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’ Travel Book.

Some people read about places tc go. Others read to go places.

Either way, Microsoft. Reader makes it easy. That's because
only Microsoft Reader with ClearTypew display technology strives
to make on-screen reading as immersive and natural as reading
a paper book. Every page features crisp typography, a clean,
uncluttered format, and a host cf smart features like highlight-
ing, annotation, resizable type, a puilt-in dictionary, bookmarks,
and more. Plus with Microsoft Reader you have the ability to
download hundreds of books arytime, anywhere. So whether
you're reading for work or pleasure, your personal library is as
close as your keyboard.

Microsoft Reader. The perfect travel companion for people
who want to go places.

with ClearType.

Microsoft

Where do you want to go today?
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YOU'RE SITTING AT HOME

WHEN YOU GET THIS URGE TO READ EVERYTHING ON, OH, LET'S SAY,

ALLIGATOR FARMING.

(THIS IS A LONG STORY, BEAR WITH US.)

So you go to your computer, log on to shis new Web site, type in “alligator farming,” and hope for the
best. In seconds, a slew of information comes up. Except this is not just any slew of information. This is an

™ which

extremely relevant, well-organized slew. It all pops up from something called a Cross-Content Searc
draws from hundreds of thousands of books, magazines, doctoral dissertations, magazine article
archives, speeches, New York Times archives, even transcripts of TV shows. All in one place —stuft

ou can get shipped that day and other stuff vou can download right now.
i g PF ) ) 8

“HMM, THIS IS DIFFERENT,” YOU THINK, “WHAT KIND OF A PLACE IS THIS?"

It's Contentville, part magazine stand, part corner bookstore and part research library. It’s a place where
you can buy and instantly download the Checkers speech; magazine articles on getting rid of deer in the
suburbs; transcripts of “All Things Considered”; scripts from “The West Wing" depositions from trailblazing
court cases; an e-book on fishing — even your shrink’s dissertation. (Remember, sometimes a dissertation is just
a dissertation.

But maybe you don't want to download stuff. Maybe vou'd like a subscription to the Public Justice Report,
and youd like it at the lowest price available and shipped that day. (Who wouldn't?) Well, in thar case, youre
still in the right place. You can get thousands of magazines in Contentville — Good Housekeeping, Consumer
Reports, Newsweek, the Journal of Secondary Gifted Education, you name it.

But maybe magazines aren’t for you either. Maybe you want the goriest true crime novel ever. Well,
we just happen to have a gory true crime novel expert. In fact, we've got experts in every field to help
you find the best of everything: the best weight lifting books, the greatest titles for any religion library,
or the books Wendy Wasserstein reads to her baby.

And what if you long for the personal touch of an old independent bookstore? No problem. Contentville
has the nation’s best independent booksellers on board as Contentville’s resident experts in areas like
psychology. food, business, modern fiction and politics.

Of caurse, you can always just buy a book really fast. Bestsellers. Worstsellers — whatever. 1f it’s published
we have it, and you can buy it usually at a lower price than anywhere online. It's simple: whether its alligator
farming or something closer to home, we've got what vou want.

Magazines, Books, Article Archives, Screenplays, Legal Documents, E-Books, Speeches,
Dissertations, Rare Books, Great Prices, Expert, Honest Advice.

CONTENTVILLE.COM Readers Rejoice.
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CONTRIBUTORS

JAMES ATLAS, the general editor of the
Lipper/Viking Penguin Lives Series, has
written a biography of Saul Bellow that
Random House will publish in October.

AMY BACH has contributed to New York
magazine, The Nation, and The American
Lawyer.

MATT BIVENS is the editor of The
Moscow Times and has lived in Russia
for eight years.

AUSTIN BUNN, a Brill's Content
contributing editor, also writes for The
Village Voice. He has contributed to Salon,
LD, FEED Magazine, and The New York
Times Magazine.

JEFFREY KLEIN, previously the longtime
editor in chief of Mother Jones, is the CEQ
of Xamplify, an Internet company.

SARAH LYALL is a reporter in the London
bureau of The New York Times. She has
worked for the Times for 13 years.

OWEN MATTHEWS was a writer for
The Moscow Times. He now covers
politics, business, economics, and society
for Newsweek’'s Moscow bureau.

GRACE MIRABELLA spent 38 years
at Vogue, 18 as editor in chief, before
founding Mirabella in 1989.

DAVID NASAW is the chairman of the
doctoral history program at the City
University of New York Graduate Center.
The Chief: The Life and Times of William
Randolph Hearst is his fourth book.

JESSE OXFELD, a staff writer for
Brill's Content, writes about magazines
and television.

MIKE PRIDE is the editor of the
Concord Monitor. His column on editing
a daily local paper appears regularly.

JOHN R. QUAIN, a contributing editor for
Brill's Content, also writes for Fast Company
magazine and appears regularly on CBS
News and MSNBC.

JULIE SCELFO, a staff writer for Brill's
Content, covers television and advertising.
She wrote about C-SPAN's presidential
biography series for the April issue.

RICHARD SCHICKEL reviews movies

for Time. His book Intimate Strangers:
The Culture of Celebrity will be reprinted
this fall.

CHIN

& ROBERT SCHMIDT, a senior writer for
Brill's Content, covers politics and is based
in Washington, D.C.
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s [ write this, President
Clinton is about to visit Russia
for the first time since the
election of its new president
(and former KGB officer),
Vladimir Putin. Clinton and
his delegation will undoubtedly have much
praise for the liberal economic policies and
pro-market reforms of Putin and his inner cir-
cle. What will likely not be discussed, how-
ever, is the fact that although the country
moves closer and closer
toward a democracy that
we can recognize and sup-
port, suppression of the (
media has become more

severe than it has been in [

years—in some instances
recalling the worst of the
Soviet era. Our two-part
report on Russia and the
media (beginning on page
86) documents, in often
shocking detail, how gov-
ernment officials muzzle
and harass journalists—
and how, in the process,
the newly rich media
moguls are co-opted and
corrupted. A few of these
men are both press czars =
(owning television sta-

tions, printing presses, newspapers, and mag-
azines) and politicilans—mayors, governors,
members of Parliament.

This issue also offers a kaleidoscopic look
at American media-moguldom. Richard
Schickel’s revisionist take on William
Randolph Hearst, beginning on page 80, rein-
troduces us to the first truly modern media
baron, who knew the value of creating con-
tent and controlling its distribution. The only-
in-America Hearst owned, edited, and
distributed the news (and produced movies}—
all while serving in Congress and running for
mayor of New York City and president of the
United States. Hearst used his publications as
a platform for his often surprising political
views but never let that get in the way of his
bottom line.

Martin Peretz, the owner and editor in
chief of The New Republic—the 85-year-old left-
leaning journal of political and cultural com-

mentary—has long used his magazine as a
vehicle for expressing his political passions
and influencing policy (though unlike Hearst
he doesn’t seem to need his magazine to
make money). The 60-year-old Washington
insider has spent more than 25 years at the
rudder of one of the country’s most august
magazines, but he has focused perhaps even
more intently on the ambitions of his close
friend and former Harvard student Al Gore.
Robert Schmidet, in his piece on page 70,
explains that because of
the men’s three-Cecade-
long friendship, Peretz has
had to walk a very fine
line, supporting Gore per-
< sonally while trying to
keep his magazire neutral.

Equally influential dur-
ing her long career butin a
very different sphere is
Grace Mirabella, who
edited Vogue for 18 years
and went on, after she was

7 fired, to take Rupert
Murdoch up on his
lunchtime suggestion that
they start a magazine bear-
ing her name. It folded in
April after ten years, four of
them under Mirabella’s
leadership. Her memoir,

beginning on page 96, tells the story of a pub-
lishing insider trying to redefine the rules of
the women's-magazine game but being
unable, ultimately, to surmount the business
forces that were beyond her control.

And. on page 64, meet the new generation
of mini-moguls, who could redefine today’s
media culture as dramatically as Hearst did in
his time. (Did you know that the founder of
Napster, the Internet venture shaking up the
music industry, is a 19-year-old college
dropout?) Austin Bunn’s group portrait of the
teenage Internet vanguard charts their rein-
vention of not only modern media but the
very structure of the American family. The
“Teen Guru” phenomenon represents a seis-
mic shift in the culture that has only begun to
register. These are the true children of Hearst,
some of whom will be able to afford to build
circles around San Simeon—once they are old
enough to drive. DAVID KUHN
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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.

2 Labeling and Sourcing

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

3 No Conflicts of Interest

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




: VIENFI D | e ) M I NTISTERTITES E: ViE N T
J:N\

Europe, 1945.
The war is over,
but the battle for justice

is about to begin.

d‘ , 3
" b3 e 7
p
-
- ‘i 2
L -

ALEE BiA B W N

NUREMBERG

JILL HENNESSY BRIAN COX with MAX VON SYDOW  anp CHR]STOPHER PLUMMER

DAVID W. RINTEL NUREMBERG: INFAMY ON TRIAL" « JOSEPH L. PERSICQ YVES SIMONEAU

WORLD - SUNDAY
PREMIERE .[IRI GINAL JULY 16 8pman

THE BEST MOVIE STUDIO ON TELEVISION

P

T )

12000 Turner Broadcasting System, Inc. All Rights Reserved. A Time Warner Company. tnt.tu rner.com/ tntoriginals READ THE PENGUIN BOOK



ONTENTp

ey
= Vg
B __-,_.?:

S

X

> -
- B S .
VP S s e

paine v’ W TN e B i e - . - s

AP freelance photographer Alan Diaz, who took the infamous picture of Elidn Gonzalez cowering before a machine gun, outside the Miami home where the boy was seized
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"I HAD MY GUT
FEELING. I KNEW
THAT IT WAS
GOING TO GO DOWN,
THAT'S ALL.”

AP PHOTOGRAPHER ALAN DIAZ ON
THE ELIAN GONZALEZ RAID, PAGE 74

JULY/AUGUST 2000
VOLUME 3
NUMS3ER SIX

THE ROYAL SPIN 60
Prince Charles and Queen Elizabeth feud in the
historic tradition of British monarchs and their
heirs, with competing courtiers and, in the
modern age, cunning press leaks.  BY SARAH LYALL

THE RISE OF THE TEEN GURU 64
Tech-savvy teens are not only founding
COVER : e . a5
STORY their own companies, they're subverting
the American family, turning parents
into a sort of vestigial hardware. BY AUSTIN BUNN

MARTY'S MOMENT 70
One media insider would gain unparalleled access to
a Gore White House: New Republic editor in chief
Martin Peretz, Gore’s friend of 35 years. Can Peretz
keep TNR neutrai? BY ROBERT SCHMIDT

CAPTURING ELIAN 74
The infamous photo of Elidn Gonz:lez cowering at
gunpoint has sparked a debate that will las: for years
about how images are gathered and spun in the
media age.

BY AMY BACH, STEVEN BRILL, AND JULIE SCELFO

HAIL TO THE CHIEF 80
William Randolph Hearst was America’s first media

' mogul—whose guts and temperament would have

thrived in the New Economy. BY RICHARD SCHICKEL

PLUS: An excerplt from the biography The Chief: 84
The Life of William Randolph Hearst.  BY DAVID NASAW

SPECIAL REPORT: RUSSIA AND THE MEDIA

BACK TO THE U.S.S.R. 86
The Kremlin insists that President Vladimir Putin
supports its constitution’s free-speech guarantees.
But the editor of The Moscow Times says thuggish
attacks on the press are common. BY MATT BIVENS

BUNKER MENTALITY 91
A dispaich from Chechnya—and the war the domes-
tic and foreign press can’t let you fully see.

BY OWEN MATTHEWS

GOODBYE, MIRABELLA 96
Fired as editor of Vogue, Grace Mirabella founded
her own magazine, Mirabella, in 1989. Ever since it
folded, in April. she’s been coming to terms with
what went wrong. BY GRACE MIRABELLA

COVER PHOTO: ANNA CURTIS
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TECHNOLOGY AT MY DISPOSAL
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On the record but
off the mark:

the fetish for the
verité quote.
Notebook, page 32

"THAVE A WEALTH OF

THAT ALLOWS ME TO SEARCH
THE WEB AND FIND THE
NEWS AND INFORMATION FAR
MORE QUICKLY THAN A
HUMAN JOURNALIST COULD.”

CYBERANCHOR ANANOVA, KICKER, PAGE 136

JULY/ALGUST 2000

UP FRONT

FROM THE EDITOR IN CHIEF 9
Mogul mania.

LETTERS 16
The goods on Gumbel; the Forward tights
back; and PBS faces off against Face-OfT.

HOW THEY GOT THAT SHOT 20
Carol Guzy’s Pulitzer Prize-winning
photo captures one family’s heartrending
reunion in the wake of the Kosovo

conflict. BY BRIDGET SAMBURG
COLUMNS
REWIND 23

The lesson of the Time Warner-Disney
fight is simple: Those who monopolize
systems for distributing content
shouldn’t own content as well.

BY STEVEN BRILL

NEXT 40
The Internet’s biggest ad agency follows
you as you surf the Web, collecting elec-
tronic fingerprints wherever you stop—
including medical sites and the cyber-
red-light district. BY MARK BOAL

THE BIG BLUR 44
When journalism is used 1o promote lame
entertainments such as NBC's The '70s, no
amount ot smiley faces should make us
feel good. BY ERIC EFFRON

DEPTS.

BOOKS
James Atlas on the identity politics of
American Jews.

101

pLUS: The death of community, media
images of gays and lesbians, our consumer
society, and Faith Popcorn’s latest reviewed.

MONEY PRESS 106
Minnesota Public Radio is giving the sleepy
world of not-for-prolit broadcasting a jolt

of capitalism. BY ELIZABETH ANGELL

SOURCES

With the divorce rate near 50 percent,
here’s where to turn in case things don’t
work out. BY JESSE OXFELD

108

GATEKEEPERS
Meet the man who dares to Americanize
the O.ED. BY CHIPP WINSTON

110

NOTEBOOK 29
Why did the Los Angeles Times wait five
months to correct a story that was dead
wrong?

rLUS: A date with a blockbuster; ABC's
silent partner: The New York Times; and the
Army’s Psychological Operations Group
invades American newsrooms.

STUFF WE LIKE
A slew of things that bring us pleasure.

49

THE WRY SIDE 46
A writer’s scariest deadline is the one that
doesn’t exist. BY CALVIN TRILLIN

FACE-OFF 54
Did the press’s cringe-inducing Elidn
coverage reveal its true position on the
morality of communism?

OUT HERE 58
When a judge was accused of breaking
the law, our columinist’s newspaper called
for his resignation—even though it had
supported him for years. BY MIKE PRIDE

REPORT FROM THE OMBUDSMAN 26
Does an e-commerce venture taint this
magazine’s editorial integrity?

BY BILL KOVACH

INFLUENCES 112
In the rarefied world of fashion photogra-
phy, there’s a fine line between homage
and thefl. BY LUKE BARR

MEDIA DIET 114
I’s almost impossible to find a cable system
carrying the femalecentric Oxygen net-
work. Our {male) reporter succeeded, and he
watched—and watched. BY JESSE OXFELD

TOOLS 117
The proliferating Web cam demystifies the
other end of the line. BY JOHN R. QUAIN

KICKER 136
Exclusive: In “her” first American maga-
zine interview, cyberanchor Ananova
holds forth on hairstyles, Sam Donaldson,
and her other 3-D competition.

BY CHIPP WINSTON
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LETTERS

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

4. Our corrections policy should
not be mistaken for a policy

of accommodating readers who
are simply unhappy about a story.

5. Information about corrections or
complaints should be directed to
CEO Steven Brill. He may be reached
by mail at 1230 Avenue of the
Americas, New York, NY 10020; by
fax at 212-332-6350; or by e-mail at
comments@brillscontent.com.

6. Separately or in addition,
readers are invited to contact our
outside ombudsman, Michael
Gartner, who will investigate and
report on specific complaints about
the work of the magazine. He may
be reached by voice mail at 212-
332-6381; by fax at 212-332-6350;
by e-mail at MGGartner@aol.com;
or by mail at 5315 Waterbury Rd.,
Des Moines, 1A 50312.

DISCLOSURE

Brill Media Holdings, LP, the parent
company of this magazine, has recently
entered into an agreement in which
NBC, CBS, and Primedia (a large maga-
zine company) will participate as limit-
ed partners in an Internet business to
be run by Brill Media Holdings.
Although the two ventures are sepa-
rate and these media companies by
contract specifically disclaim any
involvement in or influence over this
magazine, there is nonetheless an indi-
rect connection between the magazine
and these companies. Any complaints
about perceived bias by the magazine
in favor of NBC, CBS, or Primedia
should also be directed to Mr. Gartner.

THE GOODS ON GUMBEL;
THE FORWARD FIGHTS
BACI; AND PBS RESPONDS
TO "FACE-OFF"

TOO MANY UNATTRIBUTED QUOTES
I thought I'd finally found a reli-
able and readable source of legiti-
mate news gathering. Imagine my
disappointment when I discov-
ered the tabloidesque “For The
Early Show, It’s Getting Late” [Mayj.
Not only is this article biased, edi-
torialized, and unfair but I count-
ed [several] unattributed quotes
from “a good friend,” “a former
producer,” etc. Is the use of unat-
tributed quotes, made so famous
by the Globe, the Star, and The
National Enquirer, the standard
practice at Brill’s Content? I've
always assumed that when you
have no source, you have no story.
You could have gotten those
quotes from a disgruntled CBS
page or security guard for all we
know. Funny how you become the
thing you hate the most.

MICHAEL BUCKLEY, JERSEY CITY, NJ

SLIP-SLIDING ON THE TRUTH

“Your featured story on Bryant
Gumbel is both informative and
amusing, in ways not intended by
your [senior correspondent| Gay
Jervey. It is a classic example of
stumbling on the truth and then
sliding over and beyond it.
Consider this item: Gumbel is
arrogant because he derides the
silly and the pompous. To me,
that sounds like a cool man with a
critical intelligence who is
unafraid to use it.

Is it significant that one woman
in the focus group complained
that Gumbel dominated dear little
Katie Couric on NBC's Today show
yet voiced not a complaint of
Couric’s obvious dominance of
Matt Lauer after Gumbel left? It is
indeed significant. Add this to that

revealing piece of demographic
data quoted (which Jervey does
nothing with) and all comes clear:
Women outnumber male morning-
show viewers 3-1. Where have all
the men gone?

So, put together brave little
Katie, bland pretty boy Matt, and
soothing Diane Sawyer and what
do you get in the morning? You
get the P.C. Mommy Feminist ver-
sion of the world: cooperative, not
{confrontational|; calming, not
stimulating; consensus, not com-
peting viewpoints; attitudes, never
ideas. In a word, you get the morn-
ing version of Oprah: Call it the
Ladies’ Home Companion for the
brain-dead.

GERALD TRETT, CHARLOTTESVILLE, VA

IT'LL TAKE MORE THAN OPTIMISM
1 work for The Early Show website
and was anxious for my own job
security to read what your May
cover suggests is an exposé of the
faults of the CBS morning show.
After sweating through the first
two pages of the problems the
show incurs, 1 was relieved once
you dug into the vision of senior

16  JULY/AUGUST 2000

executive producer Steve
Friedman. It will take more than
optimism to keep this show alive,
never mind gaining on the compe-
tition, but Brill’s Content captured
the attitude of the producers to
make the most well-rounded show,
a desire I see conveyed twice daily
in our show meetings.

CHRISTINE RESLMAIER,

NEW YORK, NY

LEAVE QUT THE INSIDE DOPE
Have you become a hybrid of Talk
and Vanity Fair magazines?

Who cares about the inside
dope on the Bryant Gumbel morn-
ing show? You also choose to
praise the ultimate unscrupulous
“media” celebrity, Diane Sawyer, a
reporter who would sell her grand-
mother for yet another of her
nauseating scoops, interviewing
the sleazy and running over those
who can’t defend themselves.

To think that Brill’s Content started
with a mission to decry what
it now elevates.

CLARA LIVSEY, NAPA, CA

JUST NO EXCUSE
‘I was apparently one of the few
who “got” the editorial irony of

Letters to the editor should be
addressed to: Letters to the Editor,
Brill's Content, 1230 Avenue of the
Americas, New York, NY, 10020

Fax: (212) 332-6350 E-mail: letters
@brillscontent.com. Only signed letters
and messages that include a daytime
telephone number will be considered
for publication. Letters may be edited
for clarity or length. Letters published
with an asterisk have been edited

for space. The full text appears at our
website (www.brillscontent.com).
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IT'S CONTENTVILLE.
PART MAGAZINE STAND.
PART CORNER BOOKSTORE AND
PART RESEARCH LIBRARY.

IT'S A PLACE WHERE YOU CAN BUY AND INSTANTLY DOWNLOAD
THE CHECKERS SPEECH; MAGAZINE ARTICLES ON GETTING RID OF DEER IN
THE SUBURBS; TRANSCRIPTS OF ALL THINGS CONSIDERED; SCRIPTS FROM
THE WEST WING; DEPOSITIONS FROM TRAILBLAZING COURT CASES;
AN E-BOOK ON FISHING. EVEN YOUR SHRINK'S DISSERTATION.

WANT A MAGAZINE?
WE OFFER SUBSCRIPTIONS
TO THOUSANDS OF THEM.

LE.CO

AT THE LOWEST AVAILABLE PRICES - DELIVERED
IN DAYS INSTEAD OF WEEKS.

WANT A TRASHY NOVEL,
JUICY BIOGRAPHY OR AN EPIC POEM
IN MIDDLE ENGLISH?

WE'VE GOT IT. AND USUALLY AT A LOWER PRICE
THAN ANYPLACE ELSE ONLINE.

ADD EXPERT, HONEST ADVICE
(IFABOOK'S LOUSY, WE'LL TELL YOU),
AND OUR PASSION FOR THE
WRITTEN WORD,

AND YOU'VE GOT A PLACE THAT
YOU CAN CALL HOME.




SEARCH ACROSS CATEGORIES :
Sometimes the best and most relevant information on a topic is found not in a book but ;
in a newsletter, a speech or even in a transcript from NPR or a TV show, like Meet The Press, i
60 Minutes or Rivera Live. With Contentville’s Cross-Content Search system, a search for,
say, “Fidel Castro,” would bring up more than just My Early Years by Fidel Castro. You would |
also turn up Time's 1996 interview with Castro, the downloadable JFK “Bay of Pigs” speech,

a memoir by Castro’s illegitimate daughter, a doctoral dissertation about insurrections against
Castro and a history of Cuban baseball. Even with a topic this broad, you'll find all the

material well-organized, cross-referenced, easy to follow and inexpensive to buy.

READERS
REJOICE

DOWNLOAD ARTICLES FROM YOUR FAVORITE MAGAZINES
Visit Contentville’s archives and you'll find articles from over 1,800
magazines, academic journals and newspapers. Download a front-page story
trom the NewYears Day 2000 edition of The New York Tirmes, Pope JohnPaul I1s
Man-of-the-Year profile from Time, an article from The Economnist about the impact

of mad cow disease on Britain's beef industry, or a recipe for baked tofu nuggets

from Vegetarian Times. 1¢'s all downlo;ldablc—instantly—for less than three dollars.

DOWNLOAD YOUR SHRINK'S THESIS

In Contentville, we sell more than one million doctoral dissertations

from over 1,000 universities. We cven have the first American dissertation,

written in 1861, Discover what a microbiologist has to say about experimental
AIDS rescarch, appreciate lesser-known art from the 1930's in “New Deal
Murals in Kentucky Post Offices,” or kick back and enjoy “Ritual Drama in

American Culture: The Case of Professional Wrestling.”

DOWNLGAD LANDMARK SPEECHES AND
LEGAL DOCUMENTS

A great speech or scandalous deposition can be as riveting as a trashy
novel. In Contentville, vou can buy and download the likes of Richard Nixon
on Checkers, Frederick Douglass on Abraham Lincoln, or William Jennings

Bryan on The Cross of Gold. All for less than two dollars each.

READ A BOOK WITHOUT PAPER
In Contentville, you'll be on the cutting edge of the revolution in
electronic books. You'll be able to choose from the broadest and most
diverse list of e-books available anywhere.
That means national bestsellers, sleepers, business books, quality fiction
and classics in an instant, paperless format. And at the most competitive
prices, too. Contentville will also feature original titles that can't be found

anywhere else.
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SUBSCRIBE TO YOUR FAVORITE MAGAZINE

Whatever your interest — investments, fashion, cars, quilting, politics, teen
idols, ferrets, science fiction, bean bag collecting — we have a magazine for
you. At Contentville, you'll find all of the popular titles such as The Economist,
Newsweek, Soap Opera Digest and Seventeen as well as the rare ones including Bass
& Walleye Boats, IBM Systems Journal, Fantasy & Science Fiction and Quilt World. You'll
get the lowest price available and you'll receive your first issue in days, not
weeks. And often you'll get free samples of a great magazine you might not

have known about when you buy a book related to the magazine’s topic.

READ YOUR FAVORITE TV SHOW
In Contentville we're building a special library of thousands of screen-
plays and TV scripts. We'll have everything from The West Wing to your

favorite movie classics.

FIND OUT WHAT OUR EXPERTS ARE READING
What do an Academy Award-winning producer, an Internet guru, a public
radio personality, a top Yale law professor, a legendary sportswriter, the founder of
New York Magazine, the founder of TheStreet.com, the editor of The Paris Review, a
MacArthur “genius”grant recipient, and a Pulitzer Prize-winning playwright
have in common? They are all contributing editors at Contentville, where

they weigh in on what they’re reading and what's on their mind.

Here is a list of our Contributing Editors:

Sherman Alexie, Jonathan Alter, Louis Begley, Harold Bloom, Sissela Bok, Bob Bookman,
David Brown, Stephen L. Carter, Faith Childs, James Cramer, Frank Deford, Esther Dyson,
Clay Felker, Genevieve Field, Larry Fink, Ira Glass, Peter Glenshaw, David Halberstam,
Anita Hill, Laura Ingrabam, David Isay, Wendy Kaminer, Polly LaBarre, Neil LaBute,
Paul D. Miller, Cristina Mittermeier, Russell Mittermeier, George Plimpton, David Salle,
Jobn Scanlon, Mimi Sheraton, Anna Deavere Smith, Roger Guenveur Smith, Ilan Stavans,
Christine Vachon, Rebecca Walker and Wendy Wasserstein.

Contentville is also home to fifteen magazine experts, who each month give
their take on the magazines they're known for knowing. They range from the
former editor of Parents to a world-renowned bioethicist to a former Clinton
advisor to the anchor of Fox Sports news to a professor of Indo-Tibetan Studics

at Columbia University.

You'll hear from: Susan Burton (teen), Kate de Castelbajac (beauty),
Elizabeth Crow women's/parenting), Dr. Ezekiel Emanuel (health),
Rahm Emanuel (politics), Timothy Ferris (science), Winifred Gallagher
(religion/spirituality), Matthew Goodman (cooking), Stéphane Houy-
Towner (fashion), Keith Olbermann (sports), The Marketplace staff
(money/ﬁnance), Kevin Mitnick (computers), John Quain (technology),
Daniel Radosh
Michael Segell (men's).

entertainment), Elaina Richardson (fashion) and

FIND OUT WHAT THE LEADING INDEPENDENT
BOOKSELLERS ARE SAYING

Do you love independent bookstores? So does Contentville. It's home to

owners of 36 of the most respected independent bookstores in the nation

and one shop in England. These aren't your standard
chain store sales clerks who shudder at the words,
“Can you tell me what's the best biography of
Abraham Lincoln?” These are people who have
devoted their lives to the written word. (An author’s

mother will not post her rave review here.)

Along with our other experts and contributing

editors, this esteemed group of booksellers will
post their commentary so you can learn why
Jennifer James of the famed Curious George Goes to WordsWorth
bookstore in Cambridge thinks Lois Lowry’s The Giver is “without doubt the

most disturbing, powerful, memorable children’s book I have ever read.”

Find out why Karen Pennington, of Kepler's Books & Magazines in Menlo
Park, is so enchanted by The Advent Of The Algorithm: The Idea That Rules the World.
Why the “Partners” at the famed mystery bookstore Partners & Crime in
New York, think the new Stuart Woods novel Run is such a “seriously
frightening read”” And why Jim Harris, of Prairie Lights Books in lowa City,
thinks Frances Mayes’ Bella Tuscany is a disappointing sequel to Under the
Tuscan Sun. Plus you get the “Essential Titles” for your library from
experts like these in 38 categories ranging from Business, to Computers,

to Mystery/Thrillcr, to Classic Fiction and Literature, to Religion.

BUY ALMOST ANY BOOK

The Brethren. The Seat of the Soul. Pat the Bunny. The Iliad (in 24 different
editions). The Many Faces of Michael Jackson. Harry Potter and the Sorcerer’s Stone.
A Heartbreaking Work of Staggering Genius. Le Mariage. Dancing With Cats. You've Got
Ketchup on Your Muwmu. We've got almost every book available, including
hard-to-find and out-of-print books. We've got crime novels, religion,
comedy and ghost-written celebrity autobiographies. If it's not any good, we
still have it — but we’ll warn you. And all books, not just the bestsellers, are

always 25% off — or 30% off if you join our Contentville Citizen's Club.

GET ADVICE FROM GREAT PROFESSORS
Contentville also features reading lists from some of the world’s most
renowned professors so you can brush up on topics ranging from Mathematics
in Life and Society to Proust to the Social and Cultural History of Child-

hood — without attending class or stealing your daughter’s syllabus.

GO BEHIND THE CONTENT
In Contentville you can read — for free — daily inside reports about the
who and the how and sometimes the how-come behind books, magazines,

TV shows, newspapers, Web sites and other media.

It's brought to you by another group of experts: the reporters and
editors of Brill’s Content Magazine — the monthly Consumers’ Guide To
The Information Age. (Because Brill’s Content is a corporate affiliate of

Contentville, its reporters are Contentville’s reporters.)




WHO KNOWS WHAT

The country’s leading independent booksellers are Contentville’s resident experts. See what they have
to say about books on psychology, food, business, modern fiction, politics, sci-fi— you name it (they've read it).




DOUGLAS DUTTON of Dution’s, Los Angeles, CA knows MUSIC

ROBERT BARRETT of Hennessey + Ingalls, Santa Monica, CA knows ART

MICHAEL HOLTE o Hennessey + Ingalls, Santa Monica, CA knows ARCHITECTURE

SUSAN NOVOTNY of Book House of Stuyvesant Plaza, Albany, NY knows PSYCHOLOGY

DAVID SCHWARTZ of Harry W. Schwartz Bookshop, Milwaukee, W] knows HISTORY

LOUISE JONES of Norchshire Books, Manchester Center, \'T knows BIOGRAPHY

JOAN VIGLIOTTA of The Booksmith, San Francisco, CA knaws MEMOIR

SEAN NEE of WordsWorth Books, Cambridge. MA knows SCIENCE

TOSH BERMAN of Book Soup, West Hollywood, CA knows FILM

AMY WYNN of Builder's Booksource. Berkeley, CA knows GARDENING

ALLISON HILL of Book Soup, West Hollywood, CA knows BIOGRAPHY

ROXANNE COADY of R.). Julia Booksellers, Madison, CT knows BUSINESS

LIZ SULLIVAN of Book People, Austin. TX knows PAPERBACK NON-FICTION

“PARTNERS" of Parrners & Crime, New York City, NY knows MYSTERY/THRILLER

NORMAN LAURILA of A Different Light, in New York City. NY knows GAY & LESBIAN

GILDA BRUCKMAN of New Words Book Store, Cambridge, MA knows WOMEN'S ISSUES

VIVIEN JENNINGS of Rainy Day Books, Shawnee Mission, KS knaws HEALTH and PSYCHOLOGY
BRIAN LAPIDIS of Chaper 11 Discount Bookstore, Atlanta, GA knows PAPERBACK NON-FICTION
CATHERINE DONAGHY of Curious George Goes To WordsWorth, Cambridge, MA knows YOUNG ADULT
JAMES HARRIS of Prairic Lights Books, lowa City, 1A knows PAPERBACK FICTION and NON-FICTION
PAM DAGHLIAN of Brookline Booksmith, Brookline, MA knows TRAVEL and HARDCOVER BESTSELLERS

IN CONTENTVILLE?

NEAL SOFMAN of A Clean Well Lighted Place For Books, San Francisco, CA knows POLITICS/CURRENT EVENTS and PAPERBACK BESTSELLERS
KAREN PENNINGTON of chler's Books & Magazines, Menlo Park, CA knows BUSINESS, COMPUTER/INTERNET and SCIENCE
SUSAN COHN of RJ. Julia Booksellers, Madison., CT knows LIFESTYLE, FASHION & DESIGN and HARDCOVER NON-FICTION
JENNIFER JAMES of Curious George Goes To Words Worth, Cambridge. MA knows PARENTING and BOOKS FOR CHILDREN
BARBARA THEROUX of Fact & Fiction, Missoula, MT knows HARDCOVER FICTION and NON-FICTION

MARYELIZABETH HART of Mysterious Galaxy, San Diego, CA knows SCIENCE FICTION & FANTASY

CHERYL BARTON of just Books, Greenwich. CT knows HARDCOVER FICTION and BESTSELLERS

SANJ KHARBANDA of WordsWorth Books, Cambridge, MA knows COMPUTER/INTERNET

STEVE SHUMAN of Trover's Shop, Washington, DC knows POLITICS & CURRENT EVENTS

AMY HENDRIX of Regulator Bookshop, Durham. NC knows UNIVERSITY & SCHOLARLY

BOB GRAY of Norchshire Books, Manchester, VT knows CLASSIC FICTION/LITERATURE

JESSICA GRAHAM of Primrose Hill Books, London, England knows BOOKS IN THE U.K.

DAN DEKKER of Page One Books, Albuquerque, NM knows NATURE and RELIGION

MICHAEL FRASER of Joscph-Beth Booksellers, Cincinnati, Ot knows REFERENCE

THOMAS SCHEUERMAN of Book People, Austin, TX knows PHILOSOPHY

JENNY FEDER of Threc Lives & Company. New York City, NY knows MEMOIR

ADRIAN NEWELL of Warwick's, La Jolia, CA knows LIFESTYLE, FASHION & DESIGN

ROBIN STRINGER of Davis-Kidd Booksellers, Nashville. TN knows SELF-IMPROVEMENT

SHERRY MCGEE of Apple Book Center, Detroit, MI knows AFRICAN-AMERICAN BOOKS

ROBERTA RUBIN of Book Stall at Chestnut Court. Winnetka, IL knows PAPERBACK FICTION

MARY GAY SHIPLEY of That Bookstore in Bly heville, AR knows PAPERBACK BESTSELLERS

CHRISTIAN WALDBAUER of Boulder Booksiore, Boulder, CO knows HEALTH and RELIGION
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OWEN SMITH

the JonBenét Ramsey cover [Feb-
ruary] without carping about its
being some kind of pandering too.
I had serious doubts about The
West Wing cover concept [March].
But there is just no excuse for the
cover story on The Early Show,
which focused exclusively on the
range of opinions about Bryant
Gumbel's interpersonal style and
on-air demeanor. Since even his
detractors acknowledge he is an
excellent interviewer and
reporter, and I found no shred of
evidence in the piece that the
man has violated any journalistic
principles or ethics, how did this
story have any legitimate place in
Brill’s Content—much less on
the cover?

LAURIE FALIK, SAN MATEO, CA

GET REAL
"Lynn Hirschberg is by far the best
journalist to ever report on
Hollywood [“The Player,” May]|.
She’s discerning, articulate, brave,
and downright brilliant. Ninety-
five percent of the rest who write
in the trade confuse fawning devo-
tion for journalism. But because
many of Hirschberg’s pieces, over
her career, show immortal celebri-
ties for the human beings they
are, Brill’s Content thinks to pry
into Hirschberg’s personal life
and paint her as less than perfect,
with insecurities and foibles. Get
real. Lynn didn’t reveal her true
age in a few instances? What a
hoot. Come on—I've lied about
women’s ages more times than
Lynn could if she spent the rest of
her life trying.

STEVE HANSCH, WASHINGTON, DC

A WASTE AND A WONDER
Carl Cannon’s piece about David
Willman was a wonder |“Bitter
Pill,” June]. The last few paragraphs
were really devastating. Wasting an
investigative reporter’s skills on
covering the hoo-ha around Bill
and Monica while something that
matters goes uncovered is espe-
cially depressing.

MARK ROSE, SEATTLE, WA

THE FAMILY BUSINESS
‘I wanted to thank you for includ-
ing “A Family Chronicle” in your

magazine [May]. I confess a certain
reluctance upon reaching Alex S.
Jones’s contribution in the May
2000 issue. I'm a big-city dweller—
always have been. What could a
story about a small-town, family-
operated periodical possibly have
to say to me?

Beautifully written, touchingly
chronicled, Mr. Jones’s article
offered me a glimpse of a commu-
nity bound by humanity as well as
a family that remains true to its
integrity.

LESLIE ANN KENT, QUEENS, NY

FAN FICTION GOES MAINSTREAM
“As a longtime reader of fan fiction
in assorted genres, | was interested
to see fan fiction finally getting
some mainstream attention [“The
X-Rated Files,” May|. When I first
got involved in fan fiction more
than a decade ago, I was stunned
to discover all the erotic writing
was gay, even more baffled when |
found out it was written by hetero-
sexual women like myself.

[ did feel the article missed two
salient points. Much of the time,
two male characters are turned
into a stereotypical male-female
couple, with one being weak, sub-
missive, and given to “sobbing,” a
characteristic that rather defeats
the equal-power theory. Your arti-
cle also skipped over the most dis-
turbing part of slash fan fiction.

A great deal of it, if not the major-
ity, includes extremely graphic
depictions of male rape and sex-
ual torture.

AMORETTE ALLISON, MILES CITY, MT

The X-Files slash fiction characters.

RACIER THAN YOU THINK

I enjoyed Austin Bunn’s article
“The X-Rated Files.” However, |
must disagree with the esteemed
Samuel Delany on his assessment
of early slash fiction. All veils
and flowers? He wasn’t reading
the K/S zines I was reading 25
years ago—four-letter words, hard
sex, kinks, and all.

I would clarify the distribution
of slash zines also, which were
available not only at conventions
(which were not restricted to sci-
ence fiction alone) but through
mail order. I'd venture to say that
more fans got their slash zines that
way than at conventions, since the
majority of fans couldn’t get to
cons (then and now) on a regular
basis (or at all}.

K.S. LANGLEY, CHICAGQ, IL

TRASH FICTION
Someone needs to go back and
read your mission statement.
What a trashy issue. X-Files porn?
That’s fiction! Who cares? You look
more like a People magazine for the
media this month. Tell me what I
need to know about whom I can
and cannot trust in the media. Go
back to doing your job.

JOEL FOX, LADY LAKE, FL

GROUND RULES, PLEASE
*Iam not a journalist, but I've
always been told: Make sure you
establish ground rules up front
about off the record, etc. So
George W. Bush sets the rules; no
quotes from the plane [“The No-
Quote Zone,” On The Trail, May].
However, apparently some
reporters didn’t quite get that,
since they passed on certain infor-
mation to your reporter, Seth
Mnookin. So it would appear they
broke the rules. Didn’t Mnookin
do the same thing by passing
along their comments?

Isn’t your reporter as guilty as
the others for violating the trust?
Or is this the same mentality that
allows one publication to report on
a story as reported by another so
they don’t have to get their hands
dirty? I thought this was the kind
of stuff Brill’s Content was to
expose—not do.

VINCE CRUNK, STRAFFORD, MO

CORRECTIONS

In June’s Newsmakers, "Backward,
March!," senior correspondent Rifka
Rosenwein incorrectly reported that
Masha Leon's gossip column appears
on the op-ed page of the Forward.
Also, former editor Seth Lipsky does
not wear a “"snap-brimmed fedora,”
as reported. Rather, he wears a
homburg (see letter this page).

In a "Stuff We Like" item in the
May issue, staff writer Jesse Oxfeld
misspelled the name of CNBC
reporter Joe Kernen.

In April's Honor Roll, "C-SPAN’s
Hail to the Chiefs,” staff writer Julie
Scelfo incorrectly referred to the
series's 10-day finale. The finale com-
prised nearly 111 hours, not 350.

In "Can't Keep a Good Man
Down," in April, staff writer Jane
Manners incorrectly wrote that dur-
ing Mike Barnicle's television cover-
age of John Kennedy Jr.'s plane
crash last July, Barnicle mistakenly
reported that U.S. senator Edward
Kennedy had taken a calming
midnight sail. Barnicle did not make
this report.

In the April issue’s "Best of the
Web,"” under Allpolitics.com, staff
writer Ted Rose misspelled the name
of Carin Dessauer.

We regret these errors.

Editor Eric Effron responds: Some
of the journalists who spoke with our
reporter, Seth Mnookin, described
events they learned in an off-the-
record setting, but Mnookin did not
violate any ground rules. Whether
the subject is government abuses or
the inner workings of the press,
many important stories can be told
only if somebody talks despite rules
meant to ensure silence.

CORRECT THE RECORD
Several errors of fact and at least
one snide remark marred Rifka
Rosenwein'’s dispatch on the ouster of
the editor of the Forward |“Backward,
March!,” Newsmakers, June].

|Gossip columnist] Masha Leon’s
column doesn’t run on the op-ed
page, as the article asserts it does.
This could have been ascertained
by looking at a copy of the Forward.

[CONTINUED ON PAGE 134]
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Novel Idea.

Everybody knows, the more you read, the more you know.
But these days, finding the time to read isn’t always easy.

So at Microsoft, we've developed a new technology that enables
people to get books instantly and read them anywhere. simply
and conveniently. It's called Microsoft Reader.

Microsoft Reader with CiearType. display technology brings
everything we all love about books—the clean, crisp type and
uncluttered format—to a variety of PCs, laptops, and nandheld
devices, delivering the first immersive on-screen reading
experience that rivals paper.

And Microsoft Reader enables you to carry hundreds—even
thousands—of books with you wherever you go.

Microsoft Reader. Finding more time to read isn’t novel.
Making it possible is.

Microsoft

eader

with ClearType.

Microsoft

Where do you want to go today?
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LIVES TURNED
UPSIDE DOWN

Carol Guzy's Pulitzer Prize-
winning photo captures
one family's heartrending
reunion in the wake of the
Kosovo conflict.

The Shala family would have been
together again at last, except for the tall,
barbed-wire fence that divided them. The
Shalas and thousands of other Kosovars
poured into a refugee camp in Kukés,
Albania, last spring, having been forced
from their homes during the ethnic cleans-
ing in the Balkans. Given what the family
had gone through, the fence wasn't much
of an obstacle.

Carol Guzy, a Washington Post staff
photographer, was covering the border
crossings in the former Yugoslavia at the
time and watched as the Shalas were
reunited despite the fence that walled off
the already full camp. "They were passing
all of the kids back and forth through the
fence,” recalls Guzy, 44. Many children, like
this baby boy, Agim, were inside the camps
and were passed through the barbed wire
to be greeted with hugs and kisses from
newly arrived family members. "It was a
bittersweet reunion,” says Guzy. "There
were tears of joy and tears of sorrow.” As
refugees crossed the border from Kosovo,
they looked frantically for familiar faces.
“That particular day there were large
groups of people coming over,” recalls the
photographer. Guzy says she stayed near
the Shala family. "It was very, very emo-
tional,” she says. "I just had a gut feeling
that something was going to happen.” Guzy
captured the moment as Agim was passed
through the wire. The picture was awarded
the Pulitzer Prize for feature photography
as part of a 19-photo series on Kosovo
refugees. This is Guzy's third Pulitzer.

Guzy, who has worked for the Post for
12 years and previously spent eight years
at The Miami Herald, says her assignments
vary from Washington, D.C., events to
international news. "It's hard to witness
this type of inhumanity,” she says. "It's
getting harder and harder to look.”

BRIDGET SAMBURG
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The lesson of the Time Warner-Disney fight is simple:
Those who monopolize systems for distributing content
shouldn’t own content as well. BY STEVEN BRILL

n May, about three and a half million customers of various
Time Warner Cable systems across the country, including
those in New York, Houston, and Raleigh, turned on their
local ABC television channel and found that it had been
zapped. Replacing it was a screen that said, "DISNEY HAS
TAKEN ABC AWAY FROM YOU.”

That wasn't true. Time Warner had yanked the ABC signal follow-
ing a long-running contract dispute with ABC and its corporate par-
ent, The Walt Disney Company. Having B e e
picked a week when the so-called sweeps e
ratings are tabulated in order to inflict
maximum pain on Disney, Time Warner
also inflicted maximum pain on its own
customers, who would miss the extrava-
gant sweeps programs ABC had slated.

The dispute was so complicated that
newspaper and TV reporters trying to
explain it wusually found themselves
twisted into knots by the end of their
reports, with cable customers left wonder-
ing which of the two giant media conglom-
erates to hate more. How complicated was
it? Well, it involved: two cable networks
you've probably never heard of (SoapNet
and Toon Disney); the Disney Channel,
which Disney wants Time Warner to pay high fees for and provide to all
its customers; the rates charged to Time Warner Cable systems by two
other cable networks also owned by Disney (ESPN and ESPN2); a slew of
byzantine federal regulations; America Online’s plans to offer interac-
tive video services; and the various cable networks, such as CNN, HBO,
TBS, CNNfn, CNN/Sports Illustrated, and the Cartoon Network, that Time
Warner owns. Is that complicated enough?

PETER ARKLE

Within about 39 hours, Time Warner—
tone-deaf to the PR. ramifications of its deci-
sion to take ABC away from its customers and
then lie about it—caved and turned the ABC
signal back on. But these disputes are likely
to recur with increasing frequency as the
media giants get bigger and their products
more wide-ranging and interlocking. So how
can you make sense of any of this? Whom
should you root for or blame? And what, if
anything, can be done about it?

Because I once ran a cable network (Court
TV) and had to immerse myself in all of this,
I'm going to be foolish enough here to try to
give you the four essential dynamics that will
help you understand what’s going on the next
time the media giants get into a fight like this.

But first some basics of the vocabulary
and structure of the business that’s behind
what you get to watch every night:

A cable operator is the company that runs
your cable system and bills you for your service. Cable systems are highly
localized; they might cover a city or town or even just parts of a city or
town. Nonetheless, in this era of media consolidation, almost all local
cable systems are now divisions of large national cable companies. The
two largest cable companies are AT&T (formerly Tele-Communications,
Inc.) and Time Warner. Time Warner and AT&T together own thou-
sands of cable systems serving about 35 percent of the homes in the
country that have cable, which will be about 42 percent when AT&T

completes a pending purchase of another large cable company.

Cable systems and cable companies distribute programming from
cable networks, like CNN, Sci Fi, or ESPN. These cable networks make
deals with the cable operators whereby, in return for a fee, a cable
operator gets to carry that network on its system. CNN charges the
operator about 40 cents a month per home; smaller, less established
networks may charge as little as a few pennies. Because getting a net-
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work launched on cable systems is a make-or-break situation, most
new networks start off by providing their programming for free in
hopes of building a following.

Depending on the number of channels it has, your cable system
probably pays a total of about $7 a month per customer for all of the
cable networks it carries. (This does not include premium channels like
HBO, for which you pay an extra fee that is split by HBO and the cable
system.) Your payment to the cable system of

expert I consulted that if I didn’t let one or more of the largest cable
companies get a piece of the equity, they’d never put my channel on
their systems no matter how good it was but that if I did give them a
cut it would get on no matter how bad it was. | ended up making
equity deals with three of the largest companies, including the top

two: TCI (now AT&T) and Time Warner.
Such is the exuberant monopolistic culture of the cable industry
that at that time, the four companies just

about $29 a month for this kind of basic ser-
vice gives the cable system a handsome profit.
Sure, it also has significant expenses for build-
ing and maintaining the system, and when
these systems were first built there was a huge
risk having to do with whether people would
ever pay for cable. Nonetheless, this excess of
fees you pay above what the cable operator
pays the networks for programming, plus the
revenue it gets from local advertising, makes
owning a cable system a huge profit-margin
business. Thus, Time Warner's cable systems
produced four times the operating profit last

LARGE CABLE
COMPANIES, SUCH AS
AT&T AND TIME WARNER,
HAVE ENOUGH POWER TO
MAKE OR BREAK JUST
ABOUT ANY CABLE
CHANNEL BY DECIDING
WHETHER TO
DISTRIBUTEIT.

below these top two were widely known in the
industry as OPEC. They were named, with no
trace of embarrassment I could ever detect,
after the oil-producing cartel because they
usually acted in concert to cut their own deals
for access to their systems. (Why Time Warner
would yank ABC should now be coming into
focus; people who openly refer to themselves
as a cartel are not the types who'd flinch at
depriving their customers of a popular chan-
nel if it’ll help them in a contract dispute.)
The result of this monopoly power is that
of the 49 cable networks on my current Time

year of the company’s Warner Bros. division
(which includes not only movies but hit TV
shows like ER, Friends, and The Rosie O'Donnell Show) while receiving one
third less revenue.

What makes that cable system’s profit margin especially controver-
sial is that the prices the cable system charges us aren’t really subject
to much competitive pressure. That’s because cable has been thought
of as what's called a natural monopoly. A natural monopoly is a situa-
tion in which certain physical or other immutable attributes of a
business make it impossible or difficult for there to be competition. In
the case of cable, the natural monopoly stems from the fact that cities
and towns wanted to award only one company the right to dig up
their streets or string wire across poles in order to connect homes to
the system. This right is known as a franchise, and don’t ask what kind
of lobbying activities these cable companies engaged in back in the
1960s and 1970s when they went from town to town, city to city, seek-
ing these franchises.

1. ANYONE WITH A MONOPOLY OR NEAR MONOPOLY ON DISTRIBUTING
CONTENT HAS TREMENDOUS LEVERAGE OVER THE CONTENT PROVIDERS:
Imagine a large city with only one movie theater. The theater owner
would have all the leverage in bargaining with a movie studio over
whether it’s going to show the studio’s movies, because it wouldn’t
have to worry about its customers going elsewhere to sce a better
movie. Despite the growth of satellite television in some areas as a
competitor to cable, when it comes to distribution, in most places,
especially big cities, cable systems have exactly that kind of monopoly
distribution power. And large cable companies that own lots of cable
systems throughout the country, such as AT&T and Time Warner, have
enough power to make or break just about any cable channel by decid-
ing whether to distribute it.

When [ first got the idea for Court TV, | was told by every industry
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Warner Cable system in northern Manhattan
(this does not count over-the-air channels that
are also on the cable system, public access channels, or pay per view),
40 are owned or partly owned, or were owned or partly owned at their
inception, by one or more cable companies.

There’s a certain logic here from the cable companies’ point of
view. They can make almost any wannabe cable network into a con-
sumer brand with huge equity value; why shouldn’t they get a piece
of the action?

Caveat: Cable operators like Time Warner insist that just because
their parent company owns a cable channel doesn’t mean they will
always launch it. And often that’s true. Indeed, Joseph Collins, the
man who runs Time Warner’s cable systems across the country, is
reviled by many Time Warner executives in other divisions because he
so often won't cooperate with them. He launched Court TV on most of
his systems but not on all of them, even though Time Warner owned a
big piece of it. That’s because, like executives in other conglomerates,
he’s more inclined to be focused on his own division’s bottom line
than he is on anything else. So, on those occasions when some other
cable channel offered a local Time Warner system a better deal than
we did, Collins and his people would take it. (And I'd, of course, go over
Collins’s head and complain, often successfully, that he was not doing
exactly the thing I'm generally accusing cable companies of doing
here: being loyal to the interests of the parent company and using his
distribution monopoly to advance those interests) But the fact
remains that while cable companies claim they don’t play favorites, as
a general matter they do; networks owned by cable companies get
strong preference both on the local systems owned by those companies
and by other systems owned by other cable companies; and these com-
panies’ annual reports and statements to stock analysts are filled with
odes to the virtues of the synergy between distribution and content.

It also happens that, except for Playboy {CONTINUED ON PAGE 130]
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Does an e-commerce venture teaming the parent company
of Brill's Content with NBC, CBS, and other media outlets
taint the magazine’s editorial integrity? BY BILL IKOVACH

F COMING AND GOING. Two reader complaints typify the
comments I received after the announcement of the cre-
ation of Contentvillecom, which, after its formal
launch this summer, will team Brill Media Ventures, L.P.,
the parent organization of this magazine, with CBS and
NBC and others in an Internet business venture selling
all varieties of content, including magazines, e-books, traditional
books, transcripts, academic dissertations, speeches, and archives of
articles from thousands of magazines. Both readers wondered about
conflict of inrerest now that this magazine has an economic interest in
the operation of companies the magazine was created to monitor on
the consumer’s behalf. From what [ have read and heard from col-
leagues and in conversations with readers of Brill’s Content, these com-
plaints represent a general disquiet about the
impact of the new business arrangement on
the magazine’s journalistic independence.

An e-mail from Tom Mentzer, who describes
himself as a graduate student in journalism,
says, “How Steven Brill can add his name to
such a project, a synergistic nightmare that he
would have rabidly attacked given different cir-
cumstances, is beyond me.”

The other message, also emailed, came from Ken Horowitz, who
attached other critical online articles about the question of contlicts of
interest, which, he said, “echo my extreme concerns about the ability of
Brill’s Content to remain ‘untarnished.”” Horowitz added, “My confidence
in Brill’s Content is dropping as each issue appears on my doorstep....”

Since my two-year contract with Brill’s Content, which stipulated that
I could be netther fired nor rehired, ends with this column, it looks as
if'm ending where I began, writing about the potential for conflicts of
interest in a publication that has set itself up to monitor the behavior
of others in the media.

In September 1998, in the second issue of the magazine, Steven
Brill and I debated the potential for a conflict of interest in his com-
bined roles as owner, editor, and writer. That exchange concerned a
joint business venture with NBC-TV he had been considering.

[ wrote:

“The conflict Brill most insistently rejects—conflict between the
roles and responsibilities of the publisher and editor—remains the
most troublesome. As publisher, Brill has a fundamental commitment

Two years ago, when webegan
SPECIAL g8 magazine, we also began
NOTE something never hefore tried by
any publication: We appointed
Bill Kovach our outside, independent ombudsman.
His mandate was to write whatever he wanted at
whatever length he wanted concerning any
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HOW TO REACH THE NEW OMBUDSMAN,
MICHAEL GARTNER
Phone: 212-332-6381 Fax: 212-332-6350

e-mail: MGGartner@aol.com
Mail: 5315 Waterbury Road,
Des Moines, IA 50312

complaint hereceived about the content of our
magazine. We stipulated that his term wouldlast two
years. I hopeitisn'tinappropriate to thank himforall
of his work and for making this initiative succeed.
Beginning with the next issue, Michael Gartner
willbe our outside ombudsman. In terms of
experience and reputation, Gartnerisaworthy

to the publication’s economic success and to
its investors. The publisher must therefore
calculate all financial aspects of the business,
aspects that could raise a conflict with the
editor’s direct responsibility to the consumer
of the information. For example, when publisher Brill entered into
negotiations with NBCTV about a joint business arrangement, editor
Brill had no choice but to attend a meeting.

“It was a meeting to which the editor should have objected. Only after
the potential deal became public, and reporters called Brill to ask about
its impact on the credibility of his new magazine, did publisher Brill hear
what editor Brill should have told him.”

Although Brill’s Content has a new editor in chief, Brill, who is now CEO
and chairman, retains a strong hand in editing copy and deciding what
does and does not appear in the magazine. I do not believe that there is
an impregnable wall, Chinese or otherwise, that can be erected between
those who preside over the business interests of a journalistic organiza-
tion and those who are responsible for the content it produces. But I do
believe that the potential for a conflict is more
likely to be realized—but unrecognized—when
both interests are merged in a single person.

For nearly three years now, I have been
working with a group called the Committee of
Concerned Journalists. Our chief concern has
been expressed in a statement that says in part:

“This is a critical moment for journalism in
America. While the craft in many respects has
never been better—consider the supply of information or the skill of
reporters—there is a paradox to our communications age. Revolutionary
changes in technology, in our economic structure, and in our relation-
ship with the public are pulling journalism from its traditional moor-
ings. As audiences fragment and our companies diversify. there is a
growing debate within news organizations about our responsibilities as
businesses and our responsibilities as journalists. Many journalists feel a
sense of lost purpose. There is even doubt about the meaning of news,
doubt evident when serious journalistic organizations drift toward
opinion, infotainment and sensation out of balance with news.

“Journalists share responsibility for the uncertainty. Our values and
professional standards are often vaguely expressed and inconsistently
honored. We have been slow to change habits in the presentation of
news that may have lost their relevance. Change is necessary.

“Yet as we change, we assert some core principles of journalism
are enduring. They are those that make journalism a public ser-
vice central to self government. They define our profession not as

the act of communicating but as a set of  |[CONTINUED ON PAGE 132}

successor to Kovach. He has been Page One editor of
The Wall Street Journal, editor and president of The
Des Moines Register, and president of NBC News. In
1997 he won a Pulitzer Prize for editorials he wrote at
the Tribune of Ames, Towa, which he then edited and
co-owned. He now is a majority owner of the Iowa
Cubs minor-league baseball t&am. STEVEN BRILL
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( Wallace's funeral, March 1997. Inset: Amir Muhammad's driver’s license -p.hoto with police sketches in the L.A. Times.

THE WRONG MAN

THE NOTORIOUS L.A.L

[t’s every newspaper editor’s nightmare: Twa of your
star reporters identify a police suspect in a high-profile
celebrity murder. You give the story big play: page one,
above the fold. You print the suspect’s name and publish
his photograph. And it turns out to be dead wrong.
What do you do nexi?

If you’re the Los Angeles Times, you do absolutely noth-
ing. That’s what happened for mere than a month after
Times editors were presented with compelling evidence—
produced by one of their own reporters—that their
December 9, 1999, story identifying a man named Amir
Muhammad as a suspect in the 1997 murder of rapper
Christopher Wallace, a k.2. The Notorious B.L.G., was
wrong. By early March, acecording to two newsroom
staffers, the lead detective on the case had told a Times
reporter that not only was Muhammad not a current
suspect, he hadn't been one when the December story
ran. The Times waited until May 3 to report this fact.

Why the delay? The follow-up story was held nearly
six weeks while editors fought over whether the paper
should simply report the new facts of the case or revisit
the mistakes made in the first stary, according to an edi-
tor and reporter at the Times.

The December 9 story, written by metro reporters
Matt Lait and Scott Glover, was a major scoop. Lait and

Glover thought they had found a connection between
the rapper’s murder and the mushrooming Rampart
Division police corruption scandal, which the pair had
uncovered in September. The Times reporters wrote that
police suspected an ex-Los Angeles cop named David
Mack in a murder-for-hire scheme to kill Wallace. And
because Mack was once partners with the officer at the
center of the corruption scandal, a potential block-
buster link between the two stories existed.

Under this theory, Mack’s triggerman was his college
friend Amir Muhammad. who appeared to match
details the police had about the shooter. Even though
Lait and Glover were unable to find Muhammad, the
paper ran the story, printing his name and photograph.

But even on cursory examination. the article didn't
hold up. It quoted just two sources on the record—both
of whom dismissed the theory—and didn't reveal until
later in the article that detectives were also investigating
a second theory for the murder that didn’t involve
Muhammad.

Chuck Philips says he was skeptical when he saw the
piece. A veteran Times business reporter, Philips, 47,
shared a 1999 Pulitzer for beat reporting for his coverage
of the music industry. “Chuck is sort of the world’s
authority on rap violence,” says his editor, Mark Saylor.

OTEBOO

ANNOUNCEMENTS

EDITED BLISS

On the Sunday before St. Valentine's
Day, The New York Times launched an
altered version of its Weddings sec-
tion. The pages—once full of stiff,
formal rundowns of the genealogy
and career milestones of brides and
grooms—now feature a few
announcements that include roman-
tic details of courtship: "He asked
[her] for a tour of Manhattan, and in
a dark cacophonous jazz club he
kissed her,” read one recent profile.

Lois Smith Brady, author of the
section's popular "Vows" column,
which influenced the new format,
likes the change. "I think the old
wedding pages were dysfunctional,”
she says. "They gave you that horri-
ble 'I'm not one of them' feeling.
Now it's much healthier.”

But what's to keep couples from
embellishing their "love at first-
sight”-style stories? After all, it's
easier to check if a forebear arrived
on the Mayflower thanit is to
verify a first kiss. According to
Sunday Styles editor Trip Gabriel,
wedding reporters “are responsible
for getting the facts right.”

That means calls to friends and fam-
ily members to double-check the sto-
ries. And were a couple’s romantic
exaggeration to come to light, says
Gabriel, "I think it would be more of
an embarrassment to them than it
would be tous.” ELIZABETH ANGELL
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EVOLUTION (Saylor resigned in late May for rea-

. |Glover] hed the original
M AI(ING sons he says are unrelated to this Man NO IDnger lsto?;elfo?ll())?;g?}i” Sayts Sea;lr(;%.l f‘11;;;Iy

episode.) Philips had been following concern and Chuck [Philips’s| con-

N EWS the Wallace investigation closely, but Under Scrutiny cern was only dealing fairly with the

| had never heard the Mack- story as the facts came out later.”

From morning-show gimmick to hard | Muhammad theory. So he set out to in Rapmr’s Imth (Glover declined to comment for this
news: The story evolved quickly when | find Amir Muhammad. It took him article. Lait would say only that he

NBC's Today invited U.S. Senator three days, according to Philips and to | @ Probe: Mortgage broker had been was “supportive of the second story.”)
John McCain to return to Vietnam. Muhammad’s lawyer, Bryant Calloway. | investigated in Notorious B.L.G.'s slaying. As the turf war between the
NBC paid for the trip, and planned After a few weeks of cajoling, But police say theory is not being pursued. 11,010 and business desks dragged
shots of the contemplative senator Philips says he convinced pouuckenies A | on—"It got to be like the Northern
coming to terms with his prisoner-of- = Muhammad to speak on the record. Rl | Ireland talks,” says Boyarsky—
war past. But other news organiza- Meanwhile, by the first week of uﬂ’:d“':’."“;e“.m‘;d“:“‘j | Muhammad waited for the paper to

| tions quickly caught on to NBC's March, Philips had interviewed David m «:: e mm 1 report that he wasn’t a suspect. All

| bright idea, and the wistful, paid-for Martin, the lead detective on the scrutiny by police, accord- . of this was unfolding in the shadow
voyage ended up in A-sections every- Wallace murder case. Martin told "uﬁ :,,_."" iy of the Staples Center scandal, the
where. Here's how. ADARKAPLAN Philips that Muhammad had not Segiest heng e bt sale of the paper’s parent company,

been a suspect when Lait and Glover’s and the ouster of editor in chief
original story ran. Martin’s superior, Michael Parks.

Lieutenant Al Michelena, conﬁrn?ed on May 3rd, the Times corrted .O'n April 21 (Parks’s last day).

to Brill’s Content that Muhammad is record on Amir Muhammad Philips learned that a final version of
not a suspect and wasn’t one when his follow-up story had been

the Times story ran in December. Times executive editor approved and would appear in the Saturday, April 22,

Leo Wolinsky and city editor Bill Boyarsky both stand edition. Philips says he objected to that version, and his

cion only after an article
was in

by the original story and maintain, despite the editor. Saylor—who, according to both camps, had been

f LAPD's statements to the contrary, that Muhammad promised an opportunity to sign off on the final edit—

' —- was in fact a suspect in December 1999. Asked about wasn't in the office that day. After contacting Saylor for
1. THE PRESS RELEASE Martin and Michelena’s comments, Wolinsky says: support and threatening to remove his byline, Philips
"McCain...will take [ Today cohost “That’s revisionist history. There’s a bit of a discon- succeeded in keeping the article out of the next day’s
Matt] Lauer on a tour of the nect within the police department.” paper. Almost two weeks later, on May 3, a
prison where he was held, the so- Muhammad declined to comment for thisarticle,but ~ compromised version of Philips's story that did not
called Hanoi Hilton...Following his lawyer, Calloway, says his client had nothing todo explicitly fault the Times for running the original arti-
Vietnam, Lauer will embark on his with Wallace’s murderand had noidea hisname hadsur-  cle appeared in the Metro section.
annual...trip, called ‘Where in the faced in connection with the case until he saw the Times Why the sudden rush to get the story out? Philips
World is Matt Lauer?' " article. Muhammad's first thought says he was told by executive editor

NBC press release, April 25 uponreading Lait and Glover’s piece,
says Calloway, was “concern for his

Wolinsky that “they wanted to get it
in before [the new editor in chief]

“His life stopped,” says

2. THE SOFT FEATURE safety and the safety of his family. His Muhammad's lawyer, John Carroll arrived.” Wolinksy
"Other emotions poured out life stopped. The first three or four days Bryant Calloway. “The denies fast-tracking the story for
as [McCain] stood in the land hedidn’t leave the house.” first three or four davs April 22. “The story went into the
where he had been imprisoned, After tracking Muhammad down } i paper the absolute moment it was
tortured, and starved...[M(ECain] and hearing the lead detective’s con- he didn't leave the house.” ready to go,” he says. Boyarsky also
°ft?" bc"u'shed off the ‘hero’ label by tradiction of Lait and Glover’s denies rushing the article, but
?:tyel:'cge'p:;e':‘:?tn:s?l:yvynt';\o o December article, Philips says he filed a follow-up article  admits that he wanted the problem “cleaned up” before
shrplane. 2" to Wolinsky no later than March 17. (Wolinsky disputes Carroll's arrival.
New York Daily News, April 26 that, and says top editors first saw the story on March In the second article, Philips quotes Muhammad as
28.) Philips described what happened next as “the ugli- asking, “How can something so completely false end
3. THE HARD-NEWS BULLETIN est e)fperignce I've ever had in any story'I’ve worked (.m‘” upon the front page of a major newsp.ape.r?" The story
“A Foreign Ministry spokeswoman, City editor Bo‘yall'sky was apprehensive abogt aTimes  did not answer that question, though it C!ld clear
Phan Thuy Thanh, called remarks reporter contradicting Lait and Glover, according to Muhammad’s name. (Shortly after a version of the pre-
by Sen. John McCain regarding his two newsroom staffers. Lait and Glover are considered sent article was posted on brillscontent.com on May 23,
wartime imprisonment in Hanoi a rising stars, and many in the newsroom think their the weekly New Times Los Angeles reported that it had
‘sheer distortion... ” coverage of the Rampart corruption scandal might win tracked down a former LAPD detective, Russell Poole,
Reuters, April 28 the paper a Pulitzer Prize. Metro editors were opposed who claimed to be the source for Lait and Glover’s
| to any follow-up story on the Wallace case that raised December article. According to New Times, Poole said
4. THE A-SECTION REPORT questions about the reporting on the original story, that although he thought Muhammad should be inves-
“"McCain, who flew back to the according Mark Saylor and another newsroom insider.  tigated further, Muhammad was not in fact considered
Pl LR SR SRR | Saylor describes the city desk’s view as, “their guys had  a suspect by the department in December 1999. Brill’s
day private tour of the country, not made a mistake and that the original story was cor-  Content was unable to reach Poole for comment.)
also criticized what he said is the rect.” Says Boyarsky, “I felt it shouldn’t run as an analy- In January Muhammad’s lawyer, Calloway, wrote a
reluctance of some Vietnamese sis and attack on the previous story.” letter to the Times calling the original story “clearly
g.overl'lment ofﬁ_clals to |mp’|:ove But the business desk’s Philips and Saylor thought defamatory” and demanding that the Times run a retrac-
ties with the l.{mted States. : the follow-up story should reflect the fact that the Times tion. As of June 5, no such retraction had appeared.
The Washington Post. April 29 had made a mistake. “I think that Matt [Lait| and Scott JOHN COOK
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PHOTO FINISH

MAKING DEMANDS ON LIFE

When the group of Life magazine photogra-
phers pictured at right met in January, it
wasn’t to compare careers—it was to make
an urgent demand to Time Warner Inc.

CEO Gerald Levin.

The photographers had shot a lifetime of

images for the magazine—historic pictures
of Rocky Marciano, Georgia O’Keeffe, Joseph
McCarthy, and many other subjects. They
had recorded a visual history of postwar

America, but as staff photographers for Time

Inc., most of them didn’t actually own their
work: The company did. As such, they've
depended for decades on the company’s
noblesse oblige (the photographers got half
of whatever syndication income their pic-
tures brought in), but this arrangement was
due to end soon. It was due to end, in fact,
when they passed away, despite Time Inc.’s

historically generous tradition of taking care

of photographers’ families. (Time Warner
Inc. shut down Life in May.)

The group sent a letter to Levin, asking that their
heirs receive the royalties the photographers were cur-
rently getting. Seventeen Life photographers signed it.
Elin Elisofon, whose father shot for Life, explains the
group's position: “I spent a lot of time in my childhood
without my father,” she says, “but he gave a lot to Life,
and if Time Life benefits from that, shouldn’t the

DOING LUNCH

. B

/]

Fermer Life photographers, family, and friends. Front row, left to right:
Andrea Cairone, Yale Joel, Elin Elisofon, John Dominis, Co Rentmeester;
middle: Gecrgiana Silk, Berenice Schutzer, Marlys Ray, Rosemarie Scherman;
back: Russell Burrows, Myron Miller, Bill Ray, Steve Fenn, John Loengard

descendants of these photographers?”

THE MEDIA BUSINESS DINES IN

In the wake of the Frank 0. Gehry-designed Condé Nast "Cafeteria”—which debuted to
well-deserved fanfare in April—we offer this comparative chart of a few media empires’
in-house dining options. Not surprisingly, most rated high as theme-park surrogates

but low as culinary experiences.

NBC
“The Commissary”

Dow Jones
"Dining Center”

Viacom
"The Lodge"

Time Life
“Choices”

The New York Times

Condé Nast
“Cafeteria”

YOU KNOW YOU'RE

THERE BECAUSE...

Conan O'Brien photos
line the entryway

there's a news-wire
ticker near the elevator

fourteen TVs are tuned
simultaneously to
either VHL or MTV

every picture you've
ever seen in Lifeis
hanging on the wall

it sells stress balls
emblazoned with
the Times's "Expect
the World” slogan

everyone's wearing
Gucci

BUT IT FEELS LIKE...

a hospital commissary

an airport lounge,
executive dass

a Real World casting
call in a fake chalet

an vy League dining
hall

a live coaking show
cirea 1967

the new VWV bug:
bright, sleek, and far
oo compart

KAJA PERINA

BEST BUY

choice of pudding or
Jell-0, $1.08

Market Carvery Cajun
Rubbed Sirloin Sell,
$4.50

Showtime Noodle
Station's Chinese stir
fry with egg roll, $4.75

mulligatawny seup,
30¢/oz.

stray copies of
Sunday's Fimes
Magazine, starting
Wednesday

coriander-roasted leg
of lamb, $5.25

They were denied. Sheldon Czapnik. Time Inc.’s
director of editorial services (whose division was already
strirring photographers with the planned sale of 30,000
of the company’s maost famous prints), said the money
the Life photographers already receive exceeds contrae-
tual requirements. “I thought we needed to draw the line
somewhere,” Czapnik said.

STEPHEN TOTILO

(SR

Condé Nast's tote

TELLING DETAIL
framed posters: "NBC:

¢ Eat Heart Healthy”

flyer: “Mice Love to
Eat at Wark Too—
Don't Leave Food in
or on Your Desk”

fake cars aver the fake
fireplace

matrble tabletops, but
banquettes are vinyl

bulletin-board notice:
“No Personal Ads”

transicent pastel
take-out bag: ided for
high-end cosmetics

NOTICED

THE NEW
NEW CLICHE

Our newborn cen-

tury's first cliché has
N E w already hit saturation
Ny  point. Everywhere
tHene we look, writers are
T twisting the title of

Michael Lewis's best-
selling e-husiness hook— The New
New Thing, published in October—
into shorthand for “what's fresh” or
"what's next.”

Title creep is nothing new:
Joseph Heller's Catch-22 and Tom
Wolfe's The Right Stuff both became
useful fixtures in the national lexi-
con. But Lewis's catchphrase has
become hackneyed with startling
speed, and readers in the English-
speaking world are suffering from a
spate of new new nausea.

It started in a wellspring of
earnest journalism—The Washington
Monthly. In the November issue,
editor Nicholas Thompson character-
ized a calculator/clock as “the (new)
new thing.” Once hatched, the phrase
metastasized. In an October New
York Times Magazine essay, Andrew
Sullivan identified George W. Bush
as “the political new new thing.” By
spring, Newsweek was remembering
when evangelicals were “the New
New Thing on the right,” and no less
prestigious a journal than Foreign
Affairs suggested that ethnic
harmony is the "New New Thing” in
intrastate relations.

Bastardized versions abound. In
October the Times’s William Safire
complained about the "new new iso-
lationism.” In December Fortune
branded the Internet bubble era the
"New New Age."” In March, Slate’s
David Plotz assessed “the new, new
Al Sharpton”; a month later Plotz’s
boss, Michael Kinsley, considered
“the new, new money” ina
Washington Post op-ed. In May The
New Republic's cover story explored
the "New, New Left.”

Michael Lewis marvels at the cur-
rency of his coinage. Although he
decamped to France, he receives reg-
ular new new news. His expression
jumped the pond, appearing in The
Independent and Financial Times. But
Lewis assures us that “/a nouvelle, la
nouvelle chose is not showing up in
the Paris press.” Yet. EVE GERBER
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BACKIRACKING

THE FEMININE

MISTAKE

Betty Friedan

When iconic feminist Betty Friedan
claimed in her recent memoir that
her ex-l.usband had “beat up on her”
during the couple’s 22-year mar-
riage, the accusation made head-
l:nes in publications like The Naw York
Times and The Washington Post. But no
sooner had the press zeroed in on
the charges of abuse than Friedan
began to back off, downplaying the
very allegations that her publisher
was hyping in a press release for
the book.

The revelations occupied a total
of only six pages in Life So Fur,
Friedan’s 399-page memoir pub-
lished in May, but publisher Simon
& Schuster made sure to highlight
“the physical abuse Friedan
endured” in its press release. George
magazine plugged an excerpt from
the book with the cover headline
“He Beat Me,” and crammed the
bulk of her accusations into the
story: “And how could I reconcile
being knocked around by my hus-
band while calling on women to rise
up against their oppressors?”
Friedan wrote. Soon scores of publi-
cations were repeating the charges.

When abuse became the focus,
heowever, Friedan started to demur.
“Let’s not overdo that,” she told
the €hicago Tribune in May. Friedan
repeatedly insisted in other inter-
views that her husband was “no
wife beater” and that she was “no
passive victim.” “I gave as good as
[ got,” she told The Christian
Science Monitor.

In Friedan’s opinion, reporters
completely inflated the story. I
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wrote a very long book about
American history...the women'’s
movement, and the like,” she says,
“and I simply will not tolerate the
media..trying to sensationalize my
life.” As for her publisher’s press
release, Friedan seemed genuinely
surprised that it highlighted this
aspect of the book. (Her publicist,
Aileen Boyle, insists, “She did see it,
and all I can say is that maybe she
overlooked it.”)

At the same time Betty Friedan
was toning down her story, her
alleged abuser, Carl Friedan, was try-
ing to get his out. Few media outlets
had asked him his side of the story.
In an Associated Press article on May
24, for example, Beth Harpaz wrote
that Friedan was “reluctant to
divorce the husband who beat her.”
Harpaz did not contact Carl Friedan
because, she says, “I felt comfortable
taking her word for it.” (Harpaz
called Carl Friedan and updated the
wire report after being contacted by
Brill's Content.) And in a May 11 New
York Times profile, Alex Witchel
wrote of “physical abuse by
[Friedan’s| former husband,” with-
out contacting Mr. Friedan.

Carl Friedan denies the accusa-
tions, claiming he never “gratu-
itously” hit anyone. After the George
piece ran without a comment from
him (a spokeswoman says the
excerpt was fact-checked, though
Carl Friedan was not contacted), he
launched a one-man PR campaign,
setting up a website and sending let-
ters to news outlets nationwide.

His efforts were rewarded
when the Times ran an apologetic
editor’s note on May 26, two weeks
after Witchel’s article appeared:
“The Times should have sought Mr.
Friedan's response in person or by
mail,” it read in part.

Whatever the truth—and how-
ever she intended to promote the
book— Betty Friedan says she’s start-
ing to regret writing about the
stormiest parts of her marriage. “If |
had known the media were going
to make such a deal out of it,” she
says now, “I simply would not have
putitin.” KIMBERLY CONNIFF

ON THE RECORD

GRAMMATICALLY SPEAKING

Much has heen made of John
McCain's ill-fated attempt to inter-
pose a dose of straight talk into
presidential politics. But when it
comes to the print media’s coverage
of the 2000 campaign, the talk has
been a little too straight. From Slate
to The New York Times to The New
Yorker, reporters who cover the
campaign have made a fetish of the
verité quote, often refusing to clean
up or paraphrase or otherwise ren-
der coherent a candidate’s off-the-
cuff remarks.

From a March story on Vice-
President Al Gore by The New York
Times's Katharine Q. Seelye:

“*Uh, I, I, my message is for the,
the voters of the country. Uh, I ask
for their support. I'm not taking

a single vote for, for granted.’ " It's
certainly not a misquote, but an
overquote, perhaps? (Washington
Post reporters cleaned up the same
remark in their stories.)

Gore had been responding to a
question that had caught him off
guard, Seelye says, which made an
exacting transcription newsworthy.
"I was trying to convey that he
wasn't prepared to say anything that
he hadn't scripted,” she says.

Similar precision quoting has
dogged the famously ungrammatical
George W. Bush, from Slate
correspondent Jacob Weisberg's
"Bushisms"”—an online compendium
of painfully contorted verbal flubs
uttered by the Texas governor—to
Nicholas Lemann’s January New
Yorker profile, in which Lemann
reproduced long stretches of Bush's
garbled commentary in Q & A format.

It wasn't always this way, accord-
ing to campaign-trail veterans. “I was
told when I started,” says New York
Times columnist Anthony Lewis,

“not to use ers and ums or words that
reflected a particular accent ina
demeaning way." The Washington
Post’s David Broder agrees that in
most cases, verbatim quoting is a
mistake. “"Leaving the ums and uhs in
isn't useful to the reader,” he says,
“because we all do that when we
speak.” And it's true: None of us actu-
ally talks in the measured cadences of
your average sound bite. Strictly
speaking, the uncleaned quote replete
with transcribed perseveration—the
uhs and ums we use to stall while
we're thinking—is the more accu-
rate one. "Most speech, especially
that involving finding words for
complex thoughts, is often not
fluent,” says Adrienne Lehrer, pro-
fessor emeritus of linguistics at the
University of Arizona.

Some reporters consider that
lack of fluency a tool for psychologi-
cal portraiture. "The uhs and ums say
a lot more about who he is,” Sarah
Koenig, a reporter for the Concord
Monitor, says of Bush. "If I want to
show that someone sounds as if he’s
lying, or is pretend-
ing to know more
than he does, or is
being arrogant, or
simply a dork, I
might use all those
ums and tangents to
convey what I guess
is the subtext of
who the person
actually is.”

Boston Herald
columnist Howie
Carr, who regularly
skewers members of
the Kennedy family
with candid quoting
(former congress-
man Joseph Kennedy: "I think Pat
McGovern, uh, has did a terrific job
when she was the uh, uh, chairman of
the, uh, [Massachusetts] Senate
Ways and Means Committee”), puts
it more bluntly: “You may be kind to
clean up his quotes,” Carr says, “but
you're not being fair, [because] then
the reader is not going to realize
what a boob Kennedy is.”

MICHAEL ERARD
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Introducing APC's newest solutions

for end-to-end network availability

When the power fails, APC prevails.

Storms, blown fuses, backhoes... the causes of power problems are numerous, and the
results painful; data loss and damage to your expensive hardware. When power fails,
APC prevails with award-winning surge suppressors, battery backup, security enclosures,
DC power equipment, cables and management software to deliver end-to-end reliability,
guaranteed. So ask your favorite reseller about APC peace of mind or visit our Web site
today for an APC solution for you!

Notebook Computers Desktop PCs Servers

« Battery backup with Web/

» Notebook Battery « Surge protection or ‘ SNMP compatibility for tower
cartridges backed by APC's battery back-up for and rack-mount servers.
legendary reliability. your computer and | » PowerChute® plus provides e-

¢ Complete AC, telephone/ internet connection. mail warnings, environmental

modem surge protection monitoring and safe shutdown.

¢ Data-saving software
for notebooks. .

provides warnings and | * Inventory Manager manages
« Cable management devices. safe shutdown. up to 10,000 APC UPSs.
Solutions starting at Solutions starting at Solutions starting at

$19.99 $19.99 $249.99

Configuring your solution

isaseasyas 1,2, 3.
Go to www.apec.com/siang today!

[E2 2583384288 8
S

=

[o Complete UPS protection

| for hubs, switches and * Site-wide protection from
Pl 10KW to infinity.

| » Managed enclosures for
server platform and inter-
networking equipment.

* N+1 redundancy and scala-
bility, modular expansion
and reconfiguration.

* Remote power manage-

| . . * Innovative Delta Conversion
ment, reboot and diagnosis.

On-line™ 3-phase design

« Data, network and serial means unmatched efficien-
line protection. cy and low operating costs.
Solutions starting at Solutions starting at

$299.00 $3599.00

©2000 Amencan Power Conversion. All Trademarks are the property of therr owners, APC2EQEF-US » PowerFax (800) 347-FAXX o E-mail. apcinfo@apcc.com ¢ 132 Fargrounds Foad, West Kingston, Rl 02892 USA

NEW! DC Power solutions and cables.

Telecommunications/ISP

* DC Power Systems design and
installation.

» DC rectifiers and power shelves
and rectifiers, with advanced effi-
ciency, power density and temper-
ature range performance.

* Hot-plug, N+1 redundant.

Cali for DC Solutions pricing

Cables and Switches

« Fiber optic, USB, FireWire and
many more cables and extensions.

= KVM switches allow you to control
several PCs or servers with one
keyboard.

Cables starting at 36.99
: Switches starting at $89.99

FREE APC UPS T

M respondents will recsiva # Power Protaction Hasdbook

Order now Key Code t631z
http.//promo.apcc.com

888-289-APCC x6081 * FAX: 401-788-2797
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RETROSPECTIVE

THANK YOU,
MR. PRESIDENT

Until she resigned in May, Helen
Thomas was the grande dame of the
White House press corps. She spent
39 years grilling U.S. presidents—eight
administrations’ worth—for United
Press International and was often
called upon to ask the first question at
press conferences. Thomas quit UPI
when the company was sold to the
Reverend Sun Myung Moon's News
World Communications, Inc. Here, a
few of her questions over the years.
TO PRESIDENT NIXON, AT THE HEIGHT
OF THE WATERGATE SCANDAL: Your
former top aide in the White House
[H.R. Haldeman] has been charged
with perjury, because he testified
that you said it would be wrong to
pay hush money to silence the
Watergate defendants....Can you and
will you provide proof that you did
indeed say it would be wrong?
TO GERALD FORD, IN HIS FIRST
PRESS CONFERENCE AFTER NIXON
RESIGNED: Throughout your vice-
presidency, you said that you didn't
believe that President Nixon had
committed an impeachable offense.
Is that still your belief, or do you
believe that his acceptance of a par-
don implies his guilt or is an admis-
sion of guilt?
TO RONALD REAGAN, ON HIS KNOWL-
EDGE OF THE IRAN-CONTRA ARMS
SCANDAL IN 1987: Mr. President, is it
possible that two military officers
who are trained to obey orders
grabbed power [and] made major
foreign-policy moves....Or did they
think they were doing your bidding?
TO PRESIDENT CLINTON, IN 1997,
AFTER HE ACQUIRED A PET: George
Stephanopoulos says you're a lame
duck. Dick Morris says you've gone
to sleep. What is your rebuttal,

and what's the dog’s name?
‘ STEPH WATTS

<

Helen Thomas in Washington, D.C., 1962
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BLOCKBUSTING

THE BATTLE OFJULY 4

APRIL 24: The July 4 weekend is more than two months
away. Dan Fellman, Warner Bros.’ president of domestic
distribution, is steering a Mack truck called The Perfect
Storm toward June 30, the heart of the summer movie
season, with another celluloid 18-wheeler, The Patriot,
racing into his headlights. “Hey, I think they should
move,” Fellman growls with ironic swagger, “but that’s
their decision. We have the goods.”

Mel Gibson in The Patriot, a Revolutionary War epic. At right,

“June 30 is our date. We have no interest in mov-
ing,”counters Bob Levin, Sony Pictures Entertainment’s
president of worldwide marketing, about The Patriot. “If
[ were them [ would move. But I don’t make their deci-
sions for themn. They’re just taking on something that is
very, very strong.”

Peter Bart, editor of Variety, has watched this
extreme sport of executive posturing and Kasparov-like
calculation for years. “It's a game of chicken,” he says,
“and it often happens that whichever person has the
slightly weaker picture says, ‘Oh, my God, we've made
a mistake, let’s pull it and try for a clearer run.””
APRIL 28: With just 60 days left, as focus-group results
and intelligence about the competition come in, both
films still look like viable contenders for box-office glory,
and both have Achilles’ heels. Mel Gibson’s star power is
awesome, but The Patriot comes out of the risky histori-
cal-epic genre and promises a weightier tone than past
Gibson orgies of righteous bloodletting. Warner's Perfect
Storm features jaw-dropping special effects and is in the
classic summer-movie thriller genre, but stars George
Clooney, who has never carried a true blockbuster. And
the movie, based on Sebastian Junger’s nonfiction best-
seller of tough Gloucester, Massachusetts, fishermen and
apocalyptic waves, does not end with the sort of sun-
streaked rescue that makes for cheerful word of mouth.

Dade Hayes, who reports on the film industry for
Variety, says, “Perfect Storm might still move a week ear-
lier. Warner is the underdog. But it’s pretty late, and
they’re in a bit of a pickle. The weekend before is Jim
Carrey. And the summer is so crammed with titles
that where else would you put it? Dump it in August?”
MAY 2: Patriot producer Dean Devlin knows from sum-
mer box office. He made Godzilla (1998) and

Independence Day (1996), with his partner, director
Roland Emmerich. Each film had a $50-million open-
ing weekend, and together they went on to a combined
worldwide gross of more than a billion dollars. Is July 4
his lucky day? “It’s a movie about the American
Revolution,” Devlin says of The Patriot, “and the coun-
try will be celebrating the American Revolution. It'd be
irresponsible for us to open it any other time.”

George Clooney battles The Perfect Storm.

This year, with July 4 falling on a Tuesday, an esti-
mated $250 million in ticket sales will be up for grabs
during the four-day holiday weekend, and the poten-
tial to launch films toward stratospheric giobal earn-
ings looms large. The summer gross is a projected
$3.8 billion, with eight weekends tightly packed with
major-studio releases, and despite intense competi-
tion, Warner and Sony’s executive etiquette insists
that there is more than enough money for them all. “I
think if either of these films was going to move, they
would have moved by now,” says Bart.

MAY 5: Bart is wrong. Jeff Blake, president of
Worldwide Distribution for Sony’s Columbia Pictures,
announces that he will change the Patriot release date
to Wednesday, June 28. Is it a Machiavellian preemptive
strike? Blake calls it a “slight technical adjustment” and
jokes that “the idea of a seven-day weekend has always
been a dream.” But TV and newspaper coverage may
favor the carlier event; if Patriot opens strongly, multi-
plex owners will be likely to keep it on the biggest
screens through the weekend, and word of mouth
could contribute to weekend ticket lines. “It wouldn’t
be out of the question for Patriot to do 70 or 80 million
by the end of that seven-day period. It could be embar-
rassing for Warner if they get totally skunked.” says
Variety’s Hayes.

“I'm pleased that we're alone on the 30th,” says
Warner's Dan Fellman. “Obviously, they’ve had some
second thoughts. We're going to do extremely well.”
As D-Day approaches, Sony’s Blake is sanguine.
“Inevitably, the first weekend, we’ll be competing. But
whatever mano-g-mano considerations there are, the
great thing about this business is: A week later we’ll
all move on to something else.” SEAN GULLETTE




While Washington burns with partisan rhetoric, we cool the air with clear-headed, innovative
solutions to some of the nation’s most unyielding problems. And we have fun doing it. The
Washington Monthly explores the quirks, cons, and paralysis that too often underpin
American politics—then we offer a sensible way out. The New York Observer says we are the
magazine “to which anyone who gives a damn about this country must subscribe.”
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A VISION
THING

Last summer, WCBS-TV New York
landed in hot water after its local
newscast did a report on an eye-
surgery operation being broadcast
on the Internet: It turned out that
the surgery wehcast was a paid
infomercial on the CBS station’s
companion website. Now another
New York affiliate has blurred the
line between advertising and news
in its handling of a different eye
surgeon. In March WNBC posted a
laser-eye-surgery promotion on its
website that looked an awful lot
like editorial content.

The ad, paid for by Dr. Joseph
Dello Russo of the New Jersey Eye
Center in Bergenfield, sits adjacent
to a column of local news headlines
and looks like a health feature.
“Flying Spot Live Laser Surgery
Webcast: Click Here To Watch A
Replay,” it says. Click on the hox and
you wind up on a registration page
filled with information about Dello
Russo, his eye center, and different
types of laser-eye-surgery proce-
dures, all under the heading “4-NBC
Special Presentation.” Click further,
and you get to watch the surgery.

Lew Leone, vice-president of
sales at WNBC, says the Dello Russo
link is a "banner ad, and it's pretty
| obvious that it's not news.” Further-
more, says Leone, WNBC.comis not a
news site but rather “a website
built for commerce and information.”
The site is dominated by news
updates, however, and the heading
at the top of the screen reads
"Newschannel4.com.” (Calls to the
site’s editor were referred to the
PR department.) Leone says that in
| creating the Dello Russo ad, “"We
didn’t use any talent from our news
division.” But they certainly managed
to put together an ad that looked
like they had. LESLIE HEILBRUNN

Ll

WNBC.com's surgery webcast
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BASIC TRAINING IN NEWS

U.S. Army Psychological Operations soldiers interning in
the newsroom? That was the case earlier this year at
CNN, which came under criticism in February for hav-
ing hosted interns from the Army’s 4th Psychological
Operations Group (PSYOP} at Fort Bragg, North Carolina.
When word got out, first in the Paris-based Intelligence
Newsletter and the Dutch daily newspaper Trouw, and
then in TV Guide (the first major U.S. publication to
report the story), CNN executives professed to be
shocked at the revelations and blamed the situation on
nonjournalists in the human-resources department.

“[T|hose interns had no business being here,” Eason
Jordan, CNN’s president of news gathering and interna-

| tional networks, told TV Guide in April. “As soon as we
discovered [the officers] were here, we put an end to it.”
But CNN’s contrite stance on the episode left the
Army feeling a bit miffed. “It was no secret that they
were with the Army,” says Major Jonathan Withington,
spokesman for the Civil Affairs and Psychological
Operations Command at Fort Bragg, referring to the
interns. “Their supervisors were well aware of that fact.
We were completely aboveboard.”
All told, CNN hosted five PSYOP interns between
| June 1999 and last February. Though they didn’t show
up to work in uniform, all had sent résumés identify-
ing themselves as members of the PSYOP unit.

The origins of the debacle date from February 1998,
when officials at Fort Bragg approached human-
resources departments at CNN and National Public
Radio to inquire about the possibility of internships for
Army personnel. The training, they reasoned, could
help the soldiers carry out their military mission,
which Withington describes as the “dissemination of
information to foreign audiences in support of U.S. pol-
icy and national objectives” and “a non-lethal means to
persuade rather than to compel physically,” using tools
such as handbills, radio, and “tactical loudspeakers.”

Within months, three PSYOP soldiers had worked
at National Public Radio; one on a variety of programs
and two on the popular call-in show Talk of the Nation.
The NPR internship program came to a halt in May
1999, when one of the interns mentioned his day job

NONDISCLOSURE

ABC’S SILENT PARTNER

tures analysis by reporters and edi-
tors from both outlets.

When Time Warner went head to
head with ABC in May over transmis-

during a casual conversation with a news editor. “They
deal in part with disinformation and we're supposedly
dealing with information,” explains Jeffrey Dvorkin,
NPR’s ombudsman. “The implications are wrong.”

Both CNN and NPR say the interns had no role in
setting the news agenda or influencing stories. “It was
totally inappropriate for them to be at CNN,” says
Susan Binford, a CNN executive vice-president for pub-
lic relations. “But they were never in a position to
determine what was covered or how it was covered.”
Jessamyn Sarmiento, an NPR spokeswoman, offers a
similarly phrased statement of contrition, adding that
the interns handled routine administrative tasks such
as filing scripts and preparing schedules.

The Army will not allow the PSYOP interns to be
interviewed, but Major Withington says that one of the
soldiers who worked at CNN told him that he had
gained enormous knowledge by simply observing how
the network mobilized people and equipment to cover
news stories. “The primary objective was for them to get
hands-on experience that only CNN and other leaders in
the broadcasting field can provide,” says Withington.
“We're learning from the master.” KEN SILVERSTEIN

Times-ABC News relationship.
Barringer says she included the dis-

ducing a political webcast that fea-

sion fees (see related article on page
23), The New York Times was quick
to take sides. A May 3 editorial chas-
tised Time Warner for its “inconsid-
erate and unnecessary interruption
of the cable service.” Readers of that
editorial, as well as of 12 of the
Times's 13 related news stories dur-
ing the week of the conflict, weren't
told that since January, the Times
and ABC News have been jointly pro-

“It's our usual practice to disclose
relationships and indirect financial
ties,” says Times spokeswoman Lisa
Carparelli, adding that the failure to
reveal the connection in the editorial
was an oversight. "The relationship is
relatively new, and it's so remote
from the editorial department that
they just didn't think about it.”

Of the 13 news stories, only
one—written by Jim Rutenberg and
Felicity Barringer—mentioned the

closure in her May 3 story because
the article focused on the public-
relations efforts of the two compa-
nies. "Do we feel an affirmative
obligation for our reader to know
this or for this to be relevant?” says
Barringer. “Yes. Do we feel an obliga-
tion every single time? No.”

But Carparelli says a reference in
every piece “would have had a flavor
of ‘doth protest too much.”

KIMBERLY CONNIFF
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REINVENTING AL GORE

Vice-president Al Gore will

- 1 took the do or say anything to get
» elcclcd: Why do so many
, Americans share this
. treatig perception? Sure, radio
d e ranters and late-night
u / itarset” comics shape watercooler
. wisdom, but they get some

of their best material from
the Republican National Commiittee. And when it comes
to getting its message picked up and amplified by the
media—from The Waushington Post to David Letterman—the
RNC is beating the pants offits rival on the other side of
the aisle. “We're cleaning their clocks,” crows GOP
deputy press secretary Mark Pfeifle. Although Pfeifle isn't
exactly an impartial observer, a glance at some of the tac-
tics employed by the RNC and Democratic National
Committee message manipulators bears out his boast.

Take this April 10 press release to political
reporters: The headline was “Reporters Held
Hostage”; the copy complained that it had been 51
days since Gore’s last press conference; and an
accompanying illustration featured NBC correspon-
dent Claire Shipman and Washington Post reporter
Dan Balz locked in a stockade. Follow-ups featured
other journalists. The ingenious ploy—

April, the GOP scored at least 75 “hits.”

The DNC’s press operation, on the other hand, is
staffed by people from activist backgrounds, such as
press secretary Jenny Backus, a former congressional
press aide, and deputy press secretary Rick Hess, a
DNC researcher who recently moved into media rela-
tions. The Democrats’ releases are better at marshal-
ing facts than they are at attracting attention. An
April 25 DNC release—snappily titled “Democratic
Party Leaders Demand Resignation of Bush’s Texas
Health Commissioner"—devoted 400 scrupulously
annotated words to insinuating that George W. Bush
ought to fire a state government appointee who had
made some racist remarks.

The Dems have had some success in spreading the
perception that Bush is a lightweight who cozies up to
the far right, with such gimmicks as “Bob Jones
Redemption Tour” T-shirts. But mostly theirs is pretty
sober fare when compared to the RNC's operation.
Mild-mannered DNC press secretary Backus insists
that the inconsistencies in Bush'’s policy positions that
the Democrats exhaustively document will sow seeds
of doubt in the minds of voters. As for her adversaries
in the RNC, she says, “They never seem to let the facts
get in the way of a political hit.”

ply journalists with jokes about journal-
ists—earned the kind of buzz you can't
buy: Press gallery denizens chatted about
whose mug had made the cut. Within two
weeks of the release, The Washington Post
and the Los Angeles Times published items
about Gore’s media freeze-out.

In May, the RNC had another success-
ful gimmick: a CD of Al Gore’s 17 greatest
verbal gaffes, which the party distributed
to 1,000 radio hosts. Within a week, ten
major media outlets had mentioned the
CD and countless radio programs had
played snippets.

By contrast, the DNC's releases tend to
be much more sober and, well, dull. Which
means they're less likely to attract the jaun-
diced eye of your average political reporter.
When, for example, the Democrats used
independent studies to question Bush'’s
budget in a January 6 release, “DNC Calls
Bush Tax Plan ‘The Real Y2K Disaster,™™ it
didn’t provoke a single story.

What accounts for the difference? One reason: The
RNC’s press operation has a lot of former reporters on
the payroll, and nobody spins reporters better than
former reporters. The RNC's Pfeifle was a stringer for
USA Today and The Associated Press. RNC director of
communications Clifford May spent almost a decade
writing for The New York Times. May says ex-journalists
“know how to keep it witty and succinct.” The RNC
also uses businesslike methods to keep track of its
operation, compiling a weekly chart of where its
releases are picked up. For instance, in the last week of

Hi[g Of ﬂle k.
80, 90's, and s

CD of Ai Gore’s embarrassing moments, reieased by the Repubiican
National Committee. Top left: the RNC's anti-Gore mousepad.

Democratic pundit Paul Begala explains that
“attacks that fit into a master narrative about the can-
didate” are more likely to generate coverage, a tactic
the RNC excels in—like when RNC chairman Jim
Nicholson mocked Gore’s claims to rural roots by rid-
ing a mule-drawn cart in front of the Washington, D.C.,
home where Gore spent much of his youth. A dozen
camera crews recorded the scene.

“At the end of the day,” says Begala, “the voters see
these guys as who they really are.” So he hopes.

EVE GERBER

‘ Fred Friendly

RENTED

TOO FRIENDLY?

On June 20, the Fred Friendly
Seminars Inc.—an organization
started in 1974 by revered journalist
Fred Friendly, who died in 1998, to
facilitate debate about civic
issues—will host a panel discussion
on property rights and the environ-
ment. The seminar will run exactly
as do those that regularly air on
PBS: Notables from various fields
will sit around a horseshoe-shaped
table while a moderator leads a
colloquium on a complicated, hypo-
thetical situation. Unlike the PBS
seminars, however, the June event
will not be televised, and it will

not be paid for with foundation
grants. Rather, it will be put on
for—and funded by—the National
Association of Home Builders, an
organization lobbying Congress to
pass a property-rights bill.

Is this tweedy staple of PBS
programming compromising its
integrity with its rent-a-seminar
service? John Echeverria, director
of the Environmental Policy Project
at the Georgetown University Law
Center, thinks so. He declined an
invitatien to participate in the
NAHB-sponsored seminar, writing
in a letter to Fred Friendly Seminars
president Richard Kilberg that “the
Fred Friendly Seminars is being
enlisted to help foster the view that
the NAHB's legislative agenda rep-
resents a matter worthy of public
and congressional attention.”

Kilberg dismisses such criti-
cisms, pointing out that private
clients have always paid for semi-
nars, with the understanding that
Friendly staffers will have complete
editorial control. "We believe the
process works,” he explains, "and
we have all kinds of economic pres-
sures....Basically, it keeps us going.”

JANE MANNERS
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NOTEBOOK

TICKER

8 1 Number of times Oprah

Winfrey's name appears in
the May/June premiere issue of
0, The Oprah Magazine

9 7Number of times Martha
Stewart's name appears in the
June issue of Martha Stewart Living!

7 Number of days ABC was
without union technicians
during a 1998-99 labor dispute

1 Number of days ABC was

8 W unavailable to Time Warner
Cable subscribers during May's
license-fee dispute

Number of New York Times
articles on the labor dispute
during those 75 days

-l Number of New York Times
articles on the license-fee

dispute in May?

16 Combined number of min-
utes the three network

weekday-evening newscasts devoted

to stock-market stories in 1989

';l 96 Combined number of min-
ae

utes those newscasts devot-
ed to stock-market stories last year

8 Number of minutes CBS
Evening News devoted to
stock-market stories last year

8 Number of minutes ABC
World News Tonight devoted
to stock-market stories last year

-l ';’:8 Number of minutes NBC
& Wd Nightly News devoted to
stock-market stories last year3

% Percentage of journalists

&= surveyed who said news
stories are sometimes or often
avoided because they are too complex
for the audience

"{ Percentage of journalists

L% surveyed who said news stories
are sometimes or often avoided
because they will hurt the news
organization or its parent company4

';\ 6 4 Total number of hours of
i

GOP convention coverage
CNN plans to broadcast on its various
networks each day of the convention®

’;’a 4 Number of hours in a day
Boo

1) 0, The Oprah Magazine, Martha Stewart Living

2) The New York Times 3) Andrew Tyndall, The
Tyndall Report 4) The Pew Research Center for the
People & The Press and the Coltunbia Journalism
Review 5) CNN COMPILED BY JESSE OXFELD
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HE KEEPS THINGS ROLLING

Behind every great political
speaker is a great speech-
writer. And in front of him is a
great teleprompter guy.

Bron Galleran will be that
guy at the Democratic Nation-
al Convention in Los Angeles
in August. Galleran, who
began his career holding cue cards for the NBC soap
opera Days of Our Lives, runs Computer Prompting
Services Inc. with his business partner, John Cox. The
two have “rolled copy” for the Academy Awards, the
Grammy Awards, and the 1988 and 1996 Democratic
conventions.

Political extravaganzas, says Galleran, present spe-
cial problems from a teleprompter’s perspective—such
as rehearsing 160 speakers in three days while your
computer system is virus-ridden, which happened to
Galleran at the 1996 convention. “Rehearsals are
always tough,” he says. “When you have [U.S. senator

MEDIA
LIVES

BRON GALLERAN
Teleprompter Operator

Edward| Kennedy waiting to rehearse and we're...try-
ing to debug a computer, it just makes you nervous.”

“We can roll anybody's copy having never heard
them before,” says Galleran, “but it always helps to hear
them in advance.” If he's familiar with the speaker’s
style, Galleran says, he can keep up when they impro-
vise. “If' they decide to ad-lib,” he says, “we know the
way they ad-lib. [Los Angeles mayor] Richard Riordan,
for instance, never sticks to the copy.”

Even if the speaker does stick to the script (Al Gore,
anyone?), scrolling the copy requires a special touch.
“It’s instinctive,” Galleran says of the skill required to
find the sweet spot for a given speaker: tast enough 1o
read ahead a few lines but not so fast that the speaker
gets nervous and speeds up.

[t may sound like a blast, but Galleran says his last
convention wore him out. “When it was done, I said,
‘I'm never going 1o do this again,”™ he recalls. “But [con-
vention organizers| called me yesterday, and we'll doit.”

LESLIE HEILBRUNN




Why is it a hate crime when
whites commit violence against
blacks but not vice versa?

In our politically correct culture, it is simply improper to notice
that black people, like whites, can be responsible for vicious
crimes of hate. That's why the self-righteous left will be in for
some surprises should the law they’re proposing go into effect.
Sorting Americans into specially protected racial and gender
groups like a human “endangered species” act, and designating
whites and heterosexuals as “oppressors,” is itself an instigation

to commit next page | www.salon.com/bc

q salon.com
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The Internet’s biggest ad agency follows you around the Web and collects your electronic
fingerprints as you surf, including your stops in cyberspace’s red-light district. BY MARK BOAL

e all know by now that when we log on to the
Internet and surf the World Wide Web from the
privacy of our homes, such privacy is largely an
illusion. After all, websites keep track of their
visitors, bulletin-board postings are archived,
and even e-mail is not safe from prying eyes.

But the state of privacy on the Web may be worse than you
imagine. A new generation of technology is making it easier for mar-
keters and Web hosts to track us without our knowledge. Moreover,
these tracking devices are showing up in places where many people
may be most sensitive about guarding their privacy: pornog-
raphy and medical sites.

I realized how hard it is to keep up with the rapidly
changing online privacy terrain when I paid a visit recently
to Richard Smith, an expert on computer privacy who
prides himself on uncovering Internet practices he consid-
ers abusive. Turns out even Smith was surprised by what we
would discover.

Smith was tutoring me on what you might call online
countersurveillance, giving me a lesson in how to watch the
watchers on the Web. We were in his office overlooking
downtown Boston. Our laptops were on. On screen, we were
looking at a popular porn site called iFriends. We looked at
the coding that creates the page, when suddenly a line
jumped out at Smith:

IMGSRC="http:/fad.doubleclick.net/activity;
src=104085;type=views;cat=ifdpge;ord= 00509100200118?"
WIDTH=1 HEIGHT=1 BORDER=0

“It’'s a Web bug!” he exclaimed. Web bugs are the latest
innovation in the art of monitoring people moving through
websites. They are computer code, nearly identical in struc-
ture to the code for a picture or a banner ad. Except they are
invisible, due to that last line: WIDTH=1 HEIGHT=1 BOR-
DER=0. That describes an image one pixel wide and one pixel
high, with no border. (The period at the end of this sentence
would be represented on a typical screen as a four-pixel
square.) A one-by-one pixel square can not be seen by the
naked eye.

Smith had found a Web bug, but what really struck him was
that first line of code: IMGSRC="http:/fad.doubleclick.net/activity.

That clued him in to the fact that DoubleClick Inc., the
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most successful Internet advertising agency, was collecting informa-
tion about our visit to a porn-related site.

DoubleClick is an online advertising agency that buys and places
banner-ad space for its clients. But it adds another layer of service,
too—it keeps track of who views and clicks on those banners, and now,
with Web bugs, it can track people on pages without banner ads.
DoubleClick’s pioneering role on the Internet has earned it the adora-
tion of Wall Street, but the enmity of privacy advocates, who are con-
cerned that the company is building a mammoth database that
profiles people’s lives on the Web in elaborate detail.




“In general, DoubleClick’s whole strategy of tracking Internet
users invades the expectation of privacy people have when they're
browsing,” says Andrew Shen, a policy analyst at the watchdog
Electronic Privacy Information Center. “But when you're talking
about particularly sensitive areas such as health or pornography sites,
which are only accessed under the assumption that the person’s visit
remains unknown, tracking is especially objectionable. These are
places where the preservation of privacy is vital.”

Indeed, DoubleClick’s reach is so broad that even casual browsing
in the most sensitive corners of the Net leaves a data trail the com-
pany can follow, as Smith and I discovered.

with a log file showing that DoubleClick recorded a visit to a “girl-
girl” fetish room, labeled in the computer code as room “5," Allan
Rogers, a company spokesman, replied by e-mail, “While DoubleClick
does indeed record, [it] does not know that room 5 is equivalent to
girls home alone.” This explanation comes down to saying that while
DoubleClick collects the information, it does not have the technical
skill to understand it—an assertion that Smith and others find hard
to believe.

The other sites where Smith and I found Web bugs also down-
played their privacy implicatiors. A Johnson & Johnson spokesman
says the information gathered by Web bugs

Head over to the search engine at the
Internet portal Lycos, the fifth-most-popular
destination on the Web in May, and type the
word sex into the query box. DoubleClick
takes note. Or click on About.com, a site that
gathers many pages under one umbrella and
is one of the Web’s most popular destina-
tions, with about 4.4 million visitors in
April. Thousands of sites are listed under
About.com’s adult section, and DoubleClick

DOUBLECLICK'S WEB
BUGS ON PORN SITES
SEEM TO VIOLATE ITS
PLEDGE TO GIVE NOTICE
ABOUT THE COLLECTION
OF "PERSONAL
INFORMATION."

is used in-house to help the company refine
and manage its sites. Consumers have noth-
ing to worry about because DoubleClick is
contractually prohibited from using the
information for any other purpose, says the
spokesman, Josh McKeegan. “The contract
that Doubleclick signed with us specifically
stipulates that they won't use it for any of
the purposes which have gotten them into
trouble—which is tying the aggregate data

has the ability to monitor many of them.

Smith and I also discovered that DoubleClick operates Web bugs at
procrit.com, a site for the HIV-related drug Procrit, and that it monitors
mentalwellness.com, an online resource for schizophrenia. Both sites
are owned by Johnson & Johnson.

The question for privacy advocates is what does DoubleClick do
with the data it collects? Company officials say emphatically that it
won't link information about an individual’s website visits with his
or her name. Yet the sort of Web bug coding Smith found DoubleClick
using on various porn and health sites is ideally suited to linking a
person’s name to his or her computer.

This use of Web bugs, also sometimes called transparent GIFs (for
graphics interchange format) seems to violate DoubleClick’s own pri-
vacy pledge to be “fully committed to offering online consumers notice
about the collection and use of personal information about them,
and the choice not to participate.” (The italics are DoubleClick’s.)

Jules Polonetsky, DoubleClick’s chief privacy officer and a former
New York City consumer-affairs commissioner, says the company'’s
privacy policy was “in no way” contradicted by DoubleClick’s deploy-
ment of Web bugs, because names are not linked to sensitive online
activities such as health and porn sites.

Polonetsky stresses that the company has “made a commitment
that we won't ever use sensitive information to target ads or to build a
profile,” although he says that could change with the development of
government standards. In the meantime, he adds, it's the clients’
responsibility to disclose DoubleClick’s Web bugs. “All the sites we do
business with,” he says, “we wish [them] to be as transparent as possi-
ble in explaining what happens on their site.”

However, none of the sites where we found Web bugs revealed that
fact in their privacy policies.

When asked about this, iFriends initially denied that DoubleClick
had Web bugs on the sensitive parts of the site. But when presented

to specific cookies. That is specifically
banned within our contract,” says McKeegan.

Similarly, John Caplan, general manager of About.com, acknowl-
edges that DoubleClick collects data on About.com users, but said
“DoubleClick does not have the right to use any data it has on
About.com users in any way. They serve our ads—that’s it.”

But critics note that DoubleClick’s deal with its clients could
change and it could acquire the right to disseminate data it currently
collects. Moreover, a subpoena in a divorce proceeding, a warrant
from a law enforcement agency, a malicious hacker, a mistake on
DoubleClick’s part—to name just a few scenarios—could drag
DoubleClick’s files into public view.

And regardless of who uses the data under which circumstances, the
practice of covert data collection violates standards of online privacy
endorsed by the Federal Trade Commission and by the industry-sup-
ported watchdog group TRUSTe. These guidelines specify that data-min-
ing ought to occur only when the user is fully informed, and individuals
are given some control over the information gathered about them.

One popular medical site, drkoop.com, took these concerns so seri-
ously that in March it severed a long-standing relationship with
DoubleClick. “We had a lot of cancerns. There was also a perception
problem,” explains Laura Hicks, a spokeswoman for drkoop.com. “So
we made a decision...that for the protection of our consumers, we
would not use any third-party ad networks.”

For many privacy advocates, the very existence of Web bugs and
the data collection they facilitate constitute an invasion of privacy,
leaving aside questions about how that information could be dissemi-
nated. Think of a Peeping Tom who installs a video camera in a cloth-
ing-store dressing room. Even if he never views the footage, the people
captured on film will feel invaded.

“It’s unacceptable for DoubleClick to be monitoring people’s move-
ments without their consent,” says privacy advocate Jason Catlett, of
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the Junkbusters Corp., a group that opposes the proliferation of com-
mercial messages. “If they tried this in the physical world it would be
like having men in white coats standing outside X-rated movie the-
aters taking down your license plate number.”

Catlett is particularly concerned about the lack of disclosure at
porn sites, but a lawsuit filed against DoubleClick in California
alleges that the firm’s deployment of Web bugs at a great many sites is
a violation of consumer-protection statutes. The class-action suit, filed
in January by San Rafael, California, lawyer Ira Rothken, seeks an
injunction to force DoubleClick to stop data mining via Web bugs and
to give people a chance to see their dossiers.

“If DoubleClick doesn’t change their strategy of attempting to tie
name and address information with private click stream data...it will
have a chilling effect on all Web users—no one will take risks in view-
ing sensitive sites, and Web users’ First Amendment rights will be
impaired,” Rothken says.

U " .- _/_ .S =SS

gauges their effectiveness by tracking the number of people who
click on them versus the number who view them. This so-called
click-through rate is a metric only the Internet can offer, and it is
the argument for why online advertising is more precise than TV,
print, or radio advertising.

But click-through tracking yields another dividend, too. As
DoubleClick quickly discovered after it began marketing the service,
click-through technology opens the door to tracking individuals as
they move from one site to another. If you can track whether someone
clicks on one ad, why not track whether the same person clicks on
any ad in a given network? Why not see exactly what an individual
does online, where she goes, what she buys?

It’s no wonder that from the start, privacy advocates objected to
such tracking, but DoubleClick and other firms in the online market-
ing world pressed ahead. To make the tracking work, DoubleClick used

cookie files. Cookies are random number

While the suit has garnered little press
attention, it is being closely watched by pri-
vacy groups. If the case gets to the discovery
stage, DoubleClick could be forced to reveal
the business deals and strategy behind its
data warehousing, and the nature of the files
it has gathered on millions of Californians.
That, in turn, could open the firm to a host
of new questions that the lawsuit raises.
What is in the log files? How far back do they
go? Do they contain every website you or I
have ever visited on the DoubleClick net-
work? When asked for a response to these

A LAWSUIT AGAINST
DOUBLECLICK IS
BEING CLOSELY
WATCHED BY PRIVACY
ADVOCATES, WHO HOPE
THE LITIGATION WILL
FORCE THE COMPANY TO
OPEN ITS FILES.

strings—like fingerprints—that identify one
computer to another. As you visit a page with
a DoubleClick ad, the company places a
cookie on your computer. After that,
DoubleClick can track your movements
through its network—even if you do not click on
its banner ads.

And now, with Web bugs, DoubleClick can
track you even when there are no banner ads
on a page. And if you make a purchase or fill
out a questionnaire on a site with a
DoubleClick ad, the firm will more than
likely collect that information from the Web

questions, a company spokeswoman repeated
DoubleClick’s assurances that it is “absolutely committed to protect-
ing the privacy of all Internet users.”

Why would a Wall Street darling like DoubleClick get involved in
monitoring porn sites and health sites at the risk of alienating pri-
vacy advocates even more? To answer that we need to rewind to 1996.
That was when Kevin O’Connor founded the firm, with the idea of
cashing in on the rush to all things e. Back then, companies were curi-
ous about advertising online, but few knew how to navigate the Web.
It was unpredictable and chaotic, and choosing the right advertising
format was like throwing darts blindfolded.

DoubleClick simplified the task by gathering hundreds of the most
popular sites in a network and then offering the ability to place ban-
ner ads across all, or some, of the network. The idea fit the times like
a latex glove. The Fortune 500 turned their ad accounts over to
DoubleClick, and soon it became the one-stop shop for online ads.

Today, DoubleClick’s client roster reads like a who’s who of corpo-
rate America. The company places ads on websites for AT&T, CBS, Ford
Motor Company, Motorola, Inc., and hundreds of others. And its rev-
enue is up sharply; in the first quarter of this year, it took in $110 mil-
lion, a 179 percent increase over the same period last year, according
to the company.

Every month, DoubleClick places 50 billion banner ads across its
network, which the company says covers about half of the Internet’s
total traffic. As the company’s annual report boasts, “Move your
mouse over any ad on the Web, and there’s a good chance you'll see
‘ad.doubleclick.net’ at the bottom of your browser window.
DoubleClick didn't create the ad, but we did place it there.”

And all of those ads are automatically monitored; DoubleClick
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bug and link it to your cookie.

Last year, DoubleClick tried to take the next step, and link its
cookie files with actual names and identities. It merged with the
consumer-database firm Abacus Direct, and announced a new divi-
sion designed to create elaborate profiles of more than 90 percent of
American households. The plan attracted an army of critics, includ-
ing privacy advocates, who said DoubleClick would usher in a new
age of surveillance. The Federal Trade Commission began investigat-
ing the company; investors, who got skittish, started to dump
DoubleClick stock.

When the blows and bad PR had cost DoubleClick half its market
value, CEO O’Connor backpedaled. “I made a mistake,” he said.
O'Connor pledged to delay the database until there was “agreement
between government and industry on privacy standards.”

Despite its public disavowals, DoubleClick nevertheless continues
to lay the groundwork for the database by collecting vast amounts of
information about where people go online. And the news that they
are employing their invisible tracking devices on health and porn
sites could cause them new political, public relations, and legal woes.
The FTC has asked Congress for more authority to sue companies who
are in violation of consumer privacy, although Congress is not
expected to enact new laws anytime soon.

If DoubleClick ever chooses to merge the data from the Web bugs
and cookie files with its existing consumer dossiers, it will create a
database of unprecedented depth. The firm will not only have pur-
chasing history and demographic information of some 100 million
Americans at its fingertips, but also information about their sexual
preferences and health conditions. For now, the records are not
merged. But they lie there on servers, waiting. &
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When journalism is used to promote lame entertainments like NBC's The '70s, no amount of
smiley faces should make us feel good about it. BY ERIC EFFRON

urns out the sixties and the seventies had a lot in com-

mon. ['m not talking about the political demonstrations,

the recreational drugs, the promiscuous sex, or the way

American families were torn apart by changing mores

and social upheaval—although there was all of that. Nah.

I'm talking about how both decades have now been
churned through the cultural grinder known as the TV miniseries, in
which everything that happened to anyone during the time in ques-
tion happens to one of the miniseries’ handful of lead actors.

Last year, NBC enjoyed so much success with The 60s (and its accom-
panying soundtrack, sold separately) that the network certainly
couldn’t wait a decade to celebrate the seventies. So for two nights,
starting April 30, viewers were shown what USA Today critic Robert
Bianco aptly described as “an incompetently guided tour of the
decade’s major signposts, done with all the cultural and historical
depth of Disney’s Small World ride.”

I watched as much of The '70s as I could stand (I sort of lived through
the decade the same way). In case you missed it (the movie, not the
decade), here's NBC'’s official description of Night One (I'm sorry, but
there is a point to all this, so please read on):

“In L.A., Dexter buys and restores an old
movie theater in Watts where he meets
Yolanda...,, a community organizer. Byron leaves
law school to work for CREEP (the ‘Committee
to Reelect President Richard Nixon') and
moves to Washington, D.C., where he begins an
affair with a fellow campaign worker, Eliz-
abeth...Eileen abandons her conservative poli-
tics in favor of the women’s movement after
meeting Wendy, her radical feminist Barnard
roommate.... Christie’s modeling career heats
up, and she becomes involved with Nick..,, a
record producer who lives life in the fast lane.
On the eve of Watergate, Byron is working for
CREEP, ‘cancelling out the opposition.” When
Nixon defeats McGovern in the biggest land-
slide in political history, Byron is rewarded
with a White House staff position. At Dexter
and Yolanda's wedding, Byron and Eileen
rekindle an old flame—and Byron and Dexter
find themselves on opposite sides of the politi-
cal spectrum.
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NBC's The’70s: A bad trip

“As the Watergate investigation continues, White House counsel
John Dean resigns. Eileen pursues a creative position at the ad agency
where she works, but her boss responds by making her his secretary.
Dexter, now actively involved in the Black Power movement, arranges
a summit between the NAACP, the Muslims, and the Black Panthers.
On the way to the meeting, he is gunned down by an unidentitied
assailant. Byron is subpoenaed to testify before the Senate Watergate
committee, and Nick overdoses.”

I'll spare you Night Two, except to assure you that Nixonite Byron
becomes disillusioned and moves to Alaska to help save the environ-
ment. And I guess you might as well know, too, that Eileen, feeling the
stirrings of feminism, bravely fights the shabby treatment she's
endured at the hands of her sexist boss, and that Christie, the model,
joins a cult but eventually is rescued and deprogrammed, and
becomes a therapist.

You're probably not shocked at how lame shows like this can be
(although this one was particularly lame). But you might be mildly
surprised 1o learn that they are often considered newsworthy. The
reason I've subjected you to the fictional life and times of Byron and
Christie and the rest is because journalists
around the country (the type who work for
NBC affiliates, anyway) used the occasion of
The '70s miniseries as a peg for news reports
(yes, news reports) about the seventies.
Footage of discos and gas lines and the rest
were pulled out of archives, history professors
were interviewed, all in service to..what?
Informing viewers of the important develop-
ments of the day? Shedding light on eco-
nomic or social issues? No. Promoting a truly
shallow miniseries.

Of course some entertainment events do
merit attention from journalists, and some
have an impact on the culture that cannot—
and should not—be ignored. But there was
absolutely no explanation for this spate of sev-
enties memory trips other than that the news
divisions of NBC affiliates were used as carni-
val barkers to promote the NBC miniseries.
It's not as if there were an actual anniver-
sary—the usual justification for these sorts of
nostalgia binges. I suppose you could say




we've recently experienced the 30th
anniversary of the beginning of the sev-
enties, but that hardly seems like a
news peg for anything.

In a series of stories that aired on
NBC4 in New York, for instance, news-
man Ralph Penza earnestly recalled
the great New York City blackout of
1977, the mid-decade murderous ram-
page of Son of Sam, the anti-war
marches, and on and on. Penza didn’t
tout the miniseries, but as he opened
his final report, he was perched in front
of the miniseries’ logo (the “0” in "70s
was constructed from a mirrored disco
ball). In a noble effort to infuse the
exercise with some relevance, Penza,
who did not return a phone call seeking
his comment, wondered: “What have
we learned from the seventies?” There
to answer was Kenneth Jackson, a Co-
lumbia University history professor.
Pointing to the city’s current prosperity
and contrasting it with the fear and
uncertainty said to have dominated the
earlier time, Jackson remarked “that
whatever was true in the 1970s is not
true of 2000.” Got it.

At the conclusion of his report, Penza noted that the decade wasn't
just about crises and confrontation. “You know, New Yorkers did
laugh in the seventies at something new and different that premiered
on NBC and it was called Saturday Night Live.” Glad he got that cleared
up. And then the anchors helpfully reminded viewers when to tune in
to the upcoming NBC miniseries.

Okay, this is all about a pet peeve of mine, but I know from readers’
letters and calls that I'm not alone: We want the newscasts we watch
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to be determined, first, by the news, and
then by what the journalists who put
the programs together think is impor-
tant, or interesting, or even entertain-
ing. But we don't want them used,
subtly or otherwise, to promote dumb
TV shows. This is not a new problem,
although it seems to be getting worse as
media companies get “smarter” about
synergy and cross promotion and brand
building. But it doesn’t have to be this
way. Viewers can change channels.
Journalists can even resist.

Some are. In Chicago, WBBM-TV’s
Carol Marin accepted the anchor job at
the local CBS affiliate after securing a
promise that there would be no happy
ta_k between segments and no features
about the CBS movie of the week. Marin
once famously quit another anchor job
to protest management’s decision to
offer a commentator’s slot to scream-
show host Jerry Springer. So maybe
resistance isn't futile.

And maybe there’s a lesson to be
2 learned from that decade known for

Bl = smiley faces and bad hair and, I gather,
Saturday Night Live. Though you wouldn’t know it from either the NBC
miniseries or the silly news repo-ts it spawned, the seventies is also
the decade that gave us Nightline (sorry, wrong network), a program
that continues to prove that intelligence and independent thinking
can draw and keep audiences, year after year, decade after decade.

During The '70s miniseries, the action is punctuated with contempo-
raneous news reports from, no surprise, NBC News. A network enter-
tainment civision can have fun with synergy, I suppose. But can't we
expect more of the news? O
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In our columnist’s experience, it's not the encroaching deadline that fills a writer with
dread—it’s the one that doesn't exist. BY CALVIN TRILLIN

hen I was a young reporter, | got transferred
from the Atlanta bureau of Time to the New
York bureau, and I set about trying to find a
place to live in Greenwich Village—the neigh-
borhood that I, like so many other outlanders
hauling around portable typewriters, thought
of as the one suitable habitat in the metropolitan area. After several
miserable weeks of apartment hunting—and a pointed phone call or
two from the Time business office, where it was feared, I think, that I
was growing dangerously comfortable in the temporary lodgings the
company was paying for at the Algonquin—I finally came upon what
sounded like an appropriate floorthrough in a Village brownstone.
When I phoned the owner of the house, a woman who lived in
Connecticut, [ found myself being screened by someone who
sounded not only preternaturally wary, a widespread
affliction among New York landlords, but snobbish.

“Where did you go to college?” she asked.

“I'went to Yale,” I said.

“The boy who moved out was Yale,” she said. “But the
sort of Yale whose parents ate corn flakes so they could send
him there.”

I decided to leave that comment uncommented on, secure
in the knowledge that even if my parents in Kansas City were
at that moment in the breakfast room, the sound of cereal-
chomping could not possibly carry all the way to Connecticut.

Then she asked what I did for a living.

“I'm a reporter,” I said. I suppose I could have toned that up
a notch or two by saying journalist, but in those days journalist
was thought of as a candy-assed word except among the
English, and I simply couldn’t bring myself to utter it.

She responded to the information about my calling as if I'd
said “I'm a small-time drug dealer by trade.” She said that she
tried to avoid renting to reporters, who were known to be
both undependable and hard on the appliances.

“You must be thinking of newspaper reporters,” I said. “It’s
the pressure of the daily deadlines that gets to them. | work
for a weekly magazine; we’re much more relaxed, because of
the slower pace. Monthly magazine people are even nicer.
Someone who works for a quarterly is almost certain to be a
perfect gentleman.”

[ got the apartment—I got it, I've always thought, only
because my competitors struck her as being even less
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respectable than [ was—but I was wrong about deadlines. In the long
run, deadlines of the sort imposed by newspapers or newsmagazines
are soothing to the nerves. It's roughly true that a piece of writing
gets written in the amount of time allotted to writing it, and the
absence of a mandated allotment is what'’s scary. A friend of mine
who was for some years the writer Time depended on when a late-
breaking cover story was needed in 24 hours once stalled so long and
so creatively on a book he was supposedly writing that [ used to tell
him his procrastination devices would someday be taught in a gradu-
ate seminar at Princeton.

In the Harold Ross and William Shawn eras, The New Yorker ordinar-
ily didn’t have deadlines for nonfiction pieces. Stories about The New
Yorker as a cushy workplace often mentioned that writers could take
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as long as they wanted with whatever they were working on—which was more or less true,
although, since payment was by the piece rather than by salary, those of us without trust
funds did have a strong incentive to finish up. New Yorker reporters, many of them former
employees of publications with strict deadlines, had to compensate somehow for the
absence of that impatient city editor looming over their desks to ask rude questions about
when they expected to be finished. That made The New Yorker the world headquarters for dis-
cussions of the writing process—and of its wicked twin, the phenomenon of not writing, a
subject writers tend to discuss in the gingerly way a relief pitcher might discuss the possibil-
ity of losing his control. One of the people working there at the time used to say that a par-
ticularly intense colleague came into his office so often to discuss what she always called
“the lonely craft of writing” that he was no longer lonely but couldn’t get any writing done.

I thought of those discussions recently after seeing Stanley Tucci’s Joe Gould’s Secret, a
movie about, among a number of other
things, not writing. Joe Gould was a
Greenwich Village drink-cadger, also
known as Professor Sea Gull, who often
talked about his million-word manu-
script that would someday be published
as The Oral History of the World—a manu-
script that Joseph Mitchell, the New Yorker
writer Gould keeps introducing in the
movie as his biographer, eventually dis-
covered was nonexistent. Joe Mitchell—
who is thought of by a lot of New Yorker
nonfiction writers, myself included, as the greatest practitioner of the form—published
his second piece on Gould in 1964, at a time when his production had already slowed
down. (He hadn’t published a piece in five years.) He continued to come to work regularly
until he died, in 1996, but never handed in another piece.

There was occasional discussion at The New Yorker about why Mitchell, who once earned his
living as a highly productive feature writer for an afternoon newspaper, quit turning in arti-
cles. People liked to pass around obviously fanciful theories—for instance, that he had been
writing along at a regular pace until some professor said that he was the greatest master of
the English declarative sentence in America, and that had stopped him cold. I never found
those conversations edifying. The mystery I wanted to see solved about Mitchell was not why
he quit turning anything in but how he’d managed to create what he did write—how, for
instance, he was able get the marks of writing off his pieces, so that, in the words of Joseph
Epstein, “|hje achieved in his prose what Orwell longed for in his: the transparent lucidity of
a pane of glass.” That mystery couldn’t have been solved by a set of instructions, of course. A
scholar of magic once told me that by spending enough time in enough libraries you could
learn how a magician did just about any trick, but that didn’t mean you could do it.

Seeing Tucci's movie reminded me that many of those conversations about the writing
process were actually about how we managed to keep the wicked twin at bay. In the absence
of deadlines, we all had to erect some artificial structure that would protect us from not writ-
ing. Some of the structures were pretty bizarre, but, since God had obviously not intended
anyone to make a living as a writer, it seemed to me that there was no reason to question any
system that worked. In my office once, a New Yorker writer who customarily worked at home
told me about his writing day—an elaborate series of absolutely unalterable rituals and prac-
tices that ended when he had the day’s production copied (at the same copy shop every day,
of course) and then put the copy in a strongbox that he shoved into a crawl space above his
kitchen. He had calculated that the crawl space would be the last place to go in the event he
and his house and his family got wiped out in a horrible conflagration. When he finished his
account, about 20 minutes after he’d begun, he said, “You think that’s neurotic?”

I shook my head. “Nope,” I said. “It sounds okay to me.” O
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2WICE
—

ART, DANCE, AND DESIGN MAGAZINE

“Breakfast cereal is the most elabo-

rately conceived food on today’s
grocery shelf,” writes Catharine
Weese in the latest issue of 2wice
magazine. I[t's an argument made
all the more convincing by the
accompanying “Periodic Breakfast
Table.” The ingenious chart catego-
rizes 40 brands of cereal by shape;
an accompanying key provides
data on price, market share,
nutrition, and more. It’s just one
example of the offbeat cultural
and design attitude in this bian-
nual publication. Other features
include pictorials on some of
modern dance's most provocative
perfomers, including David Parker
and Molissa Fenley, and a look at
Kimono designs from the Meiji era.
TAYLOR DROTMAN
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The latest 2wice includes a chart
comparing breakfast cereals.

HUBBLESITE
———

THE SPACE TELESCOPE ONLINE

In a season of starry nights and
meteor showers, one of the best
views of outer space can be found
in cyberspace. Launched this year
to celebrate the Hubble Space
Telescope’s tenth birthday,
hubble.stsci.edu provides weekly
news and updated images of
swirling nebulae, dying stars, and
other intergalactic goings-on. Site
designers have sifted the scientific
jargon out of the Space Telescope
Science Institute’s official Hubble
site to create this offshoot for those

Two spiral galaxies as seen by Hubble

without a Ph.D. in astrophysics.

* Most of the pictures frem
Hubble—including the one shown
above, which features two galaxies
of stars aligned one in front of the
other—were shot by the space tele-
scope about a year before going up
on the site. “Hubble doesn’t take a
picture for pretty pictures’ sake,”
explains site director Stratis
Kakadelis. “For a year after that
image is taken it is proprietary for
the observer doing research.” After
that, the image makes it to the
Science Institute and the public.
Not such a long wait, considering
the light from the stars Hubble secs
is billions of years old.

STEPHEN TOTILO

HATE.COM
T —

AN HBO DOCUMENTARY

HATE.com: Extremists on the Internet
takes you into the thriving online
world of American hate move-
ments. Given that the main visuals
are website homepages and talk-
ing heads, filmmakers Vince
DiPersio and William Guttentag
present a surprisingly fluid and
fast-paced portrait of high-tech
racism and bigotry. The Internet’s
anonymity and easy access have
helped hate movements accelerate
their expansion beyond a core
“redneck” constituency to include
the college-educated middle class.
The documentary shows the role
online hate movements played in
some of the worst cases of domes-
tic terrorism of the 1990s. includ-
ing the Oklahoma City and
Atlanta Olympic Village bombings,
as well as the mass shooting of
children at a Jewish day care center
in Los Angeles last year. The film,
narrated by the Southern Poverty
Law Center’s Morris Dees, a leading
tracker of hate groups, will air in
August on HBO. LESLIE HEILBRUNN
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"ON SOCIETY"
e

U.S. NEWS COLUMN

You might not expect
a “conservative”
columnist to call a
papal apology into
question or decry
cultural and class
John Leo biases in the news-
room. But John Leo isn’t afraid to
buck stereotypes.

“Being an ideologue doesn’t do
anyone any good,” says L.co, who has
written the weekly “On Society™ col-
umn in U.S. News & World Report for the
past 11 years. “When you go against
type, your normal constituency gets
a little bit ticked off...but whether it
helps you or not, I don’t care.”

Leo does care about chronicling
cultural trends that he says seem
“outlandish” to him. In his April 10
column, for example, a fake ques-

tionnaire parodied the U.S. Census
Bureau's determination to
increase the numbers of Hispanics
and disabled people it counted. (“Is
anyone in your household diabetic,
a resident of New Jersey, or other-
wise disabled?” one question
asked.) In a more sober, March 20
piece, he criticized those on the
cultural left for maligning Dr.

Laura Schlessinger and treating her

not “as an adversary to be debated
but as a hater to be delegitimized
and silenced.”

If these views make him a
moralist, so be it, says Leo. He was
raised Catholic, and though he no
longer practices, he doces sec his
opinions as strongly connected to a
moral compass. This is not to say
his columns are in any way pre-
dictable, however. On March 27,
Leo drew the ire of many Catholics
when he wrote dryly that the

Vatican's newest attempt at con-
fronting past atrocities “tiptoes gin-
gerly up to Christian complicity in
the Holocaust by saying that the
behavior of Christians ‘was not that
which might have been expected
from Christ’s followers.” No, I guess
not.” Leo makes no apologies if
readers are sometimes offended.
“Every once in a while,” he says,
“you touch a nerve.”

KIMBERLY CONNIFF

ALUMNI ONLINE

HIGH SCHOOL REVISITED

As a part of the standard Friday-
afternoon-stare-at-the-computer-so-
the-boss-thinks-you're-working Web
search, click to highschoolalumni
.com, a site that looks like it just
might contain listings of every high
school in every city and town in the
United States. After registering free

COMICS AND THE INTERNET

REINVENTING COMICS
B S R i) T TP
A NEW BOOK ON THE MEDIUM

Comic-book author Scott
AN TINE McCloud has long had faith in
technology, which is why he
believes computers can save
the art form. In his new book,
Reinventing Comics, McCloud
explains how the Internet and
graphics software will change
both the production and
McCloud's latest  distribution of comic books.
Reinventing Comics is itself a comic book, and many
of the things McCloud describes he also shows.
“My drawing has always been a little stiff,” says
McCloud, who illustrated his book entirely on a
computer. He describes himself as more of a tin-
kerer than an artist. “I like to take comics apart
and put them back together.”

McCloud’s first book, 1993’s Understanding
Comics, was a breakthrough analytic treatment of
a medium that had never
been afforded much
respect. Using the termi-
nology of literary criticism,
he refuted those who think
comics are just for kids.
But since then, McCloud
argues, the comics world
has fallen apart, plagued
by fewer distributors and
publishers, and a dwin-
dling audience. Now, he
says, the answer is the Web
and all its digital tools—a
way to eliminate brushes,
paper, and middlemen
from the comic-book
business. So why is the

STATT McCLOUD

industry-leading DC Comics publishing his
book? “I don’t know if the full implications nec-
essarily have settled in,” says McCloud. “I'm
advocating the abolishment of all that we know.”
STEPHEN TOTILO

OTHERVISION.COM

INTERNET ANIMATION MOVES UPTOWN

Urban Box Office Network, the brainchild of the
late film and music producer George Jackson, is
hoping to recast its image. The New York-based
Internet company plans to relocate to Harlem and
is launching Heather Hunter: Bulletproof Diva, an
online animation series, this summer. “We’'ll be
part of returning Harlem to its former glory as
an urban and African-American cultural Mecca,”
says Josiah Perry, an executive producer at

UBO, which produces sites on entertainment
(SoulPurpose.com) and style (hairweb.com) among
others. The network’s new Othervision.com site
is to be a hub for broadband Internet entertain-

The real Heather Hunter, inset, and Othervision.com’s animated version

ment, a mix of live-action and animated series.
Generating the most buzz so far is Bulletproof Diva,
a feature pulled directly from the art-imitating-
life file. The animated series features Heather
Hunter of adult-film fame voicing a cartoon
of..herself. Set in a postapocalyptic near-present,
Hunter is caught up in a mythic battle between
the forces of good and evil. “It’s not a T-and-A car-
toon,” says co-creator Rob Wiser. “It approaches a
more dramatic level.” Indeed, it shouldn’t be a
stretch for Hunter to nail her character, a former
pornographic starlet tapped to rid the earth of
Satan and his demons. In the meantime, UBO
awaits the broadband revolution, prepared to
beam Heather Hunter directly into your home.
JOSEPH GOMES

DUKE2000.COM

DOONESBURY'S DUKE RUNS FOR HIGHER OFFICE
Will people vote for a man who says the Keebler
elves told him to run for president? Find out

in the coming months, as former Ambassador
Duke from Garry Trudeau’s “Doonesbury”
makes a satirical bid for the Reform Party candi-
dacy. Fans of the 30-year-old strip can follow
Duke’s campaign at the website duke2000.com,
where he touts his message: “I want to be the
ferret in the pants of government.”

Duke, said to be modeled after writer Hunter
S. Thompson, accepts corporate sponsorships
and seeks to implement what he calls “compas-
sionate fascism.” The site also includes Duke’s
mostly-blacked-out FBI file.

The campaign started in March, but Trudeau-
as-Duke says the candidate has been “frozen out”
of his party’s convention. “Buchanan has already
seized control,” he says. “You can't even get in
the hall if you’re not dressed in brown and
whistling Wagner.” ADAR KAPLAN
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of charge and adding your name
and occupation to vour graduating-
class roster, you can surf the names
of vour fellow classmates.

What's the purpose of this site,
beyond assisting in class-reunion
planning? Literature attached to
the site explains that where there
are lists, there are fantastic mar-
keting and solicitation opportuni-
ties. But demographic targeting is
not what makes the site fun to
visit. For anyone who was unpopu-
lar, acne prone. chubby, or date-
less, highschoolalumni.com offers
sweet, sweet revenge. Just look (o
your classmates” e-mail addresses
and brief bios and imagine the
worst. Annie—head of the cheer-
leading squad—is already divorced?
Oh, dear. And Richard-—-he ot beer-
bingeing glory and football-tack-
ling fame who laughed when a
kind but ugly duckling asked him
to the Sadie Hawkins dance—is
now suffering an average fate as a
car-parts salesman? So sad.

KATHERINE ROSMAN

FLOPHOUSE
T———

A BOOK ABOUT LIFE ON THE BOWERY
There are drunks, drug addicts,
lonely widowers, and former Wall
Street bankers all living together in
the few remaining tlophouses on
the 16-block stretch of lower
Manhattan known as the Bowery.
The stories these people tell are
sad, funny, provocative, and rife
with sell-destruction. In his book
Flophouse: Life on the Bowery, David
Isay, a producer of radio documen-
taries (how this project began).
explores four ol the eight remain-
ing hotels, which ofter nearly 1,000
men a bed each night. Many of’
these men have been living on the
Bowery for decades, in small cubi-
cles that cost as little as $4.50 a
night. Isay interviews 50 Bowery
denizens who reminisce about
long-lost families, estranged wives,
and abandoned jobs.

There's Ted EEdwards from the
White House Hotel, who calls the
place “a respite for the weary on
the run from life.” Edwards says
le’s been living on the Bowery
since he “went bananas” working
as a banking executive (he hasn’t

< stopped drinking since). There's

: Misha M., who immigrated to

< the United States in 1983 to do

w

graduate work at City College in
Manhattan, then quit school to

- take care of sick family members.

ilis marriage deteriorated, and

Patrick Dori shows off his work in
Seaside Heights, New Jersey.

he’s been living on the Bowery
for five years. And there’s James
Jackson, a Korean War veteran,
who grew up in Baltimore and
swore he'd never take after his
alcoholic father but then did. In,
1970 Jackson quit drinking. and
since then he's made his money
shining shoes.

Isayv relates how the Bowery has
provided lodging since the Civil
War, when homeless veterans made
their way to the neighborhood in
search of'a place to sleep. Today's
Bowery men talk about losing fami-
lies, jobs. homes, and—perhaps
most important—self-esteem.

BRIDGET SAMBURG

Flophouse: Tony
Bell in his room
at the Sunshine
Hotel, 241
Bowery. "I put
up the pictures
to cover the dirt
on the wall,”

he says.

BEACH BILLBOARDS

ADVERTISING IN THE SAND
Today it seems that little can stop
the onward march of con-
sumerism. Take the latest advertis-
ing [rontier: the beach. Literally.
Beach’'n Billboard, an ad agency
in New Jersey, will stamp your
message into some of the nation’s
mos! popular shorelines. Company
president Patrick Dori invented
a machine—which, he says. came
to him in a dream—that’s dragged
behind the trucks used to clean
beaches each morning and then
stamps a marketing message into
the freshly swept sand. He's been
doing this since 1998, when he put
Skippy Peanut Butter ads on the
seaside of Seaside Heights, New
Jersey. “We're the only people in
the world who do this,” he says.
and the company has since inked
deals with other Jersey Shore towns
and a handful of municipalities
around the country—and has
even licensed franchises in Puerto
Rico and the Netherlands. This
summer’s advertisers wiil include
Snapple and yapgear.corn. an
Internet-telephone company.
Dori’s sand ads can provide two
sorts of release—you can vent
your aggression by stomping away
the images, or you can sit back
and enjoy the nature-over-man
metaphor as waves wash away even
the best-laid ads. Don’t hate that
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Indonesian
writers are
featured in
the new issue
of Manoa.
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tag line in the sand. Revel in it. At
first you might find beach advertis-
ing intrusive, but work past that
reaction. It's about the only time
you get to watch ads disappear.
JESSE OXFELD

MANOA
wmmEr—

JOURNAL OF ASIAN WRITING
They are the dangerous ones, writ-
ers whose very existence is jeopar-
dized by their work and whose
books are often banned in their
homelands by despotic govern-
ments (think Wole Soyinka,
Chinua Achebe, and Pramoedya
Ananta Toer). Most publishers con-
sider these books—fraught with
legal difficulties and doomed to
poor sales by their very foreign-
ness—projects to avoid.

As the cofounder and editor of
Manoa, a biannual literary journal
that features writers from the
Pacific rim, Frank Stewart has
made it his mission to publish
such writing. Each volume of
Manoa highlights a different coun-
try’s literature. Recent issues have
included work from Australian

Maori, Malaysian, and
Korean writers. “It’s a very
expensive endeavor and a
tricky one,” says Stewart,
who notes that mere pub-
lication can endanger
some of the journal’s con-
tributors, especially those
who live under totalitar-
ian regimes with sharp-
eyed censors. “We have to
be very careful about how
we frame and introduce
these stories so we don't
get the writers in trou-
ble.” Stewart points to the most
recent issue, which featured writ-
ing from Indonesia, whose govern-
ment forbids any use of Chinese
characters, fearing their use pro-
motes communism. Stewart and
his staff had to be delicate in
deciding which buried messages
to tease out in translation.

And Manoa is anomalous in
another way, too. Stewart says that
to most Americans, “Asia” means
only Japan and China. Manoa’s next
issue will feature writing from
Tibet. “Tibetan secular literature
didn’t really begin until 1980.
We're going to be the first to pub-
lish the writing that was done
before the Chinese really started
controlling the process.

Order Manoa at hawaii.edu,
mjournal. HANYA YANAGIHARA

A scene from TNT's dramatization of the Nuremberg war crimes trial

NUREMBERG
TE———————

WAR CRIMES DOCUDRAMA
“The victor will always be the judge
and the vanquished the accused ™
Such is Nazi leader Hermann
Goring's response to his indict-
ment for war crimes, as portrayed
both in Joseph E. Persico’s 1994
history, Nuremberg: Infumy on Trial
(Penguin Books), and TNT’s upcom-
ing two-part miniseries, Nuremberg,
based on Persico’s book. The com-
ment raises legitimate concerns
about this pioneering trial: What
will keep the law from degenerat-
ing into vengeance perpetrated by
the winning side? The film follows
the prosecution’s efforts, led by
U.S. Supreme Court justice Robert
Jacksen (played by Alec Baldwin},
as well as the defendants’ last
weeks in jail. Persico had explored
the cell-block warden's papers, and
the film's mest revealing scenes
use his research to show how some
prisoners remained defiant, while
others became penitent.
“Going through this material,
I managed to find—to the degree
that it was humanly possible—the
human beings underneath,” says
Persico. “You want your devils to
have horns and tails. But when
you read thesc accounts, most of
|the defendants| are banal and s¢
ordinary compared to the horrific
crimes they committed. It makes
their participation in those
crimes all the worse.” Most fasci-
nating is Géring (played by Brian
Cox}, Hitler’s second in command,
whose cunning and charisma
entranced even American Gls.
“He was a seductive son of a bitch,”
says Persico. “He was an amiable
bastard in a bastard cause.”
Of course, when it comes to the
trial itself, the movie has to drama-

tize some events in order to com-
press 21 defendants, dozens of
lawyers, and thousands of docu-
ments into four hours. Even so,
whole conversations quote directly
from: Persico’s book. And for the
first half’s climax. the movie is
faithful to the book in lingering on
the prosecution’s most dramatic
moment, when filim from the con-
centration camps is first aired as
evidence. The audience in the dark-
ened court-oem is shocked into
silence, broken only by hushed,
scattered weeping.

Nuremberg prermieres on July 16.

MATTHEW REED BAKER

STUFF YOU LIKE

RANDY THACKER, A STAY-AT-
HOME DAD FROM CARLISLE,
PENNSYLVANIA, E-MAILED US
THE FOLLOWING: Despite its
name, the U.S. Geological
Survey covers a lot more

than rocks and minerals. Its
website, usgs.gov, is easy to
navigate, and you can look up
information about the brown
tree snakes in Guam, watch
whooping cranes hatch, or get
an update on the West Nile
virus. The information is suit-
able for both the professional
and the amateur, something
seldom found on the World
Wide Web.

Is there stu‘f you like? Write to us
and share your favorite media
sources. Send ideas to:

Stuff You Like, Brilf’'s Content,
1230 Avenue of the Americas, New
Yark, NY 10020. Or e-mail us at:
stuftyoulike@brillscontent.com.
Please include your address and
contact numbers.
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No matter whot you're searching for on the Internet, from biographies to body piercing

find it foster and easier when you unleash the new Lycos. All you m
have to do is log on to the Internet and say, “lycos, go get itl
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In its cringe-inducing coverage of the Elian saga, did the press
reveal its true colors on the question of communism’s morality?

If you think the mainstream media are primar-
ily in the information business, you were prob-
ably dismayed by the coverage of the Elidn
Gonzdlez “crisis.” This exploitative circus was a
variation on a weary theme: drama sells; melo-
drama sells even better. If you're on the right,
you probably think that once again the “lib-
eral” media conspired with the Clinton administration (and the com-
munists) to sell out American values. The irony is that a core American
value—the rights of the individual—triumphed precisely because the
American people (aibeit with the crucial help of a pandering media)
signaled that it was time to bring the matter to resolution.

Obviously, the media milked this story for all it was worth. Perhaps
ABC sank the lowest by airing a segment in which Diane Sawyer, with
no visible shame, asked the 6-year-old to make up his mind and
straighten things out once and for all. But there was a lot of competi-
tion for the Deplorable Taste prize. Tendentious “experts” attesting to
the child’s state of mind alternated with made-for-TV demonstrations
during the round-the-clock stakeout.

In the end, though, the public decided
as it did, not, as the right would have it,
because it was swayed by a mindless media
manipulated by Havana, but because the
solution was consistent with a cherished
American value: the responsibility of par-
ents to raise children until theyre old
enough to make their own choices. In a
twist of irony that Fidel Castro himself
should appreciate, the right (and Elidn’s
Cuban relatives) pushed for communal
child rearing, while everyone else argued
that the child should be reunited with
what remained of his nuclear family.
That’s a view, of course, you'd expect to
hear from the right.

Indeed, many conservatives were so

JEFFREY
KLEIN

ARGUES
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news value, not

blinded by anti-Clinton and anti-Castro pas-
sion that they found themselves on the wrong
side of American—and Republican—faith. The
coverage in the conservative media speaks vol-
umes about this conflict. Let’s concede that
certainly Castro, and probably the Clinton
administration, exploited a sad human story
for political gain. But in place of compelling
moral arguments for keeping Elidn in the
US., the right spewed rhetoric.

A sampler: Steve Forbes fulminated against
the president’s “human sacrifice to Castro.”
Jonah Goldberg in the National Review described
the father’s lawyer as “a private attorney tak-
ing orders from a murderous dictator,” and
concluded that what looked like a difficult
moral question involving—for some—a good-
faith conflict of values was actually a “no-brainer.” Given that Elidn’s
father “is the pawn of Castro and doesn’t seem particularly concerned
about his child,” of course political rights should trump individual ones.

In The Wall Street Journal, Peggy Noonan endorsed the messianic nar-
rative that some Cuban-Americans have spun around Elidn. Referring
to the ordeal the child endured off the Florida coast before he was
found, Noonan wrote that “when he tired and began to slip, the dol-
phins who surrounded him like a contingent of angels pushed him
upward.” A Journal editorial that same day said Janet Reno and others
appeared to be “surrogates of Cuba,” and demanded that Congress
establish “what drugs [Elidn] may have been given while in U.S. govern-
ment custody before his beaming photo with his father.” Both pieces
hinted darkly that Castro may have personally influenced the president
into taking the stand he did. Both missed the obvious point: The presi-
dent acted as he did because that's what the American public wanted.

Some of the conservative arguments have merit. The mainstream
media have in general given the Miami Cubans a rough ride, casting
them as anti-democratic extremists. And most would agree that Castro
is a dictator, and that the Cuban social
experiment has failed miserably. Somehow,
though, the right leaps to conclude that
those who favored reuniting father and son
were communist sympathizers, and that
the dominance of this view merely
confirms the liberal bias of the American
media. David Horowitz, for example, wrote
in Salon.com that U.S. news organizations
had “turned themselves into a transmission
belt for the perpetrators’ propaganda
machines.” Leaving aside the commonsense
and legal arguments for Elidn’s return, this
logic raises the ludicrous specter of a vast
communist conspiracy involving such
flagships of a multibillion-dollar media
industry as Time, Newsweek, and the major
networks. [CONTINUED ON PAGE 56|
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When was the last time you heard Elie Wiesel
accused of having an “irrational hatred” of
Nazism or Hitler? Maybe you've seen a talking
head ridicule Amadou Diallo’s mother for not
being able to “get over” racism? Perhaps your
edition of The New York Times regularly decries
the “independent” foreign policy of American
Jews. I've never heard or seen any of these things. Yet ever since a 5-year-
old boy was plucked from the ocean last Thanksgiving, I can’t count
how many times I've heard people who've had relatives murdered and
homes stolen by an evil dictatorship called “irrational” for hating com-
munism and Castro. I've even seen a front-page New York Times story in
which a source compared the mayor of Miami to George Wallace. Hell,
I've watched Dan Rather weep tears of joy over the prospect of sending
a kid to a communist dictatorship. Meanwhile, The Washington Post
applauded the fact that members of the Federal government—with
a dubious warrant—kicked in the door, beat up a cameraman, and
snatched a child to send to Cuba.

To be honest, I originally thought the
Elidn story was just an opportunity for
nostalgic talking heads to pretend they
were Cold War correspondents. The vari-
ous networks would cut to “our man in
Havana” as if this were a reprise of the
Cuban Missile Crisis. The Associated Press
called it a “high-stakes ideological battle.”
Time referred to it as a “one-of-a-kind inter-
national showdown.” Please. In realpoli-
tik, the stakes were incredibly low. Cuba is
a piss-ant dictatorship that measures its
wealth in chickens per capita and its
power in donkey-driven Gatling guns.
Now that it’s no longer a Soviet pawn, it
poses little threat to the U.S., which is why
we should tear down the embargo, flood

JONAH
GOLDBERG

ARGUES

not pretty
inpinl

Cuba with Pokémon cards, and make Castro
the head doorman at the new Havana Bally's
Casino and Resort. And—oh, yeah—I guess we
should release the imprisoned political dissi-
dents, journalists, and other “enemies of the
revolution,” about whom so many in the press
choose not to report.

Still, my first choice was to reunite this kid
and his dad, preferably here. But then two
things happened. First, the Clinton adminis-
tration handled this case terribly, all but
reversing its policies on Castro’s orders.
Second, the media made this a national soap
opera, casting the Cuban-Americans as villains
for dragging Elidn into a media circus. Did it
ever occur to them that the media are the
essential ingredient of a media circus?

Since this is not a policy debate or political
argument, | will simply assert my belief that the administration acted
shamelessly and in bad faith. The president and the attorney general
continually invoked the “rule cf law” when in fact they were enforcing
the rule of their own policies. That policy—returning Elidn to his
father—is defensible, but spinning presidential edicts as incontrovert-
ible law is evidence, to me, of this administration’s arrogance and
willingness to hide its motives behind deceitful rhetoric. Permit me a
quick word in defense of conservatives. Yes, they had their inconsisten-
cies, considering their usual preaching about family values. But I know
as many conservatives who wanted Elidn sent home as kept here.

Two things ruined the press’s coverage of the Elidn fiasco, and I'm
not even counting the latitude the press gave the Clinton administra-
tion. The first is the press’s very real, very strange, and very stupid blind-
ness to the immorality of communism. If Richard Nixon or Ronald
Reagan’s chief private lawyer was also Augusto Pinochet’s lawyer, does
anyone really believe The New York Times or Dan Rather would find it a
harmless coincidence? If Time magazine called refugees from Nazism
a “privileged, imperious elite,” would your
eyes just glide over it? Of course not. But
among journalists, anticommunism dis-
ables the political correctness—and objectiv-
ity—gene like nothing else. What is it about
communist dictatorships and American
journalists? Ever since renowned New York
Times reporter Walter Duranty denied
Stalinordered famines in the Ukraine,
American journalists have made apologies
for a political system that has killed more
people than any other in human history.

Indeed, it’s as if the press corps suffers
fraom a case of incurable mumpsimus, the
act of willfully sticking with a mistake to
save yourself embarrassment. While few
journalists actually lied about conditions
in Cuba, they [CONTINUED ON PAGE 56)
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[C(.)NTINL!ED FROM PAGE 54] To allege ideology-
driven bias here is to misunderstand both the
media’s role and the true source of their power. Like it or not, the mass
media's primary role is to mediate between the powerful and the
American public. The Elidn drama posed a moral conflict for the
American people and forced a choice between family and political free-
dom. Initially, the social rules were in flux; the media served up theater
as its audience came to grips with a new dilemma. Opinion polls in
December showed the public to be split almost evenly on the issue, but
from January on, two thirds wanted Elidn reunited with his father in
Cuba. Once the public made up its mind, the media had to follow. One
regrettable upshot of this was that dissenting (Cuban-American) voices
were increasingly marginalized, often by means of crude caricature.
The right also misunderstands the media’s place in the full drama.
Again, as long as the public was undecided, the U.S. Department of
Justice’s inaction looked judicious. But when popular opinion turned
in favor of the father, the DOJ began to look impotent. The INS raid was
ordered, in part, to restore order and reestablish the government’s
authority. But despite what the right would have us believe, there are
limits to the media’s permitted role. During the raid, INS officers

[C(?NTI.NUED FRC?Nf PAGE 55] . seemed imenl. on

spinning conditions there in the best possible
light. Finalists in this game of communist spin-doctoring include Dan
Rather, Bryant Gumbel, and Eleanor Clift.

CBS’s Cuba coverage was so biased and shoddy from beginning to
end that one might wonder what the “C” in CBS actually stands for.
Randall Pinkston, its “man in Havana,” was always eager to take at face
value what his Cuban “sources” told him. The Cuban “[pjeople appear
untroubled by the lack of modern conveniences,” Pinkston declared,
and believe “that President Castro is responsi-

roughed up a cameraman, probably to prevent potentially disruptive
footage from airing in real time. The media were thus reduced to
morning-after critics.

Was there a political conspiracy between the media and the Clinton
administration? The right’s reflexive reasoning in this instance is not
beneath contempt—it’s beneath common sense. The news organiza-
tions simply reflected (and contributed to) the American public’s grow-
ing impatience with the whole story; by April, they were crying out for
resolution. If there is any complicity here, it’s between the administra-
tion and the American people.

What does the Elidn drama tells us about the mass media’s princi-
ples? Certainly not that they've been brainwashed into glorifying com-
munism or Castro. Rather, it’s that ratings still rule supreme, and that
the media will wring every drop of melodrama out of a story, with little
regard to conscience. In this case, the media may have hastened an out-
come—one that seems to be the morally correct one. This is not always
the case, for there is nothing in the media’s composition and values that
makes such an outcome inevitable. The role of drama queen may be a far
cry from the dispassionate watchdog of journalistic fantasy, but to
expect otherwise, after all the evidence of recent years, seems naive. &

the table” on most nights. And now that the good times are rolling
(*meat”; they have “meat”!), Avila suggests that a mere 20 percent of
Cubans would leave if the borders were “opened” (a cuphemism for a
situation in which people are not shot while fleeing).

Now, [ have a vague recollection that the press considers the plight
of blacks in America pretty significant. Well, imagine if all black peo-
ple—13 percent of the U.S. population—wanted to leave America, and
weren’t allowed to. Would that strike you as a minor story?

Indeed, in one sense, the bias leveled against Cuban-Americans

and toward Cuba was a great triumph for the

ble for all good things.” Shocking that people
would tell him this in a nation where one can
be shot for saying otherwise.

There were some newcomers too. The Rookie
Award definitely goes to the New York Post’s
Douglas Montero. Lenin used to call sympa-

CBS’S COVERAGE WAS SO
BIASED, ONE MIGHT
WONDER WHAT THE “C"
IN CBS STANDS FOR.

right in the culture wars. It demonstrated
that the press cares about ideological purity
more than pandering to ethnic victimology.

The second thing that ruined the coverage
has nothing to do with ideology. It has to do
with—for want of a better word—the feminiza-
tion of media values. The standard for news cov-

thetic Westerners who were willing to believe
anything favorable about communism and any-
thing terrible about the democratic nations “useful idiots.” Montero
should have “U.L” printed on his press credentials for all time. He
reported straight from Cuban propaganda and missed no opportunity to
express his devotion to Castro, whom he likes to call “the powerful man.”

Montero, Gumbel, and others are giddy about moral-equivalence
arguments regarding the Miami Cuban community and communist
Cuba. “The Cuban exile community is guilty of committing the same
type of kangaroo-court style justice and intimidation that they have
always accused the Cuban government of mercilessly inflicting on
them,” Montero wrote, in a familiar formulation. This is either stupid
or deceitful. Last time [ checked, the Cuban community did not hold
legally sanctioned show trials ending in murder and torture.

My favorite correspondent had to be Jim Avila of NBC News. He
eagerly declared that things in Cuba ain’t that bad. “[M]eat is back on
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erage has moved from (unattained) objectivity
to whatever will pull at the heartstrings of moms. Whether this has to do
with the judgment of journalists or the gravity of ad dollars, I don’t know.
The result is the same. MSNBC has launched a daily chick-chat
“news” show that drags on longer than the director’s cut of Beaches
and has as much news value. I like moms. But since when is “As a
mother...” the only way to introduce an intelligent bit of analysis?
There’s some nice convergence in all of this, too. When Janet Reno
was named attorney general, she declared she wanted to use “the law of
this land to do everything” she could to protect “America’s children.”
The press, enthralled, thought this was wonderful, compassionate, femi-
nine. Well, janet Reno’s been hanging in there ever since, and the press
still cuts her a lot of slack. She’s still packaging her decisions in soccer-
mom language, which is probably why she chose to defend her shame-
ful decision to Oprah Winfrey instead of Mike Wallace. B
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When the chief justice of New Hampshire's Supreme Court was accused of breaking the law, my
paper called for his resignation. It wasn't easy—we'd supported him for years. BY MIKE PRIDE

he storm door on the front of our house creaks. Meghan
Ambra, the young neighbor who has faithfully delivered
our paper for years, opens it early each morning and
slips the Concord Monitor inside. I often hear the door’s
screech, but usually I drift back to sleep until the alarm
goes off at six o’clock. I say usually.

For a string of days this spring, the arrival of the paper was the only
alarm I needed. These were the first days of a crisis in New Hampshire’s
Supreme Court. The state attorney general had alleged that two jus-
tices had broken the law. One resigned, the other—the chief justice—
accused the governor of trying to buy him out, and the House began a
judicialimpeachment inquiry. Although [ stayed at the office or
phoned in to an editor late each night to talk through the stories, 1
could not wait to get up in the morning and read the paper.

As a citizen, not just as an editor, [ was staggered by the events we
were covering and commenting on. After all, it is not every day that you
call for the resignation of a chief justice whose
integrity and authority you have staunchly defended
for more than two years.

In New Hampshire, as elsewhere, the power of the
courts has always been an object of suspicion. This is
a small state, and anti-court activists regularly raise
the specter of an old-boys’ network—a chummy legal
community whose members take care of their own.
Even some people involved in the system see the
checks on the court’s power as ineffectual.

The notion of this old-boys’ network surfaced
recently in a public and nasty divorce involving a sit-
ting justice. Judith Thayer, the wife of Supreme
Court justice Stephen Thayer, had a high profile of
her own; she had been the state’s board of education
chairwoman. During the divorce, she had trouble
getting and keeping a lawyer, and she charged that
because of her husband’s position, she could not get
a fair hearing in New Hampshire's courts. It was not
the first time the wife of a Supreme Court justice
had made such complaints, and the Supreme Court
should have been prepared to handle the ethical
conflicts. But apparently it was not.

When Judith Thayer appealed an issue in the
couple’s divorce to the Supreme Court, her hus-
band dutifully recused himself. But he was present
when Chief Justice David Brock named a judge who
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Justlce Brck flghts back

He won’t resign;
calls accusations
‘unfounded attack’ |

would sit as a substitute on the case—judge George Pappagianis.
Thayer, unhappy with Brock’s choice, let out a squawk. “You can’t do
that,” he said, according to a subsequent investigation. “I don’t want
Pappagianis on the panel.” Brock responded by trying to stop the
appointment. Howard Zibel, the court’s clerk, had been asked to call
Pappagianis and tell him he’d been chosen to replace Thayer, and
Brock tried to reach Zibel before the call was made. But he was too
late—Pappagianis had already been notified.

Zibel was so upset about Thayer’s request and Brock’s actions on
Thayer’s behalf that he wrote a memo laying out what had happened
and circulated it to several justices within the court. Eventually this
memo reached Attorney General Philip McLaughlin, and McLaughlin’s
office investigated.

The attorney general’s investigation shook the court. McLaughlin
concluded that Thayer and Brock had both broken state laws—Thayer
by trying to influence a case in which he had an interest, and Brock by
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giving in to Thayer’s demand. Thayer made a deal with McLaughlin—
he resigned to avoid prosecution. Brock was silent.

The investigation portrayed the entire court as operating in an
atmosphere that tolerated—and invited—unethical requests such as
the one made by Thayer. It reported that even when justices had
recused themselves from cases in which they were involved, they
were allowed to read and comment on draft opinions on those cases.
The justices said they made only editorial and factual changes in the
opinion drafts, but this was a court whose chief justice had written
in 1996: “Without judges who are perceived and trusted by mem-
bers of the public as impartial, the author-

and weaken the courts through what the Monitor considered destruc-
tive reforms. Throughout this strife, Monitor editorials loudly defended
the court’s authority and independence. Now that the court’s indiscre-
tions had been exposed, we felt betrayed.

There was also a bit of anger in Travis’s thinking—and in the editor-
ial. A key sentence read: “By giving substance to shadowy talk of an ‘old
boys network’ among the judiciary, one that serves its own interests
first, the justices may as well have doused their chambers in gasoline
and handed their critics a match.”

Almost before the ink was dry, however, Travis had second

thoughts. On Monday morning, the day after

ity of the rule of law is compromised.”

This quotation from Brock was repeated in
both court clerk Howard Zibel’s memo, which
started the investigation, and in the lead para-
graph of the Sunday Monitor editorial on April
2. It was in this editorial, written the day after
Attorney General McLaughlin announced his
findings, that the Monitor called for Brock to
step down as chiefjustice.

Events of this magnitude remind me of
why [ became a journalist. They demand cov-
erage and comment of equal magnitude. You
keep your sanity as an editor by realizing that
you will never put out a perfect newspaper

MONITOR EDITORIALS
HAD LOUDLY DEFENDED
THE STATE SUPREME
COURT'S AUTHORITY AND
INDEPENDENCE. NOW
THAT THE COURT'S
INDISCRETIONS HAD
BEEN EXPOSED, WE
FELT BETRAYED.

the editorial was published, I could see the
remorse on his face as he came to me and
posed several questions: Would the call for
Brock’s head aid and abet activist legislators
who had been trying for years to undermine
the independence of the court? Had we blown
Brock’s actions out of proportion? And, per-
haps the most important question, shouldn't
we at least have withheld judgment until we
heard from Brock?

That afternoon, we heard what Brock had
to say With four justices standing silently
behind him at a press conference, he called

but that tomorrow you get another shot at it.

But when it came to shaping the Monitor’s editorial position on this
issue, suddenly that two-column temple of the newspaper’s holy word,
as an editor once damned it with mocking puffery, took on an even
greater weight.

On the Friday afternoon that the attorney general released his
report, [ sat down with Mark Travis, the Monitor’s editorial-page editor,
to discuss what to write. Our first inclination was to question whether
the attorney general should have allowed Thayer to resign rather than
prosecuting him. Why should Thayer walk away from this train wreck
without anyone else judging whether the punishment fit the crime?

But by the next afternoon, Travis had other ideas for Sunday’s edito-
rial. He called me and read over the phone the editorial he had just
written. It called for Brock to resign, too. I agreed that it was a logical
leap. Could any institution withstand the public exposure of such an
ethical and legal breach without a change at the top? The answer was
no—and the Supreme Court was not just any institution.

Travis had made a strong case for resignation. “[T[alk of impeach-
ment in the Legislature is both understandable and appropriate.
Because of the energy such a proceeding would absorb and the agony
it would generate, Brock should now resign and spare the state that
much at least,” he wrote.

Still, this was difficult ground for us to travel. More than two years
earlier, in a landmark ruling, the court had struck down the local
property tax as a means of paying for public schools. This decision
threw the state into a fierce tax debate that remains unresolved. In the
aftermath of the ruling, the court needed every ounce of its integrity
to withstand attempts to remove Brock, amend the state constitution,

McLaughlin's report contending that the
two justices had broken the law “an
unfounded attack on the integrity of the New Hampshire Supreme
Court.” The report was, Brock said, “factually incomplete, distorted
by omission, and just plain wrong.” He alleged that Governor Jeanne
Shaheen had sent an envoy to seek his resignation in exchange for
full retirement benefits. “Governor Shaheen, my integrity and the
office of the chief justice are not for sale,” Brock said. At a moment
when an ounce of contrition might have produced a pound of good-
will, the chief justice offered nothing of the sort.

Clearly, this story wasn’t moving toward closure. In the coming
days the Executive Council would begin its impeachment inquiry,
which is still in progress as I write this column. But after listening
to Brock’'s words that afternoon, Travis and I knew just where to
go with our next editorial on the court. Brock’s performance had
dispelled any thought of rescinding our call for his resignation.
We made only one concession to those gnawing doubts of a few
hours before. We decided to wait a day and think things through
before commenting.

A day later, Travis wrote tkie Monitor's April 5 editorial with a clear
conscience and a clean line. His first paragraph told it all: “Chief
Justice David Brock is certainly entitled to defend himself against the
serious allegations raised by Attorney General Philip McLaughlin. But
by attacking McLaughlin’s motives while expressing no regret for his
own actions or the impression they create, Brock has made his own
predicament worse.”

As usual, I edited the editorial before leaving the office, but when
my front door creaked the next morning, I blinked awake and could
not get back to sleep. I had to see the paper. @

BRILL'S CONTENT 59






The

f you had been strolling down Piccadilly

in London on the otherwise unremark-

able evening of January 28, 1999, you

would have seen a motley crowd shim-
mering with anticipation across the street
from The Ritz hotel. This was the British royal
press corps engaged in one of its favorite news-
gathering activities: standing around outside
a building, waiting for someone to come out.
There were several hundred people in all—
reporters, photographers, and camera crews,
plus a healthy complement of gawking
passersby—and they were getting restless, hav-
ing, in some cases, been there all day and even
the night before.

The cause for all this excitement was a
middle-aged couple, neither of them particu-
larly glamorous: he with a thin, melancholy
face and eyes set a bit close together; she
with smoker’s skin and somewhat unkempt
hair. But this was not just any couple. This
was Charles, The Prince of Wales and the
heir to the British throne, and his mistress of
many years, Camilla Parker Bowles, who had
been attending a birthday party for her sister
in the hotel that night. In the past, Charles

Charles, the Prince of Wales, and his mother,
Queen Elizabeth II, at the Commonwealth Day
Celebration, March 13, 2000

Through leaks to the press and carefully placed news items, a
monarch and the heir to the throne fight two battles—one
between Queen and Prince, and one between mother and son.

By Sarah Lyall

Royal

Spin

The "coming out” photo: Camilla Parker Bowles
and Prince Charles, London, January 28, 1999, in
their first public appearance together

and Camilla had always made elaborate,
photographer-thwarting arrangements. This
banal occasion, during which they were
scheduled to walk together from the hotel to
a waiting car, was their first public appear-
ance as a couple.

It happened at 11:58 p.M. and took less than
a minute, this royal version of an N.Y.P.D. perp
walk. Neither said anything, and the pictures
weren't very good. But it didn’t matter. The
photographers got what they wanted: pictures
that would travel around the world that night
and dominate the news, at least in Britain, the
next day. The reporters got what they wanted:
an excuse to write overwrought stories about
the exciting seismic shift in the royal land-
scape. And The Prince of Wales got what he
wanted, too: the opportunity to appear openly
in public—and, as it turned out, to general
public approval—with the woman he had

loved throughout his unhappy marriage to
the late Diana, Princess of Wales.

The scripted outing of Charles and Camilla
had been a long time coming, and the event
itself was the result of intense, behind-the-
scenes discussions and discreet. impeccably
pedigreed leaks to the press. “Every Fleet
Street newspaper was alerted to the fact that
Charles would leave this party with Camilla,
and it would be the first time they would be
seen in public together,” says Alan Hamilton,
who covers the royal family for The Times and
who appears to know where the bodies are
buried. Who was making the phone calls? It
wasn't Mark Bolland, the prince’s deputy pri-
vate secretary and the canny man who has
been widely credited with retooiing Charles’s
once-dismal public profile in the years follow-
ing Diana’s sudden death, in 1997. But he was
behind them. “It was people working for
Bolland making discreet phone calls and tip-
ping off the press,” Hamilton says. “And my
God, was there a turnout.” (Bolland, through
a spokeswoman in Charles’s press office,
declined to be interviewed for this article.)

The British press, and particularly its royal-
covering contingent, can be endlessly demand-
ing: spiteful, petulant, willful, changeable—
and ever influential. And with 26 national
papers (13 of them published daily, and 13 on
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Sundays), there are a dizzying variety of con-
stituencies to please.

The papers range from the News of the World,
a Sunday tabloid fond of sex scandals (and not-
so-fondly known as the “News of the Screws™),
and other mass-market tabloids such as The
Sun and The Mirror, to more middlebrow
tabloids such as Daily Mail and Daily Express,
and then to the respectable broadsheets,
including The Daily Telegraph and The Times.

If keeping the royal press pack happy is a
tough job, covering the royal family isn't a
walk in the park, either. You rarely get to
interview the people about whom you write.
Many of your stories are based on slender
wisps of information from people with trans-
parently vested interests and names you can't
use. And your editors always want exclusives,
always want stories about private conversa-
tions between people who never talk to you,
and, in the case of the tabloids, always want
stories about sex.

That the reporters were such important
players in the Charles-Camilla calculation at
The Ritz speaks volumes about the prince’s
priorities these days. Being Prince of Wales
involves at its heart holding out until the
monarch dies so that you can inherit the
throne. But in his determination to be more
than a vulture looming in a tree, Charles is
engaged in a thoroughly modern public-
relations exercise that seeks both to infuse his
role with more meaning and to dispel forever
his old, unhappy image as out of touch and
slightly ludicrous, the upperclass twit who
relaxes by talking to plants, the unfeeling hus-
band who betrayed his beautiful wife.

To this end, the job of Mark Bolland and his
modest army of press officers is threefold.
They have to spread the word about Charles’s

Below: Mark Bolland, Prince Charles’s deputy private secretary (left);
Prince Charles in feathered headress while visiting Iwokrama Forest,
Guyana, February 2000 (right)

panion and the major stabilizing force in his
life—gets good press, too. “Bolland s behind
all the attempts to make Camilla respectable,”
says one well-placed observer. “And he has cor-
ralled power by charming up to her.”

Bolland's long, patient. and hard-fought
campaign to find some sort of semi-official sta-
tus for Camilla within the royal family itself
finally came to fruition on a Saturdav after-
noon in jJune. In an event considered so
freighted with significance that it was covered
on the front pages of every major British paper
the next day, the queen attended a lunch in
honor of former King Constantine of Greece at
Highgrove, her son’s country estate. at which
Camilla Parker Bowles was also present. Not
only that, but after Camilla greeted the queen
with a low, formal curtsy, the two reportedly
spent several minutes engaged in actual con-
versation (they were then seated at separate
tables, the papers said, about as far apart as
humanly possible).

confrontation, both the queen’s courtiers and
the prince’s made it clear that marriage
between Charles and Camilla is still not in the
cards. This is for a host of sticky constitutional
reasons having to do with the opposition of the
Church of England—which the queen heads
and which Charles will head in due course—to
adultery and divorce, which Charles and
Camilla have both committed.

It is hard to know now how significant the
meeting was. “If Buckingham Palace wanted
to see it as a huge svmbol of the road to mar-
riage, the story would have come from
Buckingham Palace.” says a longtime chroni-
cler of the royal family {instead, the news was
leaked to the News of the World first, apparently
by the Prince’s camp). But in any case, the
queen’s decision to greet her son’s paramour
is, at the very least, a potentially important
thawing in the frosty relationship between
Elizabeth and Charles. Their conflict has been
fought over the last few years not through vul-

In an event considered so freighted with significance that is was covered on the front pages
of every British paper the next day, the queen attended a lunch at Highgrove, her son’s country estate,
at which Camilla Parker Bowles was also present.

extracurricular agenda—his support for the
environment and his dismay about modern
architecture, for instance. They have to
encourage the press to run stories that paint
the prince as a caring father to his sons,
William and Harry. And, just as crucially, they
have to ensure that Camilla Parker Bowles—
once the pesky X-factor in the unbalanced
equation that was Charles’s marriage to
Diana, but now the prince’s undisputed com-
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“This certainly was a huge shift forward,”
says Richard Kay, the Daily Muil’s dashing royal
correspondent. And indeed it was, at ieast by
the speed-of-molasses standards of the royal
family. Until that point, the queen had flatly
refused to acknowledge Charles’s relationship
or to attend any function, public or private, at
which Parker Bowles was scheduled to be pre-
sent, including her own son’s 50th birthday
party. But even after the historic Highgrove

gar shouting matches but in the historic tradi-
tion of British monarchs and their heirs over
the centuries, with competing circles of
courtiers and—in the modern age—carefully
placed leaks to the press. And pulling the
strings from behind the scenes are, in the
prince’'s corner, the exceedingly well-
connected Bolland, 34. who was once the
director of the Press Complaints Commission,
and, in the queen’s, Simon Lewis. 41, a simi-




Above: Simon Lewis, the queen’s communications secretary (left);
the queen and Prince Philip in Perth, Australia, April 2000 (right)

larly well-connected public-relations man
whose background includes top corporate-
affairs jobs with both British Gas and
NatWest, a major British bank.

“I’s almost medieval, the court.” says the
Daily Mail's Kay. “You only have to look back
through the pages of history to sce that Princes
of Wales have always been at odds with their
parents. Consequently, the people around
them have also been at odds with each other.”

In the early 19th century, the newspapers
were crifical of and even rude about the royal
family, most notably in the case of the Prince
Regent (later George 1V), a bigamist and noto-
rious libertine constantly at odds with his
father. But by the time Edward VIII became
king, in 1936, reporters were covering only
what the royals wanted them to cover. The
papers colluded with the palace in keeping
the private lives of the family otflimits, delib-
erately staying quiel about the scandalous
affair between the king and Wallis Simpson,
the divorced American who went on fo seduce
him from the throne. Tor the juicv details,
Britons had to turn to foreign newspapers.

A watershed of soris was reached in 1969,
with the broadcast of Royul Family. a docu-
mentary about the current royal family that
took the cameras into Buckingham Palace
for the tirst time, showing things like a fam-
ily barbecue at which Prince Philip, the
queen’s husband. presented his human side
by frying sausages on the grill. But as
groundbreaking as it seemed at the time, the
documentary was comically tame by today’s
standards. And at that time, the royal family
spoke with one voice.

More recently, the competing agendas
within the royal family have helped explain
why Duily Express, a generally anti-Charles
newspaper, ran a story in February in which
anonymous goveinmen! iministers who sup-
port the queen derided Charles as “a constitu-
tional time bomb” who should never be king.
They have explained why several Charles-
admiring papers ran a story aboul how
Charles, a supporter of the Dalai Lama, had
snubbed his mother and the government by
refusing to attend a state dinner for Chinese
President Jiang Zemin. And they have
explained why St. James's Palace. Charles’s
official residence, put out a statement in 1998
saying that Prince iHarrv would be accompany-
ing his father to the World Cup soccer tourna-
ment—thus overshadowing the other family
members who were also going. including
Charles’s father, Prince Philip, and doing a
neat end run around Buckingham Palace,
which had planned to issue a convivial joint
statement from both palaces.

“There’s a huge difference between
Buckingham Palace and St. James’s Palace.”
says The Times's Hamilton. “There's a huge
gulf, and considerabie animosiiy, between
them. Each runs their ewn show and there is
some cooperaiion between the two—but no
more than is absolutely necessary.”

When Charles married Lady Diana Spencer,
in 1981, there was only one royal press office.
at Buckingham Palace. and it handled public
relations for the quecn, her chiidren, and all
mannetr of salellite royals, such as the Duke
and Duchess of Kent. Eut suddently, the sleepy
operation had to crank into fuil gear to fill the

press’s, and the public’s, bottomless appetite
for Diana-related stories.

As the marriage began to unravel by the late
1980s, so did the ability of the press office to
handle the fallout. In violation of every royal
precedent, Diana's {riends—and, increasingly,
Diana herself—began to leak stories casting
Charles as a remote husband and uncaring
father, with Diana in the role of lonely,
rejected wife. Buckingham Palace denied these
reports with huffy indignation, continuing to
promote the myth of marital bliss. Neither
Charles nor his friends defended themsclves
publicly, thus aggravating the public’s impres-
sion that the prince was at fault.

Then, in 1992, came the shocking publica-
tion of Diana: Her True Story, Andrew Morton’s
scathing dismemberment of Charles’s abili-
ties as a husband and father (after Diana died,
Morton revealed that she had been a major
source for the book). “It was awesome, a
tremendous coup,” says Kay, who made a
name for himself in the nineties with a series
of exclusives that grew out of his close rela-
tionship with Diana. Before, Kay says, “we
were encouraged to believe the royal myth.”
Few people with anything of interest (o reveal
would talk to reporters then. But suddenly, he
savs. the telephones were ringing off the hook,
as supporters of Charles and Diana lined up to
leak some damning detail or present some
partisan perspective on the latest disclosure.

Even after the book came out, Charles
tried hard to avoid competing with Diana at
her own game. But his staff, desperate to sal-
vage his reputation, quickly negotiated for
Charles to cooperate with respected journalist

Jonathan Dimbleby for a sober. exhaustive

biography aimed at presenting a new side to
the prince and providing a dignified retort to
the Diana offensive. But the result, The Prince
of Wules, was seen as a terrible misstep. A long
section describing the privations of Charles’s
childhood made him appear unattractively
self-pitying. “He was seen as whining about
his parents,” says Robert Jobson, the Daily
Express correspondent who serves as both the
paper’s royal editor and its diplomatic editor,
and is no friend to Charles. Charles com-
pounded the damage by submitting to a rare
television interview with Dimbleby, as part of
a 150-minute BBC documentary produced
alongside the book.

“Both book and film covered the prince’s
public work 1o the [CONTINUED ON PAGE 120]
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THE RISE

OF THE TEEN

GURU

They're brilliant, ambitious, and almost intuitively gifted at technology.
A new generation of whiz kids are gaining unprecedented power
and authority—and, as a new study shows, they're reshaping the

American family. By Austin Bunn

ou know the story of kids like Shawn Fanning, and you don’t

know the story. Fanning got his first computer as a gift from

his uncle three and a half years ago, when he was 16. At the

time, he lived in Harwich, a small town on Cape Cod. Now he
lives in San Mateo, California, at the center of Silicon Valley, but we’ll
get to that later. Back when he first got the computer, Shawn was an
avid baseball, basketball, and tennis player and was, by his account,
surrounded by friends. “I was never the typical computer type from a
social perspective,” he says.

But then this technology dropped into his life, and it absorbed
him. “I don't think it was a conscious decision,” Fanning says. “It was
more of an addiction.” He abandoned sports so he could concentrate
on programming. He’d get enthralled with projects that kept him up
all night and not have time to go to school. His parents frowned on his
fascination, but they didn’t really understand it and were helpless to
stop him. “My mom and I get along pretty well, but [ didn’t seem to fit
in,” Fanning explains. The computer became his secret craft, an exer-
cise in selfhood.

Then Fanning discovered the benefits of control. He noticed a regu-
lar on IRC (Internet relay chat) with a strange sort of sovereignty.
“When somebody got on and started arguing with the guy, he would
kick them off,” he recalls. “And I thought, How the hell does he do that?”
He spent two months tracking him down to learn how. It wasn't video
games or instant messaging that got Fanning hooked—it was author-
ity. “A lot of my interest had to do with the power thing,” he says, “and
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the ability to have real effects on people just
from sitting in your room.”

Most of us would be happy simply to get
our software to run, much less have control
over the ways others use it. But Fanning is the
kind of person who wants to shape the experi-
ences of lots of other people. In a world where 19-year-olds are, more
than ever, adults in training, the computer gave Shawn Fanning an
expertise and a chance to steer things. Which, I should mention, he’s
actually doing. Last year, Fanning dropped out during his freshman
year at Northeastern University in Boston to found Napster, the phe-
nomenally popular site for trading MP3 music files. An enormous
music repository, Napster lets fans locate, share, and download free
tracks from one another. It is one of the fastest-growing new media
properties: In six months, Napster accrued 9 million users. It took
America Online 12 years to rack up that many. In testament to Napster’s
rising profile, the Recording Industry Association of America, along
with bands like Metallica, has taken notice and is suing Napster for
copyright violations. But this legal détente may simply be the transposi-
tion of a generation gap. The powers that be are terrified of Napster, a
company that has yet to present a business model. The powers that will
be are transfixed by it. Fanning, the chief software designer in the com-
pany he started, is now surrounded by managers two decades older
than he is. On this age issue, Fanning admits, “Yeah, it's pretty weird.”

These days, we're all living with the weirdness. Teenagers—and, at 19,
Fanning is a fogey—are at the helm of the largest sociologic shift in a gen-
eration. Raised on e-mail, instant mes-
sages, and Internet time, teenagers
are developing into young turks of
technology. Don Tapscott, who inter-
viewed more than 300 teens for his

13-year-old Ilya Anopolsky,
founder of Devotion, Inc.,
Corporation, a Web-design firm.
Photograph by Anna Curtis
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1997 book, Growing Up Digital: The Rise of the Net Generation, concluded that
85 percent of teenagers know more about the Internet than one or more
of their parents. “This is the first time in history that children are an
authority on something,” he says. They lobby to get the computer in the
home. They are some of the heaviest users of the Internet. And, as a soon-
to-be-published study makes clear, their passion and facility is flipping
the organization of the American family.

In a three-year, pioneering research project called HomeNet, social
scientists from Carnegie Mellon University gave computers to about
100 families to examine their social effects. The results suggest a dra-
matic inversion of authority. The latest HomeNet study, slated for
publication this winter in the peer-reviewed journal Human-Computer
Interaction, tracks the emergence of the “family guru”—the resident
technician, teacher, and occasional tyrant—most often a teenager.
“It’s not just that teens have a vast choice of...content and interac-
tions” with the computer, writes Carnegie Mellon professor Sara
Kiesler, the study’s head researcher. “With the advent of the teenage
guru, the child in the family plays a new role of child-as-technical
advisor, a role...that confers on the teen authority and probably inde-
pendence as well.”

The scenario sounds familiar, but the consequences are not. We
can see how the Internet is rattling the economy, the media, and the
music industry (thanks to Fanning), but the societal repercussions
may be much more immediate than we think. This adolescent techni-
cal expertise that Kiesler observed translates into a broader cultural
savvy—it's expertise with a clearly defined destination. It sparks whip-
smart teenagers to found their own companies and inadvertently
turns their parents into bystanders, a sort of vestigial hardware.

The lanky, animated Michael Furdyk is the 18-year-old founder and
business development manager of BuyBuddy.com, a Consumer Reports
about computer devices. BuyBuddy is the second company Furdyk has
started. He sold his first dotcom, MyDesktop, when he was 16 for a
reported $1 million. “My parents are really supportive of what I'm
doing,” says Furdyk, who now works as a consultant for Microsoft on
the side. Furdyk, like Fanning, is a poster boy for young entrepreneurs. [
caught up with him in March in Seattle at a
busy networking opportunity called the
Bootcamp for Start-Ups, where he was working
the room in the middle of a school day. Asked
if his parents worry about him, he answers
casually, “I think they kind of leave that to me
to think about.”

Fanning and Furdyk are only the most vis-
ible members of this vanguard. It won’t be
long before they have company—and compe-
tition—as the technology reaches saturation
point. But the social impact will become
increasingly subtle and profound. These are
critical days, when the audiences for com-
puters cross the threshold between, as they
say in social science, “early adopters” and “early majority.” One of
those years was 1953. That's when more than 50 percent of American
households with children under 5 years old had televisions, thus
marking the point at which TV’s social influence—its ability to blur
public and private behavior, to educate and to alarm—would be felt
forever after. Baby boomers raised on television began to have their
“situational geography” remapped in 1953, says social theorist
Joshua Meyrowitz in his book No Sense of Place: The Impact of Electronic
Media on Social Behavior. Television mixed all conducts relentlessly—
the public, the private, the proper and improper—into one teeming
cauldron. Meyrowitz argues that you can almost count the days from
1953 until 1967, when that first TV generation hit 18, rejected all
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THIS ADOLESCENT TECHNICAL
EXPERTISE TRANSLATES

INTO A BROADER CULTURAL
SAVVY—IT'S EXPERTISE

WITH A CLEARLY DEFINED
DESTINATION. IT SPARKS
WHIP-SMART TEENAGERS TO
FOUND THEIR OWN COMPANIES
AND TURNS THEIR PARENTS
INTO BYSTANDERS.

roles laid out for it, and ignited the “youth movement” of the late six-
ties. This year stands to become another threshold. According to a
study released in May by the Pew Research Center, roughly half of
American families have Internet access. The PC has become a stan-
dard appliance, but it is also a carrier of social change. It will soon be
woven into the fundamental fabric of the culture.

This fact intersects with the other giant demographic reality: the
rise of the so-called echo boom, the generation comprising the baby
boom’s children. There are more Americans turning 18 now than ever
before, says William Strauss, author of Millennials Rising: The Next Great
Generation. About 78 million Americans are between the ages of 0 and
22, accounting for 28 percent of the population. “In the last couple
years, America has gone totally teenage,” says Strauss. What television
was to their parents, computers are to them.

But a computer, unlike a TV, requires skill, with authority following
close behind. Sheri Parks, an academic at the University of Maryland
who studies the impact of electronic media on families, believes the
current social climate is prepared for a radical shift. Since World War
II, teens have accumulated more and more financial power. “They
already directly control millions of dollars and influence many more.
They heavily influence what computer the family buys, what second
car the family gets,” Parks says. But now, as technology becomes woven
deeper into families, where the parents are working and often absent,
“kids are taking on new kinds of power™ in the invisible, elusive elec-
tronic world, she says. “Parents can’t control what is invisible.”

mber Jackson doesn’t seem like the kind of 19-year-old who
would know her IQ score. She’s too unassuming to care.
“It’s somewhere between 140 and 150,” she says with a
laugh and a flick of her tightly braided hair. “I know it’s not
over 150.” To Amber, a score that high isn’t so much an intellectual
distinction as a passport; 1Q scores were used to identify the
“advanced” students, of which she was one, in her Pittsburgh public
high school. “We were the favorites; everybody liked us. That's why
they came to us first,” she says.

“They” were a team of social scientists at
Carnegie Mellon’s Human Computer
Interaction Institute. In the late winter of
1995, the researchers approached journalism
teachers in four Pittsburgh-area high schools
and asked them to help identify students who
would be willing to participate in a study.
Jackson was 15 at the time. Her freshman
English teacher, who ran the school newspa-
per, pulled her aside and told her about the
researchers. The Carnegie Mellon researchers
wanted to provide her with a computer, free
Internet access, and e-mail, if Jackson would
let them study how she and her mother (her
parents are divorced) used the technology
over time. “They were going to give me all this cool stuff, and all I had
to do was let them know what I did,” she says now, sitting in the bright
racquetball courts that double as the cafeteria of Carnegie Mellon,
where she will be a junior this fall. “I had just bought a typewriter to
write my papers...I figured [ had nothing to lose.”

With that, Amber and her mom joined HomeNet. Ninety-three
families in eight neighborhoods of Pittsburgh entered the study in
two waves, the first in March 1995, the second in March 1996. (The
second phase targeted those involved in community development.) A
total of 237 people participated. About 25 percent of the households
were minority, largely African-American; 60 percent of the partici-
pants were at least 19 years old. The average annual income of the
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families was $42,500, a little higher than the U.S. median but lower
than that of Internet users. (Nearly 60 percent of Internet users earn
more than $75,000 a year.) The project specifically excluded thase
who had active Net connections at work or home, making all the sub-
jects Internet “newbies.”

In the winter of 1995, Jackson and her mom went to Carnegie
Mellon for an introductory session about the project and to get their
free MacIntosh computer. The researchers explained that the comput-
ers had been set up so that data about their computer use could be
mined remotely: how often each family logged on, how long it was
online, which sites it visited, and how much e-mail was sent (but not
the content). All the families then answered a pre-test questionnaire
about their level of computer skill, social involvement, and psycholog-
ical well-being, which included such agreefdisagree questions as: “I
felt everything I did was an effort” and “I can find companionship
when [ want it.” Subjects also were asked to quantify how much time
they spent with each family member and how many times they
helped them in using the computer.

Jackson says she had no idea what, precisely, the CMU researchers
were studying. In fact, once the computer was situated in her house,
Amber ignored the fact that she and her mother were being exam-
ined. “You never thought you were a part of research because they
would mail you a questionnaire around every six months, so you
really forgot about it.” The questionnaire itself was dense. “You
would fill it out for days,” she recalls.

The findings surprised the researchers. Their initial analyses
showed that the more the test subjects went online, the more suscepti-

The CEOs of tomorrow, today: 19-year-old Jacqui Thorpy (left) and 18-year-old Michael Furdyk

w

ble they were to slight increases in their depression levels and to the
diminishment of their social circles. These conclusions flew against
expectations. The estimated $1.5 million HomeNet study had, after all,
received funding from such technology companies as Apple Computer,
Inc., Intel Corporation, and Hewlett-Packard Company. The companies
had obviously anticipated positive results.

As the Carnegie Mellon researchers prepared to publish the first
study from the HomeNet sample group, titled “Internet Paradox: A
Social Technology That Reduces Social Involvement and Psychological
Well-Being?,” they recognized that they would face resistance to their
findings. For a year before the study came out in the journal American
Psycholegist, “we had a sense about how controversial this was going to
be,” says Robert Kraut, the bearded academic who served as the head
researcher for the “Internet Paradox” paper.

He couldn’t have overestimated the response to HomeNet’s debut.
When the study was reieased, in August 1998, The New York Times ran a
front-page story about it headlined, “Sad, Lonely World Discovered in
Cyberspace.” To some. it confirmed the worst fears about the Net-
addled generation. But the criticism it drew was resounding. “It [was]
just phenomenally bad research,” says Donna L. Hoffman, an Internet
researcher at Vanderbilt University in Nashville and codirector of eLab,
an electronic<commerce research outfit there. “When the academic
community read it, they theught they [the Carnegie Mellon
researchers| had made it up.” Some found problems with the sam-
pling, contending that such general conclusions about Internet use
could not be drawn from a handpicked assembly of families in one city
without a control group. (Notably, the study was composed largely of
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most to those who already have a substantial amount of it,” writes
Kiesler. “People who are more interested and skilled in a domain are
more likely to realize what they do not know, are more likely to have the
confidence to challenge themselves and to stretch the limits of their
expertise.” Plot this expertise on a graph, and most of us linger near the
bottom—some of us know nothing, others know a little bit but not
enough to become smart about it. As technical knowledge grows,
though, it doesn’t just inch forward. It accelerates. It feeds on itself.

This finding aptly describes one of the stereotypes of the contem-
porary workplace: the lone tech wizard who visits the office cubicles,
ministering to wounded printers and crashed hard drives with a kind
of alchemical mastery. Our cluelessness is common enough, but so is
his frustration. We wonder how he knows so much, and he wonders
why we can’t learn to fix it ourselves. In the workplace, these workers
are deemed “information gatekeepers” by social scientists because
they are the ones who manage and administer technical advice inside
an organization. They are where knowledge concentrates. Typically,
these gatekeepers have more seniority, more ties outside the organiza-
tion, and more “authority and centrality than those to whom they
pass advice,” writes Kiesler. They are the interface between the work-
place and the outside world.

Kiesler had expected to see the same role reflected in the HomeNet
study: that computer know-how would aggregate in one person, proba-
bly the dad—the traditional household technician—who would have
more seniority and ties outside the family. What she found instead was
an almost precise inversion. In 31 of 58 households (54 percent) with
teenagers, the person who called the help desk the most was a teen. In
these homes, knowledge inside the family trickled upward. Those with
the least seniority claimed the most authority. And gender-wise, girls
helped their parents as much as boys did. Within intergenerational par-
adigms, boys tended to give advice to women
(38 percent of all boy-woman pairs) and men
(48 percent of all boy-man pairs) almost
equally. Girls tended to give more help to
women (49 percent of all girllwoman pairs)
than to men (17 percent of all girl-man pairs);
Kiesler sees this difference between boys and
girls as a marginal statistical variation, though
it does suggest something about the difficulty
fathers might have in receiving technical
advice from their daughters. (This research
indicates that future generations of dads will
just need to get used to it.)

Kiesler dubbed these crackerjack teen
gurus not only because they're good at dri-
ving the computer but because they became the consultant to the rest
of the family. “Teens’ technical expertise shifted intellectual author-
ity in the family,” writes Kiesler. “Gurus were admired for their abili-
ties...and sometimes they were held in awe.” She quotes one interview
with a teenage girl about her relationship with her dad:

“Sometimes if I'm not doing anything, I'm just like washing dishes or some-
thing..he can't access something, I can help him. Sometimes, [he says] 1 know
what I'm doing’ (she lifts her eyebrows, indicating skepticism). I don’t know,
maybe he gets upset that I know more about this than he does...[It] gives me
the upper hand.”

Another 41-year-old mother turned consistently to her son for
guidance:

“I haven't done [that| yet because I need Bobby [teenage son| to help me do
that...But okay, so now where were we, Bobby? Do I have to unconnect and
reconnect? What do I do?”

Amber Jackson's experience with her mom, Deborah Jackson,
reflects the same switch in expertise. Amber’s mom had had exposure

PRECISI

KIESLER HAD EXPECTED THAT
COMPUTER KNOW-HOW WOULD
AGGREGATE IN ONE PERSON,
PROBABLY THE DAD—THE
HOUSEHOLD TECHNICIAN—
WHO WOULD HAVE MORE
SECURITY AND TIES OUTSIDE
THE FAMILY. WHAT
INSTEAD WAS AN ALMOST
INVERSION.

to a computer in her job as an international operator and trainer for
AT&T. But the machine still eluded her. “I picked and I probed it and
then I would call Amber over and say, ‘Amber, can you turn this thing
on for me?"” says Deborah Jackson. “If there’s ever anything [ don’t
understand, I go to Amber for support.” Even though Amber is off at
college now, she still comes back home on weekends to help her
mother. But Deborah Jackson'’s confusion is no longer confined to the
home. At work recently, Jackson was struggling to pull up some docu-
ments in Microsoft PowerPoint and failing. “My boss’s 11-year-old
daughter just went right up to the computer and—zip, zip, zip—she
pulled them right up,” she says. “When I see young people like that,
I’'m not jealous, I'm just out of my league. You can tell it’s just a whole
different generation.”

In some ways, this authority-inversion shouldn’t seem strange—it’s
as familiar to us as the expression “whiz kid.” But what draws teens
like Amber Jackson so intensely to the computer? What exactly are
they gaining? Kiesler argues that the reason teens are online so much
is partly because they have more time for recreational computing
than adults. (On the other hand, one could argue that although the
elderly have just as much free time, they aren’t online in nearly the
same numbers.) A bigger factor, suggests Carnegie Mellon’s Robert
Kraut, is that teens are at an age when social experimentation is key,
and the impulse that keeps them glued to the phone receiver also
keeps them plugged in. They also have less fear of damaging the
machine. Teens are technologically impervious: “They’ve grown up
with computers,” Kiesler says. “so it doesn’t seem new to them. If you
look at risk-taking in teens, they are less fearful about the conse-
quences of their actions and are more exploratory.”

Surprisingly, the world these teens are finding online looks a lot
like the one they're already living in. New surveys of newsgroups con-
ducted by Katelyn McKenna, a New York
University researcher whose work focuses on
psychology, show that the majority of teens
spend the bulk of their online chat time talk-
ing with friends from school. So while they
might be risk-takers, what they’re most often
seeking on the Internet, aside from author-
ity, is the comfort of the familiar. Even their
new online relationships are surprisingly
constant. In a two-year study she conducted
at NYU from 1997 to 1999, McKenna found
that 57 percent of the online relationships
formed by teens were still intact two years
after they began, and that 34 percent of those
had become closer.

Beyond the social implications, there’s another reason teens may be
drawn to computers, one that Kiesler's own research suggests but
doesn’t articulate, the same reason Shawn Fanning found himself
hooked on code. If it's true that gaining expertise in the computer
translates into a position of authority inside a family, who better than
the most disenfranchised of its members to master it? Kiesler points out
that the emergence of the household guru both encouraged and dis-
couraged computer use and skill development by others in the family;
because of their advanced skill, the gurus started controlling the use of
the computer. They set up protocols for how the computer would be
organized, when it could be used, and even disassembled the machines.
One kid changed the error sound so that the machine burped up an
expletive whenever someone made a mistake. They made their knowl-
edge as public as possible. They flaunted it.

Teenagers become obsessed with all kinds of things. And at a time
when you're surrounded by a world of rules, curfews, and status sym-
bols, being able to trump your parents’ [CONTINUED ON PAGE 123]
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Al Gore has been preparing for the
presidency his entire career, and no one
wants to see him elected more than his
mentor and close friend of 35 years,
New Republic owner and editor in chief
Martin Peretz. By Robert Schmic

Gore and Peretz first met at Harvard,
where Gore was a student of Peretz's.
Portrait by Philip Burke

artin Peretz’s 60th birthday party was, by all accounts, an affair
befitting a man who has lived his life traveling in the worlds of poli-
tics, journalism, and academia. Last fall some 250 friends packed
into the Brooklyn Bridge Anchorage in New York City to pay tribute
to Peretz, the owner and editor in chief of The New Republic magazine, a weekly
journal of political opinion that has been a bellwether of liberal thought in
Washington for more than 85 years. Cellist Yo-Yo Ma, a close friend of Peretz’s,
performed a birthday concert. A full contingent of “Marty’s
boys”—such journalists as Michael Kinsley and Andrew
Sullivan, whose careers have been shepherded by Peretz—
attended the lavish black-tie dinner. But the biggest attrac-
tion, aside from the guest of honor, was from the world of
politics—Vice-President Al Gore, joined by his wife, Tipper,
his daughter Karenna Gore Schiff, and her baby boy, Wyatt.

Gore was no mere trophy guest, invited only to guarantee
that the party would gain instant cachet or attention in the
New York gossip calumns, although his presence did both.
Indeed, the vice-president, as Peretz proudly notes, is a close
friend. When it came time for the toasts, Gore gave a teasing,
affectionate speech, proclaiming his friendship for the man
who helped Gore sort out his feelings about the draft in
1969, was at his side the day he became a United States sena-
tor in 1985, was one of his most influential and most vocal
supporters during his unsuccessful 1988 presidential cam-
paign, and traveled to Carthage, Tennessee, last year for the
kickoff of his presidential race.

Peretz beamed as Gore recalled their days at Harvard
University and noted that Peretz was instrumental in teach-
ing a Southern boy about Jewish culture. The vice-president,
who took his first trip to Israel with Peretz, a staunch Zionist,
joked that one of their favorite songs was called “Mamas, Don’t Let Your
Ungrateful Sons Grow Up to Be Cowboys.”

The joke highlights some obvious differences between the two men: Gore is a
Southern Baptist politician and Peretz an East Coast Jewish academic. When they
first met at Harvard, 35 years ago, Gore was a freshman and Peretz the young,
dashing teacher whom everyone wanted to befriend. Today it is Gore who holds
the power and the limelight.

The adage “If you truly want a best friend in Washington, buy a dog” is partic-
ularly apt when it comes to friendships between members of the media and
politicians. Although such establishment journalists as ABC News correspon-
dent Cokie Roberts and NBC News correspondent Andrea Mitchell mingle with
politicians at cocktail parties and formal dinners as part of the
inside-the-Beltway culture, there are few true friendships between
politicians and journalists these days. The last great friendship
between a president and a journalist was struck back in the early
1960s, when President John F. Kennedy palled around with
Newsweek reporter (later Washington Post executive editor) Ben
Bradlee. Like Kennedy, Gore is a D.C. insider—a member of Congress
with a long history of interacting with the Washington press corps.
More recent presidents such as Jimmy Carter and Bill Clinton were
former governors who trumpeted their outsider status: They didn’t
have the time to build up relations with the media, nor, it could
be argued, did they care enough to try. Of course, the media’s fasci-
nation with presidents’ private lives and with presidential scandals (most sig-
nificantly Bradlee’s paper’s coverage of Watergate) has widened the chasm
between journalists and presidents.

If Gore is successful in his bid for the White House, Washington will once
again be home to a media insider with unparalleled access to the president. Not
surprisingly, people are already buzzing about what might happen to Peretz and
his magazine should Gore win. Writers at the 96,000-circulation New Republic joke
that Peretz, a polarizing figure in Middle East politics, might land an ambas-
sadorship to Israel. Others point out that Peretz—whose wife, Anne, comes from a
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wealthy family—would likely hate having his finances made
public during the confirmation proceedings. Furthermore,
he has spent much of his life almost joyously making ene-
mies of all sorts of influential people, which might come
back to haunt him. Others speculate that Peretz, a man who
loves rubbing elbows with powerful and famous people,
would be content to be an unofficial Gore adviser, reveling
in the attention likely to be given to Friends of Al—invita-
tions to state dinners, sleepovers in the Lincoln bedroom,
and maybe a secret mission to help the cause of peace in the
Middle East. Such a position would, of course, boost Peretz’s
social standing in the capital.

Peretz says that it would be “crazy” to make him ambas-
sador to Israel. In fact, any official job in a Gore administra-
tion, Peretz says, is out of the question. “Let me make it very
clear that I'm not going to be in any job at all,” he insists.
Peretz is less clear about a role as an unofficial adviser but
says that he generally doesn’t “give Al foreign-policy advice.
He knows what I think and we do discuss things when we see
each other at leisure, but [we have] not been at leisure for 16
months or so.” Even though Peretz downplays his influence
with the vice-president, his friends say he would help Gore
any way he could. “I'm sure when it comes time to staff a
Gore administration, there will be all kinds of names that
Marty will propose,” says The New Republic's literary editor,
Leon Wieseltier, “but his own name will not be one of them.”

And what might become of The New Republic, which Peretz
bought in 1974 for $250,000, under a Gore presidency?
Although the magazine is known for its iconoclasm and
sometimes blistering attacks on politicians who don’t toe
the New Republic line, it has treated Gore respectfully. Still,
say New Republic staffers, that doesn't
mean the magazine is in the tank
for Gore—even though much of
Washington assumes it is. “In this
case, the conventional wisdom is
really tiresome,” says Wieseltier.
“Marty is interested in putting out a
lively magazine; he’s not interested
in putting out an organ of a cam-
paign.” A look at the magazine’s
articles proves its Gore coverage has
been tough and fair. During the pri-
maries, The New Republic has run
numerous articles critical of the
vice-president’s sometimes mori-
bund campaign. In the past six
months, the magazine has taken
Gore to task for his various pander-
ings: to Cubans (for his position
that Elidn Gonzdlez should stay in

But there’s no denying that Gore has also been a friend of
The New Republic. While in Congress, Gore wrote articles for
the magazine, and, as vice-president, he once lunched with
the editorial staff. With Gore in the White House, Peretz
would find himself confronted with constant questions
about the magazine’s credibility. Some believe that Peretz
will use his connection with Gore in an attempt to boost the
magazine's prominence in Washington, a guess fueled in
part by a direct-mail campaign launched in June 1999 and
concocted by Peretz. The letter featured a portrait of the vice-
president crowned with laurels. “You may know whom I sup-
port: Al Gore has been a friend for more than 30 years,”
Peretz wrote in a letter to potential subscribers. “Indeed, as a
freshman at Harvard in 1965, he was one of my students, a
memorable student as it happens, because he was all at once
intellectually ambitious and deeply gifted. I knew already
then how fine a mind he had and how morally scrupulous
he was. | have never had cause to be disappointed or disen-
chanted.” Peretz offered an 8-by-10-inch copy of the accompa-
nying portrait of Gore (by Vint Lawrence, a New Republic
artist) as a gift to new subscribers. “Marty believes that The
New Republic is an indispensable magazine to people in
Washington,” explains one former staffer. “He believes it’s
even more indispensable if its owner were linked to Gore.”

As one influential Democrat puts it, the magazine is not
as relevant as it once was. The New Republic has been a voice
for right-leaning Democrats, and its articles on arms con-
trol, foreign policy, and welfare have been an integral part
of the policy debates that swirl around the White House
and the halls of Congress; a plum political association
with Gore may boost the magazine's profile. The New
Republic has also graduated a host
of well-respected journalists—
many of them friends or students
of Peretz’s from Harvard. TNR
alumni include Slate editor Michael
Kinsley, cultural critic and New York
Times Magazine contributor Andrew
Sullivan, New Yorker senior editor
Hendrik Hertzberg, kausfiles.com
founder Mickey Kaus, author
Michael Lewis, reporters Dana
Milbank and Hanna Rosin and edi-
torial writer Charles Lane of The
Washington Post, and Slate chief polit-
ical correspondent Jacob Weisberg.

But the magazine has also been
hurt by the changing news cycle and
the Internet. Web magazines such as
Slate and Salon offer similar coverage,
all of it updated daily. And then

America); to women’s groups (for New Republic editor in chief Martin Peretz (left) and Vice-President Al  there was a sequence of editorial

opposing the Clinton administra- Gore at Peretz’s house in Cambridge, Massachusetts, last year

tion's deal to get the United Nations

dues paid because of anti-abortion language in the bill); to
environmentalists (for promising them billions of dollars
for conservation). Even TNR's March endorsement of Gore
conceded his flaws, though the editorial concluded on an
undeniably positive note. “[Gore] knows how to attach
America’s prosperity to America's purpose,” it read. “His
nomination would be a credit to a party in which he—and
this magazine—still believes.”
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upheavals. Sullivan, the young Bri-
tish editor who seemed more inter-
ested in lifestyle politics than D.C. politics, was pushed out
in 1996; his successor, Michael Kelly, was axed by Peretz in
1997, reportedly for refusing to run an unsigned editorial—
written by Peretz—that downplayed Gore’s fund-raising scan-
dal. Kelly’s replacement, Lane, was squeezed out in 1999.
The constant intrigue and TNR's loss of oomph have led
some to speculate that Peretz will put the perpetual money-
losing publication on the block if Gore wins the election.
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After all, why would Peretz want to own a magazine that will
inevitably be forced to criticize the policies of his close friend
should he become president of the United States? The alterna-
tive—the magazine's loss of objectivity in deference to its
owner’s protégé in the West Wing—is no more attractive. “Al
Gore came before the magazine in Marty’s life and probably
before the magazine in Marty's passion,” says Charles Peters,
editor in chief of The Washington Monthly, another political-
opinion magazine. “He might go on, but my guess is he
would get out.”

When asked directly, Peretz says that he’s likely to keep
the magazine if Gore wins but “I might sell it if he’s not
elected,” noting that he is “speaking very casually here.”
That'’s because, Peretz says, Gore will likely introduce new
policies, including initiatives in science (a discipline in
which the two men share an interest), such as increasing
funding for research into antiviral agents and superconduc-
tors. “If he’s elected president, life becomes much more
interesting,” says Peretz. Whatever happens, it's clear that
Peretz is anxiously waiting and hoping for Gore’s election.

THE NEW REPUBLIC FIRST ENDORSED GORE for president in the
1988 election. Peretz’s glowing editorial (written in March of
that year) noted Gore’s “complexity of mind” and his “near-
legendary ability to grasp the meaning of new and adventur-
ous technologies.” But the endorsement went one step
further—it gave Gore The New Republic's stamp of approval for-
ever after: “We are for him for the long haul, through 1988
and beyond.”

In the 2000 race, Peretz has continued his emotional—
and financial-support of Gore. According to Federal Elec-
tion Commission filings, Peretz; his wife, the chairman
of a family-therapy clinic for the poor in Somerville,
Massachusetts; their daughter Evgenia, a Vanity Fair con-
tributing editor; and their son Jesse, a filmmaker, all gave
the maximum $1,000 contribution to Gore last year. Each
donated another $1,000 to Gore’s legal and accounting com-
pliance fund. Additionally, Peretz and Evgenia gave $5,000
to the political-action committee Leadership '98 in 1998.
Peretz also has been a significant fund-raiser for Gore.

And he has, in fact, offered Gore political advice in the
past. One move that sparked controversy was Gore’s 1995
firing of speechwriter Richard Marius. Marius wrote a num-
ber of speeches for Gore in the early nineties while he was a
senior lecturer at Harvard, and in 1995 Gore invited him to
join his team. After Marius had secured a leave from Harvard
and was preparing to move to Washington, Gore’s office
called and rescinded the offer. Peretz had faxed the vice-presi-
dent a few of the articles Marius had written for the Harvard
alumni magazine, including one that compared Shin Bet, the
Israeli secret police force, to the Gestapo. In his recently pub-
lished biography, Gore: A Political Life, former senior ABC News
correspondent Bob Zelnick notes that Marius had no history
of anti-Semitism and says that, “Most [of Gore’s staff] felt
Marius had been wronged and that the vice-president had
acted to keep Peretz happy rather than to protect his office.”

However, Peretz says that he was asked by two members
of the vice-president’s staff to bring Marius’s writings to
Gore’s attention. Peretz makes no apologies for doing so,
saying that the now-deceased Marius “seemed to me to have
a tick about the Jews.” Because Marius was to write for
Gore, Peretz says, his articles were salient. “Since the vice-

Some have speculated
that Peretz will put

The New Republic on the
block if Gore wins the
election. After all, why
would Peretz want to

own a magazine that will
inevitably be forced to
criticize his close friend?

president is rather sympathetic to Israel, and he has made it
very clear that he is, I thought he should [have been| made
aware of the writings,” says Peretz.

Overall, says Peretz, he doesn’t view his friendship with
Gore as “a political friendship.” They do talk about politics,
but other issues interest them more,
says Peretz, especially the intersec-
tion of science and religion. They
also talk a lot about family. “He’s a
fanatic father and I'm a fanatic
father, and I would say those are the
deepest bonds we have,” says Peretz.
The one time Gore got “pissed off” at
him, Peretz says, was when he failed
to call Gore after Peretz’s son Jesse
was involved in a car accident. The
vice-president called Peretz at Jesse’s
hospital, and—after asking about
Jesse—bawled Peretz out. “That gives
you, I think, more of a sense of the
relationship than any conversation
we might have had about Russia pol-
icy or social security,” says Peretz.

Gore's daughter Karenna Gore Schiff, to whom the vice-
president’s office referred Brill’s Content, says that the friend-
ship is based more on a mutual intellectual curiosity than it
is on politics. Peretz, says Schiff, will recommend books to
her father, often about philosophy, which the two men dis-
cuss spiritedly. “They’ll argue and debate and tease each
other, and I think they almost have more fun disagreeing
than agreeing sometimes,” she says.

Schiff also notes that Peretz has been an important
adviser to her father. “I know they do talk frequently and
that my father values his friendship and counsel,” says
Schiff. “I think there is an element of |political} counsel, but
their friendship is so deep that I wouldn’t define the rela-
tionship that way.”

GORE AND PERETZ MET IN 1965, when Gore, then a Harvard
freshman, enrolled in first-year instructor Peretz's politi-
cal seminar. Peretz was a popular campus figure, known
for his liberal politics and his un-Harvard-like long hair
and bushy beard. “There are teachers who develop coteries
and everyone wants to be part of their clique, and Marty
was definitely one of those during those years,” says
Michael Kinsley, who knew Peretz at Harvard and was edi-
tor of The New Republic from 1978 to 1981 and then again
from 1985 to 1989. Peretz, who chose about 15 students
out of the 100 who applied for his seminar, was taken with
Gore, partly because Gore was so polite, and also for his
“disciplined intelligence and ironic sense of humor.” The
course was a mixture of political theory, sociology, and
psychology, with a reading list that ranged from C. Wright
Mills to Alexis de Tocqueville.

The class consisted of freewheeling discussion, with Peretz
encouraging his students to challenge the status quo. “It was
a sixties seminar,” says Peretz simply. But Gore, Peretz says,
was one of the few students in the class who took centrist
positions. “[W]hen he was a centrist, it took courage to be a
centrist,” says Peretz. “It really took a certain defiance, a cer-
tain personal bravery not to fall in with the clichés of the
left.” Schiff says her father credits [CONTINUED ON PAGE 127
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Photographer Alan Diaz was the only journalist inside the home when
armed agents took young Elian Gonzalez. The resulting photo became
instantly famous—and raised questions about whether Diaz's scoop was
journalism or propaganda.

EI- ;
Capturing Ia“

The now-famous photo Alan Diaz took during
the INS raid on April 22. He could have—but
didn't—take other photos that would have
shown another side of the story.

“I WAS SO FAST THAT I THINK BACK AND 1 DON'T KNOW HOW I DID THAT,” says Associated Press free-
lance photographer Alan Diaz of how he positioned himself to take the picture of the year—the
picture of Elidn Gonzdlez. The one in which Elidn is in the closet, held by the “fisherman” as a
Border Patrol agent in full riot gear, assault rifle at the ready, comes to take him. The one that
made it into virtually every newspaper and onto virtually every TV station in the Western
Hemisphere. The one that launched a thousand cries of “police state.”

In Diaz’s telling of his career-making moment, he was there at 5:15 that morning because

“I knew. I had my gut feeling. I knew that it was going to go down,

that’s all.” According to Diaz, he heard a “stampede” of agents com-

ing from the back of the Gonzdlez house, and because he had a

prime position out front, he jumped a 40-inch fence and ran through

the front door and living room, found the closet where Elidn was
being hidden, and positioned himself to take the photo of a lifetime.

It all seems simple, perhaps even heroic. And in many respects it
is. Diaz, 53, is a modest, shy man who worked the story longer and
harder than the competition. And even the photographers he
scooped offer praise for the long hours he invested to get the shot.
But as with everything else about the Elidn story—the story in which
the “fisherman” who rescued Elidn turns out to be a press-hungry
house cleaner, and the second cousin who is supposed to be his
stable, surrogate mother turns out to be an emotional basket
case—there is more to the story of The Photograph than hard work
or heroics.

This is the story of a photojournalist with the kind of deep passion
for his subject that enabled him to be there and get the shot, but also
of a man whose willingness to befriend one side allowed him to
become the Miami family’s designated photographer. That position got him unique access
and, at the critical moment, an escorted entrance into the house, thereby making him a will-
ing—if self-conscious—partisan in this bitter controversy.

It's a story of photojournalism fulfilling a classic function of monitoring government con-
duct, but also of a journalist who had the only outsider’s eyewitness view of what happened
inside the house during the raid—and could have, but didn’t, use his voice and credibility as
an outsider to counter accusations about police misconduct made by the Miami relatives.

Above all, it’s an intensely human story of a man whose own haunting background as a
Cuban-American, whose ups and downs as he scraped to build a life for himself and his family in
the United States, and whose obsession with the story of the 6-year-old Cuban boy and the family
that wanted to keep him all came together to
produce a split-second moment of startling Portrait of Alan Diaz by Brian Smith
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journalism, and at the same time sparked a debate that will last for
years about how images are gathered and spun in today’s media age.

othing about this story is baggage-free. From the time when

Diaz began covering the story, on November 30, to the pre-

dawn raid on April 22, there is more than one version of how

events transpired. On Thanksgiving Day, after Elidin Gonzdlez
was found dehydrated and sunburned atop an inner tube in the
Atlantic Ocean near Fort Lauderdale, he was taken to Joe DiMaggio
Children’s Hospital in Hollywood, Florida. Already at his side were the
boy’s great-uncle and aunt, Lazdro and Angela Gonzilez, and their
daughter Marisleysis. The same day, Marisleysis received a call from
Jose Basulto, the influential founder and leader of Hermanos al
Rescate, or Brothers to the Rescue, a group of Cuban exiles who scout
for Cuban rafters by airplane. Having been tipped off by a TV reporter
that a group was stranded, Basulto began searching and returned
distressed. He found nothing. Desperate for news, he telephoned the
hospital where the survivors were reportedly taken, and a nurse put
him in touch with the Gonzilezes.

Basulto visited the family and Elidn the next day at the house, and
did so almost every day after that. And there Basulto saw Alan Diaz,
who came on the scene five days after Elidn was rescued. Basulto has
known Diaz for years. “He has flown with us many times,” Basulto says.
“He’s not only a damn good photographer but he is also a friend.” Most
notably, in 1996, Basulto invited the press to join him in a flight to
protest the Cuban government’s shooting down of two planes the pre-
vious week. Four members of Basulto’s organization were killed in the
incident. In memory of those who died, the group planned to fly the
same perilous route, which Cuban President Fidel Castro said violated
its airspace. Most photographers didn’t want to join, fearing Cuba
would retaliate, according to Hans Deryk, a former AP staff photogra-
pher who is now photo director of The Toronto Star. In a foreshadowing
of his intense involvement with Elidn, Diaz wanted a front-row seat.
“Alan wasn’t a member [of Brothers|, but Alan always wanted to sit on
the plane with them,” says Deryk. “It was his close ties to the Cuban
community. If anyone was going to do it, it was Alan.”

Born in New York City and raised by Cuban parents, Diaz remem-
bers taking photos of his grandmother with an old Kodak Brownie at
age 8 or 9. "It was on a snowy day and I'll tell you,
ever since, I couldn’t get away from cameras,” he
says. When he was 13, soon after Castro took
power in Cuba in 1959, Diaz’s parents moved
back, harboring idealistic notions of what Castro
and communism could bring to the troubled
nation. But they returned without their young
son, who did not want to go. Instead, Diaz stayed in the United States
with relatives in the Bronx. At 17, he followed his parents “because |
had to,” he says. He lived in Cuba until he was 32.

While there, the young Diaz married three times. He was always
taking photographs, some of them risqué, but kept them under-
ground because his work wasn’t sanctioned by the government. He
took a job in the one place reminiscent of the United States, the U.S.
Interests Section, a U.S. government office designed to give the country
a presence in Cuba without official recognition. Diaz worked there
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performing office duties until 1979 when, deeply disillusioned with
Castro but attached to the Cuban people, he decided to make Miami
his home. For Diaz and his wife, Martha, the move represented a com-
promise: Miami offered the people, the language, and excitement of
Cuba, but not the government.

In Miami, Diaz taught English as a second language while trying to
break into the world of photojournalism. He freelanced for various
local weeklies to help support his wife and four children, the youngest
of whom is now 18. In 1994 he walked into AP’s downtown Miami
office and got his first assignment. Diaz owned little equipment when
he started, according to AP photographer Marta Lavandier. Freelancers
must supply all their own gear, and the disks used for a high-powered
digital camera can cost as much as $500 or $600 apiece. Diaz didn't
even have a wide-angle lens, something necessary for the sports shots
that are a Miami freelancer’s meal ticket.

Diaz was known as a “go-to guy,” meaning he did not get the high-
profile assignments but could be counted on to cover local news and
sports. He often worked twice as hard as more experienced photogra-
phers, his colleagues say, but was rarely the one who captured a great
moment. In order to make money, which can be especially difficult for
a freelancer at AP (“You can’t spell ‘cheap’ without ‘AP,’” the saying
goes), Diaz would take on extra work by developing out-oftown pho-
tographers’ film at football games. “He’s a hard worker,” says Phillippe
Diederich, a freclance photographer who worked alongside Diaz dur-
ing the pope’s visit to Cuba in 1998. “[H]e is an honest, straight-up guy
and sweet....He does his job the best that he can do it, but he wouldn’t
in any way step on anybody. He’s not trying to be the most important
photographer or a Pulitzer Prize winner.” Friends are quick to describe
Diaz as willing to lend a hand, even to competitors.

Like other minority journalists, Diaz often got pigeonholed into
covering stories about the politics and people of his own community.
“He speaks Spanish and knows the community,” says Adam Yeomans,
the AP assistant bureau chief in Miami. “I don’t know if I'd call it an
expertise in that area but he’s someone we sort of rely on to help cover
that stuff.” And this was how Diaz found his niche. For years Diaz cov-
ered press conferences by The Cuban American National Foundation,
an ardently anti-Castro group with major political influence in Miami,
along with stories about other Cuban refugees. He always seemed to

“One time, the family walked out in the yard and dropped the puppy
right in front of all the cameras,” recalls a reporter for a local
TV station. "Then they said, ‘Here, Elian, go play with your puppy’
in front of the whole world.”

have a contact for Cuban-related stories, according to four of his col-
leagues. In 1998 Diaz returned to Cuba to photograph the pope. The
experience was disheartening. “I know that he was pretty over-
whelmed at his return,” says Diederich. “When he was in Cuba he was
nodding his head, ‘My God, what had it become.’...He was very happy
to leave after the pope.”

So with the Elidn story—the biggest news to hit Miami in years—the
AP again called on Diaz. Between Thanksgiving and Christmas, Elidn’s
extended family seemed to be shielding the 6-year-old who had lost his
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“Hand over the kid before

I go Waco on your ass!"
(D V3V {3 stated the word bubble

above the face of

Attorney General Janet Reno, superimposed atop
the torso of an armed SWAT-team agent. This
poster image was but one reconfiguration of Alan
Diaz's photos of the INS raid, which were quickly
seized upon by Cuban activists and Elian sympa-
thizers—not to mention pranksters—for their ripe
improvisational value.

Within minutes of the raid, locals learned that
the most well known picture was already on the
Internet—it had been posted by The Associated
Press and was available through Yahoo! and various
newspaper websites. "I turned on the radio and
heard the news,” says Pavel Lujardo, who works at
the Spanish-language Catholic magazine, IDEAL.
“They said the picture was on AP....I copied [it] toa
floppy and went to Kinko's and did a print
out....Everybody was making copies.” The Kinko's

MULTIPLE

located in Coral Gables, about a ten-minute car ride
from the Gonzélez home, quickly became the hot spot
for making posters, such as one of the Diaz photo
bordered by the words "Ashamed to be American.”
Less than two hours after the raid, protesters
brought the placard back to the house and held it up
in front of news cameras.

But the image’s afterlife didn't end there. At an
April 29 demonstration in Little Havana, attended
by more than 80,000 people, the photo ended up on
banners, buttons, flyers, and T-shirts, altered and
realtered to replace the photo's subjects with Janet
Reno, Bill Clinton, and Fidel Castro.

Internet pranksters had their way with the
photos, too. One e-mailed version shows the INS
agent in Diaz's photo proclaiming, "Drop the Chalupa,”
a spoof of a Taco Bell commercial. In another, Elidan
has been placed in the arms of Michael Jackson; the
subject line declares "Elian is finally safe.” The most
notorious caper was the Web video created hy two
Playboy.com employees, who promptly received

cease-and-desist letters from the AP for
“unauthorized defacing and display of AP pictures,”
thereby launching an Internet-wide grassroots
protest about intellectual property in cyberspace
(for more on this, see www.sixsite.com/true/). In
the video, the raid photo came to life in the form of
a well-known Budweiser commercial. "Whassup?*
hollered Elian Gonzailez, while the INS agent, Fide!,
Janet, and Marideysis responded in kind. "Whassup
B?" the trooper asks Donato Dalrymple, who held
Elidn in the real photo. "Watchin’ the game, havin' a
Bud,” came his response.

The photo's arrival into the national Zeitgeist
was signaled by its appearance in a spoof commer-
cial on Saturday Night Live. There it was, in the cen-
ter of a dinner plate printed with the words "Elian
Under Duress.” The announcer described the virtues
of "America’s Worst Moments Commemorative
Plates,” and offered the big pitch: "Bring America’s
most humiliating failures into your living room.”

JULIE SCELFO

Hend over the

kid before | go

Waco on your
ass!

A few of the ways innovators made use of Alan Diaz's photos of Elian. From left to right: T-shirts were emblazoned with a photo and the words “Federal
Child Abuse”; an image of Michael Jackson was inserted into a Diaz picture and mass e-mailed; President Bill Clinton takes the place of an INS agent on
a pin sold in Little Havana; Janet Reno's face is superimposed over that of an INS agent on a poster seen at a rally in support of keeping Elian in America.

mother at sea—no one was getting any photos of Elidn. It was a far cry
from the media power plays that later came to characterize the story.

But then something changed. Diaz began getting photos that no
one else was getting. He shot two rolls of 24 exposures, one of them a
close-up of the child’s face that ironically became Fidel Castro’s main
propaganda shot for posters and T-shirts. For the first time, Diaz had
made it big, and he didn’t mind that it was thanks to Castro. “I
thought, Wow, I got a billboard where I never in my life would have thought I
would get a billboard, especially in Havana, you know?” he says. “[It] was,
like, ‘Wow.’ I have one of those posters someone brought to me and 1
framed it. I have T-shirts that were brought from Cuba with Elidn in
front and I felt good about it.”

Diaz says his entrée to the family didn’t come from pilot activist
Basulto’s introduction, but by his own casual conversation with
Lazdro, Elidn’s great-uncle. While Lazdro was putting up Christmas
decorations in his yard, Diaz says he began chatting with him in
Spanish and simply asked if he could take some photos. Diaz says
Lazdro brought Elidn out in the yard to see the decorations. “You can
shoot him from outside the fence and don’t talk to him,” Lazdro said,
according to Diaz. Afterward the conversation moved on to topics like
sports and Cuba. “Nothing about the boy,” Diaz says.

That version contradicts Basulto’s claim that he was the match-
maker. “Al got in touch with the family through me,” Basulto says.
“And every time they needed a photo he was the one.” When asked,
Diaz confirms that Basulto urged Lazdro to let him shoot what would

become the widely published pictures of Elidn opening presents on
Christmas Day.

“I'm looking here at a photograph that he gave me of Elidn and
myself,” Basulto said wistfully in a phone interview, describing a photo
of him sitting with Elidn, who is wearing a baseball glove. “|Diaz] gave
it to me as a present. ‘Keep it as a present.” he said.”

ithin days of Elidn’s rescue, the boy’s relatives decided

that he belonged with them. They hoped to raise him in

the U.S., against the apparent wishes of Elidn’s father,

Juan Miguel Gonzdlez. who wanted the boy returned o
Cuba, and who enjoyed the support of the Clinton administration. The
Miami family’s position brought trouble with Attorney General Janet
Reno. Armanda Gutierrez, a hucksterish political consultant, advised
the family on media relations. Gutierrez orchestrated such familiar
media moments as Elidn’s trip to Walt Disney World, his appearance at
Little Havana’s annual Three Kings Parade, interviews with the family,
plus coverage of Elidn’s new puppy. “One time, the family walked out in
the yard and dropped the dog right in front of all the cameras,” recalls
a reporter for a local TV station. “Then they said, ‘Here Elidn, go play
with your puppy’ in front of the whaole world.”

The way Diaz explains it, he continued to build his relationship by
becoming a part of the scenery at these events, staking out his spot
near the house and remaining there for days on end. “(I] came back
every day, every day, every day, shooting the story, every day,” he recalls,
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Alan Diaz's now-famous
photo of the seizing of
Elian Gonzalez was
months in the making.
But there's a far simpler story behind the photo
released later that day—in which Elian is shown
happily reunited with his father.

The idea for putting out a rebuttal photo came

THE OTHER

PHOTO

tion. "He smiled, reached into his shirt pocket,”
Craig recalls, "and pulled out a disposable camera
and said he'd already taken some pictures....He had
taken some of Elian, and cne of the INS or Border
Patrol agents who had accompanied Elian had
taken some of Elian and Juan Miguel together.”

"I wanted to document that there was another
side to [the Diaz picturel,” Seidman says. "When

we saw them together it was clearly a
different picture.”

At the same time that the team helping Juan
Miguel was thinking about a counter-picture, it got
calls asking for just such a photo from both Myron
Marlin, the Justice Department's director of public
affairs, and, according to one of the people on that
team, “"someone in the White House communica-

from Ricki Seidman, a former Clinton administra-
tion staffer who now works at a Washington
communications strategy firm. Seidman says she
volunteered to help Gregory Craig, the lawyer for
Elian’s father, Juan Miguel Gonzalez, "when |
heard Al Gore criticize the administration’s policy.
Al Gore inspired me to want to help Greg and
Juan Miguel.”

According to Craig, "the picture from the raid
was a truly frightening picture....But when we
saw Elian with his father, that was a very differ-
ent image....And Ricki suggested that we try to
get a picture...So I asked the base commander
[at Andrews Air Force Base, where Elian and his
father were staying] if he could arrange for a
photographer later in the day. Then I asked Juan
Miguel if he minded if we had some pictures
taken at about 4 o'clock.” But, adds Craig, it
turns out that Juan Miguel had a quicker solu-

adding that he was there for Christmas Eve, Christmas Day, and New
Year's Day. “Everybody that was anybody...they knew Alan Diaz.” says
Donato Dalrymple, the “fisherman” who helped rescue Elidn.

Diaz says he went inside the house only four timmes. once t shoot a
visit from Gloria Estefan, although other journalists say this was more
often than any other photographer. He also accompanied the family to
a relative’s home for Noche Buena, the traditional Cuban Christmas
Eve dinner. But when the family offered him a seat at the table, Diaz
says, he didn’t feel it was appropriate. “So I just said thank vou very
much” and declined the offer, he says.

Every morning Diaz shared breakfast with P.R. flack Gutierrez
and went with him to buy Cuban coffee and pastelitos (pastries)

for the “"Camp Elian” media gang.

But that response belies the complexity of this photographer-family
relationship. Every morning Diaz shared breakfast with PR. flack
Gutierrez, accompanying him to buy Cuban cottee and pastelitos (pas-
tries) for the “Camp Elidn” media gang. “I knew Alan Diaz from having
coffee with him every morning,” says Guticrrez. Diaz often slept in a
van right next to the house.

Diaz's camaraderie with Gutierrez grew. In fact, his relationship
with the family's gatekeeper was unmatched. The family felt so com-
fortable with Diaz that one day Gutierrez approached him to ask for
help. The family had a court battle coming up and it wanied photos to
depict how well adjusted Elidn had become. Diaz came through,
though the photos were never used in the court case. Diaz says he did
itas a favor and that he had no idea that it was for court use. *Actually
I was Killing rolls that weren’t complete,” he says. “That's all it was....]
thought it was for [the family] because...there were a lot of portraits
in there, too.”

Diaz was also the only member of the press allowed to travel inside
the family's car with the boy on his way to and from school. Gutierrez
says that this was because Diaz was the pool photographer—an agree-
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Another enduring image: the father-son reunion

tions office.” (Marlin may have been on the case
when it came to the photo war, but he and his staff
fell down badly that day on another key PR. front:
No one bothered to inform the press, or even Craig,
that the raid had been carried out only after an
explicit warrant had been obtained from a magis-
trate—a gaffe that resulted in politicians who
wanted to attack the raid going on the Sunday
morning talk shows and inaccurately denouncing it
as lawlessly done without a warrant.)

Seidman took Juan Miguel's disposable cam-
era and, she says, "raced to the Ritz camera shop
on Pennsylvania Avenue, had the pictures devel-
oped, and delivered them to AP at 1 o'clock.”

Whereupon virtually every newspaper editor
and TV news producer in the world was stuck
with the decision of which photo—the terror of
the raid or the joy of the reunion—to play bigger.

STEVEN BRILL

ment reachecd between competing news organizations in which a sin-
gle photographer will cover the story on behalf of all those in the
pool. Gutierrez adds that Diaz was also chosen because the family felt
comfortable with him—something that did not go unrecognized by
fellow journalists. “I neticed from the very beginning him getting
close 1o the spokesperson,” recalls Arnaldo Irizarry, a cameraman for
WSVN. Channel 7. Fox’s local TV station. “Armando would say, ‘Come
over here and get in the car.’ Alan would be gone for 45 minutes.”

Diaz's presence in the car—and his status as a journalist—put him
in a position to weigh in on one of the most contentious, and politi-
cally loaded, journalistic issues of the Elidn saga.

WPLG, the local ABC aftiliate on channel 10, ran a
video of Elidn yelling in Spanish at a passing jet. The
station told viewers that Elidn, “his arms arised to the
sky, said ‘Yo quiero que tu me regreses pa’ Cuba,” ™ or *
want you to take me back to Cuba.” Many members of
the Cuban-American community opposed to Elidn’s removal expressed
outrage, claiming that the boy had actually said the opposite. An ensu-
ing brouhaha ircluded protesters picketing Channel 10's offices ané
shouting hostilities at its journalists.

The Miami Herald, widely criticized as being biased in favor of the
Cuban exile community in its Elidn coverage, analyzed the boy’s gram-
mar and hired an interpreter who concluded that the boy had said, *I
want that they not take me back to Cuba.” A follow-up article seem-
ingly put the issue to rest: “Boy clarifies comment: ‘I don’t want to go,”
read the headline. According to the story, in the car ride home from
school, Lazdro asked the boy, “So what is it that you said last night?”
And Fidn replied in Spanish, “I don’t want to go to Cuba.” The Herald's
clincher? Journalist Diaz was in the car. Mark Seibel, the Herald's assis-
tant managing editor in charge of metro coverage, says that at the
time, the paper considered Diaz a credible source because he is a jour-
nalist, and that his reporter got Diaz's confirmation “just by asking
him.” "Also in the car at the time were Gonzilez family spokesman
Armando Gutierrez and Associated Press photographer Alan Diaz. All
three confirmed that account,” the story reads.
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The story raised eyebrows among other photographers. Roman
Lyskowski, the Heruld’s deputy photo director, remembers being puz-
zled. He says he thought to himself, “Why was there a photographer
in the car?”

As weeks turned to months, Diaz continued to camp out in his spot
in front of the house, even when most of the media decided there was
nothing going on. But by March, Camp Elidn began to grow in num-
bers, with journalists from around the world pitching their tents.

For the family, the situation was becoming increasingly tense.
Attorney General Reno was stepping up pressure
for the family to give up the boy. On April 12
Reno came to Florida to negotiate the boy’s
return, but her deadline passed without any
resolution. The major players covering the story
recognized the family’s anguish. “You could
actually feel the tension,” says Channel 7 cameraman Irizarry.
Ninoska Perez, the spokeswoman for The Cuban American National
Foundation, remembers Diaz having empathy for the family: “I know
that I had tears in my eyes, and 1 know Al had tears in his eyes....You
want to try to be professional but it was a very moving moment.”

pril 22, the morning of the raid, Diaz had been awake for 72
hours in his “living room,” a plum spot adjacent to the
Gonzdlez’s front yard, steps away from the front door and
just outside a chain-link fence. Diaz says he had a “good feel-
ing” that something was going to happen; he cleaned his camera
lenses and put new batteries in his flash and camera. According to
Diaz, “Lazdro just leaned on the fence and he said to me ‘You know,
Alan, if something goes down tonight, could you please come in?""
Gutierrez had also brought up the subject. “We...told |Diaz and NBC
cameraman Tony Zumbado] we wanted them in the house if some-
thing happened,” says Gutierrez. “If we had time, we were going to
arrange [where they would stand|.”

Diaz says he responded, “Man, if you want me in there now, I'm in!”
But Diaz says Lazdro declined the offer, telling him to come in only if
the raid happened. Nonetheless, Diaz had a clear advantage. News
photographers generally can’t—and don’t—enter private homes unin-
vited even if they think something newsworthy is happening. Now
Diaz had the invitation that no other photographer had.

Diaz wasn’t the only one with an instinct that night. Rumors were
flying that the federal agents would make their move that Easter week-
end. On Friday, April 21, The Washington Post ran a front-page story
reporting that the government was preparing to take action. Dozens of
media personnel were watching the packed house, which was lit up
throughout the night. But the rest of the media had been exiled
behind an additional barricade across the street. They were twice as far
as Diaz from where any handover would take place.

Diaz says that at 3 a.M., and continuing for just over two hours, he
sat in his canvas camping chair, shooting the breeze with veteran
Miami Herald photographer Jon Kral, a 1997 Pulitzer Prize finalist. At
about 5:15 A.M., Diaz says, he heard rumbling, something like a stam-
pede, “like horses on grass.” “Jon, it’s going down,” Diaz said to Kral, as
he grabbed his digital camera, which had been covered with a cloth to
shade it from the morning dew. “Come on inside; come on inside,”

shouted Gutierrez, running out of the house, beckoning Diaz. Diaz
jumped the fence. “I can’t believe how well | jumped,” he says. “But I
jump and I land on my two feet.” The pool videographer, Tony
Zumbado from NBC, also had an iavitation from Gutierrez. But Diaz
says Zumbado was asleep when the raid began. (Zumbado omitted this
fact from his later accounts, in which he charged that federal agents
manhandled him, blocking him from getting his shot.) Zumbado
belatedly went over the fence, too, but tripped and fell. Diaz took a few
strides to the front door, which immediately opened for him.

Diaz did not shoot any pictures of what federal agents claim—and
a subsequent Nightline report seems to substantiate—was clear
evidence of the family’s effort to resist the federal agents.

Someone pushed Diaz toward the bedroom that Elidn shared with
his second cousin Marisleysis. “I go into the room,” Diaz says. “It’s
pitch black, and I said ‘Oh, God, I need light; I need light!"” He turned
on the light and saw no Elidn. “I said ‘Oh, God, the kid! You know, it
went through my mind that he might be gone.”

If any other photographer had run into the house, he would not
have known where to go next. But Diaz had been inside the small house
enough times that he went next to the door of Lazdro Gonzdlez’s bed-
room. Lazdro's wife, Angela, let him in. “She just looks at me like [ don’t
know now. You know, a strange look...a very sad look.” As he entered the
room he saw Donato Dalrymple, the man who rescued Elian at sea,
holding Elidn inside the closet. “[ say ‘Oh, God! You know, let me make
a picture here because I don't know if 'm going to be able to make
another one now when these guvs come in,” Diaz recalls. He shot a
photo. One. Donato turned to him and said something like “What are
they doing?” or “What are we going to do?” says Diaz.

“Donato,” Diaz remembers saying, “there’s nothing to do here.”
According to Diaz, the terrified Elidn said to him in Spanish, “What is
happening? What is happening?” Diaz says he replied, “Nothing’s hap-
pening, baby. You'll be all right.”

Diaz pulled up his camera and waited for the agents to come in.
They entered and ordered him to stay back. His finger banged away on
the shutter button. Two. Three. Four. Five. Six. Seven. Eight.

He watched as the agents took possession of Elidn. Again, Diaz was
ordered to stay back. As Diaz was leaving the house, he photographed
the hysterical family. Nine. Ten. Eleven. Twelve. His final shots, taken
outside, were of Ramon Saul Sanchez, the leader of the anti-Castro
Democracy Movement, injured by an INS agent. Thirteen. Fourteen. He
did not, however, shoot any pictures of what federal agents claim—and
a subsequent Nightline report seems to substantiate—was clear evidence
of the family’s effort to resist the federal agents: a couch that had been
pulled out of place in the living room to block the front door after
Diaz had been allowed to enter. Diaz told this magazine that he was
“so drained....I was sad, maybe confused, you know. I didn’t want to
work anymore.” But his camera and his exclusive view of the inside of
the house could have put an end to the family’s subsequent claim that
they had offered no resistance.

In front of the house, Diaz noticed Elidn’s 5-year-old cousin crying
because of the tear gas in his eves. “I told [CONTINUED ON PAGE 126]
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William Randolph Hearst was America’s original media mogul,
a press baron whose guts and temperament would no doubt have

thrived in the New Economy. By Richard Schickel

) N
Chief

n 1950—William Randolph Hearst’s

eighty-seventh and last year on

earth, and my last year in high

school—I was 17 and the humblest
Hearstling of them all, a copyboy at the
Milwaukee Sentinel. For someone with jour-
nalistic ambitions, it was a great, and even
romantic, summer job—odd hours, cynical newsmen, the presses in
the basement shaking the building when they started their run.

The Sentinel, we can see from David Nasaw’s new biography, The Chief,
was an entirely typical Hearst paper of the early fifties—raffish and
scrawny—and a distant second in a market dominated by the proud,
slightly stuffy Milwaukee Journal, which then routinely made everyone’s
lists of America’s ten best newspapers. The Sentinel suffered, as all the
papers in the diminished Hearst chain did, from excessive centraliza-
tion. Its pages were filled with syndicated features—Walter Winchell,
Louella Parsons—and, of course, its lunatic right-wing political colum-
nists: Westbrook Pegler, Victor Riesel, George Sokolsky. All this material
was serviced by such Hearst subsidiaries as King Feature Service,
International News Service, and the Hearst wire, which supplied editori-
als and special material advancing whatever the Chief’s current agenda
was (mostly virulent anti-communism at this particular time).

The papers had to pay for this stuff, which left their local newsrooms
impoverished, unable to compete with the likes of the journal, which to
Milwaukee’s complete contentment covered sewer bond issues and the
bowling leagues with wellstaffed and demonic thoroughness. The
Sulzberger family, who owned The New York Times, sent their scion to it as
an apprentice, but in some respects I preferred the Sentinel. Parsons and
Winchell hinted at a more glamorous life than the Journal permitted us
to imagine—nightclubs, celebrity high jinks—and I wanted to be with
them in paradise. Sewer bonds have never much interested me.

Hearst's frequent journeys to Europe mixed business, pleasure, and
often politics. At left, Hearst on the Lido, Venice, in the late 1920s.

Hearst himself had a certain dark
glamour, too. The proprietor of what
must be termed the world’s first
multinational, multimedia commu-
nications empire, he was famous for
his spectacularly incompetent eco-
nomic ways (he had lost almost every-
thing in the Depression) and for the
equally zany political course he had
followed (from Bryan populism to
McCarthyite reaction). By this time,
most people paid scant heed to his
rantings, but they gossiped endlessly
about the legendary excesses of his
art collection, which had played no
small role in bringing him to the edge
of bankruptcy, and his famous liaison
with his “great and good friend,” Marion Davies, the actress. And
everyone knew he was the model for Citizen Kane, the celebrated movie
that, largely through the publisher’s efforts, most of us had never
seen. The erroneous notion that Hearst had almost single-handedly
instigated the Spanish-American War was planted in my mind, and [
instructed myself to be appalled by this transgression against good
journalistic practice.

It is the great virtue of Nasaw’s superbly calm and nicely balanced
book that he makes you think twice about all these matters—and many
more. It is not that he is easy on Hearst’s flaws, but he does show that

The main house, San Simeon
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Long before Disney,
AOL-Time Warner, and
Rupert Murdoch, Hearst
had seen the strength
that resided in owning
as many ways of talking
to the people—and
selling them things

—as possible.

they were heroically scaled, and
often as not predicted things to
come—Dboth in journalism and in
our political lives.

By 1950, Nasaw tells us, Hearst
was operating out of a bedroom
in Davies’s Beverly Hills home,
having left San Simeon, his fabu-
lous “ranch” (only since it has become a tourist attraction do people
refer to it as a “castle”) in tears. He was frail, sickly, losing it. | sensed
this one day that summer.

Mostly we copyboys hung out in the Sentinel’s wire room, which, far
more than the city desk, was the paper’s nerve center. The bell on the
Hearst wire pinged, signaling that something from the Chief was
heading our way. These missives always began “Chief Suggests” and
this one was a lulu: The Korean War had begun that summer and the
old boy was proposing that a circle containing a picture of General
Douglas MacArthur and an American flag run in the upper-right-hand
corner of all his papers’ logos whenever an American victory was won.
The legend “God Bless Gen. MacArthur” was to appear beneath it.

[ remember being simultaneously appalled and amused as I ripped
this instruction from the Teletype and hustled off with it to the man-
aging editor’s office. | knew of MacArthur’s dangerous, yet faintly risi-
ble, egotism, knew he was Hearst's hopelessly out-of-it choice for the
presidency, but mostly I was thinking what a laughable way of pro-
moting the general that circle was. It was so redolent of turn-of-the-
century newspapering, so Spanish-American War-ish.

Yet I also felt there was something innocent, even rather sweet, in the
Chief’s "suggestion,” something that bespoke Hearst’s ignorance of the
art of public persuasion as it was
developing at mid-century, and I
felt a twinge of sadness for him.

n this I would have been
virtually alone among
thoughtful, liberal-minded
people of that time. By then
that group’s opinion of Hearst
had coalesced into a hard knot of
contempt. Thanks in part to his
isolationism (which included a
much-too-belated understanding
of the danger of Nazism), in part
to his slow-growing but ulti-
mately implacable hatred of
Roosevelt and the New Deal, in
part to his unconsidered anti-
untonism and anti-leftism, in part
to the grandiosity of his own
lifestyle—which blithely ignored
the mewlings of middle-class
morality—he had become something of a laughingstock. His publishing
empire, battered and shrunken by the Depression, still commanded
millions upon millions of readers. But, it was generally agreed, they
were not at all the right sort; lumpen proletarian and petite bour-
geoisie, they could safely be ignored while the better classes navigated

Swimming at the “ranch,” 1925.
Hearst sits at right, behind
Ofympian Gertrude Ederle.
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the ship of state.

McCarthyism would at least
briefly give the lie to this view.
These folks could still be stirred
up, still be a political factor. But
that is somewhat beside my
immediate point, which is that
for all his eccentricities, all the
huge effort he expended on mar-
ginal crusades—anti-vivisection,
“smutty” books, plays, and
movies—Hearst was onc of the
great visionaries of twentieth-
century American life. He had
invented what we now call the
op-ed page (for which, in his
case, everyone from Hitler to
Huxley wrote), which was a
small, mostly good thing, and he
had invented the modern multi-
media corporation, which is a
large, ambiguous thing.

In his early days, as H. L
Mencken put it, Hearst “shook up
old bones, and gave the blush of
life to pale cheeks” with the bold
design and typography of his jour-
nalism and with the snappy writ-
ing for which he paid far above
the prevailing scale. In the course
of this activity, Mencken went on,
he “not only vastly augmented the
enterprise of the whole American
press; he also forced into it some
understanding of the rights and
aspirations of the common
man..[and] broke down the old American respect for mere money.”

In his book, nearby that telling quote, Nasaw totes up some of the
many issues on which Hearst, who in those early days was a Brvan
Democrat, stood to the right: antitrust, municipal regulation of utili-
ties (if not outright ownership), direct election of senators, a federal
income tax, school and prison reform, establishment of the Federal
Reserve Board.

There is more. He opposed American intervention in World War I,
and, well before Roosevelt embraced the idea, proposed a multibil-
lion-dollar public works program to ameliorate the Depression. He
even advocated diplomatic recognition of the Soviet Union when few

public figures did. And, all his life, he predicted that Japanese expan- &

sionism would eventually lead to war—though this position was g
tainted by the “yellow menace” prejudice endemic to his generation
of Californians. It may even be that his ranting anti-communism =
derived from this racism, for he eventually conceived the notion that ¢
Russia was “basically Asiatic in thought and temperament.” 2

These views did not, at the time, debar him from mainstream pop- f

ulism, which always bore a racist strain, and his political ambitions =

(he was briefly a congressman, ran for governor and mayor in New ?




York. dreamed of the presidency) were not entirely implausible.
Indeed, it is possible that he was fraudulently denied his mayoralty,
and it is difficult to understand why he did not do betler. generally, in
electoral politics.

One can’t help thinking—although Nasaw doesn’t quite risk this
generalization—that Hearst's growing media power aiienated his nat-
ural constituency. He was not shy about using his papers to advance
his ambitions, and it may be that Mencken’s “mob” feared the concen-
tration of political and media power that Hearst clearly represented.
Not to mention, alas, the flakiness he never bathered to hide.

et's talk about power first. long before Disney, AOL-Time
Warner, and Rupert Murdoch, Hearst had seen the strength
that resided in owning as many ways of talking to the people—
and selling them things—as possible. In addition to his publica-
tions and the variety of wire and syndication services, he owned a
newsreel company and a movie production company and spent much
of the 1930s haranguing his executives about the persuasiveness of
radio, which they were slow to understand but he forced them into. He
missed our on television and, of course, the Interne(, but you may be

W. R. Hearst's “"ranch” at San Simeon, California. It remains unfinished.

sure he would have been passionately committed to both. And today’s
Hearst Corporation, with $5 billion in revenue, one of the nation’s
largest privately held companies. is a major player in those fields.

The other thing about Hearst that ought to commend him to mod-
ern-day America, gaga as it is about enirepreneurial daring in the new
media, is his total disregard of debt. His father may have given him his
first newspaper. The Sari Francisco Examiner (whose purchase of its com-
petitor since Hearst's youth, the Chronicle, is pending). but thereafter
e bought almost everything on credir loosely secured by his family’s
mining fortune.

And like his modern counterparts, he never gave a hoot about profits,
whether immediate or, seemingly, at any foreseeable moment. He never
mel a budget he couldn’t exceed, and Nasaw recounts nc grand
Hearstian statements about the tuture he was building tor his corpora-
tion or his somewhat feckless tamily. He simply loved to acquire things—
the analogy in his private life is to his demented art collecting—and he
loved to build things that were impossible to complete (San Simeon
remains unfinished to this day]. If he thought about ends at all, he
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THE CHIEF: THE

LIFE OF WILLIAM

RANDOLPH HEARST

By David Nasaw

Although the coming of the tabloids in the middle
1920s made Hearstian yellow journalism look
more respectable in hindsight, it had not done
Hearst's bottom line much good. As Time maga-
zine had reported on August 15, 1927, the [New
York] American was “weakening. The terrible
tabloids have out-Hearsted Hearst and the morn-
ing New York field in screams and scandals is
dominated by the Daily News.”

Fully aware that the tabloids were eating into
his circulation in New York City and might, in the
near future, do so in other cities, Hearst cautioned
his editors to condense their news stories: "The
average man in the street wants to read all the
news of importance..presented to him briefly as
well as brightly. There are so many things to
occupy the time of every man, woman and child in
America these days that no one ever has a great
deal of time to give to any particular matter.” Still,
while he wanted shorter news stories, he was not
willing to follow the example of the tabloids and
substitute photographs for text. "Pictures that do
not have news value,” he warned his newspaper
executives, "do more harm than good.... The mass of
pictures in a newspaper should have definite news
value or else they should not be in the newspaper.”
He was also uncomfortable with the tabloids' pen-
chant for attacking celebrities every bit as
viciously, if not more so, than politicians. "Please,
Phil,” he telegrammed Phil Payne, his editor at the
New York Mirror, after a particularly scurrilous
attack on Gloria Swanson, "be more kindly to peo-
ple and try [to] make friends of them. Nearly
everybody I know is weeping on my shoulder
because of [the] way Mirror roasts them. Can you
not get some good natured reporters on staff?”

This is not to say that there wasn't a steady
decline in the quality of the Hearst papers, espe-
cially the evening editions and the New York Mirror.
The international and national coverage was no
longer as well-written or as complete, the front
pages were no longer laid out as cleanly as they
had been, there were too many thick, bold head-
lines, and on the inside pages ads usurped space
that should have been devoted to news items.
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Hearst presides over a San Simeon dinner.

The Hearst papers had always specialized in
crime stories, the more heincus and bloody the
better, but while earlier these stories had also
called attention to the role of political maifea-
sance and police incompetence in fostering crimi-
nality and derailing justice, that subtext had
largely disappeared. If Hearst had earlier built a
readership and political constituency among his
working-class and ethnic voters by presenting
himself as their ally in the battle for a safer, more
livabte city, he now attempted to hold on to that
constituency by practicing a sort of identity pali-
tics. Gone were the crusades against the trusts
and the bosses, against corrupt machine politi-
cians and judges. In their place were rather bla-
tant attempts to appeal to ethnic groups by hiring
their “heroes” to write columns.

As part of his never-ending and never success-
ful attempt to compete with the Daily News, Phil
Payne at the Mirror asked for Hearst's permission
to commission the world’s most famous Italian,
Benito Mussolini, to write a regular celumn.
“Believe a Mussolini signed editorial exclusively in
the Mirror would mean hundred thousand extra
daily circulation for us in New Yark,” Payne
telegrammed the Chief in February of 1927
“Mussolini is constantly seeking to influence
American public opinion. That is why I think he
will do the job for nothing. What do you think

about it?” Hearst replied that he thought the
Mussolini idea was great. Unfortunately, Mussolini
had already signed an agreement with the United
Press syndicate, which was at the time Hearst's
major competitor, to write "opinion pieces.” To get
[1 Duce’s articles, Hearst had to buy them fram the
Unifed Press, which he reluctantly agreed to do.
Payne had more luck with his “Jewish” colum-
nist. In February of 1927, he wrote Hearst at San
Simeaon that he had been able to sign on Rabhi
Stephen S. Wise to do a column for the Mirror.
Hearst was delighted. As he had earlier advised Lee
Ettelson, the editor of the American, his other New
York morning paper, it was “"very important to have
the support of the Jewish people in New York.” The
New York Times, he feared, was doing a much bet-
ter job "looking out for the interests of the Jews—
possibly because Mr. Ochs is a Jew; but although
we are not, it is the policy of the New York
American to deplcre any race prejudice and to pro-
mote good feeling among all creeds and classes and
protect the interests of every worthy cause.”
Instead of attempting to represent the people
in their fight against the bosses and the trusts hy
seeking injunctions or organizing demonstrations,
the Hearst press in the 1920s had begun to rely on
“stunts” and contests to attract new readers and
hold on to old ones. The Mirror outdid itself,
month after month, in this regard. In the fall of
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apparently imagined that somehow, some-
time, things would come out all right, and
damned if they haven't.

1927, Phil Payne engineered his most spectacu-
lar—and last—circulation stunt for Hearst.
Caught up in Lindbergh fever with the rest of the
nation, Hearst had offered to sponsor an entry of
his own in a contest to fly the Atlantic, nonstop, to
Rome. When Phil Payne announced that he was
joining the crew of "0ld Glory,” the Hearst plane, in
its trans-Atlantic flight, the Chief argued against
it. To prove to Hearst that "Old Glory” was flight-
worthy, Payne took [Hearst's wife] Millicent up for
a ride from the Old Westbury, Long Island field
that Lindbergh had used. Millicent immediately
telegrammed Hearst her enthusiastic endorse-
ment: "I know the boys will make Rome in Old
Glory. Think this is a most wonderful ship.”

Hearst remained opposed to the plan and just
days before departure telegrammed Payne that he
would back the flight "only if the Government
[assumed] authority and responsibility.” Receiving
no answer from Payne and fearing the worst,
Hearst sent another telegram, this time to Mitchell
Shiber, an editor at the New York American. "Rush
Extra. Get this message by telephone to Phil Payne
wherever he is immediately and confirm by
telegram, quote, ‘Do not let Old Glory hop off
except under Government sanction per telephone
message to Coblentz last night, unquote.”

It was already too late. "Old Glory" had taken
off as scheduled and crashed in the Atlantic with
no survivors. Hearst, deeply embarrassed and
ashamed that the life of his editor had been lost in
so obvious a circulation stunt, published his corre-
spondence with Payne in the American.

ut simply, Hearst was a media
baron, but he was not a robber
baron. He was a fierce competitor,
but had no desire to crush or
humiliate his rivals, the way so many
Internet titans do today. He could be snap-
pish with his underlings, but he could
never bear to fire them. Some of the trou-
b:es he endured in the 1930s and 1940s,
when he lost financial control of his
empire, stemmed from his kindly inability
to cut deadwood. There were also, of course,
unkindnesses—notably his hatred of
Hearst campaigns for mayor of New York, 1909. Roosevelt and his works—which went over
badly with his readers. Hearst saw the code
of the National Recovery Administration, as applied to newspapers, as
an infringement on press freedom; he hated the New Deal’s encourage-
ment of unionization (particularly in his newsrooms), and, naturally, he
harted the income tax, which became confiscatory in his bracket.
Hearst's isolationism, which was always selective (he advocated mus-
cular Americanism in Asia and the Americas) but was distinctly
Anglophobic and peculiarly blind to fascism (whose evils he discounted
because he saw it as an anti-communist bulwark), also cost him readers,
especially among Jews. who had supported his domestic populism.
It was during this period that the anti-Hearst campaign reached
full, and slightly hysterical. cry. Introducing Ferdinand Lundberg’s
Imperial Hearst (published in 1936), Charles Beard wrote, “Even school
boys and girls by the thousands now scorn his aged image and
cankered heart.” Five years later, that “image” was forever sealed by
Citizen Kane.
:J Orson Welles'’s movie is a classic, but as biography it is bunk. Begin
; with Orson Welles’s Hearst impersonation: His Charles Foster Kane is
% too ebullient in the early going, too embittered and isolated in the
end. Hearst was, in fact, a large (more than 6 feet 2 inches). socially
awkward, exceedirgly shy galoot with a piping voice. hard to know
and incapable of intimacy. His seeming frostiness often scared people
on first meeting. It is only in his correspondence, which Nasaw quotes
extensively and effectively, that a different sort of man emerges. Like a
lot of peaple who are inarticulate face to face, Hearst was a terrific
writer—forceful, direct, and often humorous, even at his own expense.
Hearst surely had his problems with his parents, but they were not
Kane's problems. His father. for instance, was not a drunken failure.
George Hearst was a drunken, barely literate success, whose good opin-
ion, Nasaw makes clear, Wili (later W.R.) spent his early decades vainly
seeking. Nor did Hearst's mother, Phoebe, coldly reject him in Agnes
Moorehead fashion. Rather the opposite. She made him into a mama’s
boy. After George's death Phoebe controlled his mining fortune and
forced he: son to wheedle the money he needed for expansion out of
her. Occasionally grudgingly, often anxiously, but always, in the end,

From The Chief: The Life of William Randolph Hearst. handsomely, she obliged him. He may have been a buccaneer, but he

Copyright © 2000 by David Nasaw. Reprinted by permission was long tied up in apron strings
of Houghton Mifflin Company. All rights reserved. g P P : gs-

Hearst (second from left) with his sons, 1934

The Kane myth encompasses two other [CONTINUED ON PAGE 122
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BACK

he tax audit of our Russian media company began in typical
fashion: Six beefy men wearing black ski masks and carrying

I 0 I H E I AK-47s stormed into the publisher’s office. They detained

employees, rifled through filing cabinets, and demanded that

safes be opened. They were after the payroll-$250,000, a sum
collected in cash because the ruble, the government, and the national
banking system had just collapsed. “These were officers with nothing
to do with our tax district,” recounts Derk Sauer, my boss, a Dutch
W 4 B E 3 journalist-turned-Russian media mogul. “They came from the other

side of Moscow.”

Our company’s flagship is The Moscow Times, an English-language
daily newspaper, which I edit. The newsroom is located at 24 Truth
Street—Russia’s answer to Fleet Street—in office space that once
belonged to Pravda, which was the former Soviet Union’s leading
newspaper. Today, what had been the Pravda editor’s office is occupied
by me, a 31-yearold carpetbagger from North Carolina, and the
newsroom is filled with grungy blue office carpet, brand-new iMacs,

The journalists who aren't stooges for the ruling and about 30 journalists—Russians, Americans, and Europeans.

elite live in fear that the power of the state will

When news reached us on Truth Street that a band of masked men
had seized our business office and publisher, some of us exchanged

come crashing down on them at any moment. worried looks. At my secretary’s quiet insistence, I emptied the wall
Democracy may be taking hold in Russia, but when safe, where we kept a negligible amount of petty cash. Then I called

it comes to the notion of a free press, it feels like

the bad old days. By Matt Bivens

Right: Vladimir Putin, the former

KG

B officer who was elected

president of Russia in March
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my boss, a man who runs one of the biggest publishing houses in
Russia, Independent Media, which puts out, among other things,
Russian-language editions of Cosmopolitan, Playboy, and Good
Housekeeping. His frightened secretary could not put me through and
said neither she nor anyone else had been allowed to leave for hours. I
passed the news on to the reporters, who nodded in concern, then
calmly went about their business. There was no panic. Tax raids happen, especially to media.

That was fall 1998. A year later, a second war in Chechnya was at its peak; the Kremlin was
revving up a political-propaganda machine to ensure that Vladimir Putin, Boris Yeltsin’s
handpicked successor, would become Russia’s next president. Our colleagues in the Russian
media were howling about politically motivated tax audits. And suddenly the tax men
returned with a vengeance. If they were content before to storm in and storm out with cash (in
the end, they took $40,000), this time they demanded a sum with the
potential to cripple our company: $9 million. They had reached that
R U S S I A figure by insisting that anything that could be bought or sold—the

book, say, in a book review or the dresses in a fashion-show photo
A N D T H E shoot—was advertising, and was to be taxed as such.
In the late 1980s, when, after decades, Soviet leader Mikhail
M E D l A Gorbachev’s glasnost made it possible for Soviet citizens to speak their

minds, the populist Yeltsin caught the national mood of dissatisfaction
with the shortcomings of Soviet life. And when some Communist Party
members who were opposed to Gorbachev’s liberal ideas tried to seize
power—calling out tanks in August 1991 and arresting Gorbachev—it was Yeltsin who saw that
they did not have the nerve to finish that fight and stood atop one of those tanks to say so. The
coup crumbled and with it the Soviet Union. Gorbachev ceded the Kremlin to Yeltsin.

But Yeltsin did not live up to his original promises as a reformer and a democrat.
Corruption flourished and civil liberties quietly eroded on his nine-year watch. Yeltsin himself
sank so low in the public’s estimation that to leave office voluntarily, he needed a formal
immunity deal for himself and “the Family,” as Russians derisively refer to Yeltsin’s inner circle
of cronies and actual relatives. He got that deal from Vladimir Putin, a 47-year-old former KGB
officer who has little use for a free press.

Putin and his ministers, of course, say otherwise. The Kremlin offers a steady diet of
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statements insisting that Putin has no intention
of undermining the Russian constitution’s free
speech guarantees. “The president is firmly
convinced that freedom of speech and freedom of
the media are immutable values. A free press
must exist as an important guarantee of democratic
development,” said the Kremlin press service in a statement when
approached about this article.

But actions speak louder than words. Putin’s machine-gun-
toting tax police—in their trademark black ski masks and
camouflage outfits—have descended in force upon the free media,
in a country where full compliance with the tax laws often means
surrendering more than 100 percent of profits.

That these raids are legally dubious and politically motivated
was spectacularly displayed on May 11, just days after Putin’s
inauguration: Dozens of armed men in masks stormed the
headquarters of NTV, the only television station in Russia with
national pretensions that is not owned by the state. The first wave
of commandos identified themselves as tax police; later in the day
they removed the “tax police” signs from their backs, and
suddenly the raid was characterized as part of a criminal
investigation. Among those who did not buy either story was
Gorbachev, who has agreed to head a public committee to defend
NTV. “Non-tate media, free from arbitrary bureaucratic
interference, are among the necessary and essential guarantees of
democracy,” he said at the time. Meanwhile, the spin on Putin-
allied television stations is that NTV is run by Israeli spies.

The NTV raid is not an isolated event. Thuggish state-
sponsored attacks on journalists have become commonplace ever
since Putin came to power. His federal agents parked one
journalist, Andrei Babitsky, in a concentration camp before
selling him to kidnappers. They sought to frame the son of
another journalist as a purse snatcher. They dragged a third
journalist, Alexander Khinshtein, out of his bed and tried to take
him to a psychiatric ward in another city, claiming he had not
properly filled out his 1997 driver’s license application.

Putin has also said that “spies” have infiltrated the envi-
ronmental movement. In one case that has been under Putin's
direct control for more than a year, an environmental journalist
named Alexander Nikitin was charged
with treason, on the grounds that he had
violated secret decrees by documenting
government negligence with nuclear
waste. The decrees were so secret that
Nikitin’s own defense team was initially
not allowed to see them—so secret that
prosecutors themselves conceded they had
not read or seen the decrees their charges
were based upon.

Putin’s aggressive new press minister
has unplugged a television station and
forbidden news media from publishing
interviews that directly quote Chechens—
including the elected Chechen president,
who accuses Yeltsin's inner circle of
organizing the war to elect Putin in the
resulting chaos. Putin’s allies in Parliament
have blocked an investigation into this accusation, and Putin has
said he sees it as “immoral” even to entertain such ideas. At the
same time, Putin sees nothing immoral in the Family’s control
over the Kremlin's Channel 1, the only television station that can
be seen in every Russian home—a monopoly of the airwaves
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inherited from Soviet days. Channel 1, under Putin, has been using
its airwaves to whip up war rage and to smear Putin’s rivals as gays
and Jews.

Some are openly talking of fascism and police states. “Under
Putin, a new stage in the introduction of modernized Stalinism
has begun,” said Yelena Bonner, 77, the human-rights activist and
widow of Nobel Prize-winning dissident Andrei Sakharov, in an
open letter distributed to the media in March. “Almost all of the
newspapers and television companies are under the control of
[the Family and other corrupt power-brokers|, which ensures a
censor-like guidance of the mass media in the interest of those
authorities.” Others, however—including the U.S. government
and many Western leaders—are praising the young, energetic,
economically liberal new Putin government.

For a fresh view, | visited Oleg Panfilov, a well-known free press
activist. The Panfilov family has lived one of those irony-rich
existences so commonplace here: In the 1930s, the Panfilovs were
declared “enemies of the people,” and Panfilov’s father, then just
14, was sent to a prison camp in Soviet Tajikistan, near the border
with Afghanistan. After prison, he stayed in Tajikistan, married,
and fathered Oleg. In 1992, Oleg, by then a journalist, was
declared an enemy of the people by a new Kremlin-installed
regime in what was by then an independent Tajikistan—and
sought asylum in Moscow. “I did not bother getting Russian
citizenship, although I'm Russian. I feel it’s better to be a citizen
of my banana republic than a citizen of the country that...forced
me to flee my homeland,” he said.

Panfilov, now 43, used to be the Moscow representative of the
New York-based Committee to Protect Journalists, a nonprofit
organization dedicated to promoting the safety of journalists
around the world. Now he’s starting a project at the Russian

_ Union of Journalists to teach first aid, ethics, and common sense

to Russia's war correspondents. His new office needs a rug, a
couch, maybe a table, and someplace to put the stacks of books
and documents arranged on the floor. As he poured me a cup of
tea, | asked him about the Union of Journalists’ national study of
media freedoms, published in October 1999, which concluded:
“There is no freedom of speech in Russia.”

Panfilov cited statistics that indicate “about 80 percent of all
printing presses in Russia..and about 90
percent of all [TV and radio transmit-
ters arej.state-owned”—and as such
are weapons for silencing dissent in
the hands of the nation’s notorious
regional governors.

Though Russia is not a dictatorship, a
visit to the provinces reveals a federation
of minidictatorships. The nation’s 89
regions are ruled by men with sweeping,
autocratic powers. Some are little better
than organized-crime bosses, capable of
putting out a contract on a journalist;
others are more subtle in orchestrating
favorable coverage and retaliating against
the unfavorable.

“The usual mechanism—and there have
been very many such cases—works like
this,” Panfilov said. “An independent newspaper in one of the
provinces publishes an article critical of the work of the governor.
The governor picks up the telephone and calls the director of the
printing press—because the printing press is subordinate to the
governor. And he says, ‘'This newspaper must be punished.” The
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director of the printing press already knows
what to do. He picks up the telephone and
calls the editor of that independent
newspaper and says: ‘You know, tomorrow
our electricity rates are going up, the price of
newsprint is going up, the price of ink—so the
cost of our printing services is going to rise
three- or fourfold.” And that’s it. That’s the
end of our independent newspaper.”

When national media weigh in with
hostile or uncomfortable reporting, they are
often simply not distributed locally. And in
one recent case, a national newspaper was
even rewritten locally: On April 14, lzvestia
published a withering article about the
governor of Saratov, a region along the Volga
River valley. This governor, Izvestia reported,
never keeps his promises, and to get re-elected
in March he struck opponents off the ballot
and falsified the vote count. In Saratov,
however, locally printed editions reported
that the governor “sometimes” keeps his
promises; as to rigging the vote, they simply
noted that the elections, “in the opinion of
[the governor’s| main challengers, allegedly
passed with legal violations.”

Russia’s provinces have long been the
grim setting for horror stories. In the
westernmost region, journalists critical of
the governor, Leonid Gorbenko, have been
beaten nearly to death, and their offices have

Top: “Tax police” raid NTV
headquarters in Moscow on

May 11. Artyom Borovik
(below), who was killed when
his plane crashed in March,
was investigating the Kremlin's
role in four apartment
bombings in September. Boris
Berezovsky (right), a media
mogul, is a leading member of
the Kremlin's inner circle.

been firebombed. Gorbenko is known for
throwing microphones and temper tantrums
during interviews with visiting television
stations. And so it goes all across Russia to
the Pacific Ocean port of Vladivostok, where
one radio journalist has recounted how
kidnappers tied his wrists behind his back,
beat him, and burned him with cigarettes.
His tormentors have been linked by federal
investigators to the region’s deputy governor.

Governors have other weapons, too.
Lawsuits, for example. Article 151 of the
Russian Civil Code allows an aggrieved party
to sue for damages to a citizen’s honor and
dignity, and does not specify that truth is a
defense for journalists. In 1997, as the editor
of The St. Petersburg Times, a sister paper to The Moscow Times. I had
the pleasure of learning firsthand the implications of this tool.
An American-Russian joint venture to set up a Subway sandwich
shop had fallen apart in acrimony; ultimately a Russian court
ruled against the Russian partner, Vadim Bordyug, ordering him
to pay $1.2 million to the Americans. When we reported this,
Bordyug sued us for honor and dignity damages. He argued it was
bad for his reputation to have testimony from his loss ir. court
reported to the wider public—which, of course, it was. The case
has stalled, and has not been ruled upon.

Honor and dignity cases have become a cottage industry. The
Glasnost Defense Foundation, a Russian version of the Committee
to Protect Journalists, reports that judges are willing to hear such
cases 97 percent of the time and rule against the media
70 percent of the time.

Then there are the federal subsidies for loyal media, handed
out by governors and the Kremlin. There are also several
thousand state-funded journalism prizes—such as the cash prize
the governor of Nizhniy Novgorod offered in 1996 for the best
coverage of his re-election campaign.

While Western governments and media have applauded and
encouraged the privatization of such Soviet-era state assets as the
oil companies, none has said a word about privatizing the
printing presses or about the practice of government officials
using taxpayer cash to set up their own pet media. Moscow mayor
Yury Luzhkov, for example, has his own national television
station now: Center TV, funded by the city budget and loyal to the
end to Luzhkov alone. Petersburg Televisior, its finances sucked
dry by corruption, is now officially run by a deputy St. Petersburg
mayor. The Russian Central Bank had also used state funds to
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found its own national newspaper, Vremya MN.
The paper doesn’t offer many Central Bank
corruption stories—but nowhere will you read
warmer coverage of former International
Monetary Fund (IMF) managing director Michel
Camdessus, who kept sending those billion-dollar loans even
though the Russian Central Bank admits it has for years been
parking the nation’s hard currency reserves in a British Channel
Islands-based shell company called FIMACO that has no
employees or premises.
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our years ago, | was on the Russian presidential campaign

trail following Boris Yeltsin’s Communist challenger.

Gennady Zyuganov. It was a cheerless press corps:

Zyuganov rarely made for good theater, and even when he
did, reporters could expect their stories to be killed or rewritten
as part of a national disinformation campaign organized by the
Kremlin. One colleague at the Russian wire service told me her
reports about Zyuganov’s daily doings were not just spiked but
were returned to her as printouts, with a rubberstamped message
across the top: “Contradicts the Informational Policy.”

On one afternoon in May 1996, [ watched Zyuganov work a
crowd of appreciative students and faculty at a vocational
school in the Ural Mountains, Russia's answer to the American
Midwest. He told them he had obtained a four-point blueprint of
a covert operation to destroy the Soviet Union that had been
waged—successfully, it seems—by President John F. Kennedy.
This scheme, Zyuganov said, hinged upon a silent CIA takeover
of the Soviet Union’s mass media. The nation's news organs
were then used to foster, among other
things, disrespect for the elderly. In his
vague and meandering way, Zyuganov
suggested that the CIA continued to
control Russian television. At the back of
the hall, my colleagues and I rolled our
eyes or shared whispered wisecracks. But
the students and faculty applauded warmly
and often.

Back in my hotel that evening, I tuned in
to a local radio station. A newscaster
announced that Zyuganov was in town; he
then went on to report that the candidate
had not been able to speak at the vocational
school because the students had booed him
off the podium. None of this was true. No
wonder Zyuganov believed the CIA had
taken over the media. The free Russian
press, it seemed, was obliged to undermine
a Communist candidate in order to protect
their own future.

That was presidential politics in 1996. By the March 2000
presidential race the situation was worse. Channel 1 was
reporting luridly that “gays™ were lining up to vote against Putin,
in favor of the nation’s leading liberal politician, Grigory
Yavlinsky, and was offering a vicious attack on the existence of
independent television station NTV on the grounds that it was
run by a Jew. At the same time, Channel 1 and its ilk were
dismissing reports of Russian-run concentration camps and
civilian massacres by ground troops in federally controlled
Chechen territory. Channel 1 did so either by ignoring the reports
and twisting the facts or by giving prominent play to official
arguments that the Western media were relying on Chechen
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“stringers” and, therefore, getting unobjective information. Soon
Channel 1’s most famous anchor, Sergei Dorenko, was suggesting
it was time simply to declare that there were no civilians in
Chechnya—that they were all fair game. “If there is no |civilian
population|, then the war will end in two weeks,” Dorenko said.
“The issue is not the actual presence or absence of a civilian
population; the issue is what we think about it.” In other words<ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>