
PBS' "TO THE CONTRARY" 

 

HOST:  

 

BONNIE ERBE  

 

SATURDAY, MARCH 13, 2004 

 

PLEASE CREDIT ANY QUOTES OR EXCERPTS FROM THIS PBS 

PROGRAM TO "PBS' TO THE CONTRARY."  

 

TRANSCRIPT BY:  FEDERAL NEWS SERVICE  

                1919 M STREET NORTHWEST  

                WASHINGTON, DC 20036  

 

FEDERAL NEWS SERVICE IS A PRIVATE FIRM AND IS NOT 

AFFILIATED WITH THE FEDERAL GOVERNMENT.  

 

COPYRIGHT 2004 BY FEDERAL NEWS SERVICE, INC., WASHINGTON, 

DC, 20036, USA.  NO PORTION OF THIS TRANSCRIPT MAY BE COPIED, SOLD, 

OR RETRANSMITTED WITHOUT THE WRITTEN AUTHORITY OF FEDERAL 

NEWS SERVICE, INC.  

 

TO RECEIVE STATE, WHITE HOUSE, DEFENSE, BACKGROUND AND 

OTHER BRIEFINGS AND SPEECHES BY WIRE SOON AFTER THEY END, 

PLEASE CALL CORTES RANDELL AT 202-347-1400.  

 

COPYRIGHT IS NOT CLAIMED AS TO ANY PART OF THE ORIGINAL 

WORK PREPARED BY A UNITED STATES GOVERNMENT OFFICER OR 

EMPLOYEE AS A PART OF THAT PERSON'S OFFICIAL DUTIES.  

 

-------------------------  

 

.STX  

 

MS. ERBE:  Hello, I'm Bonnie Erbe.  Welcome to To The Contrary. 

 

During the past decade, Americans have changed the way in which they get their 

news dramatically, from using the Internet to watching 24-hour cable news networks, to 

reading a new array of highly specialized newspapers.  This week on To The Contrary, 

we're going to take a look at the role women and minorities in this new news 

environment, as well as the impact the high-tech news world has on women and 

minorities. 

 

We begin with women and media.  Women are highly sought after by media 

outlets as viewers, as listeners, readers, and as Web surfers.  But those same media 



outlets have not done as good a job promoting women managers as they have chasing 

women customers.  It's been 30 years or so now since women joined the journalism 

workforce in large numbers.  To The Contrary explores the status of women as news 

media executives, and looks at how women managers have used their influence to change 

the news business. 

 

Turn on any TV news show, flip through any U.S. newspaper, women are 

everywhere, as reporters, as editors, as anchors, and as consumers and subjects of news.  

But whether women have risen or are rising quickly enough in the three decades since 

Mary Tyler Moore played a TV producer whose duties included sharpening pencils to the 

top ranks of news management is a constant topic of debate inside and outside the 

industry, and the answers vary from sector to sector. 

 

For example, in the oldest version of daily journalism, the newspaper, one new 

report says women are faring poorly.  The Media Management Center at Northwestern 

University issued a survey showing women executives lost ground in the newspaper 

business between 2000 and 2002, dropping from 29 percent of top managers to 26 

percent.  This while the percentage of female CEOs and publishers rose at the nation's 

137 largest papers from 8 to 14 percent. 

 

Sandra Mims Rowe, Pulitzer Prize winning editor of the Portland Oregonian is 

one of a handful of women editors at large newspapers. 

 

MS. MIMS ROWE:  I think what happened is, a lot of companies didn't want -- it 

wasn't that they actively wanted to hold women back from the executive ranks, but I 

think they didn't do anything specific or active to encourage it.  And when, finally, 15 

years later, they look around and say, oh, my gosh, you know, we're a newspaper group 

of 20 papers, and we only have two managing editors or editors who are women, and so I 

think they are finally starting to move.  But even now, if you look at it, there are, I would 

say, probably about a dozen women who are editors of papers over 200,000 circulation.  

But it has been glacial in its movement. 

 

MS. ERBE:  The situation is not much different for female Internet journalists.  

Rita Henley Jensen founded this women's news Web site, one of the few on the Web, 

because she found little opportunity for women or coverage of serious women's issues on 

other sites. 

 

MS. JENSEN:  I think in general the Internet has replicated exactly all the 

problems of the old media where it has to do with women, whether it's differentials in 

pay, or lack of opportunity.  We're very different because we're 100 percent edited and 

run by women.  But other major Web sites designed for women are running in the same 

old stuff that other media have tried, whether it's recipes, or diet tips, or relationship 

advise, weight control. 

 

MS. ERBE:  Yet, women managers are faring better than ever before in local TV 

news.  The Radio/TV News Director's Association surveys women's progress in local TV 



news management each year.  Women now fill 26 percent of news director slots. The top 

local TV news management position, an all-time high, although still way below women's 

representation in the overall population.  Why then are women manager's numbers rising 

in TV while dropping in print? 

 

MS. COCHRAN:  There were rules in the federal government that, they didn't 

require stations, but they certainly encouraged stations to develop strong affirmative 

action programs, programs to increase the diversity of their staffs.  And since those 

started in the '70s, I think that it laid a good base.  Now, those rules were thrown out by 

the U.S. Court of Appeals. 

 

MS. ERBE:  Making some women's rights advocates fear, the percentage of 

female local TV news directors may soon start to drop, too.  A survey released last year 

by Indiana University showed women journalists outnumber men in entry level positions 

with less than five years experience.  But men with 20 years or more experience way 

outnumber women with similar levels of seniority, leading some experts to posit 

journalism has a retention problem keeping top women in the field.  Others ask how 

women who have risen to top levels have used their newfound power to change the way 

news is covered. 

 

How, if at all, does the presence of more women managers change local TV 

news? 

 

MS. COCHRAN:  Women always are going to bring their own perspective to the 

news, and I think it's terrific because, after all, half of the viewers out there are women, 

and so they have someone leading the news team who is cognizant of the issues that 

women care about.  I think it's going to make a difference.  I think you see more stories 

nowadays about health issues, education, family issues. 

 

MS. MIMS ROWE:  Interestingly, when the definition of what is really news and 

what is legitimate front page news began to expand, which was about 15-20 years ago, 

the decisions were still being made almost exclusively by men.  But, what happened, and 

I think it has been pushed along by women, and women in decision-making positions, is 

that now a lot of subjects that traditionally were not on the front page, subjects about 

health, about childcare, substantive issues of education are recognized as legitimate good 

news stories.  And I think the decisions have been encouraged by women. 

 

MS. JENSEN:  I spoke to somebody very high up in the Wall Street Journal who 

said, you know, we would really like more women readers.  I said, well, that's an 

excellent publication, I can see why you would want more women readers.  Yes, why not.  

And I said, have you tried doing stories, you know, about issues that women are 

interested in?  And he said, oh, I think women are interested in the same thing that men 

are, so why would you change? 

 



MS. ERBE:  Whether traditional journalism outlets want to change to attract more 

female consumers, female newsroom veterans say, daily journalism has already changed 

to accommodate women's lifestyles. 

 

MS. HORNER:  The business has a kind of macho ethos that still exists, even 

though it's changed greatly over the past 30 years, really, which is the time that I've been 

in the business.  There is a kind of pay your dues, and work all the time, like when you 

come in as a young person into the business.  This may not sit with the way a lot of 

people want to live.  But also in terms of what women want to do with their lives, 

wanting to have children, wanting to devote time to family relationships whether they 

have children or not, wanting to be a full person. 

 

MS. ERBE:  Optimistic veterans hope the news industry will continue to change 

and allow both male and female employees a better balance between career and family.  

And they point to the fact women now dominate classrooms as journalism students 

hoping that alone could lead to more women in top management positions.  Not all agree. 

 

MS. HORNER:  I don’t think that because journalisms schools now you have 

maybe 60 percent women, I don't think that in 20 years the mastheads of the news 

organizations, be they broadcast or print or whatever, I don't think the CEOs are going to 

be 60 percent female.  I think there may be a higher percentage than currently, but it's not 

going to be overwhelming. 

 

MS. ERBE:  A survey released last year by the Annenberg Public Policy Center 

concluded that without a commitment from top news media executives, without strong 

training and mentoring programs, and without regular internal reviews to monitor and 

promote women's advancement as news managers, these journalism students of today 

may not become news executives of tomorrow.  There are lots of views as to why that is. 

 

MS. COCHRAN:  Sometimes women don't go that final step.  Sometimes they 

don't want to be in a job that has so much administration.  They prefer to say in the more 

creative job.  Sometimes they find it hard to balance the demands of a job like that with 

their own personal lives, and they may make a choice not to go in that direction.  But at 

least more often now there's a choice. 

 

MS. ERBE:  From women in media to ethnic media.  Ethnic media is such a new 

term you may not even know what it means.  It was coined to refer to the flourishing 

trade in foreign language, and even English language media outlets catering to America's 

growing ethnic communities, be they African-American, Asian, or Hispanic.  New 

California Media, a coalition of newspapers, magazines, radio, and TV stations and Web 

sites that server ethnic consumers reports close to 17 million Californians access these 

media outlets regularly.  Ethnic media organizations are booming, as so-called 

"mainstream" media are hurting for viewers, readers, and income. 

 

We went to San Francisco to examine this incredible phenomenon.  Welcome to 

the world of ethnic media.  It's a dazzling array of foreign and English language outlets 



designed to provide new immigrants and long-time Americans with a variety of 

information they just can't get by reading, watching or listening to mainstream media, 

such as this offering by KSTS San Francisco's Telemundo affiliate. 

 

And in a weak economy, it's one sector that's flourishing.  San Francisco's two 

main Chinese language dailies with circulations of 100,000 each are the envy of many 

big city dailies, some struggling to hold onto much smaller audiences.  Newspaper wars 

between English language dailies are very 20th Century.  They don't happen anymore. 

 

MS. LI:  We always hear from our readers saying that, we don't know the story 

from the mainstream, from English people.  I think the mainstream, they still don't put 

that much attention to cover ethnic communities, including Asian and Chinese 

communities, and including overseas Asian countries, what happens in Asian countries. 

 

MR. SHIH:  Two different medias are playing two different roles.  Programs such 

as China Crosstalk, we service primarily first generation immigrants, and I believe first 

generation immigrants basically have two fundamental needs, the need to assimilate, and 

the need to stay in touch with the homeland.  Also, our role is different. 

 

MS. LOZANO:  It's actually going into the classroom and understanding what is 

it like to teach a classroom full of kids where 75 percent of them don't speak English, 

where their parents come from another country, and don't even understand how to read a 

report card, that's one of the things that I would encourage other news organizations to 

do, and it's what ethnic media does brilliantly. 

 

MS. ERBE:  Counter to claims that offering content in foreign languages rather 

than in English leads to a more divided U.S. culture, advocates believe it helps integrate 

new citizens into American society. 

 

MR. DOMINGUEZ:  I think it makes immigrants much more involved and better 

citizens.  I always find it somewhat ironic when you hear anti-immigrant statements in 

terms of, they should learn English, if anyone wants to go to any of the adult schools in 

the city throughout the whole Bay Area or Southern California, you will find that they're 

all full, they're all working adults, and they're immigrants.  People know, and the reason 

they came to this country was to improve their economic status.  Nonetheless, they 

communicate still in their language, they are interested in being informed about the 

community that they live in, the country that they are living, which of course would be 

the U.S., and of course having ties to their home country. 

 

MR. SHIH:  I think the beauty of America and the United States is, each ethnic 

group, or each individual brings something on the table while still maintaining their own 

identity, I think that's important. 

 

MS. ERBE:  Ethnic media encompasses much more, however, than just foreign 

language media. 

 



MS. CLOSE:  This growth of ethnic media really has been fueled primarily by 

immigrants, but to call it just immigrant media is to miss the second, third, fourth 

generation, plus black media, of course, and you can see there are easily two dozen news 

organizations in California that are now 90 or 100 years old. 

 

MS. LOZANO:  La Pinana is a daily newspaper in Spanish, and it has been for 77 

years.  A lot of people would assume then that our readers are entirely monolingual 

Spanish, that they are dependent on Spanish, can't read anything else, and therefore they 

choose us.  And, in reality, only 12 percent of our readers are monolingual Spanish. 

 

MS. ERBE:  In fact, one major question about the future of ethnic media is, could 

it overtake so-called "mainstream" English language media?  While the prospect is highly 

unlikely, there is the possibility that it will eventually transform itself into mainstream 

media, just as German immigrants at the time of the last century founded a German-

language Ridder newspaper, The Statz, that became the foundation of the Knight-Ridder 

English language media empire. 

 

MS. CLOSE:  It's almost impossible for mainstream media to reflect that kind of 

diversity at this point in time.  So, rather than seeing this as, well, it's either mainstream 

media or ethnic media, I think you really have to see this as a combination.  My hope is 

that the two will begin to work together, partner together. 

 

MS. ERBE:  In some ways, Sandy Close's hope is already being realized.  In 

some markets and time slots, Spanish-language TV's ratings are beating English-language 

television, possibly as a result, NBC purchased Telemundo, the number two Spanish 

language TV network, for almost $2 billion two years ago.  Now, Telemundo, with 100 

nationwide corporate advertisers, wants access to the 300 corporations that advertise 

regularly on NBC. 

 

Ethnic media advocates believe this expansion is being driven, at least in part, by 

the failure of mainstream media to diversify, or to diversify quickly enough.  Research by 

professors at Indiana University helps confirm this.  Their 1992 survey of 1156 full-time 

journalists working for newspapers, radio and TV stations, and the major wire services, 

found just 8.2 percent self-identified as Hispanic, Asian, African, or Native American. 

 

A similar telephone survey of 1149 full-time U.S. journalists working for the 

same mainstream news media found that figure up slightly to 9.5 percent.  Last year's 

survey also finds that among U.S. journalists with four or fewer years of experience, 

almost 17 percent are minorities, which suggests increased efforts by mainstream media 

to hire minorities is starting to pay off.  That, however, while the 2000 Census showed 

minorities make up more than 28 percent of the U.S. population, and will grow to an 

estimated 30 percent by the year 2025. 

 

Finally, that survey also shows television employees, the greatest percentage of 

minorities, and weekly newspapers the fewest, with daily newspapers, wire services, 

radio and news magazines somewhere in-between. 



 

MR. DOMINGUEZ:  As you have much more diverse audiences, I think it's an 

obligation of any newsroom to build their newsrooms to reflect the audiences they're 

serving.  Is there enough?  There could always be more. 

 

MR. SHIH:  I do think that if the mainstream media can hire more ethnic 

background reporters, I think when they write a report or when they discuss issues, they 

could tend to have a more balanced result. 

 

MR. DOMINGUEZ:  I would say that the future is, they're both going to continue 

to develop.  One Spanish-language media, or ethnic media will continue to develop to try 

to find ways to capture and maintain that share of audience.  General market media in 

certain areas where they feel threatened in terms of their share of market, they will begin 

to expand that way. 

 

MS. CLOSE:  My sense is that the challenge we face in the wake of September 

11th is for genuinely comprehensive communications capability in this country.  We 

cannot afford to refer to public opinion without doing multilingual polling.  We can't 

afford to say that we have a debate on the issues if we're not encompassing the 

communities that speak languages other than English.  The fact that ethnic media are 

vibrant, are hungry to connect, want to play a larger civic leadership role, this is a 

tremendous asset to all of us. 

 

MS. ERBE:  And now to the media diversity pipeline, almost half the nation's 

17,000 public high schools lack either a high school newspaper or any other form of 

student run media.  High school papers are the traditional training ground for the next 

generation of journalists.  These high schools without student run media are concentrated 

in poor, urban, and isolated rural communities with high ratios of minority students.  So 

the pipeline is becoming less diverse at a time when media companies are trying to hire a 

more diverse workforce.  To The Contrary explains what's being done to counter that 

trend. 

 

These students at Coolidge High School in Washington, D.C., are lucky, they 

have a student run newspaper.  But more and more public high schools don't.  This is 

especially true for schools located in poor urban areas, or isolated rural communities 

graduating high concentrations of minority students. 

 

MS. KNIGHT:  Especially urban school systems, as budget cuts were being 

made, one of those cuts a lot of times were the newspapers.  And if the students aren't 

reading newspapers, they don't really learn about the First Amendment rights, and how 

important a newspaper is to a democracy. 

 

MS. ERBE:  Experts say this trend is causing the pipeline of up and coming 

journalists to become less diverse.  This at a time when the U.S. population is becoming 

more diverse, or browning, so to speak, causing media companies to try to hire more 

minorities so they're staffs represent the general population.  One study last year found 



minorities make up 12 percent of those working for daily newspapers versus almost one-

third of the U.S. population.  Mainstream media executives know if they want to reverse 

declining readership, audience, and ultimately ad revenue, they must appeal to these news 

consumers. 

 

Spotting this trend seven years ago, the Washington Post decided to try to lure 

more inner city high school students into the field.  Former Post reporter, editor and 

columnist Dorothy Gilliam created the Young Journalist Development Project to do just 

that. 

 

MS. GILLIAM:  What is missing is that we need more minority teachers, and we 

need more focus on urban schools, and that I see as a challenge. 

 

MS. ERBE:  So, to help meet that challenge, Knight invites high school and 

college students into the Post's newsroom.  They sit in on seminars where reporters, such 

as Dana Millbank, talk about the process and challenge of covering a story. 

 

MR. MILLBANK:  Our job is, our principle is to seek the truth. 

 

MS. ERBE:  But figures show the ratio of minorities seeing the truth and getting 

to print it declines steadily as young people of color progress from school into the 

workforce.  While 31 percent of Americans are minorities, that figure declines to 21 

percent of college graduates of journalism and mass communications programs.  It 

declines further to 19 percent of new hires at daily newspapers, and to 12 percent of daily 

newspaper newsroom staffers. 

 

MS. KNIGHT:  It's going to be key to the business, because if we want to 

continue to grow our readership and viewership for those of you in broadcast, and 

listenership for those of you in radio, we're going to have people of diverse backgrounds 

doing the reporting. 

 

MS. ERBE:  Lindsey Smith is a freshman at the University of Maryland's 

journalism program who could not have afforded to attend without the Post's scholarship. 

 

MS. SMITH:  In high school they just put me into it.  I had no intentions of being 

a journalist, and actually I started telling people I wanted to major in journalism because I 

didn't have anything else to tell them when they asked me what I wanted to do when I got 

into college. 

 

MS. ERBE:  The American Society of Newspaper Editors gives grants to high 

schools that launch new school papers.  The ASNE designed a popular Web site, 

HighSchoolJournalism.org to promote high school journalism. 

 

MR. BOSLEY:  It's a Web site designed for three audiences.  One, for students 

who can learn about journalism, learn how to ask questions, learn how to write stories, 

can learn about scholarships, can get career information.  It's for the journalism teachers, 



because journalism teachers quite often need help with ideas, lesson plans, et cetera, 

which we provide on the site. 

 

MS. ERBE:  The Diversity Institute was created to attract minority professionals 

working in other fields into journalism, another important aspect of diversifying the 

pipeline. 

 

MS. BLAKE:  We partner with newspapers to have them identify people in their 

communities who are now working in different fields, accountants, lawyers, retired 

military people, religion teachers, social workers, restaurant managers, and those people 

are identified by the newspaper and nominated to us, and then we put them through an 

intensive 12-week camp of journalism, and the newspaper hires them as full-time 

professionals. 

 

MS. ERBE:  Of course, not all media outlets are making Herculean efforts to 

diversify.  In fact, only 11 percent of newsroom staffs are as diverse as the communities 

they cover.  What's even more problematic is where the newsroom managers go to find 

journalists of color. 

 

MS. FOX-ALSTON:  All of my colleagues in the business get calls all the time 

from papers, TV stations, looking to hire people, but there's a little bit of a disconnect 

between the desire and the market in the sense that a lot of people who want to bring in 

more people of color don't always know how to reach out and find them. 

 

MR. KUNKEL:  But a lot of them, when they get into the newsrooms, they're 

there five years, seven years, then they look around and they don't see many people of 

color at the upper echelons, and a lot of them get discouraged, a lot of them look around 

and there are opportunities at twice the pace somewhere else.  And so many more are 

leaving, unfortunately, than are coming in, which is why the percentage is basically flat-

lined. 

 

MS. ERBE:  That's all for this edition of To The Contrary. 

 

Next week, To The Contrary begins a new season of programming, our 13th 

Season.  We'll start off with some important financial tips for women.  Whether your 

views are in agreement or to the contrary, please join us next time.  And we want to hear 

from you, write to us at ToTheContrary.org, or visit our PBS Online Web site at PBS.org. 

 

See you next week. 

 

(End of program.) 

 

 

 

 

 


