>> Susan DeSanti: Okay, let's get started. We stk laalot of ground to cover, and this panel is
one that we put together, because as we were preparitiusfavorkshop, we heard a lot about how
consumers are using the Internet and information omteenet differently, are approaching it
differently, there are different things that you canon the Internet. We heard little bit about this
from Josh Marshall yesterday, of Talking Points Methat he basically encourages his staff, and
he writes for the Internet differently than he wotdd print. And so we thought it would be very
useful to have a panel that focused on the differenskifidvays in which you can engage
consumers and inform consumers in the new digital age that's the point of the panel. And
we're going to start with -- and we've given each ofglpamelists -- we're getting really lax here.
Instead of three minutes, they get four minutes. And e&ttem will go through a four-minute
presentation, and we're going to start with Jim Gaid@s. is a former corporate editor of Time Inc.
and was the managing editor of "People," "LIFE," anidME" magazines. He's now the editor in
chief of FLYP, a website for digital multimedia jouhlisan at www.flypmedia.com.

>> James Gaines: Thanks, Susan.

>> Susan DeSanti: | think you're gonna need to movatiteadloser. I'm sorry.

>> James Gaines: Can you hear me? Yes? Thartks ¢otmission and Susan and Elizabeth,

who's...

>> Susan DeSanti: Floating around.

>> James Gaines: ...floating around, for inviting us heckefor the last two days, much of which |
watched yesterday, almost all of which the streamanl#tie weird, but almost all of which
yesterday | watched and listened to, and, frankly, founitl@pressing, because so little of what |
care most about was really -- was under discussiommust was about data and hits and clicks
and page views and content. | hate that word. It'siaméz me, and it may have been the stream
or it may have been real -- | hope it was the formeéhnat it was not until midday today, in the
panel on public funding, that | heard the word "story.is@&Miller talked about storytelling in
talking about PRI. You know, hearing Arianna Huffingtonmihg about pay for content, of



hearing Rupert Murdoch quoting the founding fathers yesterdayrulgsepulsive. Of course
people pay for content. People will pay for what theyiv And one of the things that NPR and
PRI are doing very well is telling stories that peoplewta hear. | think one of the problems is we
live in a disintermediated -- Our digital experiencdigntermediated, no question about it. It's
famous for that. And | think one of the challenges watave is reintermediating what has been
disintermediated. And I think that lots of things wiintribute to that, but one of the things that
won't is a cramped view of what journalism is. Itas data. It is not content. It's stories. It's
things that -- it's not important what we put down grage. What is important is what people take
into their minds and hearts. And for all the talk ahBparency and databases, that is great and it is
the bulwark of good journalism, but it needs to be takentimre form of stories. I'm going to run
way over if | keep on this rant, so | will try to desisVe haven't done a great job of journalism.
It's -- it's -- oh, my God. One minute? Okay. | wilt to the chase. The new devices that are
coming will change fundamentally the experience ofsteies that we put out. They will change
the Internet from a lean-forward experience to a-leeck experience. And I'm talking specifically
about the Apple iTablet, the Microsoft Courier, but esglcthe descendants. You will be able to
-- | mean, radio is the ultimate lean-back experierfslee was talking about 30 million visitors a
week, 4 1/2 hours a week of consumption? That's becaliseiga great storyteller and a great
leaning-back experience. That is what is coming in tbadivand environment with these new
devices, which will become more flexible, more ubiquitounsl more important and which will
require new arts and new crafts of storytelling imadia at once. That is the challenge that we're
looking forward to. | just want to repeat something that Eewton said this morning, quoting a
Knight Foundation report -- journalism doesn't need savinggats creating. I'll stop there.

Thank you.

>> Susan DeSanti: Thank you very much, Jim. You've gigea lot to think about already. Next
we'll hear from Kathy Times. She is the presidentefNational Association of Black Journalists,
an Emmy Award-winning investigative reporter, and co-anch&QX 40 news at 9:00 in Jackson,
Mississippi. She coauthored the NABJ's first divgregnsus of senior managers working at
network news operations. She plans to increaserigaior NABJ members who would like to

assume managerial and executive positions in all npegitorMs.



>> Kathy Times: Thank you so much, Ms. DeSanti, antiecchairman, Mr. Leibowitz, for

putting this conference together, and we are delighted tereetdday. | believe a more
appropriate question is how will journalism be transfedrby the Internet, because journalism will
survive. | want to thank all of you for being here, hesgal certainly hope that you will take
something away and tell our stories to others. Diveasityinclusion are two areas of great
concern for the thousands of African-American membéry organization who are represented
around the world, but we are also concerned about the ddaekunity at large and how it will
receive news and information in the future. The chghs that our members face are very real and
entrenched. Newspaper jobs held by black journalists vitgycan alarming 18% since 2001,
making African-Americans the single most targeted groupfotosses in the newsrooms across
the country. In real numbers, nearly 400 black journdbststheir jobs at newspapers alone last
year, and they continue to do so today. Worse, 458 neespatill have no minorities in their
newsrooMs. On the television side, as Ms. DeSantingsttioned, we conducted our second
annual NABJ census, and it revealed facts about wh&mgthe decisions. The 2009 census
looked at the diversity of the management teams at afitrss owned by ABC, CBS, FOX,
Hearst-Argyle, Media General, NBC, and Tribune. Only Jdr&people of color. Fewer are black.
At the network level, there are no African-Amerieaecutive producers supervising nightly
newscasts or those wonderful morning shows. The nurabersqually poor at online media
outlets. Many of these start-ups left the starting gatt@out black journalists. Without diversity,
stories and events that are important to the Africaredaan community are less likely to be
covered and more often misunderstood. The Obamasptnamn fist bump was one of those
moments. We want to enlist the help of not only th€ Rnd the FCC but the major networks, and
even FOX, to dedicate resources that will lead to onlinen@eships and boost entrepreneurship.
This will strengthen coverage of the African-Americ@mmunities. Now, some partnerships have
emerged, such as theroot.com with the help of the "Wasliniriyist." We want you to consider
solutions that will make training more accessible and osimig easier to attain. Now, it is
imperative that if any federal assistance is availaléeuse it to retool newsrooms and assist
African-American newspapers that are struggling. As pamsrs downsize and disappear,
consumers will become more dependent on electronic mahaely, of course, the Internet and
mobile devices. African-Americans are more likely toess the web using handheld devices.
Now, we implore the media to find more effective wayseach them with important and relevant



stories that impact their lives. We are not advocdgetygood Band-Aids but rather pushing good
business sense. A broader audience leads to more resedus, the end of the day, that's what we
need to eat. In closing, it's important to point out M@&BJ has long been a leading advocate for
training and educating black consumers and professional andisjogienalists. We have

programs right here in the Washington area that ddegwvery year and across the country with
more than 83 chapters, on college campuses as wellfassiomal chapters. As NABJ celebrates
its 35th anniversary, we are powered by change. We atg at#he starting gate. We've seen

what's happened in the past, and that doesn't have e hetdre. Thank you.

>> Susan DeSanti: Thank you very much, Kathy. Nextewging to hear from Jason Seiken,
who is the senior vice president of PBS Interactivegreline is leading the transformation of PBS
on the web and mobile platforMs. Before joining PBSleldecontent development for AOL's
businesses in the U.K., France, and Germany, and béttdrehe was the founding editor in chief
of washingtonpost.com. Jason?

>> Jason Seiken: Thank you, Susan, and thanks to theissimmfor this opportunity to share a
few thoughts. At PBS, we're focused on transforming dwesdrom a traditional broadcast
organization to a right-brain/left-brain company -- tifphain because, these days, media
organizations need to be risk-takers, experimental, fastrg, and willing to cede significant
control to their audience and left-brain because veel he overlay that call to experimentation with
a hard-nosed business discipline of focus, accountalaifiy, most important, using data to drive
decisions. Three examples of how this works at RBSyear ago, we launched our video hub for
kids. It was pretty much an overnight success with rtiwae 5 million streams a month, but by
examining the audience data, we knew kids were hungry fog mtaractive experience. So, we
took a technology that was designed to insert advagtisto online video and repurpose it to
instead insert interactive online -- interactive, educafigames. Instantly, linear television was
transformed into an interactive experience, and weasa@x jump in traffic to those videos. A
second example -- when we launched video.pbs.org thiggspve decided to push the PBS brand
in a risky new direction by adopting an unconventionailgsesThe audience was somewhat taken
aback. One older woman gave us feedback that "thisatsattwhat | expected from PBS. It's so

modern.” And someone on Twitter said simply, "Thisick nasty," and it took the younger people



in my organization to assure me that that was a coraptimSo, at the same time, we've adopted a
disciplined approach to the looking at data and rapidlgtitey based on what the audience wants.
We launched the video site in April, and since then, wee on our 17th release. We're just
about to launch our 17th version of the video site.tl8®approach has paid off with a larger,
younger, more diverse, and more engaged audience. (meaitverage PBS viewer is pushing
about 60 years old, but half of the pbs.org audience ig tihe@ge of 35. Traffic to PBS sites has
jumped to almost 20 million units a month, and the avenage on our video site is watching for
26 minutes per video stream. Pbs.org users are also noficaigity more diverse than the overall
U.S. web population, indexing 82% higher for African-Aroans and 55% higher for Hispanic
Americans. The final example | use is our approachdal leews and information. Rather than
stick with our traditional model of a central PBS weabsihd hundreds of local station websites,
we've blown up the model with two changes that analgitag are industry firsts. First, we
architected the PBS video platform to allow three-wayispaf video -- national-to-local, local-
to-national, and local-to-local. What that meartha the audience that goes to a PBS station
website can now view local videos side by side with progrim "NOVA" and "FRONTLINE."

At the same time, local stations can bubble up their vidgains.org and they can share it from
station to station. In phase two of this project, &v&king the local-national one step further by
rearchitecting pbs.org so that all businesses will auioatly be given a seamless mix of local and
national content using their IP address and APIs to adimatig suck in content -- sorry for that
word, Jim -- to automatically suck in content frorndbPBS websites to pbs.org. So, for PBS, the
key to this right-brain/left-brain approach has beeretoain true to our key principle, which is to
use every minute on air and every pixel online to help Araesienake their lives better for
themselves and their children while, at the same timéra&cing experimentation and risk taking in
how we live up to that principle. In closing, a coupléhoughts about creating a right-brain/left-
brain organization and how doing so is relevant touheré of journalism. The first key is
institutionalizing risk taking. The new media group at FaS built an informal, new category into
our annual performance review. It's a failure categéwmyd the way it works is that if an employee
doesn't fail enough times during the year, they get marked,dmeause it means they haven't
been taking enough risks. The second key really is Islger During the past two days, this
conference has heard two very different stories,fama start-ups and another from the
mainstream media. Personally, | think that in thistwhmarketplace upheaval, the key advantage



that start-ups possess is that they are native -+ ohdlsem are native-born right-brain/left-brain
companies. By contrast, most newspapers, having enjoyedneapoly status for decades, are
immigrants into the right-brain/left-brain world, es@dly to the part that requires change and risk
taking. When the dust settles, the winners will bectirapanies with extraordinary leaders like
Don Graham at "The Washington Post," Jon Miller, wkodw well from AOL, Paula Kerger at
PBS, who are able to instill new cultures and transtiem organization in -- their traditional
organizations -- into start-up-like companies with atrigiain/left-brain approach. It's second

nature. Thank you very much.

>> Susan DeSanti: Thank you. Next we'll hear fronatltan Miller, who practically needs no
introduction because we just got kudos, so -- but Isayl Jonathan Miller is digital officer and
chairman and C.E.O. of the Digital Media Group fomeCorporation.

>> Jonathan Miller: Well, thank you, Susan, thank yotlnéocommission, and, most of all, thank
you, Jason, for that kind remark and for the idea ofrgekudos for failing. I'd like to see if we

can institute that, at least with regards to myself, isegou do have to try some stuff. Part of
what | try to do for News Corporation, which is obvioualiarge, diverse, and global media
company, is figure out what's important. There's so nohehge going on and so many things that
come up, and a big part of it is, what are you actuallyded on? What really matters? What
makes a difference? What's important? And, obviously specifically to this, how does it affect
news, information, storytelling, and is it performingaglobal basis? So, there's really three
things right now that I latch onto and think about sbgllbday and all night. And they're mobility,
the real-time nature of information and content --ysagain -- and the third is socialization of the
Internet and, frankly, of our lives -- the digitalimat and socialization of our lives. So, let's look at
each of those. Mobility, I think, is the most profoutndiege that's going on right now around the
world in terms of technology. By some time in 2011 stmeople in the world that access the
Internet will access it primarily over some formpafrtable and mobile device. That is a profound
change. We are entering the post-PC world in a \vealway. We kind of know that and it's kind
of exciting with iPhones and smartphones, but it's ddomental change. The world is shifting to a
portable and mobile environment, and | think that affectsyéivag -- the economics, the kinds of
information that people want, where they want it, hbey want it, the stories that are told and how



they are told. All that is affected by mobility. Aldgballows many, many more people to be online
and to be online all the time, or most of the timet thay choose to be because it is much easier, it
is much less expensive, it reaches neighborhoods and af#aes globe that haven't been reached
before. So, I think it is a tremendous force for divgraitevery level regarding the world
community and the world online community. Second, abdwutéal-time nature of things -- it's
really been a profound change. There is technology hatwinderlies it. We think of it as -- in
many ways, it's often discussed as Twitter as real-t@me it is, but there are many technologies
that essentially lead to the world wanting to -- gettiogugtomed to and wanting to know what it
wants, get what it wants when it wants, where itt@arso, we want to know what's going on in
Iran in the disputed election the minute it's happeningsasappening, just like we want to know
what's going on in our local community and with our frieaslst's happening. And that is, again, a
profound change. We want that -- coupled with mobile, wetwhat to be able to be available to
us at any time. The third thing is the whole sociatirabf the Net, and this is a profound change,
as we know. | think everybody's familiar with thedesy companies in that regard, but it's a
profound change, obviously, for the news business and otaeys, as we now get information
from people we know, from interest-based groups, andalses much easier now to form these
kind of interest-based groups of many, many different kamdsrepresent many, many different
communities. So, | think socialization is also a éfar organization, for diversity, and, for now,
really performing an editorial aspect that was previodslye only institutionally, and these will
live side by side. And, by the way, that is really aernesting and great world. And then lastly,
given the time, there's one high-level concept thatjyst sort of always have to, | think, keep in
your mind, even though it's the simplest statement yaureke of all, and that is bits are bits --
that we're now seeing all of these bits come togetmel Reed Hundt talked about this in terms of
the regulatory, or deregulatory, environment, that whattelasision is now really primarily
delivered digitally to most people, for example, in theted States. The television you watch on
your tv set is delivered digitally, just like the stuffuyget on the Web is digital and the stuff on
your phone is digital. So, bits become bits, and you wenbits that you want where you want,
when you want. You want them timely, and you want thenepresent the kinds of information,
stories, content, data that you want. And all of thétappening at the same time, and all of that
affects not only many areas of business but affeeta¢ivs business very directly and | think is
underlined in the profound change in the industry at time.ti



>> Susan DeSanti: Thank you very much. Next we're goilgar from Linda Solomon, who is
an award-winning photojournalist, noted author, and a casenihember of Citizens to Save the
Eccentric, her local community newspaper, who | thinkthadest name of any newspaper I've
ever heard of. Linda?

>> Linda Solomon: Thank you very much, and it's trulyhanor to be here today. | am going to
start with a story, and it's one that changed mydéetainly. In April of this year, | found out on
Facebook -- how ironic -- that our local newspaper elasing. This was a complete shock to me.
"The Birmingham Eccentric" in Birmingham, Michigan,ubarb of Detroit, connected our
community for over 131 years, and it's also the oldesinless in Birmingham. This is the paper
that we all looked forward to every Thursday and Sundagmember when | started my freshman
year at college, | asked my parents if they would sendwlscription to my dorm because |
wanted to keep in touch. When | started my career astajptrnalist, | felt comfortable enough
to walk into the offices without an appointment of thec¢éntric" and show my photos in one
byline from "The Detroit News." The editors were grasi@and warm, and, yes, they let me
freelance. Two years later, | was hired by "The DeNews" as a columnist because of this
experience. So, when | found out our local paper wasgjpksent a letter to the editor about my
feelings, and they were very personal. And when ttterlevas printed, | asked my husband, who
was the first one to pick up the paper, and | said, &t And he said, "Yes, it is, but there's also
a letter from the editor stating that the paper isctagting.” | said, "What? What happened?” And
now I'm going to tell you how a community saved a newspaPae of the citizens in our
community had the chutzpah to come here to Washingtondgowith Mr. Hunkey at Gannett and
pleaded with him to keep our paper on our kitchen tables Wds not an easy task, because, as
you know, with the unemployment, as in Michigan and fthe other problems that we're
currently having, the advertising dollars certainly were daubscriptions were down, but yet he
listened -- Mr. Hunkey listened -- to this citizen, DaBidom, and said, "Okay, let's go back to the
local publisher and see what we can do to save your paperthere were some very difficult
decisions that were to be made. Number one, we wouldtbanerease subscriptions substantially
in order to keep the paper alive. Now, that's not eafaytoSo, | read this article, and | said, well,
what can | do? This is the paper that started my cateeant to help this paper,” and | called the



editor, whom | had known for 20 years, and | said, "Camlunteer to write a column?" And he
was a little surprised, and he said, "You would do thatRt WKsaid, "Yes, | would, and I'm also
going to ask other celebrities from our area to alsontekr their time." And I called Hall of
Famer Al Kaline, who has never written a column, Hmitvas writing a column. | called Bob
Woodruff -- ABC's Bob Woodruff -- to write a column. Kearted writing a column. Jill
Rappaport from the "Today" show -- all sorts of verydaspeople, the former chairman of Ford
Motor -- they were all writing columns to save this papdnave always specialized in working
with children and developed many programs in encouraging childrexpress their feelings
through photography, and | said to the editor, "Would you gigehe opportunity to give children
a chance to take photographs and write for this paper?'aitle™gvell, if you want to," and | said,
"I would love that," and | put in my own column thatds volunteering to do that | was looking
for young journalists to write to me, to tell me how mtiedy want to work for newspapers. And
the response was incredible. And | will share with gome of the stories. | mean, for a 13-year-
old to see a photo that he has taken on the front pageefspaper is really something. | mean,
this builds self-esteem. And then he was able toggnaph Curtis Granderson and also have that
on the front page. This is an experience that chargedhild's life. Now, was he interested in
newspapers prior to this? Probably not. But is heasted now? Yes. Are his friends reading
newspapers? Yes. Do they walk past a newsstand anti\say, isn't this cool?" And you know,
all the kids can have their photos on Facebook, buhwba have your photo on the front page of
a newspaper with your byline, that's something that staitsyou for a lifetime. So, while we
were saving our newspaper, 45 minutes away, in a very academiaunity, a 200-year-old paper
wasn't able to be saved, and that was the "Ann Arbor Netwgd a friend in Ann Arbor called me,
and he said, "Linda, why didn't we do what you did?" But, yawkit was too late. The paper
had closed. So, the importance here of getting rightpwoftthis, right when it's happening so that
your paper can stay right here on the table and thatgoenjoy it, encouraging children to
participate in the paper -- that is the key, becauseatesour future, and if they understand how
important it is to share their lives and to share thearts by contributing their words and their

photos, then we'll be able to continue to receive our pagdérank you.

>> Susan DeSanti: Thank you, Linda. Next, we'reggtinhear from Debra Osofsky, who is the
national director of news and broadcast for the AcagriFederation of Television and Radio



Artists, a labor union representing over 70,000 journaldprmers, and other artists working in

the news media and entertainment industry.

>> Debra: Thank you. Thank the commission, Ms. DaSlslis. Jex, and Ms. Hoke and all of the
other folks who made it possible for AFTRA to come and@atdview to this workshop. AFTRA
has filed a comment, which | understand will be up onloensthat covers a number of areas,
including our support of meaningful media ownership rules, 'bugbnna focus my comments

here on the topic from this panel, which is the infogronsumers portion of the discussion.
Care needs to be taken as we move into this Integeetaa we move to multiple media platforms,
that Americans in their capacities as citizens andosmsumers are getting the news that they need,
that they're getting the high-quality journalism thattheed, and that means high-quality,
professional journalists. | noticed yesterday thereaMas of conversation about citizen journalists.
Some made references to that as well today. Anddueethat this is a term that we should watch
very carefully -- essentially, everybody who's irsttbom -- because you have to think about what
it means to say that there are citizen journaliteveryone and anyone is a journalist, what's the
value of the product that you're trying to sell? And Bmésell" not just "sell to an ultimate
consumer individually" but also if you're trying to della foundation, to say to a foundation, "You
should support our journalism." So, be careful what yowasdythe terms that you use.
Professional journalists are expected to adhere to acf@dkics. That includes truthfulness,
accuracy, objectivity, impartiality, fairness, and pullicountability. Maybe your list looks a little
bit different, but there's certainly a code of ethied journalists are expected to uphold. Citizen
journalists are not held to these standards. Moreokzen journalists don't have the kind of
resources to do the fact-checking, the analyses thatesmessary in order to have a quality product.
These are important hallmarks of the professional mistn So, let's call citizens "citizens." Let's
understand that they could be citizen sources, and thatfg important, and we want to engage
those citizens. That's important, too, but let's befdaaed say journalists are professional
journalists and citizens are citizens -- that simpiydpén a place where breaking news is
happening with a cellphone does not make a person a jaiytiadit we need the context, the
analysis, and the stories that make journalism joumaliSo, let's talk for a little bit about
professional journalists and make sure that, as we m®gneough this digital age, that the
journalists themselves have the resources that thelyimezder to do the quality journalism that



Americans need as citizens and as consumers. The coimbioBthe proliferation of these
platforms and, unfortunately, a cyclical downturn inésenomy has put a lot of pressure on
journalists. | speak mostly from knowledge of broadeastnalists that AFTRA represents.
There's been a lot of pressure to try to do much marenauch less, a lot less time available to do
the journalism that needs to be done. There's a refguéstadditional reportage to -- for the
Internet to feed that beast of the Internet or to nepse stories for iPods, downloads. Reporters
used to have -- particularly in TV -- used to have atogda producer, a cameraperson or
videographer in order to get the full story. And now wsaging to some of our journalists, "We're
not gonna give that all to you. You need to do mamllaf those jobs yourselves and become a
one-man band." When reporters have more work to do agditin't have more time to do it,
something has to give, and so it's important that we foonusaking sure, as we go into this digital
age, that our journalists get a chance to be journaltsio the quality of journalism that we all
expect and want, that people are gonna be willing to pay fame way or the other, either through
their pocketbooks or that we expect the government or foiondao fund. We need to make sure
that the stories that Americans need to hear abeutlbcal communities, the zoning board, the
schools -- that all of that continues to get coveretithat we get the kind of in-depth analysis that
matters to citizens in a democracy. We need to be nigilethis new digital age to make sure that
professional journalists have the opportunity to do tb@erinvestigative reporting that we all
want to see. So, in sum, those with the expertimsetwho follow journalistic standards, and those
who are going to have the time to do the proper jowsti@livork that professional journalists
continue to be respected in the digital age. Thank you.

>> Susan DeSanti: Thank you, Debra. And, finally, evglsing to hear from Benjamin Todd
Jealous, who was a member of the Knight Commissiaytakhose report you just heard, and is
the C.E.O. and President of the NAACP. Benjamin?

>> Benjamin Todd Jealous: Sure. And | used to run somethiileg the National Newspaper
Publishers Association, a federation of 200 black newspag®itany perspective that I'll talk
about today is somewhat, | think, imbued with that expeeerProbably the scariest thing about
the Knight Commission on the Future of Information NegdSommunities in a Democracy is its
name, right? Like, we're talking about media and joismaWwithout mentioning media and



journalism 'cause we're so freaked out that neither ialyand we don't want to seem
anachronistic in our prognoses. But the idea thatindomost compelling as we traveled around
the country and we listened to people talk about the stabe quality of information, whether it's
in the rural Midwest, whether it's in urban, Northe@alifdrnia, on the edge of the Silicon Valley,
was the idea of information deserts, both geographicedisas/generational. In other words, you
may have, you know, broadband saturation, but you may3@Xeof your voting population just
not engaging. And what that means both for expanding baoddiccess in places where it's
geographically, you know, just a poor situation -- eitherdls not enough competition or there's
none at all -- but also for postal rates, also fustal rates. You know, small publications like the
one | used to lead in Jackson, Mississippi, "The Jackdoncate" -- We distribute most of our
circulation to people all over rural Mississippi through post office, but the rate structure is there
to really benefit mass marketers, and it constra@®tions for growth for small publications,
which become increasingly important in this sort of meadanent. You know, part of my role on
the commission was to remind people who just wanted tp &eealking about, "Oh, nothing like
this has ever happened before," that, actually, therepgmepriate analogies from history that are
available to us, including what happened to the Black Pressessilt of the -- | guess, the Knight
Commission back then -- or the Kerner CommissionJgxene -- and the desegregation of media.
"The Baltimore-Washington Afro"” today has a circulatibthink, of about 120,000. In 1920, it
had a bigger circulation than "The New York Times.Widts distributed in every major city from
Charleston to New Haven, up and down the railroad lineadtits own printing press. It was
unionized 'cause it was worth unionizing. That's how big tiféwas. And the analogy -- if | can
spend a little more than the two minutes | have leflaitever on that answer is, you know, three
big lessons came out of the experience. And, by the Wwayrivers were very similar. It was a
loss of classified ads that drove it. It was the @fsdassified ads in the mainstream newspapers
that killed black newspapers, right? So now it's the to<raigslist or whatever, but it's the same
dynamic. Three things come out of it. One, you kngrants fall. | was at the 100th anniversary
of the "Amsterdam News" last night. The "AmsterdamvBleused to be a huge publication in
New York City. It's not there today. Two, opinion joalisam becomes more dominant, you know.
As your editorials -- as former managing editor, you kngaur editorial budget shrinks. Well,
opinion is a lot cheaper than hard news. And, you kna@izeg journalists, right? And, thirdly,

the consequences of the social moment -- and thisas M talking about today. The



consequences of the social moment are enhanced. Mawnypw, following the Kerner
Commission report, the social moment was one of degatjon, and enhancing it was a good
thing. But the social moment right now is a diffdreocial moment. We're at a moment where, on
the one hand, we have probably the smallest number @{doae dedicated bigots in our society
we've ever had. You know, time is a good thing, and sorke @lyling off has been a good thing.
On the other hand, we also -- And we probably have people committed to a multiracial,
inclusive society than we've ever had, but we also segradple in the middle, people who can
truly go either way, you know. Folks who are, you knowrgting and, you know, going door-to-
door for Obama in New Hampshire got a whiff of this, where would meet an independent who
was crying 'cause he didn't know whether to vote for Job@avh or Barack Obama, right? |
mean, that's, you know -- They're kind of both towahdscenter, but it gives an example.

Literally, we have people that can go this way or ttey go that way. They're profoundly
different leaders contemplating following. The -- Aretause of that, we really have to be
concerned about what is happening in the media. Wethavdynamics. One, you know, Kathy
referred to one aspect of, which is the real thredivefrsity in news of all sort right now. You
know, just as we have 458 newspapers that have no minarities newsroom, 15% of our ad
agencies don't have any black employees, period. And onlyf 88 advertising managers in the
industry are black, all right? So, we're literally tatkabout something that looks like a Jimmy
Stewart movie in 2010. And, similarly, black media owngrshireally under threat, because when
you have a recession, you know, sinking in with a magstructuring, the folks who are considered
to be sort of, like, marginal in ad budgets get hit hardge{.we have journalists being shedded
faster, media being under greater threat, and then alstvalealing with a dynamic that, quite
frankly, where segregation has been preserved, in adiagefor instance, who are critical to the
budgets, say, of black radio and black newspapers much lgrageshould be acceptable. And
that means that you have an environment that's monenaldle already, that, you know, really is
being pushed to the brink. At the same time, we have #mstmeaming, the proliferation of radio,
the mainstreaming of it, onto television. And so wedilg are in a situation where we have to
understand that there are profound social implicationthé&decisions that we make about whether
or not diversity is a priority and who -- say, the fedgovernment -- partners with as far as ad
agencies as far as what -- you know, where it buysaddsit whether or not it decides to make
finishing the job of the 20th century a priority as we mauo the 21st. Thank you.



>> Susan DeSanti: Thank you very much. We've got a nuaflvesnderful and provocative
issues on the table, and I'd like to start by pulling togettime themes from yesterday and today
and facts and put them together in a question to allwf YWWe have one fact, which is that the
United States is becoming -- it's gaining a much higher priopast a minority population and by
2050 is projected to be -- the minority population will be majority population. The second fact
is mobile platforms are becoming more and more used] dedleve, Jonathan, you were talking
about the movement towards mobile. The third factas thinority populations, as according to
the Pew report, tend to use handheld devices more fréygtigam other populations. And so I'm
wondering, "Isn't there an opportunity here for bettevisgrminority communities, and how could
we go about taking advantage of that?" And, Jonathaoubtit I'd start with you because it's

probably something you've thought about.

>> Jonathan Miller: Thank you. I think it is -- Agaitis a profound one not just in the United
States but globally, 'cause in China, there will be asynpeople in two years using mobile devices
to access the Internet as there are people in thedJsiigdes, and India is pretty close to that. So,
we're seeing very diverse populations on a global basiggoonline. Most of the Internet users
are no longer in the United States, and that's forgeag to be true. So, you have -- I'm
extrapolating your trend even further that it's a vepabrtrend, and | think that the cost of being
online, the ease, and so on -- as those things becsie,¢he cost comes down, the ability to use
things becomes easier. You don't require a manual tgousehone, though you could. All that
serves to have many more voices emerge. And as $ayasy before, | was also thinking in the
world where socialization becomes easier and soetalarks become easier, you have the ability
to self-organize. And so it's not just about FaceboukTawitter and MySpace. There are literally
hundreds of thousands of social networks and social caitiesj and it's expanding on a global
basis. So, | actually think this is one of the underlyingir@trends that is going on towards
greater diversity. And | think that it's a United Stdtesd and it's a global trend. Both are in

concert.

>> Susan: But isn't there also a profit opportunity thaybe news organizations should be paying

more attention to?



>> Jonathan Miller: Absolutely. 1 think, again, tteare reason that people can do it and self-
organize, companies can target and go after. If you wwardll them "niches," fine -- call them
"niches.” And go after different targets, different nichesvays that you couldn't afford to do
before when you just looked at what it took you to do castwiNow you can do it. And,
inevitably, you have to do it, because people want thingsateagoing to be tailored to them with
greater and greater -- call it "relevance." And sorlkhactually, if you don't do it, you're going to

be disadvantaged.

>> Susan DeSanti: Jim?

>> James Gaines: | would just say | think there's a ivettp solution as well as a top-down one. |
did a story for FLYP in Detroit, which is in -- andwias really not the usual Detroit story. It was a
story about what's going on at the grassroots in De#nadt,it was very, very helpful. It was all
about young people and their technologies in their garagesting record labels and new media.
This -- | thought it was very interesting and very hopedido, that the director for Corporation of
Public Broadcasting's title was Vice President of Ditgl@nd Innovation, because | think they're
inextricably linked, and | think to go to the overall questiaat's being raised by this conference --
yesterday, Jeff Jarvis was very explicit in telling teéeeral government to let a level playing field
exist and stay off the grass. | would put it very diffeke | would say, "Please make sure there's
a level playing field and tread lightly, because, | mélaa federal government is us." The real
point is broadband ubiquity is critical to our communicasidature, our information future, but
equally critical is to make sure that that doesn't coitle avdigital divide, and there was an idea
that came up earlier about a device tax. That deviceotad be better spent to make sure there is
no digital divide than to underwrite the creation of jmalism.

>> Susan DeSanti: Jason?

>> Jason Seiken: There's another type of diversiysthbsolutely crucial and has been missing, |

think, so far from this debate so far, and that's seowe@mic diversity. There's still a huge digital
divide in this country, both in terms of access to braadkand especially in terms of the types of



content that are available -- educational contentatetvailable, particularly to kids. And, you
know, it's not an area that the commercial mediapzones are particularly interested in because
there's not a lot of advertising revenue there, Bus@mething that absolutely has to be addressed.
The government is putting some money into it. The Depantmf Education funded a wonderful
program at PBS called "PBS KIDS Island," which is bthat teaching literacy skills to Title I kids,
and the Title | kids are -- we see a huge percentag®eé tkids accessing this site from libraries.
But there really hasn't been enough of a focus on senenge#ily truly needy segments of our

society.

>> Susan DeSanti: Debra.

>> Debra Osofsky: | do want to add another commarihe diversity idea, and that is diversity
also means "source diversity." The fact that thezdais of platforms to put information or news
or stories out on is great, but you need to make suté¢hidr@ are different viewpoints in that that's
going out on those platforMs. So, when you have a situathere you have media consolidation
and you have too few viewpoints, too few sources, thatdsassssue we need to be aware of when
we talk about diversity.

>> Susan DeSanti: Thank you. Kathy?

>> Kathy Times: And I'll piggyback off of what DebradaiNow is the prime time to do this,

make this investment, because as African-Americans ic@umunities, we certainly are online.
However, one interesting study pointed out that wheamgenline, we are looking at consumer-
related issues, career issues, not necessarily lwegitilitics. However, our interest in politics is
really heightened today like never before. So, | askbdalban Rodgers, the head of TV One,
why, and he said, "It's not that we're not interest®oimetimes we don't trust the source." So, now
more than ever before is the time for us to do thgetamarketing, to reach those communities
where newspapers are closing bureaus that did cover ounwaaties and were able to offer that
specialized coverage that no longer exists as our newspghpappear. So, at NABJ, one thing

that we are doing is laying the foundation for our ownratteve network, where we will use our

members, many of whom have been pushed out the door orréhen the beach, so to speak, for a



variety of reasons, and their voices are not beingdheaut we want to offer them that platform.
So, | think the Internet definitely provides a great placaus to all come together and partner with
different newspaper outlets or, rather, televisionabse that is the trend now. You have got to
have a partner in this, because people will go to ttezriat, but at my television station, we have
just produced an entire show surrounding the web and owgrtaartd using all the social
networking and how stories are being -- they are broke®pin Twitter, and that's where the
young people and African-Americans, many of them, avkitg down at their handheld devices
and getting the latest information. So, | think the wofudéhing about the web and its content is
now is the time to enter a place in which, in the pastwere not able to, you know, have that kind

of money and revenue coming from the television statioaiswe don't own.

>> Susan DeSanti: Thank you. Elizabeth?

>> Elizabeth Jex: | wanted to follow up on the issuat&ractivity and diversity to ask you all,
"How does digital technology and its interactivity allgou to tell more compelling stories than
analog technology allowed, or more diverse stories,afld"

>> Jonathan Miller: | don't know if I'm supposed to s#dirthe questions, but...

>> Susan DeSanti: We're really appreciating it, Jon.

>> Jonathan Miller: No, I'm happy to do it. | actyahink there's always a trend and a
countertrend, and I think in this case, the trend towak@ssity of voices and stories outweighs
the counter towards -- the one towards concentratBmtause there are so many different ways a
story can get told now and so many ways it can be amtesgseally does allow many more people
to have a voice that they never had, and even thougtooyany may have some issues with
some of the ways, the practices, of certain seaaimblogy, search also provides a way to find
things that has never existed before. And so the ovezall is towards a much greater diversity of
source, a much greater diversity of voice. At the same, diversity doesn't equal validity, as
some other panelists have pointed out, and there isagpatt as well. But I think the good
outweighs the bad and that the trend -- the trenddicéear and will continue to be so from the



example that Linda cited earlier of kids who can novtigipate in different ways to people, again,
on a global basis. So, the trend is there. The questiane, is how does this get organized into
meaningful things and how does there become economics ititiol# different communities can
be supported and there's real organization and meaning andalémhsoice? So, | think there'll
be lots of voices. The question is, out of that, tb@ne emerge new institutions alongside the
existing institutions that have both gravitas and merit?

>> James Gaines: | would answer it in a -- not tltigdgreed with anything you've said, but |
would answer it a slightly different way. We havealkéd at all about gaming in the last two days.
Gaming and education seems to me to be a killer app, and #imut storytelling. | mean, if you
could get an avatar to show you your way through the RrBewolution and see the pamphleteers
on that side and the aristocrats driving through the stoeethis side, you don't forget that. It's not
something you have to memorize for the test. And gafbmimgs with it -- somebody called this a
culture of persistence, that you keep -- it's somethingkgep at. As the father of three kids of
school age, persistence is something | strive for iin sthedy habits. But, anyway, software
development -- We, you know -- we need to be talkingenadnout software development, about
bringing software development into the storytelling pssc@bout bringing gaming into the
storytelling process and about the new devices, as.| #aid | think that as we learn more about --
this is sort of like getting new pens. We need to leam to put video and text and flash
animation or any sort of animation -- JavaScript -- @mfmkmation graphics that move and
databases that stream through information graphics tat.mVe need to form a new vocabulary
of storytelling around these new tools and devices. Ardljngean, the storytelling is just far
more compelling when you use all these media at ondef'ara great new day. | mean, | think
that I'll quote another panelist from this morning who sadshwould not concentrate so much on
the dying patient but on the baby that's being born.

>> Elizabeth Jex: | just wanted to follow up with Jas&an you describe a little bit about the

gaming and the interactivity with children's programming at PBS

>> Jason Seiken: Right. Well, PBS, of course --d&%ote a lot of our resources for media for
kids, educational media for kids. It's all curriculuaséd. And | can certainly endorse Jim's



statement that, at least for the 2-to-9-year-old setegaare the killer app, the killer educational
app. You put a game in front of a kid, and all of a suddemr she is not engaged in a lesson.
He's engaged in something, in fun learning. We've seewiitand over again in sites that we've
launched, and we're just about to launch one, in faatndrbiology. And the administration has a
big initiative around STEM, Science, Technology, Engimegrand Math. And this really -- For
young folks, games is the best way to get at thatsol whnt to -- You know, while we're talking
about kids, | want to raise something that | don't thib&ésn talked at all about, but, you know,
we've all, over the last two days, heard a lot abautibersity of voices, the fragmentation, the
fact that, you know, professional journalists aren'totig ones who are providing information.

It's no longer a world of newspapers and Walter Cromiting you your information. And in that
environment, what's really crucial and is missing is méheacy for kids, because when | grew up,
you knew who to trust, right? You trusted the local payeu,trusted "The New York Times," you
trusted Walter Cronkite. I'm dating myself. These dkigls growing up -- Do they know the
difference between a blogger or a citizen journalistitve New York Times"?

>> Susan DeSanti: Excellent question. | doubt my &a@s Did you have something you wanted

to say, Jonathan? | have another question.

>> Jonathan Miller: No, no. Please go ahead.

>> Susan DeSanti: | want to say, based on my owrriexpe, that the gaming app as a teaching
tool is powerful long after 9 years old, especially foyd like my guy. And | suspect that if we all
could read stories in that kind of a mode, we might firtdlkiing us into new experiences and new
learning that we hadn't thought of before. So, I'm wonddraw all of you are thinking about the
future. Obviously, the present is very involving and very narcleverybody's minds, but in the
future, you are going to have these people like my 12-yeardod learned about Roman life by
going through the maze of a Roman town through a gaméehatacher had created, and she's
going to be expecting things to be equally interesting whemees looking for news. So, how are
we thinking about that for the future? Benjamin?



>> Benjamin Todd Jealous: Sure. So, the -- One ofébekept secrets about the NAACP is that
we really started as a media company. If you looloat Wwe spread and how we rose so quickly in
the second decade of the 20th century, it's becauseaoiarsip, from Ida B. Wells to W.B.
DuBois to Walter White, eventually Roy Wilkins, werejallirnalists. They all wrote, and they
wrote prolifically through black press and through mainstrpeess. The publisher of "The
Nation" was one of our founders. The publisher of "Th&éidw" at the time and before DuBois
even founded the "Crisis" -- we were in its pages oeekly, monthly basis. The -- So, as a
journalist coming into this and the first journalist to fusince Roy Wilkins left, and a young one,
but had been very focused on bringing new media intowewo what we do. So, one of the
things that we realized is that we had a bunch of young @eophing to our website, looking for
civil rights history. We're gonna launch a website thiéitnot only tell the story of the NAACP in

a way that's engaging and, you know, using folks who desigdesites for Smithsonian and so
forth to design this, basically, virtual museum but théitalso allow the 1,200 communities that
are active in the NAACP around the country to uploadr tnal rights history and to break it

down by heroes and really tell stories locally, encouthgm to tell good stories. And we're
modeling it off of something that was successful at thHda@aia Council for the Humanities. We
are also rapidly building technology to serve the infaion needs of communities -- for instance,
about police brutality. So, we've put up something callggdRReport that allows you from your
iPhone or your BlackBerry to actually file everythimgit we need to go to the Department of
Justice to seek a pattern of practice investigation wghtus from your PDA. In a few months,

we had 700 reports. We linked it up to Google Maps and wereabdettrends, and in about a
year or so, we actually will roll this out, and citigewill be able to see what the trend is in their
community, and we'll expand that through sort of the rahgésorimination complaints. Voting
last year -- We created a viral voter-registrationliappon that increased -- in the last three weeks
of the national voter-registration period, increasedtally for the year -- the number of voters that
we register around the country by 20% in three weeks andybt down the cost by 90%...from $7
to $8 per registration to 76 cents. | put all that outethe say that, you know, part of this is about
news. Part of this is about information instead aut @ngagement and preserving civic life, and
there is an increasing void that nonprofits have to gegnd fill. There's a real opportunity to do
that. Kathy referred to it with what they're seekiogld at NABJ. If we're going to maintain a sort

of vibrant civic life in this moment of transition, beisg we've relied on professional journalists,



for instance, for types of information like, you know,astigative reporting. That simply isn't
being done anymore in many communities. And so what wesidrgy to do with both digitizing
the complaints that we're receiving, categorizing thepresenting them geographically, part of
it's to make it easier for the voter, but part of @'sriake it easier for the journalists in that
community to recognize a trend, ‘cause they may not latvieawe the budget to go through all the
files, or, in some instances, they may not havessanymore to the records down at the station
that they used to be able to access freely.

>> Jonathan Miller: | will take a shot at tying togatiygames and journalism and a little bit of what
was just said, 'cause | don't think we want to turnrjalism into game play, but what game
companies, these interactive game companies, are teaifically good at is they understand an
engaging premise, and then they know what you do when gyu phey know how long you play,
how much you play, what you click on, what you donttkcbhn, where you came from, you know,
what you go to, how long do you stick with it. And thatlsat, actually, those game companies get
fantastically good at is understanding how to do thdtimcentivize your human behavior. And if
you think about it now, what's becoming available to joustsabnd to people who use the medium
is you can tell how long someone reads an articlel tiay click on the photo? Did they not?
Where did they come from? Where did they go? Did tbek to find more information out about

it or not? And you can really begin to understand homdtivate behavior in a different way if

you really pay attention to that stuff. And so | thin&ttha powerful tool for journalism and
journalistic organizations if you think that way and alsme of the information you were just
describing -- providing that to people who might not otherlvesable to do all this kind of

analysis or assembly. All of that can be provided. Agdhis used to be impossible. Now it's
actually -- what | just described is relatively mundageyou know, your smart-kid-in-a-garage
kind of stuff, 'cause the technology has really progebsisat far. And I think that's a terrific thing
to harness, 'cause now you can make stor-- Now you'jastahaking an engaging story. You
know exactly how engaging it is and what people liked and'tdidle about it just by their behavior,

and you never knew any of that before.

>> Jason Seiken: | would agree with that, and | wouldl @ention another trend that we're seeing,
particularly when it comes to gaming and particularhhvibw younger folks interact with content



and the Web these days, and that trend is the trendrifig over more and more control to the
audience, and, you know, you see it on Facebook, you saeMySpace, but you also see it in the
more effective games. We're launching a gaming site thghcalled "Lifeboat to Mars," which

is all about biology curriculum for kids. And in orderwin the game or to advance to the next
level, you need to know your facts. But the reallyregéing thing is once you advance to the next
level, it opens up a modding level, and modding is slang &yirg for a modifying level. It

allows the user to modify the games and to, you knosatertheir own game, and you can't create
your own game unless you know the facts, unless you knoeuthieulum. And this type -- You
know, this type of approach is -- it's becoming not justenpmpular but really what the younger
audience expects and demands. So, | think -- and, you, kweag a journalist for 15 years, so
don't shoot me, the purists in the room -- but | redliyk that journalists need to be open to these
types of developments and these types of opportunitigs-- it's -- You know, too many of my
friends and colleagues in newsrooms around the countstithngery much focused in this one-
way type of, you know, "we're up in the mountaintop andleleser the news to folks" when it

ain't that way anymore. It's very much -- for the sasfté organization, it's very much a two-way

street.

>> James Gaines: Could | just add my total agreementhat? We -- Google Analytics is great
for finding out -- | mean, it's pretty primitive compareditbat you're talking about, what the
gaming guys understand, but we get a lot of informatiorxantly how readers move around our
stories, what they click on, what they don't. Wetdrjearn the lessons from that. And it is true it
offends that traditional journalistic sense that weethe experts and you are the consumers. That
whole mind-set needs to go away, and we need to underkatrjdgt having more information
doesn't prevent us from making imaginative leaps and figurinthatithere's a better way to tell
this story than -- | mean, the fact that we know nawesn't make us less. It makes us more. It
makes us able to get more off the page. We just have patke&ing about what we're getting

into people's minds.

>> Susan DeSanti: Debra.



>> Debra Osofsky: | did want to pick up on something thatXdalous said about the use of his
website to gather information, that there's this informmaabout police brutality. People send it to
you. You're trusted, and that's excellent, and sonfioennation comes to you, but then you take --
You use your -- Journalists then take that informatiahdmthe other pieces, go do the interviews
that need to be done, do the analysis that needs tmmbe &w, it's a fabulous use of the Internet.
It's a fabulous place to be, but, still, you're esa#intcrowd-sourcing, pulling in the information.
But, ultimately, it goes through journalistic standards ymdhave the time and the energy to be
able to make it into a proper story and have it be a trused story at a later point. And so that

does seem like a very positive part of what we're dealitigiwterms of digital revolution.

>> Elizabeth Jex: | wanted to bring Linda back in theveosation by asking you, do you think
that small towns in America who still are able tg&ge in sort of analog traditions are performing
the same kind of engagement that we've been discusgimgligital technology in larger

communities?

>> Linda Solomon: You know, it's interesting. Whealked about --

>> Elizabeth Jex: You have to lean forward.

>> Linda Solomon: Oh, I'm sorry. In our effort tave our paper, | neglected to say we now have
3,000 new subscribers. But also, with the impact of incotipgrahildren and their wonderful
knowledge of technology and, certainly photography, | thiskso important for them to enhance
that knowledge that they have in photography and incorpomtertage-taking, you know, in
newspapers by the expression of true feelings. In a prolgdaveloped for homeless children,
where | visit shelters all over the country, and atrdae children as journalists when | ask them to
go off and capture what they hope for for a better IMew, the images that they take are presented
on cards, and 100% of the proceeds goes back to helping thiewhdn they get to see the images
on the Internet and when they share these image#feithanging -- some of the things that the
children have expressed. Sometimes it's not easy to exggeething that's so personal verbally,
but when you can express it through photography and whenithages can be seen and hopefully
change one's life. And | Just -- if | could give you iefstory. When we go to shelters, we find



that when we ask the children what they hope for fogtter life, they never hope for anything
materialistic. They always hope for a good educata, | feel that our program is really
dispelling many misconceptions about the homeless ariaty of ways. But one image in
particular really did change a child's life. It wasraage of one little boy who said, "I just hope
one day to get a scholarship,” and he had photographed én®egf Rhodes College in Memphis.
And someone had seen this photo online, and he now hasyefar scholarship. So, we now
know that something like this has changed this child's Bfet it's so important to show these
children that their feelings matter and that they'rpeeted, and that's always been my goal in
working with children. | treat them just the way | wotiddat a friend who's a photojournalist. |
give them that kind of respect, so then when they §orotheir assignment, they truly open up and
share what's in their hearts.

>> Susan DeSanti: Thank you. Does anyone have atheyntvould like to make that they
haven't had a chance to make? You've been a terrific. pRieglse join me in thanking everyone.
Thank you. We're going to go right into Lisa George'sgimzgion now. [ Indistinct

conversations |

>> Lisa George: The technology all seems to be upwmung. Is the microphone on?

>> Susan DeSanti: Oh, wonderful. Mm-hmm. [ Inddticonversations | Sorry, Lisa. Okay.

>> Lisa George: Actually, this is good. That's no big ,dea...

>> Susan DeSanti: All right, could you all please tader seats now? We're going to have a
presentation from Lisa George, who is an AssociatéeBsor of Economics at Hunter College.
She is an empirical applied economist. That meandesds in facts, not theories, although I'm
quite sure she's quite facile with theories as wpécglizing in the fields of industrial organization
and political economy. She has a special interasieieconomics of media markets, and her
current work examines factors that shape the producfidifferentiated content, which we've been
talking about since yesterday, and the role of medsaaml networks, product consumption, and
political participation. Thank you, Lisa.



>> Lisa George: So, today | think my contribution to thgeussion is to talk to you a bit about the
way economists think about media markets and how thexedeklue and then the ways in which
technology changes those fundamentals of media marketsnomics also has, | think, a useful
way of thinking about the good and the bad -- what we gain@otentially, what we lose -- and

how to balance between them. So, | have a lot@ifilde my slides. You can look at them later.

I'm not going to cover all of that material. So, I'mga talk about five fundamental characteristics,
economic characteristics, of media markets. TIs¢iBrhigh fixed costs. We've heard about this as
first copy costs. And in traditional media marketgse costs of generating content have naturally
limited the number of papers that any single market gppat. Large cities have bigger papers,
have more papers, and they also have higher readershgthat's in part because you can spread
these content costs over a larger population. And ongeguence of this that I've found in my
work is that groups with minority tastes -- | medwe looked at minorities specifically -- but in
general, groups with distinct tastes are less likely#&al traditional media in markets where they're
a smaller part of the population. And so this is adesldvantage that just comes from these
fundamentals of when you have a larger market, youm&ad these costs. Technology lowers
much of the costs of producing content, easier and chaapess to data and facts and opinions,
and it also opens the market for the supply of contand from a consumer standpoint -- we're at
the FTC, so we're thinking largely about consumers s-réally reduces the advantages of being in
a large market. So, you're in a small market, you ceess information that you might not have
been able to support in your own paper, and you have morentdhat can satisfy minority tastes.
And so when we think about the new regime or the nepe of media markets, these are
important advantages of new technology. The seconduwaéris distribution costs. Newspapers
are heavy. It takes a long time and a lot of gas dotlod effort to move them around physically,
and it is this physical cost of moving around newspaperfittsahad a big -- that has shaped the
geographic nature, the very small geographies, of our newspapket in the U.S. We still, even

if you think today, after we have a smaller number efspapers as 5 or 10 years ago, we still have
about 3 times as many newspapers per capita than maogyeanr countries, which have more
concentrated populations in smaller geographies, in paaubke you could just get the news to
people more quickly. And what we had lost, what we bad of in the United States when we had
to physically move around newspapers, was some of tlegahtiation of opinion. Only the very



largest cities could support more than one paper withreiffeviewpoints. And this is, again, part
of just the fundamental cost of moving newspapers around. té&chnology has transformed this
distribution-cost aspect more than anything else. éresdly costs nothing to move information
across space in electronic format, and so this natuealtis to less geographic and more viewpoint
differentiation. We've seen this trend really sineelibginning of television, but it's continuing
today in the print world with the Internet. And so astiink about changing newspaper markets
toward fewer papers covering larger regions, part ofisrasmovement toward something that we
just couldn't have before, not necessarily that pecgeeled or specifically wanted before, and
that's an important distinction. Now, another effeatess is when everyone -- When you can
move around information costlessly, well, then eveeybas access to everything. And if you're
going to read two articles this week about the war irhAfgstan and one about the healthcare bill
and maybe a couple product reviews, you're gonna choosedhertes, likely, or maybe the ones
that are easiest for you to access. And so this vedlnmmore attention to a smaller number of
writers. We'll call them "content producers,"” but tineight be analysts, they might be experts,
they might be reviewers, they might be reporters. iBetconomics, we call this a superstar market,
and there are lots of places where technology isrigadi more superstar markets with more
attention focused on fewer players, and that is songethat we will clearly see in journalism.

This year's Nobel Prize in Economics went to Olivellis®nson, who wrote about the nature of
productive activity that gets organized inside of firms v@estonomic activity that's sort of
organized in a more decentralized way. And in my vieersel no industry where that Noble Prize
work is more evident than in newspaper markets. lor@dwvhere there were few opportunities
for writers and experts to interact directly with readand individuals and citizens, writers and
journalists worked for newspapers. They were tightlggrated. Newspaper firms provided the
resources. There was certainly low pay for journallets pay in this industry, but there were lots
of journalists, and there wasn't a lot of risk of feslu As technology allows more and more direct
contact between readers and experts or journalistexpert to see the disintegration of that tightly
integrated newspaper firm. And so, we expect to see fremrdancers, more writers who are, say,
experts in a topic in academia or in think tanks andrdipes of experts interacting directly with
the public. And we see this already. We see, say, NEwe York Times" hiring experts from
outside rather than sort of growing them in-house. weadee more and more attention focused
online toward nonjournalists. And the content typepfeihg sort of the Oliver Williamson theory



of the firm type of analysis -- some types of contaetstill gonna reside within firms, and the
content type will really determine the vertical intaign for the future. What this in part means in
terms of a welfare trade-off is more of the retumere of the profits, more of the value in writing
is gonna be captured by the writers and the content producenrsecessarily these media
institutions. But there will be fewer of them. Thiglg's got a little too much jargon on it, but
we've heard -- | missed yesterday ‘cause | was teachihgkbow we heard about aggregators
versus content producers, and economics has sometlsag &bout this topic. And the value
created in media markets has always had two compomenitsThere's the value to people of a
particular story or article. So, | learned somethinguabealth care in Vietnam, | learned
something about education reform, | learned something &lealth care, so there's value in that
content you read. But there's also value to consuiménge editorial function of picking the topics
every day that you're gonna put in a particular piecuetfia to cater to tastes. And "The New
York Times" does a pretty good job of aggregating up topasitike. However, there are a
couple blogs that | follow, like "The Marginal Revoluticthiat does an even better job of finding
topics that | particularly am interested in. But thégo sources of value have long been combined
within media firms, but there's no reason that theyehto be, and technology separates them. And
it's because advertisers really value this bundlingcispidvertisers don't really care much about
any particular topic. They care about reaching consuwidtparticular tastes. And so, the value
in the bundling is really where we would expect to seerber funding. So, I think, in the future,
we will see advertisers focusing on the bundlers, andgp&pers are good bundlers. Media firms
are good targeters -- at least some of them. But #ginkenfor bundling is competitive now. Used
to be a monopoly market or close to a monopoly marketoblaly, anybody can enter the market
for bundling. Might fail. So, advertisers will be teerAnd this -- | think the crucial piece for the
future is the funding that leaves, "How do we capturevéihge for that content?" And | am a big
proponent of micro payments, penny per click. If you HeE& 000 clicks on your articles, you can
support content in this way. And | mean, there are sea®ons why | think media firms are
resisting it a little bit, but the technology is thei®o, in my view, this is the missing piece. And in
a welfare standpoint, we've been hearing about how ba® thesause advertising subsidizes
content -- whatever. But there are reasons tihaitslactually a good shift. And despite what you
hear from journalists, who say, "No, we have a cddetlocs, and we beat up on our advertisers,
and we don't give them special treatment,” ther@laays incentives inherit in advertiser finance



to produce the kind of content that will attract adversise&so, "The New York Times" added a
home section a few years ago, not because of sonmsiotidesperate need for people to read
more about interior design, but there was a needre there firms selling a lot of furniture and
home-design products and they could attract this adveytishnd so, it doesn't have anything to do
with your code of ethics and do you beat up on the furnitwdymers or not, but there's an
incentive to produce content that will bring in more rexewhen you have advertiser finance.
And so, losing advertiser finance in favor of subscerib@ded finance is a very good thing in that -
- if you see a shift towards more value. One exanhaelive used about this distortion toward
advertiser funding is that the largest papers with thet eide, high-educated, high-income readers
tended to have the largest share of revenues from avsrtiSo, if you were at sort of a paper in
Topeka, Kansas, you were already funding your content witliesubscriptions and with readers
than you were with advertisers. And so, this adverfisading, if anything, it distorted content
toward what was preferred by elites. And so, it's arattason why subscriber-funded content
could benefit us. And so, finally, my research has hae qubit to say about the externalities
associated with media markets. So, what you read affd@t you do, what you talk about,
whether you vote, what you buy, and also the presdrae active press can discipline politicians
because the fear of exposure -- excuse me. | just drasmiter, so | seem to be very shivery. So,
the fear of exposure disciplines politicians, could paéyntimit corruption. And so, these are
important things to think about when we consider changicigntdogies and changing media firMs.
But what we're seeing is not necessarily a loss ehtin -- people are not consuming less
information about their world today -- but it is a shif&nd so, we see people consuming less local
information and more national information. And so, winenthink about externalities, we have to
think about, well, we're shifting the behavior and attenéind voting and interest from local things
to national things, and for much of the 20th century, &b of the U.S. was isolationist,
provincial, too focused on domestic affairs, not enough fooute world. And so, a shift away
from some local topics toward more national and globalk, made possible really first with
television and today with the Internet, is not a stiumk bad thing. It takes some data, it takes
some measurements and some careful theory to weighttheghings, but the important message
from me today is that there are things to weigh andngal. This is not a story about, well, here's
what we lose. And it's the same factor on the p@liis side. So, when we think about, okay,

we're moving toward a world with fewer papers covering largas. We're concerned that maybe



we have less eyeballs on different political officatsd so, maybe we can have more opportunities
for corruption. But any given story, any given case hashhmore widespread and much more
dramatic impact. And so, maybe the probability can gondofxetection, but the consequences
can go up. And so, the story | was talking about recéiaidypeen the case -- | live in New Jersey -
- the New Jersey rabbis, a corruption case in Newarlghanstantly made national news over the
Internet, on television -- actually, some internaticctlerage, as well. And so, these types of
cases have a much more dramatic impact when the eamldee them than when they were much
more localized. So, again, this is not to say thahgdnhe balance works toward, "The future is
better,” but you need to weigh the two factors. So, wefimarize sort of my trends -- fewer
papers, more viewpoint differentiation, less geographic fdauger free-lance market for
journalism, especially for topics where expertise eraitso where journalists compete with
academics or think tanks -- I think this place, you'll ss integration -- more advertiser funding
for the bundling piece, more reader funding for contertt,then, again, summary of gains and
losses -- or at least the trade loss we need to ma@eographic versus viewpoint differentiations --
geographic, the large number of small papers in our coudtfgrent than many other places in the
world, arose in part because of the physical costs ofngqapers, and viewpoint differentiation,
which we've been gaining, has advantages, as well -- asbrefinding, skewed content, especially
towards elites, and if we can -- as we move away fdwertiser funding, we can get closer to the
types of content that people actually want to read, stgsargrkets for journalism -- higher risk,
fewer journalists, but higher reward, And finally, behaaior local versus global externalities. Oh,
sorry. My screen is right in front of you, so I'veeln looking at the clock. So, local versus global
externalities -- we need to make that trade-off. Andimg is up. Thank you. [ Applause ]

>> Susan DeSanti: I'd like to invite the panelists lerfinal panel, the one we've been waiting for,
the one about the new news, to please come up andsjoipLaughter ]

>> Female Speaker: What?

>> Male Speaker: | was guessing you were...

>> Female Speaker: [ Laughs |



>> Male Speaker: Makes it easy.

>> Male Speaker: Makes it very easy.

>> Male Speaker: Hey. Hey!

>> Male Speaker: Good to meet you in person finally.elgiece in "The Times."

>> Male Speaker: Good to meet you.

>> Male Speaker: Thank you. Yeah, this is gonna be @Gonna be fun. | keep stealing your

metaphor about the country road and sliding toward yois. [tIndistinct talking ]

>> Female Speaker: [ Laughing ]

>> Susan DeSanti: Okay, | think we're almost all hd&#.is racing up to take his seat. So, we're
going to be starting. This is the panel that everybodybean waiting for because it is about the
new news, the new kinds of Websites that are emergng and we're gonna start with John
Servais, who has been a political blogger with nwaitias, which he founded, since 1995. So, we
have one of the pioneers with us. He was also &lweewspaper publisher for three years and
has worked on weekly alternative and other daily newspagets?

>> John Servais: Thank you. Yeah, | started in theéG Bay Press Gazette" in 1960 when | was
20 years old as a news photographer -- a wonderfulcsteering Lombardi and the Packers. As a
kid, | had no idea. | want to say a little bit in the mipg of what NorthwestCitizen is, why |

started it, how it's evolved, and its future and do tin#itiee minutes. What it is -- it was started,
despite my background in journalism, in and out of newsgaget alternative newspapers and
weeklies -- it started because of civic activism afrdistration with the local daily newspaper not
covering news that we felt should be covered and a cofipleidents that we had about 19 years

ago. For about 10 years, it was strictly myself afehaother friends who wanted to contribute,



and we did all hand-coding. It was the old-fashioned wayact, we started it before there were
really any programs to do a WYSIWYG. But a few years aga@s able to take technology and do
a database, which we bought, and we now have about awopgens. | started with a list of 30 or
40 writers that | would like to get. These are peoplééncommunity -- This is a little town of
100,000 people north of Seattle -- people in the community pdraps they're former elected
officials, perhaps they're professors at the collpgehaps they're accountants, but they're citizens
who have a tremendous amount of expertise in some pdiadE or knowledge of the local
political scene. They're not just plain people whaéhan opinion. They're people who know what
they're talking about. And just as you can look at youy adewspapers for guest columnists, this
is what we're looking for. There's a tremendous amoti@kpertise, as we've heard from a couple
of previous speakers, in the communities. They don't getfpawriting, but they can write any
time they want, any length they want -- 100 words, 3,000 wots)'t care -- they can post them
in the middle of the night, if they're inspired. They@o editor. We have editing services
available if they want it for typos or sentence stutebr even rearranging their paragraphs. We
want good writing. So, in the last two years, we've dbae A key to NorthwestCitizen -- anyone
can comment, but their real, actual name appears urelecttimment. There are no "anonymous."
We verify each person, that they are actually theqethat they say there are. We have had a few
attempts at people who pretend they're somebody el$@pselittle dirty tricks, mischievousness,
whatever. We stopped it. We have about 150 commenteksyelre open to more. We're not
trying to go for quantity. We're going for a good online éssion. And boy, when a person's
putting their actual name to their content, that's a hiltge o keep the comments relative to the
subject and not out of bounds. We've only removed one eninomce because it got out of
bounds, and that person -- we later had a beer. Weghttaed things out. They're back
commenting. | think I mentioned the why. Okay. And gy way, the subject that the paper
would not cover eventually blew up into our local Port Awitly -- $400 million loss, none of the
commissioners were re-elected, and three of thews&a# fired. But for a year, our local paper
would not cover it. Went to the "Seattle PI," a womidgoaper that's no longer with us, and they
came up to Bellingham, checked it out, and wrote a froge jgtory, and that's what started to blow
it away. But our local paper ignored it. They're id beth the Port. It's evolved now into a
community discussion that's sort of unique. The formane that we've put together. You'll have
to look at it. It's hard to describe it. The futurém getting more interest from advertisers. I'm



gonna be putting a new thing called Kachingle, which allossntary donations to Websites. It's
brand-new. It's in beta right now. K-a-c-h-i-n-g-lHehave no interest in the company. | am
interested in their concept. My time is up. Thank you.

>> Susan DeSanti: Thank you very much, John. Next,Basd, who is the executive director of
the not-for-profit Online Journalism Project and theaditf its daily news site the "New Haven
Independent.”

>> Paul Bass: Thanks, Susan. Thanks for having ment to say, this is the best time to be a
journalist. I've been a reporter for 30 years. Ibwed every day of it, ‘cause | love being a
reporter. It is the most fun I've ever had and the miiffstrence I've ever made because I'm online
doing non-profit, independent, local reporting. Let me ake you back and walk you through it.

| was on a book leave about five years ago. | didn't teagb back to my newsroom, because even
though I liked the people, the company had been bought byrgbemiley-faced chain that took
us to seminars about how not to tell people their lead& shecause then you'll be sued, so you
have to kind of be phony all the time and not really raevaspaper. And | said, "How am | gonna
do the reporting | love to do?" And | didn't like blogs '@&l#as a snob. [ Speaking indistinctly ]
And | noticed on the Internet at a chat room that peeple talking about, "Make it like a public
utility," developed the funding model of an NPR-style notpimfit, raise $80,000 to start ‘cause |
had to make a living, get some free-lancers just to caxes im New Haven. What's happened in
the past four-plus years has really surprised me. Our budgefrbwn to close to $500,000. We
have two editions now in a community that had no papdhtlast 17 years. We break a lot of
stories all the time. We're a daily. We've involved community in the traditional way of shoe-
leather journalism. We break stories that have matiéezence, formed a safe-streets coalition,
gotten a corrupt person out of his job and everything. Buenmportantly, the reporting is
sparking community conversation and accountability fohasltve never experienced before.
When there's a shooting in the poor neighborhood, théyfaf the person getting shot is speaking
with someone who makes laws and with someone who wawer go in that neighborhood. This
happens day in and day out. And as our journalist rolang bedefined, which is back to what we
went in the business to do, which is just to coveliedall the time, tell the stories in new ways --
more immediacy, use video and all that -- but our ops@ount less, and journalism begins the



conversation instead of ending it. Good reporting stagisod conversation, and people decide
where to take it. But the other media's been affetded, Since I've been in New Haven, we've
gone from two newspapers coming out every day, printhdigood-sized staff, to one that has
hardly anyone there, five radio newsrooms all gondyigltorporations, but now it's being reborn.
When we started out, no one was covering the scha@aotiboNVe showed up, the school board
wasn't showing up. We took attendance. Their rates e than the people who were getting
kicked out of the high school for truancy. We wrote alitouNot only did they started coming
again, the daily newspaper started coming again. And this hegpath the zoning board. We
have a competition -- not for money. Our funding basedifferent. But we have a competition
for stories. And then when national stories breadt'sHfun, you know? There was this terrible
murder at Yale of Annie Le. We got on national TV. Adbpeople are using our stories, but
what really matters is the day-in, day-out local répgr and | think it's making a difference. And
what I've come to see -- Everyone says, "What is yibe®"s Like this morning, | was at the Senate,
doing a story, and didn't know what newsroom to put yolArre you the print? You know,
everyone's trying to figure out what you call it. Like BRag -- remember when we were kids? Is
it a gum? Is it a candy? | decided what we are isi@m@ism-driven community. We're a
community online that starts with news reporting but doeswl with it. And future funding to
make it sustainable -- we've got to come up with a lot @sde&Some of us will survive, some
won't. We're talking about partnerships with national wizgdions to cover local races, bilingual
newsrooms, maybe get a development person. I'll talk abatulater ‘cause I'm out of time.
Thanks.

>> Susan DeSanti: Thank you very much. Next we'll frean Marcia Chambers, who's a
journalist in residence and research scholar in lathealfale Law School, as well as the editor of
the "Branford Eagle," her town's online newspaper. Marcia

>> Marcia Chambers: Thank you very much, Susanvdt\s important that you're having us all
here today, and I'm sure you're gonna find a way to keep lusrall | am part of the "New Haven
Independent,” and | began the "Branford Eagle" almostylears ago, and | didn't begin it because
we had no local newspapers in town. We had two wesldied we only have one now, but we had

two. | began it because those two, along with th@ned) paper, were not covering the news of the



day. This is similar to what John was saying. And mi@alar, we had an election that led to a
whole series of events that was going uncovered thatvavle changed dramatically the
government of Branford, as well as its commissions andhible life. My neighbors pleaded with
me to go attend some meetings. This was the last thuagted to do. | was a magazine writer. |
had no intention of becoming a local news reportell.al apoke to Paul, ‘cause | certainly wasn't
gonna work on those other two newspapers, and he suggested hboard. | began the
"Branford Eagle" as a column. So, | was not laid offlidithis as a mission in the very beginning,
and | must say, at the end of the two years, the eledfieials who had been elected were
removed from office. Over the four years of the 'Boad Eagle," as Paul has said, a lot has
changed in our area. Connecticut, as a small stateattached sort of at the hip a little bit, to "The
New York Times", where | worked for many years. Thees a Connecticut section. There is no
longer a Connecticut section. The Connecticut --dd@s "The New York Times" cover the state
house anymore. The "Hartford Courant" has very few geiopghe state house and no longer
covers the cities of New Haven. It is in bankrupttye "New Haven Register" -- also in
bankruptcy. It has no one in the state house. Ingh@sthas led to a new development, and I'm a
member of the board of directors of a new organizatiahwill begin to publish in July -- in
January, rather -- the "Connecticut Mirror," which viadlve people at the state house in
Connecticut, in Hartford, to look at state governmentrtalic policy and other issues. This is
also funded -- it's a non-profit, like we are, and fuisded in part by foundation funds. So, that is
also an effort on the part of a group of people, sofmeghom come from the "Courant” to
invigorate our state coverage, of which we have vety kit the moment. The "Branford Eagle"
actually expanded from a column to what | like to think®f community newspaper about a year
ago. One of the dailies, the "Branford Review" foldethe Journal Register Company, which
owns The "New Haven Register," also purchased soms gga -- I'd say probably 10 or 15 years
ago -- 16 weekly papers in and around the New Haven aréa6 Were closed about a year ago.
The editor and reporter of one of them came to me add"¥dould you expand?" And | agreed
that | would, and I tried to get them to cover nearby ®wNo, they only wanted Branford. So, as
a result, | now have a staff. These are free-lanckenow have to recopy as Paul reads mine, and
we go from there. It's been an extraordinary expegieWe can cover a great deal more, and
we're becoming a very vibrant newspaper, | think, onlindy leiis of comments. Last week, |
asked a new blogger to come aboard -- not a reporterggeole- and she's doing education.



We've already got 11 to 12 comments. So, we've tapped iaticcanhat needs to be done, and
that's what's so much fun about it. Thank you very much.

>> Susan DeSanti: Thank you, Marcia. Next, we'll Hiean Jim Brady, who's president of digital
strategy for Allbritton Communications, where he's cutyanbrking to launch a local Washington,
D.C., news Website. He previously served as executliveref washingtonpost.com from 2004
to 2009.

>> Jim Brady: Afternoon. Always good to be on k&t panel of a two-day session, so...

>> Susan DeSanti: Somebody has to.

>> Jim Brady: Somebody has to be. About a yearadmalf ago ago, | was up in New York at one
of Jeff Jarvis' all-day sessions of how to build a neasr of the future -- specifically, the local
newsroom of the future -- and | was whiteboarding wheké Was talking how many people it
would take to build out a local newsroom, you know, if youengst doing Web only with no print.
And little did | know, a year later, I'd actually be dgiit. For me, toward the end of my time at the
"Post,"” end of last year, | had started to drift taygou know, this idea that, "God, I'd love to go
out and just be able to build a newsroom from scratbdlat' that | don't love print journalism, not
that | don't love the "Washington Post," which | do, boéad started to realize that, for as much as
we had done on the Web, we were sort of like thawduite attached to the house. You know,
you were in the house, which was great, but you wefly ezt driving the ship. You were sort of
off in an addition that they had built to the housel kreally got to the point of thinking | wanted
to do something where you could build the house from s¢ragdause | was at a conference a
couple weeks ago in Columbia, Missouri, an AS&E confegeand Michael Skoler, who used to
be on Minnesota Public Radio, you know, made a commenit &low culture always trumps
strategy, and it really stuck with me as a real truiarthat as much as the "Post" wanted to push
forward into the new era, it still legitimately haprant business that drives a majority of the
revenue and does and should garner a lot of the attesftpople inside the building, but what if
you didn't have that print cost structure associatedwitdt you were building and you could build
a Web newsroom from scratch that could embrace #flesie sort of things that make the Web so



wonderful? Because | completely agree with Paul.s ®ha great time to be in journalism if you
can separate out the financial chaos with the aaio# of journalism. A lot of people just bulk
them together and say, "This is a terrible time forpalism. People are losing jobs." But if you
can separate what is legitimately the business dismuptith the actual tools of the craft, the tools
are amazing right now, and they've never been bettevadve people, involve citizens in the
creation and the publication of journalism, to be abigdurnalists and citizens to talk to each
other, to tell stories in a variety of different stefiing forums to crowd-sourcing. And so, the
decision was finally -- my decision was finally to ledkie "Post" and really experiment with going
out and doing a Web-only thing, and Allbritton, which owws local TV stations and politico,
was willing to fund, basically, a project where we bdtidare 50 people and we try to build a
local news Website that covers this region, the Wigghn region, doesn't try to cover everything,
because, you know, the sort of days of trying to put artepon every single, you know, attached
to every single municipal structure in the city is probaiMgr. But what are the key things that
matter in people's lives in the city? So, | won'tigmugh all of them right now. But -- So, we're
gonna build a site that we'll launch in the spring. ylihbe very aggressively engaged -- not only
the professionals that we hire, but the hundreds a@kai in this area who produce information
that's really valuable to the community, and you know,antbp of that, really move heavy into
aggregation, move heavy into mobile, and try to build &3ie from the ground up that sort of is
the culture. And going back to Michael's comment aboutltt@ trumps strategy.” Well, what if
you can build the culture before you build the strategy | think that's what we're trying to do
with this new Website, so... | have 30 seconds left] tuit not filibuster. [ Laughter ]

>> Susan DeSanti: Thank you. Next we'll hear fromé&EGCamahort Page, who is co-founder and

C.0.0. of blogher.com, where she leads events, itiagkeublic relations, and research.

>> Elisa Camahort Page: Thank you. Hi, everybody, ifSve go back six years, | was actually in
Silicon Valley high tech, building hardware, running produa-management and marketing for
some product lines. And we actually built digital-comneations platforms, but | wasn't much of
an Internet user myself, other than searching, E-rmharksn't a participant. | was a media-
consuming hound. | was an early adopter of TiVo. | hatdyemagazine. | mean, | must have
gotten so many magazines. | had recently bought a homéaunght | was gonna be the next



Martha Stewart, despite no talent or time to do so. IAraVe at this point 15,000 legally acquired
songs on my iPod. So, | like it all. Butin a movatttome of my friends thought was insane at
the nadir of the dot-com bust, | walked away from a lpgiing job on total burnout and | started
blogging as a purely personal expression. | had alwaysébesiter from a business point of view
and discovered | actually also liked writing from lotottier point of views -- namely, mine. And
| wanted to share mine. And then | had my peanut-butteretite moment about blogging and
communications platforms and realized that blogging Wasperfect marketing tool, and that's
how | started having a marketing consultancy. As it happene year later, serendipitously, | met
my two co-founders of BlogHer, Lisa Stone and Jory Redids. And we originally founded
BlogHer to answer a question we thought needed to die, wshitWhere are the women who
blog?" This was a recurrent mean, "Where are the w@mdt still comes up today. It is not just
about blogging. It is not just about technology. In e2@§5 -- this was after Carly Fiorina had
been pushed out of HP, and people were wondering, "Wherehevwomen in Fortune-500
boardrooms?" There was a study that came out on theerwf women on the Sunday morning
talk shows or mainstream newspapers op-ed pages -- whdteeawomen there? Where are the
women in Congress? So, we thought, "Well, rather thkrabout it on our blogs, which, granted,
was the obvious thing to do, what if we blogged this ide&adeto have a conference, covering all
the same topics as any other tech conference or bloggigrence, but with all women bloggers,
all women experts? Turns out, it was the right tirddomen were passionate and thrilled about the
idea. They showed up in droves. 120 days later, we hald-ast event, all because we had the
idea, we had good timing, and we had the chutzpah to pdbtiwe payment for the meeting space
on our credit cards. But then we sat down and s¥that should we do with all of this passion
and interest and energy?" And it turns out, what vegleé to do was create a media company.
Now, our backgrounds were complementary. Lisa was aadist, having worked at the "Oakland
Tribune,” CNN. She started blogging the DNC for theA'L Times." That's how she started
blogging. So, from day one, she said, "We need professditatial guidelines in place so that
this is a quality, credible place to come for news aglteér.com,” which we then launched. Jory
had been in publishing and then ended up on the bus-dev sideSof, ifrom day one, she was
saying, "How are we gonna pay for this? Who's gonrauepay for this? Where are we gonna
get the money for this?" 'Cause, you know, we all hadgages to pay. A lot of people assumed,
‘cause we were women, that we were obviously formingraprofit. We were like, "Unh-unh."



So -- And then |, coming from a place where | lived amdldiy the P&L of my product lines, was
like, "What's our bottom line? How do we get to profitéy? 1f we want to spend money here,
where are we not spending money?" And so, we kind of btahgbe day-one perspectives
together, and we weren't just building, you know, a fumgthiwe were building a business, all
under the umbrella of, "Who is our community? What dytvant? What are they leading us to
do?" And today, more than half of American womenaatéve social media users. They use it
weekly or more often. They are leaders, and theyartainly the leading consumers in this
country. And that's why there is a business model h&rel they are passionate about news.
More than half of the users in our community turn to blogsiews, politics, tech, green, business,
career, hard topics, and they're getting interested indadpey didn't know they were interested in.
We got an E-mail saying, "You know, before BlogHer, | ditndw | had an opinion about health
care reform, but now | know. | want to have an apinil'm reading all the information, I'm getting
into participating, I'm getting into the debate.” And wivathave now is people who are not only
interested in the news, but they are invested in the because they are part of participating in the
conversation. Thank you.

>> Susan DeSanti: Thank you. Next we're going to lear Andy Schwartzman, who is
president and CEO of Media Access Project, which helinasted since 1978. MAP is a non-
profit public-interest telecommunications law firm regmsng the public's interest in promoting
the First Amendment rights to speak and to hear. H#saafaculty member of the Johns Hopkins

University Master of Communications program.

>> Andy Schwartzman: Thank you, Susan. One of theflterof being in the last panel is that
most of the important points have been made and thingsleen said, and I'm very glad that
some of the things that | wanted to stress have bsenssied over the course of the days,
particularly today. | have a written statement tratbmitted in the record and that is available for
people that really talks about what | really do féiweg, which is on the media side. | certainly
feel very strongly about the importance of broadbandogeepdnt and maintaining diversity and
focusing on creating new institutions, and I've presente@ sboughts about how the First
Amendment obligations for government play into this.e Hrst Amendment not only authorizes,
but encourages aggressive government action to promote ddhate and civic discourse. And as



has been discussed, quality journalism is a public good amdrgoent should intervene, | argue,
to promote it. So, | support many of the proposals the¢ lkome forward, including, you know,
subsidies of various kinds for public media and for innovati®at now I'm gonna talk about what
I'm not an expert in, which is one way that governmantindeed facilitate the new methods of
journalism. | have no idea if this will work. It's b only answer, but it's an awfully important
one, and this, too, has been alluded to during the courke didcussions, and it's the L3C model
for ownership of media properties. And this has made oehmore of a tax lawyer than | ever
have before to get into it. Basically, this is a neddyeloped business structure, which may be
particularly well suited to facilitate philanthropic aaltkuistic developments in struggling
newspapers, TV stations, and new media ventures.a lhybrid form of ownership, and that's
what's interesting about it. When you've got a public gootsthat being provided, there are
interested citizens, there are foundations that may tegslay into it but that cannot, as we've
heard, possibly finance on an ongoing basis the whole aperahd you may well have for-profit
investors willing to participate, and you may have altrcigstvestors who are willing to accept a
more limited rate of return for something that's impairta their community. Foundations also
have the opportunity to make something called program-relatedtments. And the L3C, which
stands for low-profit, limited-liability company, is aoaality that allows you to have different
classes of ownership. So, you can take, for exanpdydandholders out of a bankruptcy and give
them a piece of the action and give them a profit oppdyt You can put in some community
money, some foundation money, and you may get somesténnvestors who are willing to take
a limited rate of return, and everybody can contribatetake or not take, as the case may be, out
of it. This is gonna require some help with the InteReenue Service, which doesn't know how
to handle these things. The L3C model has been enacdaaumber of states, so that's not a
problem. You can incorporate in Vermont and have a n@digerty in California, so that part's
taken care of, but we do need some tax-law changeake mwork, in order to facilitate this and
to sell it. But | do think it's an opportunity and somethimgaht to continue to explore, precisely
because it may give us an opportunity to find better wafisdace start-ups and maintain existing

media entities. Thank you.

>> Susan DeSanti: Thank you very much, Andy. Thatlsngortant topic, and we appreciate
having you bring it up. Next, we're going to hear from Delanstbpher Callahan. He's the



founding Dean of the Walter Cronkite School of Jousnaland Mass Communication at Arizona
State University. He's brought several new initiativeA$&J), and he's currently also leading the
national News 21 initiative, a 12-university program aimettlassforming journalism education.

>> Dean Christopher Callahan: Thank you, Susan. | tegost talk a little bit broadly about the
role of journalism schools in providing content. And #snk most people know, this is not a new
concept. The University of Missouri has produced a da&lyspaper for more than a hundred
years for that community in Columbia, Missouri. Mebdiews Service, which covers Washington
for local newspapers, has been around for decadespeldhstlart something called Capital News
Service here at the University of Maryland, at Collegd&Raovering the state-government news.
But certainly, the landscape over the last couple afyleas changed dramatically, and the
opportunities for journalism schools to provide importaanh content has never been higher. One
obvious reason is there's enormous need. But wité®at has come an openness by news-media
companies and even large news-media companies to paitingopwrnalism schools that, quite
frankly, wasn't there 10 years ago, 5 years ago, mayre3years ago. What do journalism
schools bring to the table? First and foremost, brighing, energetic, aggressive reporters. To
Paul's point, which | think was a great one on the fatofa- Our students aren't afraid of the
future. I'm afraid of the future. My students aren'tidfcd the future. They're excited about this
digital age, and they are excited about the factvieation't know exactly where it's going. They
want to be part of helping to form what is gonna be amewms media. This year, my freshman
class, from last year to this year, is up 45%, and | thutkle that's higher than most schools, it's
indicative of the great interest that is growing amoogng people in journalism in its new and
various forMs. Well, what else do journalism schoweiadto the table? They bring some terrific
editors and terrific journalists, and there have asMagen wonderful former journalists at
journalism schools. There are more today for loteasons. | will tell you that, in the last few
years, I've hired -- I've doubled the size of my faculty fBour of my full-time faculty are former
executive editors of major metropolitan newspapersydhiiat) a panelist who you heard from
yesterday, Len Downie, the former editor of the "Wagton Post." Universities also could bring
facilities and actually can create physical newsroomsanwide the equipment, financial
resources. And make no mistake, the sorts of progtaahé$'m talking about are expensive. The
Missouri and Cronkite News Service, News 21, and the urtiydtsided programs are probably



the most expensive on a per-student basis than almadkiranglse at their university. And of
course, universities can provide some sort of fund-raisipglahties. They have development
operations already in place. So, why should journalisiwhy should more journalism schools be
involved? And | think very much more journalism schablsuld be involved. While it's grown in
the last few years, these content providers at J-scht®Istill a very small minority of the overall
J-school population. Well, two main reasons. Onées)darning environment that these create
are tremendous. Essentially, what we're doing is wenebining the very best elements of the
classroom and the very best elements of an internstip@nbining them into one experience.
And secondly is, it's the right thing to do. It's unsiges serving their communities, and that
should be part -- certainly part of the public university dae. Thank you.

>> Susan DeSanti: Thank you very much. Okay, last blytnot least, we will hear from Bill
Densmore, and | have to say, | was reluctant to put \gtwiathis panel, Bill, because it was your
conference at GW that | first went to in May to stearning about all of these issues, and it was a
terrific conference. Bill is an expert on Internefsrmation technologies and Internet-related
business models. He was a 2008-2009 Donald W. Reynolds Feltbe Missouri School of
Journalism, and he's vice president, director, and co-fourfd&rcLabs Inc.

>> Bill Densmore: Thank you, Susan. And also, thanktgdaoth you and to Jessica Hoke, who
I'm not sure where she is now, but | know you guys have dommuch logistically to put this
together, and | only know from doing conferences mys®Nf much work it is. | want to talk
about an idea that actually has spawned from acadenp&yt off Chris' remarks. It's a proposal
about personalization, privacy, advertising, and commarwt) think you'll see, when I'm finished
talking in a few minutes, that it relates to a lot & themes we covered over the last day or so.
The defining challenge of news organizations in the 21st igeistno longer managing proprietary
information that they have. It's really about hegpus manage our attention to ubiquitous
information. We've moved from a world of relative infation scarcity, access restricted by a
variety of technical choke points like presses, to adwofrsuch information abundance that the
average user's challenge is not how to access infornm@atieven how to find it, but how to
personalize and make sense of it. The Internet as @ ikroday is not up to this task. To

unleash a new user-driven attention economy, the newdrgon Internet needs a common



platform for sharing user identity, one which expliciglues and allows us to trade our privacy
and makes a market for digital information in the retdiblesale sense. In such a world, the new
news organizations that we're talking about on this péoelld thrive because they will have a
new way to exchange value for information. This systéims,platform, this clearinghouse, should
uniformly exchange payments for the sharing of text, vidagsic, game plays, entertainment,
advertising views, across the Internet. It could, f@aneple, manage background, wholesale
payments for content that is repurposed for advertisinglgabloggers, aggregating and settling
copyright and other value exchanges among users, publiahdraggregators. Now, it's easy to
think of this as really too big an idea, something thatreduire significant technology and
infrastructure, and that's true, it will. But to be coftipg, the system has to have solid technology,
a structure that enables the new media-service ecqramdya motivating mission and culture. It
has to be ubiquitous, it has to never be owned or ctedrby either the government or a dominant
private for-profit entity, and it should be massively dtred and, in some fashion, may be ideally
collaboratively owned. It should ride on the existingh/ds we know it today and Web protocols
and not interfere with those. We have achieved thisdeig once before. When the U.S. defense
establishment developed the Internet, its goal was aive&gdistributed system that would
withstand nuclear attack. 40-some years later, it'tntieenet's design itself that has exploded our
information culture more thoroughly than any feared wadmight have. But while the system
has exceeded beyond anyone's imagination at opening up acicdgenation, it's done little to
enable the transfers of value to nurture and sustaimmtiamation. The Internet eliminates
physical-information product scarcity, becoming the perdeply machine. As a result, the
product-based model sustaining information creation crumbtst jrfimusic, now in newspapers.
What's needed is this ubiquitous social network that enebtesimers to share value for
information services. In this new attention econows/re moving towards a new paradigm, part
aggregator, part content creator, part social netwotkware searching for a name for that service.
It's sort of the thing that Lisa George was talkingualvo her talk earlier. For lack of a better term
-- and | don't really like this very well, but I've aadl it the "information valet" to describe this
entity. And it's been the focus of my search atRbgnolds Institute over the last year, and also
earlier with the founding of the Clickshare Service Cogpite a while ago that I'm part owner of,
and which | have to say for full disclosure purposesahastentially related patent in this area. So,
it's also led to the creation and a major equity pestme with the University of Missouri and



investment of the Associated Press in a company calletldlis, but there's a missing piece and
the need for a collaborative, transparent, non-posfitership of this needed clearinghouse for
information transactions. My hope -- and I'm just spegakor myself here -- is that that missing
piece can be formed as something that | call the "Jbésimmdrust Association.” The mission of
the Journalism Trust Association would be to sustain, epdad enrich the values and purposes of
journalism through collaboration among news mediapthsic, and public-focused institutions.
The JTA might be capitalized by major technology publighadvertising, consumer, and
philanthropic organizations. It would guide in the creatibnew standards and a platform for
exchange of user authentication and transaction reashits) enable a competitive market for
information, respecting and enabling consumer privacy haite. So, like common-gauge
railroad tracks, interstate highways, are the standaxy€é current, this platform should create a
level playing field for things like the gold-standard measwnet of user access to Web resources --
saw it yesterday by Mark Contreras. And it would keep dperdea of personalization needed by
Jason Seiken's PBS Website. It would create the oppgrhurinot the requirement to be able to
charge for content the way Rupert Murdoch and Stevévsilld like, and it would create the
possibility for a user-controlled personalization-adsert) service, which would allow Arianna
Huffington to survive without charging. And finally, it ght allow for the accountability to users
for their privacy sought by Jeff Chester. So, just tshnip, ‘cause | know I've gone way over
here, to make a new market for digital information aneinéibn, we need to start creating a unique
ownership and governance framework, assemble the requitetbtegy, assess the impact on law
regulation, advertising, and privacy. If you want to heighhis idea, to help make it a reality,
please go to www.journalismtrust.org, where you'll findghbstance of these remarks, a slide
deck, and, ,also more detail and my contact informatidranks for giving me a little bit of extra

time.

>> Susan DeSanti: | think it's only fair to compensate, Bill. | would like to start out with a
guestion about sustainability. We've certainly heard abaitirey efforts here, and there's a really
-- you know, and I'm curious as to the difference betweemavenue model for, you know, the
"New Haven Independent” and Jim Brady's effort, ‘caliseets a big difference in scale there, and
the underlying question has always been, "These are dfleat.are we gonna sustain them?" So,
maybe you could start, Paul, and then, Jim, if you couldviolip.



>> Paul Bass: Sure.

>> Susan DeSanti: And then we'll get everybody.

>> Paul Bass: My answers for the first five yearsigdorward are different. Looking back five
years, it's not that | was smart. | was lucky. dfiyook in the country of all the journalism
experiments for local reporting that were able to produgeopis for professional reporters to get
salaries and health insurance, there were all of us wilemown to each other for the first, did the
NPR model -- "Voice of San Diego, "MinnPost," "St. ui®Beacon," "New Haven Independent."
Now a couple we've helped start get going will go in thegatlion. It was a combination of grants,
individual contributions, and sponsorships. | don't knathat's long-term sustainable. My hunch
is there's no one answer, no one magic bullet.nktit’'s a good model, 'cause | think NPR did
better than the big papers in the last recessionnH,tmoving forward, we have to keep
reinventing it. I'm not sure that any one outlet isrgobe sustainable. | think some of us are
gonna crash and burn. | did not expect to be in businesgdars later. | did not expect to to have
five times the budget. | know my budget's fully in placenfext year. | don't know beyond that. |
think we have to keep reinventing it. So, some things vaiang at is partnerships. Right now,
we're talking with a couple of national outlets abouwtitg a joint archive of how we cover state
political races. We have a governor and Senate Neare partners with a Spanish-language for-
profit print newspaper. We share offices, stories gleatranslated English to Spanish. We're
looking maybe for funding for a bilingual newsroom in the fefwhere we have a team of
reporters producing multiplatform continually. We're dtsaking at donors in a community who
can afford that 15 -- the kind of people that theateranstance, go after, who, now that we're
established, can we get 15 of them to give $15,000 a year guataver three years? We've been
offered by a community foundation to give them an ineentihat if they do that, it'll be partially
matched. Those are some of the ideas.

>> Susan DeSanti: Jim?



>> Jim Brady: | think when this idea came up, there avasrtain passion | had for it being a for-
profit model -- not because | have anything against a ndit-prodel. | think it's a great model. |
think there's sort of a sense, and maybe this is notatong there's a limited supply of where you
can get the money to continue to fund non-profits, fogda can figure out how to make a profit,
then there's an endless supply of people who are mmamentilling to make profits. And if you can
figure out how to crack the nut of how you can turn Igmatnalism into a profitable business, then
there's all sorts of people who would be willing to folltwat model. And | agree -- So, in looking
at how we would model this out, the idea from the beginwniag always there is no silver bullet
that | totally agree with, that it's got to be shrapries little pieces of revenue from a lot of
different streaMs. And those streams will be dispisenue, they'll be preroll revenue, they'll be,
you know, certainly, making a strong run at mobile advagjausing all the GPS capabilities or
geotargeting capabilities that a local site like this hdsate to be successful. Using that, they'll
start to deliver advertising to very small but relevant augien So, | mean, so, for me, the model -
- you know, | like the pressure of having to figure out howéke money off this. | think that's
something | kind of wanted, 'cause | do think there's --kymw, I'm a great believer that -- | mean,
| love journalism. I've been doing it for 25 years, btitink we're all in agreement, | would
assume, that, if you can't figure out the business modéhis, we got a serious problem and that,
you know, figuring out how to build a really cool Websitéhngreat features while ignoring the
business model seems to be a bit shortsighted. So, fahene was a certain passion in doing the

for-profit thing to sort of solve that problem.

>> Susan DeSanti: Elisa, I'm sure you have things taibateé on this.

>> Elisa Camahort Page: Yeah, you know, | do agraethiere isn't one silver bullet. Not only are
you trying to put together multiple revenue streams, mgehmevenue streams change over time
because this is an extremely fast-moving industry and emagat we're in. When we started --
when we started blogher.com, we had almost 60 editorsrelhoteered their time at first. And
then when we started to make a little revenue, wesdraltittle revenue. When we made more
revenue, we raised what we could pay them and so on. Wééaunched our publishing network,
which is now over 2,500 bloggers, reaching 20 million unique vssaanonth, we split the

revenue with them. So, it's very much -- And why wdile 0 generate the revenue is because of



the community. So, they are what make us who weaakunderstanding who they are, what they
do, how they behave, what their motivations are, wiey purchase, and what they're doing is why
we can go out and have, you know, a list of Fortune-500 mesto So, we have a very valuable
audience. And yet, that is insufficient to stay ursiness. If we were to continue to do business the
way we did when we launched the network three yegwswae'd be gone by now, because we
launched with your basic CPM banner ad, you know? And®e,we've had to get creative and
develop different kinds of programs and engagement cangpaighdifferent ways of measuring,

all so that we can match both the needs of our contgnand the needs of the advertisers and
sponsors. So, it does require agility, and it requirdsagisnuch agility on the operating-expense
side as on the revenue side. So, when we have to adjastve're doing at the top line, we have

to go look at what that impact is, and we have -- "Wlae we spending our money and how do
we move it around and how do we make this all" -- you knegsigned up for projections when
we got venture capital, and we have to live by them. Aatrequires sometimes changing our
approach, changing what we do, changing how we're spendinganey. And sometimes, | think,

| get a lot of questions about how we generate revenda)a@rody ever asks how we control our
expenses. But it's two parts to the same equation teatually is gonna, you know, lead to
profitability.

>> Susan DeSanti: John?

>> John Servais: Okay, I'll address the question. Ingagonna volunteer because Northwest
Citizen is not economically sustainable. Now, @stdo me is about how much one would spend if
one had a golf hobby. And one of the things | like tosstige that we heard a lot about technology
costs over the past two days. Really, putting somethitgeois incredibly inexpensive. A couple
of hundred a year for the ISP, for Web hosting, $200 fpré&ssionEngine, which is a wonderful
database program, rather than using a free one. My biggsstare the young 26-year-old
programmer that | use in order for us to create a unoumat. So, there is some advertising, there
IS some revenue, there are more advertisers whotarested. I'm looking forward to
contributions. Two years ago, | asked for contributems got $100. | got the invitation to this
conference, and | could not afford to come out here frenmtinthwest. A couple of the other
writes said, "We'll put it up on the web and ask for abations.” | didn't want that because |



didn't want the failure. Well, they did it anyway, &t500 came in within about four days, and
I'm here. So, it's not sustainable. But I think the pigitiat it's probably a model that can work in
many communities, and it's only one of many models, agevireard here and yesterday. In that,
our goal -- my goal isn't to make a living. | make anliyvivith another Website that promotes
commerce in a town. The goal is civic informatiowjc discourse, civic discussion, those things
that we think are missing from the community. We hawstanding people who write about some
developments and stuff who are analysts and financigl@eare not reporters, but they go into
EISs and whatnot. So on that basis, the costs aydoxe, there is some revenue, and | am hopeful
in the next year or two that it actually might pay seenething. But how much, | don't know. So

that's my answer.

>> Bill Densmore: Can | follow up on that?

>> Susan DeSanti: Yeah, please, Bill.

>> Bill Densmore: You just said it's not sustainabld, it's probably a model that can work in
many communities. | don't think that was a contraglictvhen you said that, and | think it was,
because | think what you're saying is it's not sustainalleeitraditional economic sense.

>> John Servais: Correct.

>> Bill Densmore: But it may be sustainable in the weat i PTA is sustainable, in the sense that
there may rotate through your business a continuing sicoasf people whose motivations and

whose rewards have nothing to do with money.

>> Male Speaker: Exactly. Following on that themeustainability and engagement, John talked
about how some of his audience has contributed to makephigete possible, and | was
wondering if some of the other panelists had any thouglgtoaes about particular ways that they
have tried to engage their audience that have workeddhdt be replicated in other ways or ones
that might have failed? And we obviously have somstigg content providers, but if Jim Brady
or Dean Callahan or any others have any other thougtesns of ways that multimedia might be



used or crowd-sourcing engagement might be used or whidtteglimits of these methods and
techniques?

>> Jim Brady: Well, we've had lots of successes atsdolbfailures, but | think the common theme
was we were willing to try an awful lot of things dthe Post" and experiment with things, be
willing to accept failure and hopefully accept some ssmeg along the way. But | think the theme
certainly at "The Post," where you get the most engagefmam your readers is when you made
them feel like they're part of the conversation. Ameblld say we didn't go far enough for "The
Post" to do that, and in my mind, there are sort oflevels of engagement with your audience.
There's the one where you let them comment on stgoia've already written or ask questions of
reporters who have already written a certain stomyoarcross that really big gap, and you actually
let them upload photos to your site, although most otwe sked for things like pictures of your
dogs. You know, we've sort of like let the audience miofront yard, but we really haven't let
them in the house is the way | always kind of viewMite want you to be part of the conversation
but not too much part of the conversation. And | think # step that whether the mainstream
media organizations or new media organizations haveos ¢s that you've got to let the audience
into the house. You've got to let them help and partieipathe process of producing journalism.
And so community to me is still the key. You know, anddgkample | always used at "The Post"
is we had a Redskins Insider blog that had -- you know, yold gut anything up on our Redskins
Insider blog, and we'd get 500 comments. | mean, the Redskinsst a religion in this city, even
when they stink. And there was a guy in there who wasngpsomething about, he had a -- | don't
know if it was a son or a relative who had an illness meeded to raise some money. And, like,
they just, like, raised all this money out of this blog¢cduse all of these people who come to the
Redskins Insider blog knew this guy. They'd been tradingilam comments with the guy for
five years. And, you know, no matter what -- A lot o news that the Redskins Insider blog
reported was pretty commoditized. It was an injury reper¢, and a game report here, stuff you
could get on 10 Websites, but if you wanted to meet thegaepand talk to these people every
single day, you had to come to washingtonpost.com to eng#gthis group, and that's really in a
lot of ways the commaoditized -- you know, the stu#itté really unique about your Website is the
people that other people want to come talk to. So that'slvehgommunity piece is going to be a
huge part of the site. We don't want to just get peopé®me to the site just because of the



information and journalism we produce, because we wantitd a community where people feel
like they have friends and -- or in some cases, pebpilewant to argue with, but just that people
who engage them and get them passionate about something.

>> Elisa Camahort Page: Well, can | add that, you kmo@st companies -- and | talk more often
to companies than media organizations -- but most compsanyesOh, yeah, we have community,
we're building community, we have a blog or we have thimt | always go to their home page
and | say, "Oh, show me where your community is on yaume page.” And it's never there. And
if you really want to make the community feel like theya valued part of what you're doing, you
need to highlight that community, whether it's theiefa&om their profiles, whether it's their
comments, so that comments are on the home page,awltetta community post in the headlines,
whether you do it algorithmically or with human -- Weuadly do it with human editors. You
know, letting your community actually show to the outsideld as part of the top line of what
people see is the only way you actually prove to thetritiey are of value -- the value that you

keep saying they are, | guess.

>> Marcia Chambers: I'd like to give one insight abeWwell, shortly after | began the "Branford
Eagle," | had to figure out a way to let people know aloeit'Branford Eagle." So one of the
things | did early on was to create a list, an e-iisjlto send out to everyone. And that e-mail list
generated some requests from various folks, particulalyh¢ad of a public-access television
station in Branford called BCTV. And before long, tBdnford Eagle” was on BCTV. And so, |
still have a show. I've been at it for about 2 ¥arg. | interview public officials and others. |
have a "Branford Eagle" banner, and | have a "BranfogleEdogo that says, "You can read all
about us at the newhavenindependent.org. And lots of peapéelearned about the "Branford
Eagle" and will come up to me -- I'll be in a dinernddhey'll say, "Hey, | just saw youon TV. "
So it's sort of a combined -- It turned out to be --dndistart out that way, but it's turned out to be
a marketing device for the column and now for the communatvspaper.

>> Susan DeSanti: Paul.



>> Paul Bass: | think you were asking specifically aboaysato involve the readers. One thing
we did early on, at first we didn't have a lot of egjtcapabilities. We invite our readers to catch.
typos. We keep a monthly list, and whoever gets the ma@simonth gets a mug. So, it gets us to
make fewer typos, as we fix them and list them, ber #very month, a new group will be
competing to see who has the most. That worked. Arpnggeven though we have our own
Webmaster site, want to do something free for youbulld you a crime map if you'll just fee in
the data every month. So we now can go to any stieetiae, any kind of crime and see it all
mapped out. He does that for free and maintains it.e8ong that failed, which | think would
succeed on some of your guys' other efforts, just dependiagkivid of relationship you have with
your readers. | got a grant to do "Citizen Critic." uygo review the plays and concerts, and then
we'll just throw them up there. And that didn't work. &/people liked is when we start the ball
rolling. Sort of with our news coverage, too. They wanto kind of start it going with some
professional work, and then they'll do their own reviawnd critic. So that's just three things to try.

>> Bill Densmore: So that notion of authority is dfilere. They want that authority?

>> Paul Bass: | don't know if that's universal. |lyetlink these ideas are different in every
community. | know there's that one Website in Oregbere everyone reviews restaurants and
they go on their own. So, | don't know that we catly@ake -- But yeah, 'cause some places need
more authority than others. | think journalists do havele for setting standards and authority.

>> Susan DeSanti: Dean Callahan, could you share sbwieat you all are teaching your

journalism students about how to engage communities?

>> Christopher Callahan: Certainly, there are theiimatia techniques, but beyond that, we're
really trying to teach them a different way to think.e'W¥ focusing -- Two of the things we are
trying to embed in all of our students are the notionsmdvation and entrepreneurship, and | can
tell you that, you know, a few short years ago, thosels/were -- Well, one of those words would
have been banned in journalism schools, and the othpiysivouldn't have been talked about.
How really sort of unshackling, if you will, these &l natives. One of the things that major news
organizations are now looking to journalism schoolsddor these students to help them think



about what these products should look like. And thatlis-a very different world than it was just
a few short years ago. Now, how you teach innovatmmhrew you teach entrepreneurship is,
quite frankly, a little more complex than teaching Howvrite a hard-news lead but we think

terribly important.

>> Susan DeSanti: Andy, | wanted to come back to yaguse the L3C model you were talking
about seems like an important idea for discussion mg@f the sustainability issue. One of the
things I've heard about it is that it's a possibility -r@geople are thinking about it as a possibility
if there are newspapers that are going into bankrupttyrencurrent owners have, you know, a lot
of debt and all, if you can find people who want to makecdit but the rate of return doesn't have
to be 20% for them to be happy, that this might be ailpbitysto get some of those people

involved in newspapers again. And I'm wondering what you tieugght about in terms of the
potential for the use of this concept?

>> Andrew Jay Schwartzman: Well, certainly, withoutigg overly legalistic, the prepackaged
bankruptcy approach makes a great deal of sense. You ckelld teoubled entity, and, surprise,
as we've heard, most medium- and large-sized major naalkiets break even or make money
even in this recession. Smaller community papers dolestter. If the problem is debt, if the
problem is some bad business decisions that were make,pfdblem is somebody who paid too
much, Sam Zell, an approach which gives the surviving bdddt®50 cents on the dollar in the
form of future profits, which allows a community foundatio kick in an endowment of some sort,
allows other foundations to make what are known as proge&ated investments and allows
public donations or other forms of charitable donations asidlye said, altruistic investors, people
willing to take less than the usual rate of return, an t&Ccombine all of those. So, | think it has
promise as a means of taking troubled properties and givemg dhchance to survive. It doesn't
solve all the probleMs. It's not something that is a univéissaAnd | do think the L3C, as | said,
has promise for helping to incubate new ventures andlbraw ideas and new platforms as well,
but this is certainly one of the areas where | hopeame you know, get the L3C thing going
sooner rather than later, because of the current ecorniomes.



>> Bill Densmore: There is no L3C in federal law tiglow, but | know because | was part of the
conversation that there's a mark-up being worked on nawi anll probably get filed some time
early next year.

>> Susan DeSanti: That's definitely of interest.| Bénsmore, | wanted to give you more time to
talk about your Information Valet project, because Ikhirat's an extremely interesting idea. It's a
big idea. But why don't you go ahead and say some mahe dhings that you wanted to say
about it?

>> Bill Densmore: Well, we really started off a yearso ago with the idea that we wanted to
create a shared user network on the web so that corsaméd go to a most trusted information
valet, this term that I've had to invent 'cause it doesist, and have an account with that
information valet and be able to get personalized oglahip sort of put together and consort with
that information valet, which has benefits for thesioamer, because the consumer now has a better
information experience and is able to manage their @yjMaecause presumably, you would tell the
information valet a little bit about yourself and dditbit about your personal information
preferences, and then that valet would be -- you would &anest relationship with that valet,
which could be a newspaper or it could be an NPR a#iba it could be an NGO or a trade
association that you're part of. It has benefityour information valet is a news organization, it
has a benefit to them, because they can take whaktizey about you with your permission and
share it with advertisers and hopefully get better €@K advertising. It also means that they can -
- An implementation of this that we're working on tingh CircLabs, this for-profit company that
the University of Missouri is an investor in, is a taolbhat would ride on the top of your browser
window, and the sort of programming of that toolbar woulddee by your home-based
information valet so that they could, with your pernussiserve you custom headlines, serve you
custom ads that are related to your interest. Andabatd be always with you. One of the
problems newspapers have today is only about 1% of theleh@ews consumers spend on the
Web reading news is actually at newspaper Websites.s@iifdyou're a newspaper and you want
to "monetize" your users, it's pretty hard to do th#tef/'re hardly ever on your Website. So, this
particular first implementation of an info-valet copteould allow the newspaper to make money
by showing you ads and by showing you custom informatiathe@flime. Beyond that, | think the



idea that | think is interesting is the extent to whiol ynight be able to use an information valet to
settle transactions across multiple independent Webditgsn't feel it's best to use the word
"micropayment" to describe that, 'cause that's satrefl-herring word now with a lot of
consumers. But | think just as the way the copyrightesn trades activity about who's using what
across copyright clearance center, just as the cglpbystem manages transactions and
background, just as the cable companies have to settlitya@nong the suppliers of content, just
as Visa and MasterCard have to track where you're doingpur physical goods purchases, it
seems to make sense that we might create a mechamishafong activity that you do across the
Web among aggregators and content providers and having a covayda settle that so that
everybody gets rewarded.

>> Susan DeSanti: Reactions? Other thoughts? I'm dakeany personal three minutes now
before we end this panel. | have to take a couple of nartatdank both our outstanding speakers
and my outstanding staff. A conference like this is ps®nly because leaders in journalism,
advertising, economics, and other fields are willingdgoade their time and share their insights, and
| know that journalism will survive and thrive becausalbdf the outstanding people we have had
thinking about this problem and sharing experience and leaanithgdeas for the future today and
yesterday as well. And we are so grateful to ajlcaf and all of those who came before you at
making presentations and speaking on panels. But befopamkedists and the presenters came my
staff. And they researched these issues and foundyuoto come and talk with us. And so, |
need to thank them. | especially want to thank Elizabexih Jessica Hoke, Chris Grengs, Gus
Chiarello, and staff form the Bureau of Economics, Bétholt, Deepak Chandra, and Robert
Squibb for their persistence and talent in finding atheke speakers for us. And | also want to
thank all of the many people who helped out in pullingwdskshop together. And certainly, Bill,
you're absolutely right, there's a lot of logistiosatl of this. Suzanne Michel, Tom Krattenmaker,
Michael Wroblewski, Kelly Signs, Dan Gilman, Suzanneron, Pat Schultheiss Gail Kingsland,
Brian Rideout, and Kerry McLaughlin. With that, | ceay that we are now adjourned. Thank you.



