The Art cf

Seventh Edition

1@@@»&&*%&&&&!



- MR R R RS

GRS

FLhR

HEB - S - HBREH

- A% - 7 - wRE S

<

@ E A R X% H MR it



The Art of ©

EDITIN

Severith Edition

Brian S. Brooks Jack Z. Sissors



BEHERRE (CIP) iR

REMZAR BEIE The Art of Editing Seventh Edition/AF & 541 (Brooks, B. S.),
P (Sissors, J. Z.) =, HEHIZ,

= PEARKEHBARM, 2003

(BT A 3B 2 SR AR b B2 31))

ISBN 7-300-04567-7/D-775

. e

I. Ofi- Q-

. BT S TAR - Bsaa - 8UH - 36X
V. G213

o E R A E B CIP AR (2003) %5 012999 &

B AR 3 3 R R 5
The Art of Editing

Seventh Edition

REHER

LR

Brian S. Brooks
MER-S- i ey

Jack Z. Sissors
K- Z- PR

&

HIR&ET hEARKFHMH

# U EFENAENS BREC#R D 100080

B 010-62511242 (BHE)  010-62511239 (HARH)

010- 62515351 (HRIGER) 010~ 62514148 ([JT#K)

http: //www.crup.com.cn

http: //www.ttrnet.com (AKEHFR)

FrEE

TEREEHNEHFHRAR

7871092 2k 1/16 B &k 200345 A% 1A
30 #6FT 2 BB R 20034 5 HEE 1 KERRY
750 000 E M 48.000T

3
B

# 8 HS B
2R HMER

IRRATH AL EPREWE WA



th iR i W

EAR, REFAEBEEHEKFRERE, B5RBERMLL, FRH —& 5,
H5HF, 2RUBHFAARTY, X—SERREBEN FARBR AN, PEMA
WTO, HERFEEFEHFRERN ., 2. RABRBRENIERILRHHS,
RPLE SR EHAFRERE. M4, I ABMMEAEEREE T EEIMES
A ROBIRAR, M f138 V0% AR B R M R M AR Bk o O T BB/ R T AR AR i [ A
HEAERFHRFHARE, REREFEECEENHAFHAMNLE THENKE, $E
A B Rk 38 BT 56 [ 3 42 2 357 0 % 4 25 e 4 300 6 R 1 2 BLBOME S AT SR SCRE B

AMBHENEBHRLEF AEBERERRORERBNE, NEABRETHEE
BEMENTEEIR, 2ERBT 3 EH B EEE SNBSS RERKE,
R 32 20 1 56 [ Btk 545 ) S R A BT AR L BT B MO BB B, R R
TIABMERFEI, BWMEE, HARIE, BOVFEGEENE R,

AN BRI R R3] B SOR A B E R, B FMEEFAB NP, R
MERA—F 5, BREERENSE, EXERNFREOAEZE, PEARKSE
H AL S K Rl SR HE S AT T OCBIPRAR, T REEE AT LA BRI, SRR EE R,

AABEEBRFEMCIEIE S, BT HEARKER BEEEBRREK TR
B B ER R AR B K K BRI R XM E), b EFEBIEE R
B R RILEE B B RRHAT T H B LA, TR0 A AT — % B AR A0 B RRAE

LA RKS A
200344 A



PREFACE

The media marketplace is changing rapidly, and with it the news business is chang-
ing. No longer do newspapers dominate the scene. Nor does television. Nor do
magazines. Indeed, today’s media marketplace is more fractured than ever.

The number of daily newspapers is shrinking, but total newspaper readership,
including weekly readership, is at record-high levels. The influence and dominance
of the major television networks is diminished, but cable television proliferates.
General-interest magazines have all but disappeared, but the number of magazine
titles is staggering—and growing. Most are targeted to small segments of people
with shared interests.

Then there is the rapid growth of the World Wide Web, which is quickly
becoming a major competitor in the media marketplace. The share of advertising
dollars captured by online media is stil tiny, but no one expects anything but expo-
nential growth in the years ahead. The rapid growth of online shopping is almost
certain to be accompanied by an increase in advertising. It is already beginning.

Accompanying that change are upheavals in industry ownership and a prolif-
eration of new alliances. Time Warner, the parent company of Time magazine,
buys CNN, the cable network. Microsoft collaborates with NBC to create both an
online service and a cable network. ABC establishes an alliance with ESPN, the
sports cable giant. Fox, to compete, starts cable channels of its own.

Through it all, one constant remains: Those who can edit, and edit well, have
no trouble finding jobs. This book is designed to help students find their first jobs
and perform well once they do so. It also is designed to serve as a refresher for pro-
fessional editors.

We continue to stress the importance of editing as an art while recognizing the
monumental changes taking place in the corporate media arena in which the edi-
tor operates. This edition gives attention to the process of editing for the broadcast
media, for corporate and general magazines and, yes, for the online media. Long-
time users of the book will find that we have retained the depth and breadth that
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VI  Preface

have made The Art of Editing the most successful editing text of all time. We believe
both those users and new ones will be delighted with the changes and additions
that make this the most up-to-date text of its kind.

In this edition, as in earlier ones, we have included numerous examples of edi-
tors’ successes and failures as illustrations of how to edit and how not to edit. We
have taken examples, both good and bad, from newspapers, magazines and broad-
cast stations coast to coast. Through them, we learn.

Journalism is an interesting, stimulating and exciting profession. Editing, in
turn, is a vital part of journalism, both print and broadcast. Newspapers, maga-
zines, radio, television and online services would not be nearly as good without
editors as they are with editors. They can be superb with top-flight editors. We
hope this book inspires some of you to become just that.

Many of our examples are taken from newspapers, where most of the conven-
tions of editing evolved. But the techniques described herein apply just as readily
to magazine, broadcast and online editing. Most of the techniques are the same,
and where they are not we have highlighted the differences.

The excitement of producing the news is universal, and it is a process in which
editors are full partners. Still, it is difficult for any book to capture the excitement
of editing because the beginner must first master the intricacies of the editor’s art.
Attention to detail is of primary importance to the editor, and we believe this book
attends to that detail more thoroughly than any other. We hope we have done so
as interestingly as possible.

Those of you who are attentive to detail will notice a variation from AP style.
We have adopted the book publisher’s convention of italicizing newspaper, maga-
zine and book titles.

We are indebted to our colleagues, students and editors who read chapters and
offered many helpful suggestions during the revision process. We extend special
thanks to Sandra Davidson, an attorney and teacher whose advice was invaluable
in updating the chapter on media law.
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Preface X

We have changed and updated, but one axiom holds true: Editing is an art no
matter where or by whom it is practiced. To those who will accept the challenge of
careful and thoughtful editing, this volume is dedicated.

Brian S. Brooks
Jack Z. Sissors
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EDITING IN THE
INFORMATION AGE



CHAPTER 1

EDITING FOR TODAY'S
CHANGING MEDIA

= THE MEDIA EVOLVE

For generations, news has been mass-produced for public consumption in assembly-
line fashion. Much of it still is. Reporters gather and write it, editors edit it, and oth-
ers produce and distribute it in print or broadcast form to mass audiences. That
model, born in the Industrial Revolution of the 19th century, remains dominant
today. But the old model is beginning to yield to the communications model of the
future, one born in the Information Age. It is a model dramatically different from
that of the past.

Explains Peter Leyden, a staff writer for the Star Tribune, published in Min-
neapolis:

The media business is, by definition, one of the core industries of the Information
Age. As the Digital Revolution fundamentally changes the way information is pro-
duced and disseminated, expect the media to be traumatized first.

All sectors of the media, from broadcast television to the movie industry to the
book-publishing world, are already experiencing varying degrees of trauma that will
only worsen in the coming decades.

Cheaper digital tools, such as desktop publishing and multimedia equipment and
software, will allow much smaller competitors to emulate the feats that once took
multimillion-dollar budgets. And the new information infrastructure will open up a
distribution channel that will undermine the monopolistic channels used now.

The handful of television networks, already hit by cable TV, will really suffer
when 500 channels or more can flow into your home. The elite book-publishing
houses, now begged by authors to publish their manuscripts, will find those authors
can distribute their ideas in other electronic forms.

Leyden predicts that one industry will suffer even more:

Newspapers were born at the dawn of the Industrial Age and matured through every
stage in its evolution, and they’ve ended up as reflections of that era.
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Newspapers are elaborate factories for mass-producing news on an assembly
line. . .. This method of delivering news has worked fine for generations. But it'’s on a
collision course with the Digital Age. ...

A key concept of the Digital Age is the difference between “atoms,” which make
up physical products, and “bits,” which make up the intangible digital language of
computers. . ...

Newspapers are now in the atom business, producing a physical product. But
what they’re really selling is pure information, which is easily converted into intangi-
ble bits. And once the new information infrastructure reaches into the home and
information “appliances” become more sophisticated . . . the newspaper’s product
will rapidly shift from atoms to bits.

Most pundits envision those information appliances to be computer-based
systems capable of receiving text, audio and video in digital format over high-
speed lines into the home, probably provided by telephone or cable television
companies. This vision of an information superhighway, a term used by Al Gore
and others, is far from a mere abstraction. The Internet, a worldwide computer
network, already offers much of that capability. The world is rushing to the Inter-
net in a way that is likely to make it the infomedium, or information medium, of
choice in the years ahead. Further, the Internet now has the capability to support
online financial transactions, which is making it an attractive and profitable place
for business. Already, companies are setting up shop on the Internet with its user-
friendly front-end, the World Wide Web. There they envision not only providing
information about their products but selling them as well. In 1998, Internet
advertising exceeded $1 billion for the first time.

Business already is transacted on the public information utilities—CompuServe,
America Online, Prodigy, MSNBC and others. Together with the Internet, to which
all of them provide links, they are known collectively as the new media or online
media. They are doing nothing less than changing the way news is consumed.

Just how rapidly the climate is changing is well-illustrated by news coverage
of the Federal Building explosion in Oklahoma City in 1995. Writes Wade Rowland
in the Toronto Star:

Three hours after the explosion, the Internet and the big American online computer
service providers found themselves in the news business in a big way. America
Online, Prodigy and CompuServe all worked rapidly to provide subscribers with the
latest information on the blast, forums for discussion and links into Oklahoma City
computer bulletin boards.

Internet providers in Oklahoma City went a step further, presenting live video
from local television and photos from the city’s newspapers. Lists of survivors and
their whereabouts were posted long before they were available from other sources.

It was all a bit primitive, a little amateurish, but it was there.

Ann Brill, a journalism professor and new-media expert, told Rowland,
“Watching what happened online in this case convinces me we’re looking at a



