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BRILL'S

THE INDEPENDENT VOICE OF THE INFORMATION AGE

Dear Reader:

This issue marks the first birthday of this magazine, and I want to thank you for having supported us through our first year.

It’s been quite a start. Since our first issue, the number of subscribers or newsstand buyers that we guarantee to advertis-
ers has jumped so percent, to 225,000, and we expect it to grow by 20 to 30 percent in each of the next three years. You can help
us in that regard by continuing to tell your friends about us and even by giving them one of those annoying subscription blow-
in cards to fill out.

I’'m not at all embarrassed to ask you to do that, because I'm proud of what we are trying to do with this new magazine and
of what our terrific editorial team has already accomplished. We’ve begun to establish a whole new way of looking at all non-
fiction media, and we’ve published dozens of stories that have been widely talked about and debated. They’ve even led to some
new caution in newsrooms and control rooms across the country.

But as anyone who has ever been involved in creating a new product knows, the process really only begins when the first
version is produced. If the creators are doing their jobs well, the tinkering and reassessing never ends.

So, as you've noticed, our editorial team has continued to make changes along the way. We know that what we write about
often demands more space and derail than much of the oversimplified, superficial media that we criticize, and we remain
unafraid to challenge you with the length that some articles need. But we also know—and knew better after the first issue—
that we have to pay attention to the pacing of everything we write and to the mix of what we offer in each issue. Editor Eric
Effron and | and everyone else here have worked hard on that, just as we’ve worked on improving our design and intensifying
our effort to say with pictures and charts what we might have said with lots of extra words.

In the coming months, you will see us continue with those improvements, while adding more coverage of business, science,
religion, and arts reporting, more coverage from outside the media meccas of New York, Washington, and Los Angeles, and
more ratings of the best and worst nonfiction media of all kinds (of the type we recently did concerning White House reporters).

It’s all part of the overriding idea that has not changed at all since the first issue: that this magazine should be the consumer’s
guide through the Information Age—that it should be a magazine that provides great reporting about the who, the how, the
why, and, yes, the why not behind everything purporting to be nonfiction that we read, watch, listen to, or log on to.

The goal is simple: to make people who are the enthusiasts of the Information Age—those of us who watch three televi-
sion shows at once, read all kinds of newspapers and magazines, or already have dozens of bookmarks on our laptops—much
savvier consumers of it all, and, in the process begin to make the media accountable to those same consumers.

It should be no surprise, then, that the press hasn’t received us as warmly as you have. Few who enjoy unaccountable power
like to have it challenged. This does not make them bad people; it only makes them human. Indeed, I think you'll agree that
we are hardly the always-snarling “watchdog” that the press has sometimes made us out to be. For example, as of this issue we
have now named 40 hero journalists to our monthly honor rolls and have done probably as many stories that praised those we
write about, or simply explained how they do what they do, as we have stories where we uncovered significant wrongdoing.

Some of you may even be disappointed at that ratio, just as you may be disappointed to find on page 80 that we say that
the media horde at Littleton was largely praised by the families there. But I'm as proud of that story as I am of the one we did
calling 7ime magazine to task for maligning a New Orleans doctor who'd been killed in a car accident. (To its credit, Time later
corrected its story, apologized to the doctor’s family, and cited our article in doing so.)

Indeed, what we have achieved for sure in our first year is that we’ve confounded those who thought we would always favor
one political side or the other, or would always be negative about the media. But that shouldn’t really be confusing—because
i’s all consistent with our goal of giving you the straight story about everything and everyone in the Information Age.

You've been amazingly eager so far to be involved in our ongoing creative process by telling us when you think we're doing
this important job well, and when we’re not. Please keep at it!

Sincerely,

STEVEN BRILL, EDITOR IN CHIEF

© 6661 LSNONV/AINI LNILNOD S48
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COVER STORY
War Gets The

Monica Treatment

BY STEVEN BRILL

The Monica Lewinsky scandal put all the dynamics
of our media culture on display. That same media
machine has gone into overdrive on a real
life-and-death story—the war in the Balkans.

Real To Reel

BY D.M. OSBORNE
Lowell Bergman worked in Mike Wallace’s shadow for 14
years. Now, with a movie soon to chronicle 60 Minutes's

{ " Bombing Unites Serb Army
As It Debilitates Economy

Yagoslow Rift Hesls, NATO Admits

Production Cut i Holf, Experts Say

9 8 By wrenching a quote out of context from NATO Supreme Commander
General Wesley Clark, The New York Times propagated a bogus story
that the bombing of Yugoslavia was boomeranging.

—-— PRODUCED BY
" LOWELL BERGMAN

74

60 Minutes icon Mike Wallace is
angry that a new movie portrays
him as a cowardly corporate
drone, unwilling to fight for a

retreat on a major tobacco story,Wallace thinks his old
colleague is trampling on him—and on the truth.

MONICA ALMEIDA/THE NEW YORK TIMES (LITTLETON)

80

86

Littleton:

The Media Aftermath
Hugging The Spotlight

BY JESSICA SEIGEL

In the wake of the school shooting, the people of
Littleton, Colorado, did not seem to mind sharing their

shock and grief with journalists. Some even embraced
reporters, until media fatigue set in.

In Their Backyard

BY JULIE SCELFO

While most news outlets could cover the Columbine
tragedy and then go home, the Denver Rocky Mountain
News already was home. Here's how the editors
mobilized for the story. Plus: On page 92, Matthew
Heimer compares Time and Newsweek’s coverage.

ON OUR COVER:

Photograph of replica of Monica Lewinsky’s
blue Gap dress by Matthew Klein.

major story on tobacco.

As students consoled one
another near Columbine
High School, photographers
captured the scene.

. — ——1 T

HORROR

Death toll could reach 25, including gunmen,
after attack at Columbine High School. 21

|

86

The Denver Rocky Mountain News had
a second “Extra” edition on the streets
by 4:15 in the afternoon on the day of
= 8| the shootings near Littleton, Colorado..
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Metro Networks
reporter Gordon Deal
conducts an interview
in Manhattan that will
then be repackaged to

different radio stations.

Trafficking In News

BY RIFKA ROSENWEIN
The company that brought you the ubiquitous radio traffic report is

now bringing you the news. But you may never know it, because Metro
Networks and its reporters keep the Metro name off the air.

Fearless Predictions:

The Content World, 2005

BY MICHAEL J.WOLF AND GEOFFREY SANDS
Two partners from the Booz-Allen & Hamilton consulting firm

provide a glimpse into the future of news and information.

NEWSBREAK SONATA
Composing themes for major news
events has become a lucrative sideline
for musicians 40

PUNDIT CHALLENGE

Can George Will and company beat
our chimp, Chippy? Also: updated
pundit statistics 4]

PIGSKIN PROGNOSTICATIONS
How well did those high-profile
National Football League seers do

in divining the picks in this year's
draft? 42

TIME ON BIG SUGAR: A
NOT-SO-SWEET DEAL

No one sheds a tear when a corporate
giant is portrayed as greedy or guilty.
But Time's reporting on Flo-Sun Inc.,a
sugar company, was not up to the
\magazine's Standards .......oocvevenviminnn: 44

ADVICE WORTH REPEATING
Reading the weekly column of The Wall
Street Journal's personal-finance expert,
Jonathan Clements, can give one a
strange sense of déjd VU ....c..occomvcoe: 48

WEASEL WATCH
We inaugurate a feature that monitors
how many times Don Imus uses what

seems like his favorite epithet.............. 48
MEASURING THE COVERAGE:
ABROAD AND AT HOME

How much space did major newspa-
pers devote to Kosovo and Littleton:

SAY IT WASN'T SO, JOE
After Joe DiMaggio's death in
March, writers across the country
swung for the fences. One

San Francisco Examiner journalist
whiffed badly 54

THE NOTEBOOK ____ 40

COLUMNS

REPORT FROM THE OMBUDSMAN

An independent review of questions and

complaints about Brill's Content.

—BY BILL KOVACH 27

REWIND

When a nonfiction book gets reviewed, shouldn't
reviewers at least try to find out if the thing is true?
Plus: the trouble with journalism awards.

—BY STEVEN BRILL 35

THE BIG BLUR

Websites are linking information and sales in all sorts
of new ways, and it’s hard to tell what's what. Can
publishers agree on a set of standards to sort it out?
—BY ERIC EFFRON 56

OUT HERE

When adults try to protect teenagers by keeping
reporters away, they often do a disservice—

to the teens and to the community.

—BY MIKE PRIDE 58

THE CULTURAL ELITE

Critics carp. They cavil. They sometimes cheer. A
handful even enlighten. We offer our list of the most
influential arts writers in the land.

—BY LORNE MANLY 6l

THE WRY SIDE

The god who watches over writers may sometimes be
slow in doling out punishment, but when he does, it's time
to run for cover.

—BY CALVIN TRILLIN 68

THE BROWSER

In the wake of the Littleton school shootings, America’s
alienated kids used the Net to batde the hysterical media.
—BY JON KATZ 70

41

Chippy, a four-year-old
chimpanzee from
New Jersey, takes on
the pundits who
inhabit the world of
Washington, D.C,

talk shows.
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COURTESY THE HISTORY CHANNEL (HINDENBERG); ILLUSTRATION BY JEAN TUTTLE:

HERMAN LEONARD/ARCHIVE (FITZGERALDY): ILLUSTRATION BY BRIAN RASZKA (NEXT)

DEPARTMENTS

HONOR ROLL

When journalists were forced out of Kosovo, only one
North American reporter was able to get back in: the

LETTER FROM STEVEN BRILL.......... 9 Los Angeles Times's Paul Watson. Also: Veran Matic,

cofounder of Belgrade’s Radio B92;and MSNBC's
LETTER FROMTHE EDITOR. ... 19 Brock Meeks.

—BY LESLIE HEILBRUNN, DIMITRA KESSENIDES, AND
HOW THEY GOT THAT SHOT BRIDGET SAMBURG 126
A hunch and good timing paid off for Sports 2 ThethHistory ’Channel’s Mm M arvels bn'r?gs

e world's greatest engineering feats to life. CROSSWORD
Hlustrated’s Bob Martin when he captured a
freestyle skier soaring close to a helicopter while BY MATT GAFFNEY 132
being dwarfed by a mountainous background. Q\\e]‘ He;[”’ SOURCES
EIIRIARIESIA 20 - ‘%\\ e /(/{0- A guide to the tunes and titans of jazz.
an m - —BY MATTHEW REED BAKER ...oocceremerrenremessessnceen 133

LETTERS - :
Readers sound off on Maureen Dowd, gossip, and TICKER
who gets paid what 23 I I 5 Our running database of facts and figures............ 143
STUFF WE LIKE B Comrt s sme o150 » ree e o ks cl
A few of the things that bring us pleasure. latest nonfiction tites. _::t::z: A(:.) C;:.TQOUIL medi clure. 144

—BY THE STAFF 28

SUMMER READING

Summer is the perfect time to enjoy reading a

few great books.To help you find the best, we offer a
list of the season’s nonfiction on a variety

115

of st lhiprﬂ

Learn more about Ella Fitzgerald,
the matriarch of jazz, in our
experts' recommended “Sources.”

THE INVESTIGATORS

A PrimeTime Live hidden-camera story ended up
raising as many questions about its own reporting
as it did about the police that it targeted.

—8Y DM OSBORNE 122

b | T < RS Y

THINKING ON THE EDGE

Forget products: E-commerce will discover its true power when it
links consumers to providers of personal and professional services.
BY DAVID JOHNSON

C ORRECTI

|. We always publish corrections at least as prominently as the original
mistake was published.

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

3. Although we welcome letters to the editor that are critical of our work,an
aggrieved party need not have a letter to the editor published for us to cor-
rect a mistake. Ve will publish corrections on our own and in our own voice
as soon as we are told about a mistake by anyone—our staff, an uninvolved
reader, or an aggrieved reader—and can confirm the correct information.

4. Our corrections policy should not be mistaken for a policy of accommo-
dating readers who are simply unhappy about a story that has been published.

O N S

P OLI CY

5. Information about corrections or complaints should be directed to
editor in chief Steven Brill. We may be reached by mail at 521 Fifth
Avenue, New York, NY, 10175; by fax at 212-824-1950; or by e-mail at
comments@brillscontent.com.

6. Separately or in addition, readers are invited to contact our outside
ombudsman, Bill Kovach, who will investigate and report on specific
complaints 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.

6661 LSNONV/AINI LNILNOD S48

~




N et work s

Gateway will tailor computers to your specifications, whether you re adding to an existing network or starting
from scratch. Choose from custom-built network-ready desktops, technical workstations and servers.

- |
E-Series Managed Desktops |
Look to Gateway for custom- ‘
built commercial PC solutions, e =
Our fullline of E-Series managed desktops lowers total
cost of ownership with a winning combination of
manageability, platform stability, serviceability and
system reliabifity. The Intef® Celeron™ processor-based
£-1200 provides solid performance at a minimum cost
while the E-3200 delivers maximum Pentium Il
processor performance. Both provide exceptional
serviceability and expansior options.

* E-1200 Intel Celeron Processor 366MHz, including
15" mronitor (13.9" viewable) Starting at $999

* E-3200 Intel Pentium® il Processor S550MHz, including
17" monitor (15.9" viewable) Starting at $1999

E-5000 Series Technical Workstations

Whether you need all-out performance ora
combinatfon of price and performance, we are
committed to providing the right engine for your
technical corputing needs. Each Gateway™ E-5000
Series workstation is built after the order, so you can
get the freshest technology available.

* E-5200 Intel Pentium Il Processor 400MHz
including 19" monitor (18" viewable)
Starting at $1999

* £-5250 Inel Pentium It Xeor™ Precessor S550MHz
including 21" monitor (19.7" viewable)
Starting at $4799

Every Gateway client is unique, and so is every Gateway™

business system. Call and tell us what we can build for you.

1-888-888-0291

www.gateway.com
ad code: 000102

iy

ALR" 9200 Enterprise Servers P
Cet maximum power and

oerformance that’s highly

available. Powered by up to four

Pentium Il Xeon processors, the high-end ALR 9200
delivers incredible data throughput at a low cost per
transaction. All this technology is packed into a
remarkably small tower or 7U Rack-optimized chassis
with lockable covers and a iocking front panel.

*ALR 9200 Pentium Il Xecn Processor-Based Server
(four-way processor ready)
Starting at $7499

Gateway

Connect with us.

Al tigienvay Intel processor-based systems ave qualied to carry the NSTL Hardwar TesxecYea:ZO(nCawiafngobemseteynaveﬂmmmmmwmmmmmuvmﬁimmmrmmm Gateway cannat be responsbe
for any bundied software that mpraperly sets, "esets, or calculates dates These issues are ot related to the harhware and operaling syster: and cannot be comeeted by Gateway,

©1599 Gaeway 2000, nc. All nghts reserved. Gaieway, ALR, and the Gateway styized ‘ogo are trademaiks of Gateway 2000, i The Intel nside Logo, Intel and Pentus are regrstered trademarks, and Celeron and PentLm M Xeon an trademarks of Intel Corporation. Al pther brand names ase
mmumwm"mdmwm.meawmmmmmmbﬁmmm MMmmmmmdmmmuMMnm.mm««wm.mmm~mmmhewmb
il mtematonal locations. Al pries and configurabions are subject to change withou: noice or obligaion. Prices do ot nclude g and 'randing or any applcatie taxes ALR Senes servers meet FOC Class A emesson siandards, FOX; Class A prodkcts may not be 5ok ar home use



[ LETTER FROM THE EDITOR |

OUR LETTERS AND CALLS STARTED COMING
in almost immediately after the terrible news
of the Columbine High School shooting
broke, and many made the same point: The
media are out of control on this story and you
people need to do something about it.
I took away two important messages
from your reactions: that you are acutely
aware of the media’s role in shaping our view of events (not to
mention, perhaps, shaping the events themselves), and that you
expect this magazine to have something important and original to
say when they do.

It’s a responsibility we take seriously, and in the wake of the
Columbine shootings—inspired in part by your expectations—we
dispatched two of our writers to the scene to monitor the media’s
work and interaction with the community. And while of course
there were excesses and mistakes, you'll be disappointed if all
you're looking for here is some easy press-bashing.

Instead, what you’ll find are stories that shed new light on how
the media do their job—for better and for worse—in an atmos-
phere marked by intense personal tragedy and a huge public
appetite for information.

In “Hugging The Spotlight” (page 80), senior writer Jessica
Seigel examines the instantaneous relationship that developed
between the press and the families of Littleton and finds it
surprisingly mutual. For many families, Seigel observes, the press
was seen as the conduit to show the world the horrible conse-
quences of random violence. And maybe, Seigel writes, “students
and families simply accepted the axiomatic wisdom of our talk-
show culture: Talking heals pain.”

Meanwhile, at the Denver Rocky Mountain News, editors
struggled with how to cover a huge local story in a way that was
both thorough and attuned to local sensibilities. The newspaper
gave Brill’s Content assistant editor Julie Scelfo broad access to its
newsroom and decision-making process during the tumultuous
days following the shooting. In “In Their Backyard” (page 86),
Scelfo demonstrates how journalists” values and even their emo-
tions shape the news we get to see.

It was striking to many how when the Littleton tragedy hap-
pened, coverage of the NATO bombing campaign seemed to dis-
appear for a while, only to come back several days later. The
media’s short attention span and apparent inability to focus on
more than one “big” story at a time are among the characteristics
of our media culture—which came into focus during the Bill
Clinton-Monica Lewinsky saga—are part of what editor in chief
Steven Brill dissects in his groundbreaking cover story, “War Gets
The Monica Treatment” (page 98).

Brill’s article begins in an unexpected place, with eye-opening
accounts of shaky stories about the war published by two para-
digms of old media— The Washington Post and The New York
Times—accounts that then hurtled through a media echo chamber
fueled by disagreement and controversy, not necessarily by fairness
and accuracy. The provocative questions raised by the piece may
leave you thinking differently about the press and its role.

The cover image that illustrates Brill’s article may also provoke
you. The concept of visually marrying a violent war image with
Monica’s infamous blue dress was created by our renowned design
consultant, Milton Glaser, and developed by associate art director Josh
McKible. It has been the subject of considerable internal debate, with
some of our colleagues raising concerns that the image could be seen
as an exploitation of violence, an exceedingly harsh comment on
Lewinsky, or even as an insensitive reference to the Littleton tragedy.

In the end, we felt that, taken in the context of the coverlines
that accompany it, the image effectively captures the article’s the-
sis and is visually arresting. We have no doubt that if you disagree,

you’ll let us know.
%/ ERIC EFFRON

EDITOR

WHAT WE STAND FOR

1. ACCURACY: 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 advertis-
er or to advance a particular political interest.

4. ACCOUNTABILITY: We believe that jouralists should hold
themselves as accountable as any of the subjects they write about.
They should be eager to receive complaints about their work, to inves-
tigate complaints diligently,and to correct mistakes of fact, context,and
fairness prominently and clearly.
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A HUNCH AND GOOD TIMING PAID OFF FOR LONDON-BASED
sports photographer Bob Martin. On March 8, he was in
Meiringen, Switzerland, covering the freestyle skiing
world championships. “| was up the mountain looking
down at the competition. | wanted to catch a scenic
[frame] of a little skier jumping against a big, mountain-
ous background, but then | saw this little spot of red out
of the corner of my eye and realized it was a helicopter;”
says Martin.“l saw it coming, saw the fellow jumping, and
switched to a 300 millimeter telephoto lens. As the heli-
copter got close | did a couple of frames before the heli-
copter moved on.” This frame appeared in Sports
Hiustrated’s April 5 issue.

The helicopter was actually more than 50 meters
away from Czech skier Ales Valenta when this picture
was taken. It appears closer because Martin made the
split-second decision to change lenses and use the tele-
photo, which makes the center of an image appear clos-
er than it is. (Valenta finished fifth in the men’s aerial
competition.)

After 20 years of working freelance, sometimes for
the London office of ALLSPORT, a sports photo agency
where he also worked as an editor, Martin joined the
staff of Sports lllustrated in May 1998 as the magazine’s
lone Europe-based photographer. “I do the European 3 e 4y w‘.
beat. | think they think of me as someone who will get -~ 54 ’ ,, e .

a little different picture, look at things from a different o
angle,” says Martin, whom Sport England, a government
agency, named sports photographer of the year in March
and who was also a 1999 runner-up in the Alfred
Eisenstaedt Awards for Magazine Photography, spon-
sored by Life magazine. “Bob is one of the most pre-
pared photographers in the world. He does a lot of
scouting,” says Steve Fine, Sports lllustrated’s director of
photography. “Even if that helicopter hadn't appeared,
Bob still would have had a great photograph of a skier
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up against blue sky.” —Miriam Hsia
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ON DOWD. DISH, AND
WHO GETS PA

HILE OUR TWO MOST RECENT COVER STORIES ATTRACTED PLENTY OF MAIL,
N K / it was May’s “1999 Salary Report” that generated the most response. For
those who wondered why we left out our own salaries (more than a few
of you), turn to page 138 for our explanation. Meanwhile, in response to letters
from several readers, we've dropped the “via e-mail” tag we used to attach to letters
that come to us that way. After all, as one correspondent put it, it’s what's in the

letter that counts, not how it gets here. Letters published with an asterisk have been
edited for space. The full text appears at our website (www.brillscontent.com).

) WHAT

[ LETTERS ]|

RADIANT

[Senior writer] Gay Jervey’s fast-
paced, superbly voiced, and radiantly
written article on Maureen Dowd [“In
Search Of Maureen Dowd,” June]
deserves a Pulitzer Prize of its own. It
was the first story in your magazine,
which I have been reading since vol. 1,

no. 1, that I didn’t want to see end.
TEeD BACHE
Menlo Park, CA

DODGING SPITBALLS
*Maureen Dowd “brilliant™
Good grief! I only hope that the peo-
ple you quoted to that effect were
praising her out of fear of being hit
with the spitballs she lobs from her
corner of the New York Times's op-ed
page, while agreeing with me that
“puerile,” “sophomoric,” “mean-spir-
ited,” and “lazy” would be far more
apt. Now that we know she is “thin-
skinned” and vulnerable to insults, we

can call her a bully, too.

DiaNA SHAW CLARK
Norwalk, CT

CORRECTIONS

N MARCH, WE PUBLISHED A LETTER THAT
]:contained claims about an op-ed piece

that ran in the International Herald Tribune.
Attached to the letter was an editor’s note
that said we had contacted “editors” at the
paper for their comment on the letter and
that they had declined to comment. While
our ombudsman, Bill Kovach, and editor in
chief, Steven Brill, addressed several issues
connected to this letter and note in our May

AT THE HIP
*What joins Bill Clinton and
Maureen Dowd at the hip is the hall-
mark of a generation that tends to
choose the easy and obvious over the
difficult and sublime. Clinton’s facile
empathy and Dowd’s glib facility arise
from the same lack of intellectual and
emotional rigor. At their best they can
feed off the surface of an event and cre-
ate moments of portent and meaning,
At their worst they careen recklessly
with no apparent understanding of the
impact their actions will have on others.
RICHARD DYSINGER
Nyack, NY

EXPLORE MORE

*“Katie Vs. Diane” [Aprill,
“Gossip” [May], “Op-Ed Vixen” [June]:
personality, personality, personality.
Your magazine has turned into Vanity
Fair. Where is your exploration of the
media’s role in hyping the “war” in the
Balkans, their unquestioning acceptance
of everything NATO and our govern-

ment tells them? This situation shows

issue, further checking reveals that the person
at the IHT who declined to comment in the
first place was not in fact an editor.

In the May issue, we omitted the
author’s ID box that usually runs with
Concord Monitor editor Mike Pride’s “Out
Here” column. In doing so, we omitted the
name of the state—New Hampshire—in
which the Monitor is located.

In May’s “Stuff We Like," we failed to
mention that Shad Northshield was a cocre-
ator of CBS News Sunday Morning.

signs of improving, but you seem to

have nothing to say about it.

JOHN PHILIP ROBERG
New York, NY

TO INSOUCIANCE

*Please, The Daily Show used to be
the funniest, most irreverent send-up of
news stories and interviews ever. [For-
mer host] Craig Kilborn’s insouciant
arrogance was nail-head perfect. Jon
Stewart, on the other hand, acts like
he’s embarrassed to be caught doing the
show but had to take the gig, and his
delivery, oy, makes you long for Craig,

Jupt LAING
Los Angeles, CA

SATISFIED

Wow! I just got my first is-
.Finally, a magazine that thinks
like me! I've Newsweek-ed forever, I've
Esquire-ed for the past couple of years,
and I used to George. But now I'm

sue...

Content! Thanks.

JOHN ZINzI
Olean, NY

Finally, in May's “The Future Of TV
Sports Is Glowing," staff writer Ted Rose
reported that Fox Sports’s David Hill thought
up the “glowing hockey puck” concept while
watching Star Wars “[hurtle] its way toward
the epic light saber confrontation between
Darth Vader and Luke Skywalker" That con-
frontation, as noted by a reader, was actually
between Vader and Obi-Wan Kenobi. Vader
and Skywalker squared off in The Empire
Strikes Back and Return of the Jed.

We regret the errors.

Letters to the
editor should
be addressed
to: Letters to
the Editor,
Bril's Content,
521 Fifth
Avenue,
New York,
NY, 10175
Fax: (212)
824-1950
E-mail:
letters@
brillscontent
.com. Only
signed letters
and messages
that include a
daytime
telephone
number will be
considered for
publication.
Letters may
be edited for
clarity

or length.
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[ LETTERS ]]

EATEN UP

*[Senior writer] Robert Schmidt’s
“Keeping Dinner Down,” in the May
issue, is a cheap shot at an easy target.
And Mr. Schmidt unnecessarily used an
anonymous quote to make a negative
point in a way that failed to meet your
own guidelines.

For about a decade, the White
House Correspondents’ Association has
been a serious organization that has
spent the bulk of its time dealing with
issues that affect working White House
reporters, working on such important
matters as the escalating costs of travel.

In 1996, for example, a set of trav-
el guidelines was developed that for
the first time defined which costs
should be paid for by the press and
which by the White House. And the
association has become increasingly
involved in planning the logistics of
costly trips so that expenses can be

held down at a time when soaring
costs threaten to prevent midsized and
smaller news organizations from being
able to cover presidential travel.

The association has also sought to
curb the more opulent aspects of [its
annual] dinner by limiting the number
of tables that can be purchased by orga-
nizations that don’t regularly cover the
White House.

The budget figures Mr. Schmidt
included are accurate, but misleading.
The 1997 profit was an aberration and
was far bigger than in any other year. It
occurred because the dinner price was
raised for the first time in memory
after the event barely broke even the
previous year. The dinner is still
[among] the lowest priced of all the
press dinners, enabling smaller news
organizations to participate.

Some of us are rightly concerned
that the glitzy aspects of the dinner have

tended to obscure the serious purposes

and work of the WHCA. On the other

hand, more people than the Washington

Hilton ballroom can accommodate are

eager each year to attend, presumably

because they find the dinner a lot of fun.
Which hardly seems a bad thing,

CARL P. LEUBSDORF

The Dallas Morning News

President, WHCA, 1995—96

GEORGE E. CONDON JR.
Copley News Service
President, WHCA, 1993—94

Robert Schmidt responds: | did use an
anonymous quote in the piece, but the
majority of the criticism of the association
in the article was on the record—from the
Washington bureau chief of The New York
Times. The budget figures | used came
directly from the association's publicly
available tax forms.

Tread lightly and luxuriously in Lincoln Navigator. There's room for seven in Navigator's three rows of plush leather-trimmed seats. Tread
responsibly, too. In addition to being the world's most powerful luxury SUV," the 300-horsepower Navigator is also a designated



AMUSED

*I read with some amusement
Robert Schmidt’s article “Keeping
Dinner Down,” and had some
thoughts to share, particularly con-
cerning a passing reference to Insight's
invitation to Paula Jones to the White
House Correspondents’ Association
dinner. Schmidt states: “[Jones’s] pres-
ence at a party honoring the president
created a sensation and did not go over
well with much of the White House
press corps.”

I do not know how many of us
WHCA members Schmidt interviewed
for that story, but I have a hunch he
didn’t speak to a majority of the “mem-
bers,” as suggested by his phrase “much
of the...press corps.” Good grief, to
interview more than 175 newsies would
be too much to ask of any reporter,
even one for Brill’s Content.

Anyway, my point isn’t so much

Low Emission Vehicle. In fact, Navigator runs cleaner than most passenger cars on the road today. For more information call
800 688-8898, visit our web site at www.lincolnvehicles.com or see an authorized Lincoln Navigator dealer.

f Lincoln Navigator. What a luxury [a] should be.

about the volume of folks he spoke
with but the failure to provide balance
to such veiled bitching about the
Jones invite, given the hypocrisy dis-
played by so many of the Washington
scribes before, during, and since.

I don’t know whether Schmidt
was at the 1998 bash but I certainly
was, and witnessed firsthand the
forked-tongue snakiness seldom ex-
posed in this wonderful and crazy
town. Specifically—and I mean liter-
ally—there were scores of newsies who
lined up to speak with Jones to wish
her well, give gushingly positive state-
ments to her about her attendance,
and to get their autographs and pho-
tos taken with the lady.

And while I don’t expect you or
Schmidt to get bogged down in
rehashing the issues raised by the
reporting on the WHCA dinner, [ do
hope that next time your team men-

tions Insight someone will call to get
some comment from me.

PAauL M. RODRIGUEZ

Managing editor

Insight magazine

Washington, DC

RS responds: | did seek comment from
Mr. Rodriguez. He did not return my call.

FOR THE BIRDS

*| really enjoyed the report on the big
guys’ and gals’ salaries [“Who Gets Paid
What,” May]. Can you give us some
poop on who the big columnists are and
why we should give a damn what they
think about the price of ice in Alaska?

I wrote to the San Jose Mercury
News about a George Will article about
baseball players’ salaries. | pointed out
that he was more than “a syndicated
columnist,” as he sits on the board of

continued on page 138
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EDIA MYOPIA? “The main reason I sub-
scribed is because I am interested in newspa-
pers around the country,” reads the e-mail
from Melvin Shapiro of San Diego. “I want
to know how they handle local and national
news. | want to know how much influence
the publisher has on news content. [ want to
= know what the readers think of their home-
town paper....I am also interested in local TV and how they handle the
news. But Brill’s Content is only interested in national TV.

“This month’s issue is a good example of your narrow, East Coast
focus. In this issue I found three stories about The Wall Srreet Journal,
two on The New York Times, one on the New York Post, and [two] on
The New Yorker magazine. Does anyone there realize this country goes

past the Appalachians?”
HOW TO

Paula Xanthopoulou of Miami, Florida.
carries the complaint a step further.

“I wonder why BGC—with its multifac-
eted coverage—has not taken regular stock of
the ‘alternative press,”” Ms. Xanthopoulou
writes. “Have I missed something? I refer to
low-budget, small circulation, and oft-mar-
ginalized publications like iF Magazine [a
bimonthly investigative magazine published
in Arlington, Virginia, by Robert Parry, a former Associated I’ress reporter.
The magazine publishes articles by a network of investigative reporters in

VOICE MAIL:
FAX:
E-MAIL:
MAIL:

print and online, some of which appear at www.consortiumnews.com|...

“Where does BC place Robert Parry and his publications [/F
Magazine] in the journalistic/media scheme of things? [Are] he and his
kind just a bunch of misguided, biased wanna-bes, or do they have
something very valuable to contribute to the media landscape?”

These two represent a small but steady stream of questions that reflect
the frustration of readers with this magazine’s preoccupation with the
New York-Washington media elite. And [ think they make a good point.

The fact is that most media, like most politics, are local. More people
get their news first from local TV stations. That goes for national and inter-
national news as well, as more local stations are sending their own corre-
spondents farther afield “on assignment.” The same thing is true of newspa-
per readers. Since its inception Brill’s Content has focused almost all of its
attention on the top five newspapers—two in New York two in the
Wiashington area, and one in Los Angeles. These five have a combined cir-
culation of just over 6.3 million people. That means 1,504 daily newspapers
published in the United States with a combined circulation of 50.4 million,
not to mention 7,214 weekly newspapers with a total circulation of over 70
million, pass relatively unnoticed. Add to this alternative publications—1, 100
of whose publishers, editors, and reporters gathered in New York in 1997 for
a “Media & Democracy Congress” to protest, “Celebrity fluff. Talking hair-
dos. News you can't use, from sources you don’t trust"—and you have an
enormous pool of journalism from which to dip each month. That’s an

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

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

REACH HIM

BiLL KOVACH CAN BE REACHED BY:
212.824 1981
212.824.1940

bkovach@brillscontent.com

1 Francis Avenue, Cambridge, MA 02138

EBY BILL KOVACH

awful lot of media for a nationally circulating media publication to overlook.
(Overlook may be a little strong; maybe underreport would be better.)

To be fair, the September 1998 issue reported at some substantial
length on The News Journal in Delaware, the Rochester Democrat and
Chronicle, and the Tampa media’s coverage of a hostage taking. In
March, the magazine looked in some depth at the work of 7he
Greenville News in South Carolina, The Boston Globe, and The Des
Maines Register. And each month, Mike Pride’s “Out Here” column
gives readers a revealing look at the inner workings and attitudes of a
small-city newspaper.

Then too there are the commercial considerations that have to be
taken into account. A successful national circulation publication depends
upon a core of material that is of interest to a national audience. For a
media magazine, that by definition would be media which itself has a
national audience.

But as almost anyone who has judged
national prize contests for print or broadcast
media will attest, some of the best journalism
and some of the most important stories that
never find their way into the elite media, are
being produced by news organizations of
which you may have never heard.

As these two readers suggest, as Brills
Content matures as a publication, it would do
its readers and journalism itself an important service if it could find a
way to showcase some of the quality work and expose some of the abus-
es taking place every day outside the Northeast corridor.

TRUTH ABOUT LABELING. David Steinhardt of Hancock,
Vermont, has caught the magazine [April issue] joining the writing-
with-arttitude craze that pollutes a lot of contemporary journalism. In
this case it was the use of a label, “pinko ideals,” to refer to The Nation
magazine. As the reader points out, The Nation was founded as an abo-
litionist publication. It has also throughout its life been a strong advo-
cate of free speech and a defender of those attacked for exercising their
rights. Hardly a record of “pinko ideals.” Why not be a little more cre-
ative and leave obviouslv misleading labels to do their mischief on soap
boxes and canned goods?

CONSISTENCY PLEASE. “Bad writing on p. 76 [May issue] para-
graph about sentencing was a cacophony:

“You printed, ‘Granger was sentenced to four and a half
months...his [three] friends...sentenced to 70 days.” I believe you made
that harder to read by switching the units of measure.

“I would prefer 41/2 months and 2./3 months or 135 days and 70
days. When | am reading for facts, [ don’t like to stop to convert units.”
Signed: Anne Fuller, Juneau, Alaska.

Good point, Ms. Fuller.

CORRECTION. A couple of issues back 1 inadvertently attributed a
quote to Michael Getler, the executive editor of the /nternational Herald
Tribune that should properly have been attributed to another editor
there, Robert Marino. I also referred to a letter when [ was writing
about an op-ed article that ran in the newspaper. I apologize for the
errors and for any confusion they may have caused. =
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THE HISTORY CHANNEL’S

Modern Marvels series tells the
little-known stories of human
ingenuity behind some of the
world’s most extraordinary sci-
entific, technological, and
engineering accomplishments.
To build the Golden Gate
Bridge, for example, two men

maneuvered hundreds of feet
above the water, crawling across a
single suspended cable in order to
connect a mid-span work platform. So far, theme
weeks have included “Bridging the Gap” (bridge and tunnel
programs), “Take Off'” (aerospace and airplanes), and
“KaBoom!” (demolitions and explosives). With captivating
tales and rarely seen footage, this original documentary series
makes American progress come to life, Mondays through
Thursdays at 10 pM. ET. —Julie Scelfo

HE INTERNET MOVIE DATABASE (WWW.IMDB.COM) IS NOT

journalism or entertainment—it’s simply information,and it's

manna from heaven for anyone who ever asked the question

“What was the name of that movie...”” Type in the name of
an actor and get a complete filmography, including embarrassing early TV
work (Harrison Ford appeared in a 1974 Kung Fu episode). Or type in
the name of a film—say Mother, Jugs & Speed, the largely forgotten 1976
Bill Cosby—Raquel Welch-Harvey Keitel comedy—and get a list of cast
and crew, a plot summary, selected dialogue, and reviews. With almost
200,000 titles stretching back to 1892, the database—owned by
Amazon.com—is addictive, a history of cinema that, like a well-stocked
video store, introduces you to long-lost oddities. Forget the Six Degrees
of Kevin Bacon—IMDB allows you to pursue the film careers of Dolph
Lundgren and Nancy (Davis) Reagan. (Incidentally, the two have never

worked together—but there's always hope.) —~Michael Colton

NEED HELP WADING THROUGH ALL THOSE MAGAZINES AT THE
newsstand? Check in with “The Magazine Reader”’
column by Peter Carison in The Washington Post. A quirky
and unorthodox reviewer,

Carlson writes critiques

that are often more
humorous than scathing.
He called Dominick
Dunne’s May Vanity Fair
story about Washington
during the impeachment
trial “shallow, gossipy and
self-indulgent” noting, “This
piece is so bad it's good”
Carlson’s best work comes
when he probes the dark
recesses of the magazine rack. Recent finds include a
Gadfly magazine story that detailed a surreal meeting
between boxing champ Muhammad Ali and pop artist
Andy Warhol, and Strange Magazine’s article about the
real-life case that inspired The Exorcist. “The Magazine
Reader” runs every other Tuesday and can also be found
at www.washingtonpost.com. —Robert Schmidt

Peter Carlson

NEWSSTAND SHERPA
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IN THE MINDS OF SPORTS FANS, ATHLETES AND THEIR
amazing feats are timeless. However, time catches up
with everyone, and Sports llustrated's “Catching Up
With..” reminds us how even the best in sport must
move on to a permanent off-season.This department
in the front of the magazine revisits the subjects of
decades-old cover stories and updates their tales,
whether it’s the pastoral retirement of 1978 Triple
Crown-winning horse Affirmed or NFL Hall of Fame

Wit FProm Washington
IN CONTRAST TO THE WASHINGTON MEDIA ELITE'S MANY INSIPID SELF-PROMOTERS
stands Jake Tapper, the former Washington City Paper writer who recently
became the Washington correspondent for Salon (www.salon.com).
Insightful and witty, Tapper caused a stir in January 1998
with his front-page City Paper article “I Dated Monica
Lewinsky” What could have been self-serving drivel
developed into a—not mean-spirited—account of the
one date Tapper shared with *a woman | wouldn't mind
bringing home to mom." He complimented Lewinsky's
sense of style and was wowed by her lack of anorexic
tendencies. “Right off, Monica was different from the
standard D.C. date: not a salad-picker, she joined me in

appetizers and an actual entrée of her own,” he wrote.

Tapper’s more serious pieces can be poignant

Jake Tapper

and provocative. In December he sketched a vivid
portrait of boxer Mike Tyson through interviews with friends, foes, and
neighbors. And a recent Salon story asserted, “a quick scan of cable
news shows will find a lot of the same smug faces from the
Monicacophony, now passing themselves off as Kosovo experts, spew-
ing Quik’n’easy sound bites..."

In May, St. Martin’s Press released Tapper's magnum opus (so far),
Body Slam: The Jesse Ventura Story, an unauthorized biography of the
Minnesota governor. —Bridget Samburg

MAJOR LEAGUE BASEBALL'S ‘‘LIVE GAME AUDIO" WEBSITE (WWW.MAJORLEAGUE
baseball.com/audio) is an invaluable tool for any fan who finds him- or herself far away
from the home team. With a quick—and free—download of RealPlayer audio software,
fans can listen—also, for free—to any major league baseball game currently in
progress. Local TV blocking out the Roger Clemens—Pedro Martinez matchup on
ESPN? No problem. But here’s a tip: If you're one of those people who screams
bloody murder when your team's shortstop commits a crucial late-game error, you

may want to think twice before using Live Game Audio at the office. —Ari Voukydis

quarterback Bart Starr's personal tragedy, the
cocaine-related death of his son. Each piece also
contrasts a present-day photo of the sports figure
with a reproduction of the original cover. While the
luster on many of these names may have faded, their
stories as told in“"Catching Up With.."" prove that the
lives of athletes can remain intriguing, even when
they themselves become mere mortals.

Matthew Reed Baker

FAMILY
AGENDA

UE SHELLENBARGER’S
“Work & Family” col-
umn, which appears
Wednesdays in The Wall

Street Journal, is more than [\wa o & FAMILY

an insightful, wcll-written By SUE SKELLENBARGER

[J‘HE WMS@_T IDURNAL |

look at family issues that

affect the everyday lives of people in the work-
place. Its placement on the front page of the
Journal's second section also makes this column
an effective platform for bringing these issues and
conflicts to the forefront of corporate America’s
agenda. Shellenbarger mixes her experiences as a
working mother with reports on how various
companies and individuals deal with family chal-
lenges as diverse as caring for elderly parents and
talking to teenagers about the Littleton shootings.
And she regularly cites specific companies whose
innovative approaches to work-family issues make
them corporate role modek. Ballantine Books
recently issued Work & Family, a compilation of
100 of Shellenbarger’s columns.— Rifka Rosenwein
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What's Popping In Pop Culture

A MIX OF ARTICLES ABOUT MOVIES, POLITICS, THE ARTS, TECHNOLOGY, AND MORE,
ELLE magazine’s “First” column keeps its finger on the pulse of pop culture.
The seven-page collection of brief articles has the goods on up-and-coming stars,

have included stories about the $5,400-a-night, bulletproof Ronald

new products, and happenings around the country. Recent columns
Reagan Suite at The Westin Century Plaza Hotel in Los Angeles; the 8. y

Jaguar S-TYPE's voice activated control system; actor Casey Affleck, Ben's younger

brother; and highlights from the Sundance Film Festival. —Kendra Ammann

Saturday Night News  Understanding The
s e warues s wore e Master 0 Suspense

worth watching. But now, with Colin Quinn in the anchor seat, the

news show send-up has become relevant and, more to the point, JUST IN TIME FOR THE CENTENARY OF ALFRED
funny. Quinn cuts right to the mordant heart of the week's events. Hitchcock’s birth comes a book that delves into
On a mid-May Saturday following days of political turmoil in Russia, the genius behind such movie classics as Notorious
Quinn reported that President Boris Yeltsin had called for a“time to and The Birds. Dan Auiler’s Hitchcock’s
heal.” Yeltsin, Quinn continued, asked for “a Bloody Mary, two Advil, Notebooks: An Authorized and llustrated Look
and three hours of complete silence.” That same broadcast, Quinn Inside the Creative Mind of Alfred Hitchcock
described the warm greeting (Spike/ Avon Books) examines the director’s obsessive filmmaking process.
that ethnic Albanians had The “Master of Suspense” was a master storyteller, so it’s no surprise
given the first lady when she that the book’s best details are to be found in the chapter “Building The
visited a refugee camp. “It’s Screenplay.” Auiler, drawing on the Hitchcock archives at the Academy of
amazing,' he mused, “that Motion Picture Arts and Sciences, presents screenplays, script comparisons,
with all these people have and notes on 11 of Hitchcock’s 6o or so features, including The Man Who
been through, they can still | Knew Too Much and the Thornton Wilder-scripted Shadow of a Doubs.
feel sorry for Hillary There’s lots more, including letters from New York Herald Tribune writer
Clinton.” It’s what a lot of us Otis Guernsey Jr. that explain the birth of the idea for 1959’s North by
might have been thinking, but Northwess; storyboards for some of Hitchcock’s most famous sequences; and
wouldn't dare to say out loud. correspondence to and from the likes of actor Hume Cronyn, producer
SATURDAYNIGHTLIVE —Amy Bernstein David O. Selznick, and director Frangois Truffaut. — Dimitra Kessenides

Read This Item And Pass It On To 50 Friends

HE E-MAIL FROM “WALT DISNEY JR.” | something worse—spread viruses (or get your | for use by DOE staffers, it provides a real
T and “Bill Gates” promised a free trip | hopes up). Now there’s finally some help: The ‘ service to everyone. The next time you receive

to Wale Disney World (or $5,000) if | U.S. Department of Energy’s Computer | a “good-luck totem,” check it out before you
the message were forwarded to 13,000 people. | Incident Advisory Capability website spam your ten best friends.
Another, (which must supposedly reach (ciac.llnl.gov/ciac/CIACHoaxes.html) offers —Julie Scelfo
2,000,000 people by noon on New Year’s Eve), | hoax and chain-letter web _
offered an electronic coupon for a six-pack | pages where you can quickly m‘:mmg’m- T B
from “Miller Brewing Company, Inc.” These | check to see whether an e-mail C'i AC‘—"’
are examples of Internet hoaxes, electronic | is questionable. Although the ' . Dspartment of Esergy | "inens
deceptions that often clog up in boxes or do | website is intended primarily : cincmt et
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Giving Kosovo Its Due

NO TV NEWS SHOW HAS BEEN ABLE TO MATCH THE BREADTH AND INTELLIGENCE OF
Nightline’s Kosovo coverage. The ABC News program has captured what it’s like
to be a soldier fighting in Yugoslavia and has grappled with the war’s geopolitical impli-
cations. One night, the program took viewers inside the cockpit of an F/A-18 Hornet
as it dropped a laser-guided missile on a Serbian target. Another night, the show
assembled former high-level government officials and a studio audience for a frank
discussion of the political dilemmas raised by the conflict. Host Ted Koppel kept that
show moving with his usual clipped and candid style. But more than the Top Gun
footage or the top-name guests, it is the show’s commitment, night after night, to
explore a new facet of the conflict from a fresh perspective that has made Nightline
an invaluable TV source for coverage of the war. —Jennifer Greenstein

FOR MOMS WITH BRAINS

A MAGAZINE SECTION DEVOTED TO MOTHERS IS
not where youd expect to find a column by
| Sallie Tisdale, the author of Talk Dirty to Me:
| An Intimate Philosophy of Sex. But her
pieces for the “Mothers Who Think”
| department of Salon magazine (www.salon
magazine.com/mwt/index.html) are pro-
vocative in their own right. Tisdale's
; essays, which appear on Salon every other
week (and are also featured in the Mothers
Who Think book, published in May), are
never predictable. In one January column,
for example, she raised questions about unfettered access to the Internet in public libraries. The
best passages are those in which Tisdale shares personal revelations, such as the sense of
discovery in reading her own teenage journals.“It’s easier to pretend that past means past and
gone,” she reflected.“Then we can really believe we are not who we once were, treat our painful
condition as a distant echo of someone else’s mistakes.” —Kimberly Conniff

ATV CRITIC
WORTH READING

JOHN LEONARD, TV CRITIC FOR NEW YORK
magazine, is an unlikely small-screen booster. The
former New York Times Book Review editor finds
that television’s output isn’t such a vast wasteland
after all. And his columns offer context that few
critics could summon. Here’s his lead for a review
of a recent TV movie: “How big is Marlon 7
Brando? Not since Rhodes has there been such a TN

colossus: vast, exorbitant, infamous—'too huge W 0

for mortal tongue, or pen of scribe,” said Keats— RK,
as if, for breakfast, he’d consumed Orson Welles,
Burl Ives, Fats Domino, and Sidney Greenstreet like so much porky sausage.”

It pays to fight through Leonard’s difficult, free-associative prose: He likes
TV, and the TV he likes is worth watching. —Jeff Pooley
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PRAMA QUEEN

A WORD FEAST FOR FOOD LOVERS

SAVEUR IS THE PERFECT MAGAZINE FOR
anyone who regards cooking as a
spectator sport. The May/june issue,
for example, took readers into the
kitchens of two of Paris’s finest
restaurants, Apicius and Arpége.
While Saveur is loaded with recipes,
they're clearly secondary to the lush
writing. The magazine will walk you
through preparing “Duck Foie Gras in
Classic Apicius Style in Sweet-and-
Sour Sauce with Black Radish Confit,”
but why even try to make that com-
plicated dish yourself? It's much more
entertaining to read about how the

real chefs do it. —Amy Bernstein
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PASSMORE/SYGMA (ABBOTT)

I REWIND BY STEVEN BRILLJ

When a nonfiction book gets reviewed, shouldn't
reviewers at least try to find out if the thing is true?
Plus, the trouble with journalism awards.

WHAT BOOK REVIEWS
DON’T REVIEW

You walk into a hardware store and go to the shelf
stocked with lightbulbs. The packaging looks okay, and the
manufacturer is a good brand name. So you buy the bulbs.
When you get home, you have one simple expectation—that
when you put one of the bulbs into a lamp, it will light up.

You walk into a bookstore, go to the nonfiction section,
and see a book that looks interesting. It’s from a reputable
publisher, and in this case the packaging, written by that
publisher, touts the book as the inside story/gospel truth
about whatever. So you buy it. When you get home and
start to read it, you probably have the same expectation
about the integrity of this product as you had about the
lightbulb—that what you’re reading is nonfiction.

If it turns out that that lightbulb doesn’t work or that
it doesn’t work for long, you'll feel wronged. But if you're
worried about that, you can buy a copy of Consumer Reports
and find out just how well that brand of bulb does work.

The problem is that if you’re worried about whether that
book is really nonfiction, you won’t get much help from
reading book reviews. Reviews of nonfiction books typically
deal with almost everything about the book—how it’s writ-
ten, the importance of the subject, the history surrounding
the subject, even what the book reviewer thinks about the
subject and what he or she thinks about the author.
Everything, that is, except whether the book is true.

Bill Kovach, our ombudsman, and Tom Rosenstiel, a for-
mer Los Angeles Times media critic, have just written a book
for The Century Foundation, called Warp Speed, which argues
that in the new media culture, the “journalism of assertion”
has replaced the “journalism of verification.” What Kovach
and Rosenstiel mean is that in the whirlwind of the never-end-
ing news cycle, in which the feverish competition among 24-
hour cable news networks, Internet news providers, talk radio,
plus the more traditional news outlets now owned by profit-
maximizing corporations, there is a desperate need to report
something—anything—new. The result is that an assertion
goes on the air, online, or into print, and then gets debated,
whereas in the old days the same assertion might first have

been verified or shot down before secing daylight.

Book reviews, however, have
long been the province of the
journalism of assertion. I remem-
ber a book review in the Sunday
New York Times in 1981 extolling
In the Belly of the Beast as the elo-
quent prison memoir of one Jack
Henry Abbott. The author, a
convicted murderer and undeni-
ably gifted wordsmith, described
the torture he had suffered at the
hands of his jailers. The reviewer
wrote that Abbott’s book was
“awesome, brilliant...and as an
articulation of penal nightmare it
is completely compelling.”

I remember the review
because Abbott had written the
same garbage to me a year or
two before in a long letter from
prison, and I had checked it out
and decided that its account of prison life couldn’t be
verified and sounded phony. He had then gotten his
letter and more published in The New York Review
of Books, which had moved other literary figures to
join Norman Mailer in a successful campaign to
get him released from prison. The night before
that pre-printed Sunday Times book review hit
the streets, Abbott killed a waiter at a New York
restaurant. He soon was sent back to the prison
cell he never should have been let out of.

Lately, there’s a new book—and a new set of
reviews—that provides a fresh reminder of the
problem with book reviews. According to the —
book jacket (which is the responsibility of publisher William
Morrow & Company, Inc.), Black and White on Wall Street,
by Joseph Jett, is the “untold story of the man wrongly
accused of bringing down Kidder Peabody.” It is, the jacket
continues, “the thrilling story...how one man...coped with
the fallout of greed, racism, and character assassination.”

According to New York Times Sunday book reviewer
Johanna Berkman, Jett’s attempt to “reverse that hasty 35

Jack Henry
Abbott’s book
became a cause
célébre, but
nobody really
checked it out.
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judgment” by which he was “vilified in
the press as a brazen rogue” is “persua-
sive.” After all, Jett, writes Berkman,
was “subsequently cleared of fraud by
the Justice Department, the National
Association of Securities Dealers,
and the Securities and Exchange
Commission”—a sentence that is a
paraphrase of another claim made on
the book jacket. Other reviews, such as
Newsweek's (which called the book
“convincing”), focused on Jett’s
account of racism and greed on Wall
Street and drew the same contrast
between his original vilification and
his purported subsequent exoner-
ation. Most also criticized the
book’s turgid writing and Jett’s
extended slog through the swamp
of how complex stock trading
supposedly works, but the overall
point is that this is a guy who was
presumed guilty amid much media
fanfare, when, it turns out, he was
really a scapegoat for the wheeling
and dealing that routinely happens on
Wall Street.
In fact, any careful reading of the
official record in Jett’s case reveals him to
be a liar who escaped prosecution for a
variety of technical reasons, none having
anything to do with whether he actually did
the kind of scam trading at Kidder, Peabody
Joseph JettsWall & Co, Inc., that was at the heart of the accusations against
Street tale him. Thus, while the Securities and Exchange Commission
presentsjertas  {id indeed dismiss fraud charges against him, the SEC said
an innocent that was because the only fraud the SEC regulates is fraud
scapegoat. The < : . s om
record indicates in connection with the purchase or sale of any security...
otherwise, but Jetd’s fraud, the SEC administrative judge found, involved
the reviews didn't.  scam transactions and book entries that were an “intent to
deceive and defraud” Kidder by making it look like he'd
made money for the firm when he’d lost money. The judge
even compared Jett’s scam to a pyramid scheme, and ordered
him to repay Kidder $8.2 million that Jett had gotten from
the firm resulting from his scam transactions, plus pay a
$200,000 civil penalty, and be barred from ever being involved
on Wall Street as a broker or dealer. Some exoneration.

Asked if she had read the SEC’s decision before writing
her review, Berkman says, “No, I got what I got from read-
ing the book....I typically expect that when a book is pub-
lished that people don’t lie.” Berkman later called back to
say she had also relied “on some related news clips.”

One reviewer who did read all of the records in Jett’s case
to check how faithful Jett was to the facts was Roger Parloff
of The American Lawyer (a former colleague of mine and
sometime contributor to this magazine). Parloffs review
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would make any buyer of Jett’s book troop back to the book-
store for a refund. He noted that in defending their client
against a possible criminal indictment, Jett’s lawyers used “in
essence, a stealth insanity defense,” in that they argued that
“he had not committed fraud because he really believed he
was making money.” Thus, Parloff concluded, “Jett’s book is
a vivid and disturbing case study of a man in complete self-
denial....As a work that purports to be nonfiction...it is so
suspect that one can only wonder how...Morrow...can feel
comfortable sending it into the stream of commerce....”

Asked about how he had verified the accuracy of the
book or the accuracy of what’s on the book jacket, Morrow
editor Henry Ferris says, “I don’t really know what you are
talking about. I checked it with Jett, and we also checked
with the lawyers.”

Says The New York Times Book Review editor Charles
McGrath: “In a perfect world, a book review would do
everything. It would inform, entertain, be judicious, and,
yes, it would ferret out factual errors. But this is not a per-
fect world, and the truth is that most reviews don’t pene-
trate beyond the text itself....I’s difficult to expect someone
to do the kind of legwork that would be necessary....The
truth is, we can be duped.” But, McGrath adds, “This real-
ly starts with the publisher. When I came over here from
the magazine world [McGrath was deputy editor at The
New Yorker], where we checked everything, it blew my
mind that publishers don’t check at all. They just rely on
the author.”

Of course, not every book reviewer, who typically
writes a review for a few hundred dollars at most, can or
should plow through the original source materials the way
Parloff did. Nor can he or she re-interview people named in
every work of nonfiction. But serious book reviews about
serious books should try to do some or a lot of that. It’s
called reporting, and organizations like the Times and
Newsweek have hundreds of reporters.

Another rare example of that kind of reportorial book
reviewing was the piece that Jonathan Rauch did in the
Slate online magazine about former Labor Secretary Robert
Reich’s 1997 memoir. Reich had quoted verbatim all kinds
of conversations he’d had with people, but Rauch went
back to them and they convincingly denied many of the
quotes. Worse, Rauch—simply by reviewing C-spaN
archives—found that Reich’s quotes of his own testimony
before Congress were fiction. Now that’s a book review.

Even where the review is short or the book isn’t seen as
important enough to merit that kind of work, reviewers
should at least be more careful about what they say so that
they don’t validate what are only assertions. The Sunday
Times, in fact, included a note of skepticism in its other-
wise positive review of Reich’s book, which was published
before Slate raised the major red flag; the Times reviewer
noted that Reich “reconstructs meetings and conversa-
tions...perhaps too artfully.”

The reviews of Jett’s book—short commentaries about
go-go greed or racism on Wall Street that validated the pri-
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The “Ellie”
(below) is
presented by
the American
Society of
Magazine
Editors, which
does little to
check the
accuracy of the
winning entries.

mary assertions of Jett's “I'm the victim” hallucination—
were the journalism of assertion.

A PRIZE FORWHAT?

We've just been through the season of journalism
awards—the Pulitzer Prizes (for newspapers and books), the
Peabody Awards (for television), the National Magazine
Awards—and they present the same kind of issue that book
reviews do.

How do you check your entries to see if the stories were
accurate, I asked Marlene Kahan, the executive director of
the American Society of Magazine Editors, which gives out
the National Magazine Awards. “We don’t,” she says. “We
kind of rely on the magazines to submit entries that were
accurate....But we should...We should at least do a fact-
checking process of the finalists in the relevant categories.
It’s something we should do.”

This is not a knock on any of the
winners. But it does seem logical that if
an article wins an award in the reporting
or public service categories, for example,
someone ought to have taken a pass at
determining whether the article was
accurate. It’s not that an article should
be eliminated because someone who
was written about harshly has a com-
plaint. It’s just that it’s absurd that there
is not even an attempt to evaluate the
essence of what the award is presumably
given for: accuracy and fairness.

To take one example, on page 44
we explore some of the perhaps-valid
complaints that Flo-Sun Inc., the giant
sugar company, has against one of the
series of articles that Time magazine
won the public service award for this year. The point is that
these were serious complaints that the awards committee by
Kahan’s own admission had never heard about, much less
checked into.

The Pulitzers are further along than the National
Magazine Awards in recognizing this problem. Seymour
Topping, the former New York Times managing editor who is
the administrator of the Pulitzers, explains that the jurors
have a process by which they require that the portfolio for
any submission for the journalism awards
(which covers various categories of newspaper
reporting but not nonfiction books) include
any complaints that the newspaper received
following publication of the story and any
corrections that the paper made. In addi-

tion, says Topping, “lately, some groups or
individuals who have anticipated that an
article might be nominated have contact-
ed us on their own about problems they
had with the stories.” Their complaints,

100, are considered by the judges.

If an article
'wins an award,
someone at least
ought to have
taken a pass at
determining if it
was accurate.

But why not send a questionnaire to the people covered
in the articles under consideration or at least to those writ-
ten about by the finalists, asking them to comment about
the accuracy of the stories? Wouldn’t that be a better way to
sniff out problems than relying on the newspapers to reveal
complaints, let alone relying on aggrieved people to have
taken the initiative to make a complaint in the first place?
Most people, after all, think it’s futile to complain about a
negative story, and few people will complain about stories
that don’t injure them but are inaccurate.

“That would involve [questionnaires to people involved
in stories] for three finalists in fourteen categories,” says
Topping. “And we've found from long experience that the
system we have in place works quite well... We have highly
competent jurors who do ask their own questions... When
there were some questions that we heard about concerning
The Miami Herald article”—which won this year in the
investigative reporting category— “our
jurors went back and asked some of
their own sources.”

Peabody Awards director (and
University of Georgia professor) Barry
Sherman says that a faculty and stu-
dent screening committee and some-
times the jurors who judge the finalists
try to validate claims that a television
report was an exclusive or had the
impact that the prize application says
it had. But when it comes to the accu-
racy of the report itself, says Sherman,
“we rely on the integrity of the sub-
mitting  journalists... We've  had
numerous discussions about this with
the Peabody board, and the board said,
‘We judge television programs, not the
underlying story.’...We have to use the
honor system.”

Imagine the fun journalists would have if they found
out that a Nobel Prize was given out for a cure for cancer
and it was revealed that the people giving out the award
hadn’t inquired into whether the cure really worked.

Again, this is not a knock on the current crop of award
winners. The Miami Herald’s award seems to me to have
been the result of a magnificent job of uncovering election
fraud so convincingly that a mayoral election was actually
overturned. And Michael Isikoff and Evan Thomas’s cover-
age of the Lewinsky scandal for Newsweek, which won the
National Magazine Award for reporting, was on the money,
as best | know.

But no one who hasn’t tried to reverify the entries can
really be sure that all of them are on the money. And any-
one wondering why the public is cynical about the press
should consider the fact that the press trumpets these awards
like they’re the Nobel Prizes but, at least when it comes to
the magazine awards and the Peabodys, never makes even a
cursory attempt to evaluate the core virtues—accuracy and
fairness—that the prizes are supposed to reward. "
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Newsbreak Sonata

ECEMBER 16, 1998—

when President Clinton

announced an attack on

Iraq as Congress debated

his impeachment—was

a dizzying day in
Washington. Thankfull, CNN knew
how to signal the changing tide. As one
White House aide recalls, “I knew
something was different when 1 was
working at my desk and heard the
unfamiliar ‘Strike Against Iraq’ music
instead of the ‘Investigating the
President’ theme.”

If films, sitcoms, and superheroes
can have theme music, then why not
the impeachment of a president? Or
the death of a princess? Or tornadoes
in the Midwest? These days, com-
posers work on the same schedules as
journalists: “As soon as someone
drops a bomb in Yugoslavia or blows
something up in Denver, we go full
force into creating dramatic content,”
says composer Peter Fish.

Composers can earn from
$1,500 to $100,000, plus royalties,
for a package of themes. “There’s
nothing I wouldn’t compose
for,” says Scott Schreer of NJ]J
Music. Above the piano in his
Manhattan penthouse office
is the framed sheet music
for his most memorable
theme, “NFL on Fox.”
“Sometimes | write music
for news shows that I
wouldn’t let my children
watch. But the positive
feelings we get come from
the creation of the music,
not the end use.”

One composer admits
to misgivings. “I have
trouble with the network
that puts a graphic up [for
the Colorado shootings]
and puts music on it—it
makes me nauseous,” says

Shelly Palmer. “If it’s Monica and
[President] Bill [Clinton], it’s already a
cartoon, and it doesn’t really matter.
But you won’t hear music for “Terror
in the Rockies’ from my company.”

Is it ethical to use music to manip-
ulate viewers’ emotions? Richard
O’Brien, the vice-president/creative
director of Fox News Channel,
defends the practice: “You can get
people’s emotions going with music.
You want to be memorable but not
really editorialize with it.”

Much of the music heard during
the news is not custom made burt
“canned,” meaning it comes from a
library of generic themes bought in a
package from a music publisher. CNN
received fan mail for the music it used
during the O.]. Simpson trial, but the
theme, called “World Conflict,” was
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created by a British composer for a
British news program that rejected it.

Custom-made compositions, like
the NBC Nightly News music composed
15 years ago by John Williams—who
has written themes for Steven
Spielberg movies—are more likely to
stick in one’s head. “Any network and
any TV program needs an audio iden-
tification, or ‘idents,”” says Gary
Anderson, creator of the familiar
CNN Headline News theme. “It’s the
‘kitchen factor’: The viewer is in the
kitchen, the music comes on and they
go running to the next room to see
what’s going on.”

Among NJJ’s creations for Fox
News is the sultry lite-jazz used on
Judith Regan Tonight (“It has a sex vibe
to it, and it’s intelligent,” says
Schreer). The company has also
finished Fox’s theme for the 2000 pres-
idential campaign, a slow, regal piece
featuring trumpet, tympani, and
gong. O’Brien says he asked Schreer
for something “grand and
heroic, majestic and inspiring,
with a hint of patriotism.”

The composers often talk
like the producers in the film
Wag the Dog, slickly pack-
aging a war for mass con-
sumption. Fox’s O’Brien
describes the network’s

Kosovo theme as “very

percussive, almost sound-

ing like war drums...not
very melodic.” Fish says

it's “helpful to know that
the conflict in Kosovo
involves Balkan nations,
which implies European
cultures, which implies
different harmonies and
scales than the Arabic music
used for the Gulf War. And it’s
tremendously different than the
Somalia music, which used African
instruments.” —Michael Colton
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PUNDIT CHALLENGE:

CAN TH

BEAT OUR CHIMP

FOR SIX MONTHS NOW, =}
Brilf's Content has been mon- ;
itoring the accuracy of TV
pundits. But one question
nagged at us: How would
the pundits fare against a
chimpanzee? We decided
to find out.

After considering var-
ious candidates, we settled
on Chippy, a four-year-old
male chimp from Blackwood, New
Jersey. Though not a trained political ana-
lyst, Chippy does have experience in films,
television commercials, and the circus. He
also monitors current events: His trainers line
his cage with the morning newspapers.

To gauge the accuracy of his political wis-
dom, we asked Chippy a series of yes-or-no
questions. He then replied by nodding or shak-
ing his head. Based on predictions he made
that were verifiable at press time, Chippy
scored a respectable .500 average, which was
good enough to beat John Mclaughlin and

Chippy picks a
president.

DISCLOSURE:

for Animal Affairs at mcolton@brillscontent.com.

Although our editorial policy prohibits paying sources for interviews, Brill’s
Content acknowledges that it paid $1,000 to the trainers of Chippy the
Chimp. Such checkbook journalism is reprehensible, we admit, but we believe Chippy's predictions
were not influenced by money. Those wishing to address the issue may contact our new Ombudsman

Also, no animals were harmed during the production of this magazine.

X

George Will. He correctly
predicted, for instance, that
the Russian Duma would
confirm Sergei Stepashin
as prime minister. On the
other hand, he stumbled
by predicting that New
York City's commuter tax
would not be repealed.
Certain subjects pro-
voked emphatic reactions (and
predictions that were too early to
verify). Asked whether Hillary Clinton
will run for the U.S. Senate, Chippy responded
with a vigorous yes, jumping up and down, his
mouth agape.When questioned as to whether
Ken Starr will be cleared on charges of leak-
ing grand jury testimony, he expressed his
strong affirmation by clapping both his hands
and his feet. And when asked if Kurdish pris-
oner Abdullah Ocalan will receive the death
penalty in Turkey, Chippy went ape.

Though Chippy is mercurial in his predic-
tions, he tends to lean Democratic. Presented
with a list of eight potential presidential can-
didates—including Al Gore, George W. Bush.
and Larry Flynt—he declared his endorse-
ment of Bill Bradley by repeatedly stroking his
finger across Bradley’s name and leaning
down to kiss it. (As a resident of New Jersey.
Chippy is understandably partial.)

Chippy is not afraid of taking an uncon-
ventional stance. He feels we needn’t worry
about the Y2K crisis—it won't be a disaster.
And he believes that in order to change his
public image, Gore will cut a rap album.

With explicit lyrics?
Yes, nodded Chippy.
—~Michael Colton

?

THE SCORE

Margaret Carlson. CG (23 for 35) 657
Tony Blankley, MG (38 of 58) 655
Patrick Buchanan, MG (37 of 62) 597
Robert Novak. CG (37 of 62) 597
Al Hunt, CG (34 of 57) 596
Bill Kristol, TW (39 of 66) 591
Eleanor Clift, MG (45 of 77) 584
Cokie Roberts, TW (14 of 24) .583
Sam Donaldson, TW (14 of 25) 560
Michael Barone, MG (24 of 43) .558
Mark Shields, CG (12 of 22) 545
George Stephanopoulos,

TW (36 of 66) 545
Morton Kondracke, BB (35 of 68) 515
Chippy the Chimp (3 of 6) .500
Kate O'Beirne, CG (14 of 28) .500
John Mclaughtin, MG (28 of 60) 467
Fred Barnes, BB (33 of 74) A46
George WIll, TW (7 of 21) 333

“BB" The Beltway Boys;"CG": The Capital Gang;
“MG"™: The McLaughlin Group;“TW": This Week
With Sam Donaldson & Cokie Roberts

Blankley on the rise
111 :
i1 i1
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Will: bested by a chimp
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Rating The Pigskin Prognosticators

PREDICTING WHICH COLLEGE STARS WILL BE PICKED BY WHICH TEAMS COME NFL DRAFT DAY MAY BE AN INEXACT
science, but it’s grown into something of a cottage industry in recent years. Much of this year’s speculation centered on which star
of 1999’s quarterback-rich class—Kentucky’s Tim Couch or Oregon’s Akili Smith—would be nabbed by the reconstituted Cleveland
Browns, the franchise with the top pick. As it turned out, five of the six high-profile draft diviners whose picks we analyzed after

the fact correctly forecast that the Browns would choose Couch;a couple even nailed the top three choices. After those first few
picks, though, there was a steep falloff in the accuracy of the prognostications. In additon to a pick-by-pick breakdown for the draft’s

top 10 slots, we've also
provided an overall accu-
racy rating for each
expert’s predictions for
all 31 first-round picks.
—=Ed Shanahan

(ESPN) (Pro Fball Wily)
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POP GOES THE COVER

YOU KNOW IT’S A VIDA LOCA WHEN NEWSMAGAZINES
are competing to be the first to put a former Menudo mem-
ber on their covers. Time's May 24 edition blared *Latin
Music Goes Pop!” across the cover, with a picture of singing
sensation Ricky Martin. It turns out that Newsweek—not
Time—had been given exclusive interviews with both
Martin and Hollywood bombshell Jennifer Lopez, who's
peddling her own Latin music album, according to Leslee
Dart, Lopez’s publicist. 7ime knew about Newsweek's
upcoming picce, says Dart, because she had been shop-
ping Lopez to both newsweeklies. Dart says she cooper-

Mel Kiper Jr. Joel Buchsbaum Gary Horton

(Sptng Nws)
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23%

ated with Newsweek because its editors told her that—barring a colossal
breaking news event—Lopez and Martin would grace its cover on May
31. (Time, she says, refused o make such an offer.) Now, Dart reports
that Newsweek editors told her they've scrapped the

Frank Coyle 3 Gordon Forbes
{CBS Sptsline) (Spts lllus'd) (USA Today)
Akili Tim Tim
Smith Couch Couch

Tim Donovan Donovan
Couch McNabb McNabb
Donovan Akili Akili
McNabb Smith Smith
Ricky Ricky Ricky
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Champ Champ Edgerrin
Bailey Bailey James
Chris Edgerrin Champ
Claiborne James Bailey
Daunte Chris Chris
Culpepper McAlister Claiborne
Edgerrin Torry John
James Holt Tait
John Chris Aaron
Tait Claiborne Gibson
Chris Daunte Daunte
McAlister Culpepper Culpepper
10% 32° 16%

Lopez/Martin cover because 7ime stole their thun-
der, and Dart says she’s “very unhappy.” Newsweek's
spokesman declined to discuss the magazine’s
editorial plans. Jim Kelly, Time's deputy managing
editor, says he didn’t know about the timing of the
Newsweek story and that Time put Martin on the
cover when it did because he’s the current It Boy.
Newsweek shouldn’t fret. Maybe

Time put Martin onits 5o 01 Jand the Backstreet Boys.
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cover. Newsweek didn't. 7
—Katherine Rosman
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A Not-So-Sweet Deal

O ONE SHEDS ATEAR WHEN A CORPORATE GIANT
is portrayed in the media as greedy and guilty. That’s
especially true when that portrait appears as part of
a special Time magazine series on corporate welfare
by one of the most acclaimed reporting duos in the
business—Donald L. Barlett and James B. Steele.

So any objections that Flo-Sun Inc., one of the country’s
largest sugar growers, might have had to a November article that
slammed the company were drowned out by the huzzahs in the press
and the National Magazine Award that singled our the series.

But a close look at the reporting that went into this story, urged
by Flo-Sun vice-president Jorge Dominicis, suggests that the
reporters weren’t operating at their rigorous best and that a Time
fact checker got lazy.

What a reader is left with after reading Time$ “Sweet Deal,” report-
ed mostly by Steele, was a fairly uncomplicated indictment: The Fanjul
family, Cuban immigrants who launched their Flo-Sun sugar empire in
the 1960s, have gotten rich from U.S. sugar subsidies that artificially
hike the price of sugar, while contributing to an “environmental cata-
strophe” in the Everglades. Barlett and Steele’s conclusion was unequiv-
ocal: “How did this disaster happen? With your tax dollars. How will it
be fixed? With your tax dollars.”

The Fanjul brothers are easy targets—almost stereotypical corporate
fat cats. They’re titans in an industry that has admitted to contributing
to pollution in the Everglades. They give generously to politicians of
both parties and lobby hard against legislation that hurts their company.
They can get the president on the phone—Alfonso Fanjul has the dubi-
ous distinction of being the caller who reached President Clinton when
he was in the midst of breaking up with Monica Lewinsky.

But are the Fanjuls, in Barlett and Steele’s words, “the First
Family of Corporate Welfare,” milking taxpayers, destroying the
environment, and getting off with a slap on the wris?

Maybe. But an analysis of the story suggests readers weren’t
given all the facts. Let’s run through some of the conclusions:

1 “Chemical runoff from the corporate cultivation of sugar cane imperils
vegetation and wildlife. Polluted water spills out of the glades into

Florida Bay, forming a slimy, greenish brown stain where fishing once

thrived. [The polluted bay is] the by-product of corporate welfare.”

“This is factually so incorrect that anybody who deals with it is just
amazed,” says Dexter Lehtinen, the former U.S. attorney who was actu-
ally considered Big Sugar’s biggest enemy back in 1988. He represented
the U.S. Justice Department in its landmark suit against the state of
Florida for not complying with its own water-quality laws. To this day
Lehtinen’s action against the state is known as “the suit against sugar.”

It would have been easy for Lehtinen to try to pin south Florida’s
water troubles on sugar growers like the Fanjuls—certainly, the envi-
ronmentalists had already found them guilty. But “(t]his idea that they
are the entire problem is just wrong,” says Lehtinen of the sugar grow-
ers. He says pollution from cattle farming, dairy farming, industry,
tourism, and urban development is equally—if not more—responsible

Time On Big Sugar:

:

CORp %
WELEAUTE |

for harming the Everglades, and as
far as the fishing mecca of Florida
Bay is concerned, sugar’s hands are
clean. “That’s just not biologically
accurate among any of the experts |
know,” says Lehtinen. “That was just
negligent on 7ime's part...] was just
amazed to see Florida Bay’s problems
dumped on sugar.”

“That’s about as true as the moon is
made of cheese,” echoes Ronald Jones,
Lehtinen’s expert witness back in 1988, who remains the federal gov-
ernment’s expert today. “I was working for the side that was trying to
say that the sugar farmers were responsible,” says Jones. But after
exhaustive research in Florida Bay, Jones found that sugar’s pollution
was limited to the Everglades. Despite his expertise, Jones says he does
not recall being contacted by reporter Steele. Neither does Lehtinen,
even though, ironically, Time ran his picture when he was suing Florida.

Steele says that the Florida Bay pollution “has been written
about in the past,” and that one of the “major conclusions” of the
“Restudy” program, an engineering plan aimed at regulating the
Everglades’s water supply. was that there are excessive harmful
nutrients in Florida Bay. Jones says, “That’s more ridiculous than
anything else. One of the major complaints about the Restudy is
that it doesn’t address nutrients in the Bay strongly enough.” He
adds that the harmful nutrients in Florida Bay are not due to runoff
from sugar farming.

“Depending on whom you talk to, it will cost anywhere from $3 bil-

lion to $8 billion to repair the Everglades by building new dikes,
rerouting canals and digging new lakes. Growers are committed to pay
up to $240 million over 20 years for the cleanup. Which means the
industry that created much of the problem will have to pay only a frac-
tion of the cost to correct 1t.”

Sounds like Big Sugar’s getting away with paying a measly 3 per-
cent of a hefty $8 billion cleanup bill. The truth is that the $8 billion
Restudy project has little to do with pollution cleanup. The Everglades
cleanup is a $700 million program separate from the Restudy. Sugar
growers and other farmers are actually paying what the government
determined they owe: one third of the bill. “It depends on how you
want to define clean up,” says Steele. He says the $8 billion Restudy
program aims to fix problems sugar is partly responsible for, so it’s fair
to say they’re only committed to paying a tiny fraction of what they
wrought. Counters Ronald Jones, “The Restudy has nothing to do
with what the farmers have done in the Everglades.”

Steele urges Brills Content to weigh Flo-Sun’s objections in the
right context: “This is a very very strong special interest group,” he
says. “Every year they are faced with attacks on basically the sugar sup-
port program. So they have a tendency to lash out at anyone who
criticizes them in any way...they will look at any little thing, no matter
how small it is and point to it as an inaccuracy.”

Time portrayed the Fanjuls
as fat cats who got rich on
government subsidies.



JAMES KEYSER/TIME

“Fach year, according to a 1997 estimate, the

Army Corps of Engineers spends $6 3 million
to control water flow in central and south
Florida. This enables growers to obtain water
when they need it or restrain the flow during
heavy rains. Of the 363 million, the Corps
estimates 852 million is spent on agriculture,
mainly sugar-cane farmers, in the Everglades.”

Impressive numbers, but they might have
been more accurate if Steele or his fact checker
had called their cited source—the Army Corps.
They never did. Instead, Steele says, he got the
figures from the Council on Environmental Quality, which did, in fact,
get the numbers from someone at the corps, but in no official way the
corps can now explain or that Time tried to confirm independently.

When Florida's senators, Bob Graham and Connie Mack, read the
Time piece, they were so surprised by the figures that they asked the
Army Corps for an explanation. Corps Col. Joe Miller wrote back: ‘My
staff has reviewed the November 23, 1998, Times Magazine [sic] article
and has found information related to the U.S. Army Corps of
Engineers’ expenditures to be totally in error.”

Steele says he’s written Miller asking for an explanation and hasn’t
received one. “If these numbers aren’t right,” says Steele, “I'm at a mys-
tery as to why the colonel hasn’t called us back.”

Richard Bonner, the Flood Control Project’s deputy district engirfeer
for project management, says the annual expenditure for flood control is
closer to $9 million or $10 million. And the corps doesn’t itemize the cost
in such a way that they could know how much sugar farmers benefit. “In
my view, this article makes it appear that the bulk of this project is used
to subsidize sugar,” says Bonner. “And we don’t feel that’s the case.”

Time describes Alfonso Fanjul’s conversation with the president this

way: “The two spoke for 22 minutes. The topic: a proposed tax on sugar
farmers to pay for the Everglades cleanup. Fanjul reportedly told the presi-
dent he and other growers opposed such a step, since it would cost them
millions. Such a tax has never been passed. That's access.”

The only wrinkle: President Clinton continued cam-
paigning for that proposed tax in
Florida, despite Fanjul’s “access” and
entreaties. Time doesn’t mention that
or explain that the tax proposal—a
state referendum in 1996—was defeat-
ed because voters rejected it, not
because the president caved to the “sub-
sidy barons,” as Time dubs them. “The
whole point of that exchange,” says
Steele, “is that the average person can’t call
up Clinton and get into the Oval Office.”

Less egregious but surprisingly sloppy
was that no one at Time caught the mis-
quoted sugar price cited in the story: it’s
actually 22 cents a pound, not $22. Steele says
that’s the only mistake he’s aware of. “There
was an unfortunate dropping of the decimal
point,” he concedes.

As for giving Flo-Sun a chance to respond

Reporters James Steele and Donald Barlett

to those charges, Dominicis says Steele assured
him, “‘Oh, I don’t think we’re even going to do
that story.” In a second call, Dominicis says
Steele explained, “There is 2 chance that we may
mention you in passing in one of the pieces, so
just want to ask you a couple questions.’”

Dominicis says Steele’s queries were
focused on the subsidy (about which
Dominicis is quoted) and south Florida envi-
ronmental issues. Dominicis pressed Steele to
give him a better sense of other areas he might
be covering so he’d have the chance to
respond to all charges. “‘As a matter of fact,”” Dominicis recalls Steele
saying, “‘based on these answers, I don’t even know how we fit you
in.”” When Steele is asked whether he gave Dominicis the opportuni-
ty to respond to each allegation, Steele says, “I would have to look at
my notes and refresh my memory....You don’t run everything anybody
says to you. We certainly thought we gave him his say on the princi-
pal issue, which is the [subsidy] program itself.”

When the article appeared, Dominicis called Steele to object, but,
according to Dominicis, the reporter insisted the piece was fair and
“not really about” the Fanjuls. Dominicis pointed out that the brothers’
picture was front and center. “We weren’t just a tiny part of the story,”
he says. “We were the story.”

“I think when people see themselves written about in what they
believe to be an unfavorable light, that’s all they see,” says Steele.
“IDominicis) was asking ‘Is this just an article on the Fanjuls?’ The
answer to that was no; it was part of the series.”

Dominicis has a list of charges he was never allowed to rebut. For
instance, Time said an attorney for migrant workers claimed that “of all
the growers, the Fanjuls have treated their workers the worst.” That kind
of charge cries out for some reply, but readers didn’t hear one because,
Dominicis says, Steele never asked about it.

“{ felt it was exaggerated and overdone,” says Lehtinen. “Because

they take a small factual matter that deals with some
——\ sources of pollution and some debates over national
policy and then they quite inappropriately attribute
all kinds of problems to sugar.”
“[W1hat [Dominicis] would like more than any-
thing else is that they would never be written about
again,” says Steele. “So anytime there’s anything
like this written about them they’re going to go to
extraordinary lengths to discourage people.”
Dominicis says Steele ultimately told him to put
his objections in writing; Time published
Dominicis’s letter to the editor in December, edit-
ing out his complaint that the magazine didn’t
allow him to respond to accusations. (A copy of
Time's published version and the original letter
can be found at www.brillscontent.com.)
“What's hard to live with,” says Dominicis, “is
that they wouldn’t even give someone a chance
to give their point of view.” —Abigail Pogrebin

Time’s story about the Fanjul brothers.
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Fashion-speak can be hard to decipher. So we
turned to designer Norma Kamali, Mirabella beauty
director Rachae! Combe, and a fashion magazine
editor who wished to remain anonymous to tell us
what fashion editors mean when they proclaim,
“Orange is the new pink.”—Katherine Rosman

*Casual chic”: Often used to describe T-shirts
and other basics. It means they look cheap, but are
actually outrageously expensive.You never have to
feel underdressed because you spent so much.

“She has reinvented the platform shoe”: A
designer has taken an old platform shoe and
slapped a new label on it so she can sell it for a
wad of dough.

nd Ma“ St

“Gray is the new black”: Throw out all the
black stuff that we implored you to buy last season
and buy the exact replicas in gray. (WARNING:
Though gray is in fact the new black, this summer,
it’s all about color)

“It’s very Donna’": (Karan, that is.) An outfit that
is black and shapeless, and hides thunderthighs.

The Perils Of Spin/’ (‘;

LANNY DAVIS, PRESIDENT CLINTON’S POINT MAN ON
pre-Lewinsky damage control, heaps praise on the very journal- To TELL
ists he so vigorously spun. In Truth 1o Tell, Davis’s recently pub-
lished account of his White House tour of duty, he calls
Newsweek's Michael Isikoff “feisty, with a razor-sharp intellect” / Bt fomserr
and 7imé's Michael Weisskopf “one of the best in the business.” 1335

But elsewhere in the book, Davis attempts to settle some ,WHITE?,T:&FROM e
scores; in doing so he reveals much about the spin process. He | La“ny EEDUCATION
singles out The Boston Globe's Michael Kranish as working / *~ vl - ‘avig
with a “connect-the-dots mind-set” and implying causation
when there isn’t any. Kranish broke a January 1997 story
derailing a campaign donor’s efforts to influence the presi-
dent’s immigration policy, calling attention to the adminis-
tration’s decision to withdraw support for a key bill.

Although Davis admits that the story was basically accu-
rate, he complains that Kranish’s language and tone implied
the president had changed his policy position, while the
White House claimed its retreat was just tactical. Kranish

FASHION: DEFINING WOMEN

“Classic™: This adjective describes frumpy, British-
influenced pieces that cost upwards of $2,000.

“Minimalist chic”: Describes black or white
clothes that have no real design but cost an
obscene amount of money.

“Boho chic”: Short for “bohemian chic”;
describes a shirt, skirt, or pants that look like
they've been tie-dyed in your basement but really
were made by Galliano, and command a price that
could feed a small nation.

“A return to femininity”’: Describes items in
pink, orange, or lavender (or any color that is not
black or white); the opposite of minimalist chic

“Downtown chic”: A style that pairs an expensive
item, such as Helmut Lang pants, with a ratty T-shirt
bought on the street.

“Fur is back!”: This declaration appears every two
years. Means that supermodels are sick of their animal
rights shtick (and faux fur),and are now rallying behind
the economically depressed fur trappers.

Davis about Al Gore’s
fund-raising at a Budd-
hist temple in June

1997, Davis writes that Van Natta assured

him that his story would exonerate the vice-

president. Davis then granted Van Natta

and Drew exclusive access to potentially
damaging documents, hoping the reporters
would sandwich the bad news in the middle
of a generally positive article.

Davis was furious when the 7imes story
appeared. “I was especially upset,” he writes, “because
I had kept my side of the bargain, and then some, and
felt that the New York Times reporters had not recipro-
cated.” Van Natta says Davis was “naive and stupid to
expect that we would swallow his spin whole and
regurgitate it to our readers.” Van Natta explains that
he and Drew planned to do more reporting after

stands by his story. “I think it’s extremely balanced,” he says. their White House visit, which they had made “very
New York Times reporters Don Van Natta Jr. and Christopher  clear” to Davis. Says Drew: “This is really a case of the master
Drew have even less patience with Davis. When Van Natta called manipulator outfoxing himself.”

(SIAVQ) SYINVIWSMIN/SITIZ (NOILYYELSNIN) SWYAY HL3a

—Jeff Pooley
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READING THE WALL STREET JOURNAL'S WEEKLY “GETTING
Going” personal-finance column, you might feel like you're getting
somewhere that you've already gone. We studied a year’s worth of
“Getting Going” columns by Jonathan Clements and found that
some advice recurred often enough to give a reader a justified feel-

ing of déja vu.

Number of times in 52 columns from May 1998 through
May 1999 that “Getting Going” has recommended:

Maintaining a diversified investment portfolio:

Investing in an index fund: 12
Trying to save more money: 7
Joining your employer’s 401 (k) retirement plan: 6
Holding on to stock investments for the long haul: 6

Clements, who launched “Getting Going” in 1994, cheerfully
admits to being a recycler. “1 joke to people that there are basically only
twenty personal-finance stories” that one can write, he says, “which is
a problem since | have to come up with fifty-two columns a year.”

The simplicity of Clements’s advice—and its mantralike repeti-
tion—fit the column’s philosophy. Clements says his readers aren’t
sophisticated investors: They want unflashy, steadily growing invest-

Weasel

DON IMUS fans know a favorite epithet of his is
weasel. On two mornings in May, we watched the
I-Man’s nationally syndicated radio show on MSNBC (where
it’s simulcast each morning from 6 until 9) and heard him sling
the word at foreign dignitaries, politicians, Hollywood machers,
and even a member of his own family.—Ed Shanahan

Tuesday, May |, 1999:

I. “That bag-eyed, noodle-sucking, little weasel ambas-
sador.”—Li Zhaoxing, China’s ambassador to the U.S.

2. “He’s a juiceless weasel now.”—Agent Michael Ovitz.

3. “Get that fat weasel on the phone.”—Roger Williams, the
executive vice president and chief operating officer of Speedvision,
a cable network and national sponsor of the Imus show.

4. “God almighty, what a bunch of weasels.”—Reference to
Williams and others connected to Speedvision.

5. “That bag-eyed, rice-suckin’, little noodle-suckin’ weasel
ambassador from China”—Li Zhaoxing.

6. “Remember how you weaseled [acre] number one on the
original 810" —Comment to newsman-sidekick Charles
McCord. Reference to acres on Imus’s charity ranch in

Ao WIT-MIV/olad s WGl LENd[gle] At The Wall Street Journal

ments that will finance home purchases and
their kids’ tuition, and provide for a secure
retirement and a nest egg in case of emergen-
cies. If these are your goals—as opposed to
making a killing by picking the next monster
tech stock—then investment is simple, says
Clements. Put your savings into a diversified
portfolio, tinker with it as little as possible,
“close your eyes...and you’ll wake up in thir-
ty years very, very rich.”

So if there really are only 20 investment stories to be written,
why not write only 20 columns a year? In part, because the column
is a security blanket. “I'm not just teaching people,” Clements
asserts. “I'm affirming to them that they’re doing the right thing.”
Besides, he adds, “most people hate personal finance, it’s a close sec-
ond 1o going to the dentist.” But readers will absorb the advice, he
says, “if you can serve it up in small, bite-size chunks.”

Clements says his main themes are also worth repeating because
panic and overconfidence conspire to push investors into foolhardy
trading decisions. “You want to see the biggest threat to your finan-
cial future?” he asks. “Go home and look in the mirror.” In other
words, if you get the urge to do some impulse trading with your
stocks, you're better off letting Clements’s familiar advice lull you
back into your 3o-year nap. —Marthew Heimer

The Journal's Clements

New Mexico that is being created as a camp-hospice
for seriously ill children.

7. “Ger that bald-headed weasel on the phone.”—Brother
Fred Imus, with whom the I-man is extremely close.

8. “You sound like [Energy secretary] Bill Richardson trying to
own up to these noodle-sucking little weasels up there at Los
Alamos stealing our nuclear secrets.”
—Reference to alleged Chinese spies at the
Department of Energy lab in New Mexico.

Wednesday, May 12, 1999:

I. “That bag-eyed litle weasel,
noodle-sucking loser ambassador
from China.”—Li Zhaoxing.

2. “He’s a Hollywood weasel.”
—movie mogul Jeffrey Katzenberg.

3. “He is a weasel.”—U.S. Senator
Charles Schumer, D-N.Y.

4.“You would align yourself with those two
weasels.”—Reference to Schumer

and President Bill Clinton.

5. “George W. Bush is a
gutless weasel.”
—Self-evident.

(SNWI) ININLNO-SITYOD/ZIOH IDUOID {(NOLLYVYLSATI) NYIWTIIH ANNYQA ((SLNIWITD) fsm 40 ASILYNOD



The One Business Tool
You GCan’t Do Without

Fast Company perfectly illustrates the explosive power
of a better idea. It can help put your job, your career,
and your business into an exciting new realm.

Fast Company is the business tool that gives you the
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explore new business strategies.
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FIGHTIN’ Words

Martial Artists Feel Sucker Punched By Fox Files.

HE FIGHTERS WHO COMPETE
in mixed martial arts—also
known as extreme fighting—
tournaments are reputedly
some of the toughest men on
the planet. Their sport,
which combines elements of kickboxing,
jujitsu, and wrestling, and often allows
combatants to choke opponents and punch
them when they’re down, is decidedly no
place for whiners. But a recent feature on
Fox Files, the Fox magazine show, has these
modern-day gladiators crying foul.

Supporters  of extreme fighting
complain that Fox Files used misleading
footage in the March 25, 1999, segment
“Caged Warriors,” and filmed it with what
Carol Klenfner, director of public relations
for mixed martial arts league Ultimate
Fighting Championship (UFC), calls an
“Oh-my-God-people-are-going-to-die”
attitude in order to portray it as a savage,
underground death sport instead of as an
activity which, she says, is far less dangerous
than such mainstream sports as boxing. The
producers of Fox Files wonder what all the
fuss is about.

“Caged Warriors” starts with grainy
footage of two men battling in a caged
arena. Correspondent Catherine Herridge
explains to viewers that “ Fox Files uncovered
this illegal fight in a warehouse near Los
Angeles.” Over a montage of brutal fight
scenes, Herridge describes the sport as
“lechal,” and “like something out of
Thunderdome. Two men enter. One man
leaves.” Superimposed over one scene is the
sentence, “An American fighter was beaten
to death last March during competition.”
Later, Herridge refers to mixed martial arts
as a “human form of cockfighting.”

But it turns out that some of the brutal
footage isn’t from the L. A. fight that Fox Files

covered. Mixed in with Fox Files's own
footage, say UFC technical adviser
Joe Silva and Sal Garcia, manager for
fighter Tito Ortiz, is footage from
other matches, including Cage Fight
Tournament I11, a 1997 Russian bout
that Garcia says was “a different
fight with different rules.”

Fox Files senior producer Pamela
Browne says that such accusations
are nitpicky and beside the point,
which she says is that people are
“pummeling the crap out of each
other in a ring.” She refuses to discuss
Fox Files's combat footage, saying that
“minutiae analysis, frame by frame, is
not what this...is about.”

UFC’s Klenfner bristles at the
labels “lethal” and “deadly,” and at
the comparisons to the movie Mad
Max Beyond Thunderdome (in which
“two men enter” and “one man
leaves” because the fighters battle
until one dies). The death men-
tioned by Fox Files (Douglas Dedge’s
in 1998) is the only fatality in the his-
tory of the sport, and, says Klenfner,
it took place in a non-UFC-sanctioned
fight in the Ukraine. This makes
extreme fighting far less dangerous than
boxing (39 “notable” deaths since 1961,
according to The Associated Press).
“Besides,” adds Klenfner dryly, “from a
business perspective it wouldn’t be terribly
intelligent to have our stars get killed.”

Herridge states that “forty-six states
have banned” mixed martial arts. In fact, at
least four states permit the sport. But of the
remaining 46 states, only some, such as
New York, have laws explicitly prohibiting
the sport. Others have not addressed it.
The California State Athletic Commission,
for example, prohibits certain holds used

ediied by. Slosh Iareck
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Advocates of “extreme fighting” say that Caged Warriors
exaggerated the illegality and brutality of the sport.

in mixed martial arts, but does not explic-
itly outlaw the sport. CSAC executive
officer Rob Lynch says that the commission
considers proposals for fights on a case-by-
case basis, and is in the process of develop-
ing regulations to allow the sport to take
place legally.

Browne says that Fox stands by the
report. “Fox Files is about gritty, underground
street stories,” she says. “We dish it up and
put it out there for America to look at and
decide. That’s what we do.” —Ari Voukydis
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B. CRUSADER
C. MUCKRAKER
D. SCOUNDREL
E. HERO

Match each one with the appropriate journalist.

Hearst Cooke Duranty Wells Murrow

You can't, can you? Journalism attracts all kinds — the good, the bad and

1 U::S‘ IRy  the in-between. And sometimes newspeople are a little of each. Walter
{ Scoundrels,

Journalists '.‘ . Duranty, for example, was not one of the shining stars of the fourth estate.
In 1932 he got a Pulitzer Prize for predlctmg Stalin's rise to power A

existence of a government-engineered famine that the dlctator used to kill
9 million people. He wrote the story in order to preserve his reputation as a reporter and his
access to Soviet officials.

Journalism is full of haranguers, pot stirrers, liars and genuine heroes. “Crusaders, Scoundrels,
Journalists” profiles nearly 300 of the best known newspeople. It's available right now.

The Story Behind The News
On sale now at the Newseum, in bookstores, online and by calling 703/284-2880 for phone orders.

1101 Wilson Blvd., Arlington, VA (2 blocks from Rosslyn Metro) « Free Admi « Open Wednesday - y, 10 a.m. to 5 p.m. + Call 888/NEWSEUM or 703/284-3544 + www.newseum.org




The Times Joins

The Synergy Generation

STRIKE ANOTHER BLOW FOR CROSS-MEDIA POLLINATION. EVEN THE VENERABLE
New York Times is getting into the act.

An April 13 front-page story analyzing the U.S. investigation of Usama bin Laden,
the man charged with blowing up two U.S. embassies in Africa last year, coincided
with the broadcast that evening of a PBS Frontline documentary on the same subject—
a documentary coproduced by none other than the Times.

The paper did not try to hide the connection; in fact, a box at the end of the article
(on page A6) alerted readers to the documentary, “The Terrorist and the Superpower,”
and the paper’s television review that day was devoted to the show. The column, written
by an outside contributor, gave the show a mixed review.

This was the Timess first coproduction with
Frontline. Times executives say this will probably not be

the last such collaboration, given the paper’s new push to
branch out into other media, according to Richard
Flaste, managing director for television at The New York
Times Electronic Media Company.

The Times approached Frontline about working

together and the two organizations together came up
with the idea for a bin Laden story—a subject that
Times reporters had been pursuing for eight months.
“We worked on parallel tracks,” says Tim Weiner, the
reporter who wrote the story for the Times. “When | had
sources who agreed to appear on camera, | [referred them to
Frontline producers). | reviewed the transcripts of all [of
Frontlines] interviews.”

Did the joint effort influence the editors’ thinking when
they were deciding whether to run the story on the front page?

“On the merits, the story belonged where it was,” says Bill
Keller, the Times's managing editor. “It was our first attempt
to step back from a year of exclusives on bin Laden” and
examine what the United States did and did not know about
the alleged terrorist mastermind.

On the other hand, “the timing was obviously planned. We agreed with Frontline

to run [the story] that day,” unless some earth-shattering news broke, says Keller.

Keller acknowledges that promoting the Frontline venture was a bit out of character for
the Times. “We do tend to be a little more self-effacing” than most papers, he says. “We
thought about that,” he adds. “I don’t regard the article as a promotion. The box was. It was
a pretty discreet promotion. It’s in the same vein as when we refer people in a box to more
information on our website.”

As for the television review,

~s
-

Usama Bin Laden

UP TO 5 MILI.ION REWARD

Scenes from Frontline's
“The Terrorist and the
Superpower”

=2 (';l)c cwlorkenmcs s

Keller says he had no prior |
knowledge of it. John Darnton, o U~ Yugoaiavia: G
culture editor, says he assigned it e § 4 = ,
after getting a press release from — o

* PBS. He says he had no idea the  The Times story \
Times was running a news story  on bin Laden
that day until just a few hours appeared the
before the paper went to press. ~ S2M€ Sy apkiendibEs

documentary.

—Rifka Rosenwein ’ \
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Measuring The Coverage

VS.
Littleton

THE POST-MONICA LEWINSKY NEWS
vacuum was short-lived. In March, NATO
launched its air campaign in Kosovo, and
just a month later gunfire erupted at
Columbine High School.

We decided to compare the volume of
newspaper coverage of the two stories.
The breakdown below reflects the first
week of that coverage: March 25 through
March 31| for Kosovo and April 21 through
April 27 for Littleton. We looked only at
news stories, not editorials.

Of the dailies we surveyed, The New
York Times devoted the most ink to the two
stories, running more than twice as many
words on the Kosovo campaign as it did
the school shootings.

By contrast, USA Today—which prints
a single weekend edition—devoted far
less space to both stories, and its word
count favored the Littleton tragedy. Our
tally appears below. —Jeff Pooley

Number of words for Kosovo

. Number of words for Littleton

The New York Times
104,078

|

Chicago Tribune
54,154

l

Los Angeles Times
63,352

The Washington Post
78,253

USA Today
34,352

i

1 J
0 ZO 000 50,000 120,000
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CORPORATE FAMILIES often gather
improbable cousins under the same roof.
Can you match the products/publica-
tions/companies in the bottom column
with their corporate owners in the top
column? Answers are below. (There are
two entities in the bottom column for each

corporate parent in the top.)— Leslie Heilbrunn

MATCH THESE. ..

The Walt Disney Company @
TIME WARNER

The Seagram Company Ltd.

©c00e¢

Times Mirror Company

© ® News Corporation
o GANNETT

e+ TO THESE

Times (of London) Literary
Supplement

DC Comics

Weight Watchers
magazine

Rocky and Bullwinkle
cartoon

Field & Stream

Women’s Wear Daily
The Golf Channel s
USA Networks, Inc.
Army Times

Space News

Jane magazine

Jeppesen Sanderson,

Inc. (flight information
services, including flight
planning information and
aviation weather and
navigation data)
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Say IT WasNT So, JoE

JOE DIMAGGIO’s death in March
was more than automatic front-page news.
It was a chance for writers around the
country to swing for a literary home run.

Those who’d actually seen the Yankee
great play or, better yet, had met him, took
the biggest cuts. In San Francisco,
DiMaggio’s hometown, Dwight Chapin, a
senior writer at the San Francisco
Examiner, knew DiMaggio, and

Chapin’s coverage of Joltin’
Joe’s life and death amounted to
a clean hit. But, in a sidebar

about meeting up with
DiMaggio on a softball field
in San Francisco one morn-
ing some 20 years ago,
Chapin whiffed.

In  the article,
Chapin wrote that a
teammate of his on the
Examiner's softball team
two decades ago sug-
gested—"almost as a
dare”—that Chapin phone
DiMaggio and invite him to
throw out the first ball at the
Bay Area Media League’s sea-
son opener. Chapin wrote that
he called Joe, gave him direc-
tions to the park, then forgot
all about it. On opening day three weeks
later, he was stunned to see “a figure eerily
walking through the mist out in center
field. A ghost-like figure dressed in a black
suit. Joe DiMaggio.”

After chatting with the journalist-play-
ers, Chapin recounted, DiMaggio, in dress
shirt and tie, took the mound, tossed the
ball to the Examiner's catcher, and left,
“through the far, damp reaches of center
field, into the fog. Very much as if he were
walking into that cornfield like Shoeless Joe
Jackson in Field of Dreams.”

Well, somebody was dreaming. I was at
that game on August 16, 1980. I had hap-
pened onto DiMaggio on the street, and
walked with him to the diamond, where
Jan Sluizer, a radio reporter serving as
commissioner of the media league,
welcomed him. I'd always thought that
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DiMaggio in a tie, which is
not how he appeared
at the game in question.
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she was the one who got Joe to show, and
when I called Sluizer after Chapin’s obit
appeared, she confirmed my memory.

“I’s  revisionist history,” Sluizer
declared. The idea came up among a
group of players that did not include
Chapin, she said, and it was she who sent
an invitation to DiMaggio, in care of a
hangout of his, Reno Barsocchini’s bar in
North Beach. A few days later, Sluizer
recalled, Barsocchini phoned for DiMaggio
to say, “He’ll be there.” And he was.

Furious at Chapin, Sluizer sent him

a copy of the softball league’s
newsletter from September
1980. The top story
was headlined, “Yankee
Clipper Opens Season.”
In that article, the
writer recounted his
surprise  at  seeing
DiMaggio on the field.
“I'm still not sure what
he was doing,” he wrote,
“except...Sluizer  asked
him to come by and throw
out the first ball.” In an ac-
companying photo, DiMaggio
wore a plaid sport coat and an
open-necked golf shirt. No tie.

The byline on the account:
Dwight Chapin.

In an apology w0 Sluizer, Chapin
denied that he was revising history, and
blamed “addled thinking—I hope not
brought on by creeping senility.”

“I do recall having talked to Joe myself
at the time,” says Chapin, “probably back-
ing up Jan, after she’d initially contacted
him.” He admits that he’d “totally forgot-
ten” about his 1980 article. He meant well
with the sidebar. “The main intention of
the story was to marvel at the fact that he
showed up,” he says.

What lesson did he draw? Fact check
every story, even if you were part of it?
Check your files for forgotten articles?
Don’t be too eager to take credit? “The les-
son,” says Chapin, “is that even the recall
of a journalist isn’t as good as it should be
after that many years.” —Ben Fong-Torres
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Civic Journalism is ...

About expanding our vision.

ometimes journalists are seen as being part of an
S unholy alliance with the powers that be. And
we do suffer from a myopia simply because constant
deadlines make it hard to get away from the bountiful
sources of information that reside in government or
corporate buildings.

Civic journalism is an antidote to that myopia. It
compels us to go outside and bring our communities into
our building.

For example, KQED, with other news
organizations in the Bay Area, set out to look at
transportation issues. Ordinarily, we get our information
from transportation agencies, pressure groups or our own
commutes. But we held town hall meetings for a year and
we gained a richer understanding of how complex the
situation is. It made us smarter, gave us more sources,
enabled us to ask the right questions and gave focus to our
coverage that | don't believe we would have achieved
through more traditional methods. And the people who
came out gave us credit for listening to their views.

We don't abandon journalism to pursue civic
journalism. We retain the values of critical thinking,
skepticism and the desire to search for a better, more
accurate story. But we have better tools for making that
search. And we gain credibility. People see we're not in
an unholy alliance with anyone except those who help in

our search for truth.

News Director

KQED-FM, San Francisco
e SRR

The Pew Center for Civic Journalism is pleased to
present this message, another in a series on how
journalists are trying to improve news coverage by
involving citizens -- and improve the community
through their work. For more information, call
202-331-3200.

Pew Center for Civic Journalism

Jan Schaffer Jack Nelson
director chairman

1101 Connecticut Ave., NW, Suite 420
Washington, DC 20036
www.pewcenter.org



|JHE BIG BLUR BY ERIC EFFRON |

Lcommerce

Websites are linking information and sales in all sorts of new ways, and it’s hard to
tell what's what. Can publishers agree on a set of standards to sort it out!
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RANSACTION JOURNALISM. THAT’'S A
phrase I had never even heard until
recently, but it’s starting to creep into
the journals of media executives, mar-
keting gurus, and journalism scholars.
If you’re concerned about the quality
and credibility of the news and infor-
mation you consume online, it’s a
phrase you should be thinking about, too.

When I first encountered the phrase, all I could think of
were some of my favorite oxymorons, like “jumbo shrimp”
and “unbiased opinion.” Transactions happ<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>