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CHAPTER I
INTRODUCTION
I. STATEMENT OF PROBLEM

In this era of increased autcmaticn and mechanized
living, there has been a relative and compznion increase inm
the amount of leisure time available to the average citizen.
This latter increase has prompted a greater consumption, by
the public, of the entertainment and/or educationzl fare of=-
fered by the media of mass communication, Due to its added
dimension of sight, plus greater versatility and immediacy,
television has arrived at a point of unquesticnable dominance
in the mass media field, Support for this statement is found
in the fact that the average viewing time per capita per day
now stands at five hours and twenty minutes.

In 1ight of the growing comsumptiocn of this natiocmally
produced product, some question is continually razised as to
its value or detriment to society. In an effort to entertainm,
hence to sell the commercial products which support the in-
dustry, some hyper-eager creators of the televisiom product
have resorted to methods of guestionable feasibility, validity,
legality, and morality., The methocds=by-which and end results
of such procedure are being brought to light in ways, the ex=-
amination of which, would regquire an additiomal study in itsolf.l
It must, of necessity, be noted that the expositicn of mal-

practices in certain areas of the television industry has
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brought question on the entire enterprise and prompted total
cross-examination of the business, Sueckh cross-examination
naturally includes evaluation of existing programs that enjoy
the high esteem of critics and viewers alike, programs whiek
seem to perform a desired service and can be classed as in-
stitutions of the industry. One such program type is the tele
evised news panel show. Within the past twelve years, the
press conference of the air format has become a Sunday after~
noon regular and a frequent Monday morning newspaper guote,
The nature of such a program demands that it deal with the
topics of politices, policy, economy, defense, and other areas
vital to the life and well-keing of a nation, It has, there-
fore been a highly theoretical but nonetheless pressing questicn
that seeks to know the nature and extent of influence on pub-
lie thought and action promoted by suck a free idea exchange

on the nation's airways.
II. STATEMENT OF RESEARCH OBJECTIVE

To attempt te bring illustrative material that might
provide the answer to the above questicn, the careful serutiny
of a single subject adhering to the general program type seems
to be the mést logieal plan. Following a logical process, it
would seem in order to select for such analysis, the oldest

program fo this type, National Proadcasting Company's MEET THE



PRESS., It is the objective of this study to illustrate

through historiecal review, citaticn of newsmaking examples,
and audience evaluation, the positién and prestige enjoyed
by the program and to endeavor to determine its present and

probakle influence on public thought, opinion,-and _action,.

III. REVIEW OF EXISTING LITERATU3E AND
APPROACHES TO THE STULY

The guidelines for a study in this field are few and
largely inaccessible. The ever-present factor of a silent,
massive, and inscrutable audience make thorough determinaticn
of the influence wielded upon it (the audience) impossible,
This accounts for the fact that there are few existing works
on the subject of television's role as an opinion molder.

Such academic studies as are available seem, for the most part,
to have been written several years ago, prior to the rapid on-
slaught of televisicn. “That is, existing studies were com-
piled when newspapers, magazines,and radi> were the dominant
forces in the field of mass communications, Basic tenets
espoused by previcus students of the importance and role of

the mass media in public l1life, can, with adjustrent, be applied
to the televisicn era. Accepting this, mention must be made

of the comprehensive study made by Joseph I, Klapper, "The Ef=-
fects of the Mass M’edin".2 Making his study in 1950, at the



recuest of the Director of the Public Likrary Inquiry,

Mr. Klapper draws from extmnsive sources in the fields of
propaganda, public opinion, and communications research., His
report prcvides a valuable synthesis of existing thought on
the subject of the effects of mass media and their influence
on taste and presunasion. Furthur reference to Klapper's study
will be made in this paper,

The contemporary author and editerial staff member of
Raporter magazine, Douglass Cater, has produced a recent work,
The Fourth Bra Government, in which he deals with the
power, influence,and expanding role of the press in the oper=-
aticn of the nation's government, MEET THE PRESS being a tel-
evision program which depends on press personnel and press
recognition of newsworthy figures for its weekly roster, Cater's
views in this new bock are helpful in setting a"frame of reéfe
erence for a study that examines a program televising a press
situation,

Continuing in the academic field, mention should be
made of graduate theses based on the televieion indusiry. The
press conference television format is given scme attention by
Robert Hammel Stewart in his thesis “Ehe Development of Net-
work Program Types to January, 1953."

The very nature of the televisicn industry makes it one

of popular interest and attention., This accounts for the dearth



5
of critical and evaluational material of a non-academic nature
that appears in the press and periodicals. The writings of
most of the leading televisien critics, among them Harriet
Van Horne, John Crosky, Jack Gould, Jack O'Brien that appear
in the nation's major newspapers, from time ta time carry views
on the present performance standard of programs like MEET THE
PRESS. Reference to the attitudes and remarks of the above
writers was valuable as these corresponded to a particular
topic being investigated., MEET THE PRESS has also been se=-
lected repeatedly as the focal point for a television feature
story. In this connection, little of academic value is ob-
tained, other than clues to the more popular and remembered
presentations of MEET THE PRESS. Probakly the most significant
of such Journalistic synopses was made recently and is, as
yet, unpublished. The article, by free lance writer Joseph R,
Judge, is untitled at this time as it is not scheduled for pub-
lication until early in 1960. <+he significance of it lies in

the fact that Mr. Judge was commissioned by the United Stat;s

Informaticn Agency to do the story for America Illustrated.

In order to complement the existing works on the role
of printed and spoken word in public life, information dealing
with the subject at hand was advisible from a contemporary and
primary source, For referencesx dealing with current printed

commentary and record of MEET THE PRESS, the easily accessible



wealth of material from commercial and trade newspapers and
magazines, from personal memoranda and correspondence that is
on file in the offices of MEET THE PRESS provided the source
for more obscure facts and figures abeut the program that
were needed,

The interview technigque was used to preovide the afore=
mentioned primary sources. Interviews with Betty Cole and
Lawrence - Spivak who would have personal pertinent informaticn
on the program's history, progressy and prospects proved of ine
valuable worth in filling in the gaps of information left by
printed records. Discussion with public relations representa=-
tives of both major political parties shed light on the opine-
ion of such groups on the news panel show and their attitudes
and behavior toward it, At Democratic headquarters, inter-
views were obtained with Richard Murphy and Jack Christie,

A% the offices of the Republican National Committee, an inter=
view with Phil Watts was held.

With the exclusion of straight news stories featuring
news made on MEET THE PRESS broadcasts, the above material
forms the core of relevant work on the subject of the posi=-

tion and influence cf the televised news panel show,



IV. SPECIFIC APPROACH OF THIS STUDY

THE immediate and constantly cathartic nature of a sube
Ject like MEET THE PRESS calls for a somewhat unconventional
appreach to an academic study. The guestion considered being
theoretical, personal observation plays a greater role in the
evidence collected thah it would were the subject more stage
agnt. The same hélds true in forming esnclusions on the basis
of the data avallable, The apprmach of this study has had to
be to alizn the past with the present in the planning and exe=

cution of the show's designated objective,
V. EXPLANATION OF THE STUDY'S LIMITATTIONS

The human element involved and the impossibility of ac=
curately or thoroughly polling it has already been mentioned
as a limitation on the study presently undertaken. The absence
from the book world of expert work on the subject poses a fur-
thur problem in determining the originality and practicality
of new data presented,

The physical 1limitations on the study have to do with
sheer numbers, The fact that MEET THE PRESS received Monday
morning mention in The New York Times alone every week for three
consecutive years is one that cannct be sidestepped, nor can

it be completely dealt with. This figure discounts possible



mention in any of the other major newspapersof the country.

The New York Iimes accounts were followed as they were the only
accounts readily accessible and were judged to be those most
nearly accurate on the basis of the paper's reputation,

A second physical limitation was existent in view of
the fact that the program files of MEET THE FRESS are not cone
centrated in one locale. There are mazazine and "grass roots"
newspaper clipping service files in the New York office of
MEET THE PRESS. Time and expense made it impossible for these
additional files to be drawn upon. What follows is then, a
compilation of such printed and personal data as could be ob-
tained from libraries, files, and persons located in Washingten,

The conclusions pressnted must bde regarded more as in=
terpretations based on illustrations and observations hecause
of any student's inability to get a broad and valid reaction

from the audience involved,
VI. STAYEMENT OF METHODOLOGY

In organizing a research plan for the study, the basie
areas to be explered were first determined., In studying these
areas the following proeedure was used:

1. Existing newspaper, periodical, and thesis liter=

ature was examined for specific facts and background
material,

2. Interviews with relevant members of the program staff,
interest groups, and the press were sought as comments



from such persons became necessary for enlarging
printed fact,

3. "On-the-spot" observations of show planning and
office prodedure were placed sporadically throughe
out the study, usually on a one® a week basis,

4, In keeping with the plan to align past history with
present practice, visits to the studie for the pro=-

duction of MEET THE PRESS were made, whenever the
opportunity was afforded.

VII. ORGANIZATION OF THE STUDY

A rather chronological form was followed in the organ=
ization of the study for presentation. In compliance with this
plan, the section immediately following deals with an histor=
ical overview of MEET THE PRESS!'signal fourteen year history.
In dealing with this, the factors of program purpose, staff,
ownership, and sponsorship will be given attention.

Just prior to the examinati n of MEZT THE PRESS' news-
making programs and resultant publicity in the fields of de=
mestic and foreign affairs, an analysis will be made of the
problems involved in selecting the "stars" of the shgy, 1.€.y
the panel and interviewee,

Having presented the programs and ideas for uhich MEET
THE PRESS had achieved fame and report, scne effort to illus=-
trate the effects and worth of these programs will be made by
a look at the audience itself: its size, complexion, and reac-
tion.

From these analyses, the concluding interpreta tion will

be drawn.



CHAPTER II

OVERVIEW OF THE HISTORY AND PRODUCER'S CONCEPT OF
MEET THE PRESS

MEET THE PRESS now occuples a position among the oldest
continuously broadcast weekly television shows second only te
the "Gillette Cavalcade of Sports". Coming to televisien on
the National Broadcasting ~ompany network in 1948, MEET THE
PRESS is in its eleventh telecast year and its fourteenth
broadcast year, having had three years as a radio program on
the Mutual network, The program has existed for reasons as
various as the sources of their expression. These sources
have b=:-n persons both affiliated with and subjected to MEET
THE PRESS. The show's executive producer and permanent panel
member, “awrence E, Spivak, has been with M7ET THE PRESS
since its conception. For this reason he is the logical tare
get for inquirers who want to know why the program has enjoyed
such long 1ife in a sudden death industry. In a memorandum te
The New York Daily News on the guestion of the MEET THE PRESS
success formula, Mr. Spivak wrote:

The program's success is entirely dependent on having

the right man interviewed at the right time, by a bal-

anced and informed panel who ask the right guestions

in the right way.l
The exact definition of "right" man, panel, questions, and msn-
ner are unknown to the show's producer, but he is "happy to

2
guess, "
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To best understand and analyze a program of such long
endurance and present status, it would secm wise to examine
the historical view of MEET THE PRESS and place the past a=-
longside the present. Such an examination should make conclu=~
sion on the current position and future possibility of MEET
THE PRESS have a more concrete basis in fact. In this chap-
ter, the history, both past and present, of the program frame-
work will be discussed in terms of purpose, staff, ownership,

and sponsorship.

I. PURPOSE

The switch in media from radio to television forced
some minor changes in the production téchnique of MEET THE
PRESS, as 1is the case for all programs making a similar trans=
fer. These changes, in the transfer of this particular pro=-
gram, included no alteration in the concept and purpose of the
show. The purpose of MEET THE PRESS, as it was and is, can
be best described by those who originally conceived the idea,
The two people responsible for the format were Martha Rountree
and Lawrence E, Spivak., The story of how these two equally
energetic, but diametrically opposite perscnalities joined
forces is something of a legend in the broadcasting world., The
union took place in 1944 when Mr. Ppivak was the editor of
Amerjican Mercury magazine, Miss Fountree had done some work
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for the pubiication and received sound criticism from its ed-
itor for her work. During this conference, Miss Rountree, who
was active in the radio field, was asked by Mr, Spivak for com=-
ment on a radio forum he hoped to initiate. His idea received
remarks from Yartha Rountree to equal the criticism he had pre-
viously offered her work. The two then collaborated on the
idea of putting important figures in the news on the air for
thirty minutes to be gusstioned on any subject deemed wortha .
while by a panel of topflight newsmen. The entire broadcast
was to be an unrehearsed, spontaneous presentation, thus give
ing it the zura of a live news conference, With the help of
the persuasive vivacity of Miss “ountres, Mutual Broadcasting
System was sold on the idea of MEET THE PRESS, and its four=
teen year history saw its bdginning in 1945. 1t was during
the show's first years of production, when Martha Rountree's
inimitable charm often aided in securinz adequate guests, that
she, perhaps unknowingly, first phrased the purpose of MEET
THE PRES8, It was her habit to make this statement in per=-
suasion of prospective guests: "Here's a chance for you to
tell your story to the American people. If you are honest,
and believe what you say, there is nothing to fear."

This purpose of presentdng a real story of a vital issue
to the listening, and now viewing, public has, in the estima-

tion of Mr. ®pivak, remained unchanged. In a statement recorded
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in 1956, when MEET THE PRESS was eleven years old, Spivak was
quoted as saying that the prupose of MEET TH'} PRESS was "to
bring the people closer to the Government and the Government
closer to the peo;le."h

The ohly noticeable change in prupose from 1945 to the
present, must be labeled as more of an enlargement than a
change. To the original aims of reporting and clarifying the
blg issues in the news, television has given greater fulfill=
ment to MEET THE PRESS' aim to "entertain by effective use of
the techniques of the medium [ielevisieﬂ ."5 The added enter-
tainment value of MEET THE PRESS was immediately recognized
when the show made the transition from sound, to sound and
sight., YVariety's editors com ented after tha first telecast
in September of 1948 that the "current TV presentation of
'Press' makes a great improvement. . .tele's added sizht factor
heightens greatly the dramatic impact."

In summary, it can be said that the present and contin-
uing prupose of MEET THE PRESS is reported and stated by its
"parents" to be that of reporting and clarifying the news
through the use of technology, name, issues, and faces in a
marner that will both entetain, inform, and perhaps arouse the

audience,
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II. STAFF

The implementation of the purpose or objective of MEET
THE FPRESS has recuired coordinaticn and cooperation from a
relatively small program staff. <The producer's position has
been surprisingly constant. In a changing, fluctuating field,
as is television, this continuation of staff is something of
& novelty, Mr, Spivak, as was point:d cut, has been producer
of the show from the outset, During the time that he and
Mzrtha Rountree were co=-ewners of MEIT THE PRESS, a co-pro=-
ducership was also in practice., Mr, Spivak served then, as now,
as a permanesnt panelist, and Miss Rountree was the program's
moderator, a job now handled by Ned Brocks. After Miss Rountree
so0lé her half of the program to Mr. Spivak for an undisclosed
sum, he tock over as full producer. Since fﬁrtha Rountree's
departure, the feminine executives of MEET THE PRESS have had
no "on camera" cduties, but rather have operated as associate
procducers, handling schedules, arrznzements, and, to a certain
extent, public relations.

The central office of the prozram is located in Washingten,
L.c., adjacent to the apartment home of Mr. and Mrs. Spivak in
the Sheraton- ark Hotel. As often as is possible, the program
originates from the NBC studics in Washington (WRC, WRC=-TV).

Circumstances occasionally make it necessary for the show te
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go to its guest. Xor such situations, shich most often require
a move to New York, and office is maintained in that city,
again adjacent o the Spivak's home at the Hotel Barclay, De=-
spite the distance invloved, the personnel of the tvo offices
work closely together via NBC's direct telephone line to Jew
Yorks, The affairs of the Washington office and the majority of
production details are handled by the associate producer for
VEET THE PRESS, Betty “cle. Miss “ole joined the staff of
MEET THE PRESS in 1956 as a succes-or to Helen Keller, who had
been in charge of the Washington office after Martha Hountree
left the program. In New York, Helen Johnson acted as girl
Friday and prcduction assistant, with the job title of assoe-
jate producer, until 1958. At present, New York publicity,
promotion, and production work 1s handled by Betty Sm: th.

Also in the “ew York office is Esther Rausch, whc performs
secretarial duties of a personal nature for the Spivaks.

Timirg and pacing are two elements vital to the suc=
cessful producticn of any televisicn program,MEET THE PRESS
being no exception. The unrehearsed nature of MEET THE PRESS
makes any assurance of accurate pacing uncertain, There is no
way to check on the excellence, length, or volume of questions
brought to the studdc by guest panelists, In view of this une
avoitable reality, it becores the responsibility of Mr. °pivak,

as regular panelist, tc come equipped with encugh material to
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sustain and coordinate the interview, wc:rking anywhere from
four to fifteen hours per day on these questions, which usu-
ally number around one hunderd per guest, Spivak requires the
services of Betty Smith. Miss Smith is employed in New York
by MEET THE PRESS to do research,’'in addition to the duties
menticned above., This research work entails previding back-
ground material on the week's guest from the program's vol=-
uminous vertical files, or frcm whatever sources are necessary.

The vertical files menticned apove are compiled by all
"desk ridden" staff members and consist of clippings from all
the major New York and Washington area papers, and the major-
ity of naticnal magazines. The Remcke “ompany provides clip=-
pings from television columnists appearing in papers in other
parts of the country.

When the plans and research for a week's broadcast reach
the point of readiness for production, the technical staff as-
sumes responsirility. <*he crew recuired to put a single pro=-
duction on the air. intludes from twenty to twenty-five persons.
The general, functiocnal brezkdown of the staff could be in
this manner: two network control panel men, handling audio
and video in the staticn's technical control center; two men
in the film projection room to set up the commercial filmj
three camera menj a boom man for the overhead microphonej a

driver or "dolly" man for the mounted dolly camerz that is
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usually used; one man on the credit crawl; stage hands of a
number required by a particular situation; one still phote=-
grapher; a network announcerj; an audio director; a techniczl
director; a floor director; the program director; assclcate
procducer; and producer,

The production idea of MEET THI PRESS has been, currently
is, and, according to the producer, will be simplicity. The
program has a simple questicon-answer format and all aspects of
production are geared to maintain this simplicity. “espite
unigue ideas for technical innovations or gimmicks in camera
work, the simple heazd-on, close-up, facial study has been re=-
tained as the core of the show's visual aspect. Most of the
changes that are conceived from time to time are at the sug-
gestion of producer Spivak. Any that might be the inspiration
of others on the staff rust be reviewed and approved by
Mr, 8pivak before they can be employed in actual production.

Approximately an hour before air time, active studio
preparation for the telecast begins. This activity is under
the supervision of the director, Frank flingland. “. Sling-
land has been the director of MEET THE PRESS for the past two
years. There is no rehearsal of the prcgram. In fact, at the
request of Mr, “pivak, the pre-braocdcast conversation in the
studio as panelists and guest gather, is steered away from

subjects that may follow in the interview. This request was
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made for two reasons. First, a light, pleasant mood relieves
tension, and second, pre-air discussion of the issues would
spoil the freshness and spontanseity necessary for a vigorous
show, The absence of rehearsal, then, calls for some substi-
tution on the dimector's part to check and make ready the
necessary techniczl facilities. The check is done in a guinea
pig fashion. *he production staff members "sit in" for dummy
shots of the guest, moderator, and panel so that camera posi=
tions and lighting arrangements can be determined. #bout five
to ten minutes before air time the "real" participants are
positioned and a voice level and dry run shot is taken for
each. 7The studio audience is relatively small, from five to
twenty persons on the average, and those attending are present
on the basis of an invitation. The audience is not used in any
way in the program's prcductien.

The MEET THF PRESS format has achieved wide popularity
as evidenced by the size of its audience (see Chapter V), Ad-
ditional proof of popularity is provided by imitation. The
simple, live interview format has been copied and televised,
with relative success, by all “he major networks, The appear-
ance on the bracdcast scene of programs quite similar to MEET
THE PRESS was welcomed, rather than deplored, by its prcducer.
Mr. Spivak felt that there was ample room for two or more pro-

grams of the type he prcduced, there being more than enough
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news to go around. The existence of severzl televised panel
shows alsc, in his estimation, kept all on their toes in an

a

effort to present a good show with/guest of imrortance to egual

7
that of guests on kindred prcgrams,

III. OWN/RSHIP

The ownership of MEET THE PRESS has been touched on
enough in preceeding material that a brief chronological ac-
count will serve here. The show, as originally conceived for
radio, was the possession of its co=producers, Martha Eountreo
and Laweence: Spivak, This set up prevailed until 1953 when
Miss Rountree sold her share of MEET THE PRESS to Mp, Spivak
and he became sole owner. The program agein came into new
ownership in 1955, when it wzs purchased from Mr. Spivak by
the National Broadcasting °ompany for a sum rumored to be
around $1,000,000.00. That state of ownership exists at pres-

ent.

IV. SPONSORSHIP
The network's ownership of MEET THE FRESS relieves it
of the burden of requiring a sponsor for precduction. ZThis has
prompted some measure of sponsorship on & loczl basis. The net-
work can sustain the program without a sponsor, therefore, na=-
tionwide sponsorship is not necessary for nationwide broad-

casting.
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As of “ecember 20,1959, the program is sponsored by
"Sano" cigarettes on a2 "major-minor" tasis. In lay terms this
means that one week "Sano" will sponsor two-thirds of MEET THE
PRESS and on alternate weeks will sponsor one-third. The un-
sponsored segments of the prcgram are open to local sponsor-
ship on the "co-ep" basis. If local sponsorship is not forth=-
coningé this portion of the program is carried on a sustaining
basis., Present sponsorsip status having besn established, a
loeck at the record of previous years is in order,

General foods' "iMaxwell House Coffee" took on sponsor=
ship of MEET THE PREES in its first six months as a television
program. The period of sponsorship by General foods was followed
by fourteen months of sustaining broadcasting.9

The advent of the cooperative and alternating sponsorship
plans make clear explan:ztion of the program's sponsorship from
May,1950, to the present somewhat complicated. This outline
form constructed by the show's associate producer, Betty Cole,
from program files should prcvide the needed information in the

clearest form.

Pan American Airways - sponsored MEET THE PRESS effective
January3,1954%, on an alternate week basis until December
12, 1956, sponsorship by Pan #m was resumed on January
5,1958, on a weekly basis through January 29,1958, Pan
Am returned as & sponsor on Uctober 5, 1958, on a weekly
basis through December 21,1958,

Revere COpper “ompany - sponscred alt:rnate weeks from
Uctober 17,1953 until December 26,1954,
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Johns Manville Products - sponscred a&ternately from
January 9,1955 through June 23,1957.

The mood and kind of broadcast that is MEZT THF PRESS
has demanded for its maintenance sponsorship by products of
only such dignity as weuld fit in the news and big issues
setting.

In order to maintain a high level of guest personnel for
MEET THE PR”SS which will be apace with the blg news of the day,
it is of vital importance fcr the staff of MEET THE PRESS, under
the direction of Mr. Spivak, to be able to act quickly and im=-
mediately upon a big news break or issue, If this is to be
accomplished effectively, a chain of command consisting of as
fewlinks as possible is essentiai. Fcr MEET THE PRESS the mat-
ter has beem happily expedited in that both the network and
sponsor refrain almost totally from interferring in the arrange-
ments for and techniques of the program., Only in rare cases,
reports producer Spivak, does the network inject into program
plans some of its views, The sponsor agressment includes an

8
understanding of no intervention as to program format or policy.



CHAPTER III

ANALYSIS OF PANEL AND INTERVIEWEE
SELECTION FROCEDURE

The statements concerning the position of the network
and sponsor or sponsors in relation to MEET THE PRESS should
have made it evident that the actual salection of who will
appear on MEET THE PRESS, hence, the central discussion topie
from week to week, and the members of the panel of newsmen is
a matter left almost entirely to the discretion of the pro-
gram staff.l The final authority rests, of course, with
Lawrence: Spivak, producer and permanent panelist. The deci-
sions are his, the accumulation of valuable contacts are his,
but continual renewal of these contacts for purposss of se-
curing a guest or panelist is a job shared by his staff, The
bringing together of a suitable panel and a "good" guest for
the interview session is no small problem when presented on a
weekly basis, fifty-two weeks a year, Through the years, the
problems have been recognized, coped with, and, in some cases,
removed. Through trial and error the most feasible procedure
has beem adopted. It should be inserted that in the fluctuat-
ing business of television, dealing with the even more fluct=-
uous '« subject of front page news, no cut and dried methodelog-
ical procedure can ever be continuously followed. The remainder

of this chapter, then, in endeavoring to enumerate some of the
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problems faced and to present the procedure currently fol=

lowed, will have to risk the use of some generalizations,
I. PROBLEMS

The question of which factor 1s most important in the
~porduction of a good MEET THE PRESS program, the panel or the
guesty, is a moot one. The utopian ideal would be to secure
each week, a guest of renown and value to be questioned by a
panel of expert and articulate newsmen who would complement
the guest and issues related to him in perfect manner, The
nature of the subject at hand, news, coupled with the importance
and consequently heavy schedules of the guests selected make
advance planning of this magnitude both impossible and imprae-
ticable, Thus, the problem of which selectlion to make first
is eliminated, since the decision must be made on the basis of
the state of affairs at a given time.

For purposes of clarification, it will be best to con-
sider the problems related to panel selection and to guest se=~
lection separately. The interrelation of the two 1s of no
noticeable consequence, except for the fact that some effort
is made to place at least one reporter on the pamel who, because
of special assignments, is especially familiar with the field
or issue to which the guest is related.

Turning first to the choice of newsmen to do the actual
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interviewing, the mention of some facts concerning the ease
with which these persons are decided upon and secured is in
order, Over the years, MEET THE PRESS has achieved an enviable
position among news panel shows, This position includes a rep=-
utation for interviews with top figures in the news by the
top reporters in the business. This reputation makes an ap=
pearance on MEET THE PRESS a worthwhile and enhancing exper=
lence for any reporter. For an half an hour's '"on camera"
work, and a few additional hours review and thought about the
issues likely to be discussed, a newsman can recieve $125,00
and his name upon the ears, and face upon the eyes of some
five million or more people (see Chapter V). This makes the
acceptance end of panel procurement of negligible bother, with
the exception of a problem faced on the matter of schedule
conflicts. Many of the newsmen invited to appear on MEET THE
PRESS are also required to do a certain amount of traveling
for the particular news organization to which they are attached.
In this way, a conflict sometimes arises between the date of
a scheduled special appearance on MEET THE PRESS, and the re=-
porter's normal assignment.2

MEET THE PRESS can be rather certain that those newsmen

invited to appear will accept, but the problem of whom to in=-
vite is still a difficult one. Given any subject of national

or international interest and importance, there can be found
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many neismen who are competent writers on the subject and
avid followers of its development. This is to say nothing of
the great number of excellent general newsmen and reporters
assigned to special points at which news usually breaks, for
example, Capitol Hill, White House, United Nations, etc, The
dilemma faced by MEET THE PRESS is not presented by the great
number of good journalists, but rather by the relatively small
number who are likewise good television panelists. The ele=
ment necessary to make a good panel member is the ability,
on the part of the newsman, to phrass questions succinctly,
vividly, and generally in a manner like unto oral communica-
tion as opposed to the more involved written word. The deplor-
able fact that such journalists are somewhat few and far be-
tween accounts for the fact that MEET THE PRESS panels have
developed several familiar and favorite faces, like those of
Jack Bell of Associated Press, John Steele of I e-L ’

Marquis Childs of The Saint Louis Post-Dispatch, May Craig of

The Portland (Maine) Times-Herald, and Roscoe Drummond of
The New York Herald Tribune.

The general tone of MEET THE PRESS, known to those who
view it and those who partiecipate in it, makes ridiculous the
probability that the composition of the panel depends in any
way on the views, likes, dislikes, or political leanings of

the guest, According to Betty Cole, associate producer, the
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occasions when identification of the panel is requested by a
prospective guest before his committment to the show are almost
nonexistent. ©Should a situation arise in vwhich a guest found
a panelist so offensive that his presence on the panel would
force the guest to decline to appear, program policy has been
to accept the decision of the invited guest to refuse to appear.3
In summary, it can be sald that the problems connected with
selection of panelists can be lumped into the large and im=-
posing singular difficulty of obtaining newsmen who are both
competent and clear and personable to the viewing public.

Guest selection presents problems in greater number.

The outstanding and governing factor in the selection
of a guest for MEET THE PRESS is the big issue of the day.

The issue governs the identification of the man who will be
invited to discuss it. JIhe effort is to obtain for MEET THE
PRESS the biggest man connected with the biggest issue. Here
is the source of all the problems connected with guest procure-
ment,

Perhaps the earliest problem encountered by MEET THE PRESS
in this connection was the problem of reputation, During the
period when the back log of MEET THE FRESS history had to be
recounted in terms cf weeks instead of years, a certain amount
of understandable, though lamentable, hesitancy on the part of

prominent figures was displayed. It was necessary in the early
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years of the program for the production staff to be equipped
with some sales ability in making MEET THE PRESS appearances
desirable activity for a big issue personality.

Producer Spivak recounts an instance occuring in 1954,
It was the desire of MEET THE PRESS to schedule French Premier
Mendes-france for an unprecedented appearance on an American
televised press conference, In order to secure his acceptance
and willing cooperation, and to insure pleasant memeries of the
experience for him, it was necessary for representatives of
MEET THE PRESS to "sell", as it were, the associates of the
Premier on the excellence, importance , and prominence of
MEET THE PRESS., In doing this, Mr. Spivak and others conneeted
with the program made an effort to contact and convince those
people that Mendes-France would be likely to consult about the
appearance: his aides, the French delegatten to the United
Nations, French embassy and consulate officials, and American
associate-s.1 The job was apparently well done, as the Premier
made a noted and valuable appearance (see Chapter IV),

Happily, the continuing performance of MEET THE PRESS
and its growing international scope have made persuasive tech-
nigues largely unnecessary at the present time,

The big issues of the day are easily identified, and,
by and large, the big men connected with them are likewise
easily identifiable. “heer identification of the top figures
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in the news is only the first step for Mr. Spivak and M;ss Cole
in selecting guests., Securing sald figure is step number two,
and the rroblem move, It appears to go hand in hand that the
central figures in the news are the busiest figures. The
problem for MEET THE PRESS, then,is teo work the Sunday after=-
noon half-hour neatly into the schedule of the desired guest.
This must be done before the issue is old news. Obviously,
this involves great degrees of perception and calculation on
the part of the MEET THE PRESS program staff.

Not only do the men seem tc be the busiest men on the
current events scene, but more often than n ot, they are the
most pressured men involved in an issue. lhe present state
of the world dictates that practically the total news picture
is a two-sided affair, both sides being ecually explosive. It
is not infrequent for the prime figure in a current teopic to
be forced to refuse the opportunity to appear on national
television incorder to protect the program or group he heads
or represents, Conslderation of prestige and politics alse
come under this hezding of pressures for refuSal, It is for
reasons of prestige that such newsworthy figures as the
President of thﬁ United States do not appear cn programs like
MEET THE PRESS, Political strategy likewlise governs the times
when congrescsional and/or party leaders will accept invitatiens

5
to be guests on televised interviews,
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In addition to the issue at stake and the figures ine
volved in it, consideration must also be given to the fact
that the medium is primarily on=a of entertainment, in the pop-
ular concept. ©“hould the public go so far as to accept the
fact that a program such as MEET THE PRESS is not Sclely an
entertainment vehicle, nevertheless, if it is to perform its
purpese adequately, the fact would still remain that it must
attract and hold an audience, This introduces a third prob-
lem where guest selectim is concerned. The physical, visual
effectiveness of the person interviewed must be reasonably
high, With the added dimension cf sight, such physical as-
pects as facial mobility; directness of presentation, force-
fulness of perscnality are valuable and must, whenever pess=-
ikle ;be attributes of the guests, As is the case with newsmen,
a MEET THE PRESS interviewee must be articulate and alert te
keep the program from bogging down in the techniealities of
an issue.

In view of the existing problems, something of a pattern
can be discerned in the selection of guests and panel, A dis=

cussion of this procedure follows,

IX. PREVAILING PRACTICE

As was mentioned in the preceeding section, there is a

definite and active effort on the part of MEET THE FRESS te
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