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developed and nurtured and often protected for the :

future. The reputation a reporter or newspaper or |
television station has for protecting sources who provide
sensitive information is a part of the continuing dynamic of
successful journalism.

At the same time, audiences and conventional wisdom expect
sources to be fully identified as a way of assessing and assigning
media credibility. Audiences generally have a right to detailed
information held by reporters and editors. Only an argument of
seeking a greater good, or trying to avoid grievous harm, can
justify not identifying the sources of information.

E ; ources are the foundation of a journalist’s success,

|
|

W

although it is commonly accepted that ideas from

others are fair game. Beyond the ethics of using
another's property, plagiarism is also viewed as destructive to
credibility. The problem lies in determining the dividing line
between borrowed ideas and verbatim theft. Generally, using
phrases, clauses, or sentences directly from someone else
without attribution is plagiarism. The transgression is serious
enough to be grounds for dismissal in many media companies.

It is useful to ask how closely the words used replicate

someone else's words. The closer the two versions, the greater
the need for source attribution. As in other areas of media
ethics, sensitivity fed by knowledge is an important
characteristic for reporters and editors. B

B orrowing someone else's written work is plagiarism,
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3. Following is exerted from an article published on the February 21, -
2001 edition of the Wall Street Journal. L
Advertisers Seek Out City Buses To Broadcast Their Latest Fitches *
By Robert Johnson L3
Advertisers dream of captive audiences. So much so that in recent years, :‘:ﬂ
they've even tried placing ads at sporting events, despite the fact that the ES
audience is restrained for only a second or so. ¥
Now Orbital Sciences Corp., a maker of mass-transit tracking systems, is fﬁ
teaming up with Itec Entertainment Corp., a small theme-park design company, ﬁ

to target the ultimate captive audience: riders of city buses, who are typically
confined in the vehicle for 10 to 20 minutes. The joint-venture partners want to
plant television screens inside municipal buses to broadcast a package of
news and weather - and lots of ads.

Orbital is already running a pilot program in Crlando, Fla., where about a
dozen buses have been showing programs and information on upcoming bus
stops on the closed-circuit TV systern since October 2000.

Some passengers say they welcome the TVs. "Watching the monitors gives
you something to do," says Steve Choiniere, manager of an Orlando clothing
store and a regular bus rider. "I saw one story about the outdoors that had
mountains and woods. It was a lot better than watching the same old buildings
pass by outside the bus." Others aren't so happy about being trapped on a bus
with TVs showing ads at a preset volume. "The whole idea of television ads
blaring at you on a bus is offensive," says James Clark, editor of monthly
Orlando magazine and an occasional city-bus rider. "It's bad enough that you
have to be riding a crowded bus in the first place, but this is adding insult to
injury." ......

So far, advertisers have been pleased with the results of the Orlando pilot
program — and the cost to participate, says Annette Percival, president of
Advantage Marketing Concepts, a media-buying company in Orlando. The
Orbital-ltec partnership has guaranteed a total of one million viewers during six
months of telecasting the 30-second spots, for $1,500 a month, Ms. Percival
says. By comparison, she says, reaching such an audience via television in
Orlando homes would cost about $3,500 a month. ...

But what's the best part for an advertiser? Mr. Plogstedt, the Itec

partner, says it's probably that passengers have to pay attention to the screen
to be alerted that their stop is coming "so they can get off.” And get

away. -— End of article ----

Question:

Please write a letter to our President Chen Shui-Bian, urging him to
defend the users of the mass transit against the invasion of compulsory
TV and commercial noise. (50%)
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