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In a bad sign for Apple, Chinese
smugglers are struggling to sell
their stocks of the iPhone 6. 3

Comcast has a long corporate
tradition of smiling and wearing
beige no matter what kind of crit-
icisms are hurled at it. That pub-

lic posture is in keep-
ing with the low-key
approach favored by
Brian L. Roberts, the
company’s chief ex-
ecutive, as he seeks
to take over the

world. It’s worked very well so
far.

But in a filing submitted to the
Federal Communications Com-
mission last week in defense of
its proposed merger with Time
Warner Cable, the company
lashed out uncharacteristically at
its critics. And David L. Cohen,
Comcast’s chief lobbyist, contin-
ued the salvo in comments to re-
porters and in his written re-
marks. 

Watching Comcast’s ballistic
response to opponents of its $45
billion takeover bid was a bit like
watching a campaign debate go
off the rails. The front-runner,
ahead by 20 points, is besieged by
ankle-biters who suggest he is a
lout and a bully. He finally loses it
and goes off on his opponents in a
fury, generally acting like, well, a
bully. 

That’s one way to make a big
lead go away. 

In baring its teeth, Comcast
sought to show that the compa-
nies now opposing the deal were
using public interest arguments
to advance private business
agendas. It said these companies
had privately sought $5 billion in
concessions from Comcast before
going public with their opposi-
tion. 

In a thick document bristling
with arguments on its own be-
half, Comcast used quite a bit of
ink and hot rhetoric on those who
would lay it low, saying in part:
“The significance of this extor-
tion lies in not just the sheer au-
dacity of some of the demands,
but also the fact that each of the 
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By EDWARD WYATT

WASHINGTON — As a lobby-
ist for the cable and wireless in-
dustries, Tom Wheeler played a
role in shaping almost every ma-
jor telecommunications policy
and innovation over the last three
decades.

Cable and telephone deregula-
tion. Internet service in schools
and libraries. C-SPAN.

None of them, though, have
generated as much public inter-
est as net neutrality, the policy
most likely to define his time as
chairman of the Federal Commu-
nications Commission.

In the last few months, Mr.
Wheeler’s guidelines for net neu-
trality, the concept that users
should have equal access to any
legal online content, have be-
come a lightning rod for crit-
icism. More than 3.7 million com-
ments about the policy have
flowed to the commission. Many
of them argue that Mr. Wheeler’s
plan does not go far enough to
protect an open Internet.

Underlying much of the crit-
icism has been Mr. Wheeler’s
long history as a lobbyist or in-
vestor in companies he now reg-
ulates. But almost a year into the
job, Mr. Wheeler has established
a record as a formidable oppo-
nent to the industries he used to
represent.

This year, he joined the Justice
Department’s antitrust division
in opposing the proposed merger
of Sprint and T-Mobile, the third-
and fourth-largest cellphone
companies. That opposition led
Sprint’s parent, SoftBank, to
abandon the deal. This month, he
strongly hinted that mobile
broadband would likely to be sub-
ject to the same rules as wired
broadband, a change from his ini-
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The authors are uniting.
Last spring, when Amazon began dis-

couraging customers from buying books
published by Hachette, the writers grum-
bled that they were pawns in the retailer’s
contract negotiations over e-book prices.
During the summer, they banded togeth-
er and publicly protested Amazon’s ac-
tions.

Now, hundreds of other writers, includ-
ing some of the world’s most distin-
guished, are joining the coalition. Few if
any are published by Hachette. And they
have goals far broader than freeing up the
Hachette titles. They want the Justice De-
partment to investigate Amazon for ille-
gal monopoly tactics. 

They also want to highlight the issue
being debated endlessly and furiously on

writers’ blogs: What are the rights and
responsibilities of a company that sells
half the books in America and controls the
dominant e-book platform?

Andrew Wylie, whose client roster of
heavyweights in literature is probably
longer than that of any other literary
agent, said he was asking all his writers
whether they wanted to join the group,
Authors United. Among those who have
said yes, Mr. Wylie said in a phone in-
terview from Paris, are Philip Roth,
Orhan Pamuk, Salman Rushdie, V. S. Nai-
paul and Milan Kundera.

“It’s very clear to me, and to those I
represent, that what Amazon is doing is
very detrimental to the publishing in-
dustry and the interests of authors,” the
agent said. “If Amazon is not stopped, we 

FRED R. CONRAD/THE NEW YORK TIMES

Philip Roth has joined hundreds of writers, including Nobel laureates, taking
on Amazon over its fight with Hachette over pricing for e-books. 

Literary Lions Unite in Protest
Over Amazon’s E-Book Tactics
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By MATT RICHTEL

Tobacco companies, long considered
public health enemy No. 1, have suddenly
positioned themselves as protectors of
consumer well-being in the digital age. 

They are putting out among the
strongest health warnings in the fledgling
e-cigarette industry, going further even
than the familiar ones on actual ciga-
rettes, a leading cause of death. It has left
the industry’s critics scratching their
heads and deeply skeptical.

One warning, from Altria, maker of
Marlboros, reads in part: “Nicotine is ad-

on to say that nicotine can cause dizzi-
ness, nausea and stomach pains, and may
worsen asthma. 

“When I saw it, I nearly fell off my
chair,” said Dr. Robert K. Jackler, a pro-
fessor at the Stanford School of Medicine
where he leads research into cigarette
and e-cigarette advertising. MarkTen also
warns that e-cigarettes are not a smoking
cessation product, a warning that also ap-
pears on Vuse from Reynolds.

“Is this part of a noble effort for the
betterment of public health, or a cynical 

The warnings, which are entirely vol-
untary and are seen by some as attempts
to reduce legal liability or burnish corpo-
rate reputations, generally exceed what
amounts to modest cautions, silence or
even positive health claims from smaller
e-cigarette makers. 

One on a pack of nicotine cartridges
for MarkTen e-cigarettes, for instance, the
brand Altria is introducing nationwide,
runs more than 100 words. People with
heart disease, high blood pressure and di-
abetes should not use the product, the la-
bel says. Neither should children. It goes

dictive and habit forming, and is very tox-
ic by inhalation, in contact with the skin,
or if swallowed.”

Another, from Reynolds American,
maker of Camels, says the product is not
intended for persons “who have an un-
stable heart condition, high blood pres-
sure, or diabetes; or persons who are at
risk for heart disease or are taking medi-
cine for depression or asthma.”

They appear on the packaging for the
companies’ e-cigarettes, which are part of
a fast-growing industry that the tobacco
companies are maneuvering to dominate. 

Bluntly Dire Warnings From Big Tobacco on Electronic Cigarettes 
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By RAVI SOMAIYA

A few weeks ago, as scandals engulfed the Na-
tional Football League, The New Yorker maga-
zine’s cover showed a player being chased down
the field by police officers. 

During the height of the demonstrations in Fer-
guson, Mo., last month, its cover depicted protest-
ers with their hands raised, illuminated by the
harsh glare of floodlights. 

And early this year, as the Winter Olympics got
underway in Sochi, Russia, the cover lampooned
Vladimir V. Putin as a figure skater being assessed

which have been drawn or painted by artists each
week since its founding in 1925, frequently reflect,
or subvert, the news. 

The turning point is around Sept. 11, 2001, Mr.
Remnick said, when The New Yorker ran a black
cover with a black silhouette of the twin towers, by
the Pulitzer Prize-winning artist Art Spiegelman,
who has long collaborated with his wife and the
magazine’s art editor, Françoise Mouly. 

Since then a number of The New Yorker’s cov-
ers have made headlines of their own. Several stood

by five judges — all of them Mr. Putin. 
Those three images, among others, signal a

shift in The New Yorker’s cover art toward the topi-
cal and provocative. 

For most of its existence, the magazine special-
ized in covers that its current editor, David Rem-
nick, characterized, with some notable exceptions,
as “a lot of abandoned beach houses, bowls of fruit
and covers reflecting the change of seasons.”

At The New Yorker’s Midtown offices, a wall of
covers arranged in chronological order shows a dis-
tinct change in tone. Today, the magazine’s covers,

A Shift From Polite to Provocative
The New Yorker’s Covers, Once Calmly Decorative, Now Tackle Current Events — With Bite

LEFT COVER BY FRANÇOISE MOULY AND ART SPIEGELMAN; MIDDLE THREE BY BARRY BLITT; RIGHT BY ERIC DROOKER

JAMES ESTRIN/THE NEW YORK TIMES

Barry Blitt, in his Con-
necticut studio, is one of
the fastest and most pro-
lific of cover artists for
The New Yorker, and his
subjects, including the
middle three above, have
grown to include risky
and current topics.

Continued on Page 6
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Comcast has a long corporate tradition 
of smiling and wearing beige no matter 
what kind of criticisms are hurled at it. 

that public posture is in keeping with the low-
key approach favored by Brian L. Roberts, the 
company’s chief executive, as he seeks to take 
over the world. It’s worked very well so far.

But in a filing submitted to the Federal com-
munications commission last week in defense of 
its proposed merger with time Warner cable, 

the company lashed out uncharac-
teristically at its critics. and David 
L. cohen, comcast’s chief lobbyist, 
continued the salvo in comments to 
reporters and in his written remarks.

Watching comcast’s ballistic re-
sponse to opponents of its $45 billion takeover 
bid was a bit like watching a campaign debate 
go off the rails. the front-runner, ahead by 20 
points, is besieged by ankle-biters who suggest 
he is a lout and a bully. He finally loses it and 
goes off on his opponents in a fury, generally act-
ing like, well, a bully.

that’s one way to make a big lead go away.
In baring its teeth, comcast sought to show 

that the companies now opposing the deal 
were using public interest arguments to ad-
vance private business agendas. It said these 
companies had privately sought $5 billion in 
concessions from comcast before going public 
with their opposition.

In a thick document bristling with argu-
ments on its own behalf, comcast used quite a 
bit of ink and hot rhetoric on those who would 
lay it low, saying in part: “the significance of 
this extortion lies in not just the sheer audacity 
of some of the demands, but also the fact that 
each of the entities making the ‘ask’ has all but 
conceded that if its individual business inter-
ests are met, then it has no concern whatsoever 
about the state of the industry, supposed mar-
ket power going forward, or harm to consum-
ers, competitors, or new entrants.”

Gee, comcast, don’t sugarcoat it. say what 
you really mean.

the word extortion is usually applied to 
guys with names like Nicky who wear bad suits 
and crack their knuckles a lot. If this is how the 
company acts in the wooing stage, imagine 
how charming it will be once it actually gets 
what it wants.

the company named names, plenty of 
them: Netflix, for complaining about intercon-
nection plans it freely negotiated with comcast; 
Discovery, for asking for sweetheart carriage 
deals before its current contract is even up; and 
Dish, for whining about enhanced competition.

Its opponents were surprised by comcast’s 
ferocity — and overjoyed. an air of inevitability 
has been hanging over the merger since it was 
announced in February — comcast has a legion 
of allies in Washington, and a formidable advo-
cate in mr. cohen — but the opposition that has 
built up in the ensuing months seems to have 
driven the company around the bend.

comcast executives are offended. they 
genuinely believe that it will take a company of 
its scale and growing technological innovation 
to deliver the next generation of programming 
and data services.

opponents of the merger are convinced that 
granting a beefed-up comcast dominion over 
much of the country’s broadband would stifle 
innovation and tilt the field in unhealthy ways.

Both sides believe they hold the key to a 
consumer-friendly, high-functioning Internet.

Right.
What is actually going on is both more basic 

and more interesting. Programmers are wor-
ried that if comcast takes over time Warner 
cable, it will have the leverage to dictate prices. 
Web-based services like Netflix foresee a giant 
that will extract significant fees for providing 
high-speed performance.

comcast, which agreed to all manner of 
regulation to complete its acquisition of NBcU-
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By EDWARD WYATT

WASHINGTON — As a lobby-
ist for the cable and wireless in-
dustries, Tom Wheeler played a
role in shaping almost every ma-
jor telecommunications policy
and innovation over the last three
decades.

Cable and telephone deregula-
tion. Internet service in schools
and libraries. C-SPAN.

None of them, though, have
generated as much public inter-
est as net neutrality, the policy
most likely to define his time as
chairman of the Federal Commu-
nications Commission.

In the last few months, Mr.
Wheeler’s guidelines for net neu-
trality, the concept that users
should have equal access to any
legal online content, have be-
come a lightning rod for crit-
icism. More than 3.7 million com-
ments about the policy have
flowed to the commission. Many
of them argue that Mr. Wheeler’s
plan does not go far enough to
protect an open Internet.

Underlying much of the crit-
icism has been Mr. Wheeler’s
long history as a lobbyist or in-
vestor in companies he now reg-
ulates. But almost a year into the
job, Mr. Wheeler has established
a record as a formidable oppo-
nent to the industries he used to
represent.

This year, he joined the Justice
Department’s antitrust division
in opposing the proposed merger
of Sprint and T-Mobile, the third-
and fourth-largest cellphone
companies. That opposition led
Sprint’s parent, SoftBank, to
abandon the deal. This month, he
strongly hinted that mobile
broadband would likely to be sub-
ject to the same rules as wired
broadband, a change from his ini-
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The authors are uniting.
Last spring, when Amazon began dis-

couraging customers from buying books
published by Hachette, the writers grum-
bled that they were pawns in the retailer’s
contract negotiations over e-book prices.
During the summer, they banded togeth-
er and publicly protested Amazon’s ac-
tions.

Now, hundreds of other writers, includ-
ing some of the world’s most distin-
guished, are joining the coalition. Few if
any are published by Hachette. And they
have goals far broader than freeing up the
Hachette titles. They want the Justice De-
partment to investigate Amazon for ille-
gal monopoly tactics. 

They also want to highlight the issue
being debated endlessly and furiously on

writers’ blogs: What are the rights and
responsibilities of a company that sells
half the books in America and controls the
dominant e-book platform?

Andrew Wylie, whose client roster of
heavyweights in literature is probably
longer than that of any other literary
agent, said he was asking all his writers
whether they wanted to join the group,
Authors United. Among those who have
said yes, Mr. Wylie said in a phone in-
terview from Paris, are Philip Roth,
Orhan Pamuk, Salman Rushdie, V. S. Nai-
paul and Milan Kundera.

“It’s very clear to me, and to those I
represent, that what Amazon is doing is
very detrimental to the publishing in-
dustry and the interests of authors,” the
agent said. “If Amazon is not stopped, we 

FRED R. CONRAD/THE NEW YORK TIMES

Philip Roth has joined hundreds of writers, including Nobel laureates, taking
on Amazon over its fight with Hachette over pricing for e-books. 

Literary Lions Unite in Protest
Over Amazon’s E-Book Tactics
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Tobacco companies, long considered
public health enemy No. 1, have suddenly
positioned themselves as protectors of
consumer well-being in the digital age. 

They are putting out among the
strongest health warnings in the fledgling
e-cigarette industry, going further even
than the familiar ones on actual ciga-
rettes, a leading cause of death. It has left
the industry’s critics scratching their
heads and deeply skeptical.

One warning, from Altria, maker of
Marlboros, reads in part: “Nicotine is ad-

on to say that nicotine can cause dizzi-
ness, nausea and stomach pains, and may
worsen asthma. 

“When I saw it, I nearly fell off my
chair,” said Dr. Robert K. Jackler, a pro-
fessor at the Stanford School of Medicine
where he leads research into cigarette
and e-cigarette advertising. MarkTen also
warns that e-cigarettes are not a smoking
cessation product, a warning that also ap-
pears on Vuse from Reynolds.

“Is this part of a noble effort for the
betterment of public health, or a cynical 

The warnings, which are entirely vol-
untary and are seen by some as attempts
to reduce legal liability or burnish corpo-
rate reputations, generally exceed what
amounts to modest cautions, silence or
even positive health claims from smaller
e-cigarette makers. 

One on a pack of nicotine cartridges
for MarkTen e-cigarettes, for instance, the
brand Altria is introducing nationwide,
runs more than 100 words. People with
heart disease, high blood pressure and di-
abetes should not use the product, the la-
bel says. Neither should children. It goes

dictive and habit forming, and is very tox-
ic by inhalation, in contact with the skin,
or if swallowed.”

Another, from Reynolds American,
maker of Camels, says the product is not
intended for persons “who have an un-
stable heart condition, high blood pres-
sure, or diabetes; or persons who are at
risk for heart disease or are taking medi-
cine for depression or asthma.”

They appear on the packaging for the
companies’ e-cigarettes, which are part of
a fast-growing industry that the tobacco
companies are maneuvering to dominate. 

Bluntly Dire Warnings From Big Tobacco on Electronic Cigarettes 
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which have been drawn or painted by artists each
week since its founding in 1925, frequently reflect,
or subvert, the news. 

The turning point is around Sept. 11, 2001, Mr.
Remnick said, when The New Yorker ran a black
cover with a black silhouette of the twin towers, by
the Pulitzer Prize-winning artist Art Spiegelman,
who has long collaborated with his wife and the
magazine’s art editor, Françoise Mouly. 

Since then a number of The New Yorker’s cov-
ers have made headlines of their own. Several stood

by five judges — all of them Mr. Putin. 
Those three images, among others, signal a

shift in The New Yorker’s cover art toward the topi-
cal and provocative. 

For most of its existence, the magazine special-
ized in covers that its current editor, David Rem-
nick, characterized, with some notable exceptions,
as “a lot of abandoned beach houses, bowls of fruit
and covers reflecting the change of seasons.”

At The New Yorker’s Midtown offices, a wall of
covers arranged in chronological order shows a dis-
tinct change in tone. Today, the magazine’s covers,

A Shift From Polite to Provocative
The New Yorker’s Covers, Once Calmly Decorative, Now Tackle Current Events — With Bite

LEFT COVER BY FRANÇOISE MOULY AND ART SPIEGELMAN; MIDDLE THREE BY BARRY BLITT; RIGHT BY ERIC DROOKER

JAMES ESTRIN/THE NEW YORK TIMES

Barry Blitt, in his Con-
necticut studio, is one of
the fastest and most pro-
lific of cover artists for
The New Yorker, and his
subjects, including the
middle three above, have
grown to include risky
and current topics.
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pears on Vuse from Reynolds.

“Is this part of a noble effort for the
betterment of public health, or a cynical 

The warnings, which are entirely vol-
untary and are seen by some as attempts
to reduce legal liability or burnish corpo-
rate reputations, generally exceed what
amounts to modest cautions, silence or
even positive health claims from smaller
e-cigarette makers. 

One on a pack of nicotine cartridges
for MarkTen e-cigarettes, for instance, the
brand Altria is introducing nationwide,
runs more than 100 words. People with
heart disease, high blood pressure and di-
abetes should not use the product, the la-
bel says. Neither should children. It goes

dictive and habit forming, and is very tox-
ic by inhalation, in contact with the skin,
or if swallowed.”

Another, from Reynolds American,
maker of Camels, says the product is not
intended for persons “who have an un-
stable heart condition, high blood pres-
sure, or diabetes; or persons who are at
risk for heart disease or are taking medi-
cine for depression or asthma.”

They appear on the packaging for the
companies’ e-cigarettes, which are part of
a fast-growing industry that the tobacco
companies are maneuvering to dominate. 

Bluntly Dire Warnings From Big Tobacco on Electronic Cigarettes 

Continued on Page 8

By RAVI SOMAIYA

A few weeks ago, as scandals engulfed the Na-
tional Football League, The New Yorker maga-
zine’s cover showed a player being chased down
the field by police officers. 

During the height of the demonstrations in Fer-
guson, Mo., last month, its cover depicted protest-
ers with their hands raised, illuminated by the
harsh glare of floodlights. 

And early this year, as the Winter Olympics got
underway in Sochi, Russia, the cover lampooned
Vladimir V. Putin as a figure skater being assessed

which have been drawn or painted by artists each
week since its founding in 1925, frequently reflect,
or subvert, the news. 

The turning point is around Sept. 11, 2001, Mr.
Remnick said, when The New Yorker ran a black
cover with a black silhouette of the twin towers, by
the Pulitzer Prize-winning artist Art Spiegelman,
who has long collaborated with his wife and the
magazine’s art editor, Françoise Mouly. 

Since then a number of The New Yorker’s cov-
ers have made headlines of their own. Several stood

by five judges — all of them Mr. Putin. 
Those three images, among others, signal a

shift in The New Yorker’s cover art toward the topi-
cal and provocative. 

For most of its existence, the magazine special-
ized in covers that its current editor, David Rem-
nick, characterized, with some notable exceptions,
as “a lot of abandoned beach houses, bowls of fruit
and covers reflecting the change of seasons.”

At The New Yorker’s Midtown offices, a wall of
covers arranged in chronological order shows a dis-
tinct change in tone. Today, the magazine’s covers,

A Shift From Polite to Provocative
The New Yorker’s Covers, Once Calmly Decorative, Now Tackle Current Events — With Bite

LEFT COVER BY FRANÇOISE MOULY AND ART SPIEGELMAN; MIDDLE THREE BY BARRY BLITT; RIGHT BY ERIC DROOKER

JAMES ESTRIN/THE NEW YORK TIMES

Barry Blitt, in his Con-
necticut studio, is one of
the fastest and most pro-
lific of cover artists for
The New Yorker, and his
subjects, including the
middle three above, have
grown to include risky
and current topics.
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Comcast has a long corporate
tradition of smiling and wearing
beige no matter what kind of crit-
icisms are hurled at it. That pub-

lic posture is in keep-
ing with the low-key
approach favored by
Brian L. Roberts, the
company’s chief ex-
ecutive, as he seeks
to take over the

world. It’s worked very well so
far.

But in a filing submitted to the
Federal Communications Com-
mission last week in defense of
its proposed merger with Time
Warner Cable, the company
lashed out uncharacteristically at
its critics. And David L. Cohen,
Comcast’s chief lobbyist, contin-
ued the salvo in comments to re-
porters and in his written re-
marks. 

Watching Comcast’s ballistic
response to opponents of its $45
billion takeover bid was a bit like
watching a campaign debate go
off the rails. The front-runner,
ahead by 20 points, is besieged by
ankle-biters who suggest he is a
lout and a bully. He finally loses it
and goes off on his opponents in a
fury, generally acting like, well, a
bully. 

That’s one way to make a big
lead go away. 

In baring its teeth, Comcast
sought to show that the compa-
nies now opposing the deal were
using public interest arguments
to advance private business
agendas. It said these companies
had privately sought $5 billion in
concessions from Comcast before
going public with their opposi-
tion. 

In a thick document bristling
with arguments on its own be-
half, Comcast used quite a bit of
ink and hot rhetoric on those who
would lay it low, saying in part:
“The significance of this extor-
tion lies in not just the sheer au-
dacity of some of the demands,
but also the fact that each of the 
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By EDWARD WYATT

WASHINGTON — As a lobby-
ist for the cable and wireless in-
dustries, Tom Wheeler played a
role in shaping almost every ma-
jor telecommunications policy
and innovation over the last three
decades.

Cable and telephone deregula-
tion. Internet service in schools
and libraries. C-SPAN.

None of them, though, have
generated as much public inter-
est as net neutrality, the policy
most likely to define his time as
chairman of the Federal Commu-
nications Commission.

In the last few months, Mr.
Wheeler’s guidelines for net neu-
trality, the concept that users
should have equal access to any
legal online content, have be-
come a lightning rod for crit-
icism. More than 3.7 million com-
ments about the policy have
flowed to the commission. Many
of them argue that Mr. Wheeler’s
plan does not go far enough to
protect an open Internet.

Underlying much of the crit-
icism has been Mr. Wheeler’s
long history as a lobbyist or in-
vestor in companies he now reg-
ulates. But almost a year into the
job, Mr. Wheeler has established
a record as a formidable oppo-
nent to the industries he used to
represent.

This year, he joined the Justice
Department’s antitrust division
in opposing the proposed merger
of Sprint and T-Mobile, the third-
and fourth-largest cellphone
companies. That opposition led
Sprint’s parent, SoftBank, to
abandon the deal. This month, he
strongly hinted that mobile
broadband would likely to be sub-
ject to the same rules as wired
broadband, a change from his ini-
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By DAVID STREITFELD

The authors are uniting.
Last spring, when Amazon began dis-

couraging customers from buying books
published by Hachette, the writers grum-
bled that they were pawns in the retailer’s
contract negotiations over e-book prices.
During the summer, they banded togeth-
er and publicly protested Amazon’s ac-
tions.

Now, hundreds of other writers, includ-
ing some of the world’s most distin-
guished, are joining the coalition. Few if
any are published by Hachette. And they
have goals far broader than freeing up the
Hachette titles. They want the Justice De-
partment to investigate Amazon for ille-
gal monopoly tactics. 

They also want to highlight the issue
being debated endlessly and furiously on

writers’ blogs: What are the rights and
responsibilities of a company that sells
half the books in America and controls the
dominant e-book platform?

Andrew Wylie, whose client roster of
heavyweights in literature is probably
longer than that of any other literary
agent, said he was asking all his writers
whether they wanted to join the group,
Authors United. Among those who have
said yes, Mr. Wylie said in a phone in-
terview from Paris, are Philip Roth,
Orhan Pamuk, Salman Rushdie, V. S. Nai-
paul and Milan Kundera.

“It’s very clear to me, and to those I
represent, that what Amazon is doing is
very detrimental to the publishing in-
dustry and the interests of authors,” the
agent said. “If Amazon is not stopped, we 

FRED R. CONRAD/THE NEW YORK TIMES

Philip Roth has joined hundreds of writers, including Nobel laureates, taking
on Amazon over its fight with Hachette over pricing for e-books. 

Literary Lions Unite in Protest
Over Amazon’s E-Book Tactics

Continued on Page 7

By MATT RICHTEL

Tobacco companies, long considered
public health enemy No. 1, have suddenly
positioned themselves as protectors of
consumer well-being in the digital age. 

They are putting out among the
strongest health warnings in the fledgling
e-cigarette industry, going further even
than the familiar ones on actual ciga-
rettes, a leading cause of death. It has left
the industry’s critics scratching their
heads and deeply skeptical.

One warning, from Altria, maker of
Marlboros, reads in part: “Nicotine is ad-

on to say that nicotine can cause dizzi-
ness, nausea and stomach pains, and may
worsen asthma. 

“When I saw it, I nearly fell off my
chair,” said Dr. Robert K. Jackler, a pro-
fessor at the Stanford School of Medicine
where he leads research into cigarette
and e-cigarette advertising. MarkTen also
warns that e-cigarettes are not a smoking
cessation product, a warning that also ap-
pears on Vuse from Reynolds.

“Is this part of a noble effort for the
betterment of public health, or a cynical 

The warnings, which are entirely vol-
untary and are seen by some as attempts
to reduce legal liability or burnish corpo-
rate reputations, generally exceed what
amounts to modest cautions, silence or
even positive health claims from smaller
e-cigarette makers. 

One on a pack of nicotine cartridges
for MarkTen e-cigarettes, for instance, the
brand Altria is introducing nationwide,
runs more than 100 words. People with
heart disease, high blood pressure and di-
abetes should not use the product, the la-
bel says. Neither should children. It goes

dictive and habit forming, and is very tox-
ic by inhalation, in contact with the skin,
or if swallowed.”

Another, from Reynolds American,
maker of Camels, says the product is not
intended for persons “who have an un-
stable heart condition, high blood pres-
sure, or diabetes; or persons who are at
risk for heart disease or are taking medi-
cine for depression or asthma.”

They appear on the packaging for the
companies’ e-cigarettes, which are part of
a fast-growing industry that the tobacco
companies are maneuvering to dominate. 

Bluntly Dire Warnings From Big Tobacco on Electronic Cigarettes 
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on to say that nicotine can cause dizzi-
ness, nausea and stomach pains, and may
worsen asthma. 

“When I saw it, I nearly fell off my
chair,” said Dr. Robert K. Jackler, a pro-
fessor at the Stanford School of Medicine
where he leads research into cigarette
and e-cigarette advertising. MarkTen also
warns that e-cigarettes are not a smoking
cessation product, a warning that also ap-
pears on Vuse from Reynolds.

“Is this part of a noble effort for the
betterment of public health, or a cynical 

The warnings, which are entirely vol-
untary and are seen by some as attempts
to reduce legal liability or burnish corpo-
rate reputations, generally exceed what
amounts to modest cautions, silence or
even positive health claims from smaller
e-cigarette makers. 

One on a pack of nicotine cartridges
for MarkTen e-cigarettes, for instance, the
brand Altria is introducing nationwide,
runs more than 100 words. People with
heart disease, high blood pressure and di-
abetes should not use the product, the la-
bel says. Neither should children. It goes

dictive and habit forming, and is very tox-
ic by inhalation, in contact with the skin,
or if swallowed.”

Another, from Reynolds American,
maker of Camels, says the product is not
intended for persons “who have an un-
stable heart condition, high blood pres-
sure, or diabetes; or persons who are at
risk for heart disease or are taking medi-
cine for depression or asthma.”

They appear on the packaging for the
companies’ e-cigarettes, which are part of
a fast-growing industry that the tobacco
companies are maneuvering to dominate. 

Bluntly Dire Warnings From Big Tobacco on Electronic Cigarettes 

Continued on Page 8

By RAVI SOMAIYA

A few weeks ago, as scandals engulfed the Na-
tional Football League, The New Yorker maga-
zine’s cover showed a player being chased down
the field by police officers. 

During the height of the demonstrations in Fer-
guson, Mo., last month, its cover depicted protest-
ers with their hands raised, illuminated by the
harsh glare of floodlights. 

And early this year, as the Winter Olympics got
underway in Sochi, Russia, the cover lampooned
Vladimir V. Putin as a figure skater being assessed

which have been drawn or painted by artists each
week since its founding in 1925, frequently reflect,
or subvert, the news. 

The turning point is around Sept. 11, 2001, Mr.
Remnick said, when The New Yorker ran a black
cover with a black silhouette of the twin towers, by
the Pulitzer Prize-winning artist Art Spiegelman,
who has long collaborated with his wife and the
magazine’s art editor, Françoise Mouly. 

Since then a number of The New Yorker’s cov-
ers have made headlines of their own. Several stood

by five judges — all of them Mr. Putin. 
Those three images, among others, signal a

shift in The New Yorker’s cover art toward the topi-
cal and provocative. 

For most of its existence, the magazine special-
ized in covers that its current editor, David Rem-
nick, characterized, with some notable exceptions,
as “a lot of abandoned beach houses, bowls of fruit
and covers reflecting the change of seasons.”

At The New Yorker’s Midtown offices, a wall of
covers arranged in chronological order shows a dis-
tinct change in tone. Today, the magazine’s covers,

A Shift From Polite to Provocative
The New Yorker’s Covers, Once Calmly Decorative, Now Tackle Current Events — With Bite

LEFT COVER BY FRANÇOISE MOULY AND ART SPIEGELMAN; MIDDLE THREE BY BARRY BLITT; RIGHT BY ERIC DROOKER

JAMES ESTRIN/THE NEW YORK TIMES

Barry Blitt, in his Con-
necticut studio, is one of
the fastest and most pro-
lific of cover artists for
The New Yorker, and his
subjects, including the
middle three above, have
grown to include risky
and current topics.

Continued on Page 6
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International

Violence in Myanmar
Sectarian violence in Myanmar
threatens small businesses
owned by Muslims. 3

Aviation

Air France Strike Ends
The pilots’ union at Air France is
ending a two-week strike “in the
interest of passengers.” 3

Technology

Glut of iPhones in China
In a bad sign for Apple, Chinese
smugglers are struggling to sell
their stocks of the iPhone 6. 3

Comcast has a long corporate
tradition of smiling and wearing
beige no matter what kind of crit-
icisms are hurled at it. That pub-

lic posture is in keep-
ing with the low-key
approach favored by
Brian L. Roberts, the
company’s chief ex-
ecutive, as he seeks
to take over the

world. It’s worked very well so
far.

But in a filing submitted to the
Federal Communications Com-
mission last week in defense of
its proposed merger with Time
Warner Cable, the company
lashed out uncharacteristically at
its critics. And David L. Cohen,
Comcast’s chief lobbyist, contin-
ued the salvo in comments to re-
porters and in his written re-
marks. 

Watching Comcast’s ballistic
response to opponents of its $45
billion takeover bid was a bit like
watching a campaign debate go
off the rails. The front-runner,
ahead by 20 points, is besieged by
ankle-biters who suggest he is a
lout and a bully. He finally loses it
and goes off on his opponents in a
fury, generally acting like, well, a
bully. 

That’s one way to make a big
lead go away. 

In baring its teeth, Comcast
sought to show that the compa-
nies now opposing the deal were
using public interest arguments
to advance private business
agendas. It said these companies
had privately sought $5 billion in
concessions from Comcast before
going public with their opposi-
tion. 

In a thick document bristling
with arguments on its own be-
half, Comcast used quite a bit of
ink and hot rhetoric on those who
would lay it low, saying in part:
“The significance of this extor-
tion lies in not just the sheer au-
dacity of some of the demands,
but also the fact that each of the 

Growling
By Comcast
May Bring

Tighter Leash

DAVID
CARR 

THE MEDIA 
EQUATION 
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By EDWARD WYATT

WASHINGTON — As a lobby-
ist for the cable and wireless in-
dustries, Tom Wheeler played a
role in shaping almost every ma-
jor telecommunications policy
and innovation over the last three
decades.

Cable and telephone deregula-
tion. Internet service in schools
and libraries. C-SPAN.

None of them, though, have
generated as much public inter-
est as net neutrality, the policy
most likely to define his time as
chairman of the Federal Commu-
nications Commission.

In the last few months, Mr.
Wheeler’s guidelines for net neu-
trality, the concept that users
should have equal access to any
legal online content, have be-
come a lightning rod for crit-
icism. More than 3.7 million com-
ments about the policy have
flowed to the commission. Many
of them argue that Mr. Wheeler’s
plan does not go far enough to
protect an open Internet.

Underlying much of the crit-
icism has been Mr. Wheeler’s
long history as a lobbyist or in-
vestor in companies he now reg-
ulates. But almost a year into the
job, Mr. Wheeler has established
a record as a formidable oppo-
nent to the industries he used to
represent.

This year, he joined the Justice
Department’s antitrust division
in opposing the proposed merger
of Sprint and T-Mobile, the third-
and fourth-largest cellphone
companies. That opposition led
Sprint’s parent, SoftBank, to
abandon the deal. This month, he
strongly hinted that mobile
broadband would likely to be sub-
ject to the same rules as wired
broadband, a change from his ini-

Shaping
The Internet
And Seeing
Both Sides

Continued on Page 4

By DAVID STREITFELD

The authors are uniting.
Last spring, when Amazon began dis-

couraging customers from buying books
published by Hachette, the writers grum-
bled that they were pawns in the retailer’s
contract negotiations over e-book prices.
During the summer, they banded togeth-
er and publicly protested Amazon’s ac-
tions.

Now, hundreds of other writers, includ-
ing some of the world’s most distin-
guished, are joining the coalition. Few if
any are published by Hachette. And they
have goals far broader than freeing up the
Hachette titles. They want the Justice De-
partment to investigate Amazon for ille-
gal monopoly tactics. 

They also want to highlight the issue
being debated endlessly and furiously on

writers’ blogs: What are the rights and
responsibilities of a company that sells
half the books in America and controls the
dominant e-book platform?

Andrew Wylie, whose client roster of
heavyweights in literature is probably
longer than that of any other literary
agent, said he was asking all his writers
whether they wanted to join the group,
Authors United. Among those who have
said yes, Mr. Wylie said in a phone in-
terview from Paris, are Philip Roth,
Orhan Pamuk, Salman Rushdie, V. S. Nai-
paul and Milan Kundera.

“It’s very clear to me, and to those I
represent, that what Amazon is doing is
very detrimental to the publishing in-
dustry and the interests of authors,” the
agent said. “If Amazon is not stopped, we 

FRED R. CONRAD/THE NEW YORK TIMES

Philip Roth has joined hundreds of writers, including Nobel laureates, taking
on Amazon over its fight with Hachette over pricing for e-books. 

Literary Lions Unite in Protest
Over Amazon’s E-Book Tactics

Continued on Page 7

By MATT RICHTEL

Tobacco companies, long considered
public health enemy No. 1, have suddenly
positioned themselves as protectors of
consumer well-being in the digital age. 

They are putting out among the
strongest health warnings in the fledgling
e-cigarette industry, going further even
than the familiar ones on actual ciga-
rettes, a leading cause of death. It has left
the industry’s critics scratching their
heads and deeply skeptical.

One warning, from Altria, maker of
Marlboros, reads in part: “Nicotine is ad-

on to say that nicotine can cause dizzi-
ness, nausea and stomach pains, and may
worsen asthma. 

“When I saw it, I nearly fell off my
chair,” said Dr. Robert K. Jackler, a pro-
fessor at the Stanford School of Medicine
where he leads research into cigarette
and e-cigarette advertising. MarkTen also
warns that e-cigarettes are not a smoking
cessation product, a warning that also ap-
pears on Vuse from Reynolds.

“Is this part of a noble effort for the
betterment of public health, or a cynical 

The warnings, which are entirely vol-
untary and are seen by some as attempts
to reduce legal liability or burnish corpo-
rate reputations, generally exceed what
amounts to modest cautions, silence or
even positive health claims from smaller
e-cigarette makers. 

One on a pack of nicotine cartridges
for MarkTen e-cigarettes, for instance, the
brand Altria is introducing nationwide,
runs more than 100 words. People with
heart disease, high blood pressure and di-
abetes should not use the product, the la-
bel says. Neither should children. It goes

dictive and habit forming, and is very tox-
ic by inhalation, in contact with the skin,
or if swallowed.”

Another, from Reynolds American,
maker of Camels, says the product is not
intended for persons “who have an un-
stable heart condition, high blood pres-
sure, or diabetes; or persons who are at
risk for heart disease or are taking medi-
cine for depression or asthma.”

They appear on the packaging for the
companies’ e-cigarettes, which are part of
a fast-growing industry that the tobacco
companies are maneuvering to dominate. 

Bluntly Dire Warnings From Big Tobacco on Electronic Cigarettes 
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By RAVI SOMAIYA

A few weeks ago, as scandals engulfed the Na-
tional Football League, The New Yorker maga-
zine’s cover showed a player being chased down
the field by police officers. 

During the height of the demonstrations in Fer-
guson, Mo., last month, its cover depicted protest-
ers with their hands raised, illuminated by the
harsh glare of floodlights. 

And early this year, as the Winter Olympics got
underway in Sochi, Russia, the cover lampooned
Vladimir V. Putin as a figure skater being assessed

which have been drawn or painted by artists each
week since its founding in 1925, frequently reflect,
or subvert, the news. 

The turning point is around Sept. 11, 2001, Mr.
Remnick said, when The New Yorker ran a black
cover with a black silhouette of the twin towers, by
the Pulitzer Prize-winning artist Art Spiegelman,
who has long collaborated with his wife and the
magazine’s art editor, Françoise Mouly. 

Since then a number of The New Yorker’s cov-
ers have made headlines of their own. Several stood

by five judges — all of them Mr. Putin. 
Those three images, among others, signal a

shift in The New Yorker’s cover art toward the topi-
cal and provocative. 

For most of its existence, the magazine special-
ized in covers that its current editor, David Rem-
nick, characterized, with some notable exceptions,
as “a lot of abandoned beach houses, bowls of fruit
and covers reflecting the change of seasons.”

At The New Yorker’s Midtown offices, a wall of
covers arranged in chronological order shows a dis-
tinct change in tone. Today, the magazine’s covers,

A Shift From Polite to Provocative
The New Yorker’s Covers, Once Calmly Decorative, Now Tackle Current Events — With Bite

LEFT COVER BY FRANÇOISE MOULY AND ART SPIEGELMAN; MIDDLE THREE BY BARRY BLITT; RIGHT BY ERIC DROOKER

JAMES ESTRIN/THE NEW YORK TIMES

Barry Blitt, in his Con-
necticut studio, is one of
the fastest and most pro-
lific of cover artists for
The New Yorker, and his
subjects, including the
middle three above, have
grown to include risky
and current topics.
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niversal in 2011, does not want to hand 
out so many bonbons to other players 
that the proposed merger becomes 
noneconomic. there is no breakup 
fee on the deal and comcast could 
still walk, especially if it feels that a 
merger would lead to the regulation 
of broadband access as if it were a 
public utility.

opponents are trying to enlarge 
the merger debate to include the 
broader issues of net neutrality and 
monopoly control, and there are signs 
that these efforts are gaining traction 
in significant places. on sept. 4, tom 
Wheeler, the chairman of the F.c.c., 
surprised many, including comcast, 
when he said in a speech that in terms 
of broadband that can support stream-
ing on multiple devices, 82 percent of 
americans have only one choice in providers.

Regardless of motive, the issues raised in 
the filings are hugely important and won’t be 
brushed aside by bombast or counterattack.

From the start, comcast has sought to frame 
the debate more narrowly, portraying it as the 
merger of two cable operators that do not com-
pete, which is sort of true and sort of beside the 
point. the future, as anyone with a router could 
tell you, is all about broadband; a merged time 
Warner cable and comcast would control more 
than 35 percent of the broadband market with 
easy access to far more households and would 
be the dominant presence in 16 of the 20 largest 
cities in the country.

comcast is aggrieved that the people it has 
seen across the negotiating table — with their 
hands out — cocked a gun after they didn’t get 
what they wanted, but in terms of the public de-
bate, comcast is at a disadvantage.

From the consumer perspective, Netflix 
provides a wide array of programming for $8 a 
month, and Discovery delivers abundant reality 
programming along with lots of furry and furi-
ous animals. comcast is the cable guy with the 
drooping pants, the one who collects money for 
everyone else by issuing big, fat monthly bills 
— and then sends much of it right back out the 
door to programmers.

a senior executive at comcast agreed that 
its aggressive response was “uncharacteristic,” 
but said, “Enough was enough.” this executive 

spoke on the condition of anonymity to discuss 
internal strategy.

“the increases that these companies are 
looking for in exchange for not opposing the 
deal are exorbitant,” the executive said. “Pro-
grammers don’t expect to get called out on this 
stuff, but the industry is reaching a breaking 
point, and we needed to stand up for ourselves.”

It sounded sincere and very likely is, but 
going on the attack is probably not good strat-
egy. comcast has always combined its political 
might with restraint of tongue, a brutally effec-
tive combination that it has temporarily aban-
doned. In reminding the F.c.c. to scrutinize 
motives behind the arguments it will hear as 
it weighs whether to approve or challenge the 
deal, comcast seemed defensive and frantic.

I remain unconvinced that giving comcast 
a bigger footprint is good public policy, but I 
understand its frustration. No one, even big, 
powerful companies, likes being ganged up on 
by opponents whose own motives are open to 
suspicion, but their response could create more 
problems than it’s worth.

When I was young and stupid, my friends 
and I tried to cut through a yard full of turkeys 
just for the thrill of it. the turkeys surround-
ed us and immediately began hitting us with 
their wings, protesting the intrusion. my farm-
raised pal cautioned me just to ignore it, but 
after a while I couldn’t stand it anymore and 
gave one a nice swift kick.

and that’s when the trouble really started.   n
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By STUART ELLIOTT

T
HOSE who remember
the 1960s — putting aside
the quip that if you re-
member the ’60s, then

you really weren’t there — will
recall a declaration that “The
revolution will not be televised.”
Decades later, it is television that
is being revolutionized, effecting
profound changes in how the ad-
vertising business operates and
tries to make money.

If, as another ’60s saying goes,
money is the mother’s milk of
politics, then television — in its
traditional, linear form as pro-
gramming watched live on TV
sets according to fixed schedules
— has been the mother’s milk of
marketing. And because the rev-
olution being wrought by tech-
nologies like streaming video,
mobile devices, online web se-
ries, DVRs and on-demand view-
ing has become a constant topic
of conversation on Madison Ave-
nue, it is no surprise that a major
industry conference intends to
devote significant time to how
the tectonic plates are shifting
and what shake-ups may lie
ahead.

The event is the 2014 edition of
Advertising Week, the 11th year
in a row that the weeklong smor-
gasbord of panels, presentations
and parties has been held in New
York.

Organizers expect attendance
to top 100,000 for the 300 or so
events on the official calendar,
which include discussions about
the future of television with titles
like “Are We There Yet? The

Journey From TV to Total Video,”
“The Great Debate: Linear TV,
‘Tried and True’ or ‘So Over
You’?” “The New Generation of
TV Advertising Is Streamed,”
“Advertising’s Gold Rush: Online
Video,” “Digital Video: Disrupt-
ing Cross-Media Measurement”
and “Programmatic TV: Adver-
tising’s Next Great Frontier.”

A debate that is likely to gener-
ate heat, if not light, is whether
rapid, large increases in digital
ad spending by marketers,
prompted by shifts in how view-
ers watch video, mean a concomi-
tant decline in spending for com-
mercial time on traditional televi-
sion.

For instance, the research
company eMarketer predicts
that YouTube’s revenue from vid-
eo advertising will rise 39 percent

this year from last year, while the
broadcast and cable networks
took in fewer dollars selling com-
mercial time in the so-called
upfront market before the 2014-15
season than they did selling com-
mercial time in the upfront mar-
ket before the 2013-14 season.

On the side of the ledger for
traditional television, Broadcast-
ing & Cable reported recently
that the AMC cable channel is
asking advertisers to pay more
than $1 million for a package
composed of two 30-second com-
mercials: a spot in the final epi-
sode of “Mad Men” and a spot in
an episode of “The Walking
Dead.” And more than four
months before the kickoff of Su-
per Bowl XLIX on Feb. 1, 2015,
NBC has already sold 70 percent
to 80 percent of the commercial

time available in the broadcast,
according to Variety.

When it comes to demand for
television commercial time, there
may be “a bit of moderation off
the long-term trends,” Irwin Got-
lieb, chairman of GroupM, the
media division of WPP, said this
month at the annual TVB For-
ward conference. “It continues to
grow, albeit not at the levels it
used to grow at in the ’80s and
’90s.”

“The death of television has
been forecast for far too long,” he
added. “It ain’t happening; trust
me.”

According to the 2014 Ipsos Af-
fluent Survey USA, the use of
digital media is growing strongly
among affluent Americans but
not at the expense of traditional
media like television.

“Digital media is supplement-
ing, not supplanting,” Stephen
Kraus, chief insights officer for
the Audience Measurement
Group of Ipsos MediaCT, said in
presenting the report. “They re-
main quite engaged with televi-
sion as a device, not just as a me-
dium,” he added, even as their
“ownership of digital devices
continues to grow.” 

Brian Wieser, senior research
analyst at the Pivotal Research
Group, wrote in a note on Friday
how he perceived widespread
suggestions that television ad
revenue would decline precipi-
tously because of the gains in
digital ad revenue. “Our view of
the state of TV advertising,” he
said, is that “there is not some
meaningfully different secular
change going on, that conditions

are more impacted by broader
economic conditions than any-
thing else and that growth in digi-
tal advertising is primarily driv-
en by new categories of market-
ers first and large, TV-centric
brands second.”

“We remain confident that
fears” that a shift in ad spending
to digital from traditional will ac-
celerate “will turn out to be over-
done,” Mr. Wieser said. 

In addition to sessions ponder-
ing what comes next in media,
Advertising Week will offer those
attending a chance to see — and
snap selfies with — famous faces.
Among those scheduled to ap-
pear during the conference,
which runs Monday through
Thursday, are Jessica Alba, Katie
Couric, Ethan Hawke, Jared Leto,
Jamie Oliver, Outkast, Dan Rath-
er, Nile Rodgers, Kevin Spacey,
Gloria Steinem and Michael Stra-
han. 

Madison Avenue’s own celebri-
ties are also scheduled to be well-
represented. For example, the
leaders of four of the world’s six
largest agency holding groups
are on the agenda as speakers or
moderators: Martin Sorrell, chief
executive of WPP, which is No. 1;
Maurice Lévy, chairman and
chief executive of the Publicis
Groupe, No. 3; Michael I. Roth,
chairman and chief executive of
the Interpublic Group of Compa-
nies, No. 4; and Yannick Bolloré,
global chairman and chief execu-
tive of Havas, No. 6.

As for the chiefs of the Omni-
com Group (No. 2) and Dentsu
(No. 5), there is always Advertis-
ing Week 2015.

ADVERTISING

Ad Meeting to Explore How Technology Is Changing TV
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Martin Sorrell, left, chief of WPP, and Maurice Lévy, chief of Publicis Groupe, will be speakers or moderators at the event. 

entities making the ‘ask’ has all
but conceded that if its individual
business interests are met, then
it has no concern whatsoever
about the state of the industry,
supposed market power going
forward, or harm to consumers,
competitors, or new entrants.” 

Gee, Comcast, don’t sugarcoat
it. Say what you really mean.

The word extortion is usually
applied to guys with names like
Nicky who wear bad suits and
crack their knuckles a lot. If this
is how the company acts in the
wooing stage, imagine how
charming it will be once it actual-
ly gets what it wants. 

The company named names,
plenty of them: Netflix, for com-
plaining about interconnection
plans it freely negotiated with
Comcast; Discovery, for asking
for sweetheart carriage deals be-
fore its current contract is even
up; and Dish, for whining about
enhanced competition. 

Its opponents were surprised
by Comcast’s ferocity — and
overjoyed. An air of inevitability
has been hanging over the merg-
er since it was announced in Feb-
ruary — Comcast has a legion of

allies in Washington, and a formi-
dable advocate in Mr. Cohen —
but the opposition that has built
up in the ensuing months seems
to have driven the company
around the bend.

Comcast executives are of-
fended. They genuinely believe
that it will take a company of its
scale and growing technological
innovation to deliver the next
generation of programming and
data services. 

Opponents of the merger are
convinced that granting a beefed-
up Comcast dominion over much
of the country’s broadband would
stifle innovation and tilt the field
in unhealthy ways. 

Both sides believe they hold
the key to a consumer-friendly,
high-functioning Internet. 

Right.
What is actually going on is

both more basic and more inter-
esting. Programmers are worried
that if Comcast takes over Time
Warner Cable, it will have the lev-
erage to dictate prices. Web-
based services like Netflix fore-
see a giant that will extract sig-
nificant fees for providing high-
speed performance.

Comcast, which agreed to all
manner of regulation to complete
its acquisition of NBCUniversal
in 2011, does not want to hand out
so many bonbons to other play-
ers that the proposed merger be-

comes noneconomic. There is no
breakup fee on the deal and Com-
cast could still walk, especially if
it feels that a merger would lead
to the regulation of broadband
access as if it were a public utility. 

Opponents are trying to en-
large the merger debate to in-
clude the broader issues of net
neutrality and monopoly control,
and there are signs that these ef-
forts are gaining traction in sig-
nificant places. On Sept. 4, Tom
Wheeler, the chairman of the
F.C.C., surprised many, including
Comcast, when he said in a
speech that in terms of broad-
band that can support streaming
on multiple devices, 82 percent of
Americans have only one choice
in providers. 

Regardless of motive, the is-
sues raised in the filings are
hugely important and won’t be
brushed aside by bombast or
counterattack.

From the start, Comcast has
sought to frame the debate more
narrowly, portraying it as the
merger of two cable operators
that do not compete, which is sort
of true and sort of beside the
point. The future, as anyone with
a router could tell you, is all about
broadband; a merged Time War-
ner Cable and Comcast would
control more than 35 percent of
the broadband market with easy
access to far more households

and would be the dominant pres-
ence in 16 of the 20 largest cities
in the country.

Comcast is aggrieved that the
people it has seen across the ne-
gotiating table — with their
hands out — cocked a gun after
they didn’t get what they wanted,
but in terms of the public debate,
Comcast is at a disadvantage.

From the consumer perspec-
tive, Netflix provides a wide ar-
ray of programming for $8 a
month, and Discovery delivers
abundant reality programming
along with lots of furry and furi-
ous animals. Comcast is the cable
guy with the drooping pants, the
one who collects money for ev-
eryone else by issuing big, fat
monthly bills — and then sends
much of it right back out the door
to programmers. 

A senior executive at Comcast
agreed that its aggressive re-
sponse was “uncharacteristic,”
but said, “Enough was enough.”
This executive spoke on the con-
dition of anonymity to discuss in-
ternal strategy.

“The increases that these com-
panies are looking for in ex-
change for not opposing the deal
are exorbitant,” the executive
said. “Programmers don’t expect
to get called out on this stuff, but
the industry is reaching a break-
ing point, and we needed to stand
up for ourselves.” 

It sounded sincere and very
likely is, but going on the attack is
probably not good strategy. Com-
cast has always combined its po-
litical might with restraint of
tongue, a brutally effective com-
bination that it has temporarily
abandoned. In reminding the
F.C.C. to scrutinize motives be-
hind the arguments it will hear as
it weighs whether to approve or
challenge the deal, Comcast
seemed defensive and frantic.

I remain unconvinced that giv-
ing Comcast a bigger footprint is
good public policy, but I under-
stand its frustration. No one,
even big, powerful companies,

likes being ganged up on by op-
ponents whose own motives are
open to suspicion, but their re-
sponse could create more prob-
lems than it’s worth.

When I was young and stupid,
my friends and I tried to cut
through a yard full of turkeys just
for the thrill of it. The turkeys
surrounded us and immediately
began hitting us with their wings,
protesting the intrusion. My
farm-raised pal cautioned me just
to ignore it, but after a while I
couldn’t stand it anymore and
gave one a nice swift kick.

And that’s when the trouble
really started. 

Growling by Comcast May Bring a Tighter Leash
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A demonstration in Philadelphia, across from the Comcast
Center, against Comcast’s bid to buy Time Warner Cable.

From First Business Page

tial proposal.
“Sitting on the other side of the

desk in this office is really a fasci-
nating experience,” Mr. Wheeler,
68, said in an interview last week.
As a lobbyist, he said, “I used to
come into this office, and I was
cocksure. ‘This is the answer;
what’s important is what’s need-
ed for my client.’ But as I’ve said
many times, I have an entirely
different client now.”

Six-foot-four and rail thin, Mr.
Wheeler still looks like a lobbyist
out of central casting. He stands
so tall he practically leans back-
ward. His crisp shirts are often
monogrammed and have French
cuffs.

After growing up in Columbus,
Ohio, and graduating from Ohio
State University, he worked on
the 1968 Senate campaign for
John J. Gilligan in Ohio. The cam-
paign, though a losing effort,
gave him “Potomac fever,” Mr.
Wheeler said. He moved to Wash-
ington and joined the Grocery
Manufacturers Association,
where he stayed for several years
before moving to the upstart ca-
ble industry.

While at the leading cable in-
dustry group, then known as the
National Cable Television Associ-
ation, he helped shepherd the
1984 Cable Act, which largely de-
regulated the still-fledgling busi-
ness. While at the top wireless as-
sociation, he pushed the 1996
Telecommunications Act, a
sweeping update of the 1934 Com-
munications Act. He helped get
the cable industry behind the cre-
ation of C-SPAN, and he champi-
oned the E-Rate program, which
provided funding for advanced
telecommunications connections
for schools and libraries.

Reed Hundt, who was F.C.C.
chairman in 1994, when an earlier
version of the Telecommunica-

tions Act died in Congress, said
Mr. Wheeler pushed the F.C.C. to
continue to fight to get E-Rate ap-
proved, even though it would not
directly benefit the cellular in-
dustry.

“He was the only person in the
entire business world who came
to me and said, ‘Don’t give up on
E-Rate,’” Mr. Hundt said.

Over the years Mr. Wheeler
regularly supported Democratic
candidates, and as he increased
his wealth as a venture capitalist,
his fund-raising efforts expanded
as well.

In the fall of 2007, he and his
wife, Carol, moved to Ames,
Iowa, her hometown, to cam-
paign for President Obama be-
fore the Iowa caucuses. For six
weeks, the Wheelers rubbed
shoulders with campaign work-
ers in their 20s, answering
phones each weeknight and
knocking on doors all weekend.

Later, he became a top fund-
raiser for Mr. Obama’s campaign,
raising more than $700,000.

His work as an investor in
communications start-ups helped
make him personally wealthy,
too. On financial disclosure forms
he lists at least $10 million in fi-
nancial assets, much of them in-
vestments in media companies.
After his nomination last year, he
divested himself of investments
in 78 media companies, including
Verizon, AT&T, Comcast and
Google.

Some of Mr. Wheeler’s sup-
porters say his wealth has freed
him as chairman because he does
not need a job when he is done.
Many past commissioners have
turned to lobbying after their ten-
ure — including the current lead-
ers of the cable and wireless as-
sociations: Michael K. Powell,
chief of the National Cable & Tele-
communications Association and
former F.C.C. chairman; and
Meredith Attwell Baker, the chief

of CTIA-The Wireless Associa-
tion and a former F.C.C. commis-
sioner. Mr. Wheeler has said he
wanted to return to writing
books.

But many consumer organiza-
tions say Mr. Wheeler could have
taken a stronger stand against
cable groups. 

“So far, the discussion has not
been as productive as we would
have liked,” said Matt Wood, pol-
icy director at Free Press, a con-
sumer interest group. “The rhet-
oric has been good, but the reali-
ty of the proposal hasn’t matched
that.”

One thing has remained con-
stant throughout the years, ac-
cording to people who have
known Mr. Wheeler for a long

time — his belief that for every is-
sue, there is a right and a wrong
answer.

Mr. Wheeler says he relishes
debate, up to a point.

“I love the intellectual stim-
ulation of conflicting ideas,” he
said. “A lot of people tend to say,
‘He didn’t do it my way, therefore
he doesn’t have an open mind,
and therefore he’s not willing to
compromise.’ I think there is a
difference between compromise
and capitulation.”

Mr. Wheeler sometimes refer-
ences his past when explaining
his policy decisions. After leaving
the cable association in 1984, he
helped start a company that de-
livered high-speed data to home
computers over cable television

lines. It ran up against a cable in-
dustry that wanted the company,
Nabu, to pay for the right to ac-
cess the cable lines, money that
the start-up did not have.

“I had companies fail because
they did not have access to net-
works,” he said at a town-hall
meeting in Albuquerque in June,
during a discussion about wheth-
er his net neutrality plan was
strong enough. “Cable companies
would tell us to go away. I know
what it’s like to not have access.”

Arthur Esch, who started Nabu
with Mr. Wheeler when relatively
few people had heard the word
“online,” said Mr. Wheeler was
always open to hearing people’s
ideas and their thought process.

But listening is often as far as it

goes.
“He’s not a democracy guy,”

Mr. Esch said. “You do not have a
vote. He’s a decision maker.”

Mr. Wheeler’s style has led to
some grumbling among the com-
missioners at F.C.C. headquar-
ters. Aides say the other commis-
sioners often are excluded from
the drafting of new proposals. 

Sometimes, that has meant
making enemies with groups that
once were friends — especially
when it comes to net neutrality.

Mr. Wheeler was handed the
issue of net neutrality two
months into his tenure, when a
federal appeals court threw out
F.C.C. rules enacted in 2010 that
forbade broadband providers
from blocking or discriminating
against any legal content. The
court said the F.C.C. was treating
broadband companies too much
like regulated utilities.

Those invalidated rules also
discouraged content providers
from paying for priority access
through a broadband company’s
pipes. But when Mr. Wheeler re-
leased a new set of rules, that
provision was missing, leading
many critics to say that the new
regime violated net neutrality by
allowing for paid prioritization —
so-called fast lanes through a
broadband company’s systems.

New rules are expected to be
adopted by the end of the year.
Mr. Wheeler has said several
times that he does not believe
fast lanes are consistent with an
open Internet.

“How we deal with open In-
ternet is going to have to be an
amalgam of multiple approach-
es,” he said.

“These are new times. These
are new technologies,” he contin-
ued. “There is a new future and
we want to be able to structure
something that will last into that
new future.”

Shaping the Internet’s Future With Perspective From Both Sides of His Desk

MARK HOLM FOR THE NEW YORK TIMES

Tom Wheeler, the F.C.C. chairman, has drawn some criticism for his net neutrality plan.
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