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The ostensible purpose of the
recent videos that show the be-
headings of two American jour-
nalists by Islamic militants is to
deter attacks — your missiles on

our positions will be-
get our knives on
Western hostages —
but the true aim is to
spread dread and ter-
ror.

The videos deliver
in miniature the same chilling
message as the footage of the
towers falling 13 years ago: Ev-
erything has changed, no one is
safe and the United States is im-
potent against true believers. It is
a memo from a foe that has ev-
erything to gain by goading
America into a fight in a faraway
land where its enemies are le-
gion. The tactic worked back
then. 

And while the videos convey
barbarism on an elemental level,
dismissing them as crude or one-
dimensional would be wrong. The
Islamic State in Iraq and Syria,
known as ISIS, clearly has a so-
phisticated production unit, with
good cameras, technically profi-
cient operators and editors who
have access to all the best tools.

What they made are modern

media artifacts being used to me-
dieval ends. The videos serve as
both propaganda and time ma-
chine, attempting to wipe away
centuries of civilization and sug-
gest that the dreamed-of caliph-
ate flourishes and blood is cheap
currency.

The real warriors in those vid-
eos are the journalists who were
killed, James Foley and Steven
Sotloff, who were trying to do a
terrible, dangerous job when
they were grabbed opportunisti-
cally in Syria. Innocent people
end up tragically caught in the
crossfire of war, but the targeting
of journalists who provide wit-
ness for the rest of us is particu-
larly appalling to people in the
news business. 

I initially had no interest in
seeing the videos — the behead-
ing of Daniel Pearl, a reporter for
The Wall Street Journal, in 2002 is
still fresh — but watched the foot-
age of Mr. Sotloff’s death after I
decided to write about it.

The mastery of medium and
message is evident in the careful
crafting of the video. (Anybody
who doubts the technical ability
of ISIS might want to watch a
documentary of Falluja that in-
cludes some remarkable drone
camera work.)

In the Sotloff clip, the enemy, in
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A video of a murder
shows evidence of
careful crafting.

By BRIAN X. CHEN

SAN FRANCISCO — Apple is trying to
have another iPod experience.

The company was not the first to cre-
ate a digital music player when it intro-
duced the iPod 13 years ago. But the de-
vice, with its click wheel and slick inte-
gration with the iTunes software that ran
on a computer, took digital music into the
mainstream.

Nor will Apple be the first to introduce
a so-called smartwatch when it unveils

as popular as the movies and television
shows featured in the Samsung ad.

Has that left an opening for Apple with
the product that the media has labeled
the iWatch? Perhaps, analysts say, if the
company can court partners in other in-
dustries like health care — health mon-
itoring is believed to be a major feature
— as cleverly as it courted the music in-
dustry.

Apple, based in Cupertino, Calif., spent 

known for the privacy controversy it has
caused as for its technical trailblazing.

Smartwatches have not fared much
better. Samsung, Apple’s biggest rival,
introduced the first of its six smart-
watches last year with a commercial that
recounted watches that have appeared in
science fiction entertainment, from “The
Jetsons” to “Star Trek.” A long list of oth-
er tech companies like Motorola and LG
have also introduced smartwatches, but
none of them have been anywhere near

its much-anticipated wristband device on
Tuesday, along with two iPhones. But if
the company gets it right, it could be the
first to make average people want to buy
one of these devices.

Wearable computers — attached to a
wrist, a belt, a lapel or even a head —
have so far been the property of serious
gadget enthusiasts and calorie-counting
fitness buffs. While a lot of attention has
been paid to Google Glass, for example,
the computer-in-eyewear is as well-

Success of Apple Smartwatch May Rely on Health Care Partnerships
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By MICHAEL CIEPLY

TORONTO — The film pro-
ducer William M. Pohlad has
made his name in Hollywood
backing award-winning films like
“12 Years a Slave” and “Broke-
back Mountain.” But he first tried
his hand at directing, and his 1990
debut feature, “Old Explorers,”
went virtually unseen, losing
money for friends and family.

“I didn’t want to ever be the
guy who did that,” Mr. Pohlad
said in an interview just before
unveiling his second directing ef-
fort — nearly a quarter-century
later.

The new movie, a musical biog-
raphy of the Beach Boys’ Brian
Wilson, titled “Love & Mercy,”
will have its world premiere on
Sunday night at the Toronto In-
ternational Film Festival. Written
by Oren Moverman, it stars both
Paul Dano and John Cusack as
the complicated Mr. Wilson at dif-
ferent points in his musically rich
but psychologically troubled life.

Other than that, details re-

mained scarce through the week-
end, even in the gossipy film mar-
ket. “No one has screened the
film yet, including Harvey — to-
tal mystery,” one film executive
said in an email. He was referring
to the well-wired indie film exec-
utive Harvey Weinstein, and
spoke on condition of anonymity

because of confidentiality stric-
tures.

The quiet approach is Mr. Poh-
lad’s way. A son and heir of the
Minnesota billionaire Carl Poh-
lad, who died in 2009, Mr. Pohlad
has for over two decades fi-
nanced and produced movies 

Filmmaker Pins Hopes on a Beach Boy

FRANÇOIS DUHAMEL

Paul Dano, left, and William Pohlad on the “Love & Mercy” set.
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By VINDU GOEL

MENLO PARK, Calif. — On Friday morning,
Beyoncé posted a video on Facebook and You-
Tube that took her fans behind the scenes to see
the preparations for her live performance last
month at the MTV Video Music Awards.

In the first four hours, Facebook users
watched the video 2.4 million times. On YouTube,
the four-minute clip garnered just a few thousand
views during that time.

The difference: Many of the singer’s 64 mil-
lion Facebook fans spotted the video in their news
feeds and shared it with their friends. People who
saw it on Google’s YouTube did not have such an
easy way to spread their enthusiasm.

“For us, Facebook has become the primary
platform that we use to communicate content to
fans,” said Lauren Wirtzer Seawood, head of digi-
tal at Parkwood Entertainment, Beyoncé’s man-
agement company.

YouTube is still the big gorilla of online video,
especially as an archive for work with lasting ap-
peal and as a place where creators can make
money from ads sold around their material. But
Facebook’s ability to use social connections to
make content popular quickly, along with
changes the social network has made to its news
feed to showcase video better, have helped fuel
rapid growth in the amount of video viewed on the

service over the last year.
Since June, Facebook, which has about 1.3

billion monthly users worldwide, has served up
an average of a billion video views a day, two-
thirds of them on mobile devices. About 100 mil-
lion new videos are uploaded every month. While
that is a small fraction of YouTube’s traffic, it is up
significantly from just a few months ago.

Chris Cox, Facebook’s chief product officer,
said that video was still in its infancy on Face-
book. Ordinary users are just starting to learn
how to shoot great video on their smartphones,
and most professional video creators do not yet
know how to use the social network to amplify
their audiences.

The company itself is just beginning to grap-
ple with how to give its users a satisfying video
experience on the site.

Last December, Facebook began to play vid-
eos automatically, with the sound off, when users
scrolled past them in their news feeds. But the
feature, which can be turned off, upset some peo-
ple who had to pay for extra data use on their mo-
bile phones. Facebook has since changed the
auto-play function to minimize data consumption
and added an option for mobile users to enable
auto-play only when they are on a Wi-Fi connec-
tion.

Facebook also needed to upgrade its infra-

Facebook’s Feeds Give Videos a Boost
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By JAD MOUAWAD

Just a few years ago, airlines got their
weather reports by telex. Pilots pored over
reams of paper and compared the fore-
casts with their flight plans. Once airborne,
they depended on radio communications
and rudimentary radar to avoid bad
weather.

Now, pilots download detailed flight
plans and weather reports full of intricate
graphics onto tablet devices. Flight dis-
patchers track aircraft in real time and
provide up-to-the minute weather data.
New generations of airplane radar sys-
tems allow for easy in-flight adjustments.

The result? Fewer of the bumps, jolts
and spilled drinks that have been a part of
flying ever since the Wright Brothers.

“The secret sauce is how you use the
information,” said Tim Campbell, senior
vice president for air operations at Ameri-

can Airlines. “Fundamentally, it’s only a
forecast and it’s still weather.”

Stronger computing power, improved
satellite and radar technology and more
sophisticated scientific models have all
given airlines a more detailed understand-
ing of flying conditions. This means they
can better plan their operations before
flights — for instance by canceling flights
early and avoiding stranding passengers
at airports. During flights, they can better
navigate around storms and avoid turbu-
lence.

Weather accounted for 36 percent of
all airline delays in 2013, down from 50 per-
cent in 2003, according to the Bureau of
Transportation Statistics.

“Our seven-day forecast today is
about as accurate as a three-day forecast
was 10 years ago,” said Michael Pat Mur-
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Taking the Bump Out of Turbulence
In Search of Calmer Skies, Airlines Embrace Ever-Improving Weather Technology

Amanda Terborg, top, an Aviation Weather Center meteor-
ologist in Kansas City, Mo. Above, a jet flies out of a storm. Continued on Page 2
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The ostensible purpose of the recent vid-
eos that show the beheadings of two 
American journalists by Islamic militants 

is to deter attacks — your missiles on our posi-
tions will beget our knives on Western hostages 
— but the true aim is to spread dread and terror.

The videos deliver in miniature the same 
chilling message as the footage of the towers 
falling 13 years ago: everything has changed, 

no one is safe and the United States 
is impotent against true believers. 
It is a memo from a foe that has ev-
erything to gain by goading Amer-
ica into a fight in a 
faraway land where 

its enemies are legion. The tactic 
worked back then.

And while the videos convey 
barbarism on an elemental level, 
dismissing them as crude or one-
dimensional would be wrong. The 
Islamic State in Iraq and Syria, 
known as ISIS, clearly has a sophisticated pro-
duction unit, with good cameras, technically 
proficient operators and editors who have ac-
cess to all the best tools.

What they made are modern media arti-
facts being used to medieval ends. The videos 
serve as both propaganda and time machine, 
attempting to wipe away centuries of civiliza-
tion and suggest that the dreamed-of caliphate 
flourishes and blood is cheap currency.

The real warriors in those videos are the 
journalists who were killed, James Foley and 
Steven Sotloff, who were trying to do a terrible, 
dangerous job when they were grabbed oppor-
tunistically in Syria. Innocent people end up 
tragically caught in the crossfire of war, but the 
targeting of journalists who provide witness for 
the rest of us is particularly appalling to people 
in the news business.

I initially had no interest in seeing the vid-

eos — the beheading of Daniel Pearl, a reporter 
for The Wall Street Journal, in 2002 is still fresh 
— but watched the footage of Mr. Sotloff’s death 
after I decided to write about it.

The mastery of medium and message is evi-
dent in the careful crafting of the video. (Anybody 
who doubts the technical ability of ISIS might 
want to watch a documentary of Falluja that in-
cludes some remarkable drone camera work.)

In the Sotloff clip, the enemy, in this case 
President Obama, is shown through a video ef-
fects filter to make his visage in a news confer-
ence about ISIS appear distorted and sinister. 

An electronic buzz effect signals 
an interruption — a kidnapping, 
if you will — of the broadcast be-
fore a graceful typographical seg-
ue promises “A second message 
to America.”

We are then in a desert, the 
horizon carefully situated at the 
midpoint of a two-camera shoot. 

There is thought put into the wardrobe selec-
tion; the victim is dressed in an iconic orange 
jumpsuit — a reference to detainees in Ameri-
can custody — and the killer costumed more as 
a ninja than a jihadist, all in black and his face 
obscured, holding a small knife and holster.

The actual murder is performed in the un-
flinching sunlight of the desert. (I thought more 
than once of the brutally clear morning of Sept. 
11, 2001.) Because sound is difficult to capture on 
a windy expanse of arid land, the victim is wear-
ing a lapel mike. Mr. Sotloff introduces himself 
in sober tones and begins to read a scripted 
statement off what seems to be a teleprompter.

The executioner is cocky and ruthless, 
seemingly eager to get to the task at hand. 
When he does attack his bound victim, only the 
beginning is shown and then there is a fade to 
black. Once the picture returns, the head of the 
victim is carefully arranged on the body, all the 
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By BRIAN X. CHEN

SAN FRANCISCO — Apple is trying to
have another iPod experience.

The company was not the first to cre-
ate a digital music player when it intro-
duced the iPod 13 years ago. But the de-
vice, with its click wheel and slick inte-
gration with the iTunes software that ran
on a computer, took digital music into the
mainstream.

Nor will Apple be the first to introduce
a so-called smartwatch when it unveils

as popular as the movies and television
shows featured in the Samsung ad.

Has that left an opening for Apple with
the product that the media has labeled
the iWatch? Perhaps, analysts say, if the
company can court partners in other in-
dustries like health care — health mon-
itoring is believed to be a major feature
— as cleverly as it courted the music in-
dustry.

Apple, based in Cupertino, Calif., spent 

known for the privacy controversy it has
caused as for its technical trailblazing.

Smartwatches have not fared much
better. Samsung, Apple’s biggest rival,
introduced the first of its six smart-
watches last year with a commercial that
recounted watches that have appeared in
science fiction entertainment, from “The
Jetsons” to “Star Trek.” A long list of oth-
er tech companies like Motorola and LG
have also introduced smartwatches, but
none of them have been anywhere near

its much-anticipated wristband device on
Tuesday, along with two iPhones. But if
the company gets it right, it could be the
first to make average people want to buy
one of these devices.

Wearable computers — attached to a
wrist, a belt, a lapel or even a head —
have so far been the property of serious
gadget enthusiasts and calorie-counting
fitness buffs. While a lot of attention has
been paid to Google Glass, for example,
the computer-in-eyewear is as well-

Success of Apple Smartwatch May Rely on Health Care Partnerships
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By MICHAEL CIEPLY

TORONTO — The film pro-
ducer William M. Pohlad has
made his name in Hollywood
backing award-winning films like
“12 Years a Slave” and “Broke-
back Mountain.” But he first tried
his hand at directing, and his 1990
debut feature, “Old Explorers,”
went virtually unseen, losing
money for friends and family.

“I didn’t want to ever be the
guy who did that,” Mr. Pohlad
said in an interview just before
unveiling his second directing ef-
fort — nearly a quarter-century
later.

The new movie, a musical biog-
raphy of the Beach Boys’ Brian
Wilson, titled “Love & Mercy,”
will have its world premiere on
Sunday night at the Toronto In-
ternational Film Festival. Written
by Oren Moverman, it stars both
Paul Dano and John Cusack as
the complicated Mr. Wilson at dif-
ferent points in his musically rich
but psychologically troubled life.

Other than that, details re-

mained scarce through the week-
end, even in the gossipy film mar-
ket. “No one has screened the
film yet, including Harvey — to-
tal mystery,” one film executive
said in an email. He was referring
to the well-wired indie film exec-
utive Harvey Weinstein, and
spoke on condition of anonymity

because of confidentiality stric-
tures.

The quiet approach is Mr. Poh-
lad’s way. A son and heir of the
Minnesota billionaire Carl Poh-
lad, who died in 2009, Mr. Pohlad
has for over two decades fi-
nanced and produced movies 

Filmmaker Pins Hopes on a Beach Boy
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Paul Dano, left, and William Pohlad on the “Love & Mercy” set.
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MENLO PARK, Calif. — On Friday morning,
Beyoncé posted a video on Facebook and You-
Tube that took her fans behind the scenes to see
the preparations for her live performance last
month at the MTV Video Music Awards.

In the first four hours, Facebook users
watched the video 2.4 million times. On YouTube,
the four-minute clip garnered just a few thousand
views during that time.

The difference: Many of the singer’s 64 mil-
lion Facebook fans spotted the video in their news
feeds and shared it with their friends. People who
saw it on Google’s YouTube did not have such an
easy way to spread their enthusiasm.

“For us, Facebook has become the primary
platform that we use to communicate content to
fans,” said Lauren Wirtzer Seawood, head of digi-
tal at Parkwood Entertainment, Beyoncé’s man-
agement company.

YouTube is still the big gorilla of online video,
especially as an archive for work with lasting ap-
peal and as a place where creators can make
money from ads sold around their material. But
Facebook’s ability to use social connections to
make content popular quickly, along with
changes the social network has made to its news
feed to showcase video better, have helped fuel
rapid growth in the amount of video viewed on the

service over the last year.
Since June, Facebook, which has about 1.3

billion monthly users worldwide, has served up
an average of a billion video views a day, two-
thirds of them on mobile devices. About 100 mil-
lion new videos are uploaded every month. While
that is a small fraction of YouTube’s traffic, it is up
significantly from just a few months ago.

Chris Cox, Facebook’s chief product officer,
said that video was still in its infancy on Face-
book. Ordinary users are just starting to learn
how to shoot great video on their smartphones,
and most professional video creators do not yet
know how to use the social network to amplify
their audiences.

The company itself is just beginning to grap-
ple with how to give its users a satisfying video
experience on the site.

Last December, Facebook began to play vid-
eos automatically, with the sound off, when users
scrolled past them in their news feeds. But the
feature, which can be turned off, upset some peo-
ple who had to pay for extra data use on their mo-
bile phones. Facebook has since changed the
auto-play function to minimize data consumption
and added an option for mobile users to enable
auto-play only when they are on a Wi-Fi connec-
tion.

Facebook also needed to upgrade its infra-

Facebook’s Feeds Give Videos a Boost
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Just a few years ago, airlines got their
weather reports by telex. Pilots pored over
reams of paper and compared the fore-
casts with their flight plans. Once airborne,
they depended on radio communications
and rudimentary radar to avoid bad
weather.

Now, pilots download detailed flight
plans and weather reports full of intricate
graphics onto tablet devices. Flight dis-
patchers track aircraft in real time and
provide up-to-the minute weather data.
New generations of airplane radar sys-
tems allow for easy in-flight adjustments.

The result? Fewer of the bumps, jolts
and spilled drinks that have been a part of
flying ever since the Wright Brothers.

“The secret sauce is how you use the
information,” said Tim Campbell, senior
vice president for air operations at Ameri-

can Airlines. “Fundamentally, it’s only a
forecast and it’s still weather.”

Stronger computing power, improved
satellite and radar technology and more
sophisticated scientific models have all
given airlines a more detailed understand-
ing of flying conditions. This means they
can better plan their operations before
flights — for instance by canceling flights
early and avoiding stranding passengers
at airports. During flights, they can better
navigate around storms and avoid turbu-
lence.

Weather accounted for 36 percent of
all airline delays in 2013, down from 50 per-
cent in 2003, according to the Bureau of
Transportation Statistics.

“Our seven-day forecast today is
about as accurate as a three-day forecast
was 10 years ago,” said Michael Pat Mur-
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the computer-in-eyewear is as well-

Success of Apple Smartwatch May Rely on Health Care Partnerships

Continued on Page 7

By MICHAEL CIEPLY

TORONTO — The film pro-
ducer William M. Pohlad has
made his name in Hollywood
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mained scarce through the week-
end, even in the gossipy film mar-
ket. “No one has screened the
film yet, including Harvey — to-
tal mystery,” one film executive
said in an email. He was referring
to the well-wired indie film exec-
utive Harvey Weinstein, and
spoke on condition of anonymity

because of confidentiality stric-
tures.

The quiet approach is Mr. Poh-
lad’s way. A son and heir of the
Minnesota billionaire Carl Poh-
lad, who died in 2009, Mr. Pohlad
has for over two decades fi-
nanced and produced movies 

Filmmaker Pins Hopes on a Beach Boy
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Paul Dano, left, and William Pohlad on the “Love & Mercy” set.
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By VINDU GOEL

MENLO PARK, Calif. — On Friday morning,
Beyoncé posted a video on Facebook and You-
Tube that took her fans behind the scenes to see
the preparations for her live performance last
month at the MTV Video Music Awards.

In the first four hours, Facebook users
watched the video 2.4 million times. On YouTube,
the four-minute clip garnered just a few thousand
views during that time.

The difference: Many of the singer’s 64 mil-
lion Facebook fans spotted the video in their news
feeds and shared it with their friends. People who
saw it on Google’s YouTube did not have such an
easy way to spread their enthusiasm.

“For us, Facebook has become the primary
platform that we use to communicate content to
fans,” said Lauren Wirtzer Seawood, head of digi-
tal at Parkwood Entertainment, Beyoncé’s man-
agement company.

YouTube is still the big gorilla of online video,
especially as an archive for work with lasting ap-
peal and as a place where creators can make
money from ads sold around their material. But
Facebook’s ability to use social connections to
make content popular quickly, along with
changes the social network has made to its news
feed to showcase video better, have helped fuel
rapid growth in the amount of video viewed on the

service over the last year.
Since June, Facebook, which has about 1.3

billion monthly users worldwide, has served up
an average of a billion video views a day, two-
thirds of them on mobile devices. About 100 mil-
lion new videos are uploaded every month. While
that is a small fraction of YouTube’s traffic, it is up
significantly from just a few months ago.

Chris Cox, Facebook’s chief product officer,
said that video was still in its infancy on Face-
book. Ordinary users are just starting to learn
how to shoot great video on their smartphones,
and most professional video creators do not yet
know how to use the social network to amplify
their audiences.

The company itself is just beginning to grap-
ple with how to give its users a satisfying video
experience on the site.

Last December, Facebook began to play vid-
eos automatically, with the sound off, when users
scrolled past them in their news feeds. But the
feature, which can be turned off, upset some peo-
ple who had to pay for extra data use on their mo-
bile phones. Facebook has since changed the
auto-play function to minimize data consumption
and added an option for mobile users to enable
auto-play only when they are on a Wi-Fi connec-
tion.

Facebook also needed to upgrade its infra-

Facebook’s Feeds Give Videos a Boost

Continued on Page 7

By JAD MOUAWAD

Just a few years ago, airlines got their
weather reports by telex. Pilots pored over
reams of paper and compared the fore-
casts with their flight plans. Once airborne,
they depended on radio communications
and rudimentary radar to avoid bad
weather.

Now, pilots download detailed flight
plans and weather reports full of intricate
graphics onto tablet devices. Flight dis-
patchers track aircraft in real time and
provide up-to-the minute weather data.
New generations of airplane radar sys-
tems allow for easy in-flight adjustments.

The result? Fewer of the bumps, jolts
and spilled drinks that have been a part of
flying ever since the Wright Brothers.

“The secret sauce is how you use the
information,” said Tim Campbell, senior
vice president for air operations at Ameri-

can Airlines. “Fundamentally, it’s only a
forecast and it’s still weather.”

Stronger computing power, improved
satellite and radar technology and more
sophisticated scientific models have all
given airlines a more detailed understand-
ing of flying conditions. This means they
can better plan their operations before
flights — for instance by canceling flights
early and avoiding stranding passengers
at airports. During flights, they can better
navigate around storms and avoid turbu-
lence.

Weather accounted for 36 percent of
all airline delays in 2013, down from 50 per-
cent in 2003, according to the Bureau of
Transportation Statistics.

“Our seven-day forecast today is
about as accurate as a three-day forecast
was 10 years ago,” said Michael Pat Mur-
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Taking the Bump Out of Turbulence
In Search of Calmer Skies, Airlines Embrace Ever-Improving Weather Technology

Amanda Terborg, top, an Aviation Weather Center meteor-
ologist in Kansas City, Mo. Above, a jet flies out of a storm. Continued on Page 2
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The ostensible purpose of the
recent videos that show the be-
headings of two American jour-
nalists by Islamic militants is to
deter attacks — your missiles on

our positions will be-
get our knives on
Western hostages —
but the true aim is to
spread dread and ter-
ror.

The videos deliver
in miniature the same chilling
message as the footage of the
towers falling 13 years ago: Ev-
erything has changed, no one is
safe and the United States is im-
potent against true believers. It is
a memo from a foe that has ev-
erything to gain by goading
America into a fight in a faraway
land where its enemies are le-
gion. The tactic worked back
then. 

And while the videos convey
barbarism on an elemental level,
dismissing them as crude or one-
dimensional would be wrong. The
Islamic State in Iraq and Syria,
known as ISIS, clearly has a so-
phisticated production unit, with
good cameras, technically profi-
cient operators and editors who
have access to all the best tools.

What they made are modern

media artifacts being used to me-
dieval ends. The videos serve as
both propaganda and time ma-
chine, attempting to wipe away
centuries of civilization and sug-
gest that the dreamed-of caliph-
ate flourishes and blood is cheap
currency.

The real warriors in those vid-
eos are the journalists who were
killed, James Foley and Steven
Sotloff, who were trying to do a
terrible, dangerous job when
they were grabbed opportunisti-
cally in Syria. Innocent people
end up tragically caught in the
crossfire of war, but the targeting
of journalists who provide wit-
ness for the rest of us is particu-
larly appalling to people in the
news business. 

I initially had no interest in
seeing the videos — the behead-
ing of Daniel Pearl, a reporter for
The Wall Street Journal, in 2002 is
still fresh — but watched the foot-
age of Mr. Sotloff’s death after I
decided to write about it.

The mastery of medium and
message is evident in the careful
crafting of the video. (Anybody
who doubts the technical ability
of ISIS might want to watch a
documentary of Falluja that in-
cludes some remarkable drone
camera work.)

In the Sotloff clip, the enemy, in

Medieval
Message,
Modern
Delivery
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By BRIAN X. CHEN

SAN FRANCISCO — Apple is trying to
have another iPod experience.

The company was not the first to cre-
ate a digital music player when it intro-
duced the iPod 13 years ago. But the de-
vice, with its click wheel and slick inte-
gration with the iTunes software that ran
on a computer, took digital music into the
mainstream.

Nor will Apple be the first to introduce
a so-called smartwatch when it unveils

as popular as the movies and television
shows featured in the Samsung ad.

Has that left an opening for Apple with
the product that the media has labeled
the iWatch? Perhaps, analysts say, if the
company can court partners in other in-
dustries like health care — health mon-
itoring is believed to be a major feature
— as cleverly as it courted the music in-
dustry.

Apple, based in Cupertino, Calif., spent 

known for the privacy controversy it has
caused as for its technical trailblazing.

Smartwatches have not fared much
better. Samsung, Apple’s biggest rival,
introduced the first of its six smart-
watches last year with a commercial that
recounted watches that have appeared in
science fiction entertainment, from “The
Jetsons” to “Star Trek.” A long list of oth-
er tech companies like Motorola and LG
have also introduced smartwatches, but
none of them have been anywhere near

its much-anticipated wristband device on
Tuesday, along with two iPhones. But if
the company gets it right, it could be the
first to make average people want to buy
one of these devices.

Wearable computers — attached to a
wrist, a belt, a lapel or even a head —
have so far been the property of serious
gadget enthusiasts and calorie-counting
fitness buffs. While a lot of attention has
been paid to Google Glass, for example,
the computer-in-eyewear is as well-

Success of Apple Smartwatch May Rely on Health Care Partnerships
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By MICHAEL CIEPLY

TORONTO — The film pro-
ducer William M. Pohlad has
made his name in Hollywood
backing award-winning films like
“12 Years a Slave” and “Broke-
back Mountain.” But he first tried
his hand at directing, and his 1990
debut feature, “Old Explorers,”
went virtually unseen, losing
money for friends and family.

“I didn’t want to ever be the
guy who did that,” Mr. Pohlad
said in an interview just before
unveiling his second directing ef-
fort — nearly a quarter-century
later.

The new movie, a musical biog-
raphy of the Beach Boys’ Brian
Wilson, titled “Love & Mercy,”
will have its world premiere on
Sunday night at the Toronto In-
ternational Film Festival. Written
by Oren Moverman, it stars both
Paul Dano and John Cusack as
the complicated Mr. Wilson at dif-
ferent points in his musically rich
but psychologically troubled life.

Other than that, details re-

mained scarce through the week-
end, even in the gossipy film mar-
ket. “No one has screened the
film yet, including Harvey — to-
tal mystery,” one film executive
said in an email. He was referring
to the well-wired indie film exec-
utive Harvey Weinstein, and
spoke on condition of anonymity

because of confidentiality stric-
tures.

The quiet approach is Mr. Poh-
lad’s way. A son and heir of the
Minnesota billionaire Carl Poh-
lad, who died in 2009, Mr. Pohlad
has for over two decades fi-
nanced and produced movies 

Filmmaker Pins Hopes on a Beach Boy
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Paul Dano, left, and William Pohlad on the “Love & Mercy” set.
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MENLO PARK, Calif. — On Friday morning,
Beyoncé posted a video on Facebook and You-
Tube that took her fans behind the scenes to see
the preparations for her live performance last
month at the MTV Video Music Awards.

In the first four hours, Facebook users
watched the video 2.4 million times. On YouTube,
the four-minute clip garnered just a few thousand
views during that time.

The difference: Many of the singer’s 64 mil-
lion Facebook fans spotted the video in their news
feeds and shared it with their friends. People who
saw it on Google’s YouTube did not have such an
easy way to spread their enthusiasm.

“For us, Facebook has become the primary
platform that we use to communicate content to
fans,” said Lauren Wirtzer Seawood, head of digi-
tal at Parkwood Entertainment, Beyoncé’s man-
agement company.

YouTube is still the big gorilla of online video,
especially as an archive for work with lasting ap-
peal and as a place where creators can make
money from ads sold around their material. But
Facebook’s ability to use social connections to
make content popular quickly, along with
changes the social network has made to its news
feed to showcase video better, have helped fuel
rapid growth in the amount of video viewed on the

service over the last year.
Since June, Facebook, which has about 1.3

billion monthly users worldwide, has served up
an average of a billion video views a day, two-
thirds of them on mobile devices. About 100 mil-
lion new videos are uploaded every month. While
that is a small fraction of YouTube’s traffic, it is up
significantly from just a few months ago.

Chris Cox, Facebook’s chief product officer,
said that video was still in its infancy on Face-
book. Ordinary users are just starting to learn
how to shoot great video on their smartphones,
and most professional video creators do not yet
know how to use the social network to amplify
their audiences.

The company itself is just beginning to grap-
ple with how to give its users a satisfying video
experience on the site.

Last December, Facebook began to play vid-
eos automatically, with the sound off, when users
scrolled past them in their news feeds. But the
feature, which can be turned off, upset some peo-
ple who had to pay for extra data use on their mo-
bile phones. Facebook has since changed the
auto-play function to minimize data consumption
and added an option for mobile users to enable
auto-play only when they are on a Wi-Fi connec-
tion.

Facebook also needed to upgrade its infra-

Facebook’s Feeds Give Videos a Boost
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Just a few years ago, airlines got their
weather reports by telex. Pilots pored over
reams of paper and compared the fore-
casts with their flight plans. Once airborne,
they depended on radio communications
and rudimentary radar to avoid bad
weather.

Now, pilots download detailed flight
plans and weather reports full of intricate
graphics onto tablet devices. Flight dis-
patchers track aircraft in real time and
provide up-to-the minute weather data.
New generations of airplane radar sys-
tems allow for easy in-flight adjustments.

The result? Fewer of the bumps, jolts
and spilled drinks that have been a part of
flying ever since the Wright Brothers.

“The secret sauce is how you use the
information,” said Tim Campbell, senior
vice president for air operations at Ameri-

can Airlines. “Fundamentally, it’s only a
forecast and it’s still weather.”

Stronger computing power, improved
satellite and radar technology and more
sophisticated scientific models have all
given airlines a more detailed understand-
ing of flying conditions. This means they
can better plan their operations before
flights — for instance by canceling flights
early and avoiding stranding passengers
at airports. During flights, they can better
navigate around storms and avoid turbu-
lence.

Weather accounted for 36 percent of
all airline delays in 2013, down from 50 per-
cent in 2003, according to the Bureau of
Transportation Statistics.

“Our seven-day forecast today is
about as accurate as a three-day forecast
was 10 years ago,” said Michael Pat Mur-
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known as ISIS, clearly has a so-
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cient operators and editors who
have access to all the best tools.

What they made are modern

media artifacts being used to me-
dieval ends. The videos serve as
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chine, attempting to wipe away
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currency.

The real warriors in those vid-
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killed, James Foley and Steven
Sotloff, who were trying to do a
terrible, dangerous job when
they were grabbed opportunisti-
cally in Syria. Innocent people
end up tragically caught in the
crossfire of war, but the targeting
of journalists who provide wit-
ness for the rest of us is particu-
larly appalling to people in the
news business. 

I initially had no interest in
seeing the videos — the behead-
ing of Daniel Pearl, a reporter for
The Wall Street Journal, in 2002 is
still fresh — but watched the foot-
age of Mr. Sotloff’s death after I
decided to write about it.

The mastery of medium and
message is evident in the careful
crafting of the video. (Anybody
who doubts the technical ability
of ISIS might want to watch a
documentary of Falluja that in-
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SAN FRANCISCO — Apple is trying to
have another iPod experience.

The company was not the first to cre-
ate a digital music player when it intro-
duced the iPod 13 years ago. But the de-
vice, with its click wheel and slick inte-
gration with the iTunes software that ran
on a computer, took digital music into the
mainstream.

Nor will Apple be the first to introduce
a so-called smartwatch when it unveils

as popular as the movies and television
shows featured in the Samsung ad.

Has that left an opening for Apple with
the product that the media has labeled
the iWatch? Perhaps, analysts say, if the
company can court partners in other in-
dustries like health care — health mon-
itoring is believed to be a major feature
— as cleverly as it courted the music in-
dustry.

Apple, based in Cupertino, Calif., spent 

known for the privacy controversy it has
caused as for its technical trailblazing.

Smartwatches have not fared much
better. Samsung, Apple’s biggest rival,
introduced the first of its six smart-
watches last year with a commercial that
recounted watches that have appeared in
science fiction entertainment, from “The
Jetsons” to “Star Trek.” A long list of oth-
er tech companies like Motorola and LG
have also introduced smartwatches, but
none of them have been anywhere near

its much-anticipated wristband device on
Tuesday, along with two iPhones. But if
the company gets it right, it could be the
first to make average people want to buy
one of these devices.

Wearable computers — attached to a
wrist, a belt, a lapel or even a head —
have so far been the property of serious
gadget enthusiasts and calorie-counting
fitness buffs. While a lot of attention has
been paid to Google Glass, for example,
the computer-in-eyewear is as well-
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raphy of the Beach Boys’ Brian
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by Oren Moverman, it stars both
Paul Dano and John Cusack as
the complicated Mr. Wilson at dif-
ferent points in his musically rich
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Other than that, details re-
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end, even in the gossipy film mar-
ket. “No one has screened the
film yet, including Harvey — to-
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to the well-wired indie film exec-
utive Harvey Weinstein, and
spoke on condition of anonymity
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Tube that took her fans behind the scenes to see
the preparations for her live performance last
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In the first four hours, Facebook users
watched the video 2.4 million times. On YouTube,
the four-minute clip garnered just a few thousand
views during that time.

The difference: Many of the singer’s 64 mil-
lion Facebook fans spotted the video in their news
feeds and shared it with their friends. People who
saw it on Google’s YouTube did not have such an
easy way to spread their enthusiasm.

“For us, Facebook has become the primary
platform that we use to communicate content to
fans,” said Lauren Wirtzer Seawood, head of digi-
tal at Parkwood Entertainment, Beyoncé’s man-
agement company.

YouTube is still the big gorilla of online video,
especially as an archive for work with lasting ap-
peal and as a place where creators can make
money from ads sold around their material. But
Facebook’s ability to use social connections to
make content popular quickly, along with
changes the social network has made to its news
feed to showcase video better, have helped fuel
rapid growth in the amount of video viewed on the

service over the last year.
Since June, Facebook, which has about 1.3

billion monthly users worldwide, has served up
an average of a billion video views a day, two-
thirds of them on mobile devices. About 100 mil-
lion new videos are uploaded every month. While
that is a small fraction of YouTube’s traffic, it is up
significantly from just a few months ago.

Chris Cox, Facebook’s chief product officer,
said that video was still in its infancy on Face-
book. Ordinary users are just starting to learn
how to shoot great video on their smartphones,
and most professional video creators do not yet
know how to use the social network to amplify
their audiences.

The company itself is just beginning to grap-
ple with how to give its users a satisfying video
experience on the site.

Last December, Facebook began to play vid-
eos automatically, with the sound off, when users
scrolled past them in their news feeds. But the
feature, which can be turned off, upset some peo-
ple who had to pay for extra data use on their mo-
bile phones. Facebook has since changed the
auto-play function to minimize data consumption
and added an option for mobile users to enable
auto-play only when they are on a Wi-Fi connec-
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Just a few years ago, airlines got their
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reams of paper and compared the fore-
casts with their flight plans. Once airborne,
they depended on radio communications
and rudimentary radar to avoid bad
weather.

Now, pilots download detailed flight
plans and weather reports full of intricate
graphics onto tablet devices. Flight dis-
patchers track aircraft in real time and
provide up-to-the minute weather data.
New generations of airplane radar sys-
tems allow for easy in-flight adjustments.

The result? Fewer of the bumps, jolts
and spilled drinks that have been a part of
flying ever since the Wright Brothers.

“The secret sauce is how you use the
information,” said Tim Campbell, senior
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all airline delays in 2013, down from 50 per-
cent in 2003, according to the Bureau of
Transportation Statistics.

“Our seven-day forecast today is
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was 10 years ago,” said Michael Pat Mur-

PHOTOGRAPHS BY DAN GILL FOR THE NEW YORK TIMES

Taking the Bump Out of Turbulence
In Search of Calmer Skies, Airlines Embrace Ever-Improving Weather Technology

Amanda Terborg, top, an Aviation Weather Center meteor-
ologist in Kansas City, Mo. Above, a jet flies out of a storm. Continued on Page 2

C M Y K Nxxx,2014-09-08,B,001,Bs-4C,E1

B1N

MONDAY, SEPTEMBER 8, 2014

Media

Bloomberg’s Silence
Bloomberg News stands out by
not covering itself or its founder,
Michael R. Bloomberg. 3

Technology

Police Turn to Twitter
The police in Spain and else-
where are using social media for
online data in investigations. 3

Machine Learning

Expectations of Privacy
As online personal information
becomes less so, younger people
are seeking more privacy. 6

The ostensible purpose of the
recent videos that show the be-
headings of two American jour-
nalists by Islamic militants is to
deter attacks — your missiles on

our positions will be-
get our knives on
Western hostages —
but the true aim is to
spread dread and ter-
ror.

The videos deliver
in miniature the same chilling
message as the footage of the
towers falling 13 years ago: Ev-
erything has changed, no one is
safe and the United States is im-
potent against true believers. It is
a memo from a foe that has ev-
erything to gain by goading
America into a fight in a faraway
land where its enemies are le-
gion. The tactic worked back
then. 

And while the videos convey
barbarism on an elemental level,
dismissing them as crude or one-
dimensional would be wrong. The
Islamic State in Iraq and Syria,
known as ISIS, clearly has a so-
phisticated production unit, with
good cameras, technically profi-
cient operators and editors who
have access to all the best tools.

What they made are modern

media artifacts being used to me-
dieval ends. The videos serve as
both propaganda and time ma-
chine, attempting to wipe away
centuries of civilization and sug-
gest that the dreamed-of caliph-
ate flourishes and blood is cheap
currency.

The real warriors in those vid-
eos are the journalists who were
killed, James Foley and Steven
Sotloff, who were trying to do a
terrible, dangerous job when
they were grabbed opportunisti-
cally in Syria. Innocent people
end up tragically caught in the
crossfire of war, but the targeting
of journalists who provide wit-
ness for the rest of us is particu-
larly appalling to people in the
news business. 

I initially had no interest in
seeing the videos — the behead-
ing of Daniel Pearl, a reporter for
The Wall Street Journal, in 2002 is
still fresh — but watched the foot-
age of Mr. Sotloff’s death after I
decided to write about it.

The mastery of medium and
message is evident in the careful
crafting of the video. (Anybody
who doubts the technical ability
of ISIS might want to watch a
documentary of Falluja that in-
cludes some remarkable drone
camera work.)

In the Sotloff clip, the enemy, in

Medieval
Message,
Modern
Delivery

Continued on Page 4

DAVID
CARR 

THE MEDIA 
EQUATION 

A video of a murder
shows evidence of
careful crafting.

By BRIAN X. CHEN

SAN FRANCISCO — Apple is trying to
have another iPod experience.

The company was not the first to cre-
ate a digital music player when it intro-
duced the iPod 13 years ago. But the de-
vice, with its click wheel and slick inte-
gration with the iTunes software that ran
on a computer, took digital music into the
mainstream.

Nor will Apple be the first to introduce
a so-called smartwatch when it unveils

as popular as the movies and television
shows featured in the Samsung ad.

Has that left an opening for Apple with
the product that the media has labeled
the iWatch? Perhaps, analysts say, if the
company can court partners in other in-
dustries like health care — health mon-
itoring is believed to be a major feature
— as cleverly as it courted the music in-
dustry.

Apple, based in Cupertino, Calif., spent 

known for the privacy controversy it has
caused as for its technical trailblazing.

Smartwatches have not fared much
better. Samsung, Apple’s biggest rival,
introduced the first of its six smart-
watches last year with a commercial that
recounted watches that have appeared in
science fiction entertainment, from “The
Jetsons” to “Star Trek.” A long list of oth-
er tech companies like Motorola and LG
have also introduced smartwatches, but
none of them have been anywhere near

its much-anticipated wristband device on
Tuesday, along with two iPhones. But if
the company gets it right, it could be the
first to make average people want to buy
one of these devices.

Wearable computers — attached to a
wrist, a belt, a lapel or even a head —
have so far been the property of serious
gadget enthusiasts and calorie-counting
fitness buffs. While a lot of attention has
been paid to Google Glass, for example,
the computer-in-eyewear is as well-

Success of Apple Smartwatch May Rely on Health Care Partnerships
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By MICHAEL CIEPLY

TORONTO — The film pro-
ducer William M. Pohlad has
made his name in Hollywood
backing award-winning films like
“12 Years a Slave” and “Broke-
back Mountain.” But he first tried
his hand at directing, and his 1990
debut feature, “Old Explorers,”
went virtually unseen, losing
money for friends and family.

“I didn’t want to ever be the
guy who did that,” Mr. Pohlad
said in an interview just before
unveiling his second directing ef-
fort — nearly a quarter-century
later.

The new movie, a musical biog-
raphy of the Beach Boys’ Brian
Wilson, titled “Love & Mercy,”
will have its world premiere on
Sunday night at the Toronto In-
ternational Film Festival. Written
by Oren Moverman, it stars both
Paul Dano and John Cusack as
the complicated Mr. Wilson at dif-
ferent points in his musically rich
but psychologically troubled life.

Other than that, details re-

mained scarce through the week-
end, even in the gossipy film mar-
ket. “No one has screened the
film yet, including Harvey — to-
tal mystery,” one film executive
said in an email. He was referring
to the well-wired indie film exec-
utive Harvey Weinstein, and
spoke on condition of anonymity

because of confidentiality stric-
tures.

The quiet approach is Mr. Poh-
lad’s way. A son and heir of the
Minnesota billionaire Carl Poh-
lad, who died in 2009, Mr. Pohlad
has for over two decades fi-
nanced and produced movies 

Filmmaker Pins Hopes on a Beach Boy

FRANÇOIS DUHAMEL

Paul Dano, left, and William Pohlad on the “Love & Mercy” set.
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By VINDU GOEL

MENLO PARK, Calif. — On Friday morning,
Beyoncé posted a video on Facebook and You-
Tube that took her fans behind the scenes to see
the preparations for her live performance last
month at the MTV Video Music Awards.

In the first four hours, Facebook users
watched the video 2.4 million times. On YouTube,
the four-minute clip garnered just a few thousand
views during that time.

The difference: Many of the singer’s 64 mil-
lion Facebook fans spotted the video in their news
feeds and shared it with their friends. People who
saw it on Google’s YouTube did not have such an
easy way to spread their enthusiasm.

“For us, Facebook has become the primary
platform that we use to communicate content to
fans,” said Lauren Wirtzer Seawood, head of digi-
tal at Parkwood Entertainment, Beyoncé’s man-
agement company.

YouTube is still the big gorilla of online video,
especially as an archive for work with lasting ap-
peal and as a place where creators can make
money from ads sold around their material. But
Facebook’s ability to use social connections to
make content popular quickly, along with
changes the social network has made to its news
feed to showcase video better, have helped fuel
rapid growth in the amount of video viewed on the

service over the last year.
Since June, Facebook, which has about 1.3

billion monthly users worldwide, has served up
an average of a billion video views a day, two-
thirds of them on mobile devices. About 100 mil-
lion new videos are uploaded every month. While
that is a small fraction of YouTube’s traffic, it is up
significantly from just a few months ago.

Chris Cox, Facebook’s chief product officer,
said that video was still in its infancy on Face-
book. Ordinary users are just starting to learn
how to shoot great video on their smartphones,
and most professional video creators do not yet
know how to use the social network to amplify
their audiences.

The company itself is just beginning to grap-
ple with how to give its users a satisfying video
experience on the site.

Last December, Facebook began to play vid-
eos automatically, with the sound off, when users
scrolled past them in their news feeds. But the
feature, which can be turned off, upset some peo-
ple who had to pay for extra data use on their mo-
bile phones. Facebook has since changed the
auto-play function to minimize data consumption
and added an option for mobile users to enable
auto-play only when they are on a Wi-Fi connec-
tion.

Facebook also needed to upgrade its infra-

Facebook’s Feeds Give Videos a Boost

Continued on Page 7

By JAD MOUAWAD

Just a few years ago, airlines got their
weather reports by telex. Pilots pored over
reams of paper and compared the fore-
casts with their flight plans. Once airborne,
they depended on radio communications
and rudimentary radar to avoid bad
weather.

Now, pilots download detailed flight
plans and weather reports full of intricate
graphics onto tablet devices. Flight dis-
patchers track aircraft in real time and
provide up-to-the minute weather data.
New generations of airplane radar sys-
tems allow for easy in-flight adjustments.

The result? Fewer of the bumps, jolts
and spilled drinks that have been a part of
flying ever since the Wright Brothers.

“The secret sauce is how you use the
information,” said Tim Campbell, senior
vice president for air operations at Ameri-

can Airlines. “Fundamentally, it’s only a
forecast and it’s still weather.”

Stronger computing power, improved
satellite and radar technology and more
sophisticated scientific models have all
given airlines a more detailed understand-
ing of flying conditions. This means they
can better plan their operations before
flights — for instance by canceling flights
early and avoiding stranding passengers
at airports. During flights, they can better
navigate around storms and avoid turbu-
lence.

Weather accounted for 36 percent of
all airline delays in 2013, down from 50 per-
cent in 2003, according to the Bureau of
Transportation Statistics.

“Our seven-day forecast today is
about as accurate as a three-day forecast
was 10 years ago,” said Michael Pat Mur-
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Taking the Bump Out of Turbulence
In Search of Calmer Skies, Airlines Embrace Ever-Improving Weather Technology

Amanda Terborg, top, an Aviation Weather Center meteor-
ologist in Kansas City, Mo. Above, a jet flies out of a storm. Continued on Page 2
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The ostensible purpose of the
recent videos that show the be-
headings of two American jour-
nalists by Islamic militants is to
deter attacks — your missiles on

our positions will be-
get our knives on
Western hostages —
but the true aim is to
spread dread and ter-
ror.

The videos deliver
in miniature the same chilling
message as the footage of the
towers falling 13 years ago: Ev-
erything has changed, no one is
safe and the United States is im-
potent against true believers. It is
a memo from a foe that has ev-
erything to gain by goading
America into a fight in a faraway
land where its enemies are le-
gion. The tactic worked back
then. 

And while the videos convey
barbarism on an elemental level,
dismissing them as crude or one-
dimensional would be wrong. The
Islamic State in Iraq and Syria,
known as ISIS, clearly has a so-
phisticated production unit, with
good cameras, technically profi-
cient operators and editors who
have access to all the best tools.

What they made are modern

media artifacts being used to me-
dieval ends. The videos serve as
both propaganda and time ma-
chine, attempting to wipe away
centuries of civilization and sug-
gest that the dreamed-of caliph-
ate flourishes and blood is cheap
currency.

The real warriors in those vid-
eos are the journalists who were
killed, James Foley and Steven
Sotloff, who were trying to do a
terrible, dangerous job when
they were grabbed opportunisti-
cally in Syria. Innocent people
end up tragically caught in the
crossfire of war, but the targeting
of journalists who provide wit-
ness for the rest of us is particu-
larly appalling to people in the
news business. 

I initially had no interest in
seeing the videos — the behead-
ing of Daniel Pearl, a reporter for
The Wall Street Journal, in 2002 is
still fresh — but watched the foot-
age of Mr. Sotloff’s death after I
decided to write about it.

The mastery of medium and
message is evident in the careful
crafting of the video. (Anybody
who doubts the technical ability
of ISIS might want to watch a
documentary of Falluja that in-
cludes some remarkable drone
camera work.)

In the Sotloff clip, the enemy, in

Medieval
Message,
Modern
Delivery
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A video of a murder
shows evidence of
careful crafting.

By BRIAN X. CHEN

SAN FRANCISCO — Apple is trying to
have another iPod experience.

The company was not the first to cre-
ate a digital music player when it intro-
duced the iPod 13 years ago. But the de-
vice, with its click wheel and slick inte-
gration with the iTunes software that ran
on a computer, took digital music into the
mainstream.

Nor will Apple be the first to introduce
a so-called smartwatch when it unveils

as popular as the movies and television
shows featured in the Samsung ad.

Has that left an opening for Apple with
the product that the media has labeled
the iWatch? Perhaps, analysts say, if the
company can court partners in other in-
dustries like health care — health mon-
itoring is believed to be a major feature
— as cleverly as it courted the music in-
dustry.

Apple, based in Cupertino, Calif., spent 

known for the privacy controversy it has
caused as for its technical trailblazing.

Smartwatches have not fared much
better. Samsung, Apple’s biggest rival,
introduced the first of its six smart-
watches last year with a commercial that
recounted watches that have appeared in
science fiction entertainment, from “The
Jetsons” to “Star Trek.” A long list of oth-
er tech companies like Motorola and LG
have also introduced smartwatches, but
none of them have been anywhere near

its much-anticipated wristband device on
Tuesday, along with two iPhones. But if
the company gets it right, it could be the
first to make average people want to buy
one of these devices.

Wearable computers — attached to a
wrist, a belt, a lapel or even a head —
have so far been the property of serious
gadget enthusiasts and calorie-counting
fitness buffs. While a lot of attention has
been paid to Google Glass, for example,
the computer-in-eyewear is as well-
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went virtually unseen, losing
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“I didn’t want to ever be the
guy who did that,” Mr. Pohlad
said in an interview just before
unveiling his second directing ef-
fort — nearly a quarter-century
later.

The new movie, a musical biog-
raphy of the Beach Boys’ Brian
Wilson, titled “Love & Mercy,”
will have its world premiere on
Sunday night at the Toronto In-
ternational Film Festival. Written
by Oren Moverman, it stars both
Paul Dano and John Cusack as
the complicated Mr. Wilson at dif-
ferent points in his musically rich
but psychologically troubled life.

Other than that, details re-

mained scarce through the week-
end, even in the gossipy film mar-
ket. “No one has screened the
film yet, including Harvey — to-
tal mystery,” one film executive
said in an email. He was referring
to the well-wired indie film exec-
utive Harvey Weinstein, and
spoke on condition of anonymity

because of confidentiality stric-
tures.

The quiet approach is Mr. Poh-
lad’s way. A son and heir of the
Minnesota billionaire Carl Poh-
lad, who died in 2009, Mr. Pohlad
has for over two decades fi-
nanced and produced movies 
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Tube that took her fans behind the scenes to see
the preparations for her live performance last
month at the MTV Video Music Awards.

In the first four hours, Facebook users
watched the video 2.4 million times. On YouTube,
the four-minute clip garnered just a few thousand
views during that time.

The difference: Many of the singer’s 64 mil-
lion Facebook fans spotted the video in their news
feeds and shared it with their friends. People who
saw it on Google’s YouTube did not have such an
easy way to spread their enthusiasm.

“For us, Facebook has become the primary
platform that we use to communicate content to
fans,” said Lauren Wirtzer Seawood, head of digi-
tal at Parkwood Entertainment, Beyoncé’s man-
agement company.

YouTube is still the big gorilla of online video,
especially as an archive for work with lasting ap-
peal and as a place where creators can make
money from ads sold around their material. But
Facebook’s ability to use social connections to
make content popular quickly, along with
changes the social network has made to its news
feed to showcase video better, have helped fuel
rapid growth in the amount of video viewed on the

service over the last year.
Since June, Facebook, which has about 1.3

billion monthly users worldwide, has served up
an average of a billion video views a day, two-
thirds of them on mobile devices. About 100 mil-
lion new videos are uploaded every month. While
that is a small fraction of YouTube’s traffic, it is up
significantly from just a few months ago.

Chris Cox, Facebook’s chief product officer,
said that video was still in its infancy on Face-
book. Ordinary users are just starting to learn
how to shoot great video on their smartphones,
and most professional video creators do not yet
know how to use the social network to amplify
their audiences.

The company itself is just beginning to grap-
ple with how to give its users a satisfying video
experience on the site.

Last December, Facebook began to play vid-
eos automatically, with the sound off, when users
scrolled past them in their news feeds. But the
feature, which can be turned off, upset some peo-
ple who had to pay for extra data use on their mo-
bile phones. Facebook has since changed the
auto-play function to minimize data consumption
and added an option for mobile users to enable
auto-play only when they are on a Wi-Fi connec-
tion.

Facebook also needed to upgrade its infra-
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Now, pilots download detailed flight
plans and weather reports full of intricate
graphics onto tablet devices. Flight dis-
patchers track aircraft in real time and
provide up-to-the minute weather data.
New generations of airplane radar sys-
tems allow for easy in-flight adjustments.

The result? Fewer of the bumps, jolts
and spilled drinks that have been a part of
flying ever since the Wright Brothers.

“The secret sauce is how you use the
information,” said Tim Campbell, senior
vice president for air operations at Ameri-

can Airlines. “Fundamentally, it’s only a
forecast and it’s still weather.”

Stronger computing power, improved
satellite and radar technology and more
sophisticated scientific models have all
given airlines a more detailed understand-
ing of flying conditions. This means they
can better plan their operations before
flights — for instance by canceling flights
early and avoiding stranding passengers
at airports. During flights, they can better
navigate around storms and avoid turbu-
lence.

Weather accounted for 36 percent of
all airline delays in 2013, down from 50 per-
cent in 2003, according to the Bureau of
Transportation Statistics.

“Our seven-day forecast today is
about as accurate as a three-day forecast
was 10 years ago,” said Michael Pat Mur-
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have another iPod experience.
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ate a digital music player when it intro-
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vice, with its click wheel and slick inte-
gration with the iTunes software that ran
on a computer, took digital music into the
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shows featured in the Samsung ad.
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the product that the media has labeled
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have also introduced smartwatches, but
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The company itself is just beginning to grap-
ple with how to give its users a satisfying video
experience on the site.

Last December, Facebook began to play vid-
eos automatically, with the sound off, when users
scrolled past them in their news feeds. But the
feature, which can be turned off, upset some peo-
ple who had to pay for extra data use on their mo-
bile phones. Facebook has since changed the
auto-play function to minimize data consumption
and added an option for mobile users to enable
auto-play only when they are on a Wi-Fi connec-
tion.

Facebook also needed to upgrade its infra-

Facebook’s Feeds Give Videos a Boost

Continued on Page 7

By JAD MOUAWAD

Just a few years ago, airlines got their
weather reports by telex. Pilots pored over
reams of paper and compared the fore-
casts with their flight plans. Once airborne,
they depended on radio communications
and rudimentary radar to avoid bad
weather.

Now, pilots download detailed flight
plans and weather reports full of intricate
graphics onto tablet devices. Flight dis-
patchers track aircraft in real time and
provide up-to-the minute weather data.
New generations of airplane radar sys-
tems allow for easy in-flight adjustments.

The result? Fewer of the bumps, jolts
and spilled drinks that have been a part of
flying ever since the Wright Brothers.

“The secret sauce is how you use the
information,” said Tim Campbell, senior
vice president for air operations at Ameri-

can Airlines. “Fundamentally, it’s only a
forecast and it’s still weather.”

Stronger computing power, improved
satellite and radar technology and more
sophisticated scientific models have all
given airlines a more detailed understand-
ing of flying conditions. This means they
can better plan their operations before
flights — for instance by canceling flights
early and avoiding stranding passengers
at airports. During flights, they can better
navigate around storms and avoid turbu-
lence.

Weather accounted for 36 percent of
all airline delays in 2013, down from 50 per-
cent in 2003, according to the Bureau of
Transportation Statistics.

“Our seven-day forecast today is
about as accurate as a three-day forecast
was 10 years ago,” said Michael Pat Mur-

PHOTOGRAPHS BY DAN GILL FOR THE NEW YORK TIMES

Taking the Bump Out of Turbulence
In Search of Calmer Skies, Airlines Embrace Ever-Improving Weather Technology

Amanda Terborg, top, an Aviation Weather Center meteor-
ologist in Kansas City, Mo. Above, a jet flies out of a storm. Continued on Page 2

C M Y K Nxxx,2014-09-08,B,001,Bs-4C,E1



violence of the act displayed in a bloody tab-
leau. There is another cutaway, and the next 
potential victim is shown with a warning that 
he may be next.

“It is an interesting aesthetic choice not 
to show the actual beheading,” Alex Gibney, a 
documentary filmmaker, said. “I can’t be sure, 
but they seemed to dial it back just enough 
so that it would get passed around. In a way, 
it makes it all the more chilling, that it was so 
carefully stage-managed and edited to achieve 
the maximum impact.”

The act is shocking regardless of the con-
text. Remember near the end of Season 1 of 
“Game of Thrones,” when eddard Stark, a main 
character, was poised to lose his head? We ex-
pected an arrow to come in from stage right to 
save him, but it did not and the blade fell swiftly. 
The audacity of the scene was something peo-

ple talked about for weeks afterward, and the 
show’s unflinching violence has been a core ele-
ment of its escalating popularity.

And so it is in real life. Video beheadings 
are a triple death — murder and defilement in a 
public way — and YouTube becomes the pike on 
which the severed heads are displayed. The ac-
tual butchery of the act is minimized by strate-
gic editing, which suggests that the video is not 
an attempt at leverage but a carefully produced 
infomercial about how gangster and merciless 
ISIS is. It is a kind of global invitation: Come for 
the jihad and stay for the killing.

Writing in The New Yorker, Dexter Filkins 
did a remarkable job explaining what takes 
place in the videos.

“For the guys who signed up for ISIS — in-
cluding, especially, the masked man with the 
english accent who wielded the knife — killing 
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this case President Obama, is
shown through a video effects fil-
ter to make his visage in a news
conference about ISIS appear
distorted and sinister. An elec-
tronic buzz effect signals an in-
terruption — a kidnapping, if you
will — of the broadcast before a
graceful typographical segue
promises “A second message to
America.”

We are then in a desert, the ho-
rizon carefully situated at the
midpoint of a two-camera shoot.
There is thought put into the
wardrobe selection; the victim is
dressed in an iconic orange jump-
suit — a reference to detainees in
American custody — and the kill-
er costumed more as a ninja than
a jihadist, all in black and his face
obscured, holding a small knife
and holster. 

The actual murder is per-
formed in the unflinching sun-
light of the desert. (I thought
more than once of the brutally
clear morning of Sept. 11, 2001.)
Because sound is difficult to cap-
ture on a windy expanse of arid
land, the victim is wearing a lapel
mike. Mr. Sotloff introduces him-
self in sober tones and begins to
read a scripted statement off
what seems to be a teleprompter. 

The executioner is cocky and

ruthless, seemingly eager to get
to the task at hand. When he does
attack his bound victim, only the
beginning is shown and then
there is a fade to black. Once the
picture returns, the head of the
victim is carefully arranged on
the body, all the violence of the
act displayed in a bloody tableau.
There is another cutaway, and
the next potential victim is shown
with a warning that he may be
next.

“It is an interesting aesthetic
choice not to show the actual be-
heading,” Alex Gibney, a docu-
mentary filmmaker, said. “I can’t
be sure, but they seemed to dial it
back just enough so that it would
get passed around. In a way, it
makes it all the more chilling,
that it was so carefully stage-
managed and edited to achieve
the maximum impact.” 

The act is shocking regardless
of the context. Remember near
the end of Season 1 of “Game of
Thrones,” when Eddard Stark, a
main character, was poised to
lose his head? We expected an
arrow to come in from stage right
to save him, but it did not and the
blade fell swiftly. The audacity of
the scene was something people
talked about for weeks afterward,
and the show’s unflinching vio-
lence has been a core element of
its escalating popularity. 

And so it is in real life. Video
beheadings are a triple death —
murder and defilement in a pub-

lic way — and YouTube becomes
the pike on which the severed
heads are displayed. The actual
butchery of the act is minimized
by strategic editing, which sug-
gests that the video is not an at-
tempt at leverage but a carefully
produced infomercial about how
gangster and merciless ISIS is. It
is a kind of global invitation:
Come for the jihad and stay for
the killing.

Writing in The New Yorker,
Dexter Filkins did a remarkable
job explaining what takes place
in the videos.

“For the guys who signed up
for ISIS — including, especially,
the masked man with the English
accent who wielded the knife —
killing is the real point of being
there,” he wrote. 

Robert Baer, a former C.I.A. of-
ficer and the author of the com-
ing book “The Perfect Kill: 21
Laws for Assassins,” has worked
extensively in the Middle East
and continues to be in touch with
many of the factions there. He
points out that a lot of the jihad-
ists involved in filmed killings
seem to be from the West and
suggests that the combination of
swagger and brutality reflects
the worst of modern youth cul-
ture finding traction in the deadly
mission of jihad. 

“It is very old, going back to
the Middle Ages when people
were drawn and quartered, a vis-
ual lesson to the living of retribu-

tion,” he told me in a phone call,
“but it also reminds us that they
think that they can level the play-
ing field through their commit-
ment, that they are not going
away.” 

Many people have suggested
that those who hosted or passed
around the video have blood on
their hands by proxy. I wondered
what someone in the middle of
things would think of the videos’

dissemination. I called my friend
and colleague Tim Arango, who
is the Baghdad bureau chief for
The New York Times and has
been reporting in the region for
five years. 

“I think the more people who
watch it, the more people will
know what we are up against,” he
said from Istanbul, after many
months in Iraq. 

“I felt like I had to see them for
two reasons,” he said. “One, I
cover these guys and I need to
know what they are saying. And
two, if they are targeting Ameri-
can journalists in the region for
propaganda uses, you need to be
aware of what happened. You
don’t want to be the next guy
kneeling in the jumpsuit.”

Tim and I are old friends exam-
ining and discussing the same
thing over Skype despite being a
world apart, which is a wonder of
the age that we live in. But those
frictionless media dynamics car-
ry darker cargo as well. And in
the same way that the sheer size
of the World Trade Center was
used against itself, the modern
social media apparatus is now
used to menace us. 

We don’t want to look, but
some of us do and the rest of us
talk about it. ISIS seems to un-
derstand that the same forces
that carried the Ice Bucket Chal-
lenge’s message of uplift — the
desire to be part of something, to
be in the know — can be used to
spread fear and terror as well.

Email: carr@nytimes.com;
Twitter: @carr2n
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A frame from the video re-
leased by the Islamic State in
Iraq and Syria, of the death of
the journalist Steven Sotloff. 
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that consistently get more atten-
tion than he does.

He was a backer and a pro-
ducer of “12 Years a Slave,” which
won the best picture Oscar this
year. But Brad Pitt, one of his
producing partners, received far
more attention. Another pair of
Mr. Pohlad’s films, “The Tree of
Life” and “Brokeback Mountain,”
received best picture nomina-
tions without making him much
known outside Hollywood and his
hometown, Minneapolis. 

At this year’s Toronto festival,
Mr. Pohlad arrived as a producer
of “Wild,” with Reese Wither-
spoon, and “Time Out of Mind,”
which stars Richard Gere and
was written and directed by Mr.
Moverman.

But “Love & Mercy” will test
whether Mr. Pohlad has stepped
beyond a small group of fellow
scion-producers — including
Megan and David Ellison, the
children of the Oracle chief exec-
utive Lawrence J. Ellison, and the
Hyatt hotel heiress Gigi Pritzker
— to become a film director in his
own right.

Mr. Pohlad, 58, who spoke over
tea at the Shangri-La Hotel here
on Saturday, said he was always
certain that he would direct
again. But he crept back slowly,
partly because Hollywood is gen-
erally suspicious of film packag-
ers who fancy themselves cre-
ators. 

“I’ve always hated that ap-
pearance,” said Mr. Pohlad,
speaking of an old cliché: the pro-
ducer who really wants to direct.

In fact, Mr. Pohlad has paid his
dues in the directing craft. After
founding Minneapolis-based Riv-
er Road Entertainment in the late
1980s, he spent a decade directing
industrial films, commercials and
documentaries. 

But he also remained involved
with family banking, soft drink
bottling and other businesses
that are now largely run by his
two brothers. The family also
continues to own a stake in the
Minnesota Twins baseball fran-
chise, which his father owned un-
til his death. 

“Love & Mercy,” Mr. Pohlad

said, was financed with his own
money. Its budget, he said, was
“modest.”

The decision to keep the film
under wraps until its public festi-
val debut on Sunday night, Mr.
Pohlad added, owes something to
an acute sense of self-doubt. “As
an unknown, people are going to
be unsure,” he said, referring
largely to the potential buyers
who either will or won’t snap up
distribution rights being sold
here by both the Creative Artists
Agency and Lionsgate.

The summer has been rough
on musical biography. Clint East-
wood’s “Jersey Boys,” about the
Four Seasons, took in only about
$47 million at the domestic box
office for Warner Bros., while
Tate Taylor’s “Get On Up,” about
James Brown, had ticket sales of
just $30 million for Universal Pic-
tures through last week. 

And Mr. Wilson of the Beach
Boys is a particularly difficult
subject, given his evolution from
the singer-songwriter of sunny
hits like “Surfin’ U.S.A.” to his life
as a reclusive eccentric, with
plenty of hallucinogenic drug ex-
perimentation along the way.

“Love & Mercy,” said Mr. Poh-
lad, looks to the Beach Boys’ “Pet
Sounds” album, from 1966, as a
touchstone. The film has Mr.
Dano portraying Mr. Wilson in a
period of youthful vitality, while
Mr. Cusack inhabits his more
complicated later persona.

Mr. Pohlad said he became in-
terested in Mr. Wilson’s story
about two years ago, after being
forced to sideline a decades-old
dream project about the Formula
One racer Jackie Stewart. That
happened as its prospective writ-
er, Peter Morgan, instead under-
took another racing script, which
became Ron Howard’s “Rush.”
Rather than compete with that
film, Mr. Pohlad joined forces
with John Wells and Claire Rud-
nick Polstein, producers who had
been trying to make a Beach
Boys film and are now his part-
ners on “Love & Mercy.”

Mr. Wilson and his wife, Melin-
da, played in the film by Eliza-
beth Banks, were persuaded to
trust him with their life stories af-
ter being candidly advised that

movie biographies never turn out
quite the way their subjects
might wish. “Brian is not a huge
fan of social interaction,” Mr.
Pohlad said when asked if Mr.
Wilson might join a promotional
effort. 

As to whether the movie is all
that Mr. Pohlad had hoped for,
that should be clear by midweek,
as the Toronto buyers make their
choices.

“This is much more personal.
There’s much more on the line for
me,” he said. 

“I’m definitely nervous.”

A Producer Pins His Directing Hopes on the Biography of a Beach Boy
From First Business Page
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John Cusack, above, as the
Beach Boy Brian Wilson, and
Elizabeth Banks as his wife,
Melinda, in “Love & Mercy,”
the second feature in 24 years
to be directed by William M.
Pohlad. At left, Paul Dano
playing a younger Mr. Wilson.

“we were in agreement that a vi-
brant and growing publication
must have a leadership team that
is fully in sync on its mission and
how to achieve it.”

The decision comes, they
wrote, as the site plans an expan-
sion and needs “a leadership
team that shares our vision, am-
bitions and full faith.”

Politico’s staff should expect to
see more hiring, Mr. VandeHei
and Mr. Harris said, though there
were no plans to immediately
name a successor for Mr. Berke.
Bill Nichols, an editor at large,
will take over on an interim basis.

Mr. Berke said in his email that
he would look back with pride on
his 10 months at Politico. He cited
“sharper and more engaging”
stories on topics like the presi-
dent’s use of executive authority. 

“I saw a clear path to help
them take Politico to the next lev-
el,” said Mr. Berke. But in time,
he said, “it became clear that our
strategies were diverging.”

Mr. VandeHei declined to com-
ment, and Mr. Berke did not re-
spond to requests for comment.

By RAVI SOMAIYA

Richard L. Berke, the execu-
tive editor of Politico, has re-
signed from his position, he said
in an email to his staff on Sunday,
citing a disagreement over strat-
egy with the organization’s
founders, John F. Harris and Jim
VandeHei. 

Mr. Berke, who had been an as-
sistant managing editor at The
New York Times, joined Politico
in October, less than a year ago.

“While our overarching goals
are similar, Jim, John and I have
agreed to disagree over the strat-
egy for achieving those goals,” he
wrote. “There is no acrimony and
no drama — simply an accept-
ance by the three of us that the
dynamics were just not there for
us to function seamlessly.”

Mr. Berke’s resignation was ef-
fective immediately. The an-
nouncement appeared to have
taken Politico’s staff by surprise,
with one of them using the word
“shocked” to describe the news.

In a separate note to the staff,
Mr. VandeHei and Mr. Harris
said that for all Mr. Berke’s gifts,

Top Editor at Politico Quits
By MICHAEL CIEPLY

In their assault on mainstream
Hollywood, Menahem Golan and
Yoram Globus tried almost ev-
erything. Mr. Golan, who died
last month at the age of 85, and
Mr. Globus, cousins who founded
the Cannon Group, a B-film pow-
erhouse of the 1980s, released
cinematic sex romps like “Bole-
ro” with Bo Derek, bloody vigi-
lante sequels with Charles Bron-
son, and the occasional mésal-
liance with respected filmmakers
like John Cassavetes and Jean-
Luc Godard. 

But as with many freewheeling
independent film producers,
budgets rose, debt piled up, and
the company, a financial three-
ring circus, fell apart. 

For those who miss the drama
(and comedy and sex), there is
only one place to be on Monday
night. 

That is in Toronto’s Ryerson
Theater, where Mr. Golan and
Mr. Globus will rage again in the
Toronto International Film Festi-
val’s first screening of a new doc-
umentary, called “Electric Boo-

galoo: The Wild, Untold Story of
Cannon Films.”

Directed by Mark Hartley,
“Electric Boogaloo” takes its title
from the 1984 film “Breakin’ 2:
Electric Boogaloo.” It was one of
Cannon’s greatest hits, with all of
$15.1 million in domestic ticket
sales. 

Memories stirred by Mr. Har-
tley — an Australian filmmaker
who has explored such indelica-
cies as Filipino exploitation cine-
ma, in the documentary “Ma-
chete Maidens Unleashed!” —
are not warm and fuzzy. 

“You’ve given us nothing but
junk,” Frank Yablans, who was
chief operating officer of the
MGM/UA studio, recalls telling
Mr. Golan and Mr. Globus of films
like “Bolero” and “Sahara,”
which Cannon made for distribu-
tion by his company.

Mr. Yablans is among the 85
people whom Mr. Hartley inter-
viewed for “Electric Boogaloo.”
They include Ms. Derek, who ac-
cuses Cannon operatives of once
rifling through her bags for some
contested publicity photos.

But Mr. Golan and Mr. Globus,
though present in archived foot-
age, did not sit for interviews.
“They were interested — at first,”
Mr. Hartley wrote in a recent
email. Instead, the two surfaced
in a competing documentary,
called “The Go-Go Boys: The In-
side Story of Cannon Films,”
which screened during the
Cannes Film Festival in May.

Mr. Hartley said he has had no
personal experience with Mr. Go-
lan or Mr. Globus. But he was
“hounded” into filming their
story by genre film fans who
knew his earlier work, he said.

“It was also a story that I felt a
kinship with, being Australian,”
added Mr. Hartley. “It was about
brash outsiders desperately
wanting to be insiders.”

Documentary Looks Back at B-Film Powerhouse
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Menahem Golan, left, and Yoram Globus, in 1983. Their Can-
non Group made films like “Bolero,” which starred Bo Derek.
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this case President Obama, is
shown through a video effects fil-
ter to make his visage in a news
conference about ISIS appear
distorted and sinister. An elec-
tronic buzz effect signals an in-
terruption — a kidnapping, if you
will — of the broadcast before a
graceful typographical segue
promises “A second message to
America.”

We are then in a desert, the ho-
rizon carefully situated at the
midpoint of a two-camera shoot.
There is thought put into the
wardrobe selection; the victim is
dressed in an iconic orange jump-
suit — a reference to detainees in
American custody — and the kill-
er costumed more as a ninja than
a jihadist, all in black and his face
obscured, holding a small knife
and holster. 

The actual murder is per-
formed in the unflinching sun-
light of the desert. (I thought
more than once of the brutally
clear morning of Sept. 11, 2001.)
Because sound is difficult to cap-
ture on a windy expanse of arid
land, the victim is wearing a lapel
mike. Mr. Sotloff introduces him-
self in sober tones and begins to
read a scripted statement off
what seems to be a teleprompter. 

The executioner is cocky and

ruthless, seemingly eager to get
to the task at hand. When he does
attack his bound victim, only the
beginning is shown and then
there is a fade to black. Once the
picture returns, the head of the
victim is carefully arranged on
the body, all the violence of the
act displayed in a bloody tableau.
There is another cutaway, and
the next potential victim is shown
with a warning that he may be
next.

“It is an interesting aesthetic
choice not to show the actual be-
heading,” Alex Gibney, a docu-
mentary filmmaker, said. “I can’t
be sure, but they seemed to dial it
back just enough so that it would
get passed around. In a way, it
makes it all the more chilling,
that it was so carefully stage-
managed and edited to achieve
the maximum impact.” 

The act is shocking regardless
of the context. Remember near
the end of Season 1 of “Game of
Thrones,” when Eddard Stark, a
main character, was poised to
lose his head? We expected an
arrow to come in from stage right
to save him, but it did not and the
blade fell swiftly. The audacity of
the scene was something people
talked about for weeks afterward,
and the show’s unflinching vio-
lence has been a core element of
its escalating popularity. 

And so it is in real life. Video
beheadings are a triple death —
murder and defilement in a pub-

lic way — and YouTube becomes
the pike on which the severed
heads are displayed. The actual
butchery of the act is minimized
by strategic editing, which sug-
gests that the video is not an at-
tempt at leverage but a carefully
produced infomercial about how
gangster and merciless ISIS is. It
is a kind of global invitation:
Come for the jihad and stay for
the killing.

Writing in The New Yorker,
Dexter Filkins did a remarkable
job explaining what takes place
in the videos.

“For the guys who signed up
for ISIS — including, especially,
the masked man with the English
accent who wielded the knife —
killing is the real point of being
there,” he wrote. 

Robert Baer, a former C.I.A. of-
ficer and the author of the com-
ing book “The Perfect Kill: 21
Laws for Assassins,” has worked
extensively in the Middle East
and continues to be in touch with
many of the factions there. He
points out that a lot of the jihad-
ists involved in filmed killings
seem to be from the West and
suggests that the combination of
swagger and brutality reflects
the worst of modern youth cul-
ture finding traction in the deadly
mission of jihad. 

“It is very old, going back to
the Middle Ages when people
were drawn and quartered, a vis-
ual lesson to the living of retribu-

tion,” he told me in a phone call,
“but it also reminds us that they
think that they can level the play-
ing field through their commit-
ment, that they are not going
away.” 

Many people have suggested
that those who hosted or passed
around the video have blood on
their hands by proxy. I wondered
what someone in the middle of
things would think of the videos’

dissemination. I called my friend
and colleague Tim Arango, who
is the Baghdad bureau chief for
The New York Times and has
been reporting in the region for
five years. 

“I think the more people who
watch it, the more people will
know what we are up against,” he
said from Istanbul, after many
months in Iraq. 

“I felt like I had to see them for
two reasons,” he said. “One, I
cover these guys and I need to
know what they are saying. And
two, if they are targeting Ameri-
can journalists in the region for
propaganda uses, you need to be
aware of what happened. You
don’t want to be the next guy
kneeling in the jumpsuit.”

Tim and I are old friends exam-
ining and discussing the same
thing over Skype despite being a
world apart, which is a wonder of
the age that we live in. But those
frictionless media dynamics car-
ry darker cargo as well. And in
the same way that the sheer size
of the World Trade Center was
used against itself, the modern
social media apparatus is now
used to menace us. 

We don’t want to look, but
some of us do and the rest of us
talk about it. ISIS seems to un-
derstand that the same forces
that carried the Ice Bucket Chal-
lenge’s message of uplift — the
desire to be part of something, to
be in the know — can be used to
spread fear and terror as well.

Email: carr@nytimes.com;
Twitter: @carr2n
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A frame from the video re-
leased by the Islamic State in
Iraq and Syria, of the death of
the journalist Steven Sotloff. 
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that consistently get more atten-
tion than he does.

He was a backer and a pro-
ducer of “12 Years a Slave,” which
won the best picture Oscar this
year. But Brad Pitt, one of his
producing partners, received far
more attention. Another pair of
Mr. Pohlad’s films, “The Tree of
Life” and “Brokeback Mountain,”
received best picture nomina-
tions without making him much
known outside Hollywood and his
hometown, Minneapolis. 

At this year’s Toronto festival,
Mr. Pohlad arrived as a producer
of “Wild,” with Reese Wither-
spoon, and “Time Out of Mind,”
which stars Richard Gere and
was written and directed by Mr.
Moverman.

But “Love & Mercy” will test
whether Mr. Pohlad has stepped
beyond a small group of fellow
scion-producers — including
Megan and David Ellison, the
children of the Oracle chief exec-
utive Lawrence J. Ellison, and the
Hyatt hotel heiress Gigi Pritzker
— to become a film director in his
own right.

Mr. Pohlad, 58, who spoke over
tea at the Shangri-La Hotel here
on Saturday, said he was always
certain that he would direct
again. But he crept back slowly,
partly because Hollywood is gen-
erally suspicious of film packag-
ers who fancy themselves cre-
ators. 

“I’ve always hated that ap-
pearance,” said Mr. Pohlad,
speaking of an old cliché: the pro-
ducer who really wants to direct.

In fact, Mr. Pohlad has paid his
dues in the directing craft. After
founding Minneapolis-based Riv-
er Road Entertainment in the late
1980s, he spent a decade directing
industrial films, commercials and
documentaries. 

But he also remained involved
with family banking, soft drink
bottling and other businesses
that are now largely run by his
two brothers. The family also
continues to own a stake in the
Minnesota Twins baseball fran-
chise, which his father owned un-
til his death. 

“Love & Mercy,” Mr. Pohlad

said, was financed with his own
money. Its budget, he said, was
“modest.”

The decision to keep the film
under wraps until its public festi-
val debut on Sunday night, Mr.
Pohlad added, owes something to
an acute sense of self-doubt. “As
an unknown, people are going to
be unsure,” he said, referring
largely to the potential buyers
who either will or won’t snap up
distribution rights being sold
here by both the Creative Artists
Agency and Lionsgate.

The summer has been rough
on musical biography. Clint East-
wood’s “Jersey Boys,” about the
Four Seasons, took in only about
$47 million at the domestic box
office for Warner Bros., while
Tate Taylor’s “Get On Up,” about
James Brown, had ticket sales of
just $30 million for Universal Pic-
tures through last week. 

And Mr. Wilson of the Beach
Boys is a particularly difficult
subject, given his evolution from
the singer-songwriter of sunny
hits like “Surfin’ U.S.A.” to his life
as a reclusive eccentric, with
plenty of hallucinogenic drug ex-
perimentation along the way.

“Love & Mercy,” said Mr. Poh-
lad, looks to the Beach Boys’ “Pet
Sounds” album, from 1966, as a
touchstone. The film has Mr.
Dano portraying Mr. Wilson in a
period of youthful vitality, while
Mr. Cusack inhabits his more
complicated later persona.

Mr. Pohlad said he became in-
terested in Mr. Wilson’s story
about two years ago, after being
forced to sideline a decades-old
dream project about the Formula
One racer Jackie Stewart. That
happened as its prospective writ-
er, Peter Morgan, instead under-
took another racing script, which
became Ron Howard’s “Rush.”
Rather than compete with that
film, Mr. Pohlad joined forces
with John Wells and Claire Rud-
nick Polstein, producers who had
been trying to make a Beach
Boys film and are now his part-
ners on “Love & Mercy.”

Mr. Wilson and his wife, Melin-
da, played in the film by Eliza-
beth Banks, were persuaded to
trust him with their life stories af-
ter being candidly advised that

movie biographies never turn out
quite the way their subjects
might wish. “Brian is not a huge
fan of social interaction,” Mr.
Pohlad said when asked if Mr.
Wilson might join a promotional
effort. 

As to whether the movie is all
that Mr. Pohlad had hoped for,
that should be clear by midweek,
as the Toronto buyers make their
choices.

“This is much more personal.
There’s much more on the line for
me,” he said. 

“I’m definitely nervous.”

A Producer Pins His Directing Hopes on the Biography of a Beach Boy
From First Business Page
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John Cusack, above, as the
Beach Boy Brian Wilson, and
Elizabeth Banks as his wife,
Melinda, in “Love & Mercy,”
the second feature in 24 years
to be directed by William M.
Pohlad. At left, Paul Dano
playing a younger Mr. Wilson.

“we were in agreement that a vi-
brant and growing publication
must have a leadership team that
is fully in sync on its mission and
how to achieve it.”

The decision comes, they
wrote, as the site plans an expan-
sion and needs “a leadership
team that shares our vision, am-
bitions and full faith.”

Politico’s staff should expect to
see more hiring, Mr. VandeHei
and Mr. Harris said, though there
were no plans to immediately
name a successor for Mr. Berke.
Bill Nichols, an editor at large,
will take over on an interim basis.

Mr. Berke said in his email that
he would look back with pride on
his 10 months at Politico. He cited
“sharper and more engaging”
stories on topics like the presi-
dent’s use of executive authority. 

“I saw a clear path to help
them take Politico to the next lev-
el,” said Mr. Berke. But in time,
he said, “it became clear that our
strategies were diverging.”

Mr. VandeHei declined to com-
ment, and Mr. Berke did not re-
spond to requests for comment.

By RAVI SOMAIYA

Richard L. Berke, the execu-
tive editor of Politico, has re-
signed from his position, he said
in an email to his staff on Sunday,
citing a disagreement over strat-
egy with the organization’s
founders, John F. Harris and Jim
VandeHei. 

Mr. Berke, who had been an as-
sistant managing editor at The
New York Times, joined Politico
in October, less than a year ago.

“While our overarching goals
are similar, Jim, John and I have
agreed to disagree over the strat-
egy for achieving those goals,” he
wrote. “There is no acrimony and
no drama — simply an accept-
ance by the three of us that the
dynamics were just not there for
us to function seamlessly.”

Mr. Berke’s resignation was ef-
fective immediately. The an-
nouncement appeared to have
taken Politico’s staff by surprise,
with one of them using the word
“shocked” to describe the news.

In a separate note to the staff,
Mr. VandeHei and Mr. Harris
said that for all Mr. Berke’s gifts,

Top Editor at Politico Quits
By MICHAEL CIEPLY

In their assault on mainstream
Hollywood, Menahem Golan and
Yoram Globus tried almost ev-
erything. Mr. Golan, who died
last month at the age of 85, and
Mr. Globus, cousins who founded
the Cannon Group, a B-film pow-
erhouse of the 1980s, released
cinematic sex romps like “Bole-
ro” with Bo Derek, bloody vigi-
lante sequels with Charles Bron-
son, and the occasional mésal-
liance with respected filmmakers
like John Cassavetes and Jean-
Luc Godard. 

But as with many freewheeling
independent film producers,
budgets rose, debt piled up, and
the company, a financial three-
ring circus, fell apart. 

For those who miss the drama
(and comedy and sex), there is
only one place to be on Monday
night. 

That is in Toronto’s Ryerson
Theater, where Mr. Golan and
Mr. Globus will rage again in the
Toronto International Film Festi-
val’s first screening of a new doc-
umentary, called “Electric Boo-

galoo: The Wild, Untold Story of
Cannon Films.”

Directed by Mark Hartley,
“Electric Boogaloo” takes its title
from the 1984 film “Breakin’ 2:
Electric Boogaloo.” It was one of
Cannon’s greatest hits, with all of
$15.1 million in domestic ticket
sales. 

Memories stirred by Mr. Har-
tley — an Australian filmmaker
who has explored such indelica-
cies as Filipino exploitation cine-
ma, in the documentary “Ma-
chete Maidens Unleashed!” —
are not warm and fuzzy. 

“You’ve given us nothing but
junk,” Frank Yablans, who was
chief operating officer of the
MGM/UA studio, recalls telling
Mr. Golan and Mr. Globus of films
like “Bolero” and “Sahara,”
which Cannon made for distribu-
tion by his company.

Mr. Yablans is among the 85
people whom Mr. Hartley inter-
viewed for “Electric Boogaloo.”
They include Ms. Derek, who ac-
cuses Cannon operatives of once
rifling through her bags for some
contested publicity photos.

But Mr. Golan and Mr. Globus,
though present in archived foot-
age, did not sit for interviews.
“They were interested — at first,”
Mr. Hartley wrote in a recent
email. Instead, the two surfaced
in a competing documentary,
called “The Go-Go Boys: The In-
side Story of Cannon Films,”
which screened during the
Cannes Film Festival in May.

Mr. Hartley said he has had no
personal experience with Mr. Go-
lan or Mr. Globus. But he was
“hounded” into filming their
story by genre film fans who
knew his earlier work, he said.

“It was also a story that I felt a
kinship with, being Australian,”
added Mr. Hartley. “It was about
brash outsiders desperately
wanting to be insiders.”

Documentary Looks Back at B-Film Powerhouse
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Menahem Golan, left, and Yoram Globus, in 1983. Their Can-
non Group made films like “Bolero,” which starred Bo Derek.

Nxxx,2014-09-08,B,004,Bs-BW,E1

B4 N THE NEW YORK TIMES, MONDAY, SEPTEMBER 8, 2014

this case President Obama, is
shown through a video effects fil-
ter to make his visage in a news
conference about ISIS appear
distorted and sinister. An elec-
tronic buzz effect signals an in-
terruption — a kidnapping, if you
will — of the broadcast before a
graceful typographical segue
promises “A second message to
America.”

We are then in a desert, the ho-
rizon carefully situated at the
midpoint of a two-camera shoot.
There is thought put into the
wardrobe selection; the victim is
dressed in an iconic orange jump-
suit — a reference to detainees in
American custody — and the kill-
er costumed more as a ninja than
a jihadist, all in black and his face
obscured, holding a small knife
and holster. 

The actual murder is per-
formed in the unflinching sun-
light of the desert. (I thought
more than once of the brutally
clear morning of Sept. 11, 2001.)
Because sound is difficult to cap-
ture on a windy expanse of arid
land, the victim is wearing a lapel
mike. Mr. Sotloff introduces him-
self in sober tones and begins to
read a scripted statement off
what seems to be a teleprompter. 

The executioner is cocky and

ruthless, seemingly eager to get
to the task at hand. When he does
attack his bound victim, only the
beginning is shown and then
there is a fade to black. Once the
picture returns, the head of the
victim is carefully arranged on
the body, all the violence of the
act displayed in a bloody tableau.
There is another cutaway, and
the next potential victim is shown
with a warning that he may be
next.

“It is an interesting aesthetic
choice not to show the actual be-
heading,” Alex Gibney, a docu-
mentary filmmaker, said. “I can’t
be sure, but they seemed to dial it
back just enough so that it would
get passed around. In a way, it
makes it all the more chilling,
that it was so carefully stage-
managed and edited to achieve
the maximum impact.” 

The act is shocking regardless
of the context. Remember near
the end of Season 1 of “Game of
Thrones,” when Eddard Stark, a
main character, was poised to
lose his head? We expected an
arrow to come in from stage right
to save him, but it did not and the
blade fell swiftly. The audacity of
the scene was something people
talked about for weeks afterward,
and the show’s unflinching vio-
lence has been a core element of
its escalating popularity. 

And so it is in real life. Video
beheadings are a triple death —
murder and defilement in a pub-

lic way — and YouTube becomes
the pike on which the severed
heads are displayed. The actual
butchery of the act is minimized
by strategic editing, which sug-
gests that the video is not an at-
tempt at leverage but a carefully
produced infomercial about how
gangster and merciless ISIS is. It
is a kind of global invitation:
Come for the jihad and stay for
the killing.

Writing in The New Yorker,
Dexter Filkins did a remarkable
job explaining what takes place
in the videos.

“For the guys who signed up
for ISIS — including, especially,
the masked man with the English
accent who wielded the knife —
killing is the real point of being
there,” he wrote. 

Robert Baer, a former C.I.A. of-
ficer and the author of the com-
ing book “The Perfect Kill: 21
Laws for Assassins,” has worked
extensively in the Middle East
and continues to be in touch with
many of the factions there. He
points out that a lot of the jihad-
ists involved in filmed killings
seem to be from the West and
suggests that the combination of
swagger and brutality reflects
the worst of modern youth cul-
ture finding traction in the deadly
mission of jihad. 

“It is very old, going back to
the Middle Ages when people
were drawn and quartered, a vis-
ual lesson to the living of retribu-

tion,” he told me in a phone call,
“but it also reminds us that they
think that they can level the play-
ing field through their commit-
ment, that they are not going
away.” 

Many people have suggested
that those who hosted or passed
around the video have blood on
their hands by proxy. I wondered
what someone in the middle of
things would think of the videos’

dissemination. I called my friend
and colleague Tim Arango, who
is the Baghdad bureau chief for
The New York Times and has
been reporting in the region for
five years. 

“I think the more people who
watch it, the more people will
know what we are up against,” he
said from Istanbul, after many
months in Iraq. 

“I felt like I had to see them for
two reasons,” he said. “One, I
cover these guys and I need to
know what they are saying. And
two, if they are targeting Ameri-
can journalists in the region for
propaganda uses, you need to be
aware of what happened. You
don’t want to be the next guy
kneeling in the jumpsuit.”

Tim and I are old friends exam-
ining and discussing the same
thing over Skype despite being a
world apart, which is a wonder of
the age that we live in. But those
frictionless media dynamics car-
ry darker cargo as well. And in
the same way that the sheer size
of the World Trade Center was
used against itself, the modern
social media apparatus is now
used to menace us. 

We don’t want to look, but
some of us do and the rest of us
talk about it. ISIS seems to un-
derstand that the same forces
that carried the Ice Bucket Chal-
lenge’s message of uplift — the
desire to be part of something, to
be in the know — can be used to
spread fear and terror as well.

Email: carr@nytimes.com;
Twitter: @carr2n
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A frame from the video re-
leased by the Islamic State in
Iraq and Syria, of the death of
the journalist Steven Sotloff. 
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that consistently get more atten-
tion than he does.

He was a backer and a pro-
ducer of “12 Years a Slave,” which
won the best picture Oscar this
year. But Brad Pitt, one of his
producing partners, received far
more attention. Another pair of
Mr. Pohlad’s films, “The Tree of
Life” and “Brokeback Mountain,”
received best picture nomina-
tions without making him much
known outside Hollywood and his
hometown, Minneapolis. 

At this year’s Toronto festival,
Mr. Pohlad arrived as a producer
of “Wild,” with Reese Wither-
spoon, and “Time Out of Mind,”
which stars Richard Gere and
was written and directed by Mr.
Moverman.

But “Love & Mercy” will test
whether Mr. Pohlad has stepped
beyond a small group of fellow
scion-producers — including
Megan and David Ellison, the
children of the Oracle chief exec-
utive Lawrence J. Ellison, and the
Hyatt hotel heiress Gigi Pritzker
— to become a film director in his
own right.

Mr. Pohlad, 58, who spoke over
tea at the Shangri-La Hotel here
on Saturday, said he was always
certain that he would direct
again. But he crept back slowly,
partly because Hollywood is gen-
erally suspicious of film packag-
ers who fancy themselves cre-
ators. 

“I’ve always hated that ap-
pearance,” said Mr. Pohlad,
speaking of an old cliché: the pro-
ducer who really wants to direct.

In fact, Mr. Pohlad has paid his
dues in the directing craft. After
founding Minneapolis-based Riv-
er Road Entertainment in the late
1980s, he spent a decade directing
industrial films, commercials and
documentaries. 

But he also remained involved
with family banking, soft drink
bottling and other businesses
that are now largely run by his
two brothers. The family also
continues to own a stake in the
Minnesota Twins baseball fran-
chise, which his father owned un-
til his death. 

“Love & Mercy,” Mr. Pohlad

said, was financed with his own
money. Its budget, he said, was
“modest.”

The decision to keep the film
under wraps until its public festi-
val debut on Sunday night, Mr.
Pohlad added, owes something to
an acute sense of self-doubt. “As
an unknown, people are going to
be unsure,” he said, referring
largely to the potential buyers
who either will or won’t snap up
distribution rights being sold
here by both the Creative Artists
Agency and Lionsgate.

The summer has been rough
on musical biography. Clint East-
wood’s “Jersey Boys,” about the
Four Seasons, took in only about
$47 million at the domestic box
office for Warner Bros., while
Tate Taylor’s “Get On Up,” about
James Brown, had ticket sales of
just $30 million for Universal Pic-
tures through last week. 

And Mr. Wilson of the Beach
Boys is a particularly difficult
subject, given his evolution from
the singer-songwriter of sunny
hits like “Surfin’ U.S.A.” to his life
as a reclusive eccentric, with
plenty of hallucinogenic drug ex-
perimentation along the way.

“Love & Mercy,” said Mr. Poh-
lad, looks to the Beach Boys’ “Pet
Sounds” album, from 1966, as a
touchstone. The film has Mr.
Dano portraying Mr. Wilson in a
period of youthful vitality, while
Mr. Cusack inhabits his more
complicated later persona.

Mr. Pohlad said he became in-
terested in Mr. Wilson’s story
about two years ago, after being
forced to sideline a decades-old
dream project about the Formula
One racer Jackie Stewart. That
happened as its prospective writ-
er, Peter Morgan, instead under-
took another racing script, which
became Ron Howard’s “Rush.”
Rather than compete with that
film, Mr. Pohlad joined forces
with John Wells and Claire Rud-
nick Polstein, producers who had
been trying to make a Beach
Boys film and are now his part-
ners on “Love & Mercy.”

Mr. Wilson and his wife, Melin-
da, played in the film by Eliza-
beth Banks, were persuaded to
trust him with their life stories af-
ter being candidly advised that

movie biographies never turn out
quite the way their subjects
might wish. “Brian is not a huge
fan of social interaction,” Mr.
Pohlad said when asked if Mr.
Wilson might join a promotional
effort. 

As to whether the movie is all
that Mr. Pohlad had hoped for,
that should be clear by midweek,
as the Toronto buyers make their
choices.

“This is much more personal.
There’s much more on the line for
me,” he said. 

“I’m definitely nervous.”

A Producer Pins His Directing Hopes on the Biography of a Beach Boy
From First Business Page
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John Cusack, above, as the
Beach Boy Brian Wilson, and
Elizabeth Banks as his wife,
Melinda, in “Love & Mercy,”
the second feature in 24 years
to be directed by William M.
Pohlad. At left, Paul Dano
playing a younger Mr. Wilson.

“we were in agreement that a vi-
brant and growing publication
must have a leadership team that
is fully in sync on its mission and
how to achieve it.”

The decision comes, they
wrote, as the site plans an expan-
sion and needs “a leadership
team that shares our vision, am-
bitions and full faith.”

Politico’s staff should expect to
see more hiring, Mr. VandeHei
and Mr. Harris said, though there
were no plans to immediately
name a successor for Mr. Berke.
Bill Nichols, an editor at large,
will take over on an interim basis.

Mr. Berke said in his email that
he would look back with pride on
his 10 months at Politico. He cited
“sharper and more engaging”
stories on topics like the presi-
dent’s use of executive authority. 

“I saw a clear path to help
them take Politico to the next lev-
el,” said Mr. Berke. But in time,
he said, “it became clear that our
strategies were diverging.”

Mr. VandeHei declined to com-
ment, and Mr. Berke did not re-
spond to requests for comment.

By RAVI SOMAIYA

Richard L. Berke, the execu-
tive editor of Politico, has re-
signed from his position, he said
in an email to his staff on Sunday,
citing a disagreement over strat-
egy with the organization’s
founders, John F. Harris and Jim
VandeHei. 

Mr. Berke, who had been an as-
sistant managing editor at The
New York Times, joined Politico
in October, less than a year ago.

“While our overarching goals
are similar, Jim, John and I have
agreed to disagree over the strat-
egy for achieving those goals,” he
wrote. “There is no acrimony and
no drama — simply an accept-
ance by the three of us that the
dynamics were just not there for
us to function seamlessly.”

Mr. Berke’s resignation was ef-
fective immediately. The an-
nouncement appeared to have
taken Politico’s staff by surprise,
with one of them using the word
“shocked” to describe the news.

In a separate note to the staff,
Mr. VandeHei and Mr. Harris
said that for all Mr. Berke’s gifts,

Top Editor at Politico Quits
By MICHAEL CIEPLY

In their assault on mainstream
Hollywood, Menahem Golan and
Yoram Globus tried almost ev-
erything. Mr. Golan, who died
last month at the age of 85, and
Mr. Globus, cousins who founded
the Cannon Group, a B-film pow-
erhouse of the 1980s, released
cinematic sex romps like “Bole-
ro” with Bo Derek, bloody vigi-
lante sequels with Charles Bron-
son, and the occasional mésal-
liance with respected filmmakers
like John Cassavetes and Jean-
Luc Godard. 

But as with many freewheeling
independent film producers,
budgets rose, debt piled up, and
the company, a financial three-
ring circus, fell apart. 

For those who miss the drama
(and comedy and sex), there is
only one place to be on Monday
night. 

That is in Toronto’s Ryerson
Theater, where Mr. Golan and
Mr. Globus will rage again in the
Toronto International Film Festi-
val’s first screening of a new doc-
umentary, called “Electric Boo-

galoo: The Wild, Untold Story of
Cannon Films.”

Directed by Mark Hartley,
“Electric Boogaloo” takes its title
from the 1984 film “Breakin’ 2:
Electric Boogaloo.” It was one of
Cannon’s greatest hits, with all of
$15.1 million in domestic ticket
sales. 

Memories stirred by Mr. Har-
tley — an Australian filmmaker
who has explored such indelica-
cies as Filipino exploitation cine-
ma, in the documentary “Ma-
chete Maidens Unleashed!” —
are not warm and fuzzy. 

“You’ve given us nothing but
junk,” Frank Yablans, who was
chief operating officer of the
MGM/UA studio, recalls telling
Mr. Golan and Mr. Globus of films
like “Bolero” and “Sahara,”
which Cannon made for distribu-
tion by his company.

Mr. Yablans is among the 85
people whom Mr. Hartley inter-
viewed for “Electric Boogaloo.”
They include Ms. Derek, who ac-
cuses Cannon operatives of once
rifling through her bags for some
contested publicity photos.

But Mr. Golan and Mr. Globus,
though present in archived foot-
age, did not sit for interviews.
“They were interested — at first,”
Mr. Hartley wrote in a recent
email. Instead, the two surfaced
in a competing documentary,
called “The Go-Go Boys: The In-
side Story of Cannon Films,”
which screened during the
Cannes Film Festival in May.

Mr. Hartley said he has had no
personal experience with Mr. Go-
lan or Mr. Globus. But he was
“hounded” into filming their
story by genre film fans who
knew his earlier work, he said.

“It was also a story that I felt a
kinship with, being Australian,”
added Mr. Hartley. “It was about
brash outsiders desperately
wanting to be insiders.”

Documentary Looks Back at B-Film Powerhouse
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Menahem Golan, left, and Yoram Globus, in 1983. Their Can-
non Group made films like “Bolero,” which starred Bo Derek.
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this case President Obama, is
shown through a video effects fil-
ter to make his visage in a news
conference about ISIS appear
distorted and sinister. An elec-
tronic buzz effect signals an in-
terruption — a kidnapping, if you
will — of the broadcast before a
graceful typographical segue
promises “A second message to
America.”

We are then in a desert, the ho-
rizon carefully situated at the
midpoint of a two-camera shoot.
There is thought put into the
wardrobe selection; the victim is
dressed in an iconic orange jump-
suit — a reference to detainees in
American custody — and the kill-
er costumed more as a ninja than
a jihadist, all in black and his face
obscured, holding a small knife
and holster. 

The actual murder is per-
formed in the unflinching sun-
light of the desert. (I thought
more than once of the brutally
clear morning of Sept. 11, 2001.)
Because sound is difficult to cap-
ture on a windy expanse of arid
land, the victim is wearing a lapel
mike. Mr. Sotloff introduces him-
self in sober tones and begins to
read a scripted statement off
what seems to be a teleprompter. 

The executioner is cocky and

ruthless, seemingly eager to get
to the task at hand. When he does
attack his bound victim, only the
beginning is shown and then
there is a fade to black. Once the
picture returns, the head of the
victim is carefully arranged on
the body, all the violence of the
act displayed in a bloody tableau.
There is another cutaway, and
the next potential victim is shown
with a warning that he may be
next.

“It is an interesting aesthetic
choice not to show the actual be-
heading,” Alex Gibney, a docu-
mentary filmmaker, said. “I can’t
be sure, but they seemed to dial it
back just enough so that it would
get passed around. In a way, it
makes it all the more chilling,
that it was so carefully stage-
managed and edited to achieve
the maximum impact.” 

The act is shocking regardless
of the context. Remember near
the end of Season 1 of “Game of
Thrones,” when Eddard Stark, a
main character, was poised to
lose his head? We expected an
arrow to come in from stage right
to save him, but it did not and the
blade fell swiftly. The audacity of
the scene was something people
talked about for weeks afterward,
and the show’s unflinching vio-
lence has been a core element of
its escalating popularity. 

And so it is in real life. Video
beheadings are a triple death —
murder and defilement in a pub-

lic way — and YouTube becomes
the pike on which the severed
heads are displayed. The actual
butchery of the act is minimized
by strategic editing, which sug-
gests that the video is not an at-
tempt at leverage but a carefully
produced infomercial about how
gangster and merciless ISIS is. It
is a kind of global invitation:
Come for the jihad and stay for
the killing.

Writing in The New Yorker,
Dexter Filkins did a remarkable
job explaining what takes place
in the videos.

“For the guys who signed up
for ISIS — including, especially,
the masked man with the English
accent who wielded the knife —
killing is the real point of being
there,” he wrote. 

Robert Baer, a former C.I.A. of-
ficer and the author of the com-
ing book “The Perfect Kill: 21
Laws for Assassins,” has worked
extensively in the Middle East
and continues to be in touch with
many of the factions there. He
points out that a lot of the jihad-
ists involved in filmed killings
seem to be from the West and
suggests that the combination of
swagger and brutality reflects
the worst of modern youth cul-
ture finding traction in the deadly
mission of jihad. 

“It is very old, going back to
the Middle Ages when people
were drawn and quartered, a vis-
ual lesson to the living of retribu-

tion,” he told me in a phone call,
“but it also reminds us that they
think that they can level the play-
ing field through their commit-
ment, that they are not going
away.” 

Many people have suggested
that those who hosted or passed
around the video have blood on
their hands by proxy. I wondered
what someone in the middle of
things would think of the videos’

dissemination. I called my friend
and colleague Tim Arango, who
is the Baghdad bureau chief for
The New York Times and has
been reporting in the region for
five years. 

“I think the more people who
watch it, the more people will
know what we are up against,” he
said from Istanbul, after many
months in Iraq. 

“I felt like I had to see them for
two reasons,” he said. “One, I
cover these guys and I need to
know what they are saying. And
two, if they are targeting Ameri-
can journalists in the region for
propaganda uses, you need to be
aware of what happened. You
don’t want to be the next guy
kneeling in the jumpsuit.”

Tim and I are old friends exam-
ining and discussing the same
thing over Skype despite being a
world apart, which is a wonder of
the age that we live in. But those
frictionless media dynamics car-
ry darker cargo as well. And in
the same way that the sheer size
of the World Trade Center was
used against itself, the modern
social media apparatus is now
used to menace us. 

We don’t want to look, but
some of us do and the rest of us
talk about it. ISIS seems to un-
derstand that the same forces
that carried the Ice Bucket Chal-
lenge’s message of uplift — the
desire to be part of something, to
be in the know — can be used to
spread fear and terror as well.

Email: carr@nytimes.com;
Twitter: @carr2n
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A frame from the video re-
leased by the Islamic State in
Iraq and Syria, of the death of
the journalist Steven Sotloff. 
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that consistently get more atten-
tion than he does.

He was a backer and a pro-
ducer of “12 Years a Slave,” which
won the best picture Oscar this
year. But Brad Pitt, one of his
producing partners, received far
more attention. Another pair of
Mr. Pohlad’s films, “The Tree of
Life” and “Brokeback Mountain,”
received best picture nomina-
tions without making him much
known outside Hollywood and his
hometown, Minneapolis. 

At this year’s Toronto festival,
Mr. Pohlad arrived as a producer
of “Wild,” with Reese Wither-
spoon, and “Time Out of Mind,”
which stars Richard Gere and
was written and directed by Mr.
Moverman.

But “Love & Mercy” will test
whether Mr. Pohlad has stepped
beyond a small group of fellow
scion-producers — including
Megan and David Ellison, the
children of the Oracle chief exec-
utive Lawrence J. Ellison, and the
Hyatt hotel heiress Gigi Pritzker
— to become a film director in his
own right.

Mr. Pohlad, 58, who spoke over
tea at the Shangri-La Hotel here
on Saturday, said he was always
certain that he would direct
again. But he crept back slowly,
partly because Hollywood is gen-
erally suspicious of film packag-
ers who fancy themselves cre-
ators. 

“I’ve always hated that ap-
pearance,” said Mr. Pohlad,
speaking of an old cliché: the pro-
ducer who really wants to direct.

In fact, Mr. Pohlad has paid his
dues in the directing craft. After
founding Minneapolis-based Riv-
er Road Entertainment in the late
1980s, he spent a decade directing
industrial films, commercials and
documentaries. 

But he also remained involved
with family banking, soft drink
bottling and other businesses
that are now largely run by his
two brothers. The family also
continues to own a stake in the
Minnesota Twins baseball fran-
chise, which his father owned un-
til his death. 

“Love & Mercy,” Mr. Pohlad

said, was financed with his own
money. Its budget, he said, was
“modest.”

The decision to keep the film
under wraps until its public festi-
val debut on Sunday night, Mr.
Pohlad added, owes something to
an acute sense of self-doubt. “As
an unknown, people are going to
be unsure,” he said, referring
largely to the potential buyers
who either will or won’t snap up
distribution rights being sold
here by both the Creative Artists
Agency and Lionsgate.

The summer has been rough
on musical biography. Clint East-
wood’s “Jersey Boys,” about the
Four Seasons, took in only about
$47 million at the domestic box
office for Warner Bros., while
Tate Taylor’s “Get On Up,” about
James Brown, had ticket sales of
just $30 million for Universal Pic-
tures through last week. 

And Mr. Wilson of the Beach
Boys is a particularly difficult
subject, given his evolution from
the singer-songwriter of sunny
hits like “Surfin’ U.S.A.” to his life
as a reclusive eccentric, with
plenty of hallucinogenic drug ex-
perimentation along the way.

“Love & Mercy,” said Mr. Poh-
lad, looks to the Beach Boys’ “Pet
Sounds” album, from 1966, as a
touchstone. The film has Mr.
Dano portraying Mr. Wilson in a
period of youthful vitality, while
Mr. Cusack inhabits his more
complicated later persona.

Mr. Pohlad said he became in-
terested in Mr. Wilson’s story
about two years ago, after being
forced to sideline a decades-old
dream project about the Formula
One racer Jackie Stewart. That
happened as its prospective writ-
er, Peter Morgan, instead under-
took another racing script, which
became Ron Howard’s “Rush.”
Rather than compete with that
film, Mr. Pohlad joined forces
with John Wells and Claire Rud-
nick Polstein, producers who had
been trying to make a Beach
Boys film and are now his part-
ners on “Love & Mercy.”

Mr. Wilson and his wife, Melin-
da, played in the film by Eliza-
beth Banks, were persuaded to
trust him with their life stories af-
ter being candidly advised that

movie biographies never turn out
quite the way their subjects
might wish. “Brian is not a huge
fan of social interaction,” Mr.
Pohlad said when asked if Mr.
Wilson might join a promotional
effort. 

As to whether the movie is all
that Mr. Pohlad had hoped for,
that should be clear by midweek,
as the Toronto buyers make their
choices.

“This is much more personal.
There’s much more on the line for
me,” he said. 

“I’m definitely nervous.”

A Producer Pins His Directing Hopes on the Biography of a Beach Boy
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John Cusack, above, as the
Beach Boy Brian Wilson, and
Elizabeth Banks as his wife,
Melinda, in “Love & Mercy,”
the second feature in 24 years
to be directed by William M.
Pohlad. At left, Paul Dano
playing a younger Mr. Wilson.

“we were in agreement that a vi-
brant and growing publication
must have a leadership team that
is fully in sync on its mission and
how to achieve it.”

The decision comes, they
wrote, as the site plans an expan-
sion and needs “a leadership
team that shares our vision, am-
bitions and full faith.”

Politico’s staff should expect to
see more hiring, Mr. VandeHei
and Mr. Harris said, though there
were no plans to immediately
name a successor for Mr. Berke.
Bill Nichols, an editor at large,
will take over on an interim basis.

Mr. Berke said in his email that
he would look back with pride on
his 10 months at Politico. He cited
“sharper and more engaging”
stories on topics like the presi-
dent’s use of executive authority. 

“I saw a clear path to help
them take Politico to the next lev-
el,” said Mr. Berke. But in time,
he said, “it became clear that our
strategies were diverging.”

Mr. VandeHei declined to com-
ment, and Mr. Berke did not re-
spond to requests for comment.

By RAVI SOMAIYA

Richard L. Berke, the execu-
tive editor of Politico, has re-
signed from his position, he said
in an email to his staff on Sunday,
citing a disagreement over strat-
egy with the organization’s
founders, John F. Harris and Jim
VandeHei. 

Mr. Berke, who had been an as-
sistant managing editor at The
New York Times, joined Politico
in October, less than a year ago.

“While our overarching goals
are similar, Jim, John and I have
agreed to disagree over the strat-
egy for achieving those goals,” he
wrote. “There is no acrimony and
no drama — simply an accept-
ance by the three of us that the
dynamics were just not there for
us to function seamlessly.”

Mr. Berke’s resignation was ef-
fective immediately. The an-
nouncement appeared to have
taken Politico’s staff by surprise,
with one of them using the word
“shocked” to describe the news.

In a separate note to the staff,
Mr. VandeHei and Mr. Harris
said that for all Mr. Berke’s gifts,

Top Editor at Politico Quits
By MICHAEL CIEPLY

In their assault on mainstream
Hollywood, Menahem Golan and
Yoram Globus tried almost ev-
erything. Mr. Golan, who died
last month at the age of 85, and
Mr. Globus, cousins who founded
the Cannon Group, a B-film pow-
erhouse of the 1980s, released
cinematic sex romps like “Bole-
ro” with Bo Derek, bloody vigi-
lante sequels with Charles Bron-
son, and the occasional mésal-
liance with respected filmmakers
like John Cassavetes and Jean-
Luc Godard. 

But as with many freewheeling
independent film producers,
budgets rose, debt piled up, and
the company, a financial three-
ring circus, fell apart. 

For those who miss the drama
(and comedy and sex), there is
only one place to be on Monday
night. 

That is in Toronto’s Ryerson
Theater, where Mr. Golan and
Mr. Globus will rage again in the
Toronto International Film Festi-
val’s first screening of a new doc-
umentary, called “Electric Boo-

galoo: The Wild, Untold Story of
Cannon Films.”

Directed by Mark Hartley,
“Electric Boogaloo” takes its title
from the 1984 film “Breakin’ 2:
Electric Boogaloo.” It was one of
Cannon’s greatest hits, with all of
$15.1 million in domestic ticket
sales. 

Memories stirred by Mr. Har-
tley — an Australian filmmaker
who has explored such indelica-
cies as Filipino exploitation cine-
ma, in the documentary “Ma-
chete Maidens Unleashed!” —
are not warm and fuzzy. 

“You’ve given us nothing but
junk,” Frank Yablans, who was
chief operating officer of the
MGM/UA studio, recalls telling
Mr. Golan and Mr. Globus of films
like “Bolero” and “Sahara,”
which Cannon made for distribu-
tion by his company.

Mr. Yablans is among the 85
people whom Mr. Hartley inter-
viewed for “Electric Boogaloo.”
They include Ms. Derek, who ac-
cuses Cannon operatives of once
rifling through her bags for some
contested publicity photos.

But Mr. Golan and Mr. Globus,
though present in archived foot-
age, did not sit for interviews.
“They were interested — at first,”
Mr. Hartley wrote in a recent
email. Instead, the two surfaced
in a competing documentary,
called “The Go-Go Boys: The In-
side Story of Cannon Films,”
which screened during the
Cannes Film Festival in May.

Mr. Hartley said he has had no
personal experience with Mr. Go-
lan or Mr. Globus. But he was
“hounded” into filming their
story by genre film fans who
knew his earlier work, he said.

“It was also a story that I felt a
kinship with, being Australian,”
added Mr. Hartley. “It was about
brash outsiders desperately
wanting to be insiders.”

Documentary Looks Back at B-Film Powerhouse
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Menahem Golan, left, and Yoram Globus, in 1983. Their Can-
non Group made films like “Bolero,” which starred Bo Derek.
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this case President Obama, is
shown through a video effects fil-
ter to make his visage in a news
conference about ISIS appear
distorted and sinister. An elec-
tronic buzz effect signals an in-
terruption — a kidnapping, if you
will — of the broadcast before a
graceful typographical segue
promises “A second message to
America.”

We are then in a desert, the ho-
rizon carefully situated at the
midpoint of a two-camera shoot.
There is thought put into the
wardrobe selection; the victim is
dressed in an iconic orange jump-
suit — a reference to detainees in
American custody — and the kill-
er costumed more as a ninja than
a jihadist, all in black and his face
obscured, holding a small knife
and holster. 

The actual murder is per-
formed in the unflinching sun-
light of the desert. (I thought
more than once of the brutally
clear morning of Sept. 11, 2001.)
Because sound is difficult to cap-
ture on a windy expanse of arid
land, the victim is wearing a lapel
mike. Mr. Sotloff introduces him-
self in sober tones and begins to
read a scripted statement off
what seems to be a teleprompter. 

The executioner is cocky and

ruthless, seemingly eager to get
to the task at hand. When he does
attack his bound victim, only the
beginning is shown and then
there is a fade to black. Once the
picture returns, the head of the
victim is carefully arranged on
the body, all the violence of the
act displayed in a bloody tableau.
There is another cutaway, and
the next potential victim is shown
with a warning that he may be
next.

“It is an interesting aesthetic
choice not to show the actual be-
heading,” Alex Gibney, a docu-
mentary filmmaker, said. “I can’t
be sure, but they seemed to dial it
back just enough so that it would
get passed around. In a way, it
makes it all the more chilling,
that it was so carefully stage-
managed and edited to achieve
the maximum impact.” 

The act is shocking regardless
of the context. Remember near
the end of Season 1 of “Game of
Thrones,” when Eddard Stark, a
main character, was poised to
lose his head? We expected an
arrow to come in from stage right
to save him, but it did not and the
blade fell swiftly. The audacity of
the scene was something people
talked about for weeks afterward,
and the show’s unflinching vio-
lence has been a core element of
its escalating popularity. 

And so it is in real life. Video
beheadings are a triple death —
murder and defilement in a pub-

lic way — and YouTube becomes
the pike on which the severed
heads are displayed. The actual
butchery of the act is minimized
by strategic editing, which sug-
gests that the video is not an at-
tempt at leverage but a carefully
produced infomercial about how
gangster and merciless ISIS is. It
is a kind of global invitation:
Come for the jihad and stay for
the killing.

Writing in The New Yorker,
Dexter Filkins did a remarkable
job explaining what takes place
in the videos.

“For the guys who signed up
for ISIS — including, especially,
the masked man with the English
accent who wielded the knife —
killing is the real point of being
there,” he wrote. 

Robert Baer, a former C.I.A. of-
ficer and the author of the com-
ing book “The Perfect Kill: 21
Laws for Assassins,” has worked
extensively in the Middle East
and continues to be in touch with
many of the factions there. He
points out that a lot of the jihad-
ists involved in filmed killings
seem to be from the West and
suggests that the combination of
swagger and brutality reflects
the worst of modern youth cul-
ture finding traction in the deadly
mission of jihad. 

“It is very old, going back to
the Middle Ages when people
were drawn and quartered, a vis-
ual lesson to the living of retribu-

tion,” he told me in a phone call,
“but it also reminds us that they
think that they can level the play-
ing field through their commit-
ment, that they are not going
away.” 

Many people have suggested
that those who hosted or passed
around the video have blood on
their hands by proxy. I wondered
what someone in the middle of
things would think of the videos’

dissemination. I called my friend
and colleague Tim Arango, who
is the Baghdad bureau chief for
The New York Times and has
been reporting in the region for
five years. 

“I think the more people who
watch it, the more people will
know what we are up against,” he
said from Istanbul, after many
months in Iraq. 

“I felt like I had to see them for
two reasons,” he said. “One, I
cover these guys and I need to
know what they are saying. And
two, if they are targeting Ameri-
can journalists in the region for
propaganda uses, you need to be
aware of what happened. You
don’t want to be the next guy
kneeling in the jumpsuit.”

Tim and I are old friends exam-
ining and discussing the same
thing over Skype despite being a
world apart, which is a wonder of
the age that we live in. But those
frictionless media dynamics car-
ry darker cargo as well. And in
the same way that the sheer size
of the World Trade Center was
used against itself, the modern
social media apparatus is now
used to menace us. 

We don’t want to look, but
some of us do and the rest of us
talk about it. ISIS seems to un-
derstand that the same forces
that carried the Ice Bucket Chal-
lenge’s message of uplift — the
desire to be part of something, to
be in the know — can be used to
spread fear and terror as well.

Email: carr@nytimes.com;
Twitter: @carr2n
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A frame from the video re-
leased by the Islamic State in
Iraq and Syria, of the death of
the journalist Steven Sotloff. 
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that consistently get more atten-
tion than he does.

He was a backer and a pro-
ducer of “12 Years a Slave,” which
won the best picture Oscar this
year. But Brad Pitt, one of his
producing partners, received far
more attention. Another pair of
Mr. Pohlad’s films, “The Tree of
Life” and “Brokeback Mountain,”
received best picture nomina-
tions without making him much
known outside Hollywood and his
hometown, Minneapolis. 

At this year’s Toronto festival,
Mr. Pohlad arrived as a producer
of “Wild,” with Reese Wither-
spoon, and “Time Out of Mind,”
which stars Richard Gere and
was written and directed by Mr.
Moverman.

But “Love & Mercy” will test
whether Mr. Pohlad has stepped
beyond a small group of fellow
scion-producers — including
Megan and David Ellison, the
children of the Oracle chief exec-
utive Lawrence J. Ellison, and the
Hyatt hotel heiress Gigi Pritzker
— to become a film director in his
own right.

Mr. Pohlad, 58, who spoke over
tea at the Shangri-La Hotel here
on Saturday, said he was always
certain that he would direct
again. But he crept back slowly,
partly because Hollywood is gen-
erally suspicious of film packag-
ers who fancy themselves cre-
ators. 

“I’ve always hated that ap-
pearance,” said Mr. Pohlad,
speaking of an old cliché: the pro-
ducer who really wants to direct.

In fact, Mr. Pohlad has paid his
dues in the directing craft. After
founding Minneapolis-based Riv-
er Road Entertainment in the late
1980s, he spent a decade directing
industrial films, commercials and
documentaries. 

But he also remained involved
with family banking, soft drink
bottling and other businesses
that are now largely run by his
two brothers. The family also
continues to own a stake in the
Minnesota Twins baseball fran-
chise, which his father owned un-
til his death. 

“Love & Mercy,” Mr. Pohlad

said, was financed with his own
money. Its budget, he said, was
“modest.”

The decision to keep the film
under wraps until its public festi-
val debut on Sunday night, Mr.
Pohlad added, owes something to
an acute sense of self-doubt. “As
an unknown, people are going to
be unsure,” he said, referring
largely to the potential buyers
who either will or won’t snap up
distribution rights being sold
here by both the Creative Artists
Agency and Lionsgate.

The summer has been rough
on musical biography. Clint East-
wood’s “Jersey Boys,” about the
Four Seasons, took in only about
$47 million at the domestic box
office for Warner Bros., while
Tate Taylor’s “Get On Up,” about
James Brown, had ticket sales of
just $30 million for Universal Pic-
tures through last week. 

And Mr. Wilson of the Beach
Boys is a particularly difficult
subject, given his evolution from
the singer-songwriter of sunny
hits like “Surfin’ U.S.A.” to his life
as a reclusive eccentric, with
plenty of hallucinogenic drug ex-
perimentation along the way.

“Love & Mercy,” said Mr. Poh-
lad, looks to the Beach Boys’ “Pet
Sounds” album, from 1966, as a
touchstone. The film has Mr.
Dano portraying Mr. Wilson in a
period of youthful vitality, while
Mr. Cusack inhabits his more
complicated later persona.

Mr. Pohlad said he became in-
terested in Mr. Wilson’s story
about two years ago, after being
forced to sideline a decades-old
dream project about the Formula
One racer Jackie Stewart. That
happened as its prospective writ-
er, Peter Morgan, instead under-
took another racing script, which
became Ron Howard’s “Rush.”
Rather than compete with that
film, Mr. Pohlad joined forces
with John Wells and Claire Rud-
nick Polstein, producers who had
been trying to make a Beach
Boys film and are now his part-
ners on “Love & Mercy.”

Mr. Wilson and his wife, Melin-
da, played in the film by Eliza-
beth Banks, were persuaded to
trust him with their life stories af-
ter being candidly advised that

movie biographies never turn out
quite the way their subjects
might wish. “Brian is not a huge
fan of social interaction,” Mr.
Pohlad said when asked if Mr.
Wilson might join a promotional
effort. 

As to whether the movie is all
that Mr. Pohlad had hoped for,
that should be clear by midweek,
as the Toronto buyers make their
choices.

“This is much more personal.
There’s much more on the line for
me,” he said. 

“I’m definitely nervous.”

A Producer Pins His Directing Hopes on the Biography of a Beach Boy
From First Business Page
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John Cusack, above, as the
Beach Boy Brian Wilson, and
Elizabeth Banks as his wife,
Melinda, in “Love & Mercy,”
the second feature in 24 years
to be directed by William M.
Pohlad. At left, Paul Dano
playing a younger Mr. Wilson.

“we were in agreement that a vi-
brant and growing publication
must have a leadership team that
is fully in sync on its mission and
how to achieve it.”

The decision comes, they
wrote, as the site plans an expan-
sion and needs “a leadership
team that shares our vision, am-
bitions and full faith.”

Politico’s staff should expect to
see more hiring, Mr. VandeHei
and Mr. Harris said, though there
were no plans to immediately
name a successor for Mr. Berke.
Bill Nichols, an editor at large,
will take over on an interim basis.

Mr. Berke said in his email that
he would look back with pride on
his 10 months at Politico. He cited
“sharper and more engaging”
stories on topics like the presi-
dent’s use of executive authority. 

“I saw a clear path to help
them take Politico to the next lev-
el,” said Mr. Berke. But in time,
he said, “it became clear that our
strategies were diverging.”

Mr. VandeHei declined to com-
ment, and Mr. Berke did not re-
spond to requests for comment.

By RAVI SOMAIYA

Richard L. Berke, the execu-
tive editor of Politico, has re-
signed from his position, he said
in an email to his staff on Sunday,
citing a disagreement over strat-
egy with the organization’s
founders, John F. Harris and Jim
VandeHei. 

Mr. Berke, who had been an as-
sistant managing editor at The
New York Times, joined Politico
in October, less than a year ago.

“While our overarching goals
are similar, Jim, John and I have
agreed to disagree over the strat-
egy for achieving those goals,” he
wrote. “There is no acrimony and
no drama — simply an accept-
ance by the three of us that the
dynamics were just not there for
us to function seamlessly.”

Mr. Berke’s resignation was ef-
fective immediately. The an-
nouncement appeared to have
taken Politico’s staff by surprise,
with one of them using the word
“shocked” to describe the news.

In a separate note to the staff,
Mr. VandeHei and Mr. Harris
said that for all Mr. Berke’s gifts,

Top Editor at Politico Quits
By MICHAEL CIEPLY

In their assault on mainstream
Hollywood, Menahem Golan and
Yoram Globus tried almost ev-
erything. Mr. Golan, who died
last month at the age of 85, and
Mr. Globus, cousins who founded
the Cannon Group, a B-film pow-
erhouse of the 1980s, released
cinematic sex romps like “Bole-
ro” with Bo Derek, bloody vigi-
lante sequels with Charles Bron-
son, and the occasional mésal-
liance with respected filmmakers
like John Cassavetes and Jean-
Luc Godard. 

But as with many freewheeling
independent film producers,
budgets rose, debt piled up, and
the company, a financial three-
ring circus, fell apart. 

For those who miss the drama
(and comedy and sex), there is
only one place to be on Monday
night. 

That is in Toronto’s Ryerson
Theater, where Mr. Golan and
Mr. Globus will rage again in the
Toronto International Film Festi-
val’s first screening of a new doc-
umentary, called “Electric Boo-

galoo: The Wild, Untold Story of
Cannon Films.”

Directed by Mark Hartley,
“Electric Boogaloo” takes its title
from the 1984 film “Breakin’ 2:
Electric Boogaloo.” It was one of
Cannon’s greatest hits, with all of
$15.1 million in domestic ticket
sales. 

Memories stirred by Mr. Har-
tley — an Australian filmmaker
who has explored such indelica-
cies as Filipino exploitation cine-
ma, in the documentary “Ma-
chete Maidens Unleashed!” —
are not warm and fuzzy. 

“You’ve given us nothing but
junk,” Frank Yablans, who was
chief operating officer of the
MGM/UA studio, recalls telling
Mr. Golan and Mr. Globus of films
like “Bolero” and “Sahara,”
which Cannon made for distribu-
tion by his company.

Mr. Yablans is among the 85
people whom Mr. Hartley inter-
viewed for “Electric Boogaloo.”
They include Ms. Derek, who ac-
cuses Cannon operatives of once
rifling through her bags for some
contested publicity photos.

But Mr. Golan and Mr. Globus,
though present in archived foot-
age, did not sit for interviews.
“They were interested — at first,”
Mr. Hartley wrote in a recent
email. Instead, the two surfaced
in a competing documentary,
called “The Go-Go Boys: The In-
side Story of Cannon Films,”
which screened during the
Cannes Film Festival in May.

Mr. Hartley said he has had no
personal experience with Mr. Go-
lan or Mr. Globus. But he was
“hounded” into filming their
story by genre film fans who
knew his earlier work, he said.

“It was also a story that I felt a
kinship with, being Australian,”
added Mr. Hartley. “It was about
brash outsiders desperately
wanting to be insiders.”

Documentary Looks Back at B-Film Powerhouse
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Menahem Golan, left, and Yoram Globus, in 1983. Their Can-
non Group made films like “Bolero,” which starred Bo Derek.
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this case President Obama, is
shown through a video effects fil-
ter to make his visage in a news
conference about ISIS appear
distorted and sinister. An elec-
tronic buzz effect signals an in-
terruption — a kidnapping, if you
will — of the broadcast before a
graceful typographical segue
promises “A second message to
America.”

We are then in a desert, the ho-
rizon carefully situated at the
midpoint of a two-camera shoot.
There is thought put into the
wardrobe selection; the victim is
dressed in an iconic orange jump-
suit — a reference to detainees in
American custody — and the kill-
er costumed more as a ninja than
a jihadist, all in black and his face
obscured, holding a small knife
and holster. 

The actual murder is per-
formed in the unflinching sun-
light of the desert. (I thought
more than once of the brutally
clear morning of Sept. 11, 2001.)
Because sound is difficult to cap-
ture on a windy expanse of arid
land, the victim is wearing a lapel
mike. Mr. Sotloff introduces him-
self in sober tones and begins to
read a scripted statement off
what seems to be a teleprompter. 

The executioner is cocky and

ruthless, seemingly eager to get
to the task at hand. When he does
attack his bound victim, only the
beginning is shown and then
there is a fade to black. Once the
picture returns, the head of the
victim is carefully arranged on
the body, all the violence of the
act displayed in a bloody tableau.
There is another cutaway, and
the next potential victim is shown
with a warning that he may be
next.

“It is an interesting aesthetic
choice not to show the actual be-
heading,” Alex Gibney, a docu-
mentary filmmaker, said. “I can’t
be sure, but they seemed to dial it
back just enough so that it would
get passed around. In a way, it
makes it all the more chilling,
that it was so carefully stage-
managed and edited to achieve
the maximum impact.” 

The act is shocking regardless
of the context. Remember near
the end of Season 1 of “Game of
Thrones,” when Eddard Stark, a
main character, was poised to
lose his head? We expected an
arrow to come in from stage right
to save him, but it did not and the
blade fell swiftly. The audacity of
the scene was something people
talked about for weeks afterward,
and the show’s unflinching vio-
lence has been a core element of
its escalating popularity. 

And so it is in real life. Video
beheadings are a triple death —
murder and defilement in a pub-

lic way — and YouTube becomes
the pike on which the severed
heads are displayed. The actual
butchery of the act is minimized
by strategic editing, which sug-
gests that the video is not an at-
tempt at leverage but a carefully
produced infomercial about how
gangster and merciless ISIS is. It
is a kind of global invitation:
Come for the jihad and stay for
the killing.

Writing in The New Yorker,
Dexter Filkins did a remarkable
job explaining what takes place
in the videos.

“For the guys who signed up
for ISIS — including, especially,
the masked man with the English
accent who wielded the knife —
killing is the real point of being
there,” he wrote. 

Robert Baer, a former C.I.A. of-
ficer and the author of the com-
ing book “The Perfect Kill: 21
Laws for Assassins,” has worked
extensively in the Middle East
and continues to be in touch with
many of the factions there. He
points out that a lot of the jihad-
ists involved in filmed killings
seem to be from the West and
suggests that the combination of
swagger and brutality reflects
the worst of modern youth cul-
ture finding traction in the deadly
mission of jihad. 

“It is very old, going back to
the Middle Ages when people
were drawn and quartered, a vis-
ual lesson to the living of retribu-

tion,” he told me in a phone call,
“but it also reminds us that they
think that they can level the play-
ing field through their commit-
ment, that they are not going
away.” 

Many people have suggested
that those who hosted or passed
around the video have blood on
their hands by proxy. I wondered
what someone in the middle of
things would think of the videos’

dissemination. I called my friend
and colleague Tim Arango, who
is the Baghdad bureau chief for
The New York Times and has
been reporting in the region for
five years. 

“I think the more people who
watch it, the more people will
know what we are up against,” he
said from Istanbul, after many
months in Iraq. 

“I felt like I had to see them for
two reasons,” he said. “One, I
cover these guys and I need to
know what they are saying. And
two, if they are targeting Ameri-
can journalists in the region for
propaganda uses, you need to be
aware of what happened. You
don’t want to be the next guy
kneeling in the jumpsuit.”

Tim and I are old friends exam-
ining and discussing the same
thing over Skype despite being a
world apart, which is a wonder of
the age that we live in. But those
frictionless media dynamics car-
ry darker cargo as well. And in
the same way that the sheer size
of the World Trade Center was
used against itself, the modern
social media apparatus is now
used to menace us. 

We don’t want to look, but
some of us do and the rest of us
talk about it. ISIS seems to un-
derstand that the same forces
that carried the Ice Bucket Chal-
lenge’s message of uplift — the
desire to be part of something, to
be in the know — can be used to
spread fear and terror as well.

Email: carr@nytimes.com;
Twitter: @carr2n
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A frame from the video re-
leased by the Islamic State in
Iraq and Syria, of the death of
the journalist Steven Sotloff. 
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that consistently get more atten-
tion than he does.

He was a backer and a pro-
ducer of “12 Years a Slave,” which
won the best picture Oscar this
year. But Brad Pitt, one of his
producing partners, received far
more attention. Another pair of
Mr. Pohlad’s films, “The Tree of
Life” and “Brokeback Mountain,”
received best picture nomina-
tions without making him much
known outside Hollywood and his
hometown, Minneapolis. 

At this year’s Toronto festival,
Mr. Pohlad arrived as a producer
of “Wild,” with Reese Wither-
spoon, and “Time Out of Mind,”
which stars Richard Gere and
was written and directed by Mr.
Moverman.

But “Love & Mercy” will test
whether Mr. Pohlad has stepped
beyond a small group of fellow
scion-producers — including
Megan and David Ellison, the
children of the Oracle chief exec-
utive Lawrence J. Ellison, and the
Hyatt hotel heiress Gigi Pritzker
— to become a film director in his
own right.

Mr. Pohlad, 58, who spoke over
tea at the Shangri-La Hotel here
on Saturday, said he was always
certain that he would direct
again. But he crept back slowly,
partly because Hollywood is gen-
erally suspicious of film packag-
ers who fancy themselves cre-
ators. 

“I’ve always hated that ap-
pearance,” said Mr. Pohlad,
speaking of an old cliché: the pro-
ducer who really wants to direct.

In fact, Mr. Pohlad has paid his
dues in the directing craft. After
founding Minneapolis-based Riv-
er Road Entertainment in the late
1980s, he spent a decade directing
industrial films, commercials and
documentaries. 

But he also remained involved
with family banking, soft drink
bottling and other businesses
that are now largely run by his
two brothers. The family also
continues to own a stake in the
Minnesota Twins baseball fran-
chise, which his father owned un-
til his death. 

“Love & Mercy,” Mr. Pohlad

said, was financed with his own
money. Its budget, he said, was
“modest.”

The decision to keep the film
under wraps until its public festi-
val debut on Sunday night, Mr.
Pohlad added, owes something to
an acute sense of self-doubt. “As
an unknown, people are going to
be unsure,” he said, referring
largely to the potential buyers
who either will or won’t snap up
distribution rights being sold
here by both the Creative Artists
Agency and Lionsgate.

The summer has been rough
on musical biography. Clint East-
wood’s “Jersey Boys,” about the
Four Seasons, took in only about
$47 million at the domestic box
office for Warner Bros., while
Tate Taylor’s “Get On Up,” about
James Brown, had ticket sales of
just $30 million for Universal Pic-
tures through last week. 

And Mr. Wilson of the Beach
Boys is a particularly difficult
subject, given his evolution from
the singer-songwriter of sunny
hits like “Surfin’ U.S.A.” to his life
as a reclusive eccentric, with
plenty of hallucinogenic drug ex-
perimentation along the way.

“Love & Mercy,” said Mr. Poh-
lad, looks to the Beach Boys’ “Pet
Sounds” album, from 1966, as a
touchstone. The film has Mr.
Dano portraying Mr. Wilson in a
period of youthful vitality, while
Mr. Cusack inhabits his more
complicated later persona.

Mr. Pohlad said he became in-
terested in Mr. Wilson’s story
about two years ago, after being
forced to sideline a decades-old
dream project about the Formula
One racer Jackie Stewart. That
happened as its prospective writ-
er, Peter Morgan, instead under-
took another racing script, which
became Ron Howard’s “Rush.”
Rather than compete with that
film, Mr. Pohlad joined forces
with John Wells and Claire Rud-
nick Polstein, producers who had
been trying to make a Beach
Boys film and are now his part-
ners on “Love & Mercy.”

Mr. Wilson and his wife, Melin-
da, played in the film by Eliza-
beth Banks, were persuaded to
trust him with their life stories af-
ter being candidly advised that

movie biographies never turn out
quite the way their subjects
might wish. “Brian is not a huge
fan of social interaction,” Mr.
Pohlad said when asked if Mr.
Wilson might join a promotional
effort. 

As to whether the movie is all
that Mr. Pohlad had hoped for,
that should be clear by midweek,
as the Toronto buyers make their
choices.

“This is much more personal.
There’s much more on the line for
me,” he said. 

“I’m definitely nervous.”

A Producer Pins His Directing Hopes on the Biography of a Beach Boy
From First Business Page
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John Cusack, above, as the
Beach Boy Brian Wilson, and
Elizabeth Banks as his wife,
Melinda, in “Love & Mercy,”
the second feature in 24 years
to be directed by William M.
Pohlad. At left, Paul Dano
playing a younger Mr. Wilson.

“we were in agreement that a vi-
brant and growing publication
must have a leadership team that
is fully in sync on its mission and
how to achieve it.”

The decision comes, they
wrote, as the site plans an expan-
sion and needs “a leadership
team that shares our vision, am-
bitions and full faith.”

Politico’s staff should expect to
see more hiring, Mr. VandeHei
and Mr. Harris said, though there
were no plans to immediately
name a successor for Mr. Berke.
Bill Nichols, an editor at large,
will take over on an interim basis.

Mr. Berke said in his email that
he would look back with pride on
his 10 months at Politico. He cited
“sharper and more engaging”
stories on topics like the presi-
dent’s use of executive authority. 

“I saw a clear path to help
them take Politico to the next lev-
el,” said Mr. Berke. But in time,
he said, “it became clear that our
strategies were diverging.”

Mr. VandeHei declined to com-
ment, and Mr. Berke did not re-
spond to requests for comment.

By RAVI SOMAIYA

Richard L. Berke, the execu-
tive editor of Politico, has re-
signed from his position, he said
in an email to his staff on Sunday,
citing a disagreement over strat-
egy with the organization’s
founders, John F. Harris and Jim
VandeHei. 

Mr. Berke, who had been an as-
sistant managing editor at The
New York Times, joined Politico
in October, less than a year ago.

“While our overarching goals
are similar, Jim, John and I have
agreed to disagree over the strat-
egy for achieving those goals,” he
wrote. “There is no acrimony and
no drama — simply an accept-
ance by the three of us that the
dynamics were just not there for
us to function seamlessly.”

Mr. Berke’s resignation was ef-
fective immediately. The an-
nouncement appeared to have
taken Politico’s staff by surprise,
with one of them using the word
“shocked” to describe the news.

In a separate note to the staff,
Mr. VandeHei and Mr. Harris
said that for all Mr. Berke’s gifts,

Top Editor at Politico Quits
By MICHAEL CIEPLY

In their assault on mainstream
Hollywood, Menahem Golan and
Yoram Globus tried almost ev-
erything. Mr. Golan, who died
last month at the age of 85, and
Mr. Globus, cousins who founded
the Cannon Group, a B-film pow-
erhouse of the 1980s, released
cinematic sex romps like “Bole-
ro” with Bo Derek, bloody vigi-
lante sequels with Charles Bron-
son, and the occasional mésal-
liance with respected filmmakers
like John Cassavetes and Jean-
Luc Godard. 

But as with many freewheeling
independent film producers,
budgets rose, debt piled up, and
the company, a financial three-
ring circus, fell apart. 

For those who miss the drama
(and comedy and sex), there is
only one place to be on Monday
night. 

That is in Toronto’s Ryerson
Theater, where Mr. Golan and
Mr. Globus will rage again in the
Toronto International Film Festi-
val’s first screening of a new doc-
umentary, called “Electric Boo-

galoo: The Wild, Untold Story of
Cannon Films.”

Directed by Mark Hartley,
“Electric Boogaloo” takes its title
from the 1984 film “Breakin’ 2:
Electric Boogaloo.” It was one of
Cannon’s greatest hits, with all of
$15.1 million in domestic ticket
sales. 

Memories stirred by Mr. Har-
tley — an Australian filmmaker
who has explored such indelica-
cies as Filipino exploitation cine-
ma, in the documentary “Ma-
chete Maidens Unleashed!” —
are not warm and fuzzy. 

“You’ve given us nothing but
junk,” Frank Yablans, who was
chief operating officer of the
MGM/UA studio, recalls telling
Mr. Golan and Mr. Globus of films
like “Bolero” and “Sahara,”
which Cannon made for distribu-
tion by his company.

Mr. Yablans is among the 85
people whom Mr. Hartley inter-
viewed for “Electric Boogaloo.”
They include Ms. Derek, who ac-
cuses Cannon operatives of once
rifling through her bags for some
contested publicity photos.

But Mr. Golan and Mr. Globus,
though present in archived foot-
age, did not sit for interviews.
“They were interested — at first,”
Mr. Hartley wrote in a recent
email. Instead, the two surfaced
in a competing documentary,
called “The Go-Go Boys: The In-
side Story of Cannon Films,”
which screened during the
Cannes Film Festival in May.

Mr. Hartley said he has had no
personal experience with Mr. Go-
lan or Mr. Globus. But he was
“hounded” into filming their
story by genre film fans who
knew his earlier work, he said.

“It was also a story that I felt a
kinship with, being Australian,”
added Mr. Hartley. “It was about
brash outsiders desperately
wanting to be insiders.”

Documentary Looks Back at B-Film Powerhouse
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Menahem Golan, left, and Yoram Globus, in 1983. Their Can-
non Group made films like “Bolero,” which starred Bo Derek.
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this case President Obama, is
shown through a video effects fil-
ter to make his visage in a news
conference about ISIS appear
distorted and sinister. An elec-
tronic buzz effect signals an in-
terruption — a kidnapping, if you
will — of the broadcast before a
graceful typographical segue
promises “A second message to
America.”

We are then in a desert, the ho-
rizon carefully situated at the
midpoint of a two-camera shoot.
There is thought put into the
wardrobe selection; the victim is
dressed in an iconic orange jump-
suit — a reference to detainees in
American custody — and the kill-
er costumed more as a ninja than
a jihadist, all in black and his face
obscured, holding a small knife
and holster. 

The actual murder is per-
formed in the unflinching sun-
light of the desert. (I thought
more than once of the brutally
clear morning of Sept. 11, 2001.)
Because sound is difficult to cap-
ture on a windy expanse of arid
land, the victim is wearing a lapel
mike. Mr. Sotloff introduces him-
self in sober tones and begins to
read a scripted statement off
what seems to be a teleprompter. 

The executioner is cocky and

ruthless, seemingly eager to get
to the task at hand. When he does
attack his bound victim, only the
beginning is shown and then
there is a fade to black. Once the
picture returns, the head of the
victim is carefully arranged on
the body, all the violence of the
act displayed in a bloody tableau.
There is another cutaway, and
the next potential victim is shown
with a warning that he may be
next.

“It is an interesting aesthetic
choice not to show the actual be-
heading,” Alex Gibney, a docu-
mentary filmmaker, said. “I can’t
be sure, but they seemed to dial it
back just enough so that it would
get passed around. In a way, it
makes it all the more chilling,
that it was so carefully stage-
managed and edited to achieve
the maximum impact.” 

The act is shocking regardless
of the context. Remember near
the end of Season 1 of “Game of
Thrones,” when Eddard Stark, a
main character, was poised to
lose his head? We expected an
arrow to come in from stage right
to save him, but it did not and the
blade fell swiftly. The audacity of
the scene was something people
talked about for weeks afterward,
and the show’s unflinching vio-
lence has been a core element of
its escalating popularity. 

And so it is in real life. Video
beheadings are a triple death —
murder and defilement in a pub-

lic way — and YouTube becomes
the pike on which the severed
heads are displayed. The actual
butchery of the act is minimized
by strategic editing, which sug-
gests that the video is not an at-
tempt at leverage but a carefully
produced infomercial about how
gangster and merciless ISIS is. It
is a kind of global invitation:
Come for the jihad and stay for
the killing.

Writing in The New Yorker,
Dexter Filkins did a remarkable
job explaining what takes place
in the videos.

“For the guys who signed up
for ISIS — including, especially,
the masked man with the English
accent who wielded the knife —
killing is the real point of being
there,” he wrote. 

Robert Baer, a former C.I.A. of-
ficer and the author of the com-
ing book “The Perfect Kill: 21
Laws for Assassins,” has worked
extensively in the Middle East
and continues to be in touch with
many of the factions there. He
points out that a lot of the jihad-
ists involved in filmed killings
seem to be from the West and
suggests that the combination of
swagger and brutality reflects
the worst of modern youth cul-
ture finding traction in the deadly
mission of jihad. 

“It is very old, going back to
the Middle Ages when people
were drawn and quartered, a vis-
ual lesson to the living of retribu-

tion,” he told me in a phone call,
“but it also reminds us that they
think that they can level the play-
ing field through their commit-
ment, that they are not going
away.” 

Many people have suggested
that those who hosted or passed
around the video have blood on
their hands by proxy. I wondered
what someone in the middle of
things would think of the videos’

dissemination. I called my friend
and colleague Tim Arango, who
is the Baghdad bureau chief for
The New York Times and has
been reporting in the region for
five years. 

“I think the more people who
watch it, the more people will
know what we are up against,” he
said from Istanbul, after many
months in Iraq. 

“I felt like I had to see them for
two reasons,” he said. “One, I
cover these guys and I need to
know what they are saying. And
two, if they are targeting Ameri-
can journalists in the region for
propaganda uses, you need to be
aware of what happened. You
don’t want to be the next guy
kneeling in the jumpsuit.”

Tim and I are old friends exam-
ining and discussing the same
thing over Skype despite being a
world apart, which is a wonder of
the age that we live in. But those
frictionless media dynamics car-
ry darker cargo as well. And in
the same way that the sheer size
of the World Trade Center was
used against itself, the modern
social media apparatus is now
used to menace us. 

We don’t want to look, but
some of us do and the rest of us
talk about it. ISIS seems to un-
derstand that the same forces
that carried the Ice Bucket Chal-
lenge’s message of uplift — the
desire to be part of something, to
be in the know — can be used to
spread fear and terror as well.

Email: carr@nytimes.com;
Twitter: @carr2n
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A frame from the video re-
leased by the Islamic State in
Iraq and Syria, of the death of
the journalist Steven Sotloff. 

ISIS Sends Medieval Message
By Modern Delivery Method
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that consistently get more atten-
tion than he does.

He was a backer and a pro-
ducer of “12 Years a Slave,” which
won the best picture Oscar this
year. But Brad Pitt, one of his
producing partners, received far
more attention. Another pair of
Mr. Pohlad’s films, “The Tree of
Life” and “Brokeback Mountain,”
received best picture nomina-
tions without making him much
known outside Hollywood and his
hometown, Minneapolis. 

At this year’s Toronto festival,
Mr. Pohlad arrived as a producer
of “Wild,” with Reese Wither-
spoon, and “Time Out of Mind,”
which stars Richard Gere and
was written and directed by Mr.
Moverman.

But “Love & Mercy” will test
whether Mr. Pohlad has stepped
beyond a small group of fellow
scion-producers — including
Megan and David Ellison, the
children of the Oracle chief exec-
utive Lawrence J. Ellison, and the
Hyatt hotel heiress Gigi Pritzker
— to become a film director in his
own right.

Mr. Pohlad, 58, who spoke over
tea at the Shangri-La Hotel here
on Saturday, said he was always
certain that he would direct
again. But he crept back slowly,
partly because Hollywood is gen-
erally suspicious of film packag-
ers who fancy themselves cre-
ators. 

“I’ve always hated that ap-
pearance,” said Mr. Pohlad,
speaking of an old cliché: the pro-
ducer who really wants to direct.

In fact, Mr. Pohlad has paid his
dues in the directing craft. After
founding Minneapolis-based Riv-
er Road Entertainment in the late
1980s, he spent a decade directing
industrial films, commercials and
documentaries. 

But he also remained involved
with family banking, soft drink
bottling and other businesses
that are now largely run by his
two brothers. The family also
continues to own a stake in the
Minnesota Twins baseball fran-
chise, which his father owned un-
til his death. 

“Love & Mercy,” Mr. Pohlad

said, was financed with his own
money. Its budget, he said, was
“modest.”

The decision to keep the film
under wraps until its public festi-
val debut on Sunday night, Mr.
Pohlad added, owes something to
an acute sense of self-doubt. “As
an unknown, people are going to
be unsure,” he said, referring
largely to the potential buyers
who either will or won’t snap up
distribution rights being sold
here by both the Creative Artists
Agency and Lionsgate.

The summer has been rough
on musical biography. Clint East-
wood’s “Jersey Boys,” about the
Four Seasons, took in only about
$47 million at the domestic box
office for Warner Bros., while
Tate Taylor’s “Get On Up,” about
James Brown, had ticket sales of
just $30 million for Universal Pic-
tures through last week. 

And Mr. Wilson of the Beach
Boys is a particularly difficult
subject, given his evolution from
the singer-songwriter of sunny
hits like “Surfin’ U.S.A.” to his life
as a reclusive eccentric, with
plenty of hallucinogenic drug ex-
perimentation along the way.

“Love & Mercy,” said Mr. Poh-
lad, looks to the Beach Boys’ “Pet
Sounds” album, from 1966, as a
touchstone. The film has Mr.
Dano portraying Mr. Wilson in a
period of youthful vitality, while
Mr. Cusack inhabits his more
complicated later persona.

Mr. Pohlad said he became in-
terested in Mr. Wilson’s story
about two years ago, after being
forced to sideline a decades-old
dream project about the Formula
One racer Jackie Stewart. That
happened as its prospective writ-
er, Peter Morgan, instead under-
took another racing script, which
became Ron Howard’s “Rush.”
Rather than compete with that
film, Mr. Pohlad joined forces
with John Wells and Claire Rud-
nick Polstein, producers who had
been trying to make a Beach
Boys film and are now his part-
ners on “Love & Mercy.”

Mr. Wilson and his wife, Melin-
da, played in the film by Eliza-
beth Banks, were persuaded to
trust him with their life stories af-
ter being candidly advised that

movie biographies never turn out
quite the way their subjects
might wish. “Brian is not a huge
fan of social interaction,” Mr.
Pohlad said when asked if Mr.
Wilson might join a promotional
effort. 

As to whether the movie is all
that Mr. Pohlad had hoped for,
that should be clear by midweek,
as the Toronto buyers make their
choices.

“This is much more personal.
There’s much more on the line for
me,” he said. 

“I’m definitely nervous.”

A Producer Pins His Directing Hopes on the Biography of a Beach Boy
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John Cusack, above, as the
Beach Boy Brian Wilson, and
Elizabeth Banks as his wife,
Melinda, in “Love & Mercy,”
the second feature in 24 years
to be directed by William M.
Pohlad. At left, Paul Dano
playing a younger Mr. Wilson.

“we were in agreement that a vi-
brant and growing publication
must have a leadership team that
is fully in sync on its mission and
how to achieve it.”

The decision comes, they
wrote, as the site plans an expan-
sion and needs “a leadership
team that shares our vision, am-
bitions and full faith.”

Politico’s staff should expect to
see more hiring, Mr. VandeHei
and Mr. Harris said, though there
were no plans to immediately
name a successor for Mr. Berke.
Bill Nichols, an editor at large,
will take over on an interim basis.

Mr. Berke said in his email that
he would look back with pride on
his 10 months at Politico. He cited
“sharper and more engaging”
stories on topics like the presi-
dent’s use of executive authority. 

“I saw a clear path to help
them take Politico to the next lev-
el,” said Mr. Berke. But in time,
he said, “it became clear that our
strategies were diverging.”

Mr. VandeHei declined to com-
ment, and Mr. Berke did not re-
spond to requests for comment.

By RAVI SOMAIYA

Richard L. Berke, the execu-
tive editor of Politico, has re-
signed from his position, he said
in an email to his staff on Sunday,
citing a disagreement over strat-
egy with the organization’s
founders, John F. Harris and Jim
VandeHei. 

Mr. Berke, who had been an as-
sistant managing editor at The
New York Times, joined Politico
in October, less than a year ago.

“While our overarching goals
are similar, Jim, John and I have
agreed to disagree over the strat-
egy for achieving those goals,” he
wrote. “There is no acrimony and
no drama — simply an accept-
ance by the three of us that the
dynamics were just not there for
us to function seamlessly.”

Mr. Berke’s resignation was ef-
fective immediately. The an-
nouncement appeared to have
taken Politico’s staff by surprise,
with one of them using the word
“shocked” to describe the news.

In a separate note to the staff,
Mr. VandeHei and Mr. Harris
said that for all Mr. Berke’s gifts,

Top Editor at Politico Quits
By MICHAEL CIEPLY

In their assault on mainstream
Hollywood, Menahem Golan and
Yoram Globus tried almost ev-
erything. Mr. Golan, who died
last month at the age of 85, and
Mr. Globus, cousins who founded
the Cannon Group, a B-film pow-
erhouse of the 1980s, released
cinematic sex romps like “Bole-
ro” with Bo Derek, bloody vigi-
lante sequels with Charles Bron-
son, and the occasional mésal-
liance with respected filmmakers
like John Cassavetes and Jean-
Luc Godard. 

But as with many freewheeling
independent film producers,
budgets rose, debt piled up, and
the company, a financial three-
ring circus, fell apart. 

For those who miss the drama
(and comedy and sex), there is
only one place to be on Monday
night. 

That is in Toronto’s Ryerson
Theater, where Mr. Golan and
Mr. Globus will rage again in the
Toronto International Film Festi-
val’s first screening of a new doc-
umentary, called “Electric Boo-

galoo: The Wild, Untold Story of
Cannon Films.”

Directed by Mark Hartley,
“Electric Boogaloo” takes its title
from the 1984 film “Breakin’ 2:
Electric Boogaloo.” It was one of
Cannon’s greatest hits, with all of
$15.1 million in domestic ticket
sales. 

Memories stirred by Mr. Har-
tley — an Australian filmmaker
who has explored such indelica-
cies as Filipino exploitation cine-
ma, in the documentary “Ma-
chete Maidens Unleashed!” —
are not warm and fuzzy. 

“You’ve given us nothing but
junk,” Frank Yablans, who was
chief operating officer of the
MGM/UA studio, recalls telling
Mr. Golan and Mr. Globus of films
like “Bolero” and “Sahara,”
which Cannon made for distribu-
tion by his company.

Mr. Yablans is among the 85
people whom Mr. Hartley inter-
viewed for “Electric Boogaloo.”
They include Ms. Derek, who ac-
cuses Cannon operatives of once
rifling through her bags for some
contested publicity photos.

But Mr. Golan and Mr. Globus,
though present in archived foot-
age, did not sit for interviews.
“They were interested — at first,”
Mr. Hartley wrote in a recent
email. Instead, the two surfaced
in a competing documentary,
called “The Go-Go Boys: The In-
side Story of Cannon Films,”
which screened during the
Cannes Film Festival in May.

Mr. Hartley said he has had no
personal experience with Mr. Go-
lan or Mr. Globus. But he was
“hounded” into filming their
story by genre film fans who
knew his earlier work, he said.

“It was also a story that I felt a
kinship with, being Australian,”
added Mr. Hartley. “It was about
brash outsiders desperately
wanting to be insiders.”

Documentary Looks Back at B-Film Powerhouse
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Menahem Golan, left, and Yoram Globus, in 1983. Their Can-
non Group made films like “Bolero,” which starred Bo Derek.
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is the real point of being there,” he wrote.
Robert Baer, a former C.I.A. officer and the 

author of the coming book “The Perfect Kill: 21 
Laws for Assassins,” has worked extensively 
in the Middle east and continues to be in touch 
with many of the factions there. he points out 
that a lot of the jihadists involved in filmed kill-
ings seem to be from the West and suggests 
that the combination of swagger and brutality 
reflects the worst of modern youth culture find-
ing traction in the deadly mission of jihad.

“It is very old, going back to the Middle Ages 
when people were drawn and quartered, a visual 
lesson to the living of retribution,” he told me in a 
phone call, “but it also reminds us that they think 
that they can level the playing field through their 
commitment, that they are not going away.”

Many people have suggested that those 
who hosted or passed around the video have 
blood on their hands by proxy. I wondered what 
someone in the middle of things would think of 
the videos’ dissemination. I called my friend 
and colleague Tim Arango, who is the Baghdad 
bureau chief for The New York Times and has 
been reporting in the region for five years.

“I think the more people who watch it, the 
more people will know what we are up against,” 
he said from Istanbul, after many months in Iraq.

“I felt like I had to see them for two reasons,” 
he said. “One, I cover these guys and I need to 
know what they are saying. And two, if they are 
targeting American journalists in the region for 
propaganda uses, you need to be aware of what 
happened. You don’t want to be the next guy 
kneeling in the jumpsuit.”

Tim and I are old friends examining and 
discussing the same thing over Skype despite 
being a world apart, which is a wonder of the 
age that we live in. But those frictionless media 
dynamics carry darker cargo as well. And in the 
same way that the sheer size of the World Trade 
Center was used against itself, the modern so-
cial media apparatus is now used to menace us.

We don’t want to look, but some of us do 
and the rest of us talk about it. ISIS seems to 
understand that the same forces that carried 
the Ice Bucket Challenge’s message of uplift — 
the desire to be part of something, to be in the 
know — can be used to spread fear and terror 
as well.                   n


