaign coverage increasingly 
instantaneous and pervasive, and this is raising provocative questions.  As we 
read and watch the news about the presidential election we have to wonder – 
“Whom do I believe?”  “What do I believe?”  “What stories get covered?”  “Who 
decides?” and “How does the media affect the election process?”   

These types of questions and their significance to our democracy prompted 
The Fred Friendly Seminars to produce “DISCONNECTED: Politics, the Press 
and the Public.”  The program challenges you to think about the different 
points of view that politicians and the press bring to a campaign and our 
responsibilities as media consumers and citizens.  We have designed this 
Discussion Guide to support your efforts to engage these issues and to inspire 
activities in your community and school.  We hope you will get a dialogue 
started about media coverage that can make a difference in connecting the 
public and the election process.

At Fred Friendly Seminars, we want to use the Internet as a forum to share 
ideas, so report back to us on what you did in your community or school, what 
came out of these efforts, and what you learned.  We’ll post what you tell us on 
our site at www.fredfriendlyseminars.org as part of our effort to connect!

We look forward to hearing from you.

Ruth Friendly
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Dramatic changes in the news media over 
the last decade have created a new kind of 
campaign coverage, and the press, politicians 
and the public are increasingly uncomfort-
able with the impact of this voracious news 
machine. Traditional news sources like daily 
newspapers and network news programs 
now compete for scoops with 24-hour cable 
news channels, and rumors turn into news 
as fast as they surface on the Internet. In this 
over-heated media environment, politicians rely 
on image consultants and pollsters to shape 
their message and insulate them from an 
onslaught of journalists looking for an exclu-
sive story.  The public decries tawdry cover-
age, but delivers a ratings bonanza when the 
latest scandal erupts.

With voter turnout in national elections at 
an all-time low, is the media part of the prob-
lem or just a mirror for America’s new politi-
cal realities? DISCONNECTED: Politics, the 
Press and the Public peels back the head-
lines to look at the process driving campaign 
coverage. Using the signature Fred Friendly 
Seminar format, a panel comprised of lead-
ers in journalism and politics reveals the 
economic pressures, personal agendas, and 
professional judgements that are shaping 
what America learns about its candidates.

This Discussion Guide includes

the following:

●  Brief biographies of the panelists.
●  An introductory group exercise 

based on two hypothetical scenarios 
to generate discussion.

●  Recommended program segments 
for group viewing and questions to 
encourage critical thinking and dia-
logue about the issues.

●  Resources, including organizations 
and Web sites that will be helpful 
in learning more about the issues
discussed in DISCONNECTED:
Politics, the Press and the Public.

PRODUCTION PHOTO  
TO COME

P R O G R A M  D E S C R I P T I O N

Panel discussion in progress
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Congressman Bob Barr has represented Georgia’s Seventh Congressional District in the United 
States House of Representatives since 1995.  He has been recognized as one of the top 50 legislators 
in the House and Senate by Congressional Quarterly magazine, and as one of the “25 Most Power-
ful and Influential Georgians” by Georgia Trend. 

Joan Blades is the co-founder of the Internet activist group MoveOn.org, which has organized 
various political action events involving thousands of volunteers. A software-industry veteran, 
she previously founded the leading software entertainment company Berkeley Systems.

Mayor Bill Campbell is Atlanta’s third African-American mayor. He has served Atlanta for seven 
years promoting his vision for a New Atlanta. The city’s revitalization has emerged as a model for 
other cities in the United States.

Chuck D is a recording artist who serves as the leader of the seminal rap group Public Enemy. He 
co-founded the Web site Rapstation.com, a global hip-hop community resource.  Chuck D works 
with his nonprofit organization REACH, The Creative Coalition, and is a member of the Board of 
Directors of “Rock the Vote.” He has lectured at more than 150 colleges and universities, including 
Harvard, Yale, Howard, and Morehouse. 

Ramon Escobar is the recently appointed executive producer for MSNBC, responsible for all 
breaking news coverage and hard-news programming, except for The News with Brian Williams. 
He previously served as the vice president and news director for NBC6/WTVJ in Miami. Under his 
leadership, WTVJ was recognized by Columbia University’s Project for Excellence in Journalism 
in the “best newscast” category for south Florida, and second overall in the country.

Congressman Barney Frank was elected by Massachusetts voters in 1980 to the United States 
House of Representatives, where he continues to serve today.  He is a member of the Judiciary 
Committee and the Banking Financial Services Committee. The Almanac of American Politics 
called Frank “one of the intellectual and political leaders of the Democratic Party in the House, 
political theorist and pit bull at the same time.”

Congressman Bob Barr 
(R-GA)

Joan Blades

Mayor Bill Campbell

Chuck D

Ramon Escobar

Congressman Barney 
Frank (D-MA)
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Jeff Greenfield is co-anchor and senior analyst for CNN’s The World Today, co-anchor for CNN & 
TIME, and senior analyst for CNN’s Inside Politics and their election coverage.  Greenfield writes a 
column for Time magazine and is the author or co-author of nine books, including Television: The 
First 50 Years, The Real Campaign, and his first novel, The People’s Choice. He has garnered many 
awards over the course of his career, including three Emmys for his contribution to Nightline’s 
South Africa specials in 1985 and 1990, and for a prime-time special on Ross Perot in 1992.

Gwen Ifill has reported on the White House, Congress, presidential campaigns, and government 
for newspapers and television. Currently, Ifill appears on PBS as both a Washington-based senior 
correspondent for The NewsHour with Jim Lehrer and a moderator on Washington Week in 
Review. Ifill previously spent five years at NBC News where she covered politics, public affairs 
and national trends for Nightly News with Tom Brokaw, Today, and MSNBC. She has also worked 
as a political reporter for The New York Times, The Washington Post, The Baltimore Evening Sun, 
and The Boston Herald American.

Geneva Overholser is a syndicated columnist with The Washington Post Writers Group. She has 
served as a board member and officer of the American Society of Newspaper editors, and was for 
nine years a member of the Pulitzer Prize Board, for the last year as Chair. Overholser was named 
“Best in the Business” in the American Jounalism Review and “Print Journalist of the Year” by the 
National Press Foundation.

Dan Rather joined CBS News in 1962, and he has handled some of the most challenging assign-
ments in journalism. Since 1981, he has served as anchor and managing editor of the CBS Evening 
News. Rather has received virtually every honor in broadcast journalism, including numerous 
Emmy Awards, the Peabody Award, and citations from critical, scholarly, professional, and chari-
table organizations. 

Ed Rollins is an advisor on campaign and communications strategies for companies, national 
governments, and candidates for public office around the globe.  Mr. Rollins is a frequent televi-
sion commentator, appearing regularly on such programs as NBC’s Meet the Press, ABC’s This 
Week and Nightline, and CNN’s Larry King Live and Crossfire. 

Jeff Greenfield

Gwen Ifill

Geneva Overholser

Dan Rather

Ed Rollins

T H E  P A N E L I S T S
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Dr. Larry J. Sabato is the director of the Center for Governmental Studies at the University of 
Virginia and the Robert Kent Gooch Professor of Government and Foreign Affairs. Sabato founded 
The Center for Governmental Studies in 1998 to improve the political process in order to make 
government more relevant, more accessible, and more meaningful for the average voting Ameri-
can. He has written nineteen books and received more than two dozen major scholarships, grants, 
and academic awards.

Jake Tapper covers news and politics as the Washington correspondent for Salon.com. He reports 
extensively on the events, issues, and players that are shaping the current presidential campaign. 
His writing has been described as “poignant and provocative” by Brill’s Content, and Business-
Week Online calls Tapper “one of the best young reporters in D.C.” 

Randy Tate formerly served as executive director of the Christian Coalition. By increasing mem-
bership, Mr. Tate turned the Christian Coalition into one of the most influential grassroots orga-
nizations in the country. He has regularly appeared on nationally-televised news programs and 
talk-radio shows, and he has authored articles and opinion pieces in major market and regional 
newspapers and magazines. 

Fred Yang is a senior vice president of Peter D. Hart Research Associates and also serves as a 
partner in the firm’s political division, the Garin-Hart-Yang Research Group. Yang also works on 
public-opinion surveys for NBC News and The Wall Street Journal. He writes a regular column on 
public-opinion trends and political strategy for Campaigns & Elections magazine.  The magazine 
has named Yang one of the rising stars of American politics, and says that he is “noted for his 
ability to master the local nuances of a race.”

Larry J. Sabato

Jake Tapper

Randy Tate

Fred Yang

T H E  P A N E L I S T S
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Using the Socratic Method:

Keep the following points in mind:

●  Act as a facilitator rather than an 
authority fi gure, or allow a fellow 
participant to be a facilitator while
you act as an observer.

●  Draw from participants’ experiences 
to select an issue that is both
meaningful to them and may evoke 
many different points of view.

●  Guide the discussion by keeping
your questioning strategy fl exible, 
asking open-ended questions.

●  Enliven the discussion by taking
the role of devil’s advocate when
participants agree.

●  Insist that participants explain how 
they reached their conclusions.

The Socratic Method, will be a valuable tool 
for discussion groups in exploring the lessons 
of DISCONNECTED:  Politics, the Press 
and the Public.  The Socratic Method is 
attributed to the Greek philosopher Socrates 
(ca. 470-399 BC), who is known today as the 
“Father of Ethics.”  Socrates transformed phi-
losophy from the study of the external uni-
verse to the study of human beings and their 
relationships.  He sought to establish ethical 
truth through absolute standards of conduct 
and a system that was valid for everyone 
regardless of individual religious or civic 
views.

Socrates’ method of challenging the claims 
of those who participated in his dialogues 
was to search for truth by discussion.  He 
was able to expose ignorance by claiming his 
own ignorance (”Socratic irony”) at times to 
elicit honest answers.  Using inductive rea-
soning, Socrates centered the discussion on 
the individual he was questioning and on 
that individual’s beliefs.

T H E  S O C R A T I C  M E T H O D

Arthur Miller moderates panel discussion

P
ho

to
:  

Li
sa

 B
er

g



DISCONNECTED:
Politics, the Press and the Public

7

The Fred Friendly Seminars are a prestigious public affairs series on PBS started by Fred Friendly, 
the distinguished broadcast journalist.

Since they began on television in 1984, the Seminars have probed a broad 
spectrum of national and international issues. Panelists have included 
two Presidents of the United States, several Supreme Court justices, and 
scores of notables from the worlds of medicine, journalism, politics, busi-
ness, and the law.

The Fred Friendly Seminars have won every major broadcasting award, 
and the series was named one of the finest PBS programs ever by TV 
Guide.

For their success, the Seminars rely on assembling a panel that represents 
virtually every outlook on the issue being explored. The participants are assigned roles in what 
Fred Friendly called “the hypothetical” – a situation that brings the issue down to human scale.

The panelists are not told in advance what the hypothetical scenario will be, nor the roles they will 
be asked to play. It is the moderator’s job to describe a hypothetical scenario and then ask panel-
ists to role play what they would say and do if they were confronted by the situation the modera-
tor has described. By introducing twists and turns in the hypothetical story line, the moderator 
forces the panelists to take a hard look at their own beliefs and listen to the beliefs of those who 
oppose them.

As panelists wrestle with the hypothetical, the drama created pulls the audience in and they too 
struggle with these complex issues.

What are the Fred Friendly Seminars?

T H E  S O C R A T I C  M E T H O D

Fred Friendly during taping of Bill 
of Rights seminar in 1991 
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Utilization Strategies

Designed for use with high school or 
adult participants, the DISCONNECTED: 
Politics, Press and the Public Discussion 
Guide provides suggestions for devel-
oping lessons and discussions on the 
political process, journalism, and media 
literacy.

Please note that discussions can be 
structured in a variety of ways depending 
on time available.

One option is to screen segments one 
at a time and conduct a discussion 
after viewing each segment. Another 
suggestion is to view the program in 
its entirety, and conduct the discussion 
afterwards.

  

� The following strategies are
recomended for effective interactive 
use of the program:

1. Pre-screen the program to determine its 
suitability.  Identify the segment(s) that are 
most useful and appropriate for your par-
ticipants.

2. Review the outline of  The Socratic Method 
to understand the moderator’s role in the 
program.

3. Conduct an introductory activity, such as 
Examining the Campaign Process.

4. Begin each segment by discussing the Pre-
Viewing questions.

5. PLAY the segment(s) as instructed.
6. PAUSE at cue.  (The pause function provides 

an opportunity to check on participant 
comprehension, ask questions, call for 
predictions, and have participants write 
down their observations or raise questions 
regarding what they have just seen.)

7. Ask questions that are listed in the Dis-
cussion section.

8. RESUME playing the program to next 
pause cue or to the end of the segment, and 
lead discussion as noted.

9. Conduct Follow-Up Activities to apply 
and reinforce the concepts discussed.  To 
develop dialogues on topics more specific 
to your group, refer to Using the Socratic 
Method. 

H O W  T O  U S E  T H I S  G U I D E
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Introductory Activity

“It’s in the Cards”

This role-playing exercise is designed 
to encourage participants to consider 
their own attitudes towards politicians 
and the press.  Cards designed to help 
establish each role can be found in the 
appendix.

●  Create a separate card for each “role” 
and distribute a card to every member 
of the group.  If your group is large, 
you can use extra cards for some 
of the roles as indicated.  The card
provides the participant with an “iden-
tity.”  Having more than one person 
fill a particular role can add different 
perspectives to the discussion. 

●  The discussion leader should be the 
moderator.  If you are dividing partici-
pants into subgroups,  each group 
needs a moderator who has these 
instructions.

� Starting a Discussion:

Ask the group to think about political campaigns, and the three major groups involved: the politi-
cians, the press, and the public.  How does each group further the electoral process?  How do they 
hamper the process?  Ideally, how could these roles be better performed?

Distribute the Role Cards.

� Role Cards:

1.  You are the moderator.
2.  You are political candidate Ann/Alan Able, with a great message and a potentially damaging 

campaign situation.
3.  You are political candidate Chris/Christina Carson, from a powerful political family.
4. You are a political publicist who has worked for both Able and Carson over the years.  You 

can work with both candidates (or, the role can be divided into two publicists, one for each 
candidate).

5. You are an editor who has experience in both print and television news (can be assigned 
to more than one participant).

6. You are a television news reporter (can be assigned to more than one participant).
7. You are an online magazine reporter (can be assigned to more than one participant).
8. You are a newspaper reporter (can be assigned to more than one participant).
9. You are a well-informed member of the public (can be assigned to more than one 

participant).

On each role card there are a set of questions to consider.  Have the participants jot down 
responses to these questions or just think about their answers.  This process should help the 
participants get into their roles.

E X A M I N I N G  T H E  C A M P A I G N  P R O C E S S
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� State Your Goals:  Each participant should write down his/her goals for the campaign:

Candidates and Publicists:
● What is your goal for this campaign?
●  Is there anything in your past or your family’s past that could be hurtful to the campaign?
●  How will you handle it, if it becomes public?
Journalists:
●  What should be highlighted in each campaign, and what should not be reported or covered?
●  What are your duties to the politicians? To the public?  What conflicts might arise in these duties?
Members of the Public:
●  What do you want from politicians?  From the press? How will you get it?
●  Whom do you listen to and why?
All participants:
●  In a single sentence, sum up who you are and what you want to get across to the public or 

receive from the politicians/press. (i.e., “I am a registered voter, and my goal is to elect a leader 
by determining which candidate is best suited for office using the information provided by 
candidates and the press.” “I am the political correspondent for WPOL.  My goal is to provide 
the viewing public with coverage on all candidates and their campaigns.”)

Instructions to the Moderator

After distributing the cards, have the
participants state their goals and then the 
moderator should lead the discussion.  
Encourage participants to talk to each 
other on the issues rather than solely 
addressing the moderator.  For example: 

Moderator:  “Publicist Jill, talk to
reporter Jack.”

E X A M I N I N G  T H E  C A M P A I G N  P R O C E S S
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� Imagine Yourself in this Situation:

Scenario:   Political Aides in a Catfight

Ann/Alan Able has just made a wonderful speech about healthcare initiatives.  It was remarkably 
successful, and has placed her/him as the frontrunner in the upcoming primary election.  After the 
event is over, two of the candidate’s aides are seen out back in a heated argument.  One aide says some 
really unprintable things; the other settles the question by smacking the first across the face.

“Online Journalists: You are the ONLY witness to this event, other than Able’s publicist.  You may 
or may not report the incident in your online magazine.”

●  Ask each politician what s/he would like to highlight and what s/he would like the media 
not to cover.

●  Ask each publicist how s/he would or would not comply with her/his client’s wishes and 
why or why not.

●  Ask each media professional how s/he would handle the situation, and why.
●  Ask each member of the public if s/he is interested in this story.  Whom will each give the 

most credibility to, and why?

More detailed questions can be found on the Moderator card in the appendix.

Ask participants to briefl y introduce 
themselves with their names and their 
single summarizing sentences. Then 
introduce the scenario, and use the 
questions on these pages to initiate
discussion among the participants play-
ing the various roles.  Ideas and opinions 
will differ, and moderators should not 
only feel comfortable letting debates 
develop between those expressing
differences, they should encourage them.

You have participated in a “hypothetical”

Tell participants that they have just 
participated in the same kind of discus-
sion as they will see in the program
DISCONNECTED: Politics, the Press and 
the Public. Let them know that as you 
watch the video together, you’ll be stop-
ping to discuss  various issues that arise.

E X A M I N I N G  T H E  C A M P A I G N  P R O C E S S
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Pre-Viewing questions:

Chicken or the Egg debate: Does the 
public’s appetite drive the media?
Or does the media determine the
public’s appetite?  Can not viewing
certain programs or not reading certain 
publications help eliminate certain 
media behavior?  Do we want substance 
or entertainment?  What motives drive 
reporters as they decide what to cover 
and not cover? (Keeping a job, getting 
or maintaining high ratings, journalistic 
integrity...)

� Segment 1:

SENSE OR SENSATION: What Do Americans Really Want to Hear from the Media?

Segment 1 begins: With program opening graphics.
Play video: For approx. 5 minutes 
(00:00) 

Pause video: After Jake Tapper says: “Which will probably last just a couple of months.”
(06:58)

� DISCUSSION: Should the media cover the slapping incident?  Why or why not?

  What was the subject of the argument and was it relevant to the cam-
paign, or was it a tangential issue? Why?

  When the campaign manager says “slapping someone is grounds for 
dismissal,” doesn’t that legitimize the story? Why or why not?

Resume video: For approx. 3 minutes

Pause video: After Joan Blades says: “I mean a lot of us have turned off the TV news,
(09:55) more and more.”

� DISCUSSION: What are we really interested in seeing on television and in print? Do we 
want to know about the slapping?  Why or why not?

  Does the media control what we see, does it respond to what we like? 
How does the press try to justify their sensationalism?

  Can we as viewers combat “irresponsible” media behavior by not view-
ing  programs or reading publications that include such coverage? Should 
we? Why or why not?

  How do we as viewers determine if a story has substance or not? Can 
we tell by where it appears? (Internet, newspaper, tabloid paper)

Resume video: For approx. 5 minutes, until the end of Segment 1, when Gwen Ifill says: 
“We’re going to wait and see what the wires say.”

D I S C U S S I O N  Q U E S T I O N S
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Pre-Viewing questions:

Where do we get our information about 
political candidates?  Which shows, 
publications, Web sites do we view?  
What are the objectives/motivations of 
these media? How DO we listen to 
them? How SHOULD we listen to them?

� Segment 2:      

POWER OF POPULAR CULTURE:  Late Night Talk Shows and Public Perception of
Political Candidates

Segment 2 begins: With Arthur Miller saying: “Jeff, what is Don Imus gonna do with this in the 
morning?”

Play video: For approx. 4 minutes
(14:47) 

Pause video: After Chuck D says: “We can’t accept the dumbing down of consumers.”
(18:11) 

� DISCUSSION: How do late-night talk show hosts portray political candidates?  Do 
you consider these hosts to be valid sources of information?

  How much influence do Jay Leno, David Letterman, Conan O’Brien, Sat-
urday Night Live, Mad TV have on our perception of candidates?  If can-
didates appear on these shows, how does that affect our perception of 
them?

  What is the goal of these programs as opposed to that of “traditional” 
news media?  What message do they send?

Resume video: For approx. 1 minute, until end of Segment 2 when Arthur Miller says: “It is 
not a one day story.”

D I S C U S S I O N  Q U E S T I O N S
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Pre-Viewing questions:

What are our rights as individuals?  
What are our rights as members of the 
public?  Where do we draw the line 
about personal lives of public fi gures?  
How much should we know?  How 
much do we want to know?  How does 
it benefi t us?  How does it harm us?  
Benefi t candidates?  Harm candidates?

� Segment 3:

ZONE OF PRIVACY:  The Public’s Right to Know vs. the Individual’s Right to Privacy

Segment 3 begins: With Arthur Miller saying: “Bill Campbell, you’re sitting at home.”
Play video: For approx. 1 minute
(19:25) 

Pause video: After Arthur Miller says: “You wanna hear from the family as to whether you
(20:18) should jump in and what their concerns are?”

� DISCUSSION: Ask participants what their feelings would be if a family member 
decided to run for office.  Would they be excited? Concerned?  Why?

  Every family has things that are private.  Is it right for candidates’ lives 
– and the lives of their family and friends – to be exposed?

Resume video: For approx. 4 minutes

Pause video: After Arthur Miller says: “Filtration or no filtration?  Who wins, who loses?”
(24:24)

� DISCUSSION: No one is perfect.  If you were applying for a job, or to get into college, 
would you want to be considered on the basis of the opinion of your 
eighth grade teacher?  Should candidates be judged on the basis of their 
past?

Resume video: For approx. 2 minutes, until end of Segment 3 when Dan Rather says, “There’s 
no place to hide the candidate.”

D I S C U S S I O N  Q U E S T I O N S
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� Segment 4:

BATTLING RUMOR:  Media Literacy and Creating an Informed Citizenry

Segment 4 begins:  With Arthur Miller saying: “All right, I am going to move the clock.” 
Play video: For approx. 4 minutes
(26:32)

Pause video: After Randy Tate says: “I think it’s a legitimate issue.”
(30:21)

� DISCUSSION: Is this a legitimate issue?  Why or why not?

  If the email is true, is there a statute of limitations on past behavior?  
Which kinds of behavior are “forgiveable?”  Which kinds aren’t?  Why?

Resume video: For approx. 4 minutes

Pause video: After Dan Rather says: “I just wanna put an asterisk at the bottom of the page.”
(33:58)

� DISCUSSION: Coverage or non-coverage of this event, if true, could make or break a can-
didacy.  As a reporter, how would you decide whether or not to cover it?

Resume video: For approx. 11 minutes

Pause video: After Chuck D says: “I don’t even have to know the end results, ‘cause I can
(44:26) guess it.”

� DISCUSSION: As a member of the public, you’ve been exposed to six weeks worth of 
“he did it,” and in the end, it takes five seconds to say, “Oh, yeah, we 
found nothing.”  How will this affect your opinion of the candidate?

  When we read papers and magazines, see programs and commercials, 
surf the Web, do we believe everything we see, or do we question our 
sources?  Why or why not? How do we make these distinctions?

Resume video: For approx. 7 minutes, until end of Segment 4, when Jake Tapper says: “Some-
times the things we cover are ugly.”

Pre-Viewing questions:

With the barrage of information coming 
at us from all sides in all forms, how do 
we separate the sense from the sensa-
tion?  The candor from the comedy?  
The truth from the rumor?  When pre-
paring to cast our votes, how do we 
sift through all this information - and 
misinformation - to make a responsible 
choice? How can we learn to hear the 
“true messages” in the campaigns?

D I S C U S S I O N  Q U E S T I O N S
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� Conclusion:

Conclusion begins: With Arthur Miller saying: “Let’s step back and reflect.”
Play video: For approx. 4 minutes
(51:24)

Stop video: When Arthur Miller says: “My thanks to the panel.”
(55:00)

� DISCUSSION: What does Dan Rather say is a very large factor in every newsroom?
  What does Ramon Escobar say about keeping his job?
  What does Geneva Overholser say about the public’s responsibility?

  Understanding the pressures the media are under, can anything be 
done to close the “disconnect” between politicians, the press and the 
public?

  Explore the First Amendment with participants. What do freedom of 
speech and freedom of the press mean? Does the press have the right 
to report everything, or does it have an obligation to limit the scope of 
coverage?

  Do you think it is up to the public to respond and help direct the media’s 
coverage of candidates, or do you think the coverage content is solely 
the responsibility of the media?

The First Amendment

“Congress shall make no law respecting 
an establishment of religion, or pro-
hibiting the free exercise thereof; or 
abridging the freedom of speech, or of 
the press; or the right of the people 
peaceably to assemble, and to petition 
the Government for a redress of
grievances.”

For more information about the First 
Amendment and recent news stories and 
resources relating to First Amendment 
issues, visit:
www.freedomforum.org

C O N C L U S I O N
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� First Amendment views:

Have participants interview local TV-news directors or newspaper editors and write a series of 
essays about their positions on political coverage, or invite these people to speak at a subsequent 
gathering.

� What do we want?

Have participants poll co-workers or students to find out what they think about the media’s role 
during an election year.  Share the results at a subsequent gathering, or publish the results in the 
school’s newspaper and issue a news release for local media.

� Popular culture and media literacy:

Have each participant choose a public figure or politician and track what various papers, maga-
zines, Web sites, talk shows, news programs, and commercials say about that person during the 
course of a week.  Which elements are the same?  Which are different?  Have participants make a 
chart listing what various media say.  Examine what they seem to focus on.  How does this affect 
the credibility of the news source?

� Monitoring coverage:

Have several participants keep a journal for the same week of campaign coverage on each net-
work’s evening newscast (Tom Brokaw, Peter Jennings, Dan Rather, The NewsHour with Jim 
Lehrer).  Use a stopwatch to time segments. Take notes on the coverage’s substance.  At the end of 
the time period scrutinized, ask the participants to present written findings and discuss in front 
of the group how much of the time was devoted to the campaign “horserace” coverage or images 
or hoopla. How much was devoted to substance/issues?

What have you learned?  E-mail us at www.fredfriendlyseminars.org with the results 
of your follow-up activities.

We will post a selection of entries on the Fred Friendly Seminars Web site to promote 
ongoing dialogue.

To Investigate Further

These follow-up activities can help you 
to extend the dialogue about these 
issues into your community and 
develop a deeper understanding of how 
the media affect political campaigns.

F O L L O W - U P  A C T I V I T I E S
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Fred Friendly Seminars has partnered 
with the following national groups with 
local memberships to encourage com-
munity-based dialogue. If you would 
like to organize an activity in your area, 
the contacts below can direct you to 
local members who may be able to join 
your effort.

� Partner Organizations

�  Children’s Express (CE)
1331 H Street, NW 
Suite 900
Washington, DC 20005
Contact: Lee Wood, Vice President, Programs
T: 202.737.7377   F: 202.737.0193 
www.cenews.org
Children’s Express is an international news ser-
vice reported and edited by kids ages 8 to 18 for 
adult print, broadcast, and online media. CE’s 
mission is to give children a significant voice in 
the world.

�  Columbia Scholastic Press Association 
Columbia University
303 Journalism
2950 Broadway
New York, NY 10027

Contact: Ed Sullivan, Director
T: 212.854.9400   F: 212.854.9401 
E-mail: ejs3@columbia.edu
www.columbia.edu/cu/cspa
CSPA is an educational press organization pro-
viding services to student newspapers, mag-
azines and yearbooks in 2,000 schools and 
colleges.

�  The League of Women Voters 
1730 M Street, NW
Washington, DC 20036
Contact: Paul Bortlein, Senior Communications 
Director
T: 202.263.1331   F: 202.429.0854 
E-mail: pbortlein@lwv.org
www.lwv.org

The League is a nonpartisan political member-
ship organization which acts after study and 
member agreement to achieve solutions in the 
public interest on key community issues at all 
government levels, build citizen participation in 
the democratic process, and engage communi-
ties in promoting positive solutions to public 
policy issues through education and advocacy.

�  National Associations of
Counties (NACo)
440 First Street, NW
Washington, DC 20001
Contact: Tom Goodman, Public Affairs Director
T: 202.942.4222   F: 202.393.2630
E-mail: TGOODMAN@naco.org
www.naco.org
NACo represents county governments and helps 
them organize their policies and programs with 
each other and with other levels of government.

�  Public Relations Society of America (PRSA)
33 Irving Place, 3rd Floor
New York, NY 10003-2376
Contact: Sallie Gear Mitchell, Director of Brand 
Development
T: 212.460.1414   F: 212.995.0757 
www.prsa.org
The PRSA is the world’s largest professional 
organization for public relations practitioners 
who represent business and industry, counsel-
ing firms, government, associations, hospitals, 
schools, professional services firms and non-
profit organizations.

R E S O U R C E S
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�  Youth Vote 2000
1730 M Street, NW
Suite 1000
Washington, DC 20036
Contact: Julia Cohen, Executive Director
T: 202.263.1326    F: 202.463.3692 
www.youthvote2000.org
Youth Vote 2000 is the largest nonpartisan coali-
tion of national organizations committed to 
encouraging civic participation and promoting 
a better understanding of public policy issues 
among young people in the U.S.

� Related Organizations and Online 
 Resources

�  Congress.Org
www.congress.org
Congress.Org is a joint venture of two Wash-
ington, D.C. area firms with expertise in com-
municating with Congress. Capitol Advantage 
and Issue Dynamics (IDI) teamed up to produce 
Congress.Org in 1996.  

�  Democracy Network
www.dnet.org
A nonpartisan, nonprofit political website 
designed to improve the quality and quantity of 
voter information and create a more educated 
and involved electorate.

�  Federal Election Commission 
999 E Street, NW 
Washington, DC 20463
T: 800.424.9530, in Washington 202.694.1100
www.fec.gov
Established in 1975, the Federal Election Com-
mission (FEC) is an independent regulatory 
agency, that discloses campaign finance infor-
mation, enforces the provisions of the Federal 
Election Campaign Act such as the limits and 
prohibitions on contributions, and oversees the 
public funding of Presidential elections. 

�  The Freedom Forum
www.freedomforum.org
The Freedom Forum is a nonpartisan, interna-
tional foundation dedicated to free press, free 
speech and free spirit for all people. The founda-
tion pursues its priorities through conferences, 
educational activities, publishing, broadcasting, 
online services, fellowships, partnerships, train-
ing, research and other programs.

�  GoVote.com, Inc.
1225 I Street, NW, Suite 400
Washington, DC 20005
T: 202.777.3100    F: 202.842.5822
www.GoVote.com
GoVote.com, Inc. provides information and ser-
vices to voters, candidates and organizations to 
promote the exchange of ideas and participa-
tion in the democratic process.

�  The House of Representatives
The Capital
Washington, DC 20515
T: 202.224.3121
www.house.gov
For more information about The House of Repre-
sentatives contact your local representative.

�  Kids Voting USA
398 South Mill Avenue, Suite 304
Tempe, AZ 85281
T: 480.921.3727    F: 480.921.4008
www.kidsvotingusa.org 
Kids Voting USA is a nonprofit, nonpartisan, 
grassroots organization founded to combat the 
crisis of low voter turnout in the United States 
by involving youth in the election process.

�  PBS.org
www.pbs.org
PBS brings politics and government to the class-
room with special television programming and 
Internet activities under the umbrella of The 
Democracy Project.

�  The Pew Research Center for the People
and the Press
1150 18th Street, NW
Suite 975
Washington, DC 20036
T: 202.293.3126    F: 202.293.2569
www.people-press.org 
The Pew Research Center is an independent opin-
ion research group that studies attitudes toward 
the press, politics and public policy issues. It 
serves as a forum on media and public policy 
through the conduct of public opinion research.

R E S O U R C E S
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�  PoliticalWag.com
www.politicalwag.com
PoliticalWag.com is a state-of-the-art online 
town hall where ordinary citizens can discuss 
political issues from around the corner and 

�  Politics.com, Inc.

around the world.

632 Broadway, Suite 301
New York, NY 10012
T: 646.602.6600    F: 646.602.0290 
www.Politics.com
Politics.com, Inc. provides the public with infor-
mation about candidates, elected officials and 
local issues. It also affords journalists and insid-
ers the opportunity to post their news and opin-
ions about what’s going on in politics.

�  Project Vote Smart
One Common Ground
Philipsburg, MT 59858
T: 888.VOTE.SMART 
www.vote-smart.org
Researches, tracks and provides to the public 
independent factual information on over 13,000 
candidates and elected officials. Voting records, 
campaign issue positions, performance evalua-
tions by special interests, campaign contribu-
tions, backgrounds, previous experience, and 
contact information are available.

�  Rock the Vote
10635 Santa Monica Boulevard
PO Box 22
Los Angeles CA 90025
T: 310.234.0665    F: 310.234.0666
www.rockthevote.com
Rock the Vote is dedicated to protecting freedom 
of expression and helping young people realize 
and utilize their power to effect change in the 
civic and political lives of their communities.

�  The Senate
The Capital
Washington, DC 20510
T: 202.224.3121
www.senate.gov
For more information about The Senate contact 
your local Senator.

�  SpeakOut.com
www.SpeakOut.com
SpeakOut.com connects people who want to be 
heard with their political and business leaders, 
promotes important dialogue, and creates a 
more informed, better organized public.

�  Teenvoice.com/E-lections 
www.teenvoice.com/e-lections 
Teenvoice.com’s E-lections special is a Web site 
created by and for teens by the students at 
Bergen County Academies, a public magnet high 
school in Hackensack, N.J. The mission of this 
site is to provide the teen public with a compre-
hensive and interactive source for information 
about the 2000 Elections and the importance of 
youth involvement in civic action.

�  U.S. Conference of Mayors
1620 I Street, NW
Washington,  DC 20006
T: 202.293.7330
www.usmayors.org/uscm
The U.S. Conference of Mayors, a nonpartisan 
organization, links mayors of cities across the US 
and helps citizens find out what is going on in 
their community and across the country.

�  Votenet
Netivation.com, Inc. 
806 West Clearwater Loop, Suite N,
Post Falls, Idaho 83854
T: 888-580-1010    F: 208-777-7874
www.Votenet.com
Provides a resource of political information for 
campaign managers, association directors, jour-
nalists, and/or political buffs.

�  Voter.com 
www.voter.com
Voter.com uses the Internet to provide compre-
hensive information and personalized coverage 
of the electoral process.

�  Web White & Blue
www.webwhiteblue.org
Web White & Blue is an online public service 
campaign the provides fast, easy access to valu-
able information on the 2000 elections.

R E S O U R C E S
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How important are the issues this program addresses? 

How much do you feel you learned from the program? 

How effectively did this discussion guide support your efforts to engage this topic? 

How useful were the other materials on the Web site? 
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Dear Viewer,

We appreciate your interest in DISCONNECTED: Politics, the Press and the Public.  Please take a moment to share your thoughts with us about 
the program and the issues, and to let us know how you used these materials. Your feedback is very valuable to us.
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City                                                                           State       Zip

Phone                                                                     E-mail
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2.  � I viewed the program   � Used the discussion guide   � Logged on to the Web site

Please send me information about future 
Fred Friendly Seminars:  � Yes   � No

Visit our Web site:
www.fredfriendlyseminars.org

Describe briefly how you used the program 
and discussion guide in your community:

Do you plan any follow-up activities in your 
community/school/professional organization?

Fred Friendly Seminars
Columbia University Graduate School of Journalism
2950 Broadway, Suite 101
New York, NY  10027
Tel: 212.854.8995    Fax: 212.854.8868

Please return completed evaluation form:
Mail:  Fred Friendly Seminars   
 2950 Broadway, Suite 101
 New York, NY  10027
Fax: 212.854.8868
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� You are the Moderator

Moderators can use the following questions to initiate discussions between participants, encouraging interaction between them.  Moderators should not 
insert their own opinions, but elicit comments from all participants.  Moderators should also be prepared to “go with the flow” and let participants address  
issues that arise from their discussion.   

1.  Have each participant complete the information on the Role Card (5 minutes).  

2. Ask participants to briefly introduce themselves, using the final item on their Role Card.

3. Present the scenario:  Political Aides in Catfight      

“Ann/Alan Able has just made a wonderful speech about health care initiatives.  It was remarkably successful, and has placed her/him as the 
frontrunner in the upcoming primary election.  After the event is over, two of the candidate’s aides are seen out back in a heated argument.  
One aide says some really unprintable things; the other settles the question by smacking the first across the face.”   

●  Ask the online magazine journalist: “You are a journalist for an online magazine and the ONLY witness to this event, other than Able’s publicist. Would 
you cover the incident?  Why or Why not?”  

●  Ask other journalists: “You read about the incident on the Internet a few hours later.  How will you handle the story?  What other information would you 
want to know?  Have a conversation with your editor.  Do you cover the incident?  Why or why not?”  

●  Moderator can add to hypothetical: “Suppose the aides are arguing over a personal matter – a boyfriend?  Would you go with the story?”  OR “Suppose 
the aides are arguing about campaign strategy?  Does that make it a story? Why or why not?”  

●  Ask the publicist who saw the incident: “Would you talk to the Internet reporter about the incident?  If you see it on the Internet, how will you handle 
the press?”  

●  Ask candidate Able: “How will you handle the issue: Cover it up?  Smooth it over?  Admit it openly?  How?”
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Moderator (continued)

Moderator should also encourage a discussion between Able and his/her publicist on these issues.

“Assume that the story gets out.”   

●  Ask potential opponent Chris/Christina Carson: “How do you react to the story?  Talk with your publicist on how you should use this story.”

●  Ask each member of the public: “How do you want to see the evening’s event (the speech; the slap) reported?  Do you care about the “slap” story? 
Do you want to read about it?”

If you have time, present a second scenario:

“There is a potentially damaging rumor about candidate Carson.  He/she was caught smoking pot at a college party 10 years ago, but some-
how avoided prosecution even though the police broke up the party.  Possibly, as the son/daughter of a prominent politician, he/she was 
allowed to slip out.  Using the type of questioning suggested above, construct your own hypothetical on the issues involved in reporting 
questionable past behavior.  How do you know if it’s true?  If it is true is it relevant?  If it happened 20 years ago?  5 years ago?  Etc.”
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� You are political candidate Ann/Alan Able
  with a great message and a potentially damaging campaign situation.

You have just made a wonderful speech about health care initiatives.  It was remarkably successful, and has placed you as the frontrunner in 
the upcoming primary election.  After the event is over, two of your aides are seen out back in a heated argument.  One aide says some really  
unprintable things; the other settles the question by smacking the first across the face.

●  What is one of your campaign goals?

●  How are you going to get your campaign goals across to the public?  How are you going to get media coverage?

●  How do you keep the “slap” story from drowning your substantive health care speech?

●  In a single sentence, sum up who you are and what you want to get across to the public. 
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� You are political candidate Chris/Christina Carson
  from a powerful political family.

Your opponent Ann/Alan Able has just made a wonderful speech about health care initiatives.  It was remarkably successful, and has placed  
her/him as the frontrunner in the upcoming primary election.  After the event is over, two of the candidate’s aides are seen out back in a  
heated argument.  One aide says some really unprintable things; the other settles the question by smacking the first across the face.

There is a story, as yet unrevealed to the public, that you were caught using illegal substances at a party when you were in college, but 
somehow avoided prosecution even though the police broke up the party.  Possibly, you were recognized as the child of a prominent politi-
cian and allowed to slip out.  

●  How do you think the media will cover Able’s speech/slap story?  How should they?

●  How will you react to hearing and reading about the slap story on the news?

●  Is there anything in your past or your family’s past that could be hurtful to your campaign?  How do you handle it? Or how will you handle it if it becomes 
public?    

●  In a single sentence, sum up who you are and what you want to get across to the public.
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� You are a political publicist
  who has worked for both Able and Carson over the years.  You can work with both candidates.  (Can be assigned to more than one participant.)

Ann/Alan Able has just made a wonderful speech about health care initiatives.  It was remarkably successful, and has placed her/him as the 
frontrunner in the upcoming primary election.  After the event is over, two of the candidate’s aides are seen out back in a heated argument.  
One aide says some really unprintable things; the other settles the question by smacking the first across the face.    

●  What about your candidate should be highlighted? 

●  What about your candidate should not be covered?   

●  How will you protect your candidate from the potentially damaging situation?    

●  In a single sentence, sum up who you are and what you want to get across to the public.
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� You are an editor
  who has experience in both print and television news.  (Can be assigned to more than one participant.)

Ann/Alan Able has just made a wonderful speech about health care initiatives.  It was remarkably successful, and has placed her/him as the 
frontrunner in the upcoming primary election.  After the event is over, two of the candidate’s aides are seen out back in a heated argument.  
One aide says some really unprintable things; the other settles the question by smacking the first across the face.    

●  How would this event (speech/slap) be covered in your paper/broadcast?   

●  How do you balance the two stories (speech/slap)?  Which gets more coverage in your paper/broadcast?   

●  What is your responsibility to the public?  To the candidates?  To yourself?  What conflicts might arise with these responsibilities?   

●  In a single sentence, sum up who you are, what you want to get across to the public, and why.  
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� You are a television news reporter
  (Can be assigned to more than one participant.)

Ann/Alan Able has just made a wonderful speech about health care initiatives.  It was remarkably successful, and has placed her/him as the 
frontrunner in the upcoming primary election.  After the event is over, two of the candidate’s aides are seen out back in a heated argument.  
One aide says some really unprintable things; the other settles the question by smacking the first across the face.

●  One candidate is speaking at a local school in your mid-size city.  The speech covers a complicated health care program.  How much time will it have 
on your TV news program?

●  At the end of the speech, the candidate’s aides are seen in a fight. You didn’t see it, but it’s on the Internet.  Is it part of your story?  If so, which story 
gets featured?

●  What is your responsibility to the public?  To the candidates?  To yourself?  What conflicts might arise with these responsibilities?

●  In a single sentence, sum up who you are, what you want to get across to the public, and why.
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� You are an online magazine reporter  
  (Can be assigned to more than one participant.)

Ann/Alan Able has just made a wonderful speech about health care initiatives.  It was remarkably successful, and has placed her/him as the 
frontrunner in the upcoming primary election.  After the event is over, two of the candidate’s aides are seen out back in a heated argument.  
One aide says some really unprintable things; the other settles the question by smacking the first across the face.   

●  How will this campaign be covered in your online magazine?  (More than one reporter?  Columnists?  Satire?  Editorials?)   

●  How will space be allocated between 1) substantive issues that the candidate speaks on; 2) how the candidate handles him/herself; 3) stories of the 
candidate’s past (i.e., drugs in college, who he/she dated, grades, family problems, etc.)   

●  How will you handle anonymous sources (i.e., e-mails reporting rumors)?   

●  What is your responsibility to the public?  To the candidates?  To yourself?  What conflicts might arise with these responsibilities?   

●  In a single sentence, sum up who you are, what you want to get across to the public, and why. 
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� You are a newspaper reporter
  (Can be assigned to more than one participant.)

Ann/Alan Able has just made a wonderful speech about health care initiatives.  It was remarkably successful, and has placed her/him as the 
frontrunner in the upcoming primary election.  After the event is over, two of the candidate’s aides are seen out back in a heated argument.  
One aide says some really unprintable things; the other settles the question by smacking the first across the face.   

●  One candidate is speaking at a local school in your mid-sized city.  The speech covers a complicated health care program.  How much space will your 
paper devote to this speech?  What do you want to know about the candidates   

●  At the end of the speech, the candidate’s aides are seen in a fight.  You didn’t see it, but it’s on the Internet.  Is it part of your story?  If so, which story 
gets featured?  

●  What is your responsibility to the public?  To the candidates?  To yourself?  What conflicts might arise with these responsibilities? 

●  In a single sentence, sum up who you are, what you want to get across to the public, and why. 
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� You are a well-informed member of the public
  (Can be assigned to more than one participant.)

Ann/Alan Able has just made a wonderful speech about health care initiatives.  It was remarkably successful, and has placed her/him as the 
frontrunner in the upcoming primary election.  After the event is over, two of the candidate’s aides are seen out back in a heated argument.  
One aide says some really unprintable things; the other settles the question by smacking the first across the face.

●  What do you want to know about the candidates?

●  What do you not want to know about the candidates?

●  What do you expect from the press?  The candidates?  What are your responsibilities as a voter?

●  In a single sentence, sum up who you are and what you want to get from the candidates and the press. 


