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: on televzsmn radio or in the pr;nted page '
=7 As for the ethical threats of the new medi-
= um? Nearly all of the big journalism ethics
- scandals of the past several years have

dccurred not in New Media, but at some of
our proudest and oldeést néews companies. ',
But the rise of the Internet and its _
increasing importarice for all news organiza~
tions is bringing with it a number of new
ethical challenges for both
reporters and editors.
Perhaps the biggestis - .
sorting out the relationship.

Iy tracked. Many wire services have the S
capability to measure usage in real-time and .
newspapers and magazines often uge reader’—' ;.
ship surveys and focus groups to see what = - 2
people like and don’t like.

Having this kind of research mformatmn
is important. It’s how we use the information
that creates ethical challenges. People may ...
not want to read a word about Iraq, but who'
can say it would be ethical -
to ignere it? Balaneing ©+
research against what we -
cover will become a stiffer:. -

between advertising and - | Whlle the Internet and challenge as technology
news. After decades of =+ new teck nolagzes raise  improves to make such _

s an online Journahsm outfit wasn’t  experience, the relationship - measuring much more -

As edltor of T beStreet com, I decided  between news and advertis- " - new questwns, its robust, :
ing in newspapers i mostly " Ll While the Internet and ; E
se%tled and gré)tty well : lmp Qrtaﬂt m under : new technologies raise new’ = .0
understood. But the onfing - 's'tand th’a't tke bedrock -~ questions, it’s important to”™
world continues to evolve, . understand that the bedrock-
creating new fensions ethwal pri mczples 0f ethical principles of our= - -

profession do not change, . -
Reporting without fear or - s
favor, being thorough and 0
avoiding conflicts or the " .
perception of conflicts are’ .-
ethical rules that will

atways apply.

When faced with new
questions about standards -
or ethics in the online =
realm, I frequently will -

: between news and advertis-. -
deadftree peers, we became active in the ing. RN

: c:ety _of Amerzcan Busmess Editors and For inétance, as édvéf— . . 'change. Reportmg
tising targeting technology

improves, the proximity of | wztkoutf ear or fi avor ’
certain ads to specific sto- - bemg thorough and

ries can create discomfort - -
and potential conflicts. And . a}_fmdmg conflicts or

technology also enables 7 g, o i st .
editors -- and readers — to- th.e percep tlo‘l? of con
- flicts are ethical rules _
seek out the off-ling analog

know which stories are
most widely read or most hat will alivay I
widely emailed. that will always apply. e if it provides gu1d~ -
While editors need to o ance.
serve their readers, the ' For instance, wheﬂ we
temptation to start gearing coverage specif-  did sponsored advertorial sections at - -
ically to the data can undermine our.mis- TheStreet.com, we researched the rules put in
sion to surprise readers or to challenge place by magazines and newspapers and .
them with uncomfortable yet important sto-  sought to emulate them online, This str'at'e'g’y
aren’'t'a part;cu!arly ries. : works pretty well because the Internetis ... of
ny dark activities that - - - This issue of measuring is not new. almost always raising old issues in anew for-" " " =,
) o) Television has long had ratings that are close-  mat. - SR

our professwn do not

d set h:gh standards for business jour-
lists, 1 found that our association with
‘SABEW, along with our own stringent code
--of conduct, helped Internet media companies
hke TheStree : om emerge from the fhm'y of

'f’é'marﬁibﬂia‘fe and a new -
Lstripes. It’s important
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ETHICS IN ACTION

'busmess press.— that we seldom give much
thought to whether 1t 'S such a good idea. And

ob;ectwes to ecl 1pse reporting sophistica-
o, recogmze achlevement that i is either triv-

1ews drganization s credibility.
recem 1ssue of The Business

clear of ]oumailsm contests run by institutions
ey. cover, and shouldn’t be angling for pmzes
the ha_mber of commerce bar associa-

. al:sts compile rankmgs'? When
ey give awards?
§-10°mie. that many evaluations per—

and’ they Te: based on a clazm to
may: be unwarranted

-.;"-'dr;ven by marketmg and: advertlsmg sales
'- ives. The rétailer singled out for praise
g i honor at:ifs. checkout
 counter . honoring

: The ‘aw

publ;mty campaigns. Ad sales staff formulates
the categories precisely because they’ll be
easy to sell against, and the rankings are
republished in book-length compilations and
sold once again. Vanily alone ensures that
whoever’s i1 a list pays rapt attention to it,
even if they otherwise have littie respect for
the news operation that assembles it.

Conducting and publishing evaluations is a
job that almost never arises organically from
newsrootns. 1t’s imposed on thetn, and its pur-
pose is to generate revenues and goodwill.
That's also why you almost never see rankings
of the worst and most inept — except as one-
off, end-of-year gags — even though those lists
would be interesting and illsminating.

Stili, just becanse an undertaking is lucra-
tive doesn’t mean it can’t also be valid jour-
nalistically. More on that in 2 moment.

Second, evaluations rest on a claim to
authority that’s often spurious. Who qualified
this weekly sheet staffed by underpaid under-
30s to anoint somebody “business leader of
the year?” By what criferia, subject to what
reporting and verification, in preference to
whom? Who exactly is making the choice, and
what are their credentials? If it’s a readers
poll, does it have any statistical integrity — or
does it simply ratify ar outcome engineered
by the PR people who drafted the categories?

So it's a tricky business, with enormous
potential for corruption. But rankings and
evaluations can be useful. They can bring clar-
ity and focus to coverage, force reporters to
dig out elusive data, and provide readers with
a useful guide to industrial dominance, rival-
ries and trends of all kinds.

So let me suggest the following ways to
keep evaluations honest and journalistically
valid:

Keep them clean: Your ad people have no
business, pre-publication, knowing anything
about who might be included or even the cat-
egories being assessed. None. Hinting about
favorable treatment for advertisers must be a

fireable offense. Evaluations and listings
should have the same editorial standing as
NEWS COVerage.

Stick to the guantitative: Leave “the best,”
“most inspiring,” “most visionary” and “most
enviable” to the trade associations and city
magazines. Consider measurable performance
only. Don’t give awards. If the performance is
measurable, they are superfluous anyway.

Slice the data in interesting, non-obvious
ways: Avoid the tyranny of the single-metric
ranking. Sure, size matters, but so do revenue
growth, share performance and, for that mat-
ter, such non-investor concerns as average
salaries for different employment categories
and child-care benefits per employee.

Report them thoroughly: Uniess the data
is lifted from required filings, treat it skepti-
cally. Businesses lie (that’s why we have
audits — and indictiments). Questionnaires are
garbage. Verify. Talk to competitors and to
current and former employees. Just because
the information will be boiled down to a table
entry doesn’t mean it won’t require formida-
ble reporting.

Disclose methodology: Tell how you get
the data, how you massage it and any concerns
you have about it fallibility.

Remember, it’s journalism, not PR:
Evaluations and listings should reflect a
tough, editorial imagination. Go ahead, rank
judges by their appellate reversal rates, com-
panies by the gaps between highest and aver-
age pay, plants by their workplace safety vio-
lations or environmental citations, corporate
boards by their non-independent member-
ships.

My final point should be obvious. The pur-
pose of rankings and evaluative listings is to

serve the reader. And they need to be an object - E

of newsroom pride, not embarrassment.

S Just because an undertakmg is lucrative doesn’t mean it can’t also be valid journalistically.
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A challenge
from the past,
a challenge
for the future

BY DEBORAH NASON

NEW YORK. — Barney Calame had the power to stop a
headline-grabbing, million-dollar trial in its tracks. And he
did. Three years later, he’s not sure he did the right thing.

Calame, now public editor for The New York Times, was
the deputy managing editor of The Wall Street Journal in
March 2004. At the time, the high-profile trial of former Tyco
CEO Dermis Kozlowski was in its sixth month.

“We got a call on a Friday, from a correspondent from the
Dow Jones News Service,” he remembers. “He had abserved
a juror make an ‘OK’ sign with her hand toward the defense
counsel’s table.”

Calame, covering the duties of his vaca-
tioning boss, was in charge and had to
decide what to do. Discussions ensued.

“We asked the reporter for more infor-
mation. We talked to more people — others
had seen it, too. But the defense table said,
“We didn’t see it.” The judge sensed some-
thing was going on, but hadn’t seen it.”

The question in Calame’s mind: Do we
publish this juror’s name?

“Though this information is public
record,” he says, “it’s traditional to walt
until after the end of the trial” to publish juror names.

He conferred with five of the Journal’s top editors, inciud-
ing its libel editor. Everyone came to the same conclusion,
but it was up to Calame to make the call. He decided to name
her.

His decision was influenced in part from his own upbring-
ing. “Growing up in rural Missouri,” he recalls, “secrecy [of
juror names] wasn’t a big deal. There was such a small pool
to draw from.

“On Saturday, we put [her name] on Wall Street Journal
Online and on the news wire,” he says, “and all hell broke
loose. The New York Times did not name her; the New York
Post did. The debate raged through the weekend. Within a
few days, a mistrial was declared.”

Calame was acutely aware of the millions of dollars that
had been spent on the aborted trial. -

“I called my boss late Sunday night,” he says. “I told him
that I made the best decision that 1 could, and he supported
my decision.”

But several weeks after the mistrial, Calame began to have
misgivings. “F decided the readers didn’t gain that much by
knowing her name,” he says.

What would he have done differently?

“I would ask myself, ‘Is there some reason this has to come
out today — versus next week, or after the trial finished?’ »
Calame and his colleagues were convinced that the judge

Barney
Calame

>> Continued on Page 8
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perters routmely
&b to research people,
nd trends. Increasingly,

thers dre showmg up in their sto-
ries. Whien does Internet research
of attr:butmn cross the

- ling to'plaglarlsm" :

Answ { When asked fo write a
piece about the risks of plagiarism in
nternet research, T did the obvious. I
at online to do some research. .
One'of thc figst tidbits I found was
: pertment quote “To steal ideas
+ from one person is plagiarism; to
steal from. many is research.”
_Unfortunateiy, there was no atfribu-
tior ‘on the Web site where I found
‘the quote, thinkexist.com. .
Sy subsequentiy fourid the quote on
~“dozens. of ‘other sites; most of which
described it as Felson’s Law.
Unfortunately, none explained who
Felson was/is. Most seemed to cite
the faw in 'préc'autionary defense of
- their own “researe :
acmg a deadhne 1 jifted another
ppropriate quote from
thinkexist.com: “Creat1v1ty is great,
 but plagiarism is faster.” Those words
vere attribited to “dmg,” whose pro-
e said he/she is a 25-year-old com-
- piter engineering student in Madrid.
. Thank you,  dmg; whoever you are.
teiClearlyy appropnate attribution for
formation found on the Internet can
be tri Ky, and Joumahsts put thexr

Industry leaders answer members’ questmns

Mike Fancher, The Seattle Times; Kevin Noblet, The Associated Press;

Diana B. Henriques, The New York Times; Henry Dubroff, former president of SABEW

careers at risk if they aren’t mindfui
of those risks. Lifting material has
never been easier, nor has getting
caughtatit, .

Beyond the risks are the ethical
reasons for proper attribution. Two
vears ago a staff committee of The
Seattle Times looked hard at the
issues of plagiarism and attribution,
which they considered two sides of
the same coin. Here’s what they said
about why it matters:

Hﬁnestyli'n'tegrity: Readers
expect The Times to talk straight to
them. Plagiarism is deception.

Accuracy: Readers expect The
Times to make every effort to present
information that is correct. The news-
paper can’t vouch for the accuracy of
material that is plagiarized.

Transparency: Readers deserve
to know where The Times gets the
information it publishes. Plagiarism
deprives them of that knowledge.

The commitiee also offered this
advice: “When doing background
research on historical facts or a com-
plex subject, make sure you're geiting
the information from at least two
sources (three Is better) and that they

agree with one another. Read enough to
understand the subject well enough to
be able to put it into your own words,
without having to rely on the phrasing
your sources have used. Then double-
check what you’ve written against yout
original sources, for two reasons: to
make sure that what you’ve written is -
accurate, and to make sure you haven’t
accidentally borrowed too freely from
one of your original sources.”

Those principles and that advice
should guide journalists doing online
research. You can find the commit-
tee’s full report and other advice for
avoiding problems at www.seattle-
times.com/plagiarismpolicy.

My best advice is, when in doubt,
aftribute.

Mike Fancher became Editor at
Large of The Seattle Times on dug.1,
2006. Before that he was the newspa-

per s executive editor for 20 years.
He joined the newspaper as a
reporter in 1978 and became manag-
ing editor three years later. As Editor
at Large, Fancher has wide latitude
in helping The Times stay connected
with readers. In his capacity as sen-
ior vice president of The Times

Company he Is involved in readership.

and business strafegies.

"Clearly,' appropriate attribution for information found
on the Intemet can be tricky, and journalists put their careers
at_rtsk zf they aren ’t mmdful of those risks.

- Kevin Noblet
Question: More and more
freebies are being sent out,
which may be anaesthetizing
people io the inappropriate-
ness of accepting gifts. When
is it OK to accept swag?

Answer: Unsolicited gifts
seem to be a fact of life for us,
despite a consistent message to
PR agencies and offices that
we cannot and will not accept
them.

In cases involving items of
real value and blatant attempts
at payola, The Associated Press

~ ships the goods swiftly back.
And although our ethics policy
suggest we “politely refuse”
gifts, we aren’t always so
polite; we’il write a sharply

" worded letter or make a sharp
phone call.

We did that, for instance,
when our media writer got a
slick football helmet with a
new Portable PlayStation inside
it, with some clips of Super
Bowd ads a company wanied us
to review. We think PR agen-
cies should know better.

_ AP’s companywide policy
.. is that staff must reject any-
- thing with a value exceeding
- $25. That figure is designed to
= . save staff from having to
= account for every company cap
- and T-shirt, and every paper-
.+ back touting a new business
- Jeadership strategy. Some
+= departments employ even
touigher standards - in AP
_gports it has traditionally been
53 .
~ The blggest avaianche of
- goods to AP Business News.,
- ends at the feet of our retaﬂ
writer, Annie D*Innoceénzio, .

i SOC!E'IY OF AMERICAN BUSINESS EDITORS AND WRITERS

The credibility of any
news organization
takes years and years
to establish. It takes
no time at all to lose.

particularly during Toy Fair
and the holiday shopping sea-
son.

Companies know what a
mention on AP’s wires can
mean for sales. We'd have to
hire a staffer to get all these
stuffed animals and would-be
Barbie dolis shipped back from
where they came. So, we store
them in a closet and, when the
pile gets too high, call a chil-
dren’s charity to take them
away. We usually wind up
doing that a couple of times
before Christrnas.

The most valuable goods
come to our technology report-
ing team, often through
arrangement with companies
for our Tech Test product
reviews.

These include everything
from the latest hand-held
device and software to big flat
screens. Obviously we do take
care to send back these items,
and the shipping fees are sim-
ply part of our reporting costs.

Qur ethics policy, including
the rules regarding gifts, are
required reading by all new
employees. They are periodi-
cally distributed to existing
staff. There is one fundamental
rule at AP, which [ think should
he universal: When in doubt,
err on the side of caution. And,
if you don’t know what side
that is, talk to an editor. That
would seem a good policy in
any newsroot.

The credibility of any news
organization takes years and
years to establish. It takes no
time at all to lose,

Kevin Noblet is the business

editor for The Associated Press

. and d member of SABEWS.
* board of governors. . . -

Diana B. Henriques

Question: Increasing
numbers of sources are
choosing to reply to our
inquiries via email — appar-
ently so they have a written
trail of what we were told,
Should we be concerned
about using information from
emails? Should we be con-
cerned about citing an atiri-
bution as the sender of an e-
mail since many executives
have others who have access
to and manage their emails?
It is our policy to cife when
information and quotes are
used from an e-mail to distin-
guish from “live” interviews.
Is this a common practice?

Answer: Emai! staterents
from sources have the virtue of
being more precise and less
subject to dispute than tele-
phone interviews, and they can
be an ideal way to bridge the
world’s time zones in interna-
tional reporting. In some
extreme cases, like a perpetual-
motion political campaign or a
post-disaster environment,
email may be the onky way to
comraunicate in a timely way.

But such interviews do raise
unique questions of disclosure
and authenticity. Those issues
don’t seem to have made their
way into formal ethics codes
yet, but an unscientific survey
shows that some “best prac-
tices” for this post-Blackberry
world are starting fo emezge.

On the disclosure front,

some news outlets now distini- .- -

guish between “interviews,”
“telephone interviews’™” and

© “email messages” — a practice i
- that helps its andience gauge. 10

: mvestzgatzve business reporter
" at The New I?Jrk Tmes and.a
member of SABE W 5 baa 0

how much leeway to givé a
speaker for off-the-cuff com-
ments. Verification is another

* bedrock rule. Reporters say

they would not quote from an
unsolicited email, any more

. than from an unsolicited letter,

without satisfying themselves
that the message is authentic.

In fact, email interviews
seen 0 be used mostly
between reporter and sources
who have a pre-existing rela-
tionship and a high degree of
trust. Where that does not exist,
carefull telephone verification is
essential,

{Obviously, a careful
reporter will call through the
relevant company’s switch-
board or look the number up
independently rather than sim-
ply ask the email’s author for a
phone number. Another verifi-
cation idea: Ask emailers to fax
you their business cards and the
letterhead on their personal cor-
porate stationery.)

But email interviews carry
another hazard that usually does
not attend personal or telephone
nterviews: The interviewee can
promptly post the entire email
exchange on the Internet. It
would be very difficult (and, in
most states, itlegal) for an inter-
viewee to secretly tape or film a
reporter’s telephone or in-per-
son inferviews and make them ..
public. But those limitations do -
not apply to email messages.

So it is essential for
reporters to carefully monitor
their outgoing ernail messages S
to make sure that nothing in”
them could be m1smtexpreteci as :
malice, bias or disrespect. Save -
your clever ironjc touches for .
another medium ~- it’s hard to.
tell everybody in cybersgace'
that you were Just ;okmg

Diana B. Henmques zs_the
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paper-sponsored e
awards ceremonie

are the main actmtnes
These tend fo: have a’

“hranded” feel about them -

How can reporters and edl-_
tors attend and be pohte

without loo_kmg_ like or feel= - |-
ing like they’re gwing’ a fre'e'-'__ :

pass to companies they’re
expected to be watchdog

ging?

Answer Networkmg
events and awards programs

present many. ‘ethical and bu31~'

ness chaﬂenges for ne:ws
organizations. -

- It's unreasonable for your  probably going to grow in

employer to ‘expect you.to "
show up at a company-brand-
ed event’ and be a cheerleader’
for a company being honored
or for an event sponsor,

Nor should you be expect-
ed to be involved in conversa-
tions where a member of the
advertising staff is pitching
advertising or sponsorship,

On the other hand, my
experiénce has been that
showing up, being polite and
being professional in these sit-
uations 1mproves your credi-
bility. -

By attending an event you
may be able to make connec-
tions that advance your own
brand — your byline. You -
may occasionaily exchange a
few words with a company
executive that’s been the sub-
ject of 2 negative story, but it’s
unlikely they will act unpro-
fessionally in such a sitvation.

schmaozmg and: networkmg_'_.i-'

And it might turn out to be a
chance to gauge how serioasly
they take your coverage..:

There also are reasons why :

- showing up at & company _
- awards program might be’ nec—- o
- essary. For example, if the 7o
. news:team has arolein select—
i mg winners — as s ‘the dase .-
+- il many regaonai pubhcat;ons
‘it would be rude. for the

: ;udges 1ot to show. up: S I
"' Having produced a number- 1
“of awards progtams, T think - .
that both print arid online pub-_ i

cations are finding that their- -

+ ability to gather folks for net-
- working events is a growing’
- | partof building a successfui
© néws operation. - '

.~The reason is thls Many .

: f.'f executwes and professmnai -
- spend so much time in front 5
| of the PC answering email.
*and killing spam that they .
- actually look forward.to 1.
- attending a limited m:mber of
o We§1~pr0ciuced events to keep.. 5
“|- in touch with peers, cornpeti- -
“tors or the local community. It
- would be natural to turn to the
| regzonal business pubhcauon
fior mdustry publication as 4"
“souree of credible networking
: opportunmes If your compa-
© | - ny is putting on classy and

successful events, they are

importance over time.
But events are a two-edged

- gword. If they are poorly pro-

duced and don’t lead to a lot
of buzz in your particular

. marketplace, it can be a preity

painful experience for you,
vour bosses and the attendees.
You might also want to watch
for event fatigue — situations
where you and the company
are spending so much time
producing and attending
events that your news reports
lose quality and credibility.

Henry Dubroffis a former
president of SABEW. He is the
editor, chairman and founder
of the Pacific Coast Business
Times. He spent 10 years af
The Denver Post as a reporier
and business editor. From
1995 until 1999 he was editor
of The Denver Business
Journal,
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ETHICS 'AND
EXCELLENCE
[NJOURNALISM

D AT |

BY TBJ STAFF

© SABEW received a $25,000
grant in August from the Ethics
and Excellence in Journalism
Foundation to launch several
ethics-based initiatives, including
this issue of The Business
Journalist.

This grant has helped launch a

" re-examination of ethical consid-
- eration that today’s business jour-
- nalists” face at the Fall Writers
= Workshop and will continue at the
- 44th - Annual Conference in

'Ethics in the spotlight

Anaheim in May. Plans also call
for a membership survey and Web
content.

The New York-based Ford
Foundation is funded by bequests
from Edsel and Henry Ford, and is
an international philanthropy ded-
icated to causes that strengthen
democratic values and advance
human achievement, The Knight
Foundation, based in Miami,
donates to journalism organiza-
tions and to community projects
in designated cities.

Calame

>> Continued from Page 5

would declare a speedy mistrial after
the publication of the juror’s name,
But they were wrong. The trial con-
timued on another week, until the
juror started to receive threatening
corpmunications.

Lessons learned: “First of all,
don’t buy imto assumptions of what
may happen, and second, ask: “What
harm will flow from the public not
knowing until the end?””

Looking forward — a challenge for
the future

Asked to name an important eth-
ical issue going forward, Calame is
unequivocal; maintaining detach-
ment,

“Detachment is not the same
thing as objectivity or impartiality. it
means not having conflicts of inter-
est.”

Why is this such a big issue
now?

“There’s a growing view that
business news is a commaodity. And,
in my opinion, there’s a growing
emphasis on the ‘Big Stories.””

In this kind of environment,
Calame fears that writers may devel-
op a sense of obligation to valuable
sources. “These are the sources that
give us great stories ~ leads and
clinchers.”

He is highly concerned that writ-
ers may be getting too cozy with
sources. “Are [the journalists] writ-
ing about their friends?” Do their
stories relate to sources’ companies,
competitors or friends?

Editors, particularly assigning
editors, he says, should be required
to ask writers: “Does your source
have anything to do with this?”

Deborah Nason is a freelonce busi-
ness jowrnalist in Connecticut. She
received an Ethics and Fxcellence
in Journalism Foundation scholar-

© ship to attend the Fall Writers
Workshop in New York. Barney
Calame is a former president of
SABEW. He became the second
public editor of The New York
Times in May 2005. He retired as
the deputy managing editor of The
Wall Street Journal in 2004 after
almost 40 years.
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Marty Steffens

SABEW Chair in Business and Financial Jousnalism
steffensm@missouri.edu / 573-884-4839

Technology creating brave new 'world

CHAIR S CO.RN R

undergoing change. The Markkuia Center at
Santa Clara University in the Silicon Valley
. e e focuses on changing ethics in business and indus- tempted to obtain personal data‘?
Corgorate gqv§mancez n pohtlcs, i insider try. Bach year, they forecast areas of emerging P
trading and in journalism itself. ethical concerns. In early Qctober, they data against reporters who ry o mvest:gate
Our organization’s founders sought to bring  announced five emerging areas of concern:
ethics and integrity to our profession. We created 1. How business handles confidential busi-  ing imme phone numbers of reporters B
a code, revised a decade ago, to deal with such  ness and personal data. _
threats. Today we face problems that arise from 2. Private equity and business ethics: Will  cover check our phone records Are our:h
technology, and ethical lapses with business these new private companies act ethically with-  records ﬂext‘?
itself. out shareholder oversight?
Let’s first deal with technology and new rev- 3. The ethics of market controls, especially in  companies will make our ]ObS more dzﬁ’scult he
enue streams for media organizations. At the fall  crisis and disaster situations.
workshop, a lively discussion ensued on the 4. Corporate responsibility, such as providing  us many coverage tools that do not exist when i
impact of behavioral marketing and customized  health care, moving jobs off shore and protecting  comes to closeiy held and famﬂy—awned bus
media delivery for onfine readers. A transcript of  the environment.
that session will be posted on www.sabeworg 5, US. corporate conduct abroad and in the  enton %mman sources for mfonnatlon ratherthan-
soon, Third World, :
Fthics in the businesses we cover are also Clearly, the first concern dovetails our own -

Everywhere in society, we're hearing
the drumbeat of integrity — integrity in

> Cont:nued on Pag

Attention: SABEW Members

Want a head start on business journalism’s future?

The Donald W. Reynolds National Center for Business Journalism will hold 2 free daylong workshop: on
“The New Business Section: From blogs to HI'ML to ‘round-the-clock deadlmes. i

The workshop takes place Saturday, May 19, at the Disneyland Hotel in Ansheim prccedmg
the annual conference of the Society of American Business Edltors & Wnters :

Donaid-W Reynolds :
National Center

Jor Busmess Journalism

Waler Crenkise School of Journalism and M ontminication
O Box ¢ feona Seate University

Tempe, Ariz. 8328

[)lr"' 0 Funded by a grant from the Las vacla-based




Mary Jane Pardue
Assistant professor of journalism, Missouri State University
mjpardue@missouristate.edu
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BEHIND THE BEAT

Hard to legislate
for every eventuality

Today s emergmg technology hag’
brought tremendous opportunities, but
with them' questzonable practices.

We're workmg in an eavironment where
sources are aggressive about maintaining con-
trol. And the methods some are using — have
they ever heard the word “ethics™? -

We interviewed SABEW colleague Greg
McCune, Reuters” America editorial training
editor, to get his take on the ethics issues jour-
nalists face today and his recommendatlons for
dealing with them,

"Here's'an edited version of our Q&A.

. Quesﬁoﬁ: Are business journalists facing
tougher ethics issues in 2007 than we have in
the past? If so, why and what are they?

- Answer: T would say yes. First, the Internet
and technology are transforming the media.
All business journalists are either already writ-
ing for online or should be thinking about it.
There are issues surrounding blogging, There
are new sources of information, such as social
petworking sites YouTube, MySpace and
FaceBook. They present some very tough
dilemmas in our reporting and writing.
Secondly, all this technology is speeding up the
news cycle. We have to make ethical decisions
in real time — we don’t have days or some-
times even hours to decide how to handle
something,

Q: Should news organizations adopt
strict ethics polictes or should these issues be
resolved on a case by case basis?

© At T wouldn’t presume to know the right
answer to this one. Reuters has a few very
important principles that are strictly enforced
and “a handbook: of: practical guidelines on
everything from style to investments. We have
tightened up in certam areas. I do tinnk this is

* a bit like Congress writing tax laws. You can

write very strict and very specific rules and
laws for every conceivable case, but someone
will always find the loophole. It is easy for
media organizations to react to a specific inci-
dent with a whole raft of new rules. These then
tend to have their own set of unintended cir-
cumstances. So { believe there has to be a bal-
ance,

Q: What methods should journalists use
to resolve ethics issues?

A: Much of what we deal with is not black
or white. At Reuters we have principles, stan-
dards and guidelines. We try to arm our journal-
ists with practical training based on real-world
situations. We draw a lot on the experiences of
colleagues with guidance from our editors, This
is complicated by the fact that we are dealing
with the laws and forms of government in
something like 100 countries. We also empha-
size mewsroom communication to head off
problems,

Q: Do youn recommend ethics training for
business journalists?

A: Absolutely. After the spate of ethical
problems in U.S. journalism a few years ago,
Reuters editors mandated ethics training for
staff in 2005. We put 70 percent of our global
staff through a full-day ethics course. We pre-
sented some basic guidelines for resolving
ethics issues, but most of the course was spent
discussing and debating real-world case stud-
ies, The journalists loved it. The course was so
successful that we followed up last vear with a
half-day course on sourcing issues. Every new
hire must study our journalism handbook and
take a written test. The test presents them with
real-world situations and asks them to write
down what they would do. Editors grade the
test and have a session with each journalist to

We try to arm our journalists
with practical '
training based on
real-world
situations.

— Greg McCune,
Reuters America editorial training editor

go over the results. Training will never elimi-
nate ethical lapses, but I do think it can make a
difference.

Q: Do you think business journalists face
tougher ethics issues than other journalists?

A: Not really. Technology is forcing all of us
to confront tougher issues. I worry about the
influence of corporate and government PR.
Business journalists are up against some of the
most sophisticated and manipulative operatives
in the world. The Hewlett-Packard pretexting

issue demonstrated that. I worked for nine

years in Washington, D.C,, and experienced
firsthand how formidable the White House spin
machine is. But Fortune 500 companies are just
as formidable. I think some journalists do not
realize this when they land on the business desk
and are overwhelmed by the spinmeisters. We
have to keep that distance and skepticism.

Q: What advice do you have for business ~ '

journalists to avoid ethics issues?

A: It is not possible to “avoid” ethics issues.. ~
They come with the territory. Read your = -
employer's ethical guidelines thoroughty. How: -
many of us have taken the time to act‘ually do s

> Contlnued oh Page 11
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headllnes
: annual
conference

BY ‘TBJ STAFF

: Walt Disney Co. CEO Robert Iger will address
"' SABEW’s 44th annual conference in Orange County,
Calif, on May 21, 2007.

' Iger succeeded long-time Disney CEO Michael
‘Bisner 23 the entertainment and news company’s
“Jeader in October 2005. He oversees a diverse set of
- operations from a major Hollywood studio to the
© “ABC network and its news production as well as a
 miassive tourism business.

- Previously, fger was Disney’s president and chief
* operating officer. He came to Disney through the
- 'company’s purchase of Capital Cities/ABC, where
- Tger was president.

e Jger's talk will be part of a SABEW event that will
"+ also feature:

s « A town hall meeting on business journalism
v ethics

.« Presentations of SABEW’s Best in Business
~. awards

 SOCIETY OF AMERICAN BUSINESS EDITORS AND WRITERS

NNUA' CONrE?FNCE

- ',.
ORrANGE COUNTY,
CALIFORNIA

= Mlay 20-22

SABEW Trivia

Eisner was a keynote speaker when SABEW
last visited Southern Calitornia for an annual
conference in 1998,

* Session on how to better cover hot-button fopics

* How to best manage your workfiow in budget-
crushing times for newsroom.

Check our Web site, www.sabew.org for program-
ming updates and registration and hotel information.
The conference dates are May 20-22.

_ Chair's Comer

. . $>.' Cor;tirzued from Page 9

: "on pubhc data, which can cause potential ethical
. problems:

" Much has been written on price manipulation.
- We, the media, affect price of stocks, goods and
services; And we all know what disaster does for the
price of commodities — from oil to orange juice. We
re aiways at risk of being used to temporarily
fate prices of stocks and goods

.. Corporate responsibility has become a hot topic.
Many newspapers write about Wal-Mart as a cotpo-
“rate Jeader ~ but are there other large retailers with
-~ similar policies? Conversely, we often ballyhoo
good” companies such as Starbucks and Google,
- but are we ignoring their potential lapses as well?
ass of coverage across industries is an ethical
ncem we cannot 1gnore

And of course, there is American corporate con-
duet around the world. Sitting in a hotel room in
Europe, you can switch between EuroNews, the
BBC, SkyNews and Arab channels, as well as U.S.
news feeds, The difference in coverage is sometimes
striking. This past summer, [ Histened to several dif-
ferent versions of stories on the New York Stock
Exchange’s competitive bid for EuroNext. Clearly,
where the news organization was based affected the
reporting of the story. In our global news communi-
ty, how can we overcome our national bias?

These issues and more will continue to be dis-
cussed in workshops in Anaheim, and beyond,

1t is a brave new world out there, and the ethical
dilemmas we face require courage and conviction on
the part of journalists.

Marty Steffens is the SABEW Chuair for Business
and Fi manczal Reporting at the Missowri School of
Journalism,

_._Be_hlnd:the Beat

hat? Probably not many Aiso I thmk young jout-

Lookin for BiBz?

You can find monthly installments online at Www.sabew.org -

a11s arm. by observmg the behavior of their

bt ask: fo
3

"'et'a_-highj standard Finally, I would say'

help lines you can call for advice with some jour-
nalism organizations, such as the Society of
Professional Joumalists at www.spj.org and the
SABEW listserv.

Behind the Beat is a feature that profiles people
in business news departiments across the nation. If
you have ideas or people you would like to read
 about, please é-mail Mary Jare Pardue at mjpar-

. due@missouristate. edu. Pardue is an ass:srant

G proj%ssor of jowrnalism at Missouri S.fare

Unwerszty
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Conference program
packed with CEOS,
hands-on training sessions

BY BERNIE KOHN
Conference committee chair

Journalism is very much alive in
Baltimore, despite what you might see on
“The Wire!” Come see for yourseif at
SABEW’s Arnual Conference April 27-29 at
the Sheraton Inner Harbor, our first visit to
Charm City.

Highlighting the conference are interview-
format keynote appearances by CEOs at the
center of two of the biggest ongoing econom-
ic stories, David Rubenstein of The Carlyle
Group and Daniel Mudd
of Fanpie Mae. On
Sunday, the conference
will feature a series of
interactive classes on
blogging, professional
ethics, social networking,
using campaign finance
database to find business
stories and improved:
search technigues. (All
participants are highly
- encouraged to bring their
own laptops with wireless’
capability.)

Other highlights of the
conference will include a
debate  between two
media CEOs on the right
model for media owner-
ship; look-aheads in the
financial markets: how-to
sessions  on  covering
health care, entrepreneur-
ship and “green business”; turning that prize-
winning story into a book; and our always-
popular session on how to interview like an
FBI agent.

We will recognize the best in business jour-
nalism at our annual Best in Business Awards
ceremony and will honor Floyd Norris, New
York Times chief financial correspondent,
with SABEW’s Distinguished Achievement
Award.

Arrange in advance for a private critique of
your work Browse at examples of fresh
thinking in our profession at our “innovation
room,” a new feature this year. Buy a keep-
sake at our Second annual Silent Auction, pro-
ceeds of which go to SABEW s Fund for the

David
Rubenstein

> Contmued on Page 13

 Panelists: Sara Collins, Ph.D
i :dent Prog‘ram on the Future of Heal

Tentatlve _conferenoe schedule

insurance "i‘he Commonwea!th Fund PauE
Fronstm, Ph D senior research assocrat
: _mployee Beneﬁt Research instrtute John
_Cerreyrou heatth care reporter Wall Street

ent W rfrshop wrth the Donatd w. Reynotds
Natronai Center for Busrness Journalrsm -at Th
Baltrmore Sun {Enroilment hmrted to 25 mus

: ;'12':3042 pm. = LUNCH. Presentatron of
Dretmguished thlevement Award Annua! busr

' 'ness meetmg, mcludrng electron resuits

: 2:153'30 pma Keynote Da\rad Rubenstem,

founder and CEO CarEy!e Group Presented i :n .

; ntervrew—sty!e format with Henny Sender, phi ate

ecgmty reporter The Fmanoral‘l‘mee :

' 'Put_al:c or prwate. What’s the rrght ownership
‘model: for trad|t|onal medza”" A discussron
o between J:m E)olan, CEO Dolan Med:a and

Presenter* Mergot Wsltrams ohief reeearcher,
: The New York T‘mes =

i

“How to tell what’s rea
g Presented by the Society of Env:ronmental
Journal{sts Moderator: Tir ¥, Tep

KEYNOTE Damel Mudd CEO,
'Fanme Mae Prese_ ted m mtervrew format wrth S

".":'busmess story’?" Moderator L;sa thbs busr--
ness editor, _The Miami Heralct

oz ith—care coverage Seemg the brgger p:o-
ture ! moderater chk Chrtstie, business edito

“Heaith mserance"' I5ite enough’-’ Cmrermg
. the coverage issue” Moderator: Gal DeGeorge
. Sunday editor; South Florida SunSentmel .
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Gail i)éCébrge

 South Florida Sun-Sentinel

_Tips from the trenches

'_ :'-'_So what to do. i you re facecf wnth the prospect of .
i havmg t6 meld yoiir Business sec’uon into: Local
i _or “anothet sectzon" Two hasmess ed:tors who
" "recently dealt with that challenge = Ron Carter
2 the Ceiumbus Duspatch and Steve_ McMsltan of -
7 The Denver Post gave some tips: .
-5 number of daily 1) Get good refers fmm the'sect n front..
the nation, the Business .. :_2) Be as local as possmfe : :
f_lg-:-' Some hayc cut their © "3) Steer readers to nnhne_for content you have to
__cut but heed No 4 : :
Sy Be carefui cattmg standsng content mc!udmg i
“ charts _qn__d data that you may ‘ot reaslze so many
réaders like: McM:IEan heard complamts about g
i ¢ cuttmg money maarket yse!ci mformatson a mort
gage rate chart and tech content. He S d;rected

: readers to onl:ne for some of 1t but ES consmermg-
; whether to restore some of itto the paper. . 3
: 5) Be prepared for the unexpected Carter says
. he was sufprised how many readers didn't like
starting at the backof Sports and "Jumpmg" :
: backwards mto the sectton'

: news tong ago broke the bamers for 1A p!ay
Keep yolir reportmg and wntmg sharp, cover your -
 local conmmunities break news and yoa'ﬁ stay et
elevant to reader

Busmess ]ournahsm with Character

: :' Magazme Watch: Jennifer Hopfinger (left) reports on the latese in business periodicals
Under the Magnifying Glass: Footnoted.org editor Michelle Leder probes company financials
7 Dick’s Picks: Writing coach Dick Weiss lists the best business stories of the moment

" Roish Rant: A blog on what’s bugging Chris Roush abour business journalism

Coﬂgtaﬂdaﬁom to Recipients of 2008 Reynolds Center Business Jourmalism Scholarships
.:;'so'r'z. Borseth of the University of Missouri * Wee Sui Lee of New York University
) C}zroom of City University of New Yark * Ashley Macha of Arizona State University
€ Cf):{r[e: Czttte) of “Tndiana University . * Carlos Macias of Baruch College
_e:cbel of Brzll State Umvemzy * Brigitte Yuille of Florida International University

Donaid \‘V Reynolds . '
National Center -.

Jor Busmess ]ournahsm"

Andrew Leckey, Director g SRR '._Puncicd bya grant From the L'as Vur '__'Nevzl.da«bnsed”'-' :
andrew leckey@businessjournalisim.org *30“_7" S s Domid W Rc}’nolds }'oundatlon R =




