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For publishers, Facebook is a bit
like that big dog galloping toward you
in the park. More often than not, it’s
hard to tell whether he wants to play

with you or eat you.
The social network now

has over 1.3 billion users
— a fifth of the planet’s
population and has be-
come a force in publishing
because of its News Feed,

which has been increasingly fine-
tuned to feature high-quality content,
the kind media companies produce. 

To its credit and economic benefit,
Facebook has done a better job of
cleaning some junk from its feed, fea-
turing news that leads to stronger lev-
els of engagement, which is a win for
the platform, the publisher and the
readers. 

That role has become increasingly
important when you factor in the big
tilt to mobile, as my colleague Ravi
Somaiya points out. For traditional
publishers, the home page may soon
become akin to the print edition —
nice to have, but not the primary at-
traction. In the last few months, more
than half the visitors to The New York
Times have come via mobile — the fig-
ure increases with each passing
month — and that percentage is high-
er for many other publishers. 

Enter Facebook’s popular mobile
app, which has captured greater
amounts of time and, more remark-

ably, managed to fit a business model
onto the small screen by providing ex-
tremely relevant advertising. By con-
trast, publishers like newspapers and
magazines and even some digital sites
have tried to shoehorn old business
models and web templates onto tiny
screens. That hasn’t worked so well. 

Loading publishers’ web pages on a
mobile device can be maddening,
slowed by advertising that goes out
for auction when readers click. So
while Facebook loves the content, it
hates the clunky technology many
publishers use for mobile. When it
comes to the impatient hordes on
phones, speed matters above all else. 

I was in San Francisco a few weeks
ago and bumped into an executive
who works in mobile at Facebook. He
wasn’t speaking for attribution, but he
derided the approach that traditional
publishers take to mobile devices, say-
ing it made for an unpleasant user ex-
perience, hurt user engagement and
crippled their efforts to make money
in a smartphone world. 

Facebook hopes it has a fix for all
that. The company has been on some-
thing of a listening tour with publish-
ers, discussing better ways to collabo-
rate. The social network has been ea-
ger to help publishers do a better job
of servicing readers in the News Feed,
including improving their approach to
mobile in a variety of ways. One possi-
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By JACK EWING

FRANKFURT — The bulk of
Europe’s biggest banks would be
able to survive a financial crisis
or severe economic downturn,
the European Central Bank said
on Sunday, concluding a yearlong
audit of eurozone lenders that is
potentially a turning point for the
region’s battered economy.

The highly anticipated assess-

ment of European banks was in-
tended to remove a cloud of mis-
trust that has impeded lending in
countries like Italy and Greece
and has left the eurozone strug-
gling to avoid lapsing back into
recession for the third time since
the global financial crisis began
six years ago.

By exposing a relatively small
number of sick banks — only 13 of
the 130 big eurozone banks under

review — the central bank could
make it easier for healthier ones
to raise money that they can lend
to customers.

Analysts predicted that finan-
cial markets would react with re-
lief on Monday to the news that
there were no unpleasant revela-
tions about Europe’s biggest
banks. But some wondered
whether the relatively sanguine
results meant that the health

exam was not tough enough, de-
spite the central bank’s promises
that the assessments would be
rigorous.

The European Central Bank
said that 13 banks in the eurozone
— including four in Italy and two
in Greece — showed shortfalls in
their own money, or capital, after
a review devised to uncover hid-
den problems and test their abil-
ity to withstand a sharp recession

or other crisis. But the problems
were limited to midtier European
banks and no major banks failed
the central bank’s test.

Contrary to some forecasts, the
stress-test results were not likely
to force any banks to close. Those
deemed having too little capital
to protect against risk have two
weeks to file plans for raising
more, and will then have up to an
additional nine months to meet

the minimum threshold.
“The massive nature of the ex-

ercise deserves to be acknowl-
edged,” Vítor Constâncio, the
vice president of the European
Central Bank, said at a news con-
ference Sunday. “The results are
credible.”

The 13 banks that failed the
stress test were among 25 that 

Just 13 Eurozone Banks Fail Test, in Possible Economic Turning Point 
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By RAVI SOMAIYA

MENLO PARK, Calif. — Many of
the people who read this article will
do so because Greg Marra, 26, a Face-
book engineer, calculated that it was
the kind of thing they might enjoy. 

Mr. Marra’s team designs the code
that drives Facebook’s News Feed —
the stream of updates, photographs,
videos and stories that users see. He
is also fast becoming one of the most
influential people in the news busi-
ness. 

Facebook now has a fifth of the
world — about 1.3 billion people —
logging on at least monthly. It drives
up to 20 percent of traffic to news
sites, according to figures from the
analytics company SimpleReach. On
mobile devices, the fastest-growing
source of readers, the percentage is
even higher, SimpleReach says, and
continues to increase. 

The social media company is in-
creasingly becoming to the news busi-
ness what Amazon is to book pub-
lishing — a behemoth that provides
access to hundreds of millions of con-

sumers and wields enormous power.
About 30 percent of adults in the Unit-
ed States get their news on Facebook,
according to a study from the Pew Re-
search Center. The fortunes of a news
site, in short, can rise or fall de-
pending on how it performs in Face-
book’s News Feed. 

Though other services, like Twitter
and Google News, can also exert a
large influence, Facebook is at the
forefront of a fundamental change in
how people consume journalism.
Most readers now come to it not
through the print editions of newspa-
pers and magazines or their home
pages online, but through social me-
dia and search engines driven by an
algorithm, a mathematical formula
that predicts what users might want
to read. 

It is a world of fragments, filtered
by code and delivered on demand. For
news organizations, said Cory Haik,
senior editor for digital news at The
Washington Post, the shift represents
“the great unbundling” of journalism. 
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By PAUL MOZUR

HONG KONG — China churns
out many of the world’s electron-
ic devices: smartphones, com-
puters, complicated networking
equipment.

Now the country is redoubling
its efforts to design and produce
the brains behind most of those
electronics, the chip.

China is playing catch-up with
global rivals. Last year, the coun-
try imported $232 billion of semi-
conductor products, eclipsing
even the amount spent on petro-
leum.

To narrow the gap, Beijing is
starting programs to increase in-
vestment by the state and to gain
expertise from foreign chip com-
panies. Experts say the chip in-
dustry is one focus of Chinese es-
pionage efforts.

There’s also new bureaucratic
determination. Vice Premier Ma
Kai is leading a task force
charged with making the coun-
try’s chip industry a world leader
by 2030. The task force brings to-
gether four ministries and is esti-
mated to have $170 billion in gov-
ernment support to spend over

five to 10 years, according to a re-
port in June by McKinsey & Com-
pany.

“There is a clear sense of ur-
gency nowadays about semicon-
ductors and chips in particular,”
said Daniel H. Rosen, founding
partner of the Rhodium Group,
an economic research and advi-
sory firm. “There is a sense that
since China is overwhelmingly
still dependent on imports — es-
pecially for higher-end chips that
go into everything made in the
country — there is a national se-
curity vulnerability.”

Disclosures by the former Na-
tional Security Agency contrac-
tor Edward J. Snowden about
United States government sur-
veillance have only deepened
such concerns. The situation has
led to a broader awareness
among Chinese government offi-
cials of potential security issues
with foreign-sourced tech compo-
nents like chips.

The fallout from the disclo-
sures is most likely to blame, in
part, for a recent antitrust in-
vestigation into Qualcomm, ana-
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A Shanghai factory of the Semiconductor Manufacturing Inter-
national Corporation, which has received government help.
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For publishers, Facebook is a bit like that 
big dog galloping toward you in the park. 
More often than not, it’s hard to tell wheth-

er he wants to play with you or eat you.
The social network now has over 1.3 billion 

users — a fifth of the planet’s population and 
has become a force in publishing because of its 
News Feed, which has been increasingly fine-
tuned to feature high-quality content, the kind 
media companies produce.

To its credit and economic benefit, Facebook 
has done a better job of cleaning some junk from 

its feed, featuring news that leads 
to stronger levels of engagement, 
which is a win for the platform, the 
publisher and the readers.

That role has become increas-
ingly important when you factor in 

the big tilt to mobile, as my colleague Ravi So-
maiya points out. For traditional publishers, the 
home page may soon become akin to the print 
edition — nice to have, but not the primary at-
traction. In the last few months, more than half 
the visitors to The New York Times have come 
via mobile — the figure increases with each 
passing month — and that percentage is higher 
for many other publishers.

Enter Facebook’s popular mobile app, which 
has captured greater amounts of time and, more 
remarkably, managed to fit a business model 
onto the small screen by providing extremely 
relevant advertising. By contrast, publishers 
like newspapers and magazines and even some 
digital sites have tried to shoehorn old business 
models and web templates onto tiny screens. 
That hasn’t worked so well.

Loading publishers’ web pages on a mo-
bile device can be maddening, slowed by ad-
vertising that goes out for auction when read-
ers click. So while Facebook loves the content, 
it hates the clunky technology many publish-

ers use for mobile. When it comes to the impa-
tient hordes on phones, speed matters above 
all else.

I was in San Francisco a few weeks ago and 
bumped into an executive who works in mobile 
at Facebook. He wasn’t speaking for attribu-
tion, but he derided the approach that tradi-
tional publishers take to mobile devices, saying 
it made for an unpleasant user experience, hurt 
user engagement and crippled their efforts to 
make money in a smartphone world.

Facebook hopes it has a fix for all that. The 
company has been on something of a listening 
tour with publishers, discussing better ways to 
collaborate. The social network has been eager 
to help publishers do a better job of servicing 
readers in the News Feed, including improving 
their approach to mobile in a variety of ways. 
One possibility it mentioned was for publishers 
to simply send pages to Facebook that would 
live inside the social network’s mobile app and 
be hosted by its servers; that way, they would 
load quickly with ads that Facebook sells. The 
revenue would be shared.

That kind of wholesale transfer of con-
tent sends a cold, dark chill down the collec-
tive spine of publishers, both traditional and 
digital insurgents alike. If Facebook’s mobile 
app hosted publishers’ pages, the relationship 
with customers, most of the data about what 
they did and the reading experience would 
all belong to the platform. Media companies 
would essentially be serfs in a kingdom that 
Facebook owns.

It is a measure of Facebook’s growing power 
in digital realms that when I called around about 
those rumors, no one wanted to talk. Well, let me 
revise that: Many wanted to talk, almost end-
lessly, about how terrible some of the possible 
changes would be for producers of original con-
tent, but not if I was going to indicate their place 
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By JACK EWING

FRANKFURT — The bulk of
Europe’s biggest banks would be
able to survive a financial crisis
or severe economic downturn,
the European Central Bank said
on Sunday, concluding a yearlong
audit of eurozone lenders that is
potentially a turning point for the
region’s battered economy.

The highly anticipated assess-

ment of European banks was in-
tended to remove a cloud of mis-
trust that has impeded lending in
countries like Italy and Greece
and has left the eurozone strug-
gling to avoid lapsing back into
recession for the third time since
the global financial crisis began
six years ago.

By exposing a relatively small
number of sick banks — only 13 of
the 130 big eurozone banks under

review — the central bank could
make it easier for healthier ones
to raise money that they can lend
to customers.

Analysts predicted that finan-
cial markets would react with re-
lief on Monday to the news that
there were no unpleasant revela-
tions about Europe’s biggest
banks. But some wondered
whether the relatively sanguine
results meant that the health

exam was not tough enough, de-
spite the central bank’s promises
that the assessments would be
rigorous.

The European Central Bank
said that 13 banks in the eurozone
— including four in Italy and two
in Greece — showed shortfalls in
their own money, or capital, after
a review devised to uncover hid-
den problems and test their abil-
ity to withstand a sharp recession

or other crisis. But the problems
were limited to midtier European
banks and no major banks failed
the central bank’s test.

Contrary to some forecasts, the
stress-test results were not likely
to force any banks to close. Those
deemed having too little capital
to protect against risk have two
weeks to file plans for raising
more, and will then have up to an
additional nine months to meet

the minimum threshold.
“The massive nature of the ex-

ercise deserves to be acknowl-
edged,” Vítor Constâncio, the
vice president of the European
Central Bank, said at a news con-
ference Sunday. “The results are
credible.”

The 13 banks that failed the
stress test were among 25 that 
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By RAVI SOMAIYA

MENLO PARK, Calif. — Many of
the people who read this article will
do so because Greg Marra, 26, a Face-
book engineer, calculated that it was
the kind of thing they might enjoy. 

Mr. Marra’s team designs the code
that drives Facebook’s News Feed —
the stream of updates, photographs,
videos and stories that users see. He
is also fast becoming one of the most
influential people in the news busi-
ness. 

Facebook now has a fifth of the
world — about 1.3 billion people —
logging on at least monthly. It drives
up to 20 percent of traffic to news
sites, according to figures from the
analytics company SimpleReach. On
mobile devices, the fastest-growing
source of readers, the percentage is
even higher, SimpleReach says, and
continues to increase. 

The social media company is in-
creasingly becoming to the news busi-
ness what Amazon is to book pub-
lishing — a behemoth that provides
access to hundreds of millions of con-

sumers and wields enormous power.
About 30 percent of adults in the Unit-
ed States get their news on Facebook,
according to a study from the Pew Re-
search Center. The fortunes of a news
site, in short, can rise or fall de-
pending on how it performs in Face-
book’s News Feed. 

Though other services, like Twitter
and Google News, can also exert a
large influence, Facebook is at the
forefront of a fundamental change in
how people consume journalism.
Most readers now come to it not
through the print editions of newspa-
pers and magazines or their home
pages online, but through social me-
dia and search engines driven by an
algorithm, a mathematical formula
that predicts what users might want
to read. 

It is a world of fragments, filtered
by code and delivered on demand. For
news organizations, said Cory Haik,
senior editor for digital news at The
Washington Post, the shift represents
“the great unbundling” of journalism. 
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By PAUL MOZUR

HONG KONG — China churns
out many of the world’s electron-
ic devices: smartphones, com-
puters, complicated networking
equipment.

Now the country is redoubling
its efforts to design and produce
the brains behind most of those
electronics, the chip.

China is playing catch-up with
global rivals. Last year, the coun-
try imported $232 billion of semi-
conductor products, eclipsing
even the amount spent on petro-
leum.

To narrow the gap, Beijing is
starting programs to increase in-
vestment by the state and to gain
expertise from foreign chip com-
panies. Experts say the chip in-
dustry is one focus of Chinese es-
pionage efforts.

There’s also new bureaucratic
determination. Vice Premier Ma
Kai is leading a task force
charged with making the coun-
try’s chip industry a world leader
by 2030. The task force brings to-
gether four ministries and is esti-
mated to have $170 billion in gov-
ernment support to spend over

five to 10 years, according to a re-
port in June by McKinsey & Com-
pany.

“There is a clear sense of ur-
gency nowadays about semicon-
ductors and chips in particular,”
said Daniel H. Rosen, founding
partner of the Rhodium Group,
an economic research and advi-
sory firm. “There is a sense that
since China is overwhelmingly
still dependent on imports — es-
pecially for higher-end chips that
go into everything made in the
country — there is a national se-
curity vulnerability.”

Disclosures by the former Na-
tional Security Agency contrac-
tor Edward J. Snowden about
United States government sur-
veillance have only deepened
such concerns. The situation has
led to a broader awareness
among Chinese government offi-
cials of potential security issues
with foreign-sourced tech compo-
nents like chips.

The fallout from the disclo-
sures is most likely to blame, in
part, for a recent antitrust in-
vestigation into Qualcomm, ana-
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A Shanghai factory of the Semiconductor Manufacturing Inter-
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“There is a clear sense of ur-
gency nowadays about semicon-
ductors and chips in particular,”
said Daniel H. Rosen, founding
partner of the Rhodium Group,
an economic research and advi-
sory firm. “There is a sense that
since China is overwhelmingly
still dependent on imports — es-
pecially for higher-end chips that
go into everything made in the
country — there is a national se-
curity vulnerability.”

Disclosures by the former Na-
tional Security Agency contrac-
tor Edward J. Snowden about
United States government sur-
veillance have only deepened
such concerns. The situation has
led to a broader awareness
among Chinese government offi-
cials of potential security issues
with foreign-sourced tech compo-
nents like chips.

The fallout from the disclo-
sures is most likely to blame, in
part, for a recent antitrust in-
vestigation into Qualcomm, ana-
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A Shanghai factory of the Semiconductor Manufacturing Inter-
national Corporation, which has received government help.
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For publishers, Facebook is a bit
like that big dog galloping toward you
in the park. More often than not, it’s
hard to tell whether he wants to play

with you or eat you.
The social network now

has over 1.3 billion users
— a fifth of the planet’s
population and has be-
come a force in publishing
because of its News Feed,

which has been increasingly fine-
tuned to feature high-quality content,
the kind media companies produce. 

To its credit and economic benefit,
Facebook has done a better job of
cleaning some junk from its feed, fea-
turing news that leads to stronger lev-
els of engagement, which is a win for
the platform, the publisher and the
readers. 

That role has become increasingly
important when you factor in the big
tilt to mobile, as my colleague Ravi
Somaiya points out. For traditional
publishers, the home page may soon
become akin to the print edition —
nice to have, but not the primary at-
traction. In the last few months, more
than half the visitors to The New York
Times have come via mobile — the fig-
ure increases with each passing
month — and that percentage is high-
er for many other publishers. 

Enter Facebook’s popular mobile
app, which has captured greater
amounts of time and, more remark-

ably, managed to fit a business model
onto the small screen by providing ex-
tremely relevant advertising. By con-
trast, publishers like newspapers and
magazines and even some digital sites
have tried to shoehorn old business
models and web templates onto tiny
screens. That hasn’t worked so well. 

Loading publishers’ web pages on a
mobile device can be maddening,
slowed by advertising that goes out
for auction when readers click. So
while Facebook loves the content, it
hates the clunky technology many
publishers use for mobile. When it
comes to the impatient hordes on
phones, speed matters above all else. 

I was in San Francisco a few weeks
ago and bumped into an executive
who works in mobile at Facebook. He
wasn’t speaking for attribution, but he
derided the approach that traditional
publishers take to mobile devices, say-
ing it made for an unpleasant user ex-
perience, hurt user engagement and
crippled their efforts to make money
in a smartphone world. 

Facebook hopes it has a fix for all
that. The company has been on some-
thing of a listening tour with publish-
ers, discussing better ways to collabo-
rate. The social network has been ea-
ger to help publishers do a better job
of servicing readers in the News Feed,
including improving their approach to
mobile in a variety of ways. One possi-
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By JACK EWING

FRANKFURT — The bulk of
Europe’s biggest banks would be
able to survive a financial crisis
or severe economic downturn,
the European Central Bank said
on Sunday, concluding a yearlong
audit of eurozone lenders that is
potentially a turning point for the
region’s battered economy.

The highly anticipated assess-

ment of European banks was in-
tended to remove a cloud of mis-
trust that has impeded lending in
countries like Italy and Greece
and has left the eurozone strug-
gling to avoid lapsing back into
recession for the third time since
the global financial crisis began
six years ago.

By exposing a relatively small
number of sick banks — only 13 of
the 130 big eurozone banks under

review — the central bank could
make it easier for healthier ones
to raise money that they can lend
to customers.

Analysts predicted that finan-
cial markets would react with re-
lief on Monday to the news that
there were no unpleasant revela-
tions about Europe’s biggest
banks. But some wondered
whether the relatively sanguine
results meant that the health

exam was not tough enough, de-
spite the central bank’s promises
that the assessments would be
rigorous.

The European Central Bank
said that 13 banks in the eurozone
— including four in Italy and two
in Greece — showed shortfalls in
their own money, or capital, after
a review devised to uncover hid-
den problems and test their abil-
ity to withstand a sharp recession

or other crisis. But the problems
were limited to midtier European
banks and no major banks failed
the central bank’s test.

Contrary to some forecasts, the
stress-test results were not likely
to force any banks to close. Those
deemed having too little capital
to protect against risk have two
weeks to file plans for raising
more, and will then have up to an
additional nine months to meet

the minimum threshold.
“The massive nature of the ex-

ercise deserves to be acknowl-
edged,” Vítor Constâncio, the
vice president of the European
Central Bank, said at a news con-
ference Sunday. “The results are
credible.”

The 13 banks that failed the
stress test were among 25 that 

Just 13 Eurozone Banks Fail Test, in Possible Economic Turning Point 
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By RAVI SOMAIYA

MENLO PARK, Calif. — Many of
the people who read this article will
do so because Greg Marra, 26, a Face-
book engineer, calculated that it was
the kind of thing they might enjoy. 

Mr. Marra’s team designs the code
that drives Facebook’s News Feed —
the stream of updates, photographs,
videos and stories that users see. He
is also fast becoming one of the most
influential people in the news busi-
ness. 

Facebook now has a fifth of the
world — about 1.3 billion people —
logging on at least monthly. It drives
up to 20 percent of traffic to news
sites, according to figures from the
analytics company SimpleReach. On
mobile devices, the fastest-growing
source of readers, the percentage is
even higher, SimpleReach says, and
continues to increase. 

The social media company is in-
creasingly becoming to the news busi-
ness what Amazon is to book pub-
lishing — a behemoth that provides
access to hundreds of millions of con-

sumers and wields enormous power.
About 30 percent of adults in the Unit-
ed States get their news on Facebook,
according to a study from the Pew Re-
search Center. The fortunes of a news
site, in short, can rise or fall de-
pending on how it performs in Face-
book’s News Feed. 

Though other services, like Twitter
and Google News, can also exert a
large influence, Facebook is at the
forefront of a fundamental change in
how people consume journalism.
Most readers now come to it not
through the print editions of newspa-
pers and magazines or their home
pages online, but through social me-
dia and search engines driven by an
algorithm, a mathematical formula
that predicts what users might want
to read. 

It is a world of fragments, filtered
by code and delivered on demand. For
news organizations, said Cory Haik,
senior editor for digital news at The
Washington Post, the shift represents
“the great unbundling” of journalism. 
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Using Algorithms, Facebook Is Changing
The Way Its Users Consume Journalism
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But Publishers Are Wary
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By PAUL MOZUR

HONG KONG — China churns
out many of the world’s electron-
ic devices: smartphones, com-
puters, complicated networking
equipment.

Now the country is redoubling
its efforts to design and produce
the brains behind most of those
electronics, the chip.

China is playing catch-up with
global rivals. Last year, the coun-
try imported $232 billion of semi-
conductor products, eclipsing
even the amount spent on petro-
leum.

To narrow the gap, Beijing is
starting programs to increase in-
vestment by the state and to gain
expertise from foreign chip com-
panies. Experts say the chip in-
dustry is one focus of Chinese es-
pionage efforts.

There’s also new bureaucratic
determination. Vice Premier Ma
Kai is leading a task force
charged with making the coun-
try’s chip industry a world leader
by 2030. The task force brings to-
gether four ministries and is esti-
mated to have $170 billion in gov-
ernment support to spend over

five to 10 years, according to a re-
port in June by McKinsey & Com-
pany.

“There is a clear sense of ur-
gency nowadays about semicon-
ductors and chips in particular,”
said Daniel H. Rosen, founding
partner of the Rhodium Group,
an economic research and advi-
sory firm. “There is a sense that
since China is overwhelmingly
still dependent on imports — es-
pecially for higher-end chips that
go into everything made in the
country — there is a national se-
curity vulnerability.”

Disclosures by the former Na-
tional Security Agency contrac-
tor Edward J. Snowden about
United States government sur-
veillance have only deepened
such concerns. The situation has
led to a broader awareness
among Chinese government offi-
cials of potential security issues
with foreign-sourced tech compo-
nents like chips.

The fallout from the disclo-
sures is most likely to blame, in
part, for a recent antitrust in-
vestigation into Qualcomm, ana-
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A Shanghai factory of the Semiconductor Manufacturing Inter-
national Corporation, which has received government help.
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with you or eat you.
The social network now

has over 1.3 billion users
— a fifth of the planet’s
population and has be-
come a force in publishing
because of its News Feed,

which has been increasingly fine-
tuned to feature high-quality content,
the kind media companies produce. 

To its credit and economic benefit,
Facebook has done a better job of
cleaning some junk from its feed, fea-
turing news that leads to stronger lev-
els of engagement, which is a win for
the platform, the publisher and the
readers. 

That role has become increasingly
important when you factor in the big
tilt to mobile, as my colleague Ravi
Somaiya points out. For traditional
publishers, the home page may soon
become akin to the print edition —
nice to have, but not the primary at-
traction. In the last few months, more
than half the visitors to The New York
Times have come via mobile — the fig-
ure increases with each passing
month — and that percentage is high-
er for many other publishers. 

Enter Facebook’s popular mobile
app, which has captured greater
amounts of time and, more remark-

ably, managed to fit a business model
onto the small screen by providing ex-
tremely relevant advertising. By con-
trast, publishers like newspapers and
magazines and even some digital sites
have tried to shoehorn old business
models and web templates onto tiny
screens. That hasn’t worked so well. 

Loading publishers’ web pages on a
mobile device can be maddening,
slowed by advertising that goes out
for auction when readers click. So
while Facebook loves the content, it
hates the clunky technology many
publishers use for mobile. When it
comes to the impatient hordes on
phones, speed matters above all else. 

I was in San Francisco a few weeks
ago and bumped into an executive
who works in mobile at Facebook. He
wasn’t speaking for attribution, but he
derided the approach that traditional
publishers take to mobile devices, say-
ing it made for an unpleasant user ex-
perience, hurt user engagement and
crippled their efforts to make money
in a smartphone world. 

Facebook hopes it has a fix for all
that. The company has been on some-
thing of a listening tour with publish-
ers, discussing better ways to collabo-
rate. The social network has been ea-
ger to help publishers do a better job
of servicing readers in the News Feed,
including improving their approach to
mobile in a variety of ways. One possi-
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FRANKFURT — The bulk of
Europe’s biggest banks would be
able to survive a financial crisis
or severe economic downturn,
the European Central Bank said
on Sunday, concluding a yearlong
audit of eurozone lenders that is
potentially a turning point for the
region’s battered economy.

The highly anticipated assess-

ment of European banks was in-
tended to remove a cloud of mis-
trust that has impeded lending in
countries like Italy and Greece
and has left the eurozone strug-
gling to avoid lapsing back into
recession for the third time since
the global financial crisis began
six years ago.

By exposing a relatively small
number of sick banks — only 13 of
the 130 big eurozone banks under

review — the central bank could
make it easier for healthier ones
to raise money that they can lend
to customers.

Analysts predicted that finan-
cial markets would react with re-
lief on Monday to the news that
there were no unpleasant revela-
tions about Europe’s biggest
banks. But some wondered
whether the relatively sanguine
results meant that the health

exam was not tough enough, de-
spite the central bank’s promises
that the assessments would be
rigorous.

The European Central Bank
said that 13 banks in the eurozone
— including four in Italy and two
in Greece — showed shortfalls in
their own money, or capital, after
a review devised to uncover hid-
den problems and test their abil-
ity to withstand a sharp recession

or other crisis. But the problems
were limited to midtier European
banks and no major banks failed
the central bank’s test.

Contrary to some forecasts, the
stress-test results were not likely
to force any banks to close. Those
deemed having too little capital
to protect against risk have two
weeks to file plans for raising
more, and will then have up to an
additional nine months to meet

the minimum threshold.
“The massive nature of the ex-

ercise deserves to be acknowl-
edged,” Vítor Constâncio, the
vice president of the European
Central Bank, said at a news con-
ference Sunday. “The results are
credible.”

The 13 banks that failed the
stress test were among 25 that 
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do so because Greg Marra, 26, a Face-
book engineer, calculated that it was
the kind of thing they might enjoy. 

Mr. Marra’s team designs the code
that drives Facebook’s News Feed —
the stream of updates, photographs,
videos and stories that users see. He
is also fast becoming one of the most
influential people in the news busi-
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Facebook now has a fifth of the
world — about 1.3 billion people —
logging on at least monthly. It drives
up to 20 percent of traffic to news
sites, according to figures from the
analytics company SimpleReach. On
mobile devices, the fastest-growing
source of readers, the percentage is
even higher, SimpleReach says, and
continues to increase. 

The social media company is in-
creasingly becoming to the news busi-
ness what Amazon is to book pub-
lishing — a behemoth that provides
access to hundreds of millions of con-

sumers and wields enormous power.
About 30 percent of adults in the Unit-
ed States get their news on Facebook,
according to a study from the Pew Re-
search Center. The fortunes of a news
site, in short, can rise or fall de-
pending on how it performs in Face-
book’s News Feed. 

Though other services, like Twitter
and Google News, can also exert a
large influence, Facebook is at the
forefront of a fundamental change in
how people consume journalism.
Most readers now come to it not
through the print editions of newspa-
pers and magazines or their home
pages online, but through social me-
dia and search engines driven by an
algorithm, a mathematical formula
that predicts what users might want
to read. 

It is a world of fragments, filtered
by code and delivered on demand. For
news organizations, said Cory Haik,
senior editor for digital news at The
Washington Post, the shift represents
“the great unbundling” of journalism. 
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HONG KONG — China churns
out many of the world’s electron-
ic devices: smartphones, com-
puters, complicated networking
equipment.

Now the country is redoubling
its efforts to design and produce
the brains behind most of those
electronics, the chip.

China is playing catch-up with
global rivals. Last year, the coun-
try imported $232 billion of semi-
conductor products, eclipsing
even the amount spent on petro-
leum.

To narrow the gap, Beijing is
starting programs to increase in-
vestment by the state and to gain
expertise from foreign chip com-
panies. Experts say the chip in-
dustry is one focus of Chinese es-
pionage efforts.

There’s also new bureaucratic
determination. Vice Premier Ma
Kai is leading a task force
charged with making the coun-
try’s chip industry a world leader
by 2030. The task force brings to-
gether four ministries and is esti-
mated to have $170 billion in gov-
ernment support to spend over

five to 10 years, according to a re-
port in June by McKinsey & Com-
pany.

“There is a clear sense of ur-
gency nowadays about semicon-
ductors and chips in particular,”
said Daniel H. Rosen, founding
partner of the Rhodium Group,
an economic research and advi-
sory firm. “There is a sense that
since China is overwhelmingly
still dependent on imports — es-
pecially for higher-end chips that
go into everything made in the
country — there is a national se-
curity vulnerability.”

Disclosures by the former Na-
tional Security Agency contrac-
tor Edward J. Snowden about
United States government sur-
veillance have only deepened
such concerns. The situation has
led to a broader awareness
among Chinese government offi-
cials of potential security issues
with foreign-sourced tech compo-
nents like chips.

The fallout from the disclo-
sures is most likely to blame, in
part, for a recent antitrust in-
vestigation into Qualcomm, ana-
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Just as the music industry has
moved largely from selling al-
bums to songs bought instantly
online, publishers are increasing-
ly reaching readers through indi-
vidual pieces rather than com-
plete editions of newspapers or
magazines. A publication’s home
page, said Edward Kim, a co-
founder of SimpleReach, will
soon be important more as an ad-
vertisement of its brand than as a
destination for readers. 

“People won’t type in Washing-
tonPost.com anymore,” Ms. Haik
said. “It’s search and social.” 

The shift raises questions
about the ability of computers to
curate news, a role traditionally
played by editors. It also has
broader implications for the way
people consume information, and
thus how they see the world. 

In an interview at Facebook’s
sprawling headquarters here,
which has a giant, self-driving
golf cart that takes workers be-
tween buildings, Mr. Marra said
he did not think too much about
his impact on journalism. 

“We try to explicitly view our-
selves as not editors,” he said.
“We don’t want to have editorial
judgment over the content that’s
in your feed. You’ve made your
friends, you’ve connected to the
pages that you want to connect to
and you’re the best decider for
the things that you care about.” 

In Facebook’s work on its us-
ers’ news feeds, Mr. Marra said,
“we’re saying, ‘We think that of
all the stuff you’ve connected
yourself to, this is the stuff you’d
be most interested in reading.’” 

Roughly once a week, he and
his team of about 16 adjust the
complex computer code that de-
cides what to show a user when
he or she first logs on to Face-
book. The code is based on “thou-
sands and thousands” of metrics,
Mr. Marra said, including what
device a user is on, how many
comments or likes a story has re-
ceived and how long readers
spend on an article. 

The goal is to identify what us-
ers most enjoy, and its results
vary around the world. In India,
he said, people tend to share

what the company calls the
ABCDs: astrology, Bollywood,
cricket and divinity. 

If Facebook’s algorithm smiles
on a publisher, the rewards, in
terms of traffic, can be enormous.
If Mr. Marra and his team decide
that users do not enjoy certain
things, such as teaser headlines
that lure readers to click through
to get all the information, it can
mean ruin. When Facebook made
changes to its algorithm last Feb-
ruary to emphasize higher-qual-
ity content, several so-called viral
sites that had thrived there, in-
cluding Upworthy, Distractify
and Elite Daily, saw large de-
clines in their traffic. 

Facebook executives frame the
company’s relationship with pub-
lishers as mutually beneficial:
when publishers promote their
content on Facebook, its users

have more engaging material to
read, and the publishers get in-
creased traffic driven to their
sites. Numerous publications, in-
cluding The New York Times,
have met with Facebook officials
to discuss how to improve their
referral traffic.

The increased traffic can po-
tentially mean that the publisher
can increase its advertising rates
or convert some of those new
readers into subscribers. 

Social media companies like
Facebook, Twitter and LinkedIn
want their users to spend more
time, or do more, on their serv-
ices — a concept known as en-
gagement, said Sean Munson, an
assistant professor at the Uni-
versity of Washington who stud-
ies the intersection of technology
and behavior.

Facebook officials say that the

more time users spend at its site,
the more likely there will be a ro-
bust exchange of diverse view-
points and ideas shared online.
Others fear that users will create
their own echo chambers, and fil-
ter out coverage they do not
agree with. “And that,” Mr. Mun-
son said, “is when you get con-
spiracy theories.”

Ben Smith, editor in chief of
BuzzFeed, a news and entertain-
ment site, said his rule for writing
and reporting in a fragmented
age is simple: “no filler.” News
organizations that still publish a
print edition, he said, have slots
— physical holes on paper or vir-
tual ones on a home page — that
result in the publication of stories
that are not necessarily the most
interesting or timely, but are re-
quired to fill the space. It was
partly to discourage such slot-
filling that BuzzFeed did not fo-

cus on its home page when it first
started, he said.

Mr. Kim of SimpleReach says
he advises established media
companies that “it’s dangerous to
start chasing social. You’ll end up
like everyone else, and you’ll lose
your differentiation.” The ques-
tion that older publications that
are not “digital natives” like
BuzzFeed have to ask them-
selves, Mr. Kim said, is “Are you
creating content for the way that
content is consumed in this envi-
ronment?” 

Ms. Haik, the Washington Post
digital editor, is leading a team,
started this year, that aims to de-
liver different versions of The
Post’s journalism to different
people, based on information
about how they have come to an
article, which device they are on
and even, if it is a phone, which

way they are holding it. 
“We’re asking if there’s a dif-

ferent kind of storytelling, not
just an ideal presentation,” she
said. For instance, she said, peo-
ple reading The Post on a mobile
phone during the day will prob-
ably want a different kind of
reading experience than those
who are on a Wi-Fi connection at
home in the evening. 

The Post is putting time and
energy into such efforts, Ms.
Haik said, because it is “ultimate-
ly about sustaining our business
or growing our audience.” More
than half of its mobile readers,
she said, are so-called millennials
who consume news digitally and
largely through social media
sites like Facebook. Some publi-
cations have found a niche in tak-
ing the opposite approach. The
Browser is edited by Robert Cot-
trell, a former journalist at The
Financial Times and The Econo-
mist. Mr. Cottrell skims about
1,000 articles a day, he said, and
then publishes five or six that he
finds interesting for about 7,000
subscribers who pay $20 a year.
A recent selection included the
life of an early-20th-century
American bricklayer and a study
of great Eastern philosophers.

“The general idea is to offer a
few pieces each day which we
think are both enjoyable and of
lasting value,” Mr. Cottrell said.
“We’re certainly at the other end
of the process from the algo-
rithms.” 

Artificial intelligence, he said,
may eventually be able to find a
piece of writing moving, in some
sense, and want to share it. But
for the moment, computers rely
on information gathered online
“and that is going to be a very,
very impoverished data set com-
pared to a human being.” 

Mr. Marra, the Facebook engi-
neer, agrees that a human editor
for each individual would be
ideal. “But it’s not realistic to do
that at scale for every person on
the planet,” he said, “and so I
think we’ll always have these hy-
brid systems like News Feed that
are helping you find the things
that you care about.” It is simply,
he said, “a personalized newspa-
per.” 
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Facebook’s Menlo Park, Calif., campus. A study says 30 percent of adults in America get news from the social network. 

bility it mentioned was for pub-
lishers to simply send pages to
Facebook that would live inside
the social network’s mobile app
and be hosted by its servers; that
way, they would load quickly with
ads that Facebook sells. The rev-
enue would be shared. 

That kind of wholesale transfer
of content sends a cold, dark chill
down the collective spine of pub-
lishers, both traditional and digi-
tal insurgents alike. If Facebook’s
mobile app hosted publishers’
pages, the relationship with cus-
tomers, most of the data about
what they did and the reading ex-
perience would all belong to the
platform. Media companies
would essentially be serfs in a
kingdom that Facebook owns. 

It is a measure of Facebook’s
growing power in digital realms
that when I called around about
those rumors, no one wanted to
talk. Well, let me revise that:
Many wanted to talk, almost end-
lessly, about how terrible some of

the possible changes would be for
producers of original content, but
not if I was going to indicate their
place of employment. (Many had
signed confidentiality agree-
ments, so there’s that as well.)

It’s not that Facebook has a
reputation for extracting venge-
ance, so far as I know; it’s just
that the company has become the
No. 1 source of traffic for many
digital publishers. Yes, search
from Google still creates inbound
interest, and Twitter can spark
attention, especially among me-
dia types, but when it comes to
sheer tonnage of eyeballs, noth-
ing rivals Facebook. 

“The traffic they send is as-
tounding and it’s been great that
they have made an effort to reach
out and boost quality content,”
said one digital publishing execu-
tive, who declined to be identified
so as not to ruffle the feathers of
the golden goose. “But all any of
us are talking about is when the
other shoe might drop.”

Chris Cox, chief product officer
for Facebook, knows that the
frightened chatter is out there,
but says those worries are un-
founded because the interests of

Facebook and digital publishers
are pretty much aligned. 

“We are at the very beginning
of a conversation and it’s very
important that we get this right,”
he said in a video call. “Because
we play an increasingly impor-
tant role in how people discover
the news that they read every
day, we feel a responsibility to
work with publishers to come up
with as good an experience as we
can for consumers. And we want
and need that to be a good expe-
rience for publishers as well.”

Facebook’s concerns seem sin-
cere, but the relationship can be
fraught. Several years ago, The
Guardian and The Washington
Post achieved eye-popping traffic
from a Facebook news app called
Social Reader. But eventually
consumers rebelled against ex-
cessive notices about what their
friends were reading, Facebook
tweaked the algorithm, traffic fell
and the plug was pulled in 2012. 

Given the amount of leverage
Facebook has, many publishers
are worried that what has been a
listening tour could become a
telling tour, in which Facebook
dictates terms because it drives
so much traffic. (Amazon’s domi-

nance in the book business comes
to mind.)

“We’ve talked about the impor-
tance of a united front so that
Facebook gets the message that
this isn’t going to work, but that
could change if somebody cuts a
big revenue-sharing deal,” an-
other publishing executive said. 

It reminds me very much of
those times when other digital
behemoths tried to persuade con-
tent providers into letting them
host the publishers’ content. In
the early days, when AOL was
dominant, the service preyed on
the publishers’ fear that if they
didn’t put their content inside the
walled garden of AOL, their con-
tent would be invisible. That
strategy benefited AOL in the
short run, but no one prospered

in the long run. 
And I remember a visit to Goo-

gle when Sergey Brin, a founder
of the company, and some of his
colleagues talked about how
clunky most news web pages
were — sound familiar? — and
offered to host content with
quicker load times and a revenue
share. That went nowhere fast. 

Once companies reach a cer-
tain scale online, they have a
tendency to decide that while
they love the Internet, they
would like a better version. And,
oh, by the way, they should run it.
(All considered, Apple has al-
ready pulled off that trick, creat-
ing a private enclave of apps that
it controls.) 

David Bradley, who owns and
leads the Atlantic Media Compa-

ny, says it has an excellent rela-
tionship with Facebook and prof-
its nicely from the traffic the site
generates. But he says the next
battle for control over content is a
significant one, not so much man-
dated by Facebook as by consum-
er preference. 

“Increasingly, people would
rather have their news curated
by friends rather than editors,”
he said. “Facebook technology
may create a better reader expe-
rience than publishers can match
— pages that load better and bet-
ter page design.”

He has been thinking a lot
about what that means.

“My job is to navigate The At-
lantic to continuing good rela-
tions with the platforms,” he said.
“In my last trip to the Valley, the
best minds were talking about
the same issue: Is the coming
contest between platforms and
publishing companies an existen-
tial threat to journalism? At least
in the Valley, largely the answer I
heard was ‘Yes.’”

His candor is admirable, but
his conclusion is scary. The Face-
book dog is loose, and he’s acting
more friendly than hungry. But
everyone knows that if the dog is
big enough, he can lick you to
death as well. 

Facebook Offers a Life Raft,
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Mark Zuckerberg, the Face-
book chief, speaking in early
October in New Delhi.

lysts and industry executives
say. The case is expected to re-
sult in a fine and to force the com-
pany to lower the licensing fees it
charges Chinese companies to
use its technology, according to
analysts and lawyers following
the case.

In recent months, multination-
al companies have faced growing
pressure in China, where investi-
gators have begun antitrust and
price-fixing investigations aimed
at food manufacturers, automak-
ers and technology companies.
While Qualcomm’s troubles fit
the trend, they also show how
China’s inquiries align with
broader economic and strategic
initiatives.

“The Chinese government has
credibility to pick on Qualcomm
because of investigations into the
company in other countries,” said
Scott Kennedy, director of the Re-
search Center for Chinese Poli-
tics and Business at Indiana Uni-
versity. “But it also definitely fits
their industrial policy goals if
they can squeeze in lower licens-
ing fees or other technology-
sharing arrangements.”

As it takes aim at foreign play-
ers, China is striving to develop

its chip industry. Over the past 15
years, the government has grant-
ed subsidies, funding and even
extraordinary rights to promis-
ing chip makers.

To attract international talent,
the founder of one chip maker,
the Semiconductor Manufactur-
ing International Corporation,
added amenities like a bilingual
school to entice the highly skilled
engineers he needed to put to-
gether complex assembly lines.
The founder, a Christian, even
built a church — of particular ap-
peal to Christian Taiwanese, who
are accustomed to companies
sponsoring Bible study and simi-
lar activities — even though Bei-
jing remains highly suspicious of
the spread of Christianity.

With help from government
subsidies, SMIC has become a
major chip producer since its
founding in 2000, though it still
lacks the scale and technology to
compete at the level of compa-
nies like Intel, Samsung and the
Taiwan Semiconductor Manufac-
turing Corporation. Other compa-
nies founded with government
funding in the early 2000s sell
chip designs for cheap smart-
phones but remain small com-
pared with Qualcomm.

The Chinese government has
been suspected of being involved
in schemes to acquire chip tech-
nology with military applications.
In 2012, the Federal Bureau of In-

vestigation indicted two Chinese
men, charging them with illegally
trying to buy reprogrammable
chips from an American compa-
ny, Lattice Semiconductor, that
could be used at high tempera-
tures on spacecraft like rockets.
The men are presumed to be in
China and have not been arrest-
ed.

In two separate cases in 2011,
Chinese citizens were prosecuted
for trying to procure radiation-
hardened chips for use in satel-
lites. In one case two defendants
pleaded guilty to conspiring to vi-
olate the Arms Export Control

Act and to smuggle goods unlaw-
fully from the United States. In
the second case, one defendant
pleaded guilty to violating that
same act by selling chips to Chi-
na. Analysts say attempts by Chi-
nese companies to acquire confi-
dential American technology are
usually state-directed if not state-
led.

Speaking about one of the 2011
cases, Neil H. MacBride, who
was United States attorney for
the Eastern District of Virginia at
the time, said the conviction
served as a deterrent to anyone
seeking to procure information
for China.

“The line between traditional
espionage, export violations and
economic espionage has become
increasingly blurred as the sensi-
tive information sought by the
P.R.C. commonly has ramifica-
tions both economically and in
terms of national security,” he
said, referring to the People’s Re-
public of China, in a release after
the case.

Tech security analysts say chip
technology has also been a focus
of hacking efforts aimed at for-
eign companies.

For example, the security firm
CrowdStrike said one sophisticat-
ed group it calls Deep Panda has
compromised five American and
Taiwanese chip companies this
year. The group, which has also

gone after other targets like the
pro-democratic Hong Kong Civic
Party recently, is notable for par-
ticularly stealthy attacks that al-
low it to snoop on its victims’
data undetected. CrowdStrike
says Deep Panda is connected to
the Chinese government.

“They seem to be elite,” said
Dmitri Alperovitch, co-founder
and chief technology officer of
CrowdStrike. “They’re one of the
best groups in terms of tradecraft
and sophistication.”

CrowdStrike’s claims could not
be independently verified.

Analysts have indicated that
the government, along with some
Chinese companies, may be play-
ing foreign rivals off one another
to extract technology and other
advantages.

In September, Intel, which has
fallen behind Qualcomm in the
booming market for chips that go
into mobile phones, agreed to in-
vest $1.5 billion in Tsinghua Uni-
group. Last year, Tsinghua Uni-
group emerged from relative ob-
scurity to spend almost $2.7 bil-
lion on two Chinese chip-design
companies, Spreadtrum Commu-
nications and RDA Microelec-
tronics. Analysts point to the
deals as a sign that China is seek-
ing to turn the company into a na-
tional champion.

Tsinghua Unigroup is well po-
sitioned in that regard. The com-

pany is a subsidiary of Tsinghua
Holdings, a highly connected
company that once counted the
son of a former Chinese presi-
dent, Hu Jintao, as its party sec-
retary — the position responsible
for communicating and cooperat-
ing with the Chinese Communist
Party. It also controls companies
spun off from one of China’s top
colleges, Tsinghua University.

As part of its agreement, Intel
received a 20 percent stake in
Spreadtrum. They will work to-
gether to create chips with wire-
less features. The investment
could open up the giant Chinese
mobile market for Intel, while
Spreadtrum could gain valuable
technical skill from Intel’s engi-
neers.

That is bad news for Qual-
comm. The situation could push
Qualcomm to cooperate more
with other Chinese companies to
ensure that it does not face fur-
ther difficulties with the govern-
ment. Mr. Kennedy said the pat-
tern of hitting one foreign compa-
ny, like Qualcomm, while cooper-
ating with a rival one, like Intel,
matches a model that has been
used in the past in China to ex-
tract new technologies and sup-
port for local companies from for-
eign multinationals.

“The Chinese have a full pano-
ply of tools and tactics, and divide
and conquer is one of them,” Mr.
Kennedy said.
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Vice Premier Ma Kai leads ef-
forts to make China’s chip in-
dustry a world leader.

Shanshan Wang contributed re-
porting from Beijing.

Nxxx,2014-10-27,B,006,Bs-BW,E1

of employment. (Many had signed confidential-
ity agreements, so there’s that as well.)

It’s not that Facebook has a reputation for 
extracting vengeance, so far as I know; it’s just 
that the company has become the No. 1 source 
of traffic for many digital publishers. Yes, search 
from Google still creates inbound interest, and 
Twitter can spark attention, especially among 
media types, but when it comes to sheer tonnage 
of eyeballs, nothing rivals Facebook.

“The traffic they send is astounding and 
it’s been great that they have made an effort to 
reach out and boost quality content,” said one 
digital publishing executive, who declined to 
be identified so as not to ruffle the feathers of 
the golden goose. “But all any of us are talking 
about is when the other shoe might drop.”

Chris Cox, chief product officer for Face-
book, knows that the frightened chatter is out 
there, but says those worries are unfounded 
because the interests of Facebook and digital 
publishers are pretty much aligned.

“We are at the very beginning of a conver-
sation and it’s very important that we get this 
right,” he said in a video call. “Because we play 
an increasingly important role in how people dis-
cover the news that they read every day, we feel 
a responsibility to work with publishers to come 
up with as good an experience as we can for con-
sumers. And we want and need that to be a good 
experience for publishers as well.”

Facebook’s concerns seem sincere, but 
the relationship can be fraught. Several years 
ago, The Guardian and The Washington Post 
achieved eye-popping traffic from a Facebook 
news app called Social Reader. But eventually 
consumers rebelled against excessive notices 
about what their friends were reading, Face-
book tweaked the algorithm, traffic fell and the 
plug was pulled in 2012.

Given the amount of leverage Facebook 
has, many publishers are worried that what 
has been a listening tour could become a telling 
tour, in which Facebook dictates terms because 
it drives so much traffic. (Amazon’s dominance 
in the book business comes to mind.)

“We’ve talked about the importance of a 
united front so that Facebook gets the message 
that this isn’t going to work, but that could 
change if somebody cuts a big revenue-sharing 
deal,” another publishing executive said.

It reminds me very much of those times 
when other digital behemoths tried to per-
suade content providers into letting them host 
the publishers’ content. In the early days, 
when AOL was dominant, the service preyed 
on the publishers’ fear that if they didn’t put 
their content inside the walled garden of AOL, 
their content would be invisible. That strat-
egy benefited AOL in the short run, but no one 
prospered in the long run.

And I remember a visit to Google when Ser-
gey Brin, a founder of the company, and some 
of his colleagues talked about how clunky most 
news web pages were — sound familiar? — and 
offered to host content with quicker load times 
and a revenue share. That went nowhere fast.

Once companies reach a certain scale on-
line, they have a tendency to decide that while 
they love the Internet, they would like a better 
version. And, oh, by the way, they should run 
it. (All considered, Apple has already pulled off 
that trick, creating a private enclave of apps 
that it controls.)

David Bradley, who owns and leads the At-
lantic Media Company, says it has an excellent 
relationship with Facebook and profits nicely 
from the traffic the site generates. But he says 
the next battle for control over content is a sig-
nificant one, not so much mandated by Face-
book as by consumer preference.

“Increasingly, people would rather have 
their news curated by friends rather than edi-
tors,” he said. “Facebook technology may cre-
ate a better reader experience than publishers 
can match — pages that load better and better 
page design.”
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Just as the music industry has
moved largely from selling al-
bums to songs bought instantly
online, publishers are increasing-
ly reaching readers through indi-
vidual pieces rather than com-
plete editions of newspapers or
magazines. A publication’s home
page, said Edward Kim, a co-
founder of SimpleReach, will
soon be important more as an ad-
vertisement of its brand than as a
destination for readers. 

“People won’t type in Washing-
tonPost.com anymore,” Ms. Haik
said. “It’s search and social.” 

The shift raises questions
about the ability of computers to
curate news, a role traditionally
played by editors. It also has
broader implications for the way
people consume information, and
thus how they see the world. 

In an interview at Facebook’s
sprawling headquarters here,
which has a giant, self-driving
golf cart that takes workers be-
tween buildings, Mr. Marra said
he did not think too much about
his impact on journalism. 

“We try to explicitly view our-
selves as not editors,” he said.
“We don’t want to have editorial
judgment over the content that’s
in your feed. You’ve made your
friends, you’ve connected to the
pages that you want to connect to
and you’re the best decider for
the things that you care about.” 

In Facebook’s work on its us-
ers’ news feeds, Mr. Marra said,
“we’re saying, ‘We think that of
all the stuff you’ve connected
yourself to, this is the stuff you’d
be most interested in reading.’” 

Roughly once a week, he and
his team of about 16 adjust the
complex computer code that de-
cides what to show a user when
he or she first logs on to Face-
book. The code is based on “thou-
sands and thousands” of metrics,
Mr. Marra said, including what
device a user is on, how many
comments or likes a story has re-
ceived and how long readers
spend on an article. 

The goal is to identify what us-
ers most enjoy, and its results
vary around the world. In India,
he said, people tend to share

what the company calls the
ABCDs: astrology, Bollywood,
cricket and divinity. 

If Facebook’s algorithm smiles
on a publisher, the rewards, in
terms of traffic, can be enormous.
If Mr. Marra and his team decide
that users do not enjoy certain
things, such as teaser headlines
that lure readers to click through
to get all the information, it can
mean ruin. When Facebook made
changes to its algorithm last Feb-
ruary to emphasize higher-qual-
ity content, several so-called viral
sites that had thrived there, in-
cluding Upworthy, Distractify
and Elite Daily, saw large de-
clines in their traffic. 

Facebook executives frame the
company’s relationship with pub-
lishers as mutually beneficial:
when publishers promote their
content on Facebook, its users

have more engaging material to
read, and the publishers get in-
creased traffic driven to their
sites. Numerous publications, in-
cluding The New York Times,
have met with Facebook officials
to discuss how to improve their
referral traffic.

The increased traffic can po-
tentially mean that the publisher
can increase its advertising rates
or convert some of those new
readers into subscribers. 

Social media companies like
Facebook, Twitter and LinkedIn
want their users to spend more
time, or do more, on their serv-
ices — a concept known as en-
gagement, said Sean Munson, an
assistant professor at the Uni-
versity of Washington who stud-
ies the intersection of technology
and behavior.

Facebook officials say that the

more time users spend at its site,
the more likely there will be a ro-
bust exchange of diverse view-
points and ideas shared online.
Others fear that users will create
their own echo chambers, and fil-
ter out coverage they do not
agree with. “And that,” Mr. Mun-
son said, “is when you get con-
spiracy theories.”

Ben Smith, editor in chief of
BuzzFeed, a news and entertain-
ment site, said his rule for writing
and reporting in a fragmented
age is simple: “no filler.” News
organizations that still publish a
print edition, he said, have slots
— physical holes on paper or vir-
tual ones on a home page — that
result in the publication of stories
that are not necessarily the most
interesting or timely, but are re-
quired to fill the space. It was
partly to discourage such slot-
filling that BuzzFeed did not fo-

cus on its home page when it first
started, he said.

Mr. Kim of SimpleReach says
he advises established media
companies that “it’s dangerous to
start chasing social. You’ll end up
like everyone else, and you’ll lose
your differentiation.” The ques-
tion that older publications that
are not “digital natives” like
BuzzFeed have to ask them-
selves, Mr. Kim said, is “Are you
creating content for the way that
content is consumed in this envi-
ronment?” 

Ms. Haik, the Washington Post
digital editor, is leading a team,
started this year, that aims to de-
liver different versions of The
Post’s journalism to different
people, based on information
about how they have come to an
article, which device they are on
and even, if it is a phone, which

way they are holding it. 
“We’re asking if there’s a dif-

ferent kind of storytelling, not
just an ideal presentation,” she
said. For instance, she said, peo-
ple reading The Post on a mobile
phone during the day will prob-
ably want a different kind of
reading experience than those
who are on a Wi-Fi connection at
home in the evening. 

The Post is putting time and
energy into such efforts, Ms.
Haik said, because it is “ultimate-
ly about sustaining our business
or growing our audience.” More
than half of its mobile readers,
she said, are so-called millennials
who consume news digitally and
largely through social media
sites like Facebook. Some publi-
cations have found a niche in tak-
ing the opposite approach. The
Browser is edited by Robert Cot-
trell, a former journalist at The
Financial Times and The Econo-
mist. Mr. Cottrell skims about
1,000 articles a day, he said, and
then publishes five or six that he
finds interesting for about 7,000
subscribers who pay $20 a year.
A recent selection included the
life of an early-20th-century
American bricklayer and a study
of great Eastern philosophers.

“The general idea is to offer a
few pieces each day which we
think are both enjoyable and of
lasting value,” Mr. Cottrell said.
“We’re certainly at the other end
of the process from the algo-
rithms.” 

Artificial intelligence, he said,
may eventually be able to find a
piece of writing moving, in some
sense, and want to share it. But
for the moment, computers rely
on information gathered online
“and that is going to be a very,
very impoverished data set com-
pared to a human being.” 

Mr. Marra, the Facebook engi-
neer, agrees that a human editor
for each individual would be
ideal. “But it’s not realistic to do
that at scale for every person on
the planet,” he said, “and so I
think we’ll always have these hy-
brid systems like News Feed that
are helping you find the things
that you care about.” It is simply,
he said, “a personalized newspa-
per.” 
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Facebook’s Menlo Park, Calif., campus. A study says 30 percent of adults in America get news from the social network. 

bility it mentioned was for pub-
lishers to simply send pages to
Facebook that would live inside
the social network’s mobile app
and be hosted by its servers; that
way, they would load quickly with
ads that Facebook sells. The rev-
enue would be shared. 

That kind of wholesale transfer
of content sends a cold, dark chill
down the collective spine of pub-
lishers, both traditional and digi-
tal insurgents alike. If Facebook’s
mobile app hosted publishers’
pages, the relationship with cus-
tomers, most of the data about
what they did and the reading ex-
perience would all belong to the
platform. Media companies
would essentially be serfs in a
kingdom that Facebook owns. 

It is a measure of Facebook’s
growing power in digital realms
that when I called around about
those rumors, no one wanted to
talk. Well, let me revise that:
Many wanted to talk, almost end-
lessly, about how terrible some of

the possible changes would be for
producers of original content, but
not if I was going to indicate their
place of employment. (Many had
signed confidentiality agree-
ments, so there’s that as well.)

It’s not that Facebook has a
reputation for extracting venge-
ance, so far as I know; it’s just
that the company has become the
No. 1 source of traffic for many
digital publishers. Yes, search
from Google still creates inbound
interest, and Twitter can spark
attention, especially among me-
dia types, but when it comes to
sheer tonnage of eyeballs, noth-
ing rivals Facebook. 

“The traffic they send is as-
tounding and it’s been great that
they have made an effort to reach
out and boost quality content,”
said one digital publishing execu-
tive, who declined to be identified
so as not to ruffle the feathers of
the golden goose. “But all any of
us are talking about is when the
other shoe might drop.”

Chris Cox, chief product officer
for Facebook, knows that the
frightened chatter is out there,
but says those worries are un-
founded because the interests of

Facebook and digital publishers
are pretty much aligned. 

“We are at the very beginning
of a conversation and it’s very
important that we get this right,”
he said in a video call. “Because
we play an increasingly impor-
tant role in how people discover
the news that they read every
day, we feel a responsibility to
work with publishers to come up
with as good an experience as we
can for consumers. And we want
and need that to be a good expe-
rience for publishers as well.”

Facebook’s concerns seem sin-
cere, but the relationship can be
fraught. Several years ago, The
Guardian and The Washington
Post achieved eye-popping traffic
from a Facebook news app called
Social Reader. But eventually
consumers rebelled against ex-
cessive notices about what their
friends were reading, Facebook
tweaked the algorithm, traffic fell
and the plug was pulled in 2012. 

Given the amount of leverage
Facebook has, many publishers
are worried that what has been a
listening tour could become a
telling tour, in which Facebook
dictates terms because it drives
so much traffic. (Amazon’s domi-

nance in the book business comes
to mind.)

“We’ve talked about the impor-
tance of a united front so that
Facebook gets the message that
this isn’t going to work, but that
could change if somebody cuts a
big revenue-sharing deal,” an-
other publishing executive said. 

It reminds me very much of
those times when other digital
behemoths tried to persuade con-
tent providers into letting them
host the publishers’ content. In
the early days, when AOL was
dominant, the service preyed on
the publishers’ fear that if they
didn’t put their content inside the
walled garden of AOL, their con-
tent would be invisible. That
strategy benefited AOL in the
short run, but no one prospered

in the long run. 
And I remember a visit to Goo-

gle when Sergey Brin, a founder
of the company, and some of his
colleagues talked about how
clunky most news web pages
were — sound familiar? — and
offered to host content with
quicker load times and a revenue
share. That went nowhere fast. 

Once companies reach a cer-
tain scale online, they have a
tendency to decide that while
they love the Internet, they
would like a better version. And,
oh, by the way, they should run it.
(All considered, Apple has al-
ready pulled off that trick, creat-
ing a private enclave of apps that
it controls.) 

David Bradley, who owns and
leads the Atlantic Media Compa-

ny, says it has an excellent rela-
tionship with Facebook and prof-
its nicely from the traffic the site
generates. But he says the next
battle for control over content is a
significant one, not so much man-
dated by Facebook as by consum-
er preference. 

“Increasingly, people would
rather have their news curated
by friends rather than editors,”
he said. “Facebook technology
may create a better reader expe-
rience than publishers can match
— pages that load better and bet-
ter page design.”

He has been thinking a lot
about what that means.

“My job is to navigate The At-
lantic to continuing good rela-
tions with the platforms,” he said.
“In my last trip to the Valley, the
best minds were talking about
the same issue: Is the coming
contest between platforms and
publishing companies an existen-
tial threat to journalism? At least
in the Valley, largely the answer I
heard was ‘Yes.’”

His candor is admirable, but
his conclusion is scary. The Face-
book dog is loose, and he’s acting
more friendly than hungry. But
everyone knows that if the dog is
big enough, he can lick you to
death as well. 
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Mark Zuckerberg, the Face-
book chief, speaking in early
October in New Delhi.

lysts and industry executives
say. The case is expected to re-
sult in a fine and to force the com-
pany to lower the licensing fees it
charges Chinese companies to
use its technology, according to
analysts and lawyers following
the case.

In recent months, multination-
al companies have faced growing
pressure in China, where investi-
gators have begun antitrust and
price-fixing investigations aimed
at food manufacturers, automak-
ers and technology companies.
While Qualcomm’s troubles fit
the trend, they also show how
China’s inquiries align with
broader economic and strategic
initiatives.

“The Chinese government has
credibility to pick on Qualcomm
because of investigations into the
company in other countries,” said
Scott Kennedy, director of the Re-
search Center for Chinese Poli-
tics and Business at Indiana Uni-
versity. “But it also definitely fits
their industrial policy goals if
they can squeeze in lower licens-
ing fees or other technology-
sharing arrangements.”

As it takes aim at foreign play-
ers, China is striving to develop

its chip industry. Over the past 15
years, the government has grant-
ed subsidies, funding and even
extraordinary rights to promis-
ing chip makers.

To attract international talent,
the founder of one chip maker,
the Semiconductor Manufactur-
ing International Corporation,
added amenities like a bilingual
school to entice the highly skilled
engineers he needed to put to-
gether complex assembly lines.
The founder, a Christian, even
built a church — of particular ap-
peal to Christian Taiwanese, who
are accustomed to companies
sponsoring Bible study and simi-
lar activities — even though Bei-
jing remains highly suspicious of
the spread of Christianity.

With help from government
subsidies, SMIC has become a
major chip producer since its
founding in 2000, though it still
lacks the scale and technology to
compete at the level of compa-
nies like Intel, Samsung and the
Taiwan Semiconductor Manufac-
turing Corporation. Other compa-
nies founded with government
funding in the early 2000s sell
chip designs for cheap smart-
phones but remain small com-
pared with Qualcomm.

The Chinese government has
been suspected of being involved
in schemes to acquire chip tech-
nology with military applications.
In 2012, the Federal Bureau of In-

vestigation indicted two Chinese
men, charging them with illegally
trying to buy reprogrammable
chips from an American compa-
ny, Lattice Semiconductor, that
could be used at high tempera-
tures on spacecraft like rockets.
The men are presumed to be in
China and have not been arrest-
ed.

In two separate cases in 2011,
Chinese citizens were prosecuted
for trying to procure radiation-
hardened chips for use in satel-
lites. In one case two defendants
pleaded guilty to conspiring to vi-
olate the Arms Export Control

Act and to smuggle goods unlaw-
fully from the United States. In
the second case, one defendant
pleaded guilty to violating that
same act by selling chips to Chi-
na. Analysts say attempts by Chi-
nese companies to acquire confi-
dential American technology are
usually state-directed if not state-
led.

Speaking about one of the 2011
cases, Neil H. MacBride, who
was United States attorney for
the Eastern District of Virginia at
the time, said the conviction
served as a deterrent to anyone
seeking to procure information
for China.

“The line between traditional
espionage, export violations and
economic espionage has become
increasingly blurred as the sensi-
tive information sought by the
P.R.C. commonly has ramifica-
tions both economically and in
terms of national security,” he
said, referring to the People’s Re-
public of China, in a release after
the case.

Tech security analysts say chip
technology has also been a focus
of hacking efforts aimed at for-
eign companies.

For example, the security firm
CrowdStrike said one sophisticat-
ed group it calls Deep Panda has
compromised five American and
Taiwanese chip companies this
year. The group, which has also

gone after other targets like the
pro-democratic Hong Kong Civic
Party recently, is notable for par-
ticularly stealthy attacks that al-
low it to snoop on its victims’
data undetected. CrowdStrike
says Deep Panda is connected to
the Chinese government.

“They seem to be elite,” said
Dmitri Alperovitch, co-founder
and chief technology officer of
CrowdStrike. “They’re one of the
best groups in terms of tradecraft
and sophistication.”

CrowdStrike’s claims could not
be independently verified.

Analysts have indicated that
the government, along with some
Chinese companies, may be play-
ing foreign rivals off one another
to extract technology and other
advantages.

In September, Intel, which has
fallen behind Qualcomm in the
booming market for chips that go
into mobile phones, agreed to in-
vest $1.5 billion in Tsinghua Uni-
group. Last year, Tsinghua Uni-
group emerged from relative ob-
scurity to spend almost $2.7 bil-
lion on two Chinese chip-design
companies, Spreadtrum Commu-
nications and RDA Microelec-
tronics. Analysts point to the
deals as a sign that China is seek-
ing to turn the company into a na-
tional champion.

Tsinghua Unigroup is well po-
sitioned in that regard. The com-

pany is a subsidiary of Tsinghua
Holdings, a highly connected
company that once counted the
son of a former Chinese presi-
dent, Hu Jintao, as its party sec-
retary — the position responsible
for communicating and cooperat-
ing with the Chinese Communist
Party. It also controls companies
spun off from one of China’s top
colleges, Tsinghua University.

As part of its agreement, Intel
received a 20 percent stake in
Spreadtrum. They will work to-
gether to create chips with wire-
less features. The investment
could open up the giant Chinese
mobile market for Intel, while
Spreadtrum could gain valuable
technical skill from Intel’s engi-
neers.

That is bad news for Qual-
comm. The situation could push
Qualcomm to cooperate more
with other Chinese companies to
ensure that it does not face fur-
ther difficulties with the govern-
ment. Mr. Kennedy said the pat-
tern of hitting one foreign compa-
ny, like Qualcomm, while cooper-
ating with a rival one, like Intel,
matches a model that has been
used in the past in China to ex-
tract new technologies and sup-
port for local companies from for-
eign multinationals.

“The Chinese have a full pano-
ply of tools and tactics, and divide
and conquer is one of them,” Mr.
Kennedy said.

Using Cash and Pressure on Foreign Chip Makers, China Builds Its Own Industry 
From First Business Page

JASON LEE/REUTERS

Vice Premier Ma Kai leads ef-
forts to make China’s chip in-
dustry a world leader.

Shanshan Wang contributed re-
porting from Beijing.
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Just as the music industry has
moved largely from selling al-
bums to songs bought instantly
online, publishers are increasing-
ly reaching readers through indi-
vidual pieces rather than com-
plete editions of newspapers or
magazines. A publication’s home
page, said Edward Kim, a co-
founder of SimpleReach, will
soon be important more as an ad-
vertisement of its brand than as a
destination for readers. 

“People won’t type in Washing-
tonPost.com anymore,” Ms. Haik
said. “It’s search and social.” 

The shift raises questions
about the ability of computers to
curate news, a role traditionally
played by editors. It also has
broader implications for the way
people consume information, and
thus how they see the world. 

In an interview at Facebook’s
sprawling headquarters here,
which has a giant, self-driving
golf cart that takes workers be-
tween buildings, Mr. Marra said
he did not think too much about
his impact on journalism. 

“We try to explicitly view our-
selves as not editors,” he said.
“We don’t want to have editorial
judgment over the content that’s
in your feed. You’ve made your
friends, you’ve connected to the
pages that you want to connect to
and you’re the best decider for
the things that you care about.” 

In Facebook’s work on its us-
ers’ news feeds, Mr. Marra said,
“we’re saying, ‘We think that of
all the stuff you’ve connected
yourself to, this is the stuff you’d
be most interested in reading.’” 

Roughly once a week, he and
his team of about 16 adjust the
complex computer code that de-
cides what to show a user when
he or she first logs on to Face-
book. The code is based on “thou-
sands and thousands” of metrics,
Mr. Marra said, including what
device a user is on, how many
comments or likes a story has re-
ceived and how long readers
spend on an article. 

The goal is to identify what us-
ers most enjoy, and its results
vary around the world. In India,
he said, people tend to share

what the company calls the
ABCDs: astrology, Bollywood,
cricket and divinity. 

If Facebook’s algorithm smiles
on a publisher, the rewards, in
terms of traffic, can be enormous.
If Mr. Marra and his team decide
that users do not enjoy certain
things, such as teaser headlines
that lure readers to click through
to get all the information, it can
mean ruin. When Facebook made
changes to its algorithm last Feb-
ruary to emphasize higher-qual-
ity content, several so-called viral
sites that had thrived there, in-
cluding Upworthy, Distractify
and Elite Daily, saw large de-
clines in their traffic. 

Facebook executives frame the
company’s relationship with pub-
lishers as mutually beneficial:
when publishers promote their
content on Facebook, its users

have more engaging material to
read, and the publishers get in-
creased traffic driven to their
sites. Numerous publications, in-
cluding The New York Times,
have met with Facebook officials
to discuss how to improve their
referral traffic.

The increased traffic can po-
tentially mean that the publisher
can increase its advertising rates
or convert some of those new
readers into subscribers. 

Social media companies like
Facebook, Twitter and LinkedIn
want their users to spend more
time, or do more, on their serv-
ices — a concept known as en-
gagement, said Sean Munson, an
assistant professor at the Uni-
versity of Washington who stud-
ies the intersection of technology
and behavior.

Facebook officials say that the

more time users spend at its site,
the more likely there will be a ro-
bust exchange of diverse view-
points and ideas shared online.
Others fear that users will create
their own echo chambers, and fil-
ter out coverage they do not
agree with. “And that,” Mr. Mun-
son said, “is when you get con-
spiracy theories.”

Ben Smith, editor in chief of
BuzzFeed, a news and entertain-
ment site, said his rule for writing
and reporting in a fragmented
age is simple: “no filler.” News
organizations that still publish a
print edition, he said, have slots
— physical holes on paper or vir-
tual ones on a home page — that
result in the publication of stories
that are not necessarily the most
interesting or timely, but are re-
quired to fill the space. It was
partly to discourage such slot-
filling that BuzzFeed did not fo-

cus on its home page when it first
started, he said.

Mr. Kim of SimpleReach says
he advises established media
companies that “it’s dangerous to
start chasing social. You’ll end up
like everyone else, and you’ll lose
your differentiation.” The ques-
tion that older publications that
are not “digital natives” like
BuzzFeed have to ask them-
selves, Mr. Kim said, is “Are you
creating content for the way that
content is consumed in this envi-
ronment?” 

Ms. Haik, the Washington Post
digital editor, is leading a team,
started this year, that aims to de-
liver different versions of The
Post’s journalism to different
people, based on information
about how they have come to an
article, which device they are on
and even, if it is a phone, which

way they are holding it. 
“We’re asking if there’s a dif-

ferent kind of storytelling, not
just an ideal presentation,” she
said. For instance, she said, peo-
ple reading The Post on a mobile
phone during the day will prob-
ably want a different kind of
reading experience than those
who are on a Wi-Fi connection at
home in the evening. 

The Post is putting time and
energy into such efforts, Ms.
Haik said, because it is “ultimate-
ly about sustaining our business
or growing our audience.” More
than half of its mobile readers,
she said, are so-called millennials
who consume news digitally and
largely through social media
sites like Facebook. Some publi-
cations have found a niche in tak-
ing the opposite approach. The
Browser is edited by Robert Cot-
trell, a former journalist at The
Financial Times and The Econo-
mist. Mr. Cottrell skims about
1,000 articles a day, he said, and
then publishes five or six that he
finds interesting for about 7,000
subscribers who pay $20 a year.
A recent selection included the
life of an early-20th-century
American bricklayer and a study
of great Eastern philosophers.

“The general idea is to offer a
few pieces each day which we
think are both enjoyable and of
lasting value,” Mr. Cottrell said.
“We’re certainly at the other end
of the process from the algo-
rithms.” 

Artificial intelligence, he said,
may eventually be able to find a
piece of writing moving, in some
sense, and want to share it. But
for the moment, computers rely
on information gathered online
“and that is going to be a very,
very impoverished data set com-
pared to a human being.” 

Mr. Marra, the Facebook engi-
neer, agrees that a human editor
for each individual would be
ideal. “But it’s not realistic to do
that at scale for every person on
the planet,” he said, “and so I
think we’ll always have these hy-
brid systems like News Feed that
are helping you find the things
that you care about.” It is simply,
he said, “a personalized newspa-
per.” 

Facebook Is Changing the Way Its Users Consume Journalism 
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Facebook’s Menlo Park, Calif., campus. A study says 30 percent of adults in America get news from the social network. 

bility it mentioned was for pub-
lishers to simply send pages to
Facebook that would live inside
the social network’s mobile app
and be hosted by its servers; that
way, they would load quickly with
ads that Facebook sells. The rev-
enue would be shared. 

That kind of wholesale transfer
of content sends a cold, dark chill
down the collective spine of pub-
lishers, both traditional and digi-
tal insurgents alike. If Facebook’s
mobile app hosted publishers’
pages, the relationship with cus-
tomers, most of the data about
what they did and the reading ex-
perience would all belong to the
platform. Media companies
would essentially be serfs in a
kingdom that Facebook owns. 

It is a measure of Facebook’s
growing power in digital realms
that when I called around about
those rumors, no one wanted to
talk. Well, let me revise that:
Many wanted to talk, almost end-
lessly, about how terrible some of

the possible changes would be for
producers of original content, but
not if I was going to indicate their
place of employment. (Many had
signed confidentiality agree-
ments, so there’s that as well.)

It’s not that Facebook has a
reputation for extracting venge-
ance, so far as I know; it’s just
that the company has become the
No. 1 source of traffic for many
digital publishers. Yes, search
from Google still creates inbound
interest, and Twitter can spark
attention, especially among me-
dia types, but when it comes to
sheer tonnage of eyeballs, noth-
ing rivals Facebook. 

“The traffic they send is as-
tounding and it’s been great that
they have made an effort to reach
out and boost quality content,”
said one digital publishing execu-
tive, who declined to be identified
so as not to ruffle the feathers of
the golden goose. “But all any of
us are talking about is when the
other shoe might drop.”

Chris Cox, chief product officer
for Facebook, knows that the
frightened chatter is out there,
but says those worries are un-
founded because the interests of

Facebook and digital publishers
are pretty much aligned. 

“We are at the very beginning
of a conversation and it’s very
important that we get this right,”
he said in a video call. “Because
we play an increasingly impor-
tant role in how people discover
the news that they read every
day, we feel a responsibility to
work with publishers to come up
with as good an experience as we
can for consumers. And we want
and need that to be a good expe-
rience for publishers as well.”

Facebook’s concerns seem sin-
cere, but the relationship can be
fraught. Several years ago, The
Guardian and The Washington
Post achieved eye-popping traffic
from a Facebook news app called
Social Reader. But eventually
consumers rebelled against ex-
cessive notices about what their
friends were reading, Facebook
tweaked the algorithm, traffic fell
and the plug was pulled in 2012. 

Given the amount of leverage
Facebook has, many publishers
are worried that what has been a
listening tour could become a
telling tour, in which Facebook
dictates terms because it drives
so much traffic. (Amazon’s domi-

nance in the book business comes
to mind.)

“We’ve talked about the impor-
tance of a united front so that
Facebook gets the message that
this isn’t going to work, but that
could change if somebody cuts a
big revenue-sharing deal,” an-
other publishing executive said. 

It reminds me very much of
those times when other digital
behemoths tried to persuade con-
tent providers into letting them
host the publishers’ content. In
the early days, when AOL was
dominant, the service preyed on
the publishers’ fear that if they
didn’t put their content inside the
walled garden of AOL, their con-
tent would be invisible. That
strategy benefited AOL in the
short run, but no one prospered

in the long run. 
And I remember a visit to Goo-

gle when Sergey Brin, a founder
of the company, and some of his
colleagues talked about how
clunky most news web pages
were — sound familiar? — and
offered to host content with
quicker load times and a revenue
share. That went nowhere fast. 

Once companies reach a cer-
tain scale online, they have a
tendency to decide that while
they love the Internet, they
would like a better version. And,
oh, by the way, they should run it.
(All considered, Apple has al-
ready pulled off that trick, creat-
ing a private enclave of apps that
it controls.) 

David Bradley, who owns and
leads the Atlantic Media Compa-

ny, says it has an excellent rela-
tionship with Facebook and prof-
its nicely from the traffic the site
generates. But he says the next
battle for control over content is a
significant one, not so much man-
dated by Facebook as by consum-
er preference. 

“Increasingly, people would
rather have their news curated
by friends rather than editors,”
he said. “Facebook technology
may create a better reader expe-
rience than publishers can match
— pages that load better and bet-
ter page design.”

He has been thinking a lot
about what that means.

“My job is to navigate The At-
lantic to continuing good rela-
tions with the platforms,” he said.
“In my last trip to the Valley, the
best minds were talking about
the same issue: Is the coming
contest between platforms and
publishing companies an existen-
tial threat to journalism? At least
in the Valley, largely the answer I
heard was ‘Yes.’”

His candor is admirable, but
his conclusion is scary. The Face-
book dog is loose, and he’s acting
more friendly than hungry. But
everyone knows that if the dog is
big enough, he can lick you to
death as well. 

Facebook Offers a Life Raft,
But Publishers Are Wary
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Mark Zuckerberg, the Face-
book chief, speaking in early
October in New Delhi.

lysts and industry executives
say. The case is expected to re-
sult in a fine and to force the com-
pany to lower the licensing fees it
charges Chinese companies to
use its technology, according to
analysts and lawyers following
the case.

In recent months, multination-
al companies have faced growing
pressure in China, where investi-
gators have begun antitrust and
price-fixing investigations aimed
at food manufacturers, automak-
ers and technology companies.
While Qualcomm’s troubles fit
the trend, they also show how
China’s inquiries align with
broader economic and strategic
initiatives.

“The Chinese government has
credibility to pick on Qualcomm
because of investigations into the
company in other countries,” said
Scott Kennedy, director of the Re-
search Center for Chinese Poli-
tics and Business at Indiana Uni-
versity. “But it also definitely fits
their industrial policy goals if
they can squeeze in lower licens-
ing fees or other technology-
sharing arrangements.”

As it takes aim at foreign play-
ers, China is striving to develop

its chip industry. Over the past 15
years, the government has grant-
ed subsidies, funding and even
extraordinary rights to promis-
ing chip makers.

To attract international talent,
the founder of one chip maker,
the Semiconductor Manufactur-
ing International Corporation,
added amenities like a bilingual
school to entice the highly skilled
engineers he needed to put to-
gether complex assembly lines.
The founder, a Christian, even
built a church — of particular ap-
peal to Christian Taiwanese, who
are accustomed to companies
sponsoring Bible study and simi-
lar activities — even though Bei-
jing remains highly suspicious of
the spread of Christianity.

With help from government
subsidies, SMIC has become a
major chip producer since its
founding in 2000, though it still
lacks the scale and technology to
compete at the level of compa-
nies like Intel, Samsung and the
Taiwan Semiconductor Manufac-
turing Corporation. Other compa-
nies founded with government
funding in the early 2000s sell
chip designs for cheap smart-
phones but remain small com-
pared with Qualcomm.

The Chinese government has
been suspected of being involved
in schemes to acquire chip tech-
nology with military applications.
In 2012, the Federal Bureau of In-

vestigation indicted two Chinese
men, charging them with illegally
trying to buy reprogrammable
chips from an American compa-
ny, Lattice Semiconductor, that
could be used at high tempera-
tures on spacecraft like rockets.
The men are presumed to be in
China and have not been arrest-
ed.

In two separate cases in 2011,
Chinese citizens were prosecuted
for trying to procure radiation-
hardened chips for use in satel-
lites. In one case two defendants
pleaded guilty to conspiring to vi-
olate the Arms Export Control

Act and to smuggle goods unlaw-
fully from the United States. In
the second case, one defendant
pleaded guilty to violating that
same act by selling chips to Chi-
na. Analysts say attempts by Chi-
nese companies to acquire confi-
dential American technology are
usually state-directed if not state-
led.

Speaking about one of the 2011
cases, Neil H. MacBride, who
was United States attorney for
the Eastern District of Virginia at
the time, said the conviction
served as a deterrent to anyone
seeking to procure information
for China.

“The line between traditional
espionage, export violations and
economic espionage has become
increasingly blurred as the sensi-
tive information sought by the
P.R.C. commonly has ramifica-
tions both economically and in
terms of national security,” he
said, referring to the People’s Re-
public of China, in a release after
the case.

Tech security analysts say chip
technology has also been a focus
of hacking efforts aimed at for-
eign companies.

For example, the security firm
CrowdStrike said one sophisticat-
ed group it calls Deep Panda has
compromised five American and
Taiwanese chip companies this
year. The group, which has also

gone after other targets like the
pro-democratic Hong Kong Civic
Party recently, is notable for par-
ticularly stealthy attacks that al-
low it to snoop on its victims’
data undetected. CrowdStrike
says Deep Panda is connected to
the Chinese government.

“They seem to be elite,” said
Dmitri Alperovitch, co-founder
and chief technology officer of
CrowdStrike. “They’re one of the
best groups in terms of tradecraft
and sophistication.”

CrowdStrike’s claims could not
be independently verified.

Analysts have indicated that
the government, along with some
Chinese companies, may be play-
ing foreign rivals off one another
to extract technology and other
advantages.

In September, Intel, which has
fallen behind Qualcomm in the
booming market for chips that go
into mobile phones, agreed to in-
vest $1.5 billion in Tsinghua Uni-
group. Last year, Tsinghua Uni-
group emerged from relative ob-
scurity to spend almost $2.7 bil-
lion on two Chinese chip-design
companies, Spreadtrum Commu-
nications and RDA Microelec-
tronics. Analysts point to the
deals as a sign that China is seek-
ing to turn the company into a na-
tional champion.

Tsinghua Unigroup is well po-
sitioned in that regard. The com-

pany is a subsidiary of Tsinghua
Holdings, a highly connected
company that once counted the
son of a former Chinese presi-
dent, Hu Jintao, as its party sec-
retary — the position responsible
for communicating and cooperat-
ing with the Chinese Communist
Party. It also controls companies
spun off from one of China’s top
colleges, Tsinghua University.

As part of its agreement, Intel
received a 20 percent stake in
Spreadtrum. They will work to-
gether to create chips with wire-
less features. The investment
could open up the giant Chinese
mobile market for Intel, while
Spreadtrum could gain valuable
technical skill from Intel’s engi-
neers.

That is bad news for Qual-
comm. The situation could push
Qualcomm to cooperate more
with other Chinese companies to
ensure that it does not face fur-
ther difficulties with the govern-
ment. Mr. Kennedy said the pat-
tern of hitting one foreign compa-
ny, like Qualcomm, while cooper-
ating with a rival one, like Intel,
matches a model that has been
used in the past in China to ex-
tract new technologies and sup-
port for local companies from for-
eign multinationals.

“The Chinese have a full pano-
ply of tools and tactics, and divide
and conquer is one of them,” Mr.
Kennedy said.
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Vice Premier Ma Kai leads ef-
forts to make China’s chip in-
dustry a world leader.

Shanshan Wang contributed re-
porting from Beijing.
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Just as the music industry has
moved largely from selling al-
bums to songs bought instantly
online, publishers are increasing-
ly reaching readers through indi-
vidual pieces rather than com-
plete editions of newspapers or
magazines. A publication’s home
page, said Edward Kim, a co-
founder of SimpleReach, will
soon be important more as an ad-
vertisement of its brand than as a
destination for readers. 

“People won’t type in Washing-
tonPost.com anymore,” Ms. Haik
said. “It’s search and social.” 

The shift raises questions
about the ability of computers to
curate news, a role traditionally
played by editors. It also has
broader implications for the way
people consume information, and
thus how they see the world. 

In an interview at Facebook’s
sprawling headquarters here,
which has a giant, self-driving
golf cart that takes workers be-
tween buildings, Mr. Marra said
he did not think too much about
his impact on journalism. 

“We try to explicitly view our-
selves as not editors,” he said.
“We don’t want to have editorial
judgment over the content that’s
in your feed. You’ve made your
friends, you’ve connected to the
pages that you want to connect to
and you’re the best decider for
the things that you care about.” 

In Facebook’s work on its us-
ers’ news feeds, Mr. Marra said,
“we’re saying, ‘We think that of
all the stuff you’ve connected
yourself to, this is the stuff you’d
be most interested in reading.’” 

Roughly once a week, he and
his team of about 16 adjust the
complex computer code that de-
cides what to show a user when
he or she first logs on to Face-
book. The code is based on “thou-
sands and thousands” of metrics,
Mr. Marra said, including what
device a user is on, how many
comments or likes a story has re-
ceived and how long readers
spend on an article. 

The goal is to identify what us-
ers most enjoy, and its results
vary around the world. In India,
he said, people tend to share

what the company calls the
ABCDs: astrology, Bollywood,
cricket and divinity. 

If Facebook’s algorithm smiles
on a publisher, the rewards, in
terms of traffic, can be enormous.
If Mr. Marra and his team decide
that users do not enjoy certain
things, such as teaser headlines
that lure readers to click through
to get all the information, it can
mean ruin. When Facebook made
changes to its algorithm last Feb-
ruary to emphasize higher-qual-
ity content, several so-called viral
sites that had thrived there, in-
cluding Upworthy, Distractify
and Elite Daily, saw large de-
clines in their traffic. 

Facebook executives frame the
company’s relationship with pub-
lishers as mutually beneficial:
when publishers promote their
content on Facebook, its users

have more engaging material to
read, and the publishers get in-
creased traffic driven to their
sites. Numerous publications, in-
cluding The New York Times,
have met with Facebook officials
to discuss how to improve their
referral traffic.

The increased traffic can po-
tentially mean that the publisher
can increase its advertising rates
or convert some of those new
readers into subscribers. 

Social media companies like
Facebook, Twitter and LinkedIn
want their users to spend more
time, or do more, on their serv-
ices — a concept known as en-
gagement, said Sean Munson, an
assistant professor at the Uni-
versity of Washington who stud-
ies the intersection of technology
and behavior.

Facebook officials say that the

more time users spend at its site,
the more likely there will be a ro-
bust exchange of diverse view-
points and ideas shared online.
Others fear that users will create
their own echo chambers, and fil-
ter out coverage they do not
agree with. “And that,” Mr. Mun-
son said, “is when you get con-
spiracy theories.”

Ben Smith, editor in chief of
BuzzFeed, a news and entertain-
ment site, said his rule for writing
and reporting in a fragmented
age is simple: “no filler.” News
organizations that still publish a
print edition, he said, have slots
— physical holes on paper or vir-
tual ones on a home page — that
result in the publication of stories
that are not necessarily the most
interesting or timely, but are re-
quired to fill the space. It was
partly to discourage such slot-
filling that BuzzFeed did not fo-

cus on its home page when it first
started, he said.

Mr. Kim of SimpleReach says
he advises established media
companies that “it’s dangerous to
start chasing social. You’ll end up
like everyone else, and you’ll lose
your differentiation.” The ques-
tion that older publications that
are not “digital natives” like
BuzzFeed have to ask them-
selves, Mr. Kim said, is “Are you
creating content for the way that
content is consumed in this envi-
ronment?” 

Ms. Haik, the Washington Post
digital editor, is leading a team,
started this year, that aims to de-
liver different versions of The
Post’s journalism to different
people, based on information
about how they have come to an
article, which device they are on
and even, if it is a phone, which

way they are holding it. 
“We’re asking if there’s a dif-

ferent kind of storytelling, not
just an ideal presentation,” she
said. For instance, she said, peo-
ple reading The Post on a mobile
phone during the day will prob-
ably want a different kind of
reading experience than those
who are on a Wi-Fi connection at
home in the evening. 

The Post is putting time and
energy into such efforts, Ms.
Haik said, because it is “ultimate-
ly about sustaining our business
or growing our audience.” More
than half of its mobile readers,
she said, are so-called millennials
who consume news digitally and
largely through social media
sites like Facebook. Some publi-
cations have found a niche in tak-
ing the opposite approach. The
Browser is edited by Robert Cot-
trell, a former journalist at The
Financial Times and The Econo-
mist. Mr. Cottrell skims about
1,000 articles a day, he said, and
then publishes five or six that he
finds interesting for about 7,000
subscribers who pay $20 a year.
A recent selection included the
life of an early-20th-century
American bricklayer and a study
of great Eastern philosophers.

“The general idea is to offer a
few pieces each day which we
think are both enjoyable and of
lasting value,” Mr. Cottrell said.
“We’re certainly at the other end
of the process from the algo-
rithms.” 

Artificial intelligence, he said,
may eventually be able to find a
piece of writing moving, in some
sense, and want to share it. But
for the moment, computers rely
on information gathered online
“and that is going to be a very,
very impoverished data set com-
pared to a human being.” 

Mr. Marra, the Facebook engi-
neer, agrees that a human editor
for each individual would be
ideal. “But it’s not realistic to do
that at scale for every person on
the planet,” he said, “and so I
think we’ll always have these hy-
brid systems like News Feed that
are helping you find the things
that you care about.” It is simply,
he said, “a personalized newspa-
per.” 
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Facebook’s Menlo Park, Calif., campus. A study says 30 percent of adults in America get news from the social network. 

bility it mentioned was for pub-
lishers to simply send pages to
Facebook that would live inside
the social network’s mobile app
and be hosted by its servers; that
way, they would load quickly with
ads that Facebook sells. The rev-
enue would be shared. 

That kind of wholesale transfer
of content sends a cold, dark chill
down the collective spine of pub-
lishers, both traditional and digi-
tal insurgents alike. If Facebook’s
mobile app hosted publishers’
pages, the relationship with cus-
tomers, most of the data about
what they did and the reading ex-
perience would all belong to the
platform. Media companies
would essentially be serfs in a
kingdom that Facebook owns. 

It is a measure of Facebook’s
growing power in digital realms
that when I called around about
those rumors, no one wanted to
talk. Well, let me revise that:
Many wanted to talk, almost end-
lessly, about how terrible some of

the possible changes would be for
producers of original content, but
not if I was going to indicate their
place of employment. (Many had
signed confidentiality agree-
ments, so there’s that as well.)

It’s not that Facebook has a
reputation for extracting venge-
ance, so far as I know; it’s just
that the company has become the
No. 1 source of traffic for many
digital publishers. Yes, search
from Google still creates inbound
interest, and Twitter can spark
attention, especially among me-
dia types, but when it comes to
sheer tonnage of eyeballs, noth-
ing rivals Facebook. 

“The traffic they send is as-
tounding and it’s been great that
they have made an effort to reach
out and boost quality content,”
said one digital publishing execu-
tive, who declined to be identified
so as not to ruffle the feathers of
the golden goose. “But all any of
us are talking about is when the
other shoe might drop.”

Chris Cox, chief product officer
for Facebook, knows that the
frightened chatter is out there,
but says those worries are un-
founded because the interests of

Facebook and digital publishers
are pretty much aligned. 

“We are at the very beginning
of a conversation and it’s very
important that we get this right,”
he said in a video call. “Because
we play an increasingly impor-
tant role in how people discover
the news that they read every
day, we feel a responsibility to
work with publishers to come up
with as good an experience as we
can for consumers. And we want
and need that to be a good expe-
rience for publishers as well.”

Facebook’s concerns seem sin-
cere, but the relationship can be
fraught. Several years ago, The
Guardian and The Washington
Post achieved eye-popping traffic
from a Facebook news app called
Social Reader. But eventually
consumers rebelled against ex-
cessive notices about what their
friends were reading, Facebook
tweaked the algorithm, traffic fell
and the plug was pulled in 2012. 

Given the amount of leverage
Facebook has, many publishers
are worried that what has been a
listening tour could become a
telling tour, in which Facebook
dictates terms because it drives
so much traffic. (Amazon’s domi-

nance in the book business comes
to mind.)

“We’ve talked about the impor-
tance of a united front so that
Facebook gets the message that
this isn’t going to work, but that
could change if somebody cuts a
big revenue-sharing deal,” an-
other publishing executive said. 

It reminds me very much of
those times when other digital
behemoths tried to persuade con-
tent providers into letting them
host the publishers’ content. In
the early days, when AOL was
dominant, the service preyed on
the publishers’ fear that if they
didn’t put their content inside the
walled garden of AOL, their con-
tent would be invisible. That
strategy benefited AOL in the
short run, but no one prospered

in the long run. 
And I remember a visit to Goo-

gle when Sergey Brin, a founder
of the company, and some of his
colleagues talked about how
clunky most news web pages
were — sound familiar? — and
offered to host content with
quicker load times and a revenue
share. That went nowhere fast. 

Once companies reach a cer-
tain scale online, they have a
tendency to decide that while
they love the Internet, they
would like a better version. And,
oh, by the way, they should run it.
(All considered, Apple has al-
ready pulled off that trick, creat-
ing a private enclave of apps that
it controls.) 

David Bradley, who owns and
leads the Atlantic Media Compa-

ny, says it has an excellent rela-
tionship with Facebook and prof-
its nicely from the traffic the site
generates. But he says the next
battle for control over content is a
significant one, not so much man-
dated by Facebook as by consum-
er preference. 

“Increasingly, people would
rather have their news curated
by friends rather than editors,”
he said. “Facebook technology
may create a better reader expe-
rience than publishers can match
— pages that load better and bet-
ter page design.”

He has been thinking a lot
about what that means.

“My job is to navigate The At-
lantic to continuing good rela-
tions with the platforms,” he said.
“In my last trip to the Valley, the
best minds were talking about
the same issue: Is the coming
contest between platforms and
publishing companies an existen-
tial threat to journalism? At least
in the Valley, largely the answer I
heard was ‘Yes.’”

His candor is admirable, but
his conclusion is scary. The Face-
book dog is loose, and he’s acting
more friendly than hungry. But
everyone knows that if the dog is
big enough, he can lick you to
death as well. 
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lysts and industry executives
say. The case is expected to re-
sult in a fine and to force the com-
pany to lower the licensing fees it
charges Chinese companies to
use its technology, according to
analysts and lawyers following
the case.

In recent months, multination-
al companies have faced growing
pressure in China, where investi-
gators have begun antitrust and
price-fixing investigations aimed
at food manufacturers, automak-
ers and technology companies.
While Qualcomm’s troubles fit
the trend, they also show how
China’s inquiries align with
broader economic and strategic
initiatives.

“The Chinese government has
credibility to pick on Qualcomm
because of investigations into the
company in other countries,” said
Scott Kennedy, director of the Re-
search Center for Chinese Poli-
tics and Business at Indiana Uni-
versity. “But it also definitely fits
their industrial policy goals if
they can squeeze in lower licens-
ing fees or other technology-
sharing arrangements.”

As it takes aim at foreign play-
ers, China is striving to develop

its chip industry. Over the past 15
years, the government has grant-
ed subsidies, funding and even
extraordinary rights to promis-
ing chip makers.

To attract international talent,
the founder of one chip maker,
the Semiconductor Manufactur-
ing International Corporation,
added amenities like a bilingual
school to entice the highly skilled
engineers he needed to put to-
gether complex assembly lines.
The founder, a Christian, even
built a church — of particular ap-
peal to Christian Taiwanese, who
are accustomed to companies
sponsoring Bible study and simi-
lar activities — even though Bei-
jing remains highly suspicious of
the spread of Christianity.

With help from government
subsidies, SMIC has become a
major chip producer since its
founding in 2000, though it still
lacks the scale and technology to
compete at the level of compa-
nies like Intel, Samsung and the
Taiwan Semiconductor Manufac-
turing Corporation. Other compa-
nies founded with government
funding in the early 2000s sell
chip designs for cheap smart-
phones but remain small com-
pared with Qualcomm.

The Chinese government has
been suspected of being involved
in schemes to acquire chip tech-
nology with military applications.
In 2012, the Federal Bureau of In-

vestigation indicted two Chinese
men, charging them with illegally
trying to buy reprogrammable
chips from an American compa-
ny, Lattice Semiconductor, that
could be used at high tempera-
tures on spacecraft like rockets.
The men are presumed to be in
China and have not been arrest-
ed.

In two separate cases in 2011,
Chinese citizens were prosecuted
for trying to procure radiation-
hardened chips for use in satel-
lites. In one case two defendants
pleaded guilty to conspiring to vi-
olate the Arms Export Control

Act and to smuggle goods unlaw-
fully from the United States. In
the second case, one defendant
pleaded guilty to violating that
same act by selling chips to Chi-
na. Analysts say attempts by Chi-
nese companies to acquire confi-
dential American technology are
usually state-directed if not state-
led.

Speaking about one of the 2011
cases, Neil H. MacBride, who
was United States attorney for
the Eastern District of Virginia at
the time, said the conviction
served as a deterrent to anyone
seeking to procure information
for China.

“The line between traditional
espionage, export violations and
economic espionage has become
increasingly blurred as the sensi-
tive information sought by the
P.R.C. commonly has ramifica-
tions both economically and in
terms of national security,” he
said, referring to the People’s Re-
public of China, in a release after
the case.

Tech security analysts say chip
technology has also been a focus
of hacking efforts aimed at for-
eign companies.

For example, the security firm
CrowdStrike said one sophisticat-
ed group it calls Deep Panda has
compromised five American and
Taiwanese chip companies this
year. The group, which has also

gone after other targets like the
pro-democratic Hong Kong Civic
Party recently, is notable for par-
ticularly stealthy attacks that al-
low it to snoop on its victims’
data undetected. CrowdStrike
says Deep Panda is connected to
the Chinese government.

“They seem to be elite,” said
Dmitri Alperovitch, co-founder
and chief technology officer of
CrowdStrike. “They’re one of the
best groups in terms of tradecraft
and sophistication.”

CrowdStrike’s claims could not
be independently verified.

Analysts have indicated that
the government, along with some
Chinese companies, may be play-
ing foreign rivals off one another
to extract technology and other
advantages.

In September, Intel, which has
fallen behind Qualcomm in the
booming market for chips that go
into mobile phones, agreed to in-
vest $1.5 billion in Tsinghua Uni-
group. Last year, Tsinghua Uni-
group emerged from relative ob-
scurity to spend almost $2.7 bil-
lion on two Chinese chip-design
companies, Spreadtrum Commu-
nications and RDA Microelec-
tronics. Analysts point to the
deals as a sign that China is seek-
ing to turn the company into a na-
tional champion.

Tsinghua Unigroup is well po-
sitioned in that regard. The com-

pany is a subsidiary of Tsinghua
Holdings, a highly connected
company that once counted the
son of a former Chinese presi-
dent, Hu Jintao, as its party sec-
retary — the position responsible
for communicating and cooperat-
ing with the Chinese Communist
Party. It also controls companies
spun off from one of China’s top
colleges, Tsinghua University.

As part of its agreement, Intel
received a 20 percent stake in
Spreadtrum. They will work to-
gether to create chips with wire-
less features. The investment
could open up the giant Chinese
mobile market for Intel, while
Spreadtrum could gain valuable
technical skill from Intel’s engi-
neers.

That is bad news for Qual-
comm. The situation could push
Qualcomm to cooperate more
with other Chinese companies to
ensure that it does not face fur-
ther difficulties with the govern-
ment. Mr. Kennedy said the pat-
tern of hitting one foreign compa-
ny, like Qualcomm, while cooper-
ating with a rival one, like Intel,
matches a model that has been
used in the past in China to ex-
tract new technologies and sup-
port for local companies from for-
eign multinationals.

“The Chinese have a full pano-
ply of tools and tactics, and divide
and conquer is one of them,” Mr.
Kennedy said.
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Vice Premier Ma Kai leads ef-
forts to make China’s chip in-
dustry a world leader.

Shanshan Wang contributed re-
porting from Beijing.
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Just as the music industry has
moved largely from selling al-
bums to songs bought instantly
online, publishers are increasing-
ly reaching readers through indi-
vidual pieces rather than com-
plete editions of newspapers or
magazines. A publication’s home
page, said Edward Kim, a co-
founder of SimpleReach, will
soon be important more as an ad-
vertisement of its brand than as a
destination for readers. 

“People won’t type in Washing-
tonPost.com anymore,” Ms. Haik
said. “It’s search and social.” 

The shift raises questions
about the ability of computers to
curate news, a role traditionally
played by editors. It also has
broader implications for the way
people consume information, and
thus how they see the world. 

In an interview at Facebook’s
sprawling headquarters here,
which has a giant, self-driving
golf cart that takes workers be-
tween buildings, Mr. Marra said
he did not think too much about
his impact on journalism. 

“We try to explicitly view our-
selves as not editors,” he said.
“We don’t want to have editorial
judgment over the content that’s
in your feed. You’ve made your
friends, you’ve connected to the
pages that you want to connect to
and you’re the best decider for
the things that you care about.” 

In Facebook’s work on its us-
ers’ news feeds, Mr. Marra said,
“we’re saying, ‘We think that of
all the stuff you’ve connected
yourself to, this is the stuff you’d
be most interested in reading.’” 

Roughly once a week, he and
his team of about 16 adjust the
complex computer code that de-
cides what to show a user when
he or she first logs on to Face-
book. The code is based on “thou-
sands and thousands” of metrics,
Mr. Marra said, including what
device a user is on, how many
comments or likes a story has re-
ceived and how long readers
spend on an article. 

The goal is to identify what us-
ers most enjoy, and its results
vary around the world. In India,
he said, people tend to share

what the company calls the
ABCDs: astrology, Bollywood,
cricket and divinity. 

If Facebook’s algorithm smiles
on a publisher, the rewards, in
terms of traffic, can be enormous.
If Mr. Marra and his team decide
that users do not enjoy certain
things, such as teaser headlines
that lure readers to click through
to get all the information, it can
mean ruin. When Facebook made
changes to its algorithm last Feb-
ruary to emphasize higher-qual-
ity content, several so-called viral
sites that had thrived there, in-
cluding Upworthy, Distractify
and Elite Daily, saw large de-
clines in their traffic. 

Facebook executives frame the
company’s relationship with pub-
lishers as mutually beneficial:
when publishers promote their
content on Facebook, its users

have more engaging material to
read, and the publishers get in-
creased traffic driven to their
sites. Numerous publications, in-
cluding The New York Times,
have met with Facebook officials
to discuss how to improve their
referral traffic.

The increased traffic can po-
tentially mean that the publisher
can increase its advertising rates
or convert some of those new
readers into subscribers. 

Social media companies like
Facebook, Twitter and LinkedIn
want their users to spend more
time, or do more, on their serv-
ices — a concept known as en-
gagement, said Sean Munson, an
assistant professor at the Uni-
versity of Washington who stud-
ies the intersection of technology
and behavior.

Facebook officials say that the

more time users spend at its site,
the more likely there will be a ro-
bust exchange of diverse view-
points and ideas shared online.
Others fear that users will create
their own echo chambers, and fil-
ter out coverage they do not
agree with. “And that,” Mr. Mun-
son said, “is when you get con-
spiracy theories.”

Ben Smith, editor in chief of
BuzzFeed, a news and entertain-
ment site, said his rule for writing
and reporting in a fragmented
age is simple: “no filler.” News
organizations that still publish a
print edition, he said, have slots
— physical holes on paper or vir-
tual ones on a home page — that
result in the publication of stories
that are not necessarily the most
interesting or timely, but are re-
quired to fill the space. It was
partly to discourage such slot-
filling that BuzzFeed did not fo-

cus on its home page when it first
started, he said.

Mr. Kim of SimpleReach says
he advises established media
companies that “it’s dangerous to
start chasing social. You’ll end up
like everyone else, and you’ll lose
your differentiation.” The ques-
tion that older publications that
are not “digital natives” like
BuzzFeed have to ask them-
selves, Mr. Kim said, is “Are you
creating content for the way that
content is consumed in this envi-
ronment?” 

Ms. Haik, the Washington Post
digital editor, is leading a team,
started this year, that aims to de-
liver different versions of The
Post’s journalism to different
people, based on information
about how they have come to an
article, which device they are on
and even, if it is a phone, which

way they are holding it. 
“We’re asking if there’s a dif-

ferent kind of storytelling, not
just an ideal presentation,” she
said. For instance, she said, peo-
ple reading The Post on a mobile
phone during the day will prob-
ably want a different kind of
reading experience than those
who are on a Wi-Fi connection at
home in the evening. 

The Post is putting time and
energy into such efforts, Ms.
Haik said, because it is “ultimate-
ly about sustaining our business
or growing our audience.” More
than half of its mobile readers,
she said, are so-called millennials
who consume news digitally and
largely through social media
sites like Facebook. Some publi-
cations have found a niche in tak-
ing the opposite approach. The
Browser is edited by Robert Cot-
trell, a former journalist at The
Financial Times and The Econo-
mist. Mr. Cottrell skims about
1,000 articles a day, he said, and
then publishes five or six that he
finds interesting for about 7,000
subscribers who pay $20 a year.
A recent selection included the
life of an early-20th-century
American bricklayer and a study
of great Eastern philosophers.

“The general idea is to offer a
few pieces each day which we
think are both enjoyable and of
lasting value,” Mr. Cottrell said.
“We’re certainly at the other end
of the process from the algo-
rithms.” 

Artificial intelligence, he said,
may eventually be able to find a
piece of writing moving, in some
sense, and want to share it. But
for the moment, computers rely
on information gathered online
“and that is going to be a very,
very impoverished data set com-
pared to a human being.” 

Mr. Marra, the Facebook engi-
neer, agrees that a human editor
for each individual would be
ideal. “But it’s not realistic to do
that at scale for every person on
the planet,” he said, “and so I
think we’ll always have these hy-
brid systems like News Feed that
are helping you find the things
that you care about.” It is simply,
he said, “a personalized newspa-
per.” 
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bility it mentioned was for pub-
lishers to simply send pages to
Facebook that would live inside
the social network’s mobile app
and be hosted by its servers; that
way, they would load quickly with
ads that Facebook sells. The rev-
enue would be shared. 

That kind of wholesale transfer
of content sends a cold, dark chill
down the collective spine of pub-
lishers, both traditional and digi-
tal insurgents alike. If Facebook’s
mobile app hosted publishers’
pages, the relationship with cus-
tomers, most of the data about
what they did and the reading ex-
perience would all belong to the
platform. Media companies
would essentially be serfs in a
kingdom that Facebook owns. 

It is a measure of Facebook’s
growing power in digital realms
that when I called around about
those rumors, no one wanted to
talk. Well, let me revise that:
Many wanted to talk, almost end-
lessly, about how terrible some of

the possible changes would be for
producers of original content, but
not if I was going to indicate their
place of employment. (Many had
signed confidentiality agree-
ments, so there’s that as well.)

It’s not that Facebook has a
reputation for extracting venge-
ance, so far as I know; it’s just
that the company has become the
No. 1 source of traffic for many
digital publishers. Yes, search
from Google still creates inbound
interest, and Twitter can spark
attention, especially among me-
dia types, but when it comes to
sheer tonnage of eyeballs, noth-
ing rivals Facebook. 

“The traffic they send is as-
tounding and it’s been great that
they have made an effort to reach
out and boost quality content,”
said one digital publishing execu-
tive, who declined to be identified
so as not to ruffle the feathers of
the golden goose. “But all any of
us are talking about is when the
other shoe might drop.”

Chris Cox, chief product officer
for Facebook, knows that the
frightened chatter is out there,
but says those worries are un-
founded because the interests of

Facebook and digital publishers
are pretty much aligned. 

“We are at the very beginning
of a conversation and it’s very
important that we get this right,”
he said in a video call. “Because
we play an increasingly impor-
tant role in how people discover
the news that they read every
day, we feel a responsibility to
work with publishers to come up
with as good an experience as we
can for consumers. And we want
and need that to be a good expe-
rience for publishers as well.”

Facebook’s concerns seem sin-
cere, but the relationship can be
fraught. Several years ago, The
Guardian and The Washington
Post achieved eye-popping traffic
from a Facebook news app called
Social Reader. But eventually
consumers rebelled against ex-
cessive notices about what their
friends were reading, Facebook
tweaked the algorithm, traffic fell
and the plug was pulled in 2012. 

Given the amount of leverage
Facebook has, many publishers
are worried that what has been a
listening tour could become a
telling tour, in which Facebook
dictates terms because it drives
so much traffic. (Amazon’s domi-

nance in the book business comes
to mind.)

“We’ve talked about the impor-
tance of a united front so that
Facebook gets the message that
this isn’t going to work, but that
could change if somebody cuts a
big revenue-sharing deal,” an-
other publishing executive said. 

It reminds me very much of
those times when other digital
behemoths tried to persuade con-
tent providers into letting them
host the publishers’ content. In
the early days, when AOL was
dominant, the service preyed on
the publishers’ fear that if they
didn’t put their content inside the
walled garden of AOL, their con-
tent would be invisible. That
strategy benefited AOL in the
short run, but no one prospered

in the long run. 
And I remember a visit to Goo-

gle when Sergey Brin, a founder
of the company, and some of his
colleagues talked about how
clunky most news web pages
were — sound familiar? — and
offered to host content with
quicker load times and a revenue
share. That went nowhere fast. 

Once companies reach a cer-
tain scale online, they have a
tendency to decide that while
they love the Internet, they
would like a better version. And,
oh, by the way, they should run it.
(All considered, Apple has al-
ready pulled off that trick, creat-
ing a private enclave of apps that
it controls.) 

David Bradley, who owns and
leads the Atlantic Media Compa-

ny, says it has an excellent rela-
tionship with Facebook and prof-
its nicely from the traffic the site
generates. But he says the next
battle for control over content is a
significant one, not so much man-
dated by Facebook as by consum-
er preference. 

“Increasingly, people would
rather have their news curated
by friends rather than editors,”
he said. “Facebook technology
may create a better reader expe-
rience than publishers can match
— pages that load better and bet-
ter page design.”

He has been thinking a lot
about what that means.

“My job is to navigate The At-
lantic to continuing good rela-
tions with the platforms,” he said.
“In my last trip to the Valley, the
best minds were talking about
the same issue: Is the coming
contest between platforms and
publishing companies an existen-
tial threat to journalism? At least
in the Valley, largely the answer I
heard was ‘Yes.’”

His candor is admirable, but
his conclusion is scary. The Face-
book dog is loose, and he’s acting
more friendly than hungry. But
everyone knows that if the dog is
big enough, he can lick you to
death as well. 
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lysts and industry executives
say. The case is expected to re-
sult in a fine and to force the com-
pany to lower the licensing fees it
charges Chinese companies to
use its technology, according to
analysts and lawyers following
the case.

In recent months, multination-
al companies have faced growing
pressure in China, where investi-
gators have begun antitrust and
price-fixing investigations aimed
at food manufacturers, automak-
ers and technology companies.
While Qualcomm’s troubles fit
the trend, they also show how
China’s inquiries align with
broader economic and strategic
initiatives.

“The Chinese government has
credibility to pick on Qualcomm
because of investigations into the
company in other countries,” said
Scott Kennedy, director of the Re-
search Center for Chinese Poli-
tics and Business at Indiana Uni-
versity. “But it also definitely fits
their industrial policy goals if
they can squeeze in lower licens-
ing fees or other technology-
sharing arrangements.”

As it takes aim at foreign play-
ers, China is striving to develop

its chip industry. Over the past 15
years, the government has grant-
ed subsidies, funding and even
extraordinary rights to promis-
ing chip makers.

To attract international talent,
the founder of one chip maker,
the Semiconductor Manufactur-
ing International Corporation,
added amenities like a bilingual
school to entice the highly skilled
engineers he needed to put to-
gether complex assembly lines.
The founder, a Christian, even
built a church — of particular ap-
peal to Christian Taiwanese, who
are accustomed to companies
sponsoring Bible study and simi-
lar activities — even though Bei-
jing remains highly suspicious of
the spread of Christianity.

With help from government
subsidies, SMIC has become a
major chip producer since its
founding in 2000, though it still
lacks the scale and technology to
compete at the level of compa-
nies like Intel, Samsung and the
Taiwan Semiconductor Manufac-
turing Corporation. Other compa-
nies founded with government
funding in the early 2000s sell
chip designs for cheap smart-
phones but remain small com-
pared with Qualcomm.

The Chinese government has
been suspected of being involved
in schemes to acquire chip tech-
nology with military applications.
In 2012, the Federal Bureau of In-

vestigation indicted two Chinese
men, charging them with illegally
trying to buy reprogrammable
chips from an American compa-
ny, Lattice Semiconductor, that
could be used at high tempera-
tures on spacecraft like rockets.
The men are presumed to be in
China and have not been arrest-
ed.

In two separate cases in 2011,
Chinese citizens were prosecuted
for trying to procure radiation-
hardened chips for use in satel-
lites. In one case two defendants
pleaded guilty to conspiring to vi-
olate the Arms Export Control

Act and to smuggle goods unlaw-
fully from the United States. In
the second case, one defendant
pleaded guilty to violating that
same act by selling chips to Chi-
na. Analysts say attempts by Chi-
nese companies to acquire confi-
dential American technology are
usually state-directed if not state-
led.

Speaking about one of the 2011
cases, Neil H. MacBride, who
was United States attorney for
the Eastern District of Virginia at
the time, said the conviction
served as a deterrent to anyone
seeking to procure information
for China.

“The line between traditional
espionage, export violations and
economic espionage has become
increasingly blurred as the sensi-
tive information sought by the
P.R.C. commonly has ramifica-
tions both economically and in
terms of national security,” he
said, referring to the People’s Re-
public of China, in a release after
the case.

Tech security analysts say chip
technology has also been a focus
of hacking efforts aimed at for-
eign companies.

For example, the security firm
CrowdStrike said one sophisticat-
ed group it calls Deep Panda has
compromised five American and
Taiwanese chip companies this
year. The group, which has also

gone after other targets like the
pro-democratic Hong Kong Civic
Party recently, is notable for par-
ticularly stealthy attacks that al-
low it to snoop on its victims’
data undetected. CrowdStrike
says Deep Panda is connected to
the Chinese government.

“They seem to be elite,” said
Dmitri Alperovitch, co-founder
and chief technology officer of
CrowdStrike. “They’re one of the
best groups in terms of tradecraft
and sophistication.”

CrowdStrike’s claims could not
be independently verified.

Analysts have indicated that
the government, along with some
Chinese companies, may be play-
ing foreign rivals off one another
to extract technology and other
advantages.

In September, Intel, which has
fallen behind Qualcomm in the
booming market for chips that go
into mobile phones, agreed to in-
vest $1.5 billion in Tsinghua Uni-
group. Last year, Tsinghua Uni-
group emerged from relative ob-
scurity to spend almost $2.7 bil-
lion on two Chinese chip-design
companies, Spreadtrum Commu-
nications and RDA Microelec-
tronics. Analysts point to the
deals as a sign that China is seek-
ing to turn the company into a na-
tional champion.

Tsinghua Unigroup is well po-
sitioned in that regard. The com-

pany is a subsidiary of Tsinghua
Holdings, a highly connected
company that once counted the
son of a former Chinese presi-
dent, Hu Jintao, as its party sec-
retary — the position responsible
for communicating and cooperat-
ing with the Chinese Communist
Party. It also controls companies
spun off from one of China’s top
colleges, Tsinghua University.

As part of its agreement, Intel
received a 20 percent stake in
Spreadtrum. They will work to-
gether to create chips with wire-
less features. The investment
could open up the giant Chinese
mobile market for Intel, while
Spreadtrum could gain valuable
technical skill from Intel’s engi-
neers.

That is bad news for Qual-
comm. The situation could push
Qualcomm to cooperate more
with other Chinese companies to
ensure that it does not face fur-
ther difficulties with the govern-
ment. Mr. Kennedy said the pat-
tern of hitting one foreign compa-
ny, like Qualcomm, while cooper-
ating with a rival one, like Intel,
matches a model that has been
used in the past in China to ex-
tract new technologies and sup-
port for local companies from for-
eign multinationals.

“The Chinese have a full pano-
ply of tools and tactics, and divide
and conquer is one of them,” Mr.
Kennedy said.
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Vice Premier Ma Kai leads ef-
forts to make China’s chip in-
dustry a world leader.

Shanshan Wang contributed re-
porting from Beijing.
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Just as the music industry has
moved largely from selling al-
bums to songs bought instantly
online, publishers are increasing-
ly reaching readers through indi-
vidual pieces rather than com-
plete editions of newspapers or
magazines. A publication’s home
page, said Edward Kim, a co-
founder of SimpleReach, will
soon be important more as an ad-
vertisement of its brand than as a
destination for readers. 

“People won’t type in Washing-
tonPost.com anymore,” Ms. Haik
said. “It’s search and social.” 

The shift raises questions
about the ability of computers to
curate news, a role traditionally
played by editors. It also has
broader implications for the way
people consume information, and
thus how they see the world. 

In an interview at Facebook’s
sprawling headquarters here,
which has a giant, self-driving
golf cart that takes workers be-
tween buildings, Mr. Marra said
he did not think too much about
his impact on journalism. 

“We try to explicitly view our-
selves as not editors,” he said.
“We don’t want to have editorial
judgment over the content that’s
in your feed. You’ve made your
friends, you’ve connected to the
pages that you want to connect to
and you’re the best decider for
the things that you care about.” 

In Facebook’s work on its us-
ers’ news feeds, Mr. Marra said,
“we’re saying, ‘We think that of
all the stuff you’ve connected
yourself to, this is the stuff you’d
be most interested in reading.’” 

Roughly once a week, he and
his team of about 16 adjust the
complex computer code that de-
cides what to show a user when
he or she first logs on to Face-
book. The code is based on “thou-
sands and thousands” of metrics,
Mr. Marra said, including what
device a user is on, how many
comments or likes a story has re-
ceived and how long readers
spend on an article. 

The goal is to identify what us-
ers most enjoy, and its results
vary around the world. In India,
he said, people tend to share

what the company calls the
ABCDs: astrology, Bollywood,
cricket and divinity. 

If Facebook’s algorithm smiles
on a publisher, the rewards, in
terms of traffic, can be enormous.
If Mr. Marra and his team decide
that users do not enjoy certain
things, such as teaser headlines
that lure readers to click through
to get all the information, it can
mean ruin. When Facebook made
changes to its algorithm last Feb-
ruary to emphasize higher-qual-
ity content, several so-called viral
sites that had thrived there, in-
cluding Upworthy, Distractify
and Elite Daily, saw large de-
clines in their traffic. 

Facebook executives frame the
company’s relationship with pub-
lishers as mutually beneficial:
when publishers promote their
content on Facebook, its users

have more engaging material to
read, and the publishers get in-
creased traffic driven to their
sites. Numerous publications, in-
cluding The New York Times,
have met with Facebook officials
to discuss how to improve their
referral traffic.

The increased traffic can po-
tentially mean that the publisher
can increase its advertising rates
or convert some of those new
readers into subscribers. 

Social media companies like
Facebook, Twitter and LinkedIn
want their users to spend more
time, or do more, on their serv-
ices — a concept known as en-
gagement, said Sean Munson, an
assistant professor at the Uni-
versity of Washington who stud-
ies the intersection of technology
and behavior.

Facebook officials say that the

more time users spend at its site,
the more likely there will be a ro-
bust exchange of diverse view-
points and ideas shared online.
Others fear that users will create
their own echo chambers, and fil-
ter out coverage they do not
agree with. “And that,” Mr. Mun-
son said, “is when you get con-
spiracy theories.”

Ben Smith, editor in chief of
BuzzFeed, a news and entertain-
ment site, said his rule for writing
and reporting in a fragmented
age is simple: “no filler.” News
organizations that still publish a
print edition, he said, have slots
— physical holes on paper or vir-
tual ones on a home page — that
result in the publication of stories
that are not necessarily the most
interesting or timely, but are re-
quired to fill the space. It was
partly to discourage such slot-
filling that BuzzFeed did not fo-

cus on its home page when it first
started, he said.

Mr. Kim of SimpleReach says
he advises established media
companies that “it’s dangerous to
start chasing social. You’ll end up
like everyone else, and you’ll lose
your differentiation.” The ques-
tion that older publications that
are not “digital natives” like
BuzzFeed have to ask them-
selves, Mr. Kim said, is “Are you
creating content for the way that
content is consumed in this envi-
ronment?” 

Ms. Haik, the Washington Post
digital editor, is leading a team,
started this year, that aims to de-
liver different versions of The
Post’s journalism to different
people, based on information
about how they have come to an
article, which device they are on
and even, if it is a phone, which

way they are holding it. 
“We’re asking if there’s a dif-

ferent kind of storytelling, not
just an ideal presentation,” she
said. For instance, she said, peo-
ple reading The Post on a mobile
phone during the day will prob-
ably want a different kind of
reading experience than those
who are on a Wi-Fi connection at
home in the evening. 

The Post is putting time and
energy into such efforts, Ms.
Haik said, because it is “ultimate-
ly about sustaining our business
or growing our audience.” More
than half of its mobile readers,
she said, are so-called millennials
who consume news digitally and
largely through social media
sites like Facebook. Some publi-
cations have found a niche in tak-
ing the opposite approach. The
Browser is edited by Robert Cot-
trell, a former journalist at The
Financial Times and The Econo-
mist. Mr. Cottrell skims about
1,000 articles a day, he said, and
then publishes five or six that he
finds interesting for about 7,000
subscribers who pay $20 a year.
A recent selection included the
life of an early-20th-century
American bricklayer and a study
of great Eastern philosophers.

“The general idea is to offer a
few pieces each day which we
think are both enjoyable and of
lasting value,” Mr. Cottrell said.
“We’re certainly at the other end
of the process from the algo-
rithms.” 

Artificial intelligence, he said,
may eventually be able to find a
piece of writing moving, in some
sense, and want to share it. But
for the moment, computers rely
on information gathered online
“and that is going to be a very,
very impoverished data set com-
pared to a human being.” 

Mr. Marra, the Facebook engi-
neer, agrees that a human editor
for each individual would be
ideal. “But it’s not realistic to do
that at scale for every person on
the planet,” he said, “and so I
think we’ll always have these hy-
brid systems like News Feed that
are helping you find the things
that you care about.” It is simply,
he said, “a personalized newspa-
per.” 
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Facebook’s Menlo Park, Calif., campus. A study says 30 percent of adults in America get news from the social network. 

bility it mentioned was for pub-
lishers to simply send pages to
Facebook that would live inside
the social network’s mobile app
and be hosted by its servers; that
way, they would load quickly with
ads that Facebook sells. The rev-
enue would be shared. 

That kind of wholesale transfer
of content sends a cold, dark chill
down the collective spine of pub-
lishers, both traditional and digi-
tal insurgents alike. If Facebook’s
mobile app hosted publishers’
pages, the relationship with cus-
tomers, most of the data about
what they did and the reading ex-
perience would all belong to the
platform. Media companies
would essentially be serfs in a
kingdom that Facebook owns. 

It is a measure of Facebook’s
growing power in digital realms
that when I called around about
those rumors, no one wanted to
talk. Well, let me revise that:
Many wanted to talk, almost end-
lessly, about how terrible some of

the possible changes would be for
producers of original content, but
not if I was going to indicate their
place of employment. (Many had
signed confidentiality agree-
ments, so there’s that as well.)

It’s not that Facebook has a
reputation for extracting venge-
ance, so far as I know; it’s just
that the company has become the
No. 1 source of traffic for many
digital publishers. Yes, search
from Google still creates inbound
interest, and Twitter can spark
attention, especially among me-
dia types, but when it comes to
sheer tonnage of eyeballs, noth-
ing rivals Facebook. 

“The traffic they send is as-
tounding and it’s been great that
they have made an effort to reach
out and boost quality content,”
said one digital publishing execu-
tive, who declined to be identified
so as not to ruffle the feathers of
the golden goose. “But all any of
us are talking about is when the
other shoe might drop.”

Chris Cox, chief product officer
for Facebook, knows that the
frightened chatter is out there,
but says those worries are un-
founded because the interests of

Facebook and digital publishers
are pretty much aligned. 

“We are at the very beginning
of a conversation and it’s very
important that we get this right,”
he said in a video call. “Because
we play an increasingly impor-
tant role in how people discover
the news that they read every
day, we feel a responsibility to
work with publishers to come up
with as good an experience as we
can for consumers. And we want
and need that to be a good expe-
rience for publishers as well.”

Facebook’s concerns seem sin-
cere, but the relationship can be
fraught. Several years ago, The
Guardian and The Washington
Post achieved eye-popping traffic
from a Facebook news app called
Social Reader. But eventually
consumers rebelled against ex-
cessive notices about what their
friends were reading, Facebook
tweaked the algorithm, traffic fell
and the plug was pulled in 2012. 

Given the amount of leverage
Facebook has, many publishers
are worried that what has been a
listening tour could become a
telling tour, in which Facebook
dictates terms because it drives
so much traffic. (Amazon’s domi-

nance in the book business comes
to mind.)

“We’ve talked about the impor-
tance of a united front so that
Facebook gets the message that
this isn’t going to work, but that
could change if somebody cuts a
big revenue-sharing deal,” an-
other publishing executive said. 

It reminds me very much of
those times when other digital
behemoths tried to persuade con-
tent providers into letting them
host the publishers’ content. In
the early days, when AOL was
dominant, the service preyed on
the publishers’ fear that if they
didn’t put their content inside the
walled garden of AOL, their con-
tent would be invisible. That
strategy benefited AOL in the
short run, but no one prospered

in the long run. 
And I remember a visit to Goo-

gle when Sergey Brin, a founder
of the company, and some of his
colleagues talked about how
clunky most news web pages
were — sound familiar? — and
offered to host content with
quicker load times and a revenue
share. That went nowhere fast. 

Once companies reach a cer-
tain scale online, they have a
tendency to decide that while
they love the Internet, they
would like a better version. And,
oh, by the way, they should run it.
(All considered, Apple has al-
ready pulled off that trick, creat-
ing a private enclave of apps that
it controls.) 

David Bradley, who owns and
leads the Atlantic Media Compa-

ny, says it has an excellent rela-
tionship with Facebook and prof-
its nicely from the traffic the site
generates. But he says the next
battle for control over content is a
significant one, not so much man-
dated by Facebook as by consum-
er preference. 

“Increasingly, people would
rather have their news curated
by friends rather than editors,”
he said. “Facebook technology
may create a better reader expe-
rience than publishers can match
— pages that load better and bet-
ter page design.”

He has been thinking a lot
about what that means.

“My job is to navigate The At-
lantic to continuing good rela-
tions with the platforms,” he said.
“In my last trip to the Valley, the
best minds were talking about
the same issue: Is the coming
contest between platforms and
publishing companies an existen-
tial threat to journalism? At least
in the Valley, largely the answer I
heard was ‘Yes.’”

His candor is admirable, but
his conclusion is scary. The Face-
book dog is loose, and he’s acting
more friendly than hungry. But
everyone knows that if the dog is
big enough, he can lick you to
death as well. 

Facebook Offers a Life Raft,
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Mark Zuckerberg, the Face-
book chief, speaking in early
October in New Delhi.

lysts and industry executives
say. The case is expected to re-
sult in a fine and to force the com-
pany to lower the licensing fees it
charges Chinese companies to
use its technology, according to
analysts and lawyers following
the case.

In recent months, multination-
al companies have faced growing
pressure in China, where investi-
gators have begun antitrust and
price-fixing investigations aimed
at food manufacturers, automak-
ers and technology companies.
While Qualcomm’s troubles fit
the trend, they also show how
China’s inquiries align with
broader economic and strategic
initiatives.

“The Chinese government has
credibility to pick on Qualcomm
because of investigations into the
company in other countries,” said
Scott Kennedy, director of the Re-
search Center for Chinese Poli-
tics and Business at Indiana Uni-
versity. “But it also definitely fits
their industrial policy goals if
they can squeeze in lower licens-
ing fees or other technology-
sharing arrangements.”

As it takes aim at foreign play-
ers, China is striving to develop

its chip industry. Over the past 15
years, the government has grant-
ed subsidies, funding and even
extraordinary rights to promis-
ing chip makers.

To attract international talent,
the founder of one chip maker,
the Semiconductor Manufactur-
ing International Corporation,
added amenities like a bilingual
school to entice the highly skilled
engineers he needed to put to-
gether complex assembly lines.
The founder, a Christian, even
built a church — of particular ap-
peal to Christian Taiwanese, who
are accustomed to companies
sponsoring Bible study and simi-
lar activities — even though Bei-
jing remains highly suspicious of
the spread of Christianity.

With help from government
subsidies, SMIC has become a
major chip producer since its
founding in 2000, though it still
lacks the scale and technology to
compete at the level of compa-
nies like Intel, Samsung and the
Taiwan Semiconductor Manufac-
turing Corporation. Other compa-
nies founded with government
funding in the early 2000s sell
chip designs for cheap smart-
phones but remain small com-
pared with Qualcomm.

The Chinese government has
been suspected of being involved
in schemes to acquire chip tech-
nology with military applications.
In 2012, the Federal Bureau of In-

vestigation indicted two Chinese
men, charging them with illegally
trying to buy reprogrammable
chips from an American compa-
ny, Lattice Semiconductor, that
could be used at high tempera-
tures on spacecraft like rockets.
The men are presumed to be in
China and have not been arrest-
ed.

In two separate cases in 2011,
Chinese citizens were prosecuted
for trying to procure radiation-
hardened chips for use in satel-
lites. In one case two defendants
pleaded guilty to conspiring to vi-
olate the Arms Export Control

Act and to smuggle goods unlaw-
fully from the United States. In
the second case, one defendant
pleaded guilty to violating that
same act by selling chips to Chi-
na. Analysts say attempts by Chi-
nese companies to acquire confi-
dential American technology are
usually state-directed if not state-
led.

Speaking about one of the 2011
cases, Neil H. MacBride, who
was United States attorney for
the Eastern District of Virginia at
the time, said the conviction
served as a deterrent to anyone
seeking to procure information
for China.

“The line between traditional
espionage, export violations and
economic espionage has become
increasingly blurred as the sensi-
tive information sought by the
P.R.C. commonly has ramifica-
tions both economically and in
terms of national security,” he
said, referring to the People’s Re-
public of China, in a release after
the case.

Tech security analysts say chip
technology has also been a focus
of hacking efforts aimed at for-
eign companies.

For example, the security firm
CrowdStrike said one sophisticat-
ed group it calls Deep Panda has
compromised five American and
Taiwanese chip companies this
year. The group, which has also

gone after other targets like the
pro-democratic Hong Kong Civic
Party recently, is notable for par-
ticularly stealthy attacks that al-
low it to snoop on its victims’
data undetected. CrowdStrike
says Deep Panda is connected to
the Chinese government.

“They seem to be elite,” said
Dmitri Alperovitch, co-founder
and chief technology officer of
CrowdStrike. “They’re one of the
best groups in terms of tradecraft
and sophistication.”

CrowdStrike’s claims could not
be independently verified.

Analysts have indicated that
the government, along with some
Chinese companies, may be play-
ing foreign rivals off one another
to extract technology and other
advantages.

In September, Intel, which has
fallen behind Qualcomm in the
booming market for chips that go
into mobile phones, agreed to in-
vest $1.5 billion in Tsinghua Uni-
group. Last year, Tsinghua Uni-
group emerged from relative ob-
scurity to spend almost $2.7 bil-
lion on two Chinese chip-design
companies, Spreadtrum Commu-
nications and RDA Microelec-
tronics. Analysts point to the
deals as a sign that China is seek-
ing to turn the company into a na-
tional champion.

Tsinghua Unigroup is well po-
sitioned in that regard. The com-

pany is a subsidiary of Tsinghua
Holdings, a highly connected
company that once counted the
son of a former Chinese presi-
dent, Hu Jintao, as its party sec-
retary — the position responsible
for communicating and cooperat-
ing with the Chinese Communist
Party. It also controls companies
spun off from one of China’s top
colleges, Tsinghua University.

As part of its agreement, Intel
received a 20 percent stake in
Spreadtrum. They will work to-
gether to create chips with wire-
less features. The investment
could open up the giant Chinese
mobile market for Intel, while
Spreadtrum could gain valuable
technical skill from Intel’s engi-
neers.

That is bad news for Qual-
comm. The situation could push
Qualcomm to cooperate more
with other Chinese companies to
ensure that it does not face fur-
ther difficulties with the govern-
ment. Mr. Kennedy said the pat-
tern of hitting one foreign compa-
ny, like Qualcomm, while cooper-
ating with a rival one, like Intel,
matches a model that has been
used in the past in China to ex-
tract new technologies and sup-
port for local companies from for-
eign multinationals.

“The Chinese have a full pano-
ply of tools and tactics, and divide
and conquer is one of them,” Mr.
Kennedy said.
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He has been thinking a lot about what  
that means.

“My job is to navigate The Atlantic to continu-
ing good relations with the platforms,” he said. “In 
my last trip to the Valley, the best minds were talk-
ing about the same issue: Is the coming contest 
between platforms and publishing companies an 

existential threat to journalism? At least in the 
Valley, largely the answer I heard was ‘Yes.’ ”

His candor is admirable, but his conclusion 
is scary. The Facebook dog is loose, and he’s 
acting more friendly than hungry. But every-
one knows that if the dog is big enough, he can 
lick you to death as well.�   n


