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Thank you for that wonderful introduction. It’s a shame that my mother isn’t here 

today because she is the only person I know who would believe all that Bob just said about 

me. My wife simply believes that I can’t keep a job. 

I am honored to participate in your annual gathering, designed to accomplish what 

Steven Covey calls “sharpening the saw.” The work that you do is essential to our society. 

You have the responsibility of preparing the next generation of broadcast journalists, 

program producers, audience researchers, sales, marketing, and promotion personnel for 

our industry. You have my deepest respect and admiration for the work that you are doing. 

The broadcasting industry and our society are the beneficiaries of your labors. Thank you. 

I know that each of you has a different set of expectations for my address. Most of you 

hope that I’ll say something that might help you in your daily work with students. To you, I 

give one of the great insights from my time in the classroom. It is a Chinese proverb that 

states: “When the student is ready, the teacher appears.” 

Others of you hope that I might at least be entertaining, and still others hope that I’ll 

be mercifully short.  

Be careful what you hope for. (Tell the story of the couple celebrating their 60th birthdays 

together…) 

What I am going to share with you this morning draws  on my nearly forty years  of 

experience as a broadcast journalist and executive, and my time as dean of a college that 

included a Department of Communications . I heard my favorite and perhaps the most apt 

description of a dean shortly after becoming one . (Tell the story of  woman who called the 

university president’s office inviting him to be speak to her ladies garden club)  
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My careers in broadcasting, education, and business have been wonderful 

opportunities to observe and learn from some of the best and the brightest in their 

respective fields. 

I also acknowledge the value of what management guru Tom Peters calls 

"serendipity." During my career I've had the great good fortune to often be in the right 

place at the right time. My choice of career in broadcasting came from an encounter in 

Brazil with Arch L. Madsen, one of America’s great broadcasting pioneers and visionaries. 

When I returned to the States, he arranged for me to work as a sports photographer in 

KSL-TV’s newsroom. I enrolled in journalism at the University of Utah and went to school 

full-time during the day, while working a full-time nightshift as a reporter and eventually 

the 10 pm television news producer. My college age son assures me that your courses are 

now so demanding that such an arrangement would never be possible today. 

I picked up my MSJ degree from Medill in 1969, while working weekends in sports at 

WGN-News, where I had the privilege of writing copy for Mr. Cub, Ernie Banks. Then it 

was back to KSL-News where I became the State House Correspondent. 

My adventure in public television began when I was allowed at age 28 to manage the 

public radio and television stations at BYU.  I was given that opportunity because those 

responsible for making the choice had one or more problems with all the other candidates. 

It turned out that I was the one about whom so little was known that no one on the search 

committee voiced any objections to giving me the job. 

I suddenly had the broadcasting job of my dreams. As a brand new general manager, I 

had mentors, teachers , and colleagues who, from the ground up, taught me the skills I 

required. I had a wonderful time learning my duties from wise and competent role models. 

Theoretical and practical training was also readily available from BYU’s Marriott School 

of Management, whose dean and chair of the Department of Organizational Behavior were 

ever ready with classes, advice, and consultation on how to constantly improve our service 

to KBYU's viewers and listeners. All that I've been able to accomplish rests on the 

foundation built during that idyllic time in my broadcasting experience.  

Over the years, I have been exposed to literally hundreds of books, tapes and 

videocassettes, and seminars on management theory and practice. It became apparent to 
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me that management (like educational) fads came in cycles, each promising to solve all of 

an organization’s problems in a few easy steps. MBO plans, T-groups and sensitivity 

training, strategic planning, entrepreneuring, and quality circles are only a few of the 

hobbyhorses of the last thirty-nine years. 

These fads have turned us into a nation of organizational sloganeers.  We hear it, 

frame it, and quote it without giving much thought to the truth of an idea. Let me share a 

couple of gems that I've collected having to do with truth. The first is from G. K. 

Chesterton who said, "I have seen the truth, and it makes no sense." 

The second comes from H. L. Mencken who wrote that, "It is hard to believe that a 

man is telling the truth when you know that if you were in his place you would lie." 

Well, it seemed to me that I was seeing the truth of our management icons and they 

made no sense. American business and public sector leaders seemed to be staggering from 

one theory to another, operating under the misconception that somewhere out there was a 

“silver bullet” that would suddenly make their organizations wonderful, highly productive, 

profitable places to work. 

So, I began to collect what I call "management myths." These are techniques that their 

promoters promise will solve all the ills that an organization faces, ranging from employee 

turnover, to improved faculty and student productivity, to increased stock value. 

Here's a story that demonstrates the point that I want to make about my first myth: 

The president of a major company had been given tickets to a performance of 

Schubert's "Unfinished Symphony."  He couldn't go that particular evening so he gave his 

tickets to the company's management consultant.  The next morning the president asked 

the consultant if he had enjoyed the symphony. 

Instead of a few comments of appreciation, the president was handed the following 

memo: 

1. For considerable periods, the four oboe players had nothing to do.  The numbers 

should be reduced and their work spread over the whole orchestra, thus eliminating 

periods of inactivity. 
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2. All twelve violins were playing identical notes.  This seems an unnecessary 

duplication, and the staff of this section should be drastically cut.  If a large volume 

of sound is required, it could be obtained through an electrical amplifier. 

3. Much effort was absorbed in the playing of semiquavers. This seems an excessive 

refinement, and it is recommended that all sixteenth notes be rounded up to the 

nearest eighth.  If this were done, it should be possible to use trainees and lower 

grade operators.  

4. No useful purpose is served by repeating with the horns the same passage that has 

already been handled by the strings.  If all such redundant passages were eliminated, 

the concert could be reduced from two hours to twenty minutes.  In fact, if Schubert 

had attended to these matters, he probably would have been able to finish the 

symphony after all. 

Sound familiar? Our society longs for the plain, simple, uncomplicated life. Too often 

we fail to realize that the beauty, texture , and joy of life comes not from the simple, but the 

complex. We've had decades of political and business leaders carrying this attitude into 

every aspect of our lives. 

We spend our time longing for the "good old days." We look for the easy and simple 

way to do things, and we honor people like Arthur Kroch, the McDonald Hamburger king, 

whose K-I-S-S Rule (Keep it simple stupid!) lies at the heart of this myth. 

Mencken captured the essence of this myth in another quote. He said, "For every 

complex, difficult, thorny problem there is a simple, easy, uncomplicated answer, and it is 

wrong!"  

My second myth can be summed up in words familiar to all of us: "It's the little things 

that count." 

My first chairman who brought me to Washington, D.C., was Homer Babbidge, 

former president of the University of Connecticut. Homer told me to "Beware of the 

tyranny of the pressing, pushing out the important ones." He said as president of PBS there 

would be thousands of pressing matters, demanding my attention, but only a few of them 

would be really important. He warned that they would be crowded out by pressing, 

inconsequential demands. 



 5 

Teach your students how to make the pursuit of the important their top priority. 

My next myth is well known to each of you: "No one is irreplaceable." Eliminating the 

double negative, this statement says: “Everyone is replaceable.” 

At one of my first management retreats, one of the participants illustrated his belief in 

this myth by telling everyone there that they could judge how much they would be missed if 

they left the organization by getting a bucket of water, placing their hand in the water and 

rapidly pulling it out. He said the hole that their hand left in the water was like the hole 

they would leave in the organization if they were to move on. 

One of the great series PBS aired while I was its president was Ken Burns’s 

extraordinary documentary on the Civil War. Those of you who watched or who know 

anything at all about that war know that Stonewall Jackson was irreplaceable to Robert E. 

Lee and that Lee was irreplaceable to Jefferson Davis and the Confederacy. 

You also know that Sherman was irreplaceable to Grant, as was Grant to Lincoln. 

And, you know that Abraham Lincoln was irreplaceable to the Union. There would be no 

Union today without Lincoln! 

Some people simply are irreplaceable.  Think how absurd it sounds when stated in the 

affirmative. Competent, caring, hard working people can be replaced.  With what, pray 

tell–incompetent, uncaring and lazy ones? 

I asked my KSL colleagues what they would recommend for your curriculum, in order 

to make your students irreplaceable to a broadcast organization. Here’s their list:  

? Think clearly and write well (including the discipline of spelling words 

correctly!) 

? Ethics and integrity 

? Use common sense in solving complex assignments 

? Team collaboration (broadcasting is an ensemble activity, not a solo 

performance)  

? And related to Team collaboration: Interpersonal communications and human 

relations skills, in other words, how to “play nicely with others” 

? Foreign language (especially Spanish) 
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? Creativity and convergence 

? Legal foundation in Constitutional, contract, libel, and antitrust law 

? Accounting, finance, and economics 

? Sales, marketing, and promotion 

? “Real world” experience from internships  

I am fully aware of the difficulty related to design and implementation of curriculum, 

but a student who comes to us missing one or more of these skills is replaceable by one who 

comes to us with all of them. 

My next myth is: "Do It!" This myth begs the question of "What?" That doesn't seem 

to matter.  Fast-paced, action-oriented, results-achieving management gets things done.  

Right! 

The absurdity of this approach can be summarized in another quote: "Ready, Fire, 

Aim!"  

Action is no substitute for careful, thoughtful planning. Knowing when to think and 

when to act defines leadership, and a minute manager is no substitute for a lifetime of 

experience and ability, carefully focused on the entire process of planning, action, and 

evaluation. 

Now we come to a couple of my favorites. I'm going to lump them into one batch 

because they tell the same story. They go like this: "If it is worth doing, it's worth doing 

well" and "Only your best is good enough!"  

The story that best establishes the reason to rank these statements as myths came from 

former BYU academic vice president, Robert K. Thomas. Bob told us that when he was 

growing up his father would send him and his brothers into the family owned coal mine 

where their job was to drill holes in the coal seam where dynamite would be set. 

Bob said the job was hard work but not particularly technical. The holes needed to be 

drilled a certain depth and distance from each other, but the skill needed was well within 

that of the boys sent to do the work. Bob told us, however, that when the dynamite was to 

be packed into the holes and the charges set for detonation, his father did that himself. 
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Bob went on to make the point that some things are only worth doing.  They must be 

done, but how they get done doesn't really matter.  They don't require our best efforts. 

They simply have to be done. 

Other things must be done right the first time! There will be no second chances.   

We need to spend time teaching each other and your students the difference between 

that which must be done right the first time and that which simply must be done. 

Next is a myth that's particularly painful to those of us who have worked in the public 

sector: "Leave it to the marketplace!" 

All around us we see and hear people extolling the virtues of the marketplace, as if it 

were the only true God of our society and of the emerging new world order. Many social 

and economic values are well cared for by the marketplace. Others are not! Like all other 

human institutions, the marketplace has some failures. 

In the Constitution, our founding fathers provided a balance for the marketplace 

failure. As stated in the preamble, the duties of government are to:  "[E]stablish Justice, 

insure domestic Tranquility, provide for the common defense, promote the general 

Welfare, and secure the Blessings of Liberty for ourselves and our Posterity..."  

Education is an essential blessing of liberty. Its value to our society is beyond measure. 

It fulfills basic constitutional tenets.  

Your thoughtful teaching of the value of broadcasters operating in “the public interest, 

convenience, and necessity” will continue the ideals of men like Arch Madsen and the 

thousands of other broadcast pioneers who believed that their role was first and foremost 

that of public servant. 

My final management myth goes like this: “The devil made me do it.” This myth 

suggests that our individual actions are caused by the actions of “the other guy.” It’s a 

myth rooted in our beliefs about the beginning of humankind. 

We escape accountability by saying things like, “You make me so mad.” “See what 

you’ve done.” “It’s your fault that I’m late.”  

Like I said, this myth starts right in the book of Genesis. After Adam and Eve ate the 

forbidden fruit, the Bible says that the Lord came  to the garden looking for Adam.  
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“And the Lord God called unto Adam, and said unto him, Where art thou? 

“And he said, I heard thy voice in the garden, and I was afraid because I was naked; 

and I hid myself. 

“And he (the Lord) said, Who told thee that thou wast naked? Has thou eaten of the 

tree, whereof I commanded thee that thou shouldest not eat? 

“And the man said, The woman whom thou gavest to be with me, she gave me of the 

tree, and I did eat.” (Genesis 3:9-12)  

Whose fault was it? According to Adam it was “the woman!”  

Notice that Adam subtlety shifts the burden right back to the Lord. Adam says that it’s 

the Lord’s fault for giving Adam the woman in the first place. 

Now listen to what happens when the Lord talks to Eve. 

“And the Lord God said unto the woman, What is this that thou has done? And the 

woman said, The serpent beguiled me, and I did eat.” (Genesis 3:13) 

In other words, “The devil made me do it!” 

Our propensity to blame others for our failings is in our genes. The Bible says that it is 

inherited from our first parents. As a species, we simply refuse to be accountable for our 

own actions. The myth is that we don’t have to be accountable. The broadcasting term for 

this is: “due to circumstances beyond our control.” 

As broadcast educators and professionals, we must be accountable for our actions. 

Don’t send graduates into the professional world that cannot spell, write complete 

sentences, or critically analyze complex social and human relations problems. We need you 

to improve the quality of your graduates.  

On the commercial side, saying that “the network made me do it” is not good enough 

either. Local broadcasters must live up to the obligations inherent in license ownership. We 

must say “No” to programs that violate our communities’ sense of decency. We need to 

improve the quality of our programming for our viewers and listeners . 

Fred Friendly once told me that broadcasters do such a terrible job in this area 

because, “We make so much money doing our worst that there is no incentive to do our 

best.” 
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The incentive for doing our best must come from the idealism of the young people that 

you train and send into the industry. It must come from our sense of professional mission. 

We must be accountable for the  pursuit of that which is in the best interest of the viewer 

and listener.  

We must revisit the question, “What do they want?” (Here I’m reminded of another 

saying that goes like this: “Where have they gone? I must hasten to find them, for I am 

their leader.) I can think of nothing that more aptly applies to broadcasting’s audience 

losses than this statement. 

We must figure out new and better ways to answer the questions “What do they 

want?” and “Where are they going?” Answers won’t come from the way that we currently 

conduct commercial broadcast research. All that research tells us is what people choose to 

watch among the various choices that they are offered. It gives us almost no idea about 

what they would like to see, or what they would watch with the application of prime-time 

promotion and marketing. For the good of our society, we all (but especially those of you 

who teach research) need to find new and compelling ways learn what audiences want and 

convert that knowledge into programs that viewers will watch.  

Let me close with an example of our experience at KSL-TV in this area. Like nearly 

every other local television station in the country, each year our news programs lose a little 

more in the ratings. This year’s report from the Project for Excellence in Journalism 

suggests a number of reasons why that is the case, and many of those reasons  apply to KSL 

5 Eyewitness News. 

We wanted to know what, if anything, we could do to reverse (or at least stop) the  

trend. So, we tried a different research approach. We asked viewers for their judgment 

about our news programs. The results were more than enlightening. We found that viewers 

are very sophisticated television news consumers. They can describe the content of the news 

that they want, how they want it delivered, and which of the stations does the best job of 

meeting their criteria. All of this was helpful, but the most startling finding was that our 

audiences felt that our news was about US and not about THEM.  

Those of you who have spent any time at all in consumer or brand research know just 

how deadly that perception is. At its very base, brand loyalty is all about THEM! Our 
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audiences told us that the things which we valued (breaking news, the highest watched 

newscast, a fleet of remote and satellite trucks, a helicopter, digital graphics, etc.) are only 

valuable if all of those things produce news is that USEFUL to THEM.  

We have spent an enormous amount of energy, talent, and time rethinking our 

approach to news, asking ourselves the question: “How do we put the focus on THEM?” 

The process is still underway, and we hope that it will have the desired result. I am 

reasonably comfortable that the notion that “It’s about THEM” is more than a myth.  

Let me close now with a few of the quotes that I have hanging in my office at home. 

The first I clipped from a Time magazine article in 1967 or 68.  It was a story on the 

Vietnam War and the reporter quoted the Yale Chaplain William Sloane Coffin, Jr. saying 

of President Johnson's management of the Vietnam War:  "It's much easier to make 

authority your truth, rather than truth your authority." Strange how applicable that quote 

seems to be to our country’s current situation. 

Next is a restatement of the Chinese saying that I gave you earlier, “When the student 

is ready, the teacher appears.” It reads: “One should never attempt to teach a pig to sing. It 

wastes your time and annoys the pig.” (Robert Heinlein) 

The last quote is from that famous philosopher Groucho Marx who said, "Those are 

my principles. If you don't like them, I have others." 

Like Groucho, I have shared with you some of my principles. I indeed do have others , 

and they all rest on a hope for a better managed life after this one.  

Thank you for listening. 

 

 


