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Twists to chaos cocue'rage

Sources to add to your stories when dlsasters hit

URNALISTS DO THEIR best
work in disasters. The adrenaline
rush crystallizes their talents, result-

ing in headlines and prose that memori-
alize a landmark event for their readers.
Their work in the midst of chaos is the
stuff of which careers, and Pulitzers, are
made.

For the business staff, chaos may
mean a temporary reassignment cover-
ing the ravages of hutricanes, tornadoes,
earthquakes or floods.

As Iwrite this, Florida is mopping
up from hurricanes Charley and Frances
and fearing that Ivan will live up to his
terrible name. The first reports of dan-
age estimates appeared eatly. Those esti-
mates of the financial toll of wind and
water changed with the sfowing of the
winds or shifting of the storm’s direc-
tion.

Reporters were busy writing stories
about what insurers were expected to
pay out for these disasters, and of
course, what those payouts meant to the
value of the company’s stock. Other
business-side reports focused on the
profit and loss of business — such as the
effect on tourism or on price-gouging for
plywood.

In June, I attended the 29th Natural
Hazards Conference of Disaster Experts
in Boulder, Colo. Despite its name, the
conference covered both natural and
manmade disasters. My focus in
Boulder was on discovering ways we

can do our jobs better in covering these
community-chenging events. _

¥ learned how new sateflite imagery .
makes it possible for observers in
England to accurately estimate the damm-
age based on photographs snapped miles
above the earth. Without the benefit of
fand communication, it’s possible for
rescue personnel to immediately deter-
mine which area is it greatest need.
Clearly it’s a way to reduce casualties by
rushing medical aid during that “Golden
24" period when precious moments save
lives.

Technology, such as the prolifera-
tion of global positioning {GPS) devices;
also can reduce the cost of emergency
aid by helping pinpoint the location of
victims.

Marny questions came to my mmd. o

The business aspects of disaster are long -

lasting. Are jobs replaced, or does a
cormpany use the disaster to not rebuild -
of to send jobs offshore? Do the
promised federal aid or disaster loans -
cover the cost of business recovery?
Does the disaster encourage a new eco-
nomic path by local industry —- one that
makes it more “disaster proof,” as the
experts like to call it? Will the cost of
building new public infrastructure like
roads or water systems be 2 benefit fo
the local economy?

Some cohservations
» We struggle to cover or even

zgnore ‘fhe economic 1mpact of * iow

~ onset” disasters, such as heatand cold
spells, winter storms, droughits, wide-
" gpread crop disease or flood cycles. In

the NOAA list of billion-doliar weather-
related disasters, the 1988 drought and
heat spell caused damages of $66 billion
in the Midwest. To access the list:
www.rede.noaa.gov/oa/ reports/bil-
lionzhtml, .

« In the samie vein, we need to rede-
fine the meaning of disasters. For exam-
ple, gedragnetic solar storms cause
massive outages of eleciricity. According
to NOAA, solar disruptions can also
wreak havoc on communication and dis-
rupt air and space transportation, costing
biilions a year in losses.

= We fail to look at the economic

" impact of a disaster by gender, race and

income, according to studies by the
University of South Carolina. The first |
to lose their jobs after a disaster are .
hourly service workers. It’s why the

~ - unemployment rate fumped in the wake
- of Hurricane Charley. Also, women liv-

ing alone and non-English speaking
popuiations are more likely to move
rather than rebuild.

We need to uniderstand how commu-
nities rebound or recoil from disaster.
It’s another story of the value of wealth,
The communities that have high
incomes and high property values are -
likely to be insured and to rebuild; poor

CONTINUED ON PAGE 5
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Dunphy resigns
in Seattle following
plagiarism investigation

By BiLL BARNHART

Stephen Dunphy, a columnist
and associate editor at the Seattle
Times and a former SABEW
board member, resigned from his
newspaper in August, faced with
evidence of plagiarism.

An investigation by the news-
paper, based on a recent com-
plaint from a reader, uncovered
text from the Journal of
Commetce used without attribu-
tion in an article in 1997,

“] took careless shorteuts that
constitute plagiarism,” Dunphy
said in an email exchange with
TBI. He apologized “to the
Blethen family {owners of the
Seattle Times), Times readers and
my former colleagues for the
betrayal of the trust placed in
me‘ﬂ

Dunphy had been reprimand-
ed in 2000 for using material
from a book without attribution.
At that time, Dunphy brought the
incident to the atiention of his
editors and wrote to the author,
saying, “My only defense, and it
is a lame one, is that it was unin-
tentional. ... I lost track of what [
had from where.”

The second incident, although
it dated to 1997, came to light
through an e-mail sent to the
Times earlier this year. Michael
Fancher, executive editor of the
Times, disclosed Dunphy’s resig-
nation Aug. 22. At the time, he
said an investigation has uncov-
ered “additional problems” and
promised a fill accounting.

In a follow-up Sept. 12,
Fancher told readers that the
paper had examined 200 of
Dunphy’s articles and found 13
stories with significant portions
that constituted blatant plagia-
rism. In those, Fancher wrote,
Dunphy “lifted language and
used another writer’s style, analy-
sis, explanation and even person-
al observations without any atiri-
bution.”

He said there were six other
stories in which Dunphy used
smailer sections of copy inappro-

priately, and there were eight sto-
ries in which Dunphy did not ade-
quately attribute material from
other publications. Fancher also
said that the findings should be
considered a baseline, not a con-
clusive accounting, given logisti-
cal problems.

Dunphy, a 37-year veteran of
the Times who was a2 SABEW
board member for most of the
1990s, said that his situation iilus-
trated “how easy it is to be slop-

“Sloppiness is ot an intent to
plagiarize,” he said in an e-mail
the week before Fancher’s fol-
low-up column was published.
“Should T have known it was
inappropriate? Yes. But there was
often a period of time between
reporting & story and writing if,
often with weeks of daily
columns in between the two. It
was easy to lose track of what 1
had from where.”

Rex Seline, SABEW presi-
dent, served with Dunphy on the
SABEW board.

“On a personal level, this is
very sad,” Seline said. “Steve is
not only a nice guy, he was a ded-
icated and diligent member of the
SABEW board. When he stepped
down, he said his plate was too

full. Now we can fully grasp the

consequences.

“Clearly,” he added, “this is a
cautionary tale.”

In his September column,
Fancher called Dunply’s behav-
ior indefensible, but he said the
probiems don’t reflect the totality
of Dunphy’s work,

“From 1997 to today, he
wrote more than 1,200 daily
“Newsletter” columns and about
180 Sunday ‘Economic Memo’
columns, in addition to lundreds
more bylined stories,” Fancher
said. “Dunphy points out that he
also served many other functions
— counselor to the business edi-
tor, mentor to staff members,
public speaker and contact point
for readers.”

CONTINUED ON PAGE 5

Columbia University is now
accepting applications for the
Knight-Bagehot Fellowship in
Economics and Business =
Journalism. - .

Fellowship

of Journalism, the KnightBagehot program
offers experienced journalists a full academic
vear of study at Columbia University in New York
City. It includes courses at the Columbia Business
School and other University departments, plus
seminars and informal meetings with promivent
guests. -

The nine-month fellowship is open to jour-
nalists with at least four years of experience.
Applicants need not be business specialists, but
they should be able to demonstrate that greater
knowledge of econormics, business and finance
could add depth and understanding to their
reporting. _

The ten Fellows selected for the 20052006
academic year will receive free tuition and a liv-
ing-expense stipend of §45,000. Qualified Knight-
Bagehot Fellows may be eligible for a Master of
Science in Journalism upon completion of this
rigorous prograim.

Deadline for the 2005-2006 academic year is
March I, 2095,

FOR APPLICATIONS, CONTACT:

Ms. Terri Thompson, Director
Knight-Bagehot Fellowship

Columbia University Graduate School of
Journalism

2950 Broadway (Mail Code 3850}

New York, NY 10027

Phone: 212-854-6840 Fax: 212-854-3900
E-mail: wth@columbia.edu
www,jrn.columbia.edu/knight-bagehot

Too busy to take nine months off
to study? Then buy the baok!

Writing About Business: The New Columbia EKnight-
Bagehot Guide to Economics and Business Journatism,
edited by Terri Thompson (480 pp.; $27.50 in
paper; ISBN 0-231-11835.X). Available from on-
line and regular bookstores, or from Columbia
University Press: www.columbia.edu/cu/cup or
1-800-944-8648.

Administered bjf the Columbia Graduate School
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From Donald W. Reynolds National Center for
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Steffens: Covering chaos

CONTINUED FROM PAGE 2

areas don’t. For example, if floods destroy rental honses in a poor
area, absentee owners may not care to rebuild. i insured luxury
homes are destroyed, then the sound of hammers can be heard
within days of disaster’s end.

Some resowrces

The University of Akron runs a project, Business Continuity
and Resumption Partnership, at its Center for Emergency
Management and Homeland Security Policy Research. It special-
izes in helping businesses recognize risk, and offers seminars
designed to help business and industry resume operations after a
disaster. Contact: David H. Hoover at dhoover({@uakron.edu or
330-972-7789.

‘The Earthquake Engineering Research Institute in Oaldand,
Calif,, helps create ways for structures to withstand earthquakes.
Go to www.eeri.org or call 510-451-0905,

Insurance companies such as State Farm have research labs
that test ways to curb lfoss, such as wind resistant roofs and build-
ing techniques, roofs that resist hail damage (a surprising huge
payout), as well as road surfaces, highway marks and other con-
struction details that can reduce accidents, Always a fodder for
stories. Among others, contact the Insurance Information Institute
at www.iil.org/mediahottopics/.

“The Hazards Research Lab at the University of South Carolina
has done research on poverty and vulnerability. The staff also can
talk about agriculture damage. Its Web site —
www.cla.sc.edugeog/hrl — offers e downloadable map of previ-
ous paths of tornadoes. Susan L. Cutter is director; its number is
803-777-1699.

The Natural Hazards Research and Applications Information
Center has reams of research on all types of disasters and their
economic implications. The site is www.colorado.edwhazards/ .
Frmail is hazctr@colorado.edu or call 303-492-6818.

If you have good story ideas on the economic side of disasters,
email me and I’ll share them in a fiture column.

D(;ﬁaldw Rcﬁoids -
National Center
Jfr Business Journalism

at the American Press Institute
116940 Sunrise Valley Dhrive, Reston, VA 26191

‘The Center is funded by w grant from the Las Vegas, Nevada-based
Donald W. Reynelds Foundartion

Marty Steffens is SABEW Chair of Business and Financial Journalism
at the University of Missouri. You can email her at steffensm@mis-
souri.edu

Dunphy: Columnist resigns

CONTINUED FROM PAGE 4

Bob Steele, director of the ethics program at Poynter Institute,
has been hired as a consultant by the Times in the wake of the
Dunphy revelations.

“The alarm befl is ringing pretty dam loud” for all of journalism,
Steele said in an interview. That’s especially true for specialty fields
lile business journalistn, he said, because specialists are more like-
Iy to use the Internet and other sources to deepen their knowledge
of a subject.

Steele declined to discuss specifics of the Dunphy case, but he
said recent disclosures of plagiarism and fabrication disprove the
notion that only inexperienced journalists are to blame.

“f hear way too often that this new generation, these new folks,
don’t understand it the way we did,” he said.

Dunphy said he had intended to work five more years, but “1
wiil now have to find something in another field to achieve that
goal.”
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ETHICS IN ACTION

Ethics survey shows budget
cutbacks major concern

Blurring of lines between advertising and editorial st111 an issue for some

EWSROOM FINANCIAL
N}’RES SURES may outweigh

pressure from advertisers for
today’s business journalists, The
recent SABEW ethics survey, which
80 of you patientty completed, found
that only 57 percent consider advertis-
ing encroachment a growing threat to
editorial integrity, but 79 percent con-
sider budget cutbacks a serious con-
cemn. Another 12 percent see budget
cutbacks as a moderate concern.

In a similar survey of SABEW mem-
bers in 1992, 80 percent of the respon-
dents said budget cutbacks were a
“major”’ concern but 83 percent consid-
ered advertising encroachment a grow-
ing threat.

And while 90 percent of the respon-
dents to the 1992 survey said it would be
helpfisl to them if major organizations of
journalists took an active position against
advertising encroachment, only 83 per-
cent responded positively to that sugges-
tion this year,

The 2004 survey pays tribute to Gary
Kiott, the former SABEW president who
helped spearhead the 1992 survey.

Kiott, a syndicated tax columnist and
online financial journalist, died in 2002;
this column is an effort to keep attention
focused on the important ethicai ques-
tions he raised for this organization and
profession.

Half of the 24 questions on this
year’s survey had wording identical, or
nearly identical, to the original so com-
parisons could be made. Additional
questions explored issues that have
emerged since 1992, (A future column
will discuss more of those findings.)

While the survey suggests lessened
concern about the line between advertis-
ing and news, the issue has hardly faded
from our minds. Half of those answer-
ing this vear’s survey said there has been
a blurring of the line between advertising
an editorial content in recent years and
66 percent believe it has increased dur-

ing the recent economic slump.

Forty one percent of the respondents

said direct or indirect pressure from
advertisers has affected the way their
news organization has reported, edited or
displayed business news. That’s from 45
percent who felt that way in 1992,

“Advertorials” appear to have grown
in the past 12 years. Two-thirds of this
year’s respondents said their organiza-
tions produce advertiser-controtled sec-
tions or reports, vs. 36 percent 12 years
ago. And fewer today (69 percent vs. 81
percent) feel these sections are properly
identified as advertising.

The survey showed that business
news organizations still rely on outside
experts o provide articles, columns and
analysis. But nearly all (96 percent) of
this vear’s respondents felf that such
experts are propezly identified, compared
to ordly 78 percent in 1992. In both
years, howevey, nearly half of those sur-
veyed felt conflicts of interest still exist,
even with proper identification.

Severa of this year’s respondents
noted in write-in comments that potential
conflicts from contributors can be easily
managed.

“Outside experts should write about
issues, frends, ideas, etc.,” one said, “not
about themselves or their businesses.
Such columns cannot be self-promoting.
As long as they aren’t, I don’thave a
problem with such contributed material.”

This year’s survey asked abouf 2
dimension of journalism that barely
existed in 1992: onkine and multimedia
operations. Nearly all (95 percent) of
those surveyed said their staff provides
news content for multiple platforms, but
only 20 percent had received additional
staff to support that work. Only a third
said that working for multiple content
platforms interferes with quality, though,

While most of those surveyed do not
have final say over the appearance of
business news on their organizations’
Web sites, they do not seem concerned

'that readexs are conﬁssed about what is
news and what is advertising on the site,

The 1992 survey was distributed to
members attending SABEW's coniven-
tion in Chicago and had 54 responses.
At the time, SABEW membership was
smaller than it is today {exact figures
aren’t available) and the convention was
dominated by newspaper business edi-
tors.

In the past decade, asseciation mem-
bership has swelled to include reporters
as weil as editors — and more broadcast,
wite service and online journalists. This
year’s survey reached an estimated 3,400
members, via The Business Journalist, e-
mmail attachments and copies in the con-
vention folders. There were 80 respons-
es, arate of 2.3 percent. I compiled the
results with the generous help of Ronald
H. MacDonald, a former broadeaster and
retired professor of journalism at
Washington and Lee University.

A few of those who completed this
vear’s survey took issue with some of its
questions and assumptions.

Asking if it would be helpful if jour-
nalism organizations took a stand against
advertising encroachment “makes a
Jjudgment that may not be true,” one
complained. “You need to establish the
fact first.”

“This survey irritated me a bit,” con-
fessed another, “Not to preach, but it
seems to me that the tension between
newsrooms and the business side of jour-
nalisnt is a natural and necessary part of
the journalism landscape. We in the
newsroorm owe our jobs, income and
profession to the people on the ‘other
side’ who seli ads against what we do.
On the other hand, the business side peo-
ple depend on us to maintain our inde-
pendence and credibility because that’s
what gives their product much of it
value to their clients. They need to push
for as much as they can get us to give.

CONTINUED ON PAGE 7
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Ethics:
Resources
a major issue

CONTINUED FROM PAGE 6

But they depend on us to push back effec-
tively.”

Still, responses showed ample evidence
that the editorial side does not always have
adequate power to push back, Only 18
percent said they were aware of articles
that have been published in exchange for,
or in anticipation of, advertising, about the
same percentage (15) as in 1992, Yel sev-
eral described subtle pressure.

A typical comment: “All reporting staff
are aware of importance of advertising and
that management expects us to pay partic-
ular attertion to biggest companies, which
are often biggest advertisers. Also advertis-
ing staff cccasionally pitches client stories
a little strongly.”

Of equal or greater concern, perhaps, is
the sense that resources are being perma-
nently diverted from news in the search for
more revenue. Of those who believe
advertising encroachment has increased
during the recent economic slump, only 12
percent believe this trend will reverse once
the econorny recovers, In 1992, 25 per-
cent felt the trend would reverse in better
economic times.

And in addition to the 91 percent who
cited budget cutbacks as a serions or mod-
erate concern today, 87 percent feit the
sarne way about inadequate siaff and 80
percent felt that way about space.

One editor fretted that publishers are
looking everywhere for revenue because
of circulation declines. Yet “instead of pro-
moting the heck out of journalism and
building up the news section, they’ve
strayed from the core of newspapering and
resorted to special sections, focus sections
and events.”

“These are not bright days for the
Fourth Estate, but I think it’s an evolu-
tjon,” he continued. *“T think that the
modes and venues will evolve toward

something more substantial.”

Pam Luecke, a former business veporter and
editor, is the Donald W. Reynolds Professor of
Business Jowrnalism at Washington and Lee
University in Lexingion, Va. Reach her at
lueckep@wlu.edu or (540) 438-8435.
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Commitment to community, fearless coverage make
Atlanta Business Chronicle a force

By Curis ROUSH
F HARD-HITTING BUSINESS journal-
ism were baseball, then the Atlanta
Business Chronicle would be the New
York Yankees of weekly newspapers.

Six times in the past seven years, the weekly newspa-
per owned by Charlotte-based American City Business
Journals has won SABEW’s Best i Business Award in
the weekly category. And in each of the past five years,
the paper, which has a paid circulation of more than
30,000 and an estimated readership of 180,000, has won
the weekly category in either spot news or enterprise.

No other weekly business newspaper in the country
can match that record. Few daily sections have a similar
performance.

“Too often, local business publications don’t know
where to draw the line between comprehensive, indepen-
dent coverage of business issues and being suck-ups to
the whatever corporate heavyweights are in the commu-
nity,” said John Sugg, senior editor of Atlanta alternative
newspaper Creative Loafing and a former business jour-
nalist. “The Atlanta Business Chronicle demonstrates that
a publication can be an invaluable tool for business while
still being an aggressive and potent news product.”

Current and former editors, as well as former staff
writers, credit the publication’s aggressive editorial cover-
age to factors that include a willingness to let reporters
foose to cover a major story for weeks at a time; a pub-
fisher, Ed Baker, who backs the editorial staff when major
advertisers complain; and a newsroom esprit de corps that
belps young reporters learn the ropes.

“There was a belief from the very top of the organiza-
tion down that we were going to prove that 2 weekly busi-
ness journat could produce quality, award-winning inves-
tigative series,” said former Editor David Rubinger. “It
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What they're saying

Selected SABEW judges’ comments about the Atlanta
Business Chronicle:

2000: “Great storyteliing, good anecdotal leads
and a good use of graphics. A comprehensive,
meaty report each week.”

2001: “The newspaper is remarkable for its
enterprise reporting. The sheer volume of local
stories each week is impressive. The paper
breaks news on a regular basis.”

2002: “In a year when Georgia’s revenues from
corporate income tax were down, the Atlanta
Business Chronicle’s Meredith Jordan, working
with resistance from state officials, uncovered a
secref fax break for a select number of corpora-
{ions.”

2003: “Georgia taxpayers should stand up and
cheer for the Atlanta
Business Chronicle.”

2004: “Enterprising,
authoritative, com-
prehensive, well-pre-
sented, So smartly
done that the
Chronicle should
conduct how-to
chinics for other
journals. ... A

news monster

that throws its
weight around

with enterprise
reports.”

-also went above Fd to (ACBJ CEO) Ray
Shaw.”

{ts performance has made its newsroom
a prime recruiting spot for other business
news organizations. In the past decade, a
half-dozen reporters and editors have left the
ABC, as it is known in Atlanta, for The Wall
Street Joumal, Two others have gone on to
Bloomberg News. Another former reporter,
Dean Anason, is now the Washington
bureau chief of American Banker, while yet
another, Kent Hoover, is Washington bureau
chief for the paper’s parent company.

“Even though we covered business, we
immersed ourselves deeply into the commu-
nity,” said Rubinger, who was managing
editor from 1993 to (995 and then was edi-
tor when Anita Sharpe left for the Journal.
“It allowed us to dig deep info our beats,
That was partly because we came out once a
week, and we had time to get to know these
people on a much deeper level.”

Rubinger feft the paper in late 1998 and
is now vice president of communications at
Atlanta-based Equifax Inc.

One deep-digging project in 2003 won in
the enterprise category in SABEW's contest.
In 2 series of five stories about workers and
shoppers being injured and killed in Home
Depot stores, writer Jim Lovel exposed the
Atlanta-based chain’s soaring OSHA viola-
tions and the steps it took to keep store acci-
dents secret,

“I routinely troll the Web looking for
data sources and found my way to the
OSHA site,” said current Editor David
Allison. “In the fall 02002, 1 finally figured
out how to use it. [ discovered it was possi-
ble to look at the safety records of any com-
pany in the country. We started punching

”»

large Atlanta-based companies and then
focused on the companies with the worst
1ecords.

“We knew it was going to be highly

= | sensitive and handled it just so. He spent

several months researching before we ever
published our first story,” said Allison.

Home Depot’s reaction? According to
Adlison, it no longer talks to the paper. Home
Depot did not respond to a request for com-
ment on the Atlanta Business Chronicle,

The paper has 25 editorial staffers,
including two full-time photographers and
gight reporters. Although its staff size is
roughly half that of the daily Atlanta
Journal-Constitution, the paper prides itself
on beating the competition,

“We always felt like it was a David-and-
Goliath sttuation, and we fed off of that,”
Rubinger said, “We knew they were larger
and bad the resources. But that just motivat-
ed us o try to work harder.
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“I cringed picking up the Thursday
morning AJC.” ' o

The Chronicle, like many weekly ACBJ
publications, went to press on Wednesday
night and was available Friday moming. But
like Rubinger on Thursdays, the business
staff of the AJC often cringed picking up the
weekly paper when it arrived on Friday
morning. If one of them had been beat on a
story, they likely would have to follow for
the next day.

For instance, the weekly regularly
scooped its larger competitor on the
Northern Are, a proposed highway around
part of Atlanta.

By digging through county real estate
records, reporter Sarah Rubenstein discov-
ered that board members of the Aflanta
Regional Commission and the state
Department of Transportation and their rela-
tives had bought land near the proposed
highway’s intersections.

The tedious assignment was given to
Rubenstein, a new reporter fresh out of
Dartmouth, to help her break info the gov-
ernment beat.

The story ran on the front page of the
paper for more than two months until Gov.
Roy Barnes, who had publicly supported the
highway, held a news conference pulling its
plug. (Allison said the Chronicle was not
invited to the news conference,)

“Over those nine weeks, all of those sto-
ries ran on page 1,” said Managing Editor
Jim Molis. “It had been discussed to move it
inside, but we decided it was a pressing
issue and it was important.”

Sugg’s only criticism of the paper is its
commentary.

“It’s editorial pages are almost totally
dominated by shills for the Republican
Party, and it’s a big error to assume that
Democrats are somehow anti-business,”
said Sugg, a former business reporter for
The Tampa Tribune and one of the original
reporters at the South Florida Business
Journal, another ACBI publication. “Some
of the skepticism of ABC reporters could
add to the quality of its editorial pages.”

Still, Allison is working on making sure
the paper continues its winning streak next
year.
“We can never refax around here,” he
said. “Week in and week out, we strive for
consistent quality. The editors try to actively
‘praise our staff for their successes. We let
them know what we want them to do and
support them for their efforts and praise
them profusely when they accomplish
something”

Chris Roush, an assistant jownalism professor
at the University of North Carolina at Chapel
Hill competed against the ABC from 1994 to
1997 as a reporter for the Atlawta Jorwrnal-
Constitution.
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PRESIDENT'S LETTER

Armed and capable with knowledge,
experience in your bag of tricks

“You just don't understand ..."
“Qur business model is just too
complex to explain in simple terins

“It’s a new paradigm ...”

OU’VE HEARD THESE lines,
i haven’t you? They might have
been spoken during an impas-
sioned pitch for story about a “great”
new business.

More interestingly, you might have
heard the same words from angry
sources complaining about a story.

More problematically, you might
bave heard the same thing from your
publisher or editor, relaying com-
plaints they’ve heard.

The inflated pitches are casy to
dismiss.

The complaints less so, particular-
ly when they’re served up as chal-
lenges by worzied bosses. Sure, the
hoss probably knows it’s mostly blus-
ter when an aggrieved source com-
plains. If not, tell the boss that Enron
and Worldcorn used the same argu-
ments.

One lesson of all the recent scan-
dals is that if it’s truly too complex to
be explained, it’s probably going to
end up in coust someday. (Just ask
Ken Lay.) After all, an MBA isa
valuable advarced degree, but it is not
the key to a secret world of special
understanding. And a big paycheck,
fancy title and slick suit do not guar-
antee integrity, candor or intelligence.

Indeed, smart people sometimes
wear khakis and come armed with
nothing more than a reporter’s note-
book and a quiver of pointed ques-
tions. Dedication and diligence don’t
carry a price fag.

But that doesn’t mean the com-
plaints don’t sting. And, alas, some-
times we do make mistakes, dedica-
tion and diligence notwithstanding.

So what are we up against, and
what can we do about it?

Let’s start by acknowledging that a
big paycheck may not buy credibility,
but it can buy polish, presence and

access.

Not only can an angry CEQ make
& private call to the publisher, he or
she can unleash a horde of well-suited
soldiers to carry a message. Ifit’sa
big company, the soldiers are usualty
quite capable professionals.

And don’t forget that the major
corporations employ more people to
distribute their message than any
paper deploys to cover an indusiry, let
alone a single company. And many of
the corporate types — or the addition-
al hired hands from the outside agen-
cles — are better paid than the
reporters assigned to the beat.
{Remind your boss of that, if vou’re
looking for a little spark.)

None of that makes the corporate
types evil or corrupt. It just means
that they’re capable of mounting a
spirited defense. On the surface, it
can be an unfair battle.

Fortunately, a little inteiligence -
backed up with a litile knowledge —
can level the playing field.

That’s where you, as an eager
reporter or a careful editor, need to be
thinking strategically. Don’t wait for
the compiaint, Arm yousself with
knowledge now.

Seek out {raining, either through
SABEW or any of the many programs
that now offer training in business
journalism. Look at local resources
for expertise. Some papers have
found professors to teach accounting
or economics to the entire staff.
Others have sought out local profes-
sionals for topical briefings.

Each method or program has
something to commend it. Andrew
Leckey, for instance, has been on the
road for the Reynolds Center at APL,
offering a variety of fundamental
business lessons for working
reporters. Marty Steffens at Missouri,
Josh Mills at Baruch and several oth-
ers are teaching undergraduate classes
in business journalism.

But I'll put in a plug here for
SABEW. We serve all members
through The Business Journalist. We

also offer the annual conference and
fall workshops, with & wide variety of
sessions.

We’ve found that the conferences
and workshops are a good way for
editors to share ideas. They’re also a
good way for reporters covering com-
mon topics ~- personal finance or
technology, for instance — or with a
common interest — like investigative
reporting — to enjoy advanced train-
ing.

Sure, you knew that. 1'm preach-
ing to the choir. The catch, as you
may already know, is money. When
budgets are tight, many papers make
the first cuts in training or administra-
tive travel,

Some crustier, old-school editors
will wonder why you need to go hang
out with a bunch of other editors or
reporters anyway. What good is that?

Of course, hanging out with other
editors or reporters is exactly the
point. No organization can be pre-
scient enough to identify every topic
you'll eventually need expertise in.
But SABEW offers something just as
valuable: contacts.

More than once when I've encoun-
tered thorny issues, ['ve picked up the
phone to call 2 SABEW colleague for
guidance. {Thanks, Allan and Randy
and Kathy and ...} Without SABEW,
{ would not have known them.

For those of us who work for
newspaper groups, there’s also a
bonus, Top-down encouragement and
newsletter chatter can’t foster as much
good will as meeting colleagues and
swapping tales at a conference. |
work for a Knight Ridder paper, and
our editors and reporters always gath-
er at the annual conference.
Corporate doesn’t plan or sponsor the
sessions. But through those meetings,
1 now know and trust people like
Glenn Burkins in Charlotte, Vindu
Goel in San Jose, Brad Lehman in
Miami, Chris Lester in Kansas City
and Mike Sante in Detroit, to name

CONTINUED ON PaGE 12
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S Becitive lowships acknowledge
Cdidkor the superior talents of an

o diredtor. peri
S organization’s member-

o padenc@:  guih SAREW does this by
| mé’s?sg ugsezdu sponsoring the annual Best
. Grayee in Business contest and

8985 fellowships at workshops
and our annual conference.

SABEW is not alone in
these sorts of activities;
most journalism organiza-
tions flaunt the best in their
field by honoring their

members who produce the
best stories and projects.

People of color interested in business
journalism are invited to apply fora
fellowship at the University of
Maryland's Philip Merrill College of
Journalism funded by Reuters, the
international news and information
company.

The 12-month master's degree program .
includes a part-time reporting

internship in the Washington bureau of
Reuters news service during the fall and
in the Merrill College's Capital News
Service reporting bureau in Washington
during the spring. The fellowship covers
all tuition and includes a stipend of up
to $14,000.

DEADLINE: FEB. 1, 2005

www.journalism.umd.edu/financial/renters.html

Contact Associate Dean Christopher Callahan at
301-405-2432 or ceallahan@jmail umd.edu for more details.

Honoring our best

Business is a universal
theme that connects all jour-
nalism — every industry
and organization from the
giant corporations to the
small non-profits have a
bottom line that must be
understood to ensure accu-
rate reporting.

Because continued train-
ing through fellowships
helps advance learning and
careers, SABEW routinely
seeks sponsors to help
defray the costs for selected
fellows to attend each of our
workshops and conferences.

Sy

“ PHILIP MERRILL
.4,'-’5_;‘?“59 COLLEGE OF JOURNATLESM

Contests, fellowships important part of organization’s mission

with contest committee
chairs Greg McCune and
Gail DeGeorge. They round
up seasoned editors and
writers to oversee nearly a
dorzen judging panels who
recruit a handful of judges
for each panel. This is
when the work really begins

{For a list of organizations
offering journalism contests
and/or fellowships, go o
www.sabew.org.)

The Best in Business
contest recognizes excel-
lence in business journal-
ism. This year SABEW
received a record 735
entries, a 22 percent

increase over last year’s 604
entries. Judges selected win-
ners in four categories dis-
tributed over 23 circulation
classifications ranging from
small to large and including

as they pore over hundreds
of the best business stories
published, discuss each
story and finally provide a
critical analysis of each.
This process continues until

the winners are selected.

Al} this activity will
begin again soon. The dead-
tine for this year’s contest
entry will be Feb. 1, 2003.
Be sure to visit
www.sabew.org for more
information on the contest
and fellowships offerings to
future conferences and
workshops.

weekly and real time.

1t’s a great triumph to
earn a BIB award, but it’s
also a huge endeavor to pick
the winners. The BIB con-
test is possible largely
because of the enormous
efforts of volunteer journal-
ists from all sizes and types
of business publications. It
all starts at the board level

to workshops

The SABEW Chair provided three scholarships to the
investigative and personal finance writers’ workshops in
Atlanta in October, an award of about $430 each.

The recipients were;

+ Mike Lee, an agribusiness and biotech reporter for the
Sacramento Bee, who was most inferested in the inves-
tigative track.

+ Mike ivey, a business reporter for the Madison {(Wis.)
Capital Times, who was looking to improve his knowledge
of personal finance,

+ George Hohmann, the business editor of the Charleston
{W.Va,) Daily Mail, who planned to attend the agate boot
camp.

Marty Steffens, who is the SABEW Chair at the
University of Missouri, has made other such scholarships
in the past, including sending three writers to the work-
shops fast year in Denver and three other joumalists to the
annual conference in Fort Worth.
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readers.

Fiedier.

At the Baltimore Sun, SABEW gov-
ernor Bernie Kohn is the new AME for
business. He comes to the post after
nearly four years as night biz ed at The
‘Washington Post and 2 stint as biz ed of

The Tampa Tribune.

In a memo to employees, the Sun’s
top brass says Kohn possesses “the
financial joumalism experience, creativi-
ty and leadership abilities to build on the
momentum™ of the biz department dur-

ing the past few years.

New editors at sections

ROM BOSTON TO Baltimore 1o sias
FMiami, E-I-Cs have named new

biz eds in hopes of jumpstarting
coverage of business and luring new

Lisa Gibbs, a senior writer at Money
magazine, is the new executive biz ed at
The Miami Herald, a post vacant since
last fall when SABEW governor George
Haj left to take charge of the business
department at the Houston Chronicle,

Gibbs” hiring is a homecoming of
sorts. She began her journalism career as
a reporter for the Herald 17 years ago.
She later led the Daily Business Review
in Broward County and was an ed for
Florida Trend magazine. She’s spent
the past four years covering a variety of
financial subjects for Money,

“We were extremely impressed with
her caring for the Herald and her vision
of what we can be as a department and a
newspaper,” says executive ed Tom

in Boston, Baltimore, Miami

“We were extremely
impressed with [Lisa Gibbs'}
caring for the Herald and
her vision of what we can be
as a department

The Boston Herald, seeking to

increase its metabolism, promotes

octane in the engine of this department,

and a newspaper.”

Tom Fiedler
Miami Herald executive editor

leaders and add “a little more pizzazz
and splash info our business coverage.”

Staff reporter Exic Convey is assis-
tant biz ed, replacing Cromwell
Schubarth, who has left the paper.

Of the changes, Kevin Convey, the
Herald’s new managing ed and a former
biz reporter, says: “The idea was that we
felt that the section needed new leader-
ship and that it needs to go in a different
direction.” (BTW, he’s no relation to Eric
Convey).

Boss Watch

Herald biz reporter Jon Chesto is the
new biz ed at The Patriot Ledger in
Quiney, Mass. He joins after covering
financial services, high technology, utili-
ties and energy for two years at the
Herald and time with the Qttaway news-
papers writing about politics and courts,

At The Press-Enterprise in
California, Mark Bowder moves from
assistant to biz ed, succeeding Cindy
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David Thomas, managing ed of the
Financial Post in Canada, joins The Globe
And Mail as investment ed. His appoint-
ment follows the naming of Stephen
Northfield to deputy national ¢d and David
Pariinson to writing a daily colurnn about
the financial markets... The Globe and
Mail’s biz ed, Giles Gherson, leaves for the
E-I-C job at The
Toronto Star.

At The Herald-
Sun in Purham, N.C,,
reporter Anne
Krishnan takes over
as assistant biz ed.
She’s been with the
daily since 2001.

On the East
Coast

The New York

Times reorganizes its coverage of media

businesses, naming media ed Lorne Manly

as chief media writer and moving one-time

mutual funds reporter Ed Wyatt to the pub-

~oodon
 Matkman

Hshing beat. Michael Cieply joins as movie
editor from the Los Angeles Times, where
he served as a writer and editor in the biz
section,

The Street.com lands Jon Markman, a
portfolio manager and former reporter at
MSN Money and LAT, as a contributor to
RealMoney.com, where he pens a daily
stocks column.

Jason Pontin, former ed at Red
Herring and The Acumen, is named E-I-C
of Technology Review, a magazine pub-
lished by the Massachusetts Institute of
Technology to track cufting-edge research.
He succeeds Robert Buderi, who became
editor-at-large. ... VARBusinesses hires
Alexander Wolfe and Cristina
MeEachern as reporters covering technolo-
gy and the buyers of technology systems,
respectively. Marilyn O’Hara is promoted
from associate to research director.

In the South

Echo Montgomery Garrett is the new
E-I-C of Atlanta Woman magazine. A vet-
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eran writer about small businesses, she spent
six years as an editor at McCall’s and
Venture magazines before starting a career
a8 a freelancer. Her work has appeared in
Business Week, Money and Inc.

Flerida Trend magazine hires Gina
Edwards as a project reporter. She’s been at
the Naples Daily News since 1996, most
recently directing the paper’s daily business
coverage. Those duties have been assumed
by senior staff writer Laura Layden.

At the Austin Amerfcan-Statesman in
Texas, reporter Dan Zehr joins from the
Arkansas Democrat-Gazette to cover the
computer industry.. .Reporter Tom
Wilernon of The Sun Herald in Biloxi,
Miss., moves from local news to cover the
casino industry. He replaces Tim Boone
who left for The Advocate in Baton Rouge,
La.

in the West
The Seattle Times hires Kristi Heim
from the San Jose Mercury News to be a

CONTINUED ON PAGE 14
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SEC Documents for 5,000 Companies

Updated Daily!

Plus articles by:

Allen, who becomes features ed.
Reporter Adam Eventov is promoted to
assistant biz ed.

CONTINUED ON PAGE 13 .

and just tear ass after al} the exciting
business news in Boston,” Macero tells
The Boston Phoenix. He plans to
emphasize coverage of young business

columnist Cosmo Macere Jr. to biz ed,
replacing veteran Ted Bunker, who left
the newspaper.

“We are really going to pour high

Allan Sloan, Newsweek: “Rules for Writing a Business Column”

Carolyn Pritchard, CBS MarketWatch: “Online Business Reporting”
Merrill Goozner, author: “Drugs and Biotech Black Box”

: IHyce Glink, TMS syndicated columnist: “The Real Estate Beat”

, * George Harmon, Northwestern University: “Grading Business Journalism”
: Bill Barnhart, The Chicago Tribune: “Covering the Stock Market” -

Seline: Training, great coverage not mutually exclusive

CoNTINUED FROM PAGE 10
justa few, In turn, we've worked on pro-
jects together, consulted on steries and
shared tips.
Financially, the argument against spend-
ing on training and travel is more basic:
Would you rather use the money to cover

when you’re making your annual budget pro-
posal, remind your bosses that they’re stak-
ing the future of the enterprise on reporters
getting it right. Do they want to send them
out unarmed?

In short, go back to the beginning and the
complaint, “You just don’t understand ...”

news, or to go to a conference?

That’s a terrible choice, and given the
amount of money involved, something of a
false confrontation. One would hope that 2
cheap trip or two for training would not
undermine the news travel budget.

But if you need to muster an argument
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technology enterprise reporter. She knows Seattle, having
spent four years there covering Microsoft. She also has
written for the Asian Wall Street Journal and Asiaweek
magazine.

At The San Diege Union-Tribune, reporter
Kathryn Balint has returned to biz from metro to cover
telecommunications. She succeeds Jennifer Davies who
took over the sporting goods/tourism/consumer issues
beat from Conor Dougherty who left for The Wall
Street Journal. In addition, Lynn O’ Shanghnessy,
author of several personal finance books, is writing &
weekly column for the Union-Tribune.

Candice Chaei joins the Los Angeles Daily News
from the San Mateo Daily Times to cover retailing and
small business.

On The Air

CNBC’s Maria Bartiromo
takes over the weekend hosting
duties of “The Wall Street
Journal Report” replacing
Consuelo Mack who remains with
CNBC. The change led to the can-
cellation of Bartirorno’s “special
reports” program. . .Public radio’s
“Marketplace” announces that
domestic ed Cheryl Devall is join-
ing the Center for the Study of : B
Jouwrmalism and Democracy at the Umversxty af
Southern California.

Back to School

SABEW governor Joshua Mills reports an expan-
sion of the graduate program in business journalism at
Baruch College/City University of New York, which
be heads. This fall, a 15-credit certificate program is
being offered to working journalists who already have a
master’s degree in journalism or on-the-job experience.
Also for the first time courses are open to non-degree
students, .

Columbia University Graduate School of
Journalism names 10 Knight-Bagehot Fellows in eco-
nomics and business reporting for the current academic
year. They include: Eleena de Lisser, who writes about
the travel industry for The Wall Street Journal; Jake
Keaveny, who covers Wall Street for Reuters; Carlos
Lozada, managing ed of Foreign Policy magazine;
Aparna Mukherjee, a producer at Bloomberg
Broadcast News; Stephen Ohlemacher, a government
reporter for The Plain Dealer in Cleveland; Sally
Sherry, a reporter at KGTV in San Diego, and Richard
C. ten Welde, who writes about mutual funds for
SmartMonrey magazine.

Andrew Leckey, director of the Donald W,
Reynolds National Center for Business Journalism at
the American Press Instifute, joins the Knight-Bagehot
advisory board.

In addition, the J-school has hired former Wall Street
Journal page-one editor James B. Stewart to be its first

CONTINUED ON PAGE 15
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Bloomberg Professor of Business and Economic
Journalism. Stewart, a staff writer for the New
Yorker magazine and author of eight books, has
been “one of the journalism school’s most popular
adjunct professors for years,” says Dean Nicholas
Lemann.

News Looks

The Sun Herald in Biloxi, Miss., moves its busi-
ness report from inside the sports section fo the back
cover of that section Tuesdays through Saturdays. It
also cut markets agate to one page, promising to use
the extra space for more news, says biz ed Lisa
Monti. There are daily themes such as personai
finance on Wednesdays, the casino industry on
Thursdays and real estate on Fridays.. At the
Alameda Times-Star in California, personal finance
is getting more attention on Fridays ... A redesign at
the Houston Chronicle has meant more advice on
investing, personal finance and careers.

After an absence of 13 years, The Buffalo News
has brought back News Power, its consumer protec-
tion column begun in 1967, The latest incarnation is
written by local new reporter Karen Robinson and
appears in The Link, a new Monday section devoted
to personal finance and technology, says editor
Margaret Sullivan.

And The Winner Is...

The Wall Street Journal’s Joel Millman was
among this year’s recipients of the Maria Moors
Cabot Prizes from Columbia University for report-
ing on Latin America, Miilman was recognized for
his reporting from the 1J.8.-Mexico border, in partic-
ular, economic issues in the region. .. Minnesota
Business, Mainebiz, Los Angeles Business Journal
and Arkansasbusiness.com fook top all-around hon-
ors in the 2004 Association of Area Business
Publications awards.

Life After Journalism

Tom Natile, who wrote for the Boston Herald’s
biz section from 1987 to 1996, now heads up a big
band in Massachusetis, playing the clarinet and saxo-
phone as well as directing, reports his old paper.

Passings

Richard Dilsaver, business editor of The
Wichita Eagle and Beacon in Kansas and later a
business reporter for KWCH-TV, died at age 77.

Paul Kemezis, 57, who wrote about energy issues
for several publications through his company,
Kemezis News, died in an automobiie accident.

Karen Southwick, 53, author of five books and
reporter/editor for the South Florida Sun-Sentinel,
the San Francisco Chronicle, the San Jose
Mercury News, Forbes ASAP and CNET
News.com, died of cancer. Her brother Ken tells the
Mercury News, “She just had a tremendous amount
of energy, and was able to focus that into things she
liked to do.”
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