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This is a story about the

And like most good stories, it begins with one arresting fact: In
the year 2000, state-of-the-art eBook technology will become
available on PCs, laptops and a variety of handheld devices.
That's an installed base of 150 million Microsoft® Windows®-
based PCs and laptops, for a start.

The driving force behind this reading revolution is Microsoft®
Reader. And unlike any other eBook technology that has come
before, it delivers a quality reading experience that begins to
rival paper. It gives publishers the power to deliver content
immediately, across the web and via other digital media. And
it will be available next Spring on the largest installed base of
personal computers in the world.

It all begins

The idea behind Microsoft Reader can be
summed up in one word: Clarity.

Let's be honest, the computer screen has never been comfortable
for reading — especially for books and other long works. Com-
pared to paper, the type is jagged, margins vary, the display is

blurry. That's why people tend to print any document longer than a

few pages. Poor on-screen reading is the main reason you may
have believed that successful eBooks are still many years away.

But Microsoft Reader changes all that. Designed specifically to
address the shortcomings of today's computer reading experi-
ence, Microsoft Reader brings to the screen exactly what we all
love about books: clean, crisp type, traditional layout and an
uncluttered format. The result? The first paper-like reading
experience on a PC. It turns nonbelievers into true believers.
And that'’s only the beginning.

Easy to carry and easy to create.

We're constantly faced with a barrage of information. Yet none
of us has enough time to consume all the media available today.
To stay informed, we all seek new ways to maximize the benefits
of reading. With Microsoft Reader installed on your laptop or on
your handheld device, you can take eBooks and other electronic
reading with you - hundreds or thousands of titles - ready to
read at work, on the road, at home, or while commuting.

Creating eBooks scales from large publishing houses, to small
presses, to self-published authors. The text you already have is
all that you need. A simple conversion process changes your
text into an eBook, ready for reading, distribution and sale.

here.

Paper or eBooks, the choice is yours.

Over the next few years, books, newspapers and magazines

will continue to be available primarily as print. We anticipate
that eBooks will become an important alternative, a new
opportunity for quick, convenient reading. Over time, we expect
that books and other content will be available in both print and
in electronic formats, letting the customer choose which they
will buy. And in the future, eBooks may come to be preferred,
especially by younger generations. Who knows, you may soon
be able to read this publication with Microsoft Reader.

How will Microsoft Reader revolutionize publishing? Time will tell.

No one can predict the future, but this timeline represents the best estimates of Microsoft
researchers and developers familiar with the history of electronic publishing.

Electronic
textbooks appear
and help reduce

backpack load
on students.

PCs and eBook devices offer
screens almost as sharp as than a pound, run eight
paper: 200 dpi physical hours and cost as little as
resolution is enhanced even $99

further with ClearType.

eBook devices weigh less
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CHAPTER 1

Loomings

( j all me Ishmael. Some years ago — never mind
how long precisely — having hitle or no money
in my purse. and nothing particular to interest me

on vhore, [ thought 1 would sad about a litle and see the

watery part of the world. It is a way | have of driving off
the spleen, and regulating the circulation. Whenever | find

myself growing gnm about the mouth: whenever 1t 1s a

darup, drizzly November in my soul; whenever | find my-

sclf involuntanly pausing befare coffin warchouses, and
brirging up the rear of every funcral | mect: and especially
whenever my hypos get such an upper hand of me, that it
requires a strong moral principle to prevent me from delib-
eraely stepping into the street. and methodically knocking
peaple’s hats off — then, [ account 1t high time to get to sca
as soon as | can. This 1s my substitute for pistol and ball

With a philosophical flourish Cato throws himself upon his

sword; [ quietly take to the ship. There is nothing surprising

in this. If they but knew it, all men in their degree, some

Tablet PCs arrive The sales of eBook . - eBook stands proliferate, eBook titles begin to outsell
with eBook reading, tittes, eMagazines. | offering buok and peri- paper in many categories.
handwriting ihput and and eNewspapers : odical titles at traditional Title prices are lower, but
powerful computer top $1 b lion. bockstores, newsstands, zales are higher.
applications. ' airports - even in mid-air.




With Microsoft Reader, the

Microsoft Reader with ClearType:

Seeing is believing.

At the heart of Microsoft Reader is ClearType,™ our revolution-
ary display technology that dramatically improves the resolution
of Liquid Crystal Display (LCD) screens. ClearType technology
delivers a huge improvement in on-screen readability, creating
distinct. sharp and clear characters. It provides a truly comfort-
able, “immersive” reading experience. How good is it? In a
Microsoft study conducted in September, 96 percent of those
surveyed preferred ClearType to conventional computer display
technology in a side-by-side comparison.

In addition to ClearType itself, Microsoft Reader delivers the
finest qualities of traditional typography: ample margins, fully
justified text, proper leading and kerning, and a book-like user
experience that eliminates the distracting icons, buttons and
bars that can clutter computer screens. With Microsoft Reader,
eBooks will look as good as they read.

Improving upon perfection.

How did our effort to improve on-screen reading begin? For the
past two years, Microsoft researchers have studied the influ-
ence of typography on the process of reading. We came to a
simple conclusion: the book is a perfect reading machine.
Evolved over centuries, the well-designed book frees the mind
to focus not on letters and words, but on the story and meaning.
A good book disappears in your hands. So when we set out to
design the optimal reading software, we didn’t dismiss the book.
Instead, we embraced it as our blueprint. The result is Microsoft
Reader.

1999 Microsoft Corporation. All nghts reserved.
Microsoft, ClearType, Reader, and are either or of Ci n
the United States and/or other countries. Other product and company names mentioned herein may be the
trademarks of their respective owners.

Electronic and paper
books compete vigorously.
Pulp industry ads promote
“Real Books from Real

Trees for Real People.”

Features that outperform paper.

Like paper, Microsoft Reader lets you highlight text. You can
mark a place with a bookmark. Annotate at will. And, like print,
you turn pages instead of scroll. While the paper book was

our blueprint, we found useful ways to improve upon it. With
Microsoft Reader, you can search for words and phrases. You
can look up unfamiliar terms with the built-in dictionary. You
can resize the type to create an instant large-print edition. And
use the power of the computer to create a library that stores and
manages a large collection of books and periodicals. Microsoft
Reader also supports audio: you will be able to listen to spoken-
word titles as well as read on screen.
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CHAPTER 1

Loomings

all me Ishmael. Some years ago — never mind
‘ how long precisely — having little or no money

in my purse, and nothing particular to interest me
on shore. | thought | would sail about a little and see the
watery part of the world. It is a way | have of driving off
the spleen, and regulating the circulation. Whenever I find
myself growing grim about the mouth: whenever it is a
damp, drizzly November in my soul; whenever | find my-
self involuntarily pausing before coffin warehouses. and
bringing up the rear of every funeral 1 meet; and especially
whenever my hypos get such an upper hand of me, that it
requires a strong moral principle to prevent me from delib-
erately stepping into the street, and methodically knocking
people’s hats off — then, | account it high time to get to sea
as soon as | can. This is my substitute for pistol and ball.
With a philosophical flourish Cato throws himself upon his
sword; | quietly take to the ship. There is nothing surprising
in this. If they but knew it, all men in their degree, some

Microsoft Reader provides
a clean, uncluttered page.

g e =

Former high-tech rivais
unkie te fund the con-
version of the entire
Litrary of Congress to
eBooks.




future of reading is clear.

Protecting Intellectual property.

Microsoft Reader includes a flexible copy protection system
designed to protect the copyrights of authors and publishers.
Our Bookplate technology is an unobtrusive method for keeping
honest people honest. It electronically encodes the purchaser’s
name on the title page of their book or magazine to discourage
unlawful distribution. We also offer a more sophisticated copy
protection system that actively deters illegal copying. Microsoft
Reader isn’t burdened with copy protection overkill. Instead,

it provides publishers and authors with a choice of security
options appropriate to the level of protection required.

Reader tools like search, annotation,
highlighting, and a dictionary are
available when you want them.
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Book (buuk) n. 1.
a printed written work,
often stitched or glued
at one edge and covered
with cardboard panels
and paper.

Major newspapers publish
their last paper editions and
move solely to electronic X
distribution. 3

Paper becoks remain popular as
gifts, for collectors, for books of
fine art and photography, and
for those who prefer a print
reading experience,

Based on the Open eBook specification.

Microsoft supports the work of the Open eBook (OEB) organiza-
tion, which provides publishers with a standard way to format
their titles so that they can be read on all compliant eBook
software and hardware. Titles that are formatted according to
the OEB specification can easily be distributed to the Microsoft
Reader. For publishers, that means an incredible benefit:
format once and publish anywhere. From desktops to laptops
to handhelds, and dedicated eBook devices as well. To learn
more about the Open eBook initiative, visit the OEB web site at

http://www.openehook.org.

Microsoft Reader is good news for

booksellers too.

Although the Internet is an important new delivery vehicle for
eBooks, readers still value the comfortable atmosphere of their
favorite bookstore. In fact, the coming of the eBook creates new
opportunities for booksellers. eBook titles for Microsoft Reader
will be available to bookstores on CD-ROM, as well as via the
web. We are also developing in-store facilities that can bring
web distribution into the bookstore, enabling booksellers to
transfer eBook titles directly onto their customer’s reading
devices. It's efficient. It's low overhead. And it's profitable.

Talk to us - we can help you get ready.

The story of the eBook is just beginning, and everyone can write
their own chapter. Have questions? Need help? Talk to us. Visit
our web site at www.microsoft.com/reader/. Or drop us a note

at msreader@micresoft.com.

Mijgrosoft Wl

eader

with ClearType

Microsoft

Where do you want to go today?

Book (buuk) n. 1.
a substantial piece of
writing commonly
displayed on a

computer or other
personal viewing device.

Ninety pareent of all titles are now
also sold in electronic as well as
paper form, Webster alters its 1st
definition of the word “book” to refer
te elSook ttles read on screen.




THE NEXT CLASSIC POLO SHIRT
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SKEPTICISM

IS A WEAPON.

IT DEFLECTS SPIN, PROPAGANDA,
P.R., B.S., PRESS AGENTS,

PUBLICITY SEEKERS, |  sicpicisn s it

little voice that tells

HEARSAY, UNNAMED SOURCES, you you'll never be a

millionaire with little

AND ANYONE WITH A HIDDEN AGENDA. or no money down.




SKePTICISM IS THAT SNEAKING SUSPICIO N THAT ALL ASPIRIN ARE ALIKE.

SKEPTICISM IS A QUALITY

shared by truth seekers, freethinkers and realists.

Skepticism Demands that SKEPTICISM MAKES THE WORLD
Proof and Facts

be Unsanitized, Uncensore d A l l UUN ’A Bl g
and Unembellished. ®

SKEPTICISM
IS A VIRTUE.




Check stock quoteas.
Research companies.
Get up-to-the-minute
financial news. Then
gc to the kitchen ard
make an omelette.

www.jahoo.com

The world’s hottest new financial headquarters.

Yahoo! Finance
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Eayien



SCOTT MENCHIN

WHAT WE
STAND FOR

[ 1[ACCURACY

Brill's Content is about all that
purports to be nonfiction. 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.

SOURCING
Similarly. i a publisher is not
certain that sc 1ing 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.

| NO CONFLICTS OF

3 INTEREST

We believe that the content of anything
that sells itself as journalism should be
free of any motive other than informing
its consurmers. In other words, it
should not be motivated, for example,
by the desire to curry favor with an
advertiser or to advance a particular
political interest.

4 | ACCOUNTABILITY

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

FIR|O/M|[TIHE| [EIDITIOIR]

WHY WE LOOK
DIFFERENT

magazine's design—or, in

this instance, its redesign—

pretty much has to speak for

itself. Nothing I tell you about

how we chose our color

palette, or why we’ve changed
fonts, will determine whether our new
design works for you.

But [ do want to explain what we think
we're accomplishing, and why we’ve done it.
Put simply, now that we’ve established

our editorial voice as the magazine for
enthusiasts of the Information Age, we want
to make our look match our attitude. That
meant creating a visual presentation consis-
tent with our editorial focus.

Our original design served us well
during our first year of life, but as we kept
adding features and fine-tuning our
offerings it became difficult for readers to
navigate and to understand, via our graphics,
what we were trying to accomplish with
our words.

Some of our goals for the new design
were intangible. We wanted a look that
reflects the skepticism, but also the wonder
and enthusiasm, that many of us feel about
our media age. So we went for an approach
you could describe as being sharp and
bright, but not overly slick. Some goals are
quite practical: Can you find what
you're looking for? Do you know where
the various departments are located?

We entrusted this project to Luke
Hayman, formerly the design director at

.D. Magazine (which is devoted to design,
incidentally). Hayman is now a senior
partner and associate creative director with
the Brand Integration Group at Ogilvy &
Mather, which is doing advertising and
other work for our magazine as well.

“There’s a mature argument going on
in the magazine about media, and we were
struck by the magazine’s feistiness and
bluntness. That’s what we tried to capture,”
Hayman explains. “We also wanted to make
it easier to navigate. The table of contents,
for instance, now has less text than it
used to, but more of a clear hierarchy of
information.”

In the end, a design succeeds only if it
serves readers. Naturally, we think it does,
but we’re counting on you to let us know.

A key element in any magazine design is,
of course, the cover. Our cover story by senior
writer Katherine Rosman (see page 96)
explores the JonBenét Ramsey phenomenon
with the aim of understanding why
the murder of a little girl more than three
years ago continues to captivate the media.
By investigating who has cashed in on the
Ramsey case, and how, Rosman discovers
something important about the tabloid
influence on mainstream media.

“When faced with the job of finding the
next Big Story to feed the insatiable news
machine, journalists will now reach down
for material that by any standard is not news
and rely on the work of bottom feeders to
fill their own pages and airwaves,” Rosman
writes. “In the end, the purported aim of
finding the truth and reporting it fell largely
by the wayside as journalists saw their own
stars ascend, hitched to a 6-year-old girl
famous only in death.”

The article is original and significant,
and that’s why we made it our cover story.
Yes, we’re writing about media exploitation
and putting a picture of JonBenét on the
cover. It’s just the sort of irony a magazine
devoted to understanding our media age
must live with. ERIC EFFRON

BRILL'S CONTENT 9



ex-tra-net

(ek'stro net’), n. 1. an
intranet that is partially
accessible to authorized
persons outside of a
company or organization.
2. Another new and
important word you won’t
find in Merriam-Webster’s
Collegiate Dictionary.

When it comes to listing the
newest words in our
fast-changing language, there’s
no contest. Random House
Webster’s College Dictionary
continues to be the source that
defines, informs, and empowers.
And renders the
competition...wordless.

ORD
W S .

www.randomhouse.com
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ON FEBRUARY 27, TNT WILL PREMIERE
AN IMPORTANT NEW FILM ABOUT A FATHER, A SON AND
THE MOVEMENT THAT CHANGED AMERICA FOREVER.

LRETTA DEVINE

FROM THE WRITER/DIRECTOR OF “FIELD OF DREAMS”
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PREMIERE R| GIN A[ FEB. 27 8PMunr
THE BEST MOVIE STUDIO ON TELEVISION
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JONBENET, INC. 96
Why does the three-year-old murder of a
little girl continue to captivate
COVER the media? Because there’s fast
STORY >
cash to be made, even if it means
letting tabloid tactics and undisguised spin
rule the story. BY KATHERINE ROSMAN

SPECIAL REPORT: THE TROUBLE WITH BOOKS
PART I: SELLING SNAKE OIL 66
Publishers say that even if a book turns out to
be bogus and they’ve used phony claims to
advertise it, it’s your problem, not theirs.

BY STEVEN BRILL

PART I1: SNOW JOB 70
Written by a felon, Fortunate Son smeared a
presidential candidate and was pulled by

its own publisher. How did a book so full of
holes get into print in the first place?

BY JENNIFER GREENSTEIN
Plus: Are books accurate? To find out,
we fact checked selections from a sample of
current nonfiction titles.

THE BUZZ BUILDER TAKES SUNDANCE 78
The mantra of those headed to the Sundance
Film Festival: Never go without a publicist.
That’s where Reid Rosefelt enters the picture.
BY DIMITRA KESSENIDES

I TRUSTED A REPORTER 84
George Ventura was a confidential source for
an explosive Cincinnati Enquirerreport on
Chiquita, but he was exposed by a reporter
who was trying to save his own skin. In this
first-person account, Ventura tells how he
was seduced, betrayed, and nearly destroyed
by the press. BY GEORGE VENTURA

NO LAUGHING MATTER 92
What has happened to editorial cartooning?
Some of the nation’s best-known cartoonists
point fingers and let the ink fly.

BY MICHAEL COLTON

COVER PHOTOGRAPH: Simons/Corbis Sygma

“"[THE REPORTERS]
WOULD BUTTER ME
UP...THERE IS
SOMETHING AKIN TO
A FRIENDSHIP THAT
THEY'RE NURTURING,
BRINGING YOU ALONG,
SEDUCING YOU."

GEORGE VENTURA, PAGE 84




Former Chiquita insider George Ventura
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M 0 S T P E 0 P L E Beneath the baggy clothes 1s usually just a
7 kid who loves challenging gravity. And rather
S E E A K I D W H 0 than causing problems. he may be creating

solutions—by working with city officials to

B 0 U N D TO develop a municipal skate park.

Monitor readers know this thanks to a recent
M A K E T R 0 U B L E story in our Wednesday “Homefront” section.
= [n typical fashion, we looked beneath the
surface views to present a bigger picture, without
the cynicism so common in today's reporting.
As we do on everything trom kids to Kosovo.
If youd like to sample an insighttul alterna-
tive to the mainstream media, call us toll-free at
1-877-FREETRY. And sce why we've won six
Pulitzers and many thousands of devoted readers.

THE

RISTIAN

<=SCIENCE |
MONITOR|

www.csmonitor.com

An Irish ‘fry-up’

A heorty stick-to-your-ribs
breokfast in Dublin is ¢
true test of what Iresh
cussing is all absut

Page 16

Going with the grain

A Guioe To Home DONG il Mo cos
moher John Hein turns

WOME,  FRASR. wxotic woads tnto

masterpieces.
Page 13

AND COMMUNITY.
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' UP FRONT

EDITOR'S LETTER 9

| LETTERS 17

An Influential List, SportsLine’s weak
links, and The New York Times fires back.

HOW THEY GOT THAT SHOT 20
Photographer Mark Seliger says his whim-
sical, surreal images are inspired by life’s
simple pastimes. BY BRIDGET SAMBURG

STUFF WE LIKE 25

| Afew of the things that bring us pleasure.

BY THE STAFF

NOTEBOOK kx
The New York Times’s Hollywood

Distorter; Dateline runs with Sheehy’s
questionable take on Hillary Clinton;
SmartMoney sells its covers; plus Chippy
the chimp, Ticker, and much more.

The NFL makes an
online stand.
Notebook, page 33

“"[CATHY] CLEARLY SAW
IT AS GOOD THERAPY
FOR HERSELF, AND [THE
CANCER] WAS ALMOST
TOO BIG A THING NOT TO
WRITE ABOUT.”

DAVID KUPFER, HONOR ROLL, PAGE 112

COLUMNS

| THE BIG BLUR
The L.A. Times blew it by sharing ad
revenue with the subject of a special
report, but other news organizations
have approached that same hazy line.
BY ERIC EFFRON

OUT HERE 48
Teen drinking s on the rise. And when the
Concord Monitor decided to cover the issue,
the community response was sobering.

BY MIKE PRIDE

THE WRY SIDE 50
What were the Donalds and the Leonas of
the world like-before they hired a reputed
public relations genius? BY CALVIN TRILLIN

FACE-OFF 52
Our dueling media critics agree that
coverage of gun control is skewed—but in
different directions.

BY JEFF COHEN AND JONAH GOLDBERG

ON THE TRAIL 59
Presidential hopeful John McCain has
wowed the national media, but reporters
who've known him a long time aren’t so
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They’re out of their minds. wnenwnit and Richard waiked

out the gates of a major software developer to build a board game, friends thought they’d lost
it. But they put their heads together with an art guru, a wordsmith and a talkative mime —
and the result was Cranium® It’s the first game designed to use both sides of the brain. It's
selling like crazy, and they’re looking pretty smart.

They’re Dewars.




Letters to the editor should be
addressed to: Letters to the Editor,
Brill’'s Content, 521 Fifth Avenue, New
York, NY, 10175. Fax: (212) 824-1950.
E-mail: lettersia brillscontent.com.
Only signed letters and messages that
include a daytime telephone number
will be considered for publication.
Letters may be edited for clarity and
length. Letters published with an
asterisk below have been edited for
space. The full text appears at our
website (www.brillscontent.com).

CORRECTIONS POLICY

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

2. We are eager to make correc-
tions 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 correct a mis-
take. We will publish corrections on
our own and in our own voice

as soon as we are told about a mis-
take by anyone—our staff, an
uninvolved reader, or an aggrieved
reader—and can confirm the
correct information.

4 Qur corrections policy should
not be mistaken for a policy

of accommodating reaclers who
are simply unhappy about a story
that has been published.

5 Information about corrections
or complaints should be directed to
editor in chief Steven Brill.

He may be reached by mail at

521 Fifth Avenue, New York, NY,
10175; by fax at 212-824-1950;

or by e-mail at commentsia
brillscontent.com.

6. Separately or in addition,
readers are invited to contact our
outsicle ombudsman, Bill Kovach,
who will investigate and report on
specific complaints about the work
of the magazine. He may be reached
hy voice mail at 212-824-1981,

hy fax at 212-824-1940, by e-mail
at bkovach(@ brillscontent.com,

ar by mail at 1 Francis Avenue,
Cambridge, MA, 02138.

LETTERS

AN INFLUENTIAL LIST,
SPORTSLINE'S WEAK
LINKS, AND THE NEW
YORK TIMES FIRES BACK

CAN'T KEEP IT DOWN

*Are we consumers of information
and opinion supposed to swallow
your list of the 25 most “influen-
tial” people in the media [“The
Influence List,” November]?

The underlying message of this
elaborate spread is: Don’t think for
yourself or develop your own tastes.

BURLING LOWREY, WASHINGTON, DC

SELFISH PHONIES

‘I would like to select two people

on the list whom [ believe have
wielded a less positive influence
and in my opinion have con-
tributed to a coarsening of our
public dialogue: Tim Russert and
Rush Limbaugh.

Like all other men with
pompous egos, both Russert and
Limbaugh are hypersensitive to
criticism, as you painfully discov-
ered, Mr. Brill, on a Sunday morn-
ing following the publication of
your premiere edition, in which
you exposed the smarmy relation-
ship between certain members of
the press and independent counsel
Kenneth Starr.

I can’t believe that I'm the only
one out here in the wilderness who
doesn’t see these two charlatans
for just what they are: selfish, ego-
tistical phonies out for self-aggran-
dizement. GARY JACKSON, MONA, UT

OPENED THE DOOR

"l enjoyed reading the November

1999 issue of Brill’s Content, which
published “The Influence List.”
Great issue, great selections, except
for one category and one person
missing from your list.

In the category of government
affairs, [ wish to nominate Brian
Lamb, CEO of C-spaN. Lamb has

given us a bird’s-eye view of our
government at work during the last
20 years by broadcasting congres-
sional sessions live and, as a result,
has allowed us to become better-
informed citizens of our democra-
tic process.

He has recently hosted most of
the segments on American Presidents:
Life Portraits, which is a great learn-
ing tool for history teachers to use
in their social studies curricula.

GEORGE HALO, LINDEN, NJ

THE INFLUENGE LIST

PEOPLE WHOSE
BEHIND-THE-SCENES
DECISIONS SHAPE
OUR MEDIA

NO SALE

‘Tam surprised that Bob Woodward

would counsel anyone to seek clo-
sure concerning a celebrity’s death
|Bob Woodward responds to James
Belushi, Letters to the Editor,
December;/January). Closure
doesn’t sell books.

TONY MAREY, WAPATO, WA

A COMMONPLACE

“Twenty-five years ago, Bob

Woodward displayed the some-
what refreshing arrogance of a
brash young comer on the make.

Now he just seems plain old arro-
gant and egotistical [Rewind,
November|. Another sad case of
Beltway Brain Blight, with the
common symptom of believing
one’s jacket blurbs (a malady
not confined to the Beltway but
seemingly endemic there).

CLYDE WILKES, BISBEE, AZ

ONE-SIDED

“To bring the Brill-Woodward

exchange [Rewind, November]| to a
timely end, I suggest your maga-
zine publish a tastefully executed
cartoon depicting the two journal-
ists in a cheek-tocheek posture
with a caption reading: “There are
two sides to this argument: mine
and the wrong one.”

FRANCIS LOVETT, WAVERLY, OH

BUMMED OUT

‘Having viewed Bob Woodward as a

standard-bearer in my youth, I am
personally saddened to see that he
has come to hurling unremarkable
personal insults at Steven Brill in
place of the simple truth he once
wielded so forcefully.

MARKLEY RODERICK, PENNSAUKEN, NJ

WASTED SPACE

‘I have just waded through this

Brill-vs.-Woodward “debate.” What
a waste of time and precious page
space. I read the article in its
entirety hoping to come across
something different or enlighten-
ing but was rewarded with a
seven-page rehash of “I said” and
“He said I said.”

JACK JONES, RICHARDSON, TX

THE PUNCH LINE

‘Steven Brill and Bob Woodward

both have it wrong in the Rewind
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column debating Shadow: Five
Presidents and the Legacy of Watergate.

Monica Lewinsky had neither
“Clara Bow syndrome” nor
Clérambautt’s syndrome. She had
Clarabell’s syndrome, named after
the clown {played by Bob Keeshan)
who used to go around spritzing
everybody with a seltzer bottle on
the old Howdy Doody TV show. At
least that would account for the
stain on the blue dress.

NAT SEGALOFF, LOS ANGELES, CA

HYPE THYSELF
‘[Senior writer| Jennifer
Greenstein’s article “Publicize Or
Perish” about “unsung author
William Doyle” [November] will
serve as inspiration to the many
who have taken the same alterna-
tive publishing procedure as |
did—that is, sans publicist—and
now have an outline with which
to proceed to publicize and mar-
Ket our work.

What luck to have Larry King
“catch” Doyle’s book, whose sub-
ject—"modern presidents and their
White House tapes™—Larry could
not ignore.

Doyle sent Larry a copy of his
book. I will do likewise and hope
lightning strikes twice.

EVALINA MARIA VALDES BLECHMAN

WEST HILLS, CA

ONE MORE THING
I enjoyed the story about Newsweek
editor Mark Whitaker [“The Iceman
Cometh,” December/January]
which highlighted his decision to
do a quickie cover piece on
celebrity politicians. I would have
liked it more if you had questioned
whether that story kept Newsweek
from publishing anything that
week about Bill Bradley’s health-
care proposal, which has prompted
the most serious issue debate of the
presidential race. I thought that’s
what Brill’s Content was supposed to
do, even in personality pieces.

AL CROSS, POLITICAL WRITER
THE COURIER-JOURNAL, LOUISVILLE, KY

UNENLIGHTENED

‘I guess I shouldn’t be surprised that
in spite of the economic boost auto
racing fans provide to the Concord
Monitor, Mike Pride still considers
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them to be in need of enlighten-
ment [“Photo Opportunity,” Out
Here, December/January].

The impression [ have gotlen
from previous articles in this series
is that an injured traffic-accident
or crime victim's picture would
not be splashed across the Monitor’s
front page; that in such a case
some consideration for the victim
is appropriate.

In this case, the victim was a
race-car driver, who, apparently in
Pride’s estimation, was not worthy
of such consideration. The decision
not to run the driver’s picture on
the Monitor’s front page was a good
one, but not for the reasons cited.

If race fans had seen that
the Monitor is in fact highly
contemptuous of them and their
sport, they'd quit buyingit. In a
heartbeat.

ORIN O’NEILL, SEATTLE, WA

FUNNY PAGES

‘Funny how Jonah Goldberg

|“Beyond Belief,” Face-Off,
December/january] does nothing
more than reinforce the image
of conservatives as religiously out of
touch with reality. Goldberg’s only
evidence of any real “bias” in main-
stream media is six years old, and all
his other examples involve cartoons
or fiction, though the comics pages
are reviewed mostly by children.
RICHARD C. CARRIER, NEW YORK, NY

SUSPICIOUS MIND

“As a producer at an online media

company that prides itself
on its journalistic integrity, | was
stunned by Stu Schneider’s article
on CBS SportsLine’s deal with the
PGA Tour [“SportsLine’s Bogey,”
Talk Back, December/January].
Regardless of whether most of its
audience has noticed a change in
the tone of the site’s content, this
type of marketing and editorial
commingling is inexcusable.
One would hope that SportsLine’s
pact is an aberration never to be
repeated by other online entities,
but [ suspect this won’t be the last
time we see a deal of this nature.
JEFF KIRK, AUSTIN, TX

WHICH IS IT?

‘I read with great interest “Sports-

Line’s Bogey,” by Stu Schneider,
because the caption explained that
he quit his executive editor’s job
because he had lost a battle for edi-
torial control with the PGA Tour.

That took [guts], because
Schneider’s stance showed that he
is a journalist who still has princi-
ples and ethics, and that he cared
more about giving his readers
accurate information than
cashing a paycheck. However, the
story goes on to say that he was
told his job was being eliminated.
That’s not quitting—that’s getting
fired. And in the world of journal-
ism, that is a big difference, espe-
cially when you crusade against
editorial interference.

So what is it, Brill’s Content?
Did he quit and therefore become
justly admired? Or was he fired
because his decisions were being
questioned and he didn’t like it?

DALE RIM, FORT LAUDERDALE, FL

Editor's note: The caption information
in question was incorrect. Mr. Schneider
did not quit his job at SportsLine. His job
was eliminated. We regret the error.

STORM WATCHER
“[Wle’re out of business the day

that anybody...feels that we curb or
manipulate our coverage to pro-
mote corporate interests"—such
admirable words from Norman
Pearlstine, editor in chief at Time
Inc. [“Big Media Experts,”
December/January|. Would
Pearlstine care to explain Time’s
cover story on tornadoes from mid-
1996, about the time Time Warner
released its summer blockbuster
Twister? Coincidentally, it was also
around the time [ stopped paying
attention to his magazine.

GLORIA HOWARD, NEW ROCHELLE, NY

CORRECTIONS

In The Notebook section in the
November issue, two answers were
omitted from the “Family
Planning” quiz about properties to
be shared by CBS and Viacom
under their proposed merger. We
should have noted that Central
Fidelity Insurance Company is
owned by CBS and that a majority
of Blockbuster Inc. is owned by
Viacom.

In “Eyes On The Road At 1,000
Feet” in the December/January
Notebook, we misspelled
Wethersfield as Weathersfield.

We regret the errors.

ONCE BITTEN

‘I was distressed to learn in Report

From The Ombudsman in the
December/ January issue about the
reporting methods used in the arti-
cle “Curiosity Vs. Privacy” in the
October issue. | am left wondering
how many others who were listed in
the article as having not responded
to the survey actually had.

My distress is compounded by
[editor in chief] Steve Brill's defense
that he was willing to countenance
only an unqualified agree or dis-
agree as a genuine answer. What we
do not need more of in the media
are insistence on simplified, black-
or-white thinking and rejection of
nuanced, reasoned positions on
issues. I am sorry to see that Brill's
Content has joined in the worship of
the sound (and print) bite.

GLENN GRABER, KNOXVILLE, TN

NOT WHAT WE ASKED FOR

‘I read the column about the

disagreement between [Portland
Oregonian editor] Sandra Rowe and
Steve Brill, and Brill's indication
that Rowe “did not answer™ his
questions [Report From The
Ombudsman, December/January).
Bill Kovach took Brill to task to
indicate that she had indeed
responded to the questions asked,
and that is correct, except that she
did not answer the questions posed.
She did respond to the issue, but the
answer requested was “yes” or “no,”
not “explain....”

There is a difference, a differ-

[CONTINUED ON PAGE 129]
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We’ve cleared up the confusion
about buying home entertainment.

For your free Home Entertainment Planner call 1-877-453-SONY.

If you're looking for a whole new way to watch TV, the Sony Home Entertainment Planner can give you a
few pointers. It's everything you need to know about Sony Home Entertainment: tips for buying a system,
making the most out of your space, budget and more. Just call 1-877-453-SONY. And you'll know more

about home entertainment than ever before.
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HOWTHEY GOT THAT SHOT

Photographer: Mark Seliger

LET'S GET
SURREAL

“I'm a visual entertainer,” declares
Mark Seliger as he nervously
bounces his legs and knocks his
knees. Chief photographer for
Rolling Stone and US Magazine,
Seliger uses unusual backdrops
and bold props to reveal the hidden
personalities of the celebrities he
shoots. Seliger, 40, says his goal is
to "up the ante of celebrity photog-
raphy so it doesn’t become too
predictable.” His efforts produce
images that are whimsical and
painful, sinister and innocent. They
make you giggle, cringe, and blush.

With his short, dirty-blond
hair and wide eyes, Seliger emits
a warmth and an innocence that
instantly put people at ease.

His ability to earn the trust of his
subjects is apparent in his photos,
which capture the wealthiest,
most glamorous Hollywood stars
in playful and audacious attire
and settings.

The unexpected and often surreal

nature of Seliger’s photographs is
represented here in the black
and white portrait of actor Will
Smith, published in the August
1997 issue of US. Seliger suggested
Smith dress in Charlie Chaplin garb
because he thought it would make
a "nice juxtaposition from the way
you see him ordinarily.” Seliger hired
a design company to create the set
in his Manhattan studio.

Seliger finds inspiration for
his work in relatively simple and
modest pastimes. "It comes from
going to libraries and bookstores”
and even running along the
Hudson River in lower Manhattan,
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he says. Then, before meeting with
a celebrity for a photo shoot, Seliger
spends hours jotting down notes
and sketching possible poses in one
of his many large black notebooks.
“It's really a smorgasbord of
thoughts and processes and humor
and emotion,” he says.

In this color image of actress
Gillian Anderson, dressed as The

Addams Family's Morticia, Seliger
uses humor and a sexy pose to
create a stunning portrait. Seliger
spent 15 hours shooting the X-Files
star in a variety of costumes for an
October 1997 US profile. Anderson
posed for a host of photos ranging
from I Love Lucy renditions to this
one. "The cigar, of course, is a refer-
ence to [Morticia's] husband,

Gomez, who likes to smoke cigars,”
Seliger says with a chuckle. "We
had a great time with this,” he adds.
“She's always up for anything.”
Continuing to bounce his legs back
and forth, Seliger flips through a
book of his photos. "It's damn fun
stuff,” he says. "It's a fantasy. For
me, that's what it's all about.”
BRIDGET SAMBURG
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Perhaps it’s better to give than to receive.
Fortunately, Birks makes them both easy.

BIRKS CORPORATE GIFTS

Whenever the occasion calls for a unique
corporate gift, you can rely on Birks.

One-of-a-kind gifts can be designed and manufactured,
perennial favourites sourced and personalized.
Of course, if you require more than simply gifts, we
can provide you with a comprehensive program
that’s custom made for all your company’s needs.

Birks Total Recognition Programs include everything from
designing and printing your reward brochures to
setting up a web site, maintaining a 1-800 call centre
and monitoring individuals’ reward status.

We've also developed a proprietary software program
named ADAM (Account Data Award Management System)
which enables day-to-day program
management, fully automated award fulfillment and
complete control through customized reports.

The fact that each gift is presented in the
prestigious Birks Blue Box reflects your company’s
commitment to the people you value most.
Call our Corporate Sales Division today for a copy of our CD-ROM
1-800-565-GIFT (4438)
or visit our website at www.birks.com

2
BIRKS

since 1879
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From an American point of
view, news reports from distant
trouble spots can take on a
numbing sameness, as ethnic
rivalries erupt in violence and
refugees are driven from their

%

W

homes. But the documentary
Children In War should shake
viewers out of their compassion
fatigue. The film shows the
crushing impact of conflicts in
Bosnia, Rwanda, Northern Ireland,
and Israel and its occupied
territories—through interviews
conducted in 1995 and 1996
with children who had lost their
homes, families, and innocence
to ethnic violence.

Children In War was directed by
Alan and Susan Raymond, a mar-
ried couple whose previous work
includes the Oscar-winning
documentary I Am A Promise: The
Children of Stanton Elementary School
(1993) and the landmark 1973 PBS
series An American Family. The
Raymonds are deft with atmos-
pheric touches: Samuel Barber's
sad, stately Adagio for Strings
underscores footage of young
Bosnian refugees, for example. But
the filmmakers generally avoid sen-
timentality and let their subjects
speak for themselves; the chil-
dren’s accounts make these far-
flung conflicts vivid and personal.

Although Children In War
depicts young people experiencing
both profound grief and brutal vio-
lence, the film is most haunting
when it shows the shell-shocked
resignation with which many of
the interviewees describe the war-
fare that has hijacked their lives.
The war-weary children look and
sound tragically old.

Children In War debuts on HBO
on Monday, January 31, and will air
throughout February.

MATTHEW HEIMER

Victims of ethnic violence, like these Rwandan boys, tell their stori2s in the upcoming HBO film Children In War.

LEFT BEHIND

Thirty-two years ago, on her 24th
birthday, Barbara Sonneborn
received a telegram notifying her of
the death of her husband, a U.S. sol-
dier fighting in Vietnam. The
telegram’s opening line is the title

of Sonneborn’s documentary,
Regret To Inform, a stunning record
of that war’s effect on the widows
left behind. This labor of love—it
took Sonneborn more than ten
years to make the film, and she had
to mortgage her house to finance
the production—traces her journey
through the Vietnamese country-
side to the site of her husband’s
death. The travel footage is inter-
spersed with strikingly candid
interviews with American and
Vietnamese widows. Their tales,
sometimes poignant, often
horrific, are always heartrending.

One American woman tells of
her husband’s prolonged suffering
and death, 13 years after the war
ended, presumably from the
effects of Agent Orange. A South
Vietnamese woman describes
watching U.S. soldiers gun down
her 5-year-old cousin while the
child was getting a drink of water.
These interviews paint an unforget-
table and devastating picture of the
war's far-reaching consequences.
Regret To Inform, a presentation of
public television’s PO.V. series, will
premiere on January 24 (check local
listings). JANE MANNERS
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STUFF

WE

LIKE

NEWSPAPERS
BEYOND

“"SUNSCREEN"

Here's one strange path to becom-
ing a famous newspaper columnist:
You write a column that is a mock
graduation address of pragmatic
aphorisms, beginning with the
statement “Wear sunscreen.” The
column circulates extensively
through e-mail and at

first is wrongly credited

to writer Kurt Vonnegut.
Then a film director

who happens to read the
e-mail decides to license

the words as spoken
narration for a popular

song that becomes an
international hit called
“Everybody’s Free

(to Wear Sunscreen).”

Such is the story of

Mary Schmich, a Chicago
Tribune columnist

since 1992. Fans of the
quirky “Sunscreen” will
discover the sharp wit

in Schmich'’s topical
columns, such as the one mocking
Donald Trump’s well-known
phobia ("Handshaking, in the
Trumpean view of life, is on a cul-
tural par with boiling tourists”) or
the recent focus on smug Seattle
natives who must now admit that
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letter’ drama

Mary Schmich's Chicago Tribune column
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Herald Tribune

their “happiest, mellowest” city
has hosted an infamous riot. But
Schmich also soberly reports on
local issues like the bittersweet
demolition of Cabrini-Green, a
Chicago housing project notorious
for crime but still considered home
by some hardworking people.
Both sassy and sensitive, Schmich’s
varied oeuvre deserves the fanfare,
regardless of the odd circum-
stances. Find her columns at
www.chicagotribune.com/news/
columnists/schmich.

MATTHEW REED BAKER

HIS SOURCES TALK

Through personal observations and
dialogue, Jeffrey Goldberg delivers
vivid and revealing accounts of
people, places, and contemporary
issues. A contributing writer to The
New York Times Magazine, Goldberg,
34, has tackled everything from the
Y2K problem facing Israel to race
relations in America. There are also
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the occasional profiles of such peo-
ple as Joseph Castellano, whose
father, Paul, boss of the Gambino
crime family, was allegedly mur-
dered by John Gotti.

In an October 3 cover story,
Goldberg focuses on future rela-
tions between Jews and Muslims
living in Jerusalem. Through inter-
views with an “archterrorist of the
Jewish underground,” as well as
with the Mufti of Jerusalem, a
Muslim religious leader, Goldberg
examines how the two peoples are
struggling to achieve domination.

A SITE FOR SORE EYES

www.cybereditions.com/aldaily

Searching for intelligent articles on the Web can resembie that prover-
bial quest—think needie, haystack, frustration. Luckily, the founder of
Arts & Letters Daily is not easily intimidated. Denis Dutton peruses more
than 100 websites six days a week for the most intellectually stimulat-
ing writing available. Then he writes pithy blurbs about his selections
and links them to his e = ©
site. The result is a
jam-packed pincushion
of news, opinion, book
reviews, and notable
stories that will spark
an interest in even the weariest Web surfer. Dutton’s hard work has paid
off: He recently fielded offers from a slew of potential buyers including
The Chronicle of Higher Education and Microsoft Corporation's online mag-
azine, Slate—and turned them hoth down for a bid by University Business
LLC, owner of the cheeky academic review Lingua Franca. That magazine
and his website share an unconventional spirit, says Dutton: "'Prepare to

Arts &letters Daily
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be provoked’ would be a motto.” LESLIE FALK

In his compelling June 1999
account of racial profiling in state
police forces across the country,
Goldberg accompanies officers on
patrol as they stop a
proportionately
higher number of
black drivers. The
officers admit that
they question those in
run-down cars more
frequently than those
with newer vehicles.

Goldberg's style of
writing is playful yet
somber, and the dia-
logue he establishes
with his sources is
impressive. A selection
of his feature stories
can be found at
www.nytimes.com
(go to Archive, then
click into site search
and type “Jeffrey
Goldberg”).

BRIDGET SAMBURG

LEASE ON LIFE

“I never imagined myself on the edi-
torial page,” says Daryl Lease, edito-
rial writer and columnist for the
Sarasota Herald-Tribune. “That
seemed like a dull place to be.” Not
when the wryly funny Lease is on
it, in either his unsigned editorials
or his Monday column. (A couple
of Lease’s recent headlines:
“Florida Courageously Misses
Deadline for Greatness™ and
“All Protesters Into the Van! We're
Going for Burgers!”)

Gentle and sarcastic—not unlike
fellow South Floridian Dave Barry—

Lease has written about big merg-
ers, big government, and Big Macs.
Strong without being strident, he
has also done no-jest editorials on
the New Confederacy and the state
legislature’s emasculation of an
anti-smoking campaign. Find his
columns at www.newsceast.com
(type "Daryl Lease” in the search
field). ALISON ROGERS

FORGET CANNES

www.ifilm.com

Remember that small bit you
played in your nephew’s first short
film? It might be making the
rounds on iFILM.com, a kind of
Sundance Film Festival for the
Internet {minus Robert Redford
and the parties). This film haven, in
addition to hosting numerous
resources for the (unfunded)
filmmaker, runs the latest film
news, festival updates from across
the globe, and box office figures for
independent movies. Reviews and
feature stories round out the offer-
ings. Visitors can also sample hun-
dreds of movies of all genres, from
Claymation to documentary. A
broadband connection ensures an
enjoyable time. If you're playing
with 56k, the quality is slightly
fuzzy—but it’s still fun. RON KLEIN

FIT FOR LIFE
s o

www.asimba.com

Whether you're an Ironman or a
couch potato, Asimba.com pro-
vides the expert advice and moti-
vational guidance to help you

NYWYON



tackle a physical challenge.
Named after a mountain in
Ethiopia, Asimba.com is an all-
inclusive health website loaded ]
with information about sports,
fitness, nutrition, and weight Fi
loss. The sports section covers o
everything from cycling to snow- :
shoeing. Users can also find train-
ing tips, gear-buying guides, and
national sporting events listings.
The fitness section features per-
sonalized exercise regimens
prescribed by top athletes. Online
training logs help users track
their progress. If you're interested
in dropping a few pounds, turn to
the nutrition and weight pages
to consult with a personal weight-
loss coach and to check out the
latest diet information and
recipes. The site runs original arti- !
cles on health and sports topics
and answers readers’ questions on |
the “Ask the Asimba Experts” page. i |
STEPHANIE BLEYER

BERIPEL. SRS W L.

BOOKS
WINDOW ON AN

ANDEAN VILLAGE

In 1991, as the 500th anniversary
of Columbus’s voyage to America
approached, photojournalist
Stephen Ferry made his way to

ALL HE WAS SAYING...

In 1981, soon after a deranged
stalker killed John Lennon, Jon
Wiener filed a Freedom of
Information Act request for any
files the FBI had on the former
Beatle (songs like "Give Peace A
Chance” made Lennon a subver-
sive). Of the 281 pages agency
staffers dug up, 199 were withheld,
many supposedly to protect
“national security.” So began a
14-year battle with a government
bureaucracy portrayed in Gimme
Some Truth: The John Lennon FBI
Files (University of California Press,
January 2000) as alternately
ridiculous and scary. Wiener, a his-
tory professor at the University of
California, Irvine, and the author of Come Together: John Lennon And His
Time, divides his book into two parts: In the first he narrates the court
fight he waged to open the Lennon files; in the second, he reprints many of
the documents he pried loose. Those documents (flecked with such non-
sense as a description of a parrot trained to say "Right on”) have high
entertainment value. But it's Wiener's recounting of his legal odyssey that
is most illuminating, detailing the lengths to which the U.S. government
would go to justify a paranoid espionage action that ultimately couldn’t be
justified. ED SHANAHAN

Potosi, Bolivia, to document the
journey’s enduring effects on native
peoples. Potosi is home to Cerro
Rico, or Rich Mountain—which,
beginning in 1545 and continuing
for more than two centuries,
yielded over half of the world’s sil-
ver. Resource-rich Potosi was a cos-

0N WIEKER

?'S

THE JOHN LENHON FBI FILES

mopolitan center in the 16th and
17th centuries, greatly influencing
world trade and serving as a source
of wealth for its Spanish con-
querors. Today it is one of the poor-
est regions in the Americas. In I Am
Rich Potosi: The Mountain That Eats Men
(The Monacelli Press, Inc., 1999),
Ferry, who visited the city annually
between 1991 and 1999, presents a
contemporary portrait of Potosi and
its people. As evidenced in his pho-
tos, life in Potosi still centers on
Cerro Rico. The vibrant, soulful pic-
tures of Potosi’s age-old traditions
open the door to a largely unknown
yet fascinating historical epic.
LESLIE HEILBRUNN

OUR MAN
— ra
IN HAVANA
—— NE——

A second-grader, ejected for misbe-
having, sulks in the hallway of his
Havana school, frowning at his
spindly knees. A 13-year-old girl
squints as her mother blows cigar
smoke into her hair, trying to exor-
cise spirits. In a bleak examining
room, a physician listens to an
unborn baby’s heartbeat through
the brass stethoscope he has low-
ered onto the mother’s stomach. In
Cuba (National Geographic Books,
1999), veteran National Geographic
photojournalist David Alan Harvey
captures the beat of the island
itself, with 150 images that are

Photographer Stephen Ferry captured miners (above) searching for silver, tin, and zinc in Potosi’s Rosario Bajo mine.

both serene and sinister. Harvey,
who spent a year combing the
country, was granted unprece-
dented access. “I'm drawn to the
ballet of street photography,”
Harvey says. “The way Cubans
move, the way light plays with
architecture, and the natural the-
atrical quality in Cuban everyday
life is a visual feast.” With
Elizabeth Newhouse, who wrote
the lavish volume’s essays and cap-
tions, Harvey raises the curtain on
crumbling courtyards, ravishing
seascapes. and faces both

hopeful and
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haggard. As more and more
foreigners fill Cuba’s nightclubs
and beaches (many are off-limits
to locals), Harvey depicts a land
slouching toward modernity.
“When I first got to Cuba, I won-
dered why everyone had a TV, but
no one watched during the day,”
Harvey says. “Then I found out
there’s no TV until 4 p.m.”

BOB ICKES

A DIFFERENT BREED

In A Tribe Apart: A Journey Into The
Heart of American Adolescence
(Ballantine Books, 1999), journalist
Patricia Hersch chronicles three
years in the lives of eight teenagers
from her suburban hometown of
Reston, Virginia. They are, Hersch
says, “regular” kids of the nineties.
The teens are all in middle
school and high school. There’s
Brendan, who takes out his aggres-
sion with a can of spray paintora
hit of LSD. There’'s Courtney, who
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loses her virginity at 14 in a bed-
room with astrology books, a bub-
blegum machine, pink and white
curtains, and lace pillows. Charles,
a class president and top student,
fights to counter his classmates’
overarching stereotypes about
black students. And Jessica joins

a wild crowd as she searches for
her own niche after her teenage
sister’s pregnancy.

Initially, Hersch chose students
who were not attention grabbers
but simply average kids growing
up in an increasingly complicated
world. Over time she found that
the teenagers had created a world
of their own, one at odds with the
one most parents imagine. Today’s
adolescents are “a tribe apart,”
Hersch notes, often lacking role
models and any real connections
with adults. “(W]e can lecture kids
to our heart’s content,” she writes,
“but if...there is no relationship
between us that matters to them,
or they think we are ignorant of
thelir] reality...they will not listen.”

KIMBERLY CONNIFF

FILM

BEST DIRECTOR

Forget Kevin Smith and Quentin
Tarantino. American Movie intro-
duces us to the ultimate Hollywood
outsider: Mark Borchardt, a cash-
strapped, heavy-drinking
Wisconsinite with a burning pas-
sion for cinema (of the blood-

Filmmaker Mark Borchardt (right) and his buddy Michael Schank in a scene from

the documentary film American Movie.

soaked, Night Of The Living Dead
school). The documentary follows
Borchardt and his steadfast,
ex-junkie sidekick for two years as
they shoot a horror flick, Coven,
borrowing money from Borchardt’s
skeptical, 82-year-old Uncle Bill.
American Movie, directed by Chris
Smith and playing in theaters
around the country (check local
listings), is surprisingly tender
when it’s not uproariously funny.
Rather than just offering cheap
laughs at Borchardt's expense, it
shows him valiantly pursuing his
own American Dream, proving that
sometimes ambition can win out
over talent (or, in this case, the

lack of it). MICHAEL COLTON

DAVE BREWER, A BUSINESS ANALYST FOR AT&T WIRELESS SERVICES,
INC., IN SEATTLE, SENT US THE FOLLOWING:

“The Straight Dope” (www.straightdope.com) started as a column by
Cecil Adams in the weekly alternative paper Chicago Reader in February
1973. I've been reading it in print (the syndicated column also runsin a
number of alternative weeklies, including the Washington [D.C.1 City
Paper) for about ten years. I found the website a couple of years ago.
On this Q&A site, Adams tackles tough and interesting questions,
answering not only with facts but with a healthy dose of humor and
personality. Adams, the self-proclaimed "world’s smartest human
being,” writes with style and can explain complex issues fairly suc-
cinctly. "Should you cut up six-pack rings so they don't choke sea
birds?” is an example of a question posed to him. His answer: “No....Six-
pack rings first floated into public awareness in the late 1970s when
environmentalists began calling attention to the problem of waterborne
trash....Does cutting up six-pack rings do any good? It doesn't hurt, but
it doesn't really address the problem either. If you're enough of a pig to
discard plastic on a beach, you probably can't be bothered to cut it up
first.” Adams does his research. "The Straight Dope” is a great place to
go to find arcane (and semetimes useless) information.

Is there stuff you like? lf so, wrlte in and share your favorlte media sources. Send ideas to: Stuﬂ You lee.
Brill’s Content, 521 Fifth Avenue, New York, N.Y. 10175. Or e-mail us at: stuffyoulike@brillscontent.com. Please include

your address and contact numbers.
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HIP HOMETOWNS

When seeking out American hubs
of hipness, the mainstream

media tend to oversimplify: New
York on the East Coast, Los Angeles
and San Francisco on the West
Coast, and sometimes Chicago to
represent the country’s vast center.
In response to this geographical
tunnel vision, CMJ New Music
Monthly, a national alternative-
music magazine, expands our
horizons with its backpage feature,
“Localzine.” Each month,
“Localzine” finds cool scenes in less
obvious regions of the country
(say, Dallas or Kansas City), in mid-
size college towns (such as
Charlottesville, Virginia), or in
lower-profile international cities
(think Stockholm or Budapest).
The department details an area’s
music clubs, record stores, funky
restaurants, hangouts. The writers,
usually natives, offer more flavor
and cultural history than mere
listings can provide.

The November 1999 issue show-
cased Bloomington, Indiana. and
its basement music clubs—but
not before explaining its history as
a birthplace of Midwestern punk
rock. And in the following issue,
“Localzine” focused on Rockford,
Illinois. a place often mocked as
Nowheresville. But writer Scott
Morrow toured the town with the
drummer of the band Cheap
Trick—another Rockford native—
and explored several hot spots.
The lesson of “Localzine™: Every
town has its underground.

MATTHEW REED BAKER
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IS AMERICA ON A NEED-TO-KNOW BASIS,
OR IS IT JUST BEING FLAT OUT LIED TO?

In the history of our great nation, there have been
too many unanswered questions. Too many stories of
conspiracies. Now, sort fact from fabrication.

CONSPIRACY THEQRIES
BEGINS MONDAY, JANUARY 17 8P ET/9PM PT

Debate and discuss conspiracies @ HistoryChannel.com
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This month: Is the practice of disclosing any link between
writers and subjects—a Brill’s Content hallmark—more
harmful than helpful to readers? BY BILL KOVACH

et me tell you something interesting ['ve learned in the 19
months since | began writing this column for Brill's
Content. A lot of the country’s most important journalists
like to complain, but they want to do it off the record.
Not all of them, obvicusly, because this column—and
much of the rest of each issue—is devoted to complaints,
corrections, and debates about content.

But evervy month [ receive at least one phone call from a journalist
or someone else representing a media organization with a grievance
about an article or item in the magazine. The calls. sometimes from old
friends, are often pretty hot. ranging from outraged to outrageous.
Often the grievances are so general [ have to ask for specifics, and a writ-
ten complaint with those specifics is invari-
ably promised. As deadline approaches and
the promised bill of particulars hasn’t shown
up, | call back to find out what happened.
Sometimes | get an answer, sometimes not.
Two reasons for the lack of follow-through—
which reflect the range of answers [ get—have
been given more than once by different individuals, journalists, and
news organizations.

Reason 1: "Oh, we decided no one reads Brill’s Content anyway, and
we don’t want to give the magazine more credibility by responding.”
Reason 2: “I don’t know. Our lawyers swore they were sending it.” This
column, as a matler of fact, was (o be my response to details of a
specific written complaint promised after a phone conversation a
month ago. It never showed up.

So I turn instead to a New York Times reporter who raises a broad
question about the magazine’s standards but doesn’t want to be
identified—for an interesting reason.

“I would love to hear your thoughts on this,” reads an e-mail from
that reporter. “If you would like to pursue this topic in your column, |
would prefer not to be mentioned by name. Too many journalists are
attacking you guys because you make them uncomfortable. I do not
want to be counted among them, or to lend their gripes any legitimacy.”

The issue this person goes on to address is the concern that objec-
tive journalism is being undermined by the practice of routine disclo-
sure of potential conflict. Brill’s Content, the journalist writes. “is rife
with disclosure. A writer reviews a book written by her former
teacher [‘Diagnosis Murder.’ in the ‘Stuff We Like' section, by staff
writer Kimberly Conniff, October|. A huge article about Supreme
Court reporters [‘May It Please The Court,” by senior writer Robert
Schmidt, also October] is written by a man with a personal relation-
ship with three of the featured journalists. |Also in October, editor

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.

S ORI

HOW TO REACH BILL KOVACH
Phone: 212-824-1981 Fax: 212-824-1940

e-mail: bkovach@briliscontent.com
Mail: 1 Francis Avenue, Cambridge, MA 02138

in chief Steven| Brill writes ‘Curiosity Vs.
Privacy,’ a long article about the media pur-
suit of Caroline Kennedy Schlossberg, whose
husband has a relationship with the maga-
zine's parent company....

“In many fields, such as medicine, disclosure has been rejected as
inadequate to address conflicts. The problems with disclosure are
multifold: It is voluntary and it is meaningless. The writer with the
conflict is the person least able to judge the impact that the conflict
has on analysis. The reader cannot possibly know.

“Moreover. subtle issues can never be provided to the reader. How far
does the conflict really go? In the Schlossberg example, is the conflict
that Schlossberg is working on a project that could bring more money
to Brill? Are they personal friends? With a disclosure standard, there is
no way for readers to ever be confident that they know the truth,
because the disclosure has been written by the conflicted person.”

I agree with the basic concern of this reader. A declaration of
conflict, real or potential, should not become
a routine substitute for assigning reporters
and writers who have no connection with the
people or subject under examination. I think
the most important duty of an editor is to
protect the integrity and credibility of the
report. The journalist’s implied contract is
that the recipient of the information’s interest be served—not that of
the reporter or the subject. Not assigning writers or reporters with
real or potential conflicts is an obvious first step in fulfilling that con-
tract. But on those occasions when the knowledge that such a conflict
might raise would provide a deeper understanding or insight into the
report, a good editor may opt for that deeper understanding. In such
cases the editor must then balance the potential for conflict with the
potential for uncovering information of the greatest possible use to
the reader. And in those cases maximum transparency—explaining to
the audience how and why vou do what vou do—is crucial. That is
done by disclosure, the more detailed the better.

Having the conflicted person make the disclosure becomes inade-
quate only if the editor fails. It is the responsibility of the editor to
become fully aware of the extent of the conflict and make sure it is ade-
quately described. The reader can then decide how much to credit the
content of the report or article. Reluctance by the press to be more
transparent about why and how they do what they do, I believe, is one
important reason for the decline in press credibility with the public.

As the press and the communications media in which it is embed-
ded become more powerful and more intrusive, a lack of trans-
parency makes the public more dismissive and suspicious.

Greater transparency by journalists about why they do the things
they do and how they do them is something to strive for. For that rea-
son, I consider the number of disclosures an attribute, not a problem.
The problem would come if the disclosure does not make the poten-
tial for conflict transparent to the reader of the magazine, or if it
becomes an excuse not to try to find the most objective reporter avail-
able to do the job. O
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PUNCHING UP THE NEWS

Hollywood Reporter editor Anita Busch pulled no
punches in sizing up Twentieth Century Fox’s Fight
Club in an October 12 editorial, calling the film,
among other things, “morally repulsive.” Busch’s
plece was so harsh that there was reason to believe The
New York Times’s Bernard Weinraub when he reported
on October 13, citing an unnamed Fox executive,that

Fox was yanking all “film advertising” from the Reporter.

But on October 14, the Los Angeles Daily News quoted
Fox spokeswoman Florence Grace as having said,
“Our relationship with The Hollywood Reporter has not
changed or been impacted” by Busch'’s piece. (Grace
confirmed the comment to Brill’s Content two months
later.) It was surprising, then, when Weinraub, again
citing unnamed studio executives, wrote about the
boycott again on October 18.

A review of Repoiter issues published two weeks
before Weinraub’s October 13 article and two weeks

after supports Grace. Two ads ran before; two ran after.

Weinraub calls his stories “totally accurate,”
claiming he distinguished between film studio and
general company advertising. But a Fox executive says
the four ads cited above, all of which bore the
Twentieth Century Fox logo, were movie studio ads.

“I'm amazed that Brill’s Content would print anonymous

assertions from a studio owned by Rupert Murdoch
and take [them] at face value,” says Weinraub, who
used his own anonymous sources. (Busch and Reporter
associate publisher Lynne Segall wouldn’t comment.)

Several news outlets followed Weinraub’s stories
with versions that relied solely on the Times. As of mid-
December, none had published corrections.

Renee Graham, who wrote in The Boston Globe on
October 19 that Fox had “pulled all of its advertising
in the magazine indefinitely,” cited the Times as her
source. The Chicago Tribune’s Julia Keller, whose
October 26 story said Fox had “announced” the ad
boycott, says she, too, used the Times as her source.

Newsweek reported on November 1 that “Fight Club
has touched a nerve: The Hollywood Reporter so brutally
trashed it that Fox withdrew advertising in retaliation.”
Seth Stevenson, who wrote the item, says it came from
the Times and “many newspapers,” adding, “I don’t
think I called anyone at Fox.”

Any lingering doubts about the boycott should
have been put to rest with the arrival of the Reporter’s
December special issue, in which Fox placed the fol-
lowing full-page ad: “Twentieth Century Fox congratu-
lates The Hollywood Reporter: 69 Years Young.”

AMY DITULLIO

T VIt seemed like a sporting event!”

—ROBIN ROBERTS, ESPN SPORTSCENTER ANCHOR AND ABC NEWS CONTRIBUTOR, ON SERVING AS THE MASTER
OF CEREMONIES AT A NOVEMBER 14 BILL BRADLEY PRESIDENTIAL FUND-RAISER IN NEW YORK CITY. QUOTED IN

THE NEW YORK TIMES, NOVEMBER 16, 1999.
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PRIZEWINNER

PIN THE TALE

This month we unveil what we expect
will become a recurring Notebook
feature: the Anonymous Sources Say
award. We scanned the front pages
of the country's top 25 newspapers
by circulation (according to the Audit
Bureau of Circulations’s most recent
figures) from November 15 and tal-
lied the times each backed up a fact
with “sources say” or some variation
of that vague attribution.

The winner of our first (oh, all
right) A.S.S. award is...The
Associated Press, for its story about
information that emerged from
the cockpit voice recorder recov-
ered from the wreckage of EgyptAir
Flight 990, which crashed into the
Atlantic on October 31. Versions of
the story made the Minneapolis
Star Tribune, The San Diego Union-
Tribune, the Houston Chronicle, the
Denver Rocky Mountain News, The
Denver Post, and Newark's Star-
Ledger. The Boston Globe and USA
Today cited the AP report in their
staff-written stories on the subject.

In the story, AP’s Pat Milton
cited "a source close to the investi-
gation” as having said the plane’s
pilot and copilot "talk like pals”
while trying to fix an unidentified
problem after “alarms go off.”
Milton's story then used “the source
said” three more times in quick suc-
cession to back up pieces of informa-
tion, among them that “investigators
can probably rule out hijacking,
suicide, or a fight between the two
[pilots]” as theories to explain the
crash. It wasn't long, of course,
before the suicide theory hecame
the theory. JULIE SCELFO
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NOTEBOOK

BEHIND-THE-SCENES PEOPLE WHO MAKE IT HAPPEN

It's 11 o’clock on a cold
November night, and
the sidewalk outside
The Washingtan Post,
in the northwest
section of Washington,
D.C., is quiet. A few cabs
whiz past. Then Terry
Floyd pulls up in front of the Post in his black
Toyota pickup truck, as he does 365 days a year.
Stacked in the truck’s bed—still warm from the
Post’s presses in College Park, Maryland—are bun-
dles of the newspaper’s first edition. a precious
commodity in this city that thrives on news.

It doesn’t take long for a small crowd to
form as people step from the shadows and jump

MEDIA
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TERRY FLOYD
Newspaper deliveryman
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from double-parked cars. The friendly,
Jamaican-born Floyd hops out of the front of
the truck and drops its back gate. Within about
three minutes, he has sold 80 copies of the
paper at 25 cents apiece.

Floyd says his regulars—some of whom he
has known since he took on this late-night job,
12 years ago—include employees from NBC News,
United Press International, and USA Today. Some
customers rush off to deliver multiple copies
to waiting newsrooms. Others drift away.

Floyd doesn’t make much money from stop-
ping in front of the Post. “If | had to rely only on
selling the paper [at the Post],” he says with a
laugh, “I wouldn’t be here, trust me.” It's on the
rest of his route, the 42-year-old Floyd says, that

0. - ,,
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Terry Floyd unloads
The Washington Post’s
first edition.

he rakes it in, earning more than $200 a night
delivering the paper to what he describes as
“rich people.” He makes nine more stops after
leaving the Post. At the National Press Building,
he drops off 22 copies, mostly to foreign news
organizations that pay $6.95 apiece for the
paper. The price goes up the further Floyd gets
from the center of the city; he charges one
suburban Virginia customer—Saudi Arabia’s
U.S. ambassador—$25 for a copy.

Floyd says one of his busiest nights came in
1995 when the Post published the 35,000-word
manifesto written by Theodore Kaczynski, a.k.a.
the Unabamber. Says Floyd: “That was a very
special night. I must have sold 300 papers.”

ROBERT SCHMIDT
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A DATELINE EXCLUSIVE:
SHEEHY'’S BAD PASSAGE

On N er 29, author Gail Sheehy appeared
on Datcliné NBC to offer up some of the juiciest
tidbits from Hillary’s Choice, her new biography of
Hiliary Rodham Clinton. By the following night,
a spokesman for the first lady turned U.S. Senate
candidate was labeling “totally incorrect™ one of
Sheehy’s key revelations, forcing the author to
qualify her claim. Dateline, on the other hand, is
standing by the disputed story.

Among Sheehy’s most emotionally loaded
observations is that Clinton’s father, the late
Hugh Rodham. was “a very punishing man”
whom the first lady “was unable to please” (as
Sheehy put it on Dateline). So tense were relations
between the two, Sheehy writes, that Rodham
failed to show up when his daughter delivered
the commencement speech at her 1969 gradua-
tion from Wellesley College (in fact, Sheehy
claims the entire Rodham family was absent}.

The missing-father revelation is just the kind
of life-defining event around which an armchair
psychologist like Sheehy can build an entire
profile. On Dateline, as in her book, Sheehy did
exactly that, using the supposed paternal snub
as the prime example of Hugh Rodham’s chilli-
ness toward his daughter. Sheehy claims it’s that
chilliness that explains the first lady’s contradic-
t its of taughness and insecurity. Fitting

(Sourcez Talkers magazine)

Sheehy’s thesis as perfectly as it did, the gradua-
tion anecdote sounded too good to be true.
According to Clinton’s aides, it was.

On November 30, Howard Wolfson,
spokesman for Clinton’s fledgling U.S. Senate
campaign, ripped into Hillary’s Choice on CNN's
Larry King Live and used the graduation story to
shred Sheehy’s reporting. “The fact is that
Hillary’s father was at her graduation,” Wolfson
told King, adding dismissively, “That’s the kind
of book [Sheehy’s| is.” (For more on Hillary’s
Choice, see “Are Books Accurate?” page 74.)

Sheehy calls Wolfson's denial “a so-far-
unverifiable challenge.” If there was a mistake,
she says, Clinton's press representatives are to

blame, because they didn’t return her calls when
she tried to confirm Rodham’s whereabouts with

them. “I and my Wellesley rescarchers inter-
viewed any number of people—classmates, pro-
fessors of Hillary’s,” Sheehy fumes. “None can
remember seeing Hugh Rodham [at the gradua-
tion|, and they still don't.”

One classmate Sheehy didn’t interview on
the subject is Jan Piercy, who represents the
United States on the World Bank'’s board of
directors (President Bill Clinton appointed her
to the post in 1994). Piercy tells Brill's Content she
has vivid memories of watching Hugh Rodham
sit at the graduation ceremony and react to his
daughter’s speech.

Sheehy concedes that she has no sources to
contradict Piercy’s recollection, and says if she
doesn’t get proof of Rodham'’s absence, she’ll
revise the relevant section when her book enters
its second printing. For now, the book states
unequivocally that Hugh Rodham was a no-show.

Dateline’s Stone Phillips, paraphrasing
Sheehy, made the same unequivocal statement
on November 29. The show aired a brief follow-
up on December 5, saying only that Clinton had
disputed the claim. Executive producer Neal
Shapiro says that even though Sheehy has back-
pedaled, Dateline plans no further correction.

How did the unproven claim get on the
air in the first place? Before the Sheehy
segment was broadcast, Shapiro says, Dateline
producers checked the graduation anecdote
with Marsha Berry, the first lady's White House
press secretary, who “didn’t say it was wrong.”

But Berry says she didn’t say it was right, either.

At the time of Dateline’s inquiry, she says, she
offered a simple “No comment,” because she
didn’t know whether or not Clinton’s father
was at the graduation. Asked after the Dateline
segment whether Clinton’s father was indeed
on hand, Berry is no longer uncertain: “That's
what Mrs. Clinton says.” MATTHEW HEIMER

PUNDIT SCORECARD

BLANKLEY
ON TOP

In the latest installment of our political-
prognostication tote board, in which we track the
prescience of TV's weekend savants, The
MecLaughlin Group's Tony Blankley reclaims the top

spot. Among the predictions for which he gets
credit: Democrat Bill Bradley “beats expectations”
in the October 27 New Hampshire presidential
debate with Vice-President Al Gore.

Our house pundit, Chippy the chimp, held on to
his spot near the bottom of the pack. His stumbles
included picking "yes" when asked whether Matt
Drudge would still have a show on the Fox News
Channel come the turn of this century. We figured
even a chimp would have gotten that one right.

Now, exactly which office was it that
Hillary said she might run for?

1 Tony Blankley, MG (57/89)

2 Eleanor Clift, MG (76/119) .639

3 Margaret Carlson, CG (33/53) .623

4 AlHunt,CG (52/84) .619

5  Mark Shields, CG (19/31) 613

6 Robert Novak, CG (49/81) 605

7 William Kristol, TW (70/117) 598

8  Michael Barone, MG (40/67) 597

9 George Stephanopoulos, TW  (73/123) 593 }
10  Cokie Roberts, TW (24/41) 585
10 Sam Donaldson, TW (24/41) 585 |
12 Kate O'Beirne, CG (22/38) .579

.- Chippy the chimp, unaffiliated (35/66) 530

14 John McLaughlin, MG (51/102) .500
15 Morton Kondracke, BB (47/100) .470
16 George Will, TW (23/58) 397
17 Fred Barnes; BB H«/112) 393

BB The Beltway Boys, CG: The Capital Gang; MG: The McLaughlin Groug,

TW.: This Week With Sam Donaldson & Cokie Roberts
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THEY'RE EXPERTS ON EVERYTHING—AND THEY'RE EVERYWHERE

Ever notice how some people’s
names and faces just keep popping
up all over the media landscape?
We tracked two of these seemingly
ubiquitous talking heads for one
month to see which had the highest
“expert exposure count.”

For the first of these matches, we
looked at how presidential historian
Doris Kearns Goodwin and former hio)
presidential adviser David Gergen Thedoalg
spent October. We've color-coded
Gergen's movements in black type
and Goodwin's in red, and in paren-
theses we've given a concise descrip-
tion of what was discussed in their
numerous appearances in print,
on television, and at public events.

Gergen had the initial edge
given his regular gigs writing for
U.S. News & World Report and
doing interviews for PBS's The
NewsHour With Jim Lehrer. But
Goodwin proved a formidable com-
petitor. Her secret weapon? Her
near fanaticism about baseball in
general and the Boston Red Sox in
particular. Which, in the end, helped
boost Goodwin to victory.

MATTHEW REED BAKER

MARKETING HYPE

CNN Late

Statesman (her
career as lhistorian)

The Providence
Journal-Bulletin
{generational Red
Sox fandom}

14 sightings

U.S. News &
Edition With Wolf  World Report
Blitzer (new Reagan (Hurricane Floyd)

CNN/Tiime
Newsstand (TV and
Nixon), CNN The
University of Akron World Today
Forum (career and  (Gore's campaign)
baseball), PBS The CNBC Rivera Live
NewsHour With Jim: (celebrity pols)
Lelirer (Reagan bio)

PBS The PBS The Ford
NewsHour With NewsHour With Foundation’s
Jim Lehrer (female  Jim Lehrer (Labor's Innovations in
WWII journalists)  endorsement of American
CNBC Mardball Gore) Government
With Chris Awards
Matthews (Gore competition (led
campatgn; judges panel)

Massachusetts PBS The
State House NewsHour With

{public art honoring
notable Mass.
women, dedication?

Wright Edeiman)

With Brian
Williams
(Ehizabeth Dole)

ABC Niglitline

(Gore/Bradley
debate)

Jim Lelwrer (Marian

MSNBC The News

Dorls I(earns
Goodwin

17 sightings

Town Hall
in Seattle
{societal progress),
The Scotsman,
Scottish newspaper
{new Nixon tages)

Ford Arianna The Idaho
Foundation's Huffington’s Statesman
Innovations in syndicated column (excerpts from
American (present political 10/15 lecture )
Government chaos)

Awards (announced Idaho Humanities

awards) Council (compelling
history)
Duke University The Herald-Sun
(political (Durham, N.C.)
leadership past and  (excerpts from
present) 10/22 lecture )
Los Angeles Times
(disgraced bio ¢f
GW. Bush)
ABC Nightline Associated
(GOP debate), Press (excerpts
National Bank from 10/28 lecture)

of Commerce CNBC Hardball With
(turn-of-the-century Chris Matthews
presidents) (presidential

CNBC Rivera Live  candidates)

(Pete Rose)

MADE UP OUT OF WHOLE CLOTH?

A supposedly higher grade of cashmere. pash-
mina was a summer fashion trend that became
a fall fashion craze. The craziest thing about this
most chic of fabrics? There's evidence to suggest
it’s not all as chic as it seems.

The price difference between everyday
cashmere and its exotic-sounding cousin pash-
mina is not insignificant: A pashmina scart’
can cost twice as much as its cashmere counter-
part. Retailers have peddled these soft, colorful
garments by saving that they're made from a
special form of cashmere.

“Just when you thought cashmere was the
very top of the luxury scale, this new shawl
goes one step further,” reads Lands’ End’s
catalog description of the company’s $298
pashmina shawl.

Fashion writers added to the mystique.
“Pashmina...is the warmest and most fuxurious
of legally harvested cashmere.” wrote Women's
Wear Daily’s Wendy Hessen on October 25 in a
typical story. “It is found principally on the

TICKER
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underside of the Capra Hircus mountain goat.”

But Kenneth Langley, a textiles professor at
the University of Massachusetts Dartmouth, has
compared cashmere and pashmina. "From what
I've seen under a microscope,” he says, “they're
the same.” Langley says using the word pashritinag
to sell cashmere represents “a very good market-
ing technique.”

Karl Spiihaus, president of Boston's
Cashmere and Camel Hair Manufacturers
Institute, scoffs at that technique. “The stuff
about |pashminaj coming from the bellies and
necks of'a special goat is just baloney,” he says,
adding that what's sold as pashmina is often a
blend of cashmere and silk.

On October 15, the Los Angeles Times's Valli
Herman-Cohen reported that shoppers
should beware of having the wool pulled over
their eyes. “In textile dictionaries,” she wrote,
“the term ‘cashmere shawl’ and "pashmina’
are synonymous.”

Not everyone agrees. Michele Casper, a

Lands’ End spakeswoman, says the company
doesn’t plan to adjust its pashmina marketing:
“The catalogs have already been distributed.”

Some fashion scribes also stood firm. WWD’s
Hessen, for instance, insists cashmere and
pashmina are different and dismisses the skep-
tics: " haven't been to Katmandu, so [ can’t
prove them wrong.” BRIDGET SAMBURG

And you call it pashmina?

(Source: Mediaweek magazine)
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The ABC’s of Safety: Air bags. Buckle up. Children in back. Outbak Limited Sedan shown w ith optional equipment

INTRODUCING

OUTBACK
SEDAN

't dirt. Two parts asphalt.
Blend evenly.
i

-
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It’s the perfect formula for adventure. The mew Outback® Limited Sedan from Subaru. Sleek, contemporary styling.
A smooth, quiet ride. And with the incredible traction of our best ever All-Wheel Drive, you can mix it up with contidence
rough roud wherever you find yourself. City roads. Back roads. Even the occasional
‘. II".\ no road. Stop in for a test-drive, visit us at wwiv.subaru.com or
smowy road call 1-800-WANT-AWD. The new Outback Limited Sedan. SUBARU &
"~ TheBeautyof All#Wheel Drive

Our All-Wheel Driving System can handle almos: anything the rowd hus o offer.— Yet another first from Subaru.
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RECYCLED

POSTMAN WRITES TWICE !

In September, on
assignment from The
Washington Post Book
World,  read an
advance copy of
Building a Bridge to
the Eighteenth Century:
How the Past Can
Improve Our Future
(Alfred A. Knopf,
1999). This is the
most recent book by
the cultural critic
Neil Postman, who
teaches at New York University. Before writing
my review of the book, I picked up a paperback
caopy of Amusing Ourselves to Death (Penguin Books,
1985), one of the best known—and most highly
regarded—of Postman’s 19 other books. I had
never read it and thought I should.

But I found myself distracted after reading a
sentence on page 51 that seemed very familiar. I
had read the exact same sentence on page 149 of
the new book. And that was just the beginning.
The paragraphs that preceded and followed that
sentence—a total of 686 words, almost the length
of this article—were also identical in both books.

I then found two other repeated passages—
then, in several other Postman books, nine more.
The lengths of these text blocks ranged from one
sentence to six pages. In one 330-word passage,
also lifted from Amusing Qurselves to Death and
placed in the new book, Postman had changed
“records” to “CDs” and “television” to “television
and the Internet,” a revision that implied he was
mindful of the repetition. The examples I found
added up to about 15 pages of a 193-page book.
None was set off by quotes or marked by foot-
notes or any other acknowledgment.

On October 25, the Post published my review
of Postman’s book, in which I revealed some of
his unacknowledged selfborrowing. I heard
nothing; neither did my editor. And so I still
wondered: Was this a yawn—or a breach?

According to Time managing editor Walter
Isaacson. “It’s a theological question: Can you
plagiarize yourself?” Isaacson, like others I spoke
to for this article, could talk only generally, since
he hadn’t seen the material at issue. But he

judged “copying from yourself” to be “lazy at
worst, but not major.”

“I've only encountered the problem once,”
says veteran book editor Peter Osnos, the pub-
lisher of Public Affairs, “and we said to the author,
‘You’re overrelying on your previous book, and
what you need to do is rewrite those passages.’
The issue here is the perception that the author is
recycling material. I don’t think there’s an ethical
issue here, at least not much of one.”

Author James Fallows agrees that this repeti-

Neil Postman
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tion is “not unethical.” Most professional writers,
he says, would consider it embarrassing, because
their primary interest is to be original in mater-
ial, interpretation, and expression.

It seemed unlikely that Postman would be
proud of his repetition. He often asserts in
Building a Bridge to the Eighteenth Century that
technology in general, and computer-assisted
education in particular, has sheltered profes-
sors “who have run out of ideas, or didn’t have
any to begin with.”

I called Postman and Jonathan Segal, his edi-
tor at Knopf, to ask them about what I'd found.
Segal responded first and told me he had
“absolutely no concern, none whatsoever,” that
Postman had intentionally done anything wrong.
“What I would suggest to you,” Segal said, “is
that in the normal process of doing your notes,
sometimes you forget to attribute things.”

When Postman returned my call, he had
already spoken with Segal. “My first thought,”
he said, “was, well, What's the problem? I'm quoting
myself. Should I give myself permission to use it? Then
I thought, No, maybe because there are a few pages
here, probably some acknowledgment should be made.”
He has never repeated passages before, Postman
said, but found it appropriate in this book. He
intended to discuss with Segal whether or how
to acknowledge this, but forgot. Postman says he
does not remember how many passages he
copied from previous books, or whether I had
found most or only a few. He said future editions
of the book would carry some note, most likely
in the acknowledgments, that parts of the book
have appeared before.

Fallows and Osnos agreed that alerting the
reader—as is done when books are excerpted in
magazines, or articles are folded into books—is
the simple solution. At what point does such an

acknowledgment
% become necessary?
» ++'""" “Iwould think the
handy guide is when

you have to look at
something else to
re-create it,” says
Fallows. “A sentence
or two sentences
that come out of
your mind because

=

-
bl
-~
i

=

> that's how you think,

- that’s forgivable,

\ though it may suggest
§ you're becoming

3 like a robot. But if

5 you have to physically
3 copy something

out, that’s another
matter.”
JOSHUA WOLF SHENK
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Millionaire's Regis Philbin amid a blizzard of green
CASHING IN

HOW TO MILK
A MILLIONAIRE

ABC rode the dramatic success of Who Wants
To Be A Millionaire to its first November sweeps
victory since 1992. That made us wonder
whether the network—already the industry
leader in packing nonprogram material, or clut-
ter, into prime time*—might try to squeeze more
ads and promos into the popular game show than
it does into other prime-time offerings.

To find out, we set a stopwatch on a randomly
chosen one-hour episode of Who Wants To Be A
Millionaire. For comparison, we did the same
thing with a one-hour episode of Fox's counter-
part, Greed. Here's what we found. JULIE SCELFO

CLOCKING THE CLUTTER (minutes per hour)

FO
Avg. Prime-Time Clutter

ABC

Avg. Prime-Ttme Clutter
MILLIONAIRE
November 21, 1999

GREED
November 2, 1999

lo 1

16:27

16:58

17:41

{10
*The 1998 Television Commercial Monitering Report from the
American Association of Advertising Agencies and the Association
of National Advertisers, Inc., 1998
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ACCESSIBILITY REPORT

WITHIN YOUR REACH?

You're reading the daily paper and find an article you know is inaccurate, Section editors’ contact info? Yes;
unfair, or incomplete. Does the paper give a clue as to whom to contact? phone, fax, e-mail for weekly sections
Inspired by a letter from a Portland Oregonian reader, we looked at 16 U.S. Reporters’ contact info? Yes; e-mail,
e - M dailies to gauge their accessibility. Some of the biggest—The Wall Street but only intermittently in some sections
A.M. "Abe” Rosenthal Journal, The New York Times, and USA Today—give the most meager con-

TIMES TALK tact information. Others print e-mail addresses for staff writers of every

J U ST AX A BE bylined story. But offering such information goes only so far. As Jeff Ombudsman/reader rep. contact info?
Dozbaba, deputy managing editor of The Arizona Republic, says: “If papers No

Adolph Ochs, the patriarch of the are going to do this, they need to be responsive.” AMY DITULLIO | Section editors’ contact info?

family who owns The New York - Yes; phone on page B3

R R R LN e SR THE (PORTLAND) OREGONIAN A THE SEATTLE TIMES i:8 Reporters’ contact info? Yes;

cover the news "without fear or Ombudsman/reader rep. contact info? Ombudsman/reader rep. contact info? | Local editions’ reporters’ phone, e-mail

favor.” On November 5, the Times Yes, ph , €mail on page 2 Yes, phone on page 2 for executive editor, ' appear intermittently

covered one story with what looked Section editors’ contact info? who fills this role

like a little of both. Yes; phone on front-page banner of every | Section editors’ contact info? THE WASH.NGTON POST C-

On that day, A.M. “Abe" section; e-mail information on page 2 Yes; phone, e-mail in Monday business Ombudsman/reader rep. contact info?

Rosenthal—whose career had Reporters’ contact info? Yes; section, Sunday travel, and one of four Yes; attached to weekly Sunday

included a Pulitzer Prize and stints ' phone, e-mail at end of every bylined community supplements column

as managing editor, executive editor, news story Reporters’ contact info? Section editors’ contact info?

and, since 1987, op-ed columnist— Yes; phone, e-mail at end of every bylined | Yes; phone, e-mail in weekly sections

ended a half century at the Timres. THE MIAMIE HERALD LM news story Reporters’ contact info? No

The paper ran three articles on the Ombudsman/reader rep. contact info? : -

subject and never once told its L1 mil- | Yes phone next to last page of section A ML AALIE [NREUEZIE0N ) B SAN ANTONIO EXPRESS NEWS D

lion readers he had been forced out. Section editors’ contact info? | Ombudsman/reader rep. contact info? = Ombudsman/reader rep. contact info?

Rosenthal used his November 5 Yes; phone, e-mail at bottom of every ’ Yes; phone on page 2 No

column to sum up his career. The section front except page 1 Section editors’ contact info? Yes; ir Section editors’ contact info?

paper ran a farewell tribute to him Reporters’ contact info? Yes; [ some weekly sections Yes; phone, e-mail for most sections

on the editorial page and a Metro e-mail at top of every bylined news story | Reporters' contact info? Reporters’ contact info? No

section story. None mentioned what — YeS; phone at end of each bylined news

had prompted Rosenthal to leave. story, as well as e-mail if reporter has it

The news story noted that “a few Ombudstman/reader rep. contact info? Ombudsman/reader rep. contact info?

weeks ago” it became “clear that his  Yes; phone, e-mail on page 2 2 No

weekly column '0n My Mind,’ was Section editors’ contact info? Yes; riiatingny Section editors’ contact info?

near an end.” But the story didn't | phcne, e-mail on page 2 of every section

contain comment from anyone in Reporters’ contact info?

Times management. Yes; phone, e-mail at end of every bylined
Those who wanted to know what news story

was really going on had to turn to The

Yes; some sections, including business
and sports
Reporters’ contact info? No

THE NEW YORK TIMES F

Washington Post's “Rosenthal Gets THE ARIZONA REPUBLIC A Ombudsman/reader rep. contact info?
Pink Slip From N.Y.'s Gray Lady"” story. | Ombudsman/reader rep contact info? No
"I thought it was downright Yes, phone on page 2 Section editors’' contact info? No
strange that the Times would make Section editors’ contact info? Reporters’ contact info? No
such a big deal about Rosenthal's Yes; phone, e-mail at top of every section Ombudsman/reader rep. contact info?
. departure and yet never mention Reporters’ contact info? Yes; phone on page 2
% why he was leaving,” says Howard Yes; phone, e-mail at bottom of every Section editors’ contact info? Yes; Ombudsman/reader rep contact info?
2| Kurtz, who wrote the Post story. news story sections generally have editors’ phone, No
4 Should the Times have told the e-mail info on bottom right of front Section editors’ contact info? No
% full story? Rosenthal himself wouldn't BEAMTLLCRVVIEICEIENIIOLIEIN Reporters’ contact info? Yes; Reporters’ contact info? No
Z| bite. But, saying “it's very hard to Ombudsman/reader rep contact info?  business reporters’ phone, e-mail info in
.fx cover yourself aggressively,” execu- Ye:, phone fax, e-mai on page 2 Sunday and Monday editions
2 tive editor Joseph Lelyveld admits Section editors’ contact info? " Ombudsman/reader rep. contact info?
2| the omission was intentional. “We Yes; phone, e-mait on inside page in LOS ANGELES TIMES 3 No
S| wanted to pay tribute to Abe's weekly sections Ombudsman/reader rep. contact info? Section editors’ contact info?
4| career on the paper,” he adds, “and Reporters’ contact info? Yes; e-mailat  Yes; on page 2 in Los Angeles-area Yes; e-mail, but only for sports department
‘? leave it at that.” JESSE OXFELD top of every bylined news story editions Reporters’ contact info? No

[0

TICKER D iche Millennium Survey)

9 Percentage of corporate executives who 5 Percentage of corporate oxecutives 3 Perceatage of corporate evecutives who
say they expect to turn to the Internet for who say they expect to turn to a daily say they expect te turn te television for
business news in 2008 newspaper fer business news in 2005 business news in 2005
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UNDERDOGGED

{Source: CNET, techies.com, "American Views on Technology” poll)

Percentage of Americans who believe that parents should encourage
their children to study technology over business

Porcentage of Americans wha belleve that parents should encourage
their children to stucly technology over medicine

Percentage of Amencans who believe that parents should encournge .
their children to study technology over law

WARNING: THE WALL STREET

JOURNAL DOESN'T KID AROUND

In October, the publishers of two child-oriented newspapers named the
Small Street Journal—one in Maine, the other in Mississippi—got letters
from a Dow Jones & Company lawyer. The lawyer demanded that the
publications change their rames. Why? Because, the lawyer wrote, the

title was “confusingly similar” to that of the company'’s flagship publication,

The Wall Street Journal. Below we compare The Wall Street Journal
to Maine’s version of the Small Street Journal. We'll let you sort out the

confusing similarities.

_ THE WALL STREET JOURNAL.

Wihat's News -

Confused? The Wall Street
Journalis the one on the left.

1.8 miillion

~ The World's Most

Charge”

relentless, predatory

Gates...”

~ “Patrick J. Buchanan

NORMAN PODHORETZ
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Important Publication

“Speaking Up: Hastert
Finds Leading in House
Isn’t the Same As Being in

“A federal judge found
Microsoft Corp. to be a

monopolist in a harsh and
far-reaching rebuke to
both the company and Bill

~ defends himself from my
charge of anti-Semitism
with a fancy display of
evasive polemical tactics.”

o, P

‘\Lﬁ
w "'v- #

Pezagen
| November 1999

free
| 6,000

- The Newspaper Dedicated
to Children
5540

“Eastern Maine Children's
Museum: This is what an
artist thinks the lobby of

- the museum will look like"”

“The third annual woolly
worm prognostication
ceremony in Lewisburg,
Pennsylvania, has
concluded there will be a
harsh winter this year.”

B
\
!
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' MIDDLE SCHOOL

“We think your newspaper

is great! It's filled with lots
of fun stuff and the contests
are really fun.” MRS. MILLER'S
- FIFTH-GRADE CLASS, HOLBROOK

SPORTS ON THE WEB

AN ONLINE STAND

Come the Super Bowl kickoff on
January 30, dozens of writers in
the press box of Atlanta’s Georgia
Dome will have their game cover-
age published instantly on their
news organizations’ websites. But
those who file detailed online
reports more than once each time
a team gives up the ball face the
threat of having the National
Football League bar their news
outlets from future games.

The Internet allows newspapers
to “publish” information instantly.
But professional sports leagues con-
sider that “broadcasting,” which
they’ve long controlled exclusively.

“[The NFL] owns two property
rights: the excitement of being
there and the uncertain outcome,”
says NFL senior vice-president of
business affairs Frank Hawkins.

Patrick Stiegman, editor of The
Milwaukee Journal Sentinel’s ]S Online,
has tested the NFL's ball control.
Between 1996 and 1998, Green Bay
Packers fans could get a steady
stream of play-by-play, analysis,
game statistics, and photos from
reporters at the game who were
writing for the Packer Plus Online
site. Early in 1998, Stiegman says,
the NFL “encouraged us to be more
editorial and do less play-by-play.”

Stiegman complied—because

: he had to. If he hadn’t, the NFL

P

could have pulled his credentials
to cover the games, which are pri-
vately owned.

The NFL is not alone in engaging
in such Net control. Last February,
the PGA Tour tried to stop the
Jacksonville-based Horida Times
Union’s plans for online coverage of a
local tour event. Editor Patrick Yack
says tour officials backed off when
he threatened to curtail his coverage
of the event.

Money is at stake. The leagues
receive fees from the coproducers of
their authorized sites, which feature
play-by-play or instantly updated
game statistics. The NBA is
also trying out subscriber-
based features. Two years
ago, hoop fans could hear
free real-time radio broad-
casts from various station
websites. Now the league
requires a $20 audio pass

available only on NBA.com. Mean-
while, NFL.com, which ofters exclu-
sive play-by-play and real-time stats,
gets revenue from such league
sponsors as Motorola, United Parcel
Service, and Visa.

But the NFL's Hawkins says the
league benefits from allowing
limited game commentary on
newspaper sites—for the same rea-
son it lets radio reporters who don’t
work for an official network station
periodically phone in live game
updates to their stations. “It’s
enough so that if vou’re listening
and you're close to a TV,” he says,
“you might turn iton.”

In addition to the Journal Sentinel
crackdown, the NFL questioned
online coverage by the Times Union
and the St. Paul Pioneer Press in 1998.
Those actions led to the current
compromise: Online writers can
comment once after a team has
scored or relinquished the ball.

The Journal Sentinel’s Stiegman
says that when the NFL stopped
Packer Plus Online from publishing
play-by-play, he posted a note
telling fans who was to blame and
then got copies of "20.000 to 25,000
irate e-mails” addressed to the NFL.
But three vears later. Packer Plus
receives 500,000 page views on
a game day. Says Stiegman: “Users
are not so interested that [Packer
running back| Dorsey Levens
picked up two vards. They want
the big picture.” DAVID BRAUER




Encore.

Introducing the Bose' Wave' radio/CD. What did we do
with a radio called “simply amazing” by Radio World?
improve it, of course. Only this time, add a CD player so
now you can enjoy sparkling clarity and deep bass whether
you're listening to the radio or a compact disc.

No other radio can deliver the clean, natural, room-filling
sound of the Bose Wave radio/CD and Bose Wave radio.
That's because no other radio produces the full bass of our
Acoustic Waveguide™ speaker. This patentec technology
was reengineered for the Wave radio/CD to make room for

the CD player

b= while adding

just a quarter

Wave Radio
Wave Radio/CD

inch to its height. The Wave radio/CD is available directly from
Bose, the most respected name in sound, and your satisfaction
is guaranteed. When you call, ask about our 30-day in-home
trial, and our interest-free payment plan. And get ready to hear
how we've revolutionized radio. Agein.
1-800-375-2073, ext. T4468

For information on all our products: www.bose.com/t4468

Please specify color when ordenng:
Wave radio/CD: O Platinum White or O Graphite Gray
Wave radio: [0 Platinum White or O Graphite Gray

Name Address/City'State'Zip

Day Phone Evering Phone

Mal to. Bose Corposation, Dept. DMG-T4468, The Mantain, Framinghem, MA 017019168,

" -/ /L =

Better sound through research.
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WHEN SUBJECTS OBJECT

AND THE

SURVEY SAYS...

Last year, The Kansas City Star
undertook an ambitious reporting
project about AIDS and sexual ori-
entation among Roman Catholic
priests (as of mid-December, the
results of the project had not yet
been published).

As part of their reporting, Star
staffers did something that appar-
ently no newspaper had done
before: In October, they sent a sur-
vey to several thousand randomly
selected priests across the country,
asking recipients to answer nine
questions about their experiences
with homosexuality and AIDS.

“Dear Father,” began the letter
that accompanied the survey, “[t|he
AIDS epidemic has had a powerful
effect on society. We have come to
understand that the disease also
had a devastating impact on
groups whose members are unable
to speak up about the difficulties
they have endured.” Among the
attached questions: “How would

you identify yourself sexually?”
The Reverend Glenn Mueller,
a priest who lives in Kansas City,
Missouri, and who considers the Star
a “fair and balanced” newspaper,
says he was nonetheless stunned
when he received the survey:
“What I especially question here is
the way in which this research was
conducted, having such personal
questions asked so impersonally.”
William Donohue also ques-
tioned the Star’s reporting meth-
ods. Donohue, the president of the
Catholic League for Religious and
Civil Rights, decided to give the
Star a sense of how it felt to be on
the receiving end of such invasive
queries. Donohue devised his own
unconventional nine-question
survey, which he sent to each of
the Star’s 74 editorial employees.
Donohue’s letter began: “Dear
Kansas City Star Staff Person: The
AIDS epidemic has had a powerful
impact on society. We have come to

understand that the disease also
had a devastating impact on
groups whose members are unable
to speak up about the difficulties
they have endured....By participat-
ing in this survey, not only can you
help us more accurately determine
the scope of the disease within the
journalism profession....” Among
Donohue’s questions: “Do you
know any journalist who doesn’t
have HIV or AIDS?”

“Of course I was being irrever-
ent,” says Donohue of his ques-

In November, Star editor and
vice-president Mark Zieman
reported that response to the ques-
tionnaire had been impressive. “1
can tell you that we've had an excel-
lent dialogue with Catholic priests
across the country and leaders in
the church,” says Zieman. “[l|t’s
clear that the Catholic League does
not represent the church’s views in
this matter.”

And how many members of the
Star’s editorial staff answered
Donohue’s survey? “Let me check,”
he says. “Um—none.” BOB ICKES

RULE BENDING

SO WHAT'S A WATCHDOG TO DO?

When some 200,000 of
SmartMoney's 612,444
subscribers got their
November issues, they
may have been surprised
to see actor Jerry
Orbach smiling out from
what looked a lot like the
cover. But Orbach was
appearing in an ad for

' tﬁe fD Waterhouse brokerage that wrapped

around the cover and looked just like the typical
SmartMoney front. Only the TD Waterhouse
banner across the bottom signaled otherwise.
The New York Times reported on November
8 that the wrap had attracted the attention of
Marlene Kahan, executive director of the
American Society of Magazine Editors.
According to the Times, Kahan had called
SmartMoney publishing director Christopher
Lambiase to “complain” about the cover wrap,
which appeared to violate ASME guidelines
related to distinguishing advertising from edito-

TICKER
Percentage of local television news stories

43 that ar2 30 seconds or shorter
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rial content. But the Times article didn't mention
what action ASME planned to take against
SmartMoney, a joint venture of Dow Jones &
Company, Inc., and Hearst Communications, Inc.
When Brill’s Content called Kahan to find out,
she was resolutely tight-lipped.

Kahan wouldn't say if the magazine had been
sanctioned, citing a board policy barring the public
discussion of society members' private conversa-
tions. ASME president Jacqueline Leo, editorial
director of Consumer Reports, would say only,
“"ASME did have a conversation with SmartMoney,
and...[e]verybody was satisfied.” But the wrap
skirted at least three ASME guidelines (online at
www.asme.magazine.org), including: “"The publica-
tion’s name or logo should not appear on any
advertising pages except when advertising the
magazine's own products and services.”

SmartMoney maintains that no editorial
staffer knew about the ad until after the maga-
zine's release. Calls to Steven Swartz, president
and editor in chief, and Lambiase were returned
by SmartMoney spokeswoman Andrea Kaplan,

Pevcentage #f lotal television news stories
that are one minute or shorter

tions. “I was proving a point.”

16

who says the magazine had “every intention” of
using a disclaimer on the wrap. That information,
she says, was somehow deleted. Even with a
disclaimer, the wrap violated ASME rules because
it prominently displayed the magazine’s logo.

One potential sanction: expulsion from consider-
ation for ASME's National Magazine Awards. Frank
Lalli, George's editor and a past ASME president,
says such an action is taken only when magazines
repeatedly and willfully flout the group’s rules.

The TD Waterhouse wrap was not the first of
its kind for SmartMoney, which sent 15,000
copies of its August 1998 issue to doctor’s offices
wrapped with an ad touting Claritin allergy
medicine (it was labeled “advertisement”). Kahan
wouldn't say whether she knew of that one.

To TD Waterhouse, the cover wrap seemed
like a clever promotional tool. "As an advertiser
you want to get the biggest bang for the buck,”
says Jennifer Waterhouse, the brokerage's first
vice-president, marketing, “and you always try
to think of new ways to do that.”

KIMBERLY CONNIFF

(Source: Project for Excellence in Journalism)

Percentage of local television news stories
that are longer than two minutes
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The L.A. Times blew it by sharing ad revenue with the subject of a special report, but other
news organizations come closer every day to crossing that same hazy line. BY ERIC EFFRON

remember it, in a way, as the day I lost my virginity. I had

recently taken over as editor of Legal Times, one of several

publications in my company, and the editors were gathered

with the company’s publishers to talk budgets and the like.

At one point in the meeting, all of the editors were asked by

our CEO and editor in chief, who is now CEO and editor in
chief of this magazine, to rate, on a scale of 1 to 10, how interesting
and important we considered various subjects. Then the publishers
rated them according to their potential to draw advertising revenue
into the papers’ special sections. In the end, the topics that had the
highest combined scores—ones the editors
and the publishers both liked—were given
the green light.

Prior to that meeting, | had thought my
job as a journalist was to find out what was
happening and to tell people. Pretty basic—
and pretty naive. But as [ found myself
engaged in an exercise that involved some
compromising of that standard, I started to
realize that my job also included contribut-
ing to the financial well-being of my publica-
tion and of my company. In the case of these
special sections, the subjects we decided to
pursue were deemed important, and we
never did a special section we thought would
hold little interest for our readers. But I had
to admit that without the added incentive of
their advertising potential, we may not have
bothered with many of them, or we would
have packaged them differently.

I'm telling you this to establish my cre-
dentials (chiefly, hypocrisy) to discuss a
topic that is generating lots of heat in jour-
nalism circles these days, but, I'm afraid,
not much light for consumers—the contro-
versy surrounding the Los Angeles Times's
business arrangement with the Staples
Center sports complex. A furor erupted in
late October with the disclosure that the
Times had established a partnership with the
new downtown arena under which advertis-
ing revenue from a special October 10 issue

of the Times's Sunday magazine—devoted entirely to the center—
would be split with the center's owners. When word of the venture
was revealed by other publications in L.A., the Times’s journalists
went ballistic; top executives on the business side, including Times
Mirror CEQO Mark Willes and Times publisher Kathryn Downing,
were chastened and contrite; and newspapers and magazines
nationwide covered the ordeal in tones steeped in outrage (and
laced with superiority).

“Simply put: Journalists are not supposed to have financial rela-
tionships with the subjects they cover,” declared Sharon Waxman of
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The Washington Post. (Oh, that's the same Washington Post that recently
announced a big joint venture with NBC, a unit of General Electric, in
which the Post and the network will be sharing reporting resources
and doing a lot of cross-marketing. The Washington Post covers GE and
NBC, along with its competitors, of course.)

“It is unusual for a newspaper to share profits with an institution
that is the focus of continuing news coverage,” wrote Felicity
Barringer in The New York Times. (Oh, that’s the same New York Times
that gets a cut of any book sold on barnesandnoble.com accessed via
the book reviews on the Times’s own website.

troversy—once the news broke—has been in the Times itself, and after
some hesitation, the Times’s editor, Michael Parks, has assigned the
paper’s media reporter to do a thorough investigation.)

According to an account in the paper by Michael Hiltzik and
Sallie Hofmeister, the brouhaha had its origins in the Times’s becom-
ing a “founding partner” of the Staples Center, which meant that
after paying the center $3 million a year, the Times became one of ten
companies with the right to place promotional signs around the
arena and use a luxury suite. The arrangement also calls for the Times

and the arena to pursue additional joint pro-

The Times covers Barnes & Noble and its com-
petitors, of course.)

“To give the subject of the paper’s journal-
ism a share in revenues seemed like a danger-
ous compromise of the paper’s objectivity,”
offered Cathy Booth in Time. (Oh, that's the
same Time that was subjected to criticism last
year when it announced it would run a quar-
terly series on the environment with Ford
Motor Company as the sole sponsor. Titne cov-
ers Ford and its competitors, of course. And
week after week, Time’s reviews of its parent
company’s movies, music, TV shows, and
other products help determine those prod-
ucts’ success.)

ALL OF THE SHOCK
OVER THE L.A. TIMES
INCIDENT MASKS A
DEEPER PROBLEM: IT'S
NOT THAT THE DEAL IS
SUCH AN ABERRATION.
IT'S NOT. THE TREND IS
FOR JOURNALISTS TO
WORK WITH BUSINESS-
SIDE EMPLOYEES.

motional efforts.

Downing, the publisher, got behind a spe-
cial magazine devoted to the center as such a
joint venture, with the paper and the center
splitting the profit the publication gener-
ated. (By most accounts thus far, the editorial
side was not informed about the arrange-
ment until after the magazine was printed,
which, ironically, served to protect the editor-
ial integrity of the project. Downing has said
it was her decision not to mention the profit-
sharing arrangement to Parks, the editor.)

At first, the project was expected to be
“advertorial,” produced in consultation with
the Staples Center and not involving editorial

My point isn’t that the Los Angeles Times’s
deal with Staples isn’t a problem or that the financial entanglements
of The Washington Post, The New York Times, or Time are of an equal
magnitude. But all of the supposed shock and dismay surrounding the
L.A. Times-Staples incident masks a deeper problem: It’s not that the
deal is such an aberration but, rather, that it isn’t.

Newspapers, including the great ones, increasingly offer advertis-
ing-driven sections on everything from computers to dining out to
automobiles. Many papers have entered into promotional deals with
the teams they cover. (Tribune Company flat-out owns the Chicago
Cubs as well as the Chicago Tribune, while the company that owns The
Dallas Morning News recently invested in the Dallas Mavericks basket-
ball team and in the city’s planned new arena.) The trend,
exemplified most dramatically by the Los Angeles Times itself, is for
journalists to work with business-side employees to develop products
and marketing campaigns. The picture is even muddier on televi-
sion, where the major networks are part of huge entertainment con-
glomerates that see their news divisions as profit centers and as
promotional platforms for their many products. The notable thing
about a recent CNN report about the new arena in Atlanta was a
silent protest by the producers who felt the report was inappropri-
ate. (Both the network and the arena are owned by Time Warner Inc.)
As for the blurring of the lines between commerce and content on
the Internet: Don’t even get me started.

How corrupt was the Los Angeles Times—Staples deal and how
shocked should we be? It’s worth looking at the details so we can come
to terms with exactly what the problem was, as well as where we think
the lines should be drawn. (Some of the best reporting about the con-
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personnel, Hiltzik and Hofmeister reported.
“Sources say that the Sunday magazine’s business director, worried
that the advertorial might drain away magazine advertising, fought
for the Staples Center publication to be a regular issue of the maga-
zine...,” they wrote. “Despite the transformation of the publication
from a promotional vehicle to an issue of the magazine—a production
of the Times’s editorial staff—the issue inherited its status as a profit-
sharing venture with the arena.”

So that’s how they got into this mess. What should we, as con-
sumers, get out of it?

First, we should be wary when news organizations, including
the great ones, cozy up to, let alone go into business with, the pow-
erful interests they're supposed to be covering. Second, the Times's
embarrassment shows just how slippery that slope from advertis-
ing to advertorial to editorial really is. And third, we should be
insisting that when such deals lurk in the background, with their
potential for creating conflicts of interest and masking hidden
agendas, they should be transparent, so as consumers we can at
least try to render some independent judgments about those poten-
tial conflicts and agendas.

Journalism cannot be divorced from commerce or commercial
considerations; there are few virgins out there. But news organiza-
tions that want to distinguish themselves with their integrity, and
not just their profitability, need to know that while the owners have
every right to care about the latter, their customers care about—and
will reward—the former. O

Keep those blurry messages coming. E-mail me at eeffron@brillscontent.com
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code of Silence

Teen drinking is on the rise—in part because many parents secretly let their kids drink at
home. When the Monitor tried to air the issue, the response was sobering. BY MIKE PRIDE

ertain news photographs lodge in the mind, conveying
more than mere images. Classic examples include the
marines’ raising the flag on Iwo Jima, John-John Kennedy
saluting his father’s funeral procession, and the naked
girl fleeing a napalm strike in Vietnam.

This phenomenon can be local, too. When I think of
teenage drinking in my community, I'm reminded of a photo that led
page one of the Concord Monitor, the newspaper I edit, more than three
years ago. It was a picture of a mother’s anguish as she laid her hands
on the casket of her 17-yearold daughter. She seemed at once to need
the support of the casket to keep from collapsing and to be pulling
away from the daughter she could no longer touch. The woman’s name
was Ginger Blanchard. Her daughter’s name was Brooke. Brooke died
when the driver of a car she was riding in lost control at a high speed.
The driver was tried as a juvenile so there was no public record of the
boy's blood-alcohol level, but Blanchard believes he had been drinking.

This photograph came vividly to my mind recently as
I sat down to write a tough editorial in the Monitor about
a teen drinking debate at the local high school. The
immediate issue was confusion at the school over a pol-
icy governing student athletes. The policy states that
athletes must sign a contract promising not to drink,
use tobacco, or abuse drugs. The first offense is punish-
able by a suspension for a quarter of the team’s season.
A controversy arose after school officials decided that
too many athletes were getting away with breaking the
policy and began trying to amend the rule.

To guide the paper’s editorial position, [ called school
officials, who helped me broaden the perspective we
took. | found that the issue really was not so much the
policy for athletes or the controversy over its latest appli-
cation; the issue was the secrecy with which teenage
drinking is treated in the community and the dimen-
sions of the problem beneath that cloak of secrecy. This
problem needed a public airing in Concord, no matter
how uncomfortable people felt talking about it.

According to the school officials with whom I spoke,

Many student athletes violate the nodrinking contract, but very few
are caught. Some parents consider the policy unfair because it excludes
nonathletic extracurricular activities. Yet the link between alcohol abuse
and high school athletics is strong. As for parents’ role in these issues, the
key paragraphs of the Monitor’s editorial explained their attitudes:

“Once they sign the contract, a great many Concord High athletes
violate it at will. Almost none pay the price. Often their parents know
about these violations—even observe them—but they prefer to tolerate
and even accept this behavior rather than see their children suffer
the consequences of breaking their promise.

“The parents’ reasoning goes like this: If my kid’s going to drink,
[ don’t want him to drive. If I let him and his friends drink at home,
I can keep them from getting behind the wheel. Being on the team is
important to my kid’s self-esteem. Suspension from the team is too
high a price to pay, so let’s not talk about it.”

Ultimately, the editorial called for an open debate of Concord’s

Frankiin cuts 4 teachers — B-1 Portrait of a tough gwy — C-2

CONCORD M()NITOR

teen drinking is worse now than it has been in a long
time. Children are also experimenting with alcohol at
younger and younger ages. And parents are sending
their teenagers a mixed message, allowing them to
drink at home even though it is against the law.

' Hopkinton
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teen drinking problem, and not simply a narrow look at the terms of
the contract that student athletes must sign.

Community reaction to the editorial was interesting. I've had sons at
the high school for most of the last 14 years, and I coached youth base-
ball for eight years. Thus I know many of the athletes in Concord and
their parents. In the days after the editorial ran, several acquaintances
approached me to comment that it had said something that needed to
be said. Each person knew of situations in which parents had allowed
their teens to drink; they all deplored the practice and wondered how
parents could condone their children’s breaking the law.

Strangely, however, we did not receive a single letter to the editor.
I understood why. It’s that code of silence.

three years, yet parents acknowledged that some athletes were drink-
ing every weekend without penalty. The meeting did more to define
the problem than to solve it, but it was a good start.

As I write this we are pursuing the issue in other ways. One school
official told me of a rare case in which a father turned in his son and
other student athletes for drinking. Marimow has persuaded that
father and another who acted with him to tell their story on the
record. In addition, a keg party for the soccer team at another area
high school has led to extensive coverage.

We are also hoping that Marimow, perhaps with assistance from
other reporters, can penetrate the culture of teen drinking at the high

school. This may require more compromises

People are reluctant to speak openly about a
difficult moral issue, especially when some-
thing as important to them as participation
in school sports is at stake.

Still, we knew public interest was high,
and it seemed important for the newspaper
to do some aggressive reporting on the sub-
ject. This proved to be no easy task.

When the parent-teacher-student organi-
zation at the high school scheduled its next
meeting, parents were invited to come and
share their stories and thoughts about the
nodrinking contract for student athletes

PEOPLE ARE RELUCTANT
TO SPEAK OPENLY ABOUT
A DIFFICULT MORAL
ISSUE, ESPECIALLY
WHEN SOMETHING
AS IMPORTANT TO
THEM AS SCHOOL
SPORTS IS AT STAKE.

on our part—allowing anonymity in some
cases, for example. But we'd like to put
human faces on the link between athletes and
alcohol, parents’ allowing their children to
drink in supervised settings, and children’s
drinking at younger ages.

People aften ask what gives a newspaper
the right to set the agenda. In this situation,
school officials have a relatively narrow mis-
sion. They are aware that teen drinking is a
community problem and not just a school
problem, but their goal is to repair a contract
for student athletes that everyone can see

and the issue of teen drinking in general.

In part because the paper had played up the issue and published a
strong editorial encouraging discussion, the meeting drew the
largest crowd in at least two years for a parent-teacher-student orga-
nization meeting. But the day of the meeting, the organization’s
president and the high school principal informed our reporter, Ann
Marimow, that she would be barred from covering it. They reasoned
that if they admitted a reporter, people would be reluctant to speak
their minds.

Although I understood this position, it made me angry. I'm afraid
that I wasn’t as polite as I should have been in discussing it with the
PTSO president. But we intended to cover this meeting. We believed
that the law was on our side—how can you hold a public meeting in a
public building and keep out the press? But the law is, or should be,
the last resort in public access cases. When I cooled off, I realized that
persuasion is always preferable to coercion.

Speaking with the principal, [ went back to our editorial’'s main
point: Teen drinking was an issue that the community needed to dis-
cuss. Realizing that the school’s position had some merit, we proposed
a compromise: For obvious reasons, we seldom grant anonymity to
people who speak at public meetings, but it seemed worth bending
the rules in this case. Our interest was the parents’ experiences, not
their names or their children’s names. We promised that Marimow
would not use the name of anyone who spoke at the meeting without
first obtaining that person’s permission. The principal relented, and
we covered the meeting.

It became clear at the meeting that the contract for student ath-
letes was failing. Only five athletes had been caught breaking it in

isn’t working. A newspaper’s job is different.
It should look beneath the surface of issues to try to enlighten the pub-
lic about what is really happening. In a case like this, where the sub-
ject is taboo, this responsibility is even greater. Besides, in our
area—and, I suspect, in many communities across America—there is a
haunting picture to remind people of what is at stake in this debate.

The day after we ran the photograph of Ginger Blanchard in the
Monitor, we received several calls, faxes, and letters from readers who
were appalled at what they perceived as an invasion of her privacy. I
wrote a column in the paper explaining that our photo editor, Dan
Habib, had attended Brooke Blanchard’s funeral with her mother’s
permission. Habib had also described the content of the photograph
to Ginger Blanchard the night before we ran it, and she had approved
of our using it.

This was the beginning of Blanchard’s long and courageous cam-
paign against teen drinking and driving. She succeeded in advocat-
ing a law—the Brooke Blanchard Act—allowing juveniles charged
with negligent homicide in drunk driving cases to be tried as adults.
More important, she traveled across the state telling the story of her
loss to high school audiences.

Whether that kind of discussion can happen before a tragedy occurs
is the question now before our community. The Monitor’s job as a news-
paper—in both our editorials and our news coverage—is to encourage
the community to face the problem openly, to dig out the facts to
inform this discussion, and to provide a forum for the debate. O

Mike Pride is the editor of the Concord Monitor in Concord, New Hampshire.
His column on editing a daily local paper appears regularly.
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seems? Are we really being asked to believe that

dearly.” And when she walked out of the

courthouse after being given a relatively stiff

relations, it wouldn’t have been easy to see

ast fall The New York Times ran a long piece on a party given exactly how having a wizard like Howard Rubenstein in her corner
wisdom” and his wizardry as
a spinmeister came from such
ently hadn't occurred to
anyone at the Newspaper of
known clients to be truly dread-
ful human beings? To put it

if it hadn’t been for the efforts of Howard
Rubenstein we would actually think less of
Leona Helmsley than we now do?
During Leona Helmsley’s trial for tax eva-
sion ten years ago, the very same New York
Times talked about “years of scathing press
coverage” that had preceded her legal trou-
bles. She was referred to by one lawyer in the
Times coverage as “uniformly despised by the
public.” The writer of an op-ed piece in the
isn'teverythin
jail sentence by the judge, a crowd gathered
on the sidewalk to jeer her, like Jacobins
The author tries to imagine the Donalds and Leonas of the shouting and spitting at some arrogant old
world before they hired a reputed PR genius—who has heen ~ 0n/P2s of the ancien regime as the tum:
by Howard ]. Rubenstein, who is customarily described as was making a big difference.
the leading public relations man in New York. About 3,000 This seems to be true of other Rubenstein clients. We learn from
people had shown up at Tavern on the Green to cele- the Times piece, for instance, that he has represented not only Trump
brate Rubenstein’s
clients as George Steinbrenner,
Rupert Murdoch, Donald
Trump, and Leona Helmsley.
After reading the Times story, !
Record: If Rubenstein is so dev-
ilishly skillful at what the Times
calls “the art of manipulating
the public perceptions of
another way, does the presence
of the brilliantly manipulative
Howard Rubenstein behind the
scenes all these years mean

Times said, “New Yorkers I know rub their

hands in glee at the thought of her paying

Sulis . brel passed on the way to the guillotine. If

spinning the unspinnable for 45 years. BY CALVIN TRILLIN you hadn’t been schooled in the art of public
45 years in the PR
game. Praise for his “Solomonic
was left to ponder a rather obvi-
ous contradiction that appar-
clients,” why does the public
perceive so many of his best-
that George Steinbrenner is

not actually quite as nice as he
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but virtually all of the most visible real estate
developers in New York. If you had ample
time for research, you could probably find an
occupational group that ranks marginally
lower in the esteem of the city’s residents
than real estate developers. Squeegee men
come to mind. I suppose that, all in all, New
Yorkers do have slightly less regard for those
louts who used to materialize at red lights to
intimidate motorists into having their wind-
shields washed with a filthy rag. Is it possible
that the city’s most prominent real estate
sharks would actually rank below rather
than just above squeegee men if most of
them were not represented by Howard
Rubenstein? Was there a time, before they
got the benefit of the Rubenstein wisdom,
when they not only destroyed pleasant neigh-
borhoods and erected overpriced monstrosi-
ties but also carried around dirty rags?

New York real estate being a trade in which
Niccolo Machiavelli would have been consid-
ered a patsy, it is not inconceivable, of course,
that developers actually pay Rubenstein to
make certain that everyone thinks of them as
greedy and insensitive thugs. In New York,
this is called the Roy Cohn Ploy, after the late
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sleazebag. There is a theory that what Roy Cohn’s law practice really had going for it was his
reputation as a vicious and unprincipled hyena who had no regard at all for either fair play
or ethics—the sort of person you'd want on your side rather than your opponent’s when the
eye-gouging started. I once heard a story about a New York television personality returning
to his fancy Park Avenue apartment late one evening and informing his wife, who was read-
ing in bed, that he was leaving her for a younger woman. According to the story, the wife
didn’t say a word. First she went to the closet, took out all of the TV man'’s staggeringly
expensive designer suits, and threw them out the window. Then she went to the telephone
and called Roy Cohn.

What I have always treasured about the story was the picture of the suits wafting down
onto Park Avenue; I like imagining an investment banker who'd been out for a stroll desper-
ately pawing through the clothes with other passersby, trying to find the trousers that
match the blue pinstripe jacket he had managed to grab in midair. For those interested in
how lawyers attract clients, though, the story carries another lesson: Someone whose inten-
tion is to do serious, below-the-belt damage
calls Roy Cohn. Similarly, a real estate

IF HOWARD RUBENSTEIN
IS SO DEVILISHLY
SKILLFUL, WHY DOES
THE PUBLIC PERCEIVE
SO MANY OF HIS CLIENTS
TO BE TRULY DREADFUL
HUMAN BEINGS?

developer who has acquired a patch of old
residential buildings he plans to tear down
may want the elderly tenants who are
about to be thrown out of rent-stabilized
apartments to believe that resisting their
fate would be as futile as resisting a condo
plan filed with the Department of
Buildings by Alaric the Visigoth.

It also may be, of course, that the sort

of clients Rubenstein specializes in are so
self-deluded and swollen with ego that
they think he has succeeded brilliantly in making them appear admirable to the masses.
Not long before the Tavern on the Green celebration, I read an interview in the Times in
which Donald Trump said that he is loved by “the working man"—presumably a cousin of
“the little people,” who, in Leona Helmsley’s memorable remark, are the only people who
pay taxes. And, in fairness to Rubenstein, it should be said that not all of his clients are
objects of loathing. Some are objects of ridicule. Among the handful of guests mentioned
by the Times other than the charm quartet of Steinbrenner, Murdoch, Trump, and
Helmsley were the Duchess of York, Dr. Ruth Westheimer, and Michael Bolton—all of
whom long ago passed over that line between being known and being known mainly as
fodder for the jokes of lounge comics. Dr. Ruth, it turns out, is a friend rather than an
official client, but the Duchess of York told the Times that Rubenstein’s professional help
had given new meaning to her life. “With Howard walking by my side, [ am very lucky,” the
duchess said—apparently unaware that John Wayne Bobbitt and Joey Buttafuoco had
gained a similar measure of renown with no Rubenstein help at all.

Given the dichotomy between the praise of Rubenstein’s wondrous skills and the reputa-
tions of most of the people doing the praising, I was led to imagine a big bash given by the
leading public relations man of Norway—let’s call him Howard Trygve Kulleseid—in 1945.
There, chatting at the bar with some of his fellow collaborators, is Vidkun Quisling. This is
just before his countrymen arrest him, convict him of treason, execute him, and, presum-
ably, line up to spit on his grave. Approached by a reporter from the Oslo Herald-Gazette,
Quisling holds forth on the wonders his host has accomplished in damage control. “The
man’s a wizard,” Quisling says. “With Howard walking by my side,  am very lucky.” @

Contributing editor Calvin Trillin is the author of Family Man, published in paperback by Farrar,
Straus and Giroux. He is also a columnist for Time, a staff writer for The New Yorker, and a contri-
butor to The Nation.
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How do the media report on gun control? Our two critics
agree that coverage is skewed—but in opposite directions.

nratlefines debate

Last June, two weeks after Rosie “the Queen of
Nice” O’Donnell used her TV talk show to con-
front Tom “I"'m the NRA” Selleck about gun vio-
lence, she was calling in to Larry King Live to
promote gun control on CNN. Asked by King if
she favored amending the Second Amendment
to the Constitution, O’Donnell replied: “I think
that we need to seriously consider that. Yes, | do, Larry.”

The above may appear to some as evidence that gun bashers are
running amok in the media, even favoring a rewrite of the
Constitution. I submit it as evidence of just the opposite: how the
National Rifle Association and gun lobby have dominated the terms of
the media debate on gun control.

Indeed, media bias toward the NRA’s view of the Second
Amendment (as protecting individual gun ownership} is so pervasive
that even many gun-control supporters seem

JEFF
COHEN

ARGUES

not protect the possession of a weapon by a private citizen.”

The Hickman decision, like most of the other decisions, went unre-
ported in The New York Times, which, in a 1992 series on gun control,
inaccurately reported that “the Supreme Court has never explicitly
ruled” on the Second Amendment’s meaning.

My point is not that the high courts are correctly interpreting the
amendment (some legal scholars, including liberals, say they’re not) or
that this unbroken 60-year pattern of decisions will go on forever (a
Texas gun owner has found a lower federal court judge who endorses
the NRA's view, and that case may one day reach the Supreme Court).

My point is journalistic, not legal: If you have just learned that fed-
eral case law says the Second Amendment does not protect an individ-
ual’s right to own guns, do you feel cheated that news outlets have
allowed the NRA to impose its Second Amendment worldview on cover-
age, while marginalizing the federal courts? You're not alone: Former

Supreme Court Chief Justice Warren Burger

unaware that the federal high courts have
never found a gun law to have violated the
Second Amendment.

The amendment is only 27 words: “A well
regulated militia, being necessary to the secu-
rity of a free State, the right of the people to
keep and bear arms, shall not be infringed.”
Although the NRA emphasizes only the last
14 words, the U.S. Supreme Court and appeals
courts have focused on “well regulated mili-
tia" and “security of a free State” to rule that

A SURVEY INDICATES
THAT 69 PERCENT
OF DAILY NEWSPAPERS
SUBSCRIBE TO THE
NRA'S INTERPRETATION
OF THE SECOND
AMENDMENT.

referred to gun lobby propaganda on this issue
as “one of the greatest pieces of fraud...on the
American public by special interest groups
that I have ever seen in my lifetime.”

Howard Friel, editor of Guns and the
Constitution, studied news coverage of the issue
for an article that appeared in Extra/, the mag-
azine published by Fairness & Accuracy In
Reporting. “While the NRA’s interpretation of
the Second Amendment is repeatedly cited in
newspapers and on TV, the federal judiciary

Second Amendment rights are reserved to
states and their militias—nowadays, the National Guard.

The truth is—and one would hardly know it from the mass media—
that since the Supreme Court’s unanimous Miller decision in 1939, all
federal appeals courts, whether dominated by liberals or conserva-
tives, have agreed that the Second Amendment does not confer gun
rights on individuals. The NRA view, opposed by even such right-wing
judges as Robert Bork, has been consistently rejected.

Unlike the average media consumer, Douglas Hickman knows this
to be true. In 1991, he invoked the Second Amendment in suing the
City of Los Angeles after failing to get a permit for a concealed
weapon. In keeping with dozens of cases since 1939, the Circuit Court
of Appeals ruled unanimously: “We follow our sister circuits in hold-
ing that the Second Amendment is a right held by the states and does

Jeff Cohen is the founder of Fairness & Accuracy In Reporting. His latest book is
Wizards of Media Oz: Behind the Curtain of Mainstream News.
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gets virtually no coverage,” Friel wrote. When
reporters matter-of-factly describe a politician as “a supporter of the
Second Amendment,” the well-established judicial view isn’t even in
the picture.

In complaining about bias, conservatives point to surveys indicating
that most journalists are personally pro-gun-control. But so are most
Americans. A more revealing survey—from the anti-gun-control Second
Amendment Foundation—indicated that 69 percent of daily newspa-
pers subscribed to the NRA's inlerpretation of the Second Amendment.

If mainstream journalists were intent on biasing the news in favor
of gun control, would reporters be so credulous in accepting the
NRA’s view of the Second Amendment?

I've found that news coverage of gun control usually includes “both
sides.” Reporting tends to be balanced, often predictably so—with gun
advocates hailing their sacred Second Amendment rights pitted against
gun control advocates arguing for incremental reforms like trigger
locks and gun-show background checks, [CONTINUED ON PAGE 54]



“It's one of the great political myths,” Dan
Rather said of media bias. “Most reporters don’t
know whether they're Republican or Dem-
ocrat.” Maybe so. But they know what they like,
and they know what they hate. And there are
few things they hate more than guns. I should
confess that even though I am a news junkie, I
think this attitude is so prevalent and so obvious and, quite frankly, so
exhausting that I rarely read articles about gun control and I virtually
never watch TV news segments on the topic. And [ don’t even like guns
all that much. Imagine what the real gun advocates think. For them,
the gears of media credibility have been stripped clean.

Turn on the (elevision news—especially daytime cable—and you
will learn that children are dying in droves because guns don’t have
trigger locks. You will get the impression that gun violence in schools
is worse than it has ever been. You will be told

JONAH
GOLDBERG

ARGUES

reporters hate guns

dom of a decade ago—that gun control dramatically reduces crime—is
now ridiculed by many prominent scholars. Perhaps an even more
shocking reversal has been in the constitutional realm, where hard
data are less relevant and elite cultural arguments often cloud judg-
ment. The fight over the Second Amendment is no longer cast as a
struggle between slackjawed yokels and the enlightened. Laurence
Tribe, probably the most respected liberal constitutional scholar in
America, has recently come under fire for having admitted he thinks
the Second Amendment actually protects individuals’ gun rights. In
the latest edition of his American Constitutional Law, a staple textbook
in law school classes across the country, Tribe writes that the Second
Amendment ensures that “the federal government may not disarm

individual citizens without some unusually strong justification.”
And yet, just as the scholarly debate is opening up, the journalistic
community is closing ranks. In August, Newsweek decided to suspend
its no-editorial policy for only the fourth time

that having a gun in the home will not deter
criminals and is far more likely to lead to the
accidental death of a loved one. But if you
actually look at the data on guns you will dis-
cover a reality largely alien to the menagerie
of phantasms paraded across your TV.
Statistically, owning a gun is not that dan-
gerous and in some cases is safer than not
having one. Abaut as many small children
drown in buckets of water as die in acciden-

IF YOU ACTUALLY LOOK
AT THE DATA ON GUNS,
YOU WILL DISCOVER A
REALITY LARGELY ALIEN
TO THE MENAGERIE OF
PHANTASMS PARADED
ACROSS YOUR TV.

since the sixties to endorse increased gun
control. Almost without exception, television
news treats every shooting as a de facto argu-
ment for restricting guns. This one-sided cov-
erage, according to Yale Law School Senior
Research Scholar John Lott Jr., author of More
Guns, Less Crime, may have the dangerous
result of dissuading law-abiding people who
should have guns from buying them.

Such a statement sounds a bit loopy, to be

tal gun incidents. Many more children die
from swimming-pool and bicycle accidents
than from accidental handgun injuries. Indeed, even though the
number of privately owned guns have skyrocketed over the last 30
years, the rate of accidental gun fatalities has declined by one third.
Since the NRA has been a primary champion of home gun safety edu-
cation, it deserves considerable credit for having saved thousands of
innocent lives. Have you read that lately? Of course not.

And what about the big Kahuna of nineties hand-wringing,
anti-gun coverage? Frequent references to our national “epidemic”
notwithstanding, high schools have in fact been getting safer and the
number of students bringing guns to school has declined sharply.

A quiet revolution has been taking place in the scholarly world as
serious people take a fresh look at the actual evidence. Formerly anti-
gun academics have been reconsidering. Indeed, the conventional wis-

Jonah Goldberg is the editor of National Review Online, for which he writes a
daily column called “The Goldberg File.”

sure, but only because coverage of gun issues
1s so distorted. Lott’s complaints have consider-
able merit. Yes, the horrors of Columbine, Jonesboro, and the LA.
Jewish Community Center are sobering, say Lott and others. But dispas-
sionate, open-minded, and informed people cannot readily accept that
they justify prohibiting guns. Consider the 1997 high school shooting
in Pearl, Mississippi. The story line there is familiar enough: A dis-
turbed and disgruntled teen came to school with a gun and started
shooting students (this was after he stabbed his mother at home). Two
students were killed. But the murderer was stopped only when the
assistant principal, Joel Myrick, ran to his truck to retrieve his own
weapon, eventually subduing the boy at gunpoint (gun control laws
prevented him from carrying it onto school property). A school shoot-
ing in Edinboro, Pennsylvania, which resulted in the death of a teacher,
was stopped only when a local restaurant owner, James Strand, used his
shotgun to apprehend the shooter while he was reloading.

One is free 1o reject these and legions of other examples as less than
persuasive cases for a more armed society. [CONTINUED ON PAGE 56
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[COHEN, CONTINUED FROM PAGE 52]
which hardly address the enormity of the problem of firearms violence.

Even though nearly 40 percent of the American public favors
banning the sale of handguns, according to recent polls, it’s a pro-
posal apparently deemed too extreme for most mainstream media
debates. Walter Shapiro, a USA Today columnist, dubiously asserted
last September that “such a sweeping measure wouldn’t pass consti-
tutional muster.”

Conservatives complain of media bias against the NRA, especially
in editorials and op-eds. In fact, the NRA has many allies among
opinion shapers, including some of the biggest voices in talk radio—
such as NRA echo chamber G. Gordon Liddy, who told listeners how
to kill federal agents.

Given the inflammatory utterances from NRA leaders, toned down
after ardent member Timothy McVeigh bombed the Oklahoma City
federal building, the NRA has not fared all that badly in the media.
One board member wrote that masked federal agents are “scarier
than the Nazis” and should be “targets.” Another declared: “The pur-
pose of the 2nd Amendment is to threaten the government.”

Only after Oklahoma City did the national media notice official
NRA rhetoric about the “storm-trooper tactics” of firearms agents,
ak.a. “jackbooted government thugs,” who have the green light to
“murder law-abiding citizens.”

Gun advocates are right to gripe about the sometimes hysterical
coverage, especially on television, that follows school, workplace, and
other mass shootings. They are wrong, however, to blame a pro-gun-

control bias; the real culprit behind overhyped coverage is corporate-
driven, ratings-hungry, tabloid-oriented media, which have updated
the “If it bleeds, it leads™ slogan with a dictum more appropriate to
the 24-hour news environment: “If they’re dead, we’re live.”

In fact, given the quantity of coverage devoted to school shootings
perpetrated by kids as young as 11, it's startling how little reporting
has focused on the efforts of the NRA and the gun industry to market
guns to youth.

A Violence Policy Center report, Start '’Em Young: Recruitment of
Kids to the Gun Culture, offers graphic details of ads, catalogs, and cam-
paigns aimed at attracting kids to shooting. Until 1994, the firearms
industry distributed a pamphlet, When Your Youngster Wants a Gun, say-
ing that “some youngsters are ready to start at 10” as gun owners.

It's basic journalistic instinct, not bias, that prompts reporters to
point out that the gun-related crime and death rate in the US. is
many times higher than that of any other advanced industrial coun-
try (in 1994, there were 142.4 gun deaths per million people in the
US., 4.1 in England and Wales, and 0.5 in Japan). NRA supporters
complain that reporters move too quickly from these stark statistical
comparisons to differences in gun regulation—relatively lax in the
U.S., very strict in most advanced countries.

Frankly, a correlation between gun laws and gun deaths is too
obvious to ignore. Mainstream journalists do often ignore another
key factor contributing to our much higher violentcrime rate:
poverty. The U.S. is the only advanced industrial country with so
much of it. But we’ll leave media and poverty for a future debate. B

JONAH GOLDBERG REPLIES

For several reasons, | am greatly disappointed
by Jeff’s emphasis on the constitutional rather
than public policy aspects of gun control. First
and foremost, out of deference to my eternal
soul, I decided a long time ago not to become a
lawyer. But more important, what an awful
waste of time on his part. Tell you what: If the
left is willing to be strictly constructionist on
all constitutional matters, [ will gladly forfeit
any notion that the Second Amendment pro-
tects individual gun ownership.

But if you insist on all of the penumbras
and emanations, if you agree with Al Gore
that everv new generation breathes new life
and new meaning into the Constitution, then
you've got to recognize that popular interpre-
tations of the Constitution are relevant—at
least politically—no matter what some 1939
case says. As Michael Kinsley once noted, if lib-
erals interpreted the Second Amendment the
way they interpret the rest of the Bill of Rights,
everyone would be required to own a gun.

As for the string of court decisions ruling
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that guns can be regulated, so what? That
hardly makes the Second Amendment’s
meaning settled constitutional law. Everyone
knows the state can regulate all other rights,
including speech. Wisdom, however, lies in
determining what regulation is reasonable.
On that point Jeff is fairly silent and the
media are hysterical.

Indeed, Jeff does the same thing that he
accuses the NRA of doing. Like them, he
reduces the argument to his own narrow con-
stitutional interpretation and then beats up
the press for not supporting him. Behind his
smoke and mirrors, his thinking seems of a
piece with Rosie O’Donnell’s. Jeff believes
that the obvious answer to fixing the prob-
lem with guns is to get rid of them. And if
only he could persuade the press to stop giv-
ing a megaphone to the slackjawed yokels—
whose ranks now include Laurence Tribe and
Yale’s Akhil Amar—who think there is a gun
right, we could solve this problem 1-2-3.

[ don’t want to talk about the law anymore,
because I can feel my soul twitching already.
So, on the few other points Jeff makes, there’s

quite a bit [ agree with. The NRA distorts the
debate, and so do the gun controllers. Poverty—
which Jeff brings up by saying he won't bring it
up—is of course a problem. Absolutely, tabloid
values drive coverage of shootings. I'll even
concede that there's an obvious correlation
between gun laws and gun crimes—but not the
one Jeff believes.

Which brings us to the media’s bleating
about the peace-loving peoples of England and
Japan. In Switzerland every draft-age male is
required to have a gun in his home. Israel’s
gun-ownership levels are stratospheric. Yet
both countries’ gun mortality rates are
significantly below that of the U.S. How come
the “correlation between gun laws and gun
deaths,” which “is too obvious to ignore,” falls
apart there? You don't hear much about that
in the media, do you? More to the point, who
gives a rat's ass? Lovely as they may be, we're
not Switzerland and we’re not England.
Citizens in those countries don’t have the
same constitutional rights we do. And in case
Jeff hasn’t heard, we fought a revolution to
make that very clear. 0
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[GOLDBERG, CONTINUED FROM PAGE 53]

But that judgment is the right of the public, not reporters. That might
come as a shock to Myrick, Strand, and the individuals involved in the
estimated 2.2 million instances in which guns are used defensively
every year in the United States. Despite the fact that Myrick forcibly
subdued the Pearl High School gunman—pretty dramatic stuff. no?—
he was almost invisible as far as the press was concerned. According to
Lott, there were 687 articles on the Pearl shooting during the follow-
ing month. Yet only 19 mentioned Myrick at all. Later, Dan Rather did
observe that “Myrick eventually subdued the young gunman.” After
the Edinboro shooting, there were at least 596 stories mentioning the
crime, but only 35 mentioned Strand, the heroic restaurant owner,
according to Lott. The New York Daily News explained that Strand had
“persuaded” the shooter to surrender. The Associated Press said he sim-
ply “chased Wurst [the shooter] down and held him until police came.”

Why shouldn’t news consumers know this stuff? There was a time
when editors thought citizen heroes were newsy. But these days, if
Klebold and Harris had been shot down like dogs after only one or
two murders, it's likely that Columbine would be as unfamiliar a
name as Pearl.

And why should children who die in accidental gun incidents get
so much coverage when the numbers of such instances are in all sta-
tistical senses extremely small? When ABC's Diane Sawyer and her
20/20 crew placed (inoperative) guns in toy chests for children to play
with in front of hidden cameras, they weren’t practicing journalism
as much as macabre titillation and dishonest editorializing. Who isn’t

horrified when small children play with real guns? Never mind that
the 40 percent of Americans who own guns don’t leave them in toy
chests and then walk away. Would we salute if Sawyer et al. played
Alan Funt as they put little kids in a room full of car keys and (inoper-
ative) electrical sockets? Such an exercise would at least be more
responsible. Besides, on a more fundamental level, even though those
broadcasts were cited by many as arguments for gun control, the real
lesson was that children learn how to use guns not from the NRA but
from the media.

In short, coverage of gun issues is bad, pure and simple. You can
rely on studies of media bias if you want. One University of Michigan
study reveals what you might expect. The NRA’s coverage is mostly
negative. Gun-control organizations are “advocacy groups,” while the
NRA is a “gun lobby.” NRA-related headlines get disrespectful, puny
titles of the “Did NRA Shoot Itself In The Foot?” variety. But studies
aren’t necessary—the skewed coverage is the most obvious example of
how the media stage debates between the extremes rather than
between the 40-yard lines.

The blame goes beyond the media, of course. The NRA allowed itself
to become a caricature. The gun-controllers irresponsibly manipulate
emotions and facts for their own well-intentioned but misguided
agenda of eventual gun prohibition (a tactic that has backfired, since
polls show that more Americans are opposed to a total ban than they
were 25 years ago). But these organizations are dedicated to their own
parochial interests, which is why we call them interest groups. It
would be nice, however, if the press didn’t behave like one, too. B

JEFF COHEN REPLIES

Jonah’s column mightily implies that gun
violence in our country is a problem over-
hyped by the media. But the United States's
gun-related-death rate exceeds that of all
other advanced industrial countries—285
times higher than Japan’s and 35 times
higher than that of England and Wales. It’s
hard to exaggerate a problem so big (32,000
gun deaths in 1997 in this country). The job
of journalism is to rise to the task of sorting
out factors that may cause the acute problem
in the US—not to shrink before the gun
lobby into presenting stale debates.

Jonah writes that “the media stage debates
between the extremes rather than between the
40-yard lines.” He’s half right. Extreme voices of
the NRA type are presented in most media
debates on guns (Jonah admits that “the NRA
allowed itself to become a caricature”). But to
represent the opposing side, the media rarely
call on extremists—more likely, they’ll find a
moderate like Sarah Brady from Handgun
Control, Inc., who advocates minor regulations.

56  FEBRUARY 2000

Usually missing from the discussion is the
popular proposal of a ban on handgun sales,
supported by nearly four of ten Americans. The
media debate on gun control (like many issues)
begins on the 40-yard line just left of midfield
and extends far into the right-wing end zone.

Speaking of end zones, Jonah hauls out as
his main expert John “More Guns, Less Crime”
Lott, a former John M. Olin Visiting Law and
Economics Fellow at the University of Chicago
who argues we’d be safer if our society were
even more armed than it already is. (There are
more than 200 million guns in the U.S.) If Lott
sounds “loopy,” as Jonah says, he has only him-
self to blame—since he’s a regular TV talking
head on the gun issue with direct access,
sometimes unopposed, to national audiences.
His conclusion that crime has dropped be-
cause of relaxed concealed-weapons laws is dis-
puted by prominent social scientists.

It’s true that workaday heroes—with wea-
pons or without—get less media coverage
than they deserve. But if Jonah were right
that television treats virtually “every shoot-
ing as a de facto argument for restricting

guns,” Lott and NRA spokespeople wouldn’t
be on the tube after each shooting arguing
for fewer restrictions and more guns.

Jonah and ! agree TV often sensationalizes
school shootings. But although Jonah is correct
that “the number of students bringing guns to
school” has declined, let’s not forget nearly
4,000 students were expeliled for that in the
last school year—still a newsworthy issue.

“Children who die from accidental gun
deaths™ get excessive coverage, Jonah gripes,
since the numbers are “extremely small.”
Shouldn’t journalists investigate why firearm
deaths among U.S. children (14 and under)
are 12 times higher than among children in
25 other industrialized countries?

Jonah mentions liberal law professor Lau-
rence Tribe. When Tribe opined last year that
the Second Amendment confers an individual
right of gun ownership, it was widely noted in
the press. I'm not sure if Tribe is correct. [ am
sure that if coverage of the gun debate were
less NRA-dominated. Americans would not be
so ignorant of the fact that no federal high
court in 60 years has agreed with Tribe. B
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JohnMcCain'shad

FeS

The Republican maverick has wowed the national media.
Reporters who've known him a long time—and have asked
him hard questions—aren't quite so giddy. BY TED ROSE

ohn McCain has a problem with the press. You're forgiven

for not having heard about it, considering the chorus of

praise that regularly emanates from the national press

corps accompanying the Republican presidential candi-

date as he wanders across the country. Riding in McCain's

rented cruiser (dubbed the Straight Talk Express), the boys
on the bus can’t stop talking about how frank and accessi-
ble the candidate is. “The man is naked,” wrote Richard
Cohen of The Washington Post in a post-ride euphoria. “He
shows so much of himself.”

McCain’s press problem is on display in his home state
of Arizona, and it is embodied by his lousy relationship
with The Arizona Republic, a Republican-leaning news-
paper—and the state’s largest. You may recall the Republic
as the paper that published an editorial at the end of
October that raised questions about McCain’s now infa-
mous temper. “Does McCain have presidential mettle?”
the paper asked. That question helped fuel the issue that
continues to follow McCain every day on the stump. In
November, he suggested that the editorial was the prod-
uct of a vendetta by the newspaper, but his response
revealed less about the paper than it did about the sena-
tor. It was the one comment on the national radar screen
suggesting President McCain may not embrace the press
as lustily as Candidate McCain has.

Keven Ann Willey has worked at the Republic since 1980,
about the same time McCain started to make a name for
himself in Arizona politics. Willey covered McCain as a
political reporter before moving on to cover him as a
’ columnist and, now, as the editor of the Republic’s editor-
, 1al page. Willey says her relationship with McCain has
: gone up and down over the years. Recently, it was pretty
. good, she says, at least until the editorial about his

temper came out and McCain started talking
about a vendetta.

To hear Willey tell it, McCain stopped being
readily accessible to the newspaper more than
ten years ago, in 1989. At the time, the extent
of the nation’s savings-and-loan crisis was still
being sorted out and federal regulators had
shut down Charles Keating’s Lincoln Savings
and Loan. That closure came two years later
than intended because Keating had enlisted
political support for his plight; one of the five
senators who met with banking regulators on
Keating’s behalf was McCain.

Two Republic reporters worked full time
exploring Keating’s business practices and his
relationships with Arizona’s senators. At that
point, McCain was claiming that he had
attended two meetings with federal regula-
tors as he would have on behalf of any other
constituent. Reporters Jerry Kammer and Andy Hall discovered that
although McCain was a veritable saint compared with his Democratic
counterpart, Dennis DeConcini, he had more than a simple consti-
tuent relationship with Keating.

Over the course of two years in the mid-1980s, McCain and his
family took nine trips at Keating’s expense, including three trips to

Senator John McCain has had a tense relationship with The Arizona Republic.

BRILL'S CONTENT 59



O[N] [TIHIEL [TIRIA]IL|

Keating’s vacation retreat in the Bahamas, for which Keating covered
the family’s transportation and accommodations. Only after regula-
tors seized Lincoln Savings and scandal was in the air did McCain
reimburse Keating for the travel. In addition, the Republic’s reporters
discovered that the senator’s wife and father-in-law had invested in a
Keating development.

When the pair called McCain to discuss their story, the senator did
not invite the reporters to sit down for a friendly bull session. “His
approach was ‘I'm okay; you're idiots,’” recalls Kammer. “Even the
Vietnamese didn’t question my ethics,” McCain was quoted as saying.
The senator also apparently called the re-

was being threatened by the prospect of a civil suit from a former
employee who had tipped off the DEA. A McCain lawyer had even
lodged a complaint with a local prosecutor against that employee,
accusing him of extortion. When this news came out, a second batch
of stories about Cindy McCain appeared. These stories were more Crit-
ical, exploring legitimate issues about the extortion charge and the
civil suit and questioning whether McCain had received preferential
sentencing for her crime. It was during this time that the Republic
published an editorial cartoon depicting Cindy McCain holding a
starved black child upside down as she said, “Quit your crying and
give me the drugs.”

porters kids. “I was 40 years old at the time,”
says Kammer. “l wasn’ta ‘kid.””

“I thought everything they did was legiti-
mate,” McCain says on the campaign trail in
New York City, before going on to argue
almost precisely the opposite. McCain says he
was upset by the newspaper’s decision to
report the investment in a Keating develop-
ment: “That was their major, quote, scoop,”
he says, insisting today that it was an unre-
lated matter.

To hear McCain tell it, the paper needed to
trumpet that news because it was the only
fresh news. “The [unreimbursed| trips had

IT'S DIFFICULT TO SEE
THE REPUBLIC’S STANCE
TOWARD MCCAIN AS
A "VENDETTA.” THE
PAPER HAS ENDORSED
MCCAIN EVERY TIME
THAT HE'S RUN IN
THE STATE, INCLUDING
HIS 1998 RACE.

McCain seizes on the cartoon, by Steve
Benson, as the root of his problems with
the newspaper. “I still am very unhappy about a
cartoon they ran,” he says. In response, McCain
stopped talking to the Republic, the newspaper
of record for many of his constituents, for a
year. McCain prefers not to dwell on the skepti-
cal environment in which the cartoon was pub-
lished, an environment that was created, at
least in part, by his attempt to obscure the full
story. McCain chose not to level with the group
of journalists he had picked to tell the story.
“In the long run,” Willey wrote at the time,
“people both in and out of the media grow

been in the national press,” he says. (Actually,

they had not, according to a search of news articles on the LEXIs-
NExIs database and a Washington Post article that credited the Republic
with the story.)

McCain also remembers thinking that the story’s headline was
unfair, because it drew too much attention to the unrelated land deal.
(The headline: “Kin’s Deal, Trips Reveal Close McCain-Keating Tie;
Senator Denies Relationship Cast Undue Influence.”)

Of course, the story was generally correct, as even McCain agrees.
Torie Clarke, McCain’s press secretary at the time, says that the rela-
tionship between the senator and the paper did not suffer because of
the coverage, but Willey, who had occasion to call the senator’s office
from her post as political columnist, noticed a big difference. “It
became much more difficult to reach them,” she says. “He and his
staff were clearly unhappy.”

McCain acknowledges a problem with the Republic; he says it began not
in 1989 but in 1994. At the time, a reporter from an alternative weekly,
the Phoenix New Times, was investigating a story about the senator’s
wife, Cindy McCain. The allegation was that Cindy McCain had stolen
narcotics from an international relief charity she headed and that a
federal Drug Enforcement Administration investigation was under
way. In an attempt at damage control, the McCains invited four local
reporters (none of them from the Republic) to their home in Phoenix.
Cindy McCain told the group about her drug addiction and her theft,
she said, to support others struggling with drug addiction.

The first round of stories was sympathetic to the senator’s wife.
But the McCains hadn’t told reporters the whole story: Cindy McCain
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skeptical about the credibility of the manipu-
lators.” McCain doesn’t express any regret about the way he handled
the matter. “I doubt it would have been any different” if the extortion
issue had been disclosed more quickly, he says. “All I can say is, the
media became well informed” later.

It's difficult to see the Republic’s stance toward McCain as a vendetta.
The paper has endorsed McCain every single time he’s run in the
state, including his 1998 race. The McCain campaign makes the point
that both Willey and the newspaper’s vice-president of news accepted
invitations to discuss McCain’s temper on national television, which
is true. But the campaign doesn’t mention that the Republic published
a 16-page supplement about McCain, an evenhanded portrait of his
life and career. All in all, the Republic seems to have given McCain a
pretty fair shake.

Of course, that hasn’t stopped the national media from rushing to
McCain’s defense. “McCain is no unknown quantity in Washington,”
writes Lars Erik Nelson, an op-ed columnist for the New York Daily
News. “We have had ample opportunity to watch him in action.” But
McCain has been watched and interviewed in the nation’s capital as
one of 100 senators, one of 535 members of Congress. In that setting,
McCain has been the comic relief, the one politician who is crazy
enough actually to speak candidly to reporters. But if the Arizona
experience is any indication, whether he’ll still be as open once he’s
placed under presidential-level press scrutiny is another question.

It’s a point many national reporters may not have stopped to con-
sider. “There ought to be more to our scrutiny of public officials,”
says Willey, “than how they make you feel like boys on the bus.” @



GREETINGS FROM HOLLYWOOD:

Satan’s L.A.-based whirling knife
gauntlet of artistic castration.

By Cintra Witson | entered the theater with my teeth clenched, expecting
to see another thing | love infuriatingly drained into flavorless pulp
by insecure Hollywood execu-thugs who need to stick their worthless,
soul-killing two cents into everything and don't know when to shut
up and let the artists do their work. But incredibly, it seems that for
once they accidentally chopped together the right combination of
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fiddling with

facts

ized account presents itself as truth, the false-
hoods can de substantial harm to real human
beings and institutions: in this case a school—
Central Park East {—and the parents, teachers,
and kids who created and sustain it. Moreover,
by turning the truth on its head, Music
of the Heart alters the historical meaning of
the events it portrays and reinforces some
destructive myths about public schools in
America. This fictionalized retelling, in which
Roberta is the lone voice of high expectations,
fits in with a general climate of public-school
bashing, but the true story does not.

The true story had already been told in an
excellent—and accurate—documentary titled
Small Wonders. If the makers of Music of the
Heart had wanted to come up with their own
version of that story, they should have more
thoroughly fictionalized the institution and

Miramax Films called Music of the Heart—set in a school individuals involved. They did decide to

that I founded—an inspirational true story, but to me it

change many individuals’ names, including
Roberta’s. But they chose to use Central Park

looks like a creative take on reality. BY DEBORAH MEIER East’s unique name, its actual address, and

wenty years ago, | was the director of the Central Park East

I elementary school in East Harlem in New Yotk City. We

hired a young violin teacher named Roberta Tzavaras—the

same Roberta Tzavaras portrayed (as Roberta Guaspari) by

Meryl Streep in the recent Miramax film Music of the Heart.

The film is presented as the true
story of a courageous, determined teacher
who, against long odds, pushes her inner<ity
students to unlikely heights.

One would imagine that the film’s release
would be a joyous occasion for the teacher
it celebrates and the school in which she
worked. But [ received a letter from Roberta
not long after the movie’s release in which
she expressed regret over the “controversy”
aroused by Music of the Heart within the
Central Park East community and tried to
explain that she was not responsible for its
untruths. Roberta wrote that she had never
meant to hurt anyone and that she loved CPE
and its two sister schoels. All she wanted, she
continued, was to promote the cause of music
education for all children.

To what controversy was she referring?
Elements in the film have been fictionalized or
fabricated to make it more dramatic and more
simplistic. This is to be expected, of course,
with any Hollywood film. But when a fictional-

& faht ot v

various other characteristics of its history that
make it unmistakable. Its “realness” plays a central part both in the sell-
ing of the movie and in the movie itself. A tiny disclaimer that appears
at the end of the credits notes that “some main characters have been
composited or invented and a number of incidents fictionalized.”
Everything else about the film—from the opening credits to a final
addendum urging viewers to send money to
Roberta’s organization—speaks to its supposed
verisimilitude. A Miramax press release claims
that “Music of the Heart is the true story of
Roberta Guaspari,” a claim invariably repeated
by critics. There’s just enough truth to make
the claim seem honest: The real names of the
two other East Harlem schools where Roberta
worked also appear in the movie. Roberta does
live in East Harlem, and she did approach the
principal (me) with a proposal to run a Suzuki-
type music program in about 1980. She did
own 50 or so violins, and she did create a suc-
cessful program for between 30 and 50 chil-
dren in our school. The program eventually did
expand into our two sister schools, where it
also served many students. And it’s true that
school district funds used to pay for the pro-
gram were slashed in a massive New York City
budget cut in 1990, and that a concert orga-
nized to raise money for the program was held
in Carnegie Hall by a group of New York’s finest
musicians. These facts were presented in Music
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of the Heart, the book Music of the Heart: The True Story That Inspired The
Miramax Film (published by Talk Miramax books), and—with a couple of
exceptions—in the Miramax-distributed Small Wonders.

What'’s not true is what Music of the Heart does with these facts. In
that film—as opposed to the documentary and the book—Central Park
East is shown as a fairly stereotypical inner city school, the kind where
one student is killed in a drive-by shooting and another is caught carry-
ing a box-cutter knife (though the killing does not happen on school
grounds). The principal (me again, though my actual title in those days
was teacher-director), with very few allies and with teachers she’d be
happy to get rid of (but for tenure), struggles to

a teacher’s dream: a largely staff-run school.

What is obscured by Music of the Heart—and what made CPE special—
is the way the school represented the power of an important idea:
When parents and teachers are allowed—and, in fact, supported by the
kind of innovative school administrators who opened the door to CPE’s
creation—to act on their visions, magical things can happen to other-
wise “ordinary” people. One of those magical things is that all kinds of
otherwise hidden talents—violin playing, for example—blossom. The
creation of a setting in which so many people feel a sense of owner-
ship—without worrying much about external regulations—is the ingre-

dient that made the CPE network special and

turn the school around. Together, the princi-
pal and the violin teacher team up to demon-
strate what can be done for children if one is
willing to defy the odds, care enough, be
tough, and have high expectations. The movie
portrays, in some detail, as a counterfoil to the
heroic Roberta, a particularly mean and lazy
music teacher who, apparently protected only
by his tenure, ignores the children’s musical
potential in favor of his own rigid teaching

THIS FICTIONALIZED
RETELLING FITS IN WITH
A GENERAL CLIMATE
OF PUBLIC-SCHOOL
BASHING, BUT THE TRUE
STORY DOES NOT.

hard to kill. The schools were unusually small
(although housed in large buildings that
contained other programs), which probably
helped. With the support of the teachers’
union and the superintendent, they, along
with many other schools in East Harlem (and
later in other districts in New York City), also
had substantially more freedom to hire staff,
shape their budgets, and set their own work-
ing rules. Parents also had choices among East

style. With the exception of one character,
played by Gloria Estefan, the rest of the school’s teachers are nonenti-
ties or, in one case, a “bitch.” None of the above is remotely true.

In reality, Central Park East and its sister schools are famous exam-
ples of highly successful alternative public schools. Central Park East
was founded in the fall of 1974 to develop a largely staff-run model of
school reform. As its founding director, 1 received a MacArthur
Fellowship for my work there at precisely the time this film depicts.
There were no drive-by shootings of our students, or children caught on
school grounds carrying concealed box cutters, as is shown in Music of
the Heart. (Amazingly, not even one student from CPE'’s first six graduat-
ing classes had died violently as of 1994, according to a study conducted
by David Bensman of Rutgers University.) Meanwhile, only a small
percentage of each school’s students were ever directly affected by
Roberta’s stellar work, because she was able to teach only a small num-
ber of each school’s students. One could claim, as Bensman did in his
study, that CPE’s regular music teacher, Barry Solowey (an almost comi-
cal villain in Music of the Heart), was an important factor in the school’s
eminence. Solowey began working at the school in 1974 shortly after its
founding. He soon was the conductor of three large choruses that per-
formed citywide, expertly taught large numbers of children the
recorder, produced an annual opera that brought much acclaim to the
school, and staged an occasional Broadway-style musical—while at the
same time providing regular music classes to all 250 students—year in
and year out for 25 years. He’s still at it.

In short, Roberta was one star among many. For each student in
the school, a particular teacher, program, or experience was the turn-
ing point. But it was because of the school’s capacity to create so
many such possible turning points that so much success was gener-
ated. It was the collective strength and sense of mutual responsibility
to one another and the community that made CPE and its sister
schools unusual—the precise opposite of the movie’s point. CPE was
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Harlem schools and therefore felt more owner-
ship and loyalty to the school of their choice. All of this information is
absent from Music of the Heart, leaving the movie stripped of context
that would help explain why Roberta proved so successful.

An even more damaging implication in this reworked version of
reality: Tenure (i.e., the teachers’ union) was to blame for the threar-
ened extinction of Roberta’s program. This kind of oversimplification
plays to the worst stereotypes about what’s wrong with public educa-
tion in this country—and downplays that it was actually a local govern-
ment uninterested in arts education that was Roberta’s real enemy.

In the end, Miramax injured the reputation of the Central Park
East-River East schools and their 25-year history of success. It also
demeaned an extraordinary music teacher (though it changed his
name) who took on the bulk of the task of creating the school’s musical
standards. Real people were thus harmed in order to tell a story that, by
confirming prejudices about public schools, Miramax knew it could sell.

CPE created an exemplar for the creation of hundreds of small public
schools of choice throughout the nation. I understand that it was easier
for Miramax to tell the story audiences expect—a moving tale of a heroic
teacher and the power of music to transform. If it hadn’t hurt so much
to see friends belittled and a school slighted, I'd have enjoyed Music of the
Heart, as I do so many other familiar but well-told, if not quite true, tales.
But Miramax chose otherwise, leaving us with this question: What gives
Hollywood the right to play loose with the real lives of real people—and
real schools—just to tickie the heartstrings of a sentimental public?

Editor’s note: Miramax cochairman Harvey Weinstein, a coproducer of
Music of the Heart, was given the opportunity to respond to Meier in this
space, but chose not to in time for our deadline. B

Deborah Meier, the principal of Boston’s Mission Hill School, founded New York
Central Park East I school, the setting for Music of the Heart.
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Book publishers say they're not responsible for

what they sell us—that even if a book turns out to be
bogus and they’ve used phony claims to advertise it,
it's your problem, not theirs. By Steven Brill
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Nothing better illustrates
the arrogance of big media
corporations and their con-
tempt for their consumers
than a lawsuit now pending
in California.

The case involves a series
of books published by a subsidiary of Disney
that were ghostwritten under the name
of the Beardstown Ladies. You remember
the Beardstown Ladies: They’re the group of
retired women from Beardstown, Illinois,
who rocketed to stardom in the early 1990s
when they claimed that their quaint little
investment club had achieved returns of 23.4
percent per year—a Warren Buffett-level per-
formance that was three times higher than
the average achieved by mutual funds and
professional money managers during
the same period.

Beginning in 1992, the Ladies
became folk heroes in the press and on
the talk show circuit. They then signed
a deal with a book packager who found
a ghostwriter for them and sold his
product to Hyperion Press, a division of
Disney, after which Hyperion began
marketing a series of best-sellers with
titles like The Beardstown Ladies’ Common-
Sense Investment Guide: How We Beat the
Stock Market—and How You Can, Too and The
Beardstown Ladies’ Little Book of Investment
Wisdom. There were even videos, such as The
Beardstown Ladies: Cookin’ Up Profits On Wall Street.

All was well until February 1998, when
Shane Tritsch wrote an article for Chicago
magazine revealing that the Ladies hadn’t
beaten the stock market at all. Their actual
return was closer to 9 percent a year for the
period that they and the books bearing their
name had touted. That article was quickly
followed by a front-pager in The Wall Street
Journal echoing and amplifying Tritsch’s
reporting, and the Journal’s piece was in turn
followed by a much-publicized Price Water-
house audit that found that the Ladies had
lagged the Standard & Poor’s 500 Index by
nearly 40 percent and had beaten the index
in only three of the 14 years that Price
Waterhouse examined.

In April of 1998. a lawyer in San Rafael,
California, filed a novel suit. Ostensibly on
behalf of a book buyer named Russell Keimer,

THE
TROUBLE
WITH

BOOKS

PART I

lawyer Jeffrey Lerman sued Disney and its
related subsidiaries for false advertising.
Lerman says he and Keimer, who had once
been employed by another lawyer involved in
the case and had purchased one of the Ladies’
books, were appalled that the book jackets
had touted the Ladies’ claim of achieving that
23 percent and, in fact, still made the claim
after their inaccuracy had been discovered. So
he sued—not just on behalf of Keimer but also
on behalf of “the General Public.” By going for
this kind of class action suit, in which he
sought to have Disney disgorge all the profits
it had made on the falsely advertised books
not just from Keimer but from everyone
who’d bought them, Lerman hoped to get as
his fee a percentage of what the public would
recover from the suit.

Even after the Beardstown

Ladies’ claims were proven false,

Disney persisted in selling

the books with covers touting their

fabulous investment returns.

Put aside any hostility you may have against
plaintiff lawyers or class action suits, and think
about the basics of this case. Lerman was argu-
ing that a book’s cover, or book jacket, consti-
tutes advertising, which it of course does,
because it’s making a claim in order to get peo-
ple to buy something. And he was arguing that
under a California law prohibiting false adver-
tising, Disney was clearly liable because Disney
knew or should have known that the claims on
the book jacket were false.

Part of Lerman’s argument was that even
after the Beardstown Ladies’ claims were
proven false, Disney persisted in selling the
books with covers touting their fabulous
investment returns. (To be sure, an attempt
was made to insert an errata page into some
of the books, but the effort was halfhearted
at best; an article in this magazine in August
1998 reported that two months after the
Journal article, the errata pages were nowhere
to be found in books being sold with those
false claims on the jackets. And as of

this writing, if you go to Amazon.com, you'll
still find the Ladies’ first book listed with a
full picture of the cover touting the 23.4 per-
cent return with no disclaimer. Click to
the Amazon.com reviews, and the first one
begins, “The Beardstown Ladies’ annual aver-
age investment return is a whopping 23.4%.")
But the crux of Lerman’s suit was that even
before a magazine reporter had gone to the
trouble, Disney itself should have checked
the easily checkable factual claim about the
23 percent return before trumpeting the
claims on the book jacket.

Disney quickly filed a motion to dismiss the
case—and won. The conglomerate’s defense:
Because the false claims had been taken from
the book itself, they were protected by the
First Amendment because the First Amend-
ment is meant to protect book publish-
ers from these kinds of legal attacks by
not requiring publishers to check the
accuracy of what their authors write.
Otherwise, publishers would be afraid
to publish books or would have to spend
too much money on checking to be able
to publish profitably.

Lerman appealed the trial judge’s dis-
missal of the case. He argued that book
jackets are the publisher’s own words,
not the author’s, and therefore the pub-
lisher has the same duty to check out the
claims any other advertiser does when making
a pitch to get someone to buy something.

It is in Disney’s brief defending against this
appeal—and in an accompanying brief filed
on behalf of all major book publishers by the
Association of American Publishers—where
we see what big corporate publishers think
about their responsibility to protect con-
sumers from shoddy products.

“[I]t is clear,” answered the Disney lawyers,
“that Disney had no obligation to verify the
accuracy of any assertions made by the
Beardstown Ladies as to the rate of return on
their investments.”

Disney’s claim of immunity from responsi-
bility was matched by what the lawyers (from
a firm that also represents this magazine's
parent company in some matters) speaking
for the publishing industry had to say in their
brief backing Disney:

“|A] book publisher is entitled to rely on its
author's factual investigation without need
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or obligation to undertake its own, indepen-
dent investigation of the same facts,” the
brief from the Association of American
Publishers argued. “Stripping book publish-
ers of the right to rely on authors for the
accuracy of book covers and promotional
materials that encapsulate book contents
would effectively nullify the legal protections
afforded book publishers when they rely on
their authors....”

In late October, the appeals court decided
against Disney and the publishers’ association,
ruling that advertising on book jackets was not
automatically protected from a false advertis-
ing claim and that the case could go forward.

Whether the founding fathers intended
the First Amendment to protect a pub-
lisher trying to cash in on someone’s falsely
gained celebrity by using advertising that is
clearly and objectively false is an interesting
legal question that I'll bet gets decided ulti-
mately against Disney. But the
bigger issue is the way in
which this suit uses con-
sumer protection principles,
not traditional libel law, to
challenge America’s leading
consumer product: media.
Much of the media we con-
sume today is sold to us by
large public corporations.
Their highest priority is profit.
That’s not a criticism; it’s an
acknowledgment of their duty
to shareholders. And one way
they maximize profit is to
claim as much as they can get
away with claiming about
their products. Indeed, we live
not only in the Information
Age but in the age of hype. Un-
scrupulous authors—be they
those with investment returns
to brag about or those with
scoops to tout—will have the
same motivation. The more
they claim in their books, the more their pub-
lishers will be able to claim, which means big-
ger bucks for everyone involved.

Especially at a time when so much of what
these media corporations use their marketing
clout to sell is not great literature or trailblaz-
ing journalism but self-help guides of all
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Reviews

Editorial Reviews (8)

varieties, these corporations become perfectly
acceptable, and unsympathetic, targets of con-
sumer claims alleging false advertising or
even fraud. It should also make them increas-
ingly subject to challenges in the marketplace,
rather than the courtroom, from skeptical
consumers.

What you now know from this suit and
the publishers’ association brief is that the
publishers you buy books from—Penguin/
Putnam, Random House, HarperCollins,
Simon & Schuster, St. Martin’s Press, and the
rest—don’t think they have any obligation or
responsibility to worry about the accuracy of
the books they sell to you. None. Nor do they
think they are even under any obligation to
tell you that they don’t care. After all, had
Disney been truthful on its book jacket for
the Beardstown Ladies’ books, the jackets
would have said, “These ladies say they
earned a 23% return, but we have no idea at

Customer Reviews

(13)_

Editorial Reviews

Amazon.com
The Beardstown Ladies' annual average investment
retwn is a whopping 23.4%. Its no miracle -- they've
simply done their homework and done it well. If they
can do it you can too, by following their sensible,
simple, often funny advice. --This et refers o the

paperback edition  of this title

Still making false claims: Here's how the Disney-published book was listed
on Amazon.com in mid-December.

all whether the claim is true, nor did we lift
a finger to find out before trying to sell you
this book.”

Absent these kinds of false advertising
claims, the only way the law now deals with
faulty media products is when they hurt
someone’s reputation. In those situations, a

publisher that gets sued for libel has to prove
what Disney does not want to have to prove
in the Beardstown Ladies case: that in decid-
ing to rely on the author, it used some care—
not necessarily by re-reporting all the facts
but usually by having a lawyer grill the
author and ask him or her to provide notes
and other sources to verify what is objectively
verifiable. In other words, had the Beards-
town Ladies not only said they'd earned 23
percent but singled out some famous money
manager as someone whose performance
they’d beaten badly, the publisher’s libel
lawyers would probably have made them
show the lawyers the math. But because no
one was defamed by what they wrote, the
publisher didn’t worry about it.

What I like about Lerman’s approach is
that he’s not threatening an author’s right
to write free of fear of harassment suits (or
real suits based on honest mistakes) or even
a publisher’s decision to pub-
lish a book that has material
in it that’s debatable or even
wrong. And he’s not using
a libel law approach that
requires that a victim of
what’s written undertake an
expensive, long-shot court-
room battle. Instead, what he
outlined in his legal papers
is a structure that allows any
consumer to sue but forces
that consumer to clear some
sensibly high hurdles. First,
the material in question has
to be factual and objectively
wrong. Second, the publisher
has to have known that it
was wrong or could have dis-
covered that it was wrong if
it made a good-faith effort to
do so. And third, the mater-
ial in question has to have
been a significant part of the
advertising.

Lerman’s restriction of his claim to the
book’s advertising is not simply a clever way to
get in under the false advertising statutes; it
also makes sense as a public policy matter once
we begin thinking of media as a consumer
product. For as consumers we get hurt by pub-
lishers when we buy books that turn out to be



shoddy; and we decide to buy those books
based on the words publishers use to sell them.
It's their voice, not the author’s, that induces
us. For the same reason, we would not want to
hold a bookstore liable simply for having sold a
book because it decided to stock the book
based on what the publisher’s salesman had
said about it.

Suppose a publisher says on a book
jacket, “Smith has a controversial and
much-criticized idea for dieting. Some
experts even say this idea could kill
you. But it’s interesting reading and
maybe worth trying.” We could then
hardly blame the publisher if we
bought the book and the diet didn’t
work or even killed us. Nor, given the
larger First Amendment values at
stake, should we want to punish the author of
that controversial speech. But the real point is
that no big-media corporation today would be
willing to publish a book with that jacket on
it, because it wouldn’t sell nearly as well as
one with a jacket that says, “Smith’s miracle
diet has worked for 98,000 out of 100,000 peo-
ple who've tried it.” It’s no surprise, then, that
the view of the publishing trade association is
that that bogus book jacket would be per-
fectly okay as long as Smith made the same
false claim in his book.

I agree with the publishers’ argument o
the court that this case could have ramifica-
tions for all kinds of other books that don't
make a simple and clearly false mathematical
claim intended to induce people to buy them.
The difference is that unlike the publishers, 1
think that's a good thing. For example, sup-
pose a publisher uses a book jacket to advertise
a book by Jane Doe as The True Story of How Jane
Doe Cured Herself of Cancer when, in fact, Jane
never had cancer. Why shouldn’t the publisher
be liable? Or suppose a publisher touts a book
as the author’s “Inside story about the mob from a
mob captain, with full transcripts of mobsters hold-
ing board meetings” but the author was never in
the mob and he made up the transcripts? Or
what ifa publisher knows thata celebrity didn't
write a word of her autobiography and that
half the anecdotes in it are made up?

So if the Beardstown Ladies case succeeds, as
it should and probably will, [ bet it won't be
long before we see similar class actions against
other books and even against magazines whose

hyped cover lines promise something specific
that is not delivered inside. (Not all hype, of
course, would or should be liable. Simple exag:-
geration of the type we're used to on many
magazine cover lines wouldn’t pass the legal
test that something is objectively false and is
deliberate or could have been checked.)

What if a publisher knows that a
celebrity didn’t write a word of
her autobiography and that half the

anecdotes in it are made up?

Indeed, all of us as customers should
demand more from those who sell us these
products, and maybe even use the implicit
threat of these false advertising claims as a
lever. For example, suppose you get a direct
mail pitch for a magazine that promises
you the “straight, honest scoop on the best
ski resorts.” Why not write back and say
you're subscribing based on the publisher’s
promise in that mail pitch that the maga-
zine's coverage of ski resorts is not in any
way linked to advertising. That will put them
on notice that there’s a class-action case in
their future if they're not leveling with you.
Ditto a letter questioning the hype of a maga-
zine’s cover lines.

Or you could write to book or magazine
publishers and ask them how they go about
checking basic facts in their nonfiction work
or whether the way they rely on authors is
akin to the “Don’t ask, don't tell” modus
operandi that senior writer Jennifer Green-
stein describes in her report, beginning on
the following page, on St Martin’s Press. Lots
of magazines that do attempt independent
fact checking would welcome those queries,
because their extra effort distinguishes their
brands. Other magazines and probably all
major book publishers would cringe.

But is our only hope that other lawyers
will try to make a killing with more class
action suits that can get over the hurdles we
should require in a courtroom? Maybe not. It
may be that the levers of a competitive mar-
ketplace—sensitized by lawsuits like this one

and others that are sure to follow—present a
better alternative. With suits like this one,
and with publicity like that accompanying
the fiasco recounted by Greenstein at St.
Martin’s, which blithely published a book
about George W. Bush written by a con-artist
felon, maybe there’s an opening for a book
publisher who promises consumers,
“We Check Our Books,” and then
explains in an introduction how a
book is checked. Perhaps there’s a
name waiting to be made out there for
a publisher that wants to brand itself
as the home for books—even, or espe-
cially, for self-help books—that stands
behind what they are asking cus-
tomers to buy. Indeed, in some areas of
publishing, such as travel, there are
already brands built on quality and indepen-
dence (see Matthew Reed Baker's article,
“Trailblazers For Travelers,” January). And
many magazines have already earned respect
in the marketplace for their fact-checking
processes—and could earn more in a world in
which consumers asked more about the care
they take.

Book publishers, though, will tell you that
their business is difficult enough without
imposing this new liability on them. That's
true, but it may be that this is because none
(with the possible exception of the Alfred A.
Knopf division of Random House; Farrar,
Straus and Giroux; and some of the academic
presses) has carved out a distinctive brand
based on quality.

Besides, publishing may soon become
more promising financially with the advent
of electronic books that can be sold and deliv-
ered on the Internet, eliminating the produc-
tion costs and returns that are the bane
of book publishing. In fact, it's also the
Internet, with its endless variety of content
sources, that should dictate that today’s pub-
lishers work hard now, before bookselling
comes to the Web in full force, to embrace
and tout the same standards of responsibility
that they've attacked in Lerman’s lawsuit. For
it's only by taking the consumer’s side in
matters having to do with quality assurance—
and becoming brands that stand for those
values—that publishing, like any other busi-
ness, will survive in a place like the Web,
where anyone can sell anything. o
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Written by a felon, Fortunate Son
smeared a presidential candidate
and got pulled by its own publisher.
How did a book shot so full of holes
get into print in the first place?

By Jennifer Greenstein

SINOW
job

It was set to be one of the hottest books of the year—
so hot that it got a secret code name. Neither the pub-
lisher's sales staff nor the book’s reviewers were given
the usual advance copies. The publisher, St. Martin’s
Press, was guarding the book’s big scoop for fear that
eager reporters would get wind of it. (St. Martin’s
wanted to reveal the book's contents with a splash in
the pages of The New York Times.) Meanwhile, the sales force was
instructed to urge top bookstores to make a big buy on rhe book—
even though they couldn’t reveal anything about it: not its subject,
not its author, and certainly not the explosive story inside. The reps
were told that the book, code-named “M].,” was a newsworthy
nonfiction title for which the publisher expected major media cover-
age, and that’s all they could say about it. In fact, that's all they
knew: The book was shrouded in such secrecy that even the sales
reps themselves didn’t know what was in it.

One of the few people entrusted with an early copv was Jim
Roberts, the political editor at the Times, which had the exclusive
right to preview the book, Fortunate Son, by J.H. Hatfield, before its
official release. Roberts paged through his copy while on jury duty,
as three of his reporters chased its allegation that George W. Bush,
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Texas governor and presidential candidate, had been arrested for
cocaine possession in 1972. The book also alleged that the candi-
date’s father, a former president of the United States, had persuaded
a friendly Republican judge to expunge the arrest record.

Fortunate Son’s account was identical in all but a few details to a tale
that had circulated by e-mail and was pretty much ignored by the
media, except for a few mentions on Internet sites. But now the allega-
tions were in hardcover, and that interested reporters. Once an asser-
tion makes its way into a book, it acquires an imprimatur of authority.
Yet publishers do surprisingly little to check the assertions in the
books they print (see “Are Books Accurate?” page 74). A consumer buy-
ing a nonfiction book may assume that it’s true, but to a great extent
publishers choose to trust their authors. This time, that trust came
back to haunt St. Martin’s.

Journalists, however, scrutinized the book’s charges. “It was going
to be on the shelves at Barnes and Noble,” Roberts says. “We had to
check it out first so that we knew how to handle it.” The book’s after-
word, which contained the drug charges, seemed implausible to many
reporters. The book claimed, for instance, that one of the three
unnamed sources for the drug allegation was a longtime Bush
confidant. He is referred to as the “Eufaula Connection” because he






supposedly spent three days bass fishing with the author on Lake
Eufaula in Oklahoma while serving as a source for the book. “That
part struck me as utterly wacky—too high drama, too Deep Throatish,”
says Roberts.

The Times sneak peek expired on Monday, October 18, when the
media blitz began. More than 200 preview copies arrived on the desks
of journalists all over the country—editors at Time and Newsweek; pro-
ducers at the Today show, 60 Minutes, Dateline NBC, and Larry King Live;
reporters at the Los Angeles Times, The Dallas Morning News, and The Wall
Street Journal. The St. Martin’s PR department gave most of those jour-
nalists a follow-up call, reminding them that the author was avail-
able for interviews. The publisher had flown Hatfield to New York
and put him up at the Intercontinental hotel so he’d be ready for the
television networks.

Some reporters poring over their advance copies were struck by the
credentials—or, rather, the lack of them—listed for the man who had
beaten them to the George Bush cocaine story. J.H. Hatfield was no Bob
Woodward. His previous works included trivia books about The X-Files
and Lost in Space and unauthorized paperback biographies of Star Trek’s
Patrick Stewart and Star Wars hunk Ewan McGregor.

In fact, the tale of Bush’s drug arrest and under-the-rug absolution
came entirely from unnamed sources. There was no date of arrest, no
judge's name, no police officer’s name, no paper trail. Hatfield claimed
that three people close to Bush had confirmed the story. Since that’s all
he had—just the three unnamed sources—the story’s credibility rested
on the author’s credibility.

After a day of investigating the book’s charges, The New York Times
decided that there was no story. On the Sunday before the book was to
be released, Roberts called John Murphy, St. Martin’s director of pub-
licity, to tell him the paper wasn’t going to
run anything. Murphy says that he recalls
feeling a twinge of worry when he heard
the news. On Monday, each of the network
morning shows took a pass. “They were
uncomfortable with the unnamed sources,”
Murphy says.

A Times reporter had discovered that
one of the only details in the drug allega-
tion—that former President Bush had
asked a Republican judge to expunge his

Author J.H. Hatfield

There were no Republican judges in
Houston in 1972. Any good reporter would have zeroed in on this asser-
tion if he were trying to verify an unsourced account. But book pub-
lishers aren’t investigative reporters—they don’t think like them, and
they don't act like them:.

Another reporter working to verify the book’s charges ended up
unmasking author James Hatfield’s sordid past, revealing how little
the publisher knew about its author—and how easy it is for unverified
allegations to make their way between the covers of a book. On
October 22, three days after the book’s release, St. Martin’s recalled
Fortunate Son, saying it could no longer trust Hatfield. Sally Richardson,
president of St. Martin’s trade division, declared that the copies would
be destroyed. (They're “furnace fodder,” she told The New York Times.)
Hatfield says his publisher had no right to recall the book. “There is no
‘morals clause’ in a publishing contract,” Hatfield told Brill’s Content in
an extensive e-mail correspondence.

In this case, the press did its job; it discredited Hatfield and his book.
But thousands of readers bought a book they have no good reason to
believe a word of. The damage to George W. Bush’s reputation was done.
A faulty product, costing $25.95, made its way to consumers, and no one
at St. Martin's Press was fired.
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son’s record—didn’t check out. The reason:
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n 1995, Jim Hatfield phoned an old friend, fellow Arkansan

Ruby Jean Jensen, and mentioned that he had an idea for a

book. Hatfield had always wanted to be a writer. He asked for

an electric typewriter when he was 12, and he wrote horror
and science fiction. Jensen, the author of more than a dozen books,
gave Hatfield the name of her publisher. Soon Hatfield and a coauthor
were signed up to write an unauthorized Star Trek trivia book, and
Hatfield the author was born. Over the next few years, he produced
several more trivia books and two quickie biographies (paperbacks
churned out in a few weeks). In the fall of 1998, Hatfield had six
books—all related to science fiction—to his name.

Then he presented St. Martin’s editor Barry Neville with a proposal
for a book about George W. Bush. Neville was familiar with Hatfield’s
work—he had signed him up for the Ewan McGregor book at The
Berkley Publishing Group, and then left for St. Martin’s Press a week
later. Hatfield's Bush book was pitched as an evenhanded overview of
Bush's life, a clip job that culled information from books and articles.
although the proposal specified that Hatfield would aiso do inter-
views. “The author certainly led us to believe that he had access to vari-
ous people who knew George W.,” says Thomas Dunne, who runs
Thomas Dunne Books, the St. Martin’s imprint that purchased the
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ty-fourth Texas Legislature convened in January 1995 for
1d lawmakers he was voted into office
't good enough, crime was 100
was too cushy. Not coinci-
" d by Lieutenant Governor
ren working on overhaul-

[lfl pupil, Bush managed to
A «geort to ensure that his pri-
heir first meeting, the House
. “Mr. Bush, we can make you a

dgavernor—if you let us.”
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book. “He led us to believe that he had family connections through
marriage to Houston society.” St. Martin’s paid Hatfield $25,000—more
than he’d received for any other book—and planned a first run of
about 20,000 copies.

What qualified Hatfield to write a biography of a major political
figure? According to the book jacket for Fortunate Son, Hatfield was “a
syndicated columnist, freelance Texas journalist, and frequent con-
tributor to several Lone Star State newspapers
and magazines.” But no one at St. Martin’s
Press had ever laid eyes on any article written

if Hatfield’s name was familiar to Howard
Swindle, another St. Martin’s author and a
veteran Texas journalist. Hatfield says his
freelance writing consisted primarily of sto-
ries “in the entertainment field... (i.e. film
reviews, etc.).” The book also touted Hatfield as the 1997 winner of the
“prestigious international Isaac Asimov Foundation Literary Award
for outstanding biography of an actor (Patrick Stewart) in a sci-fi TV
series of [sic] film.” The “prestigious international” award—a descrip-
tion provided by Hatfield—turns out to have come from an Internet

A customer buying a

by Hatfield. And no one had bothered to see nonfiction book may assume
it's true. But publishers do
surprisingly little to check
their authors’ truthfulness.

science fiction fan group. Hatfield says his editor never asked him any
questions about the award.

Publishers have no rigorous, established routine of checking into
their authors’ backgrounds. Editors give lots of credibility to an author
who has an agent—as Hatfield had—but agents admit they don’t for-
mally check authors’ backgrounds, either. Richard Curtis, president of
the literary agency that represents Hatfield, says he never asked to see
evidence of the author’s credentials. They would be checked “only if
the agent suspected something was amiss, which was not the case
here,” he says. Publishing insiders say top-tier houses would never pub-
lish an author without knowing much more of his or her background
than St. Martin’s knew about Hatfield (see “Are Books Scrutinized?”
page 77). But the publishers Brill’s Content spoke with seem willing to
accept an author at his word. Leslie Pockell, associate publisher of
Warner Books, says that if a writer or an agent submitted a manuscript
claiming that the author was a doctor, Pockell isn’t sure that he’'d
check. “The résumé comes in, he says he went to Yale Medical School—I
don’t know that we call up Yale and find out that the guy actually
graduated,” he says.

The issue of whether Hatfield had the credentials to write a biogra-
phy of George W. Bush—and the investigative skills to unveil a hidden
past—came up on the Sunday before the book was (o be released, while
Hatfield and Neville watched a football game on TV in a New York City
bar. (Neville had taken the author out for brunch after he arrived in
the city) “Barry spent the afternoon coaching me [on] what to say.”
says Hatfield. Neville jotted down two pages of questions that the pair
anticipated reporters would ask Hatfield, and the responses he should
give. The first question: “Your background doesn’t seem 10 indicate
that you’d be capable of writing such a meaningful, provocative biog-
raphy?” Neville wrote, then suggested the response: “(|AJcknowledge
question) Yes, I've written several books, and I'm proud of all of them.
I've also worked as a freelance journalist for several years, an experi-
ence that really prepared me for this book.” Neville tells Brill’s Content
that most of these notes were dictated by Hatfield. “I just happened to
be the one writing it down,” Neville says. “He seemed to have thoughta
lot about how the media would approach him.”

Hatfield says he was so anxious to shed his reputation as an author
of scifi trivia books that he had asked Neville if he could write
Fortunate Son under a pseudonym. Of course, he may have hoped a pen
name would protect him from revelations about his past. The idea was
nixed when Neville pointed out that his track record as a published
author and journalist would be an asset in marketing the book, along
with his Isaac Asimov award for outstanding biography.

What Hatfield had to offer—and what publishers want—is a track
record of selling books. And Hatfield the author was by all accounts
professional and personable. “He’s never been late with anything,”
says Laura Tucker, his agent for the Bush book. “If he said, ‘You'll have
it by the end of the week,' had it by the end of the week.”

Hatfield's editors and agents had never met
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