
B1Ø N

MONDAY, MAY 19, 2014

Media

A Newspaper Revolt
Journalists at Libération in Paris
are battling a plan to abandon
print and go all digital. 3

International

Swiss Reject Wage Plan
Swiss voters overwhelmingly de-
feated a proposal for the world’s
highest minimum wage. 3

Disruptions

Big Things to Come
The venture capitalist Marc
Andreessen forecasts Silicon
Valley’s future. 8

By DAVID GELLES

Pfizer has again raised its of-
fer for AstraZeneca, making
what it said was a final effort to
bring the giant British drug mak-
er to the negotiating table.

The latest offer, made Sunday
evening, is worth about $119 bil-
lion. It comes after AstraZene-
ca’s rejection of several private
and public offers from Pfizer.

If AstraZeneca rebuffs Pfizer’s
offer again, the American com-
pany may abandon its pursuit of
a merger. Pfizer has said it
would not make a hostile offer
for AstraZeneca, and would pur-
sue only a friendly deal.

The new offer represents a 45

was expected to introduce his
bill this week.

In Britain, AstraZeneca has
figured strongly in the political
debate, as lawmakers from all
the major parties, facing a na-
tional election next year, express
concerns about the potential loss
of jobs in the event of a Pfizer
takeover.

Indeed, even though AstraZe-
neca has not agreed to a deal,
Pfizer’s chief executive, Ian C.
Read, has nonetheless appeared
before parliamentary commit-
tees to defend his company’s
pursuit.

AstraZeneca employs about 

rate overseas.
By acquiring AstraZeneca,

Pfizer would be able to conduct a
so-called inversion, redomiciling
in Britain, where it would pay a
lower tax rate, potentially saving
$1 billion or more a year.

Pfizer is the largest and best-
known company to try such a
move, and lawmakers in Wash-
ington have responded by pre-
paring legislation that would
curtail inversions. Senator Carl
Levin, Democrat of Michigan,

percent premium over AstraZe-
neca’s share price before news of
Pfizer’s interest became public.
Under British takeover laws, Pfi-
zer has until May 26 to make a
formal offer. Otherwise it must
walk away.

The ball is now in AstraZene-
ca’s court. A rejection of the offer
— and the threat that Pfizer
would abandon its effort — could
cause the British company’s
stock price to tumble. 

AstraZeneca did not respond
to the latest offer on Sunday
night.

The push for what would be
the pharmaceutical industry’s
biggest deal in more than a dec-

ade has set off debates on both
side of the Atlantic.

In the United States, where
Pfizer has long been a stalwart
of American innovation and suc-
cess, the discussion has centered
on the company’s effort to use
the deal as a means to reincorpo-

In Last-Ditch Bid, Pfizer Offers $119 Billion for AstraZeneca
The American drug maker
Pfizer says a new offer for As-
traZeneca of Britain is final. 

Continued on Page 9

Back in 2010, before she be-
came executive editor of The
New York Times, Jill Abramson
sent me a handwritten attaboy

note about a big
story. It still hangs in
my cubicle: “You
wrote a story about
the trashing of a once
great American insti-
tution and people

never tire of that.”
Jill loved juicy stories, the ones

full of subtext, intrigue and very
high stakes. Now she is right in
the middle of one.

On Friday, she was on the cov-
er of The New York Post as the
deposed editor of The Times,
shown in a trucker hat, boxing
gloves and T-shirt hitting a heavy
bag, a portrait taken from her
daughter’s Instagram account
that carried that hashtag
“pushy.”

I have witnessed some fraught
moments at The New York
Times. Jayson Blair was a friend
of mine. I watched Howell Raines
fly into a mountain from a very
close distance. I saw the newspa-
per almost tip over when the
print business plunged and the
company had to borrow money at
exorbitant rates from a Mexican
billionaire. 

But none of that was as surreal
as what happened last week.
When The Times’s publisher, Ar-
thur Sulzberger Jr., stood up at a
hastily called meeting in the
soaring open newsroom where
we usually gather to celebrate
the Pulitzers and said that Jill
was out, we all just looked at one
another. How did our workplace
suddenly become a particularly
bloody episode of “Game of
Thrones”?

It is one thing to gossip or com-
plain about your boss, but quite
another to watch her head get
chopped off in the cold light of
day. The lack of decorum was
stunning. 

Editor’s Exit
At The Times
Puts Tensions
On Display

DAVID
CARR 

THE MEDIA 
EQUATION 

Continued on Page 6

By ELIZABETH A. HARRIS 
and DAVID GELLES

Standing in line at Starbucks,
customers are presented with an
array of options beyond just fla-
vors and foam: They can pay
with cash, credit, debit, a Star-
bucks card or with their mobile
phone in two different ways.

That list is expected to grow in
the coming years, not only at
Starbucks but also at retailers
around the country, and an enor-
mous hacking of customer data
at Target that was revealed five
months ago has only intensified
the pace of change in the way
Americans pay for goods.

Usually, the conversation
about where to go from here is
presented narrowly, either in
terms of the security of new
cards or perhaps the convenience
of paying by phone. But behind
the scenes, there are other issues
in play, including the jealous
guarding of customer data. And
there is an enormous amount of
money to be made, especially for
businesses catering to the cash-
free consumer.

“There is money at stake all
around the room, whether it’s the
banks and payment processors
or the retailers,” said Suzanne
Martindale, a staff lawyer at Con-
sumers Union who specializes in
payments. “It’s a battle between
the two parties.”

Every time a customer pays
with a credit or debit card, the re-
tailer pays a fee to have the pay-
ment processed. According to the
Nilson Report, a payment card
trade publication, merchants in
the United States spent $71.7 bil-
lion on these fees last year.

The most immediate change
will occur with EMV, the technol-
ogy that uses an embedded chip
to protect against counterfeit 

Cashless
Customers
Hold Riches
For Retailers

Continued on Page 2

By JOE COCHRANE 
and IAN AUSTEN

JAKARTA, Indonesia — Indo-
nesians have long loved Black-
Berry devices. When the compa-
ny introduced a new phone two
and a half years ago, a crowd at
shopping mall here became so
unruly — in part because of a
half-price offer for the first 1,000
buyers — that riot police were
rushed in to stand by.

But even in Indonesia, Black-
Berry’s fortunes have changed.
Last week, when the company
started selling the Z3, a smart-
phone it made specifically for
this market, consumers reacted
with a collective shrug.

devices have plummeted glob-
ally in recent years, the revenue
from the phone business re-
mains vital as John S. Chen,
BlackBerry’s chairman and
chief executive, tries to shift the
organization’s focus to services
and software.

By reaching a deal with Fox-
conn, Mr. Chen may have
bought himself some time — if
only a little.

“John Chen is just sustaining
the handset business as he sorts
out the way ahead,” said Nick
Spencer, an analyst with ABI
Research in London. 

“But at these low volumes, 

Nevertheless, the arrival of
the Z3, a touch-screen device
mainly notable for its budget-
friendly $190 price, signals a
new path for the struggling com-
pany. 

BlackBerry, like most phone
makers, has long contracted out
the manufacturing of its phones,
but the Z3 has also been de-
signed and distributed by Fox-
conn Technology Group, the Tai-
wanese manufacturer.

BlackBerry’s partnership
with Foxconn, a company per-
haps best known as a builder of
iPhones and iPads, comes at a
critical time for BlackBerry. Al-
though sales of the company’s

BlackBerry’s Partnership With Foxconn Signals Shifting Priorities

BEAWIHARTA/REUTERS

John S. Chen, BlackBerry’s chief executive, with the company’s
Z3 smartphone, designed and distributed by Foxconn.Continued on Page 9

By MICHAEL CIEPLY

LOS ANGELES — William Wilberforce, the English abolitionist
of two centuries ago, believed in the power of co-belligerents: those
who fight for a common cause while disagreeing forcefully on most
everything else.

These days, he is inspiring the executives at Walden Media, the
family-values-oriented entertainment company that produced “The
Chronicles of Narnia” trilogy.

Since last year, Walden and its sister brand, Bristol Bay Pro-
ductions — both operated by the Anschutz Film Group — have been

in the throes of a transformation that finds them, like Mr. Wilber-
force, courting allies from across a deep cultural divide.

Walden — owned by the billionaire Philip Anschutz, who is
known for his Christian beliefs — makes no R-rated films, rarely
risks even a PG-13 and strictly avoids scripts with profanity or over-
tones of sex. And while it eschews overt spiritual messaging, it
seeks out films that possess a clear, inspirational quality.

Anschutz Film Group executives, led by the chief operating of-
ficer, Frank Smith, and president, Micheal Flaherty, say they are
keeping those values intact. But they are changing their company’s
business strategy to focus heavily on joint ventures and often align-
ing with cultural opposites, in a nod to the shifting economics of the
film business.

“If we continued to operate under the model we were operating
under, we couldn’t be relevant,” Mr. Smith said.

They believe Walden needs deeper collaboration with the big 

Sources: Boxofficemojo.com; IMDb.com THE NEW YORK TIMES

Some Notable Films From the Anschutz Film Group

Walden’s first release, a 
3-D Imax documentary 
exploring the wreck of 
the Titanic, directed by 
James Cameron.

An expensive flop from 
Walden, with a reported 
budget of about $110 
million and ticket sales of 
just $72.2 million around 
the world.

Under the Bristol Bay 
label, a Ray Charles 
biopic that won an 
Oscar for Jamie Foxx.

Walden’s biggest hit, 
with $745 million in 
worldwide ticket sales, 
and two sequels.

A Walden-backed 
education reform 
documentary that fell 
short of expectations 
despite support from 
Bill Gates, Participant 
Media and others.

A box-office success, 
which paired Billy 
Crystal and Bette Midler 
in a family comedy.

RELEASE DATE April 11, 2003 April 14, 2004 Oct. 29, 2004 Dec. 9, 2005 Sept. 24, 2010 Dec. 25, 2012 

DISTRIBUTOR Walt Disney Walt Disney Universal Walt Disney Paramount Vantage 20th Century Fox

DOMESTIC
TICKET SALES $17 million $24 million $75.3 million $291.7 million $6.4 million $77.3 million

“Ghosts of the Abyss”
“Around the
World in 80 Days” “Ray”

“The Chronicles of
Narnia: The Lion, the
Witch and the Wardrobe” “Waiting for ‘Superman’” “Parental Guidance”

PG Filmmaker, R-Rated Partners
Family-Oriented Walden Media Seeks Studios Across a Cultural Divide

ABOVE, WEINSTEIN COMPANY; AT RIGHT, CHESTER HIGGINS Jr./THE NEW YORK TIMES

Brenton Thwaites in “The Giver.” At right, Walden’s Francis X.
Flaherty Jr., left, Ryan Jones, Frank Smith and Micheal Flaherty. Continued on Page 4
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Back in 2010, before she became execu-
tive editor of The New York Times, Jill 
Abramson sent me a handwritten atta-

boy note about a big story. It still hangs in my 
cubicle: “You wrote a story about the trashing 
of a once great American institution and people 
never tire of that.”

Jill loved juicy stories, the ones full of sub-
text, intrigue and very high stakes. Now she is 
right in the middle of one.

On Friday, she was on the cover of The 
New York Post as the deposed editor of The 
Times, shown in a trucker hat, boxing gloves 

and T-shirt hitting a heavy bag, a 
portrait taken from her daughter’s 
Instagram account that carried that 
hashtag “pushy.”

I have witnessed some fraught 
moments at The New York Times. 

Jayson Blair was a friend of mine. I watched 
Howell Raines fly into a mountain from a very 
close distance. I saw the newspaper almost tip 
over when the print business plunged and the 
company had to borrow money at exorbitant 
rates from a Mexican billionaire.

But none of that was as surreal as what 
happened last week. When The Times’s pub-
lisher, Arthur Sulzberger Jr., stood up at a hast-
ily called meeting in the soaring open news-
room where we usually gather to celebrate the 
Pulitzers and said that Jill was out, we all just 
looked at one another. How did our workplace 
suddenly become a particularly bloody episode 
of “Game of Thrones”?

It is one thing to gossip or complain about 
your boss, but quite another to watch her head 
get chopped off in the cold light of day. The lack 
of decorum was stunning.

Even though Mr. Sulzberger wanted to effect 
a smoother transition, Ms. Abramson refused to 
make nice. She had fought her way to the top, 
and now she would fight on her way out. She 
may have professed love for The Times, but once 

it decided not to love her back, she decided to in-
flict some damage on its publisher. (She’ll have 
more opportunity on Monday when she gives the 
commencement speech at Wake Forest.)

After very public charges that sexism 
drove his decision, Mr. Sulzberger responded 
with a statement on Saturday that was both 
specific and personal, saying that Jill had en-
gaged in “arbitrary decision-making, a failure 
to consult and bring colleagues with her, inade-
quate communication and the public mistreat-
ment of colleagues.”

Her approach created a fair amount of tsoris 
— a favorite Yiddish word of hers that connotes 
aggravation — but along with that it also pro-
duced, as Mr. Sulzberger acknowledged even as 
he fired her, a very good version of The Times.

Jill rose as a woman in a patriarchal busi-
ness and a male-dominated organization by be-
ing tough, by displaying superlative journalistic 
instincts and by never backing up for anyone.

Some might suggest that these traits are all 
in the historical job description of a man edit-
ing The New York Times, but Arthur concluded 
“she had lost the support of her masthead col-
leagues and could not win it back.” I like Jill 
and the version of The Times she made. But 
my reporting, including interviews with senior 
people in the newsroom, some of them women, 
backs up his conclusion.

When he announced Jill and Dean Baquet’s 
appointment in 2011, Mr. Sulzberger was right-
fully proud of his dream team, two talented 
journalists to lead the paper who were not white 
men. But while there may have been a dream, 
there was never a real team.

Jill did a six-month tour of The Times’s digi-
tal endeavors before assuming the editorship, 
and was publicly supportive of a recent ground-
breaking report on innovation at The New York 
Times. But the report plainly stated that the 
paper was lagging in that area, and according 
to several executives in the newsroom she took 
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By DAVID GELLES

Pfizer has again raised its of-
fer for AstraZeneca, making
what it said was a final effort to
bring the giant British drug mak-
er to the negotiating table.

The latest offer, made Sunday
evening, is worth about $119 bil-
lion. It comes after AstraZene-
ca’s rejection of several private
and public offers from Pfizer.

If AstraZeneca rebuffs Pfizer’s
offer again, the American com-
pany may abandon its pursuit of
a merger. Pfizer has said it
would not make a hostile offer
for AstraZeneca, and would pur-
sue only a friendly deal.

The new offer represents a 45

was expected to introduce his
bill this week.

In Britain, AstraZeneca has
figured strongly in the political
debate, as lawmakers from all
the major parties, facing a na-
tional election next year, express
concerns about the potential loss
of jobs in the event of a Pfizer
takeover.

Indeed, even though AstraZe-
neca has not agreed to a deal,
Pfizer’s chief executive, Ian C.
Read, has nonetheless appeared
before parliamentary commit-
tees to defend his company’s
pursuit.

AstraZeneca employs about 

rate overseas.
By acquiring AstraZeneca,

Pfizer would be able to conduct a
so-called inversion, redomiciling
in Britain, where it would pay a
lower tax rate, potentially saving
$1 billion or more a year.

Pfizer is the largest and best-
known company to try such a
move, and lawmakers in Wash-
ington have responded by pre-
paring legislation that would
curtail inversions. Senator Carl
Levin, Democrat of Michigan,

percent premium over AstraZe-
neca’s share price before news of
Pfizer’s interest became public.
Under British takeover laws, Pfi-
zer has until May 26 to make a
formal offer. Otherwise it must
walk away.

The ball is now in AstraZene-
ca’s court. A rejection of the offer
— and the threat that Pfizer
would abandon its effort — could
cause the British company’s
stock price to tumble. 

AstraZeneca did not respond
to the latest offer on Sunday
night.

The push for what would be
the pharmaceutical industry’s
biggest deal in more than a dec-

ade has set off debates on both
side of the Atlantic.

In the United States, where
Pfizer has long been a stalwart
of American innovation and suc-
cess, the discussion has centered
on the company’s effort to use
the deal as a means to reincorpo-

In Last-Ditch Bid, Pfizer Offers $119 Billion for AstraZeneca
The American drug maker
Pfizer says a new offer for As-
traZeneca of Britain is final. 
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Back in 2010, before she be-
came executive editor of The
New York Times, Jill Abramson
sent me a handwritten attaboy

note about a big
story. It still hangs in
my cubicle: “You
wrote a story about
the trashing of a once
great American insti-
tution and people

never tire of that.”
Jill loved juicy stories, the ones

full of subtext, intrigue and very
high stakes. Now she is right in
the middle of one.

On Friday, she was on the cov-
er of The New York Post as the
deposed editor of The Times,
shown in a trucker hat, boxing
gloves and T-shirt hitting a heavy
bag, a portrait taken from her
daughter’s Instagram account
that carried that hashtag
“pushy.”

I have witnessed some fraught
moments at The New York
Times. Jayson Blair was a friend
of mine. I watched Howell Raines
fly into a mountain from a very
close distance. I saw the newspa-
per almost tip over when the
print business plunged and the
company had to borrow money at
exorbitant rates from a Mexican
billionaire. 

But none of that was as surreal
as what happened last week.
When The Times’s publisher, Ar-
thur Sulzberger Jr., stood up at a
hastily called meeting in the
soaring open newsroom where
we usually gather to celebrate
the Pulitzers and said that Jill
was out, we all just looked at one
another. How did our workplace
suddenly become a particularly
bloody episode of “Game of
Thrones”?

It is one thing to gossip or com-
plain about your boss, but quite
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chopped off in the cold light of
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By ELIZABETH A. HARRIS 
and DAVID GELLES

Standing in line at Starbucks,
customers are presented with an
array of options beyond just fla-
vors and foam: They can pay
with cash, credit, debit, a Star-
bucks card or with their mobile
phone in two different ways.

That list is expected to grow in
the coming years, not only at
Starbucks but also at retailers
around the country, and an enor-
mous hacking of customer data
at Target that was revealed five
months ago has only intensified
the pace of change in the way
Americans pay for goods.

Usually, the conversation
about where to go from here is
presented narrowly, either in
terms of the security of new
cards or perhaps the convenience
of paying by phone. But behind
the scenes, there are other issues
in play, including the jealous
guarding of customer data. And
there is an enormous amount of
money to be made, especially for
businesses catering to the cash-
free consumer.

“There is money at stake all
around the room, whether it’s the
banks and payment processors
or the retailers,” said Suzanne
Martindale, a staff lawyer at Con-
sumers Union who specializes in
payments. “It’s a battle between
the two parties.”

Every time a customer pays
with a credit or debit card, the re-
tailer pays a fee to have the pay-
ment processed. According to the
Nilson Report, a payment card
trade publication, merchants in
the United States spent $71.7 bil-
lion on these fees last year.

The most immediate change
will occur with EMV, the technol-
ogy that uses an embedded chip
to protect against counterfeit 

Cashless
Customers
Hold Riches
For Retailers
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By JOE COCHRANE 
and IAN AUSTEN

JAKARTA, Indonesia — Indo-
nesians have long loved Black-
Berry devices. When the compa-
ny introduced a new phone two
and a half years ago, a crowd at
shopping mall here became so
unruly — in part because of a
half-price offer for the first 1,000
buyers — that riot police were
rushed in to stand by.

But even in Indonesia, Black-
Berry’s fortunes have changed.
Last week, when the company
started selling the Z3, a smart-
phone it made specifically for
this market, consumers reacted
with a collective shrug.

devices have plummeted glob-
ally in recent years, the revenue
from the phone business re-
mains vital as John S. Chen,
BlackBerry’s chairman and
chief executive, tries to shift the
organization’s focus to services
and software.

By reaching a deal with Fox-
conn, Mr. Chen may have
bought himself some time — if
only a little.

“John Chen is just sustaining
the handset business as he sorts
out the way ahead,” said Nick
Spencer, an analyst with ABI
Research in London. 

“But at these low volumes, 

Nevertheless, the arrival of
the Z3, a touch-screen device
mainly notable for its budget-
friendly $190 price, signals a
new path for the struggling com-
pany. 

BlackBerry, like most phone
makers, has long contracted out
the manufacturing of its phones,
but the Z3 has also been de-
signed and distributed by Fox-
conn Technology Group, the Tai-
wanese manufacturer.

BlackBerry’s partnership
with Foxconn, a company per-
haps best known as a builder of
iPhones and iPads, comes at a
critical time for BlackBerry. Al-
though sales of the company’s

BlackBerry’s Partnership With Foxconn Signals Shifting Priorities

BEAWIHARTA/REUTERS

John S. Chen, BlackBerry’s chief executive, with the company’s
Z3 smartphone, designed and distributed by Foxconn.Continued on Page 9

By MICHAEL CIEPLY

LOS ANGELES — William Wilberforce, the English abolitionist
of two centuries ago, believed in the power of co-belligerents: those
who fight for a common cause while disagreeing forcefully on most
everything else.

These days, he is inspiring the executives at Walden Media, the
family-values-oriented entertainment company that produced “The
Chronicles of Narnia” trilogy.

Since last year, Walden and its sister brand, Bristol Bay Pro-
ductions — both operated by the Anschutz Film Group — have been

in the throes of a transformation that finds them, like Mr. Wilber-
force, courting allies from across a deep cultural divide.

Walden — owned by the billionaire Philip Anschutz, who is
known for his Christian beliefs — makes no R-rated films, rarely
risks even a PG-13 and strictly avoids scripts with profanity or over-
tones of sex. And while it eschews overt spiritual messaging, it
seeks out films that possess a clear, inspirational quality.

Anschutz Film Group executives, led by the chief operating of-
ficer, Frank Smith, and president, Micheal Flaherty, say they are
keeping those values intact. But they are changing their company’s
business strategy to focus heavily on joint ventures and often align-
ing with cultural opposites, in a nod to the shifting economics of the
film business.

“If we continued to operate under the model we were operating
under, we couldn’t be relevant,” Mr. Smith said.

They believe Walden needs deeper collaboration with the big 

Sources: Boxofficemojo.com; IMDb.com THE NEW YORK TIMES

Some Notable Films From the Anschutz Film Group

Walden’s first release, a 
3-D Imax documentary 
exploring the wreck of 
the Titanic, directed by 
James Cameron.

An expensive flop from 
Walden, with a reported 
budget of about $110 
million and ticket sales of 
just $72.2 million around 
the world.

Under the Bristol Bay 
label, a Ray Charles 
biopic that won an 
Oscar for Jamie Foxx.

Walden’s biggest hit, 
with $745 million in 
worldwide ticket sales, 
and two sequels.

A Walden-backed 
education reform 
documentary that fell 
short of expectations 
despite support from 
Bill Gates, Participant 
Media and others.

A box-office success, 
which paired Billy 
Crystal and Bette Midler 
in a family comedy.

RELEASE DATE April 11, 2003 April 14, 2004 Oct. 29, 2004 Dec. 9, 2005 Sept. 24, 2010 Dec. 25, 2012 

DISTRIBUTOR Walt Disney Walt Disney Universal Walt Disney Paramount Vantage 20th Century Fox

DOMESTIC
TICKET SALES $17 million $24 million $75.3 million $291.7 million $6.4 million $77.3 million

“Ghosts of the Abyss”
“Around the
World in 80 Days” “Ray”

“The Chronicles of
Narnia: The Lion, the
Witch and the Wardrobe” “Waiting for ‘Superman’” “Parental Guidance”

PG Filmmaker, R-Rated Partners
Family-Oriented Walden Media Seeks Studios Across a Cultural Divide

ABOVE, WEINSTEIN COMPANY; AT RIGHT, CHESTER HIGGINS Jr./THE NEW YORK TIMES

Brenton Thwaites in “The Giver.” At right, Walden’s Francis X.
Flaherty Jr., left, Ryan Jones, Frank Smith and Micheal Flaherty. Continued on Page 4
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By DAVID GELLES

Pfizer has again raised its of-
fer for AstraZeneca, making
what it said was a final effort to
bring the giant British drug mak-
er to the negotiating table.

The latest offer, made Sunday
evening, is worth about $119 bil-
lion. It comes after AstraZene-
ca’s rejection of several private
and public offers from Pfizer.

If AstraZeneca rebuffs Pfizer’s
offer again, the American com-
pany may abandon its pursuit of
a merger. Pfizer has said it
would not make a hostile offer
for AstraZeneca, and would pur-
sue only a friendly deal.

The new offer represents a 45

was expected to introduce his
bill this week.

In Britain, AstraZeneca has
figured strongly in the political
debate, as lawmakers from all
the major parties, facing a na-
tional election next year, express
concerns about the potential loss
of jobs in the event of a Pfizer
takeover.

Indeed, even though AstraZe-
neca has not agreed to a deal,
Pfizer’s chief executive, Ian C.
Read, has nonetheless appeared
before parliamentary commit-
tees to defend his company’s
pursuit.

AstraZeneca employs about 

rate overseas.
By acquiring AstraZeneca,

Pfizer would be able to conduct a
so-called inversion, redomiciling
in Britain, where it would pay a
lower tax rate, potentially saving
$1 billion or more a year.

Pfizer is the largest and best-
known company to try such a
move, and lawmakers in Wash-
ington have responded by pre-
paring legislation that would
curtail inversions. Senator Carl
Levin, Democrat of Michigan,

percent premium over AstraZe-
neca’s share price before news of
Pfizer’s interest became public.
Under British takeover laws, Pfi-
zer has until May 26 to make a
formal offer. Otherwise it must
walk away.

The ball is now in AstraZene-
ca’s court. A rejection of the offer
— and the threat that Pfizer
would abandon its effort — could
cause the British company’s
stock price to tumble. 

AstraZeneca did not respond
to the latest offer on Sunday
night.

The push for what would be
the pharmaceutical industry’s
biggest deal in more than a dec-

ade has set off debates on both
side of the Atlantic.

In the United States, where
Pfizer has long been a stalwart
of American innovation and suc-
cess, the discussion has centered
on the company’s effort to use
the deal as a means to reincorpo-

In Last-Ditch Bid, Pfizer Offers $119 Billion for AstraZeneca
The American drug maker
Pfizer says a new offer for As-
traZeneca of Britain is final. 

Continued on Page 9

Back in 2010, before she be-
came executive editor of The
New York Times, Jill Abramson
sent me a handwritten attaboy

note about a big
story. It still hangs in
my cubicle: “You
wrote a story about
the trashing of a once
great American insti-
tution and people

never tire of that.”
Jill loved juicy stories, the ones

full of subtext, intrigue and very
high stakes. Now she is right in
the middle of one.

On Friday, she was on the cov-
er of The New York Post as the
deposed editor of The Times,
shown in a trucker hat, boxing
gloves and T-shirt hitting a heavy
bag, a portrait taken from her
daughter’s Instagram account
that carried that hashtag
“pushy.”

I have witnessed some fraught
moments at The New York
Times. Jayson Blair was a friend
of mine. I watched Howell Raines
fly into a mountain from a very
close distance. I saw the newspa-
per almost tip over when the
print business plunged and the
company had to borrow money at
exorbitant rates from a Mexican
billionaire. 

But none of that was as surreal
as what happened last week.
When The Times’s publisher, Ar-
thur Sulzberger Jr., stood up at a
hastily called meeting in the
soaring open newsroom where
we usually gather to celebrate
the Pulitzers and said that Jill
was out, we all just looked at one
another. How did our workplace
suddenly become a particularly
bloody episode of “Game of
Thrones”?

It is one thing to gossip or com-
plain about your boss, but quite
another to watch her head get
chopped off in the cold light of
day. The lack of decorum was
stunning. 

Editor’s Exit
At The Times
Puts Tensions
On Display

DAVID
CARR 

THE MEDIA 
EQUATION 

Continued on Page 6

By ELIZABETH A. HARRIS 
and DAVID GELLES

Standing in line at Starbucks,
customers are presented with an
array of options beyond just fla-
vors and foam: They can pay
with cash, credit, debit, a Star-
bucks card or with their mobile
phone in two different ways.

That list is expected to grow in
the coming years, not only at
Starbucks but also at retailers
around the country, and an enor-
mous hacking of customer data
at Target that was revealed five
months ago has only intensified
the pace of change in the way
Americans pay for goods.

Usually, the conversation
about where to go from here is
presented narrowly, either in
terms of the security of new
cards or perhaps the convenience
of paying by phone. But behind
the scenes, there are other issues
in play, including the jealous
guarding of customer data. And
there is an enormous amount of
money to be made, especially for
businesses catering to the cash-
free consumer.

“There is money at stake all
around the room, whether it’s the
banks and payment processors
or the retailers,” said Suzanne
Martindale, a staff lawyer at Con-
sumers Union who specializes in
payments. “It’s a battle between
the two parties.”

Every time a customer pays
with a credit or debit card, the re-
tailer pays a fee to have the pay-
ment processed. According to the
Nilson Report, a payment card
trade publication, merchants in
the United States spent $71.7 bil-
lion on these fees last year.

The most immediate change
will occur with EMV, the technol-
ogy that uses an embedded chip
to protect against counterfeit 

Cashless
Customers
Hold Riches
For Retailers

Continued on Page 2

By JOE COCHRANE 
and IAN AUSTEN

JAKARTA, Indonesia — Indo-
nesians have long loved Black-
Berry devices. When the compa-
ny introduced a new phone two
and a half years ago, a crowd at
shopping mall here became so
unruly — in part because of a
half-price offer for the first 1,000
buyers — that riot police were
rushed in to stand by.

But even in Indonesia, Black-
Berry’s fortunes have changed.
Last week, when the company
started selling the Z3, a smart-
phone it made specifically for
this market, consumers reacted
with a collective shrug.

devices have plummeted glob-
ally in recent years, the revenue
from the phone business re-
mains vital as John S. Chen,
BlackBerry’s chairman and
chief executive, tries to shift the
organization’s focus to services
and software.

By reaching a deal with Fox-
conn, Mr. Chen may have
bought himself some time — if
only a little.

“John Chen is just sustaining
the handset business as he sorts
out the way ahead,” said Nick
Spencer, an analyst with ABI
Research in London. 

“But at these low volumes, 

Nevertheless, the arrival of
the Z3, a touch-screen device
mainly notable for its budget-
friendly $190 price, signals a
new path for the struggling com-
pany. 

BlackBerry, like most phone
makers, has long contracted out
the manufacturing of its phones,
but the Z3 has also been de-
signed and distributed by Fox-
conn Technology Group, the Tai-
wanese manufacturer.

BlackBerry’s partnership
with Foxconn, a company per-
haps best known as a builder of
iPhones and iPads, comes at a
critical time for BlackBerry. Al-
though sales of the company’s

BlackBerry’s Partnership With Foxconn Signals Shifting Priorities

BEAWIHARTA/REUTERS

John S. Chen, BlackBerry’s chief executive, with the company’s
Z3 smartphone, designed and distributed by Foxconn.Continued on Page 9

By MICHAEL CIEPLY

LOS ANGELES — William Wilberforce, the English abolitionist
of two centuries ago, believed in the power of co-belligerents: those
who fight for a common cause while disagreeing forcefully on most
everything else.

These days, he is inspiring the executives at Walden Media, the
family-values-oriented entertainment company that produced “The
Chronicles of Narnia” trilogy.

Since last year, Walden and its sister brand, Bristol Bay Pro-
ductions — both operated by the Anschutz Film Group — have been

in the throes of a transformation that finds them, like Mr. Wilber-
force, courting allies from across a deep cultural divide.

Walden — owned by the billionaire Philip Anschutz, who is
known for his Christian beliefs — makes no R-rated films, rarely
risks even a PG-13 and strictly avoids scripts with profanity or over-
tones of sex. And while it eschews overt spiritual messaging, it
seeks out films that possess a clear, inspirational quality.

Anschutz Film Group executives, led by the chief operating of-
ficer, Frank Smith, and president, Micheal Flaherty, say they are
keeping those values intact. But they are changing their company’s
business strategy to focus heavily on joint ventures and often align-
ing with cultural opposites, in a nod to the shifting economics of the
film business.

“If we continued to operate under the model we were operating
under, we couldn’t be relevant,” Mr. Smith said.

They believe Walden needs deeper collaboration with the big 

Sources: Boxofficemojo.com; IMDb.com THE NEW YORK TIMES

Some Notable Films From the Anschutz Film Group

Walden’s first release, a 
3-D Imax documentary 
exploring the wreck of 
the Titanic, directed by 
James Cameron.

An expensive flop from 
Walden, with a reported 
budget of about $110 
million and ticket sales of 
just $72.2 million around 
the world.

Under the Bristol Bay 
label, a Ray Charles 
biopic that won an 
Oscar for Jamie Foxx.

Walden’s biggest hit, 
with $745 million in 
worldwide ticket sales, 
and two sequels.

A Walden-backed 
education reform 
documentary that fell 
short of expectations 
despite support from 
Bill Gates, Participant 
Media and others.

A box-office success, 
which paired Billy 
Crystal and Bette Midler 
in a family comedy.

RELEASE DATE April 11, 2003 April 14, 2004 Oct. 29, 2004 Dec. 9, 2005 Sept. 24, 2010 Dec. 25, 2012 

DISTRIBUTOR Walt Disney Walt Disney Universal Walt Disney Paramount Vantage 20th Century Fox

DOMESTIC
TICKET SALES $17 million $24 million $75.3 million $291.7 million $6.4 million $77.3 million

“Ghosts of the Abyss”
“Around the
World in 80 Days” “Ray”

“The Chronicles of
Narnia: The Lion, the
Witch and the Wardrobe” “Waiting for ‘Superman’” “Parental Guidance”

PG Filmmaker, R-Rated Partners
Family-Oriented Walden Media Seeks Studios Across a Cultural Divide

ABOVE, WEINSTEIN COMPANY; AT RIGHT, CHESTER HIGGINS Jr./THE NEW YORK TIMES

Brenton Thwaites in “The Giver.” At right, Walden’s Francis X.
Flaherty Jr., left, Ryan Jones, Frank Smith and Micheal Flaherty. Continued on Page 4

C M Y K Nxxx,2014-05-19,B,001,Bs-BK,E2

B1Ø N

MONDAY, MAY 19, 2014

Media

A Newspaper Revolt
Journalists at Libération in Paris
are battling a plan to abandon
print and go all digital. 3

International

Swiss Reject Wage Plan
Swiss voters overwhelmingly de-
feated a proposal for the world’s
highest minimum wage. 3

Disruptions

Big Things to Come
The venture capitalist Marc
Andreessen forecasts Silicon
Valley’s future. 8

By DAVID GELLES

Pfizer has again raised its of-
fer for AstraZeneca, making
what it said was a final effort to
bring the giant British drug mak-
er to the negotiating table.

The latest offer, made Sunday
evening, is worth about $119 bil-
lion. It comes after AstraZene-
ca’s rejection of several private
and public offers from Pfizer.

If AstraZeneca rebuffs Pfizer’s
offer again, the American com-
pany may abandon its pursuit of
a merger. Pfizer has said it
would not make a hostile offer
for AstraZeneca, and would pur-
sue only a friendly deal.

The new offer represents a 45

was expected to introduce his
bill this week.

In Britain, AstraZeneca has
figured strongly in the political
debate, as lawmakers from all
the major parties, facing a na-
tional election next year, express
concerns about the potential loss
of jobs in the event of a Pfizer
takeover.

Indeed, even though AstraZe-
neca has not agreed to a deal,
Pfizer’s chief executive, Ian C.
Read, has nonetheless appeared
before parliamentary commit-
tees to defend his company’s
pursuit.

AstraZeneca employs about 

rate overseas.
By acquiring AstraZeneca,

Pfizer would be able to conduct a
so-called inversion, redomiciling
in Britain, where it would pay a
lower tax rate, potentially saving
$1 billion or more a year.

Pfizer is the largest and best-
known company to try such a
move, and lawmakers in Wash-
ington have responded by pre-
paring legislation that would
curtail inversions. Senator Carl
Levin, Democrat of Michigan,

percent premium over AstraZe-
neca’s share price before news of
Pfizer’s interest became public.
Under British takeover laws, Pfi-
zer has until May 26 to make a
formal offer. Otherwise it must
walk away.

The ball is now in AstraZene-
ca’s court. A rejection of the offer
— and the threat that Pfizer
would abandon its effort — could
cause the British company’s
stock price to tumble. 

AstraZeneca did not respond
to the latest offer on Sunday
night.

The push for what would be
the pharmaceutical industry’s
biggest deal in more than a dec-

ade has set off debates on both
side of the Atlantic.

In the United States, where
Pfizer has long been a stalwart
of American innovation and suc-
cess, the discussion has centered
on the company’s effort to use
the deal as a means to reincorpo-

In Last-Ditch Bid, Pfizer Offers $119 Billion for AstraZeneca
The American drug maker
Pfizer says a new offer for As-
traZeneca of Britain is final. 
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Back in 2010, before she be-
came executive editor of The
New York Times, Jill Abramson
sent me a handwritten attaboy

note about a big
story. It still hangs in
my cubicle: “You
wrote a story about
the trashing of a once
great American insti-
tution and people

never tire of that.”
Jill loved juicy stories, the ones

full of subtext, intrigue and very
high stakes. Now she is right in
the middle of one.

On Friday, she was on the cov-
er of The New York Post as the
deposed editor of The Times,
shown in a trucker hat, boxing
gloves and T-shirt hitting a heavy
bag, a portrait taken from her
daughter’s Instagram account
that carried that hashtag
“pushy.”

I have witnessed some fraught
moments at The New York
Times. Jayson Blair was a friend
of mine. I watched Howell Raines
fly into a mountain from a very
close distance. I saw the newspa-
per almost tip over when the
print business plunged and the
company had to borrow money at
exorbitant rates from a Mexican
billionaire. 

But none of that was as surreal
as what happened last week.
When The Times’s publisher, Ar-
thur Sulzberger Jr., stood up at a
hastily called meeting in the
soaring open newsroom where
we usually gather to celebrate
the Pulitzers and said that Jill
was out, we all just looked at one
another. How did our workplace
suddenly become a particularly
bloody episode of “Game of
Thrones”?

It is one thing to gossip or com-
plain about your boss, but quite
another to watch her head get
chopped off in the cold light of
day. The lack of decorum was
stunning. 
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Standing in line at Starbucks,
customers are presented with an
array of options beyond just fla-
vors and foam: They can pay
with cash, credit, debit, a Star-
bucks card or with their mobile
phone in two different ways.

That list is expected to grow in
the coming years, not only at
Starbucks but also at retailers
around the country, and an enor-
mous hacking of customer data
at Target that was revealed five
months ago has only intensified
the pace of change in the way
Americans pay for goods.

Usually, the conversation
about where to go from here is
presented narrowly, either in
terms of the security of new
cards or perhaps the convenience
of paying by phone. But behind
the scenes, there are other issues
in play, including the jealous
guarding of customer data. And
there is an enormous amount of
money to be made, especially for
businesses catering to the cash-
free consumer.

“There is money at stake all
around the room, whether it’s the
banks and payment processors
or the retailers,” said Suzanne
Martindale, a staff lawyer at Con-
sumers Union who specializes in
payments. “It’s a battle between
the two parties.”

Every time a customer pays
with a credit or debit card, the re-
tailer pays a fee to have the pay-
ment processed. According to the
Nilson Report, a payment card
trade publication, merchants in
the United States spent $71.7 bil-
lion on these fees last year.

The most immediate change
will occur with EMV, the technol-
ogy that uses an embedded chip
to protect against counterfeit 

Cashless
Customers
Hold Riches
For Retailers
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JAKARTA, Indonesia — Indo-
nesians have long loved Black-
Berry devices. When the compa-
ny introduced a new phone two
and a half years ago, a crowd at
shopping mall here became so
unruly — in part because of a
half-price offer for the first 1,000
buyers — that riot police were
rushed in to stand by.

But even in Indonesia, Black-
Berry’s fortunes have changed.
Last week, when the company
started selling the Z3, a smart-
phone it made specifically for
this market, consumers reacted
with a collective shrug.

devices have plummeted glob-
ally in recent years, the revenue
from the phone business re-
mains vital as John S. Chen,
BlackBerry’s chairman and
chief executive, tries to shift the
organization’s focus to services
and software.

By reaching a deal with Fox-
conn, Mr. Chen may have
bought himself some time — if
only a little.

“John Chen is just sustaining
the handset business as he sorts
out the way ahead,” said Nick
Spencer, an analyst with ABI
Research in London. 

“But at these low volumes, 

Nevertheless, the arrival of
the Z3, a touch-screen device
mainly notable for its budget-
friendly $190 price, signals a
new path for the struggling com-
pany. 

BlackBerry, like most phone
makers, has long contracted out
the manufacturing of its phones,
but the Z3 has also been de-
signed and distributed by Fox-
conn Technology Group, the Tai-
wanese manufacturer.

BlackBerry’s partnership
with Foxconn, a company per-
haps best known as a builder of
iPhones and iPads, comes at a
critical time for BlackBerry. Al-
though sales of the company’s

BlackBerry’s Partnership With Foxconn Signals Shifting Priorities
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John S. Chen, BlackBerry’s chief executive, with the company’s
Z3 smartphone, designed and distributed by Foxconn.Continued on Page 9
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LOS ANGELES — William Wilberforce, the English abolitionist
of two centuries ago, believed in the power of co-belligerents: those
who fight for a common cause while disagreeing forcefully on most
everything else.

These days, he is inspiring the executives at Walden Media, the
family-values-oriented entertainment company that produced “The
Chronicles of Narnia” trilogy.

Since last year, Walden and its sister brand, Bristol Bay Pro-
ductions — both operated by the Anschutz Film Group — have been

in the throes of a transformation that finds them, like Mr. Wilber-
force, courting allies from across a deep cultural divide.

Walden — owned by the billionaire Philip Anschutz, who is
known for his Christian beliefs — makes no R-rated films, rarely
risks even a PG-13 and strictly avoids scripts with profanity or over-
tones of sex. And while it eschews overt spiritual messaging, it
seeks out films that possess a clear, inspirational quality.

Anschutz Film Group executives, led by the chief operating of-
ficer, Frank Smith, and president, Micheal Flaherty, say they are
keeping those values intact. But they are changing their company’s
business strategy to focus heavily on joint ventures and often align-
ing with cultural opposites, in a nod to the shifting economics of the
film business.

“If we continued to operate under the model we were operating
under, we couldn’t be relevant,” Mr. Smith said.

They believe Walden needs deeper collaboration with the big 

Sources: Boxofficemojo.com; IMDb.com THE NEW YORK TIMES

Some Notable Films From the Anschutz Film Group

Walden’s first release, a 
3-D Imax documentary 
exploring the wreck of 
the Titanic, directed by 
James Cameron.

An expensive flop from 
Walden, with a reported 
budget of about $110 
million and ticket sales of 
just $72.2 million around 
the world.

Under the Bristol Bay 
label, a Ray Charles 
biopic that won an 
Oscar for Jamie Foxx.

Walden’s biggest hit, 
with $745 million in 
worldwide ticket sales, 
and two sequels.

A Walden-backed 
education reform 
documentary that fell 
short of expectations 
despite support from 
Bill Gates, Participant 
Media and others.

A box-office success, 
which paired Billy 
Crystal and Bette Midler 
in a family comedy.

RELEASE DATE April 11, 2003 April 14, 2004 Oct. 29, 2004 Dec. 9, 2005 Sept. 24, 2010 Dec. 25, 2012 

DISTRIBUTOR Walt Disney Walt Disney Universal Walt Disney Paramount Vantage 20th Century Fox

DOMESTIC
TICKET SALES $17 million $24 million $75.3 million $291.7 million $6.4 million $77.3 million

“Ghosts of the Abyss”
“Around the
World in 80 Days” “Ray”

“The Chronicles of
Narnia: The Lion, the
Witch and the Wardrobe” “Waiting for ‘Superman’” “Parental Guidance”

PG Filmmaker, R-Rated Partners
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Brenton Thwaites in “The Giver.” At right, Walden’s Francis X.
Flaherty Jr., left, Ryan Jones, Frank Smith and Micheal Flaherty. Continued on Page 4
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Pfizer has again raised its of-
fer for AstraZeneca, making
what it said was a final effort to
bring the giant British drug mak-
er to the negotiating table.

The latest offer, made Sunday
evening, is worth about $119 bil-
lion. It comes after AstraZene-
ca’s rejection of several private
and public offers from Pfizer.

If AstraZeneca rebuffs Pfizer’s
offer again, the American com-
pany may abandon its pursuit of
a merger. Pfizer has said it
would not make a hostile offer
for AstraZeneca, and would pur-
sue only a friendly deal.

The new offer represents a 45

was expected to introduce his
bill this week.

In Britain, AstraZeneca has
figured strongly in the political
debate, as lawmakers from all
the major parties, facing a na-
tional election next year, express
concerns about the potential loss
of jobs in the event of a Pfizer
takeover.

Indeed, even though AstraZe-
neca has not agreed to a deal,
Pfizer’s chief executive, Ian C.
Read, has nonetheless appeared
before parliamentary commit-
tees to defend his company’s
pursuit.

AstraZeneca employs about 

rate overseas.
By acquiring AstraZeneca,

Pfizer would be able to conduct a
so-called inversion, redomiciling
in Britain, where it would pay a
lower tax rate, potentially saving
$1 billion or more a year.

Pfizer is the largest and best-
known company to try such a
move, and lawmakers in Wash-
ington have responded by pre-
paring legislation that would
curtail inversions. Senator Carl
Levin, Democrat of Michigan,

percent premium over AstraZe-
neca’s share price before news of
Pfizer’s interest became public.
Under British takeover laws, Pfi-
zer has until May 26 to make a
formal offer. Otherwise it must
walk away.

The ball is now in AstraZene-
ca’s court. A rejection of the offer
— and the threat that Pfizer
would abandon its effort — could
cause the British company’s
stock price to tumble. 

AstraZeneca did not respond
to the latest offer on Sunday
night.

The push for what would be
the pharmaceutical industry’s
biggest deal in more than a dec-

ade has set off debates on both
side of the Atlantic.

In the United States, where
Pfizer has long been a stalwart
of American innovation and suc-
cess, the discussion has centered
on the company’s effort to use
the deal as a means to reincorpo-

In Last-Ditch Bid, Pfizer Offers $119 Billion for AstraZeneca
The American drug maker
Pfizer says a new offer for As-
traZeneca of Britain is final. 
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Back in 2010, before she be-
came executive editor of The
New York Times, Jill Abramson
sent me a handwritten attaboy

note about a big
story. It still hangs in
my cubicle: “You
wrote a story about
the trashing of a once
great American insti-
tution and people

never tire of that.”
Jill loved juicy stories, the ones

full of subtext, intrigue and very
high stakes. Now she is right in
the middle of one.

On Friday, she was on the cov-
er of The New York Post as the
deposed editor of The Times,
shown in a trucker hat, boxing
gloves and T-shirt hitting a heavy
bag, a portrait taken from her
daughter’s Instagram account
that carried that hashtag
“pushy.”

I have witnessed some fraught
moments at The New York
Times. Jayson Blair was a friend
of mine. I watched Howell Raines
fly into a mountain from a very
close distance. I saw the newspa-
per almost tip over when the
print business plunged and the
company had to borrow money at
exorbitant rates from a Mexican
billionaire. 

But none of that was as surreal
as what happened last week.
When The Times’s publisher, Ar-
thur Sulzberger Jr., stood up at a
hastily called meeting in the
soaring open newsroom where
we usually gather to celebrate
the Pulitzers and said that Jill
was out, we all just looked at one
another. How did our workplace
suddenly become a particularly
bloody episode of “Game of
Thrones”?

It is one thing to gossip or com-
plain about your boss, but quite
another to watch her head get
chopped off in the cold light of
day. The lack of decorum was
stunning. 

Editor’s Exit
At The Times
Puts Tensions
On Display

DAVID
CARR 

THE MEDIA 
EQUATION 

Continued on Page 6

By ELIZABETH A. HARRIS 
and DAVID GELLES

Standing in line at Starbucks,
customers are presented with an
array of options beyond just fla-
vors and foam: They can pay
with cash, credit, debit, a Star-
bucks card or with their mobile
phone in two different ways.

That list is expected to grow in
the coming years, not only at
Starbucks but also at retailers
around the country, and an enor-
mous hacking of customer data
at Target that was revealed five
months ago has only intensified
the pace of change in the way
Americans pay for goods.

Usually, the conversation
about where to go from here is
presented narrowly, either in
terms of the security of new
cards or perhaps the convenience
of paying by phone. But behind
the scenes, there are other issues
in play, including the jealous
guarding of customer data. And
there is an enormous amount of
money to be made, especially for
businesses catering to the cash-
free consumer.

“There is money at stake all
around the room, whether it’s the
banks and payment processors
or the retailers,” said Suzanne
Martindale, a staff lawyer at Con-
sumers Union who specializes in
payments. “It’s a battle between
the two parties.”

Every time a customer pays
with a credit or debit card, the re-
tailer pays a fee to have the pay-
ment processed. According to the
Nilson Report, a payment card
trade publication, merchants in
the United States spent $71.7 bil-
lion on these fees last year.

The most immediate change
will occur with EMV, the technol-
ogy that uses an embedded chip
to protect against counterfeit 
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JAKARTA, Indonesia — Indo-
nesians have long loved Black-
Berry devices. When the compa-
ny introduced a new phone two
and a half years ago, a crowd at
shopping mall here became so
unruly — in part because of a
half-price offer for the first 1,000
buyers — that riot police were
rushed in to stand by.

But even in Indonesia, Black-
Berry’s fortunes have changed.
Last week, when the company
started selling the Z3, a smart-
phone it made specifically for
this market, consumers reacted
with a collective shrug.

devices have plummeted glob-
ally in recent years, the revenue
from the phone business re-
mains vital as John S. Chen,
BlackBerry’s chairman and
chief executive, tries to shift the
organization’s focus to services
and software.

By reaching a deal with Fox-
conn, Mr. Chen may have
bought himself some time — if
only a little.

“John Chen is just sustaining
the handset business as he sorts
out the way ahead,” said Nick
Spencer, an analyst with ABI
Research in London. 

“But at these low volumes, 

Nevertheless, the arrival of
the Z3, a touch-screen device
mainly notable for its budget-
friendly $190 price, signals a
new path for the struggling com-
pany. 

BlackBerry, like most phone
makers, has long contracted out
the manufacturing of its phones,
but the Z3 has also been de-
signed and distributed by Fox-
conn Technology Group, the Tai-
wanese manufacturer.

BlackBerry’s partnership
with Foxconn, a company per-
haps best known as a builder of
iPhones and iPads, comes at a
critical time for BlackBerry. Al-
though sales of the company’s
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of two centuries ago, believed in the power of co-belligerents: those
who fight for a common cause while disagreeing forcefully on most
everything else.

These days, he is inspiring the executives at Walden Media, the
family-values-oriented entertainment company that produced “The
Chronicles of Narnia” trilogy.

Since last year, Walden and its sister brand, Bristol Bay Pro-
ductions — both operated by the Anschutz Film Group — have been

in the throes of a transformation that finds them, like Mr. Wilber-
force, courting allies from across a deep cultural divide.

Walden — owned by the billionaire Philip Anschutz, who is
known for his Christian beliefs — makes no R-rated films, rarely
risks even a PG-13 and strictly avoids scripts with profanity or over-
tones of sex. And while it eschews overt spiritual messaging, it
seeks out films that possess a clear, inspirational quality.

Anschutz Film Group executives, led by the chief operating of-
ficer, Frank Smith, and president, Micheal Flaherty, say they are
keeping those values intact. But they are changing their company’s
business strategy to focus heavily on joint ventures and often align-
ing with cultural opposites, in a nod to the shifting economics of the
film business.

“If we continued to operate under the model we were operating
under, we couldn’t be relevant,” Mr. Smith said.

They believe Walden needs deeper collaboration with the big 

Sources: Boxofficemojo.com; IMDb.com THE NEW YORK TIMES

Some Notable Films From the Anschutz Film Group

Walden’s first release, a 
3-D Imax documentary 
exploring the wreck of 
the Titanic, directed by 
James Cameron.

An expensive flop from 
Walden, with a reported 
budget of about $110 
million and ticket sales of 
just $72.2 million around 
the world.

Under the Bristol Bay 
label, a Ray Charles 
biopic that won an 
Oscar for Jamie Foxx.

Walden’s biggest hit, 
with $745 million in 
worldwide ticket sales, 
and two sequels.

A Walden-backed 
education reform 
documentary that fell 
short of expectations 
despite support from 
Bill Gates, Participant 
Media and others.

A box-office success, 
which paired Billy 
Crystal and Bette Midler 
in a family comedy.

RELEASE DATE April 11, 2003 April 14, 2004 Oct. 29, 2004 Dec. 9, 2005 Sept. 24, 2010 Dec. 25, 2012 

DISTRIBUTOR Walt Disney Walt Disney Universal Walt Disney Paramount Vantage 20th Century Fox

DOMESTIC
TICKET SALES $17 million $24 million $75.3 million $291.7 million $6.4 million $77.3 million

“Ghosts of the Abyss”
“Around the
World in 80 Days” “Ray”

“The Chronicles of
Narnia: The Lion, the
Witch and the Wardrobe” “Waiting for ‘Superman’” “Parental Guidance”

PG Filmmaker, R-Rated Partners
Family-Oriented Walden Media Seeks Studios Across a Cultural Divide
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Brenton Thwaites in “The Giver.” At right, Walden’s Francis X.
Flaherty Jr., left, Ryan Jones, Frank Smith and Micheal Flaherty. Continued on Page 4
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By DAVID GELLES

Pfizer has again raised its of-
fer for AstraZeneca, making
what it said was a final effort to
bring the giant British drug mak-
er to the negotiating table.

The latest offer, made Sunday
evening, is worth about $119 bil-
lion. It comes after AstraZene-
ca’s rejection of several private
and public offers from Pfizer.

If AstraZeneca rebuffs Pfizer’s
offer again, the American com-
pany may abandon its pursuit of
a merger. Pfizer has said it
would not make a hostile offer
for AstraZeneca, and would pur-
sue only a friendly deal.

The new offer represents a 45

was expected to introduce his
bill this week.

In Britain, AstraZeneca has
figured strongly in the political
debate, as lawmakers from all
the major parties, facing a na-
tional election next year, express
concerns about the potential loss
of jobs in the event of a Pfizer
takeover.

Indeed, even though AstraZe-
neca has not agreed to a deal,
Pfizer’s chief executive, Ian C.
Read, has nonetheless appeared
before parliamentary commit-
tees to defend his company’s
pursuit.

AstraZeneca employs about 

rate overseas.
By acquiring AstraZeneca,

Pfizer would be able to conduct a
so-called inversion, redomiciling
in Britain, where it would pay a
lower tax rate, potentially saving
$1 billion or more a year.

Pfizer is the largest and best-
known company to try such a
move, and lawmakers in Wash-
ington have responded by pre-
paring legislation that would
curtail inversions. Senator Carl
Levin, Democrat of Michigan,

percent premium over AstraZe-
neca’s share price before news of
Pfizer’s interest became public.
Under British takeover laws, Pfi-
zer has until May 26 to make a
formal offer. Otherwise it must
walk away.

The ball is now in AstraZene-
ca’s court. A rejection of the offer
— and the threat that Pfizer
would abandon its effort — could
cause the British company’s
stock price to tumble. 

AstraZeneca did not respond
to the latest offer on Sunday
night.

The push for what would be
the pharmaceutical industry’s
biggest deal in more than a dec-

ade has set off debates on both
side of the Atlantic.

In the United States, where
Pfizer has long been a stalwart
of American innovation and suc-
cess, the discussion has centered
on the company’s effort to use
the deal as a means to reincorpo-

In Last-Ditch Bid, Pfizer Offers $119 Billion for AstraZeneca
The American drug maker
Pfizer says a new offer for As-
traZeneca of Britain is final. 

Continued on Page 9

Back in 2010, before she be-
came executive editor of The
New York Times, Jill Abramson
sent me a handwritten attaboy

note about a big
story. It still hangs in
my cubicle: “You
wrote a story about
the trashing of a once
great American insti-
tution and people

never tire of that.”
Jill loved juicy stories, the ones

full of subtext, intrigue and very
high stakes. Now she is right in
the middle of one.

On Friday, she was on the cov-
er of The New York Post as the
deposed editor of The Times,
shown in a trucker hat, boxing
gloves and T-shirt hitting a heavy
bag, a portrait taken from her
daughter’s Instagram account
that carried that hashtag
“pushy.”

I have witnessed some fraught
moments at The New York
Times. Jayson Blair was a friend
of mine. I watched Howell Raines
fly into a mountain from a very
close distance. I saw the newspa-
per almost tip over when the
print business plunged and the
company had to borrow money at
exorbitant rates from a Mexican
billionaire. 

But none of that was as surreal
as what happened last week.
When The Times’s publisher, Ar-
thur Sulzberger Jr., stood up at a
hastily called meeting in the
soaring open newsroom where
we usually gather to celebrate
the Pulitzers and said that Jill
was out, we all just looked at one
another. How did our workplace
suddenly become a particularly
bloody episode of “Game of
Thrones”?

It is one thing to gossip or com-
plain about your boss, but quite
another to watch her head get
chopped off in the cold light of
day. The lack of decorum was
stunning. 

Editor’s Exit
At The Times
Puts Tensions
On Display

DAVID
CARR 

THE MEDIA 
EQUATION 

Continued on Page 6

By ELIZABETH A. HARRIS 
and DAVID GELLES

Standing in line at Starbucks,
customers are presented with an
array of options beyond just fla-
vors and foam: They can pay
with cash, credit, debit, a Star-
bucks card or with their mobile
phone in two different ways.

That list is expected to grow in
the coming years, not only at
Starbucks but also at retailers
around the country, and an enor-
mous hacking of customer data
at Target that was revealed five
months ago has only intensified
the pace of change in the way
Americans pay for goods.

Usually, the conversation
about where to go from here is
presented narrowly, either in
terms of the security of new
cards or perhaps the convenience
of paying by phone. But behind
the scenes, there are other issues
in play, including the jealous
guarding of customer data. And
there is an enormous amount of
money to be made, especially for
businesses catering to the cash-
free consumer.

“There is money at stake all
around the room, whether it’s the
banks and payment processors
or the retailers,” said Suzanne
Martindale, a staff lawyer at Con-
sumers Union who specializes in
payments. “It’s a battle between
the two parties.”

Every time a customer pays
with a credit or debit card, the re-
tailer pays a fee to have the pay-
ment processed. According to the
Nilson Report, a payment card
trade publication, merchants in
the United States spent $71.7 bil-
lion on these fees last year.

The most immediate change
will occur with EMV, the technol-
ogy that uses an embedded chip
to protect against counterfeit 

Cashless
Customers
Hold Riches
For Retailers

Continued on Page 2

By JOE COCHRANE 
and IAN AUSTEN

JAKARTA, Indonesia — Indo-
nesians have long loved Black-
Berry devices. When the compa-
ny introduced a new phone two
and a half years ago, a crowd at
shopping mall here became so
unruly — in part because of a
half-price offer for the first 1,000
buyers — that riot police were
rushed in to stand by.

But even in Indonesia, Black-
Berry’s fortunes have changed.
Last week, when the company
started selling the Z3, a smart-
phone it made specifically for
this market, consumers reacted
with a collective shrug.

devices have plummeted glob-
ally in recent years, the revenue
from the phone business re-
mains vital as John S. Chen,
BlackBerry’s chairman and
chief executive, tries to shift the
organization’s focus to services
and software.

By reaching a deal with Fox-
conn, Mr. Chen may have
bought himself some time — if
only a little.

“John Chen is just sustaining
the handset business as he sorts
out the way ahead,” said Nick
Spencer, an analyst with ABI
Research in London. 

“But at these low volumes, 

Nevertheless, the arrival of
the Z3, a touch-screen device
mainly notable for its budget-
friendly $190 price, signals a
new path for the struggling com-
pany. 

BlackBerry, like most phone
makers, has long contracted out
the manufacturing of its phones,
but the Z3 has also been de-
signed and distributed by Fox-
conn Technology Group, the Tai-
wanese manufacturer.

BlackBerry’s partnership
with Foxconn, a company per-
haps best known as a builder of
iPhones and iPads, comes at a
critical time for BlackBerry. Al-
though sales of the company’s

BlackBerry’s Partnership With Foxconn Signals Shifting Priorities

BEAWIHARTA/REUTERS

John S. Chen, BlackBerry’s chief executive, with the company’s
Z3 smartphone, designed and distributed by Foxconn.Continued on Page 9

By MICHAEL CIEPLY

LOS ANGELES — William Wilberforce, the English abolitionist
of two centuries ago, believed in the power of co-belligerents: those
who fight for a common cause while disagreeing forcefully on most
everything else.

These days, he is inspiring the executives at Walden Media, the
family-values-oriented entertainment company that produced “The
Chronicles of Narnia” trilogy.

Since last year, Walden and its sister brand, Bristol Bay Pro-
ductions — both operated by the Anschutz Film Group — have been

in the throes of a transformation that finds them, like Mr. Wilber-
force, courting allies from across a deep cultural divide.

Walden — owned by the billionaire Philip Anschutz, who is
known for his Christian beliefs — makes no R-rated films, rarely
risks even a PG-13 and strictly avoids scripts with profanity or over-
tones of sex. And while it eschews overt spiritual messaging, it
seeks out films that possess a clear, inspirational quality.

Anschutz Film Group executives, led by the chief operating of-
ficer, Frank Smith, and president, Micheal Flaherty, say they are
keeping those values intact. But they are changing their company’s
business strategy to focus heavily on joint ventures and often align-
ing with cultural opposites, in a nod to the shifting economics of the
film business.

“If we continued to operate under the model we were operating
under, we couldn’t be relevant,” Mr. Smith said.

They believe Walden needs deeper collaboration with the big 

Sources: Boxofficemojo.com; IMDb.com THE NEW YORK TIMES

Some Notable Films From the Anschutz Film Group

Walden’s first release, a 
3-D Imax documentary 
exploring the wreck of 
the Titanic, directed by 
James Cameron.

An expensive flop from 
Walden, with a reported 
budget of about $110 
million and ticket sales of 
just $72.2 million around 
the world.

Under the Bristol Bay 
label, a Ray Charles 
biopic that won an 
Oscar for Jamie Foxx.

Walden’s biggest hit, 
with $745 million in 
worldwide ticket sales, 
and two sequels.

A Walden-backed 
education reform 
documentary that fell 
short of expectations 
despite support from 
Bill Gates, Participant 
Media and others.

A box-office success, 
which paired Billy 
Crystal and Bette Midler 
in a family comedy.

RELEASE DATE April 11, 2003 April 14, 2004 Oct. 29, 2004 Dec. 9, 2005 Sept. 24, 2010 Dec. 25, 2012 

DISTRIBUTOR Walt Disney Walt Disney Universal Walt Disney Paramount Vantage 20th Century Fox

DOMESTIC
TICKET SALES $17 million $24 million $75.3 million $291.7 million $6.4 million $77.3 million

“Ghosts of the Abyss”
“Around the
World in 80 Days” “Ray”

“The Chronicles of
Narnia: The Lion, the
Witch and the Wardrobe” “Waiting for ‘Superman’” “Parental Guidance”

PG Filmmaker, R-Rated Partners
Family-Oriented Walden Media Seeks Studios Across a Cultural Divide

ABOVE, WEINSTEIN COMPANY; AT RIGHT, CHESTER HIGGINS Jr./THE NEW YORK TIMES

Brenton Thwaites in “The Giver.” At right, Walden’s Francis X.
Flaherty Jr., left, Ryan Jones, Frank Smith and Micheal Flaherty. Continued on Page 4
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By DAVID GELLES

Pfizer has again raised its of-
fer for AstraZeneca, making
what it said was a final effort to
bring the giant British drug mak-
er to the negotiating table.

The latest offer, made Sunday
evening, is worth about $119 bil-
lion. It comes after AstraZene-
ca’s rejection of several private
and public offers from Pfizer.

If AstraZeneca rebuffs Pfizer’s
offer again, the American com-
pany may abandon its pursuit of
a merger. Pfizer has said it
would not make a hostile offer
for AstraZeneca, and would pur-
sue only a friendly deal.

The new offer represents a 45

was expected to introduce his
bill this week.

In Britain, AstraZeneca has
figured strongly in the political
debate, as lawmakers from all
the major parties, facing a na-
tional election next year, express
concerns about the potential loss
of jobs in the event of a Pfizer
takeover.

Indeed, even though AstraZe-
neca has not agreed to a deal,
Pfizer’s chief executive, Ian C.
Read, has nonetheless appeared
before parliamentary commit-
tees to defend his company’s
pursuit.

AstraZeneca employs about 

rate overseas.
By acquiring AstraZeneca,

Pfizer would be able to conduct a
so-called inversion, redomiciling
in Britain, where it would pay a
lower tax rate, potentially saving
$1 billion or more a year.

Pfizer is the largest and best-
known company to try such a
move, and lawmakers in Wash-
ington have responded by pre-
paring legislation that would
curtail inversions. Senator Carl
Levin, Democrat of Michigan,

percent premium over AstraZe-
neca’s share price before news of
Pfizer’s interest became public.
Under British takeover laws, Pfi-
zer has until May 26 to make a
formal offer. Otherwise it must
walk away.

The ball is now in AstraZene-
ca’s court. A rejection of the offer
— and the threat that Pfizer
would abandon its effort — could
cause the British company’s
stock price to tumble. 

AstraZeneca did not respond
to the latest offer on Sunday
night.

The push for what would be
the pharmaceutical industry’s
biggest deal in more than a dec-

ade has set off debates on both
side of the Atlantic.

In the United States, where
Pfizer has long been a stalwart
of American innovation and suc-
cess, the discussion has centered
on the company’s effort to use
the deal as a means to reincorpo-

In Last-Ditch Bid, Pfizer Offers $119 Billion for AstraZeneca
The American drug maker
Pfizer says a new offer for As-
traZeneca of Britain is final. 

Continued on Page 9

Back in 2010, before she be-
came executive editor of The
New York Times, Jill Abramson
sent me a handwritten attaboy

note about a big
story. It still hangs in
my cubicle: “You
wrote a story about
the trashing of a once
great American insti-
tution and people

never tire of that.”
Jill loved juicy stories, the ones

full of subtext, intrigue and very
high stakes. Now she is right in
the middle of one.

On Friday, she was on the cov-
er of The New York Post as the
deposed editor of The Times,
shown in a trucker hat, boxing
gloves and T-shirt hitting a heavy
bag, a portrait taken from her
daughter’s Instagram account
that carried that hashtag
“pushy.”

I have witnessed some fraught
moments at The New York
Times. Jayson Blair was a friend
of mine. I watched Howell Raines
fly into a mountain from a very
close distance. I saw the newspa-
per almost tip over when the
print business plunged and the
company had to borrow money at
exorbitant rates from a Mexican
billionaire. 

But none of that was as surreal
as what happened last week.
When The Times’s publisher, Ar-
thur Sulzberger Jr., stood up at a
hastily called meeting in the
soaring open newsroom where
we usually gather to celebrate
the Pulitzers and said that Jill
was out, we all just looked at one
another. How did our workplace
suddenly become a particularly
bloody episode of “Game of
Thrones”?

It is one thing to gossip or com-
plain about your boss, but quite
another to watch her head get
chopped off in the cold light of
day. The lack of decorum was
stunning. 

Editor’s Exit
At The Times
Puts Tensions
On Display

DAVID
CARR 

THE MEDIA 
EQUATION 
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By ELIZABETH A. HARRIS 
and DAVID GELLES

Standing in line at Starbucks,
customers are presented with an
array of options beyond just fla-
vors and foam: They can pay
with cash, credit, debit, a Star-
bucks card or with their mobile
phone in two different ways.

That list is expected to grow in
the coming years, not only at
Starbucks but also at retailers
around the country, and an enor-
mous hacking of customer data
at Target that was revealed five
months ago has only intensified
the pace of change in the way
Americans pay for goods.

Usually, the conversation
about where to go from here is
presented narrowly, either in
terms of the security of new
cards or perhaps the convenience
of paying by phone. But behind
the scenes, there are other issues
in play, including the jealous
guarding of customer data. And
there is an enormous amount of
money to be made, especially for
businesses catering to the cash-
free consumer.

“There is money at stake all
around the room, whether it’s the
banks and payment processors
or the retailers,” said Suzanne
Martindale, a staff lawyer at Con-
sumers Union who specializes in
payments. “It’s a battle between
the two parties.”

Every time a customer pays
with a credit or debit card, the re-
tailer pays a fee to have the pay-
ment processed. According to the
Nilson Report, a payment card
trade publication, merchants in
the United States spent $71.7 bil-
lion on these fees last year.

The most immediate change
will occur with EMV, the technol-
ogy that uses an embedded chip
to protect against counterfeit 

Cashless
Customers
Hold Riches
For Retailers

Continued on Page 2

By JOE COCHRANE 
and IAN AUSTEN

JAKARTA, Indonesia — Indo-
nesians have long loved Black-
Berry devices. When the compa-
ny introduced a new phone two
and a half years ago, a crowd at
shopping mall here became so
unruly — in part because of a
half-price offer for the first 1,000
buyers — that riot police were
rushed in to stand by.

But even in Indonesia, Black-
Berry’s fortunes have changed.
Last week, when the company
started selling the Z3, a smart-
phone it made specifically for
this market, consumers reacted
with a collective shrug.

devices have plummeted glob-
ally in recent years, the revenue
from the phone business re-
mains vital as John S. Chen,
BlackBerry’s chairman and
chief executive, tries to shift the
organization’s focus to services
and software.

By reaching a deal with Fox-
conn, Mr. Chen may have
bought himself some time — if
only a little.

“John Chen is just sustaining
the handset business as he sorts
out the way ahead,” said Nick
Spencer, an analyst with ABI
Research in London. 

“But at these low volumes, 

Nevertheless, the arrival of
the Z3, a touch-screen device
mainly notable for its budget-
friendly $190 price, signals a
new path for the struggling com-
pany. 

BlackBerry, like most phone
makers, has long contracted out
the manufacturing of its phones,
but the Z3 has also been de-
signed and distributed by Fox-
conn Technology Group, the Tai-
wanese manufacturer.

BlackBerry’s partnership
with Foxconn, a company per-
haps best known as a builder of
iPhones and iPads, comes at a
critical time for BlackBerry. Al-
though sales of the company’s

BlackBerry’s Partnership With Foxconn Signals Shifting Priorities

BEAWIHARTA/REUTERS

John S. Chen, BlackBerry’s chief executive, with the company’s
Z3 smartphone, designed and distributed by Foxconn.Continued on Page 9

By MICHAEL CIEPLY

LOS ANGELES — William Wilberforce, the English abolitionist
of two centuries ago, believed in the power of co-belligerents: those
who fight for a common cause while disagreeing forcefully on most
everything else.

These days, he is inspiring the executives at Walden Media, the
family-values-oriented entertainment company that produced “The
Chronicles of Narnia” trilogy.

Since last year, Walden and its sister brand, Bristol Bay Pro-
ductions — both operated by the Anschutz Film Group — have been

in the throes of a transformation that finds them, like Mr. Wilber-
force, courting allies from across a deep cultural divide.

Walden — owned by the billionaire Philip Anschutz, who is
known for his Christian beliefs — makes no R-rated films, rarely
risks even a PG-13 and strictly avoids scripts with profanity or over-
tones of sex. And while it eschews overt spiritual messaging, it
seeks out films that possess a clear, inspirational quality.

Anschutz Film Group executives, led by the chief operating of-
ficer, Frank Smith, and president, Micheal Flaherty, say they are
keeping those values intact. But they are changing their company’s
business strategy to focus heavily on joint ventures and often align-
ing with cultural opposites, in a nod to the shifting economics of the
film business.

“If we continued to operate under the model we were operating
under, we couldn’t be relevant,” Mr. Smith said.

They believe Walden needs deeper collaboration with the big 

Sources: Boxofficemojo.com; IMDb.com THE NEW YORK TIMES

Some Notable Films From the Anschutz Film Group

Walden’s first release, a 
3-D Imax documentary 
exploring the wreck of 
the Titanic, directed by 
James Cameron.

An expensive flop from 
Walden, with a reported 
budget of about $110 
million and ticket sales of 
just $72.2 million around 
the world.

Under the Bristol Bay 
label, a Ray Charles 
biopic that won an 
Oscar for Jamie Foxx.

Walden’s biggest hit, 
with $745 million in 
worldwide ticket sales, 
and two sequels.

A Walden-backed 
education reform 
documentary that fell 
short of expectations 
despite support from 
Bill Gates, Participant 
Media and others.

A box-office success, 
which paired Billy 
Crystal and Bette Midler 
in a family comedy.

RELEASE DATE April 11, 2003 April 14, 2004 Oct. 29, 2004 Dec. 9, 2005 Sept. 24, 2010 Dec. 25, 2012 

DISTRIBUTOR Walt Disney Walt Disney Universal Walt Disney Paramount Vantage 20th Century Fox

DOMESTIC
TICKET SALES $17 million $24 million $75.3 million $291.7 million $6.4 million $77.3 million

“Ghosts of the Abyss”
“Around the
World in 80 Days” “Ray”

“The Chronicles of
Narnia: The Lion, the
Witch and the Wardrobe” “Waiting for ‘Superman’” “Parental Guidance”

PG Filmmaker, R-Rated Partners
Family-Oriented Walden Media Seeks Studios Across a Cultural Divide
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Brenton Thwaites in “The Giver.” At right, Walden’s Francis X.
Flaherty Jr., left, Ryan Jones, Frank Smith and Micheal Flaherty. Continued on Page 4
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some of its findings personally.
Perhaps that is part of the reason 

she tried to bring in Janine Gibson, a 
senior editor at The Guardian, as a co-
managing editor for digital. That was 
a big tactical mistake, at least in terms 
of office management. Dean was not 
aware that Jill had made an offer to 
Ms. Gibson, and he was furious and 
worried about how it would affect not 
only him but the rest of the news oper-
ation as well. (All the talk about pay in-
equity and her lawyering up to get her 
due was a sideshow in my estimation.)

When Dean let Arthur know that 
he would leave the paper because he 
found the situation untenable, it was 
clear that an important insurance pol-
icy for the newspaper’s future was go-
ing to leave the building.

You can’t blame Dean for advocating on his 
own behalf — after all, life is short. And almost 
anybody at The Times will tell you that Dean 
will make a great leader. He is courageous and 
smart, and he makes newspapering seem like a 
grand endeavor.

But the sense of pride that we should all feel 
at his ascension — as a great, decorated jour-
nalist and the first black executive editor of The 
New York Times — has been overwhelmed by 
the messiness surrounding it.

Mr. Sulzberger has been accused in the 
past of waiting too long to make a change, 
including fiddling while the newsroom smol-
dered and then burned under Mr. Raines. This 
time he moved decisively, clearly believing 
that Ms. Abramson’s shortcomings were a 
threat to the newspaper.

He gets to do that because he owns the joint, 
and as The Times has sold off assets and pared 
down to a single brand, Mr. Sulzberger has been 
focusing acutely on that brand. He has a chief 
executive he trusts in Mark Thompson, and the 
increases in digital circulation have bought the 
company some breathing room. The New York 
Times is the whole ballgame now, and his in-
stinct to protect it has only increased.

Still, Mr. Sulzberger, working with Mr. 
Baquet and Mr. Thompson, may have failed to 
understand the impact Ms. Abramson’s firing 
would have, both internally and with the pub-
lic. Planning went into immediately erasing 

her name from the masthead, but not so much 
into the splatter it would create. A meeting of 
executives scheduled for last Thursday, which 
Jill could no longer lead, created a false deadline 
that forced management into what seemed like 
a hurried, ill-considered announcement.

An executive involved in the decision and 
the rollout of the news said that by Wednesday, 
it was clear that there would be no exit agree-
ment between Jill and the company. Canceling 
a big meeting scheduled for the next day would 
set off a rash of questions, followed by leaks. 
People close to Mr. Sulzberger said that he was 
fully aware his decision would create an uproar, 
including charges of sexism, but that he made 
the announcement because it was right for the 
newspaper and the people who work there.

The current mayhem aside, Mr. Sulzberg-
er’s real failing has been picking two editors 
who ended up not being right for the job.

I was standing there when Howell Raines, 
taken down by the Jayson Blair plagiarism 
scandal, handed over control of the newspa-
per. There was sadness and anger, but also a 
measure of dignity. Instead, this has become a 
grinding spectacle.

The news set off a gleeful frenzy in Man-
hattan media, which usually have to subsist 
on fake New York Times controversies. For 
pundits and reporters, the episode is akin to a 
piñata that hangs itself and then hands you a 
stick. The candy has spilled out for everyone to 
grab at. Jill’s firing provided proof that the pa-
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Even though Mr. Sulzberger
wanted to effect a smoother tran-
sition, Ms. Abramson refused to
make nice. She had fought her
way to the top, and now she
would fight on her way out. She
may have professed love for The
Times, but once it decided not to
love her back, she decided to in-
flict some damage on its publish-
er. (She’ll have more opportunity
on Monday when she gives the
commencement speech at Wake
Forest.)

After very public charges that
sexism drove his decision, Mr.
Sulzberger responded with a
statement on Saturday that was
both specific and personal, say-
ing that Jill had engaged in “arbi-
trary decision-making, a failure
to consult and bring colleagues
with her, inadequate communica-
tion and the public mistreatment
of colleagues.” 

Her approach created a fair
amount of tsoris — a favorite Yid-
dish word of hers that connotes
aggravation — but along with
that it also produced, as Mr. Sulz-
berger acknowledged even as he
fired her, a very good version of
The Times. 

Jill rose as a woman in a patri-
archal business and a male-domi-
nated organization by being
tough, by displaying superlative
journalistic instincts and by nev-
er backing up for anyone. 

Some might suggest that these
traits are all in the historical job
description of a man editing The
New York Times, but Arthur con-
cluded “she had lost the support
of her masthead colleagues and
could not win it back.” I like Jill
and the version of The Times she
made. But my reporting, includ-
ing interviews with senior people
in the newsroom, some of them
women, backs up his conclusion.

When he announced Jill and
Dean Baquet’s appointment in
2011, Mr. Sulzberger was rightful-

ly proud of his dream team, two
talented journalists to lead the
paper who were not white men.
But while there may have been a
dream, there was never a real
team. 

Jill did a six-month tour of The
Times’s digital endeavors before
assuming the editorship, and was
publicly supportive of a recent
groundbreaking report on inno-
vation at The New York Times.
But the report plainly stated that
the paper was lagging in that
area, and according to several ex-
ecutives in the newsroom she
took some of its findings person-
ally. 

Perhaps that is part of the rea-
son she tried to bring in Janine
Gibson, a senior editor at The
Guardian, as a co-managing edi-
tor for digital. That was a big tac-
tical mistake, at least in terms of
office management. Dean was
not aware that Jill had made an
offer to Ms. Gibson, and he was
furious and worried about how it
would affect not only him but the
rest of the news operation as
well. (All the talk about pay ineq-
uity and her lawyering up to get
her due was a sideshow in my es-
timation.)

When Dean let Arthur know
that he would leave the paper be-
cause he found the situation un-
tenable, it was clear that an im-
portant insurance policy for the
newspaper’s future was going to
leave the building. 

You can’t blame Dean for advo-
cating on his own behalf — after
all, life is short. And almost any-
body at The Times will tell you
that Dean will make a great lead-
er. He is courageous and smart,
and he makes newspapering
seem like a grand endeavor. 

But the sense of pride that we
should all feel at his ascension —
as a great, decorated journalist
and the first black executive edi-
tor of The New York Times — has
been overwhelmed by the messi-
ness surrounding it. 

Mr. Sulzberger has been ac-
cused in the past of waiting too
long to make a change, including

fiddling while the newsroom
smoldered and then burned un-
der Mr. Raines. This time he
moved decisively, clearly believ-
ing that Ms. Abramson’s short-
comings were a threat to the
newspaper.

He gets to do that because he
owns the joint, and as The Times
has sold off assets and pared
down to a single brand, Mr. Sulz-
berger has been focusing acutely
on that brand. He has a chief ex-
ecutive he trusts in Mark Thomp-
son, and the increases in digital
circulation have bought the com-
pany some breathing room. The
New York Times is the whole
ballgame now, and his instinct to
protect it has only increased. 

Still, Mr. Sulzberger, working
with Mr. Baquet and Mr. Thomp-
son, may have failed to under-
stand the impact Ms. Abramson’s
firing would have, both internally
and with the public. Planning
went into immediately erasing
her name from the masthead, but
not so much into the splatter it
would create. A meeting of exec-
utives scheduled for last Thurs-
day, which Jill could no longer
lead, created a false deadline that
forced management into what
seemed like a hurried, ill-consid-
ered announcement. 

An executive involved in the
decision and the rollout of the
news said that by Wednesday, it
was clear that there would be no
exit agreement between Jill and
the company. Canceling a big
meeting scheduled for the next
day would set off a rash of ques-
tions, followed by leaks. People
close to Mr. Sulzberger said that
he was fully aware his decision
would create an uproar, includ-
ing charges of sexism, but that he
made the announcement because
it was right for the newspaper
and the people who work there. 

The current mayhem aside,
Mr. Sulzberger’s real failing has
been picking two editors who
ended up not being right for the
job. 

I was standing there when
Howell Raines, taken down by
the Jayson Blair plagiarism scan-
dal, handed over control of the
newspaper. There was sadness
and anger, but also a measure of
dignity. Instead, this has become
a grinding spectacle. 

The news set off a gleeful fren-
zy in Manhattan media, which
usually have to subsist on fake
New York Times controversies.
For pundits and reporters, the
episode is akin to a piñata that
hangs itself and then hands you a

stick. The candy has spilled out
for everyone to grab at. Jill’s fir-
ing provided proof that the paper
was, depending on the agenda,
too liberal, not liberal enough, a
hotbed of feminism, rife with pa-
triarchy, drunk on affirmative ac-
tion, ignorant of its own tradi-
tions and clueless on digital mat-
ters.

It has probably been fun to
watch, but not for the people who
work here. I heard from several
talented young women who are a
big part of The New York Times’s
future. “I really don’t see a path
for me here,” said one. “Are we
O.K.?”

Well, that depends on how the
next few weeks go and whether
The Times can convince female
employees that it is a fair place to
work, with ample opportunity to
advance. But more broadly we’ll
probably be O.K. We have a tal-
ented executive editor, a stable if
challenged business outlook and
a very dedicated audience. To the
extent that The New York Times
does anything remarkable, it
emerges from collaboration and
shared enterprise. It’s worth re-
membering that its legacy begets
an excellence that surpasses the
particulars of who produces it. 

The New York Times is over-
seen by its executive editor, but it
belongs to the Sulzbergers, to its
readers and to all of the people
who work here.

Before I came to work here,
Gerald Boyd, the crusty — or
should I say “pushy”? — manag-
ing editor who would eventually
be swept up in the Jayson Blair
affair, was interviewing me. I
could tell it was not going well.
He was skeptical of my lack of
daily experience and my more
noisy tendencies. I finally real-
ized what he was waiting to hear. 

“I understand that if I come to
work at The New York Times, the
needs of the many will frequently
supersede the needs of the one,” I
said. 

I meant it when I said it and I
learn the truth of it with each
passing day. 

Editor’s Exit at The Times Puts Tensions on Public Display

Email: carr@nytimes.com;
Twitter: @carr2n
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Arthur Sulzberger Jr., center; Jill Abramson, right; and Mark
Thompson, left, celebrated four Times Pulitzers in April 2013.
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By LESLIE KAUFMAN

In January, when AOL an-
nounced that it was handing over
the majority stake in Patch, its
troubled hyperlocal news divi-
sion, to an investment firm, it
seemed like the end of a long,
tragic story.

But its new owner says that
Patch is on the mend, pared down
and profitable under a fresh lead-
ership team that includes its new
editor in chief, Warren St. John, a
former reporter at The New York
Times.

“We’ve eliminated a great deal
of corporate bureaucracy from
the AOL model,” said Charles C.
Hale, the owner and founder of
Hale Global, which acquired con-
trol of Patch. “We’re back in
start-up mode.”

Under AOL, Patch grew into a
network of hundreds of sites
serving local communities, but it
hemorrhaged cash. From the
time AOL, a media and ad tech-
nology company, acquired it in
2009 to the time it was sold, it lost
at least $200 million, according to
the company.

Hale took over in January, and
soon after, only 15 percent of the
news staff at Patch was left.

However, the charred remains
were not the end of the story,
says Hale Global, but the birth of
a new, nimble company. In num-
bers released to The New York
Times, the company said it was
on track for $21 million in reve-
nue in its first year, and was actu-
ally profitable in February,
March and April.

The biggest change has come
on the advertising side. The hy-
perlocal concept cannot really
live off thousands of ads from
pizza parlors and flower shops,
as was initially anticipated; such
sites need to be a place where na-
tional companies can advertise
locally. Toward this end, Patch
raised the minimum commitment
for an ad campaign to $5,000, to
weed out mom-and-pop business-
es, and won business from Sony
Pictures and Wells Fargo Bank.

Attracting impressive advertis-
ers has been possible because de-
spite having cut its staff to 65
journalists and social media peo-
ple, the company says it has kept
85 percent of its traffic with 17

million unique views in April. The
company also says the sites have
2.2 million followers on social me-
dia (each of the 906 separate
Patch sites has a Facebook site
and Twitter account), and two
million subscribers to their daily
newsletters.

Hale has brought on as editor
in chief Mr. St. John, the author of
two books. It has also added as
advisers Lockhart Steele, the
founder of the successful local
real estate site Curbed, and Jacob
Weisberg, the editor in chief of
the Slate Group.

Among other changes, Mr. St.
John has ditched Patch’s policy of
keeping all articles on their local
sites and has built a national
desk. The desk’s aim is to pull the
juiciest, funniest stories from the
906 sites and tailor them for a na-
tional audience.

While only about 5 percent of
articles on Patch sites go to the
national desk, these have be the
ones to attract the biggest and
most viral audiences.

“We’ve made mistakes and we
are still learning,” Mr. St. John
said, “but we are now already a
sustainable business meeting our
mission of serving local commu-
nities, and you are going to see a
lot more hiring and innovation in
the future.”

Patch Sites
Turn Corner
After Sale
AndBig Cuts

Profits in recent
months, with a news
staff down 85% after
AOL’s sale.

est acquisition seems question-
able. The pay television business
is considered a mature market
whose subscriber growth has
slowed sharply in recent years. 

Still, the company has been
trying to compensate for slowing
growth in its own core business-
es, including by moving into
home security offerings and mo-
bile data for cars. 

Randall L. Stephenson, AT&T’s
chief executive, said in an in-
terview on Sunday that he had
discussed the possibility of buy-
ing DirecTV with his counterpart
at the satellite TV provider, Mike
White, for some time.

By acquiring the country’s big-
gest satellite television operator,
AT&T would gain more clout in
negotiating with media compa-
nies as it increasingly focuses on
video offerings. Through the
deal, AT&T would become the
country’s second-biggest pay TV
provider, behind only Comcast.
AT&T has about 5.7 million TV
customers through its U-verse
service, while the satellite TV op-
erator has about 20.3 million cus-
tomers in the United States.

The acquisition would also
bring to AT&T DirecTV’s existing
content at a time when AT&T has
made video services a priority.
DirecTV’s offerings include the
National Football League’s “Sun-
day Ticket,” and it owns minority
stakes in the Game Show Net-
work and MLB Network.

It would also help get AT&T
into new markets like video and
data services inside airplanes.

“If you think about what we’re
trying to accomplish, we’re try-
ing to get way down the road to
get content across multiple de-
vices,” Mr. Stephenson said. “The
more we peeled the onion back,
frankly the better we felt about
this.”

DirecTV would also bolster
AT&T’s financial resources as it
continues to invest in wireless-
broadband capabilities, an effort
that is expected to include bid-
ding at least $9 billion for wire-
less network spectrum in a forth-
coming government auction. The
satellite TV company generated
about $2.6 billion in free cash flow
last year. Buying DirecTV would
also expand AT&T’s presence in
Latin America, where the satel-
lite company already has more
than 18 million customers and ex-
pects to grow substantially as
more households subscribe to
pay TV services. 

Under the agreement’s terms,
AT&T would pay $95 a share in
stock and cash — roughly 10 per-
cent higher than DirecTV’s clos-
ing stock price on Friday and
about 30 percent higher than
where its shares were trading be-
fore word of a potential trans-

action began to emerge.
Including the assumption of

DirecTV’s debt, the deal is worth
about $67.1 billion. Existing Direc-
TV shareholders would own 15 to
16 percent of the combined com-
pany after closing, which is ex-
pected in a year’s time.

The deal is the biggest in years
for AT&T, which has long looked
to acquisitions for growth. It is
the largest transaction the com-
pany has announced since its
aborted $39 billion offer for T-Mo-
bile three years ago, a takeover
fiercely opposed by antitrust reg-
ulators because it would have cut
down on the number of wireless
phone service providers.

This time, some analysts be-
lieve the company will face less
heat from the federal govern-
ment. By their reckoning, reg-
ulators are likely to look favor-
ably upon a deal that creates a
bulwark against a strengthened

Comcast.
“They want wireless to com-

pete with wires,” Mr. Greenfield,
the media analyst, said. “The
only way to complete that is to al-
low these deals to occur.”

AT&T has also learned from
the botched deal. It will not have
to pay DirecTV a breakup fee if
the deal does not go through. It
had to pay T-Mobile $6 billion.

Mr. Stephenson, the AT&T
chief, argued that the deal should
be approved since it would not
meaningfully reduce competition
in the pay TV industry. 

“We became very comfortable
that this is a deal that should pass
regulatory muster,” he said. Re-
ferring to Comcast’s bid for Time
Warner Cable, he added, “Our
deal is a very different deal.”

At the same time, by moving
forward with its DirecTV deal
now, AT&T will probably compli-
cate regulatory approvals for the

cable television merger, accord-
ing to several investment bank-
ers. 

But it is unclear whether in-
vestors and others will show en-
thusiasm for the DirecTV take-
over, questioning the strategic fit.

“When I first heard the news, I
was scratching my head,” said
Jim Nail, an analyst with Forrest-
er Research. “Satellite is kind of a
doomed technology. I don’t see it
being a long-term proposition.”

AT&T intends to pay for the
deal with cash on hand, debt and
the sale of some assets. To help
ease regulatory concerns in Latin
America, the company plans to
sell its roughly 8 percent stake in
América Móvil, the telecommuni-
cations giant controlled by the
billionaire Carlos Slim Helú. 

The pace of consolidation,
meanwhile, may prompt Sprint
and SoftBank to proceed with a
bid for T-Mobile, a deal that has
already faced vocal opposition
from several officials at the Fed-
eral Communications Commis-
sion. In that view, a merger
would shrink an already consoli-
dated industry to an unaccept-
able three major players.

But Sprint and SoftBank have
argued that such a deal would
create more competition in the
fast-growing wireless space, cre-
ating a more formidable oppo-
nent to Verizon and AT&T.

AT&T’s move also raises ques-
tions for the country’s other ma-
jor satellite television provider,
Dish Network. That company’s
chief executive, Charles W.
Ergen, has made noises about
striking acquisitions to become a
true broadband service provider,
while also hinting that he may be
willing to sell.

But AT&T was concerned that
buying Dish would invite more
regulatory scrutiny because of
both its broadband ambitions and
its existing trove of wireless
spectrum, according to a person
briefed on the matter.

AT&T Agrees to Acquire DirecTV in Move to Expand Clout 

JONATHAN ALCORN/REUTERS

DirecTV satellite dishes. The company’s acquisition may change little for consumers. 

Brian X. Chen contributed report-
ing.
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adviser who is associated with
Robert Gibbs, Mr. Obama’s for-
mer press secretary, in their
Washington-based New Partners
firm — has been counseling her
group since 2012.

Mr. Schirmer’s primary re-
sponsibility, said Ms. Kounelias,
has been to help with the acade-
my’s shift toward online Oscar
voting. Though initial problems
with the new voting system are
largely resolved, Ms. Kounelias
added, Mr. Schirmer, who is
based in Los Angeles, is still on
call. 

The connection with Mr.
Schirmer, Ms. Kounelias said,

By MICHAEL CIEPLY

LOS ANGELES — Dee Dee
Myers, a former Clinton adminis-
tration spokeswoman, is headed
for Warner Bros. Mark Fabiani,
another political veteran, has
agreed to advise the boycott-
plagued Beverly Hills Hotel. And,
as it turns out, yet another high-
powered political player, Craig
Schirmer, has been working be-
hind the scenes at the Academy
of Motion Picture Arts and Sci-
ences.

Christina Kounelias, the acade-
my’s chief marketing officer, con-
firmed last week that Mr. Schirm-
er — a former Obama campaign

was made by the producer Hawk
Koch, when he was president of
the academy. (Mr. Koch was suc-
ceeded last July by the current
president, Cheryl Boone Isaacs.)
“They knew each other,” Ms.
Kounelias noted.

Reached by email in France,
where he was attending the
Cannes Film Festival, Mr. Koch
said that both he and the acade-
my’s chief executive officer,
Dawn Hudson, “felt it would be-

hoove the academy to keep Craig
and his team as consultants” as
part of their effort to improve
communications among staff,
governors, officers and members.

Mr. Schirmer did not respond
to queries last week.

Mr. Schirmer and his political-
ly savvy fellows are the latest
among a long line of East Coast
power players who have found a
new niche in the entertainment
world. They include Zenia
Mucha, who took charge of com-
munications at Walt Disney after
working with George E. Pataki, a
former governor of New York;
Matthew Hiltzik, whose work

with Hillary Rodham Clinton pre-
ceded his association with Har-
vey Weinstein and an independ-
ent consulting career; and Anna
Perez, who was associated with
Barbara Bush before briefly be-
coming a spokeswoman for the
Creative Artists Agency. 

As for other high-powered
backdoor consultants, Ms. Kou-
nelias said the academy has re-
tained only a very few, including
Allan Mayer of the publicity firm
42West, who has advised Ms.
Hudson on strategic communica-
tions and other matters. “We do,
from time to time, bring people
in,” Ms. Kounelias said. 

Behind the Scenes in Hollywood’s Power Circles, Another Political Adviser
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per was, depending on the agenda, too liberal, 
not liberal enough, a hotbed of feminism, rife 
with patriarchy, drunk on affirmative action, 
ignorant of its own traditions and clueless on 
digital matters.

It has probably been fun to watch, but not 
for the people who work here. I heard from sev-
eral talented young women who are a big part 
of The New York Times’s future. “I really don’t 
see a path for me here,” said one. “Are we O.K.?”

Well, that depends on how the next few 
weeks go and whether The Times can convince 
female employees that it is a fair place to work, 
with ample opportunity to advance. But more 
broadly we’ll probably be O.K. We have a talent-
ed executive editor, a stable if challenged busi-
ness outlook and a very dedicated audience. To 
the extent that The New York Times does any-
thing remarkable, it emerges from collabora-

tion and shared enterprise. It’s worth remem-
bering that its legacy begets an excellence that 
surpasses the particulars of who produces it.

The New York Times is overseen by its ex-
ecutive editor, but it belongs to the Sulzbergers, to 
its readers and to all of the people who work here.

Before I came to work here, Gerald Boyd, 
the crusty — or should I say “pushy”? — man-
aging editor who would eventually be swept up 
in the Jayson Blair affair, was interviewing me. 
I could tell it was not going well. He was skepti-
cal of my lack of daily experience and my more 
noisy tendencies. I finally realized what he was 
waiting to hear.

“I understand that if I come to work at The 
New York Times, the needs of the many will fre-
quently supersede the needs of the one,” I said.

I meant it when I said it and I learn the truth 
of it with each passing day.�   n


