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Top local anchors (50.4%) were surveyed about community appear-
ances. They personally schedule and make appearances regularly and
see them as beneficial to causes, ratings, and their careers and commu-
nities; they paradoxically realize appearances take time from produc-
ing a quality broadcast. Results illustrate Bantz’s (1985) theory of nor-
malization of conflicts among journalistic, business, and entertainment
norms; respondents agreed across most demographics, but exceptions
support Berkowitz’s (1993) scholarship on news-worker socialization.
Most reported making appearances that are covered as news. Younger
and small-market anchors were more likely to link public appearances
to ratings; older anchors were more likely to equate appearances with
community service.

Local television anchors are regularly seen not only at the news desk but also at
events in their communities. Viewers, moreover, do not necessarily have to see an-
chors in person at organized events to know that they were there because stations of-
ten cover such community appearances as news stories (Gant & Dimmick, 2000).
These community appearances might benefit the showcased cause, the anchor’s sta-
tion, and the anchor’s personal career. The appearance of a high-profile local televi-
sion personality helps draw attention (and money) to a group or cause, not only di-
rectly but also through the additional publicity from coverage of the appearance
during the news broadcast. The station benefits from promoting its anchor as a “real
person” who is involved in the community and cares about his or her, often adopted,
town. As C. J. Beutien (personal communication, October 2002), veteran television
news director, explained, “Anchors have to remember that their job is similar to a pol-
itician’s. They have to be out in the community persuading viewers to watch and have
a positive feeling toward the station.” Regular anchor appearances in the community,
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in fact, often can be a keystone of the station’s efforts to promote itself as an active and
engaged community citizen. When its promotions are tied so directly to a single per-
son, the station’s efforts may also benefit the anchor. The increased visibility and at-
tendant audience response might put the anchor in a stronger negotiating position for
his or her next contract or improve his or her chances of moving to a larger market or
to a more lucrative position.

At the same time, community appearances by anchors are a potential source of
conflict between journalistic norms and business and entertainment norms. Com-
munity appearances usually have nothing to do with the anchor’s skills as a jour-
nalist and everything to do with the anchor’s star quality; every hour spent appear-
ing in public in a setting unrelated to news gathering is an hour that is not spent
practicing journalism. Thus, community appearances can place anchors in a posi-
tion in which business or entertainment imperatives conflict with their journalistic
norms.

Anchor appearances at community events have not been noted as an example of
the conflict between journalism norms and business and entertainment norms.
Other promotional activities of anchors, however, have drawn public and profes-
sional comment in the popular and trade literature. A network example was CNN’s
“zipper” promotional spot for Paula Zahn as host of the show American Morning.
For one weekend in January 2002, viewers heard a male announcer ask, “Where
can you find a morning news anchor who’s provocative, super-smart, oh yeah, and
just a little sexy?” (“Paula Zahn,” 2002, p. 4). The word “sexy” popped up on the
screen and viewers heard the sound of a zipper followed by a cut to Zahn on the
American Morning set. Quickly pulled after causing a media stir, the promotion
embarrassed CNN news executives who explained they had not approved it. Even
more recently, KTLA anchor Sharon Tay posed seductively for an issue of the men’s
magazine Razor, again raising public condemnation of this blurring of entertain-
ment and journalistic norms in local television news (“Sexiness,” 2004). Perhaps
the most widely publicized example involving physical appearance at a local tele-
vision station was Christine Craft (1988) who detailed her experience of the conflict
between journalistic norms and business and entertainment values in Too Old, Too
Ugly, and Not Deferential to Men: An Anchorwoman’s Courageous Battle Against
Sex Discrimination.

Although there has been no discussion in scholarly literature, and little discussion
in trade literature, regarding public appearances by local television news anchors in
their communities and the conflict with journalism norms these might pose, the rou-
tine nature of these public appearances might exemplify this conflict. With that possi-
bility in mind, this study analyzes local television news anchors’ practices and opin-
ions concerning community appearances. This research looks at how often anchors
make public appearances; the process of scheduling public appearances; how public
appearances are viewed by anchors, especially with regard to conflicts between busi-
ness or entertainment norms and journalistic norms; and how such appearances af-
fect anchors’ journalistic duties.
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Literature Review

Bill Kovach, chair of the Committee of Concerned Journalists, and Tom Rosenstiel,
director of the Project for Excellence in Journalism, have written that the primary pur-
pose of journalism is to provide citizens with information so that they can effectively
participate in self-governance (Kovach & Rosenstiel, 2001). With the input of hun-
dreds of award-winning journalists and U.S. citizens, they compiled a list of nine ele-
ments that support this primary purpose, including that “its practitioners must main-
tain an independence from those they cover” (pp. 12–13). The list, in large part,
merely restates normative principles journalists have embraced for decades (Schram,
1957; Siebert, Peterson, & Schram, 1956; Weaver & Wilhoit, 1991, 1992).

In television news, however, such long-held journalistic principles sometimes
come into conflict with business or entertainment norms. The report in Columbia
Journalism Review about a 5-year study of television news done by the Project for Ex-
cellence in Journalism was titled, “On the Road to Irrelevance” (2002). It pointed out,
among other things, that television news journalists were increasingly constrained by
exigencies of time, money, and lack of personnel. Enterprise and investigative report-
ing, long indicators of commitment to quality journalism, the report said, “have
nearly vanished” (p. 89) from television newscasts.

Although the scholarly, news-worker literature about the conflict between journal-
istic norms and business and entertainment norms is not extensive, several studies
have addressed the potential conflict. Berkowitz (1993), for example, found that more
than two thirds of all broadcast news workers said business concerns shaped news se-
lection. In another study, Berkowitz (1991) also found that business values had almost
as much influence on journalists as journalistic ideals did. Ehrlich (1995) found that in
television news, “industry norms are likely to constrain whatever creative efforts to-
ward quality journalism take place” (p. 47). McManus (1990) reported that a business
model was used more frequently than a journalistic model to select news stories for
air. Television news workers themselves have been found to be critical of their own
work. Smith (1988) observed that reporters were more critical of their own newscast
than were producers; news directors were the least critical of all. Although they do
not directly address journalism and business and entertainment norms, Smith’s find-
ings illustrate the conflict. For example, reporters and producers agreed that certain
television news stories are covered because they are easy to do “live.” Both senior re-
porters and news directors “agree that ‘live for the sake of live’ takes place with dis-
turbing frequency in the newsrooms across the nation” (Tuggle & Huffman, 1999, p.
492). In general, however, Smith found that those with more power to make a change
in the newscast had less desire to do so: “At each step up the chain of command, tele-
vision news workers become less critical of their craft” (p. 344). Smith and Becker
(1989) discovered some differences between producers and reporters; however, they
concluded that reporters did not fight producers to maintain journalistic integrity.

Other researchers have found examples of business norms guiding television re-
porters’ practice. Tuggle (1991) found that economic decisions rather than news
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values often keep reporters on the scene of news stories longer than necessary.
Berkowitz (1990) reported that story selection for local television news was a group
process influenced not just by journalistic values such as timeliness, significance,
interest, and importance, but also by organizational constraints, the newscast struc-
ture, and story mix.

It should be noted, in comparison, that studies of an earlier era in television news
found journalism values were more likely to determine the content of television
news programs than either business or entertainment values (Dominick, Wurtzel, &
Lometti, 1975; Wulfemeyer, 1982a, 1982b). It could be argued that in the 20 years
since the early 1980s, local television news has become increasingly influenced by
business concerns (McManus, 1994).

Several researchers have found that the local television anchor holds a unique
position among news workers. Anchors clearly are important to viewers, as noted
by Allen (2001). Although some scholarship suggests anchors might not be as criti-
cal to ratings as are other factors (Burris, 1987; Lin, 1992), some members of the
audience choose a news broadcast based on whether they “identify” with an an-
chor (Houlberg, 1984; Levy, 1979; Powers, 1990; Rubin, Perse, & Powell, 1985;
Wulfemeyer, 1983). In the early 1970s, viewers told researchers that some anchor
traits, including voice inflection, speech pattern, professionalism, personal appeal,
and appearance were important (Shosteck, 1973–1974). Cathcart (1969–1970)
found that most viewers want an anchor to be knowledgeable and experienced be-
cause that gives the anchor credibility. In addition, viewers perceive differences
among anchors based on attractiveness, but viewers do not perceive differences
among anchors based on such other attributes as knowledge, trustworthiness, dress,
or making difficult material understandable (Roberts & Dickson, 1984).

All of this is important from a business perspective because a larger audience
means higher ratings, and higher ratings mean more income for the television opera-
tion. According to Wicks (1989), newscasts accounted for half of corporate profits at
local television stations in the late 1980s. Television news managers generally believe
news anchors are critical to business success (ratings) and that anchors must have
both the skills of a journalist and the sometimes less-tangible traits that attract viewers.
Allen (1995) found that general managers and news directors at television stations
want news anchors to have journalistic and on-camera skills and that the anchors
must maintain their presentation skills and increase the broadcast’s ratings to keep
their jobs. Becker (1985) found that the most desirable candidate for an anchor job
was the person who had increased ratings in the market where he or she was currently
an anchor. Television general managers are highly selective about both the attractive-
ness and the presentation skills of television news anchors (Rosenberg, 1993). Some
general managers believe attractiveness and presentation skills instill unity and iden-
tity in a news program (Turow, 1983). The importance of the anchor to the local televi-
sion news organization is apparent from the complexity of the hiring process. Becker
(1985) found that the process of hiring anchors included not only the news director
and general manager but also the program director, consultants, and station owners.
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In his historical account of consultant influence on local television news, Allen
(2001) also emphasized the increasingly important role anchors have played in ex-
panding viewership, increasing ratings, and, thus, the prices stations can charge for
advertising time. This shift in power across time from the professional judgment of
news workers to audience-determined ratings placed television news anchors in the
middle of the conflict between journalistic norms and business and entertainment
norms.

Bantz (1985) has argued that reliance on business and entertainment norms influ-
ences journalistic decisions by making the audience members—not journalism pro-
fessionals—the ultimate decision makers. Thus, if the audience does not agree with
journalistic decisions and ratings decline, the television journalists’ decisions must be
changed to agree with audience opinion. Bantz argued that the presence of a conflict
between professional journalism norms and business and entertainment norms con-
tributes to “the development of organizational cultures in newswork where conflict is
normative, that is, defined as ordinary and viewed as appropriate. … Consequently,
conflictive behavior is defined as acceptable (i.e., normative) behavior” (p. 240). Es-
sentially, Bantz theorizes that local television news work involves a set of practices in
which conflict is “routine, everyday, necessary, valuable, and ordinary” (p. 240).

The paradox of the role of the most important television journalist, Bantz (1985)
noted, is apparent in the range of names given to it: “anchor,” “reader,” “managing
editor,” “talent,” and others (p. 236). Whatever he or she is called, the on-air person is
judged, in part, by entertainment standards. He or she must make no errors and must
be friendly, natural, and in control (Bantz, 1985):

Thus the on-air person, the most publicly visible member and in the most profession-
ally prestigious position (in U.S. television news), is likely to be judged on entertain-
ment norms. Yet the on-air person works in a news organization where professional
norms are typically held. Thus the on-air person illustrates the ongoing conflict be-
tween the two sets of norms: should [he or] she strive to meet professional norms and
satisfy journalistic colleagues or strive to meet entertainment norms and satisfy man-
agement? (pp. 236–237)

Bantz assumed here that entertainment and journalism norms are mutually exclusive.
Other research describes this conflict in less dialectical terms. For example, Bock
(1986), similar to Bantz, pointed out the inherent conflicts in the lives of television
news anchors. She, however, noted only that many anchors feel they must be willing
to compromise traditional journalistic values to survive in the industry and that these
traditional values provide little guidance on matters of physical appearance and other
nonjournalistic requirements of broadcast news.

Research by Allen (2001), Bantz (1985), and Bock (1986) about the inherent con-
flict anchors experience between the norms of journalism and those of business and
entertainment, as well as Bantz’s theory that this conflict becomes normalized as the
everyday routine of television news, invites further research about the activities of lo-
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cal television anchors that conflict with traditional journalism norms. Community ap-
pearances by anchors that have nothing to do with journalism or news gathering and
everything to do with promotion—both of the television station and the anchor per-
sonally—provide an opportunity to examine one frequent nonjournalistic activity of
anchors and their opinions about such appearances. This examination, via a nation-
wide survey of local television anchors, contributes to an understanding of a hereto-
fore unexplored aspect of television news work and further develops Berkowitz’s
(1993) exploratory research about news-worker socialization and Bantz’s theory of
conflict normalization in television news organizations.

Research Questions

Examining television news anchors’ opinions might reveal what they do and how
they feel about public appearances on behalf of the local station. Anchors as news
workers are important to study because they must perform their jobs at the intersec-
tion of the conflicting sets of journalism and business values. Examining anchor com-
munity appearances in the context of theories of socialization and normalization of
conflict necessitates determining not only the extent of this nonjournalistic activity
but also the possible effects of age, gender, and market size. This study is the first to
examine local television news anchors’ community appearances on behalf of their
stations and does so by addressing the following research questions:

RQ1: How many appearances do anchors make each week?

RQ2: Who controls anchors’ community appearances?

RQ3: How do television news anchors view their community appearances?

RQ4: How do the appearances affect the anchors’ journalistic duties?

Method

Responses to a Web-based questionnaire were sought from all the late evening
news anchors at ABC, CBS, and NBC affiliate stations in the United States. The late
evening news anchors were chosen because they are usually the station’s “top” an-
chors, even though in many cases these same anchors might work earlier shows as
well. The affiliates of the older, more established networks were chosen for three
reasons. First, in aggregate these stations’ news programs have higher ratings than
do independent stations, FOX affiliates, or smaller network affiliates. Second, ABC,
CBS, and NBC affiliate stations compete head-to-head in the late news time slot,
whereas most independent stations, FOX affiliates, and smaller network affiliates air
their last newscast 1 hour earlier than do the traditional network-affiliated stations.
Third, the ABC, CBS, and NBC network-affiliated stations have the broadest and
deepest market presence.
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Coverage error is one major criticism of internet surveys using e-mail and Web
pages (Couper, 2000), and for this study researchers determined complete coverage
of all possible participants. The network-affiliated stations were identified using the
Web site tvjobs.com, which provides a listing of stations, telephone numbers, and
Web addresses by market. The evening anchors were identified from each station’s
Web site. A catalogue of all anchors, their e-mail addresses, and station telephone
numbers was created. Anchors and their e-mail addresses were verified by telephon-
ing each station, yielding a total of 976 anchors in 211 television markets. Every
participant in the population was known.

Nonresponse error is another criticism of Web surveys, especially the possibility of
technical difficulties (Couper, 2000). The Web-based survey instrument used in this
study was tested on Macintosh and PC platforms using dial-up connections on the
oldest computers available to researchers and also on several new machines. The in-
strument provided an e-mail address for questions or technical problems. No anchor
complained of technical difficulties; however, we have no way of knowing if anchors
failed to complete the survey because of technical problems. Of course, for
nonprobability surveys such as this one, the issue of nonresponse is not meaningful.

Other concerns with e-mail–based surveys are multiple completions and passing
the instrument along for someone else to complete (Couper, 2000). In this study ac-
cess was controlled, and only responses that could be verified as coming from a
preidentified anchor were used. Researchers have no way of knowing who was at the
keyboard typing in the responses, just as those who conduct mail surveys have no
way of knowing who completed the paper document.

Because the universe is small, the researchers attempted a census of all main an-
chors. In a review, Schaefer and Dillman (1998) pointed out the value of multiple con-
tacts to increase response rates. Three attempts were made to telephone each anchor;
895 were reached and told—either directly or via voice mail—that they would be re-
ceiving an e-mail survey and that their participation was requested. Four anchors re-
fused to take the survey, one of whom said his station had a policy prohibiting anchor
participation in surveys. Researchers have found that personalization increases re-
sponse rates (Dillman 1978, 1991). The telephone contacts also personalized the
contact; however, the e-mails were not personalized, and following the telephone
contact they were sent in bunches with the addresses concealed.

An e-mail, with a hotlink to the Web page containing the survey, was sent to each
anchor within 48 hours of the initial notification. They were given instructions on
how to paste the address into a Web browser if they did not have hotlink capabilities.
Responses, in the form of an e-mail sent to a dedicated survey account, were gathered
between September 26, 2002, and February 28, 2003. At least three attempts were
made to recontact anchors who did not initially respond to the survey. The recontacts
were personalized, and each subsequent contact contained the same hotlink and in-
structions as the first contact. Completed surveys were received from 466 individuals.
Each e-mail response was printed out, and results were entered into SPSS. However,
15 survey responses were eliminated because they could not be definitively con-
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firmed as coming from a qualified anchor’s e-mail address, yielding 451 usable sur-
veys and a response rate of 50.4%.

The analysis of responses by market size was accomplished by placing roughly the
same number of respondents in each of 10 market categories. Differences by market
size were anticipated, and researchers sought to avoid distortion of the results by hav-
ing widely different numbers of respondents in each market segment. Each of the 10
segments contained from 42 to 48 people. Currently, there is no rationale in the
broadcast journalism literature to support segmentation of market sizes and, although
some version of decimal determinism is common to most segmentations of results,
neither is there consistent use of market-size segmentation.

Results

Local television news anchors regularly make appearances in their communities
representing their station. There is typically no charge for these appearances, nor are
there constraints on the appearances. Anchors said they believe the appearances help
their careers and improve the show’s ratings; in fact, most of them said appearances
are critical to maintaining ratings. At the same time, the anchors viewed the appear-
ances as useful to the community, benefiting worthwhile organizations and bringing
attention to important issues. Many times the anchors’ community appearances are
covered as news stories. Very few anchors said they spent more time on community
appearances than on gathering news.

The 451 anchors who responded to the survey work in 183 of the 211 metered mar-
kets. Most of the markets from which there were no responses were markets smaller
than 150. There were no responses from anchors in 1 of the top 50 markets, 3 of the
markets between 50 and 100, 5 of the markets between 101 and 150, 19 of the mar-
kets between 151 and 208, or from any anchors in markets 209 through 211. Most re-
spondents were Caucasian (86.3%), and slightly more were male (53.9%) than female
(46.1%). Their ages ranged from 22 to 63 years (M = 42.02), and female anchors who
responded were slightly younger (M = 40.03) than male anchors (M = 43.73). The re-
spondents’anchoring experience ranged from less than 1 year to more than 20 years.

How Many Appearances Do Anchors Make Each Week?

In answer to the basic research question about the prevalence of anchor appear-
ances, it was clear that most anchors viewed making such appearances as a regular
part of the job, although this varied by the size of the market in which the anchor
worked and the anchors’ years of experience. Nearly all of the anchors (80.9%)
agreed with the statement “I regularly make appearances in the community represent-
ing the station”; and 221 (49.0%) of the anchors reported doing so once a week. Of
the remaining anchors who responded, 104 (23.1%) said they made such appear-
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ances twice a week; 48 (10.6%) said three times; and 33 (7.3%) said four or more
times a week. Only 45 anchors (10.0%) reported making no appearances.

Generally, the anchors from smaller television markets were less likely to report
that they “regularly make appearances in the community representing the station,”
but still more than half of the anchors in smaller markets did so (see Table 1).

Although nearly 81% of all the anchors said they made regular appearances, only
33 of 47 anchors (70.2%) who worked in markets 139 to 162 reported doing so, and
only 26 of 47 anchors (55.3%) who worked in markets 163 through 208 said that they
did so. Of the 80 anchors with 4 or fewer years of experience who responded, only 50
(62.5%) said they regularly made appearances (see Table 2).

Who Controls News Anchors’ Community Appearances?

Most anchors determine appearances for themselves, although this varied by the
gender, age, and experience of the anchor. Most anchors (83.6%) said station man-
agement had no guidelines about their appearances, and most (76.1%) said station
management did not have to approve their appearances. Female anchors were more
likely to say their station must approve appearances. Of the 208 female anchors who
responded to this question, 63 (30.3%) said their station must approve appearances,
whereas only 45 (18.5%) of the 243 male anchors answered similarly, χ2(1, N = 451)
= 8.525, p ≤ .004.

Younger anchors also were more likely to say that their appearances had to be ap-
proved. Of the 23 anchors who were 25 years or younger, 11 (47.8%) said their ap-
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Table 1
Anchor Regularly Makes Appearances by Market Size (N = 451)

Yes No

Market Size n % n %

1–20 41 85.4 7 14.6
21–36 36 81.8 8 18.2
37–52 37 88.1 5 11.9
53–67 36 83.7 7 16.3
68–81 45 93.8 3 6.2
82–100 38 90.5 4 9.5
101–116 39 83.0 8 17.0
117–138 34 79.1 9 20.9
139–162 33 70.2 14 29.8
163–208 26 55.3 21 44.7
Total 365 81.0 86 19.0

Note: χ2(9) = 33.553, p ≤ .001.



pearances had to be approved (see Table 3). Similarly, of the 58 who were 26 to 30
years old, 18 (31.0%) needed approval, and of the 67 who were 31 to 35 years old, 28
(41.8%) said that their appearances needed approval.

Although most anchors (76.1%) reported they did not need their station manage-
ment approval for appearances, the anchors with the least amount of experience were
more likely to say their appearances required approval. Of the 80 anchors with 4 or
fewer years of experience, 30 (37.5%) said they needed approval (see Table 4). In
contrast, of the 118 anchors with 20 or more years of experience, only 17 (14.4%)
said they needed approval for their public appearances.

A majority of anchors (59.9%) reported scheduling and arranging their own ap-
pearances. However, 19% of anchors both schedule their own appearances and have
other station personnel schedule their appearances. The appearances of 21.1% of an-
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Table 2
Anchor Regularly Makes Appearances by Years of Experience (N = 435)

Yes No

Years of Experience n % n %

≤4 50 62.5 30 37.5
5–9 75 86.2 12 13.8
10–14 78 90.7 8 9.3
15–19 55 85.9 9 14.1
≥20 94 79.7 24 20.3
Total 352 80.9 83 19.1

Note: χ2(4) = 25.645, p ≤ .001.

Table 3
Station Approval for Anchor Appearances by Age (N = 442)

Yes No

Age n % n %

≤25 11 47.8 12 52.2
26–30 18 31.0 40 69.0
31–35 28 41.8 39 58.2
36–40 16 19.3 37 82.4
41–45 15 17.6 70 82.4
46–50 8 11.4 62 88.6
51–55 8 23.5 26 76.5
≥56 2 9.1 20 90.9

Note: χ2(7) = 32.021, p ≤ .004.



chors are arranged exclusively by other station personnel. Nearly all anchors (98.7%)
said they appear in the community for free. All anchors who responded (100%) also
said their stations do not charge fees for their appearances.

How Do Television News Anchors View Their
Community Appearances?

Anchors viewed their community appearances as benefiting their own careers and
the communities served by their news organizations; they also considered appear-
ances as an expected part of the job. With little variation by age, race, gender, experi-
ence, or market size, anchors reported that community appearances help their ca-
reers (79.4%), help their communities by drawing attention to important issues
(87.3%), and benefit worthwhile organizations (97.1%). Nearly all of the anchors
(94.7%) said community appearances are just part of a television news anchor’s job,
and most (82.5%) reported that station management expects anchors to make com-
munity appearances. Respondents (76.5%) also noted that many other anchors at
their station make public appearances.

A substantial majority of anchors (69.2%) said they believe community appear-
ances improve ratings, and nearly as many (63.0%) contended that community ap-
pearances are critical to maintaining ratings. Although not statistically significant, it
should be noted that the youngest anchors were more likely than the oldest anchors to
see a connection between appearances and ratings. Thus, although 82.6% of the
youngest anchors (those 25 years or younger) said appearances improve ratings, only
40.9% of the oldest anchors (those 56 years or older) said appearances improve rat-
ings. Moreover, in the largest markets (1–20), only 45% of the anchors said appear-
ances are critical to maintaining ratings.

In contrast to the sizable numbers of anchors who said they believe appearances do
an organization some good or benefit the community, less than one third (29.6%) said
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Table 4
Station Approval for Anchor Appearances by Years of Experience

(N = 435)

Yes No

Years of Experience n % n %

≤4 30 37.5 50 67.5
5–9 25 28.7 62 71.3
10–14 23 26.7 63 73.35
15–19 11 17.2 53 82.8
≥20 17 14.4 101 85.6

Note: χ2(4) = 16.793, p ≤ .002.



they believe appearances are aimed at pleasing advertisers. Female anchors, younger
anchors, less experienced anchors, and anchors from smaller markets were more
likely to associate appearances with pleasing advertisers. Of the 208 female anchors
who responded, 76 (36.5%) said appearances are aimed at pleasing advertisers, but
of the 243 male anchors, only 60 (24.7%) gave this response, χ2(1, N = 451) = 7.468,
p ≤ .01. Although not statistically significant, it should be noted that 65.2% of anchors
25 years of age or younger, 47.5% of anchors with 4 or fewer years of experience,
46.8% of anchors from markets 139 through 162, and 42.6% of anchors from markets
163 and smaller agreed that appearances are aimed at pleasing advertisers.

How Do the Appearances Affect the Anchors’
Journalistic Duties?

The responses to questions relating to journalistic duties indicated that public ap-
pearances do affect the time and resources anchors devote to news work. Although
only a few anchors (14.9%) said they spend more time on appearances than on news
gathering, half (50.7%) said they felt pressured to complete tasks unrelated to show
content. Slightly more than half of the anchors (53.9%) said they now perform more
tasks unrelated to show content than they formerly did. Although not statistically sig-
nificant, 61.9% of anchors with 20 or more years of experience, 62.9% of anchors 48
years and older, and 60.6% of anchors who make four or more appearances a week
were all more likely to say they now perform more tasks unrelated to show content.

Nearly 9 of 10 anchors (89.5%) indicated that “the news broadcast would be better
if I could spend more time on the content,” and nearly as many anchors (83.0%) indi-
cated that “the news broadcast would be better with more people working on the
show.”

A high percentage of anchors (82.5%) reported, “Sometimes my station covers my
community appearances as news stories.”

Discussion and Conclusion

This study contributes baseline data about the number of appearances made by an-
chors, reveals anchor acceptance of such appearances, and generally illustrates con-
sistency of opinion about this nonjournalistic activity among anchors across age, gen-
der, race, experience, and market size. Moreover, the study contributes to the
accumulating body of research about the conflict between journalism norms and
business and entertainment norms by examining television news anchors’ opinions
concerning the public appearances they make on behalf of their local stations. The re-
sults of this study, of course, represent only the views of 50% of 10 or 11 p.m. local an-
chors working at ABC, CBS, and NBC affiliate stations who responded to the survey;
the views of anchors who did not respond might differ.
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Public appearances by television anchors, an activity with marginal connection to
the journalistic quality or content of the evening news program, are basic to the work
routine of most of the anchors who responded to the survey. Moreover, most of these
anchors not only accept their public appearances as a regular part of their own and
other anchors’ jobs but they value them as beneficial to the community in which they
work, to the causes their appearances promote, and to the ratings their news programs
receive. Despite valuing these time-consuming appearances, paradoxically, the an-
chors also acknowledged that their newscasts would be better if they themselves and
additional staff could devote more time to production. Clearly, booking and making
appearances divert the anchors from news production; in fact, nearly 15% of the an-
chors said they devoted more time to appearances than to news gathering. This sug-
gests that anchors have so incorporated public appearances into their work routines
that they view this nonjournalistic activity to be as important to their jobs as those
tasks directly related to news production. Further, these community appearances limit
the journalistic content of the broadcast when their coverage is included in the news-
cast, as 82.5% of the anchors said was sometimes the case. Newscast time spent on
the anchor’s appearances obviously limits time available for legitimate news.

More broadly, data gathered from this survey are valuable when viewed in light of
Bantz’s (1985) work about conflict in television news organizations. The present
study suggests that what appears from the outside to be a potential source of conflict
between journalistic norms and business and entertainment norms causes little or no
consternation for anchors. Indeed, based on the results of this study, we argue that
public appearances by anchors—which have little or nothing to do with practicing
journalism—are so ingrained in television news practice that anchors see them as a
regular part of being a broadcast journalist. This supports Bantz’s contention that con-
flict is an everyday part of broadcast news; it is, in fact, so routine that most anchors
do not even seem to feel or acknowledge it.

Local news organizations regularly devote the time of their highest paid journalists,
and sometimes a videographer, to promote a community cause or event—despite the
reportedly increasing constraints placed on the time, money, and personnel necessary
to produce quality journalism. The structural imperatives of the broadcast news busi-
ness help to dictate this routinization of an activity that would be expected to cause
conflict with journalistic norms already challenged by the bottom line. Management,
however, expects community appearances by anchors; nearly all anchors do them,
and community appearances are believed to improve ratings. Thus, anchors make
community appearances in part because such appearances have become a require-
ment of the job. The anchors, moreover, also see community appearances as having
the potential to advance their careers—either at the current station or in a new mar-
ket. Anchors also see community appearances as a benefit to their communities and
to worthy organizations. These findings support what Bock (1986) called the “moral
righteousness” anchors associate with their community work. “While they are being
sold as celebrities, they have come to see themselves as a new kind of community
leader,” Bock wrote. “Instead of finding problems with their role as consumer prod-
ucts, they seem to want to be conscientious products” (p. 154).
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Although the data generally showed remarkable homogeneity of views across age,
gender, experience, and market size, some differences did emerge, and those differ-
ences point to the conclusion that over time anchors learn to live with the conflict be-
tween journalism norms and business and entertainment norms. This might explain
why more of the anchors who are younger, have less experience, come from smaller
markets, and are female see public appearances as aimed at pleasing advertisers.
Younger anchors and anchors in smaller markets also are more likely to see the ratings
implications of public appearances. These less altruistic views, still informed by tradi-
tional journalistic norms, contrast with those of older and more experienced anchors
who are more likely to accept the community service value of personal appearances.
Although some of these results do not achieve statistical significance—still the direc-
tion of difference suggests support for Berkowitz’s (1993) conclusions about the effect
of news-worker socialization. These differences might well derive from the fact that
younger, less experienced anchors—following Berkowitz—have not yet been social-
ized to the business and entertainment norms driving contemporary broadcast jour-
nalism; less experienced and socialized, they are more likely to question the motiva-
tions underlying public appearances. Alternatively, this difference might be attributed
to different practices inherent in smaller markets or to a different relationship between
station workers and their communities in smaller markets. Further research, particu-
larly research resulting in more qualitative data, is needed to probe these differences.

The results of this study also have implications for journalistic credibility. Commu-
nity appearances might place anchors in a compromised position when it comes to
maintaining “an independence from those they cover” (Kovach & Rosenstiel, 2001, p.
12). Although many organizations that are working to help people with a variety of
needs are arguably worthy of citizen support, news anchors’ current role of making
appearances that bring attention to a cause have the potential to damage their own—
and their station’s—credibility. An advocate cannot provide an independent public
forum. When an anchor advocates for a community organization—raising money or
capturing attention for that organization—he or she might not be the best person to re-
port about an investigation of that community organization.

Even if anchors seem largely unaware of it, this conflict between journalism norms
and business and entertainment norms merits further examination because the con-
tinuing encroachment of business values is diminishing journalism, and a diminished
journalism will result in the diminished ability of citizens to participate in self-gover-
nance (Kovach & Rosenstiel, 2001; “On the Road to Irrelevance,” 2002). Future re-
search also should explore the business, entertainment, and journalistic tasks that
news anchors perform and how those tasks affect the newscast’s content. Such studies
could focus not only on anchor appearances but also include examination of such en-
tertainment-related tasks as anchor’s dress, physical appearance, and presentation
skills. In addition, future research is needed to discover what, if any, specific journal-
ism tasks local television news anchors contribute to the daily newscast. This research
was based on the assumption that anchors do contribute to the content of the news
broadcast; however, if, as is so commonly assumed by broadcast journalism students
and perhaps viewers, anchors have no tasks to perform beyond reading the news,

Bradshaw et al./ANCHORS’ PUBLIC APPEARANCES 179



then their community appearances may not make much difference to the news broad-
cast. Clearly, public appearances are an important and accepted component of the
television news anchor’s job; researchers need to study this and similar routine inter-
sections between business, entertainment, and journalism norms more closely. The
normalization of conflict, as embodied in anchors’ public appearances, might con-
tribute to the neglect of journalism. It is our contention that journalism is sometimes
neglected because the anchor’s time, and the time of other news staff, is spent on
community appearances rather than on news gathering. Further, the journalistic prod-
uct might be damaged because the anchor might not be viewed as independent of
those he or she covers.
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