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HEN HE FIRST RAN FOR PRESIDENT, BILL CLINTON TOLD
Waudiences that a fast-paced world required them to

“make change your friend.” Early in 1992—before the
first of the scandal stories hit his campaign—Clinton elaborated.
“Even in a society that supposedly worships new things,” he told
me in Little Rock, “actually accepting something that roils what’s
familiar and threatens the established order simply because it’s a
different contestant for power, is an incredibly hard thing for most
people to accept. They resist it, often at all costs. But eventually of
course, most of what’s new wins.”

I recalled that conversation when we asked David McClintick
to explore the work of Matt Drudge, the maestro of the Internet
report that has given the president such fits. But it’s not just
President Clinton who wishes Drudge didn’t exist. A fair number
of journalists fear Drudge, too—if only because he’s the latest new
star in an expanding universe of news outlets. For us, and for all
consumers of information, the question is: Why should we care? Is
Drudge’s work accurate and revealing enough to claim our pre-
cious time? Or is he a hyperventilating purveyor of rumor and gos-
sip whom one can—and should—safely dismiss? McClintick ad-
dresses these questions at page 112.

While Drudge is a lightning rod for criticism, The Washington
Post’s David Broder is journalism’s icon. When he moves, as he
has in a series of articles slamming the president, it’s news. Learn
about Broder’s estimable work and his views on the need for
media restraint at page 128.

WHAT WE STAND FOR

ILACCURACY: Brill's Content is about all that purports to be non-
fiction. So it should be no surprise that our first principle is that
anything that purports to be nonfiction should be true. Which means
it should be accurate in fact and in context.

2 LABELING AND SOURCING: Similarly, if a publisher is not
certain that something is accurate, the publisher should either not
publish it, or should make that uncertainty plain by clearly stating
the source of his information and its possible limits and pitfalls. To
take another example of making the quality of information clear,
we believe that if unnamed sources must be used, they should be
labeled in a way that sheds light on the limits and biases of the
information they offer.

3. CONFLICTS OF INTEREST: We believe that the content of
anything that sells itself as journalism should be free of any motive
other than informing its consumers. In other words, it should not be
motivated, for example, by the desire to curry favor with an adver-
tiser or to advance a particular political interest—unless those
motives are clearly disclosed.

4. ACCOUNTABILITY: We believe that journalists should hold
themselves as accountable as any of the subjects they write about.
They should be eager to receive complaints about their work, to
investigate complaints diligently, and to correct mistakes of fact,
context, and fairness prominently and clearly.

Some of those who led the way in reporting about Bill
Clinton when he first ran for president—including David
Maraniss of the Post, Jonathan Alter of Newsweek, and Ronald
Brownstein of the Los Angeles Times—join Dee Dee Myers, the
president’s first White House press secretary, to critique their
Clinton coverage and to consider how they might report differ-
ently in the future. See page 133.

If Drudge is slammed for excessive hype and breathless dis-
coveries that are sometimes derivative or simply wrong, the same
phenomenon exists elsewhere. At page 102, Katherine Rosman
explores the career of Bonnie Fuller, the magazine editor who has
turned up the sexual heat at Cosmopolitan and is now bringing her
brand of “creative” (meaning often invented) journalism to
Glamour, long the most respected of the women’s books.

As Fuller bends traditional rules, so too, it may seem, does the
new leadership of the Los Angeles Times. But at page 96, D.M.
Osborne explains why breaching the wall between business and
edit need not compromise journalistic integrity. In other words,
as Osborne and Steven Brill (in “Rewind,” at page 33) report, it
is possible to serve both readers and the bottom line without
dumbing down or creating a world in which stories run only if
advertisers acquiesce. Having been on both sides of the busi-
ness/edit divide (at print publications and as the head of Court
TV), Brill has the standing to argue his point, which I think you
will find compelling.

Some publications, in part because of an ownership structure
that minimizes the need to consider the financial concerns of out-
side sharcholders, commit large resources to the pursuit of com-
plex stories. The tale of two hero journalists at The New York
Times, charged with investigating the possibility of germ warfare,
can be found at page 65.

Peek into another nook of political journalism at page so,
where Warren Mitofsky, formerly CBS’s top pollmeister, describes
how reporters barter in early exit-poll returns hours before the
public can know an election’s outcome. And, at page 54, check
out Jennifer Greenstein’s examination of those ubiquitous but not
necessarily reliable projections about where web usage is headed.

That’s just some of this month’s offerings. I believe you’ll find
the entire mix stimulating and fun to read.

Py

MICHAEL KRAMER
EDITORIAL DIRECTOR

~ 8661 YITWIAON LNILNOD STI¥e




“Whether it
be My Lai,
Watergate,
The Pentagon
Papers...

Obst seems to be in
the middle of it.
To understand this period,
Too Good To Be Forgotten
is a must read.”

—Seymour M. Hersh

CHANGING AMERICA IN
THE ’60s AND *70s

“David Obst is as crazy as
the period he writes about.
His stories make me both
proud and ashamed to be
part of his generation.”

—P.J. 0’Rourke
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COVER STORY
Town Crier For The New Age

BY DAVID McCLINTICK

Some think he’s a crafty conveyer of cybergossip, a mischief-
maker on a grand scale. Others praise him for challenging

the powers-that-be of the establishment media and championing
the freedom of information dissemination. Either way, the
one-man news bureau named Matt Drudge is on the beat—
and he can'’t be ignored.

Chasing Grief

BY ABIGAIL POGREBIN

In the aftermath of the crash of Swissair Flight |11 off the

coast of Nova Scotia, the victims' families converged at the
airport from which the plane had taken off. The press, desperate
to capture the human side of the story, was there, too.

The Devil Might
Be An Angel

BY D.M. OSBORNE

When Los Angeles Times publisher Mark Willes, a former
cereal marketer, placed business executives alongside editorial
managers to develop new features, critics bemoaned the
sure-to-be-lost editorial independence. But as the experience
of marketing whiz Kelly Ann Sole has shown, the Cassandra-
like predictions have not materialized so far.

The Secret Of Her Success

BY KATHERINE ROSMAN

With a savvy mix of sex, beauty, fashion, and celebrity coverage,
Bonnie Fulier has climbed to the top of the women’s magazine
field. Now she takes the reins at Glamour, the most journalistically
responsible of the lot. Truth may be the first casualty.

ON OUR COVER: Matt Drudge photographed for
Brill's Content by E.). Camp on September |5, 1998,in a
studio near his Hollywood home. Inset: David Broder
by Tom Wolff.

112

Internet
rabble-rouser
Matt Drudge
works from

his cluttered
apartment in
Hollywood.

Searching for the
human story after
the crash of Swissair
Flight 111, the media
spend most of

their time standing
around, waiting.

Bonnie Fuller (below),
fresh from rejuvenating
Cosmopolitan, is
turning her attention

to Glamour.

96

Kelly Ann Sole (above), general
manager for the business
section at the Los Angeles
Times, is on a crusade to find

new ways for the paper to
connect to its readers.
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David Broder:
Still The Class Of
The Field

BY MICHAEL KRAMER

Consider this Washington Post
columnist the un-Drudge.The dean

of political columnists, a recovering
Clinton fan, muses about the role

of character in politics, but cautions

the media to resist pronouncing anyone
unfit to be president.

Covering Sex,
Then And
Next Time

Some of the top journalists who
covered Bill Clinton’s first presidential
campaign grapple with whether they
adequately aired the candidate’s
character flaws and ponder what the
Monica Lewinsky eruption may mean
for the next campaign.

Washington Post veteran David Broder is the
journalist other journalists turn to for guidance.

I 3 President Clinton
on fanuary 26,
denying having
had “sexual
relations” with
Monica Lewinsky.

68 Truth is often stranger than
fiction, as a trip through the
Trillin archives proves.

“A NIGHT TO SHUDDER”

&
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THE NOTEBOOK ..........................40

We compare how six evening news shows dealt with the Starr report............. 40
BIG TOBACCO’S NEW FRIEND

When Congress debated ending the industry’s tax exemption for advertising,
the newspaper and magazine industries rushed to tobacco’s defense...............46

BOOKMARKS OF THE GOSSIP COLUMNISTS
The Village Voice’s Michael Musto, E! Online’s Ted Casablanca, and TV Guide’s

Jeanne Wolf tell us about their favorite websites 48
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Political insiders learn election results hours early. Why don’t you!.................... 50
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AND
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INSIDE BRILL’S CONTENT. 7
LETTERS
Opening up the Gates 19

REPORT FROM THE OMBUDSMAN

An independent review of questions and complaints
about Brill’s Content.

—BY BILL KOVACH 30

REWIND

In the Information Age, the media’s vigorous pursuit of
profit—currently the cause of so much bad journalism—
may actually be good for consumers and for journalism.
—BY STEVEN BRILL 33

HEROES

The New York Times's Judith Miller and William ). Broad
couldn't be more different in temperament and style, but
together they have carved out a beat in ominous new
territory—biological terrorism. Also: Al Frank of the
Newark Star-Ledger and his exposé of patronage at the
Port Authority of New York and New Jersey; and USA
Today’s Dennis Cauchon’s discovery of the unknown
parents in the Virginia switched-at-birth baby saga.

—BY ABIGAIL POGREBIN 65

THE WRY SIDE

Taking a cue from the Mike Barnicle debacle at The

Boston Globe, the author revisits the accuracy of some of
his work and discovers that much of what sounded like

it was invented actually turned out to be true.

—BY CALVIN TRILLIN 68

PG WATCH

Stories too controversial for high school newspapers

are finding a home on the Bolt Reporter, a flourishing
on-line publication written entirely by students.

—BY RACHEL TAYLOR 71

THE MONEY PRESS

When it comes to takeover talk, “Inside Wall Street,”
Business Week's influential investment column, is often
wrong. But its author and editor say that the accuracy
of the predictions doesn’t matter.

—BY RIFKA ROSENWEIN 765
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recounts four local tales that show the importance
of weighing a tough story’s aftermath.
—BY MIKE PRIDE 83

ELECTRONIC DEMOCRACY

Voters now have the same access to the political information already

enjoyed by politicians and reporters. 59
REEL LIFE STILL AWAITING THE “KENNEDY OF THE INTERNET”
We rate the best and worst politicians’ websites. 6l

A peek behind the silver screen reveals the true-

ON-LINE/OFF-LINE
EsTHER DrvsoN worries that control of cyberspace’s portals is getting

life stories that inspired the movies Saving Private
Ryan, Return to Paradise, and 54.
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The gripping World
War Two fiction

of Saving Private
Ryan was based

on the reaHife story
of brothers fighting
at Guadalcanal.

9 Robert Novak has used his
punditry to create a vertically
integrated media company.

CORRECTIQONS POLICY

1. We always publish corrections at least as prominently as the original 4. Our corrections policy should not be mistaken for a policy of
mistake was published. accommodating readers who are simply unhappy about a story that has

been published.
2. We are eager to make corrections quickly and candidly.

5. Information about corrections or complaints should be directed to editor
3. Although we welcome letters to the editor that are critical of our Steven Brill. We may be reached by mail at 521 Fifth Avenue, New York, NY,
work, an aggrieved party need not have a letter to the editor published for us  10175; by fax at 212-824-1950; or by e-mail at comments@brillscontent.com.
to correct a mistake.We will publish corrections on our own and

in our own voice as soon as we are told about a mistake by anyone—our 6. Separately or in addition, readers are invited to contact our outside
staff, an uninvolved reader, or an aggrieved reader—and can confirm the ombudsman, Bill Kovach, who will investigate and report on specific complaints
correct information about the work of the magazine. He may be reached by voice mail at 212-824-

1981; by fax at 212-824-1940; by e-mail at bkovach@brillscontent.com; or by
mail at | Francis Avenue, Cambridge, MA, 02138.
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Opening Up The Gates

A good deal of the mail sparked by our September issue focused on senior writer Elizabeth

Lesly Stevens'’s cover story on the Microsoft public relations machine. Much of the response

was positive, but some wasn't. One letter writer to find fault with it: Microsoft’s Mich Mathews,
who oversees the company’s image-making efforts. The bulk of her e-mail is printed below, but
several paragraphs were cut for space. The entire message is available at our AOL site (keyword:
brills) and at our website (www.brillscontent.com). At both sites, we have also posted a letter

from David Lawsky, a Reuters reporter who chides us for ignoring some key reporters on
the Microsoft beat in our “Credentials” department. But it wasn't just what we wrote in the

September issue that prompted strong reactions. Filling 14 pages with correspondence proved
especially popular. The editor of a small Kentucky weekly, for example, described as “refreshing”

our commitment of so much space to “the grievances of your readers and your subjects.”

EMBARRASSED
SUBSCRIBER

Let me first state that I am a propo-
nent of the intent and overall message of
your magazine. I have no problem with
your decision to illustrate the public
relations machine behind Bill Gates and
Microsoft [“Making Bill”]. However, 1
am completely disgusted with your
decision to publish a 21-year-old mug
shot of Bill Gates on your September
cover. It was a shameless and self-serving
attempt to generate publicity and news-
stand sales. Even worse, the content of
your article in no way linked or justified
the publication of this 1977 mug shot.

I am today embarrassed to be an
original subscriber to your magazine. |
hope you do better work in the future.

JiM FIELDS
(via e-mail)

THEN AGAIN...

I've been a subscriber since issue
one. The first issue was a real page-
turner, to be sure. But to see Bill Gates
on the cover of issue two, backed by an
insightful and hard-hiuwing article
about Bill Gates and the Microsoft
media-manipulation machine, made
my week. Hats off to Elizabeth Lesly
Stevens for digging in where others fear
to tread. It was assumed that the LA
Times discovery of internal memos
regarding the “astroturf” campaign was
only the tip of the iceberg. Thanks for
letting us see the rest of the story.

GREG WILSON

Webmaster

Microsloth, hetp://microsloth.org
(via e-mail)

A SOLID INVESTMENT

Exceptional! Brill's Content is one of
the smartest business investments I
made this year. As a public relations
practitioner in one of Philadelphia’s
largest PR firms, I find your magazine
not only a gust of needed fresh air but
also a valuable public relations tool.

I thought Elizabeth Lesly Stevens’s
piece, “Making Bill,” was a fascinating
case study of strategic PR. In fact, the
same day I received my issue in the
mail, I read “Over The Keyboard
Medicine” [ClickThrough] and was
amazed—and grateful—to find infor-
mation that excellently applied to a new
business proposal we were working at
that very moment. After that, it was
simply a bonus to read about other
news media in the Philadelphia market
(“Diagnosis: Libel” and “Did A Radio
Host Go Too Far?”).

As a well-satisfied customer, 1 have
dutifully talked up your publication to my
colleagues and gently insisted that they
should get a subscription of their own.

KIRK PARSONS
(via e-mail)

[[ LETTERS ]

BRILL'S

(( )NT?“"“

e T R

MAKING BILL

A vy Y g s B 1 1 1 S oy

REDMOND REACTS

It should come as no surprise that I
disagree with many of the conclusions
in your September cover story on
Microsoft’s public relations. From the
beginning, [ was concerned that this was
not going to be a fair and balanced study
of Microsoft’s PR. I decided nevertheless
to cooperate with Ms. Lesly Stevens,
spending many hours on the phone and

preparing e-mails in response to scores of

questions. I hoped that if we were open
and honest, she might gain a bertter
understanding of how things really work
at Microsoft. In the end, we ended up
with exactly what I feared: A story that
reflects Ms. Lesly Stevens’s original bias
and paints Microsoft’s PR efforts as
somehow nefarious and coercive. [ have
no interest in disputing each of the many
issues on which we disagree. However, |
would like to offer several general com-
ments, and point out a number of factual
errors in the article. Additionally, I want

to address an inaccuracy in one piece of

information that was inadvertently pro-
vided to the author, Ms. Lesly Stevens.
Several things struck me as I read

CORRECTION

Due to an editing error, a photo caption
on page 40 of the September issue incor-
rectly identified Glamour advertising staffer
Deborah Blangiardo as the person wearing
a Ralph Lauren coat in an ad that appeared
in Glamour's July issue.The person pictured
was actually a model.

Due to a production error, staff writer
Ted Rose was identified in the same issue as

S

previously having worked as a producer at
the Cartoon Television Network. In fact, he
was a producer at the Courtroom Television
Network. (The two networks have never
been confused before to our knowledge.)

Finally, in the article “Not The First
Time,” the name of the Massachusetts town
of Somerville was misspelled.

We regret the errors.

Letters to the
editor should
be addressed
to: Letters to
the Editor,
Brill's Content,
521 Fifth
Avenue,
New York,
NY, 10175
Fax: (212)
824 1950
E-mail:
letters@
brillscontent
.com. Only
letters or
messages
signed by
those who can
be contacted
during daytime
hours, by
e-mail or
telephone, will
be considered
for publication.
Letters may be
edited for
clarity or

length.
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[ LETTERS ]

Ms. Lesly Stevens’s piece. The first was
that it is clear [that she] has little knowl-
edge of public relations, a function basic
to almost all U.S. corporations. Many
of the things she pointed to—and
implied were somehow extraordinary—
are the daily tools of PR in every com-
pany: Keeping track of what reporters
write. Working hard to make sure
reporters get the information and access
they need to information and senior
company executives. Raising a question
when we think a journalist didn’t fully
disclose a potential personal conflict of
interest when writing a piece about
Microsoft. Even trying to put Microsoft
in the most positive light. Is it really sur-
prising that this is what Microsoft’s
public relations efforts are focused on? I
think most public relations profession-
als—and journalists who understand
and even see value in what we do—real-
ize that this is what PR is all about.

I also was disappointed by Ms. Lesly
Stevens’s repeated use of unnamed —
and often inaccurate—sources. In your
statement of “What We Stand For” at
the front of your magazine, you assert
that to ensure quality information, “We
believe that if unnamed sources must be
used, they should be labeled in a way
that sheds light on the limits and biases
of the information they offer.” I can’t
think of a single example where you pro-
vided justification or context for using
such sources, whose information—
much of it inaccurate—tarnished the
overall quality of the article.

As to issues of factual error, let me
address a few of the more glaring errors:

*On page 102, you say, “Gates was
not telling the truth about how he had
come across the photo” from his 1977
arrest for a traffic violation. That is not
correct. Bill did not say that he found the
photo on the Internet. In his speech to
the National Cable Television Asso-
ciation, he explained that he had recent-
ly come across the photo, and that it was
the kind of thing that exists on the many
websites that have sprung up about Bill.
Your reporter connected the dots
between those two statements to draw a
conclusion that was inaccurate. In your
excerpt from the transcript of Bill’s
speech at NCTA, you left out the context
in which he made these remarks, which

would have explained this to readers.

* At least one other publication—the
National Enquirer—ran the mug shot of
Bill, which, I should add, we gave them
when they asked for it. So it’s not true, as
the article says, that no publication ran
the photo or that “Microsoft has kept
access to it tightly under its own control.”

*You imply that Bill was not telling
the truth about his 1977 arrest, saying
“Gates may have not owned up to what
transgression has landed him in jail.”
There was nothing more to that inci-
dent than what I, and the Albuquerque
police, told Ms. Lesly Stevens: that Bill
evidently ran a stop sign (he doesn’t
recall the exact nature of the violation,
but that’s what the Albuquerque police
think it was for), and that because he
did not have his driver’s license with
him, he was fingerprinted and pho-
tographed for identification purposes.

*Despite a clear statement by me
that the information was inaccurate, you
chose to go ahead and report, based on
unnamed sources, that Microsoft
employs 500 public relations staffers
(page 103). I wish it was so, but it’s sim-
ply not true. You also reported, without
citing a source, that Waggener Edstrom,
our lead PR firm, employs 200—300
staffers on Microsoft’s account (page
104). This also is wildly inaccurate. The
fact that we declined to provide your
reporter with proprietary information
such as this does not give Content license
to print erroneous statistics.

*Writing about the reports that are
used to track the media’s extensive cover-
age of Microsoft, you quote another
unnamed source (page103) saying that
“Every item that gets written about,
[Microsoft PR] is tracking, attending,

paying attention to...” The article also

says that, according to this unnamed
source, “Gates hones in on trouble spots
in the spreadsheet reports and routinely
demands that any negative press be man-
aged better and fixed.” This was an exag-
geration on both counts. It would be
impossible, nor would we try, to track
every article written about the company.
We do make note of key articles that, for
one reason or another, need follow-up. To
report that Bill Gates “routinely
demands” that negative articles be “fixed”
is just plain wrong. Sure, Bill reads news

' coverage about Microsoft and occasional-

ly tells me when he thinks something
needs follow-up, but the way this was
phrased suggests a CEO who is obsessed
with micromanaging Microsoft’s PR
efforts. As I told Ms. Lesly Stevens, Bill
spends the overwhelming amount of his
time meeting with customers and prod-
uct groups at Microsoft, and exploring
the frontiers of computer technology.
*On page 104, you reported that Bill
hosted a retreat at Hood Canal for Wall
Street analysts. This is incorrect. There
has never been an event at Hood Canal
for financial analysts. The retreats were
for journalists and industry analysts.
*Also on page 104, you once again
rely on an unnamed source to report
that Waggener Edstrom “devised 37 sep-
arate media contingency plans” for the
launch of Windows 9. This is not true.
*On page 104, you reference an
unnamed source to the effect that
[Waggener Edstrom] “once cited on its
website the ability to quote from Sun
Tzu’s The Art of War as a requirement
for advancement.” This is wrong. The
book in question was Marketing
Warfare, a business book that was hot
in technology circles in the late eighties.
*On page 106, you assume that [Bill]
Gates or Pam Edstrom were the source
for a [1983] Pegple magazine article that
indicated Bill was an Eagle Scout. Neither
Bill nor Pam recalls ever saying Bill was an
Eagle Scout. For the record, Bill did reach
the rank of Life Scout, a step below Eagle.
You also conclude that Gates and
Edstrom misled the Pegple reporter
regarding the quality of Microsoft’s soft-
ware code, its popularity in Japan, and the
amount of Microsoft’s revenue in the
early days. I provided Ms. Lesly Stevens
with extensive information to refute all of
these points, yet she chose to ignore it all,
failing to offer readers the opportunity to
evaluate the information for themselves.
*On page 108-109, Ms. Lesly
Stevens attempts to build the case that
Microsoft’s “public relations prowess”
is so influential as to overshadow com-
petitor’s products, even if their products
are better. The article quotes a former
Microsoft employee, Rick Segal, as say-
ing that IBM’s competing operating sys-
tem, OS8/2, “was superior in every way”
to Windows. Quoting Segal, the article
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suggests that even people at Microsoft
believed this, which is simply untrue.

And consumers certainly didn’t believe |

it either, if you look at the popularity of
Windows compared to OS/2. For exam-
ple, a major drawback of OS/2 was that
it couldn’t print and did not provide full

support for the most popular applica- !

tions programs. As I told Ms. Lesly
Stevens in e-mail, Windows succeeded
on its merits, because it filled a technol-
ogy vacuum that OS/2 did not.

*On page 112, you quote an

unnamed source as saying that all
Microsoft has to do is “offer up Bill and |
people will come and write down what |

he says, whether it's newsworthy or

not.” You then say that “once Gates !

declares a Microsoft product important,
the press generally treats it as such.”
Both statements are nonsense. Certainly
Bill is a highly regarded CEO and a
leader in the industry but, believe me,
there is no shortage of reporters willing
to question and challenge what he says.
Nor is there a shortage of reporters will-
ing and ready to criticize our products.
oIt was 1994, not 1995, when Steve
Ballmer suggested that Bill write a syn-
dicated newspaper column (page 112).
As to our own error in fact,  owe both
Ms. Lesly Stevens and InformationWeek
an apology for providing inaccurate infor-
mation regarding Microsoft’s efforts to
get to the root of an issue involving the
performance of Windows NT code that
was the subject of an InformationWeek
article. During research to provide Ms.
Lesly Stevens with details about this, I was
given erroneous information by our PR
agency, which I inadvertently forwarded
on 1o her. I take full responsibility for the
error. In e-mail to Ms. Lesly Stevens, I
wrote that “An IT trade (/nfoWeek) got
what they thought was a hot tip from a
customer who learned that by manipulat-
ing NT server code, you could boost sys-
tem performance significantly. This
would have been a huge story and so the
reporter tipped us that he was passing it
on to the magazine’s labs to verify. This
wasn’t necessarily a bad thing, but of
course the development team was worried

that the implication would have been that

team set to work trying to replicate the |

customer experience, in tandem with /W
labs. This was an around-the-clock effort
and ended up being shown to be a func-
tion of some idiosyncrasies in a particular
computer BIOS (i.e., 2 hardware issue)
not the O itself. The story reflected this
and was accurate.”

That statement was correct, except
for part of the last two sentences. While
this was an “around-the-clock” effort,
the exact cause of the performance gain
“phenomenon” was never actually deter-
mined; a hardware BIOS idiosyncrasy
was one of the speculated causes.
Microsoft was never able to replicate the
phenomenon and therefore never defin-
itively concluded that it was a hardware
issue. Microsoft posited this scenario to
InfoWeek as one potential idea (among
others), but it was not verified by tests.

That said, the sidebar on page 105
referencing the Info Week situation was a
misleading picture of the information I
provided Ms. Lesly Stevens. I provided
her with several examples that reflect

. the work we do on a daily basis in PR

MS had overlooked an obvious defect !

which, if caught, could have helped cus-

tomer performance. So the development

at Microsoft. In providing this informa-
tion, I was attempting to be open and
forthright, as well as to educate Ms.
Lesly Stevens about our PR efforts. Yet
Ms. Lesly Stevens turned these exam-
ples around to suggest that we unduly
or inappropriately influence news cov-
erage of Microsoft. She edited the
information I gave her to create her
own account of the two examples, yet
made it appear that the whole sidebar
were words I had provided her. The

worst example of this is the wording in

the final paragraph of the sidebar |

(which appears to be mine but is Ms.

Lesly Stevens’s) that implies Microsoft

made a “PR recommendation” to

InfoWeek that it alter its story on the

NT code. No one at Microsoft ever

made any such recommendation, and

to suggest otherwise is offensive both to
me and to the journalists at /nfo Week.

MICH MATHEWS

General Manager

Microsoft Public Relations

Redmond, WA

Elizabeth Lesly Stevens responds: Ms.

Mathews complains that her “open and hon- |

est” dealings with Brill’s Content yielded noth-

ing, and that | simply stuck to some imagined
“original bias." The story as it was published
in August was precisely the one | first out-
lined to Ms. Mathews in March—an examina-
tion of Microsoft and Mr. Gates’s public rela-
tions strategy and image-management from
the earliest days of the company to the pre-
sent. Ms. Mathews cooperated somewhat in
the reporting of the story because by doing
so she secured the opportunity to influence
and help shape the final story. In this, she cer-
tainly succeeded, and | was quite pleased to
be able to include Microsoft's viewpoints so
extensively in the story.

| certainly agree with Ms. Mathews that PR
is a perfectly legitimate—if litle-examined—
part of any company’s business strategy. Given
how serious a competitor Microsoft is in every
other area of its business, it is of course no
surprise to anyone that Microsoft takes its PR
seriously. That it takes it more seriously, and is
more savvy, than many other large corpora-
tions is certainly not my observation alone, but
that of several leading technology reporters at
major publications, some of whose analyses on
that point appear, on the record, in the story.

The article did provide context and qual-
ifications of the information provided by
sources who declined to be identified by
name. For example, the story cited four sepa-
rate sources in an effort to approximate the
total staffing level of Microsoft’s PR operation.
Two sources indicated the total amounted to
“about 500," the story stated, while “two
other sources not as close to the company”
pegged their estimates at about 400. Ms.
Mathewss comments regarding the staffing-
level estimates were included in the original
story. In fact, for nearly all the points raised by
Ms. Mathews in her letter, her comments or
those of someone else representing Microsoft
were included in the original story. Ms.
Mathews cannot expect her objection alone
to invalidate the opinions or information pro-
vided by one or more other sources offering
a different view.

The only issue Ms. Mathews raises that
calls for detailed explanation is her account
of Mr. Gates's release of his own mug shot.
As stated in the original story, the mug shot
itself is of marginal interest, but the machi-
nations of Microsoft PR to blunt our possi-
ble use of it show Microsoft PR—the focus
of our story—in action.

Mr. Gates misrepresented how he had
come to obtain his own mug shot as he pre-
sented it in a speech in May, just days after offi-
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cials in Albuquerque alerted Mr. Gates'’s attor-
ney and Ms. Mathews that Bril's Content was
about to get access to the public record. Ms.
Mathews'’s allegation that Brill's Content selec-

tively edited Mr. Gates's comments to misrep- |

resent what he said is absurd and demonstra-
bly false.

The transcript of Mr. Gates’s speech, as ‘

provided by CNBC/Dow Jones Business
Video archives, shows that Mr. Gates took 12
sentences to introduce and dispense with his
mug shot. Brill's Content quoted fully seven of
those sentences in the original story.

Here is the full excerpt: “It is kind of
amazing, all the things how they—that are
out on the Internet. In fact, there is a lot
about—out there about Microsoft. A lot out
there about me. Some of it is not very nice.
You know, people who do not know me, say-
ing things that are too nice. And some peo-
ple saying things that aren't—are not so
nice. In fact, | found this recently. This is actu-
ally a mug shot of me at age 21. And what
had happened here is that | was down in
Albuquerque, working on personal comput-
ers. And | got a speeding ticket. And | had
forgotten to take my license with me. And
sure enough, this is—this is the kind of neat
stuff you can find out on the Internet.”

Indeed, reporters on the scene under-
standably took this to mean that Mr. Gates said
he had found the mug shot on some roguish
website. “Gates even included a mug shot of
himself, which he said he found on the
Internet,” wrote the New York Post’s Jon Elsen in
his next-day story. Elsen says that Microsoft
never contacted him to correct this impres-
sion. Indeed, look at how Mathews handled my
query about where on the Internet, exacty, Mr.
Gates had found the mug shot he presented in
his May speech.

Q: | saw in the NY Post that Mr. Gates
had run across an old mug shot of himself on
the Internet.| cannot locate such a photo on
the Internet. What is the address, and who
posted it!

A: Bill was probably referring to his
own site up on Microsoft.com. He showed
the mug shot during his NCTA speech in
Atlanta | believe.You will find the picture in
the slides (from a May |12 e-mail exchange
between me and Ms. Mathews).

Whatever transgression led to Mr. Gates’s
arrest and mug shot remains unknown. As
reported in the original story, the case file is
missing, and the Albuquerque Police
Department’'s mentioning a stop sign violation

as a possible cause remains just undocument-
ed speculation not based on any record or
knowledgeable individual. Mr. Gates's public
explanation that he had been arrested for
speeding without a license is also unverifiable.
Mr. Gates had been arrested on that charge
two years before the mug shot arrest, but that
earlier, minor offense was not serious enough
to result in a mug shot being taken.And, again,
any petty crimes or misdemeanors committed
by Mr. Gates 20 years ago are of only marginal
interest. However, Microsoft PR’s strategic
handling of the mug shot earlier this year was
germane to the original story.

| did not “assume” that Mr. Gates or Pam
Edstrom were the source of any inaccuracies
that appeared in a glowing 1983 People maga-
zine profile of Mr. Gates. As stated in the orig-
inal story, Landon Jones, Jr., who wrote that
1983 story, said the questionable information
had been provided to him by Gates, Edstrom,
or senior Microsoft officials. The conclusion
that People had been misled on several factual
points was made by (and credited to) Stephen
Manes and Paul Andrews, in their well-regard-
ed 1993 book Gates. Furthermore, Ms.
Mathews’s comments on the episode were
certainly not ignored, as she states in her let-
ter. She is quoted in the story as correcting
two factual errors and otherwise defending
the factual accuracy of the 1983 People story.

The story's source for the anecdote
detailing Waggener Edstrom’s 37-part media
plan during the Windows 95 launch remains
certain that the information was accurate,
adding that the plan was oudined by [Waggener
Edstrom] senior vice-president Colleen Lacter
at a September 21, 1995, workshop on new-
product launches held by the Public Relations
Society of America’s Puget Sound chapter.
Lacter confirms she was a panelist at that event,
but says that she did not discuss such a media
plan, which she maintains did not exist. Also, the
story’s source for the anecdote regarding The
Art of War remains quite certain, having copied
down the unfamiliar book’s tide and author
from the [Waggener Edstrom] website so that
the source could then purchase that specific
tide. | apologize for not including Waggener
Edstrom’s denials of these two points in the
original story.

Finally, the original story should indeed
have said that Mr. Gates’s New York Times
Syndicate columns began in January 1995.
Mr. Ballmer's suggestion that Mr. Gates write
such a column was made, as Ms. Mathews
notes, in 1994. When | asked Ms. Mathews’s

deputy about retreats Mr. Gates held at his
vacation home for “analysts,” | was not spe-
cific enough, assuming that the deputy, as he
confirmed the retreats, understood that |
meant financial analysts. | regret that error.

INFOWEEK OBJECTS

I’m writing to express our extreme
displeasure with the reporting proce-
dures you used recently in a magazine
that prides itself on uncovering sloppy
editorial practices and policies of other
news media.

In your September 1998 issue, your
reporter Elizabeth Lesly Stevens writes
in the article “Win The War By
Winning the Battles” that in March,
InformationWeek was coerced by Micro-
soft’s PR team into changing the angles
of a story we were writing to keep us
from reporting about a bug that we
found in Microsoft’s Windows NT
operating system. Neither Ms. Lesly
Stevens, nor anyone else representing
Brill’s Content, contacted anyone at
InformationWeek to seek our input
regarding this accusation (a practice
taught in Journalism 101). If someone
had contacted us, they’d have learned
that the information supplied by
Microsoft PR and reported by Brill’s is
patently false.

We still contend, first of all, that
there is a defect in Windows NT Server
that, if manipulated, produces the per-
formance boost we described in that
article. Microsoft developers did noz
work “in tandem” or “around-the-
clock” with InformationWeek on this
story, as you report, and we did not
report that the idiosyncrasy was caused
instead by certain hardware platforms.
Most important, Microsoft and its PR
team had absolutely no influence over
the outcome of our story. Your report-
ing that we were coerced in any way is
offensive and preposterous. The fact is,
our lab tests uncovered a performance
boost brought on by manipulation of
this defect in Windows NT Server, and
we reported and published that infor-
mation. In fact, we contend that
Microsoft PR was of little help in our
reporting process.

We understand that mistakes can
me made, even by a so-called media
watchdog. But the reporting of this false
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information was the result of a reporter
not following the simplest of journalistic
practices: Making a phone call to
InformationWeek to verify facts. We
insist on a correction of this error and an
apology to InformationWeek for portray-
ing us in an extremely unfavorable light.
BRIAN GILLOOLY

Editor, Information Week

ELS responds: | erred in not contacting |

InformationWeek for a response to Microsoft’s
description of its efforts on the Windows

NT story. And given that Microsoft PR now |

says that some of the information it provid-
ed was incorrect, | regret that my not con-
tacting InformationWeek resulted in inaccura-
cies appearing in the original Brill's Content

story. It's a good example of why reporters ]

should always contact for comment anyone
involved in a story.

The sidebar that included Microsoft's
description of events was an effort to allow
Microsoft PR the opportunity to describe in
its own words how it goes about its business
and measures its success. The actual errors
in Bril’'s Content were Ms. Mathews’s quoted
assertion that Microsoft PR worked “in tan-
dem” with InformationWeek test labs, and
that the adjustment to fix the problem was
a “PR recommendation.”

However, InformationWeek complains
that our story stated that Microsoft PR
“coerced” InformationWeek to “chang[e] the
angles of a story...to keep us from report-
ing about a bug...in Microsoft's Windows
NT operating system.” This is not the case.
The Microsoft-provided example of its PR
team at work shows simply how it dealt—
successfully—with what the company

regarded as a potentially damaging story. In |

spite of InformationWeek's assertion in its let-
ter that “there is a defect in Windows NT
Server;' the actual story the magazine print-
ed in its March 30 issue (accessible on the

Web at www.techweb.com) cites three pos- |
sible culprits—only one of which would be

the fault of Microsoft. As Brill's Content notes
in the original story, Microsoft PR asserted,

after considerable effort within the compa- |

ny to examine and attempt to replicate
InformationWeek's testing, that the cause of
the problem was another company’s hard-

ware, not Microsoft’s software. | believe !

Microsoft PR cited this story to Brill's
Content as an example because the March

Information Week story did include this other :

possible culprit, and did not criticize Micro-
soft for covering up the glitch intentionally, as
the company originally feared. “We felt that
without Microsoft involvement, the story
could imply that the company was knowing-
ly holding back on information that cus-
tomers could use to improve their NT expe-
rience,” noted Marianne Allison, executive
vice-president of Waggener Edstrom, one of
Microsoft's PR agencies.

SHE DIDN’'T MEAN
IT THAT WAY

I'm writing this letter with regret
that my comments were taken out of
context in “Making Bill” in the

September issue. When Ms. Lesly |

Stevens researched her story, I provided
a larger context of public relations prac-

tices and history to aid in her evaluation.
1

Every business, government, nonprofit,
and celebrity entity does PR—or
attempts to do PR—using the same
tools as Waggener Edstrom. Waggener

just uses the tools very effectively and |
creatively. In my discussion to provide |

points of contrast, I referred to some
extreme examples from history of ‘suc-
cessful’ efforts to move perception, but
never compared Waggener or Microsoft
to the Third Reich. Looking at
Microsoft’s PR and marketing efforts in
an isolated fashion ignores the larger
story: the relationship of PR to news and
how the public, then, all too often

accepts the resulting “news” as TRUTH. |

Posy GERING
(via e-mail)

ELS responds: | disagree that Ms. Gering's
comments were printed out of context. As
quoted in the story, she was making a his-
torical point about the power of strategic
public relations—including FDR and the
New Deal as well as the Third Reich—and

the story made clear that she was not criti-

cizing Waggener Edstrom or Microsoft.

NO PROBLEM HERE

Having read the quotes attributed
to me in your article about Mr. Gates
and Microsoft, I wanted to offer some
quick feedback. I was pleasantly sur-

prised at the professional nature of both |

the interview and the follow-up
process. In reading the article, I was
pleased that my quotes were accurate

and there wasn’t 2 “spin” put on my
words. I appreciate the fairness. Rare
and refreshing.
RiCK SEGAL
(via e-mail)

NOT TOO DEEP

I'd like to commend Elizabeth Lesly
Stevens for her excellent story on
Microsoft’s PR muscle. Unfortunately
for me and perhaps for readers, her char-
acterization of my role as a poor, hapless
victim of Microsoft’s evangelical “terror-
ists” was a bit shallow....The “whole
truth” was that thousands of IBMers and
non-IBMers had joined an informal on-
line group I founded named “Team
0S/2,” to use the truth of their personal
experience to combat Microsoft’s ruth-
less domination of the operating-system
market. We had not only attracted much
media attention, but also the serious per-
sonal attention of Bill Gates [and other
senior Microsoft officials]. They were
well aware, I'm sure, that numerous
influential columnists and journal-
ists...were  “defecting” from the
Windows camp, using OS/2, and writing
and speaking favorably of OS/2—often

| as a result of the efforts of Team OS/2. ]

believe that providing such additional
context...would have provided readers
an even more compelling view of the
human drama that unfolded as Microsoft
desperately but deftly navigated what
could have meant the loss of their chance
to permanently establish their operating
system monopoly.

Let me nonetheless congratulate
Brill's Content for carrying an article
that represents a giant leap forward in
documenting at least some of the cre-
ative amorality that has characterized
Microsoft’s brilliant but unethical
approach to manipulating the media
into serving Microsoft’s goals.

Davip B. WHITTLE
(via e-mail)

NO FAN OF KEITH

Keith Olbermann’s reflecting on our
missing moral compass [“Blame Me,
Too,” Talk Back] is a bit like Bill Clinton’s
recent apology for his lapse of judgment.
If Cornell graduates actually listened to
this self-righteous hogwash, they are prob-
ably still scratching their mortar boards.



Tell me if 'm mistaken, but isn’t
that the same Keith Olbermann on
MSNBC every night still presiding over
one more tedious panel on the freshest
(and the stalest) morsel in the Clinton-
Lewinsky gossip? It’s amazing, isn’t it,
how money is the perfect bromide for
the moral dry heaves. Giving two pages
of your September issue to Olbermann’s
pointless and self-serving convocation
speech suggests that you were taken in
by this shameless hypocrisy.

DoN R. GREGORY
Valhalla, NY

DIG DEEPER

Your article, “Over The Keyboard
Medicine, [ClickThrough]” on the best
health information on-line, gives undue
attention to a vitamin store’s web page
called Ask Dr. Weil. Rather than credit
the page as a source for “credible alter-
native medicine” (whatever that is), you
should have dug a bit deeper.

While you say that the site is main-
tained by Time Inc. New Media and
Dr. Andrew Weil, the article fails to
inform us that The Vitamin Shoppe
pays for this promotional page exclu-
sively. Such funding is no wonder, con-
sidering Dr. Weil’s absurd suggestions
such as the one that advises those suf-
fering from prostatitis to (purchase
and) take up to 6,000 milligrams (100
times the RDA) of vitamin C a day!

JEFF STIER
New York, NY

Editor’s note: The Ask Dr. Weil page is
indeed wholly sponsored by The Vitamin

your own effort is that suddenly every-
one else’s effort is destined to improve
as we move onto the front burner the
questions of accuracy, accountability,
reliability.

Please don’t moderate your refresh-
ing artitude, which is so full of piss and
vinegar.

ANDY JOHNSON
Jacksonville, FL

MAKING IT CLEAR

In your September Q&A [“The
CNN Nerve Gas Retraction”], Steven
Brill asked Tom Johnson, the CNN News

. Group chairman, “So Pam Hill’s resigna-

Shoppe, a fact we should have mentioned in

our story.We appreciate Mr. Stier's letter.The
organization with which he is affiliated, the
American Council on Science and Health, has
its own website at www.acsh.org.

AND VINEGAR, TOO

Thank God for Brill'’s Content.

It is only a secondary martter that
your articles are vital, timely, prescient,
insightful, moral.

More important, suddenly I have a
sense that editors and writers across
America will do a bit better, that journal-
ists are responding to your efforts to prick
their conscience.

More important than the quality of

tion was demanded?” Johnson responded:
“Pam Hill’s resignation was demanded.”
By way of clarification, I would like
to point out that my resignation was
not requested. Rather, I spontaneously
offered to resign, in a conversation with
Tom Johnson and Steve Korn, the chief
operating officer, nearly a week before the
offer was accepted.
Pam HiLL
Former senior vice-president and
senjor executive producer, CNN &
Time
Editor’s note: Upon receiving Ms. Hill's let-
ter, we contacted Tom Johnson. His response:
“Pam Hill is correct. | misspoke. She did vol-
unteer her resignation.”

AN ILL TAILWIND

I was very disappointed in your article
on the Tailwind controversy. You accepted
CNN’s retraction at face value and print-
ed a really boring interview about who got
fired rather than investigating the retrac-
tion or giving any space at all o April
Oliver and Jack Smith’s reburtal to the

. Abrams report. An examination of the

competing claims in the Abrams report
and the Oliver-Smith rebuttal would have
been far more interesting, enlightening,
and in line with your proclaimed mission
than the interview you published. This is

. the biggest story of the year on your bear,

and you didn’t cover it.
BRENDAN HALPIN
Boston, MA

A JOKE TO HIM

[ expect most members of the chatter-
ing class to be self-indulgent, narcissistic
fakes. However, I think that Mr. Brill has

[ LeTTERS ]

given those of us in the flyover a new rea-
son to loathe the mainstream press. I take
issue with his article, “What I Learned
Inside The Barrel” [Rewind). The reek of
disingenuity wafted to my already fairly
desensitized nostrils within the first two
paragraphs, when Mr. Brill recounted his
impending sense of doom in releasing the
“Pressgate” story [July/August]. Please.
Do you mean to suggest that, on the New
York, Washington, D.C., Los Angeles axis
upon which you and a few thousand
other media elitists whirl like gibbering
Paolos and Francescas, you would attract
criticism for attacking Ken Starr? [ sus-
pect you have not been crossed off any of
the cocktail party lists you first gained
access to while making the justice system
a spectator sport.

Nice try Mr. Brill, but the truth is
you are neither a shill for the elitist left,
nor a coherent journalist for the evalua-
tion of the media. You are just another
boring liberal newsman, desperately
searching for a crusade that will bring
you some kind of relevance. You'll have
to get a lot more clever than attacking
Judge Starr.

WILLIAM GEORGE BATCHELDER IV

Columbus, OH

A GOOD LESSON

It was interesting to read Steven
Brill’s account of the turmoil he went
through during the first week of the
magazine’s premiere. Brill’s main point
was right on: every journalist should
have to go through what he went
through. Most celebrities and all politi-
cians have to endure the unfair accusa-
tions, biased reporting, and McCarthy-
like questioning (Tim Russert really did
step over the line there) that Brill found
himself subjected to. At least the allega-
tions, even if untrue or misguided, were
relevant to the magazine and dealt only
with Brill’s professional life, a luxury
other newsmakers would welcome with
open arms. Perhaps if all reporters
found themselves on the other side of
the interview tape, they wouldn’t fill
the papers with the personal trash and
unconfirmed rumors we see today that
get printed under the ridiculous excuse

that “the public wants to read it.”
MATTHEW ANDELMAN
(via e-mail)
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[ LETTERS ]

KICK THE HABIT
Congratulations on a2 GREAT magazine!
“Kick” the tobacco advertising and you will
have a WINNER!
EMERY TAYLOR
(via e-mail)

AT ALL COSTS
I just received my Brill's Content and I'm
writing in response to your article “Killer On
Line One” [Decisions]. 1 appreciate your
questioning the media and the ethics of get-
ting a story at all costs, which, in this case,
could have been someone’s life. Thanks for
bringing this story to light.
Mark Ferem
(via e-mail)

KUDOS FOR SLOAN

Brills Content and Allan Sloan of Newsweek
deserve credit for touching on an issue I think
is of great importance to investors: the restric-
tion of reporters from conference calls conduct-

ed by publicly traded companies [“Crimes and
Misdemeanors,” The Notebook].

I admire Mr. Sloan for admitting in the
September issue that he has fudged his way
onto conference calls. He is right to do so.
Such calls “are public meetings, and the idea
that you can let analysts in and not reporters
is not sensical,” as he explained.

In fact, I think it more than just contra-
dictory to restrict reporters; it is wrong. The
story by Elizabeth Lesly Stevens stated that
“the information analysts get from the com-
panies doesn’t really differ from what the
reporters get.” That is not true. The analysts-
only conference calls do provide critical infor-
mation that cannot be found anywhere else
and the public, as well as reporters, should be
allowed access to this information.

Many analysts also enjoy far closer rela-
tionships with company executives than [
could ever dream of (especially those analysts
at investment banks doing work for the com-
panies being covered). That often makes their

e DURACELL

& ULTRA

questions even more important. Mr. Sloan
said he does not ask any questions when he
sneaks onto a conference. He’s no dummy.
Any smart journalist knows when to shut up.
JONATHAN S. HORNBLASS

(via e-mail)

Editor’s Apology: The story referred to in the let-
ter above dealt with the practice of reporters pos-
ing as Wall Street analysts or corporate-finance
executives to gain access to briefings held by corpo-
rations for the financial community. The story fea-
tured Newsweek financial writer Allan Sloan as one
journalist who said he had engaged in the practice.
The story's intent was to spotlight a little-
known news-gathering technique, and the headline
overstated its significance as an ethical controver-
sy. We thought we were doing it in a tongue-in-
cheek way, but we seem to have failed badly in con-
veying that lighthearted tone. Indeed, to some
readers, we seem to have conveyed the impression
that we thought Mr. Sloan was guilty of some kind
of crime. Editor in chief Steven Brill, who edited
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this article and approved its publication, has known
and respected Mr. Sloan for many years and has the
highest respect for him. The magazine, Mr. Brill, and
senior writer Elizabeth Lesly Stevens apologize to
Mr. Sloan for unintentionally describing his work in
a way that could be misread so badly.

GO ASK ALICE

Judge Starr’s defense of his office’s back-
ground discussions with reporters [“Letters to
the Editor,” September] suggests that he has
finally tumbled through the looking glass.
Starr asserts, correctly, that prosecutors must
provide the public with information regarding
their investigations, to (in Eric Holder’s
words) “assure the public of the firmness and
fairness of the criminal judicial system.” Starr
then asserts, hilariously, that the way to do
this is by transmitting these assurances anony-
mously through the media. This inspires con-
fidence? Would you feel more confident in
your state’s attorney general if he apprised you
of ongoing investigations by spraying graffiti

on highway overpasses at midnight?

The prosecution has leaked to the press for as
long as the two institutions have coexisted, but it
is bizarre to see Starr’s office produce a 19-page
memo at the taxpayer’s expense glorifying this
rather disreputable practice. Despite Mr. Brill’s
heroic efforts to convince readers otherwise, I
doubt Starr’s conduct is sanctionable. However,
it seems that a man investigating the president of
the United States would attempt to hold himself
to a higher standard of media relations than that
which existed in the frontier West.

RICHARD P JOHNSON
(via e-mail)

THE COOKIES CRUMBLE
Esther [Dyson] may have a big rep in the
computer biz, but she clearly doesn’t know
much about how the Web works [“Privacy
Matters,” On-line/Off-line]. All those details
must be too low-level for her to worry about.
Her article is riddled with technical mistakes.

“Every time you log on, a digital record of

[ eTTERs ]

your movements (a ‘cookie’) is created.”

Incorrect and misleading. Cookies are cre-
ated and updated by individual web servers
(and not all of them) when content is trans-
mitted from the server. They are passed back to
that server (and not to other servers) when
other content is requested.

Thus the server that runs www.animei-
go.com can’t access the cookies created by
www.brillscontent.com. This is a common
misconception about cookies. There are many
good pages that explain the truth about cook-
tes; if you want a URL or two, let me know.

Cookies cannot be used for data handoffs.
Period. Typically, data handoffs are done using
encoded URLs or hidden form fields. The only
way cookies can be used for inter-site tracking
(as opposed to intra-site tracking) is when some
of the content on each page comes from a single
server common to all the sites. Most typically
this is from the server displaying the ads (for
example, from doubleclick.com). But in this

(continued on page 139)
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[ REPORT FROM THE OMBUDSMAN jl

BY BILL KOVACH

QUR LETTERS, E-MAIL, AND PHONE CALLS THESE
past two months make it clear that Brills Content
is reaching a lot of people eager to become more
skilled in “reading” the media so they know more
about how the news is obtained, processed, and
delivered. Even when you complain or express disagreement,
your messages are usually cast in the form of questions about
why or how certain things are done. This sort of healthy skep-
ticism is the most important tool a citizen in today’s media-
driven world can have. It is also the most important friend a
good journalist can have. You'll notice
that | wrote “skepticism” and not “cyn-
icism,” which many people seem to
think are the same but which are, in
fact, worlds apart. I was surprised to
learn, when teaching a class a few years

HOW TO
REACH HIM

BILL KOVACH can be reached by

elsewhere in the paper. During the eighteenth and nineteenth
centuries, opinion pieces made up a good part of the news
report, including stories on page one.

Opinion columns were then and stll are considered
important to any publication seeking to help the public work
its way through the issues, events, and debates that drive a
self-governing society. They are designed to help readers sort
through the meaning of the day's news by providing the
insights and conclusions of writers who possess special
knowledge and experience of particular subjects.

Few activities of contemporary life
are as important and dynamic—and, to
many of us, as confusing—as those
about which Dyson and Cramer
write—new communications technolo-
gy and economic trends. The two are

ago at the John F. Kennedy School of VOICE MAIL especially knowledgeable for the very
Government at Harvard, that even 212.824.1981 reasons that they are deeply involved in
some graduate students did not differ- FAX these areas: They each have personal,
entiate between the two. Just to be clear, 212.824.1940 professional, and financial interests on
[ take a skeptic to be one who doubts E-MAIL which to base their opinions and draw
and questions but who is open to expla- bkovach@brillsconteat.com their conclusions.

nation and discussion. A cynic simply MAIL This deep involvement has prompt-

wants to state a conclusion, usually in
dismissive terms. While I'll acknowl-
edge the cynics and maybe suggest that their comments be
published elsewhere in the magazine, it makes sense to me to
use the space in this column to deal with questions raised by
the skeptics. The following items were the subject of your
questioning complaints.

Opinionated Columnists. Scveral of you have expressed
concerns or complaints about columnists James Cramer (“The
Money Press”) and Esther Dyson (“On-line/Off-line”) that
suggest some confusion exists about what a columnist is and
how columns differ from the other bylined articles that appear
in the magazine. Similar confusion has plagued newspapers
since the early part of this century when they first began to
strive for more objectivity in their news reporting. Shortly after
World War I, Herbert Bayard Swope, who was the cxecutive
editor of The New York World created a special page for
columns of opinion opposite the editorial page (the op-ed
page), separate from the impartial news articles that appeared

Bill Kowtch, curator of Harvard's Nieman Foundation for Journalism, was formerly

editor of the Atlanta Joural and Constitution and a New York Times editor.

| Francis Avenue, Cambridge, MA 02138

ed readers such as David Graf to write of
Esther Dyson’s investments: “Even
though ir is disclosed, isn’t this a serious conflict of interest
since the casual reader has no easy way of knowing what kind
of investments are being made by Dyson?”

But Steven Brill’s conflict-of-interest policy. which states
thar articles “should be free of any motive other than inform-
ing its consumers—unless those motives are clearly dis-
closed,” is designed to protect against this and applies to col-
umn writers as well as other writers. In order that the reader
is aware of these interests, both Dyson and Cramer disclose
far more information about those interests than most other
columnists writing today. That includes disclosing the kind
of investments Graf asks about. Brill’s guidelines require that
columnists disclose their own financial investments in any
matter about which they write in any significant way. Those
disclosures allow you, as consumers of the information, to
exercise your own healthy skepticism when considering their
opinions and conclusions. And when you have a doubt or a
question, to challenge their conclusions or opinions.

Even the best columnists can sometimes become so con-
vinced by experience that their opinions take on a messianic
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quality, which may be why many people believe the patron
saint of column writers was a man named Simeon Stylites.
Saint Simeon, who lived in Syria during the fourth and fifth
centuries, is considered the first of the so-called pillar-her-
mits. He preached and debated ecclesiastical politics from
atop a Go-foot pillar. Devoutly committed to this argumenta-
tion, he never left this platform for 20 years, sustained until
his death by food and clothing carried to him by his disciples.
Altered Photos. The altering of one photo of Bill Gates that
appeared on the magazine’s September cover, in which the
Albuquerque Police Department’s arrest placard was raised
to fit in the picture frame, has prompted questions about the
altering of pictures in Brill’s Content.

Debates, often heated debates, among journalists about the
alteration of photographs have been going on for decades. It is
an argument that probably will never end. “Seeing is believing”
is answered with “you can’t believe your eyes” arguments. The
latest technology engages consumers of nonfiction information
in the debate. Some of the best photographers “manipulate”
the shooting, development, and printing of their work to crop
out what they consider extraneous detal, to sharpen contrast,
and to emphasize points of interest. But many readers know
that it is possible with digital technology to create people,
places, and events that never existed. So the question becomes
more insistent: What to believe of what you see?

Brill’s Content tries to deal with this challenge in several
ways. Among the more important guidelines thar control the
magazine’s use of photographs:

1. Photos used should reflect the truth.

2. Retouching should be done only to aiter minor points
about the photo and should never be done to alter facts or
change anyone’s appearance.

3. Any changes in a picture are to be clearly noted in the
picture caption.

It is this third point that lets you, the cansumer, decide

whether you can trust what you see and read in Brill’s Content.
In the case of the Bill Gates photo, the alteration was noted in
two ways: It was spelled out in a caption on the table-of-con-
tents page, and an unaltered copy of the picture was run on
the same page to show that the alteration on the cover did not
change the picture in any meaningful way.
Anyone There? An e-mail message from Gregg Teehan sum-
marizes a question several of you have asked about the journal-
ism shorthand: “Could not be reached for comment—What
does this phrase (and its brethren) really mean?”

At many news organizations the decision to use such a
phrase is left to the reporter’s discretion. Like many practices
that grow out of the deadline pressure inherent in the news
business, this one depends on an editor’s trust in a reporter to
make a good-faith effort to justify using the characterization.
Some news organizations, often on the advice of lawyers wor-
ried that written rules can be used against them in legal pro-
ceedings, avoid spelling out what efforts reporters must make
before declaring a person unavailable for comment.

The guidelines on “getting fair comment” at Brill’s Content
are clearly spelled out with this introductory admonition:

“In this company, the single worst thing a reporter can
do is to attribute an act or thought 10 someone withour get-
ting that person’s specific comment about whether that act
or thought happened.”

The guideline then goes on to detail the kind of effort a
reporter must make in order to meet that rule, including
trying to reach the person through friends and colleagues and
leaving dezailed messages about the questions being asked.

“No one we write about” the guideline concludes, “should
ever be surprised about what we say because we will have either
asked them about it or left an explicit message that we want to
talk to them about it.”

Brill's Content’s policy is the most comprehensive of any
I've found. It could be made a litle better for the reader with
the addition of the advice Robert Kaiser sent to the staff of
The Washington Post when he was managing editor, advice
that adds an element of letting the reader in on what partic-
ular efforts have been made.

“I said we should do away with the phrase altogether,”
Kaiser explains in a telephone interview. “Just tell the reader
what happened: How many calls were unanswered; did not
respond to a message left at the office; no one answered
knocks at the door of the home or office.” This simple repor-
torial approach allows the reader to decide whether a suffi-
cient effort was made or whether the reporter was taking a
shortcut at someone else’s expense.

Gone But Not Forgotten. I should have paid closer attention
when referring to the motto, “Get it first but first get it right,”
in my September column. I wrongly identified the news ser-
vice the motto was created to guide. It was the International
News Service of the Hearst company. INS no longer exists,
but several old hands wrote te set me straight. One of them,
Len Saffir, of Boca Raton, Florida, says the full quote was,
“Get it first but first get it right and write it right.” .
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I REWIND BY STEVEN BRILL |

Back From The Abyss

In the Information Age, media owners’ vigorous pursuit of profit
may actually be good for consumers.

UPPOSE YOU HAVE YOUR MONEY IN A MUTUAL FUND OR

a pension fund. You get your quarterly report and find

that the fund did worse than the Dow and every other

comparable measure for that quarter. You call the fund
manager and he explains the performance as follows: “I know
we didn’t do that well, but we were invested in several compa-
nies where the CEOs care about things other than profits and
the stock price. In fact, they don’t try to maximize sharehold-
er value but they do try to do a lot of good for their commu-
nity. And they’re people of great integrity.”

You’d probably be inclined to tell the fund manager that if
some CEO wants to be charitable or win civics awards, he
should do it with his money, not yours. It’s not that you’re not
community-minded. It’s just that when you invest in stocks
you're doing it to make money.

Of course, the scenario is far-fetched; no fund manager
would dare offer that explanation and no CEO in a public
company would ever declare that sharcholder value isn’t his
highest priority. But then what’s the CEO of a company sup-
posed to do when the business he’s in also claims to have a
higher calling?

On page 96 of this issue there’s a story about Kelly Sole, a
woman who is part of Times Mirror Company CEO Mark
Willes’s effort, he says, to add shareholder value by making the
Los Angeles Times more appealing to its readers. Indeed, in this
year’s annual report, Willes promises his sharcholders that
although earnings per share grew nearly 5o percent in 1997, “we
still hope to grow earnings per share in 1998 by 20 percent.”

Because Sole works on the advertising side of the paper, and
because Willes, a former vice-chairman of the General Mills
cereal company, has actually admitted to wanting his editors to
care about what readers want to read and about accumulating
readers whom advertisers will want to reach, there has been
much worrying out loud among journalists that this might
endanger the paper’s editorial integrity. Our article establishes
that so far there is no evidence that Willes has done more than
try to get more people to read his flagship paper (and, in the
process, get more people to advertise in it). Nonetheless, these
are legitimate concerns. It’s not so much a matter of kowtowing
to advertisers by slanting stories in their favor as it is an issue of
whether the Times ultimately will kowtow to readers. Pandering

to one’s customers is what
every business is supposed
to do. But journalism is
also supposed to have as its
mission telling readers not
just what they want to
know but what editors
think they should know.
In other words, the local
newspaper or the network
or local newscast is, at least
in theory, supposed to lead
as well as follow. That’s
what makes a former cere-
al company executive’s vow
to produce a consumer-friendly newspaper a dicier prospect
than a promise to produce consumer-friendly cereals.

It could be worse. Suppose Willes really could know exact-
ly what his customers liked and disliked about his paper, day
by day, page by page. Suppose, for example, Willes had a way
to tell exactly how many people read each article in the Times.
Or even how many read through the fifth paragraph or over on
to the continued page. Or whether stories about white crime
victims were more popular than stories about nonwhite vic-
tims. Or which reporter was read by the most readers. I'm not
talking about focus groups that provide some sense of this, but
real, hard data. Every day. Every article. Every paragraph.

Arguably, it would be Willes’s obligation to increase share-
holder value by acting on that data. Why have a Moscow
bureau if it costs, say, a million bucks a year and only 1 per-
cent of the readers read more than a third of the stories it gen-
erates in a given month? Why station a bunch of reporters in
Sacramento if readers are turned off to government and poli-
tics and the reporters can be redeployed to cover the celebri-
ties that readers supposedly do want to read about? Why have
a labor reporter if only 5 percent of readers read his output last
month and Go percent of them were people below the demo-
graphic target, anyway?

That, of course, is the kind of calculus that many newspa-
pers seem to have been doing for a long time anyway, even
without this hard data. But imagine a true shareholder value

WTLV’s
coverage of
Hurricane
Bonnie seemed
designed to
rattle viewers,
not inform them.

TRACKING BONNIE
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1 REWIND |

guy like Willes armed with that data. Imagine what the paper
might ultimately look like if he simply followed the numbers.

Actually, it takes no imagination at all. Just turn on your
local television news at 11 PM. tonight. Television has that
data, or at least what claims to be that data—the Nielsen rat-
ings. And they’re available to every station manager, purport-
ing to tell him how many people in which demographic

groups watched what.

scared its readers that way, only coming clean with the actual
news deep into the paper.

The only other news that night on WTLV was a report on
a sex scandal involving the police chief of a small town near
Jacksonville, and a shorter report on the murder—in March—
of someone who had been buried in a “shallow grave,” with
video from the gravesite. (What made this news was that now
a $10,000 reward had been posted.) There was also a 1 5-second

As I was reading the draft of the article about
Kelly Sole late one night this summer, I happened

story on alleged deaths from Viagra, 15 seconds on the re-
opening of the Martin Luther King, Jr, case, 15 seconds on the

Becoming @
Newspaper
Company

to be watching WTLV, the NBC affiliate in
Jacksonville, Florida. The station is owned by the
Gannett Company, which started out as a news-

own 20 television stations around the country.
Gannett, too, is publicly held. CEO John
Curley’s letter to sharcholders in the annual

pany’s record revenue and profit and lists “con-
sistent profitability,” “high margins,” “strong

A |

ing shareholder value” as the company’s four
characteristics since going public in 1967.
Maybe so, but what [ saw on WTLV that
night was as far from journalism as it gets. It
was more of a game of three-card monte than an
effort to inform people, let alone lead them.

paper company but has long since expanded to |

report begins with a paragraph about the com- |

cash flow,” and “disciplined focus on increas-

Northwest Airlines strike, ten seconds of lottery results, and
five minutes of sports. That was it. No news from the Florida
governor’s race. No news from Russia or the stock markets.
Nothing about the Jacksonville schools, which had opened that
week. Nothing about the Republican Senate primary, which

| was six days away. Nothing about the controversy over a land

development plan that made the front page of The Florida
Times-Union the next morning, and nothing about an office-

. building development initiative for downtown that made the

front page of the paper’s metropolitan section.

WTLV general manager Kenneth Tonning points out,
rightly, that it is unfair to judge a newscast on one night’s con-
tent, and that with only a “twenty minute window for news we
have to prioritize” and “two storms in the South will occupy
most of that window.” Tonning says that prior newscasts that
weck offered interviews with the school superintendent and cov-
erage of local development issues. “I will tell you,” he adds, “that

In The It was August 26, the night that Hurricane Bonnie hit | we focus much more on local issues than anyone else,” and “our
Times Mirror North Carolina and Hurricane Danielle was forming far off the | style is more contemporary with more live shots.”

iy east coast of Florida. What Jacksonville viewers got, beginning Tonning also maintains that he tries to pack major news
Y annua’{ at 11 o’clock was, by my count, 16 of 23 minutes (plus 11 min- | and sports and weather “hits” into the first 12 minutes of the
;:F::;;' apsro = utes of commercials, promotion, and banter) of hurricane cov- | newscast, so as not to tease viewers, and that if the weather was
journalistic erage, including lots of live video from North Carolina—where | teased that night, “it would be unusual....Part of what we try to

Bonnie was a relative dud of a hurricane. Following these live
shots we were treated to warnings to stay tuned because

values were promote is that we don’t tease you.”

stressed.
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“Danielle is just around the corner....She could be headed our
way.” Which, of course, she wasn’t. But we didn’t find out until
the last 30 seconds of the broadcast, when we were told that we’d
have to tune in two or three nights later to find out whether
Danielle would hit Jacksonville. In between, we were:

*shown footage of people being evacuated from a hurricane
two years ago;

staken to a Red Cross shelter of the type we would have to
go to if Danielle came and we needed to evacuate our homes;

sshown video of the “wall of water” that a “storm surge”
like Danielle might produce;

sshown a map of those neighborhoods around Jacksonville
that might have to be evacuated;

sgiven a primer on how to videotape our homes to make a
record of their contents before they are washed away.

Again, Danielle was nowhere near (and never came any-
where near) Florida or anyplace else in the United States, and
Bonnie had long since passed. This was no news.

Nonetheless, at 11:25 the anchor was still keeping the come-

on going, declaring just before a final commercial break, “Will |

she strike? Find out...later as our hurricane coverage continues.”
Imagine if a Gannett newspaper’s front page teased and

World Radio Histol

CTUALLY, IT’S UNFAIR TO SINGLE QUT JACKSONVILLE

or WTLV because that newscast is probably little

different in method and content (and maybe better

if it really doesn’t typically tease the top news,
sports, and weather) than the one you watched last night.
Local news is generally the opposite of journalism that cares
about its customers. The information you’ve stayed up to get,
such as the weather, is withheld to keep you watching as long
as possible, while you are entertained with video of crime
scenes, weather emergencies, or similar material that has all
the content value—but also all of the raw and almost sordid
appeal—of rubbernecking at a car accident.

Television news was once much different. But that was when
those who ran the TV networks and their local affiliates were
owner-founders, not managers of publicly held corporations that
have to promise anonymous shareholders profit maximization.
They made good money, but many also worried about public
service and their standing in the community, factors that today’s
public-company CEOs can say they care about, and even do care
about in the abstract, but which they can’t responsibly act on if

| they are going to keep their pact with Wall Street. On Wall Street,

(continued on page 36)
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(continued from page 34)

making good money isn’t enough. A CEO has to make more
each year to keep the stock price growing. We all demand that
when we, or our pension funds, invest.

At journalism seminars, academics and editors often
debate what the key events were in what is perceived to be
journalism’s turn downward. It was the death of Edward R.
Murrow. The arrogance bred by Watergate. The tabloidization
of TV’s syndicated shows. The spread of newspaper chains.

O.J. Monica. My answer is different. For me, the turning |

point was when companies that do the news began to sell
shares on the stock market, primarily so that the founding
families could realize the value they had created.

Going public on Wall Street is a completely natural and pre-
dictable process of capitalism, and the founders (or the genera-
tion that followed them) shouldn’t be faulted for it. But in the
process they gave up their right to do anything other than max-
imize profits. To be sure, some of the best of these companies—
such as The Washington Post Co., The New York Times Co.,
and Dow Jones & Company, the publisher of The Wall Street
Journal—set up stock voting structures that allow the founding
families to maintain disproportionate control and thereby fend
off unhappy shareholders if they fail to maximize shareholder
value. The result is arguably good for journalism but, ironically,
exactly the kind of undemocratic management entrenchment
that these newspapers would probably editorialize against were it
done on Wall Street by a widget company. Yet ultimately, even
these family-controlled companies will have to bend to the will
of Wall Street now that they are public, because as stock-owning
family members multiply with each generation, or simply as
these companies bow to the pressure of money managers to keep
their own stock up, they will become increasingly focused on
shareholder value and increasingly distant from the founders’
other values. (That, in fact, is a process that probably describes
in rough terms the state of The Times Mirror Company itself
and its founding Chandler family.) The Sulzberger family that
still controls The New York Times company but no longer owns
a majority of the shares, can, luckily, still decide that they want
to employ heroes like Judith Miller and William J. Broad (see
page 65) to spend weeks or months working on stories that are
hugely important to the world but might not be justified on a
short-term cost-benefit analysis. But sooner or later that control
and that ethic will slip away.

My point is that, in the short term, if NBC’s parent,
General Electric—run not by the benevolent Sulzbergers but by
Jack Welch, the man widely regarded as the world’s best corpo-
rate manager—is going to keep its promise to shareholders, it
should gear its Tom Brokaw report to the news that draws the
highest ratings. And it should make sure its Dateline NBC pro-

ducers know which segments attract the biggest audiences so
that they can go get more of the same. And it should do all
Monica all the time on MSNBC. This does not make Welch a
bad person; it makes him someone who is keeping his promise
to his shareholders. Ditto Curley and Gannett when it comes to
programming the news on WTLV. However, as we'll see below,
it may be that this is only a short-term calculus and that the
same market forces that push Welch or Curley in this direction
today could push them the opposite way before too long, as the
Internet and other dynamics of the Information Age take hold.

Doctors, medical care, and HMOs offer an enlightening
parallel. A doctor who practices for himself or with like-mind-

| ed partners can spend as much time as he likes with a patient,

Journalism’s turning point was not Watergate or
OJ. It was when companies that do the news
began to sell their shares on the stock market.

even if that is not the most cost-effective
use of his time. And he can order tests
that he suspects the patient may not be
able to afford because either he will eat
the cost or some insurance company will.
But once the doctor becomes the
employee of a corporation, especially one
with millions of public shareholders, he
or his bosses are obligated to make his time as cost-effective as
possible and to look at those tests from a cold cost-benefit view-
point. In other words, profits may bump against other values—
the patient’s health or state of mind—that we as a society care
deeply about. That’s why the government is stepping in to reg-
ulate those decisions when it comes to HMO:s. But in a coun-
try with a First Amendment, the government can’t step in to
regulate editorial decisions so that profits aren’t always the
dominant value. We can depend only on the willingness of
those involved to sacrifice the profits that they have promised
shareholders—or on the marketplace to change.

It really doesn’t do much good for journalists (who them-
selves would no doubt grouse if their own pension funds
scored below the Dow) to wring their hands about this or
demand that their managers be selfless. The managers really
don’t have a right to be, because they’ve promised the people
who bought their stock that they would do whatever it takes
within the law to maximize profits.

Does this mean that Willes is bound to take the venerable
Los Angeles Times in the same direction as WTLV sooner or
later? Probably not. For the major difference, in business terms,
between a newspaper and a television channel has to do with
the numbers that drive each business. Willes and his colleagues
can—or at least should—rationalize covering stories that attract
a small fraction of readers because what a paper cares about is
its cumulative readership. If I buy the paper for its sports and
you buy it for its gardening column and someone else buys it
for its coverage of the school system, we all are part of its over-
all circulation number; for now, absent the kind of data that
drives television, we’re all part of the circulation numbers that
an advertiser whose ad appears on the page opposite the Bosnia
reporting has bought. On television, the advertiser on the sports
show only pays for those viewers, just as the advertiser on a
Bosnia documentary only pays for those viewees (which is why
you haven’t seen many Bosnia documentaries lately.)

Similarly, were Willes to overreact to the research of Kelly



Sole and her colleagues that says readers want “news-you-can-
use” personal-finance information in the business section more
than they want stories about international monetary policy,
he’d risk losing the small number of high-demographic readers
who might want that monetary policy coverage and would
drop the paper were it not included. And that reader is part of
the demographic data that boosts the paper as a whole, because
that reader is typically known only to advertisers as a reader of
the paper as a whole. A television channel, on the other hand,
would get the benefit of that particular viewer watching a
report on international monetary policy only for the show or
the segment of the show watched by that viewer.

In short, newspapers (and magazines, too) run on informa-
tion that is not nearly as economically efficient as television, and
they run on a premise that is not nearly as efficient—that lots of
people will buy the whole package in order to consume various
parts of the product, rather than buying the specific parts sepa-
rately. If the newspaper or magazine data became much better,
and advertisers could know what Willes certainly would want to
know—exactly who is reading which pages of the paper every
day—the subsidy that the weak links (the not-so-popular arti-
cles) enjoy would be unmasked and perhaps eliminated. For
now at least, the best Willes or anyone can do with their limit-
ed information is nip away at what seem to be the least cost-
effective stories and areas of coverage.

Another way to put it is that a newspaper, unlike a special-
ized newsletter or a special-interest magazine, is a “bundled”
product. All of it—sports, finance, foreign news, the gossip
column—is bundled together and sold to readers and advertis-
ers as one product. (Advertisers may buy into one particular
section, but they are sold the readership of the entire paper.)
Television, on the other hand, is the ultimately unbundled
product. Customers click on and off to exactly what they want
to watch—and advertisers get all of the information about
viewership in a similarly unbundled package.

It’s because of the protection afforded the less-popular fea-
tures in the bundled newspaper that Willes and his colleagues
can afford to—indeed, should—carry that mix of stories. And
it’s for that reason that newspaper companies like Gannett or
The Washington Post Co. that also own television stations can
and do pay more attention to the quality of the news in their
papers than they do to the quality of the news carried by their

television properties.

LL IN ALL, IT LOOKS LIKE A PRETTY GLUM PICTURE:

lournalism/media companies that are publicly held

seem forever doomed to have inferior television jour-

nalism and will only grudgingly do good print jour-

nalism. But it’s really not that dark a picture at all. For while

that may be the snapshot today, it may be that the same forces

of the marketplace are destined to change all of it for the better.

One of the premises of this magazine is that consumers of

the Information Age are going to get smarter and more

demanding and, indeed, more willing to reward quality as

they adjust to the vast new choices of the new age. Here’s how
that could happen.

First, let’s consider a media product that’s even more unbun-

LREWIND

dled than television: on-line media. Interactive really means hav-
ing unlimited choices when it comes to picking through what you
want to read or watch and rejecting it in favor of something else
the moment it stops satisfying you. Moreover, on-line advertisers
can get even more unbundled information than that offered by
Nielsen; they can find out exactly how many people read the page
that has their ad on it. This would seem to mean that the only on-
line media that will survive economically will be the ones that
produce the pages with mass popularity. But that’s wrong, because
what advertisers really care about is how many people see their ad
and buy their products. And on-line advertising, unlike television,
allows advertisers to know that, too. Advertisers can now typical-
ly know how many people click on to read an ad, and then how
many people buy the product featured in the ad.

Second, the idea of “mass” in the Internet world of count-
less websites is not the same as it is, or was, when there were a
handful of broadcast television stations.

Taken together, these two factors—the ability of advertis-
ers to know where their ads are working and the need to hold
viewers’ attention amid a menu of endless choices that makes
truly mass audiences almost impossible to achieve—means
that if anything is going to work on the Web economically, it’s
going to have to be appealing enough to a certain group of
committed viewers that they’ll stay with it and at the same
time be the kind of people who will want to buy the products
that are being advertised. A sports news site, for example, bet-
ter not tease viewers the way my local New York stations do
(“Did the Yankees win tonight? Stay tuned!”) or they’ll click to
a place that doesn’t. A financial news site had better offer
sophisticated, reliable information if it wants to attract and
keep the sophisticated viewers who will buy products from
financial advertisers. And a site that offers weather news will
die quickly if it spends time trying to scare people before telling
them the real weather.

N SHORT, THE NEW INFORMATION AGE SPAWNED BY THE

Web is creating a demanding, indeed spoiled, world of

media consumers. And that may be our way back from

the abyss, especially if as consumers we realize—and
exert—the power we now have.

Which brings us back to Jacksonville. Whether the Web
and television will ever merge onto one screen may be debat-
able. But it is not debatable that the Web and television are
competing for the attention of viewers. And as using the com-
puter gets easier, and as bandwidth gets more abundant so that
dialing up a weather website becomes as easy as clicking a
remote control, WTLV is going to be forced to act like it real-
ly cares about giving its viewers the straight story. If nog,
Gannett is going to pay the price on Wall Street.

What mystified me most watching WTLV that night as I read
about Kelly Sole and Mark Willes is that television channels would
dare to abuse their viewers so blatantly in an age when they have so
many choices. True, WTLV is doing well in the ratings race in its
market at 11 P.M. In fact, WTLV is viewed in television business
circles as something of a phenomenon. Recently, its 11 o’clock
news pulled almost even with the CBS affiliate—owned by The
Washington Post Co.—which has long been dominant in town.
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But together the three major television broadcast channels
in Jacksonville have gone from having 68 percent of all televi-
sion viewers in Jacksonville at 11 o’clock five years ago to 42
percent this past summer, while WTLV has gone from having
23 percent of all people watching television at 11 o’clock in
1993 to 18 percent this past summer. In other words, WTLV
has been using their Nielsens to win the short term, day-to-day
battle, but they are losing the war. Sooner or later, Wall Street
will realize that and reward them only if they do the opposite.

It seems obvious that before too long a real market-orient-
ed, shareholder-obsessed businessperson running television sta-
tions like WTLV—a real Mark Willes, if you will—might wake
up and decide that the daily Nielsens aren’t what should be

In a world of seemingly limitless media choices,
local TV news that depends on consumers being
passive idiots may have trouble surviving.

guiding him. For over the mid- and long-term they are going to
guide him into oblivion, as customers grow increasingly cynical
about the horrible, customer-unfriendly product he is provid-
ing, whereupon they’ll turn even more to cable, to the Web, or
to other alternatives. Someday soon someone like Willes might
take over a local television station and declare loudly that “We’re
going to be different. We know that what you really want first
at eleven o’clock is the weather, so we’re going to give it to
you—and give it to you straight. And then we’re going to tell
you what’s happening in your schools and at the zoning board
and at City Hall and, yes, in your police precincts and at local
theaters and restaurants. Maybe we’ll charge more for commer-
cials at the beginning when we flash the weather because that’s
when most of you are watching, and maybe we’ll do other
things to change the way business used to be done. Maybe we’ll
also lose total viewers, but, as on the Web, we’ll make it back by
having a more committed group of customers who are more dis-
posed to buying the products of advertisers who are with us.”

If on most nights WTLV’s Tonning really is, as he says, try-
ing to pack news and weather into his first 12 minutes, he and
others may already be on the way to doing that.

In short, we are heading into a world of seemingly limitless
media choices. And the local TV news that depends on con-
sumers being passive idiots who are just going to keep taking
reports of hurricane threats that aren’t really there should have
trouble surviving in that environment.

Indeed, in a world of countless choices, simply trying to
keep up with every competitor’s effort to dumb things down,
to scare people, or to tease them into staying tuned a bit longer
seems like it can’t be a winning strategy for everyone. With 10,
50, 100, or soo channels, let alone 500 channels competing
someday alongside a million websites available on the same
screen with the same clicker, won’t all be able to succeed doing
that. They’ll have to do something different and better, which,
indeed, is something we can already see happening with local
cable news channels and some of the better cable networks.
Unless, in the face of a new world of infinite choices, media

consumers remain dumb and undemanding, media products
that assume they are dumb and undemanding will not have the
free ride they have enjoyed in the roughly two decades since
they became Wall Street investments.

In that same world of vast, unbundled choices, what Willes
and all of us should realize is that a community newspaper—
whether the community is Los Angeles, Peoria, Wall Street, or
your town—nhas the chance to remain something truly different
and extremely valuable. It can be the one unbundled product
that brings the community together and speaks credibly to all
its various elements. He’s right to want to add more to make
the paper more broadly appealing so that people don’t retreat
completely into the narrow worlds of their unbundled narrow
products. But he’d be making a mistake
if he didn’t understand that part of the
“uniqueness” he’s selling is the ability
and willingness of editors to decide
what’s important for people to know.
Indeed, the community is paying his edi-
tors to lead as well as follow, to go find the
stories they didn’t know they needed to know (and could, there-
fore, search for on the Web), whether it’s a scandal at the zon-
ing board or a war crime or nuclear proliferation threat on the
other side of the world.

Will that play on Wall Street? Well, it turns out that the
most valuable newspaper properties on Wall Street are those
that have kept that faith—The New York Times, The
Washington Post, and The Wall Street Journal. And in the future
they may be even more valuable if they continue to do seeming-
ly un—Wall Street things like cover issues that don’t attract mass
audiences or even large numbers of their own readers. In print,
and ultimately on the Web, they’ll be the bedrock sources that
people will depend on. I'm so convinced of this that if I were
writing any of their annual reports or shareholder prospectuses
(or if I were writing my own if I took this magazine public),
would preach the virtue from a long-term shareholder stand-
point of eschewing short-term cost-benefit calculations that
compromise good journalism. In short, journalistic integrity not
only can be good business; it has proven to be good business.

So, yes, Willes should cut costs where he can, attract new
readers wherever he can, and demand productivity from
reporters who sometimes like to equate demands that they
serve their readers with assaults on journalistic integrity. But if
he’s as smart as many people say he is, he’ll also not forget that
while that reporter in Moscow or Sacramento may not pro-
duce numbers in the short term, having them there is what
gives his product long-term value, especially in a world of lim-
itless but watered-down, dumbed-down media choices.

In fact, Willes is at least already talking the talk in, of all
places, his company’s current annual report. “We are increasingly
convinced that if we use our growing financial strength appropri-
ately,” he writes to his shareholders, “we can help improve the per-
formance of society. Doing so will make us more relevant and
exciting to our readers and advertisers, which, in turn, will help us
be more successful financially.” Yes, that sounds like a platitude.
But if you want to attach numbers to it, try comparing the equi-
ty value of The New York Times to that of the New York Post. w






' thenotebook

CONTROVERSY

“A NIGHT TO SHUDDER”

How the evening news shows covered the Starr report

HEN THE HOT POTATO THAT IS THE STARR REPORT
landed at the TV networks on the afternoon of
September 11, many reporters found themselves read-
ing lurid passages on the air in the rush to deliver the

news as it came in. At the usually tame CNN, congressional correspon-
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EVENING NEWS WITH DAN RATHER

ANCHOR’S OPENING LINE: “A defining day for the future of
President Clinton, special prosecutor Ken Starr, Congress,and the country.”

dent Candy Crowley read one of the most shocking—and most
talked about—passages from the report verbatim: “On one occa-
sion, the president inserted a cigar into [Lewinsky’s] vagina.”

For the evening newscasts a few hours later, producers were
confronted with the task of condensing the contents of a 445-page
report into a half-hour or hour-long show. One of the thorniest
issues was how much sexual detail they should provide. MSNBC
anchor Brian Williams told viewers the report had “stories we liter-
ally can’t repeat on the air.”

Brill’s Content selected six categories in which to compare their
choices. The shows’ opening lines set the tones, which ranged from
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SUMMARY: Led with the soap opera-ish details of the Clinton-
Lewinsky relationship, including their endearments (he called her

she “never expected to fall in love”; continued with a sober recitation
of the charges and of Clinton’s lawyers’ rebuttals.

SEXUAL CONTENT: Not very explicit; mentioned that “a cigar was
used as a sex toy” and that the stain on Lewinsky’s dress matched the
president’s DNA,

OTHER NEWS: Four brief stories including reports on Russia,
Richard Holbrooke's troubled nomination as U.N. ambassador, and
tropical storms in Houston and New Orleans.

FUNNIEST MOMENT: Bob Schieffer describing the report being
unsealed: “It had been advertised as steamy, and you could almost see
the steam rising as the boxes came open.”

NUMBER OF PLUGS FORWEBSITE: None.

|

WORLD NEWS TONIGHT
AR WITH PETER JENNINGS
ANCHOR’S OPENING LINE: “There has not been a day like it
SUMMARY: An evenhanded explanation of the charges with lots of
analysis; led with Clinton’s confession and avoided sexual details.
SEXUAL CONTENT: Not at all explicit; mentioned that one sexu-
al encounter “occurred while Mr. Clinton was on the phone with a
member of Congress”; did not mention cigar.
OTHER NEWS: None.
FUNNIEST MOMENT: None.
NUMBER OF PLUGS FOR WEBSITE: One.

“sweet”; she called him “handsome”) and Lewinsky’s testimony that |

e e
S }
—hegor
-A—/v--.

Ms.\Léwinsky’s

A Fox News
ACCO un t graphic from
e = September |1
“AcEording to Ms. Lewinsky, e inatheos
she performed oral sex on  — ERE
the President on nine ?&i‘s‘,‘iﬁ‘,’
occasions. On all nine of I bodrtt and
Wolf Blizer
X
that same
§ evening (right).

NIGHTLY NEWS WITH TOM BROKAW

ANCHOR'’S OPENING LINE: “lt is a night to remember, and a
night to shudder”

SUMMARY: Outlined Starr’s charges, the president’s rebuttal,and con-
gressional reaction. Featured an “In Depth” segment on the First Lady.

| SEXUAL CONTENT: Moderately explicit; “the president told the

grand jury that he never touched Lewinsky's breast or other intimate
parts of her body.”

OTHER NEWS: Brief stories on the stock market, Russia, and floods.
FUNNIEST MOMENT: A segment on forgiveness: it outlined a
five—step program to achieve forgiveness and included an interview
with a representative from The International Forgiveness Institute.
NUMBER OF PLUGS FORWEBSITE: One.

\\




dramatic to dull. Sexual explicitness varied widely, as did
decisions about how much of the day’s other news to
include. Some of these shows stumbled on unavoidable
ironies, or just stumbled, while trying to convey the sexual
nature of the report without offending viewers. But howev-
er carefully the shows’ scripts were worded, most broadcasts
directed viewers to their websites, where they could see the
full text of the report—unedited for television.

€ . i S

SPECIAL—INVESTIGATING THE
PRESIDENT: THE STARR REPORT

ANCHOR'’S OPENING LINE: “This has been a stunning—some
might say shocking—day in Washington.”

SUMMARY: A thorough, highly legalistic explanation of each charge in
Starr's report, with so much analysis it became repetitive.

SEXUAL CONTENT: Not very explicit; anchor Bernard Shaw
warned viewers about “language some of you may find offensive”
before correspondent jonathan Karl quoted President Clinton explain-
ing in his grand jury testimony that “If the deponent is the person who
has oral sex performed on him, then the contact is with, not with any-
thing on that list, but with the lips of another person.”

OTHER NEWS: A brief look at the stock market.

FUNNIEST MOMENT: None.

NUMBER OF PLUGS FORWEBSITE: One.

WASHINGTON NN WHITE HOUSE \

@ NEWS CHANNEL —
SPECIAL REPORT WITH BRIT HUME

ANCHOR'S OPENING LINE: “The Starr report alleges perjury,
obstruction of justice, witness tampering, and abuse of power by
President Clinton, all in an effort, it says, to cover up his relationship with
Monica Lewinsky.”

SUMMARY: Laid out the accusations and White House rebuttal at
great length; evenhanded and dull, but refreshingly so. ‘
SEXUAL CONTENT: Moderately explicit, but excerpts from the
report were edited to eliminate certain words, as in this passage that
flashed on the screen: “He touched her...both through her underwear
and directly....On one occasion, the president (used) a cigar (to stimu-
late her)”

OTHER NEWS: Four brief stories, including one about two babies
being named after Mark McGwire.

FUNNIEST MOMENTS: Brit Hume read from a statement by
Congressman Sonny Callahan, who was on the phone with Clinton while
Lewinsky performed oral sex on the president, according to the report:
“l can say unequivocally and without hesitation that | had no knowledge
that | was sharing the president’s time or attention with anyone else.”
NUMBER OF PLUGS FOR WEBSITE: None.

e

QCEYY® —THE NEWS WITH BRIAN WILLIAMS

ANCHOR’'S OPENING LINE: “The Clinton presidency is tonight badly
crippled by Ken Starr’s report”

SUMMARY: A fair hearing of Starr's charges and the White House
response—even emphasizing, which most reports didn't, that Whitewater
wasn't in the report—but with a decidedly negative, doomsday spin.
SEXUAL CONTENT: Explicit and extensive; Williams said it was “a huge
report that we cannot even broadcast over the air,” but later read at length
from the highly detailed footnotes: “On nine of the ten occasions, Ms.
Lewinsky performed oral sex on the President...On four occasions, the
President also touched her genitalia. On one occasion the President insert-
ed—and we will leave out the item and the act already alluded to in this
broadcast—to stimulate her””

OTHER NEWS: Two brief stories: a 30-second story on the crash of
Swissair flight 111 and a Wall Street roundup.

FUNNIEST MOMENT: An ad during the first commercial break for
Berns Tobacco of Fair Lawn, N.J., which included shots of boxes filled with
cigars.

NUMBER OF PLUGS FOR WEBSITE: Two.

By Jennifer Greenstein, Kimberly Conniff, Leslie Heilbrunn,
Dimitra Kessenides, Rachel Taylor, and Ari Voukydis
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ETHICS

HOW WOULD
YOU HANDLE
THE DILEMMAS
THAT
JOURNALISTS
FACE?

Here’s how 5,655 visitors to the Newseum,
the museum of news in Arlington, Virginia,
said they'd handle a hypothetical situation
based on the case of a 1992 Dateline NBC
segment in which the network simuated a
truck explosion to illustrate a story on
design flaws in General Motors trucks.

OU'RE A PRODUCER OF A

network newsmagazine.You've

learned about a teenager who

died in a fiery crash. A design
defect in his pickup is suspected. Telling
his story might save lives. Buc after
repeated attempts, you can't get one of
these trucks to explode. It isn't good TV
without riveting video.

WHAT DO YOU DO?

@ Scrap the story.The truck
won't blow up. Maybe it’s safe.

4%
o
@ Rig the pickup to explode.

The story is important.
Video is crucial.

67

@ Rig the explosion video,
but admit that it's a “simuladon.”’

*Numbers current as of Sept. 16, 1998,

RUMOR MILL

N MOSCOW, RUMORS ARE TAKEN

more seriously than rubles. So the

world took notice on August 27

when CBS News reported that the
long-rumored resignation of Russian
President Boris Yeltsin was now one
step closer to becoming fact. Citing
“sources within the Kremlin and close
to the Yeltsin family,” CBS News cor-
respondent Richard Threlkeld said
Yeltsin had signed a resignation letter
earlier that day. “That resignation is
not dated and will await the confir-
mation of his prime minister—desig-
nate, Viktor Chernomyrdin,” cau-
tioned Threlkeld. The midday report
helped fuel a 357 point drop in the
Dow Jones Industrial Average. The
next day, the CBS report was cited by
news outlets such as The New York
Times and The Atlanta Journal-
Constitution.

But, as everyone now knows,
Chernomyrdin never became
prime minister (Yevgeny
Primakov did)—and, as of
this writing, Yeltsin’s res-
ignation has yet to materi-
alize. What happened to
the resignation letter?
Threlkeld argues it existed
but that his report fell vic-
tim to Russia’s ever-chang-
ing political reality. “We
were-—and are—absolutely con-
vinced that the scenario was true,”

says Threlkeld. He adds that three pre-

SIGNED BORIS YELTSIN

very busy, and every-
body thought some-
body else was doing
it,” he wrote. “No
excuse, just a fact.”
Hours after CBS
News aired its report,

the Russian president’s

press office called it “false

and fabricated.”

At least one of Threlkeld’s

viously reliable sources confirmed the
report before it aired and a fourth con- may or may not  Was more reliable than CBS News on
firmed it after the fact. “[W]e have not  have signed this story. “We felt and still feel that
only a Deep Throat, but a Full Throat,  his resignation these were and are rumors,” says
a Sore Throat, and a Strep Throat,”  letter. Thomas Rolski, ABC News Moscow

Moscow colleagues says the Kremlin

Boris Yeltsin

wrote Threlkeld in a statement to
Brills Content after the Village Voice
questioned Threlkeld’s reporting.
Threlkeld does own up to one
serious journalistic lapse: He never
sought comment from the Kremlin
before filing his story about Yeltsin’s
resignation. Threlkeld calls his mistake

a violation of Journalism 1o1. “[I]t was

bureau chief. “That’s why we did not
go with that. We were, I admit,
slightly surprised that CBS went as
far as CBS did.”

But isn’t there a chance that
Yeltsin did sign a resignation note, as
CBS reported? “In this country,”
says Rolski, “there is a chance of
everything.” —Ted Rose

(continued on page 4.4)
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Meet the personalities behind
our new line of Natural Sweaters.

tarting at the top, that’s our
black sheep.

Black Welsh Mountain, to be
exact. It’s the only completely
black breed grown in the British
Isles.

Its wool is thick, fluffy, utterly
beautiful. (Some English squires
raise Black Welsh just to decorate
the lawns of their country houses.)

So, you can see why we chose
it as one of the four breeds
that go into our new Lands’ End"
Natural Sweaters.

The others — in the snapshots
next door — are Cheviot, Jacob,
and Suffolk. (Take a ba-a-a, fellas.)

The fact is, each sheep has its
own character. Which we've
tried to capture by making each
Natural Sweater from the wool of
just one breed.

A credit to its parents

By “natural,” we mean the wool
is exactly as Mother Nature
created it.

We don’t bleach it or dye it.
The color is the sheep’s own color.

For example, our Cheviot
sweater is white, because a
Cheviot sheep is white. And our
Jacob sweater comes in a mix
of brown and white, for the
same reason.

The colors are subtle. A
Cheviot’s white is nothing like
the white of a Suffolk.

For that matter, no two
Cheviot sweaters are exactly the
same. There are minor variations,
just as there are in the sheep.

(Our sheep aren’t cloned,
needless to say.)

Knit one, purl a flock

For the knitting, we go to a
fine old mill in the English
Midlands.

The knitters give our sweaters

a classic, timeless look — equally
at home on the Scottish moors
50 years ago, or in your backyard
next week.

And they knit each sweater to
the exact size: M, L and so on.

(Some manufacturers cut their
sweaters to size — which is why
their sweaters don't fit or wear
like ours.)

Maybe we should have illus-
trated our Natural Sweaters with
big, colorful photos.

But frankly, we’d rather save
that for the Lands’ End catalog —
where we can do these sweaters
justice. Besides, we want you to
read about all our other fine
clothing — and the neighborly
way we do business.

You see, you can call us at any
hour. There’s always a friendly
soul on hand to answer questions,
take your order — or just schmooze.

Get right down to it, there’s
nothing quite like shopping at
Lands’ End. Nobody’s been able
to clone that either.

Photos courtesy British Wool Marketing Board.
© 1998 Lands’ End, Inc.

Mail to: 1 Lands’ End Lane, Dodgeville, W1 53595
www.landsend.com/catalogs /202

[_ gy ——
I For our free catalog, call anytime,
| 24 hours a day
1-800-478-7422
} 202
| Name
| Address
\ — Apt.
I Gty
State Zip
| Day/Night
| Phone ) (crrcle one)
|
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CNN LOSES CONTROL

N THE NIGHT OF PRESIDENT
Clinton’s TV confession
about his relationship with
Monica Lewinsky, CNN’s
Charles Feldman hit the Los Angeles
celebrity haunt Mortons to get post-
speech sound bites. There he found
Arsenio Hall—the comedian who put a
saxophone-playing candidate Clinton
on his talk show—and asked to
interview him for a live news special.

What was supposed to be a group
interview with Hall, Ben Stein (the
writer and actor), and Diane Warren (the
songwriter), never cut away from Hall.
Among his comments on the President:
“When I met him he was blowing a sax-
ophone. Now he is a saxophone.”

Then when Feldman asked,
“Arsenio, you helped get him elected.
He was on your show. So what do you
think...” Hall went on a tear. “I'm so

MARKETING

Consultant’s Study Touts Clients,

N AUGUST 18, THE CORPO-

rate management consulting

firm Shelley Taylor &

Associates issued a press
release about a study analyzing the web-
sites of 5o of “Silicon Valley’s hottest and
most successful technology companies.”
Included was a list of Shelley Taylor’s top
ten corporate websites (including those
belonging to Sun Microsystems, Inc.,
Cisco Systems, Inc., and Apple Computer
Inc.), as well as ten from the bottom
third of the list (including those belong-
ing to Pixar and Yahoo!).

The study, “Missing Links in
Silicon Valley,” prompted stories in The
Wall Street Journal and the San Jose
Mercury News, and on CNET’s
News.com, among others. Each story
listed examples of the top ten websites
and, using data from the study, analyzed

sick of people f-----g with me, blame me
for everything,” he ranted. He then let
loose a whirl of commentary on Hillary
Clinton, John E Kennedy and Marilyn
Monroe, and Lewinsky, whom he called
“a fat intern.” Finally, the control room
in Atlanta told Feldman to wrap up the
interview, he says. Neither Stein nor
Warren had a chance to speak.

CNN executives cut the interview
when the special aired again later that
night because Hall had used an obsceni-
ty, says CNN spokesman Steven
Haworth. Feldman says that Hall apolo-
gized for using profanity, but Feldman
sees nothing wrong with the rest of
Hall’s behavior. “It’s not up to me to
decide what somebody says is proper,
especially an artist like Arsenio,” he says.

Stein thinks Hall’s behavior was
outrageous. “He turned his comments
about Clinton into an advertisement

what made them successful.

What the study didn’t disclose—
and what none of the articles men-
tioned—is that at the time of the study’s
release, five of those top ten websites
belonged to Shelley Taylor clients.

“I guess we never thought of it be-
cause all of our research is completely in-
dependent,” says Shelley Taylor, founder
and managing director of the firm.

Only the San Jose Mercury News
made any connection between the top
ten websites in the Shelley Taylor study
and Shelley Taylor’s clientele by noting
that the firm works with Cisco Systems.
The paper also mentioned that the firm
markets this type of research, along
with its web consulting services, to cor-
porate clients. “I didn’t necessarily
think a commercial relationship of that
type made the information in their

Arsenio Hall,
whose interview
with CNN spun
out of control.

for himself.” he says, adding, “The

moment [Hall] started jumping
around, [Feldman] should have taken
the microphone away.” Hall refused to
comment for this article.

Feldman says that it’s not always
easy to control a live broadcast. In fact,
he says, Hall’s spontaneity is what
makes live TV news so effective.

— Rachel Lehmann-Haupt

Snows Press

study any less relevane,” says San Jose
Mercury News statt writer Stephen Buel.
As stories about the study appeared in
the press, Shelley Taylor & Associates
called all of the companies named in the
study and invited them to a $350 per-per-
son “briefing” on how to improve their
sites. Artendees were given an executive
summary and the chance to buy the com-
plete study for $1,500 (minus the $350
attendance fee). Between 10 and 15 com-
panies, some of them already clients, had
purchased the report as of mid-September.
Wall Street Journal staff reporter Don
Clark, who wrote his paper’s story on the
study, declined to comment. CNET
News.com staff writer Jim Hu says he
examined the study, but it was a busy
news day and “We figured this was some-
thing important to just put up.”
—Noah Robischon
(continued on page 46)
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The English told us we could
only serve THE GLEMLIVET

in tiny, 2y milliliter portions.

We think you know how we feel )
about the ENGLIS M. \

One place. One whisky.

Fnjoy our quakity responsibly. € 1998 Tmported by The Glentavet Distilling Co., N.Y., N.Y,, 12 YearO1d Single Malv Scotch Whisky, Alc. 40% by Vol. [80 Proof ). The Glenhivet 15 a regastered trademark

World Radio History




__thenote

BRILU'S CONTENT NOVEMBER 1998

&

ook )

(continued from page 44)

| SfRANGE BEDFELLOWS

BIG TOBACCO’S
NEW BEST FRIEND

with the lobbying blicz. “They
called everyone who is an
advertiser and had them
talk to the newspapers.”
Newspapers and maga-
, zines, meanwhile, worried
\ about losing advertising
\ that brought them
$14.1 million and
' X $243  million,
respectively, in
1996, according

FTER YEARS OF BEING CRITI-

cized in the media for a litany

of sins, the tobacco industry

couldn’t be expected to look

upon the press as an ally. But when

Congress considered ending a key tax

exemption for the industry this spring, it

was the newspaper and magazine indus-
try that leapt to Big Tobacco’s defense.

In May, House Republicans pro-

posed erasing the tobacco industry’s

tax deduction for advertising. (Like all

businesses, the tobacco industry is

allowed to deduct the costs associated Pl ——

with marketing its products.) The E &

Republicans thought they had an easy —_— .-:

way to pay for programs to reduce i

tecnage smoking and drug use that P ::'_"

were part of the tobacco bill then being \ —

discussed. They’d also get to look Y —— to FTC estimates.

tough on the tobacco industry. 15 § . Along with adver-
“I really liked the idea,” says \\.,_ tisers and business

Representative Deborah Pryce, an
Ohio Republican who led a task force
in charge of writing a tobacco bill for
the GOP leadership. “It just made a lot
of sense.”

The repeal would have cost the
tobacco industry an estimated $1.6 bil-
lion a year, raising the possibility that the
companies might spend less on advertis-
ing. With cigarette manufacturers
shelling out some $5.1 billion on adver-
tising and promotion in 1996, according
to Federal Trade Commission estimates,
many businesses stood to lose if the
advertising tap ran dry.

Opposition to erasing the tax
deduction took root within the adver-
tising industry and spread from there
throughout the business community
and newspaper associations. “These
advertising associations out there, they
went crazy,” sav; one source familiar

groups, trade organi-

zations such as the
Newspaper Association
of America, the National Newspaper
Association, and the Magazine Pub-
lishers of America shifted their lobbying
machines into high gear.

Members of Congress were ap-
proached by a variety of organizations.
For example, Pryce was lobbied on the
issue by the Ohio Newspaper
Association, whose members include
her hometown paper, The Columbus
Dispatch. Her spokeswoman, Candice
Perodeau, confirms that the newspaper
association “did raise their opposition
to elimination of the deduction.”

Some smaller newspapers, where
publishers and editors often are one and
the same, took the case directly to the
members of Congress without relying
on associations or other lobbyists.
Representative  Scott  Mclnnis, a
Colorado Republican who served on
the tobacco task force with Pryce, says

Aolli ay

Mary Ann Akers is a congressional reporter for
The Washington Times.

MARY ANN AKERS

he was approached by “an edi-
| tor” at a newspaper in his home
a state, but declined to name either
the editor or the paper.

Potential lost ad revenue was “a

concern,” acknowledges George
Gross, executive vice-president
for government affairs at the
Magazine Publishers of
America. But he and the
newspaper trade organiza-
tions insist money was not
the core issue. “We get next
to nothing of their advertising,”
says John Sturm, president of the
Newspaper Association of America,
which represents the business side of
newspapers. “In our case, it is a matter of
strict principle.” He explains that “We are
concerned that if Congress changes the
deductibility for one product...if other
products or services become disfavored in
some fashion, they will use this weapon
against other products or services as well.”
In addition, Sturm argues, the legislation
would have encroached upon First
Amendment free-speech rights.

“Of course there’s an economic
issue here,” says one lobbyist who rep-
resented publishers and advertisers.
But, like Sturm and Gross, the lobby-
ist says the “main issue” had to do with
potential First Amendment violations
and avoiding the use of tax law as an
instrument of social policy.

Had Congress repealed the advertis-
ing deduction, says tobacco industry
spokesman Scott Williams, there would
likely have been “an immediate court
challenge.” In the end, though, that wasn’t
necessary. After the media lobbying, the
provision was quietly dropped in June.

Newspapers and magazines seemed
reluctant to take credit: According to a
search of the LEXiS-NEXIS database,
none of them wrote about their role in
helping the tobacco companies. 8
(continued on page 48)
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INVESTIGATION

KCBS Takes Heat For An Accurate Restaurant Story

EHIND THE KITCHEN DOOR,”
a KCBS-TV exposé on dirty
restaurants that aired in Los
Angeles last November, fea-
tured profoundly disturbing undercover
video of rat droppings and roaches, ran-
cid meat and vegetables, and cooks who
licked their fingers and smoked while
preparing customer meals. Through a
California Public Records Act request,
KCBS gained access to restaurant health
inspection reports conducted from July
1995 through July 1997. The “startling
findings” disclosed by investigative
reporter Joel Grover: About 10 percent of
Los Angeles County’s 20,000 restaurants
“failed” the inspections, and another 20
percent consistently received poor
scores—below 70 on a 100-point scale.

The report prompted closures and
cleanups at 400 restaurants, an overhaul
of the inspection process, and a new let-
ter-grading system. KCBS, meanwhile,
received a commendation for “intrepid
reportage” from the Los Angeles City
Council. “It sort of took on a life of its
own,” says Grover.

In the most recent development,
the owner of Juanita’s Mexican Cafe
claims his eight-table restaurant in
downtown L.A. was wrongly included
on a list of the “failing 2,000” that
KCBS posted on its website. Edward
Flores says he was shocked to see
Juanita’s listed with an average score of

Bookmarks of Gossip Columnists
Michael Musto

53.5 because, like all of the other
restaurant owners implicated, he had
never been given an inspection score.
Before the KCBS series (which did
not mention Juanita’s), inspection scores
had never been disclosed to restaurant
owners or the public, confirms a
Department of Health Services spokes-
woman. “The inspector would just give
his general impression of the restaurant,”
this official says. “When they had viola-
tions, he would tell them to fix it.”
Nevertheless, as KCBS producer Adam
Symson explained to Flores and other
restaurant owners who called with ques-
tions, number-crunchers within the

The owner of

“Contrary to your assertion, the scores

health department had graded the Juanita’s Cafe, used by KCBS-TV in its stories were
reports according to an internal formula. ~ shown above, maintained by the Los Angeles County

Still, Flores was convinced that d'sPUted:s_ Department of Health for the purpose
Juanita’s mark on the KCBS website was :‘:‘oe';lﬂ;a en of evaluating the cleanliness of restau-
incorrect, and demanded a retraction. department rant kirchens.” In a statement prepared
KCBS stood by its numbers, prompting  restaurant for Brill’s Content, Williams described
Flores to file suit against CBS and the  report made KCBS’s reporting as “fair and accurate.”

health department, a move first reported
by the Los Angeles Times. Flores claims
the list, which KCBS took down early
this year, continues to cost Juanita’s
$5,000 2 month in lost business.

Flores’s lawyer, Steven Haney,
argues that the health department pro-
vided KCBS with scores rating the per-
formance of the inspector, not the
restaurant. In a May 6, 1998, letter,
CBS assistant general counsel Sandra
Williams rejected Haney’s claim:

public by KCBS.

Indeed, by tabulating violations
cited on the two Juanita inspections
included in the KCBS report and calcu-
lating an average score according to the
formula used by the health department
at the time, the score posted by the sta-
tion appears correct. Asked for com-
ment, Flores and Haney change tacks,
insisting that even if the score was accu-
rate, it was misleading, noting that in
its most recent inspection, Juanita’s
earned an “A.” —D.M.Osborne

PopcornQ (www.planetout.com/pno/popcorng/)—

UVillage Doice

People Online (www.pathfinder.com/people/)}—“An
informative and juicy geyser of celebrity gossip.”

E! Online (www.eonline.com)—"1 don't only like [it]
because | work for that channel (7he Gossip Show). It
happens to brim with tidbits, live chats, rumors, spec-
ulations, and deep dish—all the things that are like
air to me."

newyork.sidewalk (newyork.sidewalk.com/)—"It fea-
tures a variety of Best of New York polls, entertain-
ment ideas, and tips on alleviating the ruthlessness
of city living."

“Offers comprehensive gay movie info with toppings.”

Ted Casablanca

E! Online

www.datinghell.com (www.datinghell.com)—"(I'm
single, over 35, and | live in LA, ask no more.) It's
sort of Helen Gurley Brown meets a more honest
Nathan Lane. And you certainly don't have to be a
Cosmo girl to identify.”

New York Post gossips (www.nypostonline.com/gos-
sip/gossip.htm)

Jeanne Wolf
TU Guide/YM

E! Online (www.eonline.com)—"1 check it every day to

see if I'm on there and also to check out all the other

show business news. They have the best.”

Drudge Report (www.drudgereport.com)—"The

smartest thing he did was create that base of links.

Drudge proved that if you go to one central source it's

easy to cruise from there.”

MX BookFinder (www.mxbf.com)—"[It] will find any

out-of-print or used book.”

weather.com (www.weather.com/twc/homepage.twc)—

“I travel constantly.”  —compiled by Michael Kadish

(continued on page s0)
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“The da VlnCl Qfdata. 5 The New York Times

Three wonderful books by Edward Tufte about visual thinking, the design and aesthetics of infor-
mation displays, how to present information, and the integrity of visual and statistical evidence:

THE VISUAL DISPLAY OF
QUANTITATIVE INFORMATION

This map portrays the losses suffered by Napoleon’s army in the Russian

“Syrie Rgurative a.,..._...c_.ln:&.:.uf...r,.. n Ry a7 n

e Lo D o £ 2 e 126y
L e s et e g 8 e o+ e P i e el L, e e gl s = S " h p . _
.-:;-:_‘,.zﬁ_,...._‘..c_.,‘.a....,._._:::E:_::r::_‘a"'*...;_ 4‘;;, campaign of 1812. Beginning at the left on the Polish-Russian border near
S N e e S Y
: _ém-z | the Niemen, the thick band shows the size of the army (422,000 men) as it

» invaded Russia. The width of the band indicates the size of the army at each
- : -t position. The army reached Moscow with 100,000 men. The path of
' Napoleon's retreat from Moscow in the bitterly cold winter is depicted by
the dark lower band, tied to a temperature/time scale. The Grande Armée

struggled out of Russia with only 10,000 men. Six dimensions of data are dis-

played on the flat surface of the paper.

“The century’s best book on statistical graphics.” COMPUTING REVIEWS ~ “A visual Strunk and White.” THE BOSTON GLOBE
250 illustrations of the best (and a few of the worst) statistical charts, graphics, tables, with detailed analysis of how to display
quantitative data for precise, quick, effective analysis. Highest quality book design and production. $40 per copy postpaid

ENVISIONING INFORMATION

“A remarkable range of examples for the idea of visual thinking. A real treat for all
who reason and learn by means of images.” RUDOLF ARNHEIM  “An incredibly beau- <
tiful, true, refined and luscious book.” DENISE SCOTT BROWN AND ROBERT VENTURI
Winner of 15 awards for content and design. Over 400 illustrations with exquisite
6- to 12-color printing throughout. The finest examples in technical, creative, and

scientific presentations: diagrams, legal exhibits, computer graphics, charts, maps,

use of color. Presenting complex material clearly. $48 per copy postpaid

VISUAL EXPLANATIONS:

IMAGES AND QUANTITIES, EVIDENCE AND NARRATIVE

Edward Tufte's new book, Visual Explanations is about pictures of verbs, the representa-
tion of change, motion, cause and effect, explanation and narrative. Practical examples
include design of computer interfaces and web sites, charts for making presentations,
magic, animations and scientific visualizations. 200 examples, including supercomputer
animations of a thunderstorm, evidence used to launch the space shuttle Challenger,

statistical graphics, and narrative in diagrams and fine art. “A new book that you

simply must see. Delightful, visually arresting, riveting ideas on how to tell compelling
stories of cause and effect using numbers and images.” WASHINGTON POST ~ “A knockout.” WIRED ~ “A truly monumental
exploration of information design. Like its predecessors, Visual Explanations is not only written but also designed and published
by Tufte himself . . . . with intelligence, erudition, and grace.” PRINT  Winner of book awards in 1998 from American
Institute of Architects, International Design, AIGA, and The Society for Technical Communication. $45 per copy postpaid

Order directly from the publisher. Shipped immediately. We pay postage. Moneyback guarantee.
VISA, MASTER CARD, and AMEX orders call 800 822-2454, in CT 203 272-9187 FAX 203 272-8600
Send check to: Graphics Press P. O. Box 430-B Cheshire, Connecticut 06410

Call for information about Tufte’s one-day course “Presenting Data and Information.”
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POLITICS

EXIT-POLL RESULTS:

ebook

The public is the last to know.

By Warren Mitofsky with additional reporting by Noah Robischon

OTERS WILL HAVE TO WAIT

until the polls close on

Election Day to find out

whether their favorite con-
gressional candidate won or learn who
controls the governor’s mansion in
their state. But early that afternoon,
the network exit-poll consortium will
open the computer spigot to its mem-
bers and subscribers. Within minutes,
political insiders—politicos and jour-
nalists alike—will be buzzing with the
results. All this happens despite an
agreement among consortium mem-
bers not to reveal exit-poll projections
to the public until polls close.

It is considered bad form to
broadcast early exit-poll estimates
before polls close because doing so
could discourage late voters from cast-
ing ballots. However, journalists and
politicians consider themselves an
elite class that is able handle this
potent news without contamination.
Throughout Election Day they clam-
or for it while they protect the
citizens’ right to remain uninformed.
It will happen on November 3, just as
it has happened every Election Day
since November 1967, when exit polls
were first used.

Why should the public care?
Because early exit-poll results influ-
ence print and broadcast news report-
ing. They also affect get-out-the-vote
efforts by politicians and the spin their
consultants put out to the press. They
can even affect the stock market.

[ conducted many exit polls that
were leaked to journalists and politi-
cians. (I started polling for CBS News
in 1967, and in 1990 and 1992 con-
ducted polls for Voter News Service, the
exit-poll consortium that consists of

Warren Mitofsky was Executive Director of the
CBS News Election and Survey Unit from 197 3
through 1990. He is now a polling consultant.

CBS, ABC, NBC, Fox, CNN, and the
Associated Press.) The election results
you hear on the networks and read in
the newspapers come in great part from
VNS, which also counts the real votes
when the polls close.

On Election Day, exit pollsters
interview voters as they leave their
polling places. Throughout the day
the pollsters in the field transmit their
results to a computer center where the
results are combined with those from
other precincts. A computer-based
model produces estimates of the clec-
tion outcome each time new data
becomes available. These estimates
are transmitted to the nerworks, local
television stations, and newspapers
that subscribe to the network service.
The exit-poll estimates are then leaked
by staffers at various news organiza-
tions to their many friends and
acquaintances in and out of politics.
In fact, these exit-poll resules are
stock-brokered like commodities—
used by campaign sources and jour-
nalists to squeeze more information
from one another.

The practice is commonplace.
Who takes part? “It’s executives, it’s
producers, it’s reporters, it’s lots of
people,” says David Buksbaum, a for-
mer vice-president of CBS News.
(Three other people interviewed for
this article confirm Buksbaum’s asser-
tion, including CBS News senior
political editor Dotty Lynch, CNN
political director Thomas Hannon,
and retired CBS News political direc-
tor Martin Plissner.) Even Phil
Donahue somehow got wind of early
estimates for the 1992 New York pri-
mary and broadcast them on his
afternoon TV show. Fact is, | too
have leaked this information. In a
business where information is king,
those with access to the computer
estimates are trading information

with other journalists, politicians, or
other news sources in return for past
or future favors.

“One of the things that tends to
happen is that your own sources, the
people whom you’re badgering month
in and month out for information...
look to election night as a time for some
payback,” says Plissner.

For impact, consider what hap-
pened during the New Hampshire
presidential primary in 1992. Early
results from exit polls showed that
Patrick Buchanan was giving President
George Bush a tougher race than had
been expected. (President Bush did
win.) Shortly after noon on primary
day, the results started leaking out. My
stockbroker, Jessica Leeds, called at
about 1 PM. and said the news had
already reached Wall Street. Up until
then, the market had been rising steadi-
ly. “Two minutes into the news leaking
out, the stock market changed its direc-
tion and went another way,” recalls
Leeds. The market took a downturn
and continued to fall the rest of the
day. The Dow Jones Industrial Average
had dropped 21.24 points when the
market closed. The next day on CNN’s
Moneyline, Lou Dobbs said that the
markets had been “buzzing with

(continued on page 52)
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rumors” of early exit polls that sent
bond prices lower. And one week later,
the vice-chairman of the Federal Reserve
Board explained one possible reason for
the market drop: “Another hypothesis is
that exit polls from New Hampshire
started to leak that afternoon.”

In 1980, after the Reagan landslide,
members of Congress began calling on
the networks to withhold projections
until the conclusion of the voting. They
did not want even veiled hints about
the outcome broadcast to the public.
Former congressman Timothy Wirth, a
Colorado Democrat, was a leader in
this fight; he championed a House res-
olution formally urging the networks
to keep exit-poll results secret until
polls closed. (The resolution passed the
House on June 26, 1984, and passed
the Senate on September 21, 1984.)

Following lowa’s Democratic cau-
cuses in 1984, before Wirth’s resolution
had passed, he was particularly irked at
CBS News for announcing Walter
Mondale’s win shortly after the caucus-
es started, because hundreds of lowa
voters learned the projected results
before or during their decision-making

{ MISTAKE

process. It was feared but never proven
that CBS’s early projection was a self-
fulfilling prophecy. Wirth immediately
scheduled a hearing on early projections
before the House Subcommittee on
Telecommunications, Consumer
Protection, and Finance which he
chaired. Executives from ABC News,
NBC News, CBS News, and CNN,
who were called to testify before the
committee, were taken to task by Wirth.

That hearing took place the day
before the New Hampshire primary.
On the day of that primary, Reid
Collins, then a correspondent for CBS
radio, went to conduct an interview
with Wirth before which, Collins says,
Wirth discussed the early exit poll
returns that showed fellow Coloradan
Gary Hart in the lead. Hart was indeed
the upset winner over Mondale that day
in New Hampshire.

Wirth, now the president of the
United Nations Foundation, says he
does not remember the discussion with
Collins. But he says there is a difference
between discussing exit-poll results one-
on-one and broadcasting them to the
public. “Journalists make decisions all

the time about what is news and what
isn’t news. That’s one of the things the
public asks you to do,” says Wirth. “The
public also asks you not to electioneer.”
Wirth does not address the hypocrisy of
a system in which the political elites are
privy to information that regular citizens
are deemed incapable of handling.

There’s another problem with early
exit-poll information: It’s unlikely to be
trustworthy. The first estimates are the
least reliable; as more data flows in, the
projections become more reliable. And
because different groups of voters have
historically gone to the polls in larger
numbers at different times of the day, a
poll leaked at midday cannot provide a
trustworthy forecast of the final result,
unless that result is a landslide. It would
be like predicting the final score of a
football game at halftime. It may be
correct sometimes, but surely not often
enough to be reliable.

But that hasn’t stopped the insid-
ers from disseminating that informa-
tion—albeit selectively—with subtle
though noteworthy consequences for
the public. And the public remains
none the wiser. "

NIGHTLINE'S CANDID CORRECTION

N AUGUST 20, MHAMED

Chelaifa, the Tunisian

embassy’s charge d’affaires

in Washington, D.C., was
watching a Nightline special report on the
U.S. missile attacks in Afghanistan and
Sudan when, he says, a report by corre-
spondent John Miller caught his atten-
tion. “Sources say [Osama bin Laden] has
other training camps in Tunisia, in the
Philippines, in Bosnia,” reported Miller.
“Those may still be operating.”

The next morning, Chelaifa says, he
called Nightline anchor Ted Koppel and
explained that such “information and
accusations [about terrorist training
camps in Tunisia] were unrealistic, even
surrealistic.” Miller says he got a call from
a Washington, D.C., lawyer representing

ABC's Nightline

the Tunisian govern-
with ment who voiced simi-
lar concerns.

Ted Looking  back
Koppel over his notes, Miller
says, he realized a
seemingly small but
crucial mistake had
been made. “A map
we had used showed [Tunisia] did not
have terrorist training camps, they had
terrorist cells,” he explains. And while
saying that a country has terrorist train-
ing camps “almost indicates the govern-
ment is involved,” he continues, terror-
ist cells can be found nearly everywhere.
“Heck, we have terrorist cells here [in
the United States].”

Chelaifa says Koppel—whom he

refers to as “a gentleman”—soon called
him back. “He apologized and said he
would correct it in his next broadcast,” the
charge d’affaires recalls happily. Indeed,
the next day, Nightline began with an
important note: “Our special report last
night included the charge that Osama bin
Laden operated a terrorist training camp
in Tunisia,” Koppel said. “That piece of
information, we have now learned, is inac-
curate and we’d like to offer our apologies
to the Tunisian government.” Koppel
declined to comment for this article.

This was “not just a mistake,” contin-
ues Miller. “It had a deeper meaning.”
And, explains Richard Harris, a Nightline
senior producer, “Once we realized the
mistake, the only thing to do was to cor-
rect the record.” —Rachel Taylor
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HOW MANY?

HOW MUCH!?
WHO KNOWS?

Analysts tell us how many people are on-line and how much they
spend there, but research methods vary widely and no one knows

which—if any—analysts are right. ® BY JENNIFER GREENSTEIN

N JUNE 29, THE DENVER

Post told its readers that

local merchants such as

the Twist and Shout

music store and Camp
Kazoo, a baby-goods manufacturer,
were investing in technology that
would let them sell their CDs and baby
pillows over the Internet. The compa-
nies were beefing up their websites even
though, as they readily conceded, cur-
rent on-line sales accounted for a tiny
fraction of their business—less than 5
percent for Twist and Shout, less than 1
percent for Camp Kazoo. What, then,
was driving them to invest in the Web?
The “buzz” about the Internet and
about how much consumers will be
spending to make purchases over the
Web in the next few years.

The newspaper said on-line con-
sumer retailing (rather than business-to-
business retailing) would account for
$4.8 billion in sales this year and $17.4
billion in 2001. Its source for both fig-
ures: Forrester Research, Inc., a technol-
ogy research firm. Those are impressive
numbers, but not as impressive as those
cited by The New York Times in an
August 10 story that estimated that on-
line shopping would account for $5.8
billion in sales this year and $37.5 billion
in 2002. The source the Times cited for

Staff writer Jennifer Greenstein wrote about
Vogue 5 take on teenage fashion in the
October issue.

those figures? Jupiter Communications,
LLC, another research company.

Wheo are these research firms, and
how do they come up with their num-
bers?> And whose figures—if any—are
correct?

The analysts at Jupiter and Forrester
have become the Internet’s go-to guys,
cited in news stories for everything
from their evaluations of America
Online, Inc’s latest strategy to their
judgments about whether phone calls
over the Internet will catch on with the
public. Because of the growth of the
Internet in the last few years and the
number of companies plunging into
cyber-commerce, there’s been a de-
mand for analysts—and purported ana-
lysts—to explain technical points and
forecast trends. “People are thirsty for
advice and expertise because everyone’s
got a confidence problem,” says Gil
Fuchsberg, corporate director of new
media at The Interpublic Group of
Companies, Inc., which owns several
large advertising agencies.

Companies like Forrester and
Jupiter conduct what they bill as
detailed research about the Internet
and produce forecasts on dozens of
areas of interactive media: How many
people will have Internet access in the
coming years? How much revenue will
a single industry, like travel, earn from
the Web? How successful will new Web
technologies be? Jupiter and Forrester
charge their corporate clients yearly

fees for their reports, newsletters, and
analysts’ advice. Jupiter also sells its
reports individually for thousands of
dollars apiece.

New York-based Jupiter, founded in
1986 to study consumer interactivity,
has 134 employees. Forrester, head-
quartered in Cambridge, Massachusetts,
conducts research about consumers and
the business applications of new tech-
nologies. Founded in 1983, it has 300
employees.

How do these research firms arrive
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at their projections? Brill’s Content
examined the methods used by For-
rester and Jupiter, which are generally
seen as the leaders in the rapidly grow-
ing field of Internet industry analysis.
We also checked out Cyber Dialogue, a
younger company that, with the 1997
acquisition of the emerging technology
division of research firm FIND/SVP,
Inc., is positioning itself to challenge
the dominance of the two market lead-
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ers. There are almost a dozen other firms
that do similar projections, including
International Data Corporation; the
Yankee Group, Inc.; Media Metrix, Inc;
Zona Research, Inc; and Relevant-
Knowledge, Inc. These firms either
haven’t yet gained high profiles in the
media or don’t develop estimates of the
two figures we examined: projections for
on-line shopping revenue and for the
total number of Internet users. Both fig-
ures are frequently cited in the media as
indicators of the Internet’s popularity.
To make projections about what
consumers will do, Jupiter and Forrester
have mainly relied on interviews with
executives at on-line retailers. Both
companies also have used a limited
amount of consumer research: Forrester
began surveying between 100 and 300
consumers for most of its reports in
April 1996. Jupiter conducted two or
three consumer surveys a year, mostly
by pairing up with other companies,
including one broad study in 1996 of
about 3,000 people. In the last year, both
companies have begun surveying con-
sumers on a broader scale. That new
research is being incorporated into their
projections, but neither company used
it to derive their current on-line shop-
ping figures. Cyber Dialogue has always
relied on consumer research for its pro-
jections about consumer behavior.
Reporters get the best tidbits from
these reports for free because media
mentions are good for business. “It’s
definitely the way we market ourselves
and build a brand,” says Adam Scho-
enfeld, vice-president and senior analyst
at Jupiter. Stuart Woodring, vice-presi-
dent of Forrester’s information technol-
ogy research, agrees: “The best way we
can gain credibility and visibility is to
have our analysts talk to reporters.” At
Forrester, in fact, analysts’ bonuses are
based in part on how often their names
appear in news stories. “It’s not that [ana-
lysts’] only goal is to get quoted,” Wood-
ring says, “but it’s one of the ways we
establish that they’re doing a good job.”

Each analyst is informed of the number
of media citations he or she should be
aiming for. Mainstream publications like
The New York Times and The Wall Street
Journal typically carry more weight than
trade publications.

Reporters, meanwhile, like quoting
the forecasts because they give stories a
voice of authority. Penny Parker, author
of The Denver Post story that cited
Forrester’s forecasts, says she used the
figures because they gave the article “a
little credibility.” Her criterion for select-
ing Forrester over another on-line
research firm was simple: “Which one
will call me back?”

Evan Schwartz, an occasional
columnist for The New York Times who
quoted the Jupiter figures in August,
says he used them because he needed
specific numbers to support his con-
tention that on-line shopping will be
big business. “As business reporters, we
know that there’s a lot of hocus-pocus
involved in those numbers, but they’re
better than nothing,” he says. “It’s a bit
of a trap. You need the numbers, but
you know they’re not very reliable.”

Two weeks after Schwartz’s column
appeared, a Times story by Sana Siwolop
cited Forrester’s more conservative on-
line shopping figures. How should a
Times reader reconcile those different
estimates? “I’s all vague enough, in
terms of what these groups are trying to
do, that people have to just assume that
on this day, it's somebody’s best guess
on where it’s going,” says Tim Race, the
Times's Monday business editor.

Projections come with caveats.
These companies make predictions
three and four years into the future for
an industry that is in its infancy. Some
of their methods have built-in problems.
For example, asking companies to pro-
ject their sales for the next year has an
obvious flaw: Those companies may be
inclined to give the information a posi-
tive spin, says Donna Hoffman, a pro-
fessor at the Owen Graduate School of
Management at Vanderbilt University
and codirector of a rescarch center that
studies the commercialization of the
Internet. As an executive of a company,
“I’m not going to say something that
would make me look bad,” she says.

(continued on page 56)

THREE COMPANIES PROJECT DIFFERENT FUTURES

When Jupiter Communications, Forrester Research, and Cyber Dialogue project on-line

population and shopping on-line for the years 1998 through 2002, they come up with different results.

ON-LINE SHOPPING

REVENUE IN BILLIONS

1999 AL
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\Cyber Dialogue's report includes two profections for on-line population, a nominal forecast and an accelerated forecast. Our chart has the figures from the accelerated forecast
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(continued from page 55)

Reports from outside sources that
predict Internet shopping will be boom-
ing in the years ahead can help lure
investors to Internet companies looking
for capital. “The ulterior motive for
firms, particularly for new media, is the
financing need,” says Julio Gomez, a
former Forrester analyst who now runs a
research firm that analyzes on-line
banking services and brokerages. “They
need to raise money. If there’s no one
out there talking about how big the on-
line market is going to be, they have to
make the case themselves to potential
investors.”

Kate

Delhagen, director of
Forrester’s on-line retail strategies
group, concedes it’s sometimes diffi-
cult to know if a company is giving an
accurate account of its projections or
financial plans. “They may have some
other dynamics going on that may lead
them to over- or underforecast. In
some cases, it’s hard to tell if they're
being too aggressive or too conserva-
tive,” she says. Will companies give
rosier answers to make themselves look
better? In many cases, says Delhagen,
she has found just the opposite. She
says that because on-line commerce is
so new, retailers from whom she has

sought earnings predictions sometimes
answered, “You tell me.” Many compa-
nies later found they had underestimat-
ed revenues, Delhagen says. She is cer-
tain that Forrester’s on-line shopping
projections will prove to be conservative.
Evan Cohen, Jupiter’s group direc-

tor of data research, says consumer data
can be untrustworthy as well. “Self-
reported spending intention can be
notoriously unreliable, especially when
it's something new, like will you buy
groceries on the Web?” he says. “So
we're always cross-checking it” with
company information. Cohen says
(continued on page 58)
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ERROR SPACE

Advertisers are profiting from your mistakes.
® BY RACHEL LEHMANN-HAUPT

HEN  PROGRAMMERS
Robert Hoffer and Tim-
othy Kay spent 15 min-

utes writing a few clever

and Kay’s program to a page that tells you
that you've made an error before auto-

matically pushing you to the correct web-
site—but not before showing you an ad

/
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lines of computer code in February 1997,
they never thought they would stumble
onto a new frontier of ad space. Hoffer
and Kay—whose company, Querylabs,
Inc., builds web search engines—were
up late one night programming when
Hoffer accidentally typed “Yaho.com”
into his browser while trying to get to
the web directory Yahoo.com. As he
waited for the browser’s pop-up window
to inform him that he had typed the
wrong entry, he had an idea.

By adding a few lines of code to his
database program, he discovered that he
could automatically redirect his browser
to the right Web address—Yahoo.com.
That same month, the two researchers
bought the domain names Yaho.com and
Micorsoft.com for $100 each and found-
ed a service called Typo.net. Hoffer’s mis-
take had led to a whole new territory in
which to stake an ad: error space.

Now typos such as www.playboy.com
(for the website www.paybloy.com) or
wwwnytime.com (for the on-line version
of The New York Times, which is
www.nytimes.com) takes you via Hoffer

for the on-line sports information service
SportsFlash. Hoffer’s friend Peter Levitan,
the president of New Jersey Online (the
company that produces SportsFlash),
donated the ad to the researchers’ experi-
ment. (Hoffer will not disclose how many
domain names he currently owns or how
many ads—if any—he has sold.)

A web consulting firm called Data
Art Enterprises has staked its own com-
mercial claim on error space by register-
ing 200 typos—including www-
microsoft.com (instead of www.micro-
soft.com), and wwwcnn.com (instead of
www.cnn.com)—that lead to a page of
banner ads. Although the company has
sold ads to a sweepstakes company and to
an athletic shoe company, its site current-
ly shows ads only for one of Data Art’s
own products, an on-line phonebook
and time-management service. That’s
because Eugene Goland, the company’s
28-year-old president, says he has
received 20 cease-and-desist letters over
the past year from companies such as
Microsoft Corporation and CNN
expressing concern over trademark

\_

infringement. He also added software
similar to Hoffer’s that automatically
pushes users to the correct sites.

But Goland says he will not stop using
the misspelled domain names because his
lawyer says he is not breaking the law. His
lawyer, Richard Scarola of New York, did
not return four phone calls from Brills
Content. But Dan Burk, an expert on
intellectual property at the Seton Hall
University School of Law, and Pamela
Samuelson, an expert on intellectual prop-
erty at the University of California’s Boalt
School of Law, both say there is no case
law regarding misspelled domain names.
They agree that, based on similar cases
having to do with misdialed telephone
numbers, Goland is probably safe as long
as he posts a disclaimer saying a user has
made a typo and the error-space site is not
affiliated with the company in question. m
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Until now, when you gave out personal information on the web you had no idea

where it could end up. The TRUSTe symbol gives you the power to find out.

www.truste.org

TRUSTe is an independent non-profit initiative sponsored by: AT&T, CyberCash, Excite, IBM,
InterNex, Lands’ End, MatchLogic, Netcom, Netscape, Oracle, Tandem and Wired. ©1997 TRUSTe
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(continued from page 56)

Jupiter’s figures are also generally con-
servative. Jupiter predicted on-line sales
of travel goods would be $816 million
in 1997. An assessment by Jupiter after
the year ended showed the actual figure
to be $911 million. “We feel better that
we’re on the low side than the high
side,” he says.

“No methodology is a hundred per-
cent foolproof,” says Peter Clemente,
vice-president of the Internet strategies
group at Cyber Dialogue. The methods
of all three companies have drawbacks,
but because no one has actual numbers,
people will continue to rely on these
projections—and reporters will contin-
ue to quote them—in an effort to
quantify the Web’s future. The best way
to give these projections the weight
they deserve is by understanding how
each is formulated.

Keep in mind an experiment
Jupiter once conducted: While one
analyst studied the gaming industry
using the company’s usual methods,
senior analyst Schoenfeld did what he
calls “my back of the envelope projec-
tion,” using the wisdom he has devel-
oped in his four years studying the on-
line industry. How did Schoenfeld’s
educated guesses measure up to the so-
called real results? “They were not off
by more than five percent in any year,”
he says.

The following comparisons of how
the three firms calculate figures for on-
line population and on-line shopping
show why they come up with different
figures for the same projection.

ON-LINE POPULATION
FORF ER—Forrester’s figures are
for the United States and Canada, and
count anyone 18 and older who has
used the Internet three times in the last
three months.

—Covering the U.S. only,
Jupiter’s figures account for individuals
2 years and up who have used the Web
sometime in the last year.

—Like Jupiter,
Cyber Dlalogues projection is for the
U.S. only and the consumers must use
either e-mail, the Web, a service provider,

or an Internet newsgroup. Cyber
Dialogue’s projections are for people 18
and over.

ON-LINE SHOPPING
P RO ] E CTIONS
DRRESTER—According to the com-
pany’s October 1997 report, “Retail
Revs Up,” the source of its most recent
on-line shopping projections, Forrester
“interviewed 300 people who made on-
line purchases in the last 12 months.
We also interviewed s2 merchants
from a range of retail categories and
executives from companies supporting
Internet commerce.” Analysts asked
executives a series of questions to gauge
their current sales and the company’s
estimates for the future. They say they
approached the biggest companies in
the market, as well as a few smaller sup-
pliers, to account for about 75 percent
of on-line sales. They also consulted
Wall Street analysis about public com-
panies and the general business cli-
mate, which helped them do “a con-
stant series of cross-checks” to verify
that the information a company sup-
plied about itself was accurate, says
Delhagen, director of the on-line retail
strategies group.

In December 1997, Forrester
began doing large-scale consumer
research, which it is incorporating into
its reports. That data will be used in
the next on-line shopping projection,
to be published this November. The
company surveyed 170,000 consumers
asking 66 questions ranging from
whether they own a computer to
whether they’ve ever bought a product
on-line. Then 120,000 responses were
weighted to make them representative
of the populations of the U.S. and
Canada; 6,100 households were con-
tacted a second time to obtain more
detailed information.

£R—For the company’s most
recent on-line shopping report, pub-
lished in November 1997, analysts start-
ed by evaluating the overall retail mar-
ket. They then conducted interviews
with 237 companies that account for 9o
percent of on-line shopping revenue,
says Nicole Vanderbilt, group director of
digital commerce. Companies consulted

included Amazon.com, Inc., Peapod,
Inc., Dell Computer Corporation, Gate-
way 2000, Inc, and LL. Bean, Inc.
Analysts asked about the companies’
current sales and projections for future
sales. For consumer input, they drew on
their 1996 study and surveys conducted
by other companies.

Since Jupiter began doing more
extensive consumer research last
November, it has surveyed 65,000
households four times, posing 1§ ques-
tions that ask consumers to describe,
among other things, what kind of com-
puters they have and how often they go
on-line. Fifty thousand responses were
weighted to make them representative
of the U.S. population. About 200 fol-
low-up questions were answered by
3,000 households, as well as by 2,500
individuals. Jupiter used this data in
the on-line shopping projection
released in October.

BER DIALC ~—Since the com-
pany expanded its consumer research
surveys in November 1997, it has twice
surveyed 2,000 consumers, half of
whom are Internet users. Both groups
were asked 150 questions to get “a
broad, comprehensive perspective on
Internet use,” says Peter Clemente,
vice-president of the company’s Inter-
net strategies group. Web users were
asked when they started using the Web
and whether they ever look for product
information on the Web. Nonusers
were asked what would compel them to
go on-line. Analysts weighted the data
to match the U.S. population and incor-
porated results from Internet questions
posed by Yankelovich Partners Inc., a
research and consulting service owned
by Cyber Dialogue’s parent company,
Wand Partners Inc.

Cyber Dialogue does not survey
companies for consumer predictions
because it believes asking consumers
what they’ll do yields more accurate
results. “How better to gauge con-
sumer behavior than to talk to con-
sumers? It’s the consumers that drive
the market, not the technology,”
Clemente says. “It doesn’t really matter
to me how many WebTV devices are
shipped. What matters to me is who'’s
going to buy them.” .
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ELECTRONIC

DEMOCRACY

Politicians, journalists, and voters now have equal access
to election information on the Web. ¢ BY NoOAH ROBISCHON

N THE LAST FOUR YEARS, THE INTERNET

has changed the way political news

and information is delivered, giving

voters equal access to the comprehen-
sive data that used to be available only to
politicians and reporters. Today, anyone
can log on to websites operated by news
organizations, government offices, and
nonprofit groups to learn about national
and local candidates, their voting rec-
ords, the money they've raised, tran-
scripts of their debates, and more. For
this year’s midterm elections, network
news organizations such as CNN,
MSNBC, ABC, CBS, NBC, and FOX,
as well as newspapers including The
Washington Post and The New York
Times, are building special election areas
into their websites. Each of those orga-
nizations outlined its election plans for
Brills Content. All are preparing for
heavy traffic on election night.

For websites, increased traffic means
a jump in advertising sales because ad
rates are based on the number of times a
site guarantees that an ad will be viewed.
According to @plan, a company that
does a random survey of 40,000 active
adult users of the Internet, on-line
political junkies tend to be educat-
ed men with above-average
incomes. They are 56 percent
more likely to purchase books on-
line than the average adult Web user
and 35 percent more likely to pur-
chase airline tickets on-line. In short,
the people who visit political websites
are among the most attractive con-
sumers to advertisers.
Candidate advertising, however, is

scarce. Web presence isn’t generally a

Senior writer Noah Robischon wrote about on-
line city guides in the October issue.

major component of anyone’s campaign
strategy. (There are some exceptions; see
“Still Awaiting the ‘Kennedy of the
Internet,”” page 61.) Of the commercial
news websites examined for this article,
only America Online and washington-
post.com said they were in negotiations
with candidates for advertising, although
neither had struck a deal. ABC refused to
discuss any aspect of its advertising

Two of the
better election
websites
sponsored by
commercial news
organizations

“» TIME CQ

arrangements.

The election
sites offered by
MSNBC.com and
washingtonpost.-

com are selling spe-
cial sponsorships to
their advertisers. For
$75,000, MSNBC.com will

place an advertiser’s message on every sin-
gle page of its “Decision '98” package and
promises to deliver 2.4 million impressions
over two months. For an undisclosed sum,
MSNBC.com will ensure that an ad
appears on its website when the web-

9.9,

) 0.0.0.0.0.0.0

site is shown on an NBC network
broadcast. The Post offers its adver-
tisers the ability to target certain vis-
itors, so that a particular ad will
appear to anyone who is visiting
from a given domain, a government
office (the .gov domain), for example,
or an educational institution (the .edu
domain). The site also offers advertisers
the chance to sponsor certain features,
such as polls, and a game where users
match political buttons with
the era of their origin.

All of the commercial
websites” election packages
will include breaking news
and coverage of certain bal-
lot measures and “key”
races—campaigns that news
organizations find worthy of
national attention. For
example, ABCNEWS.com
estimates it will provide in-
depth coverage of up to 15 of
the 435 congressional races,
five of 34 Senate races, and
all 36 gubernatorial contests.
Washingtonpost.com  will
cover 12 Senate races, fewer
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than 12 House races, and

12 gubernatorial con-

tests. Although editorial

coverage will be limited
to key races, each of the
sites will have basic listings
of all Senate and House races.
With the exception of MS-
NBC.com and AllPolitics, a joint
effort by CNN, Time, and Congress-
ional Quarterly, Inc., a news service
covering the federal government,
election websites will offer visitors
shortcuts to information about state-
wide races by typing in a zip code or
clicking on a U.S. map. The resulting
pages will list such basic candidate
information as bios, campaign finance
data, voting records, and con-

tact information.

All of the election
news websites are prepar-
ing special features to set
them apart from the
competition. Here are
some highlights:

*AOL will compile
election coverage from 14 of

its content partners, including,
ABC News, The New York Times, Slate,
George, the Associated DPress,
Reuters, and nonprofit websites
like the Center for Responsive
Politics, a nonpartisan research
group, and The Democracy Net-
work, a nonpartisan site run by the
Center for Governmental Studies. Much
of this information will be available not
only on AOL’s proprietary service but on
the Web. AOL will also conduct a live
event each Tuesday with candidates such
as U.S. Senator Barbara Boxer, a
California Democrat running for re-elec-
tion, and pundits like James Carville and
Mary Matalin. An alliance with National
Journal's  Cloak-
room, an on-line arm
of the weekly politi-
cal magazine, will
provide AOL mem-
bers with a selection
of insider campaign
coverage that nor-

WEBSITE LOCATOR

.................. www.abcnews.com

.................. election98.aol.com

*Ar cbsnews.com, visitors will be
able to flip through a digital version of
the network’s election-year handbook,
which includes facts and figures on all
gubernatorial and congressional races as
well as on state referenda. For the past 20
years, the handbook, compiled by the
CBS News election unit, was
distributed solely to CBS
reporters and producers; this year
most of the book will be available
on the website to anyone who
wants it.

*Foxnews.com will offer most of the
research handbook compiled by its polit-
ical unit.

* Another handbook will be available
from AllPolitics. AllPolitics partner
Congressional Quarterly publishes a refer-
ence guide called Politics in America,
which includes extended profiles of every
member of Congress. A paperback ver-
sion costs $55.95, but during the elec-
tion, portions of the summaries will be
available for free, and users will be able to
download full profiles from AllPolitics
for a couple of dollars each (no price had
been set as of this writing). AllPolitics
will also feature an e-mail alert that lets
users track breaking news on a particular

bill or candidate.

*MSNBC.com’s Decision
98 site will feature a searchable
database of candidate profiles from
Thomas’s Roll Call Reports Syndicate,
a Capitol Hill news service, and cam-
paign finance data from the Center for
Responsive Politics. MSNBC.com is
also planning special features for users
of Windows 98 who also have a TV

tuner card in their PCs. The combi-

nation of television and

Internet access could allow users
to watch Tom Brokaw deliver
national election news while they

The New York Times ...... www.nytimes.com

The Democracy Network ....... www.dnet.org |

track the results of local elections on
another part of the TV screen.
*Both The New York Times and The
Washington Post will cover what they con-
sider key races. They will also provide
basic bio data for candidates from Capitol
Advantage, a company that publishes a
directory of all U.S. Senators, House
members, and governors. The Post
has also created “Early Returns,” a
daily digest of the election reports from
more than 200 newspaper websites.
On election night, all of these web-
sites will get election results from the
Voter News Service (VNS), an organiza-
tion run by five networks—Fox, CBS,
NBC, ABC, CNN—and the AP. VNS
conducts nationwide exit polls and col-
lects voting results as they become avail-
able. Given the time limits on their
broadcasts, TV news organizations are
able to provide viewers with just a frac-
tion of the analysis they can draw from
exit polls. But the websites can offer a
more complete analysis of voter behavior.
Much of the background information
on candidates available from commercial
news sites—profiles, voting records, and
campaign finance data—is also available
from nonprofit political websites, which
are also the best sources for basic explana-
tions of the political process.
One comprehensive nonprofit web-
site belongs to Project Vote Smart, a
nonpartisan group that tracks more than
13,000 national, state, and local candi-
dates and elected officials. The site offers
candidate bios, campaign finance data
from 2§ states, voting records, issue posi-
tions, and performance evaluations of all
national officials and some state legisla-
tors. The information is search-
able by zip code, and users can sign
up for e-mail updates on candidate
voting records. This is an excellent

FOX News .....ccccoeciiiennns www.foxnews.com | Center for Responsive Politics .. www.crp.org

mally costs the mag-
azine’s  subscribers
$900 per year.
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starting point to learn abour the election
process and the candidates running in
local, state, and national races.

Another good nonprofit political
website is CapWeb, created in 1994 by
two Capitol Hill staffers. The site allows
users to search its congressional directory
by zip code, map, or candidate name to
find biographical summaries. The site
also provides links to official government
websites, making it easy to find the e-mail
address of a U.S. senator or the home-
page of the Congressional Budget Office.

The Democracy Network, a non-
profit public policy research organization
run by the Center for Governmental
Studies, is joining forces with the League
of Women Voters of the United States to
provide information on races in at least
ten states. This site is particularly good at
explaining ballot measures and directing
users to information on organizations
that support or oppose each measure.

There is also a wealth of campaign
finance data on the Web. Federal cam-
paign finance information is already
available on-line from three sources: the
Federal Election Commission (the gov-
ernment agency charged with tracking
campaign contributions), the Center for
Responsive Politics, and FEClnfo. All
three sites provide the latest data and
allow users to sort that dara by candidate,
donor name, and political action com-
mittee. Only CRP and FEClInfo allow
database searches by zip code and
employer. Those two sites also have
databases of “soft money” contributions,
money raised for candidates that is
donated to political parties in excess of
federal contribution limits outlined in
the Federal Election Campaign Act. The
Center for Responsive Politics has the
best campaign finance site overall, pro-
viding databases on congressional travel
filings, White House coffees and sleep-
overs, and registered lobbyists, including
their clients and the amount of money
the clients spent.

The FEC’s site also offers on-line
voter registration. And the League Of
Women Voters of Pennsylvania even
has instructions on how to use a voting
booth. In fact, about the only thing
the Internet won’t provide on election
day is the voting booth itself. .

.

.

STILL AWAITING THE
“KENNEDY OF THE INTERNET”

LTHOUGH NEVADA REPUBLICAN newspaper articles on the candidate and

Jim Blockey’s website is a text- ! campaign,and campaign press releases.The
book example of “brochure- site offers an e-mail list for supporters
ware,” a term Internet campaign analysts 1 who want updates on campaign announce-
use to describe websites that are mere ments. There is even a fund-raising area
reproductions of printed promotional that allows people to make contributions
material, it isn’t likely to hurt his con- to the campaign using a credit card.
gressional campaign. There is no proof to The most effective candidate websites
date that a candidate’s website has ever cater to voters who want to become more
had any measurable impact, good or bad, educated about how they should cast their
on the outcome of an election. And until baliots, says Kim Alexander, who runs the
a website upsets an election, candidates ¢ California Voter Foundation, a nonprofit
and campaign planners will not place a | website dedicated to state politics. As an
high priority on Internet strategies. example, Alexander cites The Boxer Cyber-
Nonetheless, 63 percent of
campaigns do have a website,
according to a survey of
270 local, state, and fed-

eral candidates and

Corner, a weekly e-mail newsletter
that California Democratic

Senator Barbara Boxer’s
campaign sends to [,800
people. The e-mailing
their staffers that was includes recent articles
conducted by Con-
gressional Quarterly,
Inc., which has been

researching and report-

and campaign updates
“Some people don™
want to base their deci-
sions on thirty-second [ad]
ing on national politics for spots,” says Alexander.
more than 50 years. Respon-

dents said their websites offered a

Research from 1996 show-
ed that the Internet played a role in
way to disseminate information such as the presidential elections, but there is no
biographies, policy statements, and posi- 1 evidence that it affected the outcome.
tion papers on issues. And nine of ten But 9 percent of voters said they received
surveyed said the Internet is changing or information on-line that affected their
will change political campaigns. But how it 1 vote—whether from a candidate websiie
will change campaigns is anybody's guess. or Internet news source—according to
Part of the reason the Internet hasn't | exit polls conducted by the research firm
Wirthlin Worldwide.

“If you go back and look historically,

achieved measurable results is that candi-
dates aren’t using the medium effectively,
say Internet campaign analysts. For exam- | what happens is that every time there's a
ple, less than half of the candidates use  new medium, a political leader under-

their websites to recruit volunteers or ! stands how to use it and essentially dom-

)

t
require money as much as good content.

raise money. But a good website doesn inates their political age,” says Phil Noble,
president of PoliticsOnline, which provides
on-line tools to campaigns. Winston
Churchill and Franklin Roosevelt used
radio effectively, and John F Kennedy

understood television better than any

Roy Barnes,a Democratic gubernato-
rial candidate in Georgia, has one of the
best campaign sites on the Web (at
www.barnesgovernor.org). It includes the
full text of his position papers on topics
like health-care reform, education, and the
environment; an up-to-date archive of

other politician of his era. Noble says,
“We're waiting to see who's going to be
the John Kennedy of the Internet”—N.R.

J
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Portal Power Plays

The Net’s superpowers are battling to become its key commercial
landlords. The winners will determine what we see and buy on-line.
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HEN THE U.S. DEPARTMENT OF JUSTICE FILED
charges against Microsoft Corporation on
May 18, it suggested, among other things,
that the company should include a compet-
ing product, Netscape’s browser, along with its own on Windows 98.

But that’s like asking Coke to put three cans of Pepsi in
each six-pack, Microsoft chairman and chief executive Bill
Gates protested. That particular threat to Microsoft is over,
but the metaphor deserves to live on in a revised version.

The real threat to consumers fram Microsoft or anyone
else is not what's in the six-packs, but control over the vending
machines via the “portals” that direct people to those vending
machines. Much of cyberspace—especially the commercial
part that pays the rent to support free content—is akin to
vending machines. For our purposes, a vending machine is any
site that sells a consumer product or service, like Amazon.com,
or any site whose content is paid for by advertising, like
CNET. A number of companies—M icrosoft, America
Online, Inc., and Yahoo! Inc. among them—are furi-
ously trying to become the Net's key commercial land-
lords, meaning the owness of the space in which the
vending machines operate.

But the vending machine owners’ goal is not to
pass people through to another site but to catch them
and sell them something. That is why “portal” is the
wrong metaphor: A portal is a passageway. What
everyone wants to control is vending machines and
access to them, charging revenue-based rent. The
problem is that control of cyberspace’s vending
machines is rapidly getting parceled out
to the highest bidder.

In fact, I think the whole concept
of portals is overrated, because the
more difficult it is to pass through a
portal, the less attractive it will

Contributing editor Esther Dyson is
chairman of EDventure Holdings,
which analyzes and invests in

emerging computer markets
around the world.

become to consumers. Each would-be portal will have to
negotiate carefully between being too broad and too specific,
between exercising too much editorial quality control and los-
ing value-added branding and personality. The broader a por-
tal gets, the less value it brings to consumers. The more cus-
tomers the portal attracts to the vending machines—for
which the portal can charge those commissions or advertising
fees—the less each individual consumer is worth.

There’s a finite amount of time and money that people can
spend on the Net. While the Net will grow rapidly over the next
few years, it’s getting sliced thinner and thinner, giving con-
sumers more and more choices. Nonetheless, there is one way
that consumers’ choices could be sharply limited: If we end up
with a situation where there’s only one vending machine land-
lord—that is, a site like a portal that provides space to the vend-

ing machine. In legal terms, that would make
that single landlord’s vending machine
an “essential facility”—the only way to
reach that user, since most users rely on
one vending machine.

As far as 'm concerned, that’s the
real issue behind the Justice Department’s
suit against Microsoft: If there’s one
power controlling all of the vending
machines, that power will have too much
control over consumer choices.

For now, the metaphor isn’t per-
fect. Microsoft doesn’t actually own the
vending machines or the computer
desktops. It simply puts software on the
desktops. Nothing wrong with that.

But its control of that software
could ultimately give it control of the
cyber-vending machines, either for

itself or for its favored partners.
Currently, it can determine by
contract what other vendors,
including browsers, show up
on a user’s screen—although
at least some of those contracts
have been challenged.

e
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Thus, the government’s solution could be: Let the vend-
ing machine owners—those who select the “cola” or con-
tent—charge consumers directly instead of through
Microsoft, say, or AOL. So, instead of paying less for soft-
ware or an on-line service because it is subsidized by
Microsoft or AOL’s contracts with merchants and content
providers, consumers could get discounts directly from prod-
uct or content vendors. Of course, the vendors /ike the con-
tracts they have with vending machine owners because the
contracts give them a chance to buy a place in the vending
machine’s limited display space. That’s the point of the suit:
to avert a potential vending machine monopoly.
Microsoft’s opponents are, in effect, saying, “Don’t allow
contracts between the cola companies on the one hand
and the vending machine owner on the other. And don’t
let Microsoft give a favored position to its own vending
portal, MSN.com.”

The problem, of course, is that the Net is a tangle of
contracts allocating profits and virtual vending space. Why
shouldn’t Microsoft get its share?

It goes back to the initial question: If you gain a monop-
oly, even if you gain it fairly, what constitutes abuse of that
monopoly? I don’t really care much who owns the browser
market; I 4o care who controls what I can buy or see—that is,
who controls the vending machines.

Back in the real world, the browser market is currently split
almost evenly between Netscape and Microsoft’s Internet
Explorer, and each company is making deals to lease scarce screen
space—the vending machine compartments that consumers see
by default. So are “portals” such as AOL and Yahoo!. Contracts
that might be fine among individual parties become restrictive
when one of those parties owns the entire essential facility. No
problem now. But if Microsoft’s 9o-plus percent of the operat-
ing-system market enables it to win the browser market, there
would be a problem. And if Netscape gains 9o percent of the
browser markert, it should face the same restrictions that might be
proposed for Microsoft. The same goes for AOL or any portal.

FRICTION ON THE NET

There’s an irony here. The United States regulates broad-
casting through the Federal Communications Commission
in an attempt to maintain a diversity of players. (Some coun-
tries regulate broadcasting to limit the diversity of players.)
When the Internet came along, many of us cheered. No more
scarcity of channels, no more need for government interfer-
ence; everyone could find a medium to reach whatever audi-
ence he could attract.

The Internet has indeed spawned a profusion of new voic-
es—some 37 million web hosts (defined as individual comput-
ers that house one or more websites) as of July 1998, according
to Network Wizards, a firm that conducts a twice-yearly Web
survey. Some reach only small audiences of family and friends
or like-minded crackpots, but the system has been working:
Giants are consolidating and slugging it out with the prolifera-
tion of lone operators; at the same time, new voices abound.
The left-wing Campaign for Labor Rights (www.summer-
sault.com/~agj/clr) competes for attention—but not for

_dickthrough

space—with Radio Free Europe/Radio Liberty’s site
(www.rferl.org) and with my favorite auction site, Onsale
(www.onsale.com). They’re all out there on the Web.

But suddenly things are changing. Suppose the Campaign
for Labor Rights, Radio Free Europe/Radio Liberty, and
Onsale wind up at the end of a long list of sites where
position is determined by contract and payment. Cyberspace
is friction-free, yes; you can get anywhere by typing in the
URL (uniform resource locator, beginning with “http”). But
if you have to select from a limited list or simply push one
of a few buttons on the screen...well, that’s friction because

Perhaps, just as we limit the power of
our government, we should find a
way to shake up control of cyberspace.

it makes it that much harder for consumers to find the sites
that aren’t listed first or aren’t listed ar all.

Of course, such “preselection” makes it easier for the
harried consumer who doesn’t want to have to type in a
URL. He'd rather have a selection to choose from. Short-
term, it’s a lot more convenient to let Microsoft—or who-
ever—make things easier by making the choices. There’s a
delicate balance between letting the user choose for himself
and making it easy for him to choose your way.

But this puts us back in the situation of an essential facil-
ity, a scarce resource controlled by a single entity, just like the
broadcast channels.

In the end, this concentration of control is what troubles
me, whether it’s the Chinese government, the U.S. govern-
ment, AOL, Netscape, or Microsoft. The standardization cre-
ated by the dominance of Microsoft’s operating system has
been beneficial in the technology world, but standardization
is not a virtue in the content world. Let’s look at it this way:
It is not the market itself that is holy, but its dynamism and
ability to foster competition among solutions. When the mar-
ket starts to foster rigidity just like a government, it should
face steady challenges from outside forces.

In some sense, the entity that controls all those vending
machines—users’ screens, browsers, and portals—is a “gov-
ernment” in cyberspace, supported by an (indirect) tax in
the form of the price of the operating system/browser. And,
like a government, it should not be making market choices
for citizens.

Perhaps, just as we in the U.S. limit the power of our gov-
ernment, we should figure out a way to shake up control of
cyberspace every four years. Consider term limits for politi-
cians versus the power of incumbency. We could, for exam-
ple, set “cyberlimits”: two years for the browser vendors, two
years for the hardware companies. (Although how to do this
would be a challenge.) In other words, this is not the problem
of a particular company, but of a world in which any
entrenched position should be challenged. Yes, it may be inef-
ficient in the short term, but the alternative of long-term
rigidities would be even worse. ]
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X You can find the best technology in the jungle. Like a Range Rover, which has been tackling terrains

that only quadrupeds roamed before.  PaThs that have gone from beaten to puréed are well handled

by the Range Rover's electronie air suspension. And pitfalls like quicksand are made survivable by

permanent four-wheel drive and electronic traction control. A vehicle like this will be sure to get you
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leather seats, dual temperature controls, and 12-speaker stereo system, which help you RANGE ROVER
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GETTING IT RIGHT

[ HEROES ]

Two Weapons Against Terrorism

New York Times reporters Judith Miller and William J. Broad have carved out a
beat in ominous new territory—biological warfare. e By ABIGAIL POGREBIN

T’S AN ANECDOTE YOU COULDN'T

invent: Judith Miller, the New York

Times reporter covering germ warfare,

sits down for her lunch interview and
washes her hands with a few drops of
Purell—the “instant hand sanitizer” that
“kills germs without water.”

“It’s paranoid and flaky,” kids her col-
league William J. Broad, a Puliwzer Prize-
winning science writer for the Times and
the other half of the duo that has spent
most of the year—throughout the Lew-
insky deluge—producing major stories
on the threat of biological weapons.

I¢’s a disturbing subject. If would-be
terrorists ever succeeded in spraying live
smallpox or anthrax germs across a major
city, millions of people could become
infected before anyone even knew there
was an epidemic, much less who started
it. Because the nation is not equipped
with enough vaccines, antibiotics, or
medical facilities to treat the sick and
dying on such a massive scale, the devas-
tation would be incalculable.

Broad acknowledges that the germ
warfare scenario sounds like science fic-
tion, but he says the threat is real. The
Pentagon takes it seriously enough to be
vaccinating every member of the U.S.
armed forces against anthrax at a cost
of $130 million over six years, and
President Clinton asked Congress last
summer to add another $300 million in
1998 to the annual $1 billion already ear-
marked to fight bioterrorism. “This is
one of the main scary issues of the twenty-

Senior writer Abigail Pogrebin contributed to
October s cover story on consumer reporting by
television newsmagazines.

first century,” says Broad.

Miller and Broad’s sto-
ries have covered New York
City’s emergency proce-
dures for a germ attack,
Irag’s hidden biological
weapons program, the
White House germ war
games conducted to assess
the nation’s preparedness,
and the failed botulism and
anthrax attacks by Aum
Shinrikyo—the Japanese
cult that released nerve gas
into Tokyo’s subways in
1995. The pair has also
documented the behind-
the-scenes workings of the
president’s effort to stock-
pile vaccines.

“It’s some of the hardest
reporting I've ever done,”
says Miller. Broad agrees: “There’s a lot
of digging. There’s misinformation,
there’s sensitivity. We're right on the
edge, often, of things that are secret and
that governments don’t want you to
know.” Because of this, their stories take
weeks to assemble—many leads peter
out, and often, aspects of the story are
unripe for publication.

In their first collaborative report,
published in February, Miller, so, and
Broad, 47, described the eerie efficiency
of germ warfare: “Unlike nuclear arms,
dangerous germs are cheap and easy to
come by. Yet their effects on people are
potentially just as extensive and grim as
those of a nuclear bomb, if slower to act.
A microbe that divides every 30 minutes
can produce a bubbling vat of offspring

William Broad
and Judith Miller
have made their
niche by digging
up secrets

that even the
government wants
to keep buried.

in a week or so. Even a few can be dan-
gerous. Anthrax...can kill a human after
exposure to less than 10,000 germs, all of
which would fit comfertably on the peri-
od at the end of this sentence....It is usu-
ally fatal within two weeks.”

In a story published June 19, 1998,
Miller and Broad explained why such an
attack would be almost impossible o
trace. “Malicious strikes are hard to detect
rapidly, since deadly microbes might incu-
bate in human bodies for hours, days,
weeks, or even months before causing
widespread havoc.”

Over lunch, Miller paints a picture of
possible devastation even more chilling
than what she and Broad have written.
“This could destroy the species if we're
not careful,” she observes. “What makes
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HONOR ROLL

AL FRANK, THE STAR-LEDGER. Business
reporter Al Frank was just back from vacation
when, he says, he started “hearing rumblings”
about the Port Authority of New York and
New Jersey. The gubernatorial appointees at
the transportation and development agency,
Frank’s beat since 1995,
had secretly moved to
give preferential treat-
ment to up to 15 polit-
ically connected candi-
dates for its police acad-
emy, putting them at
the top of the entrance
list. The remaining 65
to 85 slots would be
randomly filled from a
field of 6,200 hopefuls.

The story, if true,
meant the PA was
putting politics over
public safety.

After two days of
research, Frank was
still “a few loose ends” short of a scoop.
Then, something unexpected happened.

“It was about 6:30 when my pager went
off,” says Frank, 47, a 16-year-veteran of the
Newark daily. “I recognized the statehouse
number. It was kind of surprising because [
hadn’t even called the statehouse.”

The call was from Pete McDonough, a
spokesman for Governor Christine Todd
Whitman, who, along with New York
Governor George Pataki, controls the author-
ity. Whitman was outraged. The authority
board, which had indeed made the decision
behind closed doors, had left it off the official
minutes that go to both governors following
each board meeting. McDonough
wld Frank that the governor—upon
hearing second-hand about the
reporter’s inquiries—had demanded
the agency rescind the policy.
Frank’s loose ends were all tied up.

As soon as his story hit on
September 2, the plan was dead. “As
a result of what he did,” McDo-
nough says, “the Port Authority
s:aff understands that if some-

thing like this ever happens

Al Frank put an end to
political promotions
at the Port Authority.

again, somebody’s going to lose their job.”
—Fd Shanaban

DENNIS CAUCHON, USA TODAY. When a
story broke in Virginia news outlets on July
30 that two local toddlers had been switched
at birth in 1995, it was because one mother,
Paula Johnson, had discovered that her
DNA did not match that of Callie, her 3-
year-old daughter. The University of Vir-
ginia medical center had located the family
of her biological child, but officials there
would not release the name to the public—
or to Paula Johnson.

So Dennis Cauchon, a national reporter
for USA Today, set out to find the family
himself. First, he pulled birth announce-
ments from the Daily Progress, Johnson’s
local newspaper in Charlottesville, for the
days surrounding Callie’s birth, and then
narrowed the search by studying public
records. His research eventually led him to
Buena Vista, Virginia, and the extended
family of 3-year-old Rebecca Chittum,
whose parents had been killed in a car acci-
dent a month before.

After Rebecca’s family refused to speak
to him, Cauchon had a stroke of luck: A
man in the Chittums’ neighborhood point-
ed him to the home of Mary Watts,
Rebecca’s great-aunt. The woman was sit-
ting on her back porch with tears in her eyes
as she stared at a newspaper photo of Paula
and Callie, who looked just like a member
of the Chittum family. Watts confirmed
that Rebecca’s family had been contacted
by the UVA.

Later that evening, Cauchon was able to
call Paula Johnson and tell her the name of
her biological child. “It’s
a very personal thing [to]
say, ‘l found your child,””
says Cauchon, whose
story appeared August 3.
“It’s extremely rewarding
on a personal level.”

— Kimberly Conniff

Dennis Cauchon's
investigative reporting
led him to a mother’s
missing child.

me terrified is I know the people who
want to kill us....And now, because of
my work with Bill, [ know how it’s theo-
retically possible for them to do it.” She’s
referring to some of the world’s most dia-
bolical extremists, many of whom she
personally encountered during her 25
years as a Middle East correspondent for
the Times. “Maybe that’s why 'm a litde
more panicky than Bill. I've been out
there in Beirut looking at dead American
marines, thank you very much, and 1
don’t ever want to do it again. And cer-
tainly not in my own country.”

When it’s pointed out that in their
articles to date, they have not written
abour this sense of peril, both reporters
answer with the same words: “That’s edi-
torial.” Neither wants to cross the line
into commentary. Broad thinks readers
get the message without having to be told
explicitly. “When you launch 3,000- to
4,000-word stories over and over on the
front page, the reader can read between
the lines,” he says. “They can see that this
paper thinks it's important enough to
throw a lot of money, a lot of time, a lot
of its resources into covering it.”

“Terrorism expert Dr. Ehud Sprinzak,
recently a fellow at the U.S. Institute of
Peace in Washington, believes the threat
of biological weapons is overblown, but
he doesn’t blame Miller and Broad. “ The
New York Times should not be held
responsible for making it a big story
when the president of the United States
and the secretary of defense are telling us
that the question is no longer ifit will
happen, but when.” Miller says she does
in fact think about the weight of her
reporting. “The more you write about
biological warfare, the more it gives peo-
ple ideas. So I think there’s an added
responsibility not to be melodramatic.”

Broad underscores this point: “One
of our mantras that we have said over and
over from day one is that there is an awful
lot of smoke on this subject and hyste-
ria....We've spent enormous amounts of
time—and it doesn’t show up in the
paper—figuring out where the fire is and
what’s just smoke. There are people out
there who, for all kinds of reasons, maybe
bureaucratic, or personal self-aggrandize-
ment, are selling bioterorrism.”

That was the unfair implication,
according to Dr. ]. Craig Venter, a pio-



neer in gene mapping, in Miller and
Broad’s August 7 article regarding which
scientists were advising the president on
preparedness. Venter says he was unfairly
portrayed as having a financial interest in
advocating vaccine stockpiling. (His
company, Cellera, has received govern-
ment money to identify the anthrax
microbe to assist in germ defense.) Venter
says he advised the White House out of
concern for national security and that it’s
natural that he would promote his field
of science because it’s germane to com-
bating bioterrorism. “It’s like saying I was
a cancer researcher and it was a conflict of
interest for urging more interest on can-
cer research,” says Venter.

“I think it was right on the money,”
says Broad of the article. Adds Miller: “1
think it was important for people to
know in terms of their understanding of
how policy is made...that people in that
room with the president had more than a
theoretical stake in the outcome of the
policy decision.”

Many of Miller and Broad’s sources
contacted by Brill's Content say they are
impressed with the team’s fairness, tenac-
ity, and discretion. “I've never had my
trust betrayed by them,” says Richard
Falkenrath, who works with Harvard’s
Center for Science and International
Affairs. “They unearth legitimately new
things—things that the cognoscenti
don’t even know about.”

Miller and Broad joined forces last
January after a shaky first impression.
Miller had set up an interview with the
chief biological weapons inspector at the
United Nations, Dr. Richard Spertzel.
Foreign editor Stephen Engelberg thought
it would help to have a science writer
involved to flesh out the technical mate-
rial. Miller did not want to upset a
source she had nurtured. “This was a
nervous guy, a guy under huge pressure,”
she says of Spertzel. “I had taken more
than a week to set this up in a way that
I thought he would be comfortable.”

Then, in walks Broad. At this point,
it's useful to recount the scene as a playlet,
since that is the only way to capture the
way these two talk together—or, more
accurately, don’t let each other talk.

Miller: “So he shows up, and there he is
in his vest—"

Broad: “Sweater vest —”

Miller: “And the guy I'm interviewing
s in a suit—"

Broad: “The funky sweater vest—"

Miller: “His funky science reporter
look...I was appalled.”

Broad: “Judy, we're interviewing
him—"

Miller: “Right. (Guffaw.) And be says,
‘You don’t mind if I set up here?” All of
a sudden, out comes this Toshiba laptop
and tape recorders (laughter), and [
said, ‘Holy—!""

Broad: “Let’s make him feel at ease.”

Miller: “But then, lo and behold, five

“What makes me terrified is | know the people
who want to kill us,” says Miller,“and now...| know
how it’s theoretically possible for them to do it

minutes into the interview, our source for-
got all about the Toshiba and the tape
recorders because—"

Broad: “—Because | was a genuine
nerd.”

Miller: “Because he was a genuine sci-
entist.” (Broad has a master’s degree in
science history.)

Broad won over not just the wary
source but his skeptical colleague. The
passion they share for this subject over-
rides their personality differences. He’s a
“morning person” who lives in the sub-
urbs; she’s a “night owl” who dwells in
New York City’s hip SoHo neighbor-
hood. He functions on very litde sleep;
she needs “an enormous amount.” She’s
chatty with interview subjects; he some-
times forgets to say thank you. She takes
notes on paper; he types on a laptop.

Perhaps because this interview is over
lunch, their distinct eating habits come
up. “I'm bigger but I don’t need to eat,”
says Broad, who is 6 foot 3. Broad says
his partner’s appetite must be sated at the
witching hour. “It rings like a bell at 1
P.M.,” says Broad, “That’s when she starts
swerving off the road.”

“Bill is a Calvinist,” says Miller.
“He only eats fruit.”

“That I buy on the streets of New York
City,” Broad chimes in, “because I like to
get the kind that’s covered with bacteria.”

The ribbing is constant. But the
mutual admiration is unmistakable and

[ HEROES ]

unexpected from two veterans who have
built their reputations previously with-
out sharing a byline.

They are an odd couple who seem to
have stumbled on a great professional
marriage. Each reporter contributes a
well-oiled expertise. Miller is steeped in
national security and terrorism, author
of the 1996 tome God Has Ninety-Nine
Names: Reporting from a Militant
Middle East. Broad is a science writer
who has been lauded for his coverage of
the “Star Wars” antimissile program. His
most recent book is The Universe Below:

Discovering the Secrets of the Deep Sea.

Miller and Broad merged because
their subjects have: Science and terrorism
ominously meet in the arena of biological
weapons. Both reporters have been ne-
glecting their respective beats with their
editors’ blessings: Miller is supposed to be
writing for the culture desk, Broad is a
mainstay of the science department.

They have been skippered by editor
Engelberg, whom Broad describes at
lunch as “the missing person at this
table.” With admiration, Broad calls him
“a slave driver.” Miller says Engelberg
also adds levity. “When you’re under this
much pressure,” she says, “you need
someone who can make a germ joke.”

“Judy’s a force of nature,” says Engel-
berg. “Bill is one of the best reporters at
The New York Times....They're both dri-
ven by this incredible hunger to really
know what'’s behind the veil, what is actu-
ally happening.”

David Remnick, editor of The New
Yorker, who has followed the Times's
germ warfare coverage, says bioterrorism
may not always connect with the public
like a Lewinsky scandal, but it clearly has
graver implications. “Sex is an issue we all
think about, and doomsday is something
we try desperately not to think about,”
says Remnick. “Whether we like it or
not, hidden biological weapons threaten
the world in a much more profound way

than oral sex in the Oval Office.” »
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I THE WRY SIDE BY CALVIN TRILLIN |

Check It Out

The Boston Globe scandal gives the author a welcome excuse to revisit a
portion of his work in search of fiction masquerading as fact.

BRILLS CONTENT NOVEMBER 1998

kollected
articles

columnists describing people and events whose existence

couldn’t be confirmed, I decided to go back through
columns I have written to see if there might be even the
slightest cause for concern. I owed that much to my readers,
I told my wife, although I couldn’t quite put my finger on
what they’d ever done for me.

“All of the columns you've written?” my wife asked. Her
tone was not completely enthusiastic. Over the years, my wife
has come to believe that I will use almost any excuse to reread
my own prose. She claims that she has occasionally heard me
in my office late at night cackling away at some ancient witti-
cism of my own, occasionally bursting out with “That’s a good
one!” or “Now there’s a fellow who knows how to write!”

I have tried to explain to her that it’s perfectly
natural for writers to have a healthy curiosity
about how their work holds up over the
years. You could consider it after-the-fact
quality control. According to a New

IN LIGHT OF THE REVELATIONS ABOUT BOSTON GLOBE |

Yorker article that described people reading aloud tw E.B.
White during his final illness, even White, a man widely
admired for his modesty, wanted to hear only his own writ-
ing. That made perfect sense to me. If you have limited
time, why waste it on strangers?

[ had, in fact, decided to restrict my examination to the
columns 1 have written since February 1996, when, after
seven years in The Nation and ten years in newspaper syndi-
cation, the column began appearing in Time. I made that
decision despite the risk that some might interpret it as a way
of skirting two incidents that came to public attention when
I first went into the column-writing game, at a time when
Jimmy Carter was in the White House. One involved a dis-
cussion I had with the Narion's then-editor, the wily and par-
simonious Victor S. Navasky, whose existence, by the way, is
beyond question. Navasky, concerned about some of the
quotes I'd been using, asked me if John Foster Dulles had
really said “You can’t fool all of the people all of the time, but
you might as well give it your best shot,” and I replied,
according to a widely circulated story, “Victor, at these rates,
you can’t expect real quotes.”

The other was precipitated by my quoting a “remarkably
prescient” passage in which H.L. Mencken anticipates the
first president from the deep South (“...The President’s broth-
er, a prime specimen of Boobus Collumnus Rubericus, will...
gather his loutish companions on the porch of the White
House to swill beer from the bottle and snigger over whis-
pered barnyard jokes about the darkies. The President’s
Cousin, LaVerne, will travel the Halleluyah circuit as one of
Mis. McPherson’s soldiers in Christ, praying for the conver-
sion of some North Sodom’s most Satanic pornographer as
she waves his work—well thumbed—for all the yokels to gasp
at...”). After the quote had been reprinted in a number of
newspapers, Mencken scholars began saying that they had
been unable to find it anywhere in Mencken’s writings. At the
time, I described their inability to come up with the passage
as “yet another demonstration of the limitations of American

Contributing editor Calvin Trillin is the author of Family Man, published
in June by Farrar, Straus & Giroux. He is also a columnist for Time, a staff’
writer for The New Yorker, and a contributor to The Nation.
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scholarship.” 1 have never felt the need to
alter that explanation.

After my examination and rechecking of
the Time columns, I can report the following:

eIn a column on June 10, 1996, the fol-
lowing sentence appeared: “As Immanuel
Kant used to say, ‘It don’t make me no nev-
ermind.’” I now believe, to the point of
moral certainty, that Immanuel Kant never
said those words, although it should be noted
that 1 have not yet reread all of his work. I
regret having assured the people at Time that
they needn’t bother to check the quote.

*¢On July 15, 1996, in a column on
Manhattan restaurants being filled with
packs of Wall Street types who wear red sus-
penders and smoke

called v-chip by confessing to her parents
that she had been watching Martha Stewart
while they were at work, actually does exist,
and witnesses confirm that Molly did say,
when asked about her impression of Martha
Stewart, “She seems to have a lot of time on
her hands.” It was easy to confirm that a
sport called Kabaddi, which requires a player
to chant “kabaddikabaddikabaddi...” as long
as he is on his opponents’ side of the court,
was indeed played in the Asian Games in
Japan in 1994. There was also no difficulty
confirming the existence of a Washington
Post-ABC News survey that same year indi-
cating that 59 percent of people who have
reported encounters with flying saucers pre-

ferred Ross Perot to

cigars and argue loudly I Bill Clinton or Bob
about brands of single- Dole in the 1996 pres-
malt scotch, 1 men- | Fran kly, What idential election. It

tioned “studies indi-
cating that wearing red
suspenders, instead of

a belt, lowers your |
sperm count.” | have |
not been able to con-
firm the existence of
such studies, although

[ feel constrained to
point out that the Wall
Street people in red
suspenders who have
been observed by me
in restaurants have
never been accompa-
nied by children.

oIn a February 16, 1998, column on
Hillary Clinton’s statement that a “vast right-
wing conspiracy” was behind the accusations
about her husband and Monica Lewinsky, |
quoted “my friend Hobart, the conspiracy
connoisseur,” as saying, “If she had changed
that to ‘creepy little cabal,” I might have gone
for it.” 1 have not been able to confirm that I
have a friend named Hobart, although the
creepy little cabal does check out.

e A column dated March 2, 1998, says
that Rudolph Giuliani “may be the only
Italian in the Greater New York area with no
trace of personal charm.” This conclusion,
while probably true, appears to have been
based on no more than anecdotal evidence.

Frankly, what surprised me in this reex-
amination of my columns was how much of
what sounds like it was invented turned out
to be true. For instance, Molly, the 11-year-
old girl who first stirred my interest in the so-

surprised me in this
reexamination

of my columns was

hOW mUCh of What um that seeks to por-

almost goes without
saying that, as | men-
tioned in an August 5,
1996, column, Tor-
rington, Alberta, does,
| in fact, have a muse-

tray scenes of everyday

sounded like it was | life in Torrington

through displays of

invented turned out | stuffed gophers.

My wife was not

to be true. | overly impressed by

1 how many unlikely
facts in my columns
turned out to be true.

“Nobody is meant to take the column seriously

anyway,” she said.

“Well,” I said. That seemed to be the best
response for the time being. It’s true that when
it comes to claims of factual accuracy I have
always made a distinction between pieces of
reporting and columns that are designed to
provide a chuckle or two. But do readers make
a similar distinction? During the 15 years |
spent traveling around the country to do a
series of reporting pieces for The New Yorker,
the question I was asked most frequently when
I ran across people in New York who claimed
to be regular readers of the series was, “Do you
actually go to the places you write abour?” Can
those readers really be counted on to take a
quote from Immanuel Kant as a joke?

It’s difficult to know that, of course, with-
out rereading the New Yorker pieces. Yes, all
the New Yorker pieces. I'm doing that now. I'm
having a splendid time. "
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Imagine
living in
a totally

unpredictable

world.

And
still being

prepared

for it.

"Hang on to your hat

and smash your crystal ball."

Tom Peters
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the first new business model for today’s

unpredictable world.

Learn how leading companies and
people everywhere are starting to
become self-adapting, self-renewing

and poised for instant action.

The Power of Corporate Kinetics.

The definitive guide
for an unpredictable world.
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In Florida, Our Union Has
the Most Demanding
Construction Boss Ever.

¢C

I’ve been a construction worker for over
40 years, and I’ve never tackled a job with
a more demanding boss than [ have today
in Hollywood, Florida. The $500 million
project is an exciting one: rebuilding the
legendary Diplomat Hotel, bringing back
world class glamour and accommoda-
tions along with an economic revival for
South Florida.

Who’s the boss who expects so much in the
way of quality, who insists the job be done
on time and on budget? We are—the
Plumbers, Pipefitters and Sprinklerfitters
union. No contractor ever demanded as
much of us as we do of ourselves.

In 1997 our union paid $40 million for the
Diplomat’s 12.5 acre beachfront property
and nearby golf course. Last April, we
imploded the old landmark hotel to clear the
way for the new Diplomat Resort & Country
Club that will open in the year 2000.

Much of South Florida is as excited as we
are. The property’s redevelopment will cre-
ate 2,100 permanent jobs and invigorate
business and tourism.

Prior to its closing seven years ago, the
Diplomat was one of south Florida’s most
popular hotels. It’s demise was a devastating
blow to the region’s economy. Not only did
it cost businesses millions of dollars, but
workers lost good jobs and local governments
were denied badly-needed tax revenues.

P.O. Box 37800, Washington, DC 20013 (202) 628-5823

Our union is proud to be the engine that
will generate an cconomic comeback of
potentially historic proportions.

Let me tell you a little about the exciting
new Diplomat: Imagine a 35-story hotel
building with a huge portal in the center
visually connecting the Atlantic Ocean
with the Intercoastal Waterway. What a
spectacular view that is going to be! There
will be a connecting conference center
(with over 209,000 square feet of mecting
space), plus retail shops, waterfront dining,
marina, tennis center, world-class spa, and a
newly designed and expanded 155-acre

golf course.

You can bet we’ll be using 100 percent
skilled union craftspeople to do the job.
Building a “hotel for the future” is a prime
opportunity for us to demonstrate the
superb quality of union workmanship.

If you would like to know more, give me a
call. I can’t quit talking about it! , ’

Martin J. Maddaloni
General President
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DRAKE SOREY

WHAT KIDS ARE SEEING AND HEARING

Too Hot For High School

Today’s teens are turning to a flourishing website to learn the controversial
lessons of life that aren’t being taught in the classroom. e By RACHEL TAYLOR

ATE LAST YEAR, ADRIAN

Holovaty, then a 16-year-

old senior at Naperville

North High School in
Ilinois, got a real-life lesson in
First Amendment rights. As edi-
tor in chief of his high school
paper, The North Star, Holovaty
led a team of five reporters in pur-
suit of the school’s biggest story: a
teacher fired after being accused
of sexually assaulting a female stu-
dent. Although the incident was
reported in the local press and,
insists Holovaty, “everybody
already knew about it,” Naperville
North’s principal banned the story
from the high school paper.

News of Holovaty’s predica-
ment made the pages of The New
York Times and caught the atten-
tion of Parker Stanzione, produc-
er of the on-line high school
newspaper Bolt Reporter (www.
boltreporter.com). Stanzione, 3o,
quickly convinced Holovaty that his
story would be a good fit for her website.
By November, Holovaty was smiling;
his story could finally be read—not just
by his classmates, but by teens across
the country. What's more, he earned
$25 for his efforts.

Bolt Reporter is not ordinary high
school journalism. Its pages aren’t filled
with news of student council meetings or
cheerleader tryouts. Instead, this nation-
al on-line paper—written entirely by stu-

Staff writer Rachel Taylor wrote about the quality
of educational programming for kids on broadcast
television in the October issue.

Adrian
Holovaty’s story
was published in
the Bolt Reporter
after it was
banned from his
school paper.

dents—taps into
the tough issues
that teachers,
parents, and per-
haps even other
teens are often apprehensive about
addressing. Offering original stories each
day, Bolt Reporter tackles serious subjects
such as “Pregnant Teens Denied Honor
Society Membership,” “Abuse of Ritalin
Increases Among Teenagers,” “Inside the
Rave Culture,” and “Running On
Empty: A Teenager's Bout With
Anorexia.” As Bolt Reporter contributors
have started to address these issues with a
boldness you won’t find in much of the

[ PG WATCH ]|

teen-oriented media, they have built
a huge, loyal electronic following.

The key to attracting more than

1.4 million teen readers each
month is to find out “what’s rele-
vant to the audience, what do they
want to tatk about, what’s on their
minds,” explains Dan Pelson, the
32-year-old founder of Concrete
Media. In March 1997, Pelson’s
New York-based media marketing
company teamed up with SAT
preparation powerhouse Princeton
Review Online to create a new web
property where kids (and advertis-
ers) would want to spend their time
(and money). The result was the
Bolt website (www.bolt.com), of
which Bolt Reporter is the most cel-
ebrated component.
While Bolt itself is filled with
chat rooms, music and movie
reviews (with links to buy the
music), and heavy doses of
articles and advice on sex, teen
celebrities, and colleges, Bolt
Reporter focuses on the often
angst-laden concerns of its
high school audience.

To reach that crowd,
Stanzione relies on a team of ten student
editors from across the country, who are
each paid $ 100 for their work during the
school year, and more than 2,000 stu-
dent reporters (who earn $25 for each
published story). As the site’s gatekeep-
er, Stanzione (the only adult on the Bolt
Reporter staff) seeks stories that she says
“would be interesting to a nationwide
audience” and offer “a pulse about what
teens think or feel about a certain
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issue.” The most popular of all Bolt
Reporter sections is “Banned on Bole,”
where stories censored by school papers
or touching on especially contentious
subjects are given a forum. There's no
article too florid or frank for Bolr
Reporter, says Stanzione.

With material pouring in from all
over the world, how does Stanzione
ensure that the students aren’t simply fab-
ricating their articles? According to Bolt’s
associate producer, Mike Di Bianco and

ly as he had intended for it to appear in
his school’s newspaper. Though, he says,
his high school peers “fact checked this
[piece] religiously,” once it was in Stan-
zione’s hands, it went through “no edit-
ing, no fact checking that I'm aware of.”
Did anyone from Bolt Reporter know the
story had already been verified? No, says
Holovaty. “It never came up.”

To fact check Holovaty’s piece, Brill’s
Content contacted Daniel Guerin, super-
visor of the domestic violence and child

Bolt Reporter “helps teens find out things for
themselves that they might not want to talk to an
adult about,” says one teen editor.

Teens weigh in with
their opinions of
President Clinton.

the three teen writers interviewed for this
piece, she doesn’t. Although Stanzione
and Pelson insist freelance fact checkers
confirm the teen accounts, Di Bianco,
who is responsible for overseeing the fact
checkers, concedes that fact checking
entails “just contact[ing] the writers, not
sources in the article.” Which is exactly
what happened when Matthew Boyd, 17,
submitted a story about the removal of
Toni Morrison’s Song of Solomon from
his high school’s English curriculum in
Leonardtown, Maryland. Stanzione sim-
ply “called me up, and she asked me
questions about what happened,” says
Boyd. “I guess that was the fact-checking
part. Then, a couple of weeks later, I got
some mail and a check for $25.”
Holovaty had a similar experience:
His story about the teacher accused of
sexual assault ran in Bolt Reporter exact-
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abuse unit of the DuPage County State’s
Artorney’s office in Illinois and one of
Holovaty’s main sources. While the bulk
of the story was accurate, Guerin, who
says he never spoke to a Bolt Reporter
fact checker, disputed one fact in the
article. Asked about this discrepancy,
Pelson, who originally claimed that all
articles are checked independently, bris-
tles. News organizations “should be held
to a higher standard of fact checking
than we are,” he says. “We’re not a news
agency; we don’t claim to be one....We
offer teen voices on teen-related issues.
We're not CNN.” Stanzione concedes
that fact checking is something “we need
to spend a little extra time on.”

Stanzione says she usually selects
writers who “are going through journal-
ism programs in their high schools and
are being mentored by advisers...[these
teens] know what is right, what is
wrong, how to fact check, how to tape
an interview. Those are the students |
want to work with. [They are] profes-
sionals; they’re just younger.” To keep in
touch with such students and their jour-
nalism advisers, Stanzione says she
spends much of her time attending
journalism workshops and conferences
across the country.

Stanzione says she has never received
a complaint about inaccuracies in a Bolt
Reporter article, and Pelson adds that no
fact-checking process is ever foolproof.
“Teens sign contracts with us saying they
won’t be slanderous or libelous,” he says.

“But they are still teens. They haven’t
learned some of the nuances of what is
fact and what is editorial opinion.”
Nonetheless, the students inter-
viewed for this article insist the site
serves as a valuable resource and pro-
vides a forum to address sensitive sub-
jects. Says Scott Girgash, one of last
year’s Bolt Reporter student editors, Bolt
Reporter “gives a lot of credit to teen-
agers for being able to handle mature
topics....It helps teens find out things
for themselves that they might not
want to talk to an adult about or [that]
they wouldn’t normally discuss with
other people.” One story posted June
15, 1998, “I Think 1 Might Be Preg-
nant,” offered a first-hand account of
what it’s like to face the possibility of
having a child. “I was extremely scared,”
wrote the teen author from a Minnesota
high school. “Scared of the possibility
of being responsible for another life and
making decisions that would affect that
life....There are just so many dreams
that | have and they’d just all be shat-
tered.” Another article, “Interview with
a Drug Dealer,” painted a stark picture
of the life of a 17-year-old heroin deal-
er. “It went from coke to heroin for
me,” the dealer and user explained to
Melanie Leiter of Westport High School
in Westport, Massachusetts (whom Brill’s
Content was unable to reach). “I do four
bags a day. I snort and shoot up [hero-
in]. Diabetics sell the needles to me. 1

don’t share with anyone, but if I do 1
bleach them.”

HE BOLT REPORTER STORIES

generate lots of interest and

attract advertisers who are

looking for ready-to-spend
teens. But most advertising clients—
Procter & Gamble’s Always maxipads,
AT&T, and Arizona jeans—still choose
to make their pitches on the main Bolt
website, which is attractive because of
its sizable traffic and editorial mix.
According to internal records provided
o Brills Content, the Bolt site regis-
tered over 1.4 million unique users (dif-
ferent people who visited the site) and
16 million pageviews (the number of
times a single page is accessed) in
August. (No independent auditor veri-
fies the site’s traffic, though a represen-



tative of the internet advertising agency
DoubleClick agreed that these numbers
sound accurate.) Pelson adds that more
than 2,000 new registered users sign up
each day, though this too could not be
independently verified. Figures for Bolt
Reporter alone are not available, he says.

These numbers, brags Pelson, trump
the results that media giant Time Warner
is getting from its new teen property, the
print spin-off of People. “Look what
[Time Warner is] spending for Teen
People,” says Pelson. “Frankly, we're
reaching more people [with Bolt] than
they are.” (Teen People, of course, has a
paid circulation of 8oo,000. Pelson’s
product is free.)

ET SOME OF BOLT’S ADVERTIS-

ers, while lured by the site’s

demographics, may be turning

a blind eye to content they
normally find questionable in other
media. Such messages include those
posted on Bolt’s drugs bulletin board,
which opens with a statement that
“Bolt does not condone the use of these
or any other drugs. But what we do
condone is being informed....Chances
are you'll be offered drugs at some
point in your life (if you haven’t been
already). Doesn’t it make sense to know
what you're dealing with?”

From there, the medicine cabinet is
opened, and the drug boards—generat-
ed by Bolt staffers, not teens—offer
information about everything from
nitrous oxide to marijuana to crack.
Want to know how to get high off
White Oue? “[S]oak a rag with the sub-
stance and hold it near your nose or in
your mouth...” Curious about how
LSD makes you feel? Explains Bolt:
“You may start seeing or hearing things
wrong (illusions—like thinking a tree is
Celine Dion), believing things wrong
(delusions—like thinking you can
breathe underwater) or seeing things
that don’t exist (hallucinations—like
thinking you see a rhinoceros sitting
upside-down on the ceiling).”

Ironically, the United States Office
of National Drug Control Policy has
chosen Bolt as a site on which to
advance its antidrug advertising cam-
paign. John Hale, the office’s deputy

campaign director, admits he is uncom-

fortable with some of Bolt’s drug mes-
sages but says the site provides critical
access to the teen audience. “Are you
not present on the places kids are going
because you don’t like the company?”
he asks. “This particular site is reaching
the audience we are trying to reach.”
Concrete Media’s Pelson says such
bulletin boards—which offer explicit
talk about sex as well, with articles like
“Am I Gay, Bi, or What?” and a mas-
turbation quiz—are needed for teens.
“Here’s an audience with the highest
rate of suicide, with one of the highest
rates of unwed pregnancies, with one
of the highest rates of alcohol and
drug abuse,” he says. “We don’t take
the approach here that we can’t talk
about these nasty little things.”
Besides, addressing controversial sub-
jects “makes good business sense,”
Pelson admits. “These are the things
that are important to [teens), these are
the things that are on their minds.”
Concrete Media is not the only

[ PG WATCH ]

good, useful stuff to say to them,” he
explains. Since the Bolt links were estab-
lished, both traffic and advertising on
Princeton Review Online have “sky-
rocketed,” Hodas says, though he quick-
ly adds that only some of that can be
attributed to Bolt. Asked if it is mislead-
ing to package Princeton Review con-
tent in Bolt wrapping, Hodas says no.
“It’s part of our strategy to be content

Bolts “Sex &

Advice” section
covers
everything from
drug use to
sexually
transmitted
diseases.

Addressing controversial subjects “makes good
business sense,” Pelson admits.“These are the
things that are important to [teens].”

company benefiting from Bolt’s popu-
larity. So is Princeton Review Online,
which, with just a click of the mouse,
delivers readers of Bolt’s “College” sec-
tion straight to Princeton Review con-
tent. (Princeton Review has no control
over any other Bolt content.) Want to
boost your SAT score? Take the “Word
Up!” quiz, provided by Princeton
Review and accompanied by a direct
link to its own site. Want to know the
ten most diverse American universities?
Check out the rankings compiled by,
yup, Princeton Review.

Steven Hodas, Princeton Review
Online’s executive director, says the Bolt
partnership has been a tremendous suc-
cess, mainly because it has boosted
awareness of the Princeton Review name.
“The overarching message is to get our
brand out there in front of as many mil-
lions of people as we can so that they can
understand that Princeton Review has

providers,” he says. “This whole idea of
different content appearing in different
venues is something that makes intuitive
sense to [kids].”

The Bolt audience seems to appreci-
ate the messages the site provides where-
ver they come from. Bolt’s appeal—
both on the main site and on Bolt
Reporter—can be attributed to the fact
that it doesn’t condescend to its audi-
ence and doesn’t shy away from
answering the questions kids are already
asking. These kids “have a lot of really
complex issues facing them: psycholog-
ically, emotionally, physically, academi-
cally,” says Hodas. Yet most media
companies, he claims, fail to give this
audience the kind of attention it
deserves. “Bolt shows that if you address
that stuff with respect for the audience,
in a voice that’s engaging to them and
honest and straightforward, they are
going to show up over and over again.”s
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How Inside Is “Inside Wall Street”?

The investment column is often wrong about takeover talk,
but its author and editor say that doesn’t matter. ® BY RIFKA ROSENWEIN

FOR THE FIRST TIME IN
the 23-year history of its “Inside Wall
Street” column, Business Week this sum-
mer ran a story rating the performance
of the widely read investment feature.

The article, written by Gene Marcial,
the very man who's been writing “Inside
Wall Street” for 17 years, concluded that
the column has “performed pretty well
indeed,” according to the magazine’s
analysis of the stocks he featured in 1997.

What prompted the venerable busi-
ness magazine to run such a report card?
Marcial and Business Week editor in chief
Stephen Shepard each acknowledge that
the piece, which had been discussed
internally for more than six months,
came in response to criticism of the col-
umn in recent years.

Ciritics, who include some traders,
rival journalists, and investors, have
argued that the column is thinly sourced,
lacks credibility, underperforms the mar-
ket, or is just plain wrong in its prognos-
tications. DParticularly sharp critiques
have been published since 1996 by the
New York Post and TheStreet.com.

“Eventually,” says Marcial, the barbs
“got to us.” At Shepard’s behest, the
magazine decided to prepare a response.
Marcial says he was initially opposed to
the idea because he thought people
would accuse the magazine of “trying to
lift our own bench,” but once Shepard
decided it needed to get done, Marcial
agreed to do it. “No one knew the col-
umn as well,” Marcial explains.

Now that Business Week's own

In October, contributing editor Rifea Rosenwein
wrote about Sears, Roebuck's decision to buy a
correction in The Wall Street Journal.

analysis has proved that the column’s
stock picks “have measured up favor-
ably against the market's main yard-
sticks,” Marcial says he feels vindicated.
“Nobody can say [“Inside Wall Street”
is] not credible, not relevant,” he says.
Nobody has ever questioned the col-
umn’s relevance. Just take a look at its siz-
able following. With Business Week's cir-
culation base of nearly 1 million, “Inside
Wall Street” exerts enormous influence in
the market. A stock highlighted by Marcial
more often than not experiences a strong
gain on the Friday the column appears.
In fact, Business Week's own analysis

of Marcial and
' Business Week.
' As Shepard him-
self says, “We're
accountable for
what we publish.
[This self-analy-
sis] was the uld-
mate in being
accountable.”

Was ie?
Business ~ Week's
July 6 report

showed that over a
six-month period,

showed that the __ J Marcial’s picks fell
column’s one-day ) B ¥ just short of
impact on a fea- - { : QU VAY > matching the aver-
il BusinessiVeek i
tured stock is a ) M JAIN AW, & | age market return,
whopping average as measured by the
gain of 4.7 per- Standard & Poor’s

cent. The magazine acknowledged that this
one-day jump “reflects to some degree the
‘announcement effect’”—in other words,
no matter the true value of the stock, the
mere fact that “Inside Wall Street” covers
it is enough to make its price rise.

Another indication of the column’s
influence is the fact that, beginning in
1988, at least two employees of one of
the magazine’s printing plants, and
S.G. Ruderman, Business Week's radio
broadcaster, were convicted on charges
related to trading on information they
obtained from “Inside Wall Street.”
They apparently thought highly
enough of the column to act on it
before its release to the public. Marcial
was never accused of wrongdoing.

All of which points to a tremen-
dous following and thus, arguably, a
tremendous responsibility on the part

Gene Marcial is
proud of the
influence his
column has on
the stock market.

so0-stock index. (They came out slightly
ahead of the Russell 3000-stock index and
the Dow Jones Industrial Average, two
other market indices.) At three months,
those picks were beating the market
indices by a slight margin; at one month,
they were handily beating average
returns. Shepard considers the six-month
record alone “quite an accomplishment.”

Even if that were true—and some
critics maintain that this record is not
nearly so impressive—should the gains
in stock prices be the proper measure of
“Inside Wall Street™?

“What is the purpose of ‘Inside
Wall Street’?” Marcial asks in his article.
“To report the latest information and
market talk—usually not yet widely
known—that could affect the fortunes
of companies and, therefore, the price
of their stocks.”
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Does that make it a news column? An
investment-advice column? Or a Wall
Street gossip sheet? Defining the nature of
the column is more than just an exercise
in journalistic philosophy. Thousands of
investors, mostly small ones ignorant of
how Marcial gets his information, act on
what they read in his column. And they
have a right to know what kind of infor-
mation they are receiving.

Norman Fosback, editor of Marker
Logic, a stock market newsletter, believes
Business Week did not even measure up to
the standards it set for itself in its July 6
analysis. (Fosback is also editor of Mutual
Funds magazine, which was recently
acquired by Time Inc. Time publishes
Fortune, a direct competitor to Business
Week.) Fosback argues that, given the
one-day impact of Marcial’s column and
the subsequent drop-off in price gains,
the averaging out of the stock price over a
six-month period actually reflects a poor
performance by the column.

He also points out that average
Business Week readers cannot even ben-
efit from the “announcement effect” of
Marcial’s columns. Even in the maga-
zine’s own analysis, Marcial acknowl-
edged that the announcement effect of
his column “often hits at the opening
on Friday. Traders enter their orders
before the opening, and if there are lots
of buy orders, the specialists or market
makers will open the stock at a level
above the Thursday close.”

As Fosback wrote in a critique of
Business Week's self-examination: “Pity
the poor Business Week [reader] who
bought after reading his magazine a few
hours later.”

Then there is the issue of whether
Business Week missed the boat entirely in
its approach to rating “Inside Wall
Street.” Instead of looking at stock per-
formance, perhaps Business Week should
have taken a look at how the column
does vis  vis the potential takeover deals
it discusses almost every week—which
are often the underlying cause of a stock’s
price jump. If the column purports to be
“inside” Wall Street, shouldn’t its con-
tents be on the mark pretty regularly?

“Anybody can move the markets
these days,” says a reporter at a competing
publication. “That’s a cheap thrill. The

EDITOR’S NOTE: The following chart, which reflects a nine-month period (September |, 1997-May 31, 1998), examines
takeovers, mergers, and spinoffs that Business Week's “Inside Wall Street” column claimed were likely to happen. It also cites
each column’s sources for that information. Many, but not all, “Inside Wall Street” columns mention potential deals. Brifl's
Content ended the study in May to allow time for deals to coalesce. The information contained in this chart is current as
of September 15, 1998. All quotations are taken directly from Gene Marcial’s column.

CALLS BY “INSIDE WALL STREET”

THE DEAL THE SOURCE THE QUTCOME
9/1/97 Joint venture between “Rumored to be in the works,” according to @ Didn’t happen.
Monsanto and Archer Daniels investment manager VWayne Nordberg.

Midland

9/8/97 Rayonier to be bought James Flicker, Lehman Brothers analyst.“He @ Didn’t happen.

by “foreign forest-products says about nine companies will consolidate.

company” Topping the list: Rayonier””

9/22/97 Reliance Group A “company insider” says the company was ® Didn’t happen.
Holdings may be interested in approached by a large insurer but was

selling turned down. CEO Saul Steinberg “admits he

may be tempted to or forced to sell at the

right price at the right time.”
9/22/97 TransAct Technologies | “‘[T]he likelihood of a takeover is quite ® Didn’t happen.
likely to be taken over high,'” says Jack Silver, head of SIAR Capital,

who holds an 8.3 percent stake in TransAct.

9/29/97 Alaska Air Group may Alaska Airlines “is buyout bait...for the likes ® Didn’t happen.
be bought by Northwest of Northwest Airlines,” according to money
Airlines manager Vince Carino.

s — — — — == = - - B

10/6/97 ITT Industries looking Mario Gabelli says ITT is getting ready for a @® |TT announced on
to acquire *“‘major acquisition.’” November 14, 1997, the acqui-
sition of Kaman Sciences.

10/6/97 Reynolds Metals may Edgar Wachenheim of Greenhaven ® Didn’t happen.
spin off its consumer products Associates is investing in Reynolds because

and packaging division he thinks it will spin off this division.

10/13/97 Bertelsmann or K-Iil The companies “are rumored to be interest- ® Didn’t happen.
Communications may buy John | ed,” according to David Holzer, managing

Wiley & Sons director for equity trading at Brean Murray.

10/13/97 J.W. Charles may be *“‘[1]ts likely ).WV. Charles is on the radar ® Didn’t happen.
bought by a larger brokerage screen of larger brokerage houses seeking

house acquisitions, " says Robert Goldstein, president

of Equity Group, and owner of 8 percent of
J.W. Charles stock. One analyst says it's now
“being wooed" by a Northeast securities firm.

10/13/97 Borders Group may “‘The brass at Barnes & Noble are truly con- ® Didn’t happen.
take over Barnes & Noble cerned that Borders...may spring a surprise

bid in order to become No. |, according to a

hedge-fund manager.
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CALLS BY “INSIDE WALL STREET”

TFRECDEAL

THE SOURCE

THE,. COWEOME

10/27/97 Bindley Western
Industries has been
approached by a “major phar-
maceutical company” and four

wholesalers

10/27/97 Apria Healthcare
Group will seek a better offer
than the $918 million bid the
company recently received
11/3/97 Hilton Hotels looking
to buy MGM Grand

11717197 AmSouth
Bancorporation may be bought
by First Union

12/1/97 Viacom likely to sell
off Simon & Schuster

12/8/97 Sam Zell will take
over Transmedia Network
1/12/98 Southern
Pacific Funding negotiating to
be acquired by a major finan-

cial services firm

1/12/98 Lone Star
Technologies will be bought
by Robert Bass, or Bass will
help company merge

1/26/98 PhyCor looking to
buy FPA Medical Management

- —l

1/26/98 Mellon Bank to be
bought by Bank of New York

+

*“‘It's next in line, claims a buyout pro”

Although Apria Healthcare got a “surprise”
offer on October |3, 1997,“an arbitrageur”
thinks the company "will seek a fatter offer
from a white knight”

“These pros are convinced that Hilton Hotels
CEO Stephen Bollenbach has switched his
sights to MGM...Bollenbach has been in touch
with MGM CEO Kirk Kerkorian, says [an] insid-
er,and more talks are expected””

“Some money managers who have scooped
up shares are betting that this holding compa-
ny...will attract First Union.”

According to “investment maven” Mario
Gabelli, Viacom “will sell off a plum, specifically
Simon & Schuster”

“Insiders believe that Zell will end up owning the

company, since he virtually controls it already”

“A New York investment banker says Southern
Pacific officials have been holding ‘advanced
talks’ with high-level brass at a major financial-

| services firm.”

“Either the Bass group opts to buy...or the
Basses will help Lone Star merge with another

company, says one money manager.”

“FPA Medical Management (FPAM) is being bruit-
ed about as PhyCor’s next target...[A] New York

investment manager who has been accumulating
FPA shares...thinks PhyCor will approach FPA—if
it hasn't already—with an offer of $1.7 billion”

*“‘| believe a deal will be done early this year,
most likely with Bank of New York,'™ says
PaineWebber analyst Ruchi Madan.”

® Didn’t happen.

® Didn’t happen.

® Didn’t happen.

® Didn’t happen.

Viacom announced sale
of Simon & Schuster’s edu-
cational and reference divi-
sions on May 17, 1998.

® Didn’t happen.

® Didn’t happen (but
Southern Pacific spokesman

| confirms company is explor-
ing “‘a broad range of strategic
alternatives™).

® Didn’t happen.

® Didn’t happen.

Bank of New York did
| make an offer, but withdrew
it in May 1998.

real test is whether the stories are right.”

Brill’s Content looked at a period in
1997-98 going back nine months from
May 1998 to see how well “Inside Wall
Street” did by this measure (as of our
press time in mid-September 1998).
The study found that of 42 deals dis-
cussed during the period, only three
came to pass as Marcial described them.
In three other cases, deals similar to
those discussed in the column took
place [see accompanying chart]. The
New York Post performed a similar
analysis in 1996 and found that only six
deals out of 85 over a 14-month period
ever came to fruition.

In response to the Brills Content
findings, Shepard says that “we are not
predicting that these deals are going to
happen. We are just reporting talk—talk
that is or will soon be reflected in the
stock price.” Judging “Inside Wall Street”
by its predictive powers “is the wrong
test of the column,” he says. Marcial is
merely “writing about what people [on
Wall Street] are talking about.”

But even companies that stand to
benefit from this ralk are not always
pleased with what they consider
Marcial’s cavalier approach to writing
about mergers and acquisitions. Often,
the stock will drop back within a few
days or weeks after the rumors die down,
and investors are left feeling burned.

In the issue that hit the stands
August 14, Marcial wrote a column say-
ing “the buzz” on J.P. Morgan was that
“a much larger European bank has been
in talks” to acquire it. That day, the
stock jumped more than ten points.

The prior day, the stock had closed
at 115 1/8. After “Inside Wall Street”
appeared on-line that night, the open-
ing on the stock was delayed the next
morning because of order imbalances.
It shot up at one point that day to 135
3/8 and closed at 126 7/8. Morgan was
besieged by phone calls from all over
the world, mostly from journalists pick-
ing up on Marcial’s column and the
subsequent stock movement.

“One had to wonder about the
money that unnamed informants could
earn by feeding Gene Marcial all sorts of
rumors and then trading on the expecta-
tion that he might print them in his col-
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umn,” says Joseph Evangelisti, director of
media relations at J.» Morgan. By
August 21, the bank’s stock had dropped
to 119 3/8. One week later, it fell even
further, to 97 3/4, part of a general
decline in U.S. bank stocks.

Federated Department Stores, Inc.,
the subject of a merger rumor (with
Mercantile Stores Company, Inc.) in an
“Inside Wall Street” column last year,
took the unusual step of issuing a press
release denouncing the column and ask-
ing the Securities and Exchange
Commission to investigate it. (A
spokesman for the SEC will neither con-
firm nor deny the existence of any such
investigation.) In this case, the company
felt the column had artificially depressed
the market for Federated stock.

In its letter to the SEC, Federated
called Marcial’s July 7, 1997, column
“an example of irresponsible journal-
ism. There are no Federated-Mercantile
merger talks underway and Federated
has made no such acquisition propos-
al.” Earlier this year, Mercantile was
bought by Dillard’s, Inc.

Carol Sanger, vice-president of cor-
porate communications and external
affairs for Federated, says the column
was “of questionable origin and motive,”
a view that is echoed by others who ques-
tion Marcial’s frequent use of sources
whom these critics claim have strong
motives for floating rumors.

As Marcial himself acknowledges,
some of his sources are unnamed
“investment pros” and “money man-
agers” with stakes in the companies
they discuss, and motivation, most
often, to see the prices of those stocks
rise. Marcial also sometimes refers only
to “rumors” or “whispers” when specu-
lating about a possible takeover.

Marcial’s  citing investors, as
opposed to company insiders or advis-
ers, also calls into question how “inside”
the information really is, and therefore
how reliable it may be. “The sourcing is
so vague,” says a reporter for a compet-
ing publication. “The reader has no idea
how close the source is to the deal.”

But Business Week disputes the
notion that “Inside Wall Street” has an
obligation to be right about the deals
on which it reports. In a lengthy tele-

THE DEAL

BY “INSIDE WALL STREET”

THE SOURCE THE OUTCOME

2/2/98 Ruddick may be taken
over by Safeway or Ahold

2/9/98 The Money Store to
be bought by a California sav-

ings and loan

2/16/98 Banc One or US.
Bancorp may be interested in
First Chicago NBD

2/16/98 PNC Bank may be
taken over, possibly by First
Union

2/23/98 Myers Industries
may be takeover target by
several major equipment mak-

ers and industrial companies

2/23/98 Renex looking to sell

3/2/98 Cott could be bought
by Cadbury Schweppes

3/2/97 Nike may go after
Callaway Golf

3/9/98 Bank Plus likely to be
taken over

3/9/98 Intelligent Electronics
to be taken over by one of

“several electronic biggies”

3/16/98 Anheuser-Busch may
take over Redhook Ale
Brewery

3/23/98 United States Surgical
believed to be takeover target

of Abbott Laboratories or
American Home Products

***First Chicago will be very attractive for compa-

“Some big investors...believe that, with the likes ® Didn’t happen.
of Safeway and Dutch food giant Ahold on the
prowl, Ruddick soon will be in play.”

On March 4, 1998, First
Union, of North Carolina,

“One California investment manager sa<ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>