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False deities 

The Gods of Antenna by Bruce Herschen-  
sohn. New Rochelle: Arlington House, 
1976. 155 pages. $7.95. 

With the appearance of this volume, the tor- 
rent of Watergate-inspired books on the media 
has come full circle. Herschensohn, a former 
assistant to President Nixon and Director of 
Motion Picture and Television Services of the 
United States Information Agency, presents 
“an alphabet of visual and audio news tech- 
niques” which comprise the “fine print of tele- 
vision” and “pass by virtually unnoticed and 
unchallenged” (p. 49). It is a highly pro- 
vocative inventory which includes such items as 
story placement, the hold frame, selective seg- 
mentation, creation of news, focal length, ig- 
noring follow-up stories, story association and 
grouping. The balance of the book is devoted to 
demonstrating how these techniques were used 
to discredit Nixon. 

Herschensohn shows himself to be a master 
of many of the techniques which he condemns. 
By the skillful use of metaphor (story associa- 
tion and grouping), Nixon becomes a moral 
peer of Washington (pp. 9-11), Moses, Jesus, 
and Buddha (p, 47). “Ignoring follow-up sto- 
ries,” Herschensohn portrays the schism 
whereby the media usurpted the power of the 
Constitution and drove Nixon from the oval 
office. Cronkite, Sevareid, and Rather form the 
trinity of false gods. H e  prophesizes, “If our 
civilization should ever end, future historians 
will not find the weapons of its destruction 
among the fallen pillars of the White House or 
the Capitol or the Supreme Court. They will 
need to search for the suppliers of prejudice 
that armed the millions of fallen antennas rest- 
ing on the rubble of rooftops” (p. 145). 

Herschensohn’s remedies for what he sees as 
an inherent liberal bias of the media include (1) 
elimination of government restrictions on tele- 
vision advertising; (2) lifting all restrictions on 
licensing except those involving frequencies; 
(3) self-regulation by the television industry on 
the equal time issue; (4) a Congressional in- 
vestigation of media bias; ( 5 )  elimination of all 

government control of a time-slot or channel 
under the auspices of the U.S. Information 
Agency (it is currently allowed by Congres- 
sional act to operate only in foreign countries); 
(7) the suggestion that sponsors should (a) sus- 
pend advertising on shows that subvert the sys- 
tem in which they prosper and (b)  be allotted 
time on the government channel to present an 
alternative viewpoint if they inadvertently 
sponsor a point-of-view which which they dis- 
agree; and (8) the suggestion that the public 
should (a) notify the sponsor, network, and 
channel when bias is suspected (b)  inform the 
sponsors of an objectionable show that its prod- 
ucts will no longer be purchased and (c) be- 
come shareholders in networks and work ac- 
tively to influence program policies. Green- 
power not minority-power is the operant slogan 
of Herschensohn’s system. 

Hermann Hesse implicated journalistic ele- 
ments in the fall of the Weimar Republic. In 
retrospect, a number of respected scholars have 
accepted the thesis that the market for sensa- 
tion in the media obeyed its own laws during 
that era (see Peter Gay, Weirnan Culture, 1968, 
and Henry Pachter, “Intellectuals and the State 
of Weimar,” Social Research, Fall 1971). We 
need to know a great deal more about the nexus 
between the powers of the media and the pow- 
ers of democratic republics. We won’t find it 
here! Waldo Frank’s definition of a liberal-a 
liberal is a wise Tory-applies. “The liberal 
media,” if such a monolith exists, is not about 
to undermine its own empire unless its Proteus 
slips from its hands. 
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subtle cues 

Frontiers of Communication: The Ameri- 
cas in Search of Political Culture by 
Karin Dovring. Boston: Christopher, 
1975. 172 pages. $6.95. 

Karin Dovring analyzes ten examples of po- 
litical rhetoric-drawn from both North and 
South America and ranging from a book by Eva 
Peron to lohn F. Kennedy’s inaugural ad- - 

public and tax exempt financing of PBS; (6) dress-in an effort to describe the overall fea- 
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